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YTK 107 KAMPANYA RAPORLAMA METRIKLERi ANLATMAK Y YTK Academy

01 Rapor sablonlar

Haftalik performans e-postasi
Miisteriye ya da yonetime

Subject: Weekly campaign report -

v (T,

Here are this week's highlights:
SR [l EUR 3,200 ( vs. last week)

- Leads: EHAt] at a cost per lead of SV Swyacl]

SIS Ml the video ad TR =IO NN 2 . 1%

Insight: bring cheaper leads than BREiEIELELLE.
Next step: We'll move of the budget to FAKEL].

Best,

Your name

Ucg rakam, bir icgérii, bir sonraki adim. Uzun tablo ekte kalsin.

Kampanya sonu ozeti
Kampanya bittiginde

(=TI E-REs il Spring sale TNl 1-30 April

Goal: 500 GCELEREYSRTLG TN EUR 25 [CETH)
Result: 540 Y-ELIEEY EUR 23.10
What worked: short videos, weekend targeting

What didn't: the long landing page
FERLINERGERS N shorten the form to three fields

Hedef, sonug, ne ise yaradi, ne yaramadi, oneri.

Kotii sonucu bildirmek
Hedef tutmadiginda

v (T,

This month we missed the lead target by FEF4.
IR ERGICERGLHIEE @ higher cost per click after the auction changed B

([CROIEVCRCINGCERNA paused the two weakest ad sets [ EllTEANS
this week. I'lL update you on [FEREN-

Best,

Your name

Kotu haberi ilk cimlede ver; neden ve ne yaptigini hemen ardindan yaz.
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02 sonuclan sunmak 10

Rakamlar ornektir.

The campaign reached 120,000 Kampanya 120 bin kisiye ulasti.
people.
2 We generated 540 leads. 540 potansiyel miisteri elde ettik.

3 The click-through rate was 1.8 percent. Tiklama orani yiizde 1,8 oldu.

Potansiyel miisteri basina maliyet 23 euroya

4 The cost per lead dropped to 23 euros. dilstil
The conversion rate improved from 2 to Déniisiim orani yiizde 2'den 3'e cikti.
3 percent.

6 We spent 90 percent of the budget. Biitcenin ylizde 90"in1 harcadik.

7 Returnon ad spend was 4.2. Reklam harcamasinin getirisi 4,2 oldu.
Engagement was highest on Etkilesim en ylksek Instagram'da oldu.
Instagram .

9 Organic traffic grew by 15 percent. Organik trafik yuzde 15 artti.

10 We exceeded the target by 8 percent. Hedefi ylizde 8 astik.

03 Karsilastirmak 10

Video reklamlar duragan gorsellerden daha

11 Video ads outperformed staticimages. . . " .
iyi performans gosterdi.

Mobile users converted better than Mobil kullanicilar masalistii kullanicilarindan
desktop users. daha iyi donlisiim sagladi.
13 This is our best result this year. Bu, bu yilki en iyi sonucumuz.

Compared to last month, costs are

" .. . .. R
down E percent. Gecen aya gore maliyetler yuzde 12 dustu.

15 Version Bwon the A/B test. A/B testini B versiyonu kazandi.

16 Theresults are below the industry Sonuclar sektor ortalamasinin altinda.
average.

17 Email had the highest open rate. En yliksek acilma orani e-postadaydi.

18 T.he f:ll.fference is not statistically Fark istatistiksel olarak anlamli degil.
significant.

19 Performance varied by region. Performans bolgeye gore degisti.
Weekends performed better than Hafta sonlari hafta icinden daha iyi
weekdays. performans gosterdi.
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04 Nedenini aciklamak ve icgorii

The drop was caused by a change in the Diisiisiin nedeni algoritmadaki bir
algorithm. degisiklikti.

The increase is mainly due to the new

22 .
creative.

Artisin baslica nedeni yeni kreatif.

23 The audience was too broad. Hedef kitle fazla genisti.

The landing page was too slow on

24 mobile. Acilis sayfasi mobilde ¢ok yavasti.

. Costs went up because of seasonal Maliyetler mevsimsel rekabet yiiziinden
competition. artti.

26 The data suggests that shorter videos Veri, kisa videolarin daha iyi ¢alistigini
work better. gosteriyor.

. P,

27 People click, but they don’tfill in the insanlar tikliyor ama formu doldurmuyor.
form.
The first three seconds make the - .

28 Farki ilk G¢ saniye yaratiyor.

difference.

55 We need more data to be sure. Emin olmak icin daha fazla veriye ihtiyacimiz

var.
The lead quality was lower than Potansiyel miisteri kalitesi beklenenden
expected. disliktd.
05 Oneri sunmak 10

31 lIrecommend shifting budget to video.  Biitceyi videoya kaydirmayi éneriyorum.
32 Let's pause the weakest ads. En zayif reklamlari durdurahim.

33 We should test a shorter form. Daha kisa bir formu test etmeliyiz.

34 Let's run the test for two more weeks. Testi iki hafta daha surdirelim.

35 |suggest narrowing the audience. Hedef kitleyi daraltmayi 6neriyorum.

We should increase the budget by 20

36 Butceyi yuzde 20 artirmaliyiz.

percent.

37 Let's try a different hook. Farkli bir giris (hook) deneyelim.

- We need to improve the landing page Once acllis sayfasini iyilestirmemiz
first. gerekiyor.

39 Let's not change anything for five days. Bes giin boyunca higbir seye dokunmayalim.

40 I'd keep this campaign running. Ben bu kampanyayi siirdirtrdiim.
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06 Toplantida sorulanlar

iy

42

4

w

45

46

4

N

48

49

Where did the leads come from?
How do you define a qualified lead?

What's the attribution model?

How does this compare with last
quarter?

Can you break it down by channel?

Is that number before or after
discounts?

What's the sample size?
I'll check the data and get back to you.
Let me show you the dashboard.

The numbers are still preliminary.

07 WMetrikler

51

57

impressions
“The ad had two million impressions.”

reach
“Reach was lower than impressions.”

frequency

KAMPANYA RAPORLAMA METRIKLERI ANLATMAK

Potansiyel musteriler nereden geldi?

Nitelikli potansiyel musteriyi nasil
tanimliyorsunuz?

iliskilendirme modeli ne?

Bu, gecen ceyrekle karsilastirildiginda nasil?
Bunu kanala gore ayirabilir misiniz?

O rakam indirimlerden énce mi, sonra mi?

Orneklem biiyiikligi ne?
Veriye bakip size donecegim.
Size paneli gostereyim.

Rakamlar henliz kesin degil.

gosterim

erisim (tekil kisi)

sikhk

“The frequency is too high; people see the ad five times.”

CTR (click-through rate)
“The CTR doubled with the new headline.”

CPC (cost per click)
“CPC rose in December.”

CPM (cost per mille)
“CPM is high in this market.”

CPL (cost per lead)
“Our target CPL is 25 euros.”

CAC (customer acquisition cost)
“CAC includes sales salaries.”

tiklama orani

tiklama basina maliyet

bin gésterim basina maliyet

potansiyel miusteri basina maliyet

miusteri edinme maliyeti
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KAMPANYA RAPORLAMA METRIKLERi ANLATMAK Y YTK Academy

07 Metrikler (devam)

59

60
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70

conversion rate
“The conversion rate on mobile is 2 percent.”

ROAS (return on ad spend)
“We aim for a ROAS of 4.”

bounce rate
“The bounce rate is 70 percent.”

open rate
“The email had an open rate of 32 percent.”

engagement rate
“The engagement rate is higher on reels.”

retention
“Retention after three months is 60 percent.”

churn
“Churn increased after the price change.”

LTV (lifetime value)
“LTV should be three times CAC.”

lead
“We got 40 leads from the webinar.”

MQL (marketing qualified lead)
“Only 30 percent of leads became MQLs.”

funnel
“We lose most people at the top of the funnel.”

attribution
“Attribution is based on the last click.”

doénlsum orani

reklam harcamasinin getirisi

hemen ¢ikma orani

acilma orani

etkilesim orani

elde tutma

musteri kaybi

miusteri yasam boyu degeri

potansiyel musteri

pazarlamanin nitelikli saydigi potansiyel
musteri

satis hunisi

iliskilendirme
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08 sikyapilan hatalar .

71 X The-CTRinereased-2perecentfrom-Ito-3-
v The CTRincreased by two percentage points, from 1to 3 percent.
1'den 3'e ¢ikis 2 puandir; ylizde olarak 200 artistir.

72 X \Wetook5401eads:

v We generated 540 leads.
Potansiyel misteri "generate" ya da "get" ile kullanilir.

73 X Fhe-eampaigh-was-very-stecessfuk
v The campaign brought 540 leads at 23 euros each.
Sifat yerine rakam ver.

74 X Clicksisi e
v Clicks are increasing.
"Clicks" ¢coguldur.

75 X Fheperformance-of-the-adisbad:
v The ad is underperforming.
Daha profesyonel karsihdi "underperform".
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BU KAYNAKLA NRSIL GALISMALI?

Rakamlar ornektir. Kendi son kampanya raporunu a¢ ve her metrik icin buradaki
kaliplarla bir cumle kur.

Q Sira hep ayni: ne oldu (rakam), neden oldu (icgorii), ne yapacagiz (6neri).

Q Musteriye ya da yonetime rapor yazarken kisaltmalari ilk kullanimda ag.

KENDi NOTLARIN

YTK 107 - PAZARLAMA & SATIS

BUNLARI KENDI ISINDE, BIREBIR DERSTE GALIS

Kaliplari bilmek ilk adim. Asll is, onlari kendi mesleginde ve gercek konusmada

kullanabilmek. Dersler birebir ve meslegine 6zel; ilk 15 dakikalik tanisma gorusmesi
Ucretsiz.

ytkacademy.com.tr
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