
Sample Weekly Report
Weekly Platform Stats

Glossary:
Impression: The number of times your ads were on screen.
Reach: The number of people who saw your ads at least once. 
Reach is different from impressions, which may include multiple 
views of your ads by the same people.
CPM: The average cost for 1,000 impressions.
Frequency: The average number of times each person saw an ad on 
a given platform
CTR: The percentage of times people saw your ad and performed a 
link click. CTR indicates how many link clicks you've received on 
your ad compared to how many impressions your ad received.
Engagement: The total number of actions that people take involving 
your ads. Post engagement indicates that your ads are relevant to 
your target audience, which helps your ads perform better.

Week of...
Total Weekly 

Spend Facebook Google Twitter Programmatic Total Budget
Total Spend 

To-Date Platform Spend Impressions Reach Frequency CPM
January 28 $1,700 $1,700 $0 $0 $0 $36,000 $1,700 Facebook $2,700 200,000 24,160 8.28 $13.50
February 4 $4,200 $4,200 $0 $0 $0 $36,000 $5,900 Google $1,300 105,000 - - $12.38
February 11 $5,420 $3,300 $70 $0 $2,050 $36,000 $11,320 Twitter $700 100,000 - - $7.00
February 18 $9,540 $4,000 $40 $0 $5,500 $36,000 $20,860 Programmatic $1,550 320,000 - - $4.84
February 25 $10,830 $6,020 $210 $0 $4,600 $36,000 $31,690

March 4 $2,440 $1,110 $130 $0 $1,200 $36,000 $34,130
March 11 $335 $330 $5 $0 $0 $36,000 $34,465
March 18 $4,820 $2,000 $1,000 $320 $1,500 $40,950 $39,285
March 25 $6,170 $2,700 $1,300 $670 $1,500 $48,300 $45,455

April 1 $7,300 $3,200 $1,500 $900 $1,700 $53,400 $52,755
April 8 $8,800 $3,800 $1,900 $1,100 $2,000 $61,950 $61,555
April 15 $73,650
April 22 $76,350

Total $61,555 $32,360 $6,155 $2,990 $20,050

Opponent Digital Spend Last Week Estimates Sample Opponent Ads
Ad Platform Us Opponent

Facebook $2,800 $1,000
Twitter $1,400 $0
Google $800 $0



Weekly Stats by Creative

Creative Spend Impressions CPM

Comments, 
Reactions, and 

Shares

Comments, 
Reactions, and 

Shares Rate Link Clicks
Link Click 

Through Rate
Banner $2,900 350000 $8.29 700 0.20% 1100 0.31%
VBM2 $1,800 300000 $6.00 300 0.10% 600 0.20%

VBMVideo $1,100 65000 $16.92 120 0.18% 300 0.46%
Banner VBM2

VBM2Video

Weekly Stats by Ad Type Ad Type Definitions
Video: A :30, :15, or :6 video with broll and 
audio. Generally, a higher quality but more 
expensive ad spot
Native: Rich media that is designed to look like 
an in-platform post.  Difficult to distinguish as 
an ad from regular organic content (Think 
Facebook or Twitter ads).
Banner: Static or Gif ads that appear on 
websites throughout the internet.  Easy to 
distinguish as an ad; not easily confused with 
organic content.  Generally a lower quality but 
less expensive ad spot.

Ad Type Spend Impressions CPM

Comments, 
Reactions, and 

Shares

Comments, 
Reactions, and 

Shares Rate Link Clicks
Link Click 

Through Rate
Video $3,300 304000 $10.86 400 0.13% 1400 0.46%
Native $1,400 102000 $13.73 700 0.69% 300 0.29%
Search $500 18000 $27.78 0 0.00% 600 3.33%
Banner $1,100 300000 $3.67 520 0.17% 310 0.10%



Weekly Stats by Targeting Method Targeting Method Definitions
List: Targeting exactly your audience through 
manipulation of the voter file or CRM data
Dynamic: Using advanced Digital targeting 
methods to hone in on your target audience 
based off of their political preferences, 
politicians they like, their age, websites they are 
on, etc.
Search: Targeting keywords on Search Engines. 
Radius: Targeting very specific locations was 
small as a city block and as wide as a mile"

Creative Spend Impressions CPM

Comments, 
Reactions, and 

Shares

Comments, 
Reactions, and 

Shares Rate Link Clicks
Link Click 

Through Rate
List $4,200 500000 $8.40 460 0.09% 850 0.17%

Search $500 18000 $27.78 0 0.00% 578 3.21%
Dynamic $1,550 190000 $8.16 550 0.29% 1057 0.56%
Radius $0 0 $0.00 0 0.00% 0 0.00%

Google Trends Monitoring
Google's estimate for "How hot" a keyword is, on a scale of 1-100. Good for monitoring popularity spikes. Google Trends Monitoring

Week of... Campaign Opponent
October 14 8 8
October 21 16 0
October 28 0 8
November 4 0 0

November 11 16 12
November 18 0 12
November 25 0 0
December 2 8 16
December 9 8 8
December 16 8 8
December 23 8 8
December 30 8 0

January 6 49 34
January 13 33 41
January 20 33 36
January 27 59 100
February 4 32 49
February 11 32 49
February 18 34 46
February 25 44 26

March 4 28 10
March 11 26 11
March 18 37 18
March 25 48 32



All Time Digital Report
 All Time Platform Stats

Platform Spend Impressions Reach Frequency CPM Clicks Engagements CTR
Facebook $25,000 2,000,000 67878 29.46 $12.50 2400 5000 0.12%

Google $2,700 220,000 - - $12.27 2800 0 1.27%
Programmatic $17,000 2,100,000 - - $8.10 3000 0 0.14%

Twitter $1,000 150,000 - - $6.67 1100 630 0.73%

All Time Stats by Creative

Creative Spend Impressions CPM

Comments, 
Reactions, and 

Shares

Comments, 
Reactions, and 

Shares Rate Link Clicks
Link Click 

Through Rate
Service $5,800 300000 $19.33 659 0.22% 500 0.17%
Solver $10,200 715000 $14.27 717 0.10% 750 0.10%
TBT $6,800 1020000 $6.67 629 0.06% 840 0.08%

VBM1 $2,500 130000 $19.23 183 0.14% 200 0.15%
Supporters $2,100 1000000 $2.10 237 0.02% 260 0.03%

Intro $2,600 300000 $8.67 569 0.19% 450 0.15%
EMILYsList $110 42000 $2.62 14 0.03% 80 0.19%
JaneGOTV $450 25000 $18.00 0 0.00% 70 0.28%

GOTV1 $2,200 212000 $10.38 136 0.06% 210 0.10%
GOTV2 $1,000 55000 $18.18 123 0.22% 95 0.17%

Buckhorn $5,800 740000 $7.84 0 0.00% 1900 0.26%
VBM2 $4,000 630000 $6.35 558 0.09% 1500 0.24%

VBMVideo $1,050 65000 $16.15 114 0.18% 300 0.46%
Service Video Solver Video TBT Static



VBM1 Runoff19 GotV
 

All Time Stats by Ad Type Ad Type Definitions
Video: A :30, :15, or :6 video with broll and 
audio. Generally, a higher quality but more 
expensive ad spot
Native: Rich media that is designed to look 
like an in-platform post.  Difficult to 
distinguish as an ad from regular organic 
content (Think Facebook or Twitter ads).
Banner: Static or Gif ads that appear on 
websites throughout the internet.  Easy to 
distinguish as an ad; not easily confused 
with organic content.  Generally a lower 
quality but less expensive ad spot.

Ad Type Spend Impressions CPM

Comments, 
Reactions, and 

Shares

Comments, 
Reactions, and 

Shares Rate Link Clicks
Link Click 

Through Rate
Video $25,000 1700000 $14.71 2375 0.14% 4000 0.24%
Native $12,300 1050000 $11.71 2713 0.26% 1335 0.13%
Search $1,100 42000 $26.19 0 0.00% 2050 4.88%
Banner $7,000 1800000 $3.89 0 0.00% 1700 0.09%

All Time Stats by Targeting Method Targeting Method Definitions
List: Targeting exactly your audience 
through manipulation of the voter file or 
CRM data
Dynamic: Using advanced Digital targeting 
methods to hone in on your target audience 
based off of their political preferences, 
politicians they like, their age, websites they 
are on, etc.
Search: Targeting keywords on Search 
Engines. 
Radius: Targeting very specific locations 
was small as a city block and as wide as a 
mile"

Creative Spend Impressions CPM

Comments, 
Reactions, and 

Shares

Comments, 
Reactions, and 

Shares Rate Link Clicks
Link Click 

Through Rate
List $42,000 4000000 $10.50 4478 0.11% 5233 0.13%

Search $1,100 42000 $26.19 0 0.00% 2021 4.81%
Dynamic $2,650 320000 $8.28 610 0.19% 1678 0.52%
Radius $0 0 $0.00 0 0.00% 0 0.00%



COMPETE Creative Tracker
Link to client Power Point

Asset
Estimated 

Active Period Platform Status Link to asset
Actual Launch 

Date

Actual 
Completion 

Date
Estimated 

Budget Status Explanation
Landing Page 1/24-E Day Instapage Active 1/24 3/5 - Queue In the queue to be created down the road

Static 1/26-2/6 Facebook Completed 1/26 2/11 - Production We've started working on it

Video 2/1-2/18
Facebook

IP Targeting Completed 2/1 2/16 - Approval Sent to client and in approval/edit
1 min 

Testimonial 1/24-E Day
Facebook

Landing Page Completed 2/20 3/3 - Active Launched and running
Press 

Endorsement 2/5-2/18
Facebook

IP Targeting Completed 2/5 2/28 - Completed Complete due to saturation or some other reason

Video 2 2/18-E Day
Facebook

IP Targeting Completed 2/18 3/3 -

GotV 1 2/28-E Day
Facebook

IP Targeting Completed 3/1 3/5 -

GotV 2 2/28-E Day
Facebook

IP Targeting Completed 3/1 3/5 -
GotV Candidate E-Day Facebook Completed 3/5 3/5 -
Endorsement 

Native 3/8-3/25
Facebook

IP Targeting Active 3/14
Endorsement 

Video 3/8-3/25
Facebook

IP Targeting Active 3/18

VBM Video 3/19-4/13
Facebook

IP Targeting Active 3/20

VBM Native 3/19-4/13
Facebook

IP Targeting Active 3/20


