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Campaign Performance Reporting Checklist
For Creative & Marketing Agencies

Turn campaign data into a clear client-ready story across visibility, engagement,
leads, conversions and customer growth.

How to use this checklist
Use it before sending a weekly, monthly or post-campaign report. Tick only the measures that match the campaign

objective. The goal is not to report every available number; it is to show what happened, why it matters, and what

the client should do next.

1. Reporting Foundation
■  State the client's business objective in one clear sentence.

■  Show the campaign name, reporting period, target audience and channels.

■  Identify the primary KPI that defines success.

■  Include supporting metrics that explain the primary KPI.

■  Show the target, benchmark or previous-period result where a useful comparison exists.

■  Confirm tracking, attribution and conversion events are working before interpreting results.

A useful report starts with the campaign objective and prioritizes KPIs that support decisions rather than simply

displaying all available metrics.

2. Visibility — Did the campaign reach the right people?
■  Report reach and/or unique audience where available.

■  Report impressions and frequency when they help explain exposure.

■  Compare visibility by channel, audience, creative or campaign.

■  Show website traffic or landing-page visits when awareness is expected to drive visits.

■  Flag unusually high or low visibility and explain the likely cause.

■  State whether visibility was sufficient to support the campaign objective.

Possible metrics: Reach • Impressions • Frequency • Website visits • Content reach • Brand/search visibility

3. Engagement — Did the audience respond?
■  Report the engagement measures that match the content and channel.

■  Include engagement rate or click-through rate where relevant.

■  Identify the best-performing creative, message, format or channel.

■  Separate meaningful actions from vanity engagement where possible.

■  Explain what the engagement pattern suggests about audience interest.

■  Recommend what content, creative or message should be repeated, improved or stopped.

Possible metrics: Engagement rate • Click-through rate • Comments • Shares • Saves • Video completion • Time

on page
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4. Leads — Did attention create potential customers?
■  Report total leads generated during the campaign period.

■  Track qualified leads separately when MQL/SQL or another qualification standard is available.

■  Report cost per lead for paid campaigns.

■  Show lead conversion rate from the relevant traffic or form step.

■  Compare lead volume and quality by channel or campaign.

■  Identify drop-off points between interest and lead capture.

■  Explain whether the campaign is producing the type of leads the client actually needs.

Possible metrics: Leads • Qualified leads • Form submissions • Email sign-ups • Cost per lead • Lead conversion

rate

5. Conversions — Did leads or visitors take the desired
action?
■  Define the conversion clearly: purchase, booking, demo, registration, enquiry or another agreed action.

■  Report total conversions and conversion rate.

■  Show cost per conversion/acquisition where spend data is available.

■  Compare conversion performance by channel, audience or creative.

■  Review the journey for major conversion drop-offs.

■  Where appropriate, include revenue or return on ad spend rather than stopping at conversion volume.

■  Explain which campaign elements appear to be driving the strongest outcomes.

Possible metrics: Conversions • Conversion rate • CPA/CAC • Revenue • ROAS • Purchases • Bookings •

Registrations

6. Customer Growth — Did the campaign contribute to
business growth?
■  Report new customers acquired when the data can be attributed or reasonably connected to the campaign.

■  Compare customer acquisition cost with the client's target or prior period.

■  Track revenue generated when the campaign has a revenue objective.

■  Include retention, renewals or repeat purchase where the campaign supports existing customers.

■  Use customer lifetime value when it is available and useful for the decision.

■  Be explicit about attribution limits instead of claiming impact the data cannot support.

■  Summarize the strongest defensible link between marketing performance and business growth.

Possible metrics: New customers • CAC • Revenue • Repeat purchase • Retention • Renewals • Customer

lifetime value
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7. Turn the Numbers Into a Client Story
Before sending the report, make sure it answers these four questions:

■  What happened? Summarize the most important performance change or result.

■  Why did it happen? Identify the likely drivers, such as channel, audience, creative, timing or offer.

■  What was the business impact? Connect the result to leads, conversions, customers, revenue or the agreed

objective.

■  What should happen next? Recommend what to keep, stop, test, fix or scale.

WHAT HAPPENED → WHY → BUSINESS IMPACT → NEXT ACTION

8. Client-Ready Quality Check
■  The executive summary can be understood without reading every chart.

■  Every chart has a clear title and communicates one main point.

■  Metrics are compared with targets, benchmarks or previous periods where appropriate.

■  Wins and underperformance are both reported transparently.

■  The report avoids unnecessary jargon and explains technical metrics.

■  Insights are separated from raw numbers.

■  Recommendations are specific and actionable.

■  Data sources, tracking gaps and attribution limitations are noted.

■  The report ends with clear priorities for the next reporting period.

Quick Client Summary Template

Campaign objective ____________________________________________

Primary KPI ____________________________________________

Biggest result ____________________________________________

What drove it ____________________________________________

Business impact ____________________________________________

Next action ____________________________________________

Final reminder: A strong campaign report does not merely prove that work was
completed. It helps the client understand whether the work moved the business
forward and what decision should come next.

Reference basis: This original checklist was informed by current marketing-reporting guidance that recommends

aligning KPIs with campaign objectives, tracking awareness/engagement/lead/conversion outcomes, providing

context and comparisons, and ending reports with insights and actionable recommendations.



