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Illustrative campaign report demonstrating full-funnel marketing performance, lead quality, conversion tracking, and customer acquisition cost (CAC).
I track campaign performance beyond lead volume — measuring how prospects move from initial acquisition through discovery calls, strategy sessions, and ultimately client acquisition. This provides a clearer view of both marketing efficiency and business impact.
3-Month Campaign Performance
	Metric
	July 2026
	August 2026
	September 2026

	Advertising Spend
	$2,066
	$3,250
	$4,100

	Leads Generated
	49
	72
	91

	Cost Per Lead
	$42.17
	$45.14
	$45.05

	Discovery Calls Booked
	18
	29
	38

	Strategy Sessions Booked
	9
	16
	22

	Clients Closed
	4
	7
	10

	Opportunities Open
	2
	3
	4

	Opportunities Lost
	3
	4
	5

	Customer Acquisition Cost (CAC)
	$516.55
	$464.29
	$410.00


Full-Funnel Progression
July
$2,066 Spend → 49 Leads → 18 Discovery Calls → 9 Strategy Sessions → 4 Clients
August
$3,250 Spend → 72 Leads → 29 Discovery Calls → 16 Strategy Sessions → 7 Clients
September
$4,100 Spend → 91 Leads → 38 Discovery Calls → 22 Strategy Sessions → 10 Clients
Key Performance Indicators
Across the three-month period, the campaign generated:
· 212 total leads
· 85 discovery calls booked
· 47 strategy sessions booked
· 21 new clients
· $9,416 total advertising spend
· $44.42 average cost per lead
· $448.38 blended CAC
The campaign also showed improving acquisition efficiency over the three-month period, with CAC decreasing from $516.55 in July to $410.00 in September while monthly client acquisition increased from 4 to 10 clients.
Marketing Performance
In addition to campaign-level acquisition metrics, broader marketing performance showed:
· Qualified leads: +25%
· Organic traffic: +30%
· Social engagement: +40%
· Client inquiries: +15%
· Email opens: +20%
· Conversions: +12%
Reporting Framework
My reporting approach connects marketing activity to downstream business outcomes:
Advertising Spend → Leads → Qualified Prospects → Discovery Calls → Strategy Sessions → Clients
By tracking each stage, I can identify where prospects are converting, where opportunities are being lost, and how efficiently advertising spend is translating into new customer acquisition.
Analytics & Reporting Certifications: HYROS | Meta Ads | Tableau

