Paid Search
Reporting Sucks

But it doesn’t have to! l

C
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“Not a single person likes reporting"”

Medium Q

Why Reporting Sucks

I don’t know a single person who likes reporting.
Seriously. I never met a person who said: I like
reporting. I know a lot of people who demand data for

reports from others. But even these people hate it

when they have to do it themselves.

Source: https://medium.com/@DanielMeixner 7277 3/why-reporting-sucks-9cc4dff54b2e
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https://medium.com/@DanielMeixner_72773/why-reporting-sucks-9cc4dff54b2e

“It's just kind of a waste of time"”

Visit my website

5he ®

Honestly, | feel like reporting is so stupid.

Most people never even look at it, and it's
just kind of a waste of time, but it is still
expected that it is done.

CC 56 5 comments - 5 reposts
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“No one trusts the data”

« 3h ago

A lot of leaders claim they want insights and fancy dashboards, but the moment
they get it, they do nothing with it. They make no time to learn it, and they come in
hostile, assuming the data isn't trustworthy. They claim to be data-driven, but...
they're the exact opposite.

©) {P 2.4K {} (O Reply £ Award &> Share
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We're not even getting paid

Reporting cost

included in fees
0/ No extra charge
o Flat fee

of agencies don't charge
separately for client reports

Source: Agency Analytics. 2024 Marketing
Agency Benchmarks Report

PAID SEARCH
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Lot'siucte ’

Let'sdo reporting
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Better reporting earns
you a seat at the table
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Reporting Rules to Win Stakeholder Buy-In

It's for

Them,
Not You

Amy Hebdon
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What heed
What heed
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Data Story

Framework T
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Earn stakeholder
buy-in with these

What
happens
next?
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1. How are we
Howare doivr\\, o?

Why? H BH— Insta.ntly know if the
U metrics that matter

most are on track
What
happens [:
next? -
| y,
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Your report shouldn't feel like a

Find the hidden " \Y,
inSightS., Choose your date range : Choose your campaigns

Pick which metrics
to focus on.

: &

Choose which charts
to pay attention to.

|\ PAID SEARCH IS
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Before you build

Source of truth

Where does the data come
from? Any system conflicts?

Metrics that matter

What are the primary KPIs
they're accountable for?
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, find out:

Goals & targets

What are the business
goals and targets?

Big picture

What will help them
succeed / decide [/ act?
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o 2. Why?
= Was performance

Why? HUBH } due to something we
- did, or something
outside of our

What
happens [: control?
next? -

- ! y
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Zoom out to answer why it happened
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What changed...

Inthe
ﬁ platform?

Conversion actions
Bidding & CPCs
Algorithm updates
Campaign changes
Tracking config
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anold], Inside the

business
?

Budget

Offers

Landing pages
Sales capacity
Mktg activity

In the

market?

Seasonality
Demand
Competitors
Regulation
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{::":.:::g? } 3. What

happens next?

Why? H UH Confidently interpret
D i and make decisions

on the data
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Categories of Invisible CTAs
WAL B¢

The next step to take The reason for what The emotional
based on the data. happened. No further response to what
action needed. happened.
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get buy-in

| need to
the
cartissue

Amy Hebdon | Friends of Search 2026

| need to

whether to
increase
budgets

because we
hit our
targets
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The

How are E I
we doing?

X
aligns your fw"y? HDHH}
L

report with
their actual
_hneeds -

What
happens
next?

@r[
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Take Action:

Are your reports built
for your stakeholders?
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Reporting Rules to Win Stakeholder Buy-In

Amy Hebdon
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Most PPC report templates are data dumps

X
-
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Google

best ppc reporting templates

PPC PRESENTATION TEMPLATE
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® Data Bloo
Best PPC Report Templates - Re.

¥ DashThis B Smartsheet (23 yAnalytics oV rapl martsheet
Free PPC Report Template f Free PPC Reporting Template | Re. Free PPC Campaign Templates

PPC Report Template for Digital Free PPC Campaign Templates | Sma

SIMPLE PPC TEMPLATE

: o
PPC Reporting
Template
- - 2 days ago n
© TapClick @ Windsor.ai 2 AgencyAnalytic @ Unito ow h

Need a PPC Reporting Template? Here are 7 Free PPC Reporting Template | Ready in

R . -

I 320500 13005 4612  9300%

PPC Report Template ... Free PPC Report Dashboard Template on Free PPC Report Template for Digit

il. |\!| th iilllﬂ .ulhl]llu Il

7 PromoNavi Blog B smartsheet © Ovior @ Coupler.io B
Perfect PPC Report Template 20+ Best PPC Report Templa,

® Uni ow ph © Semrush
Need a PPC Reporting Te 6 Best PPC Reporting Best White Label PPC

PPC Report Templates for Googl. Free PPC Campaign Templates.

ESE
—— e B

Related searches

7 PromoNavi Blog

PPC Report Templates for Google Data Stud

B

® Data Bloo
Best PPC Report Templates - Ready to

Prc aEpoRT

Looker Studio PPC Template
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Don't
data. it.
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-

U Sporecards Wlth targets and
we doing? time comparisons

-
g "R . . . . .
Why? Time series, distributions,
HDHH and category breakdowns
- =
r;::tens Invisible CTAs, preattentive
next? attributes, intentional design

\.

)i Sciici
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Howare Scorecards

(= N\ 4 S\ 4 B
REVENUE COST ROAS CONVERSIONS
$142K $24K 5.9x 1,840
VS. prev ith 'V +8% vs. prev month A +4% VS. prev
month +12% month -14%

vs. target On vs. target 5.0x +18%
vs. target $120K +18% $25K track vs. target 2,200 -16%
R —
" J \ J/ . J

Every scorecard Usethe same 3 -7 metrics Include time
must matter to metrics each total comparisons
business time and targets
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Adatadump doesn'tanswer '"How are we
doing?"

Google Ads dashboard Get this dashboard for free | Booka Demo

[ Campaign type v ] {Campaign name v ]

Impressions CPM Clicks Amount spend Conversions Conversion rate
104.7K $149.17 6.3K $15.61K 213 3.4%

+ 6.0% § -8.0% $-3.7% 3 -2.5% $-17.4% §-14.2%

Views CPV (cost per view) CPC CTR Cost/Conversion Conversions value
825.0 $0.10 S2.47 6.0% $73.29 $10.65K
§-42.7% t+ 14.3% t1.3% $-9.2% +18.1% 5 -17.4%

Amy Hebdon | Friends of Search 2026 MIAGIC
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Let’s try that again:

Last Month Google Ads Performance

Compared to previous month

Conversion Value Cost ROAS

$10.7K $15.6K 0.7
§-17% | I} § 2% J §-15%
i CPA b Conversions i
$73 213
t 18% 8-17%

A
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Why? HDUH Context, trends, insight

2%0 250 Sales

80 Best

Down 20%
month over ever
month 80

S IS OO MNNPT AT BIE R\ BNy - Sy ST Sy S IR FUTSATNPT AT SRR\ Y-SV S S-S S S
0% 2 A R g™ B P AN (07 0% 0% o W7 (B0 o R BT 0 g (B 0 0% 0 o
™ W s 3 p.oc:)e"\eﬂ“ o 0\‘3% eceﬁ‘ Pt W 3 P\):eﬂ’\e« ot o*e%eoe«\
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A data dump doesn’'t answer “"Why?"

Impressions & CPM Clicks & CPC Conversions & Cost/Conversion
—8— Impressions —e— CPM —8— Clicks —e— CPC -~ Conversions —a— Cost/Conversion
6K 1.5K 400 3 30 300
300 {
4K 1K 2 20 200
200
2K 500 S 1 10 100
100
L L
0 0 0 0 0 L ¥ 0
Dec 11,2024 Dec 21,2024 Dec 31,2024 Dec 11, 2024 Dec 21,2024 Dec 31,2024 Dec 11,2024 Dec 21,2024 Dec 31,2024
Dec 16, 2024 Dec 26, 2024 Jan 5, 2025 Dec 16, 2024 Dec 26, 2024 Jan 5, 2025 Dec 16, 2024 Dec 26,2024 Jan 5, 2025
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Your go-to “why" chart : stacked bars over time

Replaces pie chart + time series

® Trend + breakdown in one
view

® De-aggregates totals I

® Shows when the mix shifts

iy

PAID SEARCH .
1l
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How to create stacked bar chartsin Looker Studio

Amy Hebdon | Friends of Search 2026

Data source: (Google Ads, GA4,
Google Sheet)

Dimension (X-axis): Time (ie
last 13 months)

Breakdown dimension: (The
segments you want to see)

Metric (Y-axis): What you're
measuring

Sort: Time

PlDEAR B
IVIPAY AR
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“Your leads dropped 80%. Explain.”

PPC
Leads
Down
80%
MoM

There's a tracking
issue

GAA4 data

Amy Hebdon | Friends of Search 2026

I Referral [ Paid Search Organic
600

Email I Direct

400

200

Jun Jul Aug Sep QOct Nov Dec Jan Feb
2025 2025 2025 2025 2025 2025 2025 2026 2026
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"Why are paid search leads lower this month?"”

PPC B Paid Search @ Email Direct Organic @ Referral
500

Leads

Down e

10% 300

— g 1 1
-

All conversions are down 20% | .,
Paid search is down 10%

GAA4 data Jan 2026 Dec 2025 Nov 2025 Feb 2026

PAID SEARCH A
W NGIE
L
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The same formula works for line or area charts

cpc —— email organic (none) — text referral Others

300K
250K
200K

150K

100K \\

0 —=——

ﬁﬁﬁ éﬁﬁ ﬂﬁﬂ Tﬁﬁ Ao
)SQ \N& geﬂ y§
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Use for convs.

Report form [ Website Content Download-H1 202...
5 Demo Form B HubSpot all Paid Search Leads
-Geta Demo Form

Apr 2025 May 2025 Jun 2025 Jul 2025 Aug 2025 Sep 2025 Oct 2025 Nov 2025 Dec 2025 Jan 2026

pAD SeARCH
W ~Tr
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Use to group dimensions

] ]
/ i ‘
e &= —
— == > Sl NonBrand @ Brand
= I e—
——————
N e— [ —
CE——
' e
Y
=
Jun Jul Aug Sep Oct Nov Dec Jan Feb Jun Jul Aug Sep Oct Nov Dec Jan Feb
2025 2025 2025 2025 2025 2025 2025 2026 2026 2025 2025 2025 2025 2025 2025 2025 2026 2026
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Use

to isolate dimensions

-

Course Upsell

N Google Ads M Microsoft Ads
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Different questions require different charts

Google Ads Traffic Sources

In 2023, nearly 70K Google Ads clicks came from Performance Max ads.

Google Ads Clicks

@ PorfomancoNax @ Search @ Discovery @ Display ® Video  © Shopping Smart

2023

April 2019

Video Ads

How did Video ads perform?

o Vdeouew | Vol View troush

2021

Covid Impact on 2021 Click Costs

After pandemic-based CPCs were “anniversaried” in March 2021, click costs have steadily risen.
The average CPC in 2021 was $0.14, up 20% from 2020, but still down 36% from 2019

Average CPC by Month

2024 PPC Growth Plan & Tracker

2024 targets are based on an ambitious 15% Yo growith while keeping ROAS above 4.0

Revenue

2024 Annual Target:

——
$1,120,072

$973,976

$232780
$202,417

Cost

May 2024

s

Paid Search
K .

magic
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== e Performance Calculator Jan 2023

How would performance have been different with changes to budget and efficiency?

justed Budget Projected Net New Rev
- 1638143 = ERYVAKIE]
Lot € t New F n Net N € Rev Diff
- 83,471,013 |-| $3,261,533 | = RPN

‘ $3,509,156




You don’t have to

brush all your teeth.
L

SR B s

Just the ones you
want to keep.
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Putting it all together: [The story] + [the proof]

Paid Search Performance Overview

All Revenue ﬁ ROAS Cost
$35,327 ?4 3.81 $9,263
$-23.8% MoM #-18.0% MoM MoM: -7.1% ¢ 139.0%

Revenue + ROAS Over Time

E) Revenue — ROAS

Revenue — 4 ROAS

Amy Hebdon | Friends of Search 2026
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Take Action:

Are your charts
curated for
stakeholders?
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Reporting Rules to Win Stakeholder Buy-In

PAID SEARCH
Amy Hebdon MAGIC



Revenue by Month
B Revenue
January February March April June July August  September  October  November

Amy Hebdon | Friends of Search 2026
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get buy-in

| need to
the
cartissue

Amy Hebdon | Friends of Search 2026

| need to

whether to
increase
budgets

because we
hit our
targets

PAID SEARCH S
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because we beat our

Invisible CTA:

YTD Revenueis 35% Above Target

=¢= Target [l Revenue
20K expected

seasonality

YTD Revenue
Target Rev: $120K l
Actual Rev: $160K

15K

10K

Account revenue has
exceeded aggressive
monthly targets while
staying above a

6 ROAS

Target | Revenue

5K

January March May July September November
February August October

Amy Hebdon | Friends of Search 2026 WA



| need to the cartissue

Invisible CTA:

Fewer sales after checkout cart

Monthly Revenue vs Conversion Ratg
nnsaslakna
Cart update 9/27

Action needed:
Fix or revert cart
change
Conversion rate is
down nearly 50%
since Sept cart
update.

Before: 7.5% CVR
After: 4% CVR

January March May July September November
February August October

pAD SEARCH [

W
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Invisible CTA:

| need to

whether to increase

== CPC [ Cost Revenue
20K

17.5K

15K

12.5K

10K

Target | Revenue

Amy Hebdon | Friends of Search 2026

6.3

May

i

June

6.8

10K
July
August

73

September

78

11K
Octob

11K

November

Rising CPCs are Driving up Costs

Higher CPCs are
reducing click volume
and revenue while
exhausting current
budgets.

Increasing budgets
would generate more
revenue but lower
overall efficiency.

PAID SEARCH A
W 1



Bad performance is scary. Show it anyway.

NO ACTION
NEEDED

> TAKEACTION

@ FIND A CHARGER /
FIX THE ISSUE
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Use for
communication.

Not deco a ion.
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Usea color theme

Upload a screenshot of your client's website to extract the color pallete

Themes created for you

These themes were generated from your image. Select the one you like, then click Apply.

Text

Tt NHHE Tea  BERE Tea  NHEN
» » »

—» all
Amy Hebdon | Friends of Search 2026 MAGIC



Use a consistent " sort by " field in Setup panel

Cost Conversions

@ Brand @ NonBrand @ NonBrand @ Brand

pAD SEARCH [
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Use color to signal

Comparison metrics Contrast

||||| Chart

Comparison Metric ; :
P Revenue L —
800K —
1t - 1 - $45,659
| =_— ’ A v Au
Decimal precision i -349 9 e o
)ecimai p @ 34 /0 ’ 723 /0 Roboto
auto W
400K -
) Alignment
Top
D Show Absolute Change s -
5
Hide Comparison Label Undetermined 25034 35t044 18t024 45t054 55t064 gtés Background and Border
¢¢ ¥
\ PAID SEARCH
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Let big numbers
feel
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Review and decimals

cos: €79.4K
Revenue: €2M
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Be consistentacross Y-axes

2M

Google Ads Spend Google Ads Revenue

300K

o — O [
100K  — — - - -

——
, I s == 0
2020 2021 2022 2023 2024 2025 2020 2021 2022 2023 2024 2025
B Scarch M Performance Max I Shopping Smart [ Discovery [l Display [l Video
pAD SRcH

Amy Hebdon | Friends of Search 2026 MAGIC



Don’t be dafraid
of text.
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Use to state the insight

Why are you showing them the chart?

@ Performance by Engine

Microsoft conversions are up 15%

WIETH
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Use YX-axis reference lines for events

—— Conversions

Consent mode enabled (July)

P ——————————

January February March April May June July August September October November Decem...

) PAID SEARCH

MY (‘Jﬁ
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Use YV-axis reference lines fortargets or
thresholds

—— Conversions

Target monthly conversions (200)

January February March April May June July August September October November Decem...

pAD SEARCH [
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Never make the
data “speak for
itself.”

Amy Hebdon | Friends of Search 2026



2025 Paid Search Performance

had a new record for paid search revenue in 2025, driving more than $1.5 million in sales with a high ROAS of 6.1

2025 Paid Search Performance

EYEIE

$1.5M

t 14.4%

*Based on GA4 data.

PAID SEARCH
M{ AT

2024 Paid Search Performance

Revenue

$1.30M

Cost

$227,701

2025

Amy Hebdon | Friends of Search 2026
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Take Action:

Are you making your
reports easy to
understand?
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Most reporting misses the mark

‘ Google Ads 4 Paid Search Magic( Feb 2’ 2026 . Maf _I’

1 account selected

Overview

Click Through Rate & Impressions Conversion Rate & Cost Cost Per Click
by Clicks, CTR, and Impressions by Conversions Rate and Cost / Conv. by Cost, CPC, and CPM

[ Conv. rate

Cicks, CR Cost Avg CPC
234.5K 2.6% L1 6.9K 1.2% $53.52K $0.23

Conversions Conv. rate Avg.CPC

2
g e
s ]
g =
$ H
s 8
8

0 0% 0
Feb2 Feb12 Feb22 Feb7 Feb12 Feb17 Feb22 Feb27 Feb2 Feb 12 Feb 22
Feb7 Feb17 Feb7 Feb17 Feb 27

Top Campaigns Device Breakdown
by CTR, Avg. CPC, and Cost / Conv. by Clicks, Cost, and Conversions

Campaign

Clicks Conversions
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Your Reporting ROI

You've earned stakeholder buy-in
Stakeholder-first Curated data Well-designed

100% 100% 100%

Retention and revenue keep going up

PAID SEARCH S8
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Thank you!
Amy Hebdon

paidsearchmagic.com
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