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Executive Summary

Performance Overview

[Provide a 3—4 sentence summary of overall marketing performance for the reporting period. Include the
most significant headline metrics—e.g. total leads generated, pipeline influenced, revenue
attributed—and any major strategic context such as product launches or market shifts.]

Key Achievements

1. [Achievement with supporting metric — e.g. “Increased MQLs by 34% QoQ through revised lead
scoring model.”]
2. [Achievement with supporting metric — e.g. “Increased MQLs by 34% QoQ through revised lead
scoring model.”]
3. [Achievement with supporting metric — e.g. “Increased MQLs by 34% QoQ through revised lead
scoring model.”]
4. [Achievement with supporting metric — e.g. “Increased MQLs by 34% QoQ through revised lead
scoring model.”]
5. [Achievement with supporting metric — e.g. “Increased MQLs by 34% QoQ through revised lead
scoring model.”]

Areas for Improvement

1. [Area needing attention — e.g. “Paid search CAC rose 18%; recommend bid strategy revision.”]
2. [Area needing attention — e.g. “Paid search CAC rose 18%; recommend bid strategy revision.”]
3. [Area needing attention — e.g. “Paid search CAC rose 18%; recommend bid strategy revision.”]

Strategic Recommendations

1. [Forward-looking action — e.g. “Shift 15% of paid budget to Linkedin ABM campaigns.”]
2. [Forward-looking action — e.g. “Shift 15% of paid budget to Linkedin ABM campaigns.”]
3. [Forward-looking action — e.g. “Shift 15% of paid budget to Linkedin ABM campaigns.”]



Key performance indicators tracked against quarterly and annual targets.
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Channel Performance

Organic Search

Paid Search — — — — — —
LinkedIn — — — — — —
Email — — — — — —
Content — — — — — —
Events — — — — — —

Referral — — — — — —

TOTAL — — — — —



Content & Campaign Performance

Top Content

[Content piece 1]

[Content piece 2] — = — _
[Content piece 3] — — — _
[Content piece 4] — = — —

[Content piece 5] — — — —

Campaign Results

-

[Campaign 1]

[Campaign 2] — — — — —
[Campaign 3] — — — — —
[Campaign 4] — — — — —



Pipeline & Revenue Attribution

Marketing-Influenced Pipeline

Total Pipeline Value (Marketing-Influenced) —
% of Total Pipeline Influenced by Marketing —
Average Deal Size (Marketing-Sourced) —
Pipeline Velocity (days) =
Win Rate (Marketing-Sourced vs Other) —

Attribution Model Results

Revenue by Source

Organic Search

Paid Search — — — —
LinkedIn — — — —
Email — — — —
Events — — — —

Referral — — — —

TOTAL — — 100% =



Budget Analysis

Budget vs Actual Spend

Paid Media

Content — — — —
Events — — — —
Tools / Tech — — — —
Agency — — — —
Other — — — —

TOTAL — — — —



Forward-Looking Recommendations

Next Quarter Priorities

Budget Recommendations

Key Risks & Mitigations

[Risk description] [H/M/L] [H/M/L] [Mitigation strategy]
[Risk description] [H/M/L] [H/M/L] [Mitigation strategy]
[Risk description] [H/M/L] [H/M/L] [Mitigation strategy]
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