Foundation: Ad Spend & Business Type

Total Monthly Fee:

WE FIND YOUR 4 MARKET Total Monthly Fee = Monthly Agreement + Performance Agreement
START SEGMENTS /o after exceeding their average performance threshold.

6-month minimum.

Ad spend

SMALL BUSINESSES OR STARTUPS MEDIUM TO LARGE COMPANIES

Recommended: 6-month minimum. o Recommended: 6-month minimum.

e Small Businesses or Startups: 5% to 10% or even ad insights only includes insights for the most recent reel ad Medium to Large Companies: 2% to 5% of their
higher. This is because they often need to build brand youlbecstecirenobiintagiam revenue to advertising. They might have more
awareness and attract customers in competitive 9,052 established brands and customer bases, but still need

markets. Profile visits to invest in advertising to maintain their market

presence and attract new customers.

Impressions 119,471

Initial Plays 104,808

Amount Spent $73.27

HIGHLY COMPETITIVE INDUSTRIES 30% of your §245.00 budget MATURE INDUSTRIES
Recommended: 12-month minimum. Cost per Profile Visit $0.008 Recommended: 9-month minimum.

Highly Competitive Industries: In industries with NENT Completed Mature Industries: In industries with stable markets and

intense competition, companies might allocate closer Ad details well-established brands, companies might allocate a

. o 0, Audience Extended Film Promo o, o,
to the higher end of the range, around 5% to 10% or Rudget & Duration €24500 over 35 days lower percentage, around 1% to 3%, because they need

more, to stay competitive and protect their market less spending to maintain their market position.

share.

Note: The above example is an actual advertisement campaign that we have successfully executed.



LET’S BEGIN

AV\ ADVERTISING DQS

BUSINESS
OVERVIEW
& GOALS

00000

¢ What motivates you to seek SMMA assistance from an
agency?

e Can you tell us about your current business focus and
which specific product line you are looking to prioritize
assistance with? What is your target audience?

¢ Do you have multiple brands? If so, which one are you
most interested in focusing on?

e Can you provide insights into the performance of your
business? How long has it been operational, and what
are the revenue figures like?

¢ Looking ahead six months, what would define success
for your business or partnership?



AV\ ADVERTISING DQS

ADVERTISING

OPERATIONS

e Are you currently managing your advertising campaigns
internally, or do you work with an agency?

¢ How much time do you typically dedicate to managing
your advertising efforts on a daily basis?

e Could you provide a breakdown of your ad spend and
revenue generated over the past month?



e What products or services are the top performers in
your store?

AV\ ADVERTISING DQS

¢ Beyond your top-selling product, what other items in
your inventory perform well?

PRODUCT

e Can you provide insight into which products contribute

PERFORMANCE &
INVENTORY

the most to your overall sales volume?

e Regarding your most successful product, what are the
profit margins like?

¢ Do you have information on the sales performance and
margins of other key products in your inventory?




AV\ ADVERTISING DQS

PAST EXPERIENCES

& FUTURE PLANS

¢ Have you previously worked with other advertising
agencies? If so, what were your experiences like?

¢ What is your revenue goal at six months?

e Have you explored or considered expanding into
different markets beyond your current target audience?



o
‘ a m pa Ig n Campaign Performance Report:

This report showcases the performance of marketing campaigns

and provides valuable insights through various statistical graph

Performance Reports
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Audience Segmentation
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E-commerce Campaign Product Launch Campaign Bundled Deals Campaign Flash Sales Campaign Clearance and Liquidation Campaign Other Segments

Channel Performance

Campaign Cost Breakdown =

Campaign ROI Over Time

40% Social

30 % Email

50% 20% ° mal
20% @ PPC

AdSpend  Creative Labor Other Costs 10% @ Others




