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AUDIENCE EXTENSION: Report Legend
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Audience Extension: Map Legend

# Displayed on report as ‘ Description

1 Impressions Sum of impressions for all placements

2 Clicks Sum of clicks for all placements

3 CTR Average Click Thru Rate for all placements

4 Click Thru Conversion Total number of Click Thru Conversions

5 View Thru Conversion Total number of View Thru Conversions

6 Tactic Campaign tactic used

7 Impressions Total number of impressions line-item received

8 Clicks Total number of clicks line-item received

9 CITR Click Thru Rate for line-item

10 Click Thru Conversion Line-item Click Thru Conversions

11 View Thru Conversion Line-item view Thru Conversions

12 Creative name Name of creative file

13 Impressions Total number of impressions creative received

14 Clicks Total number of clicks creative received

15 CITR Click Thru Rate for creative

16 Click Thru Conversion Number of Click Thru Conversions for creative

17 View Thru Conversion Number of View Thru Conversions for creative

18 View ad Click to view the ad creative

19 Video Starts Total number of video starts for all placements

20 100% Complete Total number of completed videos for all
placements

21 Completion Rate Average completion rate of video views across alll
placements

22 Video Represents all video placements

23 Clicks Graph Graph displays total # of clicks received by day

Proxy “Engagement” data — Average fime visitors
24 Engagement Section spent on site, bounce rate, total # of visitors, # of
unigue visitors
o5 Action Section Proxy "“Action dq’ro— # of calls, average call
duration, # of leads




