
The COGS Report
COGS (Cost of Goods Sold) are the direct costs attributable to the production of 

goods sold by a company, which includes the cost of materials used, direct labor 
costs and excludes indirect expenses such as distribution and sales force costs. 

This COGS Report will show you how to measure the actual profit margin on 
products and services by analyzing how much costs, such as labor, sales and 
marketing affect your profit margin.

It is crucial to understand the revenue and sales compared to the expenses 
in your business. Making sense of your costs, such as, how much revenue are 
you generating from the ad spend, or what is your conversion rate, average 
sales cycle and how much revenue is that bringing in?

Some companies configure their product costs by marking up from what 
they spent without considering other factors. You do not just have to 
cover the cost of the good, but also materials, labor and overhead should 
all be included when figuring out product costs. Once those are added in, 
then the remainder is your profit.
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Understanding these KPIs will allow you to make better decisions in your company:



Ticket Average

Ticket Average will allow you to see how prices alter throughout the 
seasons (or month). From these calculation, you will notice trends, 
which will give you insight on how much to charge per ticket during 
that season (or month). 

Here’s what you need:
1. The Volume of Ticket Sales within a particular period
2. The Total Revenue generated from Total Sales

You can create your KPI by dividing Total Revenue by Total Sold



Cost Per Acquisition

CPA refers to the Total Cost of Acquiring a new customer via a specific 
channel or campaign. Often times, this KPI is used to reference 
marketing metrics such as media spend. 

This is an online advertising pricing model where the advertisers pay for 
each specified acquisition, whether it’s a click, impression, sign-up, etc. 

Basically, this number will show you how much you have to spend in 
marketing dollars in order to get a paying customer.

Total Spent to acquire new customers via specific channel or campaign / new customer ac-
quired via the same channel or campaign = cost per acquisition



Conversion Rate

The % of visits which result in goal conversions or ecommerce 
transactions. This is an average number of conversions per ad click as a %. 
This can reveal, for example, how well your website or offer is performing. 

Some desired actions include the sales of products, subscriptions, 
software downloads, membership registrations—or anything that 
requires more action that simple page browsing. 

Number of Customers who have completed a transaction/ 
Total Number of Visitors 



Average Sales Cycle

This sales metric is the amount of time from your first encounter 
with a prospect to the closing deal, averaged across all won 
deals. This helps introduce predictability into your sales 
forecasting and if you set a KPI to reduce your Average Sales 
Cycle then you can accelerate revenue growth. 

You can also see how many times a buyer repeats orders from 
the month of first sale.

First, add # of days from first contact to customer conversion for 
all deals= Total # of days for all sales combined 

Then, take the Total # of days for all sales combined/# of deals= # of days for Average Sales Cycle



Average Sales Cycle



Lifetime Value (LTV)

The prediction of the net profit attributed to the entire future relationship 
with a customer. This will give you an idea of how much repeat business 
you can expect from a particular customer, which will help decide how 
much to spend on marketing. 

Customer Lifetime Value refers to the total dollar amount flowing from a 
customer over the entire relationship with that customer. This allow you 
to measure the profit you are making from each customer. You can use 
this information to retain your customers, offer products and/or services 
tailored to them and how that value will change over time.

Total Revenue Per Month/Unique Customers from that month



Revenue Per Cycle

Shows how much revenue each repeat purchase is worth to your LTV. 

Revenue Per Cycle= LTV/Cycles



Click through rate > Opt- in Rate 
The click rate is the % of people visiting a web page who click or 
access a link to an advertisement. Opt- in rate, for example, refers to 
the % of visitors who subscribe to your email list.

An example of an opt-in rate would be 100 visitors visit your 
website and 20 people subscribed to your email list, then you 
would have an opt-in rate of 20%.

Upsell Take Rate 
The amount of people that viewed a specific upsell and how 
many purchase the upsell. Then, you can drill down and take 
how many upsell buyers/front end buyers.

Click through rate = clicks (that your ad receives) / 
impressions (# of times your ad is shown)

Offer 1 Funnel Stats January December
Landing Page Hits 10,937 11,920

Click Throughs to Opt In 2,842 25.99% 1,488 12.48%

Click Throughs to Billing 993 34.94% 1,259 84.61%

Upsell 1 Page Views 94 9.47% 146 11.60%

Upsell 1 Purchases 50 53.19% 53 36.30%

Upsell 2 Page Views 78 82.98% 117 80.14%

Upsell 2 Purchases 14 17.95% 10 8.55%

Total Opt Ins on CRM 663 983

Total Conversions on CRM 82 12.37% 117 11.90%

Conversions /1st Page Hits (Total) 0.75% 0.98%



Product Cost %

The amount you pay for a product compared to the amount (markup) 
that you sell it for. You should always be aware of the dynamics of the 
products cost, market demand, competition and profit objectives. Your 
product and/or service should always cover costs, if not, your cash flow 
will be cumulatively negative. 

When consider how much to charge for a product, you should consider 
the cost of materials + cost of labor + overhead + desired profit (% of 
sales) and that should equal the required sales price.



Refund/Void Rate %

Refunds transfer funds back to the customer. An excess amount of 
refunds can truly hurt a business, so it is important to understand when 
these refunds are taking place and why they are being refunded.  

Voids will cancel the transaction. Often times, these voids can show up 
on a credit card statement as a pending transaction.



Chargeback Rate %

Chargebacks are the return of funds to a consumer. It is the reversal 
of a prior outbound transfer of funds from a consumer’s bank 
account, line of credit, or credit card.

When reviewing chargebacks, it is important to understand why 
they are occurring. For instance, fraud, cancelling recurring billing, 
product/services, liability shift, etc. 

Chargeback will affect your bottom line and can also affect the 
number of credit card processing companies willing to work with 
you based on the amount of chargebacks you’ve received.

A standard chargeback rate of 1% is the industry-standard maximum 
and should be lower than that to remain safe.

Chargebacks/Transactions = Chargeback Ratio


