


Preco chcem mat’ Facebook datay Google
spreadsheets ?

Prehladnost

Uspora ¢asu / vSetko na jednom mieste

Jednoduché filtrovanie a vlastné pohlady

Pravidelny / automaticky update dat (Supermetrics)
Priprava formatu pre GDS

Metriky, ktore rozhranie Ads manageru neposkytuje
Finalny bulk import subor

URL checker

VSestranne vyuzitie: tvorba kampani, obmena kreativ



Ako si Supermetrics nastavit’?

Modifying query at FBRI$A$1:$Y$30 Modifying query at FBRI$A$1:$Y$30 Modifying query at FBRI$A$1:$Y$30

Data source F Data source Data source
Select accounts Hx Select accounts Hi Select accounts
Select dates This montn Select dates T s Select dates T
Select metrics re Bque press... Select metrics Select metrics
Split by « a ama, Ad ... Split by e T Split by

Split to rows Filter
Options

Campaign name | X  Ad setname X Campaign 1 DOES NOT

Adname | X Jestination URL | %
8 AND OR

50,000 Campalgn 1 DOES NOT Propagace sl

28 d click

Amount spent

show all time valus

Campalgn: ACTIVE

Descending

+| Replace blank metric values with zi
® AND
Automatic
Combine new Its with old
Ad set statt ACTIVE

Split to columns Format rt 5 oogle Data Stu
® AND

Ad status (1 ACTIVE

» Filter Campagnname : fiEe Yanced " 580 _CLICK, 28D_C




Jednotna taxonémia je podmienkou

CAMPAIGN
EVEL Taxonémia | Remarketi

KRAJINA  KLIE FBPAGE OBJECTIVE NAZOV KAMPANE
Awareness Vet / Visitor 30 visitor 30d
Brand Awareness Kodlk / Cart 10 cart 10d
Reach Zakaznici / Customers 90 customer 90d
Cansideration Tamaris 14 tamaris 14d
TRF Démske lodicky 7 damske lodicky 7d
ENG
App Installs
w
Lead Generation
CNV
PCS
Store Visits
AD SET LEVEL
LOCATION TRAFFIC OFFER AUDIENCE PLACEMEN OPTIMIZATION
Offer ON
Offer OFF
8.00-20.00
Weekdays
MTFS CART
damske boty In-stream videos
= Suggested videos
LA (pév. SIM) IGS

HDL: rychle dodanie

“HoL: postovne zdarma
|




Struktara Google tabul

List s datami zo Supermetrics
Check list pre rychlu kontrolu vykonu kampan
Niekolko listov s konkrétnymi pohlfadmi
Master list: zhromazduje vSetky upravy do 1 listu
Bulk Import list
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Aké Facebook ads metriky sl

Link Clicks

CTR (Link click-through rate)
Relevance score (RS)
Budget / zaCiname s minimalnym rozpoctom
Reach

Frequency

PNO / nemame

Konverzny pomer / nemame

Engagement
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Ako zlepsit’' Relevance score?

AUDIENCE
DEFINITION AD RELEVANCE

B & FRESHNESS

facebook '
N\ X

CAMPAIGN
OBJECTIVE

=2 WordStream

Zdroj: https://goo.gl/t6rYh3



Ake zakladne pohlady sled

Ad sety bez konverzii v 3 urovniach
Dobré PNO, zlé RS = zmena kreativy
Vysokeé PNO, dobré RS = bidding
Spinujeme KPI, dobré RS = budget
Vysoka frekvencia

O impressii

Nizky reach

URL checker
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Ako to celé funguje?

Pri stovkach Ad setov nie je mozné mat pin lu
PPCckari miluju performance, fudia milujuci lal az tak nie
Konkrétny case (list) = konkrétne rieSenie (navrh)
Suggested bidy pre inspiraciu

Moznost’ vlozit novu max CPC
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Ako to celé funguje? Ukazka

Reklamy s konverziou: dobré PNO, ale

[zka RS Zapracovat povil kreathvu. Duplikoval ad set, nevypinat pivedna.

FILTER

mengj n

GTR (link
lick-through rate)

GRS | GURI
CRS | CURR
CRS | CURR




Kreativu menime, ked' je to pofrebne =
frekvencia ,,

Relkdamy, ktoré by bolo potreba obmenit,

FILTER:

CPC (cost par Conversion
Campaign name Ad set name Frequency Link clicks Impressions link click) Amount spent Purchases Revenus § rate (%)

4-10| MOB AD |
ST 3| DESK | RCAD |

| IMG | Zasnube
KE | Web | DB | RTG: \DEV | CPLAD | IMG | P
| MG | P




Okamzite hl'adame problém - nizky reach

oo i v ahy v o
dm’anﬂmﬂﬁ;ﬂlﬂmhﬁm‘l Aks medy Lt oty
spandom.
priié nizky budget
prili& nizky bid
prilié malé publikum
FILTER: afa 5 nespravne zvolend publikum

Ralavance Scora <= wela zmien v kratkom ase

Spand == ) Zmenit reklamu
Filter Nazov Kampane
Filter ndzov Ad setu
Filter ndzov reklarmy
Link clicks »=

Reach < menej naz

CTR (link
click-through | CPC (cest per Cost per Conversion
name Ad set name Ad name Link clicks | Impressi rate) link click) Amount spent Website leads |website lead rate (%)
KE | Web | DB | RTG: All 14-T |
KE | TRF | RTG 14 ADEV | CPC AD | IMG | Party Q . . Q
SK | Web | DB | RTG: Cart 14-7 |
SK | TRF |RTG 14 ADEV | CPC AD [ IMG | Party F4 . . 0.57
KE | Web | DB | RTG: Carl 14-7 |
KE | TRF | RTG 14 ADEV | CPC IMG | Party
SK | Web | DB | RTG: Kameval 7 |
SK|TRF |[RTG T ADEV | CPC AD | IMG | Kamneval
SK | Web | DB | RTG: Karneval 14-7
SK | TRF |RTG 14 | ADEV | GPC MG | Kameval
SK | Web | DB |RTG: Carl 7 | ADEV
SK | TRF |[RTG 7 |crC IMG | Party
KE | Wb | DB | RTG: Carl 7 | ADEV
KE | TRF |RTG 7 |cPC IMG | Party
KE | Web | DB | RTG: Karmeval 7 |
KE | TRF |RTG 7 ADEV | CPC IMG | Kamneval
KE | Web | DB | RTG: Karneval 14-T
KE | TRF | RTG 14 | ADEV | GPC MG | Kameval




Dokazeme sledovat’' v URL 404ky - alerty

Landing page _.Eliléat klikow = Status code =
200

200 y




Nakoniec vsetko “ready to import”

ign Objec Buying Ty Campaign Spent Tags oduct Calalog C

{E | TRF | RTG AUCTION
<E | TRF | RTG

SK | TRF |RTG
K | TRF | RTG
5K | PGS | DPA
E | TRF | RTG
KE | TRF |RTG 2
SK | PCS | DPA ? s AUCTION
i | TRF | RTG i AUCTION
AUCTION
AUCTION p:1247615:

AUCTION
AUCTION
AUCTION
AUCTION

KE | ENG | Stora engagemen AUCTION

{E | ENG | Store ACTIVE Post engagemen AUCTION
AUCTION
AUCTION

(E | TRF | RTG

KE | TRF |RTG "

AUCTION
AUCTION
AUCTION
AUCTION
KE | TRF | RTG AUCTION

KE | TRF | RTG AUCTION
KE | TRF | RTG 1 AUCTION
5K | TRF | RTG T AUCTION

K | TRF | RTG i AUCTION

{E | ENG | Store ACTIVE gagemen AUCTION
<E | EN engagemen AUCTION

(E | ENG | Store
KE | ENG | Store
| ENG | Store engagemen AUCTION
(E | ENG | Stere gemen AUCTION
KE | TRF | RTG 2 AUCTION 045163380421

FBR |CHECK| - v v master bid amount import




Nas workflow - denné akti

Plnime KPI?

NeprekraCujeme rozpocty?
Vykyvy, vypadky a nove kampane
Dashboardy v GDS / dufam, ze ukazem nabuduce :-)
VCera vs. predvCerom a posl. 7 dni

MoM x YoY

V pripade anomalii, hfadame problém a definujeme
konkrétne kroky, ktoré je potrebné vykonat
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Nas workflow - tyzdenneé a

HlbsSia kontrola: prejst Google spreadsheety
Import zmien / vysledok prace v tabulkach
Vacsie upravy a zmeny v uctoch nerobime to hned, ale
planujeme (pracujeme na principe GTD)

Obmena reklamy s vysokou frekvenciou, nizke RS, ..
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Nas workflow - mesacneé a

Samozrejme mesacny report

Stratégia na nasledujuci mesiac
Testujeme 2 - 4 nove veci kazdy mesiac
Pravidelné kratke Skolenia, kde navrhneme nové
experimenty

Popis zapracovanych experimentov a noviniek v uct
Zjednodusujeme si pracu a automatizujeme
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Dakujem :-)
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