i

Jak udrzet kvalitu nastaveni
FB kampane: Check-list

Pavel Trojanek | PPC Camp | 23.2.2020
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“Je levnejsi chybam predchazet,
neZ je pozdeéji napravovat.”

01 02 03

Jak se dostat do situace, Jak zvysSit vlastni bezpecCnost pfi Jak predchazet ztraté

kdy budete check-list nastaveni kampani duvéry a jak ji prubézné
potrebovat :) zvySovat



Aplikuj pravidlo 3+3

3x kontrola na

zacatku kampané
—

1)

Kontrola nasazené kampané

¢ Kontrolovat radsi 3x celé nastaveni:

[

Pfed nastavovanim (kontrola spravnosti podkladu)
Bé&hem nastavovani: jdu krok po kroku
Po nastaveni: souhlasi to se zadanim?

Kamparni:

[ ]o Daily vs. Lifetime budget
[ Jo Vvelikost budgetu!
[ ]Jo Optimalizaéni cil

Adset:
[Jo Timing
[ ]Jo Cilovka

[ Jo Placement reklamy

[ ]Jo Optimalizaéni cil

[ ]Jo Vkaidém adsetu vioZena reklama!
Ad: (u kaZdé sestavy !!1) (spec. Pro YouTube)

[Jo Text
[ Jo Obrazek
[ ]Jo URL

[ Jo UTM parametry
[ |= Pozor, po vytvofeni permalinku sledovat, zda se zachovévaji UTM parametry!

1x kontrola druhy

den po nasazeni
_

2)

L1

[

Kontrola druhy den po nasazeni kampané
Projit nastaveni kampané spolu s briefem a media planem a znovu zkontrolovat, zda v3e sedi:

Kampan:

[ Jo Daily vs. Lifetime budget

[ Jo Velikost budgetu!

[ lo oOptimalizaéni cil

Adset:

[Jo Timing

[ ]Jo Cilovka

[ lo placement reklamy
[ ]Jo Optimalizaéni cil
[ ]Jo Vkaidém adsetu vioiena reklama!
Ad: (u kazde sestavy !!1) (spec. Pro YouTube)
[[Jo Text
[ Jo Obrazek
[ Jo URL
[ Jo UTM parametry

Vysledky kampané:
[ ] Ma uz kampan néjakou utratu?
[ ] Pokud NE -> pi3u na podporu
Propisuji se vysledky do GA?
[ ] Kampaf
[ ] Adset
[] Kreativa

1x kontrola na zacatku
kazdého tydne
e

3) Weekly routine:

Do viech kampani je tieba se alespon 1x za tyden podivat, zkontrolovat vykon a kratce se zamyslet,
co by Slo jesté pridat nebo upravit.

[] Kontrola kampari vs. Media plan
[ ] Rozpoéet:
[] je spravné nastaveny?
[] Jak se prib&iné utraci?
Optimalizace
PInéni KPI
PInéni/Eerpani rozpottu
[ ] Kontrola cileni - je efektivni?
Remarketing webu, videa, canvasu, page engaged
Lookalikes z konverzi, formulara, webu.. (Podobna cileni je tfeba vyuzit vidy, kdyz je to
relevantni a mam mozZnost si je vytvorit.)
Relevantni zajmova cileni
[ ] Navrh na zlep3eni?
Kampan - jsou zastoupeny viechny optimalizace v ramci funnelu?
Cileni - viz vyse
Kreatiya
[] jsou vyuiity viechny formaty?
[ ] Kteryz nasazenych formatd nejlépe funguje?
[ ] propisuiji se vysledky do GA?
[] Kampai
[] Adset
[] kreativa

EEEE

|

4) Prabéiny report pro CS/AM/klienta
a. Zprava o plnéni KPI, Cerpani budgetu
b. Navrhy na zlep3eni




Nastav spravne Cerpani budgetu

1) Kontrola nasazené kampané

Kontrolovat radsi 3x cele nastaveni:

Pred nastavovanim (kontrola spravnosti
podklada)

Béhem nastavovani: jdu krok po kroku
Po nastaveni: souhlasi to se zadanim?

Kampan:

V| Daily vs. Lifetime budget
Velikost budgetu!
Optimalizacni cil

Adset:

Timi
Cilovka

Placement reklamy
Optimalizacni cil
V kazdem adsetu vlioiena reklama!

Ad: (u kazde sestavy !!1) (spec. Pro YouTube)

Text

Obrazek

URL

UTM parametry

Pozor, po vytvoreni permalinku sledovat,

zda se zachovavaji UTM parametry!

Quick creation

Create New Campaign w

Campaign name

Buying type

Campaign objective

4 Split test ©

Campaign budget ©

Enter a campaign name

Auction w

h Traffic w

D

v Daily budget

Lifetime budget

Daily budget w

Switch to Guided Creation

K¢200,000.00

ay may vary. &

Ad set name

Create New Ad w

Ad name

Creating 1 campaign, 1 ad set and 1 ad

Cancel

Entar 5 =2 name
cnier an aa name

Save to Draft




Kdyz potrebujeS propagovat kratce
a s velkym zasahem

Kontrola nasazené kampané

Campaign budget & bid

2 3 ; Money is automatically distributed from your campaign budget to your ad sets based on their
Kontrolovat radsi 3x cele nastaveni: : ) - paign dudg !

v/| Pred nastavovanim (kontrola spravnosti

real-time performance. You can set minimum and maximum spending requirements on each

ad set. Learn more

podklada)
Béhem nastavovani: jdu krok po kroku Campaign budget
Po nastaveni: souhlasi to se zadanim?
Lifetime budget w K¢200,000.00 CZK
Kampan: Campaign bid strategy

v/| Daily vs. Lifetime budget

v/| Velikost budgetu! Bidcap w
Optimalizacni cil Liess options \
Adset:

Ad scheduling Lowest cost

Timing A R : Get the most results for your budget
Cilovka You'll set the specific schedule within each ad set |
Placement reklamy Run ads on a schedule Bid cap

; Sy Control your bid in each auction
Optimalizacni cil o o

- » - - ive - b e
V kazdém adsetu vlioZzena reklama! ey, SYP

Ad: (u kazde sestavy !!!) (spec. Pro YouTuhe) Accelerated
Text opend your budget and get results as quickly as possible
Obrazek
URL As accelerated delivery shows your ads as often as possible, your [0 X
UTM parametry © average costs may increase and ads may stop being delivered
Pozor, po vytvoreni permalinku sledovat before your scheduled end time, but you won't spend more than your
r ;

budget.

zda se zachovavaji UTM parametry!



Vyber spravné optimalizacCni cil

Kontrola nasazené kampané

Kontrolovat radsi 3x cele nastaveni:

v

Pred nastavovanim (kontrola spravnosti
podkladu)

Béhem nastavovani: jdu krok po kroku
Po nastaveni: souhlasi to se zadanim?

Kampan:

v
v
v

Daily vs. Lifetime budget
Velikost budgetu!
Optimalizacni cil

Adset:

Timi
Cilovka

Placement reklamy
Optimalizacni cil
V kaidem adsetu vloZzena reklamal!

Ad: (u kaide sestavy !!!) (spec. Pro YouTuhe)

Text

Obrazek

URL

UTM parametry

Pozor, po vytvoreni permalinku sledovat,

zda se zachovavaji UTM parametry!

Quick creation

Create New Campaigh w

Campaign name

Buying type

Campaign objective

4 Splittest ©

Campaign budget ©

Create New Ad Set »

Ad set name

Create New Ad w

Ad name

Creating 1 campaign, 1 ad setand 1 ad

Cancel

Enter a campaign name

Auction w

h Traffic w
Awareness

«* Brand Awareness

¥+ Reach
Consideration

v & Traffic
R# App Installs
4 Video Views
¥ Lead Generation
&% Post Engagement
iy Page Likes
B3, Event Responses
) Messages
Conversion
Conversions
¥ Catalogue Sales

T Store Traffic

00.00

'vary. ©

Awareness

«* Brand Awareness

<X+ Reach
Consideration

v Traffic
ng App Installs
Video Views
Lead Generation
FPost Engagement
Fage Likes
Event Responses

Messages

Conversion

Conversions

™ Catalogue Sales

ow Store Traffic




Specialné pozor na vyber optimalizace u videa

1) Kontrola nasazené kampané

Kontrolovat radsi 3x cele nastaveni:

v/| Pred nastavovanim (kontrola spravnosti
podkladu)

Béhem nastavovani: jdu krok po kroku
Po nastaveni: souhlasi to se zadanim?

v/| Kampan:

v/| Daily vs. Lifetime budget
v/| Velikost budgetu!
v/| Optimalizacni cil

Adset:

Timi
Cilovka
Placement reklamy

Optimalizacni cil
V kaidem adsetu vloZzena reklamal!

Ad: (u kazde sestavy !!!) (spec. Pro YouTuhe)

Text

Obrazek

URL

UTM parametry

Pozor, po vytvoreni permalinku sledovat,

zda se zachovavaji UTM parametry!

Delivery

Optimisation for ad delivery

® ThruPlay

We'll deliver your ads to help you get the most completed video plays if the video is 1

or shorter. For longer videos, this w
-

sarmnnrc
seconas

be optimised for people who are most likely to play at least
15 seconds.

2-second continuous video views

We'll deliver your ads to get the most video views of two continuous seconds or more. Most 2-

second continuous video views will have at least 50% of the video pixels on screen

(i) Video views optimisation has changed [ 2%

10-second video views is no longer available. Try ThruPlay for your campaign.

Learn More

When you are charged

[ Impression

@® Impression

ThruPlay




Adset: bezpeCné nastaveni timingu

Kontrola nasazené kampané

Kontrolovat radsi 3x cele nastaveni:

v/| Pred nastavovanim (kontrola spravnosti
podkladu)

Béhem nastavovani: jdu krok po kroku
Po nastaveni: souhlasi to se zadanim?

Kampan:

v/| Daily vs. Lifetime budget
V| Velikost budgetu!
v/| Optimalizacni cil

V] Timing

Cilovka

Placement reklamy

Optimalizacni cil

V kazdem adsetu vlioiena reklama!
Ad: (u kazde sestavy !!1) (spec. Pro YouTuhe)
Text

Obrazek

URL

UTM parametry

Pozor, po vytvoreni permalinku sledovat,

zda se zachovavaji UTM parametry!

FACEBOOK for Business ‘ Business Help Centre

Home Ads Pages

Billing Optimisation Management Instagram

FACEBOOK for Busint

Facebook can help your large, medium or small business grow. Get

Marketing on Facebook
Success stories
Measurement
Industries

Inspiration

Events

News

Site map

Marketing objectives
Build your presence
Create awareness
Drive discovery
Generate leads

Boost sales

Eam loyalty

English (UK) English (US)

Facebook © 2020 About Developers Careers Privacy

Portugués (Brasil)

our Facebook for Business P

Facebook Pages
Get started with Pages
Setting up your Page

Manage your Facebook
Page

Promote your Page

Create and boost
Facebook posts

Messaging on your Page

Page Insights

Francais (France)

Support

Create an Ad

Schedule & Spending Controls

Start Date

Feb 11,2020 © 12:00pPM

End

Prague Time

Feb 11, 2020 © 12:00aM

T OAME pIELALAALI IR

Choose your audience
Measure your ads
Managing your ads

Advertising tips

Cookies Terms

Espaniol (Esparia)

Help Centre

Prague Time
S —
Facebook for Developers

Facebook 1Q

Facebook Marketing
Partners

Instagram Business

Visit our Facebook Page

Support

More languages >



https://www.facebook.com/business/help?ref=agencyhub

1)

Kontrola nasazené kampaneé

Kontrolovat radsi 3x celé nastaveni:

v/| Pred nastavovanim (kontrola spravnosti
podkladu)

Béhem nastavovani: jdu krok po kroku
Po nastaveni: souhlasi to se zadanim?

Kampan:

v/| Daily vs. Lifetime budget

v/| Velikost budgetu!

V| Optimalizacni cil

Adset:

V] Timing

v/| Cilovka

Placement reklamy

Optimalizacni cil

V kazdem adsetu vlozena reklama!
Ad: (u kazde sestavy !!!) (spec. Pro YouTubhe)
Text

Obrazek

URL

UTM parametry

Pozor, po vytvoreni permalinku sledovat

zda se zachovavaji UTM parametry!

Nezapomente vyluCovat skupiny mezi sebou (i o

zajmy)

Audience Definition

-1t Name

/‘\ Audience
‘ definition is

I unavailable.
TGO1 REM Web

Potential Reach: Unavailable €&

TG02 REM All 18+ - Page engaged

Audience Definition

7~ N\ il ontonenB
TG03 REM CRM /. o

o PePTe Brasm
~e . = =

Potential Reach: 5,300,000 peopie ©

TGO4 LAL 01 Web

TGOS LAL 0T CRM

Action

/ Consideration \

Awareness

TGO06 Students technicians

TGO7 Experienced technicians

TGO8 Zajmy IT



1)

Jaké umisteni je pro vas nejvyhodnejsi?

Kontrola nasazené kampané

Kontrolovat radsi 3x celé nastaveni:

v/| Pred nastavovanim (kontrola spravnosti
podklada)

Béhem nastavovani: jdu krok po kroku
Po nastaveni: souhlasi to se zadanim?

Kampan:

Raily vs. Lifetime budget
Velikost budgetu!
Optimalizacni cil

Timi
Cilovka

Placement reklamy

Optimalizacni cil

V kazdém adsetu vioZzena reklama!

Ad: (u kazde sestavy !!!) (spec. Pro YouTubhe)

Text

Obrazek

URL

UTM parametry

Pozor, po vytvoreni permalinku sledovat,

zda se zachovavaji UTM parametry!

QK’\E&K&

Placement Learn More

Automatic Placements (Recommended)
Use automatic placements to maximize your budget and help show your ads to more people.
Facebook's delivery system will allocate your ad set's budget across multiple placements based on

where theyre likely to perform best

@® Edit Placements

Manually choo

se the places to show your ad. The more placements you select, the mor

opportunities y

J

ou’ll have to reach your target audience and achieve your business

Devices

All Devices (Recommended) v

Platforms

v/ Facebook v/ Instagram

v/ Audience Network Messenger

Asset Customization

11 /12 placements that support asset customization

Select All

Placements

¥  Feeds

<

Get high visibility for your business with

ads in feeds
Facebook News Feed

Instagram Feed

Facebook Marketplace

N N (8] [N

Facebook Video Feeds

Placements
¥  Feeds
Get high visib or your business with

instagram Feed
Facebock Marketplace
Facebock Video Feeds
Facebock Right Column
Instagram Explcre

Messenger Inbox

Facebock Stories
instagram Stcries

Mazsenger Stores

*  In-Stream
Quickly capture sceopie’s attenton while
they're watching videos

v  Search
Get visibisy sur busiress as people
search on Facsbock
Sacenock Search Resuts

¥ | Messages
Sand offers or Lpdates to pecple who
ar= aready connactas 10 YouUr DUS Ness

Messenger Sponsored Messages

- - - - - —
SSJe With pecgie reading comens mom

Sacebock Instan: Articles
v  Apps and Sites
Expand your reach with ads ir axtena

ADDS ANE webs tms

Audence Network Native, Banner and

Interstitia
Audence Network Sewarded Videos

Audence Network In-Stream Videos

<

SISTISTES

<




1)

Jaké upresnéeni optimalizaCniho cile vybrat?

Kontrola nasazené kampané

Kontrolovat radsi 3x cele nastaveni:

v

Kampan:

Daily vs. Lifetime budget
Velikost budgetu!
Optimalizacni cil

KQQKEQ’\&

Pred nastavovanim (kontrola spravnosti
podkladu)

Béhem nastavovani: jdu krok po kroku
Po nastaveni: souhlasi to se zadanim?

Timi
Cilovka

Placement reklamy
Optimalizacni cil
V kazdém adsetu vloZzena reklama!

Ad: (u kazde sestavy !!1) (spec. Pro YouTube)

Obrazek

UTM parametry
Pozor, po vytvoreni permalinku sledovat,

zda se zachovavaji UTM parametry!

Delivery

Choose where you want to drive traffic. You'll enter more details about the destination
later.

® Website

Choose the app you want to advertise. You can advertise any app that you've registered on

Facebook's developer site. Learn More

Messenger

Send people from ads into Messenger conversations with your business. Your ad will be shown to

Optimization for Ad Delivery

Link Clicks w»

Landing Page Views

We'll deliver your ads to people who are more likely to click

on your ad's link and load the website or Instant Experience. CZK

Other Options N Link Clicks

Link Clicks, Daily Unique Reach and Impressions
. e : S them

Daily Unique Reach

When You Get Charged

%4

[ Impression
Impressions

___ ® Impression
Dyi Link Click (CPC)

Provide individual assets, like images and headlines, and automatically generate  Off @)

Audience Definition

/‘\ Audience
definition is
unavailable.

m -
-

Potential Reach: Unavailable €

Estimated Daily Results

Estimated daily results aren't available for this campaign
since it has a budget optimized across ad seis.

We'll deliver your ads to the people most likely to click on

We'll deliver your ads to people up to once a day

We'll deliver your ads to people as many times as possible

~ o ~



Do kazdé sestavy jednu reklamu! :)

Kontrola nasazené kampané

Kontrolovat radsi 3x cele nastaveni:

v

Kamp

v
v
v
Adset:
v
v
v
v
v

Pred nastavovanim (kontrola spravnosti
podkladu)

Béhem nastavovani: jdu krok po kroku
Po nastaveni: souhlasi to se zadanim?

an:

Daily vs. Lifetime budget

Velikost budgetu!

Optimalizacni cil

Timi

Cilovka

Placement reklamy

Optimalizacni cil

V kazdem adsetu vlozena reklama!

Ad: (u kazdé sestavy !!1) (spec. Pro YouTube)

Text

Obrazek

URL

UTM parametry

1 permalink pro community management

Name

o0
> 0o

TGO01 REM Website

TGO02 LAL 01 Website

TGO3 Interests Brand

TG04 Interests Doctor

> /. Results from 4 ad sets @

Amount Spent

Results Impressions Reach

Otevreni ...

Otevreni ...

Otevreni ...
$342.76 17 137,832 55,830
Otevreni ...
$342.76 17 137,832 55,930
Total Spent Otevrenif... Total People



1)

Kontrola nasazené kampané

Kontrolovat radsi 3x cele nastaveni:

v/| Pred nastavovanim (kontrola spravnosti
podkladu)

v/| Beéhem nastavovani: jdu krok po kroku
Po nastaveni: souhlasi to se zadanim?

Kampan:

DRaily vs. Lifetime budget
Velikost budgetu!
Optimalizacni cil

Jiming

Cilovka

Placement reklamy

Optimalizacni cil

V kaidem adsetu vlioZena reklama!

‘\&Q&KEQ&Q

Ad: (u kazde sestavy !!1)
v Text
Obrazek
URL

UTM parametry
1 permalink pro community management

Ad: text

Sponsored -

Primary Text: Natupte do nového modelu vozu...

TESTOVACIJIZDACZ

Description

) Like

eadline: Prihlaste se o testovaci jizdu

() Comment




1)

Kreativa: pozor na automatickou “pomoc” od systému

Kontrola nasazené kampané

Kontrolovat radsi 3x cele nastaveni:

v

Pred nastavovanim (kontrola spravnosti
podkladu)

Béhem nastavovani: jdu krok po kroku
Po nastaveni: souhlasi to se zadanim?

Kampan:

-

QQKKKE‘QK‘\

Q.

S

Raily vs. Lifetime budget
Velikost budgetu!

Optimalizacni cil

Timi
Cilovka

Placement reklamy
Optimalizacni cil
V kaidém adsetu viozena reklama!

: (u kazde sestavy !11)

Text

Obrazek

URL

UTM parametry

1 permalink pro community management

Sponsored

//

Learn More

(3 Allow additional optimizations

Help improve periormance with additional optimizations to your
assets including:

e Automatically selecting video thumbnails.
e U miniatur se automaticky pouZije mensi vylepSeni obrazku.
e Automatically crop your image.

Automatically creating videos from images.

___.

Select cards from previous ads

Automatically show the best perform

with your Page protfile

- '--"l
o AN

odivejie se na

re




Ad: URL, UTM paramery, permalink

Kontrola nasazené kampané

Kontrolovat radsi 3x celé nastaveni:

v/| Pred nastavovanim (kontrola spravnosti
podkladu)

v/| Béhem nastavovani: jdu krok po kroku

Po nastaveni: souhlasi to se zadanim?

Kampan:

DRaily vs. Lifetime budget
Velikost budgetu!
Optimalizacni cil

v
v
v

Adset

Timing

Cilovka

Placement reklamy

Optimalizacni cil

V kazdem adsetu vioZena reklama!
(u kazde sestavy !!!)

Text

Obrazek

URL

UTM parametry
1 permalink pro community management

A

LJRIKIRIA] & KKK R[S

O 1 50
Create [ﬁ
Name

aza
I

. 15s
- 188

v

89775

89775

_89775

_8977%

4

™N

v

a

0

L 4

Ad Set Name

CS01 REM gaming

0 active ads

CS02 REM laptops 180da.

0 active ads

CS03 LAL gaming

0 active ads

CS04 pc games

Summary Edit Chart History

Instagram Account

Select an Instagram Account

Ad Setup

Fullscreen Mobile Experience

Add an Instant Experience

Add a Playable Source File

. Ad Preview

>  Mobile News Feed

0 0 ® 9

Ad Setup

Use Existing Post v

Ad Creative

Select the media, text, and destination for your ad. You can also
customize your media and text for each placement. Learn More

() Facebook Post

Ly )

—

u Prazské kompetencni centru...
808559966257957 - Jan 2, 2020

& Change Post

Enter Post ID

-

2 Edit ’
H
S|
Kvdli he

Share Previews
CQ Share a Link
Preview on Device

n Send Notification to Facebook

n Facebook Post with Comments

© Instagram Post with Comments



3x kontrola na

Aplikuj pravidlo 3+3

zacatku kampané
—

1) Kontrola nasazené kampané

¢ Kontrolovat radsi 3x celé nastaveni:

Pfed nastavovanim (kontrola spravnosti podkladu)
Bé&hem nastavovani: jdu krok po kroku

Po nastaveni: souhlasi to se zadanim?

[

Kamparni:

[Jo
[Jo
[o

[Jo

DRaily vs. Lifetime budget
Velikost budgetu!
Optimalizacni cil

Yiini
Cilovka

Placement reklamy
Optimalizaéni cil
V kazidem adsetu vlioZena reklama!

Ad: (u kazde sestavy !!!) (spec. Pro YouTube)

[Jo
[Jo
[Jo
[Jo

Text

Obrazek

URL

UTM parametry

[ |= Pozor, po vytvofeni permalinku sledovat, zda se zachovévaji UTM parametry!

1x kontrola druhy
den po nasazeni
_

2)

L]

[

Kontrola druhy den po nasazeni kampané
Projit nastaveni kampané spolu s briefem a media planem a znovu zkontrolovat, zda v3e sedi:

Kampan:

[ Jo Daily vs. Lifetime budget

[ Jo Velikost budgetu!

[ lo oOptimalizaéni cil

Adset:

[Jo Timing

[ ]Jo Cilovka

[ lo placement reklamy
[ Jo Optimalizaéni cil
[ ]Jo Vkaidém adsetu vioiena reklama!
Ad: (u kazde sestavy !!1) (spec. Pro YouTube)
[[Jo Text
[ Jo Obrazek
[ Jo URL
[ Jo UTM parametry

Vysledky kampané:
[ ] Ma uz kampan néjakou utratu?
[ ] Pokud NE -> pi3u na podporu
Propisuji se vysledky do GA?
[ ] Kampaf
[ ] Adset
[] Kreativa

1x kontrola na zacatku
kazdého tydne
e

3) Weekly routine:

Do viech kampani je tieba se alespon 1x za tyden podivat, zkontrolovat vykon a kratce se zamyslet,
co by Slo jesté pridat nebo upravit.

[] Kontrola kampari vs. Media plan
[ ] Rozpoéet:
[] je spravné nastaveny?
[] Jak se prib&iné utraci?
Optimalizace
PInéni KPI
PInéni/Eerpani rozpottu
[ ] Kontrola cileni - je efektivni?
Remarketing webu, videa, canvasu, page engaged
Lookalikes z konverzi, formulara, webu.. (Podobna cileni je tfeba vyuzit vidy, kdyz je to
relevantni a mam mozZnost si je vytvorit.)
Relevantni zajmova cileni
[ ] Navrh na zlep3eni?
Kampan - jsou zastoupeny viechny optimalizace v ramci funnelu?
Cileni - viz vyse
Kreatiya
[] jsou vyuiity viechny formaty?
[ ] Kteryz nasazenych formatd nejlépe funguje?
[ ] propisuiji se vysledky do GA?
[] Kampai
[] Adset
[] kreativa

EEEE

|

4) Prabéiny report pro CS/AM/klienta
a. Zprava o plnéni KPI, Cerpani budgetu
b. Navrhy na zlep3eni




Zkontroluj kampan po spusteni O

Account Quality Last 7 days w v O

1) Uplynulo uz 24h a kampan jeSté nema zadné vysledky? -> napis na

Track the status ~ a Is that aren't running because they don't comply with o

affected and request reviews of multiple ads at once if you think they have nodporu (CIient Support portal)
2) Zda se mi, ze néco nefunguje jak ma? -> Koukni na seznam
— globalnich bugu (status.fb.com/ads)
i [t 3) V jakém stavu jsou zamitnuté reklamy poslané na znovuschvaleni?
1 0 -> Account quality: business.facebook.com/accountquality
4) Propisuji se vysledky do GA? -> Zkontroluj vSechny Urovne
(Kampan/Adset/Kreativa)

Name Number ofi‘

> &) 6792 100700 1 Ad Rejected Advertising Policies Feb 19, 2020 - Feb 21, 2020 Feb 19, 2020

oooooooooooooooooooooooooooooooooooooooooooooooooooooooo



https://www.facebook.com/business/clientsupport?ref=agencyhub
https://www.facebook.com/business/clientsupport?ref=agencyhub
https://status.fb.com/ads
https://status.fb.com/ads
https://status.fb.com/ads
https://business.facebook.com/accountquality/?source=delivery_column&selected_adgroup_ids[0]=23843803232570499
https://business.facebook.com/accountquality

Zkontroluj beh kampane

[d Kontrola kampan vs. Media plan [d Navrhy na zlepSeni a optimalizaci
] -]
1 RozpocCet - utraci se rovhomeérne dle planu? Jd Kampan - jsou zastoupeny vSechny optimalizace v
. Optimalizace - je vhodné zvolend pro dané KPI? ramci funnelu?
1 PlInéni KPI - plnime rovhomeéerne podle planu? 1 Cileni - viz vySe
1 Kreativa
[d Kontrola cileni - je efektivni? Neni potfeba néco 1 jsou vyuzity vSechny formaty?
vypnout/rozsSirit? Bézi vSechny cilovky? 1 Ktery z nasazenych formatu nejlépe funguje?
Jd Remarketing webu, videa, canvasu, page engaged [d Propisuji se vysledky do GA?
4 Lookalikes z konverzi, formularu, webu... 1 kampan
Jd Relevantni zajmova cileni J Adset
J Kreativa

1 Jak kampan bezi v porovnani s predchozim obdobim?
Neni zde n€jaka prilezitost k vylepseni?



Jak budovat prubézné duveéru

= ]

PROVADEJTE ZKOUSEJTE NOVA EDUKTUIJTE, . o v
STUDIE, TESTY PUBLIKA, RMKT SCENARE POSILUJTE PROCESY PRAV'i(E)LI\':E IG‘IKPSE?EZNE
Oveérujte klientovy a Testujte nové Pfinasejte novinky, Co pristé
své hypotézy v ramci formaty. pfipominejte best doporucujeme a
postaveni kampani na practice, pomahejte nedoporucujeme, co
BLF study, CLF study, porozumet. pristé délat a nedélat,

v ¢em pokraCovat av

cem nepokracovat.



PAVEL TROJANEK Life saving check-list
pave.trojanek@gmail.com Pro nastaveni FB kampané pod
731104 613 kontrolou
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https://docs.google.com/document/d/1nlsAF-CJx_UrhSWu-p1-gtXnoHOGJMAffr ZRWeTsQ8/edit#


https://docs.google.com/document/d/1nIsAF-CJx_UrhSWu-p1-gtXnoH0GJMAffr_ZRWeTsQ8/edit#
https://docs.google.com/document/d/1nIsAF-CJx_UrhSWu-p1-gtXnoH0GJMAffr_ZRWeTsQ8/edit#

