Adscademy

Ako maximalizovat
eCommerce zisky
namiesto vynosov



Co je cielom biznisu?
goal of business % 4 Q
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The Goals of a Business. The primary purpose of a business is tolmaximize profits Hor
its owners or stakeholders while maintaining corporate social responsibility.



Preco to nie je standard v marketingu?

?

Marketing sa nepyta aky je biznis
ciel a ¢asto nastava nesulad medzi

marketingom a vedenim, ktory
vedie k rozlisSnému vnimaniu
vysledkov.



Bezné vyhodnotenie marketingu

“Kazdeé investované 1 € do marketingu
prinieslo 10 € na obrate”



Po dnesku budete vediet povedat nielen...

“Kazdeé investované 1 € do marketingu
zvysilo svoju hodnotu na 1,25 €”



Co ovplyvihuje ziskovost
(nielen) kampani?



Co ovplyviuje zisk?

zisk = [vynosy] - [(naklady na kreativu) + (naklady na média + ludia +
poplatky) + (naklady na predany tovar)]

Ziskovost ovplyvnuju vsak aj:

zlavy,

postovne,

dan,

vratky,

nevyzdvihnuty tovar, atd,

ale aj konverzny pomer webu!



Ako dostat rychlo CistejSie data v
Google Analytics?



Vlastny report v Google Analytics

Vytvorte si Custom report v Google Analytics, kde sa odpocitaju
medidlne naklady a mate aspon Cistejsi prehlad.

Ak mate jednotnuU marzu, spravte si prehlad aj s marzou namiesto
VYNOSOV.

Revenue Cost J» Revenue - Media Cost

$4,443,694.38 $61,473.46 $4,382,220.92

% of Total: 100.00% % of Total: 100.00% % of Total: 100.00%
(54,443,694.38) (561,473.46) {$4,382,220.92)

$1,211,967.17 (27.27%) $61,473.46(100.00%) $1,150,493.71 (26.25%)


http://tmai.avinashkaushik.com/web-version?lc=3c3db94d-bfda-11ea-a3d0-06b4694bee2a&p=06ebfe7e-71b1-11eb-a3d0-06b4694bee2a&pt=campaign&t=1613641803&s=fc9f495f47ad33b3eab11f6c6a01770f9cf74f129f847fe6364fb23c370b3f5e

Preco marza namiesto vynosov?



e

iPhone 11 klimatizacia susicka
699 € 680 € 699 €



exampleshop.sk

Ak mame konverzny pomer webu 1%, mame nasledovné vysledky.

Cena Marza Ceiﬁkza 1 1881?&;/ Zisk
iIPhone 11 699 €
Klima 680 €
SuSicka 699 €
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exampleshop.sk

Ak mame konverzny pomer webu 1%, mame nasledovné vysledky.

Cena Marza Ceiﬁkza 1 1881?&;/ Zisk
iPhoneN | 699 € 12%€
Klima 680 € Bi%éi
SuSicka | 699€ | 5o
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exampleshop.sk

Cena Marza Ceiﬁkzm 1851?&;/ Zisk
iPhone 11 | 699 € écy;: 0,25 €
Klima 680 € 32%€ 0,64 €
Susicka | 699 € 2?2 0,16 €

Ak mame konverzny pomer webu 1%, mame nasledovné vysledky.
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exampleshop.sk

. Cenazal Cena za )
Cena | Marza Klik 100 klikov | 21K
iPhone 11 699 € 2% 0,25 € 25 €
14 € '

. 5%

Klima 680 € 24 € 0,64 € 64 €
. 3%

Susicka 699 € 51 € 0,16 € 16 €

Ak mame konverzny pomer webu 1%, mame nasledovné vysledky.
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exampleshop.sk

. Cenazal Cena za )
Cena | Marza Klik 100 klikov | 21K
) 2%
iIPhone 11 099 € 0,25 € 25 € -1N€
14 €
Klima 680 € =% 0,64 € 64 € -30 €
34 € '
. 3%
Susicka 099 € 1€ 0,16 € 16 € 5€

Ak mame konverzny pomer webu 1%, mame nasledovné vysledky.

) (C



Klasicka optimalizacia kampani

~

I ) Maximalizovanie
. hodnoty konverzie alebo
| " ROAS (return on ad
SO - 9 spend)
= 41 /

Objednavka s Kampane sa
hodnotou optimalizuju na
zaklade tychto dat




Optimalizacia na marzu

@ " T e¥ g

Objednavka s Kampane sa
hodnotou optimalizuju na

. zaklade tychto dat
MARZA



Reklamy len pre ziskové produkty



Analyza ziskovosti

Analyza dat
a ziskovosti
. e e
0 Q¥ 9
Objednavka s Kampane sa
hodnotou optimalizuju na

o zaklade tychto dat
MARZA



Optimalizacia podla ziskovosti

Analyza dat
a ziskovosti
:“\ * e
Objednavka s Kampane sa
hodnotou optimalizuju na

. zaklade tychto dat
MARZA



Cost Per

Custom Feed

Category

Category Feed
+ (ID-category,
URL, #items)

Google Ads

Product & General Cost

Landing Page
Cost

Brand Feed
(ID-brand, URL,
f#titems)

Cost Per Brand

(ID-product,
ID-category)

Product Feed
(ID-product, URL,
marza, brand,
categories, all costs,
revenue)

Google
Merchant
Center

Google
Analytics
Product
Revenue

PPC Bee




Co ak vdm to nevyhovuje?



Zakladny odhad
ziskovosti kampani vo
vyhladavani, ak zatial
nemate tieto
kampane spustené.
Tabulku aj navod
najdete tu.

Prehlad ziskovosti podla kltic¢ovych slov

Veetky data su priemerom za mesiac, aby sme sa vyhli sezénnosti.

Fixne marketingove naklady:

Konverzny pomer webu:

Priemerna hodnota objednavky:

Marza:

Fee za spravu kampani:

Aktualna navstevnost webu (bez Search kampani):
Aktualne vynosy (bez Search kampani):

CPC miera prekliku:

Odhadovana navstevnost zo Search kampani:

Odhadované vynosy zo Search kampani:

Search kampane odhadovane naklady:
Absolutna marza z kampani:

Odhadovany zisk z kampani:

€800
1.2%
€100
30%
€500
20000
€24,000
10%
68,375
€82,050

Top of page bid (low range)
€467

€24615

€19,148

Top of page bid (high range)
€13703

€9,612


https://docs.google.com/spreadsheets/d/1oDcDtnor4xdK3j9aerr7bDbAjyT6azHI4aFamdzIoLY/edit?usp=sharing

Nastavte spravnu cenu



Van Westendorp Pricing Model
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Pouzivajte zlavy s rozvahou



Zlavy su vyhodné, ale pre koho presne?

o ¢ 30.0% 35.0% 40.0% 45.0% 50.0% 55.0% 60.0% 65.0%

Zlava vs Marza: o kO”(O'\ 25% 91% 7.7% 67% 59% 53% 48% 43%  40%

viac musite predat, 5.0% 20.0% 16.7% 143% 125% 11.1% 100% 9.1%  83%
aby ste si zachovali 75%  333%  27.3% 231% 200% 17.6% 158% 143% 13.0%
rovnaky zisk? | 100% 500% 40.0% 333% 28.6% 250% 222% 200% 18.2%

\ 12.5% 714% 55.6% 45.5% 38.5% 33.3% 29.4% 263% 23.8%
Viac na blogu od 15.0% 1000% 75.0% 600% 50.0% 42.9% 37.5% 333% 30.0%
Strossle. | 20.0% 2000% 1333% 1000% 800% 667% 571% 500% 44.4%

7% =7Zlavav % M% = Marzav %


https://strossle.sk/zlavy/
https://strossle.sk/zlavy/

Budujte lojalitu



Budujte lojalitu

Revenue Performance by Strategy

e Maximalizujte Lifetime value,

e \yuzite napr. Drip na
automatizaciu e-mailov aj SMS!

Oorders Torder 2+ orders

e Analyzujte aka je lojalita - - = (e
zakaznikov pomocou REM - e’ ool

L Email Engagement Results
analyzy.



https://www.drip.com/
https://www.barilliance.com/rfm-analysis/#:~:text=RFM%20analysis%20is%20a%20data,much%20they've%20spent%20overall.
https://www.barilliance.com/rfm-analysis/#:~:text=RFM%20analysis%20is%20a%20data,much%20they've%20spent%20overall.

Nastavte spravne ocakavania



Nastavte ocakavania

Co znizZi neistotu u zadkaznikov?

e Konecna cena,
e Jasna doba dorucenia, obzvlast pocas Vianoc,
e Jasne komunikovat moznosti vymeny a reklamacie, a dalsie.

z B € @

High Quality Materials Fazt + Free Delivery Top Rated A+ Customer Service



“The Messy Middle”



“The Messy Middle”

o &
Cesta k nakupu je

komplikovana a uzivatelia

. . ; Category Power of Social
robia viac rozhodnuti. heuristics now proof
Tu je 6 aspektov podla
Goodgle, ktoré ovplyvnuju
nakupné rozhodnutia. ‘w

Scarcity Authority Power of

bias bias free


https://www.thinkwithgoogle.com/intl/en-cee/consumer-insights/consumer-journey/navigating-purchase-behavior-and-decision-making/
https://www.thinkwithgoogle.com/intl/en-cee/consumer-insights/consumer-journey/navigating-purchase-behavior-and-decision-making/

Konverzny pomer



Konverzny pomer

e Livechat

e Platobné metddy (vratane
Google Pay / Apple Pay)

e Rychlost na mobiloch
(Lighthouse report)

e FAQ

e Spomenut hlavné benefity

e Ziskat kontakt cez pop-up

Ahoj, som Martin, ako Vam mézem
poméct?

Rada by som zistila stav mojej
objednavky.

Bez problémoyv, napiste mi €islo
objednavky.

Cislo objednavky je GQ34566 o


https://www.liveagent.com/#a_aid=617125b72df6d
https://developers.google.com/web/tools/lighthouse
https://sleeknote.com/start-free-trial?via=robert

Info@adscademy.com
Q&A linkedin.com/in/robert-lelkes/

YouTube Adscademy Slovakia



mailto:info@adscademy.com
https://www.linkedin.com/in/robert-lelkes/
https://www.youtube.com/channel/UCginGS9iBnMuLEM_bCW5Jpg

