vlab

Pohledy, diky kterym vime, ze
kampane slapou

e Petr Bures, Letni PPC Camp 2017
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Co trapi “PPC head”/Specialistu/Klienta? vlab

Specialista
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Zdroje ze kterych data potrebujeme...

Google Adwords
Google Analytics
Facebook (Ads i Page)
Twitter

Youtube

Bing

Sklik

Google Calendar
Yandex

vlLab



SRS NOORIDES

Ndéstroje, které jsme vyzkouseli vlab

Keboola a GoodData

Power Bl

9 PPC nastroju (http://bit.ly/ulab-ppc-nastroje)
Google Data Studio

Kombinace Google Spreadsheety, Supermetrics a

skripty
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Nastroje, které jsme vyzkouseli vlab

Keboola a GoodData

Power Bl

9 PPC nastroju (http://bit.ly/ulab-ppc-nastroje)
Google Data Studio

Kombinace Google Spreadsheety, Supermetrics a

skripty
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10 zakladnich problémd ulab

Udrzitelnost - mnoho zdroju a API

Datové formaty - Adwords x Sklik

Narocnost scriptu - velké ucty

Aktualnost dat - aktualizace vystupu

Distribuce dat - ve spravny cas ke spravnym lidem
Metriky - volba tech spravnych metrik

Cile - jednou CPA, pak PNO...

Vizualizace - Prehlednost vystupu

Nazvoslovi - “Cil | Typ kampané | Nazev..”

Sprava a udrzba - jeden vstup pro vsechno
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Kdy bude vse funkcni?

Pravidlo max. 3 e-mailu na denni bazi
Podstatné informace

Uzitecnost pro planovani prace
Zodpovédnost pri zadavani vstupu

vlLab
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Co se stane po doplneni?

Specialista



Specialista - Kde mam problém? - Checklisty VLab

New Campaign CHECKLIST | ULQb rocks

Check before launch

Template - regular activities (adwords) 2

Placement check (adwords)

Search term check (adwords) Assign/schedule...
Bidding (adwords)

Ad testing (adwords)

Wasted spend check (adwords)

Discovering new keywords opportunities (adwords)

Check after 1 day
Keyword diagnoses (adwords)

@ 1w with many impr. & & CTR Low CTR check (adwords)
& . Ad groups with no spend

E @ Kws with the highest spend Ad disapproved (adwords)

l . Are there any Ads dissaproved?

Check after 1 week

http://bit.ly/ulab-ppc-checklist




Specialista - Kde mam probléem?

Alerty

a. TOP SearchTerms - dennée
b.
C.

Impressions Difference - tydne

0 Impressions - pri detekovani
+

404 - pri detekovani

PLA - pri detekovani

vlLab



Specialista - Kde mam problém? [

Pravidla distribuce emaill

Adwords + Sklik
=1 Email/Script
(pouze ucty kazdého specialisty)




Specialista - Kde mam problem? vlab

a. TOP SearchTerms

a. Co: TOP 10 vyhledavaci dotazy s nejvice impressemi
za predchozi den

b. Kdy: Denne v 8:00

Proc: Kontrola nerelevantnich, trend a novych dotazu

Akce: Vylouceni/kontrola dotazu

ok (o



Specialista - Kde mam problem? vlab

a. TOP SearchTerms
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Specialista - Kde mam problem? vlab

b. Impressions Difference

a. Co: TOP 10 vyhledavaci dotazy s nejvetsim
absolutnim propadem impressi za poslednich 7 dnu

b. Kdy: Pondéli rano v 8:00

c. Proc: Kontrola trendu a TOP frazi

d. Akce: Kontrola/potvrzeni priciny



Specialista - Kde mam problem? vlab

b. Impressions Difference
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Specialista - Kde mam problém? vlab

. 0 impressions

Co: Aktivni kampanée s 0 impressemi v dnesnim dnu
Kdy: Kazdy den ve 12:00

Proc¢: Kontrola nad vypadkem dulezitych kampani
Akce: Feed, remarketing, vylucujici klicova slova

a6 oo



Specialista - Kde mam probléem?

c. 0 impressions

AccountName CampaignName

pressions today

AccountName CampaignName

Campaigns with 0 impressions today = 1/14

AccountName CampaignName

Campaigns with 0 impressions today = 3/44

AccountName CampaignName

Campaigns with 0 impressions today = 1/12

Impressions yesterday

Impressions yesterday

Impressions yesterday
20

Impressions last 7 days
3631

Impressions last 7 days
433
338
2011

Impressions last 7 days
3391

ConversionValue

0.0

ConversionValue
0.0
0.0
0.0

ConversionValue
0.0

vlLab



Specialista - Co mam optimalizovat?

Regular Activities & Opportunities

a. SearchTerm check - mesicnée
b.
C.

New Keywords - mesic az Ctvrtletne

Competitors - potreba a dle situace
+

Placements - Danuv script zitra )

vlLab



Specialista - Co mam optimalizovat? vlab

a. SearchTerm Check

Co: Mezimésicni kontrola vyhledavacich dotazu

Jak: Oznaceni dotazu - OK, NG, CR

Proc: Relevance, nové vyhledavaci dotazy

Cil: Optimalizace Cas x Kvalita x Kontrola nad Gétem

Frekvence: Mesicni

© a0 T



Specialista - Co mam optimalizovat? vlab

a. SearchTerm Check

AccountDescrip CampaignName AdGroupName KeywordTextMa Query QueryMatchTyp Clicks Impressions  Ctr i Status Script2Checked N

I Data ~ | UNIQUE_ST OK ~ ST.OK ~ ST.CR - ST_NG -~



Specialista - Co mam optimalizovat? vlab

a. SearchTerm Check

AccountDescrip CampaignName AdGroupName KeywordTextMa Query QueryMatchTyp Clicks Impressions  Ctr i Status Script2Checked N

e

Data ~ | UNIQUE_ST OK ~ ST.OK ~ ST.CR - ST_NG ~




Specialista - Co mam optimalizovat? vlab

. New Keywords

a. Co: Klicova slova z organického vyhledavani
(SearchConsole)

b. Jak: Porovnani dotazu s kampanémi

Cil: Nova klicova slova, Porovnani dat

Frekvence: Mésicni az pulro¢ni

o o



Specialista - Co mam optimalizovat? vlab

b. New Keywords

Search query Country Impressions Clicks CTR (%) Average position
United States 36240 100.44
Philippines 5943 73.22
India 4982 81.91
Canada 3718 87.98
United Kingdom 2571 138.22
Germany 1542 78.43
Indonesia 1531 70.76
Australia 1489 130.63
Mexico 1454 140.54
United States 1407 32.56
Italy 1165 70.98
Malaysia 1138 88.64
Brazil 1002 88.86
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Specialista - Co mam optimalizovat?

c. Competitors

Prezentace z minulého campu

http://bit.ly/ppc-camp-konkurence

.

Analyza konkurence
aneb

Petr Bures - uLab.rocks

vlab

“Co délame a jaké mame prilezitosti”

vlLab



Specialista - Kde mam potencial? vlab

Obsah dashboardu

a. 11 metrik Adwords
b. 7 metrik Sklik
c. Vyvoj WoW
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11 metrik v dashboardu

Nazev Si Popis

QS<=6

QS (AVG)

AvgPos<2,5

AvgPos (AVG)
Conversions

Cost

Impressions Share < 40 %
Impressions Share < 10 %
CPAPNO

CTR

%EXT Impr

% klicovych slov, které ma qualisty score mensi nebo rovno 6

Vazeny primér celkového QualityScore

Procento kli¢ovych slov s mensi pozici jak 2,5

VéazZeny primeér pozic

% kli¢ovych slov, kde jsou naklady > 0 a nejsou Zadné conversions (conversion = 0)

Kolik % z celkovych nékladu tvofi kliGova slova, kde jsou néklady a neni ani jedna konverze
Procento klicovych slov, kde je impressions share mensi jak 40 %

Procento kli¢ovych slov, kde je Impression Share < 10 %

CPA - Celkové néklady / Potet konverzi; PNO = Celkové naklady / obrat

(Poget Unicorns KWs / Celkovy poet KWs) * 100

Kdyz se MatchType u SearchTerms == Exact match, tak secti impresse a dél celkovym po&tem impressi bez kampani PLA

vlLab

Podminky 1

QS bez hodnoty "-",

QS bez hodnoty "-",

Avg. position > 0

Avg. position > 0

Impressions > 0

U KWs, kde plati Cost > 0 a Conversions = 0, tak sum (Cost) déleno celkové sum(Cost)
Impressions > 0

Zména. | s nulovym impressions.

Impressions > 5
Bez kampani PLA, V5e brat z Keywords Reportu

Podminky 2 Podminky 3
Impressions > 0

Impressions > 0

Impressions > 0

Impressions > 0

Cost>0

Hodnotu < 10 poéitat jako 10




Specialista - PInime cile?
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PPC Head



PPC head - Plnime cile? ulab

BRLERAT ASDERHT ABNGEA0IT  IR0EINT




PPC head Plnime cile?
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PPC head - Jak na tom makame? - Hodiny vlab

Month: 6 Day 22 30 73.33% P in Team 9

mternal | actwity | Hous [ Pt P2 P3 P4 PS5 P6 Remains %
ulab Al s000 | 0000000000000 ] oo 540.00 0.00%

Job

Company Main contact Specialist Activity m

a mka gfe/pbu PPC ; 3 ] 14.29%
b mka pbu PPC i . I 66.67%
c pbu kko/pbu PPC . 1 . . 130.00%
d mka bka PPC . . ! 83.33%




PPC head - Jak na tom makame?
Tydenni trendy sledovanych metrik
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Klient



Firma - PInime cile? - Mési¢ni report vlab

Hlavni ¢asti mesicniho reportu:

oo W =

Srovnani - MoM, YoY

Podle cile/zeme - TOP, PNO..

Podle marketingovych kanall - Adwords, Sklik, Bing..
Trendy - PLA/SEA/GDN

Trendy - Organic x PPC...

Cesta k cili: Mikrokonverze, Pruchod kosikem/poptavkou



Firma - Plnime cile? ulab
1. Srovnani MoM, YoY

5 o Yo (%) YoY (Abs) |
% New Sesslons . B - | .
Transactions | ]
Revenue 2 = -
ConversionRate (%)

Impressions
CTR

0@ om W AW N =

Transactions and Comparison value

refemal

WMedium




Firma - PInime cile? ulab

2. Trendy - srovnani PLA/SEA/GDN

PNO | “Nazev kampané” | | ....

Vyvoj nakladu Vyvoj konverzi

1400000
1200000
1000000
800000
600000
400000
200000

— GON  —]f  —SEA —GON DA —CEA




Firma - PInime cile? ulab

3. Cesta k cili;: Mikrokonverze, Kosik

Operator Calculate  Click - AddToCart

facebook / cpe
google | organic
(direct) { (none)
birg / organic
facebook | referal

yahoo [ organic
yandex / organic
B | _E

%




Raport vy maruatingavych zamisic:  05-2017 ulab U Lo b
| Cil (=)

MOHTLY

Cost (Systemi  Cost [CTK)  Traemactions  Revenue (EUR)  Rovenun {005} CRA Convarsion Raby

Conwersion Rate

5. Dobght Adwonds - TOP 10 Produsls E. Dooghe Adwornds - Davices
[ %0 [owks [ Fnecion |

Dewice - Transactions
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Shrnuti: Jak to tedy
vsechno probiha?



Pravid.aktivity,
Nova kampan

Alerty:

404, 0 Impr, Top
search terms,
Difference

Search term check

New kws

Quality Dashboard

Denni dashboard

PPC Head

Hodinovv
dashboard

Kvalita - tydenni
trendy

Mési¢ni report

vlLab



Vstupni data vlab

1. Data o firmach (Overview)

Calendar Adwords Name Adwords ID Sklik Email Sklik Token

1 Firma A acko Ucet EU;Ucet Svet |123-456-7890;223-456-789 |sklik@acko.cz |Oxpfadfassadsda URL Repor'tu A Countrles Month!y B |Adwords Sklik Bing
2 Firma B becko Ucet All 987-654-3212 cpesklik@becko | Oxpfadfassadsda URL_Reportu_B|CPA Monthly A | Adwords Sklik

Overview {:onfig - Adwords ~ | Config - Sklik ~ Tl Cost & Goals - Adwords ~ Tl Cost & Goals - Sklik Ell Dashboard - Adwords ~ = Dashboard - Skiik ~ = Zadani ~ Dokumentace -
E——




Vstupni data vlab

1. Data o firmach (Overview)

Calendar | dwords Name Adwords ID Sklik Email Sklik Token S
Firma A acko | cet EU;Ucet Sve [ 123-456-7890;223-456-789 |sklik@acko.cz |Oxpfadfassadsda URL Reportu A Countrles Month!y B |Adwords Sklik
Firma B becko | cet All 987-654-3212 cpesklik@becko | Oxpfadfassadsda URL_Reportu_B|CPA Monthly A | Adwords Sklik
Trackovaci ID vSech Mésicni  Primani T Jaké pouzivame
Nazev firmy nazev o Sklik Get Sklik Token  Cil Gétu ant —1yp P
uctu report zamereni reportu systemy?

Overview {onfig - Adwords Config - Sklik = | Tl Cost & Goals - Adwords Bl Cost & Goals - Sklik Tl Dashboard - Adwords ~  Dashboard - Sklik Zadani Dokumentace
E——




Vstupni data

2. Config - Adwords a Sklik

Account Name Adwords ID Spreadsheetld Cilové metril a Cilova hodnota Cost (Més. limit) Emails Vylouéené kampané
Ucet EU 123-456-7890 ID_Sheetu_1-in Google Drive PNO 40000 marketa@ulab.rocks;olena@ulab.rocks BRA

Ucet Svet 223-456-789 |D_Sheetu_2-in Google Drive PNO 60000 marketa@ulab.rocks;katka@ulab.rocks

Ucet All 987-654-3212  ID_Sheetu_3-in Google Drive CPA 80000 marketa@ulab.rocks;gonzalo@ulab.rocks BRA

Oimpre TopQueries

vlab

X
X

Difference Impr

X

Account Name | Sklik Email Spreadsheetld Cilova metri ta Cilova hodnota Cost (Més. limit) Emails Vylouéené kampané
sklik@acko.cz  sklik@acko.cz |ID_Sheetu_1-in Google Drive-Sklik PNO B 15000 marketa@ulab.rocks;olena@ulab.rocks BRA
cpesklik@becko. cpesklik@becko. ID_Sheetu_2-in Google Drive-Sklik CPA 600 20000 marketa@ulab.rocks;katka@ulab.rocks

Oimpre TopQueries

X
X

X
X

Difference Impr

X

Max. Mésicni Email HEAD;Email Scripty je
hodnota naklady Spravce neresi

Overview ~ | Config - Adwords ~ ' Config - SKiik [l Cost & Goals - Adwords ~ TEll Cost & Goals - Sklik Ell Dashboard - Adwords  ~

Které scripty chce spravce nasadit?

Dashboard - Sklik -

Zadani

Dokumentace




Extrakce dat - Supermetrics

i e8AaBEHE >

Adform

Adobe Analytics

Bing Ads =

Bing Services (beta)

Bing Webmaster Tools (beta)

Database

DoubleClick Bid Manager

DoubleClick for Advertisers

DoubleClick Search

DoubleClick for Publishers

Facebook Insights

Facebook Ads e

Google AdWords

Google Big Qu

Google Search Console

LinkedIn Ads (beta)

Linkedin Company Pages (beta)

Mailchimp

=
o
N

Optimizely (beta)

SEMrush

>
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Searchmetrics (beta)

Stripe

Twitter Ads

Yahoo Gemi

Youtube

Simple connectors

Custom JSON/CSV

Faceboook public data

Google+

Google Trends

Instagram

Instagram Public Data

Linkedin URL share counts

Pinterest

Reddit

Tumblir

Twitter

Vimeo

VKontakte

vlLab



Extrakce dat - Supermetrics ulab

Gocep SN
Adform

Free Pro Super Pro

Data sources I Google Analytics I Google Analytics I Google Analytics

A Google AdWords A Google AdWords

£ Database { i Database
"‘ Adobe Analytics

d Adform

DoubleClick Bid

§ Goools Anaiyics rergues e
s £43.75 Imonth** €88.39 /month**

Google Search Console petr@ulab, Reddit
LinkedIn Ads (beta) Tumblr
Linkedin Company Pages (beta)

Mailechimp

** PFi platbé za rok

Optimizely (beta)

{f B ABE >

SEMrush 1205



Extrakce dat - OWOX Bl ‘vlLab

Service provider Destination service

Select service v % = Select service v

Ads services Data processing

Facebook Ads Google Analytics
Twitter Ads Google BigQuery

Redshift

Bing Google Sheets

ClickHouse

Linkedin Ads Competera

Yandex.Direct AppsFlyer

Salesforce Sparkpost

COMBINE DATA

Call-tracking
¢J Calltouch

A FROM DIFFERENT

Other services




Ads services

L |
o
in|

Extrakce dat - OWOX Bl

Service provider

Facebook
Twitter Ad
Bing

Linkedin A
Yandex.Dirf
Salesforce
Sklik

My Target

Other ser

Basic

Combine data in Google BigQuery

*115,0

up to 100K monthly active users
GET A 14 DAY TRIAL

Compare plans

@5 Ringostat

Business

Find out the real value of advertising
campaigns

*1,400.....

up to TM monthly active users

GET A 14 DAY TRIAL

+ Required onboarding $3,000

Compare plans

vlab

Destination service

Enterprise

Get custom solutions for Big Data

ren $ 5’ OOO/momth

starting at 10M monthly active users

CONTACT SALES

+ Required onboarding $7,500

Compare plans

FROM DIFFERENT




Extrakce dat - OWOX Bl ‘vlLab

Service provider Destination service

Colart carvice v Cpolart carvice v

More plans

AGENCY GOOGLE ANALYTICS 360

Create up to two cost data imports from Facebook, Bing, Yahoo! and other

Free e | SIGN UP
services into Google Analytics.

S SKik M Mandril —
S s COMBINE DA

Call-tracking
@ Other services ¢J Calltouch

A FROM DIFFERENT




Prace s daty ulab

1. App Script
a. Celkem 7 scriptu

2. Google Sheets
a. Pokrocilé funkce (napr. query)



Vizualizace

. Google Sheets
a. Nové grafy - Explore

B c

Account Name | Adwords ID Spreadsheetld
123-456-7890  ID_Sheetu_1-in Google Drive
223-456-789 ID_Sheetu_2-in Google Drive
.987-654-3212 ID_Sheetu_3-in Google Drive

vlLab

H | J
Vylouéené kampané Oimpre TopQueries  Diffe
marketa@ulab.rocks;olena@ulab.rocks
marketa@ulab.rocks;katka@ulab.rocks
marketa@ulab.rocks;gonzalo@ulab.rocks

Overview ~ | Config Adwords ~ | Config Skiik ~ | Cost & Goals - Adwords ~ = Cost & Goals - Sklik ~ | Dashboard - Adwords ~ | Dashboard - Skiik ~

AVERAGE

>n about your data

@) Bottom Adwords ID by Cilova hodnota
( Minimum Cilova hodnota

@ Correlation of Cost (Més. limit) and Cilova
hodnota

FORMATTING

Alternating colours for A1:|

ANALYSIS

Count of Ucet EU

123-45.
ID_She.

Count of Ucet EU

Sum: 180000 = n Explore




A

OWooNO OB W =

NEVEL) ulab

Google Adwords (Supermetrics) - 44 Eur / Mésic
Google Analytics

Facebook

Twitter

Youtube

Bing

Sklik (Owox BI, DataHub nebo Standa) - Free
Google Calendar (Time Sheet Add On) - Free
Yandex (Owox Bl) - Free




A

S 1000 OO S QORI ST

Naklady

vlab

Google Adwords (Supermetrics) - 44 Eur / Mésic

Googla Analvtice

Facel
Twitt
Youtt
Bing
Sklik
Google Calendar (I1me Sheet Add Un) - Free
Yandex (Owox Bl) - Free




vlLab

Co do budoucna?



v ulab
Resime propojeni s dalsimi nastroji a jeste
hlubsi pohled na data

1. Owox Bl a Supermetrics (extrakce dat)

2. Google Sheets a App Scripts (transformace dat)

3. Google BigQuery (uchovavani dat)

4. Google Data Studio (vizualizace dat) - bude zalezet na vyvoji

Bl & BIG DATA

G0 W -'.l'- BigQuery

3l

owoxsl o R
B UPER =
METRIC S »
"
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3 tipy na zaver



TIP 1: Supermetrics x Google Sheets Add on'VLab

1. Ukladani nastaveni

Metrics Dimensions Pivot dimensior Filters Segment ID Sort Max rows Max pivot categ Special settings Other paramete
["transactions"] [] 1] [{"field":"adwords ["-1All Users"] 1000 10 ["NO_HEADERS {}
["transactions"] [] [{*field":"adwords ["-1"All Users"] ['NO_HEADERS {
["transactions"] [] [{*field":"adwords ["-1"All Users"] ['NO_HEADERS {
["transactionreve [] [{*field":"adwords ["-1"All Users"] 10 ["NO_HEADERS {}
["transactionreve [| [{*field":"adwords [*-1All Users"] ['NO_HEADERS {
["transactionreve [| [{*field":"adwords [*-1°All Users"] ['NO_HEADERS {}
["visits"] [{*field":"adwords ["-1"All Users"] ['NO_HEADERS {}
["visits"] [{"field":"adwords ["-1°All Users"] ['NO_HEADERS {}
["visits"] [{"field":"adwords ["-1°All Users"] ['NO_HEADERS {}
["Cost"] [{"field":"profileid" [] ['NO_HEADERS {
["Cost"] [{"field":"profileid" [] ['NO_HEADERS {
["Cost"] [{"field":"profileid" [] ['NO_HEADERS {}
["Clicks"] [{"field":"profileid" [ ["NO_HEADERS {}
["Clicks"] [{"field":"profileid" [ ["NO_HEADERS {}
["Clicks"] [{"field":"profileid" [] ["NO_HEADERS {}
["percentnewvisit [ [{"field":"adwords [*-1°All Users"] ['NO_HEADERS {}
["percentnewvisit [| [{*field":"adwords ["-1°All Users"] ['"NO_HEADERS {}

Configuration Options Your Google Analytics Reports

Report Name Last Month
Type core

View (Profile) ID / ids ga: 1111111111
Start Date 01/06/2017
End Date 22/06/2017

Last N Days

ga:adCost
Metrics ga:transactionRevenue

Dimensions ga:campaign
Sort

ga:sourceMedium==google /
Filters cpc

CooDooooDEEEEEDEEE s

Segment

Sampling Level
Start Index

Max Results
Spreadsheet URL



TIP 1: Supermetrics x Google Sheets Add on'VLab

Supermetrics x

2. Rychlost editace

Google Analytics query at
'Flow & Goals'|$A$2:$F$17

Configuration Options Your Google Analytics Reports

Report Name Last Month

Query information

Type core

View (Profile) ID / ids ga: 1111111111
Start Date 01/06/2017
End Date 22/06/2017
Last N Days

Data source: Google Analytics

i
Date range: This month to date

Metrics: Goal T completions, Goad 6 completions,
‘Goal 5 completions, Goal 4 completions, Goal 3
completions

Split by (rows): Country

ga:adCost

Metrics ga:transactionRevenue
Dimensions ga:campaign
Sort

Max # of categories: 10
Query ID: ITvGGgSHAKTITT My WIKY QPctiKdZd

ga:sourceMedium==google /

Query actions
Filters cpc

Show params Duplicate

Segment

Sampling Level
Start Index

Close Delete guery
Max Results
Spreadsheet URL

Delete query & data




TIP 2: Doporucuji import dat do GA vlab

OWOX Bl Data Upload p

Select account:

1. Pokud mate data v Google Sheets
a. Doplnék Owox Bl Data Upload sy

Select dataset:
B (=] D E F G

<DataSet title>

1 gadate ga:source ga:medium ga:campaign ga:keyword ga:impressions ga:adClicks ga:adCost

20140411 ad network cpc ng Sale 100.3
20140411 ad network cpc

Data Import example

Linked views:
Linked views are absent

2. Standa (Sklik a FB)
a.


http://www.standajilek.cz/skripty/ke-stazeni/import-nakladu-do-google-analytics/
http://www.standajilek.cz/skripty/ke-stazeni/import-nakladu-do-google-analytics/
http://www.standajilek.cz/skripty/ke-stazeni/import-nakladu-do-google-analytics/
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Data source Google Analytics: petr@ulab.rocks

Select views ulab.rocks - Optimized (Mas...

Select dates Last menth, compare to previous p...

Select metrics Transaction revenue
Split by Medium
Segment i users

Filter

Options

No header row

Add note to query results showing
whether Google has used sampling

Try to avoid Google's data sampling (can
slow down data fetching)

Replace blank metric values with zeros
Combine new results with old

Format results for Google Data Stud
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TIP 3: Zabezpeceni Google Sheets

1. Vlastnik - idealné jeden
2. Sdileni - konkrétni uzivatelé nebo domeéna

3. Zapnout ochranu proti kopirovani

Invite people:

Enter names or email addresses...

Owner settings Learn more
Prevent editors from changing access and adding new people

Disable options to download, print and copy for commenters and viewers
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Diky :)



