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Introduction to Shopping ads and 
product listing ads (PLA’s)



Merkle 2018 Q3 state 
of paid ads
• Google spending increased 

18% YOY

• Clicks up 8% and CPC up 9%

• Shopping Ads (PLA’s) up 33% 
Text ads up 3%

• For retailers (except brand) PLA 
87% of Google clicks

• YouTube up by 77% YOY

• Mobile search ads were up 33% 
Desktop down 11%

• Google local inventory ads also 
increasing (for stores)

Paid Search 
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Paid Shopping 

Ads

Organic Listings
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Getting Started With 
Shopping Ads (PLAs)

What you need

✓ Google Ads account

✓ Merchant Centre account

✓ Shopping feed – XML/ CSV/ API

✓ Product pages in the target 
countries relevant language and 
currency

✓ Ability to populate all of Google’s 
required attributes

By Google – Shopping Ads set-up through 

your Google Ads account

By XXXX – Shopping Ads via a CSS partner, 

benefits from 20% discounted CPC (EU only)



Linking accounts

LINK

Create & Export

Product Feed 

from your website

Set up Shopping Campaigns

and Ad Groups

Set Max CPC Bids



Merchant Centre and 
Shopping feeds



Setting Up Your 
Merchant Account

• To sign up to merchant centre you will need to 
visit 
https://www.google.com/retail/solutions/merchant-
center/#?modal_active=none

• You will need a Google login

• You will also need to verify and claim your 
website URL

• You will need to have your feed URL at hand to 
set up your scheduled fetch or link via API

• If you haven’t included shipping information 
within your feed this can be added here

• You can make use of feed rules and 
supplementary feeds to amend small segments 
of data in the feed – such as adding in custom 
labels, or finding and replacing certain text fields

https://www.google.com/retail/solutions/merchant-center/#?modal_active=none


Generating Your 
Shopping Feed
1. Generation of Google shopping feed

• Magento plugin – generates feed based on website data. Plugins include Amasty & 
Wyomind but there are other options on the market

• Site scraping software such as Feed Optimise – this software will then also host your feed

2. Configuration of shopping feed

• If generated using a plugin the feed will need to be configured in the back end of the 
website

3. Selecting which products to send into the feed

• When configuring the feed in the back end of Magento you will put rules in place to 
select which products will be pushed through into the live XML feed

• If you use site scraping software you will be able to adjust this within that software's 
platform

• You should exclude products that do not meet Google’s policies at this point to avoid 
un-needed disapproval’s. This can include things like products with no GTIN values

4. Ensure the product feed has all of the required (& preferably 
recommended) attributes populated.

• You can also check your product data is present before generating a feed

• For this it is best to convert into a CSV file is this is more manageable to review

• Depending on the feed software or plugin used you may also see errors and warnings 
flagged

5. Link your feed to Google Merchant Centre

• Depending on how your feed was generated you will add in the XML link or the feed 
software will connect the feed via API

https://amasty.com/product-feed-for-magento-2.html?gclid=EAIaIQobChMIzozIo6Gj2gIVzbDtCh1jJgoWEAAYASAAEgJHifD_BwE
https://www.wyomind.com/magento2/google-shopping-magento.html


Product Feed Examples

CSV Example

XML Example

https://anicca.co.uk/resources/xml-to-csv-converter/

https://anicca.co.uk/resources/xml-to-csv-converter/


Feed Attributes

There are a number of attributes that are 
required across all e-commerce categories:

Required Feed Attributes

• Id – this is your unique product identifier

• Title – your product’s name

• Description – your product’s description

• Link – your product’s landing page

• Image link – the URL of your product’s main image

• Availability – in stock/ out of stock/ pre order

• Price – your product’s price in local currency

• Condition - new/ refurbished/ used

• Shipping – your product’s delivery cost. This can 
also be added direct within Merchant Centre & you 
should use one or the other

https://www.skincare.co.uk//media/catalog/product/g/r/greendisc1-510x519.jpg

https://www.skincare.co.uk/pmd-replacement-discs-green-medium.html



Category Specific 

There are also number of attributes that are 
required for specific e-commerce categories 
such as apparel:

Category Required Feed Attributes

• Google product category – value from Google’s product 
taxonomy that varies per country. This is required for 
clothing & accessories, media & software

• Brand – your product’s brand name. Required for all new 
products other than movies, books & music

• GTIN – Your product’s Global Trad Item Number as 
assigned by the manufacturer. Required for all new 
products that have been assigned one. Not required for 
custom/ hand made or second hand products

• MPN – required if your product does not have a GTIN

• Adult – indicate that a product contains ‘adult’ content

• Multipack – the number of products sold within the 
multipack



Category Specific

Category Required Feed Attributes

• IS bundle – indicate if a product is a merchant defined 
custom group of various products

• Age group – required for all clothing items, as well as items 
with assigned age groups

• Colour – required for all clothing items and any products 
that have variants by colour

• Gender – male/ female/ unisex. Required for all clothing 
items, as well as gender specific products

• Material – required if variants differ by material e.g. leather

• Pattern – required if variants differ by pattern e.g. striped

• Size – required for all clothing & footwear items

• Item group id – a group id for products that come in 
different variants



The Do’s and Don'ts of 
Google Shopping Feed
Do
✓ Optimise your product titles 

✓ Ensure images are high quality and accurately 
reflect the product

✓ Provide as much detail as possible within the feed

✓ Ensure accuracy in your product data

✓ Schedule your feed to fetch at least daily

Don’t
✓ Keyword stuff your titles or descriptions

✓Add promotional text directly within your titles or 
descriptions

✓ Provide vague titles and descriptions

✓ Use improper capitalisation



Shopping Ads Hierarchy



Example campaign structure

Campaigns include:

• Shopping campaigns created within Google Ads and Feed 

Optimise (FO)

• Smart Shopping test

• Shopping remarketing campaign



Examples of ad group structure



Example of a product group hierarchy

Category

Product Type

Item  ID



Structuring Your 
Shopping Campaigns
• Typically campaigns will be created based on one 

of the following
• Product types

• Brand

• Google Categories

• Custom labels – price/ margins/ seasonality

• Within the campaign you will then break this down 
further into ad group structures which is where your 
products will be housed

• Ad groups can be segmented in a variety of ways depending 
on the products you are selling and your bidding strategy

• You can make use of a 1 ad group per SKU structure also 
known as GRIP - Groups of Individual Products which ads a 
further level of granularity

• There are tools you can use such as Optmyzr and Feed 
Optimise to quickly build your campaign structures

• It is important to understand your feed and plan out 
your campaign hierarchy's in advance so you can 
ensure you are not excluding/ missing any products 
you wish to target

Using Optymzr to create Shopping hierarchy



Ad Groups Hierarchy
• The first level of your ad group hierarchy 

should be what your campaign 
encompasses

• E.g. if your campaigns are split per 
brand then you may see ‘LG, Samsung, 
Sony etc. 

• You will then break just one of these 
dependant on which campaign you 
are in

• Within each ad group you want to break 
products down as granular as possible into 
subgroups of relevant categories

• E.g. Adidas, Nike and Reebok may all 
be ad groups under a footwear 
campaign

• You can mix a combination of attributes 
together such as brand and product type



Optimisation and 
Bidding options



Optimising Shopping 
Campaigns

• Cut expensive and underperforming 
searches

• Review which products are being 
found and which products are 
driving your conversions and spend

• Sculpt your traffic – you may do this 
by brand or item specific depending 
on your structure

• Review your absolute top impression 
share

• Check your bids against the 
benchmark max CPCs

• Make use of campaign priority 
settings



Setting Your Bids
• You can set bids at the ad group, attribute and 

item level
• As you break out your products you will have the option 

to adjust the bids for this attribute

• You can also adjust these at a later date once they have 
been broken out

• In the first instance it is recommended to set bids at 
the lowest attribute level

• As the campaign gathers data bids can then be 
adjusted at an individual item level

• As you break out your ad groups you will need to 
remember to exclude all other products in the 
attribute levels above to ensure only your selected 
products will trigger ads

• E.g. if your ad group is specifically for Hotpoint washing 
machines, then anything that does not fall into this 
category would need to be excluded

• If you have added a custom label for price brackets or 
margins you would exclude up until this point

• You can also use automated bidding strategies to 
power your campaign such as return on ad spend 
bidding, such as ROAS bidding

Test 1

“Test 1”

Adjusting bids per attribute

Excluding products



Keyword sculpting

• You can use keyword sculpting 
to separate out generic and 
specific or for seasonality, 
offers etc.

• Use of bids, priorities and 
negatives to direct search 
terms into different campaigns

Brand Campaign Generic 
Campaign

Priority setting Low or Medium High

Negatives in place [Women’s trainers]
[Men’s trainers]
[running shoes]

Adidas

CAN show for Adidas running 
shoes
Women’s adidas 
trainers
Men’s adidas 
trainers

Women’s 
trainers
Men’s trainers
Running shoes

CPC £0.41 £0.31

CTR 1.16% 0.93%

Conv. rate 4.18% 1.86%



Sculpting for generic vs brand –
performance examples

Brand Vs. Generic Split – Example 1 – Sportswear

Brand Vs. Generic Split – Example 2 - Skincare



ROAS Bidding - Performance Examples

• ROAS bidding example for one of our existing client selling car batteries

• ROAS figures haven’t really changed much (blue line), however the revenue has more than 
doubled generating extra £100k in revenue contributing to a successful business exit for our 
client 

(ROAS) (Revenue)



Remarketing options 
for Shopping Ads



Dynamic Product 
Remarketing

• By connecting up your Google shopping feed, 
and adjusting your remarketing code you are 
able to retarget users based on the products 
they have viewed on site

• Works in the same way as other remarketing lists, 
but the code snippet collects additional data 
such as item IDs of products users are viewing

• The ad that the user sees adjusts dynamically 
based on these item IDs

• The item IDs collected on site must match up to 
the item IDs in your product feed in order for the 
campaign to work correctly

• You can create ads based on a templated 
design or in html5 if your designer has the know 
how



Cross-channel 
remarketing
• Use “honeypot” content/ads to attract 

potential customers to your site (using 
targeting based on profile of ideal 
customers/previous converters)

• Use utm codes on all links, so you can 
create remarketing audiences in Analytics

• Use remarketing audiences in conjunction 
with Shopping Ads to target these users with 
increased bids (when they are proactively 
buying)

• Can even be used with free or “offline” 
traffic, e.g. organic search, organic social or 
offline ads where a vanity web page is 
used. In these cases the landing page URL is 
used to create your remarketing list

• Particularly powerful where current CPC’s 
are high or ROAS is low 

• This strategy allows you to focus budget on 
previous visitors to your site, as they are 
more likely to convert

Visitor
Arrives on 
Website

Tagged & 
Exits

Sees Your 
Ad 

Elsewhere

User 

Returns & 

Converts



Use “honeypots” to get visitors to your site at a low cost – so 
you can create a remarketing audience in Analytics

Create remarketing
lists in Analytics

Your site
Examples from Facebook –

You should use “Website Clicks” ad objective and 

targeting based on the profile of your converting audience



Smart Shopping ads and 
other shopping ad formats



Smart Shopping 
Campaigns

• The new Shopping campaign sub-type will be 

automatically goal-optimised and will either 

increase conversion value or at a specific return 

on ad spend (ROAS)

• It will combine shopping ads and dynamic  

remarketing, with placements in search, display, 

YouTube and Gmail

• Automatic bidding based on machine learning

• Option will role out globally 

• You will still be able to create the existing type of  

shopping ads (without Goal  optimisation), so you 

can use manual bidding or options such as ROAS 

bidding

• You can only have 1 ad group

• CPCs are generally cheaper overall due to the 

fact you are also bidding for the display network



• You need to have at least 20 conversions over 
the last 45 days across existing Shopping 
campaigns 

• You’ll need to set up Conversion tracking with 
transaction-specific values

• Tagging for dynamic remarketing:

• Add a global site tag to your website and 
have a remarketing list of at least 100 active 
users 

• If you use Google Analytics, you can link to 
your Google Analytics account and set up 
tags there, instead of using the global site 
tag

• Google recommends using a standard 
Shopping campaign with a maximize clicks 
bidding strategy to fulfil conversion and 
remarketing requirements

Setting up Smart 
Shopping Ads



Results from Smart campaigns



Local inventory ads

• Used when users search for a 
specific product and model 
number

• Merchant needs to provide a 
separate feed with the stock 
levels for each store



Showcase Shopping 
Ads
• Showcase shopping ads are a feature 

which allows you to group together sets 
of products to appear as a product 
catalogue for top level, generic 
searches such as ‘men’s watches’
• The ad format does not appear for every 

generic search yet but is slowly been 
rolled out and tested by Google

• Showcase ads can appear on both 
desktop and mobile devices
• Due to the generic aspect of the searches 

they tend to have higher frequency on 
mobile devices

• There are 2 different formats currently 
for the expanded product catalogue
• With a brand banner & description
• Delivery & returns information



Shoppable image ads

• Google has announced new 
Shoppable image ads to 
compete with Instagram and 
Pinterest



Thank You

Download your free 
copy of our 48 page 
eBook at:

Anicca.co.uk/
A10-Marketing-Framework


