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Google Ads for eCommerce:
The Ultimate Guide

eCommerce businesses everywhere rely on Google Ads to bring in virtual foot
traffic.

And while Google Ads is an incredibly effective method of digital marketing,

it’s not exactly intuitive.

This guide will walk you through the essentials of Google Ads for eCommerce,

from making sure your business is Google Ads-ready to setting up your

campaigns.
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PART TWO: Prerequisites (Before Building a Campaign)
PART THREE: Setting Up The Foundation

PART FOUR: Technical and Legal Requirements

PART FIVE: Connecting Your Tech Stack

PART SIX: Shopping Campaigns

PART SEVEN: Search Campaigns

PART EIGHT: Expansion Campaigns

PART NINE: Ontimizati

Useful resources for this guide:

Purchasing UPC codes: Instantupccodes.com or https://www.gsl.org
Google Ads: Ads.Google.com

Google Tag Manager: Tagmanager.googgle.com

Google Merchant Center: Merchants.google.com
Google Analytics: Analytics.google.com

O O O O O O

Shopify: Shopify.com

PART ONE

Learning: Google Ads for eCommerce

1. Why PPC for eCommerce?

2. Why Google Ads for eCommerce?
3. What Is Google Ads?
4. Is Google Ads Right for Your Business?



https://www.instantupccodes.com/
https://www.gs1.org/
https://ads.google.com/home/
https://tagmanager.google.com/
https://merchants.google.com/
https://analytics.google.com/analytics/web/

5. How Google Ads Works: The Google Network

6. Different Types of Campaigns

7. Standard Shopping vs. Performance Max

8. Why Performance Max Is The Most Powerful
eCommerce Advertising Tool on the Planet

9. Dynamic Prospecting vs Remarketing

When it comes to digital marketing for eCommerce businesses, there are a

whole lot of channels to choose from:

Social media can boost brand awareness and make connections.
Email marketing can keep your community active.

...And PPC (specifically Google Ads) can enable steady growth and sales.

Social Media E-mail PPC

Why PPC for eCommerce?

PPC (pay per click) advertising is a favorite among eCommerce marketers—and for
good reason.

Reminder:

PPC Advertising = Ads that appear on search engine result pages, videos, apps,
websites, and social media.




These ads appear everywhere, so they get a whole lot of views (like a billboard on the
side of the highway). But the business owner doesn’t pay for views, they only pay
when a user clicks.

The best part? PPC advertising is about finding customers who are ready to buy
through search history, audience type, and a whole lot of data.

Why Google Ads for eCommerce?
Google Ads is the most effective form of PPC (pay per click) advertising on the planet.

Think about it:

The term “Google” has become so synonymous with “answer.”




We’re been trained to turn to Google with every question we have. And Google is so
much more than a search engine, it is also YouTube, email, apps (like Google
Calendar), Google Maps, and Android.

...And, Google collects information about us all, and can therefore predict intent—
which means Google can put somebody who’s willing to buy your product in front of
your ad (sometimes before the user even knows they want to buy).

Need a Refresher on the Basics of Google Ads?
Download Our Ultimate Guide to Google Ads Here.

In fact, 67% of all high commercial intent keyphrases go to a paid ad.



https://sol8.com/what-is-google-ads/

we’ll reiterate:

When someone wants to buy, two out of three(!) of those Google searches

result in clicking on an ad.

That tells us that when people are in the learning phase of the buying process,

they go for organic search results.

But when they are ready to buy—customers click the ads.

What Is Google Ads?

Want to know a bit more about Google Ads and how it works before committing to
building your own campaign?

For all those foundational questions (like how a Google Ad appears or how the
Google Ads auction works) you can learn all the basics first here.

Or:

Download Our Ultimate Guide to Google Ads Here.



https://sol8.com/what-is-google-ads/
http://sol8.com/what-is-google-ads

Is Google Ads Right for Your Business?

One more thing before we go any further:

It’s imperative to determine if Google Ads is right for your business.

For most businesses, the answer is yes. But there’s a catch. It takes time to build,

launch, and optimize campaigns—and ultimately, see results.

That means you need to have realistic expectations. Here are seven quick questions

to consider first:

1. Are you ready to commit? It typically takes about 90 days to determine if

there’s potential for a predictable, scalable growth schedule.

2. Can you afford the cost to get the ball rolling? You’ll want to spend ot least
$1,000-$1,500 per month at the bare minimum; but we recommend starting at
a $2000 minimum.

3. What are your business goals? Ask yourself:

® Do | know my close rates?
® Do | know how many leads | need to make a sale?

® Do | know how many leads each month | need to make a profit?
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By establishing your specific goals, you can determine if you can successfully

run a Google Ads campaign in the long-term.
4. How is the quality and speed of your website? We recommend your website is:
Fast

Mobile responsive

Informative

Easy to use
5. Can you handle an influx of traffic?

® Are you going to answer your phone when customers call?

® \Will people call you directly, or will you have a sales team that’s trained
and ready to take calls?

® Are you fully stocked and ready to ship?

® Can you accurately forecast how much product you need?
6. What is your audience size and location? If you’re local and rural—with only a
handful of people nearby—your audience size might be too small. In this case,

Google Ads probably doesn’t make sense for your business.

7. Are you ready to be competitive? Make sure your ad spend is competitive

enough to get enough clicks; Otherwise, Google Ads won’t work in your favor.

There's no way to guarantee Google Ads will work.

But, you can use our Estimates and Projections Calculator to

predict the success of your business’s campaign.

Download Estimates and Projections Calculator Here



https://drive.google.com/file/d/1e71EHV_GevQ4_5fZRcVNQP6vwQz95WTe/view?usp=sharing

How Google Ads Works: The Google Network
We tend to think of Google as the search engine, right?

Google

Google Search I'm Feeling Lucky

But the Google ecosystem is massive and includes:

YouTube

Gmail

Apps (think Google Calendar)
Google Maps

Android

The Google Display Network

And for every piece of “real estate” owned by Google (email, search engines,

YouTube, apps) there is a way to advertise (i.e. a campaign type).

Different Types of Campaigns

Let’s briefly cover the different types of Google Ads campaigns:




Google Search Campaigns
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This is the campaign we generally refer to when we talk about Google Ads.

Again, you’ll recognize these ads as the first results that pop up on the top of
a Google search results page:

Google Shopping Campaigns
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This campaign type exists inside Google’s shopping ecosystem but can also be
expanded to other types of responsive display ads.




Google Display Campaigns
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Websites that allow advertisements to take up space on their pages. The ads
are usually an image (see: “display”).

Video Campaigns
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Video ads that pop up before, after, or in the middle of a YouTube video.

These video ads can also appear at the top of a YouTube search:
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But! Video campaigns are not just for YouTube. These types of ads can appear

through Google display network (see above) and other areas of Google’s ecosystem.




App Campaigns
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Promote your app across Google’s networks, including Google Search, Display,
YouTube, and Google Play (the app, game, ebook, and general entertainment
store for Android devices).

Performance Max Campaigns
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Algorithmically controlled automated ads on Google and across the web.




Google Discovery Campaigns

These ads are pushed across the entire Google ecosystem.

Believe it or not, there’s more.

But for the sake of this guide, our sanity, and your business, we’re going to put
most of our focus on Google Smart Shopping in this guide.

Standard Shopping vs. Performance Max: What’s the

Difference? You might be wondering what the difference is between

Standard Shopping campaigns and Performance Max campaigns inside
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Here’s a quick overview of how Standard Shopping campaigns work:

1. You (the business owner) send your product feed (the listing of all the

products on your website) to Google using a Merchant Center account.
2. You set your budget.

3. Google uses your feed to create “placement shopping ads” that appear

on relevant search results pages.

These ads include a photo of the product and its correlating

information—a step above standard text ads.
These ads ensure the user sees all the important “must-know” details about

your product before clicking—therefore, each click is (in theory) made by a

more qualified lead.

However, Performance Max campaigns take standard Shopping

campaigns a giant step further.
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With Performance Max, you still:

1. Send your product feed to Google via a Merchant Center Account.

2. Create a campaign and set your budget.

3. ...And Google still pulls your product information to create placement

ads that appear when a shopper searches for a relevant product.

But, that’s just where it begins.

Read the Ultimate Guide to Performance Max Here

Why Performance Max (Previously Smart Shopping) Is The

Most Powerful eCommerce Advertising Tool on the Planet

Unlike Standard Shopping, Smart Shopping uses algorithmic targeting to show
ads to very specific users.

How specific? We’re talking about users who have shown high intent and
interest in a product based on their past search activity.

Performance Max uses all of Google’s channels to advertise: Search, display,

youtube, gsp, shopping, etc.

And with such powerful algorithm targeting, that means you no longer have to
do the heavy lifting of pushing prospects strategically from the top of the
funnel to the bottom.

Instead, PMax goes through their massive user database and matches your ad
with the best user who’s ready to buy from you right now.

? Dynamic Prospecting.
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Dynamic Prospecting Vs Remarketing

Dynamic Prospecting uses information about your current users and your
products to find new prospective customers.

On the other hand, Dynamic Remarketing shows ads to those who previously

visited your website or engaged in your ads.

Dynamic remarketing, while a bit controversial, does have its place in Google
Ads campaigns for eCommerce businesses. However, it needs to be set up
appropriately—which is something we’ll go over in Part Six.

Are we moving too fast already?

Take it back to basics with our Ultimate Guide to Google Ads!

Part Two

Before Building a Campaign: Prerequisites

1. eCommerce Business Planning: Must-Haves
2. eCommerce Business Planning: Nice-to-Haves
3. Offer Design

4. Optimize Your Existing Products

5. Ascension Models and Value Optimization
6. Choosing a Product / Niche
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If you made it this far, Google Ads must be in the cards for your eCommerce

store.

But hold on! Before we can get started, we need to make sure your eCommerce

business is set up and ready to scale.

eCommerce Business Planning:

Must-Haves Before Building a Google Ads Campaign
You are hereby (lovingly) forbidden from building a Google Ads campaign until you

have the following six items:

1. Reasonable monthly spend

2. Appropriate time expectations

3. Quality website

4. Enough margins to support a traffic campaign
5. Unique selling proposition

6. No one-off products

7. Completed customer avatars and assets

8. Robust data feed

9. Average order values that support paid traffic

Let’s explain:
1. Reasonable monthly spend

Think of your monthly budget early on as an investment.

You are buying data you need to understand what works in your campaign, what

doesn’t, and where to make changes—in a reasonable amount of time.

With that investment, Google will start to build an audience specifically for you that

you will capitalize on later. And it will be worth it! You *must* have enough monthly

d spend to accumulate enough accurate data for testing and optimizing down the
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For context, here at Solutions 8, won’t take a client whose budget is under
$2000/month.

Budget under $2000 per month? Maybe you want to hold off until it’s more feasible.

Google is a learning algorithm. The first three months are going to be the most

“painful” part of your campaigns. Which brings us to our next requirement:

2. Appropriate time expectations

It bears repeating that Google is a learning machine. And learning takes time.

In fact, we’re asking Google to do some pretty spectacular behavioral analysis.

In the past, our rule of thumb was that it took 90 days for a campaign to be fully

optimized and ready to see some results.

This meant after 90 days, we would have enough data to determine whether or not

the campaign would work long term.

But with the introduction of Performance Max, the 90-day guideline no longer
applies. Instead, it takes roughly 45 days just to see what you've built and how it's
going to work.

Essentially, Day 46 is now Day O.

Once Google has gathered and analyzed all the available data, then you can start to

see how the foundation you put into place will perform over time.

Put simply, it takes time to successfully optimize a campaign and position it to scale.

But more often than not, being patient during that initial learning period pays off in

the long run.




3. Quality website

This one may sound obvious, but here goes:

Your ads will send prospective customers to your site. Therefore, you need an

appealing, easy-to-navigate website.

See, we live in the age of the educated consumer. Long gone are the days of the ol’

click-to-convert model.

Site visitors want value.
They want to learn.

They want to feel connected and understood.
Your website should be full of quilty content that showcases your products, learning
materials, readily available answers to common questions—all in a website that is

fast and easy to navigate.

And with Performance Max in the mix, a campaign-type with more reach and a

greater ability to learn from your site, SEO and quality content has never been more

important.

This is why you need more than a single page website. You need to help them get to

know your product and who you are.

Oh, when it comes to eCommerce platforms, particularly ones that integrate
beautifully with Google Ads, Shopify is our fave and will be the platform we

use in this guide.

4. Enough margins to support a traffic campaign

Running ads takes money. Can your profit margins support these campaigns?
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See, you can have a 100% profit margin—but if you’re selling $2 items, your
campaigns still might not be profitable.

Unless you have a higher cart value than the original price.

In other words, your products need to be priced highly enough (with the profit margin
to support it); otherwise, you’ll rely on customers adding more to their cart than the

single advertised product alone (i.e. more bang for your advertising buck).

Quick Tip!

Do you have slim margins but think customers will buy more than one product to

make up for it?

There is a way to keep track of your average cart value once you set up your Google

Ads campaign. Here’s how:

Sign into your Google Ads account >
Campaigns >

Inside columns >

Modify columns >

Custom columns >

Click on the ‘+’ symbol >

N oo e N

Name: (you can call it “Avg. Cart Value”) >
Formula: Conv. Value (by conv. time) / Conversions (by conv. time)
*If you don’t use the “by time,” the last possible 30 days may not be all there

5. Unique selling proposition

What’s your unique selling proposition? What makes your

company/product different from everyone else?

he more heavily saturated your market, the harder it’s going to be to turn a profit

le Ads. So, what makes you different?




And *ahem* being the cheapest option isn’t the answer.

Think about your favorite products: what makes them your favorite? Is it the

company’s dependable return policy? The quality of the product? The materials used?

Your unique selling proposition is key for the success of your campaigns—specifically
longevity and return traffic. After all, it’s six times less expensive to sell to an

existing customer than a new one.

6. No one-off products

If you have customizable products (think products that are personalized with

engravings, birthstone colors, or photos), this isn’t directed at you.

But when it comes to one-offs, Google Ads will not work.

To reiterate, one-offs are products that you can only sell once (like a unique, one-of-

a-kind painting).

And therein lies the problem:

When you make a sale through Google Ads, it is Google’s job to try to recreate that

cycle. It’s a learning machine!

But because single products can only sell once, Google has no way to recreate that

process.

So, Google uses GTINs to identify and categorize products. But when you sell a one-

off product (a single GTIN), that code disappears forever (bye, bye, valuable data).

Do you produce handmade products?

Consider creating multiples of the same product-type (ceramic bowls, for example)

d simply acknowledge that they might vary slightly in design due to the nature of




Your first sale is always your most expensive in Google Ads. You don’t want every sale
to be your first.

7. Completed customer avatars and assets

You need to know the people you sell to on a very deep level: who are they?
Where do they live? What do they read? What are their goals? What are their

pain points? We do this by creating customer profiles (avatars).

Now, a lot of business owners think in terms of demographics—not avatars.

.
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Here’s the difference:

A demographic is a generalized description of your population of customers

(physicians, for example).
An avatar is the sub-type of customer that comes from your larger demographic.

So, using our physician example, this demographic could easily be split into two very

different avatars:

Dr. Mike: An older physician in his late fifties to sixties, looking at retirement, with a

successful practice and anti-technology.

Dr. Sally: A young physician fresh out of medical school, in debt but looking to get

started with her own practice and a solid understanding of technology.

Here, we can see how vastly different these two avatars are within the same

demographic.
All this is to say, get specific with your customer profiles.

Once you have your avatars clearly defined, you’ll need assets (photos, videos, and
copy) specifically catered to these audiences once you start building your

Performance Max campaigns.

Best to start churning out those assets now!

8. Robust, up-to-date data feed

Now, assuming you have all six must-haves in order, here are five important—but not

imperative—items to consider:

For eCommerce businesses, your product feed will make or break your campaign.

Items sell out.
Prices change.

New styles are introduced.




And keeping your products up-to-date directly impacts how well your campaign

performs.

This includes:

® Product names

® |[D
® Prices
® [mages

® Descriptions

® Attributes

PRODUCT FEED OPTIMIZATION

Title ) Description _ : L

DA Size Price
S/ MateralD Availability
Product Type

Product Category




And keeping your products up-to-date directly impacts how well your campaign

performs.

Here at Solutions 8, we use Data Feed Watch (DFW) to optimize client product feeds.
It allows us to customize product feed attributes before they are sent to Google
Merchant Center (the tool that uploads product listings into Google Shopping, Google

Product Ads, and Google Commerce Search).

Whenever there are stock issues, page issues, or 404 issues, DFW stops the ads

automatically.

Meanwhile, if you use a static spreadsheet version of your product feed, and a
product encounters an issue, Google will still send traffic to those pages (that you

can’t commoditize).
This means paying for clicks even though people can’t purchase the product.

In this case, you would see conversion values drop and need to stop the campaigns
to investigate manually what was causing the campaign to spend without getting any

conversion value.
But it gets worse:
If there is a product issue that GMC catches before you do, it gets "disapproved."”

And if this continues to happen, it can ultimately lead to a GMC suspension which

stops all ads.

In other words, a robust, up-to-date data feed saves a lot of time and money down
the road.

9. Average order values that support paid traffic
CPCs (cost per click) are always on the rise.

If you're selling a $20 product, and your average CPC is a dollar, you’ll need a crazy-

high conversion rate (over 10%) to break even.

(If you get 15 clicks, you've already spent the price of the product!)




A higher average order value (closer to $50-60) gives your campaign some wiggle
room for more clicks or conversions, while allowing you to make some money—

without necessitating insanely high conversion rates of 10-20%.

eCommerce Business Planning: Nice-to-Haves

Now, assuming you have all six must-haves in order, here are five important—but not

imperative—items to consider:

1. Multiple SKUs

2. Product financing
3. Strong lifetime value
4. Lifestyle Imagery

5. Existing purchase traffic

Let’s explain:

1. Multiple SKUs
Multiple SKUs for “like” products are ideal.

Here’s what we mean:
If a customer says, | need Product A.

And you not only have Product A—but you have 10,000 versions of it (different colors
or designs), your customer is much more likely to purchase more than one; thus your

average cart value will increase.

2. Product financing
New product financing payment options, like Affirm and QuadPay, have made
it so customers can make smaller payments over several weeks as opposed to

one large payment up front.

have led to a big jump in purchases and cart value, particularly

ct sellers. The best part? You get paid the full




Add product financing options to your site if you can.

3. Strong lifetime value
Knowing what your real-time value is per customer and how many purchases they
make within a year on average allows you to set lower targets for your ROAS goal and
higher targets for your CPAs. This means you can scale quickly and grow your

business faster.

For example, if you have an average cart value of $100 but customers generally

purchase three times over 12 months, your average cart value becomes $300.

4. Lifestyle Imagery
We’ll touch on this more soon, but lifestyle imagery (i.e. images of your product “in
action” and being used by real-life people) allows your customers to really visualize

themselves using your product. This is especially important with Performance Max.

5. Existing purchase traffic
If you have existing traffic (from social media or email lists, for example), Google uses
this information to identify what those people look like and find matches in their own

ecosystem/user base.

In other words, instead of starting from scratch, existing traffic gives Google some

notes to get going.

eCommerce Business Planning: Offer Design
Who’s your customer?

Can you describe your product to a stranger?
...Did | lose you for a minute there?

Look, this is the part where we make you backtrack a little bit (in order to launch full

speed ahead).

And it’s easy for most businesses to skip this “offer design” section because they

this box has been done and dusted for a long time.
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But before spending precious dollars on advertising online, let’s make sure you can

define:

1. Your target audience
2. How your product makes customers feel

3. And what makes your unique brand stand out amongst the competition

Here’s how:

v" Define Your Customer Avatar
Use this worksheet to identify your customer avatar (and who is NOT your customer

avatar). The questions in the worksheet help you get in the mind of the customer.

v DigitalMarketer’s “Before and After Grid”
Once you’ve defined your customer avatar(s), it’s time to consider the transformation
they make when purchasing your product. After all, customers don’t buy products—

they buy feelings, results, and solutions.

DigitalMarketer has a phenomenal “before and after” worksheet that you can

download here.

Make a copy and fill it out with your customers in mind, including:

® What your customer has (or doesn’t have) before buying your product—and

what they gain once they do.

® What an average day looks like before your product—and an average day after

How they feel before your product—and how they feel after



https://docs.google.com/spreadsheets/d/1b9tVhxeX7u-YCah8IWpDFQ1EHD01L4ADGGEtzDOYYmI/edit#gid%3D373213889
https://www.digitalmarketer.com/
https://s3.amazonaws.com/digital-marketer-files/Workshops/Predictable%2BSelling%2BSystem/Downloads/BeforeAfterGrid.pdf

BEFORE & AFTER GRID

BEFORE \\ijﬁv% CUSTOMER SEGMENTS AFTER \if%\z

HAVE: HAVE:

FEEL: FEEL:

AVERAGE DAY: AVERAGE DAY:

PRODUCTS/SERVICES

STATUS: STATUS:

Next, consider your Customer Value Journey.

v" Brand Development
How does your organization/company make people feel?

Rate it 1-10 (1=lowest, 10=highest). If it’s not yet a 10, what can you
do to make it a 10?

If marketing is what makes people buy, brand is what makes people stay-even if

there are other products available.

And if you do all the things above, you’ll have the perfect foundation for a strong
brand.

Next, Optimize Your Existing Products

Let’s make sure your products and offers are as value-driven as possible. There are

three ways to achieve this:
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1. Increase actual value

We’re not talking about raising the price of your products here.

Instead, we’re talking about how you can get customers to buy more from you. There

are several ways to achieve this:
Bundles! If you have two products that usually go together, offer a bundle for a
discounted price. You increase the value the customer receives but you also increase

your profitability.

Sure, the price is “discounted,” but you’re saving money on shipping and fulfillment

while increasing your cart value.

Tip: You can use the Shopify app Frequently bought together.

Subscriptions! For consumable products (or any other products that can be
purchased consistently) consider offering a subscription-based model, which ensures

recurring purchases.

We have seen first-hand that some subscription models have the same cost-per-

acquisition as a one-off purchase.

One-click upsell!
When a customer is checking out, offer products that can be easily added to their

cart with one click.

2. Increase perceived value

Don’t underestimate the power of descriptions and images.

Here’s the thing: online shoppers are at a disadvantage because they can’t tangibly

see and feel products like they would in a physical store. However, this can be a big

opportunity for you to stand out.



https://apps.shopify.com/frequently-bought-together?surface_detail=similar%2Bproducts&amp;surface_inter_position=1&amp;surface_intra_position=9&amp;surface_type=search

Give your viewer a full virtual experience of your product: describe the benefits of
your products, not just the features. Show your product in action with lifestyle
imagery, so users can visualize themselves using it. Explanation of the product in a

clear, easy to understand way.

Perceived value is more valuable than the actual value.

The perceived value is the reason they buy.

3. Fringe benefits
Similarly, consider any additional creative ways you can add value (and
perceived value) to your products. This can be in the form of additional
content (think product demos, how-to videos, and tutorials), building a

community around your product via social media and forum, or early access.

Ascension Models and Value Optimization

Once you start pulling in more customers and sales, here are a few ways to optimize

your growth:
Never stop selling
It has been proven (with science!) that humans are in a different state of mind when

they make a purchase than when they evaluate whether they want to purchase.

Customers are likely to buy another product immediately after purchasing something

else because they are in a “buying” state.
Take advantage of that buying window!

Give customers multiple opportunities to ascend and add products based off of their

initial purchase.




Order bumps

This is along the same vein, but it bears repeating:

Order bumps are options to add additional products to your cart and they

work.

A great way to do this is through the Frequently Bought Together app on Shopify

Build your email list / email marketing
When it comes to eCommerce, email has the potential to bring in more money than

any other marketing channel.

Truthfully, you don’t want to spend a lot on paid traffic forever (a la Google Ads)! And

email marketing is one of the most affordable marketing channels available.

Need to pull in more email addresses from your audience?

Capture contact details using value-driven content that is applicable to your offer

(e.g. how-tos, guides, checklists).

Check out Digital Marketer’s Guide to Email Marketing (for eCommerce)

Repeat and/or recurring customers
It is more expensive to acquire new customers than to sell to current customers.

Capitalize on this.

Build social proof
Customers buy from brands they trust. Social proof has the power to bring in new

customers—so be sure to continue building social proof and showcase it on your site.

Don’t be afraid to ask your customers for testimonials and reviews.



https://apps.shopify.com/frequently-bought-together
https://apps.shopify.com/frequently-bought-together
https://www.digitalmarketer.com/blog/ecommerce-email-marketing/

Finally: Choosing a Product / Niche

As a precursor, we want to make this clear: be true to your brand. Protect your brand.

Don’t change lanes simply because of a flimsy trend.
That said, you can make some pretty savvy and informed decisions by doing some
research on the recent market trends—and when possible, use this information to

optimize the products you offer to meet these trending needs.

Here’s how:

Rising Retail Categories
Think with Google’s Rising Retail Categories is one of the industry’s best kept secrets.

You can use this interactive tool to “understand fast-rising retail categories in Google

Search, the locations where they’re growing, and the queries associated with them.”

Country @ Change @
United States v Yearly v

Top trending categories @ Top growing queries in Laboratory Chemicals @

. Laboratory Chemicals +800% 1. nitric acid 100 E—
2. Ear Wax Removal Kits +400% 2. silver nitrate 88 IS
3. Hand Exercisers +300% 3. gallium 74 IS
4. Heavy Machinery +300% 4. potassium permanganate 55 .
5. Event Programs +200% 5. potassium hydroxide 52 HEE———
6. Football Shoulder Pads +200% é. glycol 47 R
7. Hair Combs +200% 7. stearic acid 47 EEE————
8. Gift Tags & Labels +200% 8. deionized water 44 EEEE————

b 4
Google Trends

Make use of Google Trends; this is a great way to identify trends from a

volume/search perspective.



https://www.thinkwithgoogle.com/feature/category-trends/us/year/en
https://www.thinkwithgoogle.com/feature/category-trends/us/year/en
https://trends.google.com/trends/

(Watch our Tutorial on how to do E-Commerce Product Research here!).

PART THREE
Setting Up The Foundation

1. Website CRO Best Practices

2. Product Preparation

3. Media (Images and Video)

4. Lifestyle Images

5. Robust Titles and Descriptions
6. Live Chat

Whew!

We just did a lot of work on your brand identity. At this point, you not only
know the intimate details of your brand, product, and audience—you know

how to best communicate those details.

We discussed absolute must-haves (and nice-to-haves) before launching a

campaign; now, it’s time to tie it all together on your website.

First Up: Website CRO (Conversion Rate Optimization)
Best Practices

Building an eCommerce store isn’t that hard.

Building an eCommerce store that converts? Now, that’s a different story.

Here are some CRO best practices to ensure your site is ready to make sales:



https://youtu.be/DCryz5Eo9mM

The Big Three:

1. Website Issues and Errors
You can’t drive traffic to a broken website. So, it’s crucial to ensure you catch any

website issues or errors.

® Frequently (at least once a month) check your site and make sure everythingis

working properly and there are no high-risk issues and errors.

® Schedule a website audit at least once a month.

2. Website Speed
Website speed has a massive impact on your quality score; in fact, it is considered

slightly more important than content(!) according to Google. A few things to consider:

® Mobile users are going to be less tolerant of slower websites due to the

smaller size of the device and often slower connection.

® The biggest contributing factor for slow sites are large image sizes.

3. Mobile Engagement

® 60-65% of website visits are done on mobile devices. So ensure your site is

mobile-friendly!

® Look at your conversion path: although many purchases happen on desktop

computers, research is often done on mobile devices. In other words, consider

each step of your buyer’s journey so you can make it as effortless as possible.




Conversion Rate Optimization Checklist

® Everything works properly

® Website is fast (under 2-3 seconds load time)

O (use PageSpeed Insights to measure this)

® Your email/phone number is in the header or footer

O Customers need to know they can trust you (i.e. get in touch with you)
® Website design is appealing to your audience
O Make sure the design is centered around your product and isn’ta
distraction
® High-quality images
® Products are described clearly with all features displayed

® CTAs are in a contrast color (bold!) and easy to find

O Check out BOOM by Cindy Joseph for inspiration

® There are reviews on product pages

® Verification badges (secure payment, BBB, SSL, guarantees, free returns, etc.)

O This helps improve the trustworthiness of your site and brand

O Turn anything you offer to a badge (free shipping? Make it a badge! Free

returns? Badge! Much more exciting than text)

Download the CRO Checklist Here



https://developers.google.com/speed/pagespeed/insights/
https://www.boombycindyjoseph.com/
https://drive.google.com/file/d/14BgMbeb8OcfQfnScYAoDDeBGGiw-GbXb/view?usp=sharing

Website Speed Optimization Checklist

® Choose a “light” theme
O A good developer can improve your site speed a lot—but make sure you

don’t rely too heavily on customization

® Scale your images properly

O Try PicResize

® Decrease the weight of your images without losing quality

O Try TinyPNG

® Limit the amount of plugins/apps
® Limit the amount of displayed products on category pages

® Check in on your page speed
O Try PageSpeed Insights

O Don't aim for a 100/100 score—just aim for good user experience

Quality Assurance (QA) Checklist:
Include quality assurance checkups in your monthly standard operating procedures to
make sure your site is in tip-top shape. You can do this through internal QA and

external QA:
Internal QA: Pretend to be your own customer

® Try to break the site

® Navigate through your site the way a customer would

® Gauge how easy it is for a distracted customer to use your site.

® Ask yourself, “If | weren’t paying full attention, could I still do this?”
{

Make an actual purchase



http://picresize.com/
http://tinypng.com/
https://developers.google.com/speed/pagespeed/insights

*You can hire someone to go through your site on fiverr.
External QA: Have someone else pretend to be a customer

® Just tell them where you want them to go—but not how to get there
Analyze Top Competitors:

® What is different between their website and yours?

Pro-Tip! Diagnosing Issues: Screen Recording Software

You can install screen recording software on your site that tracks users’ navigation

via heat mapping (note: it will likely slow the speed of your site). This works on
desktop and mobile—so for eCommerce sites that aren’t converting, you can use this

software to figure out what’s going wrong along the way.
Here are a few notable options:
® HotJar

® TruConversion
® Lucky Orange

Keep in mind: You don’t need to use these apps forever. Diagnostic tools are a great
way to assess the state of your website and determine any site optimizations or

product additions.

We’ll walk you through the installation process later.



https://www.fiverr.com/
https://www.hotjar.com/
https://www.truconversion.com/
https://www.luckyorange.com/

Product Page Preparation

Your product pages are the most important pages on your website. In most cases, it’s

the landing page for your traffic: your very first impression.

Many businesses put tons of energy into optimizing their homepage, yet neglect the
product pages customers land on. So let’s make sure your product pages are ready

to shine:

Product Page Checklist

® Product title and subtitle
O Make sure the product title is clear, descriptive, and honest enough for
Google to identify the product and send relevant traffic your way (Look
at Amazon for inspiration)
O But avoid “keyword” stuffing! Honesty and simplicity are key

® Product description
O Product descriptions are supplementary to your title
O Use this opportunity to elaborate on the specifics of your product: any
particular materials, special features, ingredients that are worth

highlighting but would be too long for your title

® Product media (images and videos)

O We purchase with our eyes first
O Custom imagery is always going to be better than stock photos,
particularly lifestyle images that help customers picture themselves

using your product

® Nested navigation
O Make sure navigation is clear, easy, and accessible—we don’t want

people to get lost
O Use breadcrumbs so users can always find their way back



https://www.bigcommerce.com/ecommerce-answers/what-is-breadcrumb-navigation/

® Social proof (i.e. reviews)

@)
@)

(@)

® Clear
O
O
@]

® Clear
O

Customers buy from businesses they trust—Enter: reviews

Aggregating enough reviews takes time, so ask your customers for a
review after 30 days of purchasing and give them an incentive or reward
for completion

The 30-day rule gives you at least a few days/weeks to resolve any
issues—and get a good review for it

Once you have enough five-star reviews, you can add them to your site.

call-to-action (CTA)

If you don’t tell people what you want them to do they won’t do it

A clear, bold CTA nudges your customer to the next step

Isolate the action you want them to take: make the CTA a BIG button

(not just a hyperlink)

customization options

If you offer customized products, make sure the options are clear and

don’t overwhelm your customers to avoid cart abandonment

Product Media

When it comes to adding images on your website, here’s the thing:

You don’t need to be a professional photographer. In fact, all you need to create high

quality images is:

A smartphone (new iPhones or Samsung do a really good job)

A plain white background
Natural lighting

Don’t zoom

in.

Don’t use flash.

And edit your photos if you can (check Fiverr or pixc for outsourcing options).



https://www.fiverr.com/
https://pixc.com/pricing/

Remember, your photos should give context and further showcase details of the
product. If your product has a unique feature, it’s best to explain what that feature is

in the descriptions and show it in your images.

Overwhelmed by how many products you need to capture? Start with your
bestsellers. Make sure each of them has a decent product photo and (if possible)

short video. 5-7 images per product should be enough.

We are visual creatures. High quality product media will close the sale.

Product Media Part Two: Lifestyle Images

Speaking of product media, lifestyle images are critical for customers to
visualize your product in action.

*Remember: Lifestyle imagery is a photo or video of products being used*

Here are some tips:

Give context

® Hey, your product doesn’t have to be the “main subject” in the photo. In fact, it

could be in the background—Ilike this poor Nespresso machine, competing with

George Clooney’s eternal handsomeness:




We’d buy it.

You can use photos from your Instagram or Pinterest

® Speaking of Instagram, you can send your product to influencers (for free) in
exchange for promotional content on their page
® Check out imagency.com to find influencers

Shoot a YouTube overview of the product and paste it on your product page

Robust Titles and Descriptions

Use the product description to sell the transformation
® The description sells the TRANSFORMATION, not the product
® Use the language that your avatar uses but make sure you also include in the

right keywords that Google understands

Include specifications

® Size, material, weight, features


https://imagency.com/

Use the product titles and descriptions to communicate with Google
® Google relies on product titles and descriptions to identify products and send
relevant traffic—so, make sure they are “machine friendly” (clear and easy to

understand)

Good descriptions can be repurposed
® Save some time and energy! Quality descriptions can be loosely reused for

other product pages as well as for ad copy

Live Chat

We strongly recommend live chat on your website. Here’s why:

Diagnose errors
® Live chat allows you to compile visitor questions and create content that
answers those questions for future customers

® Add helpful information to your product pages and place them near the top of
your page

*Try tawk.to*

*Check out Shopify’s app integration here https://apps.shopify.com/tawk-to*

Identify objections
® Live chat can give you insight into what holds customers back from making a
purchase—what questions do they ask before abandoning their cart? What

concerns do they bring up in the chat?

Improve conversion rates
® Sometimes, all it takes is a little supportive nudge for customers to make a
purchase
® By “being there” through their virtual journey, you have a higher likelihood of

making a conversion



https://www.tawk.to/
https://apps.shopify.com/tawk-to

Case Studies

Let’s show some examples of sites that have their rock solid foundation in place:

Example #1: MVMT Watches
A dropshipping brand now worth over $100M

® Easy navigation by

categories

MVMTH [rem  ww e e e e | Q | sccone ang

® Slider with values (free
shipping, sales, contactless
delivery, etc)

® High quality images with
displayed products

® One highly visible CTA

® Chat

NEW: CERAMIC EDITION

Service” links

® Values as badges (Free

shipping, Free Returns,

Warranty, Secure checkout)

Social media centric

MVMTN 08 . iGN 9 101 NEWNITIEN
——— E—
- — °

Contact information

® Well structured “Customer CHAMPION GOLD

Reviews

v
¢
Policies/Terms é
€

® Contrast color CTA
Upsell that gives VALUE

SOLUTIONS S


https://domhaines.com/mvmt-shopify-story/

® Description

MVMTH T e a e s e

® Badges with values
(again!)

® Lifestyle images

Details

® Product specifications

GET TO KNOW THE CHAMPMOMN GOLD

Example #2: Gymshark

Fitness brand created by a teenager with a $1.4B valuation in 9 years.

® Easy navigation PV S -
(Womens/Mens) 7 | oo s | a 20

® Slider with values
(Free shipping, sales,
contactless delivery
etc)

RAISE THE BAR

N
N

® High quality images

with displayed
products

e, highly visible CTA
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® Payment options

® Social media
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® Description
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® Photos of real
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® Creative upsell

® No redirection to

cart

Part Four

Technical and Legal Requirements

1. GTIN
2. Compliance Issues
3. Website Settings (Part One)

4. Suspension Risks

Welcome to Part Four! By this point, we should know your brand, audience,
and products on a deeper level. Your website’s aesthetics and navigation are

on lock.

Now, let’s get technical.




GTIN

Ahh, GTIN codes.

’\ -

Look familiar?

GTINs are the 16-digit codes you see below product barcodes-and it stands for

Global Trade Item Number.

GTINs help Google classify and display your product across all of their e-commerce

and marketing campaigns.

Think of it as your product’s social security number. It identifies what your product is,

but also stores information about your virtual audience, such as:

Websites they visit
Products they view
Content they consume

Keywords they use to search



https://sol8.com/gtin-upc-for-google-ads/

By using a GTIN, you’re taking advantage of crowdsourced data for similar products

that are already in the market.

There are a lot of reasons why you should have a GTIN for every product in your

eCommerce catalog:

® It allows you to leverage data from similar products in the market that will

optimize your Performance Max to scale.

It allows you to optimize your product without losing data.
® It keeps your audience the same while you figure out the best converting titles

and descriptions for your products.

Put simply, GTINs directly impact your Google Ads campaigns in many ways; which is
why running into GTIN-related problems inside of Google Ads can be such a colossal

headache.

Here are some common GTIN-related issues in Google Ads (and what to

do about it):

1. Invalid Value [GTIN]
If you’ve run Google Ads before, you might be familiar with the dreaded Google

Merchant Center (GMC) suspension.

@_} Invalid value [gtin] G2

Disapproved

& Invalld value [gtin] (5

One of the main reasons why GMC disapproves products is because of an invalid

GTIN.

This error means you don’t have a globally valid UPC.




When this happens, chances are you got your GTIN from your manufacturer. If so,

contact them to fix this issue.

2. Unsupported value (restricted) [gtin] (yellow warning sign)

Unlike invalid GTINs, products with an “unsupported value” error may still be able to

run.

Essentially, Google is letting you know that while this particular GTIN isn’t valid, you
can still give it a shot. It’ll be up to Google’s discretion on whether to allow it to run

or not.

Compliance Issues

Google Merchant Center: Business Information

Let’s talk about the biggest reason for non-compliance issues.
® You must have at least two of the three pieces of information available:

1. Physical business address
2. Phone number

3. Email address

Here’s the thing: Google is a bot. It scans sites as efficiently as possible to
ensure compliance. If your business’s contact information is included inside, say,
your privacy policy—Google may miss it. So make sure to include this
information on a dedicated contact page. Otherwise, Google could flag your

site as non-compliant—even if your business information is available elsewhere.

® Similarly, phone numbers must be highlightable—not stuck in animage.




® /f you are uncomfortable sharing contact information, temporarily place them
on your contact us page until you are verified by Google. You can remove them
later once you’re up and running.
*For brick and mortar businesses*

You can link your Google My Business to Google Ads!

Website Settings (Part One)

Tracking phone calls
How does Google know when paid traffic calls you after seeing an ad?
What if they make a purchase over the phone?

How do these conversions get tracked?
Ahh, this is where a call tracking platform like CallTrackingMetrics comes in.
This service, which you can sync with Google Ads, gives you a unique tracking phone

number (that appears on your website in place of your current phone number) that

dynamically changes, depending on the campaign or channel your customer visited,

so you always know the exact source of the call. But it can only do this if your phone

number is highlightable (i.e. not embedded in an image).

After your lead sees your ad and makes a call, that recording is pulled into an activity

log, where you can manually score the quality of that call.
And here’s why this is so important:
Simply counting each phone call to your unique tracking number as a conversion can

be wildly inaccurate. It’s important to rank the quality of the call so Google knows

whether or not the ad (which led to a phone call) can be attributed to a sale, an

inquiry, a concern or complaint—or perhaps a completely irrelevant call altogether.



https://www.calltrackingmetrics.com/
https://www.calltrackingmetrics.com/products/call-tracking/tracking-numbers/

Suspension Risks

To avoid suspension risks, here are some must-haves:
Include the four legal policies in your sitemap
® You should have clickable and working links to your Refund Policy, Privacy
Policy, Shipping Policy, Terms and Conditions (or Terms of Services). Make sure

they are visible in your sitemap (in your footer).

® 7o make sure your legal policies will be picked up by Google’s site scan, go to:

(vourdomain).com/sitemap.xml to ensure those pages appear.

Quick links Newsletter

Shop Refund Policy Privacy Policy Shopping Policy
Email address SUBSCRIBE
Terms of Service

B [ > A e or s [o0 | # s

Payment options
® Your available payment options must be visible on your checkout pages—do

not include any payment options you don’t accept! To be safe, also put them in

the footer.

Beware of restricted keywords in titles, descriptions, reviews, or anywhere

in your website

® Avoid using your words/keywords that are restricted by Google. You can find

restricted content and features here.



https://support.google.com/adspolicy/answer/6008942/google-ads-policies?hl=en
https://support.google.com/adspolicy/answer/6008942/google-ads-policies?hl=en

® Understand that Google is a machine and can take any word out of context. If

you think it might be a dangerous word-choice—it probably is!

Multiple disapprovals

® Be careful how many times you test Google. Multiple disapprovals lead to

suspension.

Shipping issues

® /f the shipping fee on your feed is $0.01 lower than the website, you’ll get
disapproved.

Starting off with massive sales on all products (misrepresentation)
® /f you have a product with a GTIN and you mark the price up higher than the

usual MSRP (Manufacturer's Suggested Retail Price) then discount it back down

to MSRP, that will be considered misrepresentation.

Taxes
® /f your website and your feed have different tax rates, you’ll get disapproved.
You can have a higher tax (and shipping) on your feed than on your website but
not the other way around.

Helpful resources:

Google Ads Policies

® Google Ads show you what was clicked. Analytics shows you what was sold.

® Google attributes the sale of anything on your website back to the original ad
(not product) that brought the user to the site.



https://support.google.com/adspolicy/answer/6008942/google-ads-policies?hl=en

Part Five

Connecting Your Tech Stack

1. Website Settings (Continued)

2. Google Suite (Ads, Analytics, GTM, Merchant Center)
3. Google Ads App (for Shopify)

4. Screen Recording

5. Data Feed Watch

We’re about to get into the nitty gritty.

As we go through the steps to set up your Google Ads account, please keep in mind

that we will be using Shopify as our eCommerce platform.

Let’s go!

Website Settings (Continued)

Make sure all products have UPC codes

® Google uses UPC codes to optimize products and catalog performance. These
codes help ensure that if you run out of a product, which gets restocked a
month later, Google's algorithm will pick up where it left off—instead of
relearning the performance and optimizations of that product.

® We recommended Instant UPC Codes if you manufacture your own products or
don’t have UPC codes.

Set up your legal pages in Shopify



https://www.shopify.com/encyclopedia/universal-product-code-upc
https://www.instantupccodes.com/

Privacy Policy
3. Terms of Service

4. Shipping Policy

® Your Refund Policy, Privacy Policy, Terms of Service can all use a generic
template

® Your Shipping Policy needs to be customized after you download a
template from Google (how to return, return exceptions and restocking
fee and exchanges)

® These legal pages must be set up before you link your Shopify store to
Google Ads and Google Merchant Center

Here’s how to ensure your legal pages appear in your sitemap:

1. Go to your Shopify Dashboard

2. Settings

3. Legal

4. Go over your policies and make sure you have Refund, Privacy, Terms of
Service, Shipping

5. Add them to your pages or footer

Mavigation View URL redirects idd minu
M ERLS Titla = MWanu items
[E] or limk lists: help yo ] ]

e IR SR 2 Faoler me Shag: Bafund Polity. Prvacy Palics Shigging Policy, Térms of Service
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Google Suite

Creating your Google Ads Account
Your Google Ads account will be “homebase” for your business’s online ads,

settings, and personal information.

1. Go to ads.google.com/home

2. Sign in using your Gmail Account

You da nat have any Google Ads accounts. Weould you like to
create a new one?

@  NEWGOOGLE ADS ACCOUNT

SWITCH GOOGLE ACCOUNT
Ly

...or create a New Google Ads Account

3. Choose Switch to Expert Mode

What's your main advertising goal?

L Get more calls v

—
Get more website sales or sign-ups

ﬁ Get more visits to your physical location

Are you a professional marketer? Swi o Expert Mode

4. New Campaign page > Choose Create an account without acampaign



https://ads.google.com/home/

Select the goal that would make this campaign successfulto you @

o © © [+

Sales Leads Website traffic Product and brand consideration

o o -

Create a campaign without a

Brand awareness and reach App promotion Local store visits and promotions goal’s guidance

Create.an account wrthmﬂ‘f] campalgn

5. Confirm your business information

Confirm your business information
This information will be usied to create your account. You can change these settings later, so choose carefully,

(1] Billing country
United States -

@,ﬁmm

(GMT-07:00) Phoenix Time -
m Currency
US Dollar (USD 5) -

ERELE™  CANCEL

6. Explore your account




Google Ads = Start reaching more people

Congrats! You're all done.

Resources

Z] Download the mobile app @ Learn more '.. Contact us
Manage ads whils you're on the go Gt anawars 16 your Questions Monday - Friday: 9 AM 1o 9 P
Android app 105 app VISIt the Help Center

1-B66- 2866453

Your Google Ads Account is all set up!

Creating Your Google Tag Manager Account

Google tag manager allows you to install tracking on your website to evaluate

the success of your campaigns.

1. Go to marketingplatform.google.com/about/tag-manage
2. Start For Free

3. Create Account

B9 Accounts Creafp Account

Click here to create an account



https://marketingplatform.google.com/about/tag-manager/

4. Complete your account details

Add a New Account

Account Setup

Account Name

[.g. My Company i5

ountry

United States i

[ share data anonymously with Google and others ()

Container Setup

arne

€. www.mysite.com

Target piatform

Web
For use on geskiop and mobiie web pages

ios
Foruse in i0S apps

For use in Android apps

@
o
o
(4]

AE ——
For use in Accelersied Mobile Pages

5. Click Create

Install Google Tag Manager

Copy the code below and paste it onto every page of your website.

Paste this code as high in the <head> of the page as possible:

<!-- Google Tag Manager —-> rD
<scripts (function{w,d,s,1,1) {w[l]=w{1] || []:w[1].push{{ 'gtm.3tarc':
new Date().getTime (), even: gtm.j2'}) ;var f=d.getElementsByTagNames(3) [0],
j=d.createElement (s} ,dl datalayer'?'cl="+1:"'"':j.async=true:j.src=
*https://www.googletagmanager.com/gim T
i +d1; f.parentNode, insertBefore (3, 1) ;

idow, document, 'script', 'datalayer', '"GIM-WF3L8Z9"' ) ;</script>
<!-- End Google Tag Manager ——>

Additionally, paste this code immediately after the opening <body> tag:

<1-- Google Tag Manager (noscript) -->

<nogeripty<iframe src="https://www.googletagmanager.com/ns.htnl#id=GTH-WE3LEZ
height="0" width="0" style="display:none;wvisibility:hidden"></iframe></noscripc>
<!-- End Google Tag Manager (noscript) —->

For more information about installing the Google Tag Manager snippet, visit our Quick Start Guide .

OK

6. Leave this tab open and open a new tab to create your Google Analytics

account.




Creating Your Google Analytics Account

Google Analytics allows you to track, report, and analyze your website traffic.

1. Go to analytics.google.com

2. Sign in using your Gmail Account

3. Start measuring

Welcome to Google Analytics

Google Analytics gives you the free tools you need to analyze data for your business in one place, so you can
make smarter decisions.

Start measuring

4. Complete your account details
Shopify doesn’t integrate directly with GA4 yet.

Account Setup:

Account name: https://yourdomain.com

.|| Analytics

o Account setup

Account details

Account name (Required)
‘Accounts can contain more than one tracking 1D,

hitps://purposefulbaskets com;

Tick all the boxes



https://analytics.google.com/analytics/web/
https://yourdomain.com/

Account Data Sharing Settings
Data you caliect, process, and store using Googie Anaiytics {‘Goagle Anaiylics data’) is secura and kapt confidential, This data is used fo maintain and protect the Googia Analytics service, 1o perf andin o legal n o privasy poicy

The data sharing options give you more control over shating your Google Analytics data. Learn more

Google products & services
If you have enabled Google signals, this setting will also apply to authenticated visitation data which is associated with Google user accounts. This setting is required for Enhanced Demographics & Interests reporting . If you disable this option, data can still flow to
other Google products explicitly linked to your property, Visit the product linking section in each property Lo view or change your settings. Show Example

B Benchmarking
Gontribute anonymous data 1o an agoregate data set 1o enable features lice benchmarking and publications that can help you understand data trends. Allidentifisble information about your website s removed and combined with other anonymous data before It 15

shared with others. Show Example

B Technical support
Let Google technical support your. and account provide: and find salutions to technical issues,

B Account specialists

‘Give Google marketing specialists and your il ‘access 1o your Googl Iy! d 5o they can find ways to Improve your d analy ind sh: with you. If you don't have deds sales
specialists, v this access 103 :

Property Setup:
Property Name: yourdomain.com

e Property setup

Property details

A property represents a business’s web and/or app data, An account can contain one or more properties. Learn more
*Mavigate to your Firebase account if you want to create a new property for an existing Firebase project.

Create a Google Analytics 4 property to measure your web and/or app data.

Property name

Purposefulbaskets.com

Reporting time zone

United States = (GMT-07:00) Los Angeles Time «

Currency

US Dollar (USD §) -

You can edit these property details later in Admin

Show advanced options

| Previous |

Show advanced options > Turn on “Create a Universal Analytics property”




Create a Universal Analytics property »

‘The Universal Analytics property is a part of an earlier version of Google Analytics and only supports web Itis not for new Analytics users, and it will not support app measutement. Turn this on if you'd like to create a Universal Analytics
property.

Website URL: https:// > yourdomain.com

Website URL

hitps:/ = Ipurposelulbaske«s.comﬁ I

O Create both a Google Analytics 4 and a Universal Analytics property
This will create two properties with connected site tags, so you only need to tag your website once. Learn more

[] enable enhanced measurement for Google Analytics 4 property

Res in addition o standard i

Data from aleler !mhu“-;:: nd videos may be collected with relevant events. You must ensure that no personally-identifiable information will be sent o Google. Learn more

® e e i

Choose Create a Universal Analytics property only > Next

About your business

Choose an industry category
Choose your business size
Tick “Other” > Create

Analytics Google Analytics Terms of Service Agreement

g Acout your pusiness |
To use Google Analytics you must first accept the terms of service agreement for |

Business information

Help us tallor your experlence by answering the following.
I categot

Selectone »

Business s

O Small- 110 10 employees
@ Medium - 1110 100 employees

O Large - 101 to 500 employees D | also accept the Data Processing Terms as required by GDPR. Leam more |
c:) Very Large - 500+ employees

use Googie Anaiyti

8l that appty) Additional Terms Applicable to Data Shared with Google
[ Measure customer engagement with my site or app
You indicated you would like to share your Google Analytics data with Soogle
[ optimize my site or app experience products and services. Learn more |
[ Mesenre.datarrossmiltiple.devdnesarplatims, To enable this setting, you must review and accept the below Measurament
[CJ Optimize my advertising cost b Contraller-Conraller Data Protectinn Terms, which apply to data you share with
Google under the GDPR

O Increase my conversions >
If you do not wish to accept these terms, you can ahways go back to the previous
screen to disable data sharing and proceed with account sign-up.

[0 Measure content monetization

[0 Analyze my online sales

[ Measure app Installs
[ Measure lead generation
4 other




Read and Agree to GA Terms of Service Agreement
My email communications > uncheck all boxes > save
Copy your Global Site Tag.

ADMIN USER

pesry I
Tracking ID Status
Purposefulbaskets com (UA-19678626
UA-198786269-1 No data received in past 48 hours. Learn more
- A4 Setup Assistant
| Website Tracking

O ‘siopmtyssiig: \ Global Site Tag (gtag.js) L

This Is the Global Site Tag (gtag.js) tracking code for this property. Copy and paste this code as the first item into the <HEAD> of every webpage you want to track. If you already have a Global Site Tag

&2 Property User Management | on your page, simply add the config line from the snippet below to your existing Global Site Tag

&> Tracking Info <I—Global site tag (gtag js) - Google Analytics —>
<script asyne src="htips /www com/gtag/js? 1'></script>
Tracking Code <seript>
—— window.dataLayer = window dataLayer || [l

function gtag(){dataLayer. push(arguments);}
Data Retention gtag(js’, new Date());
UserdD gtag(config, 'UA-198786269-17;

Jscript
Session Settings s/crpts. 4
Organic Search Sources
The Global Site Tag provides streamlined tagging across Google's site measurement, conversion tracking, and remarketing products - giving you better control while making implementation easier. By
Referral Exclusion List using gtag s, you will be able to benefit from the latest dynamic features and integrations as they become available. Learn more
Search Term Exclusion List

;. (Connected Site Tags
© Property Change History &3 [t tige for ackibonas peoperties or prodycts tising Dils sroperty's oo-page glbbal sl 1ag. Leam mom. Oconnected W

Dd Data Deletion Requests Google Tag Manager

If you aren’t in the website tracking page yet:

Go to Admin > Account > Property > Click <> Tracking Info > Tracking Code > Copy the
Global Site Tag Code

RO+ ccroe

Pumosefuloackets com (UA19 26 Website Tracking

Global Site Tag (gtag.js)
This is the Global Site Tag (gtag Js) tracking code for this property. Copy and paste this code as the first item into the <HEAD> of eve
on your page, simply add the config line from the snippet below to your existing Global Site Tag.

- GAd Setup Assistant

ﬁ Property Settings

22 Property User Management coletagmanager.com/gtag/js7id=Ua-1IERZ69-1"></script>

<> Tracking Info

Tracking Code

Data Callection

Data Retention

ur Global Site Tag in Shopify



Go to your Shopify Dashboard:

1. Shopify

2. Preferences

3. Google Analytics

4. Paste your Global Site Tag Code here:

A Home Social sharing image

L‘J Orders. When you share a link to your store on social

& Froducts media, an image is usually shown in your
post. This one will be used if another relevant

& Customers image can't be found, Leam more about
social sharing images &2

ot Analytics

= Marketing

@ Discounts

HER
Google Analytics

SALES CHANNELS [+] & 2

= onlinestore ® Goagle Analytics enables you to track the

wisitors to your store, and generates reporis
Themes that will help you with your marketing, Leam
more sbout Google Analytics 12
Blog posts
Pages
Navigation
Domains

I Preferences

G Google

Google Analytics eCommerce Setup

Go to your Google Analytics Dashboard:

1. Admin
2. Property Settings

3. Ecommerce Settings

Social sharing image preview Change image

Image (Recommended size: 1200 x 628 p)

Page title
PURPOSEFUL|

Google Analytics account (how do | set this up?} Cancel

<1 Global site tag (gtag.js) - Google Analytics >
<script asyne src="https:// gtag/js7id=UA-198786269-
1"></script> |

<script> [
window.datalayer = window.dataLayer [| [l

function gtag0{datalayer.push(argumentsk}
gtag(s', new DateQ);

gtag(config), ‘UA-198786269-1';
</script>

Enhanced Ecommerce
You must upgrade to the latest version of Google Analytics in order to use Enhanced
Ecommerce.




All accounts > Purposefulbaskets.com

JI Analytics All Web Site Data ~ Q, Try searching “Top channels by users
# ADMIN USER
o
- poser -
= ® s //purposefulbaskets com/ Purposefulbaskets com (UA-198786269-1) All Web Site Data
P A
Ba Account Settings @A4 Setup Assistant B View Settings
rde
= 82 Account User Management [ Property Settings a8: View User Management
v
' Y AllFitters 285 Property User Management M Gosls
) Account Change History <> Tracking Info 2\ Content Grouping
W Tashcan D Property Change History ¥ Filters
Dd  Data Deletion Requests Channel Settings
PRODUCT LINKING ! Ecommerce Settings
4. Turn on Enable Ecommerce
5. Turn on Enable Enhanced Ecommerce Reporting
6. Save
ADMIN USER
ver
Ecommerce set-up
All Web Site Data
Enable Ecommerce
Use the Ecommerce developer reference gulda to properly set-up the tracking code for your site.
- B Viewsettings
-~ I
A2s View User Management
Enable Enhanced Ecommerce Reporting
= Goals ‘ |
A contencrooping ‘ Checkout Labeling sprans!
Create labels for the checkout-funnel steps you identified in your ecommerce tracking code. Use easily understood, meaningful names as these will appear in your reports.
7 HE | FUNNEL STEPS
[&] channel settings . A Nt v

W Ecommerce Settings

Dd Calculated Metrics sevs H w Cancel

PERSONAL TOOLS & ASSETS.

Elz segments

Connecting Your Google Tag Manager to Shopify

Go to your Google Tag Manager account and open a container:

In the top right corner, you’ll see a text that starts with GTM- and then contains

some letters/numbers. That’s your Google Tag Manager ID.

Preview Submit

GTM-TXI b Workspace Changes:; 2

-

¥

k your GTM ID > Copy the Google Tag Manager Code




->Go to your Shopify Dashboard > Themes > Actions > Edit Code > look for “<head>”,

paste it under.

Google Merchant Center Setup

Go to google.com/retail/solutions/merchant-center/

1. Sign In

Google
Welcome

@ 3nshopify20ni@gmail.com

|r Enter your password

O show password

— =N

2. Enter your business information

Enter your business information

Paople will see your [sanass name

Business name EnteI your business name pour product listing on Google

SO will ude your Dudmess

reate your Google Ierchant Cante

count Name

RuLIERE NAMHS

Salect the country wiers yolr
hesdquarisds i located OF where your
Business 15 regratencs! Lgamm mote

Business country ‘ Select country -

Camer scoount. Wall uss this nme
o 1o calCutate and feport your
performance Lefm mom

Setect the time Tooe fod your Merchant
Time zone Select -

3. “Where do you want your customers to check out?” > Choose which answer

lies to you


https://www.google.com/retail/solutions/merchant-center/

Where do you want your customers to check out?

Select all that apply

ThiE 18 WNNL CUsTOmers Wil 5o

D On my website © $ Visit site
b Free Fras delvery by Fri, Apr 24

) pumosetul Baskets 3

5% positive feedback

[ OnGoogle ® $ ¥ Addtocart
No Google commission fees. Third-party fees may apply. Free delwery by Fri, Apr 24
I PuposetuBasiets 3
Google Guaraniee

[ Atmy local store &
© 1.2/mi - in stock at San Jose

4. “What other tools do you use?” > For this guide, we’ll choose Shopify
5. “Would you like to sign up for emails about Google Merchant Center?” > Select
which answer applies
6. Agree to Google Merchant Center Terms of Service
What other tools do you use?

Select all that apply. Leam more
Shoplf Pal Mi i
0 a hopify O ' Payl ore coming soan

More tools to come. You can check them out later,

[~

Would you like to sign up for emails about Google Merchant Center?
You can stop recelving emails at any time
[ Updates with tips and best practices

B Invitations to test new features Boogle will send you only & few emais
@ yoat




7. Create account

Great! Your account is now ready to use

Let's add your products to Google

@ You can continue with adding your products and finish the remaining steps in Shopify

Continue with Merchant Center Later

Setup Google Ads Tag
From your Google Ads Dashboard:

1. Tools

Google Ads = All campaigns

Google Ads | All campaigns

== Alcampaigns H el A&  Overview

Campaigns * Y  Campaign status: All, Ad group status All - ADD FILTER

Settings
= lLess
» Locations
Let's start by ¢
Change history A campaign is a set
offer. Learn more
Performance
targets

3. Audience Sources

4. Google Ads tag

= PLANNING
Performance Planner
Keyword Planner
Reach Planner

Ad Preview and Diagnosis

|8 SHARED LIBRARY
Audiencggmanager
Bid strategies
Negative keyword lists
Shared budgets
Location groups

Placement exclusion lists

i@ BULK ACTIONS % MEASUREMENT
All bulk actions Conversions
Rules Google Analytics
Scripts Attribution
Uploads

————



< 4 Google Ads @ Audience manager

Audience lists Audience sources
Audience insights

Audience sources

Set up or link audience sources tdg

.\ Google Ads tag

Collect data for your remarketing lists and conversion tracking by adding the
Goaogle Ads tag to your website

SET UP T@

5. Set Up Tag

Create the Google Ads Tag Data Source

Google Ads  Set up Google Ads tag

@ create data source © irsiallthetag © wnatsnext

Create the Google Ads tag data source

Use the settings balow to determine what data the tag should collect

Remarketing Select the type of data this source would be collecting

O Only collect general website visit data to show ads to your website
visitors, Learn more

O Collect data on specific actions people performed on your website to
@hm personalized ads. Learn more

Restricted data processing Manage data for California users

[] Exclude California users from remarketing lists

Learn more

1. Remarketing: Choose “Collect data on specific actions people performed on

your website to show personalized ads.”




; @ Collect data on spec-iﬁ-c actions peopfe perﬁ;rmea on your website to
show personalized ads. Learn more

Business type Choose the business types that represent your products and services
] Education
[ Frlights &
7] Hotels and rentals &
[ Jobs @
] Localdeals &
O] Realestate @
Dh?elail @
O Travel &
] custom &

These parameters allow your tag to ~
collect information about activity on

your website that's specific to your

business type.

If your business type isn't listed:
Select "Custom.”

Learn more

2. Business type: Retail

3. Restricted data processing: Exclude California users from remarketing lists

Hotels and rentals &
Jobs @
Local deals &

Realestate &

80000

Retail @

Travel &

00

Custom @

Select "Custom”

Learn more

Restricted data processing Manage data for California users

Exclude California users from remarketing lists

Restricted data processing allows
Soogle to limit how user data is used
to comply with data policy standards.
This means that users based in
Californiz won't be added to your
remarketing lists

Learn more

User ID [ Include the user_id parameter in the Google Ads tag @

The user 1D parameter |ets you collect
the unique IDs you've assigned to
your site visitors, so you ean target




4. Save and continue

Install the Tag on Your Website

Google Ads | Setup Google Ads tag

Q Create data source e Install the tag e What's next

Install the tag on your website
Use the settings below to determine what data is captured by the tag. Learn more

Tag setup Select how you want to install the Google Ads tag
Install the tag yourself Email the tag Use Google Tag
Manager
fgfy s
> e
- 4 ‘
Aud the tag to your Email the tag to your Install the tag using
‘website code webmaster Google Tag Manager

CONTINUE  CANCEL

1. Tag Setup > Use Google Tag Manager

2. Install the tag using Google Tag Manager

3. Copy Conversion ID

Tag setup

Instructions

Select how you want to install the Google Ads tag

Install the tag yourself Email the fag Use Google Tag
Manager

Use Google Tag Manager to install the Google Ads tag. Google Tag Manager malkes it easy to update, add, and manage your
website tags without editing your code.

Once a container snippet is added to the pages in your website by a webmaster, you'll need your conversion 1D to set up the
tag in Google Tag Manager.

Conversion 1D

5045102218

Detailed instructions v

When using the Google Ads tag, you must comply with the Personalized advertising policy and the Google EU user consent
policy, and must not send information related to sensitive interest categaries. If you implement the user ID parameter, you alsa
agree to comply with the Advertiser cross-device linking policy. Google Ads may use the data reported from the tag to improve
the bidding and targeting for the campaigns in your account

CONTINUE [Ee7.N\ [o/ 18




Go back to Google Tag Manager Dashboard
1. Tags

l All accounts » Purposeful Baskets . h 4
« € TagManager purposefulbaskets.com ~ & Searehwerkspace

Workspace Versions Admin

CURRENT WORKSPACE

Default Workspace > New Tag ::1 Now Editing Container Not Published

Default Workspace

Choose from over 50

tag types
i Overview
Add a new tag >
—
Q) Triggers
DESCFEptiOH Workspace Changes Add tags and publish to make your
&M Variables O O O changes live.
B Folders Modified Added Deleted
DO Templates Edit description > Manage workspaces >

2. New

‘ All accounts > Purposeful Baskets
= o TagManager  pyrposefulbaskets.com ~ & Search workspace

Workspace Versions Admin

CURRENT WORKSPACE

Default Workspace > Tags Ne@

Overview This container has no tags, click the "New” button ta create one
Tags

Triggers

Variables

Folders

orE®VD

Templates

3. Name Tag “Remarketing Tag”

X RemarketingTag O

Tag Configuration

N

Choose a tag type to begil

Learn More




4. Tag Configuration
5. Google Ads Remarketing

6. Paste your Conversion ID

X UntitedTag O

Tag Configuration

Tag Type
© Conversion Linker

Google

No configuration required. Learm more.

Linker Options
B Enable finking on all page URLs &

Enable linking across domains (3

Override cookie settings (advanced) @&

| > Advanced Settings

Triggering
Firing Triggers

All Pages
Page View

7. Name Tag “Conversion Linker”

8. Tag Configuration > Tag Type

9. “Conversion Linker” Linker Options
10. Tick Enable linking on all page URLS




Mo Triggers Selected

This tag does nat have a firing trigger. Unless a trigger is addad, this tag will not fire.

Save Tag Ac@Trigger

11. Add Trigger
12. Publish

Check if your tags are firing properly

Download Google Tag Assistant plugin and install it.

Go to your website

2. Click the Google Tag Assistant (you may have to reload your website after
clicking it)

3. Make sure you see all tags (Global site, Google Ads Conversion, etc.) and no

errors

Installing Google Ads App for Shopify

Setting Up Conversion Tracking (Shopify)



https://chrome.google.com/webstore/detail/tag-assistant-legacy-by-g/kejbdjndbnbjgmefkgdddjlbokphdefk?hl=en

Google Ads = Conversions Q m

ScARCH  RePeaTs

See how Google Ads helps you achieve
your goals

' Conversion tracking helps you see which keywords, ads, ad groups, and
1 campaigns drive the customer actions you care about: purchases,
Iy subscriptions, app installs, phone calls, and more

+CONVERSIONS

Go to your Google Ads Dashboard > Tools > Conversions > New (+) Conversions >
Website

Start tracking conversions

Conversion tracking is critical to successful online marketing. It lets you see what people do - the conversion actions they take - after seeing your ad. You set up one
conversion action at a time, but you can track multiple conversion actions at once. Learn more

Select the kind of conversions you want to track. (@]

App conversions: | -
Website Phone calls e

= Appinstalls
= In-2pp purchases
= In-app actions

Import data from Google Analytics or

Track actions on your website
another source

Track calls from your ads or website

Create a conversion action for your website

1. Category: Purchase

2. Conversion name: Purchase




Conversion hame Purchase ) -
Example: "June newsletter

g/100 sign-ups”, "Manager job
applications”, or "Big cookie
sales”

Value Measure the impact of your advertising by giving conversions a value ) ~
Use same value if you're
tracking leads, sign-ups, or

() Use the same value for egch conversion page views.

(O Use different values for edch conversion Use different values if you sell
multiple products at different

O Don't use a value for this conversion action (not recommended) prices and you'd fike a unique
value recorded for each
conversion.
Learn more

Count Select how many conversions to count per click or interaction ~
If somecne clicks your ad and
completes 2 separate

@ Every purchases on different
Recommended for purchases because every purchase is valuable. occasions, 2 conversions are
recorded.
QO One
Recommended for leads, sign-ups, and other conversions because only the first Learn more

interaction is valuable.

3. Value:
® Use the same value for each conversion—this would only be applicable if
you have one single product on your site
® Use different values for each conversion (we’ll use this one) > Enter a
default value “1” (we’ll add dynamic values to your tracking code later)
Count: Every
Click-through Conversion Window: 90 Days
View-through Conversion Window: 30 Days

Include in “Conversions”: Yes

© N O &0 A

Attribution Model: Default is last click but we now use "Data Driven" for

eCommerce businesses running Performance Max, otherwise, we opt for

"First Click"> Create and continue




Set up the tag

You've created a conversion action. Now, set up the tag to add to your website.

Tag setup Select how you want to install your tag
Install the tag yoursalf Email the tag Use Google Tag
Manager
[ r— | (I3
4
) ¢/
&[> I :
A L
Add the tag to your Email the tag to your Install the tag using
website code webmaster Boogle Tag Manager

Choose “Install the tag yourself”

2. See code for: HTML (if using standard implementation—if using AMP, select
AMP)

3. Global site tag: The global site tag isn’t installed on all your HTML pages (use
this /'f you ﬁaven’t installed your global site tag yet)

@ The global site tag isn't installed on all your HTML pages

The global site tag is already installed on all pages, but comes from another Google product (such as
Google Analytics) or from another Google Ads account

The global site tag on all pages was installed already when you created another conversion action in
this Google Ads account (451-226-0035)

Copy the tag below and paste it in between the <head></head> tags of every page of your website. You only
need to install the global site tag once per account, even if you are tracking multiple actions.

<I- Global site tag (gtag.js) - Google Ads: 356461022 —>
<script async src="https://www.googletagmanager.com/gtag/js?id=AW-356461022"></script>
<script>

window.datalayer = window.datalLayer || [I;
function gtag(){datalLayer.push(arguments);}
gtag('js’, new Date());

gtag(‘config, AW-356461022%;
</script>

DOWNLOAD SNIPPET

4. Copy Global Site Tag code (this is going to go in your header—no matter which

type of website platform you use)




For Shopify users:

Go back to your Shopify account and go to themes:

| & | Edit code for Debut

themeliquid =

Q. Search files..
|
theme.liquid Qlder versigns
[ wayout

1 <!d¢cty§§ htmls

Add a new layout 2+ <html class="no-js” lang="{{ shop.locale }}"»
3+ <head»

(/) qift_card liquid : <i-- Google Tag Manager -

= tseripty(function{w.d ,5,1 i){rj[l]—»JEl]H“ sw[1].push({'gtm.start’
(/) password.liquid new Date().getTime(),event: "gtm Yivar f=d. getElEﬂentsByTagName(s)[a]
o =d.createElement(s),dl=1l="datalayer"?'&l="41:"";j.async=true;j.src=

* [/} themediquid }}(w:.ndowdclocument, script’, ‘datalayer’, 'GTM-WF3L8Z2');</script>

S 18 | <!l End Google Tag Manager
(7} theme pagefly.liquid 11 E 4 B
12 <meta charsst="utf-8"»
E Templates 13 <meta http- equiv="X-UA- Cu-npa"ltlle content="1E=edge, chrome=1"»
14 <meta name="viewport” content="width=device-width,initial-scale~1"»
i it 2 ,. n : =
Add a new template t;- <meta name="themz-color” content="{{ settings.color button }}">

“theme.liquid” > paste the code under <head>

Now, head back to Google Ads
1. Event snippet
2. Select Page Load > copy the snippet

Event snippet The event snippet works with the global site tag to track actions that should be counted as conversions.
Choose whether to track conversions on a page load or click. @

Page load

Add the snippet to the page a customer reaches after completing a conversion
Click

@ the snippet to the page that has & bution or a link you'd like to track for clicks

Copy the snippet below and paste it in between the <head></head> tags of the page(s) you'd like to track,
right after the global site tag

<!- Event snippet for Purchase NEW cony
scripl=
gtag('svent, conversion, {
send_to': AW-356461022/RniFCPVKZLsCENYT _KkB
value’ 1.0,
currency’ 'USD
transaction .id

on page =

1
</seripts

6
Pl
&  https://wum; googletagrnwnager comfgtm. js?ld="+I+d];f parentNode. insertBafare{j,f);
o

3. Go to back to the Shopify Dashboard
4. Settings




Checkout

Order Processing
Additional Scripts
Paste the snippet here

© N O O

After an order has been fulfilled and paid
Automatically archive the order

Fulfitled orders will be automatically removed from the open orders list.

Additional scripts

Any customizations you'd like to appear on the order status page of the checkout. Learn
more at the Shopify Help Center 2,

Email marketing Show a sign-up option at checkout
Let customers sign up for marketing emails at (0 Preselect the sign-up option
checkout.

However, now we need to customize the code a bit. At this point, all values are

currently marked as “1.0,” i.e. $1.

This is what it looks like before you replace the values:

Additional sonipts

<k Fwent snigpet for Purchase MEW oonversion page —»
ST
g:r.:g[‘nl.'nnr'_ 'conversion’, |

'send_to' AW-25661 D22 RnIFCPKTLECEN TT_KKB
wakoe 1.0
‘ourrenay ; WSEY
'uans.aclm{n_ﬂ': -

e

< f5Cnpts

®

Any ousinmizations youe'd fike t appoas on the order status page of the chedkout. Learn
maore at the Shapify Helo Center 12 .

, we need to customize this code to ensure the appropriate value is given to each




1. ‘Value’: {{ checkout.total_price | money_without_currency }},
2. ‘Currency’: {{ shop.currency }},

3. ‘Transaction id’: {{ order_number }}”

This is what it should look like after changing the values:

Additional sonpts

<h-- Bvent enigpet for Purchase MEW conversion page —»
<soipt™
ataql svent’, ‘convarsian’, |
‘send 10" AW-356A6 1022/ RniFCPeKTLECENTT_KKE,
‘wabus ; {f chackout.aoral price | monay without_curency 1
‘currency: {f shop.curmendcy i
'tranzaciion_id® | order_number B
H:
< fErripts @ L _.I
Ay customizatons you & hke1e appeds on e order status gage of the dhedobut Lear
moie at the Shopife Hele Center 2,

Shopify custom codes:

{{ checkout.total_price | money_without_currency }}
{{ shop.currency }}

{{ order_number }}

Tip:
Reach out to Google Tag Implementation Team if you need support.
How to import data (Goals and events) from GA Analytics

Head to your Google Ads Dashboard:

1. Conversions

2. Conversion Actions
3. Click the (+) plus symbol




Gl MICCT 5

GGDQIE Ads Yellow Leaf Harmnmocks (fAug 9) 8757804014 = Conversions

Comersian actions CONVERSIHON ACTIONS CONVERSION ACTION SETS
ol
Upinads
|:| [ ] Conversion achon Source Category
Halesfarce
|:| k-3 Purctase Wbzl Auichaze
fransactons
D & [ o ke TiamInocks Com) Hodga fam e Ay FLICh
Ao Shpping Method - A 3 3
D - |.1-w.'.'._ﬂelli.r.u-ﬂl"-1|: ImOskE ST oo Analytice (4] ane

Choose “Import”
Choose Google Analytics (UA)

Continue

N o A

Make sure your account is linked

Installing Screen Recording Software (Lucky Orange)

Okay, next up let’s install a screen recording software. For the sake of this guide,

we’ll use Lucky Orange, but there are several other platforms to choose from.

Let’s go!

Signing Up
Go to luckyorange.com/

Start My Free Trial
Sign Up
Add a new site

Nw N o=

Enter your site’s name



https://www.luckyorange.com/
https://www.luckyorange.com/

Add a New Site

Enter a name for your site

My Awesome Site

5. Add Site
6. The tracking code will pop-up, copy it

Tracking Code

Place the following fracking code on all pages of your site. The code is asynchrenous and will not block your page from loading.

<seript ype=1=xtjavascnpt>
windew.__ s _site |d = 304788

Function{] [
vETWE = DUGU‘TIEFT.:'I‘EE(EE'(—-’“?"".—;'ST—"-E'. T watype = 'tejavascoript. wa async = rue;
wasre = ‘hipsd10igsik 1850 coudfront netiw =,
¥ar 5 = gocumentgetElementsByTaghame('senpt’){0]. s.pareniiode insenBefore(wa, =)
THE
wseripi>

Done

Next, go back to your Shopify Dashboard:

1. Themes

2. Actions
3. Edit Code




Themes @ View your store

Live theme Debut | g

This is the theme customers see when they Lagt saved: D/ Minites 2go

visit your store. View
- Rename
-
Duplicate
ots

Handmade Baskets
e e e s Download theme file :::
[ —=1

- Edi{jede

Edit languages

Purposatul Bakats Hand (_9#\

4. theme.liquid

5. Paste the code under the “<head>”

< Edit code for Debut

I theme.liquid
Q Search files,

theme.liquid Older versions
m Layout i
‘ 1 <!doctype html>

Add a new layout 2+ ¢html class="no-js” langs"{{ shop.locale }}">

3+ <head>
(7} qift_card.liquid 4+ «script type-'"text/javascript'>
5 window.__lo_site_id = 386766;
I 6
(/) password.liquid 7 Ceunettanty L
8 var wa = document.createElement('script'); wa. typa - tExtJJa vascript'; wa.async = true;
(7} theme.liquid g Wa.src = “hitps://d18lpsik1i8c68,cloudf -
{/} theme.pagefyliquid 18 var s = document.getElementsByTaghame(' sc’up j[e] H par‘enmnde insertBefore(wa, s);
gl b 11 DO
12 </script>

6. Save

Dashboard Menus

Now what? Here’s what you can do once Lucky Orange (or your screen recording
software of choice) is installed:

Live Visitors - click to see who’s visiting your site right now click “LIVE view”

Ask to Chat - click to initiate a chat with your visitor

Recordings - click to view all the recordings on mobile and desktop




Setting up realtime alerts

If you want to know when a user is, say, on your checkout page (or any other URL of

your site)—you can set up triggers to notify you in real time. Here’s how.
Go to Lucky Orange Dashboard:

1. Settings
2. Behavior Tagging

General ) s
Behavior Tagging
Chat Behavior lagging lets you setup rules that will automatically tag a visitor if they visit a URL on your site. Tags are used in many
areas and let you quickly segment and find specific visitors.
Away Form
@ See our help documentation for more information
Recordings
Behavior Tagging m
10 v Fitter
Realtime Alerts it A pMatct Ve Auto Star? Tag zated At
No data available in tabie
Sounds
Showing 0 to 0 of O entries Previous = Next
Privacy
|
Tracking Code e TR 3 2 i AT k= =
Blocked IP Addresses
Email Reports
Integrations

3. Add New Rule
Choose “Match URL that contain this text” (URLs for checkout pages typically
vary from user to user, that’s why we’re using this option)

5. Select the piece of the URL that remains the same (for example, an alert when
someone s on the checkout page might be: “/checkouts/” or “/cart/” —
whatever “chunk” appears in your URL)

Tag recording with: add a name (e.g. “People on the checkout page®)
7. Add Rule

1. If the visitor is tagged with “(your tag here)”

2. Select notification type (sounds and alert box you’d like)




General

Realtime Alerts

Chat O Realtime alerts are operator Specific, 50 other Operators wor't see your alerts.

Quickly receive an alert when a visitor Iriggers a tag. A visitor can tigger a tag through behavior tag rules, of thiough our javascript
apl The alert can play an audible sound and can include butions that let you quickly live view, ask to chat, or filter a visitor in the
live visior iable

Recordings

© See our help documentation for more information.

|
Away Form ‘
Behavior Tagging ‘

Realtime Alerts
Realtime Alerts
Sounds
If the visitor gets tagged with
Prvac
vacy Peopie on the checkout pac
Tracking Coge
WS ‘ Play a sound
Blocked |P Addresses ‘ Chimes -
Email Reports Show an alert box
Integrations J Automatically Live View
Speak Alert
Choose a Voice
Google US English -

At s B

3. Click Add Rule

How to Install DataFeedWatch in Shopify

Now, as an eCommerce business, you use a platform (like Shopify) to distribute your

products online. And while these platforms include a basic data feed solution, you

simply cannot rely on these onboard feed solutions to optimize your feed.

Why choose DataFeedWatch?
Data feed optimization is their thing—and it shows:

1. Clear instructions for every CMS.
2. Allows you to make very specific updates in your feed at scale.

3. Allows you to make changes without doing anything on your website.
4. You can do A/B tests.

Adding your Shop to DFW

Go to your Data Feed Watch Dashboard > add shop:

1. Input feed: Enter Your shop’s name



https://www.datafeedwatch.com/academy/data-feed
https://help.sol8.com/faqs/what-is-data-feed-watch

2. Choose your main input feed: Click any that apply (e.g. Shopify)

Input Feed

1. Your shop's name: Purposeful Baskets

[ Apparel (Clothes, jewelry etc) @

Main Feed

2.1. Choose main Shopping Carts:

a © @ 0 n

Shopify 3dCart BigCommerce LightSpeed Magento 1

: ,
] e ] G V|
OpenCart PrestaShop Shopware VersaCommerce Volusion

Other Sources:

CSVITXT Google Sheets JSON XML

3. Source location: https://yourshopifydomain.com

Installation

Choose “I am the Shop Owner” > Click Next Tab

Installation

Choose the relevant oplion for the Instaliation of DataFeedWalch in your shop.

.
®) ‘ I am the Shop Owner X | am not the Shop Owner
e | have access to the shop and | can do the instatiaticfnyseir & I need ta send instructions to the shop owner, so that he can perform the installation.
x
Back Home Next Tab

Updates Schedule

Choose update timezone: choose your timezone



https://yourshopifydomain.com/
https://yourshopifydomain.com/
https://yourshopifydomain.com/

Updates Schedule

Decide here when you'd like us to get your fresh product information from your shop. You can choose the time we'll update them every day.

1. Choose update timezong:

Arizona
2.1. Select update times (at least one) Updates selecied: 115
(o300 x )
If you add one update, 10 keep 1-hous Jreak between them.

‘ BackHome | Previous Tab _

Select update times: choose the time when you want to trigger updates > Click Next
Tab

Download DataFeedWatch’s app inside Shopify
Go to your Shopify Dashboard:

1. Apps >
2. Search for DataFeedWatch app and connect

Al purposeulbaskets ~ Q. Search
M Home Apps
[ orders
& Products Installed apps
- Customers

Showing 3 apps Sort by App name (A-Z) +
ol Analytics
= Marketing -

b Dappfeediiatch Getsupport  About  Delets
a Discounts
L E3
m Apos G Google Getsupport About Delete
SALES CHANNELS [+]
™ Oniine Store ® ﬁ PageFly Advanced Page Builder Getsupport About Delete
G Google

DataFeedWatch Caveats:

® Don’t remove anything—changing titles from Title A to Title B is a landing page
discrepancy. Google Merchant will disapprove or suspend you.




® Don’t change the price—the price (i.e. price on the website is higher than the

feed). It’s a landing page discrepancy.
® Don’t remove descriptions. You can add but not “remove” because Google will

say that what’s on your feed is not your product. This could lead to a

misrepresentation.

Part Six
Shopping Campaigns

1. Standard Shopping
2. Dynamic Remarketing

3. Performance Max (Previously Smart Shopping)

After all that prerequisite work, it’s finally time to hop into Google Ads!

Because this is an Ultimate Guide to Google Ads for eCommerce, we of course need

to begin with shopping campaigns.

Standard Shopping

The most important thing to know inside of Google Ads is what buttons NOT to press.

Google will always lead you toward “recommended settings” to get clicks.

Remember, Google gets paid per click. Agencies should give you the most amount of

conversion with the least amount of clicks.

Now at Solutions 8, we are big fans of Performance Max campaigns. They

generally perform leaps and bounds better than Standard Shopping campaigns.

But, we still run Standard Shopping campaigns. Here’s why:



® Standard Shopping gives us search terms—this is valuable data that tells us
what people are searching when they see your shopping ad. The search terms

tell you what Google is matching your products with.

Here’s where things get interesting.

If you just run a Performance Max campaign, Google creates ads for your products

that live in all five Google Ads “locations:”

1. Google Shopping
2. Google Search
3. Google Display
4. YouTube

5. GSP

Google is a learning machine and will begin to learn from your Performance Max
campaign over time. However, Standard Shopping campaigns gather more data faster.
And while the success of these campaigns are generally lower—the data is valuable

for Google to apply to your “PMax” campaigns (i.e. no starting from scratch!).

Let’s Build a Campaign!
Standard Shopping Setup

Go to your Google Ads Campaigns section:

1. Campaigns
2. Click “+” Symbol
3. New Campaign




BAls MCCIT 3

b S cOen 247 900 4063 - All ﬂampalg“g

Google Ads

Ui &  Campaigns

R prmumendations

insihia BN
s M/
= -

Eucton insghts
* il groupe @&

Produst groups T sampagn sinrun A ennbled  ADD FILTER

Choose Sales

Shopping

Select a Merchant Center (you should only have one)
Select the country where your feed is opted in for

Select Standard Shopping campaign

© © N O 9 A

Click continue

General Settings

General seltings
Type Shopping - Standard  Merchant 115482084  Country of sale United States Y
Compuign name Standard Shappang R
Inventory filter MNa fiber Amve b < 1 try £ T . pet
Local products b -
Campasgn URL optons M | =1 w

Campaign name: Standard Shopping
2. Inventory filter: You can choose to filter products but we will run all products
first. So, leave it to “Filter: Advertise only products that match all of your

requirements”

Local products: Disabled




4. Campaign URL options: No options set (This is a good way to track whether
Standard or Performance Max is bringing in new conversions. You can set it up
at the account level or campaign level.)

5. Link to campaign URL Builder

Enter the website URL and campaign information

Fill out the required felds (mared sith *] in the form below. and once complets the full campalgn URL will be
Renerated for you. Note: the enerated URL 15 SN LPCATEd 35 you Make changes

* Website URL  sol@.com

B I

* Campaign Source  Gocgleads (1]

* Campaign Medium  poc

Marspnng maso (Ef 0. Saeer el
* Campaign Name  GeneraiTaxinbound [}
Fraduct, o (e, o vagee vg Seriagsale
Campaign Term
%, ot
Campaign Content

Share the generated campaign URL

Une this URL in any promotional channels you want to be sasoclated with this cuntom campagn

ol comPutm_source dillaitm_mediumsppckutm_campagneGeneraiTasinbound

1 e 1w o= s srmerreey o gt agrrees pryior of e UL o - essmemeaed,

O copyul. ) Comvert USL to Shart Link iauthorization required)

Bidding and Budget

1. Bidding: Manual CPC
*Here’s why: We like to set our starting point knowing that Performance Max
will perform better

2. Uncheck “Help increase-conversions with Enhanced CPC”
*Here’s why: We like to start our bid low in Standard Shopping, determine which
products are most successful, and begin to increase our budget where there

will be the most impact

3. Budget: Choose a budget that’s appropriate for you



https://ga-dev-tools.appspot.com/campaign-url-builder/

*If you're just starting out, your daily budget for Performance Max must be $100
per day at a minimum-and even that might not be enough if you're in a
competitive industry. For that reason, you shouldn't run PMax if you can't meet
that budget requirement. Meanwhile, Search Campaigns should be at least $20

per day. and Standard Shopping should be at least $10*

4. Limit the amount of spend that your Standard Shopping campaign can run
5. Campaign priority: Low (default)
6. You can set it to “high” if you’re running Standard Shopping and a Smart

Shopping, the Smart Shopping campaign will eventually take over on its own

Targeting
Targeting
— s

YouTube, Gmail, and Discover

<huche You Tube, Ornard, ari] Cinccver 25
1. Network: Check both “Search Network” and “Youtube, Gmail and Discover”
2. Location: United States
3. Target: Only use “Presence: People in or regularly in your targeted locations”
4. Start and end date: Not set

Create your ad group

Create your 8d group

Al QRO M Stancars Shoppeng Al Gl L

Bad 3 Enbst your coal-pe-cich [DPC) Bl A~

up name: Standard Shopping Ad Group




Go to Standard Shopping Category/Campaign:

1. Product Groups
2. Hover over the “+” symbol to Add Subdivision

0O = Product group 4 A group
O e= alpoducts ! Srancact Shoppng Ad Group

Click “All Products” drop down
Choose “Item ID”

Select everything

Continue to edit bids

o 0 A W

This is where you can change your bids.
You can also set your CPCs by the specific product here.

To exclude a product, go to your product group > choose a product > exclude.

O @include 2z +
Exclude

O L

O ® s

To increase CPC, in Max CPC Column > choose the column of the product you want

to adjust:

&l pr eyt

O e 6342863233190 Standard Shopping Ad Grop 5100 o 1
&l products

O e- IEITBEITEE05E +  Stancad Shopoing Ml Oroup Mas CFC |
Al ploducts 81

O e &&;-123532;1;?25 Stancerd Shopoing Ad Broup @ I
A it () Exchide
Ll " AL

O e IEFLTHEIITT1454 Gancard Shopoing &d Oroup

CANCEL SAVE

Al prorducT

D ® IRILIEEIIRATAD Srancars Shopging Ad Tirme




® For each individual product group, you can set individual bids

Dynamic and Youtube Remarketing Setup

Performance Max on its own won't have the remarketing reach Smart Shopping

had-or even traditional display remarketing.

So. we recommend running YouTube remarketing campaigns at 20% remarketing

budget.

But, we have also seen some success with dynamic remarketing campaigns. If
you'd like to try dynamic remarketing as well, keep in mind that your overall
remarketing budget should be 20%.

Here’s how:

v/ Start a new campaign

Go to Campaigns:

Click the “+” symbol




New campaign
Sales
Display

a K~ 0N

Standard display campaign

By WE£E M) TP L T ek Ctaon Carl B ¢harsped lates

() sman dsplsy campsgn
® >Tr|drnu-_icnauw
Bick your o ol targeling and Fave SOFT sUSHTISOR DpRaTE e

O tmad campaign

now Irdrractive 9ds 10 progike as thry browse thes emasis. Learn more

v'  Create your campaign

Campaign name: Dynamic Remarketing

Locations: United States

Target: “Presence: People in or regularly in your targeted locations”
Exclude: “Presence: People in your excluded locations (recommended)”

Languages: Make sure you choose English (or the native language).
Best practice is to run one campaign with one native language setting
v Bidding
1. What do you want to focus on? Conversions
2. How do you want to get conversions? Automatically maximize conversions

3. Uncheck “Set a target cost per action”

v Budget

Enter the average you want to spend each day

1

2. Ad rotation: Leave the default
3. Ad schedule: All day
4

Start and end date: not set




5. Devices: Show on all devices

6. Dynamic Ads: Click “Use dynamic ads feed for personalized ads”

7. (This turns your standard display ad into a dynamic ad.)

8. Data Feed: add your feed

9. Product filter: Choose “No filter: Advertise all products in the country of sale”
10. Conversions: Use the account-level “include in Conversions” settings

11. Content Exclusions: Optional, we normally leave this in its default settings
v'  Create your ad group

Ad group name: Dynamic Remarketing Ad Group
Audiences: Click Browse

“How they have interacted with your business
Website visitors

Select All visitors (Google Ads)

Click Done

N o oA 0=

Demographics: Include everyone (check all boxes)
v'  Content
Target Expansion > Turn Off

v" Dynamic ads with data feed

Final URL: https://yourdomain.com
Image and logos: Put your lifestyle images here

If you have only 1 product, just use a standard remarketing (instead of dynamic)
Videos: Put your videos here

N

They’re always played on mute and on repeat

v" Headlines

® Make sure your headlines are relevant

® Use your brand name since not all headlines are shown




® Long headline: You can get more descriptive here

v'  Descriptions

® Make sure each description can stand alone

® Find different ways to say the same thing in each description, if possible

Business name: Add your business name here

Additional formatting options:

Check “Use asset enhancements” and “Use auto-generated video” (this allows
Google to turn the ad to videos)

Check “Use native formats”
If you want to have more customizations, “add more options”

Once finished, click “Add to ad group” > Create Campaign > Continue to
campaign

v How to stop showing ads to everyone and bots

Inside your dynamic marketing campaign:

o oA LN =

Go to Audiences

Exclusion

Add an exclusion by clicking the “+” symbol
Exclude audiences

Browse

Click “How they have interacted with your business”




Exclusions

Exclude audiences

Exclude sudiences 1o define who should not s2e your ads

Exclude from
Campaign = Dynaméc Remarketing - Solg £2
SEARCH BROWSE None selecteo
Who they are 3 Select one or more audiences to exclude

(Cetalled gemograpiics

What their interests and habits are 3
affinity)

What they aré actively researching or planning 3
n-market and lite events)

How they have interacted with your busipess 3
Remacketing and similar audiences E

7. Under Website Visitors > Check “All converters”

8. Save

Excluding all converters means we’re not dynamically remarketing to people who:

® Went to your website
® Bought something

Performance Max

Important:

We strongly recommend reading through

The Ultimate Guide to Performance Max before setting up your PMax campaign!



http://sol8.com/performance-max

O Inside your Google Ads Campaigns dashboard, click “+ New campaign”

7,000

Campaigns fr
Auction insights

+ Ad groups

+ Ads & extensions

* Videos

Inm 1A

4+ New C@paign

|_|:| Load campaign settings

+ Landing pages

O Choose your objective: Sales

| Choose your objective

4 2=
fles Leads

Drive sales online, in app, by phone, or

Get leads and other conversions by
in store

encouraging customers to take
action

< o]
Brand awareness and reach App promotion

Reach a broad audience and build Get more installs, interactions and
awareness pre-registration for your app

Select an abjective to tailor your experience to the goals and settings that will work best for your campaign

®
Website traffic

Get the right people to visit your
website

9

Local store visits and
promotions

Drive visits to local stores, including
restaurants and dealerships.

+
Product and brand
consideration

Encourage people to explore your
products or services

ted

Create a campaign without a
goal's guidance
Choose a campaign type first,

without a recommendation based
on your objective.

Conversion Actions

O Choose “Purchases (account default)” as your conversion goal, then click Continue

Use these conversion goals to improve Sales

‘ Conversion goals labeled as account default will use data from all of your campaigns 1o improve your bid strategy and campaign performance, even if they don't seem directly

related to Sales.
Conversion Goals Conversion Source

=] ﬁlﬂllﬂ'(mnmlb Website (Active)

Conversion Actions.

2 actions




! Important: Primary and Secondary Conversion Goals !
Inside the Purchases conversion goal, there are two conversion actions.
The primary conversion action is Google Shopping App Purchase (which is from the

Shopify app).

The secondary goal is Transactions (All Website Data).

Secondary goals aren’t counted as conversions.

2 active conversion actions from Website for the Purchases

goal

Transactions (All Web Site Data)
® Recording conversions, Value: Dynamic

&oﬂ&wrﬂmhﬂm

® Recording conversions, Value: Dynamic

You can edit this goal on your Conversions page

But when you look at your listing groups later, it will report all conversion value data.
So, you need to pause your secondary conversion actions if you want to only track

true conversions.

However, secondary conversions can be useful to track the path to purchase (and
make note of when prospects “drop off” in the pipeline), without asking Google to

chase after those conversion goals. Which leads us to our:

Pro Tip:
Instead of pausing those secondary conversion actions entirely, you can remove the
conversion value. For example, your “viewed product page” might still be a conversion
action worth tracking, but if you remove its conversion value, it won’t be counted as a

true conversion.

Doing this will help you monitor important activity in your campaign (like the add-to-
carts, for example) but only count the value of those true conversions inside your
listing groups for quick cash in, cash out reporting.



https://www.youtube.com/watch?v=q817sWIQVoE

O Select a campaign type. Choose Performance Max

Select a campaign type
[ = e e [ =
— — =
@ - = .
= =l =
Search Rerformance Mex Display Shopping
Reach customers interested in your 2?3::2 :ﬁﬁazng:;:;;is;;?gfﬁg\e Run different kinds of ads across Promote your products with
product or service with text ads ke the web shopping ads
| |
| - ‘ - ‘
|
Video Discovery
Reach and engage viewers on Run ads on )"wTube,GmaiI,
YouTube and across the web Discover, and more

O Connect your Google Merchant Center account

To advertise products on your website, select a Merchant Center account (9

Select the country where products are sold (&

Q,  United States

(Learn how to set up and link your Google Merchant Center account here)

O Select the country where your products are sold

Select the country where products are sold

Q kelect country

{ 1
1 Country Products l

Australia 164

Canada 164 i




O Name your campaign, then click Continue

J Campaign name

Performance Max I

Budget and Bidding

O Add abudget

Budget ~
Enter the average you want to spend each day For the month, you won't pay more than your
s | daily budget times the average number of days in

a month. Some days you might spend less than

your daily budget, and on others you might spend
up to twice as much. Learn more

! Important: Budget !
We recommend running Performance Max at 80% of your Smart Shopping budget.
Then run the other 20% with a YouTube Remarketing and/or Dynamic Remarketing

Display campaign.

O Bidding: Select Conversions

Bidding ~

|

‘ What do you want to focus on? &
.‘ Conversions -
|

D Set a target cost per action (optional)

@ This campaign will use the Maximize conversions bid strategy to help you get the most conversions for

your budget

NEXT




! Important: Bidding !
We tested conversion value, conversions, tCPA, tROAS, and had good experience with
all of them.
But using maximize conversion value or maximize conversions has given us better

results during the initial launch.

Select Maximize Conversions if:
® You have an order value that fluctuates

® You are asking Google to make a big sale

Select Maximize Conversions Value if:

® You have a very consistent order value

Campaign Settings

O Select the locations you want to target

Locations ~

Select locations to target (3
(O All countries and territories
(O) United States and Canada

® {pﬂited States

(O Enter another location

O Select English

Languages ~

select the languages your customers speak. @

Q Start typing or select a languags

English €3




! Important: Languages !
Typically, we use “All languages” when we run Search campaigns because we bid on

keywords.

However, for Performance Max, it’s important to use English because you’re running

it everywhere—YouTube, Display, Search, etc.

Be sure to use whatever language settings are applicable to you (English, most likely).

O Select “Send traffic to the most relevant URLs on your site”

Final URL expansion wew

Use Final URL expansion to get more conversions from relevant searches. Google will automatically update the headline for each ad to match search intent, and drive to
the best landing page for conversion. Provide URL exclusions to limit which pages are shown. See how it works

@ Send traffic to the most relevant URLs on your site

N

EXCLUDE URLS

o Only send traffic to the URLS you've provided (3

! Important: Final URL Expansion !
If Google believes that a certain page on your site is more relevant than the site you

want your audience to go to, it will display that page. Let me illustrate.

Let’s say you’re selling shampoo and in your ads (except your product feeds), your

Final URL expansion goes to the page you designated them to go.
If Google thinks that people who click your ads usually buy certain products on a
different page, then it will use that page instead. This decision is all based on

historical conversions and the user conversion patterns that Google sees.

If you want to be more specific, you can add exclusions to have better control over

where to send your traffic to.




O Add the URLs you want to exclude (if applicable)

X Exclude URLs

Add exclusions and create rules

Enter URLs or create rules to exclude non-commercial pages or sections of your website

URLS RULES Mone selected

Enter URLs to exclude:

Enter or paste the URLs that should be excluded, one URL per line

s

Select targets on the left

CANCEL SAVE

! Important!
Google’s been so good at figuring customer pathways. You can exclude specific pages
(e.g., your blogs) but if that content is converting well, then it might not be a great

idea to exclude it. Be careful with your exclusions.

O Leave everything in “more settings” as is.

Start date: March 1,2022  End date: Not set




How to Build Your Asset Groups

It’s time to build your asset groups: which is all the creative material needed to create
any type of ad across Google’s network, including:

® Photos
® |ogos
® Videos

® Headlines

® Descriptions

In this tutorial, we’ll show you how to create and duplicate asset groups.

First:

O Name your asset group

Asset group name ~

Interests & Demographics

! Important: Asset Groups !
The assets should be customized by the intended audience.
And remember (like ad groups!), every audience gets its own asset group.

O Select “all products” or;

Listing groups ~

Merchant center account:

Choose which products to show in your ads. Some of your ads will use images, headlines and descriptions from Merchant Center.

All products  #*




O Choose only specific products you want to show in your ads. Here’s how to do that:

B Click the pencil icon

Listing groups

' Merchant center account:

Choose which products to

All products | #*

O Select “Use a selection of products”

Merchant center account:

Choose which products to show in your ads

O Use all products

@ Use a selection of products

O Find your products and select them. When you’re done, click Save.

Select products by:

Category
Search Brd@ Q
Item ID
Product group Products submitted
O ;
Condition
[0 Electronics Product type 156
[0 Religious&ce  Channel =
O Mature Custom label » _
[ Business & Industrial =
[0 Hardware ==
[0 Fumiture -
[ sporting Goods =
=

e




O Add afinal URL

Final URL
URL expansion is on (3

hitpsfwww example.cam

O Addimages

Images (&
Add up to 15 images

+ IMAGES

You can either upload images or get Google to scan your website. If you choose to scan
your website, Google will pull up images from your site and social media.

O Add logos

Logos @
Add up to 5 logos

+ LoGos

You can either upload or scan your site for logos. If you choose to scan your site, Google will get
your favicon and use it as your logo.

O Add videos

Videos &)

Add up to 5 videos. If you don't have one, Google will create videos
automatically when possible.

+ VIDEOS

You can either upload videos from your computer or from YouTube. Just add the URL
and Google will pull up those videos.




! Important: Videos !

Google will create videos for you if you don’t upload your own videos. (But you can
remove them). Our recommendation is to always create your videos.

Pro Tip :

You can use your or someone else’s YouTube videos. You don’t need permission (Google
will approve those videos.) However, just be cautious and make sure that you aren’t
violating any of your clients’ agreements and policies.You can either upload images or
get Google to scan your website. If you choose to scan your website, Google will pull up
images from your site and social media.

O Add headlines

Headlines &
Add up to 5 headlines  View suggeaﬁﬁs
Headline

0730
Headline

/30
Headline

ns30
-+ HEADLINE

The way “suggestions" work is Google will create headlines based on your site.

Whether you’re using suggestions or not, make sure that your headlines are really good and can
capture your users’ interest.

O Add long headlines

Long headlines &)
Add up to 5 long headlines

Long headline

<+ LONG HEADLINE




O Add descriptions

Descriptions (@

Add 1 60-character description and up to 4 other descriptions
View suggestions

Short description

0/&0

Description
0/a0
+ DESCRIPTION

O Add acall to action
Call to action @

RECOMMENDED
Automated

Learn more @
Get quote

Apply now

Sign up

Contact us

Subscribe

Download

Book now

Shop now
" -

We highly recommend choosing automated as your call to action. Because we’re in a

machine-learning world, it would be best to stick with Google’s choices at least for
this section.

How to Build Your Audience Signal

Generally, we always create one asset group per audience signal category like

terests & detailed demographics,” “Your data,” and “Custom segments.”




”»

In this tutorial, we’ll run through “Interests & Detailed Demographics.

Audience name [Enter audience name

Custom segments People based on their search activity, downloaded apps, or visited sites ® ~

Q_  Add or create custom segments

Your data People who have previously interacted with your business ® ~

Q_  Addyour data

Interests & detailed People based on their interests, life events, or detailed demographics ~
demographics

Q_  Addin-market segments, life events, and more

Demographics All demographics (recommended) @ L%

! Important: Duplicate Asset Groups !

To create asset groups faster, you can easily duplicate an existing asset group and
simply change the audience signal.

Just remember to reselect all the products to avoid messing up the entire campaign.
We’ll cover this in the “Duplicating an Asset Group” section.

O Name your audience

Audience name Interest & Demd|

O Skip to Interests & Detailed demographics

Interests & detailed People based on their interests, life events, or detailed demographics A
demographics

SEARCH BROWSE

| Q, walletd ) [x] |




O Type your product (or relevant keywords for your product) to search for segments
that might be applicable to your audience’s interests, life events, or demographics.
For example, if you’re selling wallets, type “wallets.”

SEARCH BROWSE In-market: other
b — Wallets

T Q walletd [ Il

mens wallet, leather wallet, mens leather wallet. ~

30 search results - r——

In-market: other

In-market: other

In-market: other

In-market: other

Wit o

You should now see the list of in-market segments, life events, or detailed

demographics you added.

Interests & detailed People based on their interests, life events, or detailed demographics A~
demographics

Wallets In-market: other [%]
Credit Card Wallets inmarket other [
RFID Blocking In-market: ather [ ]

Q, Add in-market segments, life events, and more

How to Add Sitelink Extensions

Just like adding extensions when creating search, you can add extensions in
Performance Max to show pieces of information about your business that you can
tack onto your ad, including your address, phone number, direct page links, coupons,

or even additional websites.

O Fill out your Sitelink 1 text (i.e. the header for this sitelink extension)
For example, “About Us,” “Read About the Team,” “Who We Are,” or “Read Our Epic Story”

O Fill out “Description line 17

te: Where will this click lead the reader?




O Fill out “Description line 2”
Elaborate: Why should the reader click?

O Fill out “Final URL.” Paste the URL of the page extension

O Repeat these steps for however many additional sitelinks, callout extensions, and other
extensions you’d like to include without repeating yourself.Skip to Interests & Detailed

demographics

Sitelink extensions

Select and create campaign-level sitelink extensions
Add at least 2 sitelink extensions

Add new sitelink extension

Sitelink 1

Sitelink text

0/25

Description line 1 (recommended) @

0/35

Description line 2 (recommended)

0/35

Final URL @

Remember, each additional sitelink should be an offer of some sort—even if the offer

is just for the reader to learn more!

And now, you’re ready to duplicate this asset group.

How to Duplicate an Asset Group

O You'll find all your asset groups in the Asset groups section




O Look for the asset group you want to duplicate, then click the three dots found in
the upper right corner as shown in the image below

Cerin O Paused Type: Performance Max Budget: $1.00/day

Recommendations Asset groups

Insights e

— Interests & Demographics Peviewads @ M G B ¥ [I]
Extensions Assets Audience signal
Products (filtered by Category) from images, 1logo, 1 video, 3 headlines, 1 long headline,
» Products and 2 descriptions added to this asset group Interest & Demo

= wallets, Credit Card Wallets, and 1 more

Settings ‘
Eligible 0/2 best practices
* Locations .

» Adschedule o -

Change history
| ® Encbled Ad strength: Pending  Status: Pending LISTING GROUPS ~ EDIT ASSETS  VIEW DETAILS

Show assetgroups: 5~ 1-1of1 < >

O Click “Duplicate this asset group”

Duplicate thi@sse‘i group

Edit asseis

Edit audience signals

View details
Products

Freview ads

O Name your asset group

Asset group
Show high guality ads to the right people. Start by adding your assets, the building blocks of every ad. Google will test different combinations to create high performing ads
across the formats and networks that work best for your goals and the audiences you want to reach.

Asset group name ~

Search Keywords]




! Important!

When we created our first asset group, we called it “Interest & Demo” because the
audience signal category is for “Interests & detailed demographics.”

This time, we’ll create an asset group we can use for the audience signal category
“Custom segments” based on their search activity.

Just follow the same steps we took in creating an asset group. Don’t forget to reselect your
products in the listing groups.

O In the Audience signal section, click the pencil icon to edit this audience.

Audience signal  wew

Use an audience signal to reach the right audiences faster. Start by creating or adding an audience. Performance Max will
use it as a starting point, to find new conversions across Geogle. See how it works

Interest & Demo E@

Eligible

Wallets, Credit Card Wallets, and 1 more g{g_p_gg_p_ry_:!iz_:gs_ |

SWITCH AUDIENCE SIGNAL

O Remove the current audience name.

Audience name Intarast & Derm|

O Add a new audience name.

Audience name Search Keywords and Terms




O In Custom segments, click “+ New custom segment”

Custom segments People based on their search activity, downloaded apps, or visited sites @ ~
SEARCH BROWSE + N%CUSTOM SEGMENT
Your data | A
|

Interests & detailed | ~
demographics

Credit Card Wallets In-market: other (%]

RFID Blocking In-market: other o

O Name this segment

Segment name Top Search Keywords and Terms

O Select “People who searched for any of these terms on Google” and add your
product keywords.

O People with any of these interests or purchase intentions (& rD

@ People who searched for any of these terms on Google (2
Only on campaigns running on Google properties. On other campaigns, terms will be used as interests or purchase intentions

brown leather wall Press Enter to add

—  Google search term ideas 5 p—
Ex|

Pe

People who use types of apps

! Important!

“People who searched for any of these terms on Google” is heavily targeted toward
people who searched for those terms/keywords in the last 14 days.

Pro Tip:

If you know your high-performing keywords, add them here. Then, select Google’s
suggested keywords that are relevant to your product.




Add Google search terms

7 Google search term ideas b B
q mens slim wallet C@ holder I
rfid slim card holder

bellroy slim wallet
bellroy slim sleeve

best small wallet mens

O Click Save to exit.

O In the “edit audience” page, click Save. Then a pop-up message will appear:Name
this segment

How do you want to save this audience?

Thig sudience = cutrently being used in the following s or assel groups:

i groug (Asset group) Campasgn

Interests & Demographics Parformance Max

How do you want to save your changes?

O Save this audience
The gudience will be updated, and changes will apply 1o the fisted ad or 4556t groups

@ Save this autdence a5 a copy
The oobginal dudiences will remain unchisngéd

Audienca copy nama
Search Keywords and Termns

O Select “Save this audience as a copy.” Make sure you remove the “-~-copy” in the
Audience copy name.




How do you want to save this audience?

This audience is cumently being used in the following ad or 3s5et groups:

Ad group (Assed group) Campaign

Interests & Demographics Performance Max

How do you weant 1o save your changes?

O Save this audience
The audience will b2 updated, and changes will appiy io the listed ad or asset growps.

@ Sawve this audience as & copy
The gdiginal audience will remain unchanged

Ausdience copy namsa

Search Keywords and Termnsfien]

CANCEL SAVE

O Once you’re back in the asset group page, click Save again.

[1nierests&Demographics] Previewads @ ™M G B ¥

Assets Audience signal

Interest & Demo

\ = Wallets, Credit Card Wallets, and 1 maore
“ ' Eligible  0/2 best practices

@ Enabled Ad strength: Pending Status: Pending LISTING GROUPS ~ EDIT ASSETS  VIEW DETAILS
Search Keywords Previewads B ™M G [ ¥
Assets Audience signal

E

A [ Search Keywords and Terms I
o Top Search Keywords and Terms.
= Wallets, Credit Card Wallets, and 1 more
Eligible 1/2 best practices
LS . ———

You now have two asset groups with their respective audience signals.




Listing Groups
The top two rows display your parent asset groups. Then, the others are subdivided
into their own listing groups.

Recommendations Listing groups Today Mar1,2022 = ¢
Insights
< Y  ADDFILTER
Assetgroups
° Listing group Asset growp Impr. Clicks Cost Avg.CPC Cost /il cont.
Listing groups
@ [ ] All products. Interests & Demographics o 0 $0.00 o2 ke
Extensions’
® All products. Search Keywords o 0 $0.00 = s
Products
oty Interests & Der ni o 0 $0.00
Settings ° ol Interests & Demographics
Locations . Al products
L] Search Keywords o 0 $0.00 - -
Elecironics
/Ad schedule
Abfesdims Interests & Der hi o 0 $0.00
Ghange history e Everything else in "All products™ L MBS - -

- Al products En R . o5
Eventning else in ‘Al products” BN

1-60f6

! Important!

You don’t get listing groups for lead generation. This is the only way to identify how the
asset groups are individually working.

Modify columns for listing groups Q,
Perfarmance w
Conversions ~
All camy, Cost / all convy, All cony. rate All conv. value

All conv. value / cost D All conv. value J click D Value 7 all conv.

D Cross-device conv. D Cross-device conv. value

! Important!

In the beginning of this tutorial, we suggested that you take your conversion actions
and turn off any inactive conversion actions or remove the conversion values so you
can get your real conversions.

To view those conversions, make sure you modify your columns.




O Click the “Columns” icon found on the upper right corner of the listing group page
(below the date)

m o
ko

COLUBARS EXPAMD

O Click “Conversions.” Then select the following:

All conv.

Cost / all conv.
All conv. rate
All conv. value

All conv. value / cost

Maodify columns for listing groups a,
Perfarmance ~
Conversions ~
All can, Cost / all cany. All cony. rate All cony. value

All conv. value [ cost D All conv. value / click D Walue ( all conv.

[ Cross-device conv. [ Cross-device conv. value

O Click Apply!

Read the Ultimate Guide to Performance Max Here!

PART SEVEN

Search Campaigns

1. Competitor Campaign
. Dynamic Search Ad (DSA) Campaign



http://sol8.com/performance-max

Competitor Campaign

Let’s build a competitor campaign, next.
Inside Google Ads, go to Campaigns:
1. Click the “+” symbol

2. New Campaign

3. Create a campaign without a goal’s guidance

Sales Leads Webste raffic Product and beaned considerstion
# Create a campaign without a

goals guidance
< o o RT———

COMBruCt 8 CampEgn Mep by steg

Biwnd awareness and reach App promotion Local sore vists and promations || wahout a goals rec sors

Select campaign type
Search

Leave the “Select the results you want to get from this campaign” for now

N o A

Continue

General Settings
Campaign Name: Competitor Campaign
Network: Search Network

Only choose “Search Network” and select “Include Google Search Partners”

Start date: When you want it to start
End date: Not set

mpaign URL Options: No options set




Dynamic Search Ads Setting: Don’t enter a domain
Ad Schedule: All day

Locations

Location: United States

Target: “Presence: People in or regularly in your targeted locations”

Exclude: “Presence: People in your excluded locations (recommended)”

Languages

Choose All languages

As long as your audience is searching in English, this is okay.

Audiences

Don’t touch it for now, we’ll do it later.

Budget and bidding
Budget: $10
This is one of your least amount of ad spends. Start low.

This will be your least amount of ad spend.

Bidding
Select your bid strategy:

1. Choose “Select a bid strategy directly (not recommended)”
2. Manual CPC

3. Uncheck “Help increase conversions with Enhanced CPC

e use Manual CPC in the beginning because for this campaign:




You’ll have a bad quality score

Your landing page experience will be low

You have to increase bids aggressively to steal traffic away from your

competitor

Conversions: Account-level conversion setting

Ad rotation: Optimize: Prefer best performing ads

Ad extensions

® Sitelink extensions: Choose the ones that are most appropriate for your
business
® Check out our Sitelink Extension Tutorial

® Callout extensions: Not recommended

This is to avoid “wrong company” calls from customers who thought they dialed your

competitor’s phone number.
Set up ad groups

1. Ad group name: Enter competitor’s name here
2. Default bid: $3 (and check if your bid is too low)
3. Keywords:
® [competitor name]
[competitor name + industry]

[ ]
® [competitor name + service]
o

[competitor name + specific product]



https://www.youtube.com/playlist?list=PLpSgV5gCkUvhSBqHcZ1ASCv03_FmjvYH8

Keywords are words or phrases that are used 1o match your ads with the terms people are searching for

[hawke media)

[hawkemedial

[hawke ppc]

[hawke googhe ads] I
[hawke google adwords]
[hawkemadia com)

Maich types help conirol which searches caningger your ags
kayword = Broad maich “keywond” = Phrase match  fkevworg] = Exact match Lesm magee

A Word on Keywords

Don’t start broad
Use a lot of “exact match”
Variations are good, but don’t overdo it

Ad group name: Another competitor
Default bid: $3

Keywords: Enter your competitor’s site

Click Get Keywords




Keywords are words or phrases that are used to match your ads with the terms people are searching for

google ads pricing

ppc campaign

google ads management
ad word

google ads cost

google ad services

create le ads account
google ads account login

gﬂ& advertising cost
ee google ads

google ads keyword tool

google ad manager login I

wordstream keyword tool

learn google ads o-

Match types nelp control which searches can tigger your ads
keyword = Broad maich “keyword” = Phrase match Jkeyword] = Exact match Leam more

® |If the results are relevant keywords to you, use them. If not, use the same
tactic in the first ad group build out.

® Look for intent-driven keywords

Find relevant keywords by describing what you're advertising in this ad group

o hitps://www wordstream.com/

M Enter products or services

Keywords are words or phrases thal are used to match your ads with the terms people are searching for

[wordstream tool)
[wordstream advisor]
[wordstream google ads help] 1

Match types help confrol which searches can frigger your ads
keyword = Broad match “keyword” = Pryase match [eeyword] = Exact maich Leamn more




Responsive Search Ads

Final URL:

® |If you have a 1-to-1 competitor (e.g. you sell ten different products and your
competitor sells one) send your visitor to the product page you and your

competitor have in common.

® Otherwise, send them to the most relevant page for that they searched for.

Display Path: Come up with a URL relevant to your offer.

The display URL is only what your visitors see. |t doesn’t affect the actual URL of

your landing page.

Example:
Display URL (what they see) Actual URL (where they land)
Ad - https:/iwww.seiso.jo/google_ads/free_audit ~
Headlines

® Avoid putting your competitor’s name in your headline. Instead, use the

“item/product” your users are searching for.
Once finished, click Done > Save and Continue.

If you see an error saying “ Your campaign isn’t ready yet. No traffic expected. Check

your campaign targeting to fix this,” ignore it.

Just click “Publish.”




Audience Setup

Next, go to your competitor campaign and click Audiences.

= ROE & aYTanEons
I.I SCINETY CRMEEIgRS
Aals

Extensions

m Compiilor Carmpign

* Landing pages

Hawhe Midia " g

. W

+ Demographics

Click “Type” > Remove it by clicking the “x” symbol until you have no filters displayed.

o =i

Y Tvpe in-market Jwﬂ%ﬂ ADD FILTER

L] Augdiance

Remarketing List for Search Ads (RSLA)
This is when someone clicks on your ad, visits your website, doesn’t convert, leaves—

and in the future searches again using the same search terms they used before.

To start, click on the pencil icon to edit the audience:

1. Select “observation (recommended)”

2. Add to campaign



Difference between Observation and Targeted:

Observation: They have to search the keywords and be repeat visitors to your

website (but not yet on your list), and do what you want them to do.

Targeted: They are in the existing audience and searched the specific keywords.
Go to Browse:

Choose “How they have interacted with your business”

Website visitors

Choose “All Visitors” (Google Ads)

Save

NowoN o=

In the “All visitors” row, go to Bid Adj column and click the pencil icon to edit >
Increase by 40%.

Go to Exclusions > Exclude all converters (this is optional-only for competitive
campaigns).

*If you see an error that says “Not eligible, low search volume,” it means there’s not
enough traffic searching for it to justify running Google Ads.

You can either change the keyword to something else or remove it.*

Dynamic Search Ad (DSA) Campaign

Go to campaigns:

Click the “+” symbol

New campaign

Create a campaign without a goal’s guidance
Search

Skip “Select the results you want to get from this campaign”

o 0 A LN =

Continue




General Settings

Type: Search
Campaign Name:
Network: Search Network > Only choose “Search Network” and select “Include Google

Search Partners”

Skip start and end date
Skip Campaign URL Options

Click on “Dynamic Search Ads setting” > yourdomain.com

For newer websites, you’ll have to wait until Googlebots scan or “crawls” your site

(usually around 1 month after your site is published

Language
Language: All languages
Select a target source > Use Google’s index of my website
Ad Schedule: All day

Budget and bidding
Budget: $30

Bidding: Conversions > Set a target cost per action
Conversion: Account-level conversion setting
Ad rotation: “Optimize: Prefer best performing ads”

Sitelink extensions: Choose the ones that are most appropriate for you.

Once finished, click Save and continue.

Set up an ad group

It will automatically choose “Dynamic.”

Ad group name: All Webpages




Create a rule to target webpage

Select URL > contains > Enter the “root” domain where all your products are found

(e.g. “underdoggames.com/collections/” or “underdoggames.com/products/”

This will let Google crawl your product pages.

B T e e

N

Ad group rame x
All Webpages
Calegories recommended for your website (3) -+ 1 selected CLEAR ALL
Create a new rule to target specific webpages 3 Dynamic ad targets
O Use exact URLs @ Create rules to target webpage URL contains underdoggames com/collections/ ra 9
URL =  containg AND
ADD
All webpages @ +
@ nEw D GROUP v
Leave feadback

SAVE AND CONTINUE

However, if you want to use the exact URLs:

Select “Use exact URLs” > paste the exact URL of the product > Add




Create ads

Final URL

Headline - will be pulled right from your page title
Display URL

You can only add descriptions
Use the full length
Should be about your products

If you have a theme for your store, put it here.

Once finished, click Save and Continue.

To check on what ad group goes to your pages

Go to Dynamic Search Ads > Dynamic Targets

Dymarmic Search Ad

¢ Demographics

All Webpages

Settings

Less

= Dynamic ad targets

[ PPC- John Managed |orn'arm:adti|gm

LISA )

Negative dynamic ad target

Use this if you don’t want Google to crawl a specific page.

Copy the URL of the page

Inside Dynamic Search Ad go to Negative dynamic ad target
Click Add to > Campaign

Use exact URLs

Paste the url here

Add

o> oA W N =




Adjusting your Target CPA
Inside Dynamic Search Ad:

1. Go to Ad groups
2. Select the Target CPA of the ad group
3. Click the pencil icon

O e Ad group Status Target CPA 4 Comversic
O e~ &g/ Eligiie s1o0.00 I 0.00
N All Wabpagas Eligibie £530.00 0.00
Total All enabled ad groups () 0.00

w Total Campaign ) 0.00

How to find the pages that are getting traffic
Inside Dynamic Search Ad > Landing pages

How to add a negative keyword of your brand in DSA campaign
Inside Dynamic Search Ad > Negative Keywords

Click the “+” symbol
Add negative keywords or create a list

Now N o=

Add your brand name

Brand Campaign
Inside Google Ads:
Campaigns

Click the “+” symbol
New campaign

N w N o=

Create a campaign without a goal’s audience

Search




6. Skip “Select the results you want to get from this campaign”
7. Continue

General Settings
Campaign name: Brand Campaign
Network: Search Network > Only choose “Search Network” and select “Include Google

Search Partners”

Skip Start and end dates

Skip Campaign URL options

Dynamic Search Ad setting: leave it blank
Ad schedule: all day

Location: United States

Target: “Presence: People in or regularly in your targeted locations”

Exclude: “Presence: People in your excluded locations (recommended)”

Languages

Choose All languages
Audiences: default/skip

Budget: $20

Should be on the lower end
It’s the easiest to convert
It’ll have the cheapest CPCs
It’s going to perform the best

Bidding
Select your bid strategy: Manual CPC > uncheck “Help increase conversions with
hanced CPC.




Conversions: Account-level conversion setting
Ad rotation: “Optimize: Prefer best performing ads”

Sitelink extensions: Choose the ones that are most appropriate for you.

Once finished, click Save and continue.

Set up an ad group
Ad group type: Standard
Ad group name: Brand
Default bid: $.20

Keywords: Enter your different variations of your brand name here
[brand name]
*brand name*

*brand name Google*

Once finished, click Save and Continue.

Create ads
Final URL: https://yourdomain.com
Display Path: Come up with a URL that’s relevant to your offer.
Headline:
For Headline #1: Use your brand name and pin it
® Look at what your competitors don’t have (or have) put it in your headline.

® Put your USP or anything that’s good about your company

Once finished, click “save and continue.”

If you see an error saying “ Your campaign isn’t ready yet. No traffic expected. Check

your campaign targeting to fix this,” ignore it.
Just click “Fix it” and “Publish.”




Adjust your CPCs accordingly

Go to Brand Campaign > Search Keywords > Look at columns:

® First page bid
® Top of page bid
® First position bid

Go to Audiences:

Add audiences

Add to campaign

Browse

Observation (recommended)

How they have interacted with your brand
Website visitors

All visitors (Google Ads)

Save

O N O Ok D=

Part Eight

Expansion Campaigns

1. Discovery Campaign

2. YouTube Campaign

3. Display Campaign




Discovery Campaign

This campaign is for those folks at the very top of the funnel. Don’t run them yet

because they don’t have product images in it.

In the meantime, let’s get to building:

v" New Campaign

Inside Google Ads:

o> 0 A LN R

Campaigns

Click the “+” symbol
New Campaign
Sales

Discovery

Continue

You can run YouTube ads on your own

But, it is not recommended to run YouTube ads with Discovery Campaigns

At Solutions 8, we don’t like Discovery...yet. Here’s why:

Discovery runs through Gmail and gets 40% - 60% open rate, which is counted
as a click. In other words, you pay when a user opens the Gmail Ad, and this
will eat up your budget quickly.

Running a YouTube ad is probably better than running a Discovery.

However, low barrier, free offers work well on Discovery, such as a free ebook or a

10% discount coupon or promotion.




v/ Create your campaign

Campaign name: Discovery Campaign

Location: United States

Languages: English

Bidding: Conversions > uncheck “set a target cost per action”
Ad schedule: all day

Skip start and end date
Skip Campaign URL

Conversions: Use account-level “include” in “Conversions” settings

If you’re running a 10% coupon or some sort of “lead magnet,” include that in your

campaign conversion settings.

Additionally, don’t “choose conversion actions for this campaign,” offer a lead magnet,
and then only track that conversion—you’re going to miss people who subsequently
buy.

Content exclusions: Can’t control this so keep the default settings.

v'  Create your ad group

Ad group name: Discovery

Click add or create audiences
New Custom Audiences
Audience name: Purchase Intention - [your product] (e.g. Black Leather Wallet)

Choose “Include people with any of these interests or purchase intentions
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Create

® Include people with any of these interests or purchase intentions. These are

people who’ve been looking at competitors or your own site and checking out

very specific products.




® Include people who searched for any of these terms on Google. If your
audience is visiting websites that aren’t Google-hosted but include the same

terms/keywords, they’ll use this type of targeting.

! Important: For eCommerce, you need to build an audience per product.

Remarketing: skip this for now

7. Interest and detailed demographics: Skip this for now

8. Audience expansion: Uncheck “show your ads to more people are likely to
convert”

9. Demographics: keep the default settings

® |If you have a more expensive product, you can test by removing “Lower 50%”
under Household income.

® Household income is relative to the area/zip code of your audience.

v'  Create your ads

Choose Discovery Carousel Ad > Create Campaign:

You can have multiple carousels. This is good if you want to build out each one of
your products (once Smart Shopping is up and running and you know your most

scalable products).

1. Click Image And Logos
2. Enter your domain >

3. Get your images scanned

Complete the information needed:
® Final URL

® Headline

® Description

usiness name




v" Build your card(s)
You can edit your photos and add them here.

Card details @

Images added must be the same number of images and have the same ratio as images used in other
cards.

Headline I

“ Ad URL options
Call to action text

(Automated) ~ English

DONE

Enter your headline

® Enter your final URL—make sure this is the URL of your image or the product
page as the final URL

® Add a call to action: Shop Now

® You can build up to 10 cards

Once finished, click done > Create Campaign > Continue Campaign.

YouTube Campaign

Before building your campaign, make sure to build your audiences first.




Here’s how:

In Google Ads Dashboard > Tools > Shared Library > Audience Manager > Custom
Audiences > Click the “+” symbol.

Display Search Keywords (DSK)

® Functions like your Search campaign.

® Good Practice: Take your search campaign keywords and pasting them in DSK.
Inside Google Ads > Campaigns > New campaigns > Create a campaign.

The best YouTube campaign for Smart Shopping is a YouTube Shopping Campaign.
This is what it looks like.

v New campaign

Choose “Create a campaign without a goal guidance”
Video > Shopping

Connect your feed

Campaign name: Video Shopping

Product filter: Choose specific products

Choose the products that are relevant to the video

N O oA 0=

Bid strategy: Maximum CPV
® You can’t use automated bidding strategies. You’re relying heavily on relevancy
and high traffic because your safety net is Performance Max and

Remarketing—it’ll take care of everyone who clicked on your ad.

® Start with high amount and work your way down (e.g. $1.00 - $2.00)

8. Budget and dates: Set to “Daily” and “$30”
9. End date: none



https://searchengineland.com/figz/wp-content/seloads/2019/11/shopping-ads-youtube-1920x.jpg

If you choose “campaign total” you’ll have to set an end date.

70. Networks: Uncheck YouTube search results
711. Check “YouTube videos”

12. Uncheck video partners on the Display Network
13. Locations: United States

Your location is going to run where your feed allows it to run in.

14. Languages: English
15. Content exclusions: Standard Inventory

16. Excluded types and labels: Depends on your business preferences.
17. Conversions: Keep the default setting

18. Devices: Exclude TV screen

You need visits and searches. They usually happen on computers, mobiles, and
tablets only.

19. Operating systems: Your preference. We keep the default settings.

20. Frequency capping: uncheck “cap view frequency”

It usually takes 33 impressions before a person takes action.

Create your ad group
This could be an ad group per video per product.

Ad group name: Use your product name (e.g. 2-pack Trial size bottles)
Demographics: keep the default settings

Audiences: DSK works best

Keywords: add your search campaign keywords here

Topics: Choose the topic that’s relevant to your products

o oA LN =

Placements: Click Browse > search for the YouTube channel you want your ads
0 appear in




® You can place your ad on a specific channel or video.
® Use one targeting method PER ad group.

7. Bidding: $2.00

Create your video ad

® Add a YouTube video URL

® Add your Final URL

® Add a display URL (this is your “vanity” URL)
(

Enter an ad name

Display Campaign
Pre-setup your display campaigns by:
Building your custom audience

Stick that to one ad group
Use DSK in one ad group

Use topics in a different ad group

A note on “Non-skippable in-stream”
Use it if you need to have your audience see your ads. However, you won’t get watch

rates. You can’t gauge engagement and relevance because everyone’s “forced” to

“engage” in your ad.




Inside Google Ads:

Campaigns

Click the “+” symbol

Create a campaign without a goal guidance
Display

o AN w N R

Standard display campaign

Create your campaign

Campaign name: DSK
1. Location: United States
Target “Presence: People in or regularly in your targeted locations”
Exclude “Presence: People in your excluded locations (recommended)
Languages: English
Bidding: Maximize conversions
Budget: $30
Additional settings
Optimize: Prefer best performing ads
Ad schedule: All day
. Skip Start and end dates

. Devices: Show on all devices

© © N O O~ 0D
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Campaign URL options: Your preference / if you want to set it

-
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Dynamic ads: Uncheck “Use dynamic ads for personalized ads” (if you’re on a
lower budget)

14. Product filter: No filter

15. Conversions: Account-level conversions setting

16. Content exclusions: keep the default setting

Create your ad group
Ad group name: DSK Ad Group

1. Skip Audiences




However, if you built your custom audiences, go to Browse > Your custom

audiences > select your audience.

Skip Demographics

Content targeting: put your DSK keywords here

Keyword Setting: Choose “Content: Only show ads on webpages, apps, and
videos related to these keywords.”

Target expansion: Use it with an “off” in the beginning

Create your ads

Final URL: This depends on what your ad says. (e.g. For multiple products,

send them to your “collections” page)

Images and Logos: scan your page by pasting your URL > Select the photos you

want to use

Videos: add your videos (use them sparingly)

Headline: Add your headlines here > Choose “Google Properties” to view your

headlines.

Make your images and headlines relevant and expansive enough to offer

choices.

Long headline: you can be more descriptive here.

Business name: Use title case URL:

https://vellowbirdfoods.com - YellowBirdFoods.com

This gives you a little bit of brand recognition.

Additional format options: Check all.

Once finished, Click Create Campaign > Continue to campaign



https://yellowbirdfoods.com/

PART NINE:

Optimization

-t
0

Prerequisites
. Daily Optimization
. Weekly Optimization
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. Monthly Optimization

5. Annual Optimization

After your campaigns are built, the deep work begins.

We’re talking optimization.

We’re not going to lie: optimization is time-consuming and super important to
the success of your campaigns. That said, keep in mind that improper
optimization (i.e. changing things too frequently) is equally as detrimental.

With that out of the way, let’s jump in:

Prerequisites

Back in Part One, you determined Google Ads was right for your business and

(hopefully) used our estimates and projections calculator to determine the

expected performance of your campaigns post-launch.

Using those predictions (in conjunction with our ROAS calculator), it’s time to

revisit your goals and document them.

® \What is your target CPA?
® ROAS?

hat are your main key performance indicators?



https://sol8.com/is-google-ads-right-for-my-business/
http://sol8.com/estimates
http://sol8.com/how-to-calculate-roas

Daily Optimization

On a daily basis, there won’t be a lot of optimizations to make; however, it is

important to check your account daily for:

® Ad Disapprovals
® Budgets
Review spend per day and per campaign: Are you spending the daily
budget?
® Credit Card Declines

® Active Conversion Tags

Catching these issues early can save you during your optimizations later.

Weekly Optimization

® Review Your Budget and KPI Goals
Are you on track with your budget?
ROAS goal?
® CPA and ROAS Bid: Review
Does your current CPA bid match your target?
If not, optimize!
® Search Terms: Review and Qualify
® Add Negative Keywords at the appropriate level (account,
campaign, or ad group)
® Add Positive Search Terms that you aren’t bidding on as keywords
(appropriate match type)
® Add a Coded Negative Keyword at the account level using the

following naming convention: “gads+[YYYYMMDD]+checkin” So, for
example: [gads20210927checkin]
® Budget: Check to Ensure Spend is on Target
Products, Ads, and Extensions: Check Eligibility




® Are there more than 1,000 products?

® Check for Shopping Campaign disapprovals

® Check Ad eligibility (showing or not showing and why)

® Check Ad extensions eligibility (showing or not showing and why)
® Tracking Codes and Actions

® Check Google Tag to ensure remarketing is firing more than 0%

with eComm ProdID

® Confirm all codes are intact (GTM, Analytics, etc.)

® Test conversion actions (forms, downloads, phone numbers)
® CallTrackingMetrics (If Using)

® If you are using CTM, review and manually score your recorded

calls

Monthly Optimization

® Product Performance (Analyze and Include/Exclude as Needed)
® Go to “Product Groups” and check if the products are distributed
at item ID level
If not, split them into IDs
® Sort by Conversions: Check if ROAS (last 30/60/90 days) is above
par (3x or more)
® Sort by Clicks: Check if clicks are above 50 and ROAS is below par
them EXCLUDE
® Identify Keyword Opportunities from Google Ads Interface
® Go to each ad group (under each campaign)
® Hit the “+” button and check the keyword suggestions
® Take relevant keywords and populate them in a Google Sheet for
each campaign/adgroup

® Check with your Specialist for approval and add to the respective

ad groups when approved
® Check Bidding Strategy Performance
® See if the bidding strategy in use is performing as expected




® Check CTR on High-Performing Assets
® Check CTR on high performing assets Videos, products, keywords,

ads, etc
® Make a note of the CTR for the last month

® Look into optimization to improve CTR

® Check Auction Insights and Impression Share

® Check for new competitors bidding on your keywords, especially

Brand Keywords

® Add these competitor brand keywords in your competitors

campaign (if applicable)

® Check increase/decrease in impression share

® Accordingly optimize bids to mitigate the change (if applicable)

® Check Analytics Goals Vs. Conversion Actions

® Check if identical Goals are being tracked properly in Google

Analytics

® Check if the Analytics Goals are in line with Conversion Actions

(and vice-versa)

® Create Analytics Goals if missing
® Check and Optimize Bid Adjustments
® Check:

Device bid adjustments
Demographics ID adjustment
Day/Time/Hour bid adjustment
Location bid adjustment

Audience bid adjustment

® Quality Score Review

How many keywords fall under the following buckets?
® 0S<3
® QS 3-7
® QS 8-10

® For keywords with a low quality score (QS < 3) create ad headlines with

the low QS keyword (in other words, make sure your ads are relevant)




® Audience Segments: Analyze and Create New Segments (if Needed)
® Test New Ads
If there are improvement opportunities (and ONLY if there are
improvement opportunities):
® Test new headlines (use different ad angles)
® Switch headline position
® See if it would make sense to test these ads evenly Vs. Google’s

optimization

Annual Optimizations
Each year, it’s a good time to review your products and campaign data from

the year prior. Consider:

[ The Seasonality of Your Products
How does this impact your campaign year-round?
Cyclical Products

Time Lag for Busy Season

Long Term Value of New Vs Returning clients
® Updating Your ROAS Goal

Set your ROAS goal using annual customer value

Other Optimizations: Display Network

. ©FPaused  TypeDisplay  Budget §100.00/day More details ~

Recommendations Where ads showed
Ad groups

b Ads Bextensions 1 selected it ~  View detalls

» Landing pages
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Display Campaigns: Look at where your ads are showing and make exclusions

as needed (if they aren’t relevant).
From the Google Ads dashboard:
1. Placements

2. Where ads showed

3. Select irrelevant sites and exclude

What’s Next?
You’re ready to fly, friend!

But if you’re feeling a little overwhelmed at the idea of running these

campaigns on your own, the Solutions 8 YouTube channel is chock full of

educational content including step-by-step tutorials, detailed explanations,

and the latest updates and to help you along your Google Ads journey.

Subscribe to
The Solutions 8 YouTube Channel

Or, you can sign up for Traffic Ahead, the weekly newsletter that rounds up

the best Google Ads content and delivers it straight to your inbox.

Subscribe to
Traffic Ahead: The Sol8 Weekly Update



https://www.youtube.com/channel/UCKukXk_pm3om3If9FUsBKew
https://www.youtube.com/user/solutionseight
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