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Optimization:
Shopping Campaigns
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● When you created your campaign, you likely created product groups that 
lumped together similar products with roughly the same value to your business

● Your next step is to use performance data to dig deeper into opportunities to 
fine tune your bidding and budget strategy for better overall ROAs
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Optimization means finding opportunity to 
improve your return on ad spend (ROAS)
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Refine Campaign Structure
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● Product groups let you bundle products that deserve the same bid

● So, the more specific your product groups, the more you can tailor bids 
according to more specific group values

● Ultimately, your goal is to find a balance between more granular segmentation 
and the work required to manage your product groups

More specific targeting means finer tuned ROAS
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● Access performance data for all products in your Shopping campaign by any 
targetable attribute - e.g. Google product category, product type, brand, and ID

○ Choose date range in the upper right corner (e.g. 14 or 30 days is a good benchmark)

○ Navigate to the Dimensions tab and choose View: Shopping
○ Select the attribute you’d like to see performance data by

Analyze performance via Dimensions tab
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● Next, sort your data ascending or descending to quickly identify highest and 
lowest performers by the metric of your choice

Clicks

See what products get 
traffic to your site

Impressions

Understand your most 
viewed products

Cost

Assess which products 
drive campaign spend

Conversions

Identify products 
with strong online sales

Cost / Conversion

Gauge product’s return 
on ad spend (ROAS)

Must have Conversion Tracking enabled to see conversion metrics.

Analyze performance via Dimensions tab

https://support.google.com/adwords/answer/6308?hl=en
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Drive more traffic & improve visibility of popular products
Subdivide highest click and impression product types, brands, and IDs into their 
own product groups with strong bids  

Streamline your campaign management
Pause or delete existing product groups with relatively low clicks or impressions 
and let these products fall into the “Everything else” catchall

Maximize volume on products that sell
Create new product groups with aggressive bids for the categories / product 
types, brands, and IDs that have a large number of conversions

Limit lower-converting ad spend
Use product groups to segment out high cost, low conversion product types, 
brands, and IDs and use a bid lower than the “Everything else” catch all

Key check points for refining product groups
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Based on this data, they will subdivide and create a product group for Item ID 100070 since it 
accumulates the majority of impressions in the Baby & Toddler > Baby Safety product group

● Data below represents 7-days of performance

● Advertiser is viewing data performance by the attributes they are currently 
using to organize their product groups:  Category > Category

● They’re also using Item ID at the third level to identify individual products they 
might want to break out and bid higher on according to performance

Example: Using Dimensions data to optimize
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● Differentiate bids across product groups - make them specific to each group’s 
value (e.g. based on return on ad spend (ROAS) or product margins)

● Use your more granular product groups to bid aggressively for your most 
important products, like best sellers or highest revenue drivers

● Ultimately, your highest bids should be for the fewest products

ID bidding

Top performers

High value segments / brands

Product type / category level bidding

Everything else - low ROAS catch all

Bids

Bids# of 
products

Ensure your bids reflect group’s value
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*Note: competitive performance data is aggregated / averaged, so all performance data is anonymous.

yes

no

● In the Product groups tab, compare your maximum cost-per-click bids (CPCs) to 
the benchmark max. CPC bids of competitors bidding on similar products*  

● Use the flowchart below to analyze your bids using these benchmarks

Your bid is ______ 
than benchmark.

lower

Are you happy with the 
group’s performance - e.

g. good impression 
share, solid CTR?

higher

No action needed - optionally, 
increase bid if highly valuable group 

to maximize traffic

Increase bid using Bid 
Simulator to estimate impact

You likely have a data quality issue 
so optimize feed for products in 

group - 
see pages 28-35

Use benchmark max. CPC to manage your bids
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Capture Total Profit Potential
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● As with all profit curve models, goal is to find optimal point where you’re 
reaching all potential customers within costs (in this case CPCs) that maintain 
profitability

● To do this, you must:

○ Understand which products have incremental traffic opportunity
○ Find optimal bids that increase impressions, but maintain profitable 

margins
○ Experiment with uncapping your budget to capture incremental traffic

Uncap your profit potential
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● In Product groups tab, review impression share by product group to see what 
percentage of when that group was eligible to show a PLA it actually did

● For product groups with comparatively low impression share:

○ Short-term, increase your bid to maximize existing visibility potential
○ Long-term, grow overall traffic potential by improving data quality for 

products in the group (see pages 28-35 for details)

Understand incremental traffic opportunity
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● The bid landscape tool can forecast how increasing your bid on a product group 
could impact your traffic and cost* 

● To access the tool, click the graph icon to the right of your current bid for a 
product group

*Note: Bid tool is only visible when enough data is available and does not work for budget capped campaigns.

Find bids that capture more traffic within margin
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● To help determine the potential impact of increasing your Shopping campaign 
budget, see the budget opportunity report in your Opportunities tab

Experiment with uncapping your budget

*Note: Budget opportunity estimate is only available for budget capped campaigns.



Google Confidential and Proprietary  Google Confidential and Proprietary  
Google Confidential and Proprietary  

Allocate Your Budget
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Use multiple campaigns to allocate your budget
● Ask yourself these questions:

○ Do you have certain products that drive more revenue than others?
○ Do you have seasonal or promotional products? 

● If you answered yes, create multiple Shopping campaigns to allocate a budget to 
a specific subset of products and improve your overall return on ad spend

Core 
Campaign

Bestsellers
Campaign

Seasonal / Promotional 
Products Campaign
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#1: Allocate budget across product subsets
● The most common use of this strategy is to allocate a higher budget to strongest 

performing targets, i.e. your bestsellers

● In this way, you can better uncap revenue potential while maintaining ROAS

ACME

Bikes

PartsBicycles$350 Everything else

Everything else$150 Parts

Bicycles$200
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Use exclusions to only bid on the right subset
● Make sure your campaign budget only goes to the product subset you intend

● In other words, use exclusions on the Everything else in ‘All products’ group



 Google Confidential and Proprietary

#2: Respond to retail / calendar promotions

Core 
Campaign

Bestsellers
Campaign

On-Sale / Seasonal 
Campaign

Flexible, efficient structure for 
seasonal promotions

Uncapped potential for your top 
performing products

Foundation for long-term testing 
and optimization

● Retailers optimize their stores all the time, moving trending items to the front 
window and displaying prominent “Sale” signs to move reduced price inventory

● Shopping campaigns let you apply these same principles to digital advertising on 
top of your regular, core campaign optimized for long-term performance
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Campaign priorities lets you tier campaigns
● Tell Google which bid to use when more than one is available for a product

● Options for low, medium, and high priorities
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Example: campaign for summer apparel

Apparel

Womens

Mens

Everything else

Acme Apparel

Everything else

Beta Branded

Everything Else

Catalan Classics

Summer Sale
Short-sleeved shirts + Shorts

Low 
Priority

Everything else

High 
Priority

● Your core campaign is structured to bid on product lines and brands, but you want 
to promote a few items as part of a summer sale

● Instead of editing your core campaign, create a campaign just for sale items -
use high priority to tell Google to use the bids in the seasonal campaign

● When your sale is over, simply pause the sale campaign
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Analyze Your Shoppers
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Use shoppers’ behavior to improve your results
● Even a perfectly optimized campaign can’t be effective if it doesn’t connect to what 

your shoppers are searching for and how they’re searching

● So, use shopper engagement data to improve how you promote your products in 
your data feed through attributes like title, description, color, and images
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● In Product groups tab, compare your product groups’ clickthrough rates (CTRs) to 
the benchmark CTRs for competitors advertising similar products  

● For product groups with CTRs lower than the benchmark, consider 
opportunities to improve the immediate appeal of the products in that group:

○ Can you improve image quality?
○ Do a quick search - how do your prices compare to competitors’?
○ Are your titles accurate and shopper-friendly?

Use benchmark CTR to understand engagement

*Note: competitive performance data is aggregated / averaged, so all performance data is anonymous.



Google Confidential and Proprietary  Google Confidential and Proprietary  
Google Confidential and Proprietary  

● Use the Search Query Report (SQR)  to see how shoppers are finding your products

● Review the report for the last 14 or 30 days:
○ Add irrelevant queries as negative keywords
○ Use the phrasing and keywords in high volume queries to better match your data feed 

information to how shoppers actually search - e.g. titles, description, color

Understand how your shoppers search



Google Confidential and Proprietary  Google Confidential and Proprietary  
Google Confidential and Proprietary  

Improve Feed Quality
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Provide clean 
product info

Keep data
feed fresh

Optimize feed 
attributes

Make images 
glamour shots

Check Feed 
Summary & 
Data Quality

● Data feeds provide the product information Google uses to serve PLAs

● The more info you provide, the better Shopping campaigns generally perform

● Feed data should be as up-to-date, accurate, and comprehensive as possible

Feed quality is key to maximizing visibility
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● Submit all required attributes and recommended attributes that fit your 
products

● Ensure data feed matches info on your website (e.g. titles, prices, availability)

● Re-upload your feed minimum every 30 days (recommended at least every 2 
weeks) and consider scheduling refreshes with automatic uploads, FTP, or API

Ensure feed is complete and fresh

https://support.google.com/merchants/answer/1344057?hl=en#US
https://support.google.com/merchants/answer/188494?hl=en#US
http://support.google.com/merchants/bin/answer.py?hl=en&answer=1219255
http://support.google.com/merchants/bin/answer.py?hl=en&answer=160627
https://developers.google.com/shopping-content/
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Attribute Values

gtin

Global Trade Item Numbers (GTINs) 
include:

● UPC, EAN (in Europe)
● JAN (in Japan)
● ISBN

mpn Manufacturer Part Number (MPN)

brand The manufacturer's brand name

Product Category UPI Requirements

Media & software gtin - UPC, EAN, or JAN

Books gtin -  ISBN (either ISBN-10 or ISBN-13)

Apparel 
E.g. shoes, sunglasses, 
handbags, and watches

brand + [gtin or mpn]

Apparel 
Others brand

All others At least 2 of gtin, mpn and brand

Exceptions*
For products where no UPI exists (e.g. custom 
goods), submit identifier exists attribute with a 
value of “false”

● Unique product identifiers (UPIs)  are codes associated with an individual 
product that help Google understand how to match a product to relevant 
queries

● Required attribute for all items that have a unique product identifier*

● See complete UPI definitions and requirements

Submit accurate UPIs for each product

https://support.google.com/merchants/answer/160161?hl=en
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*Note: Requirements are for feeds targeting most countries. Refer to feed requirements for complete requirements.

● Google product categories are your opportunity to tell Google more about your 
products in through it’s own taxonomy

● Required for certain item categories*: Apparel & Accessories, Media, Software

● Best practice to submit Google product category for all items in your data feed

● Strongly recommended to use the most specific category available for your 
items

Use Google product categories (GPCs)

https://support.google.com/merchants/answer/1344057?hl=en#US
https://support.google.com/merchants/answer/160081?hl=en
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Optimize titles for better query matching

• Use human-friendly language throughout
• Move important keywords shoppers are looking for to the front
• Avoid all capitals, keyword-stuffing, promotional text
• Mirror the product information on your website

Review the titles for your most important products and 
ensure you’re talking to customers in a way they’re familiar 

with
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Submit glamour shots of your products

• Submit 800x800 pixel images
• Consider your products’ best angles
• Avoid logos, watermarks, odd backgrounds, and multiple products
• Ensure consistency - “red shoes” titles should have red show images!

Review the images for your most important products and 
ensure you’re showing customers what they’re looking for
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Common Processing Errors:
● URL not verified
● Missing required attributes (e.g. unique product identifiers)
● Unknown “Google product category” values
● Too many/too few column delimiters (text feeds only)

Common Feed Quality Errors:
● Missing/invalid unique product identifiers
● Product crawl issues
● Data mismatch between feed and website (e.g. availability, price)

Help: Find information about troubleshooting your feed and data quality errors.

Consult Feed Status Summary and Data Quality tab to identify issues in feed
Use Merchant Center to check for feed errors

https://support.google.com/merchants/answer/188476?hl=en
https://support.google.com/merchants/answer/1680021
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Resources
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Shopping campaigns microsite
Tutorial videos, recorded hangouts, and more

Merchant Center Help Center
Searchable database of everything feeds-related

AdWords Help Center
Searchable database of campaign-related information

Google AdWords blog
All the latest news about AdWords features and opportunities

Google Commerce blog
Most up-to-date source of info about Google Shopping and Commerce

Resources

http://www.google.com/ads/shopping/shopping-campaigns.html
http://www.google.com/ads/shopping/shopping-campaigns.html
http://support.google.com/merchants/?hl=en
http://support.google.com/merchants/?hl=en
https://support.google.com/adwords/?hl=en
https://support.google.com/adwords/?hl=en
http://adwords.blogspot.com/search/label/Google%20Shopping
http://adwords.blogspot.com/search/label/Google%20Shopping
http://googlecommerce.blogspot.com/
http://googlecommerce.blogspot.com/
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Thanks!


