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Ultimate Guide To 

Google Shopping Ads

This guide will take you through the basics of Google Shopping Feeds and 
Shopping Ads all the way through to optimization techniques and best practices. 

Learn how to set up your Shopping campaigns for success to grow and scale 
your business from the 2018 & 2019 Google Shopping Excellence Award Winners.
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Google Shopping 
Ads Basics

Google Shopping ads are the fastest growing format  

in e-commerce advertising. They allow you to show  

your products at the top of Google search results for search 

terms relevant to your products.

Google Shopping ads direct users to your product  

specific landing pages. There they can find more information 

about the product and purchase directly  

from your site.

There’s no easier way to be found by people searching  

for the products you sell than with Google Shopping.  

That’s why we recommend all e-commerce retailers  

start with Shopping ads.

What Do Google Shopping  
Ads Look Like? 
A Shopping Ad consists of your product title,  

your branding, an image and your product’s price.

What are Google Shopping Ads?

Product Title

The title of your Ad can let consumers know about your 

product’s specifications i.e the brand, size and colour. Being 

as descriptive as possible allows you to appear for all relevant 

searches. Whether or not you show for a search will be down 

to what’s included in your product title. You can optimize your 

titles to appear for your desired search terms by adding in all 

relevant terms.

Image

A picture is worth a thousand words. It’s also the main 

difference between Google Shopping ads and Search ads. 

While you can be as descriptive as possible, nothing will help 

a shopper understand your product more than an image. 

They can ‘window shop’ and decide if they’re interested in 

what you’re offering. If they don’t click, you don’t pay. But you 

have to remember that the image in your Shopping Ad must 

clearly show the product you’re advertising within Google’s 

Specifications.

https://support.google.com/merchants/answer/6149970?hl=en
https://support.google.com/merchants/answer/6149970?hl=en
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Website branding

Google Shopping ads associate your brand with your products. 

Before shoppers even click your ads they’ll know what your 

website stocks. Those that are familiar with your brand can 

then identify your business from your competitors.

Price

A Google Shopping Ad also includes the price. This can help 

filter the people searching for your products. If your product 

is too expensive for a shopper, they’re unlikely to click on your 

ad. If your price is competitive against other merchants, they 

will be more likely to continue to your website.

You only pay when someone clicks on your ad. Pre qualifying 

with your image, title and price means you’re only paying for 

relevant traffic.

Where Do They Show?
Google Shopping ads appear at the top or alongside a Google 

search results page. As mentioned above, they appear when 

your product title matches a search term. Shopping ads can 

even be shown to shoppers on the go. They are available on 

mobile devices and tablets as well as desktops.

Your ads can also be seen when shoppers click on the 

Shopping tab on the Google homepage. Here, shoppers get a 

more rounded experience with greater opportunity to compare 

products and prices.

What Are Shopping Ads For?
Google Shopping ads are used to target the best possible 

return for your ad spend. If set up correctly, they can use 

Google’s Machine Learning through Google Smart Shopping. 

They target consumers most likely to purchase, showing them 

the product ads most relevant to their needs.

Users are pre qualified and often further along their purchase 

journey and will generally have higher conversion rates as a 

result.

Google Shopping Ads are for e-commerce retailers of all sizes. 

If your goal is to sell products online, you need to be on Google 

Shopping.

What Are The Benefits? 
There are many and varied benefits of Google Shopping. 

Google Shopping ads are the best ad format for getting your 

website found by people searching for your products. You can 

create an ad with an image, title and price for every product 

on your website. Over the last few years, more than 50% of 

all Google Ads spend has shifted from traditional text ads to 

Google Shopping ads. So let’s look at some of the biggest 

benefits of Google Shopping ads.

1. Images

Google Shopping ads allow you to advertise an image for 

each of the products you are selling. The benefit this provides 

retailers over Google Search ads lies in how shoppers respond 

to images. Firstly, an image of your product means your 

Google Shopping ads are much more likely to be remembered 

than a text ad. 65% of people are visual learners and will 

remember a picture of a product over text about one. Another 

advantage of image based advertising is that shoppers are 

drawn to image ads before text ads. According to research 

from 3M, our brains process images 60,000 times faster than 

text. Using images with Google Shopping ads allows you to 

get your website found faster and easier than ever before. 

Shoppers respond to simplicity. Removing overly descriptive 

text in place of an image keeps your ads simple and effective.

2. Search page real estate

As simple as it sounds, taking up more of a search results 

page can have more of an impact on the effectiveness of your 

ads. Google Shopping ads appear above text ads, giving you 

the chance to get your products in front of shoppers at the 

first opportunity. Google Shopping ads allows you to ‘own’ a 

Google search results page with your products and brand.  

3. High conversion rates

As mentioned, one of the most practical benefits of Google 

Shopping ads is that they have relatively high conversion 

rates. Alongside the appeal of image advertising and their 

page location, shoppers are more likely to buy a product after 

clicking on a shopping ad. With Google Shopping ads, you’re 

reaching people that have shown a greater intent to buy. If 

a search matches your specific product title, the shopper is 

likely to be further along their purchase journey. 

https://www.marketingtechnews.net/news/2018/apr/24/google-shopping-vs-text-ads-where-should-digital-marketers-spend-their-adwords-budget/
https://www.marketingtechnews.net/news/2018/apr/24/google-shopping-vs-text-ads-where-should-digital-marketers-spend-their-adwords-budget/
https://www.marketingtechnews.net/news/2018/apr/24/google-shopping-vs-text-ads-where-should-digital-marketers-spend-their-adwords-budget/
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4. Save money on irrelevant clicks

Google Shopping Ads can pre-qualify buyers in a way that 

other ad formats can’t. Shopping ads show the product in the 

image, can outline sizes and colours in the title and include 

the price. If a shopper doesn’t like the look of a product, or is 

looking for a particular size or price point, they will be able to 

find the information before clicking on your ad. You only pay 

when someone clicks on your ad. By filtering our potential 

buyers before they click on your ad, Google Shopping ads save 

you money on irrelevant clicks. Pre qualifying with your image, 

title and price means you only ever pay for relevant traffic. 

5. Product specific landing pages

Google Shopping ads will direct shoppers to your website’s 

product specific landing pages. With Google Search and 

Display ads, more often than not you’re driving shoppers 

to category pages or your homepage. In doing so, you’re 

adding steps between a shopper and a sale. One of the 

biggest benefits of Google Shopping ads is that you can drive 

shoppers to the pages you want. Google Shopping ads make 

a sale as frictionless as possible by taking people to product 

pages. Shoppers would then ideally add your products to their 

cart in 1-click.  

6. No keywords

With Google Shopping ads, you don’t have to worry about 

picking the keywords most relevant to your products. Searches 

match your product data, not a manually entered keyword. The 

search popularity of your product and your title optimizations 

will dictate how sizable and relevant your traffic is. So any 

traffic shaping optimizations you want to make to your Google 

Shopping ads can happen easily at the product title level on 

your website.  

7. Dynamic Remarketing

You can use Google Shopping ads whilst also taking 

advantage of Google’s machine learning with Smart Shopping. 

Smart shopping ads are in the same format as standard 

shopping ads but utilise automated bidding to reach 

consumers more likely to purchase your particular product. As 

well as the product Shopping ads, Google’s Smart Shopping 

includes Dynamic Remarketing. This shows tailored display 

ads to your website visitors on the Google Display Network. 

The benefit of Google Shopping Ads over Google Display ads, 

is that you’re targeting shoppers who’ve shown an intent to 

purchase. The user will have searched for your product and 

clicked on your Google Shopping ads. Skip ahead to learn 

more about Google Smart Shopping.
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How To Set Them Up

As effective as they are, setting up Google Shopping Ads can 

be complicated. Let’s go through what you need to set up 

Google Shopping ads.

How to Add Products to Google 
Shopping
In order to add your products to Google Shopping, you’ll need a 

Google Shopping feed. A Google Shopping feed is a collection 

of your website’s products and relevant product information. 

It organises your website’s product data in a readable 

format ready to connect with Google Ads and allows you 

to update Google with your latest product information. 

Skip ahead to learn more about Google Shopping Feeds.

Once you’ve created your Google Shopping Feed, you 

must upload and register your feed in Google Merchant 

Centre. Skip ahead to learn how to set up Google 

Merchant Center.
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How to Create Google Shopping 
Campaigns 
Sign in to or create your Google Ads account.You will be able  

to create Google Shopping Campaigns from within Google Ads.

The first thing you’ll need to do is link your Google Merchant 

Center with your Google Ads account by sending a link request 

from your Merchant Center account to your associated Google 

Ads account.

From your Google Ads account landing page, click on the 

‘campaigns’ tab on the left-hand-side of the page and click on 

the blue plus button to create a new campaign.

Identify your goal and select Shopping as your campaign 

type. Select the appropriate Merchant Center account and the 

associated country of sale. You will then be able to choose 

your Campaign name, bid strategy, budget, campaign priority, 

targeted networks and locations.

Once you have selected the right settings for your campaign 

you can create your ads and ad groups. Select whether you 

would like individual product ads or shopping showcase ads 

then set an ad group name and bid. Once you have done that, 

there will be a Google Shopping ad for every product in your 

Google Shopping feed all within one ad group.

These steps simply outline the creation of your Google 

Shopping campaigns. You will need to set up conversion 

tracking to know where to optimize and how your ads are 

performing. You can do this through your Google Analytics 

account, if it is linked to your Google Ads account, or 

through global site tags and Google Tag Manager. With your 

conversion data, you can optimize the products within your 

campaigns, your location targeting, device targeting, time of 

day targeting and more.

To utilise Google’s Machine Learning in these optimizations, 

you’ll need Google Smart Shopping. Read on to learn more or 

skip ahead to ‘How to Set Up Google Smart Shopping.’
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What is a Google Shopping Feed?

As mentioned earlier, a Google Shopping feed is a collection 

of your website’s products and relevant product information. 

It organises your website’s product data in a readable format 

ready to connect with Google Ads and allows you to update 

Google with your latest product information.

What Needs to be in a Google  
Shopping Feed?
The product data must include a title, description, link to 

your product landing pages, a link to the product’s image, 

availability, price and for most products, brand and GTINs. For 

a list of common feed attributes and why you might need them 

skip to “Google Shopping Feed Attributes & Requirements” 

. Your feed must always stay up to date  with your website’s 

information to avoid ad disapprovals for inconsistencies.

Google Shopping feeds can be created using text (.txt) files, 

XML (.xml) files, Google Sheets or the Google Content API for 

Shopping:

•  You could create a feed in Google Sheets using a Google 

Merchant Center template and manually enter and update 

the required product information.

•  You could populate your feed in Google Sheets using 

Structured Data markups through your website’s  

HTML, however there are imitations around adjustable 

landing pages.

•  Or you could use the Dynamic Creative Google Shopping 

Feed tool to easily create an optimized feed, that 

automatically updates, through API integration.

Once you’ve created your Google Shopping Feed, you must 

upload and register your feed in Google Merchant Center. 

What is Google Merchant Center?
Google Merchant Center is a tool that allows retailers to 

connect their product data to Google Ads to create Shopping 

Ads. Without uploading your product feed to Google Merchant 

Center, you cannot advertise your products in Google 

Shopping.

Google Merchant Center is where you can see product ad 

disapprovals and other feed issues. Merchant Center rules can 

also be applied here to optimize the quality of your feeds or 

even add promotions. 

Skip to “How To Set Up Google Merchant Center” 

Google Shopping Feed Best Practices
You need to make a few considerations when you set  

up your Google Shopping Feed.

Optimize your product titles

Make sure your product titles contain the words people use 

when searching for the products you sell so that they’re 

included. This step is very important, if you fail to do it, your 

products may not show up in Google. Conduct keyword 

research for popular terms and consider conversion data for 

what terms result in sales.

Research feed attributes relevant to your  
country of sale

Many countries now require gender and age in the feed among 

others. Make sure you have the necessary data in your feed to 

accommodate all requirements or your ads will not show.

Keep all of your products in sync and make sure you  
optimize your feed when new productsare added

The products on your website need to match the products in 

your feed for attributes like availability and price. Failing to do 

https://dynamiccreative.com/google-shopping-feed-management/?utm_source=marketing&utm_medium=external_collateral&utm_campaign=shopping_ads_guide
https://dynamiccreative.com/google-shopping-feed-management/?utm_source=marketing&utm_medium=external_collateral&utm_campaign=shopping_ads_guide
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so will create a mismatch when Google crawls your website 

and your products will be disapproved.

You can set your feed to update in Merchant Center on a 

regular schedule.

Also make sure all new products are added to your feed 

so you’re advertising every product. Remember to apply all 

optimizations to titles etc. to the newly added products.

Category mapping

Although it’s not mandatory, it’s best practice to map each 

of the products in your feed to the most relevant Google 

category. This helps Google identify where to show your 

products.

GTINs

Global Trade Item Numbers (GTINs) allow Google to easily 

identify your products and improve the performance of your 

Google Shopping ads. If your product has an assigned GTIN, 

you must include it in your Google Shopping feed. Failing to 

do so will result in your ads being disapproved. Examples of 

commonly used GTINs are barcodes, ISBN, EAN etc.

Make sure your shipping tables are accurate  
and up to date

Once again, this is one of the main reasons Google Shopping 

ads fail to show. You need to ensure you have correct shipping 

rules for every product, whether it be by weight or price.

Choose the right image

As mentioned above, you need to include a link to a product’s 

image in your feed. The image in your Shopping Ad must 

clearly show the product you’re advertising within Google’s 

Specifications. As well as displaying the product clearly, make 

sure every colour and variant in your feed has an accurate 

image.

https://support.google.com/merchants/answer/6149970?hl=en
https://support.google.com/merchants/answer/6149970?hl=en
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How To Set Up Google Merchant Center

Creating a Google Account
In order to set up a Merchant Center, you must first have a 

Google account. If you do not already have a Google account, 

set one up by visiting https://myaccount.google.com/. You 

will be able to find more information about how to create an 

account from this Google Support Document.

Once you are logged in to your Google Account, Go to 

merchants.google.com to begin setting up your new  

Merchant Center.

Linking Your Merchant Center  
to Google Ads
You will need to link your Google Merchant Center with your 

Google Ads account/s. This will allow for the product data 

contained in the Merchant Center to be accessed in Google 

Ads and applied to your Campaigns!

Follow the steps below to link your accounts.

1. Go to the Merchant Center.

2. In the top right hand corner click the tool icon and select 

‘Linked Accounts’.

3. Add your Google Ads Customer Identification Number 

(CID) and send the invite.

4. Go into your Google Ads account and select linked 

accounts.

5. Find the ‘Merchant Centre’ option and accept the invite.

https://myaccount.google.com
https://support.google.com/mail/answer/56256?hl=en
https://myaccount.google.com
https://merchants.google.com
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Verifying & Claiming Your URL  
in Merchant Center

Why do I need to do this?

In order for Google to approve your products, you must first 

verify that you are the owner or have access to the website 

for which you are trying to advertise. You will then be asked 

to ‘claim the URL’ in the Merchant Center. This ensures that no 

two Merchant Centers can be running seperate feeds for the 

same website at any one time.

How do I set this up?

There are different methods you can use to verify and claim 

your website URL in the Merchant Center. The different 

methods and instructions on how to implement these, can be 

found in the Google Support Document.

Uploading a Feed in Merchant Center
Once you have set up a Google Shopping Feed, you will be able 

to upload this in your Merchant Center account. 

You feed will be in one of the 4 formats:

1. Google Sheets Document: Create a Google Sheet with all 

of the relevant product data and keep this updated with 

any new products or changes.

2. Scheduled Fetch: Host a file on your website containing 

product data. Google will then fetch this data on a 

schedule and update the data automatically.

3. Upload: Regularly upload a file kept on your computer

4. Content API: An API that allows Google to connect to 

Merchant Center directly through apps.

https://support.google.com/merchants/answer/176793?hl=en
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Supplemental Feeds
You can use a Supplemental feed to provide additional data or 

supplement existing data in a Primary feed. Common uses of 

a supplemental feed include:

•  Adding/ overriding titles and descriptions

•  Adding promotion IDs

•  Excluding particular offers

•  Adding/ supplementing any missing or incorrect data that 

may be causing the items to become disapproved

Skip ahead to learn more about Supplemental Feeds

Configuring Shipping & Tax Settings
In many countries, Google requires you to provide accurate 

shipping rates in Merchant Center for your products to be 

approved. You will have a few different options to set this up.

To access Shipping Settings go to the ‘Tool’ icon in the top 

right hand corner and select ‘Shipping and returns’. This will 

take you to a center where you can add a shipping service. 

Name the service (ie. standard shipping) and select a service 

area.

Add at least 1 shipping rate for that service. Select from the 

following to set up the rates.

1. Create a Single Rate: Use this if your website runs on a 

flat rate for shipping or if you offer free shipping on all 

orders.

2. Order Price: Set up different rates based on order price 

(eg. If you offer free shipping over $50 and a flat rate of 

$10 for everything under)

3. Order Weight: If you charge a certain rate for different 

weights (this is common for furniture stores and other 

retailers that sell products that vary vastly in weight.

4. Number of Items: Based on the number of items included 

in the order.

5. Destination: Based on the shipping address/ destination 

the package will be sent to.

The other option is to include your shipping rates in your 

product data. This can be a good option if you have a different 

rate for each SKU.

You can use shipping labels to set rates for items with specific 

attributes (eg. All products that are part of the product 

category ‘bathroom’ set shipping label to ‘bathroom shipping’. 

This can then be used to define shipping for this group of 

items.) Shipping labels can be set up in the feed or using a 

feed rule.

Learn more about shipping settings in this Google Support 

Doc.

Adding & Managing Users
You may need to add users to your account at some stage. 

It is also good to add an email user if you wish to receive 

notifications from Merchant Center about your product data, 

any item disapprovals or account suspensions. 

To add users in Merchant Center:

1. Go to the ‘Tool’ icon and select ‘Account access’.

2. Merchant Center will then ask you to log in using your 

Google account again.

3. Press the blue (+) button to add an email address.

4. Select the items you wish for the address to receive 

emails for

5. Add User

https://support.google.com/merchants/answer/6069284?hl=en
https://support.google.com/merchants/answer/6069284?hl=en
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Disapprovals & Warnings
Once your feed is uploaded and the required settings 

have been configured as above, you may still see some 

disapprovals. You will be able to see these in the ‘Diagnostics’ 

tab on the left hand side, under the ‘Products’ section.

Skip ahead to learn more about common disapprovals  

and how to resolve them.
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Google Shopping Feed Attributes  
& Requirements

There are many different attributes and requirements that are 

available to you in your Google Shopping Feed. Ultimately, the 

goal of your Google Shopping Feed is to make your Shopping 

ads as relevant to a potential customer as possible. This helps 

you to be shown when consumers are searching but also to 

help give customers a better picture when making a buying 

decision. Below, we identify what some of the most common 

Google Shopping Feed Requirements are, the benefits and why 

you might need them. For a full list of what you can include in 

your feed read our extended blog on feed requirements.

Google Shopping Feed Requirements

Attribute Required
Target 

Country
Why do it

Product ID Yes Globally

The ID must be unique to each product and would ideally be your 

product’s SKU. This allows you and Google to identify each product 

in Google Merchant Center. This should be different for every product 

and variant.

Product 

Title
Yes Globally

Your product title can let consumers know about your product’s 

specifications i.e the brand, size and colour. Being as descriptive as 

possible allows you to appear for all relevant searches. Whether or 

not you show for a search will be partly down to what’s included in 

your product title.

Product 

Description
Yes Globally

Just like your product title, the product description gives you the 

opportunity to let potential customers know about a product’s 

features & attributes. It’s important to be detailed to match the way 

that shoppers search; your ad has a better chance of being shown if 

you match a searcher’s desired product attribute.

Link Yes Globally

You need to include the product variant’s specific landing page 

so that you accurately match a user’s expectations when clicking 

on your ad. Directing to an individual product landing page is also 

beneficial by reducing the steps to a sale on your site.

https://dynamiccreative.com/google-shopping-feed-requirements/?utm_source=marketing&utm_medium=external_collateral&utm_campaign=shopping_ads_guide
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Image Link Yes Globally

You need to provide a link to your product image so that you can 

visually display the product to shoppers. While you can be as 

descriptive as possible, nothing will help a shopper understand your 

product more than an image. Make sure each product variant is clearly 

and accurately represented so consumers can make a confident 

purchase decision.

Availability Yes Globally

This attribute allows you to identify whether a product is in stock, out 

of stock or available to pre-order. This is necessary so that Google 

knows which products it can advertise; you wouldn’t want to pay for 

customers to visit your website and find their desired product out of 

stock.

Cost of 

Goods Sold 

(COGS)

Optional Globally

Including the cost of your goods in your feed is useful for 

understanding the gross profit you’ve made through your advertising. 

If you choose to report conversions with cart data, and you include 

COGS in your feed, you can remove the product & labour costs from 

your reported revenue in Google Ads.

Price Yes Globally

Price is a requirement of Shopping Ads and helps filter the people 

searching for your products. If your product is too expensive for a 

shopper, they’re unlikely to click on your ad. If your price is competitive 

against other merchants, they will be more likely to continue to your 

website. You only pay when someone clicks on your ad; pre-qualifying 

with your price means you’re only paying for relevant traffic.

Product Type Optional Globally

Unlike your Google Product Category you do not have to select from a 

list of Google categories; you can set this value to be whatever makes 

sense for your products and business. You will be able to identify by 

Product Type in Google Ads and can as such use this to set different 

bids and budgets for different product types. This is useful when you 

have priority categories which you may want to attribute more budget 

to.

Brand

Yes (for 

most 

products)

Globally

If your products have an associated brand you must include this 

attribute in your shopping feed. The benefit in doing so is that 

consumers will often include brand in their searches so by including it 

in your feed and ads your ad is more relevant and more likely to show. 

This is not required for products without a recognised brand such as 

books, movies, music and custom made products. 

GTIN

Yes (for 

most 

products)

Globally

A Global Trade Item Number (GTIN) is required for any product that 

has one. A GTIN is a global product identifier and assists Google in 

properly categorising your product. If someone searched for your 

specific brand, model and product the GTIN helps Google show the 

exact product and not just a similar one.

https://support.google.com/google-ads/answer/9028254
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Colour
Yes (for 

apparel)

Brazil, 

France, 

Germany, 

Japan, the 

UK and 

the US

Providing the colour of the product in your feed and ads helps 

consumers identify their desired products and will match to specific 

search terms that include colour. Again, although optional when 

advertising outside of the countries to the left, it is recommended to 

include this attribute so that your ads are as detailed and granular as 

possible.

Gender
Yes (for 

apparel)

Brazil, 

France, 

Germany, 

Japan, the 

UK and 

the US

This attribute is to identify to shoppers the gender for which your 

product is intended. Once again, this is to ensure your ad is targeting a 

relevant audience by identifying whether your product is designed for 

male, female or is unisex. You are only required to identify the gender 

of the product for apparel when advertising in the countries on the 

left.

Size

Yes (for 

apparel and 

all products 

available 

in different 

sizes)

Brazil, 

France, 

Germany, 

Japan, the 

UK and 

the US

Identify the size of your product with this attribute. Any of your 

products that are available in different sizes must be separately 

identified by their size. Size pre qualifies customers looking for a 

particular size of product, saving you money on irrelevant clicks.
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Merchant Center Supplemental Feeds

What Is A Merchant Center 
Supplemental Feed
A supplemental feed is a product feed that is uploaded to 

Google Merchant Center to complete or enhance your primary 

shopping feed. This feed will contain feed attributes that are 

missing from your primary feed so that you can make your 

shopping ads as relevant to a potential customer as possible. 

Supplemental feeds can be uploaded as text (.txt) files, XML 

(.xml) files or Google Sheets.

When Should You Use A  
Supplemental Feed
There are many and varied situations in which you might 

need to use a supplemental feed. But the main motivation 

for using a supplemental feed is to improve the relevancy of 

your Google Shopping ads. You need to increase the relevancy 

of your Shopping Ads to show them to the correct audience, 

show them more often and pay less for your advertising clicks. 

A supplemental feed can include extra details about your 

products that aren’t included in your primary feed to paint a 

clearer picture to both consumers and Google. For example, 

you could use your supplemental feed to include missing 

GTINs for products that require them, sale prices, custom 

labels and more.

The Benefits of Supplemental Feeds

Sale & Promotional Items

One benefit of supplemental feeds is the ability to easily 

upload and include sale prices in your Google Shopping Ads. 

Adding sale price to your feed allows you to show consumers 

your particular discounted price as the current price before 

they visit your site. In certain situations it allows you to 

advertise your lower prices alongside a product’s usual price 

to show a customer’s savings. You can also include in your 

supplemental feed the Sale Price Effective Date attribute. 

Including this attribute in your feed allows you to set a start 

and end date on your sale price. If you have a pre-planned 

sale, this is effective for ensuring the correct price is being 

displayed to consumers.

Custom Labels

You can use your supplemental feed to include up to 5 Custom 

Labels to group products for bidding, budget or promotional 

purposes. This is helpful if you want to distinguish a certain 

group of products as clearance or high priority products in 

your advertising strategy.

Fixing Merchant Center Disapprovals

If you have Merchant Center disapprovals, uploading a 

supplemental feed could help stave any ongoing issues. 

Whether it be missing images, pricing issues or missing 

GTINs, your supplemental feed could fix these issues by filling 

in or replacing the missing attributes. Skip ahead to “Fixing 

Google Merchant Center Disapprovals”.
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In the above example, you could use a supplemental feed to 

include shipping height, shipping width, images of the correct 

size and so on, to fix the disapprovals.

How To Add A Supplemental  
Feed To Merchant Center

1. Log in to your Google Merchant 

Center account. Navigate your way 

to the products tab on the left hand 

side of Merchant Center and click on 

feeds.

2. Underneath your primary feed 

you will see the option to add 

a supplemental feed. Click add 

supplemental feed.
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4. Finally, you select which primary 

feed you want to link your 

supplemental feed to.

3. You then have the opportunity to 

select the format of your feed.

• Firstly, you could create a feed in 

Google Sheets using a Google 

Merchant Center template and 

manually enter and update the 

required product information. 

• You could populate your feed in 

Google Sheets using Structured 

Data markups through your 

website’s HTML, however there 

are imitations around adjustable 

landing pages.

• You could use your content API 

but there are limitations to the 

available data attributes.

• Or you could use the Dynamic 

Creative Google Shopping Feed 

tool to easily create an optimized 

feed, that automatically updates, 

through API integration.

https://dynamiccreative.com/google-shopping-feed-management/?utm_source=marketing&utm_medium=external_collateral&utm_campaign=shopping_ads_guide
https://dynamiccreative.com/google-shopping-feed-management/?utm_source=marketing&utm_medium=external_collateral&utm_campaign=shopping_ads_guide
https://dynamiccreative.com/google-shopping-feed-management/?utm_source=marketing&utm_medium=external_collateral&utm_campaign=shopping_ads_guide
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Google Smart 
Shopping

Google Smart Shopping campaigns are a combination of 

Google Shopping and display campaigns that utilise the power 

of Machine Learning.

Standard Google Shopping ads allow you to show product ads 

at the top of Google search results for terms relevant to your 

products. Smart Shopping campaigns use automated bidding 

and placements to improve upon the results of standard 

Google Shopping Campaigns.

What is Machine Learning?
Machine Learning is the use of data and algorithms to improve 

upon the effectiveness of a task. Google is a “Machine 

Learning first” company.

Google, through their AI, use Machine Learning to determine 

which ad they show, to who and when. Google Smart Shopping 

campaigns use Machine Learning to select between different 

ad attributes to show the ads most likely to convert. 

What Are Google Smart Shopping 
Campaigns For?
Google Smart Shopping campaigns focus on maximising 

the revenue you generate from your ads. The ‘maximise 

conversion value’ bid strategy uses historical data to set 

your click bids to have greater weighting for shoppers that 

are more likely to convert. As a result of the campaign-type 

focus, Google Smart Shopping campaigns have on average 

30% higher conversion value than standard Google Shopping 

campaigns.

If you want to maximise the revenue you get from advertising 

in Google you need to be on Google Smart Shopping. 

 
 

What are Google Smart Shopping 
Campaigns?

What Are The Google Smart Shopping 
Ad Formats?

Unlike standard Google Shopping campaigns, Smart Shopping 

campaigns come in more than one ad format. Those are 

‘product shopping ads’, ‘dynamic remarketing display ads’ and 

‘dynamic prospecting display ads’.
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Product Shopping ads

Google product shopping ads are the format of standard 

Google Shopping ads. Your product shopping ad consists of 

your product title, your branding, an image and your product’s 

price. For a better understanding of what these ads look like 

you can head back to “What are Google Shopping Ads”.

Dynamic Remarketing Display ads

Smart Shopping campaigns begin to branch out from the 

standard Google Shopping campaigns by incorporating 

display ads. Dynamic remarketing display ads show products 

and brand imaging to shoppers that have clicked on your ads. 

Shoppers will be shown products they have shown intent to 

buy in banners across the Google Display Network. As a result 

Google Smart Shopping ads can drive revenue even when 

someone isn’t directly searching. For more information skip 

ahead to Dynamic Remarketing with Google Smart Shopping.

Dynamic Prospecting Display ads

In a similar manner to Display remarketing ads, dynamic 

prospecting display ads drive revenue by showcasing your 

products across the Google Display Network. However, the 

targeted audience has not clicked on your product shopping 

ads. Google’s Smart Shopping campaigns layer 3rd party data 

on display remarketing ads to target shoppers that Google 

knows have intent to buy. This format is another tool in the 

Google Smart Shopping arsenal to maximise your revenue.

Where Do Google Smart Shopping Ads 
Show?
Google Smart Shopping ads show in multiple places, targeting 

shoppers with different placements to improve revenue. The 

product shopping ads, or standard Google Shopping ads, 

appear at the top or alongside a Google search results page. 

They appear when your product title matches a shopper’s 

search term. 

The Google Smart Shopping display ads appear across the 

Google Display Network (around 2 million websites), YouTube 

& Gmail.

Google Smart Shopping ads can also be shown to shoppers 

on the go. They are available on mobile devices and tablets as 

well as desktops.

What Data Do Google Smart Shopping 
Campaigns Use?
Google Smart Shopping campaigns take into account various 

data points to set bids and allocate budget to ad formats and 

audiences. The changes to the bids and audiences the budget 

goes to all boils down to what will give you the maximum 

revenue. Google takes data from the effectiveness of your ads 

in the following different areas.

• Location: Set your location that you want to target and 

Google’s Machine Learning will look at what states, 

cities or suburbs particular products perform best in and 

optimizes towards those.

• Placements: Your Google Smart Shopping campaigns 

will consider the website placements that perform best. 

Whether it be any number of sites on the Google Display 

Network, YouTube or Gmail, the Google Smart Shopping 

display ads will be placed to maximise your conversion 

value.

• Time of day: If your ads are driving more revenue on a 

particular day or at a particular time, your Smart Shopping 

campaigns will adjust your bids so that your ads are 

showing at those times. Similarly, your budget will be 

spread among your product ads, your display remarketing 

and your display prospecting ads, in real-time, depending 

on performance.

• Devices: If you have products that perform better on 

mobile or desktop, your bids will be automatically adjusted 

to ensure your ads are shown on the correct device.

• Products: Your Smart Shopping campaigns will also 

consider what products are converting and what products 

are more likely to bring you greater revenue. Your bids for 

higher performing products will be adjusted to show those 

ads more often.

With standard Google Shopping campaigns all of these data 

points can be adjusted manually. Smart Shopping uses a 

combination of your historical retailer insights and Google’s 

user insights to optimize for you.
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How To Set Up Google Smart Shopping
Once you have recorded a verified conversion from your new 

Google Shopping ads you will be eligible to create a Google 

Smart Shopping campaign.

As with your standard Google Shopping ads, navigate to 

‘Campaigns’ and click the blue plus button on your screen. 

Once again, identify your goal and click Shopping as your ad 

type, now you’ll be able to see a Smart Shopping selection 

available to you. Set your campaign name and budget and 

proceed to ‘Product groups and assets’.

You can select which products you’d like to advertise and 

upload assets for your Smart Shopping Display Ads. You’ll 

need to upload a marketing image and write headlines and 

descriptions that relate to your business and products much 

like you would for a text ad. Alongside these ads, you will see 

product based display ads that will be shown as part of your 

Google Smart Shopping campaign.

Hit save and you will have Google Smart Shopping ads that 

use Google’s Machine learning to optimize your campaigns 

and maximise your conversion value.
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Dynamic Remarketing with Google 
Smart Shopping

What Does Dynamic Remarketing Mean?
Remarketing is commonly known as a way to re-engage with 

people who have previously visited your website, or used your 

mobile app. Dynamic remarketing is a more advanced version 

of this, allowing you to show ads that contain images of the 

specific products or services these people have recently 

viewed. This provides opportunities to generate leads and 

increase conversions by keeping your products and brand 

visible and relevant to people as they are searching and 

shopping online.

Dynamic remarketing takes advantage of the benefits of the 

Google Display Network to obtain the maximum value from 

your existing customers. The Google Display Network has a 

vast collection of websites, mobile apps and video content 

and contains over 2 million sites, reaching over 90% of people 

on the internet. This provides significant opportunities to 

expand your audience and reach.

Advantages Of Dynamic Remarketing
Remarketing will work best if your efforts are aligned with your 

strategic goals. Consider how your big picture goals such as 

the overall expansion and growth of your business align with 

marketing specific goals such as driving sales, increasing 

website traffic or promoting brand awareness. This will help to 

maximize the advantages of dynamic remarketing. 

Dynamic Remarketing encompasses many aspects of 

remarketing and provides benefits including:

• Reach: Promote your ads across devices as people are 

browsing websites and mobile apps across the Display 

Network 

• Timing: Show your ads to people that have previously 

interacted with your website or app, right when they are 

searching and more likely to result in a conversion

• Efficient pricing: Remarketing campaigns have the ability 

to use automated bidding which calculates the optimal bid 

performance for the person viewing your ad. If combined 

with a Smart Shopping campaign, dynamic remarketing 

can also layer this process with smart bidding to further 

optimize remarketing results by only showing ads to 

people likely to convert

• Easy ad creation: Further enhance your dynamic 

remarketing campaign by using Google’s free Ad Gallery 

to produce text, image and video ads that can be scaled to 

promote all of your products or services.

• Campaign statistics: Utilize Google Ads reports to review 

your campaign performance, where your ads are showing 

and the price you are paying to show your ads

Another additional benefit to using dynamic remarketing in 

conjunction with Smart Shopping is that remarketing lists are 

automatically created and enabled when your Smart Shopping 

campaign is created. This removes the need to create 

remarketing lists and audiences. The only downside to this is 

you may want to use remarketing for a specific purpose. As 

dynamic remarketing has a strong focus on targeting people 

most likely to convert, if you have another area you wish to 

focus on (i.e. target cart abandoners, website visitors, past 

converters) you may still find benefits in creating dynamic 

remarketing lists.  

Smart Shopping And Dynamic 
Remarketing
Smart Shopping campaigns use Machine Learning to 

maximise your conversion value (revenue) or your target return 

on ad spend by identifying and promoting your best selling 

products and categories to people likely to make a purchase. 

Dynamic remarketing then uses the information gathered 

during this process to further optimize and tailor remarketing 



DYNAMIC CREATIVE  |  Ad Platform 2020

© Dynamic Creative 2020 | www.dynamiccreative.com 25

efforts, resulting in enhanced conversion opportunities. 

Essentially, dynamic remarketing has the ability to boost your 

overall results by promoting ads which include images of 

the products or services that people have recently viewed on 

your website or app. Customizing the ads displayed to your 

audience in a more personalized way can help increase the 

potential number of conversions, and provides more scope 

to align your advertising efforts with your business goals and 

strategic marketing plan. For further insight from Dynamic 

Creative view our blog on Setting A Goal For Your Digital 

Advertising. 

Google’s ability to use Machine Learning to optimize your 

Smart Shopping campaigns, resulting in improved dynamic 

remarketing capabilities will work best if your campaigns are 

set up correctly from the start. If your remarketing efforts 

are not resulting in increased traffic or conversions you may 

want to review your current Smart Shopping campaign setup. 

If you’re new to creating Smart Shopping campaigns we 

encourage you to give some consideration to your product 

feed, title optimization, remarketing tags, campaign setup and 

remarketing lists. For further information on optimization skip 

ahead to “You Have Google Smart Shopping, Now What?” 

Is Dynamic Remarketing For Me?
When determining if dynamic remarketing is right for your 

business it is important to consider any restrictions that may 

impact your ability to implement this. Areas of consideration 

include:

• Dynamic remarketing can only be shown on the Google 

Display Network.

• All remarketing ads require submission and approval by 

Google’s policy review before they will be eligible to show.

• Remarketing ads must align with Google’s personalised 

advertising requirements, which include ensuring user 

privacy is respected and data collected is handled in a 

confidential and ethical manner.

• Certain categories that relate to personal hardships, 

identity and belief or sexual interests may be prohibited 

from remarketing as they can have unintentional negative 

impacts on the intended audience. Categories that are 

likely to be impacted by this include advertisements for 

alcohol, gambling, prescription medication, maternity 

wear, religious content and birth control. Google’s 

Personalised advertising article outlines these areas in 

more detail. 

It is also important to note you must have remarketing tags 

on setup correctly on your website to implement dynamic 

remarketing. Having remarketing tags means that when 

someone views a particular page on your website, it activates 

the remarketing tag associated with this webpage. This is then 

used as part of the dynamic remarketing process to identify 

which products or services have been viewed, determining 

what content to show when promoting remarketing ads. 

https://dynamiccreative.com/setting-your-digital-advertising-goal/?utm_source=marketing&utm_medium=external_collateral&utm_campaign=shopping_ads_guide
https://dynamiccreative.com/setting-your-digital-advertising-goal/?utm_source=marketing&utm_medium=external_collateral&utm_campaign=shopping_ads_guide
https://support.google.com/adspolicy/answer/143465#sensitive
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Multiple Smart Shopping Campaigns

Google Smart Shopping best practices often include splitting 

out your products into multiple Smart Shopping campaigns; 

but is that always the best practice and if so, why?

To understand the logic behind Google’s recommendation to 

split your products into multiple campaigns you have to look 

at the goal of your online advertising. Consider if your goal 

is to maximise the revenue from your ad spend, generate 

awareness, sell new or unwanted stock or hit a particular 

return on your ad spend. These different goals will determine 

whether or not it’s best to have multiple Smart Shopping 

campaigns. For more information on setting your online 

advertising goal you can read our blog on the subject here. 

Maximise Revenue
If you want to optimize towards the most revenue from your 

ad spend; the best thing you can do is keep all products 

together in the same campaign. The idea here is that you let 

machine learning maximise your conversion value, or reach 

your return on ad spend (ROAS) target, based on the products 

and categories that are selling well. In an ideal world all 

products would sell equally but that’s just not the case. Google 

will show your product ads to people based on what Machine 

Learning determines will convert and generate the most 

revenue possible. You may know which of your products sell 

well but making that decision with 70 million data points from 

Machine Learning can only be beneficial.

Grouping all products together and setting an overall ROAS 

target means that if some products are performing well and 

overachieving your target, you can advertise products that 

aren’t individually achieving your target whilst still meeting 

your goal.

Products Not Being Shown

In an attempt to generate the most revenue for your ad spend 

you may find some products are not being delivered in your 

Smart Shopping Ads when all products are grouped together. 

This is likely because those products aren’t meeting your 

target or your ad spend is too small. There are 3 options 

available to you:

• Lower your ROAS target: It may be that your products 

aren’t being shown because the ROAS target you’ve 

set on your campaign is too high. If you can lower your 

target whilst still remaining profitable, do so; products 

that previously fell below the threshold may now start 

showing. This might encourage more sales at a lower 

return on ad spend, increasing overall revenue as a result. 

• Increase your budget: If you find that you’re hitting your 

goal and some products are still not showing, it may 

be that you don’t have the requisite budget. If you’re 

achieving your goal, keep increasing your ad spend and 

other product ads may be shown whilst still achieving 

your target.

• Accept that those products will not reach the returns 

you need from your ad spend: Some products just won’t 

sell online at a profitable return. Whether there is high 

competition or your product price is too high it might be 

for the best that those product ads aren’t showing so that 

you can maximise your revenue by spending your budget 

elsewhere.

For more information on why your products may not be 

showing, skip ahead to “Why Your Shopping Ads Aren’t 

Showing & How To Fix Them”.

https://dynamiccreative.com/setting-your-digital-advertising-goal/?utm_source=marketing&utm_medium=external_collateral&utm_campaign=shopping_ads_guide
https://dynamiccreative.com/setting-your-digital-advertising-goal/?utm_source=marketing&utm_medium=external_collateral&utm_campaign=shopping_ads_guide
https://dynamiccreative.com/setting-your-digital-advertising-goal/?utm_source=marketing&utm_medium=external_collateral&utm_campaign=shopping_ads_guide
https://dynamiccreative.com/setting-your-digital-advertising-goal/?utm_source=marketing&utm_medium=external_collateral&utm_campaign=shopping_ads_guide
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Source: Google

Exceptions: Non Revenue Goals
Although grouping all products together is the best strategy 

for maximising revenue, there are situations in which this may 

not be your goal. 

Optimize To Profit Margins

It may be the case that some of your products aren’t 

compatible with your overall required return on ad spend 

because of their margin. If you’re aiming for a 500% return 

across your account and some products aren’t profitable 

unless you get a 700% return, you may not want to have a 

500% goal on those products. Remember though that just 

because you aim for 500% doesn’t mean those products won’t 

exceed your required 700%. But, if you find that a lot of your ad 

spend is going to those products and not meeting your 700% 

target, it may be time to exclude that category from your Smart 

Shopping campaign. Simply set up another Smart Shopping 

Campaign, exclude the other categories and set the return 

that you need as the target. You can then repeat this for other 

categories if necessary.

Once again though, this may not generate the most revenue 

possible from your ad spend but it will stop you paying for 

unprofitable ads. This can also be quite difficult to manage 

and maintain so we would only recommend advanced users to 

apply this strategy.

Sell Old Stock, New Releases Or A Particular Category

Another situation in which you might want to split out your 

Smart Shopping campaigns is when you need to sell particular 

stock. Be it new products or a focus category, the only tangible 

way to ensure those products are showing an ad is by putting 

them in a separate Smart Shopping campaign. This may 

require a lower ROAS target than your other campaigns if 

you’re trying to encourage more traffic and awareness of a 

particular category. If you are happy to accept a reduction in 

revenue to sell specific products this is the strategy for you.

When To Split: The Final Word
So if you have a revenue goal or a return target, you’re better 

off leaving all of your products in a single campaign. If you 

have multiple goals that aren’t necessarily revenue focused, 

splitting your products into multiple campaigns can allow you 

to set different goals.
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You Have Smart Shopping - Now What?

With advances in Google’s Smart Bidding, it’s becoming 

easier for online retailers to put all of their eggs in the Google 

Smart Shopping basket. Doing so has its benefits and its 

pitfalls. Smart Shopping takes advantage of Google’s Machine 

Learning to help reach more shoppers looking to buy the 

products you sell. However, if you’re not correctly set up or 

optimized, you could be leaving money on the table.

Another thing to consider is whether you’ve maxed out your 

Google Smart Shopping Campaign. If you can’t spend more 

whilst achieving the returns you require, you may need to look 

at expanding your advertising formats.

Read on to see if you can improve your Google Smart 

Shopping campaign performance and what ad formats you 

should move to when you’ve done all you can.

Optimize Your Shopping Feed
As touched on several times throughout this guide, optimizing 

your Google Shopping feed is the most tangible action you can 

take to improve your visibility. The more relevant your feed is 

to searches, the more likely your ads are to appear. There are 

many steps you can take to optimize your Smart Shopping 

feed attributes but the best place to start is with your product 

titles

What are product titles?

The title of your Ad can let consumers know about your 

product’s specifications i.e the brand, size and colour. Being 

as descriptive as possible allows you to appear for all relevant 

searches. Whether or not you show for a search will be down 

to what’s included in your product title. For example, if there 

are two Shopping ads for the same dress, one has the title 

“Orange Pleated Maxi Dress Size 14” and another “Summer 

Dress”, the more descriptive ad is more likely to match to a 

specific search term.

People searching for “Dresses” are generally less likely to be 

ready to purchase. You’re more likely to make a sale on a more 

specific search, where someone might know what colour or 

style they want. So you need to make sure that the product 

titles in your feed are as relevant as possible and contain the 

words you want to match for.
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Targets
The next question to ask yourself is, “What is my target? Am I 

targeting the maximum possible revenue I can achieve or do 

I need to ensure I hit a target return on ad spend (ROAS) to 

make advertising profitable?”

With Smart Shopping campaigns and digital advertising, the 

goal should always be to generate revenue and to maximise 

your conversion value.

For a better understanding of revenue goals and ROAS as a 

KPI read our blog on the goal of digital advertising.

Optimize Your Target

If you are achieving your ROAS target and would like to achieve 

a higher conversion value, consider increasing your budget. If 

your ROAS target isn’t achievable or you cannot increase your 

budget, consider decreasing your target to achieve a greater 

conversion value.

Now might be the time to set a ROAS target if you didn’t 

originally set one when creating your campaigns. Be aware 

that setting a goal above what you have achieved may 

limit your ads from being shown as often as they could. A 

recommended strategy is to look at the ROAS results and set a 

target within 10% of these results.

The key to successful optimization of these campaigns is 

incremental changes that give the algorithms the opportunity 

to learn and optimize after each change. Ideally, no more than 

1 budget or goal change should be made every 14 days.

Now It’s Time To Consider Search Ads
Search can absolutely match or improve the returns you are 

achieving in your Smart Shopping Campaigns but they must 

be set up correctly. Smart Shopping ads are set up to take 

advantage of Google’s Machine Learning and so Search Ads 

should be the same. If you want to know more about how to 

set up your Google Search campaigns for success you can 

read our blog on the topic here.

Taking the next step into Google Search can be a scary one, 

but if done correctly, you can still grow and scale your sales 

and revenue when you’ve done all you can in Google Smart 

Shopping

https://dynamiccreative.com/setting-your-digital-advertising-goal/?utm_source=marketing&utm_medium=external_collateral&utm_campaign=shopping_ads_guide
https://dynamiccreative.com/how-to-set-up-google-search-campaigns?utm_source=marketing&utm_medium=external_collateral&utm_campaign=shopping_ads_guide
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Problem  
Solving

If your Google Shopping ads aren’t showing you’re missing out 

on website traffic and potential conversions. If this is the case, 

don’t stress. Here are some common reasons your Shopping 

ads aren’t showing, and how to fix them. 

Why Your Shopping Ads Aren’t Showing 
& How To Fix Them

Budget Too Low
If your campaigns don’t have enough budget you’re limiting 

their reach. If you have a daily budget that is exhausted by 

6pm, you’re closing the door on any searches that happen 

after that time. 

This means you’re missing out on potential impressions, 

clicks and sales. The data in your account will be skewed 

towards the beginning of the day, giving you an incomplete 

picture of user behaviour. This will hinder your ability to make 

data-driven decisions.

Otherwise, you can enter a new amount manually. When 

your daily budget is no longer lower than the recommended 

amount, the red notification will disappear.

In ‘All campaigns’, look at the ‘Status’ column. If there is a red 

notification saying ‘Limited by budget’, your Google Shopping 

ads are not showing as much as they could. 

shopping campaign. If the value is lower than your target 

ROAS it may be the case that Google isn’t showing your ad 

because it will not achieve your target. 

If you can lower your target whilst still remaining profitable, do 

so; products that previously fell below the threshold may now 

start showing.

Target ROAS Too High
If you have Smart Shopping campaigns, you have the 

ability to set a target ROAS on the campaign. If you have 

one set, Google will seek to achieve this goal at the cost 

of your particular ads showing if the target is not achieved. 

Check your Google Ads account and look at your 

conversion value over cost for the last 30 days on your 
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Feed Not Optimized
Unlike Search campaigns, Shopping campaigns do not use 

keywords. This makes optimizing your feed information even 

more important. 

Google uses your product titles and descriptions to decide 

whether the item is a good match for a search query. The more 

relevant information you provide, the more likely your ads are 

to show to potential customers. It also means that if your feed 

isn’t optimized, your Google Shopping ads might not show.

To fix this, consider giving the campaign more budget. You can 

click through to the Budget explorer for Google’s suggestions. 

Every piece of information helps Google match your Shopping 

ads to the right potential customer. Go back to what 

optimizing your feed might involve to read more about this.

Google Policy Disapprovals
Google has a list of Shopping ads policies that all merchants 

must follow. If your products do not comply, they will be 

disapproved in the Merchant Center. This means they will 

not be active in your Google Ads account, and your Google 

Shopping ads won’t show to consumers searching for that 

product. 

To check this, log into your Merchant Center account. Select 

Products, then select Diagnostics. From here you can view 

a list of errors, disapprovals and warnings along with the 

High Competition
Like it or not, competition matters. Every time someone 

searches on Google an auction runs to determine which ads 

will be shown. With increased ad depth, it’s officially harder 

than ever to place on a page, let alone be at the top. 

If your Google Shopping ads aren’t showing, your competitors 

might be outbidding you. Check this using the Auction Insights 

percentage of your products affected. 

Once you have identified the issue, work to resolve it. (Skip 

ahead to common Merchant Center disapprovals here.) You 

will then need to wait up to three business days for these 

products to be reconsidered by Google.

tool. Click on your Shopping campaign, then click on the 

Auction Insights tab at the top of the page. 

This will show you key metrics about you and your 

competitors. A good place to start is Impression share, 

which tells you how many times your ad showed versus how 

many times it could have shown.

https://support.google.com/merchants/answer/6149970?visit_id=637144249903785395-2116020752&rd=1
https://support.google.com/google-ads/answer/2579754?hl=en-AU
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Merchant Center linking issues
If your Google Shopping ads aren’t showing, your Merchant 

Center and Google Ads accounts may be incorrectly linked. 

As mentioned earlier Google Merchant Center allows you to 

upload product data and is essential to running Shopping ads. 

When properly linked, it allows your product information to 

transfer easily to Google Ads. 

Billing information
Without accurate billing information your Google Shopping 

ads will not show. It’s important to provide this to avoid 

any disruptions to your ads serving and Google’s Machine 

Learning. Google will usually flag this with a red banner at the 

top of the Google Ads interface. 

If you want to double check your details are up to date, select 

Tools & settings then Billing summary. From here, select 

Manage payment methods and either add or update your 

billing information. 

Google Shopping product categories
Google’s product categories help identify the products in your 

feed and match them to potential buyers. Alongside your 

product titles and description, this information helps Google 

to fully understand which category your product belongs in. 

Without it, your Google Shopping ads may not always show for 

relevant searches.  

Add the Google product category attribute to your products in 

the Merchant Center. You can choose from Google’s taxonomy, 

which includes 6,000+ categories. While this may sound 

To check this, follow the process we outlined here. If the 

status is showing as anything but Linked, follow the required 

steps to link the two accounts. 

Once this information is up to date and the red banner in 

Google Ads has disappeared, it’s always a good idea to double 

check your account to make sure it’s spending again. To do 

this, change the date range to Today and select Cost as one 

of the metrics. You can check back over the course of the day 

to make sure your ads are spending, and therefore showing to 

potential customers. 

simple, it can be easy to agonise over which category best 

describes your product. 

Try to be as detailed as possible. If you sell denim jackets, 

you could categorise them under Apparel & Accessories. 

However, it’s better to select Apparel & Accessories > 

Clothing > Outerwear > Coats & Jackets. This gives Google 

more information to work with.

https://support.google.com/merchants/answer/6324436?hl=en
https://www.google.com/basepages/producttype/taxonomy.en-US.txt
https://support.google.com/merchants/answer/6159060?hl=en
https://support.google.com/merchants/answer/6159060?hl=en
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Fixing Merchant Center Disapprovals

If you want to advertise your products online, you need to 

adhere to Google’s requirements or your ads will not be eligible 

to serve. So let’s look at not only how to meet Google’s strict 

requirements but also how Google Merchant Center works, 

specifically addressing the most common disapprovals 

found in Merchant Center and ways to fix them as quickly as 

possible.

Different Types Of Issues In Google 
Merchant Center
Once the product feed is submitted to Merchant Center, it is 

crucial to conduct weekly checks so that you can catch and 

quickly resolve any potential issues with your feed. If Merchant 

Center is left unattended for long periods of time, it is likely 

that a number of issues may arise leading to disapprovals or 

even an account suspension. Simply put, all of your advertised 

products will stop appearing in shopping ads.

The following is an example of what it looks like when you see 

a number of disapprovals in Merchant Center:
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To find the above page, you would first have to log into your 

account. Once in, you would have to click on the Products 

tab and then Diagnostics on the left-hand panel of Merchant 

Center, which should automatically direct you to the item 

issues page. Here you will notice, if there are any, a list of 

issues that would concern your account. As you move your 

eyes to the right you’ll see all the affected items that can be 

downloaded for each particular issue.

There are three different types of issues that may pop up. 

They include: 

1. Errors: The most serious type of issue found in Merchant 

Center that needs your immediate attention. These errors 

usually mean that there has been an item disapproval, as 

shown above, or even account suspension. Consequently, 

it prevents all affected items from appearing in Google 

Shopping.  

2. Warnings: The less serious type of issue found in 

Merchant Center that still needs your attention. These 

warnings may not cause any item disapprovals or account 

suspensions but they may harm the performance of your 

affected items in Google Shopping. If left unattended for a 

period of time, it may eventually lead to item disapproval 

or even account suspension.

3. Notifications: The least serious type of issue found in 

Merchant Center. These notifications are simply tips from 

Google on how to improve your product feed and Google 

Shopping ads relevance. The more relevant the ad, the 

lower your costs and the better your returns.
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The Most Common Google Merchant 
Center Disapprovals & How To Fix Them
There are many different disapprovals that can be found in 

Google Merchant Center, but the following will give you an 

insight into the most common ones that may arise and how 

you can go about fixing them. 

Disapproval What It Means How To Fix

Incorrect Price The product price is a required attribute 

for all products.Google will ensure that the 

prices you submit in your Merchant Center 

feed and your website match. If there are any 

discrepancies between the two, the products 

will suddenly be disapproved.   

If you receive a disapproval, first check that 

the the price in the feed and the data on 

your website are matching, especially those 

prices that are on sale. Then ensure that your 

Google Shopping feed is updated frequently. 

If there are still disapprovals, you may then 

request an account review. 

Missing 

Shipping & Tax 

Information

It is important that shipping and tax 

information in Merchant Center is set up 

accurately and correctly. If you are targeting 

shipping outside the country of advertisement 

you need to ensure the price order and type 

of service is clear. Similar to tax information, 

ensure that you arrange the tax settings 

correctly with the exception of the United 

States where you need to highlight which 

states you owe tax in and the percentage.  

Ensure that you adjust the feed so shipping 

details fall into google’s policies. 

Once you have the correct shipping 

information, go to settings in Merchant 

Center, select Shipping, and set up your 

shipping rules. Then wait for the products to 

be reviewed by Google. 

To input tax information you first go to 

settings > tax to set up tax information in your 

Merchant Center. Again you wait for it to be 

reviewed by Google. 

Invalid or 

missing GTIN 

value

GTIN or Global Trade Item Number is a unique 

product identifier or barcode. They help 

Google when it comes to categorising your 

product, making it easier for them to identify 

the correct product upon searching for it. 

If you receive a disapproval, it is first 

important to ensure that you provide an 

accurate GTIN for all products that require 

them. If you don’t have the information at 

hand Dynamic Creative can help source the 

correct identifier. Contact us if you require 

assistance. Once you have done that, you 

would update the feed and wait until Google 

reviews it.
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Incorrect 

Landing Page 

URL

Ensure that the product’s specific landing 

page (ie. website page) is correct when a user 

clicks on an ad. The product URL that you 

place in your feed must match exactly that of 

the website you claimed in Merchant Center. 

Google will disapprove affected products if 

the landing page link is either broken or there 

is a 404 error.

If you receive a disapproval, first check that 

the URL in the feed and the website are 

matching. Ensure that the product is live on 

your site. If one is inconsistent you will then 

need to update your feed and wait for Google 

to review it.

Prohibited 

or Restricted 

Product 

Violations

Google has strict restrictions when it 

comes to selling products that are heavily 

regulated or not authorised to be promoted 

if considered “dangerous”. This may include 

alcohol, tobacco, counterfeit goods, weapons, 

firecrackers, drugs, and copyrighted content.   

If you receive a disapproval, ensure that you 

immediately remove all restricted products 

from your product feed. If there are any 

further issues, request a Google review. 

Incorrect 

Product 

Availability 

Google has three accepted options when 

it comes to product availability. These 

include: in stock, out of stock or preorder. It 

is important that once you submit a product 

as “in stock” that it is available to buy on the 

website. If the product is out of stock on your 

website after submitting it as in stock, then 

you will face immediate disapproval.  

If you receive a disapproval, ensure that 

you adjust any item available issues in your 

product feed. It is crucial that you submit a 

fresh feed daily so Google receives the most 

up to date information. If you see further 

discrepancies, then compare the availability 

of your products in the feed file to the 

availability of products on your website. If 

that doesn’t work, request a Google review. 

Promotional 

Text / 

Watermarks 

Images that include any branding, text, 

watermarks, borders, styling are not permitted 

in Google. Affected images will result in a 

product disapproval in Merchant Center. An 

image is only allowed if the product is clear 

with no additional promotional elements.

If you receive a disapproval ensure that 

you check all the images that are affected. 

Update images by removing all overlay text or 

watermarks. Once complete, request a review 

with Google.  

Invalid Images Google requires an image that clearly and 

accurately represents all the products in 

your feed so consumers can make confident 

purchase decisions. An error in Merchant 

Center may arise if the web link points to a 

website rather than an actual image or if the 

image is either not in an acceptable format or 

has low pixels.

If you receive a disapproval, immediately 

check your image URLs in the feed and 

update if necessary to ensure they take you to 

the product’s images rather than the website. 

Once Google’s requirements are followed, 

seek a review.
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Google Shopping With 
Dynamic Creative
Intro to Dynamic Creative
Dynamic Creative is an Ad Platform for online retailers. We 

are proud to be the current Google Shopping Excellence 

Award winners. We’ve built on our win from last year to 

be recognised as the leading provider of effective Google 

Shopping campaigns in Australia and New Zealand two years 

in a row. We have helped businesses improve their results in 

Google for 17 years and we currently work with more than 400 

websites globally. Whether you just need help getting started, 

or you want to grow and scale your business, we will take care 

of everything.

The Problem We Solve
We take the hassle out of starting, growing or scaling your 

business with Google Shopping ads and Machine Learning. 

We manage Google Shopping feed and ad creation and 

optimization. We also deal with Google Merchant Center 

management and issue resolution.

Our Ad Platform
The Dynamic Creative Ad Platform scales with your business 

goals in Google Shopping. Our Ad Platform downloads your 

product data to automatically create and maintain Google 

Shopping ads for every product on your website. Your Google 

Shopping ads will be fully managed by our team of Customer 

Success Managers.

Every product on your website will have a Google Smart 

Shopping ad, every product title optimised for relevancy and 

every ad price adjusted whenever you do.

As you progress, we have fully managed Google Shopping 

ads plans to keep up with your business priorities as you 

grow and scale. We’ll introduce machine learning, multiple 

campaign goals and expanded search ads to help you reach a 

predictable revenue growth model through your advertising.

Find out more information about Google Shopping ads and the 

Dynamic Creative Ad Platform here. 

https://www.google.com/retail/solutions/merchant-center
https://dynamiccreative.com/google-shopping-ads-management/?utm_source=marketing&utm_medium=external_collateral&utm_campaign=shopping_ads_guide&fbclid=IwAR3XwNFZ28QrCP4AmHzYWJEVlmYVIhXMYWAcL21QTaYJxyCe1Q5sF-tW2OA
https://dynamiccreative.com/google-shopping-ads-management/?utm_source=marketing&utm_medium=external_collateral&utm_campaign=shopping_ads_guide&fbclid=IwAR3XwNFZ28QrCP4AmHzYWJEVlmYVIhXMYWAcL21QTaYJxyCe1Q5sF-tW2OA

