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In this section, we're going to dive deep into your product, so think about the store, 
be that Shopify or whatever, and the products that come out of your store using this 
product feed, because it's absolutely critical to get the feed right. Otherwise, Google 
isn't going to understand what you sell and therefore won't want to show your ads. 
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So let's start with the basics. We need to update the data that we give to Google on a 
regular basis, because Google believes that the more up to date, the more recent the 
data it has is, then the more relevant that data is going to be. Just stands to reason 
that a list of products from yesterday is going to be more relevant to a prospect than 
a list from six months ago. And that's going to be more relevant than a list from five 
years ago. So we're going to send our data to Google daily so that it understands 
that, yep, we're a decent advertiser, we're on top of this, and that our data is fresh 
and therefore useful. 
 
Now, we're going to go through the feed in a fair bit of detail in this section. And 
there are some required fields, some attributes about the products that you sell, and 
there are some optional ones. And I'm going to highlight the optional ones that I 
would suggest that you use. Again, it sends a signal, a message, to the machine to 
say, “hey, I'm a smarter than the average bear advertiser, and you should give me 
some preferences because I know what I'm doing, and I'm using these optional 
things that some people might not be. But hey, Google, I am, so come on, give me 
some preference.” 
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The quality of the data that you send the machine is what drives this whole thing. 
And it's a way for you to stand out amongst your competition, because remember, a 
human being isn't making the decision here. Your first customer is the Google 
machine, the Google algorithm. So you need to understand how to keep the 
algorithm happy then it will show your ads more often for a cheaper price to more 
people. And then you will win because people will click on those, come and buy your 
stuff and that's where you profit. But you're not going straight to the customer first. 
You have to make sure that the machine likes you. So that's what we're going to do 
in this section. 
 
 
 
 
 
 
 
 
 

 
Now the simple option is just to use a spreadsheet. So you can use a Google 
spreadsheet to send your product data into Merchant Center. You don't have to 
worry about this geeky feed stuff that comes out of the back of the store. 
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Now, why would you do that? Well, if you have a relatively small number of products, 
and when we're talking small here, I'm going to say definitely less than, say 200, 
probably less than, say 50. And those products are not changing on a frequent basis. 
So not only is the price staying the same, but they're all pretty stable. They're all in 
stock. See that availability column there, column F. They're all in stock basically the 
whole time. If you've got products going in and out of stock, then you'll definitely 
want to use a feed because you do not want to have to be logging in and changing 
this spreadsheet every time you sell something. That's what a product feed does for 
you. It's essentially sending a spreadsheet behind the scenes, but it's being updated 
automatically. 
 
But if you have a few products that are not changing very often then a spreadsheet 
is an option. The other main use case for Google sheets, it's if you have a really old 
store. We had a client a few years ago that had a store that was built in, I don't know, 
2007 or something like that. And getting a feed out of this thing was virtually 
impossible. Nobody knew how to code this thing anymore. It still worked, but 
nobody could make any changes to it. We couldn't add code to it. We couldn't get 
code out of it. And they had something like 3,000, 4,000 products, 3,000 or 4,000 
SKUs. So we said, look, we're not doing a spreadsheet with 4,000. It would just be not 
cost-effective for you, dear client, to pay us to put that sheet together. 
 
But tell us what your top 50 sellers are. Let's put those in a spreadsheet. Let's get up 
and running quickly and get selling. And then once you've made some money by 
doing this, and you can see that it's going to work for your business, then let's 
reinvest that profit into building a new Shopify site. And that's exactly what they did. 
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Assuming you have Shopify. And again, there will be variations and a way to make 
this work, no matter what major shopping platform you use. But I find that most 
people that we talk to are using Shopify these days so I'm going to focus there. If you 
go into the Shopify app store, you will see a raft of options of these apps, these 
Google shopping apps, which is the simple way to say, “Hey, Shopify, grab all of my 
data and go send it over to Google Merchant Center in the right format for Google”, 
because Google has its own special requirements when it comes to data. And you 
have to format everything correctly and get everything, all the geeky stuff has to line 
up. These apps will do that for you. 
 
Now, there are a bunch of free apps, and that might be fine for you. They're just not 
as powerful as the one that we will typically recommend, which is called 
DataFeedWatch.  
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So I would recommend that you search through the app store. It's usually a screen or 
two down the page, and it's going to cost you about a dollar a day. But I'm going to 
assume if you're watching this, and you're investing in your education, you're 
investing in Google Ads, that a buck day is not beyond the limits here of what's 
going to be possible for you if you're taking this seriously as a business. And quite 
frankly, even if this is a little side hustle hobby, a dollar a day ought to be doable. 
 
DataFeedWatch is just very, very powerful. There's all kinds of things that we can do 
once that's in there. Maybe you want to start with one of the free apps, but if you're 
taking things seriously, I would highly recommend that you buy DataFeedWatch. It's 
going to cost you a buck a day for, I think the first thousand products. And then the 
price goes up slightly if you have more products than that. 
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Now, within whatever method you use, you're sending this feed across to Merchant 
Center. And this feed contains a number of fields. Think of these as the columns in 
your spreadsheet.  Everything in black is required. Anything that's in green is 
optional. So every product has to have an ID, a unique identifier for that specific 
product. And that's just normal with any kind of spreadsheet, any kind of data. You 
need that key field that everything else runs off. So Shopify creates that ID for you. 
You don't need to worry about that. 
 
Every product needs a title. Now this is a super, super critical part of making your ads 
work, but we'll talk more about titles later and how you can enrich and enhance your 
product titles to encourage Google to show your ads more often. For now, just know 
that every product will have a title when it comes out of Shopify. 
 
Every product also needs to have a description. Sometimes this will be horrible. It'll 
just have a couple of words. Most of the time that will be a paragraph or two of copy. 
It's usually the copy that you have on the product page itself on your store. So that's 
usually filled out. 
 
Then there'll be a link. And that's the link to the product page on your store, different 
from the image link, which is the link to the image of the product. So you don't load 
up pictures with your product feed. You just link to that JPEG file, like the example 
there. You'll link to that JPEG file, which is probably on your Shopify store or on a 
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server somewhere, because remember, this is just a data feed. We're not actually 
sending image files. 
 

 
Moving on down the list, every product has to have a price, of course. And it will have 
an availability, and there are three options shown there on the right. They're either in 
stock, out of stock, or you can have, pre-order. Generally speaking, it'll be in or out of 
stock. 
 
Now the two in green at the bottom of the screen here are your first two optional 
fields. I start with cost of goods sold. Now you're a retailer. I'm going to guess that 
you understand COGS. The benefit of passing a value for COGS, or cost of goods sold, 
through into Google is that there are some new fields. And we'll talk about these a 
little bit later. I'll touch on them now. But we'll go into a bit more detail later on these.  
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Some of these new fields are all relatively new inside the Google system, as of 2020. 
What we really care about, and what I care about for you as a retailer, is profit, not 
revenue. What's that old saying that revenue is for vanity, and profit is for sanity. 
Something like that. If you pass through the cost of goods, now we can calculate 
your gross profit, and we can start to optimize for gross profit, because there's no 
point chasing revenue if you've got a tiny margin. I would much rather sell a $200 
product with a 50% margin than a $2,000 product with a 2% margin. What's going to 
make you the most profit at the end of the day?And then of course, we start to 
combine that with volume data to understand total profit.  
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Hardly anybody uses this field, this cost of goods sold field. But if you can put your 
COGS value in that field, in your feed, you'll be grateful later on. You don't need to 
have it to start off with, but it opens up all of these other options, which gives you an 
edge as a retailer. And ultimately that's what we're looking for. 
 
The machine is becoming more and more of a black box. I get asked this question all 
the time when I travel around the world and talk about this stuff. If we're all using 
the same black box, aren't we all just competing against each other? Well, yes you 
are. But you can use the black box a little smarter than the next retailer. And that's 
where you're going to get your edge, and where you're going to win. This is one of 
those things that you can do. 
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And then a sale price. Now, obviously don't use this if your products are not on sale, 
but if your products are on sale, then there's a couple of benefits to this. Now, again, 
the price in your feed must match the price that's shown on your website. So if your 
website only says $12 and doesn't mention the fact that this is the sale price and that 
it used to be $15, to use the examples here, then that isn't going to work. But 
assuming that it used to be $15, and maybe over on your website, it says regular 
price $15, sale price $12, you will also get the benefit of Google tweaking your 
shopping ad a little. You can see it's got a little, just on the back picture there, you 
can see it's got a little sale call out at the top of the ad. And it shows those two prices 
with the $49 crossed out and the $29 shown next to it in bold. 
 
So again, think about the context in which your prospect is seeing your ad. It's not 
seeing your ad in isolation. It's seeing your ad next to a whole bunch of other 
competitor ads. And so this is a great way to stand out next to everybody else, 
because not only have you got a slightly cheaper price, but you can show that, hey, it 
used to be this. It's reduced to this. We can't help it. We're hardwired to love a 
bargain. So this stands out to our lizard brains and says, bargain, love bargain, click. 
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Moving on. We have two different product category types. So there's one called 
Google product category. Now this used to be a required field. It's now optional. And 
there's one called product type, which has always been optional, but what Google 
won't tell you is that this is the more important of the two. Now we didn't know this 
until we started working with Yurko at Google. He was the guy that told us focus on 
product type. Even though it's optional, it is more important. It makes a stronger 
signal that you're sending to the machine, not product category. 
 
Now, product category, there's a link on the screen there, or you can just search for 
Google product category list. They give an Excel sheet and a text file, but I've 
downloaded all of that for you and put it on a freely available website.  
 

 
 
January 2021              Copyright 2021 Brand Growth Experts    
13 



 
 

 
It's actually on my display grid tool. I think I've got a picture of it here, if you go to 
thedisplaygrid.com, and then at the bottom of that Google sheet, which is what it 
will redirect to, there are a whole bunch of tabs across the bottom there. And you'll 
find the full list of five and a half thousand, I think it is, Google product categories on 
that spreadsheet. So thedisplaygrid.com, and then look for that tab across the 
bottom of the screen. 
 
Product type is very, very similar. So essentially what both of these are, is a taxonomy. 
You can see here, we have apparel and accessories, then clothing, then outerwear, 
then coats and jackets or rain pants or rain suits. So this is just a taxonomy to help 
Google understand this product, this is where it fits. This is the category where it fits. 
Of your five and a half thousand, this is the closest one. This is the best fit. This is 
what this product is essentially. Because Google, otherwise, only has what you've 
given it in terms of title and description to make a guess. It usually makes a very 
good guess, but this just helps the machine narrow down and really understand 
what it is that you're selling. 
 
Product type is where you get to define your own taxonomy. So you could simply use 
Google's taxonomy from this five and a half thousand list and just use that. And 
these can sometimes, and sometimes will be, exactly the same. But remember, 
product type can be whatever you want it to be. So this is an option for you now, 
again, more of an advanced option, where you get to define your own taxonomy. 
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And maybe if you sell couches, you know that lots of people search for Netflix 
couches. Now, Netflix couches is not a standard Google product category, but you 
know that's something that a lot of people search for. So you might use that as part 
of your taxonomy, which again, sends Google that signal of, hey, you know how 
people are searching for this thing? I've got exactly what it is that they're looking for. 
 
So you're not keyword stuffing. You're not thinking about they searched this way, so 
I've got to get that keyword jammed into this product type somehow. But you're 
thinking about, okay, of all the products I sell, how might I categorize those? It's a 
little bit like visual merchandising. If you had a physical store, how am I going to 
categorize the products that I sell into sections in the store or sections in my 
reporting? Think about how your website is broken down into sections. Is it tops, 
pants, shoes? Is it men's, women's, kids? You can pick and choose. You can do this 
any way you like, but most people don't do it. Because it's an optional field, most 
people don't do this. So again, it's an edge that you have as a retailer, and I highly 
recommend that you use it. 
 

 
UPIs, so unique product identifiers. This is where things get a little confusing 
because there are different rules for every different vertical essentially of retailer. So 
you will need to check the Google rules for your specific vertical. Because if I tried to 
give you the rules for every single vertical, we would be here for a week, and it 
wouldn't make for very good TV. 
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If you sell products that someone else has made, then obviously when you buy that 
from the supplier, there is a brand, and there's a barcode attached. The brand is 
obvious. The barcode is that GTIN, G-T-I-N. I don't know what that stands for, but 
GTIN, let's go with it. It's the numerical part of the barcode. And every country calls 
that something slightly different. 
 
MPN is the manufacturer's part number or manufacturer's product number. So you 
may have all three of those. If you make your own stuff, and this is a home brand, 
then you'll have your own business name as the brand, but maybe you don't use 
barcodes. Maybe you're not retailing to that level yet. So your MPN will be the 
number that you call it internally. It's probably a SKU code, and you'll have a brand. 
That's fine. You, generally speaking, have to have two of these three. Having all three 
is great, but generally you'll have to have at least two. 
 
Now that identifier exists down at the bottom, that is optional and it defaults to yes. 
But if this is something that you've made, like a face mask that doesn't have a 
barcode on it, and you just whipped it up on the sewing machine this morning, then 
you can say this doesn't have a unique identifier. There is no manufacturer's part 
number. There is no barcode, in which case you would mark that as identifier exists, 
no. And then that means that you don't have to have all these other fields filled out. 
But generally speaking, good rule of thumb, two of the three. 
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And then we get into more details about the product. And again, the fields that 
you're going to need here are going to depend on exactly what you're selling and 
where you're selling it. So there are different rules generally for the UK and the US, 
and often Australia and a few other countries. If you're selling apparel, then many of 
these may be required for your particular vertical. For a lot of other types of retail, 
these are not required and stay optional. But again, check the Google rules for your 
specific niche. 
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Some more of those detailed product descriptions, material, size, and more item 
groups.  
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And then a few others. The main one I want to focus on here is custom label. Custom 
label is becoming more and more important. And it's a way where you can start to 
tag rather than, not categorize, not that product taxonomy that we had with product 
type, but essentially tag your products so that you can use them in different ways 
once we get this data inside of Google Ads. 
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Some common use cases for custom labels. One we use a lot is to add price buckets. 
So you think about a range of products. We might break that down into price 
buckets, let's say zero to 20, 20 to 50, 50 to 100, 100 to 200, and 200 plus. And then 
later on, I might want to use that and segment my products inside Google Ads for 
reporting purposes, or for setting different price targets for those different products 
that I'm selling. 
 
Now, what's more useful than price is margin, because I would, again, rather sell a 
$200 product that's got a 50% margin than something that's got a 1% or 2% margin. 
So that's another way that you could label your products. 
 
Maybe you want to label them as seasonal or stuff that's for sale, stuff that you've just 
got to get out the door. You don't want it sitting in your warehouse for another year. I 
don't really care how profitable this is. I just need to sell it. So you would tag that so 
that you can put those products in a different campaign. We'll worry about that once 
we get to the Google Ads section. 
 
And then product categories and the last one I'll mention is performance buckets. 
That's a much more advanced option where you're not just looking at the price of 
the margin, but the actual performance that you get of that Google Ad. And then 
maybe moving the product into different campaigns based on the actual 
performance. But we're not going to worry about that here. 
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So here's a completed example. One of our client's products where you can see the 
detail next to all of those fields down the side there. You can see the GTIN. Identifier 
exists, yes. We've got a custom label, zero, 20 to 50, because this is a $24.95 product. 
So using that price bucket there. The description, the size, product type, and a whole 
bunch of other stuff. 
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Now feed optimization. This is where we start to think about how do we enhance 
and enrich this basic data so that when we give it to Google, Google understands a 
little bit better what we're selling so that it can match our products to the right 
people. And the main thing here is title. So your title of your product needs to reflect 
what people are searching for and how they're searching. So it's really good to 
understand the data from your Google Ads account in terms of how do people 
search for these products. Maybe you've got a search campaign that's already up 
and running. You can learn from that. 
 
When we talk about campaign types a bit later, it's one of the reasons that I'm going 
to suggest that you do not start with smart shopping because you won't be able to 
see this data. So we're going to start the old-fashioned, manual way so that we get to 
learn a little bit about the data. Then maybe we'll test smart shopping later on. But 
we need to understand how people search for these products. Do they use size? Do 
they use gender? Do they use material in their search terms, what they're typing into 
Google? We need to understand that. 
 
Price is a huge signal, as I'll show you in just a second. Again, a reminder to add in 
product type. It's optional, but it's highly recommended. And the image that you use 
will affect how people click on your ads or how many people click on your ads, I 
should say. So you may want to, every once in a while, look at your images and think, 
how can I improve the images of maybe my top 1% of products, my top 5% of 
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products? Do we need to reshoot a bunch of products because the ones who've got 
a pretty crappy? Now, you don't need to do that very often, but it is worth thinking 
about occasionally. 
 

 
Just two quick examples here, just to broaden that out, titles and price. So here's an 
example, sort of taxonomy and example syntax that you can steal for titles for your 
store. So you do not have to use exactly this method, but typically we'll have the 
brand towards the beginning of the title, sometimes towards the end. It varies. What 
the thing is, think about the main thing to think about through here, the rule of 
thumb is have I got the noun in the title? What's the thing that I'm selling? What's 
the thing that people are searching for? Have I got that noun in the title? And then 
maybe some other attributes like gender, material, size, etc. 
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So for example, if your product title right now is gray coat, well, at least it's got the 
noun in there. It's got the word coat. But if we could change that to Zara women's 
winter coat, size 10, gray, wool, Google's going to love that much more. It's going to 
understand in more detail. It's more rich. And so it's better able to match your 
product to the person searching for that type of product. 
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And then lastly on price, this is from Andreas at Crealytics in Europe, wonderful guy, 
brilliant at Google shopping. This is a chart from, I think a couple of years ago, that he 
showed at SMX, where for this particular product, now this is only one product for 
one retailer. They work with a lot of retailers, spending over $10 million a year. So this 
may be cherry picked. I don't know. I haven't spoken to Andreas about this specific 
slide. But he showed that for this one product, when price went up just 5%, clicks 
dropped 60%. Again, this may be cherry picked. This may be one example out of 
many. I'm not suggesting that every time you raise the price 5%, you're going to see 
the same drop in clicks. But my big takeaway from this is that price is a really 
important signal to the machine. 
 
And certainly if you have competitors selling the exact same product or a very similar 
product, then you need to be price competitive. Now I don't like dropping price. I 
don't like discounting. I much prefer adding value than discounting. Discounting is 
just a race to the bottom. If everybody starts cutting price by 5%, all of a sudden, we 
all end up with no margin, and Google wins, because people are still clicking on the 
ads all day, especially the ads with the slightly cheaper products. Because the flip 
side of this coin is if the price is a little bit cheaper, then you get an oversized amount 
of the clicks available, particularly again, if you're selling the same product or a very, 
very similar product lined up next to all of your competitors. 
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So make sure your price is competitive. If your price is 40% higher than your 
competitors for the same thing, you're going to find Google shopping difficult. But 
yet, please don't cut prices just to try and get more clicks. Do consider your margin. 
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