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Welcome back. In this next section, we're going to talk about the Google Merchant 
Center. I don't care how you spell "center." R-E, E-R, it doesn't really matter to me, but 
it's important that you understand what the Merchant Center is, short version of 
that, GMC, Google Merchant Center, and why you need it, because this is the halfway 
house if you like for Google's data. The data that comes from your store needs to be 
checked, cleaned, made sure it's accurate, before the data gets passed over to 
Google Ads, which is where you're going to run your ads.  
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First thing you're going to need to do is set up a Google Merchant Center account. 
I'm sort of going to skip over the basic basics here because I'm going to assume 
you're smart enough to go Google, Google Merchant Center, sign up for a new 
account. Awesome. 
 
Once you've done that, you will need to enter in some basic business information. 
Name, address.  
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You also need to verify and claim, so basically say to Google, prove to Google, that 
you own this domain name. And it's got a couple of ways that you can do that. You 
put a little bit of code on the site, or you're logged into your Google Tag Manager or 
Google Analytics account and it says, "Oh, well, yeah, okay. You've got access to that. 
Therefore, you must be in charge of this site. All good." Give you the big green tick 
and carry on. On that last little tab across the top there, you can add some logos in 
there as well for your branding. 
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Now we need to get our products into this thing now so that we can load up our 
products. And this is what we're aiming for when all said and done. A whole bunch of 
products that are in here and a whole lot of green across the top. That tells us that 
we've got a whole bunch of products that are active and ready to go.  
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If when you load everything up you do have a bunch of disapproved items, you'll 
scroll down to this section, and this is where you're going to see errors and warnings 
and notifications telling you about stuff that might be wrong or needs fixing inside 
your account. 
 
You can see inside of this one, there are 18,000, I think this account has around about 
200,000 products. It must've because this is 8.6%, so it must be around about 
200,000. Only 8% are affected. We're not too worried about that but it's certainly 
something that needs to get fixed. Now, you might think, "Oh my God, I've got to fix 
18,000 things," but generally speaking, a whole lot of those will have the same 
problem. Maybe the product URL structure has changed for a certain corner of your 
website and the dev didn't know this but that hasn't yet been fed through into the 
feed. Everything basically needs to match. 
 
You don't have to fix everything on this page. And again, if it's a warning or a 
notification, you can usually fairly safely ignore it. But if it is a flag saying, "Hey, there's 
a problem over here," you probably at least want to have a look at that. If not, get it 
fixed. It may not be the most important or urgent thing, but ideally, you want to have 
less than 10% of your products disapproved. Don't aim for zero. Zero is just banging 
your head against the wall. Aim for maybe 3% disapproved. Anything under, that's 
fine. 
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We need to add our feed, our primary feed into Google Merchant Center. You're 
going to do that by clicking on the big blue plus sign. And here you can see DFW, 
this one obviously uses Data Feed Watch. We've got Data Feed Watch, which I 
haven't talked a lot about but we've talked about that app over in Shopify. Data Feed 
Watch gives us a line of code that we come over here and paste into Google 
Merchant Center. There are a million different ways to do this so I'm not going to try 
and lay all of those out for you. Whichever app you use will come with instructions of 
how to link your app to Google Merchant Center. Again, dozens and dozens of 
different ways to do that. Won't make for good TV if I take you through all of those, 
but just get that bit set up. Look at the documentation of the app that you're using, 
but just know that you're going to have to come in here, click that big blue button, 
and then follow the bouncing ball to set up your primary feed. 
 
Once you've done that, you can then click on that blue link, underneath where it says 
Feed name, the name of our particular feed, click on that, and then you see these 
three hidden tabs inside of here. Processing, Settings, and Feed Rules.  
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You can dive into the feed now and start to understand what's happening. Is it 
loading up every day? What are the settings for this?  
 
 

 
 
January 2021              Copyright 2021 Brand Growth Experts    
8 



 
 

 
You can see here it's being fetched. Its GMC is running over to Shopify or to Data 
Feed Watch every day at two o'clock in the morning, and grabbing the latest copy of 
that file, and then bringing it back to GMC and having a look at all of that data. 
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And then this is also where we can start to get into the more advanced stuff like 
Feed Rules. Again, we're not going to dive deep into that here at all but just know 
that it exists. You probably won't need to add any rules at this stage just to get up 
and running. They're usually not necessary. But once you're up and running, once 
you've got ads running and things are proving that they've got some promise and 
you know you need to spend a little bit more time on this part of your business, this 
is where we can create rules. 
 
Now, the reason for using rules is that maybe it's too difficult, too time-consuming, or 
you just don't want to change the product feed itself back at source. In other words, 
you don't want to change anything about the product on your Shopify store but 
when that product is displayed in Google as an ad, you want to use a different 
description or you want to use a different title we talked about in the last video. This 
is where you can add a rule so that the change is happening programmatically. 
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If you had a spreadsheet of all of your products, you'd have to go in and change the 
spreadsheet. And then the next time all the products came into the spreadsheet, it 
would override all of those changes. You don't have to go back into the spreadsheet, 
type all the changes out again and that would be a pain in the bum. So a feed rule 
says, "Here's all the data. Now, programmatically apply these rules." If this, then that. 
If the word "woolen" is found in the description, then change material equals "wool." 
Carry on. If you find that the word "Reebok" is in the title or the description but there 
is nothing in my brand attribute, then set brand equals "Reebok". Carry On. There's a 
whole bunch of things that you can do with Feed Rules but beyond the scope of this 
course. Definitely something that once you're profitable and once you're ahead of 
the game and you're wanting advanced shopping stuff, then dig into Feed Rules. 
 

 
If we come down the left-hand side of Google Merchant Center, we get to the 
Marketing tab, and this is where you can set up promotions. And you can see here, 
we've got this: client's get a free mini shampoo bar with every purchase. You won't 
have any promotions when you start, but click on that big blue plus sign again to 
create a new promotion.  
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And I'm not going to go deep into this. It's pretty self-explanatory. Follow the 
bouncing ball. You can see across the bottom of your screen, there are four 
promotion categories. It's an amount off, a dollar amount off, a percentage off, some 
sort of free gift which is what this particular one was, or some sort of free shipping 
deal. Experiment with that. Isn't, again, not going to be the first thing that you do on 
day one. Get the basics set up and get that tucked away. Then go back and deal with 
the fires in your business, and then come back and worry about things like this later 
on. 
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Now this is where things get fun. Under the Growth section of GMC, right at the 
bottom left corner there of your screen, you'll find this Price Competitiveness 
Section. This is a client that does sell other people's products. Brands that are off the 
shelf and yet 93% of these products have no benchmark price. Again, though, there's 
about 200,000 products in here. Not a ton of data yet, but I do expect this data to 
improve and get more of this data over time.  
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But here's where it gets fun. We can come now down into the Best Sellers section. 
You can see two tabs across the top. Top Products, Top Brands. And I can filter this. I 
filtered this by country. I can also filter by category.  
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In this case, I'm going to choose Category: Swimwear, and then it's going to show 
me this. These are all of the top products in the category of Swimwear in Australia 
right now. I think this is last 30 days data. The bit that I’ve highlighted down here 
over on the right hand side, my face is covering up a bit of that but don't worry about 
that. Brand Inventory Status, and then we have Product Inventory Status is the 
column that you can't quite see. Brand Inventory, this first one here, Cupshe, Not in 
inventory. It's saying, you, this particular client, does not sell that brand. Not a 
problem. 
 
Next one down. Yes, we do sell that brand. We sell Seafolly, but we don't sell that 
particular SKU. So that's a great thing to then send back to the client and say, "Hey, 
you've already got a deal with Seafolly. You already sell this stuff. But right now the 
second most popular product in swimwear in Australia is this specific product, this 
Women's Seafolly Capri High-Waisted Pant." I have no idea what that means. I'm not 
the target market. That's okay. "But you don't sell that particular SKU but you might 
want to. If you can get those from Seafolly, you might want to go get some of those. 
If you sell them in store but not online, hey, maybe you want to change your visual 
merchandising in store because these things are hot right now. They are going to fly 
off the shelves. Get as many of these as you can." See what I mean before? I was 
talking about data and how useful this data is. So, so cool. 
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Now look at that one down at the bottom there. Here's a product that you do have in 
stock. You sell that brand. Yes, you've got this product in stock as well. So maybe you 
want to do a bit of a deal on this. Maybe you want to put a bit of love and attention 
on that product because it's the seventh most popular product in this category in 
Australia right now. Wonderful data in here. And remember, I'm just looking at the 
category of swimwear inside of here. 
 

 
 If I go back to that last screen, you can see there's a ton of all of these categories. I 
don't Know if it's the full list of five and a half thousand that Google has, but it's a lot. 
Wonderfully useful information in here. 
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And also if I move across to the next tab, to Top Brands there, it's now showing me 
the most popular brands in swimwear in Australia. You can see that column in the 
middle of the screen, they're top products in your inventory, you can see that my 
client doesn't sell SHEIN, that might be pronounced, and Cupshe. The top two 
brands in this space right now they don't sell. Cotton On, well, that's a retailer, they 
wouldn't sell those. Topanga down there is number six. They don't sell those either. 
It's giving them great information about some new relationships and new suppliers 
that they may want to go and sort out. Really useful data. 
 
There's also a new bit I saw very recently just the other day where some of this 
information is now flowing through to BigQuery. So if you're an absolute data geek, 
then know that this stuff, because I'm seeing that, I'm just thinking that this is going 
to become more and more important for Google. We'll start to pull that data into 
BigQuery, which means that we can then start to pull it into our data studio reports. 
We could then start to join that data and BigQuery with some of our first-party data. 
We could look at those most popular products that we do have in stock. Get a report 
on those, how does our price compare to other retailers. 
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Do we have one of those situations where this is a hugely popular product right now, 
but our price is 5% higher than most other people? What if we drop that price 6% 
just for the month just to test Google's going to show our product more often for 
that really popular SKU that people are searching for right now that attracts more 
people to our website? They probably buy other products while they're there 
particularly if we do some merchandising on the store. People that bought this 
product, also bought these products. You're starting to see the power of data. It's a 
wonderful, wonderful tool. And all of this data is freely available to you once you have 
GMC set up. It's great. Good stuff. 
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Now last little bit inside of GMC. Come down to Manage Programs, and you'll find 
generally speaking about nine or so of these other programs. This is where you can 
enable Google surfaces, as you can see the top left one there. Shopping ads, well, 
obviously we needed that activated, but you may have to come in and click Enable 
the first time that you join. Depends where Google are at. This used to be automatic. 
I'm not entirely sure which ones of these are enabled for you when you create a 
Google Merchant Center account, but some of these will need to be turned on, like 
Dynamic Remarketing there, top right, that needed to be enabled. You flick the 
switch, you say yes to all of the blurb, and now you're able to use dynamic 
remarketing. 
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Scrolling down a little bit. We then have Customer Reviews. If I had to choose 
between Customer Reviews and Product Ratings, I would choose Customer Reviews. 
Customer Reviews is going to mean you get that little star rating in your product ad. 
Product Rating, similar sort of thing but at the product level, so you're going to need 
a lot more ratings at that product level and most people, I don't know about you but 
I never go to a store and go, "I bought that product. I'm going to rate that product," 
or "I'm going to buy that product now," there's no way I'm going back to that 
website in a couple of weeks time to give that particular product a rating. But, I will 
probably give the retailer a rating particularly if they send me an email saying, "How 
do we do? Click this Trustpilot nine out of 10 stars." That's easy for me to do it, easy 
for them to follow up with me. So, Customer Reviews would be my pick there. 
 
If you have a physical store, then you want to look at those local products and local 
inventory ads. Most retailers I talked to are online only so I'm not going to dive deep 
into that in this one. Promotions, we've covered, and Market Insights, we've covered. 
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There you go. Merchant Center, super powerful, loads of really interesting data in 
there but really, really important to get your feed set up properly and then pass it 
into Merchant Center. Make sure you're pulling that feed daily, add rules some time 
in the future once you know what you're doing, once you've got ads up and running, 
and then come in and play with all of that price data we looked at before.  
 

 
And check this screen, this Managed Programs screen, to see if there are some 
additional tools that you can use in here, again, that give you just that little edge over 
your competitors. 
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