
Proprietary + ConfidentialProprietary + Confidential

Demand Gen for 
Retailers: Campaign 
Best Practices and 
Checklists
Use this guide to ensure your Demand Gen campaigns (with 
product feeds) are set up for optimal performance.

Learn More in the Google Ads Help Center
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Learn More about Demand Gen in the Google Ads Help Center
Learn More about Product Feeds in the Google Ads Help Center

Google Merchant Center (GMC) Feed & Products

Link GMC Feed to Campaign
Navigate to campaign settings in Google 
Ads and actively link your approved GMC 
account containing the relevant product 
feed.  In GMC, ensure that you enable 
“Shopping ads” as a marketing method.

Maintain an Accurate & 
Fresh Product Feed 
Verify product titles, images, URLs, prices, sale 
prices, and country availability are current 
and accurate. Use optional [short_title] and 
[checkout_link_template] attributes for 
maximum performance.  

Align Product Feeds 
to Your Message
For broad marketing creative messages, such 
as a brand narrative, showcase your entire 
product feed.  For marketing creatives 
promoting specific products, categories, or 
brands, use filters to narrow the product feed 
to your creative's focus.

Maximize Product Selection
 in Your Feed
Ideally, include all relevant products from your 
catalog. At a minimum, aim for at least 50 
approved products. Larger catalogs benefit 
from 10,000 or fewer products.  While 
campaigns with as few as 1 product is 
supported, at least 4 is recommended to 
maximize eligibility across all ad placements.

Prevent Product 
Serving Issues
Ensure sufficient eligible GMC products are 
available in targeted geographics. For 
example, if a GMC feed is only for the USA, but 
the campaign targets other territories, 
impressions outside the USA will lack product 
feed ad formats.

Track Product Clicks
Use the tracking template in Google Ads to 
accurately track product feed clicks. It is NOT 
recommended to hard code parameters in 
GMC. 

Bidding Strategy & Budget

Choose the Right Bid Strategy for Your Goal 
Select a bid strategy that matches your primary objective. Start with 'Maximize Conversions' to get the 
most conversions within your budget. After collecting sufficient data (about 50 conversions), consider 
switching to 'Target CPA' or 'Target ROAS' for more specific cost or return goals.  Alternatively, you can 
continue to use ‘Max Conversions’.  If you have physical stores, use Omnichannel bidding to drive both 
online sales and store visits.

Set a Competitive Daily Budget 
Optimize campaigns by utilizing Reach Planner or Performance Planner for bid and budget 
recommendations. Before scaling, use the in-UI tCPA Scaling Simulator to forecast traffic impact from bid 
increases. Continuously monitor and adjust your budget according to results and goals for a competitive 
advantage.

Include App Conversions in Bidding (If Applicable)
If tracking app conversions, ensure the relevant app conversion actions are set to 'Primary' in conversion 
settings so they are included in your chosen automated bidding strategy (Max Conversions, tCPA, tROAS).

https://support.google.com/google-ads/answer/13695777?hl=en&ref_topic=13688777&sjid=14569226313226674325-NC
https://support.google.com/google-ads/answer/13721750?hl=en&ref_topic=13687977&sjid=16841256889904578528-NC
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Optimization & Measurement
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Creative & Targeting

This checklist is a guide based on best practices for Demand Gen campaigns using product 
feeds. Continuous monitoring and optimization are key to success.

Optimize Asset Variety - Rule of Threes
Including 3 of each image formats (portrait, square, landscape), 3 of each video format 
(square, landscape, vertical) and at least 3 descriptions and 3 headlines in each of your ad groups.

Write Engaging Ad Copy (Headlines/Descriptions)
Focus text on your overall offering, brand, or promotions (e.g., "Free Shipping", “Eco-Friendly 
Activewear”), not just individual products. Only one headline/description allowed per ad.

Reach the Right Shoppers with Audience Targeting
Define and apply appropriate audience segments within ad group settings. For Lookalike segments: 
Ensure seed lists (Customer Match, site visitors) are populated, create the Lookalike segment 
selecting a seed list and expansion level Broad, and apply it (often best in its own ad group). Also 
consider Custom Segments (using top search keywords) or relevant In-Market/Affinity audiences.

Adopt Data-Driven Attribution (DDA)
Review eligibility and change the attribution model for your key conversion actions to DDA in 
Google Ads conversion settings (Tools & Settings > Measurement > Conversions) to better value 
ad interactions across the funnel.

Implement Full Website Conversion Tracking
Verify the Google Tag (gtag.js or via Google Tag Manager) is deployed and firing correctly across all 
website pages to capture web conversions.  Turn on Enhanced Conversions.

Track & Bid on App Conversions (If Applicable)
If you have a mobile app: Integrate the Google Analytics for Firebase (GA4F) SDK, log key in-app 
conversion events (e.g., purchase) equivalent to your web conversions, link GA4F to Google Ads, and 
ensure app conversion actions are set to 'Primary' for bidding. (Note: Deep linking via App 
Links/Universal Links is also required for full Web to App Connect functionality).

 

Image formats (portrait, square, landscape)

Video format (square, landscape, vertical)

Descriptions

Headlines

Learn More about Demand Gen in the Google Ads Help Center

https://support.google.com/google-ads/answer/13695777?hl=en&ref_topic=13688777&sjid=14569226313226674325-NC
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Checklist: Product Feed Hygiene
Keep Product Data Accurate & Up-to-Date
Verify titles, descriptions, utilize [short_title] (<65 chars), check image links are live, 
landing page URLs are correct, and [price] / [sale_price] attributes are accurate.

Use the highest quality images, to ensure best performance
Submit the largest, highest resolution, full-size image you have for the product, up 
to 64 megapixels. We recommend images of at least 300 x 300 pixels.

Sync Feed Availability with Stock Levels
Regularly synchronize feed inventory with actual stock levels using the 
[availability] attribute. Ensure products are set as available only in regions where 
you can fulfill orders.

Ensure Sufficient Product Variety
If using manual product filters in the campaign, make sure at least 50 approved and 
relevant products are selected. For marketing creatives promoting specific 
products, categories, or brands, use filters to narrow the product feed to match

Optimize titles with [short_title]
Review and edit the [short_title] attribute for key products to be concise 
(<65 characters), clear, and highlight compelling features or benefits visible 
in Demand Gen placements.

Streamline Checkout with [checkout_link_template]
Include product checkout links to enable online shoppers to go directly to your 
checkout page from your ad.

Align Campaign Location Targeting with Feed
Go to Google Ads campaign settings, navigate to 'Locations', and ensure your 
location targeting precisely matches the regions where the products in your feed 
are intended to be sold and shipped.

By focusing on these checklist items, you can proactively optimize your Demand Gen campaigns and 
product feeds for better performance, especially around promotional events.

Learn More about Product Feeds in the Google Ads Help Center

https://support.google.com/google-ads/answer/13721750?hl=en&ref_topic=13687977&sjid=16841256889904578528-NC
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Checklist: Nail Your Promotional Event Pre-Launch
Setup campaigns about 4-6 weeks prior to the event

●Set up your campaign structure, including ad groups and initial settings, at least 
4-6 weeks before your promotion begins. Slowly increase bids by 5-10% (no more 
than 15%) every 5-7 days on always-on campaigns, instead of making one big 
change going into the holiday season.  Use the Total Budget feature, it's perfect 
for fixed-duration promotions like holiday offers or flash sales

●Use Final Creatives & Feed (or Placeholders) 
●Upload the exact creatives (images/videos/text) and link the final product feed 

intended for the promotion. If final assets are unavailable, use correctly formatted 
placeholders and swap them out well before launch day.

●Run a Limited Budget During Pre-Launch 
●Assign a small daily budget during the pre-launch phase (e.g., 10-20% of planned 

launch budget) sufficient to enable learning but minimize spend before the 
promotion officially starts.  Slowly increase bids by 5-10% (no more than 15%) 
every 5-7 days on always-on campaigns, instead of making one big change going 
into the holiday season.  

●Validate Product Feed in GMC 
●Log in to Google Merchant Center and confirm all promotional products are 

present in the feed, approved, and accurately reflect promotional details (price, 
availability). Resolve any disapprovals proactively.

●Plan Your Launch Day Bids & Budget 
●Determine your initial bidding strategy for launch day (e.g., starting with Max 

Conversions, setting specific tCPA/tROAS targets) and confirm the planned 
budget increase. Factor in a potential 24-48 hour ramp-up time for impressions.

By focusing on these checklist items, you can proactively optimize your Demand Gen campaigns and 
product feeds for better performance, especially around promotional events.

Learn More about Demand Gen in the Google Ads Help Center

https://support.google.com/google-ads/answer/13695777?hl=en&ref_topic=13688777&sjid=14569226313226674325-NC
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Thank you!


