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Out of the 3 activation options, you have chosen
the brand-managed activation option

Activation Options

Brand-Managed Model Partner-Managed Model
|deal for brands/sellers who |deal for brands/sellers
want to maintain full control of who prefer to pay for
campaigns results without hassle

Retail Partnerships
with Google Ads

Self-Service Model on
Partner’s Portal

|deal for brands/sellers

looking to run ads through a
partner's seller dashboard

Google



The 3 activation options have different options in terms of JF
ad formats, campaign types & budget requirements

Brand-Managed Partner-Managed Self-Service

Supported partners Shopee, Tokopedia

Agency / Brand’s

Where to run the campaign Google Ads Account

Agency / Brand will manage and
optimize the campaigns

Campaign management & reporting
Access to product feed Yes, in all cases

Brand/Merchant-level sales data Both Sales Value & Volume Data are available at the brand level

Ad formats available Shopping Ads (offered by all retail partners) + retail partner specific formats (e.g. YouTube, Search, Display)

Contracting required with retail

No
partners

Remarketing campaigns No
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Ad Formats C

Retail Partnerships Go gle
with Google Ads



Google Shopping Product Ads on Google Search
(Offered by all retail partners)

google.com Shopping Tab Images Tab

= Go gle = Go gle = ”

hawaiian shirts \!, p ‘

Google £

Q. hawaiian shirts X O, hawaiian shirts X
ALL SHOPPING IMAGES MAPS VIDEOS [\ . . ALL SHOPPING NEWS IMAGES VIDEOS
All Shopping News Images Videos Maps
e
See hawaiian shirts Sponsored On sale Women Men Kids Boys Old Nav' 3= ’ mens é womens Q bluc

Sale Men Women Kids Boys Regular B . .
d J Ads - Shop hawaiian shirts

PRICE DROP

Chubbies The Slim Tropical Print Riviera Sho

Resort Wear Soft Rayon Short Sleeve Casual Shir King Kameha Chubbies The Men Tr
Slim H » Duvin H H Stretch Mens Short- Shirt White Men's Men by Boi Funky Hawaiian... Resort Wear Soft... Button
Im Rawaillian uvin Ha our i i

: ppy Sleeve Shirt, Size S XL Watercolor $16.99 $69.50 $15.00

Revere Collar Shirt Short-Sleeve $69.50 $29.99 $38.00 }
- - . Amazon.com Chubbies SHEIN

$32.94 $51.00 $68 Chubbies Express Bonobos
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Google Shopping Product Ads on YouTube

(Offered by all retail partners)

YouTube app homepage

@3 YouTube = Q £

& &K &

SHOPNOW [/ SHOPNOW [4 SHOP NOV
iCandy Peach Mountain Buggy 2018 Silve
Stroller with Chro.. Duet V3 Double S.. Wave Strol
$1,299.00 Destinati... $729.99 buybuy BA... $999.00 The

Suggested products

Retail Partnerships
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+

YouTube app Search YouTube app Watch Next

<« B X == How to make cinnamon roll v
133M views
Suggested products o .I A 9 S
99 P 301K 802 Share Download Save
& Gordon Rasmay K3 SUBSCRIBE
8M subscribers
Comments 425 2
G Little bit of salt, little bit of pepper. seasons the spatula,
| would have never thought of that.
SHOPNOW [ SHOP NOW [4 SHOP NOV e Yes!! He burnt the toast!! So he is human lol
Honor 8X, 64 GB/ Huawei Honor 8x Huawei Hc Up next Autoplay .
4 GB RAM Full Vi.. (64gb + 4gb Ram. (64gb + 4g
$199.99 Walmart $245.63 dealz17sh... $244.78 dec

Suggested Products

Honor 8x review

) GSMArena Official T >
I 7 months ago - 868K views ! 2
HONOR 8X 62 ‘ 3 _




Full Google Shopping Surfaces ‘
Scale your campaign based on your marketing objectives

Text Ads Product Listing Ads Gmail Ads Web/App GDN Ads Discovery Ads YouTube. nstream
TrueView Ads

Best for Sales Best for Sales Best for Sales Best for Sales Best for Traffic Best for Awareness
C_!" Q,,: 9*2 ‘ & @ ﬁ E B G Search... :0. !, e
SECRETLABISG Free shipping on orders over $75 y 9 ,
Q. nike air max U . . et 1S 24U 1HIHULS WUUY WEIYTHIL WUI RUUL yUU
G nike air max 90 $ ‘ ‘J Secretlab gaming chairs can do anywhere

ALL IMAGES  SHOPPING NEWS  VIDEOS = | \ B3 Women's Health - 1h W) M i
Ad - .nike. / |
www.nike.com, :; M . \
Nike Air Max 90 Shoes - Nike Official... Ads - See nike air max %A | . X
Freshen Up Your Look Today With The Latest Air Max - |
Shoes. Shop Now at Nike.com. Walk On Air You Can Men ){ Women Children )( Sneakers ){ Active B ¥ i ; %
See And Feel. NikePlus Members Enjoy Free 30-Day /
Returns. 30-Day Free Returns. SALE SALE ~ S %

ad rootiockersa/ # . Secretlab TITAN Secretlab OMEGA r(
- wmlootlockersg 2020 Dark Knight - 2020 D.Va - Gaming ol

—— “ewem ~
Nike Air Max 90 @ Footlocker 579 $549
All the best brands in one place @ Foot Locker. Shop -~
now online and in store. Free Shipping Above S$$28... Nike Air Zoom Nike 'Air Max 90 Nike Ai

Pegasus 36 Men... Leather' Sneaker... Shoe S

$139.99 $199 $259.00 $174.9 {
Ad - www.jdsports.com.sg/ Nike Official Vitkac Nike Of w
Nike Air Max 90 - Authentic Sports... = freede i)

© View more © View more © Viev £
Shop Our Huge Collection Of Footwear, Apparel & ’ \

' el
Accessories. Get Branded Stree-Style & Sportswear... » ’l f Fgq L. -
| B Home Explore Jump back in Tabs x L B = 32 b'

Ad - www.jdsports.com.sg/ ) .  § -~ ~ <
— wwwike.com Shoes » Air Max - Secretlab OMEGA ~ Secretlab OMEGA getiiree. Machine washable, hypoallergenic $96.00 $39.00
Nike Air Max | JD Sports - JDSports.com.¢ - Close m and custom made for you
: ; 2020 Ash - Gaming 2020 Black - .
Air Max 90 Shoes. Nike SG * Q a : PUNIA

SHOP NOW [

Discover Search Collections More $499 $499 Ad - LuvMeBear \Vj <

.
=
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Steps and
requirements
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Account level checklist for all campaigns

1 2 3

Link your Import remarketing list from Every campaign must
Google Ads Google Analytics or other have the required URL
account to first-party sources to UTM suffix provided by
partner’s Google improve performance the retailer partner to
Merchant Center track conversions
Opt in “Add to Cart” Opt out “App Install” Maintain an always-on
Optimization at the from Optimization at budget to enable
account level Account level continuous machine
learning

Retail Partnerships Go g|€
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#

Link Google Ads
account

Q m X &

GoogleAds | All campaigns

SETTINGS &

SEARCH ~ REPORTS  TOOLS Sithiec

Overview #  Overview [ ACCOUNT £ BILLING
Recommendations Y  Campaign status: All; Ad group status: All - ADD FILTER Access and security Summary
Insights Documents
» Campaigns + NEW CAMPAIGN Preferences Transactions
» Ad groups Settings
Clicks ¥ Impressions ¥ Avg. CPC Cost : Promotions
Product groups O 0 SO 00 $O 00 b
> Ads & extensions T 7
X ads
. 2 2
» Landing pages Get your ads running by adding ads
. . to each ad group
e Go into Linked accounts
on Google Ads Y pons 1 1
*» Demographics
» Placements 0 0
Feb 1,2021 Mar 29, 2021 VEW
» Settings
+ More 2 Campaigns : BI"Ing summary :
Cost ¥ Clicks v CTR b Next payment
When your balance reaches SGD 100.00
@ Standard TEst SGD0.00 0 0.00% Current balance SGD 0.00 ~ Last payment May 31, 2020
@ Sales-Discovery-1 SGDO0.00 0 0.00%
Payment setting
You're making automatic payments
® What ever SGDO0.00 0 0.00%
@ Shopping campaign SGDO0.00 0 0.00% Documents &
No recent p
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Link Google Ads
account

#2

e Under Google Merchant
Center or YouTube - to be
linked - click Details

Locate the account in
“Pending” status

Click View details and
Approve

Retail Partnerships
with Google Ads

Google Ads

Linked accounts

@ Salesforce ®

Measure how your online ads drive offline conversions by importing sales
funnel data from your Salesforce Sales Cloud accounts.

DETAILS

@ Google Hotel Center

Share your Google Ads audience lists with a Hotel Center account. You can
choose a bid adjustment for the audience lists in Hotel Center.

DETAILS

u YouTube

Gain insight into how viewers engage with your videos. Remarket to people
who interact with your channel, track actions people take after watching video
ads, and drive clicks with call-to-action overlays.

DETAILS

* Ads Data Hub

Make campaign data available to vendors and agencies for third-party
verification or analvsis in a secure. cloud-based platform. Note that this feature

Q m X ©

SETTINGS &

SEARCH  REPORTS  TOOLS e

Third-party app analytics

Link a third-party app analytics provider or your own software development kit
(SDK) to your Google Ads account to see user lists and conversions for your
Android and iOS apps.

DETAILS

B Google Merchant Center

Use your product data from Merchant Center in Google Ads. You'll be able to
advertise your products with Shopping campaigns, dynamic remarketing, and
more.

DETAILS

Search Console

See how your ads and organic search listings perform (both alone and
together) by importing organic search results from Search Console.

DETAILS

Google



Import
remarketing IiSt = GoogleAds | All campaigns Qa mIN 5 9 A

TOOLS &

SEARCH REPORTS SETTINGS BILLING
0 . » 4
Allcrmpaians : Overview a  Campai = pavninG |E3 SHARED LIBRARY i BULK ACTIONS % MEASUREMENT [ SETUP
Search campaigns Recommendations Performance Planner All bulk actions Conversions Business data
Insights 12,000 Keyword Planner Bid strategies Rules Google Analytics Policy manager
Display campaigns
~ Campaigns Reach Planner Negative keyword lists Scripts Attribution Access and security
Shopping campaigns
Campaigns PS 6,000 Ad Preview and Diagnosis Shared budgets Uploads Lift measurement Linked accounts
Video campaigns o J Campaign Translator Location groups Snapshot lift measurement Preferences
Auction insights
4 ﬁ Placement exclusion lists Geo experiments Google Merchant Center
Discovery campaigns » Ad groups
Product groups Y Campaign status: All but removed ADD FILTER = o - L = . g
. . SEARCH SEGMENT COLUMNS REPORTS DOWNLOAD EXPAND MORE
e Go into Audience manager opteiaen | campan
. E] @ Campaign Budget Status i acore typep 9 Avg. CPV Avg. CPM Cost
in Google Ads
» Landing pages
» Keywords
» Audiences
» Demographics
» Placements
» Settings
+ More .
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Import
remarketing list

Audiencelists ——> REMARKETING CUSTOM AUDIENCES

i e — ra
Audience insights Enabled audiences Q — m i La

SEARCH  SEGMENT  COLUMNS  DOWNLOAD  EXPAND

Audience sources
Type Membership status Size: Search Size: YouTube Size: Display Size: Gmail campaign

Settings 1 <+ Website visitors

+ Appusers

# 2 4+ YouTube users

-+ Customer list

4+ Custom combination

e Click YouTube users

Retail Partnerships Google
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Import
re m a r ket i n g I iSt Google Ads | New audience: YouTube users a m A B 0 A

TOOLS &

SEARCH  REPORTS S tThias BILLING

Audience name YouTube <*+—— »
List members Choose the people that you'd like to include in this audience =~ <+

# 3 Viewed any video from a channel
YouTube channel Viewed certain videos

Viewed any video (as an ad) from a channel

/0
Viewed certain videos as ads

Complete Audience name

ﬁ | d Subscribed to a channel
e Prefill options Visited a channel page e

Membership duration Liked any video from a channel

Added any video from a channel to a playlist

S e | e Ct L i St m e m b e rs fro m Your use of remarketing lists must comply wi consent policy.
d ro p — d OWﬂ CGEL Shared any video from a channel

© Google, 2021.
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Import
re m a r ket i n g I iSt 4 GoogleAds @ New audience: YouTube users a @ A B 0 A

. TOOLS &
SEARCH  REPORTS (i BILLING

Audience name YouTube o

List members Choose the people that you'd like to include in this audience

Viewed any video from a channel ~

YouTube channel Select the YouTube channel of this audience <+———

uTube channel

Pre-fill options Choose between pre-filling the list or starting with an empty one Google Ads can pre-fill your list A
. . with people who have interacted
C h ec k P re- -ﬁ | | I |St —» (@ Prefilllist with people who matched the rules within the past 30 days with your business within the last
30 days, or you can start with an
(O start with an empty list empty list.

E nter 5 4 O (jayS - the Membership duration Enter the number of days that someone stays in this audience Membership duration is the amount A
0 Q of time someone will stay on your

m aXI m u m m e m be rS h I p —_— 540 days remarketing list after interacting

duration

with your business

The maximum membership duration is 540 days

For lists that target users in the EU, we da i list duration of 393
days, based on guidance from privacy regulators.

Click “Create”

Your use of remarketing lists must comply with the Personalised advertising policy and the Google EU user consent policy.

_— CANCEL

Retail Partnerships Google
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Set up UTM code

#1

e Click into the campaign

Retail Partnerships
with Google Ads

All campaigns

Search campaigns

pping campaigns

App campaigns

Discovery campaigns

Overview

Recommendations

Insights

~ Campaigns

Campaigns

Auction insights

Ad groups

Product groups

Ads & extensions

Landing pages

Keywords

Audiences

Demographics

Placements

» Settings

<+ More

Campaigns Custom Mar2-29,2021 ~
= Clicks ¥ = None ~ ~ HH
CHART TYPE EXPAND
2
1
0
Mar 2, 2021 Mar 29, ?

Y

Campaign status: All but removed ADD FILTER

Q = m @ 3 HH :

SEARCH ~ SEGMENT ~ COLUMNS  REPORTS  DOWNLOAD  EXPAND  MORE

" Optimization Campaign Interaction
@ Campaign Budget Status score | type Impr. J Interac ey Avg. cost
App promotion-App-1
O o (O] -—— SGDS.00... Paused ~  App 0 0 - -

7860205110

Google



Set up UTM code

O Paused Type: App Budget: SGD5.00/day

All campaigns Overview
Search campaigns Recommendations Ad groups Custom Mar2-29,2021 ~ ¢
. -

Shopping campaigns Adigroups = Clicks ¥ = None ~ ~ HH T
. e CHART TYPE EXPAND ADJUST

Keywords 2
App campaigns

Audiences

Settings <———

= Less 0
Mar 2, 2021 Mar 29, 2021

Topics °
Q = m m & I

» Locations Y  Adgroup status: All but removed  ADD FILTER - — et * A
SEARCH  SEGMENT COLUMNS REPORTS DOWNLOAD EXPAND  MORE
. . Change history s View- =
. D [ ] Ad group Status Target Cost/ Cost /.I" through Installs In -app Cost Conv.rate Conversions Cost / conv.
CPA Install app action canit actions
Labs

Retail Partnerships Go gle

with Google Ads



Set up UTM code

#3

e Click Additional settings
then expand Campaign
URL options

Retail Partnerships
with Google Ads

All campaigns

Search campaigns

Shopping campaigns

App campaigns

Discovery campaigns

Overview
Recommendations
Insights

» Ad groups
Product groups
Ads

» Products

» Landing pages
Keywords
Placements

Settings

— Less

» Locations

* Ad schedule

Devices

Change history

Labs

O Paused

Settings

Type: Shopping Budget: SGD5.00/day

Smart Shopping campaign settings

Campaign name

Campaign status

Merchant and Comparison
Shopping Service

Country of sale

Local products

——— > Campaign URL options

Content exclusions

Shopping Campaign

O Paused

146381766 - JMH Holdings / CSS: Google Shopping (google.com/shopping)

United States

Disabled

No options set

Use account settings to define content exclusions.

Google



Set up UTM code

All campaigns H Oveiew O Paused Type: Shopping Budget: SGD5.00/day
Search campaigns Recommendations Settings
. Insights )
Shopping campaigns Campaign name Shopping Campaign v
» Ad groups
App campaigns Campaign status O Paused v
Product groups
Dletovery campaigns Merchant and Comparison 5
Ads Shopping Service
# 4 » Products Country of sale United States
»Landing pages Local products Disabled v
Keywords
Placements Campaign URL options
.
Complete Trackin > Trackngtempiate
Settings
o
te I I plate ﬁ eld ﬂ Sales-Discovery-1 i Example: https:/www.trackingtemplate.foo/?url={Ipurl}&id=5
— ess
» Locations > Final URL suffix

UTM is provided by the partner

» Ad schedule

Complete Final URL

Example: param1=value1&param2=value2

suffix field
Change history Custom parameters @
Shopping campaign {_Name } = Value
Labs

Campaign

CANCEL SAVE

Retail Partnerships Go gle
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Add to
Cart Optimization

#1

e Gointo Conversionsin
Google Ads

Retail Partnerships
with Google Ads

4 GoogleAds

All campaigns

Search campaigns

Display campaigns

Shopping campaigns

All campaigns

Overview [Z] PLANNING

Recommen(  performance Planner

Insights Keyword Planner

Campaigns ~ Reach Planner

Ad Preview and Diagnosis

Ad groups

Product gro/

Ads & exten

Q_ Try "billing"

|E SHARED LIBRARY

Audience manager
Bid strategies
Negative keyword lists
Shared budgets
Location groups

Placement exclusion lists

i@ BULK ACTIONS £ MEASUREMENT

Conversions

All bulk actions

Rules Google Analytics
Scripts Attribution
Uploads

REPORTS

A e

SETTINGS

[ SeTuP

Business data
Policy manager
Access and security
Linked accounts
Preferences

Google Merchant Center

5 BILLING

Summary
Documents
Transactions
Settings

Promotions

Landing pages

Keywords

Audiences

Demographics

Placements

Settings

Suggested

Change history

, Drafts &
experiments

+ More

Google




° ° .
Ca rt O pt I I I I I Zat I O n Conversion actions CONVERSION ACTIONS CONVERSION ACTION SETS Custom Mar2-29,2021 ~ ¢ >

| ra
Settings ° Y status: Allenabled ADD FILTER - =

COLUMNS ~ EXPAND

Uploads

Click-through Include in
|:] ® Conversion action Source Category Tracking status Count conversion

window Conversions
Salesforce

# 2 —— Shopee_Shop_AddToCart_s584182
O e

451411106 Import from clicks

Repeat rate All conv. All conv. value

Click into the Conversion
action with “Add to cart”
in Category

Retail Partnerships
with Google Ads
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Add to
Cart Optimization Detais

Settings Conversion name

Category

Value

Source

Not editable
Count

Click-through conversion window

Include in "Conversions" Yes

CheCk that “YeS” iS Attribution model Data-driven
indicated against Include
in “Conversions”

EDIT SETTINGS

BACK

If it is indicated as “No”,
change to “Yes” in Edit
settings

Keep the default value but
use this sheet to optimize
the Add to cart value &

© Google, 2021. S
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https://docs.google.com/spreadsheets/d/1MFP-ZvtS_bbCnURE-yS8tbcKOy06KzeVTA3qCl4SiVI/edit#gid=1398702171

Opt-Out App install

#1

e Gointo Conversionsin
Google Ads

Retail Partnerships
with Google Ads

4 GoogleAds

All campaigns

Search campaigns

Display campaigns

Shopping campaigns

All campaigns

Overview [Z] PLANNING

Recommen(  performance Planner

Insights Keyword Planner

Campaigns ~ Reach Planner

Ad Preview and Diagnosis

Ad groups

Product gro/

Ads & exten

Landing pages™

Keywords

Audiences

Demographics

Placements

Settings

Suggested

Change history

, Drafts &
experiments

+ More

Q_ Try "billing" m
REPORTS

|E SHARED LIBRARY

Audience manager
Bid strategies
Negative keyword lists
Shared budgets
Location groups

Placement exclusion lists

i@ BULK ACTIONS £ MEASUREMENT

Conversions

All bulk actions

Rules Google Analytics
Scripts Attribution
Uploads

A e

SETTINGS

[ SeTuP

Business data
Policy manager
Access and security
Linked accounts
Preferences

Google Merchant Center

5 BILLING

Summary
Documents
Transactions
Settings

Promotions

Google



Opt-Out App install

Conversion actions CONVERSION ACTIONS CONVERSION ACTION SETS Last 7 days Apr19-25,2021 ~ ¢ >
. ra
Settngs ° Y  Status: Allenabled ADD FILTER m HH
COLUMNS  EXPANI
Uploads
Click-through ¢
D ® Conversion action Source Category Tracking status Count conversion !r(':CIHd: . Repeat rate All conv. All conv. value
Salesforce window enversions
. . .
Click into the Conversion > il ot
action with “Add to cart” e
. C t Total: All conversion actions
g y 1-50f5

© Google, 2021.

Retail Partnerships Google

with Google Ads



Opt-Out App install

#3

Check that “No” is
indicated against Include in
“Conversions”

If it is indicated as “Yes”,
change to “No” in Edit
settings

Retail Partnerships
with Google Ads

Details

Android installs (all other apps)

Tracks installs of your app in Android. If you haven't created a separate install conversion action for an app, that app's install conversions are reported for
this action. Learn more

Settings Conversion name

Category
Not editable

Mobile platform
Not editable

Value

Source
Not editable

Count
Not editable

Click-through conversion window
Not editable

View-through conversion window
Not editable

Include in “Conversions” Yes

Attribution model Last click
Not editable

> EDIT SETTINGS

BACK

© Google, 2021.

Google



Onboarding steps summary

1 2 3 4 5
Visit our partner Retail partner Retail partner Follow the Follow the campaign
page and click to send linking to set up conversion mandatory setup and store best
through to the retail request for Google tracking in steps practices when setting Start running
partners’ pages or Merchant Center and your Google Ads up your shopping the campaign
forms to contact Google Ads MCC account campaigns

them

Google

Retail Partnerships
with Google Ads



https://retailpartnerships.withgoogle.com/find-a-partner/
https://retailpartnerships.withgoogle.com/find-a-partner/

Campaign
best practices




Shopping Hygiene Checklist

Campaign-level Action required

Start with Smart Shopping Switch FO S”.‘a” Shopplr]g
. ) o Campaigns if you haven't already,
Campaigns to drive 20% more ; o
: but don’t set tROAS to maximize

sales vs standard Shopping ads X

sales at any given budget
[Optional] If used, standard [Optional] Start Standard Shopping

@ Shopping campaigns should be with eCPC and switch

on tROAS to tROAS after 20 conversions
Implement correct UTM codes Implement UTM at campaign level

for all campaigns (applies to all campaign types)

Retail Partnerships Go g|€
with Google Ads


#

Shopping Feed
Approval and
Targeting Rate

Optimization Campaign
Score segmentation

Fix and target at Aim >90% Target 100% of your

least 90% of your listed products Optimization Score to ensure all approved products using 3 or fewer
(Images, Policy, Out of Stock) hygiene recommendations are campaigns. Use different bids to maximize
addressed the scale of different SKUs. e.g:

More volume

More volume All SKUs: ROAS bid 200%
[Normal volume]
Best Selling SKUs: ROAS bid 100%
[Higher volume, always on]
Seasonal SKUs: ROAS bid 50% [Highest
volume, not always on]

More volume

Fix disapproval reasons: Keep an eye on Keep an eye on your SKU report to
click here for how ‘Recommendations’ tab maximize traffic to bestselling products
Retail Partnerships Google

with Google Ads



Recommendations tab

Overview

Recommendations

Insights

» Ad groups
Product groups
Ads

» Products

» Landing pages

’> Keywords

Audiences
Settings

Suggested

Change history

+ More

Retail Partnerships
with Google Ads

Recommendation
52 _I O/ Your optimization score @
o ™% . ;
i Improve your score by following the recommendations below
G

» | Bidding & budgets +23% ) | Automated campaigns +25% (Growth +23%) (Challenged +25%) (Assessing +25%) (Pivoting +25%)

Investing +48%

Top recommendation for you: 1, Raise your budgets +233% ¢
[33 Switch to Smart Shopping campaigns +47.9% : Your ad's.stopped !’ur'lnlng on your busiest Conversions

days. Fixing your limited budget can help. + 8 1 2
Get more conversion value at a similar cost with Smart Shopping Recommended because you missed out on 5% or -$0.01 Cost / conv.
campaigns more of your potential traffic last week +$70.90 Cost

Weekly estimates
Recommended because you have enough conversion data on Shopping to benefit

from Smart Shopping campaigns @
VIEW RECOMMENDATION APPLY

VIEW RECOMMENDATION

Q  Try the new Google Ads mobile app .

Monitor performance and improve your account on the go

Recommended because you haven't used the Google Ads mobile app recently (3

VIEW RECOMMENDATION

Google



Fixing feed disapproval: Access to the Google Merchant Center Account is \
not required to surface product disapprovals O

Overview

Recommendations

el 1. Begin by clicking on the Products -> Diagnostics
Tab within the Shopping Campaign

» Ad groups

Product groups 2

Adjust the graph axis to reflect:
Ads Products Submitted + Products Approved.

v Products

Products

Diagnostics Diagnostics Cutom Feb17-Mar1,2021 v < >
o

» Landing pages = Products submitted ¥ = Products approved ¥ 15 A=

EXPAND ADJUST

400.0
’ » Keywords D

Audiences

200.00

Settings

Suggested 0.00

Feb 17,2021 Mar 1,2021

Change history

| 2ty |
LdJd ‘ A
+ More

NNNNNNNNNNNNNN

Retail Partnerships Go g|€
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Fixing feed disapproval: Access to the Google Merchant Center Account is
not required to surface product disapprovals

Overview
Recommendations
Insights

» Ad groups
Product groups

Ads

~ Products
Products
Diagnostics
» Landing pages
'> Keywords
Audiences
Settings

Suggested

Change history

+ More

Retail Partnerships
with Google Ads

3. Scroll down on the same page to get an in depth

breakdown of any disapprovals within the campaigns.

+
AR

Product status {, Products Clicks Impr. CTR
Ready to serve 232 2,669 287,619 0.93%

Not ready to serve 0 = - -
Inactive 0 = = =

/\ Disapproved 19 6 351 1.71%
Violation of Shopping ads policy 9 0 0 -
Promotional overlay on image [image link] 5 6 351 1.71%
Mismatched value (page crawl) [price] 5 0 0 -

Google



Fixing feed disapproval

Image policy for Google Shopping

To enable you to run Google Shopping ads, the information you
provided on your official retail partner store is linked to your
Google Ads account, including images, titles, etc.

The first image for each product is picked for use in the Google
Shopping ads. For Shopping ads to run, this image must

comply with Google Shopping policies

If you are unable to make your 1st image comply with the
policy, please consult with your partner on replacing it

Retail Partnerships

with Google Ads

Mandatory requirement

Incorrect Correct
images images

Google Shopping requires images to have
no background, overlay, or watermark.

Our automated system will try to remove these
elements using machine learning. However,

if machine learning is unsuccessful in removing
the images, the offer will be disapproved and
will need to be addressed. Policy here

Google


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

Fixing feed disapproval:
Supplementary feeds can also be used, with partner’s permission

9
1 (2)

Sample supplementary feed (Google Sheets version) Feed Rule: Overwrites information in the primary
feed, with information from the supplementary feed

Product ID Image Link v

Google teams can help to upload if you have
https://www.[Brand].com/image1 an assigned Google Account Manager

I 3

Google Merchant Center Account (owned by the retail partners and shared with your Google Ads account)

Product ID Product Title Product Price Image Link Approval Status

ABC [Brand] [Product]..... $15 https://www.[retailpartner].sg... g

Retail Partnerships Google

with Google Ads



Caveats regarding supplementary feeds

Retail Partner’s Permission Image Hosting Implementation

As retail partners own the Google The new images must be hosted on Implementation is taken care of by
Merchant Center accounts, the retail a live site, and indexed by Google. Google and the retail partner. No
partner must grant permission, over They cannot be uploaded on cloud brand POC will be added to the
email, to utilize the supplementary storage services e.g. Google Drive, Google Merchant Center to

feed. and then submitted. complete this step.

the same image URL can be
used multiple times.

If you are interested, please contact your Google account manager (if applicable) or our retail partners to implement this step.

+
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Segment Conversion Actions

Segment conversions to properly evaluate
the actual ROAS of the purchase conversions

lic

Interaction Avg.

rate cost Cost

Col

15
<s

26
<s

"
<s

13.96% $0.14 $1,064.35

Conversion action

Conversion category
Conversion source

Ad event type
Conversion adjustment
Days to conversion

Days to conversion or adjustment

Zuro oLt ooy

Retail Partnerships

with Google Ads

Q = m @

SEARCH SEGMENT COLUMNS REPORTS
Segment
None
Time -
Click type
Conversions .
Device
Network (with search partners)
Top vs. Other

Ad destination

18.00 §75.04 0.17%

18.00 $75.04 0.17%

D

|
®

Add these 2 columns in your Google Ads view
to evaluate conversion performance

D Campaign Conversions Conv. value
0O e LY Campaign Name 1,784.00 21,001.04
Shopee_Shop_AddToCart 1,436.00 2,246.00
Shopee_Shop_Purchase. 348.00 18,755.04

v Total: Campaigns @ 1,784.00 21,001.04

# of conversions :

ATC = Shopee_Add to Cart
Order = Shopee_Shop_Purchase
GMV = conversion value of
Shopee_Shop Purchase ONLY

Naming convention will be different across partners

DO NOT use the
aggregated campaign
metrics for
conversions data

Google



Products Report Guide

Type: Shopping

O Paused Budget: $983.00/day

Overview

Recommendations Products Last 30 days Mar17 - Apr15,2021 ~ ¢ P

Insights = Clicks ¥ = None ~ Hi '_‘_:"

EXPAND ADJUST
» Ad groups 2

Product groups
Ads

~ Products

e Go into Shopping campaign

0
Products Mar 17, 2021 Apr 15,2021

B Diagnostics Y ADD FILTER m HH P

H COLUMNS EXPAND
e Click Products |
» Landing pages
ItemID Image Title Product status Price Clicks Impr. CTR Avg. CPC Co

» Keywords - S -

Audiences

Settings

+ More

Retail Partnerships Google

with Google Ads



Shopping Guide

Recommendations = Clicks ~ = None ~ ~; H
CHART TYPE EXF
Insights 2
~ Campaigns

Campaigns f

Auction insights

0
1 Feb 2021 281
» Ad groups
Product groups Campaign status: All but removed ADD FILTER Q = m m ! 03 :
SEARCH SEGMENT COLUMNS REPORTS DOWNLOAD EXPAND MO
» Ads & extensions
Q = 3 Optimisation =~ Campaign Interaction
4 Create a neW Campalgn In » Landing pages |:| o Campaign Budget Status score | type Impr. J Interac rate Avg. c
Google Ads o
O o
» Audiences
O o
» Demographics
0O o
» Placements
0O e
» Settings
O o
+ More
O o
O o
0O o
O e
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Shopping Guide ) . ey e w

Sales Leads Website traffic Product and brand consideration

@ 0 ¢

Create a campaign without a

# 2 Brand awareness and reach App promotion Local store visits and promotions goal's guidance

Select a Goal and )
“Shopping” as Select a campaign type @ £ Shopping
Search Display
Drive online and in-store sales with

celnn palg Il type ' Shopping ads that show near the

§ search results on Google Search,
Google Images, Google Search partner
sites, Google Display Network, and

Video

Reach and engage viewers on

Reach customers interested in your Run different kinds of ads acros| more
product or service with text ads web YouTube and across the web
Smart Discovery

Reach your business goals with S
automated ads on Google and across Run ads on YouTube, Gmail, Discover,

the web and more

Google

Retail Partnerships
with Google Ads



Shopping Guide

#3

Select Merchant Center
account and country of sale

Select Smart Shopping
campaign and continue

Retail Partnerships

with Google Ads

Smart Discovery

Reach your business goals with =
automated ads on Google and across Run ads on YouTube, Gmail, Discover,
the web and more

To advertise products on your website, select a Merchant Center account

= (%]

Select the country where products are sold ®

Q

Select a campaign subtype. Keep in mind that this selection can't be changed later.

(® sSmart Shopping campaign

Maximize your conversion value by using automated bidding and targeting across the Google Search Network, Display
Network, YouTube, and Gmail. This campaign will take priority over Standard Shopping and Display remarketing campaigns.
Learn more

O Standard Shopping campaign
Pick your products, bid strategy, budget, and targeting. You can show ads on the Google Search Network. Learn more

(oo RIINIVI CANCEL

Google




Shopping Guide

#4

e Complete Campaign
name field

Select Maximize
conversion value

or Set a target ROAS
(We recommend
leaving ROAS target
blank)

e SetBudget

Retail Partnerships
with Google Ads

Bid strategy @
Bidding Maximize conversion value
Note: Maximize conversion value is set
Set a target return on ad spend (ROAS) by default. Alternatively, ROAS can be
selected - if ROAS is too high, volume
Target ROAS @ might be very limited.
o
» Tip: Look at the average ROAS of
existing campaigns to set a realistic
o Setting a target ROAS for a Smart Shopping campaign target.
could result in lower conversion value
Enter the average you want to spend each day For the month, you won't pay more A
BUdget SGD than your daily budget times the
average number of days in a
month. Some days you might
Note: Qse the avergge'daily'sp.end of current shopping spend less than your daily budget,
campaign(s) to maintain a similar spend. and on others you might spend up
to twice as much. Learn more
Start and end dates Start date: March 29, 2021 End date: Not set v

Google



Shopping Guide

Bid strategy @
# 4 a Bidding Maximize conversion value
Set a target return on ad spend (ROAS)

Target ROAS @

%

[Optional]:
e How to set Target ROAS O T oo

With "Maximize conversion value’, A
Google Ads automatically adjusts

your bids to help you get the

highest conversion value within

your budget and target ROAS
constraints. Learn more

ROAS = Sales value from ads / Ads investment
e.g $2 revenue / $1 cost = 200% Target ROAS
Target ROAS should be 100% at the beginning or leave blank

If $3 sales value is expected for every $1spent, set Target ROAS at 300%

If $10 sales value is expected for every $1spent, set Target ROAS at 1000%
Note: Setting Target ROAS too high can result in limited volume. Conversely, setting Target ROAS too low can result
in high CPA and lower efficiency.

Retail Partnerships
with Google Ads

Google



Shopping Guide

@ Select campaign settings a Product groups and assets

Google Ads automatically adjusts
your bids to help you get the

Maximize conversion value

Set a target return on ad spend (ROAS) highest conversion value within
your budget and target ROAS
Target ROAS @ constraints. Learn more

Setting a target ROAS for a Smart Shopping campaign

# 5 could result in lower conversion value

Budget Enter the average you want to spend each day For the month, you won't pay more A
[ ) Set Sta rt d ate SGD than your daily budget ter1es the

average number of days in a
month. Some days you might

spend less than your daily budget,
and on others you might spend up

. SeleCt None aS End date to twice as much. Learn more
and continue

Start and end dates Startdate A
Mar 29, 2021 v
End date Your ads will continue to run
@ None unless you specify an end date.
(O selectadate v

SAVE AND CONTINUE peZ V(o138

© Google, 2021.

Google

Retail Partnerships
with Google Ads



Shopping Guide

0 Select campaign settings @ Product groups and assets

Products
Product groups

# 6 To control which@products can show in your ads, use Note: If there are different ROAS goals or budgets for different product categories,
product groups.

create separate campaigns for each. Product groups can also be used to test on a
subset of products.

All products /’

All products are
included by default. For There are no products i the selected product group(s).

sim plest ma nagement Please select products to include in this campaign to see preview(s) for your ads.
and performance, it is
recommended to set
up one campaign to
target all products.

Responsive display ads

Assets Add images, text, and more to use in ads that feature your business @ ~

Logo
Edit in Merchant Center

Retail Partnerships
with Google Ads

Google



Shopping Guide

Q Select campaign settings @ Product groups and assets

Logo
Edit in Merchant Center

Image
Add a marketing image to represent your store's
brand. See supported spec on images |mae reuirements
Landscape (1.91:1): 1200 x 628 (min. required: 600 x 314)
o IMAGE Images should not exceed 1MB and must meet the recommended

# 7 size requirements.
Video

Add 1 video, up to 30 seconds long (optional)

© vioeo

Text

Upload an image and enter text to see a preview

e Upload an image or video

Add text for your ads. These may be used in different
orders and formats. Learn more

e Complete all fields

Short headline ®
Q 6 ” ? 0/25
e Click “Save” and you're all set
Long headline 0] Your assets are used to generate product shopping and display remarketing ads.
Note: This section is optional but it is strongly T Leam more
recommended to complete it. The assets will be used
for new users who haven't interacted with a specific
product on the website. For returning users who have beseription @
visited the website and viewed specific products (or
even added to cart), relevant product data from the
feed will be used to build an ad. 0/90
Final URL ®

Retail Partnerships Google

with Google Ads



Shopping Guide
+

Campaign 1: ROAS Goal: 5 to 1.

Daily Budget: $1,000

# 8 ‘ Ad Group 1: All mid-margin products

Optional campaign
segmentation strategy to
maximize volume to high

Campaign 2: ROAS Goal: 2 to 1.

Smart Shopping Campaigns

Can hold a single ad group Ad Group 1: All low-margin products

Daily Budget: $1,000

performing SKUs

Campaign 3: ROAS Goal: 10 to 1.

Daily Budget: $1,000

Ad Group 1: All high-margin products

Retail Partnerships
with Google Ads

Google




Product listing Fﬂ
best practices

+ -
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Best-in-class titles are optimized for their vertical

(To be applied directly to the marketplace/retailer store listing)

Basic naming structure: Brand + Product Type + Attributes

Category

Recommended Structure

+

Example

Apparel

Consumable

Hard Goods

Electronics

Seasonal

Books

Retail Partnerships
with Google Ads

Brand + Gender + Product Type + Attributes
(Color, Size, Material)

Brand + Product Type + Attributes (Weight, Count)

Brand + Product + Attributes (Size, Weight, Quantity)

Brand + Attribute + Product Type + Model #

Occasion + Product Type + Attributes

Title + Type + Format (Hardcover, eBook) + Author

Ann Taylor Women'’s Sweater, Black (Size 6)

TwinLab Mega CoQ10, 50 mg, 60 caps

Frontgate Wicker Patio Chair Set, Brown, 4-Piece

Samsung 88" Smart LED TV with
4K 3D Curved Screen (UN88JS9500)

Mother’s Day Personalized Storage Box, Silver

1,000 Italian Recipe Cookbook,
Hardcover by Michele Scicolone

Google



Provide product descriptions in user-friendly language Jr C
conveying the Unique Value Proposition instead of technical details

(To be applied directly to the marketplace/retailer store listing)

Current Recommended Not recommended

product description product description

The latest running shoe from The latest running shoe from Nike Nike Vapormax
Nike gives you the best in gives you the best in performance Size: 27-25
performance and style. and style. Manufactured using the Color: Blue

latest in Vapormax cushioning
technology, the V20 model will
allow maximum sole cushioning
whilst enabling energy flow
through the entire shoe. Whether
you are hitting the pavement for
the first time, or seeking that new
marathon PR, the VaporMax V20
is the ultimate running shoe.

Google
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with Google Ads



Product images

Best practice

e Products with high quality images are more
likely to show for relevant search queries and
will capture your shoppers’ attention, especially

- Google on today’s high resolution smartphones
sofa bed X . . . .
e Provide the highest resolution images you have
AR _SEREe s BES WiiECE available (800x800 recommended; 250x250
shapdonsots il Soomsored @ for apparel and 100x100 for non-apparel)
Leather Fabric L Standard

Must-have

e Images must be on white background /
transparent background without watermarks
and/or caption

$199.00 $149.00
Rocot Flexible 3-way HipVan Jesse Sofa .
Sofa Bed Bed - Slate Grey e Linkto Help Center

w : Google
g

Retail Partnerships
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https://support.google.com/merchants/answer/6324350?hl=en

Product barcode: GTIN

GTIN-12
(UPC-12)

345

Retail Partnerships
with Google Ads

GTIN-14
(GS1-128 or ITF-14)

0 00 12345 60001 2

GTIN-13
(EAN / UCC-13)

5 0 ‘123456 789012|‘> ‘

GTIN-8
(EAN / UCC-8)

0123

4567

+

Merchants who submit GTINs will be rewarded within
the auction with additional clicks at no extra cost.

GTINs can usually be found via online databases,
warehouse catalogues or within the e-commerce
platforms.

If the marketplace/retail partners do not provide an
input method for GTIN for your product listing, collect
your GTIN on a spreadsheet and reach out to your
Google representative (if you have one assigned).

Google




Get started on partnerships
ads with our retail partners

For more details, please visit
g.co/retail/partnerships

Retail Partnerships Go g|€
with Google Ads


https://retailpartnerships.withgoogle.com/find-a-partner/
https://g.co/retail/partnerships

