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3 • Intro

Google’s digital advertising 

platform, Google Ads (formerly 

Google AdWords), provides a 

variety of options for promoting 

your ecommerce business and 

products. With so many options 

you must have a strategy that 

attract, re-engage and convert 

your target audience into paying 

customers. If you don’t have the 

RIGHT strategy you will waste a lot 

of time time and money with little 

return on investment.

Your FREE Google 
Advertising Strategy To 
Boost E-commerce Sales

Follow this Google advertising strategy and 
you start to see more sales right away!

In this guide you will learn 

valuable information on how to 

boost your ecommerce sales with 

the help of shopping, display, 

search and remarketing ads all 

powered by Google Ads. 

By the end of this guide you will 

have the exact strategy you need 

to boost your ecommerce sales.

Let’s start off with when and  how to use the different types of ads in 

the Google Ads platform and begin setting up your campaigns that 

will put you on track to increasing sales!

Having Issues?

 3 Are you having issues 

driving traffic to your 

ecommerce site?

 3 Or, do you receive decent 

traffic but aren’t closing 

enough sales?
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Google Shopping Ads are product based ads 
that utilize your product listings instead of 
keywords to target consumers. 

Shopping ads will appear to the right-hand side of the search 

results for desktops and at the top of the results for mobile. 

Ads include a product image, price, and brand name. 

You can also include additional information such as reviews, 

shipping information, and return policy.

To access the Google Shopping features, you must first 

create a Google Merchant Account and link the account to 

your Google Ads account. Google Merchant Center is where 

you will upload your product feed required to run product 

advertisements. A product feed in Merchant Center must 

follow a specific format to be eligible for Google Shopping.

Are you in need of a template?  
You can find one here.

Google Shopping
Ok, first things first

https://support.google.com/merchants/answer/7052112
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Once your product feed is set up and 
approved, you can begin building a  
shopping campaign. 

Google Shopping campaigns don’t allow the use of keywords. Ads 

will be chosen in an auction based on your product description and titles 

in the products instead. Google does allow the use of negative keywords 

for shopping ads. Using negative keywords prevents your products 

from showing where you don’t want them to. Negative keywords 

also cut down costs by better optimizing your traffic. 

When beginning to set up any campaign type in Google Ads, choosing 

a campaign goal is a part of the process. Campaign goals help guide 

you through the best features to use in your ads based on the 

ultimate purpose (i.e., phone calls, web traffic, purchases). Campaign 

goals that currently support shopping campaigns are sales, leads, and 

website traffic. For product-related ecommerce sites, the sales goal is 

the optimal choice for your shopping campaign to better align ad 

options to your ultimate goal of a sale. For service related ecommerce 

businesses, you’ll want to use the leads or website goals options.

Now that your campaign is set up, what about the cost to run 

ads? Product ads are charged based upon cost-per-click just like 

search ads. You will only pay for the clicks that take place on your 

specific advertisements. 

Overall, shopping ads are a great option to add imagery and 

catch attention outside of traditional text ads. 

You can drive traffic back to your 
e-commerce site once the click 
happens, and the user will continue the 
check out process on your website.

Get Started with 
Google Shopping 
Checklist:

 3 Sign up for a Google 

Merchant Center account 

merchants.google.com

 3 Create a product feed to 

upload into your Google 

Merchant Center

 3 Link your Google Merchant 

Center account to your 

Google Ads Account; this 

can be found in the settings 

section of Merchant Center

 3 Select the Shopping option 

under your campaign 

objective to begin building 

your shopping ads

https://support.google.com/google-ads/answer/6275313?hl=en
https://support.google.com/google-ads/answer/7450050?hl=en
https://support.google.com/merchants/answer/188493?hl=en
https://ads.google.com/intl/en_us/getstarted/?subid=us-en-ha-awa-bk-c-200!o3~EAIaIQobChMIlpuq7N6z6QIVF0mGCh3WYABGEAAYASAAEgI1nfD_BwE~76351054006~kwd-94527731~6466339383~427684707068&gclid=EAIaIQobChMIlpuq7N6z6QIVF0mGCh3WYABGEAAYASAAEgI1nfD_BwE
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Google’s display network is a collection of over 2 million sites, 

videos, and apps. A perk of using Google and its vast collection of 

media is taking advantage of the many opportunities for ad placement. 

Display advertisements are visual banners individuals see on a variety of 

sites outside of the main Google interface.

Google’s custom intent audience option gives advertisers the ability 
to target individuals who are already actively searching and in-market 
for products or services relevant to their business.

Google Display 
Network & Custom 
Intent Audiences

Got it? Here’s what’s next

How do you use this feature? When entering the Google Audience 

Manager, you will want to choose the custom audience tab and 

select custom intent from the drop-down menu.

Once you’ve selected the correct options, a new 

audience screen will generate where you will enter 

in your desired keywords. On the right-hand side, 

Google will give additional suggestions based on 

keywords you enter. An audience size estimate will 

also be given with a breakdown of the demographics 

inside the custom audience.

https://support.google.com/google-ads/answer/9069938?hl=en
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Custom Intent Audiences can 

be vital for advertisers looking to 

drive traffic to their ecommerce 

site. Individuals actively searching 

for a specific product or service 

will be more willing to make a 

purchase since they have shown 

recent interest.

Using this data, the opportunity 

to market to your competitor’s 

prospects is seamless versus 

attempting to bid on their brand 

name or products, which is more 

time-consuming and very costly. 

Google’s Display Network enables 

your ecommerce site to become 

more visible while individuals go 

about their more casual web surfing 

versus when they actively are 

searching for a particular product, 

service, or general information. 

Below is an example of a 

display ad in use on Google’s 

Display Network:

As mentioned above, the display network is not limited to just Google 

associated pages only but to millions of other sites such as news sites, 

blogs, apps, and videos.

Once your campaign is up 

and running, data about your 

placements can be found in your 

Google Ads account overview 

under the tab placements. Here 

you can optimize where your ads 

are appearing and have the ability 

to disable individual placements by 

website category or specific URL.

Google Display is the best place 

to gather your broad audience 

for typically a lower cost than 

other methods. You will use 

this audience collected in this 

campaign to better narrow 

into your customers who will 

convert and purchase on your 

ecommerce site. 

Interested in seeing where your ads are placed?

Google Display Custom 
Intent Getting Started 
Checklist:

 3 Build a list of keywords that your 

target market is searching for. 

This is how Google will build and 

optimize your audience.

 3 Follow Google’s recommended 

practices when creating your 

keyword list for the best results.

 3 Audit your ad placements 

frequently to better optimize to 

your target audience

https://support.google.com/google-ads/answer/2453981
https://support.google.com/google-ads/answer/2453981
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Google Paid Search
Moving right along.

Paid search or commonly referred to as PPC (pay-per-click) advertising 

is the most popular campaign type for Google Ads. Paid search ads 

operate on a pay-per-click model, meaning you will only pay for the 

ad when an individual clicks on it. These ads will be placed first on a 

results page in Google, above organic results, and will be indicated with 

a bold “Ad” next to the URL.

To be eligible to run paid search ads, you must construct a keyword 

list. The Google Keyword Planner is a great place to begin your research 

and to receive feedback about the search volume of the keyword and to 

receive suggestions of additional keywords to use in your campaign. 

The planner can be found in your Google Ads 
account under tools and settings.

Upon entering the planner, you will want to  

click into the discover new keywords option.

This screen is also where you can find your saved 

keyword plans to be used or modified in the future.

There are two ways to begin a keyword plan:

1. Using a URL from your 
ecommerce website 
and Google will pull 
keywords from the entire 
site or the selected URL

2. Using words relevant  
to your ecommerce  
store or products

The planner will output average monthly searches 

and competition based on low, medium, or high 

volumes of searches and the relevant costs to 

appear as a search ad in the auction.

There is an option to select specific countries, 

states, and zip codes above the keyword input 

search bar if the campaign will have precise 

specific location targeting.

Once keywords have been determined for 

the campaign, you will want to decide what 

keyword match types may fit best. 

https://ads.google.com/home/tools/keyword-planner/
https://support.google.com/google-ads/answer/7478529?hl=en
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Your ad will appear based on the Google Ads Auction. When an ad is 

deemed eligible to show up on the results page for a Google search, the 

ad is then entered into an auction and chosen based on Ad Rank.

What is Ad Rank?

Ad Rank is a Google system used to decide if 
your ad will appear above the organic search 
results based upon Google’s best practices. 

These best practices include how the ad is written, the relevancy of the ad 

to the keywords in the search, and the bid. 

Here is a simple overview of how the auction works:

1. Google’s system retrieves  
all ads whose keywords are 
relevant to the search.

2. From that pool of ads, the system 
will then remove any advertisements 
which are deemed ineligible such 
as targeting that does not match  
the individual search (country, 
state, zip, etc.)

3. The remaining ads will be placed 
into a “rank” and only those with 
a high enough ranking will be 
eligible to show above organic 
search results in Google search.

To begin creating a campaign, it is essential to 

choose a goal. The chosen goal should align with 

your business’ primary goal that you want to achieve 

through paid search. For an ecommerce website, 

sales are the best option since you are looking for 

customers to make a purchase on the site.

Once the goal has been chosen, you will be 

prompted to select what type of ad you want to 

run for the campaign.

Since ecommerce is dependent on website visits, 

select the “website visits” option when prompted 

about ways to reach your goal.

Next to sort out are campaign settings, Google 

does a great job of guiding you through the different 

options in the platform.

https://support.google.com/google-ads/answer/142918?hl=en
https://support.google.com/google-ads/answer/7634668
https://support.google.com/google-ads/answer/7450050?hl=en
https://support.google.com/google-ads/answer/1704395?hl=en
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Once your settings are in place, it is time to name your ad groups. An 

ad group is a collection of one or more ads that share the same targeting 

or theme of a campaign. After you create your ad groups, it is time to 

begin writing your ads.

Following best practices, make sure each headline contains at least 

one keyword in the perspective ad group. You will want to utilize each 

headline option for a better quality score resulting in the potential to 

place you higher in the auction.

The same idea goes for descriptions. You should use descriptions that 

include copy from the landing page where the ad is sending the traffic.

Most first time Google Ads marketers are typically unaware of 

the optional features to craft a display URL without showing 

a long less than appealing link. With paths, Google will create a 

display URL when you use a path. Using keywords in the paths also 

increases your ad quality score.

Google Paid Search can rake in more customers to your ecommerce site. 

By following Google’s best practices and using the available features, you 

will be on your way to increase website traffic and transactions!

Google Paid  
Search Checklist:

 3 Decide on a daily budget 

number for your campaign, 

remember budget isn’t the only 

factor in the auction process.

 3 Craft a keyword list with 

relevant keywords to your 

ecommerce website.

 3 Write ad copy, ensure at least 

one keyword is present in each 

headline. If possible, also use 

copy from the landing page 

in the descriptions for a better 

quality score.
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Google Dynamic 
Remarketing

Check it out.

Setting up a dynamic product remarketing campaign allows you to 

display your product or brand to a recent visitor of your site, consequently 

increasing the chance they come back and make a purchase.

Remarketing is a fantastic tool to keep your 
brand top of mind for your audience. 

By placing a tag on your website using Google Tag Manager, Google 

will collect data about individuals who visited your site. Once your tag is 

installed, and you have enough data, you are ready to set up a product 

remarketing campaign. With special tagging, Google will be able to 

integrate products and product categories to generate custom ads for 

each potential lead in the remarketing pool.

Like Google Paid Search, you will have the option to add multiple 

headlines, descriptions, and images. You will want to use every option 

available for higher quality scores and optimization options.

It may take some time to build data surrounding 

website visitors, depending on how much traffic 

you receive on your ecommerce site. Google Display 

Network requires at least 100 site visitors in the 

previous 30 days to run a remarketing campaign.

The product feed we also discussed in our first 

section of this article is vital to setting up a product 

remarketing campaign. This ensures your audience 

receives tailored ads to the products or product 

categories they explored during their first site visit. 

Now it’s time to build your remarketing campaign.  

First, navigate to the display campaigns sorting section 

on the left-hand side in your Google Ads account. 

Once inside of this tab, you will see a plus sign with two 

options. Click to create a responsive display ad. 

Before setting up your remarketing campaigns, there are a 
few important reminders before you create your ads.

https://support.google.com/google-ads/answer/3124536?hl=en
https://support.google.com/tagmanager/answer/6102821?hl=en
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Next, you will be prompted 

with the ad set up screen where 

you will insert copy and images 

for the ad. You can add up to 15 

images, 5 logo images, 5 videos, 

5 headlines, and 5 descriptions. 

try to fill these as much as possible 

for better optimization options 

that Google will tailor to every 

individual your audience. 

Once your ad is complete, you will want to assign the remarketing 

audience to the campaign. Navigate to the Audience Manager in tools 

& settings in your Google Ads account. Here you will find lists of visitors 

who have been to your ecommerce site. Google automatically generates 

an all visitors audience. This is the audience you will assign to your 

remarketing display campaign.

Once you select this audience there will be 

an option called “add to..” above the selection 

options. Select the “add too…” and choose 

“campaigns” this will then generate a pop up 

to select the campaign you want to assign this 

audience to. Hit “done” and congratulations, you 

just set up a remarketing campaign!

Unlike the other campaigns we mentioned earlier, 

keywords won’t be used in this scenario. This is 

because Google knows the exact individual to 

target based on their visit to your ecommerce site.

This list will automatically refresh every 30 days 

tailoring to new visitors on your site.

With the help of Google Ads, you have the power to 

drive traffic to your ecommerce site. Using the tools 

mentioned above, you can obtain more website visitors 

and transactions to boost your revenue and narrow 

the audience down to who needs your products and 

services. 

Remarketing should be reserved for individuals who 

have spent time on your ecommerce site before, even 

multiple times. This is the audience that is the closest to 

converting and making a purchase. This should be the 

final step in your funnel Google Ads strategy!

Google Dynamic 
Remarketing 
Checklist:

 3 A product feed in Google 

Merchant Center (if you use 

Google Shopping Ads you 

already have this one down!)

 3 Remarketing Tag installed on 

site with Google Tag Manager

 3 Collect an audience of at least 100 

site visitors in a 30 day period

 3 Set up Responsive Search Ads

https://support.google.com/google-ads/answer/7558048?hl=en
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THE STRATEGY: Use this 4-Step 
funnel to BOOST Your Sales

Step 1: Attract High Funnel Traffic
The best way to begin the journey of searching for potential buyers is to drive 

as much TARGETED traffic as possible to your site for a low cost. Setting up the 

Google Ads custom intent display campaign allows you to do this. This is a great 

way to gain a broad audience who is interested in your product, but at a much 

lower cost than it would be to start with multiple targeting parameters. 

Step 2: Narrow into the Middle Funnel 
Once you have your display campaign up and running, Google Paid Search 

should be next on your list to tackle. You will want to set up two separate 

campaigns. One for individuals searching for broader terms that relate to your 

brand, the type of products you offer, symptoms they might have related to your 

product, benefits of your product might provide, or additional keywords related 

to your product. You will also set up a second campaign for searches that are 

specific to the exact products sell. 

Step 3: Turn Middle Funnel into Low Funnel
To best utilize Google Shopping campaigns, you should focus on individuals 

interested in your products or services, but already have background 

knowledge regarding it. They are more willing to pay for your product and may 

be aware of what you have to offer, but are still considering other options. 

Step 4: Focus on the Low Funnel 
Now it’s time to convert known visitors and people doing product research into 

buyers by putting the power of remarketing to work. Utilize dynamic product 

remarketing to drive back your audience. By keeping your product and brand top 

of mind, they will be closer to converting than someone who is still in the initial 

product research stage of their buyer journey. A pro tip here is to also use search 

remarketing (RLSA) ads to recapture that audience who is still doing research about 

your product using Google’s search engine. Read “4 Steps to Become an Expert in 

RLSA Campaigns and Keep Your Visitors Coming” to learn more about RLSA.

Now that you have the understanding to run Google Ads, here is the exact formula to 

convert your audience into buyers. Think of the strategy as a funnel, the top being a broad 

audience where most of your transactions have less of a chance to take place.  As the funnel 

becomes more narrow, the audience you have here will get you closer and closer to a sale!

Lastly, but not least...ly.

Congratulations! 

 3 You’re on your way to 

using Google Ads to help 

you close more sales on 

your ecommerce website! 

Keep this guide handy, as 

it’s a powerful tool to help 

you along your Google 

Ads journey.  

1

2

3

4

https://www.42connect.com/insights/4-steps-to-become-an-expert-in-rlsa-campaigns-and-keep-your-visitors-coming/
https://www.42connect.com/insights/4-steps-to-become-an-expert-in-rlsa-campaigns-and-keep-your-visitors-coming/
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ABOUT US

No two businesses are the same, and neither are two 

digital marketing plans. For more than 15 years, 42connect 

has collaborated with clients of every size to demystify digital 

marketing through results-driven reporting and time-tested 

growth strategies. What’s holding your business back?

Contact us if you need help boosting your e-commerce sales!

42connect is a digital marketing agency located in Cleveland, Ohio, 

committed to helping businesses grow.

Our team is passionate about getting our clients more online leads and 

website sales. We achieve this by driving targeted traffic to high converting 

landing pages using effective digital marketing strategies.

We specialize in SEO, PPC advertising, social media, and email 

marketing to achieve conversion-focused results.

At 42connect, our goal is to build long-term relationships with our clients 

that center around creative solutions, exceptional service, and delivering a 

tangible ROI. No long term contracts because your success is our success!

Visit 42connect.com to learn more!

QUALIFIED WITH EVERY MAJOR PLATFORM

https://www.42connect.com/contact/
http://42connect.com

