
      
 
Title of campaign: The Great Google Shopping Hack 

Brand / advertiser: Yalı Spor 

Media Agency: Neodigital 

Creative Agency: Neodigital 

Awards:  

• Effective Use of Data – Bronze 

• Search Advertising - Bronze 

Campaign video: https://youtu.be/OiZvfsiiUYk  

 

Campaign Summary 

Brand keyword search traffic is the most lucrative and cost-effective traffic source for almost all 

brands. But when its volume reaches a certain level, it requires investing bulks in media to increase 

its volume. In a situation where we can’t invest more in brand keywords because it has reached its 

limits, we had to find a way to double up in e-sales by increasing the share of non-brand keywords. 

We started from our decision tree algorithm in which we merged Google Analytics and CRM data. 

Google Shopping Ads turned out to be underperforming in their share of revenue, so we decided to 

find a creative way for this automated XML feed ad format to increase its potential and make our ads 

distinguishable among our competitors. 

 

Objectives and Strategy 

Campaign objectives were to reduce the cost of sales, double sales and increase ROI on the online 

store of yalispor.com.tr which is one of the sales partners of well-known sports brands such as Nike, 

Adidas etc. The other main goal was also to succeed in these by increasing the share of non-brand 

keywords in the total revenue. By analysing our decision tree algorithm in which we merged Google 

Analytics and CRM data, Google Shopping Ads turned out to be underperforming in their share of 

revenue but we knew that there was more potential even in that most competitive environment and 

we decided to intensify its share of total revenue. We merged users’ search intent and shopping 

behaviour data to find the most accurate method of targeting of which our competitors haven’t 

discovered yet in Google Shopping ads. 

 

Execution and Media 

Google Shopping Ads is an ad format for which the products listed on the e-store are automatically 

sent to Google source as an XML feed. We succeeded in creating distinct flows and managed to run 

A/B tests with special areas on ads to choose the best applicable format. We ran two important tests: 

1. We knew that searching for a certain thing with two or three keywords is replaced by seven-eight 

keyword groups and even whole sentences. We multiplied our product listings with keywords that 

involved size, colour and pattern alternatives. Thus, we only displayed the ads that showed the size 

and colour combination the user searched for.  

2. We also figured out how to change the way we forwarded the product and price feed among the 

available but overlooked 3 different methods. We created more than 100,000 product variants for 

7,000 products listed in the e-store to find the accurate product info flow to Google Shopping ads. 

 

Creative 

Google Shopping ads is an ad format for which the products listed on the e-store are automatically 

sent to Google source as an XML feed. Although it is an automated format, we succeeded creating 

many distinct product info flows and displaying methods. Three different ad looks were created; "The 

standard sales look", "the strikethrough price look" and "the price drop look" and for 7,000 products 

listed in the e-store we created more than 100,000 product variants. 

https://youtu.be/OiZvfsiiUYk


      
 

 
Innovation 

Although many advertisers and agencies do not even succeed in sending product list info in an 

accurate flow for Google Shopping Ads, we realised that we can change how our ads are displayed. 

We changed the way we forwarded the product and price feed among the available but overlooked 3 

different methods. 

 

Results 

The “standard sales look” or the “strikethrough price look” that are preferred in almost all mediums 

from TV to digital investment of most brands, turned out to be lower in performance whereas the 

“price drop look” outperformed the other two by far. Cost per click (we paid for our ads) decreased by 

62%. Conversion rate increased by 187%, ROI escalated by 211% while we managed to raise 

shopping ads’ share among the total revenue from 5% to 67%. We also succeeded in overthrowing 

the brand keywords’ invincible dominance and made shopping ads the source of the highest revenue 

share. We closed the campaign period 50% above our predicted estimate and 200% above the 

previous period in terms of revenue. 


