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1. Foundation
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GTM (Google Tag Manager) is installed on website

Audit website for all pages and sections to be tracked

Conversion Linker installed in GTM

Confirm property level access on GA4

Google Analytics tracking code added to GTM and the 
code

Timezone is correct

Check product feed is migrated from Content APi to
Merchant APi

Analytics is firing on dead pages (404)

Your currency is correct

Check your entire site for missing Google Analytics 

Define Internal Traffic rules - Exclude Internal traffc
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Check Once HIGH ConfidentialIntegrate Google Search Console

Check Once HIGH ConfidentialLink Google Ads to GA4

Enable Personalised Advertising

 Setup Remarketing Audiences 

Enable Once HIGH Confidential

Check Once HIGH Confidential

Import conversions from GA4 property to your Google
Ads account

Check Once HIGH Confidential

 Create Custom or Suggested Audiences Check Once HIGH Confidential

Create Audience TriggersCheck Once MID Confidential

 Set-up correct attribution model Check Once HIGH Confidential

Change Attribution Model Through
Advertising SnapshotCheck Once MID Confidential

 Enhanced Measurements 
(Enabled by default; don’t change it)Enable Once HIGH Confidential
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ACTION TASK FREQUENCY IMPACT NOTES/DOC/SCRIPT/EXT
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Create custom definitons (with custom dimensions)

Bot Filtering
(Know bots are Automatically Excluded in GA4)

Google Ads account linking

Site Search feature (Enabled by default, but it may 
require further configuration)

Custom search query parameters
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Enable Once HIGH Confidential Analytics remarketing audiences

Enable Once HIGH ConfidentialSet up Scroll Tracking

Optional Once MID ConfidentialCross-domain tracking in place

Enable Once HIGH ConfidentialVerify Data Retention time period to match your 
privacy policies

Check Once LOW ConfidentialSelf-referrals excluded

Optional Ongoing HIGH Confidential Upload data from external sources via Data Import

Optional Once MID ConfidentialConfigure session timeout setting (default is 30 mins)

Optional Once HIGH ConfidentialSetup ecommerce tracking (where appropriate)

Check Once HIGH ConfidentialEcommerce data is correct and accurate (where 

Enable Once MID ConfidentialCreate Predictive Metrics for ecommerce

Check Once MID ConfidentialImporting Predictive Audiences into Google Ads

Optional Once ConfidentialSetup GA4 data transfer to BigQuery

Enable Once HIGH Confidential Google Signals - Analytics Demographics and Interests 

Check Once LOW ConfidentialSpam referrals are excluded (unwanted lists)

Check Once HIGH Confidential UTM tagging is implemented correctly

Enable Once HIGH

Check Once HIGH ConfidentialPayment gateway referrals excluded

Check Once MID ConfidentialEnable Google signals data collection to get cross-
device and demographic data

MID
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ACTION TASK FREQUENCY IMPACT NOTES/DOC/SCRIPT/EXT
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Are you using Micro conversions? Don’t skip this.

Review Micro conversion reference guide
for ideas and examples

Setup Micro conversions based on your
analysis of visitor behaviour

Google Ads conversion tag has at least 1 Macro 
conversion configured

Analytics has at least 1 Macro conversion configured
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Optional Once MID ConfidentialSetup video triggers within GTM for micro engagement 

Check Once HIGH ConfidentialConversion attribution is configured where appropriate 
(see Attribution below to find your ideal model)

Apply Once HIGH Confidential Remove any scripts or tags you don’t need or use

Check Once HIGH ConfidentialEach unique conversion is set to report in Conversion 
columns - no duplicates!

Check Once HIGH ConfidentialWebsite is using an SSL so pages load as https and http 
pages redirect to their secure equivalent

Check Once MID ConfidentialWebsite sitemap submitted via search console and 
website is indexed

Check Once HIGH ConfidentialGoogle Merchant Centre account is setup

Check Once HIGH ConfidentialVerified and claimed your domain in
Google Merchant Centre

Apply Once HIGH ConfidentialProduct feed created and uploaded it to Google 
Merchant Centreappropriate)

Review Once HIGH ConfidentialMerchant Centre diagnostics tab and fix
any critical errors

Check Once HIGH ConfidentialGoogle Merchant Centre is linked to Google Ads

Check Once HIGH ConfidentialEcommerce tracking in enabled in Analytics

Optional Once MID ConfidentialAnalytics Macro and Micro conversion goals imported 

Check Once HIGH ConfidentialHave you tried to ‘convert’ yourself? Go through the 
steps/enquiry form/checkout.

Check Once MID Confidential Search console is linked to Analytics

Once HIGH

Check Once HIGH ConfidentialSitespeed is good to great

Review Once HIGH Confidential Basic on-page SEO structure is done right

💡
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ACTION TASK FREQUENCY IMPACT NOTES/DOC/SCRIPT/EXT
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For Accurate conversions use gtag not GA imports

Enhanced conversions are setup and accurate

Set values for your qualified conversions

Monitor macro vs micro conversions against other 
campaign types

Lead gen quality measurement with first party data
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Apply Ongoing HIGH ConfidentialUpdate your conversion goals to Not Account Default

Check Quarterly HIGH ConfidentialPath Length - how many touches occur before your 
customers convert?

Review Quarterly HIGH ConfidentialAttribution - Picking the Right Model!

Check Once HIGH ConfidentialAttribution model isn’t Last-click, unless there’s a good reason for it 
to be (new account or recent installed conversion tracking)

Once HIGH ConfidentialBe careful when adding “Converted Leads” to account 
default goalsto Adsreports

Check Quarterly HIGH ConfidentialTop Conversion Paths - visualise your most common 
paths to conversion.

Check Quarterly HIGH Confidential Analytics attribution model comparison report.

Check Quarterly HIGH ConfidentialEach Google Ads conversion action’s attribution
model is updated.

Apply Quarterly HIGH ConfidentialThe most appropriate attribution model (you will 
review this during your Optimisation routine)

2. Attribution
ACTION TASK FREQUENCY IMPACT NOTES/DOC/SCRIPT/EXT
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3. Planning
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Do you want ROI or volume?
Pick a side.

Appropriate naming convention is in place.

The ‘Account Structure Dogma’

Build Accounts For Better Results
(visualised frameworks for account.

P
la

nn
in

g
Fi

nd
 Y

ou
r 

K
ey

w
or

ds
B

ud
ge

t 
Fo

r 
Su

cc
es

s
B

id
di

ng
 S

tr
at

eg
y

Apply Once HIGH ConfidentialDo ‘proper’ keyword research (without paying for tools)

Review Once MID ConfidentialSite search data in Analytics for seed and longtail 
keyword ideas.

Review Once HIGH ConfidentialSearch console data for additional keyword 
opportunities.

Check Once HIGH ConfidentialShared negative keyword lists have been created.

Check Once MID ConfidentialVerify the keyword selection and projections make 
sense against your business metrics.

Review Once HIGH Confidential Bid Strategy Foundation

Check Once MID ConfidentialYour ideal starting bids

Check Once HIGH ConfidentialManual versus automated bidding 
(Do you have enough data?)

Review Once HIGH ConfidentialHow to Approach Budget & KPI

Check Once HIGH ConfidentialVerify the ultimate goal - the one thing the ads need to 
achieve?

Check Once HIGH ConfidentialThe targets for the account - KPI agreed and realistic 
expectations are set.

Check Once HIGH ConfidentialAgree the monthly account budget
(and any flexibility to overspend)

Check Once HIGH ConfidentialAgreed budget structure and campaign allocation
(see Optimisation for ongoing)
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4. Building

Apply
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Keyword Match Type Methodology -
Follow Sprocket’s ‘Best Practice’ guide

Instead of thinking SKAG and SPAG,
see ‘Account Structure Questions and Answers’

How to work with international accounts

What to expect with a new account/campaigns

Create a campaign without a goal’s guidance

Your campaign type (the vast majority of accounts will 
start with a search campaign)

Search Partners are typically turned off
for new campaigns

Set a specific start and end date

Exclude countries/cities that should never see your ads

Ad rotation is set to ‘do not optimise’

Create ad schedule

Languages are correctly added

What happens after you launch your new campaign?

Location options are set to “People in or regularly in 
your targeted locations”

Bidding strategy and appropriate target or
bid has been set

If you’re using shared budgets, is there a good reason?

Target location(s) is correct (country, cities, radii etc)

Bidding Strategy Cheat Sheet

Average daily spend set as the budget

Campaigns only uses one campaign type-
never search and display together
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