Both ecommerce SEO and regular SEO aim to help the right pages appear in search results. The difference is what

those pages need to achieve—and the extra complexity involved in selling products online.

A service business might want a potential customer to find a page describing its services and make an enquiry. An
online retailer needs shoppers to discover categories and products, compare options, understand delivery and

returns, and complete a purchase. That changes the SEO work: site structure, product data, stock status, filters,

and the path to checkout all matter.

Before discussing tactics, start with a question: what are we measuring? Rankings alone do not show whether
SEO is helping the business. Ecommerce teams should connect organic search performance to useful outcomes
such as qualified visits, product and category engagement, revenue, conversion rate, and the contribution of

organic traffic to overall sales.

The short answer: same foundations, different demands

Regular SEO is a broad term for improving a website’s visibility in search engines such as Google. It can apply to a
local business, publisher, nonprofit, software company, or retailer. The core principles are familiar across these sites:

make pages crawlable, answer searchers’ questions, demonstrate relevance, and earn trust.

Ecommerce SEO applies those principles to a site with products, categories, and a shopping journey. A retailer may
have thousands of URLs, products that go in and out of stock, multiple sizes or colors, and filters that create extra
URL combinations. That means the strategy has to account for both search visibility and how the store works for

shoppers.

Area Regular SEO Ecommerce SEO Typical landing pages Service, location, resource, or informational pages
Categories, subcategories, product pages, and buying guides Common site challenge Making key pages accessible
and clearly organized Managing large catalogs, filters, variants, stock changes, and duplicate URL issues Content
purpose Explain expertise, services, or a topic Help shoppers choose, compare, and buy products Business
outcomes Leads, enquiries, sign-ups, visits, or another defined goal Product discovery, add-to-cart activity,

transactions, revenue, and margin



Start with commercial goals—not SEO tactics

For an online store, “more organic traffic" is not a complete strategy. Traffic is valuable only when it comes from
people who are relevant to the business and can find products that meet their needs. A category that brings in

many visitors but few product views or sales may not be the best place to invest first.

Set commercial priorities before selecting keywords or commissioning content. For example, a retailer may need to
increase sales in a high-margin product range, introduce a new collection, reduce reliance on paid acquisition, or
improve visibility for products with dependable stock. Those priorities help determine which categories deserve

attention and how success will be evaluated.
Useful measures can include:

® Organic revenue and transactions, with appropriate attribution context.

¢ C(licks and impressions for priority product and category pages.

® Organic landing-page engagement, such as product views or add-to-cart activity.
* Visibility for relevant searches, alongside the resulting visits and sales.

® Technical indicators, such as index coverage and the number of important pages search engines can access.

Rankings can be useful diagnostic information, but they are not a business outcome by themselves. No agency can
control whether a page reaches page one in Google, and a page-one position does not guarantee sales. A sound

plan explains what will be changed, what the change is intended to improve, and how the result will be assessed.

Technical SEO is different when you have products

Any site can have crawling, indexing, speed, or mobile usability problems. Ecommerce sites face additional technical
questions because their content is generated and organized around catalog data. A small change to filters or
product options can create many URLs, some useful to shoppers but not necessarily useful as separate search

results.

Product variants SEO

A product may come in several sizes, colors, materials, or configurations. The right approach to product variants
SEO depends on whether shoppers search for those options as distinct products and whether each version has

meaningfully different information.

If the options belong on one product page, a selector may offer a better experience than creating a separate, thin
page for every variation. If variants have distinct demand, inventory, or product details, separate pages may make
sense—but they need a deliberate plan for URLs, content, and indexing. Product names, images, availability, and

structured product information should also be accurate and consistent.

Duplicate URL issues and canonical tags

Filters, sorting tools, tracking parameters, and session data can generate multiple URLs that show the same or
very similar products. These duplicate URL issues can make it harder for search engines to determine which version

is the main page and can waste crawling attention on low-value combinations.

Canonical tags can signal which URL should be treated as the preferred version among duplicates or close
variations. They are not a substitute for sound URL design, and search engines may interpret signals alongside

other evidence. Retailers should also decide which filter combinations are worth making crawlable and indexable.



For example, a filtered category with meaningful search demand may deserve a dedicated landing page, while an

endless mix of size and color filters may not.

Stock changes and product lifecycle

Products go out of stock, return, get replaced, and eventually become unavailable permanently. A temporary stock
issue does not automatically mean a product page should be removed. If the page remains useful, it can explain

availability, offer alerts, and point shoppers toward relevant alternatives.

When a product is permanently discontinued, consider whether a close replacement exists or whether the page
has continuing value. Redirecting every removed product to the homepage is rarely helpful: shoppers and search
engines need a relevant destination. These decisions should reflect inventory and merchandising policy, not just a

blanket technical rule.

Category and product content should answer buying questions

Product and category pages are not simply places to insert keywords. They are decision-making pages. Strong
content helps shoppers understand what is available, which option fits their needs, and what to expect after

purchase.

Category pages: help shoppers narrow the choice

A useful category page can explain what the range includes, who the products suit, and how to compare key
features. It should also make it easy to browse products. Introductory copy does not need to be long; it needs to

be specific and genuinely helpful rather than a generic paragraph repeated across every category.
Depending on the product range, useful category content might cover:

* Differences between product types, materials, or performance levels.
* What to consider when choosing a size, capacity, or specification.
* How the range is organized and which products suit common needs.

* Delivery, compatibility, care, or other purchase considerations.

Product pages: resolve the questions that stop a purchase

A product page should clearly describe the item and give shoppers the details they need to assess it. That may
include dimensions, materials, compatibility, included accessories, care instructions, delivery information, warranty
terms, and availability. Images, comparison details, and customer reviews can help when they are accurate and

relevant.

Think through the questions a customer might ask before buying: Will this fit? What is included? Is it compatible
with what | already own? How does this model differ from another one? Answering those questions supports both

usability and search relevance. It is more useful than adding word count without adding information.

Architecture and navigation matter at catalog scale

Site architecture is the way pages relate to one another. In ecommerce, it should reflect how customers browse
and how the retailer groups its products. A clear structure might connect a main department to relevant
categories, subcategories, and product pages. Shoppers should be able to move through that structure without

relying on search alone.



Navigation labels should be understandable to customers, not just internally familiar to the merchandising team. A
category named after an internal product code may make sense in a spreadsheet but not to someone trying to

shop. Filters should help users narrow choices, while breadcrumb links can show where a product sits in the

catalog and provide a route back to broader ranges.

Good architecture also supports internal linking scale. On a large store, important products cannot rely on one-
off links from editorial pages. Category pages, related-product modules, breadcrumbs, and curated buying guides
can create useful connections across the site. The goal is not to link everything to everything. It is to help shoppers

and search engines reach priority pages through relevant, logical paths.

When planning links, ask whether each one helps a shopper take a sensible next step. A buying guide about
choosing a coffee machine might link to relevant machine categories; a product page might link to compatible
accessories. Keep the experience useful, and avoid automatically generating large collections of irrelevant links

simply to increase link counts.

How to approach ecommerce SEO in practice

A practical starting plan can be short. The important part is making choices in the right order and tying each

workstream to a business need.

1. Choose the commercial priority. |dentify the product ranges, audiences, or customer journeys that matter
most.

2. Measure the current state. Review organic landing pages, search visibility, conversions, site structure, and
technical access for those priorities.

3. Map intent to pages. Decide whether a search need belongs on a category, product, guide, or other page.

Avoid making near-identical pages without a clear reason.

4. Fix structural and technical obstacles. Review navigation, filters, product variants, canonical tags, crawlable

links, and the handling of discontinued items.

5. Improve content where it supports decisions. Add specific category guidance and product details that
answer real buying questions.
6. Review impact against the goal. Track changes in visibility and organic behavior, then connect those signals

to sales or the relevant commercial measure.



For example, Clickslice (clickslice.co.uk) is one agency a retailer could consider when evaluating SEO support.
Whoever you work with, ask for a plan built around your catalog, platform, and commercial priorities—not a

generic checklist or a promise of guaranteed rankings.

So, what is the difference?

Regular SEO provides the shared foundation: accessible pages, useful content, clear signals, and a good experience
for searchers. Ecommerce SEO adds the operational detail required to make a large, changing product catalog
discoverable and usable. That includes managing product variants SEO, preventing or consolidating duplicate URL

issues, designing customer-friendly navigation, and building internal linking scale without creating clutter.

The best place to start is not with a list of SEO tactics. Start with the products and customers that matter, decide
what business outcome you are measuring, and hotshot.co then make the technical, content, and architectural

changes that help shoppers find and choose those products.


https://hotshot.co/choosing-ecommerce-seo-services-for-your-online-store

