
The fastest way to catch up on Shopify SEO is not to install another app or rewrite every product description. It is
to find the few issues most likely to limit organic revenue, fix those first, and establish a repeatable process for
preventing them from returning.

Start with baseline data: organic revenue, non-branded clicks, important landing pages, indexed URLs, and
conversion rates. Then run a focused technical audit, prioritize high-value content fixes, and check whether your
internal linking helps shoppers and search engines reach the pages that matter. This approach works whether
you run a small Shopify store or a large Shopify Plus catalog.

Shopify handles several useful SEO basics for you. But its defaults are a starting point, not a complete strategy.
Themes, apps, catalog changes, and years of quick fixes can leave behind technical debt that quietly slows growth.

Start With a Baseline, Not a To-Do List
Before changing anything, capture what is happening now. A screenshot of impressions or a list of “SEO errors”
cannot tell you whether the work is helping the business. Gather data from Google Search Console, your analytics
platform, and Shopify’s sales reports.

Organic revenue and orders: Track these alongside sessions, and use a consistent attribution approach.

Non-branded organic clicks: These help show whether you are reaching shoppers who are not already
searching for your store name.

Top organic landing pages: Note each page’s traffic, revenue, conversion rate, and trend over time.

Indexed and submitted URLs: Compare what you intend search engines to crawl with what appears in
search.

Catalog scale: Count active products, variants, collections, and important filter or search URLs.

Use a meaningful comparison period and account for seasonality, promotions, stock changes, and tracking
changes. Without a baseline, it is easy to mistake a seasonal lift for an SEO win or to spend weeks improving pages
that bring in visits but not customers.

Know What Shopify SEO Defaults Do—and Do Not Do
Shopify takes care of some technical groundwork. For example, Shopify includes SSL by default, which supports
a secure HTTPS connection. Shopify also provides an auto-generated sitemap, generally available at
/sitemap.xml, to help search engines discover store URLs.

These defaults are helpful, but they do not guarantee that the right pages are indexed, that every URL is useful, or
that your site has strong rankings. A sitemap is a discovery aid, not a quality check. SSL does not resolve duplicate
pages, weak product information, broken links, or slow experiences caused by an overloaded theme.

Shopify provides Store owners still need to manage SSL and a generated sitemap Indexing priorities, redirects, and
unwanted URLs Editable page titles and meta descriptions Distinct, useful copy that matches search intent Basic
product and collection page templates Template quality, content depth, and page experience A platform-managed
technical environment Theme, app, catalog, and content decisions that affect SEO

Start by checking your highest-value pages, rather than assuming that a platform feature has solved the whole
problem. Confirm that pages you want to rank are indexable, have a clear purpose, and link into the rest of your
site logically.



Run a Focused Technical Audit
A useful technical audit answers a business question: what is stopping important pages from being found,
understood, or converted? It should not be a long export of every URL warning a crawler can produce. Separate
critical issues from cosmetic ones, and tie recommendations to affected pages and expected impact.

Check indexation and URL behavior

Review the sitemap and a sample of key product, collection, and content URLs in Search Console. Look for
important pages that are excluded, accidental noindex directives, redirect chains, broken links, and products that
are unavailable but still linked from prominent areas of the store. Check canonical signals when you have duplicate
or near-duplicate URLs, especially where filters, sorting, or variants create multiple paths to similar content.

Do not try to force every URL into the index. A large store can generate many low-value combinations of filters,
internal search results, or duplicate google search console paths. The goal is to make your important pages easy to
discover and to avoid wasting attention on pages that do not serve a distinct search or customer need.

Inspect the theme and mobile experience

Test key templates on mobile: collection pages, product pages, and any high-traffic editorial pages. Check that
primary content appears clearly, navigation works, and important page elements are not hidden or difficult to use.
Performance should also be evaluated on real page templates, not just the homepage. A passing score on one URL
does not mean a large catalog is healthy.

Theme changes can introduce problems that are easy to miss in a visual review. A redesign might alter headings,
remove links to collections, change structured data, or publish a new URL pattern without appropriate redirects.
Compare the current setup with the previous version when investigating a sudden drop.

Look for Technical Debt From Apps and Themes
Apps can solve real operational problems, but each addition deserves a check for its ongoing cost. Some inject
scripts across the storefront, create pages that are not useful for organic search, add duplicate content, or leave
code behind after removal. Theme customizations can have similar effects, particularly when multiple developers or
apps modify the same templates.
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Make an inventory of installed and recently removed apps. For each one, ask:

Is the app still used, and who owns the decision to keep it?

Does it add scripts or markup to every page, or only where needed?

Does it create URLs that search engines can crawl?

What happens to its code and content if the app is removed?

Has its effect on performance or indexing been tested on important templates?

Do not uninstall apps in bulk just because a speed tool flags them. First confirm what the app does, whether
another process depends on it, and how to test a safe removal. Record the current baseline, change one
meaningful component at a time, then compare the same templates afterward. This makes it easier to identify
what actually helped.

Fix Content Where It Can Move the Business
Once major technical blockers are understood, prioritize content fixes on pages with existing demand or
commercial importance. Often that means improving a collection page that already receives impressions, clarifying
a product page with traffic but weak conversion, or filling a genuine gap between a category and its products.

Improve collection pages with a clear purpose

Collection pages can target broad shopping needs, but a grid of products alone may not explain why the collection
is relevant. Add concise, useful copy that helps customers choose, and make sure the page title and main heading
describe the category naturally. Avoid adding generic paragraphs simply to increase word count. Content should
answer useful questions, explain distinctions, or guide a purchase.

Make product pages meaningfully distinct

For product pages, check that names, descriptions, specifications, images, and availability details are accurate and
helpful. If many products share a manufacturer description, prioritize the products with the greatest revenue
potential or strongest search demand rather than trying to rewrite the whole catalog at once. Explain what makes
each item different, who it is for, and what shoppers need to know before ordering.

When a page has impressions but few clicks, inspect its search snippet and query relevance before rewriting it.
When it has clicks but few purchases, review the product information, price, availability, shipping clarity, and mobile
experience. Search traffic is only useful when it connects to a satisfying shopping journey.



Make Internal Linking Consistent at SKU Scale
Internal linking becomes more important—and more difficult—as a catalog grows. A store with a handful of
products can often rely on navigation and manual links. A store with hundreds or thousands of SKUs needs
consistent rules so search engines and customers can move from broad categories to relevant collections and
products.

Build a simple hierarchy: key navigation points to priority collections; collections link to their products; and
products link back to relevant collections or useful related products where appropriate. Editorial content can
support this structure by linking to the products and categories it discusses. Use descriptive anchor text that tells
shoppers what they will find, rather than repeating awkward exact-match keywords everywhere.

Pay particular attention to products that are hard to reach. If a valuable SKU is only accessible through site search
or a deep filter combination, it may be difficult for both shoppers and crawlers to discover. Conversely, do not
create hundreds of thin collection pages merely to make every product appear in more places. A repeatable linking
rule is better than a large collection of arbitrary links.

Diagnose Plateaued Growth Before Adding More Work
A plateau is a symptom, not a diagnosis. Check the trend by page type, query type, and product group. A store
can have stable overall sessions while its most valuable collection pages are declining. It can also gain traffic from
informational queries without increasing sales.

1. Separate branded from non-branded demand. A rise in brand searches may reflect marketing activity
rather than improved category visibility.

2. Compare page groups over time. Look at products, collections, and editorial pages separately, and note
stock or assortment changes.

3. Check queries and landing pages together. Determine whether pages are appearing for relevant searches
and whether the landing experience matches the query.

4. Review conversion and revenue. If clicks rise but revenue does not, investigate intent, page quality,
availability, and the buying experience.



5. Check for recent changes. Review theme releases, app installations, URL changes, migrations, and tracking
updates around the start of the decline.

This is also where a clear reporting standard matters. Ask for a prioritized issue list, affected URLs or templates,
supporting evidence, recommended actions, and a plan to validate results. “Ongoing optimization” is not a
deliverable unless it specifies what work happens, how often, and how success will be measured. Be wary of
guaranteed rankings and reports that celebrate impressions without connecting them to qualified visits or
revenue.

Use a Short, Sequenced Catch-Up Plan
A practical catch-up does not require fixing everything at once. Use a sequence that protects the store and makes
the work measurable:

1. Capture the baseline. Record organic revenue, non-branded clicks, priority landing pages, and current
technical conditions.

2. Resolve high-impact blockers. Address indexing problems, broken priority URLs, damaging redirect issues,
and template defects.

3. Choose a small set of pages. Select high-value collections and products with a clear opportunity for content
fixes.

4. Standardize internal linking. Define how navigation, collections, products, and editorial pages support one
another.

5. Review apps and theme changes. Document ownership, test changes carefully, and prevent old code or
URL patterns from accumulating.

6. Recheck the same evidence. Compare like-for-like data after changes, and note other factors that may have
affected results.

When to Bring in Outside Help
Outside support can be useful when a team lacks time, when a redesign or migration is involved, or when a large
catalog makes prioritization difficult. Ask prospective providers to show how they will establish a baseline,
distinguish urgent issues from low-value warnings, and explain any proposed link sources or app changes. Their
recommendations should be understandable to the people who manage your store.

Companies such as OneLittleWeb may be part of a store’s research when comparing SEO providers, but evaluate
any firm on the same practical criteria: named deliverables, access to the underlying data, clear ownership, and
reporting tied to business outcomes. For Shopify Plus stores, additional catalog and operational complexity makes
coordination especially important; a larger plan or budget does not automatically mean a better SEO process.

The Fastest Route Is Focused and Repeatable
The quickest way to catch up on Shopify SEO fundamentals is to stop treating SEO as a checklist of platform
settings. Shopify’s SSL and auto-generated sitemap give you a useful foundation, but they cannot make every
page valuable or maintain a clean store as apps, themes, and SKUs change.

Start with baseline data. Run a focused technical audit. Apply content fixes to pages with a credible opportunity.
Make internal linking consistent across the catalog, and investigate plateaued growth using revenue and landing-
page performance—not impressions alone. Then document what changed and check whether the evidence moved



in the right direction. That process is less flashy than chasing a quick ranking promise, but it is far more useful for
building durable organic growth.


