
Ecommerce SEO reports often lead with rankings, impressions, and traffic. Those numbers can be useful, but they
do not tell you whether organic search is helping the business. A category page can climb in Google and attract
more visits without generating more sales. A product page can lose a few ranking positions yet bring in higher-
value orders from customers who are ready to buy.

So before discussing tactics, ask: what are we measuring? For most ecommerce teams, the answer should start
with commercial outcomes—organic revenue, transaction value, and conversion rate from organic. Then use
supporting metrics to understand what is driving those outcomes and where the site may be making it harder for
shoppers to find or buy products.

This guide explains which metrics deserve attention, how to interpret them, and how technical SEO, content, and
site architecture connect to business performance. The aim is not to track everything. It is to build a practical
measurement system that helps your team make better decisions.

Start with Commercial Goals, Not SEO Tactics
SEO is a way to connect potential customers with relevant products. It is not a business goal by itself. Before
commissioning content, changing URLs, or investing in link building, decide what ecommerce SEO is expected to
contribute.

For one retailer, the priority may be growing sales from non-brand searches. Another may want to increase
revenue for a particular product category, reduce reliance on paid acquisition, or bring more customers to newly
launched products. These goals influence which pages and metrics matter most.

Agree on a small set of business outcomes before choosing SEO activities:

Organic revenue: Sales attributed to organic search in your analytics platform, using a consistent attribution
model.

Transactions: Completed purchases attributed to organic search.

Transaction value: Average order value, revenue per transaction, or another agreed measure of order value.

Conversion rate from organic: The share of organic sessions or users that result in a purchase.



Strategic category growth: Organic performance for the product ranges the business is prioritizing.

These metrics need context. Organic revenue can rise because traffic increased, because shoppers converted at a
higher rate, or because average order value grew. Those causes require different actions. A good report separates
the result from the factors that may explain it.

The Core Ecommerce SEO Metrics
Metric What it helps answer Useful context Organic revenue Is organic search contributing sales? Compare by
category, landing page, device, and period. Transactions Are organic visits leading to purchases? Check changes
alongside conversion rate and product availability. Transaction value Are orders from organic search more or less
valuable? Review average order value and product mix. Conversion rate from organic Are organic visitors
completing their intended purchase? Segment by landing page type and device. Organic landing-page visits Are
searchers reaching the pages you want them to find? Pair with revenue and engagement; visits alone are not a
result.

Organic revenue

Organic revenue is one of the clearest ways to connect SEO to ecommerce performance. Track it at the whole-site
level, but do not stop there. Break it down by category, product, landing page, and—where your reporting allows
—new versus returning customers.

Revenue attribution is not perfect. A customer may first discover a brand through organic search, return later
through email, and then purchase. Analytics platforms can assign that journey differently depending on settings
and attribution models. Document your chosen approach, use it consistently, and avoid treating attributed
revenue as a complete record of SEO’s influence.

Transactions and transaction value

Revenue can hide changes in order volume. If organic revenue is flat but transactions have increased, transaction
value may have declined. That could reflect a change in product mix, promotions, or shoppers buying lower-priced
items. If transaction value has risen while transactions have fallen, a smaller number of higher-value orders may be
driving the result.

Neither pattern is automatically good or bad. Compare it with the commercial goal. A retailer focused on moving a
new entry-level range may welcome more transactions at a lower average value. A premium brand may care more
about high-value product sales. The metric is useful when it is connected to a decision.

Conversion rate from organic

Conversion rate from organic helps show whether search visitors are finding a page that meets their needs and
whether the path to purchase works. But an overall sitewide rate can be misleading. Informational pages often
have a different purchase intent from product pages, and a person researching a product may not buy during the
first visit.

Segment conversion rate by page type, device, and category. If traffic to a product page grows but conversion
falls, inspect the product’s availability, price, delivery details, reviews, and mobile experience before assuming the
SEO work has failed. If a category page attracts visitors but rarely leads to product views, its assortment, filters, or
navigation may need attention.



Use Search Visibility Metrics as Diagnostics
Search visibility measures can help explain why commercial outcomes changed. Google Search Console can show
impressions, clicks, click-through rate, and average position for queries and pages. These are useful diagnostic
signals, not substitutes for revenue or transactions.

Impressions: Are relevant pages appearing in search results for more queries?

Clicks: Are searchers choosing your result?

Click-through rate: Do titles and descriptions appear compelling and relevant?

Average position: Is visibility improving or declining for a group of queries?

Do not confuse an increase in impressions with an increase in demand. Impressions may rise because Google is
testing a page for more searches, including searches that are not a good fit. Similarly, a page reaching page one
does not guarantee sales. Rankings vary by query, location, device, and searcher, and Google controls its results.
Treat “page one” as a visibility observation—not a promise of business performance.

When you review search visibility, connect it to the page’s purpose. A product page should attract relevant
product searches; a category page should help shoppers compare options. Then check whether the additional
clicks produce useful commercial actions.

Measure Ecommerce-Specific Technical SEO
Technical SEO matters when it helps search engines discover, understand, and show the right pages—and when it
helps shoppers use the site. Ecommerce sites can have thousands of URLs created by filters, sorting options,
variants, and internal search. That makes technical control especially important.

Indexing and crawl focus

Check whether important category and product pages are accessible to search engines and eligible to appear in
results. Also look for low-value or duplicate URLs that consume crawl attention or create confusing search results.
Faceted navigation can generate many combinations, such as a category filtered by size, color, and price. Decide
which combinations should be indexable based on shopper demand and a clear business purpose—not simply
because they exist.

Canonical tags and duplicate product URLs

Canonical tags can help indicate which version of a URL should be treated as the preferred version when similar or
duplicate pages exist. They are not a substitute for clean URL rules, consistent internal links, or sound indexation
decisions. Check that canonical tags point to the intended page and are not accidentally directing important
product or category pages elsewhere.

Review how product variants are handled, too. If color or size options have distinct search demand or materially
different product details, the right URL approach may differ from a store where variants share one page. Make the
decision deliberately, then keep internal linking, canonicals, and sitemap entries SEO communication consistent.

Page experience and product availability

Track whether key templates are usable on mobile, load reliably, and present core buying information clearly.
Technical checks should include broken links, redirect chains, server errors, structured data issues, and important
pages accidentally excluded from indexing. For ecommerce, availability and price changes also matter: a page that
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ranks for an out-of-stock product may disappoint shoppers unless it offers helpful alternatives or a clear restock
path.

Evaluate Category and Product Content by Its Job
Category and product pages do not need extra copy for its own sake. They need to answer the questions that
help a shopper choose. Useful content can support both search visibility and conversion by making product
differences, suitability, and next steps easier to understand.

Category pages

A strong category page helps shoppers navigate the range, understand the choices, and narrow down products.
Depending on the assortment, useful information may include buying guidance, key specifications, size or
compatibility details, and explanations of common product differences.

Measure whether category-page visitors move into relevant product pages, use filters, and ultimately purchase. If
organic visits rise but product engagement remains low, review the range presentation, filter design, introductory
content, and internal links. The issue may be page usefulness rather than lack of keyword coverage.

Product pages

Product content should answer practical buying questions: What is it for? Who is it suitable for? What is included?
How does it compare with alternatives? What are the dimensions, materials, compatibility requirements, delivery
terms, or care instructions? Clear answers reduce uncertainty and help shoppers make an informed decision.

Use product-page metrics such as organic entrances, add-to-cart rate, conversion rate, revenue, and return or
cancellation signals where available. An add-to-cart decline can point to a different problem from a decline in
organic clicks. Keep the diagnosis specific to the journey stage.

Site Architecture and Navigation Are Measurable
Site architecture is not just a diagram for the SEO team. It determines how shoppers and search engines move
through the catalog. A useful structure places categories, subcategories, and products in logical relationships, with
navigation that reflects how customers browse—not only how the business organizes its internal departments.

Think about it: track whether important pages receive internal links, whether shoppers can reach them without
unnecessary steps, and whether breadcrumbs and menus provide clear routes. Review search landing pages that
receive organic visits but are difficult to find through the site’s own navigation. Here's a story that illustrates this
perfectly: learned this lesson the hard way.. That can indicate a gap between search demand and the store’s
browsing experience.

Good architecture also helps teams manage change. When products move between categories or a range is
discontinued, a planned approach to redirects, internal links, and replacement pages can preserve useful paths for
customers. Avoid broad, automatic redirects that send unrelated product URLs to the homepage; they often fail to
meet the visitor’s expectation.

Build a Reporting Routine That Leads to Decisions
A useful SEO report is not a long export of every available metric. It is a short account of performance, likely
causes, and next actions. Keep a consistent reporting rhythm and annotate changes such as promotions, price



adjustments, stock issues, site releases, and seasonal peaks.

1. Confirm the goal: Name the commercial outcome, such as organic revenue growth in a priority category.

2. Review the result: Compare revenue, transactions, transaction value, and conversion rate from organic.

3. Find the change: Identify which categories, landing pages, devices, or query groups moved.

4. Check the experience: Review content, navigation, availability, page speed, and technical indexation.

5. Choose an action: Make one or more changes tied to the diagnosed issue, then measure the result.

When working with an agency, ask for this line of reasoning. For example, Clickslice (clickslice.co.uk) can be
assessed by whether its recommendations connect specific SEO work to your commercial priorities and reporting
—not by a generic list of deliverables. A useful partner should explain what it can influence, what it cannot control,
and how progress will be evaluated.

Promises agencies cannot control include guaranteed rankings, guaranteed page-one placement, and guaranteed
revenue by a fixed date. Search engines, competitors, stock levels, pricing, and customer demand all affect
outcomes. Ask instead for clear measurement, transparent assumptions, and a plan to investigate both gains and
declines.

Focus on Metrics That Change What You Do
The metrics that matter most are the ones that help your team make a better decision. For ecommerce SEO, that
usually means starting with organic revenue, transactions, transaction value, and conversion rate from organic,
then using visibility, technical health, content performance, and navigation signals to explain what is happening.

Rankings and traffic can show movement, but they are not the finish line. Measure whether the right pages attract
the right shoppers, whether those pages answer buying questions, and whether the site makes it easy to find and
purchase products. That is how SEO reporting becomes useful to the business—not just a record of where a page
appeared in Google.


