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You wouldn’t open a cafe in a 
ghost town. You wouldn’t launch 
a restaurant in a forgotten 
woodland shack. You wouldn’t 
run a clothing boutique in remote 
moorland. If you try to operate an 
online store without an up-to-date 
understanding of SEO and how 
it works, you’re making a critical 
error: you’re investing your time 
and resources into a business that 
won’t find its customer. 
Much of search engine 
optimisation (SEO) is the attempt 
to pre-empt Google and how it 
prioritises web content. 

Why 
is SEO 
important?
The number of online buyers keeps 
increasing every year, spiking 
during the coronavrius pandemic 
due to the dependency on online 
shopping. With spiralling levels of 
competition, it’s not just easy to get 
lost in the mix, it’s inevitable. That is 
if you choose not to invest in SEO. 

Search engine optimisation 
(SEO) is vitally important, allowing 
potential customers to find your 
online store where they otherwise 
wouldn’t. Studies show that 51% of 
shoppers say they use Google to 
research a purchase they plan to 
make online, in which people who 
use search are 2.4 times more 
likely to buy online. Since so many 
eCommerce companies struggle 
to find their customers, it’s no 
surprise that the fastest-growing 
brands invest in SEO. 

However, SEO is an ever-changing 
game. Each year, Google releases 
updates to their Core Web Vitals. 
These are metrics that Google 
deem important when measuring 
a website’s User Experience. But 
what does the latest update mean 
for your company? Will you have 
to overhaul the way you plan and 
implement your SEO strategies? 

Reward can help demystify this 
change to Google’s algorithm, 
while also clarifying the importance 
of the various tools in any 
marketing planner’s SEO arsenal. 
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Audit Existing 
Performance 

The first step to reshaping your 
updated SEO strategy lies in a 
site audit. When you audit your 
performance, you highlight the 
strengths and weaknesses of a 
website, exposing the critical areas 
of your business. For instance, 
your site may have suddenly 
seen a drop in traffic or you may 
have recently acquired a new 
website and wish to improve its 
performance. 

It goes without saying that a 
site audit should be thorough, 
analysing metrics for content, SEO, 
keyword density and more. To put 
it simply, a successful audit is going 
to yield lots of findings. The more 
in-depth your results, the greater 
your opportunity for improvement. 
The results of a successful audit 
will give a site manager a blueprint 
on how to best optimise business 
performance moving forward.

Identify Areas for 
Improvement

So, what should your audit include? 

First things first, focus on what 
your site is doing now: current 
campaigns, posts and pages. 
There’s no way to effectively 
audit a future project so don’t try 
to include any. That means that 
you’re going to need to cast a wide 
net, auditing all of your content 
and product pages in light of their 
SEO performance. 

In your initial audit planning, you 
should ask yourself the following 
questions: 

 - Has there been an audit in the 
past, and if so, what was the 
result?

 - Have there been significant 
changes since the previous 
audit? 

 - How did the process support 
your company’s overall goals and 
objectives? 

Following this, if there are any 
existing issues, tackle them first. 
If this is your first audit, then 
you’re going to be on the hunt 
for problems that will lower your 
Google ranking. 



Evaluate Your Content 
Your content is crucial when it 
comes to determining your site’s 
ranking. A decisive misstep is in the 
mishandling of expired products. If 
you’re still listing out-of-stock items 
or linking to outdated products 
from a category page, this is a key 
area for improvement. 

Product pages are the bedrock of 
any eCommerce website - there’s 
no room for poor content. Ensure 
that your product pages have 
sufficient text and simultaneously 
describe your stock while hitting 
the appropriate keywords. 

Your audit should also review your 
site’s visual content in great depth. 
A rule of thumb is to employ high-
quality images that are enough to 
show your products in clear detail, 
but are not excessively large in 
file size as to slow your web page 
down. Whether you are writing a 
product description or blog post, 
you want to break up blocks of 
text with dynamic images or other 
media (videos/GIFs) when possible.

Keywords are of constant 
importance to your SEO ranking. 
Thankfully, there are many online 
tools that will measure a web 
page’s keyword density for you. 
However, whether you are using 
the correct keywords is an entirely 
different matter. It is important 
that your web pages feature 
keywords that match a customer’s 
likely search query. Also, using 
too many or too few keywords is 
going to send your site’s rankings 
plummeting. Go to our Off-Page 
SEO section for more information.

Increase Usability 
A further area that your audit 
should cover is your site’s overall 
usability. A website audit should 
assess the architecture, speed 
and user-friendliness of each of 
its pages. To accomplish this, you 
first check each of your page’s 
speeds (load times should be 
under 3 seconds) using one of the 
many free online tools available. 
Make a note of sluggish load times 
and amend them accordingly (our 
section on On-Page SEO covers 
how to do this). Next, ensure that 
your HTML tags are appropriate, 
looking at heading, subheadings, 
meta descriptions and page titles. 
Again, this is discussed later on in 
this guide.   

Toxic Backlinks
Discovering any toxic backlinks 
should be the primary focus of your 
audits. These are the unnatural 
links that have been penalised 
following Google’s prior Penguin 
update. Examples include links to 
sites with malware and viruses. To 
put it crudely, if your site links to 
any web page that looks spammy, 
Google is going to think it is guilty 
by association (more advice on this 
in our Off-Page SEO section).

Technical SEO



Keyword research shines a light 
on the process of discovering 
which words and phrases people 
use in search engines. It should 
serve as the foundation of every 
eCommerce SEO campaign. 
That’s because keywords enable 
you to place yourself in the mind of 
your target audience as they begin 
their eCommerce journey. 

With accurate keyword research, 
you understand how your 
customer finds your website. 
Therefore, you should be using 
the research in each SEO task 
that you perform, from finding 
content topics, email outreach 
and promotion. Without keywords, 
it’s impossible to optimise your 
site’s product and category pages. 
Your list of keywords also impacts 
your technical SEO, your site 
architecture and URLs.

Keyword 
Research

How to Perform 
Keyword Research

Most eCommerce shopping 
journeys begin with a product 
search. It pays to approach your 
research with product-focused 
words and phrases at the forefront 
of your mind.

Step 1 - Brainstorming Short-Tail 
Keywords
Short-tail phrases are short (hence 
the name), typically a single word, 
and are foundational to the overall 
search term. For instance, if you’re 
a haircare company, a short-tail 
keyword may be as simple as 
‘shampoo.’ As a starting point, 
short-tail words are essential, 
particularly as keyword generator 
tools require them to function. 
So how do you generate a list of 
appropriate short-tail keywords? 

Put yourself in the shoes of your 
customer and think about the 
words that they may type into 
Google. Perform this brainstorm 
with your team - it may even require 
a customer persona or role play 
activity. 

Step 2 - Use the Right Tools
Now you have your short-tail 
keywords, you have all you need 
to use keyword research tools 
like Google Keyword Planner: 
once you feed the tool with your 
keywords, you’re presented with 
keyword ideas that have been 
pulled from Google’s database. 
Google Keyword Planner also 
provides keywords that don’t 
contain your short-tail words in 
their phrasing but are still relevant 
to your audience. Of course, there 
are additional keyword tools 
available, but depending on the 
level of their functionality, they’re 
going to carry a cost.

Step 3 - Consider Your 
Competition 
Your Google Keyword Planner 
results may or may not be enough 
to provide a clear picture of 
appropriate keywords. If you’re 
looking to supplement your list, 
there’s no better way than looking 
at which words are sending traffic 
to your competitors. 

First, feed your short-tail keywords 
into Google, and when looking 
at your results, you’ll see which 
companies rank highly for that 
search term. Once you’ve created 
a new list of high ranking sites, you 
can plug them into a competitive 
intelligence tool, such as SEMRush 
and Ahrefs. These can help you 
to understand your competitor’s 
SEO strategies, showing their top 
pages, categories and keywords 
generating organic traffic. 



Matching User Intent with 
Keywords 

It’s not enough to have a list of 
keywords if you don’t understand 
how they’re processed by Google. 
User Intent describes how a word is 
categorised by search engines. To 
put it simply, user intent is the main 
goal that someone has when typing 
a query into Google. Typically, these 
fit into one of 4 categories: 

 - Informational
 - Commercial
 - Navigational
 - Transactional. 

For example, ‘valentines gifts’ is 
clearly commercial, whereas if you 
add an additional qualifying word 
and turn it into ‘valentines gifts 
ideas,’ you have an informational 
search query.

Even if the intent is obvious, you 
still want to look at the pages that 
rank for that keyword. The pages 
that rank on the first page of results 
have clearly passed Google’s user 
intent test. For example, if you 
search for a type of product, you’re 
likely to find results that provide that 
product, instead of content about 
how the product works.

It goes without saying that it’s 
essential to optimise the keywords 
which are used within your SEO 
strategy, ensuring that they match 
the intention to why someone 
would use your site. Google 
understands if a page is a strong 
fit for user intent. If a search result 
isn’t a good fit for a keyword, then 
Google is going to downrank it. 



eCommerce Site 
Architecture
When building your site, it’s 
important to get the architecture 
right, as it is essential to user 
experience. Yet, a common 
problem is an overcomplicated site 
structure. Try approaching your 
site as if you were a brand new 
customer and ask yourself this: 
does your site have a logical and 
fluid hierarchy of pages?

If you’re unable to guide your 
visitors to the products that they’re 
looking for, they’re more likely 
to abandon your site altogether. 
What’s more, having a clearly 
defined site structure is going 
to make it easier for Google to 
understand your website, and so, 
will positively influence how it ranks 
in the search results.

Categories
Is your website simple to navigate 
with clear and distinct categories? 
Do these categories have 
subcategories that fit? It’s scary 
how many websites go wrong 
- if you’re making it difficult for a 
customer to find a product then 
they’re going to shop elsewhere. 

A tip is to keep the number of main 
product categories between two 
and seven. This stops a customer 
from feeling overwhelmed and 
forces you to streamline your 
site, giving your brand a clearer, 
stronger identity. If you have more 
than seven categories, then rethink 
the way you organize your site - 
trim the excess. 

Sitemaps
You may want to consider using 
a sitemap to ensure you have a 
clear route from landing page to 
category to product. A sitemap 

can be generated online, or even 
on pen and paper. Generally, as 
long as they help create a visual 
representation of how your site 
flows, they’re doing the job. A 
good sitemap will provide a clear 
structure for your content, adding 
to the user experience, and 
ultimately, a better SEO ranking. 

Wireframes
Wireframes provide a more in-
depth visual representation of 
your web pages. Specifically, a 
wireframe is a visual prototype 
of how a page will look, blocking 
out the areas for content, overall 
layout and behaviour. Think 
of it like a storyboard used in 
animation, without the styling, 
colour or graphics. 

At this point, you should have a list of 
your categories, subcategories, and 
a blueprint of each product page. 

Pages
Now let’s look at your pages in 
greater detail. It’s now necessary 
to define what you need to feature 
on specific landing pages. From 
an SEO point of view, every 
eCommerce website has several 
high-priority pages: the homepage, 
category pages, product pages 
and regular text pages. Each of 
these should be distinguished with 
the following information:

 - Page Name
 - Page Description
 - URL
 - Parent Page
 - Relevant Keywords
 - Page Title (Meta Title)
 - Meta Description
 - Headings
 - Links.



On-Page SEO
On-Page SEO describes the way 
you optimise each of your web 
pages so that they rank more highly. 
To be exact, it refers to both the 
content and HTML stylings that 
underpins it. What this means is 
that your text and media are equally 
important to how they’re presented. 

Whether you’re using a content 
management system (e.g. Shopify, 
WordPress etc.) or developing 
your own website, you’re probably 
familiar with HTML - the markup 
language that determines how your 
website is displayed.

HTML
Whether you’re using HTML or a 
content management system, how 
you display your content matters. 
HTML encompasses paragraph 
breaks, headings, bulleted lists, 
forms and more, expressed 
through ‘tags.’ Tags are the 
elements of HTML coding that tells 
search engines how to properly 
read your content.  

Product Pages
Title Tags (Meta Title)
The first stage in optimising your 
product pages to be SEO friendly 
is to ensure that your HTML tags 
are used correctly. The first tag 
that your audience is going to 
encounter is your title. It goes 
without saying that your title should 
accurately reflect your product 
name, including the manufacturer. 
They should also be of an optimal 
length for search engines, so 
anywhere between 50-60 
characters. Anything over 60 
characters will run the chance of 
being cut off in the search results. 
Meta Descriptions

Next, consider your meta 
descriptions. The meta description 
is a short block of text that 
summarises a web page’s content 
- this too has its own HTML tag. 
Search engines, like Google, will 
show your meta description in its 
search results and typically, they 
contain the search terms. Take a 
creative approach to writing them: 

they should perform the dual task 
of accurately and briefly describing 
the web page, as well as reflecting 
your brand’s personality. They 
should be original and unique for 
each page, with a length between 
120 - 150 characters. 

Headings
Now, you should separate ideas 
and paragraphs with the relevant 
subheadings. It may seem 
inconsequential, but properly 
formatted content is gravely 
important to your SEO rankings. 
Aim for a header length of 20 - 70 
characters to adhere to Google’s 
optimisation guidelines. 

Product Descriptions 
To best optimise your product 
pages, ensure that they have 
unique product descriptions. 
If you’re rehashing the same 
description your manufacturer 
shipped with the product, your 
page will read in the same way 
as your competitors. Rather, you 
should prevent duplicate content 
by focussing on high-quality, 
creative product descriptions that 
both inspire a customer and appeal 
to Google. Of course, ensure that 
these descriptions are properly 
formatted in the relevant paragraph 
tags.

URLS
Don’t forget to modify your URLs. 
Most content management 
systems will auto-generate a ‘slug’ 

(the part of the URL that comes 
after the domain extension). 
However, this will result in a poorly 
optimised URL for your product 
page. Instead, choose a clear, 
easy-to-remember URL that 
best describes your product and 
include key search terms (e.g. 
the product name). But make 
sure that it is short - long URLs 
are detrimental to rankings, 
so anywhere between 50-60 
characters is a good length. If it is 
more than 80 characters, then you 
should review these and shorten 
them when possible. 

Images
Images contribute to some of the 
most important HTML tags. They 
also provide an easy way to mess 
up your SEO ranking. It takes more 
than an image upload to adhere 
to SEO guidelines. Rather, it takes 
a high-quality image, supported 
with the appropriate alt text that 
contains the product name and 
keywords. The image alt tag is 
designed to show alternative text 
for anyone who is viewing a page 
in a way that doesn’t render its 
images. If possible, add videos 
or GIFs to further illustrate your 
products. Aim to reduce your 
images to below 200kb with 
your alt text less than 100 
characters in length. 



Bold, Italics and Underline Tags
The bold, italics and underline tags 
are some of the most under-used 
HTML tags, yet can be equally 
important to your overall SEO 
ranking. Wrapping keywords 
and phrases with these tags not 
only emphasise their meaning to 
your reader but signpost parts 
of your text that have greater 
value to Google. That said, use 
these tags to spotlight SEO-
relevant keywords, increasing the 
chance that they’ll be uncovered 
as Google scans your page and 
assesses its value.

Keywords that Reflect 
Search Intent 
We’ve spoken at length about 
the importance of keyword 
research. Enhancing your page 
with keywords that match the user 
intent is going to tell Google that 
yours is a valuable eCommerce 
site. Therefore, ensure that the 
words you use to punctuate 
your page’s content reflect 
transactional user intent. 

Product Page User Experience 
(UX)
We’ll talk about the importance of 
user experience in greater detail 
when we discuss Google’s Core 
Web Vital changes. However, it’s 

important to emphasise strong UX 
at every opportunity. Simply put, 
poor UX is guaranteed to not only 
contribute to your bounce rates 
(the number of people leaving your 
site about viewing one page), but to 
lower your search engine rankings. 

We have mentioned a page’s 
overall readability, taking into 
account text, images and video, 
but a site’s technical performance 
impacts UX just as much. For 
example, if your product page is 
taking a long time to load, your 
customer is probably already 
on their way to checking out 
your competitor. 

How to Improve Site Speed
In order to effectively improve 
a web page’s speed, you’re 
going to need to go back to the 
development level. It goes without 
saying that your site should be 
optimised for mobile devices, 
especially since over 54% of 
searches are from mobile devices. 

When returning to a page’s 
codebase (the collection of source 
code used to build the website), 
start by removing any unnecessary 
spaces, commas, characters and 
any unused code. Next, ensure that 
your images are not larger than 
they need to be. Although you want 
to use high-quality and detailed 
product images, they really don’t 
need to be larger than 2048 by 
2048 pixels.

The following steps are more 
technical and whether you choose 
to outsource the programming or 
not, you’ll be looking to:

 - Reduce web-page redirects
 - Improve server responsiveness
 - Use a content distribution 

network
 - Employ browser caching to 

reduce load times.

Category Pages
Category pages can be equally as 
important as the product pages for 
eCommerce sites. Having properly 
formatted category pages can lay 
a quick path to a high SEO ranking. 
As above, your category pages 
should properly utilise all of the 
relevant HTML tags, from headings 
to meta descriptions. What’s also 
important is to ensure that your 
category pages properly detail 
your site’s architecture, containing 
a clear hierarchy of pages within 
(refer back to eCommerce site 
structure for more details). 

Your category pages should help 
your shoppers find products. But 
your category pages also affect 
the indexation (the listing of pages 
on search engines), hierarchy and 
relevance of your product pages. 
So let’s break them down.

In order for your category pages 
to carry enough weight to improve 
your SEO rankings, they need 
to contain a sufficient amount of 
products. Having thin content (low 
amount of content on a page) or 
empty pages are only going to give 
the wrong impression about your 
site to Google. As always, you’re 
going to gain a strong impression 

of what to aim for by looking at your 
successful competitors. 

In addition, your categories should 
also reflect the keywords that 
your audience searches for most 
frequently. However, optimising 
category pages for SEO purposes 
can be tricky, as these pages will 
likely contain less text than those 
for your products. In order to 
navigate this issue, your category 
pages should be used to promote 
featured products, sales and 
loyalty programmes. This way 
you’re utilising your promotions 
and creating an opportunity for 
authentic keyword implementation.



Content 
Marketing
We’re all familiar with content: it 
can be any form of information that 
lives and is consumed on the web. 
In order for content to be marketed 
in light of SEO and its principles, it 
has to be created with the goal of 
attracting search engine traffic. 

Let’s break it down. SEO content 
can include anything (and not 
limited to) product pages, blog 
posts, articles, videos, infographics 

and guides. It’s a mistake to 
produce content haphazardly, 
hoping that it will rank highly on its 
own accord. That’s not to say that 
content should become a jigsaw 
puzzle of rules and procedures that 
flatter a search engine’s algorithm. 
However, it’s important to have 
a deeper understanding of SEO 
strategy, and how that is ultimately 
going to benefit your content.

Informational Keywords
We’ve already discussed the 
importance of understanding your 
keywords. However, it takes more 
than peppering your blog posts 
with short-tail keywords to rank 
highly. Brainstorming interesting 
content ideas and embroidering 
them with important keywords is 
a strong place to start. User intent 
also plays a part here: people are 
likely to find content after looking 
for an answer to an informational 
search query. 

A Study in SEO Content
Let’s take blog posts as an 
example. Writing for SEO purposes 
and writing engaging and 
authoritative content may seem 
to be at odds. However, the ability 
to reconcile both approaches in a 
natural manner speaks to the skill 
of the writer. Where a lot of people 
go wrong is in the overuse of 
keywords. An overly high keyword 
density tells Google that you’re 
producing spam, and severely 
hampers the readability of your 
text. 

Blog posts should serve to 
captivate the reader in a tone of 
voice that bolsters your brand 

identity and sense of industry 
expertise. On the other hand, 
strong SEO content is able to 
silently appeal to search engines. 
To keep your readers engaged, you 
should think about the structure of 
your piece, keeping it optimised for 
the way people consume written 
content. If your audience likes and 
understands your content, they’re 
more likely to share it. Of course, 
there are several techniques you 
can use to enhance your SEO 
content, regardless of its type. 

Paragraphs and Headings 
Regardless of your content type, 
it pays to understand paragraphs 
and headings. Your paragraph 
length is speaking to Google about 
the readability of your content, 
affecting its ranking accordingly. 
If your paragraphs are too brief, 
you’re cheapening your text, telling 
search engines that it’s made up 
of ill-researched spam sentences. 
If they’re too long, you’re telling 
them that your content is poorly 
structured. As a rule, each 
paragraph should introduce a new 
idea. If a block of text contains 
multiple ideas, then consider giving 
them a paragraph of their own. 

Headings inform the metadata and 
technical SEO rankings for a piece 
of content. The most important 
takeaway is that a proper heading 
structure should help explain your 
text, while also making it easier to 
navigate. Appropriate headings 
will introduce what a specific part 
of the text is telling the reader. 
Subheadings further explain the 
content and help the reader scan 
your page. It pays to have keywords 
in some of your headings and in the 
opening lines of your paragraphs, 
however, as always, practise 
restraint at risk of looking spammy. 

Page Length
Whether you’re writing a page, 
post, or user guide, it is important 
to consider the length of your 
text. In reality, when deciding a 
page’s length, you’re attempting 
to reconcile Google’s preference 
for long articles with a reader’s 
preference for compact, succinct 
text. What’s the takeaway? First 
things first, for a web page, write 
a minimum of 300 words but aim 
for between 500-700 words. For a 
blog post, write a minimum of 500 
words, however, blogs over 1000 
words perform better. A higher 
word count gives Google more 



opportunities to better understand 
what your text is about and to rank 
it in accordance with the relevant 
keywords. However, that also gives 
you the opportunity to produce 
filler content, text empty of any 
meaningful SEO markers. Our 
specialist advice is to only produce 
long-form content if you’re a 
confident writer, able to generate 
quality and user-friendly text.

Linking
Link-building is another significant 
factor of SEO, one that may not 
be immediately obvious if you’re 
unfamiliar with how to optimise 
content. If you’ve already written 
content on the same topic as 
your current post, don’t fail to link 
between the two. This is called 
internal linking. External linking, on 
the other hand, is best performed 
when you connect your content to 

high authority sites (typically ones 
that end in .gov, .edu and .org). We’ll 
touch more on external linking in 
our section on off-page SEO.

Consistency 
By frequently adding content to 
your site, you’re telling Google that 
you’re still relevant. Sadly, you may 
invest in evergreen posts, but they 
won’t be enough to be SEO savvy. 
If your site isn’t active, Google 
will crawl it less often, causing it 
to decline in the overall rankings. 
That said, it’s important to ensure 
that what you post is informative 
and of high quality. Google treats 
poor content as badly as it treats 
no content. If you have difficulty 
posting on a regular basis, then it 
pays to outsource your content to 
an agency that is able to maintain 
an editorial calendar. 



Off-Page SEO
Off-Page SEO refers to the 
activities that are performed away 
from your website but still have 
an effect on your overall rankings. 
Where you have greater control of 
your On-Page SEO, including how 
to structure your content, Off-Page 
SEO is generally harder to manage. 

This is because a lot of Off-Page 
SEO is measured on factors that 
other people are responsible for, 
such as reviews and social media 
performance. However, that is not 
to say that there aren’t techniques 
you can use to maximise your Off-
Page SEO relevance. 

Link-Building 
Search engines use links to 
determine how relevant a site is. 
However, it’s not just a case of 
having links, it’s important to have 
quality links. As we’ve discussed, 
sites that end in .edu, .gov and .org 
signify authority. It certainly pays 
to link to these sort of sites, telling 
Google that you embody expertise 
in your industry. You can also use 
a domain authority checker tool to 
measure a website’s authority and 
whether they are high enough to 
link back to. 

Who links to you also speaks 
about your relevancy. If you 
have produced a quality piece of 
content, you should aim to have 
a mutually beneficial relationship 
with the sites that you link to. It 
helps to select and reach out to 
the sites that could possibly link 
back to your content, as this will 
also help enhance their rankings. In 
return, the visitors that will come to 
your site from that link are going to 
contribute to your Off-Page SEO 
metrics. By the same token, if you 
focus on quality content, products 
and services, you’re likely to 
generate positive reviews. These 
may appear on external sites, but 
play a crucial role in determining 
your overall rankings.

Social Media 
A lot of eCommerce sites 
misunderstand how to use 
social media. There are many 
highly successful sites with 
comparatively low followers on 
their socials. Some brands think 
it’s important to flood their social 
media with endless content, 
hijacking trends and calendar 
events that aren’t relevant to their 
company or consumer, all in the 
name of post counts. The fact is 
that on its own, social media is not 
going to improve your SEO ranking. 

Social media should be used to 
understand and engage with 
your customers. You want to 
build trust with them so that 
they confidently identify your 
business as the solution to their 
retail problems. This is achieved 
through consistency, by publishing 
interesting social media posts 
that proudly represent your 
company’s ethos. This is also 
achieved by actively seeking to 
understand your target audience 
- through promotions, polls and 
conversations. 

Local SEO
Local SEO describes the strategy 
of making your website more 
visible in local search results 
on Google. You may think that 
in a post-lockdown, digitised 
world, nearby brick and mortar 

businesses are less important. 
This isn’t true for SEO purposes. 
Optimising for local searches is still 
vital when it comes to telling search 
engines that you are relevant. 
Any business that has a physical 
presence, or that serves a local 
community, is going to benefit from 
local SEO. 

Local SEO is a way Google 
reconciles how it perceives the 
user’s intent. For example, if a user 
searches for ‘hair,’ Google will 
provide a map pack with 3 local 
hairdresser listings at the top of 
the search results. When Google 
displays its local map pack, it’s 
actually using a separate algorithm 
from the ones that power the main 
Google search results. If you’re 
able to appear in both the organic 
search results and local map pack, 
then you’re strengthening your 
overall SEO ranking. 

So what can you do? Firstly, build 
a local landing page for each of 
your locations, especially if you 
run a multi-location business. On 
this page, include your business 
name, details from address and 
phone numbers, optimised with the 
relevant meta descriptions. Off-
site listings, in review aggregators, 
TripAdvisor and in Google My 
Business are also going to affect 
your local SEO rankings.  

https://mailchimp.com/marketing-glossary/google-my-business/
https://mailchimp.com/marketing-glossary/google-my-business/


Core Web 
Vitals

What are They?
Each year, Google releases 
updates to their Core Web 
Vitals which reshape the way it 
understands ranking signals, with 
Google Core updates improving 
the assessment of content on 
websites to improve search 
abilities and results. 

Let’s unpick how Google works. 
Whenever you type a search term 
into Google, it searches its index 
of sites, looking for a pattern of 
various website ‘signals’ that inform 
how each web page ranks. Google 
uses programs called ‘spiders’ 
to ‘crawl’ each web page, looking 

for key SEO markers found both 
in its content and links. As a web 
page gets ‘crawled’, it is added to 
Google’s index, which is constantly 
updated and reviewed as new 
searches are performed. 

The Core Web Vitals change 
the way that Google’s spiders 
evaluate a web page’s signals 
when determining SEO relevance. 
The latest updates to the Core 
Web Vitals include a Broad update 
(which focuses on content) and 
a Page Experience update 
(refers to how Google ranks your 
website’s user experience).

How will they Affect 
eCommerce Websites?
You’re going to want to ensure that 
your sites are as user-friendly as 
possible, in design and usability. 
Outdated web hosts and site 
design is going to negatively affect 
your ranking. To be specific, Core 
Web Vitals measure three speed-
based metrics that enhance the 
overall user experience. These are 
made up of ‘Largest Contentful 
Paint’ a speed test that measures 
load times. They include ‘First 
Input Delay,’ which measures site 
interactivity and responsiveness. 

Finally, there’s ‘Cumulative Layout 
Shift,’ which tests visual stability. 

To break it down, the Core Web 
Vitals metrics are going to measure 
the speed at which your pages 
load, become interactive and 
visually stabilise for its users. 

For the Broad update that focuses 
on content, Google recommends 
producing new and updating 
existing content. You should focus 
on creating original and valuable 
content, showcasing your industry 
expertise. Your content should be 

well researched and produced, 
offering added value compared 
to your competitors, meeting the 
expectations of the user. 

Websites that fail the Core Web 
Vitals test will rank lower compared 
to how they did previously. 
Unfortunately, it may take a deal of 
web development work to rectify 
any speed issues that your site 
is currently facing. Ultimately, it’s 
an investment you’re going to be 
thankful for.

https://developers.google.com/search/blog/2019/08/core-updates
https://developers.google.com/search/blog/2021/04/more-details-page-experience


Measuring and 
Continuous 
Improvement

Monthly Reporting
One of the best ways to 
measure the success of your 
SEO campaigns is to monitor 
key metrics. This, admittedly, is 
no groundbreaking statement. 
With that said, there are already 
plenty of great tools to provide 
you with easy-to-read reports on 
your site’s performance. So let’s 
take a look at the metrics or Key 
Performance Indicators by which 
SEO success is measured. 

You’ve probably heard of Google 
Analytics, one of the most readily 
available and easy-to-use tools 
for tracking site traffic. We 
want to focus on organic traffic 
specifically, including the different 
types of results that Google 
Analytics measures.

Organic traffic
Organic traffic is definitely the 
type of traffic that you want - it is 
the site traffic that is generated 
from appearing in search engine 
results pages without paying for 
placement. Google Analytics 
allows you to review landing page 
traffic, as well as track the location 
where your traffic is coming from. 
This is handy if your SEO 
strategy is targeting specific 
geographical areas, as well as 
showing potential overseas traffic 
as well. This can inform new 
keyword research opportunities 
and identify areas on your website 
that need improvement, which 
you can implement into your 
marketing strategy. 

Organic Bounce Rate
Organic bounce rate tells you 
how many visitors left your site 
having only viewed a single web 
page. Evidently, the lower the 
percentage, the better. If your 
bounce rate is particularly high on 

a specific area of your site, then 
you’re going to have to update 
your SEO strategy accordingly, 
focusing on user experience. It 
can’t be emphasised enough that 
poor site speeds, clunky text, poor 
images and interactivity are going 
to cost you, customers.  

Organic Conversion Rate
If traffic measures the visitors to 
your site, conversion rates are the 
percentage of people who make 
a purchase. A high conversion 
rate is clearly the goal, but Google 
Analytics breaks down this
 statistic by landing page, location 
and device. This will help inform 
you on the areas of your site that 
need work.

When looking at your conversion 
rate by landing page, you can 
gauge which areas of your site 
need stronger marketing, such as 
low conversion rates for product 
pages belonging to a particular 
category. Again, by tracking 

conversion rate by location, you 
can assess how your marketing 
efforts fare in varying geographic 
areas. Crucially, you must appeal 
to mobile devices. If you find that 
your conversions for desktop 
users are significantly higher 
than conversions for smartphone 
or tablet devices, then your site 
hasn’t been optimised for multiple 
devices. This will require web 
development to rectify.

Exit Pages
Exit pages, as their name suggests, 
are the last pages people will visit 
before leaving your site. It goes 
without saying that these pages are 
probably where your SEO strategy 
is lacking. If these pages are failing 
to maintain interest or convert, 
then they likely have much room 
for improvement when it comes to 
optimisation. Work on these first. 
If your exit page tends to be an 
order confirmation page, use in-site 
linking to enable your customer to 
easily navigate back to the store.



Identify New 
Keyword Opportunities 

Whether or not you’re using a 
keyword tracking tool, measuring 
your site’s performance has 
probably identified opportunities 
to use new keywords, such as 
location-based search terms. 
Google Analytics can provide 
a report on the total number of 
keywords for which your site ranks 
highly. Once you have collected 
that data, you can use it to inform 
your SEO strategy. 

If there are keywords that you 
would like to rank for but aren’t 
currently, then these should inform 
the foundation of your upcoming 
SEO campaigns. By the same 
token, you should be banking on 
your existing success and double 
down on the keywords that are 
working for you. Your top-ranking 
keywords will be generating 
the most traffic, so make sure 
they’ve been implemented in the 
appropriate areas of your website.

Use Search Data for 
Product Strategies

Now you have formed a list of the 
keywords that are working for 
you and potential new keywords, 
you can return to the Google 
Keyword Finder to generate 
further examples. If you analyse 
the related keywords, spotlighting 
those that you may not have 

considered, you can assess the 
similar queries that your customers 
use when searching for a product. 
Simply, related keywords help 
illustrate what your customers may 
also be looking for in ways that you 
have not anticipated. Use these 
findings to inform your upcoming 
lines of products. 



Best SEO Tools 
to Get Started

 - SEMRush: Various marketing tools combined*
 - Ahrefs: Various marketing tools combined*
 - SpyFu: Various marketing tools combined*
 - Moz: Various marketing tools combined*
 - Google Search Console: Website traffic analysis and performance tool
 - Google Analytics: Website traffic analysis and reporting tool
 - Ubersuggest: Keyword finder tool
 - Answer the Public: Content idea generation tool
 - Google Trends: Keyword and Content topic insight tool
 - ScreamingFrog SEO Spider: Website auditing tool
 - SEOptimer: Website auditing tool
 - Google Keyword Planner: Keyword research tool (within Google Ads)
 - PageSpeed Insights: Site speed checker tool
 - LinkMiner: Backlink checker tool and link building tool
 - Majestic: Backlink checker and link building tool

We have briefly mentioned a few 
tools that you can use throughout 
this guide, but here is a list of some 
of the best SEO tools that you can 
use in optimising your website. 

*There are some website services 
mentioned that provide similar 
services with combined marketing 
tools. These services feature 
keyword research tools, on-page 
SEO checker tools, competitor 

analysis tools and backlink 
checker tools to name a few. 
These website services usually 
allow for a limited number of free 
searches each month.

Conclusion
Throughout this guide, we have 
seen how SEO affects every 
element of your site’s performance, 
determining its likelihood of 
success. SEO speaks to how 
Google determines the quality 
of web content and site user 
experience. You may think that it’s 
unfair that your site’s traffic is in the 
hands of Google, however, SEO is 
critical as it keeps search results 
fair. SEO rewards quality web 
content and site usability, making 
it harder for large businesses to 
manipulate the results. There will 

always be companies that are able 
to spend large quantities of money 
on paid website traffic. However, 
if you’re willing to invest hard work 
and time into a website that appeals 
to visitors, it’s going to correlate 
with high search engine rankings. 

Alternatively, you can partner with 
marketing experts who can deliver 
the results for you, just like us! By 
partnering with Reward, you will 
work with a sustainable marketing 
agency that helps conscious direct 
to consumer brands stand out 

in overcrowded digital spaces. 
We can help by successfully 
implementing a marketing strategy 
that fits your business, using data 
and insight to deliver sustainable 
growth. Our in-house team of 
marketers put sustainability, 
transparency and results first 
without the usual marketing BS. 
If you are interested in finding out 
more about Reward and how we 
can implement a successful SEO 
strategy for your eCommerce 
brand, get in touch today. 

https://www.semrush.com/
https://ahrefs.com/
https://www.spyfu.com/
https://moz.com/
https://search.google.com/search-console/about
https://analytics.google.com/analytics/web/
https://neilpatel.com/ubersuggest/
https://answerthepublic.com/
https://trends.google.com/trends/?geo=US
https://www.screamingfrog.co.uk/seo-spider/
https://www.seoptimer.com/
https://ads.google.com/intl/en_uk/home/tools/keyword-planner/
https://pagespeed.web.dev/
https://linkminer.com/
https://majestic.com/
mailto:mitchel@rewardagency.co.uk
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