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I’m Dirk Lester.

Just right off, if this isn’t your first visit to Bold Match, 

the first thing you’re probably going to notice is that 

I’m neither Jay nor Eric.

Fair warning: It isn't 2013 so this isn’t a 

"10 Quick SEO Hacks" listicle.

Today’s topic is Search Optimization. And since I’ve been an SEO professional 

for about as long as they’ve been working with Shopify they asked me to 

pinch hit on this post. So. Remember when Search Engine Optimization was 

as “simple” as stuffing keywords into meta tags and trading tons of dodgy 

backlinks? Those wild west days have come, gone, and been replaced by an 

ecosystem so sophisticated that even Google's own engineers probably 

wake up in cold sweats trying to suss out their own algorithm.


Today's e-commerce SEO landscape presents a fascinating paradox. It's 

simultaneously more complex than ever (hello, Core Web Vitals and 

SearchGPT) and more straightforward (create genuinely helpful content that 

sounds the actual people speak and serves real consumer needs). 

For merchants, this evolution brings both unique challenges and 

surprising advantages.


What I’d like to do today is try my best to lay out SEO for you the way I learned 

to approach it successfully. First, understand the principles the ecosystem is 

built on. Then, learn how those principles are applicable to a specific site’s 

needs. I'll start with the SEO concepts that apply whether you're selling on 

Shopify, WooCommerce, or that e-commerce platform you built on  your 

own. Then dive into Shopify's specific quirks, advantages, and yes, limitations. 

By the end, you'll hopefully understand not just what to do, but why it works 

and how to adapt when the search landscape inevitably shifts again.

This is a comprehensive exploration of how search engines actually evaluate 

e-commerce stores in 2025, will in 2026, and how to build sustainable organic 

traffic unlikely to evaporate after one bad algorithm update.
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Part I: 
Universal 
e-Commerce SEO 
Principles
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So before we start talking about optimized meta tags or how schema markup can boost search visibility, 

eligibility for rich results inclusion and AI’s semantic understanding, let's spend a few minutes on why 

search engines exist. Google, Bing, and the AI-powered tools people in my line have decided to 

collectively call SearchGPT only have one goal. Reducing mankind to a state duracell like servitude to 

our robot overlord.

Connecting searchers with the information, services or products that they’re trying to, that they intend 

to, find. Everything flows from that.


That means e-commerce retailers need to understand the four ways intent.we classify search 

Archos! Sorry. I couldn't help myself. And by the way, 

Robopocalypse is a good book. You should check it out. 

Now where was I? That’s right. One Goal.

Understanding Modern Search Intent.

Is when a searcher knows exactly where they want to go but either can’t 

recall or don’t want to type the URL. So something we’ve all done. Searches 

like:  "The Bold Match Guide to AI GEO" or "CoyoteVest pet body armor." 

Searches that seem straightforward, but can often reveal a need to 

incorporate brand building into your SEO.

Is when a searcher wants to learn something. Queries like: "How to Integrate 

Amazon and Shopify" or "What’re the differences between SEO and GEO?" 

Are specific questions looking for specific information and generally speaking 

represents your opportunity to catch consumers as they progress toward 

their purchasing decisions.

Navigational Intent:

Informational Intent:

Ok so first thing’s first 
and the first thing 
to get to here is...

https://www.searchenginejournal.com/seo/how-people-search/


© ️2025 bold commerce. all rights reserved© ️2025 bold commerce. all rights reserved 3

Is when a searcher actually starts comparing their product and or service 

options. So a question like: "What are the five best multi-channel marketplace 

integration apps for Shopify?" And frankly it’s where most SEO related to e-

commerce battles are won or lost.

Is when the searcher is finally ready to make their purchase. So searches 

such as "buy CoyoteVest pet body armor" or "discount code for Raptor 

Shield." These are the queries with the best conversion rates but are the most 

difficult to rank for.

Commercial Intent:

Transactional Intent:

Understanding Search Intent isn't an academic exercise. It's the foundation for every organic or paid 

search marketing decision you'll make from the structure of your site to its content strategy.



Building A Solid 
Technical SEO 
Foundation
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Think of technical SEO like the foundation of a house. 

Nobody sees it when it's done right, but everyone notices 

when it's wrong. For e-commerce retailers, technical 

excellence isn't optional.
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Site Speed: 
The Non-Negotiable Priority

6

For years now,  has shown that as page load time goes from One to Three 

seconds, that page’s bounce rate increases by 32%. In other words, literally every second costs money. 

The speed challenge for Shopify merchants is particularly acute because your sites aren’t just loading 

text. You're serving high-resolution product images, customer reviews, recommendation engines, 

customer service chat widgets, and often video. Each element adds weight, and weight slows 

sites down.


Here's what actually moves the needle on site speed:

Google's own research

High-res product photos are almost certainly your store’s biggest speed killer. 

So. Implement lazy loading, serve WebP formats with JPEG fallbacks, and use 

responsive images that serve appropriately sized files for various types 

of devices.

Every tracking pixel, chat widget, and conversion tool adds JavaScript and 

therefore weight that slows sites down. So audit it ruthlessly. 

Defer non-critical scripts. Consider the trade-off between functionality and 

speed for additions.

There isn’t a single SEO trick that will matter as much as your hosting, which 

you almost certainly already know. So I feel a bit silly including it, but I’m a 

better safe than sorry kind of guy so here it is at number three. Seriously 

though. A slow server can negate every other site speed improvement that 

you potentially make.

Your critical rendering path is the sequence of steps a browser has to go 

through to convert the HTML, CSS, and JavaScript into the website your 

customers actually see. You’ll want to optimize it to prioritize the display of 

content related to “current” user actions, i.e. your above-the-fold content so 

that users can see and interact with your main content while secondary 

elements load in the background.

Image Optimization:

JavaScript 

Management:

Server Response Time:

Critical Rendering 

Path (CRP):

https://think.storage.googleapis.com/docs/mobile-page-speed-new-industry-benchmarks.pdf


© ️2025 bold commerce. all rights reserved

Mobile-First Architecture, 
Design and Indexing In SEO

6

Something over 60% of e-commerce traffic now comes from mobile devices, but mobile conversion 

rates typically lag desktop conversion rates by 50% or more.  This gap represents billions in lost revenue 

across the industry. And it suggests that a bunch of online retailers, in your position, do not in fact, have 

online stores built with that number in mind.


Mobile-first design isn't about making your desktop site work on phones. It's about gaining a competitive 

advantage by designing with the constraints of mobile in mind first, then enhancing for larger 

screens. So:

If “mobile first” isn’t already how your store’s site’s 

built, here's a number that should probably be keeping 

you up at night.

Touch-friendly interfaces 

(minimum 44x44 pixel tap targets) 


Simplified navigation that doesn't require 

precise clicking 


Forms optimized for thumb-typing 


Payment methods that work seamlessly on mobile


(Apple Pay, Google Pay)
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This is another one of those items that sounds obvious, but search engines can't rank what they can't 

find. Your site architecture should guide crawlers to your most important content efficiently.


The hub-and-spoke model works particularly well for e-commerce. Your homepage acts as the hub, its 

category pages as its primary spokes, and product pages as secondary spokes. Each level should link 

logically to related pages, creating clear pathways for consumers and crawlers.


Your XML sitemap(s) aren't just technical checkboxes. Assume that Google is lazy and will only do the 

work you make it easiest to do. In that mindset your XML(s) are your opportunity to tell search engines 

exactly what matters in your store. To immediately differentiate your blog from your product landing 

page. To feed it lifestyle images and testimonial videos. And tell it not to exhaust your  on 

duplicate pages, filtered results, and various other crawler traps.

 Crawl Budget

It’s true that "content is king" in this world, but the phrase has been so abused and overused that it’s 

probably worth taking just a second up top to say why it’s true. It’s true because the division of SEO into 

Off Page and On Page, Technical and Content, is fairly misleading. I mean, yes it’s true that a faster Initial 

Server Response Time, TTFB (Time To First Byte) and optimized CRP can make or break an online store 

but they’re fairly easily purchasable virtues and virtually everything else typically categorized as 

"Technical SEO” are really kinds of content optimization.


The lossy or lossless compressed images delivered via CDN = content optimization. The media XML 

sitemaps more efficiently delivering those images, any product videos and your podcast to Google for 

indexing and ranking = content optimization. The schema markup that allows those XMLs to hand feed 

search engines Image Alt Text, 2048 character descriptions of your videos and transcripts of your 

podcasts via structured data, technically technical SEO, but really = content optimization. Even building 

backlinks, will primarily be content creation and deployment. 


So “content is king” because it’s the lever being leveraged by most of the search optimization strategies 

you’ll employ, and also because unique, helpful, expert content (in whatever form) that meets genuine 

consumer needs and matches a searcher's intent can’t really be faked by AI reliably or even duplicated 

by your competitor’s best copywriters. It’s yours and the gap between optimized and “fully” optimized 

can be wide.

Crawlability and Indexation and SEO

Content Strategy for e-Commerce SEO

https://searchengineland.com/crawl-budget-what-you-need-to-know-in-2025-448961
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That’s why you can still find Shopify stores competing with other Shopify Stores both using the 

manufacturer’s product descriptions. Which is like two SEO firms pitching for your business with the 

same pitch deck. It technically meets the definition of a pitch, but isn’t likely to get you to hire either 

agency. Fortunately, that is a mistake no one has to make.


Optimized Product Descriptions Only Have To Do Three Things:

Search-Friendly Product Descriptions

Unfortunately, because it’s arguably the least techy, the 

word above that too many e-commerce merchants miss 

is unique.

What problems does the product solve? How does it compare to any 

alternatives? What should buyers know that isn't obvious from photos? You 

may not start with a product description that does this, but freshening and 

elaborating on wherever you start with insight from customer feedback will 

get you there.

Now I can tell you that I don’t mean forced or stuffed, and do mean naturally 

occurring phrases your customers actually use when describing their needs, 

but the truth is that both things are true. You’ll need the T and C terms AND 

the I terms consumers use as they educate themselves and that Voice and AI 

Search loves.

Include information the manufacturer didn't include. Share use cases from 

your own experience or customer feedback. Explain why you chose to carry 

this product.

They Have To Answer 

Real Questions:

Include Natural 

Keywords:

Provide Unique Value:
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They naturally target broader, higher-volume keywords while showcasing multiple products. Yet most 

merchants treat them as afterthoughts.


Transform your category pages from boring product grids into comprehensive resources. Add buying 

guides that help customers choose between options. Include comparison tables for key features. 

Showcase your customer reviews and testimonials specific to your product categories.

Category Pages as Search 
Friendly Content Hubs

Category pages are your secret weapon here.

Here's where I’m supposed to tell you an uncomfortable-unfortunate truth that most e-commerce 

blogs are a waste of time and pixels that only exist because someone somewhere once said: "You need 

a blog for SEO," not because they serve any real purpose. Only that is not true, at all.  


You see, earlier when I described Google as quote unquote lazy, you have never read truer words on this 

topic. The worst e-commerce blog you could have, one that just chases trending topics and keyword 

stuffs and only ever winds up on page three… Is still a pretty good way to get more of your store indexed 

more often than it would be otherwise. And that’s the worst case. 


The best case is your team using it to demonstrate expertise, answer consumer questions, and build 

trust in your brand. So. Write about what you know. Share insights your customers can't get elsewhere. If 

you sell outdoor gear, your product pages won’t be competing with REI’s anytime soon, but your but 

hiking addict sales manager’s photographs and detailed trail guides of Chaco Canyon’s pre-Columbian 

indigenous ruins and gear maintenance tutorial videos might.

Blogging and e-Commerce 
Search Optimization
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Link Building For 
e-Commerce Merchants

11

I’ll keep this section short because as much as your efforts will be inseparable from your content 

strategy generally, link building really is its own thing. And honestly, as trite as it sounds in this day and 

age, the standard advice, that you should link build by guest posting, by creating infographics, and by 

reaching out to influencers and other thought leaders in your space … isn’t terrible advice. The link 

growth won’t be dramatic, but you won’t wind up Googling “Disavowal Tool” and that’s not nothing. So.


Here Are A Few Link-Building Tips for Shopify Retailers:

Look. You already have business relationships with suppliers. Many will happily 

link to retailers who represent their products well. Those links will be relevant, 

natural and actually drive qualified traffic.

Happy customers will be your best link builders. Make it easy for them to 

share purchases on social media. Create shareable content around their 

success stories. Feature user-generated content that naturally attracts links.

This won’t apply to everyone, but if your store has a local presence, cultivate 

relationships with chambers of commerce, business associations and local 

media. Their backlinks will pass you geographic relevance signals.

This advice is a lot easier to give than to execute, but partnering with 

complementary businesses for mutual benefit will turn into co-authored 

product use guides, reciprocal features on your blogs, joint press-releases 

i.e. backlinks.

Leverage Your Supplier 

and/or Manufacturer 

Relationships:

Chase Consumer-

Generated Links:

Lean On Your Local 

Business Connections:

Build Strategic 

Partnerships:
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Ready for some really good news? Shopify has


an architectural advantage over its competitors.

Part II: 
Shopify-Specific SEO 
Considerations
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That’s right. After years of working with online retailers struggling to reconcile WooCommerce's 

endemic plugin conflicts and Magento's (aka Adobe’s) lets just say less than “search friendly” 

complexities, I've come to appreciate Shopify's somewhat opinionated approach to e-commerce store 

architecture. I mean. It could be argued that it lacks flexibility. But the retort would be that it  also keeps 

new merchants from shooting themselves in the foot with terrible technical decisions.


Like Here Are A Few Of Shopify's Built-in SEO Advantages:

Every Shopify theme is mobile-responsive by default. You could still mess this 

up with custom code, but you’d really have to work at it.

Security hasn't only been about protecting customers in years. It's effectively 

been a  for well over a decade now. So it’s good that Shopify 

handles your SSL certificates automatically. It’ll be one less thing to 

worry about.

 ranking factor

Here’s another potential problem that Shopify handles automatically. 

Canonicalization is simple, it’s just how you tell Google which version of a 

page, that has multiple versions, is THEE version and should be indexed then 

returned in Search Results. Because Shopify handles many canonical URL 

issues automatically, merchants avoid the duplicate content disasters that 

plague other ecommerce platforms.

The importance of thorough Schema Markup to Rich Results and therefore 

SEO and GEO simply cannot be overstated and the number of retail sites 

without "thorough” implementations would shock you. And Shopify themes 

include basic structured data right out of the box. You'll want to go beyond 

basic, but the foundation is there.

Mobile Responsiveness 

is Automatic:

Have Built-in SSL 

Certificates:

Canonical URL 

Management:

Structured Data 

Support:

https://www.searchenginejournal.com/ranking-factors/


Search Optimization Using 
Shopify's Built-in Features
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Like every other e-commerce platform out there, 

Shopify certainly has its stifling limitations. Like being 

able to build URLs however you pleased, directly edit a 

store’s robots.txt file, customize its XML sitemap(s) or 

have a bit more search friendly copy on homepages, 

would certainly be nice.
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Your Product Collections Can 
Be Powerhouses in Search

If you aren’t already aiming them this way, Shopify’s Product Collections are about to become one of the 

best tools you have to expand your search visibility into a broader range of keywords. You see, well-

optimized product collection pages can rank for queries your solo product pages simply can’t. Why? 

Because in Shopify terms product collections are a bit like one of those IMDB lists that pops in Google 

whenever you search for a kind of film, rather than a specific film. 


They’re “2018 romantic comedies” instead of “Crazy Rich Asians” if you will. They’re groups of products 

organized around the ways consumers search when they’re further away, when they’re researching a 

purchase not about to make one. They catch customers shopping for the ”best water guns for epic 

water gun duels” with lists of “high capacity water guns” or “long range water guns” or “quick-fill and 

reload water guns” i.e. phrases attached to higher search volume than any individual model. So 

optimizing for them shows more searchers more of what you’re selling.


Create Collections That …

Ok. That last one was a stretch, but you get the picture. Each product collection should provide real 

value rather than just be lists of products. They should be products that belong together and "solve 

specific problems that you can explain to Google, and thereby target at specific shoppers.

That said, the majority Shopify’s technical limits in this particular area were put there to keep less 

experienced merchants from ruining their stores with easily avoidable SEO missteps, are more “not 

enough” SEO than “bad” SEO, have relatively simple App-based workarounds and are balanced out by 

features that are just plain good Search Engine Optimization. For instance:

19

Solve problems 

("high-capacity-water-guns") 


Address use cases 

("fun-gifts-for-couples") 


Consumer cohorts 

("suburban-summer-fun-toys") 


Answer seasonal needs 

("indoor-safe-winter-water-guns")
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One of my other favorite little SEO guy SEO capabilities that Shopify comes with right out of the box 

is metafields.

Metafields are just custom data fields where merchants can add extra information. Think water gun 

reservoir capacity in shots, how many feet on average equals long range, or normal refill times vs quick 

refills. You know, the little details customers do look for, but that wouldn’t really fit into a product 

description neatly.


Of course, I’m fond of them as a tool because search engines crave those details and devour them and 

because it's hard to mess up using them in the way product descriptions can be so stuffed with search 

friendliness they stop being conversion friendly. Whereas with metafields, every technical spec, every 

material description, every detailed measurement you add through will equal keyword-rich content that 

won't feel stuffed or forced. It's the difference between a page for a "red water gun" and a page for a "24 

fl oz capacity, pump action, no-dodge, super soaker that leaks slightly" And, do I even need to say which 

one will rank for long-tail searches?


Those extra fields can feed directly into your schema markup, making your products eligible for rich 

snippets. Suddenly your boring search results into detailed specifications right in the SERP. That's not 

just SEO. That is conversion rate optimization disguised as technical implementation.

Look. When I noted earlier that Shopify's native SEO capabilities have their limits, I was telling the truth, 

but not the whole truth because in an effort to not come off like too much of Shopify cheerleader, I left 

out the App Store and the 10,000 plus apps thereon. Yes, that said 10,000 plus. To put that in context, 

that’s over TEN times as many as Wix, SIX times as many as BigCommerce and TWO times as many as 

Magento. Including hundreds built for SEO, that mean those limitations are issues with surprisingly 

manageable workarounds, not deal breakers. 


I mean, if your store needs comprehensive schema markup that goes beyond Shopify's out of the box 

tools? There's an app for that. If you want to automate meta descriptions for 10,000 skus without losing 

your gosh darn mind? There’s an app for that too. Broken link checkers, bulk image optimization, media 

XML sitemaps, automated internal linking? They’re all there ready to fill the gaps in your SEO game.

Boosting Your Shopify 
Store's SEO with Metafields

Shopify’s Robust App 
Ecosystem is Great for SEO

Now. Before you glaze over. 

Let me explain.

15
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Shopify apps that’re necessities for SEO  …

While Shopify does include basic structured data markup tools, apps can add 

the rich snippets for reviews, more detailed product information and FAQs.

On the technical side Automated Image Compression and on the content 

side Automated ALT Image Text Generation will save you hours of work.

If your store either frequently changes product lines or you’ve migrated from 

another e-commerce platform an app for redirects is a must have.

Schema Markup Apps:

Image 

Optimization Apps:

Redirection 

Management Apps:
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Tell me something? How would you all feel about 

skipping my charming, overt, over-verbosity and 

tackling the question of how Shopify’s SEO capabilities 

stack up to those of its three main competitors' SEO 

capabilities with charts instead? Great. I was hoping you 

were gonna say that.

Part IV: 
Shopify SEO vs. 
SEO with Other 
e-Commerce Platforms
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SEO Feature Shopify WooCommerce

Mobile-First Design
 Automatic - Every theme is 

mobile-responsive by default

 Theme Dependent - Varies 

wildly based on theme choice

SSL Certificates
 Free & Automatic - Zero 

configuration required

 Manual Setup - Depends on 

hosting provider

Site Speed/CDN
 CDN Included - Global CDN, 

optimized infrastructure

 Hosting Dependent - Can be 

blazing fast or painfully slow

Canonical URLs
 Automatic - Handles 

canonicalization out of the box

 Plugin Required - Need Yoast or 

similar to manage

XML Sitemaps
 Auto-Generated - Creates and 

updates automatically

 Plugin Required - Manual setup 

via SEO plugins

Structured Data
 Built-in Basic - Product schema 

included, apps for advanced

 Plugin Dependent - Nothing by 

default, conflicts common

robots.txt Access
 Limited - Can't edit directly 

(probably for the best)

 Full Access - Complete control 

(and ability to break everything)

URL Structure
 Fixed Format - /products/ and 

/collections/ required

 Fully Customizable - Any 

structure you want

Technical SEO Mistakes
 Hard to Break - Guardrails 

prevent most disasters

 Easy to Break - One wrong 

plugin = SEO apocalypse

Core Web Vitals
 Platform Optimized - built for 

performance

 Variable - Entirely dependent 

on hosting & setup

 = Clear Winner  = Requires Work/Variable  = Significant Disadvantage
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SEO Feature Shopify BigCommerce

Mobile-First Design
 Automatic - Every theme is 

mobile-responsive by default

 Automatic - Mobile-responsive 

themes standard

SSL Certificates
 Free & Automatic - Zero 

configuration required

 Free & Automatic - Also 

included automatically

Site Speed/CDN  Cloudflare/Fastly - Global CDN  Akamai CDN - Similar CDN

Canonical URLs
 Automatic - Handles 

canonicalization seamlessly

 Automatic - Also handles 

canonicals well

XML Sitemaps
 Auto-Generated - Creates 

and updates automatically

 Auto-Generated - Automatic 

sitemap generation

Structured Data
 Clean & Simple - Product 

schema included, apps for more

 Overly Complex - More built-in 

but harder to customize

robots.txt Access
 Limited - Can't edit directly 

(keeps you safe)

 Full Access - Complete control 

available

URL Structure
 Fixed Format - /products/ and 

/collections/ required

 Flexible - Custom URL 

structures possible

301 Redirects
 Unlimited & Free - Built into 

all plans

 Limited - Capped based on 

plan level

SEO App Ecosystem
 500+ SEO Apps - Massive 

selection, better quality control

 ~50 SEO Apps - Limited options, 

less innovation

Ease of Implementation
 Beginner Friendly - Intuitive 

interface, hard to mess up

 Steep Learning Curve - 

"Enterprise" complexity for 

everyone

Bulk SEO Editing
 Excellent Apps - Multiple robust 

bulk editing solutions

 Basic Built-in - Has it, but less 

flexible than Shopify apps

Community & Resources
 Massive - Huge community, 

endless tutorials, proven strategies

 Limited - Smaller community, 

fewer resources

SEO Migration Tools
 Robust - Better tools and apps for 

preserving SEO during migration

 Basic - Manual work required 

for most migrations
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SEO Feature Shopify BigCommerce

Mobile-First Design
 True Responsive - Every theme is 

mobile-responsive by default

 Separate Mobile Editor - Often 

requires double the work

SSL Certificates
 Free & Automatic - Zero 

configuration required

 Free & Automatic - They got this 

one right

Site Speed/CDN
 Fast Loading - Optimized for e-

commerce performance

 Notoriously Slow - Bloated code 

from visual builder

Canonical URLs
 Automatic - Handles 

canonicalization properly

 Manual Setup - Requires 

configuration, easy to mess up

XML Sitemaps
 Auto-Generated - Creates and 

updates automatically

 Auto-Generated - Actually works 

well now

Structured Data
 E-commerce Focused - Product 

schema that actually works

 Basic Only - Limited schema, poor 

e-commerce support

robots.txt Access  Limited - Can't edit directly
 No Access - Zero control over 

robots.txt

URL Structure
 Fixed but Clean - /products/ and /

collections/ required

 Messy URLs - Often includes 

unnecessary parameters

301 Redirects
 Unlimited & Easy - Simple redirect 

management

 Limited & Clunky - Difficult 

interface, limited functionality

JavaScript Rendering
 SEO-Friendly - Progressive 

enhancement approach

 Heavy JS Dependence - Poor 

crawlability without JS

Code Bloat
 Clean Code - Optimized 

HTML output

 Extreme Bloat - Visual builder 

creates messy, heavy code

E-commerce SEO Tools
 Purpose-Built - Designed 

specifically for online stores

 Afterthought - E-commerce bolted 

on, not built in

Product Page SEO
 Comprehensive - Rich snippets, 

reviews, variants

 Basic - Limited product SEO 

features

Bulk SEO Editing
 Powerful Apps - Edit thousands of 

products at once

 One by One - Manual editing only, 

nightmare at scale

International SEO
 Multi-currency/Language - Built for 

global selling

 Limited - Basic multi-language, 

poor implementation

Migration SEO Preservation
 Good Tools - Apps to maintain SEO 

during migration

 SEO Disaster - Migrations typically 

tank rankings



© ️2025 bold commerce. all rights reserved

I mean, I’ve been a digital marketer and a search engine optimization professional for long enough to 

have spent time as a freelancer, an in-house expert and an agency’s SEO team-leader. Despite all that 

experience it’s been a tough call for me at times. But I’ve still hired experts when the situation called for 

it. And you shouldn’t be hesitant to.


Consider getting help from an SEO agency when:

That’s where Bold Match can help. We've vetted agencies that specialize in SEO for Shopify. They know 

the platform's quirks, have proven strategies, and execute faster than you can learn.

Calling In A Shopify 
Specialized SEO Agency

21

This is going to be a tough decision for you to make.

You have specialized strategy needs 

(e.g. international + local) 


You're planning to change e-commerce platforms 


The lost opportunity cost of DIY exceeds agency fees 


You're in an extremely competitive retail niche 


You have a mix of seo issues that therefore exceed 


any one professional’s expertise
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SEO isn't a project with a completion date. It's an ongoing process of optimization, adaptation, and 

growth. Google’s algorithm will change and change then change again. New competitors will emerge. 

Search behavior will evolve, and success will mean you’ve embraced any changes.


The winners build E-E-A-T (Experience, Expertise, Authoritativeness, Trustworthiness) that Google then 

rewards by serving real consumer needs. So.Whether you're just starting your Shopify journey or looking 

to level up an established e-commerce store, the principles remain the same. Understand your 

customer base. Offer them valuable, search friendly, content atop a technically sound foundation. And 

keep your ear to the ground for when the change isn’t just a fad.

Shopify Merchants and 
e-Commerce SEO

21

Remember, the merchants who win the search 

optimization race long-term aren't the ones who chase 

every new digital marketing fad, and essentially try to 

“hack” their way to higher rankings.

Ok that’s it for me on this one. But if you’re ready to take your Shopify SEO to the next level and are 

feeling reasonably overwhelmed by the ever escalating complexity of what that means? That's exactly 

why Bold Match exists. Jay and Eric built this site to help connect merchants with Shopify Marketing 

Agencies who understand the art and science of e-commerce optimization.
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Because 
sometimes the 

 
is knowing 
when to bring in 

smartest 
brand strategy

the experts

22



find your shopify 
expert. match now.


