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for your e-commerce business, ‘Shop 
‘til You Drop’ is a real goldmine.



Welcome to ‘Shop ‘til You Drop’ - a collection of 
the core SEO pillars that Embryo has tested and 
used for e-commerce success. Every e-commerce 
website, no matter the software platform being 
used, can benefit from these tactics.
The aim of this guide is to showcase the pillars that will bring 
you the most impact – or those you can implement with minimal 
effort, at least. Of course, SEO pillars go beyond the ones 
mentioned here, so if an SEO tactic that you are more familiar 
with – like meta tags, page speed, etc. – is not listed, do not 
take it to be that we’ve discounted it. Simply, this is a core rather 
than comprehensive list. 

Each suggestion is rated in two ways with both 
marked out of five stars:
The first rating is how easy this is to do (one is easiest, five is hardest)

with the second rating showing how much impact this will have if it is not already 
done (one is low impact, five is highest impact).



Breadcrumbs

Even though the use of breadcrumbs is now more commonplace, 
it still astounds me when I come across a platform/website not 
using them. 

Often disliked by developers and designers, breadcrumbs help users to map their 
journeys around the site – they are integral to a website’s navigation. 

I had an occasion a few months back with a huge UK e-commerce website. It was 
middling in terms of its rankings compared to its direct competitors. Needless to say, 
when they applied the breadcrumbs, their rankings shot up across the board. 

If you are not currently utilising breadcrumbs to their maximum effect, you are really 
leaving money on the table.
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Category Pages: 
Content Optimisation

There are many approaches to optimising category pages on an 
e-commerce website. At the base level, however, it comes down 
to one core factor: high-quality content can significantly increase 
the contextuality of each category page, so its production is a 
key area where you should dedicate time.

Forging the best, most comprehensive category pages within your sector is a strategy 
that gets you some of the most ‘bang for the SEO buck’. Firstly, though, you have to 
decide if you want that ‘dreaded’ content on your category page at all.

Here, let me help you decide… If you are selling so much product that you can’t 
cope with demand, then you don’t need content. However, if you would like to sell 
more products and believe that there’s an untapped audience out there that is yet to 
discover you, then adding content to your category pages is how you’ll reach them. 
For this, you need to create the best and most voluminous, interesting, and well-
presented content on your category pages than those in your industry do.

‘Category Hub’ pages
The AAA+ class of e-commerce category pages is what I call ‘Category Hub’ pages. 
These pages are much richer than a typical category page that simply lists the 
products within. A good example of a great category hub page is Target’s Kitchen & 
Dining category.

As well as linking to products and sub-categories in the collection (as a typical category 
page would), there are many other offers and discounts shown to entice the user. Not 
only that, but by making this page very unique in comparison to other category pages 
on their site, Target is helping its chances with Google. Why? Because Google loves 
pages that have been crafted over pages that are ‘robotically’ generated.

If you were to take the top 20% of e-commerce sites, across a range of sectors, a 
much higher percentage would have category hub pages.

Effort Reward





Category Pages: 
Text and Product 
Positioning 

Something that I mention to every e-commerce client I speak 
with is to – if they can – intersperse text midway through the 
product listings on a category page. 

This does several things to help with SEO, including:

	y Ensures that content is not just ‘stuck on’ at the bottom of the page
	y Encourages Google to view the page as less ‘robotically’ created
	y Allows for ‘in-content’ link text, which will produce much stronger links to other 

pages/products on a site

The sites that do better than 95% of other eCommerce sites (such as the example on 
the right from the brand OnBuy) intersperse reviews within their product listings and 
create text boxes that are the same shape as the boxes that contain each product 
between every eight products or so. Doing this breaks up the monotony of each 
product listing and keeps things fresh.

If a category hub page is not possible, then interspersing text among product listings 
is a good alternative and still far better than what the majority of your competition will 
be doing.
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Category Pages:  
Content Design 

A category page on an e-commerce site with zero content faces 
an uphill battle. A category page that has content placed on it 
purely for the SEO benefit is better but not yet best. So then, 
what’s missing? Content design.

With a few CSS and/or HTML tricks, content design (how the 
content is presented) can give the page even great chances of 
ranking if improved.
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A page that is purposefully crafted (versus a page with content merely piled on it) not 
only appears more visually palatable to the human visitor, but it also helps to convince 
Google that this isn’t a page created by a robot.



Category Pages:  
Sub-Category Pages 

Creating subpages underneath a main category page – and 
filling them with great content – is a very solid SEO tactic for any 
website. This is especially the case for e-commerce websites. 
Why? Because e-commerce sites rarely create content-filled sub-
category pages, you’ll probably be one of only a few doing this 
in your sector.

The image below shows what Embryo would consider to be a ‘premium SEO strategy’ 
for how an e-commerce category should be optimised in terms of content structure.

Effort Reward

A B

A B C D

C D



Category Pages:  
Answer Questions! 

If you are ever struggling for content ideas for category (or sub-
category) pages, then don’t. There are always hundreds, if not 
thousands, of questions that people ask about products and how 
they are used. 

A range of free and paid services can help you here, allowing you to collate these 
questions in seconds. On this, you must always think: for every person that knows 
what they want, there are anywhere from ~5 to ~100 people who are not yet sure. And 
what do those that are not yet sure do? That’s right, they enter questions into Google. 
Questions such as ‘How do I use a [product]?’, ‘What fashion labels does [celebrity] 
wear?’, ‘What’s the best way to get [problem] fixed?’.

Your products – whether fashion, functional, or anywhere in between – solve a 
problem for a person. And people don’t always know the answer. If they did, then the 
internet would be infinitesimally smaller than it is.

So, answering questions should be one of the major goals of any content that you 
produce on your category pages.
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80/20 Product 
Descriptions 

I ask every single person in charge of an e-commerce site this 
one question:

Do you write the same amount of content for the 20% of 
products that are responsible for 80% of your revenue as 
you do for the 80% of products that are responsible for just 
20% of it?”

It is a mouthful of a question, for sure, but it has yet to fail in making e-commerce site 
owners review how they do their product descriptions.

Think about it – your popular products may only have a hundred words or so as 
their description, which could be the same as a product that perhaps sells one item 
per year. Why not create a much more well-rounded product description, including 
various use cases within the text? 

On the previous page, I explained that most people are unsure about what exactly it is 
that they want. So, why not also answer questions for your key products? I have seen 
way too many times when a product can open itself up to a whole new audience (and 
revenue stream) with the inclusion of just one or two words and phrases.

What I like about this tactic is that, once people realise that much better product 
descriptions work for major products, they roll it out for lesser-selling products, too. 
This gobbles up a lot of hidden market share and keyword reach.
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Descriptive Linking  
and Link Shingling 

Of the e-commerce sites that do use content, they still make 
what I consider to be a glaring error when linking to other parts 
of their site – if they link to other pages at all, that is.

On 99% of sites that use links within their copy, they do so by applying exact-match 
link text every single time. These site owners are hugely underutilising the power at 
their hands.

Here’s an example of how most clothing sites would link to the ‘cycling shorts’ page 
on their site:

If you’re looking for a piece that can be paired with our tops, our cycling shorts are 
ideal.

...and here’s how Embryo would craft the same link:

If you’re looking for a piece that can be paired with a range of tops, our Mesh Panelled 
Support Cycling Shorts are ideal.

In the Embryo example, not only did we create a more descriptive sentence, but we 
also used the link text that contained various words that helped the user AND Google 
to understand much more context about the linked-to page. Applied across every link 
on the site, this tactic becomes a ‘thing of beauty’.
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Link shingling in action
Across your site, different pages will use different link text to link to the same page. 
This tactic is what we refer to as ‘link shingling’, and it helps Google to understand 
each page in far more vivid detail.

The image below shows how two pages (teal and pink) link to another page (navy) 
with different link text. In this example, both link texts use ‘AB’ (e.g. the product), but 
there are also other words in the mix –  ‘C,D,E,F,G,H’ – when you combine the text of 
both links. These (CDEFGH) may be words that users search for when searching for 
such solutions to their problems. 

Because a site uses these words on both the linked-to pages AND pages that are 
doing the linking, this means that Google will have far greater opportunities to deliver 
each related page to searchers.

“A
BC

D
E”

“A
BFG

H
”



Guide Pillar Pages

If taken seriously, and done 
with assurance, the creation 
of long-form guide pages 
on an e-commerce site – 
usually housed outside of 
the Shopify/Magento/etc. 
platform – can significantly 
increase site authority.

This is down to several reasons. 
Google loves to ‘chew’ on well-crafted 
long-form guides that provide readers 
with heaps of insight and value. 

Any links (internal and external) that 
point from such a page are likely to 
have strong SEO influences for the 
pages that they link to. 

Also, such excellently produced 
content is more likely to get cited 
and linked to by external sources over 
flimsily produced, short-form content.

Here is one such example of a 
high-quality guide pillar page: 
choosemycar.com/usedunder10k
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Another such page, although not as long-form as the 
previous example, is Tiffany’s Guide to Diamonds.

Rather than create all of the content in one long-form 
piece (Embryo’s chosen method), Tiffany creates sub-
pages that deal with subjects such as ‘carat’, ‘colour’, 
and ‘cut’.

This type of page is likely to be shared by those 
looking for engagement rings, or by people whose 
friends may be doing so. This page ranks #2 (at the 
time of writing) for ‘diamond ring guide’ and is likely 
responsible for tens of thousands in revenue per year 
for the company.



Variable Footer 
Content

Google does its best to ignore what it considers to be ‘boilerplate’ 
content – this term simply refers to the reusable content that can 
be used across multiple webpages, think the header and footer. 
Instead, Google is more interested in concentrating on ‘the goods’. 

Because e-commerce sites typically have less content than other sites, the footer is likely 
to form a larger part of the overall page code. So, e-commerce sites can be smart here. 
Make your footer variable in terms of design, structure, and content – by this, almost 
making them non-footers, so that Google can crawl the footer content with more interest.

For example, most footers contain 2-4 columns, with each column housing information 
such as key links, maps, contact details, social media links, and so on. By creating 
code that shuffles the order of these ‘columns’ of information, Google is likely to re-
read them each time a page loads. This is because the content will be different from 
the footer content on previous pages that it visited.

Add to this changes in footer height, footer colour, different links depending on the page 
content, and other variables, and you start to create content on a page that is absorbed 
much more than a typical footer would be. Done correctly, and with lots of thought (e.g. 
adding dynamic text blocks), this could 
be a serious SEO weapon to help claim 
higher rankings.
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Summary
Along with having a fast-loading website that 
adheres to Google’s Core Web Vitals and all-round 
best SEO tactics, adopting our ‘Shop ‘til You Drop’ 
strategies will pave the way to outperforming your 
competition.
There are still big gaps in terms of optimum SEO tactics that 
most e-commerce website owners either ignore or do not know 
of. This guide has highlighted just a few, but there are still more.

Open innovation in e-commerce
A strategy that is grossly underutilised is to observe what successful e-commerce 
sites in totally unrelated industries to your own are doing. Some of the most powerful 
tactics for online success will not come from adopting what others in your own sector 
are doing. Who knows, the key to huge success in wedding dress e-commerce could 
be found on a site currently dominating the SERP for golf clubs!

Intent-led content is king
So, you already know the great importance of content, but did you know that on 99% 
of e-commerce sites, the content used is almost always not catering for various user 
intent. Most e-commerce content is written about a product itself – and not what the 
product solves. 

Do this, and you open up your site to a huge new audience that doesn’t yet know who 
you are, but that you can solve their problem.
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