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eCommerce SEO Metrics
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What Does SEO Data for eCommerce Include?

QI

Keyword Rankings

Rankings in Google &
other search engines for
your target keywords

Can include tracked,
untracked or competitive
rankings

Can also include
branded and
non-branded keywords

Organic Traffic

Traffic data from the
organic channel, as
reported by your
website analytics
provider

Click data, as reported
by Google Search
Console

=

User Engagement

Time on site, bounce
rate, pages per
session, as reported by
your website analytics
provider

Organic click through
rate, as reported by
Google Search
Console

Conversion Data

Conversions coming
from the organic
channel, as well as
organic conversion
rate, as reported by
your analytics provider

Core Web Vitals

Page speed metrics,
inclusive of largest
contentful paint, total
blocking time and
cumulative layout shift
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What Should | Pay Attention to for eCommerce?

QI

Keyword Rankings

How visible are you for
non-brand keywords?
What is the mix of
brand vs. non-brand
terms that you're
visible for?

Do your non-brand

terms map well to

your category and
product pages?

Organic Traffic

Is organic traffic
increasing? What
about new users

coming from organic?

How has the spread of

new vs. existing users

from organic changed

over the course of the
past year?

=

User Engagement

Are users bouncing
from your pages at a
higher rate? Are users

spending time

browsing your site’s

content, or are they
viewing one page and

leaving?

Conversion Data

How does organic
conversion rate
compare to that of
other channels? Which
pages make up the
highest percentage of
your organic
conversions? How is
your non-brand
visibility for those
pages?

Core Web Vitals

Are users exiting your
pages due to slow
speed or annoying

interstitials? How do

your core web vitals
compare to those of
other page 1 rankers in
your space?



Reporting on eCommerce Metrics
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Conductor Tools for Reporting on eCommerce Metrics

Pages & Page Details
Reports

Keyword Report

ContentKing Report
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Helpful Platform Views: Pages Report

wayfair.com on Google (US / English) ¥ Select Page Group v Week ending Aug 05, 2023 vs Sep 02,2023
elect Page Changes 2

Your Content's Organic Performance @

How are my product pages vs.

B
_ , | | __ category pages vs. article pages
18.5M o 5.5M ro 898.1K o 864.8K o 26.6K 21.5K performing on my key metrics?

1 69.6K (7%) ™ 13.6K
AE FRAME START TO EN A

How are SEO changes that |
; : : made impacting my metrics?

M R . //\ @ sessions
"

Bounces

3 M
3 @ Conversion Event A
&
>
" @ Conversion Event B
@
2 M @ Social - Lik

@ Social - Sh

What major events took place

3 u s i : wes | wem | wse  aex e in my business that | need to

account for?
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Helpful Platform Views: Keyword Report

wayfair.com on Google (US / English) v True Rank v Week ending Dec 02, 2023 vs Dec 09, 2023 Vv

United States on Desktop Vv | * Prime | Select Keyword Groups Vv

Your Visibility Over Time

Disrbution o Your Keyword Ranks by Zone (G How are my priority keywords by
50| . product category performing?

. S How are my rankings in different
g 2K @ Hyper Traffic (1-3)
Do I I I I I I . I I l . . ~dignissnn OO locations and markets?
% @ emerging (21 - 40)
:c: 1K @8 pevelopmental (41 - 100) )
: H B - i) o - . . s Am | generally moving up, down
N N N — . .
i or staying the same with my

visibility?

Moved into Top 10
109 5.15% of keyw

Fell from Top 10 Moved into Striking Dist... No Longer Ranking Gained the Answer Box W h d I h
ords 143 6.7% of keywords 90 420 of keywords 77 36% of keywords O 0% of keywords e re o ave so m e
r low-hanging fruit? Where do |
Saved Filters v Keyword Ranks v  Result Types v  Monthly Search Volume (MSV) v  New Highest-Ranked URL v ow- a n g I n g ru It L] e re o

need to prioritize recovery from
drops? What wins can | report?
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Helpful Platform Views: ContentKing Report

@ Website
HEALTH & PAGES
1,213
PAGE CHANGES
[ ] a a

ISSUES CHANGES

CORE WEB VITALS & CORE WEB VITAL: FID

Passes |3

@

ISSUES ®
8,265

HEALTH CHANGES
TYPE @
: [ ] 1.2K
'“\(» . 3.4K
P B e 552
% \\% _44"‘;;‘"‘ s 1
. 3
CORE WEB VITAL: LCP @)

=218

ACTIVE INCIDENTS @

@ No active incidents

@

INDEXABLE @
® 1.1K

=] 4K

CORE WEB VITAL: CLS @&

8001

What is the overall technical
health of my site?

How many open issues do | have?
(Can also be broken down into
segments)
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Bringing It All Together: Impactful Workspace Views

Business Performance Overview [Executive Reporting] Organic Sessions & Conversions for Category: Outdoor
Sessions Bounces Conversion Event B Conversion Event A
Organic Performance - Top Traffic Driving Page Groups a 27 .9M rom 6.6M . 1M romm TM rom

P 35.3K (5%)

Organic performance for page groups on wayfair.com

3M
Page Group Name Number of Pages Change Total Change Percentage of all Sessions
@ Sessions
v 5M
1 ¥ s ) g
= M @ Conversion Event A
3
¥ 204 494 ¥ 6322 2
= 1.5M
U
=
9 ¥ 148 2 ¥ 720,626 o
} ¥ 144 ¥ 701,14 oK
¥ 14 2 ¥ 706,610 [ - il 3 -¢- o ®- o —e
O o] S Nov 1 N N € b}
W | 5 ~ | PERPAGE / 1 | oF10 | >

See the full report

‘ See the full report ‘

bb

Which page groups are providing the most value to the site? How are my individual categories and products within
them performing?
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Bringing It All Together: Impactful Workspace Views

Keyword Groups Comparison & Organic Overview WoW ‘

sorted by MSV

Keyword Groups YOUR VISIBILITY PERFORMANCE (STANDARD RANK) MODELED TRAFFIC OPPOR|

Number Change
of in Market i
Monthly Change in
BT e ey NGNS G KGue o™ e Mol R s
Keyword Group Tracked Volume Distribution bt Average  InTop Keywords  page :&lp‘:z(of SEcod Modeled %npor
Keywords % e i B 202 Rank 100 Ranked DE Share Traffic
g DEC 09, in Top 202
100
oo i
Bran j 2,13 3 + 780 ¥ 28 0 ¥ aw
I r 3 ¥ 780 ¥ 28 0 ¥ 4%
b 599 22 ¥ 3 564 ¥ 12 ¥1 ¥ 1%
op F 101 400  GEEEED 16 ¥4 97 ¥ ) 1 ¥ oy
Cate, ur 3 ¥ ¥ 10%
uct - Furniture 348 2 +v 339 ¥ 0 ¥ 64
) 133 22 0 24 ¥ 2 0
uct - B ath 227 2 + 214 ¥ 2 0 ¥ 134
na 179 7,991,720 GEEEVE 7 0 7 ¥ 2 0 ¥ 129
L 7,750,770 GEEEYE ] 0 347 ¥ 2 39

All Local Visibility

for 9 web properties on 3

Location

United States

United Kingdom

New York, NY

Chicago, IL

Los Angeles, CA

Philadelphia, PA

Boston, MA

Atlanta, GA

Minneapolis, MN

Cleveland, OH

S€

arch engines, for searches performed in 21 locations on 3 devices

Monthly Search

Keywords
Volume
v
8,539 271,464,670
2,112 5,769,260

/32 4,739,550

651,200

556,700

Your True Rank Keywords on  Your Market Share Change in Market Share
Distribution 1st Page of 1st Page Percentage Points

Tl e 2,240 3.76% ¥ 009
G I 2 1.27 ¥ 054
- =} 3 3.1¢ ¥ 031
- - | 1,4 3.79 ¥ 026
a2 = 3.23% ¥ 042
a0 - | 1,428 3.689% ¥ o3
- - | 1,42 3.834% ¥ 007
- 1 3.73 ¥ 031
- o m 22 3.79 ¥ 0.02
- M. 1,247 3.89% ¥ 018

How are my collective keyword groups performing? Where
am | weakest?

How am | performing across locations?



Implementation
Story

For pages where we

made changes, what

performance impact
are we seeing?

Telling Stories with Data

YoY Performance
Story

How are we
performing for our key
pages and terms,
removing seasonality
from the equation?

Non-Optimized
Pages Story

How is not optimizing
a group of pages
impacting their organic
traffic and conversions
over time?

Conversion Story

Which pages and
categories are driving
the most conversions

from the organic
channel? What can we

learn from these
pages?
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Demand Story

How is demand
impacting organic
traffic to our pages,
and where can we
make up lost demand
or capitalize on influx
of demand?



Understanding Declines & Additional Analysis
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Oh no, the site is tanking!
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First things first, don’t panic
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Understanding Declines: Code Red Issues

Traffic Dropped to Zero Keywords Dropped Off Page 1 Drastic Drop in Conversions
Double check that your analytics Outside of regular fluctuations, check if
hasn’t accidentally been stripped the previously ranking page is still Check for bugs in your checkout process
from your pages. accessible and ensure it is not throwing on both desktop and mobile.

any redirects or errors. _ _
You can check this in ContentKing & Ensure hreflang is working properly

Val_idate that pages are St|l.l. gettlng ALSO, did you go through d migration (CUStomerS may be trylng to convert off
recently? This can happen as Google is of an international page!).

understanding the new site structure.

traffic in Google Search Console.
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Then, there’s everything else



Demand Has
Changed

Have there been
changes in demand for
your top terms?

What about your
brand? Brand demand
can have a significant

impact on organic

traffic.

When you take those
things out, how do the
numbers look?

Scenarios to Consider

Traffic Quality
Has Increased

Check your organic
conversion rates - has
the quality of your
traffic increased? Is it
converting at a higher
rate?

How does organic
conversion rate
compare to that of
your other channels?
How has the channel
mix changed?

Channel or
Keyword
Cannibalization

Has your paid search
strategy changed? Is it
possible that organicis

losing conversions to

the paid search
channel?

Additionally, check for
cannibalization issues
in your keyword set -
it's possible that users
are landing on the
wrong version of your

page!

Segment
Differences

Look deeper into your
traffic - are some
categories and
products increasing,
and is that being
masked by a larger
decrease somewhere
else? What can you
learn from the ones
that are doing well?
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Migration etc.
Recovery

If your site went
through a major
change recently, can
you point to any
improvements as a
result of the change?
Is traffic starting to
rebound, perhaps? Is
engagement
increasing on
newly-designed
pages?



Creating an Action Plan for 2024



Looking Ahead

Understand Performance

Ensure you have a full-year
understanding of performance on
your site, stripping out any
seasonality and other anomaly
considerations.

What pages have seen the most
improvements? Where do you need
to focus next year?

Plan Ahead

What areas will your business be
prioritizing next year? Ensure you layer
those into your strategy & execution
calendar.

What lessons can you apply from your
learnings on performance? Are there
emerging demand patterns or new
strategic considerations (ie SGE,
E-E-A-T)?
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Create an Execution Plan

SEQO improvements take time to realize -
create an e-commerce plan that is at
least 3 months ahead of peak demand
while you work on larger strategic
initiatives in the background

Consider large-scale improvements like
template changes, global authorship
initiatives and pillar/cluster strategy to
get the most out of your SEO program!
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Remember
e Contact your CSM with any platform and

workflow questions to support your efforts
e Still need more help? Get in touch with

professional services!



THANK YOU!



