
If you run a Shopify store, you’ve probably asked yourself: should I outsource Shopify SEO, or can I keep doing it
myself? The honest answer depends less on store size or a consultant’s sales pitch and more on your baseline,
your available time, and the work your store actually needs.

Shopify gives merchants useful SEO foundations, but foundations are not a complete growth strategy. You may be
able to handle straightforward improvements yourself; a store with thousands of products, tangled app code, or
plateaued organic revenue may need experienced help. This guide will help you make the Shopify SEO decision
based on evidence rather than promises.

What Shopify SEO handles for you—and what it doesn’t
Shopify takes care of some technical basics. Shopify includes SSL by default, so your storefront can use HTTPS
without separately purchasing and installing a certificate. Shopify also creates an auto-generated sitemap, which
helps search engines discover eligible pages on your site.

Those are useful defaults, but they don’t mean every page is optimized, every important URL is easy to find, or
every technical issue is solved. SEO still depends on choices you make about products, collections, content, site
structure, and the apps and theme running your store.

Shopify provides You still need to manage SSL by default Useful page titles, descriptions, headings, and product
copy An auto-generated sitemap Which pages deserve attention and how important pages link together Standard
storefront and product page functionality Site speed, app overhead, theme quality, and mobile experience Basic
URL and navigation tools Redirect planning, duplicate-page management, and a scalable site structure

Shopify can make the setup easier. It cannot decide which search queries matter to your business, write genuinely
useful buying guidance, or diagnose why organic traffic is no longer producing sales. That work requires strategy
and ongoing attention.

When DIY Shopify SEO makes sense
DIY Shopify SEO can be a good choice when your catalog is manageable, your theme is relatively clean, and you
have time to learn and implement the work. It’s also sensible when you’re still validating products or have not yet
established a baseline for organic performance.



There is plenty you can do without an agency or consultant:

Write distinct, accurate titles and meta descriptions for priority pages.

Improve product descriptions with helpful details customers need to make a decision.

Organize products into collections that match how shoppers browse.

Link relevant products, collections, and guides together.

Review analytics and search performance for meaningful changes over time.

Remove apps you no longer use and check whether your theme remains fast and usable.

The key is to treat SEO as a repeatable process, not a one-time checklist. A DIY approach can work well if someone
on your team owns it and can make changes consistently. It tends to struggle when SEO gets squeezed between
fulfillment, merchandising, customer service, and everything else involved in running a store.

Why growth plateaus—and how to diagnose it
A plateau does not automatically mean you need to outsource. It means you need to find out what has stopped
progressing. Before hiring anyone, establish a baseline that includes organic sessions, organic revenue or
conversions, landing-page performance, and relevant search query data. Compare equivalent time periods and
account for seasonality, promotions, and changes in inventory.

Then ask what the data shows. Are fewer shoppers finding the site, or is traffic steady but sales weakening? Are
high-value collections losing visibility? Are important products out of stock? Has a redesign changed URLs or
removed useful content? Are visitors arriving on pages that don’t answer their questions?

Search impressions can help reveal visibility trends, but impressions alone are not a business outcome. A report
that celebrates more impressions without showing qualified visits, sales, leads, or another agreed goal is
incomplete. Likewise, screenshots of rankings are not a substitute for explaining what changed and whether it
mattered.

Start with a focused review

1. Choose a clear comparison period. Use comparable months or year-over-year periods where possible.



2. Identify priority pages. Look at the collections, products, and guides that matter most to revenue and
customer discovery.

3. Check for recent changes. Review theme releases, app installations, URL changes, migrations, and product-
catalog updates.

4. Separate traffic problems from conversion problems. More visits will not fix an unclear product offer or a
poor buying experience.

5. Write down what you don’t know. A specific unanswered question is more useful than a vague request to
“do SEO.”

This diagnosis helps you decide whether you need specialist expertise, more internal time, or fixes elsewhere in the
business. It also gives you a fair way to judge any proposed engagement.

When outsourcing Shopify SEO is worth considering
Outsource Shopify SEO when the required work is more complex than your team can reliably handle—or when the
opportunity cost of doing it yourself is too high. That may be the case if the catalog has grown rapidly, organic
performance has stalled despite consistent effort, or technical changes require coordination across marketing,
development, and merchandising.

Outsourcing may also help when you need a clear strategy, an experienced technical review, or a defined project
such as a theme redesign or SEO migration. Here's a story that illustrates this perfectly: learned this lesson the
hard way.. Shopify Plus stores may have additional operational complexity, but the platform tier alone is not a
reason to hire an agency. The question is whether your store’s needs exceed your team’s capacity or expertise.

A specialist should be able to explain the work in plain language: what they’ll inspect, what they’ll change or
recommend, what your team must provide, and how results will be evaluated. OneLittleWeb is one example of a
provider a merchant might include in a comparison; as with any agency or consultant, assess the proposed scope,
team, and reporting rather than relying on the brand name.

Technical debt: apps, themes, and the cost of “one more fix”
Shopify stores often accumulate technical debt gradually. An app is installed for one campaign, another is added to
handle reviews, and a custom theme modification solves a short-term merchandising need. Later, nobody is quite
sure which script is still needed or what might break if it is removed.. Pretty simple.

Apps and themes can affect page speed, accessibility, duplicate content, structured data, and how search engines
render important pages. The impact varies by implementation; installing an app does not automatically create an
SEO problem. But a store with years of overlapping tools and undocumented theme edits deserves a careful
review before more fixes are layered on top.

For a redesign, ask how URLs, redirects, metadata, structured data, and page templates will be handled. For app
cleanup, require an inventory of what is installed, why it is used, and what should happen before removal. Avoid a
provider who recommends major technical changes without first understanding your setup—or who says the
solution is simply to install another SEO app.

SKU scale and internal linking consistency
A small catalog can often be reviewed page by page. That approach gets harder as the number of products,
variants, collections, and content pages grows. At scale, the challenge is not only optimizing individual product



pages; it is maintaining consistent rules across the catalog.

Ask yourself this: product names, descriptions, collection assignments, canonical behavior, and metadata need a
repeatable standard. Without one, similar products may compete with each other, important items may be buried,
and new launches may arrive with thin or duplicated information. For a large catalog, templates and quality checks
matter—but templates still need room for accurate, product-specific content.

Internal linking also needs consistency. A product should be discoverable through relevant collections and, where
useful, related products or buying guides. Key collections should not be several clicks away from the main
navigation with no other useful links pointing to them. A link structure that makes sense to shoppers usually
makes the store easier to explore and helps search engines understand how pages relate.

As SKU count rises, outsourcing can be valuable for building the rules and systems behind this work. But a
consultant cannot make merchandising decisions or verify every product detail without input from your team.
Agree on ownership: who approves copy, assigns collections, manages redirects, and maintains linking standards
for new items?

How to choose a provider without buying a vague promise
Be wary of proposals built around phrases like “ongoing optimization” without a concrete scope. Ask what will
happen in the first month, what will be delivered, who will do the work, and what decisions require your approval.
A credible provider should be comfortable discussing limitations and dependencies, not just listing possible tasks.

Ask for a baseline. What data will they review before making recommendations, and what business
outcomes will you track?

Define deliverables. Will you receive an audit, prioritized implementation plan, content briefs, technical
tickets, or completed changes?

Ask about links. If link building is proposed, ask where links may come from, how sources are vetted, and
how placements are reported. “We have a network” is not a useful explanation.

Clarify reporting. Reports should connect work to organic revenue, conversions, qualified traffic, and agreed
priorities—not lean on impressions or ranking screenshots.

Confirm account ownership. Find out who you’ll work with, who actually performs the work, and how
staffing changes are communicated. The person on the sales call should not be the only person you meet.

Reject ranking guarantees. No provider can honestly guarantee specific rankings. Ask instead how they
prioritize, test, and report on work.

A good partner does not need to make SEO sound mysterious. They should explain what they recommend, why it
matters, what evidence onelittleweb.com supports it, and what success would look like for your store.

A practical Shopify SEO decision
Use the following framework to decide what to do next:

Keep it in-house if the work is manageable, someone has time to own it, and you can measure progress
against a baseline.

Get a limited specialist review if you have a specific problem, such as a migration, an app-heavy theme, or
a traffic plateau you cannot explain.

Outsource ongoing work if your catalog and technical needs exceed your team’s capacity and you have a
defined scope, internal point person, and useful reporting.

https://onelittleweb.com/seo-guide/should-you-outsource-shopify-seo


You can also choose a hybrid model: hire a specialist to diagnose the store and set priorities, then have your team
handle product content and routine updates. That arrangement can be more practical than paying for ongoing
support you don’t need—or trying to solve technical problems without the right expertise.

Bottom line
The Shopify SEO decision is not “DIY or agency forever.” It is a choice about which work your business can own
well right now. Shopify’s SSL and auto-generated sitemap cover helpful basics, but they do not solve strategy,
content quality, technical debt, large-catalog consistency, or internal linking.

Start with baseline data. Diagnose the plateau before prescribing a fix. If you outsource, buy a clearly defined scope
from people who explain their work and report against business outcomes. If you keep SEO in-house, assign
ownership and make the work consistent. Either way, judge progress by what helps customers find and buy from
your store—not by promises or vanity metrics.


