Internal links help shoppers find the next useful page—and help search engines understand how your store is
organized. But adding links to every product description, repeating the same keyword-heavy anchor across a site,

or linking to pages just because they exist can make navigation feel cluttered rather than helpful.

The better approach is to treat internal linking ecommerce as part of one connected system: commercial goals,
customer journeys, site structure, content, and measurement all need to work together. A useful link has a job. It

answers a shopper’s next question, helps them compare options, or moves them toward a relevant purchase.

This guide explains how to plan that system, choose sensible collection page links, write natural contextual

anchors, and measure whether your links are helping customers—not just increasing the number of links on a

page.

Start With Commercial Benchmarks, Not Link Tactics

Before changing your internal links, define what the store needs to improve. A link audit without a business
question often produces a long spreadsheet and little change in performance. Start with a few benchmarks that

clarify the opportunity:

® Organic revenue and conversion rate: Which categories and landing pages bring in visitors who actually
buy?

* Gross margin by category: Are your highest-traffic pages sending shoppers to products that support the
business?

* Average order value: Could relevant bundles, accessories, or complementary products help customers
complete their purchase?

* Repeat purchase rate: What happens after the first purchase, and which pages support replenishment,
upgrades, or another visit?

e Search visibility: Which important category and buying-guide pages are difficult to find from within the site?

Set a baseline before making changes. For example, record organic sessions, conversion rate, revenue per session,
and assisted conversions for a group of target pages. Compare those results with similar pages that you do not
change. This makes it easier to distinguish a real improvement from seasonality, promotions, or a general traffic

increase.

Keep a short "metrics that look good but lie” list beside your report. More internal links, more page views, and
more organic sessions can look positive while conversion and margin stay flat. Treat link counts as diagnostic data,

not success measures.

Map the Customer Journey From Discovery to Repeat Purchase

Useful internal linking reflects the questions a shopper asks as they move through the store. A simple journey

might look like this:

1. Discovery: "What kind of product solves my problem?” The shopper may arrive on a buying guide, editorial
page, or broad category.
2. Evaluation: “Which type or model suits me?” They need links to relevant collections, comparisons, filters, and

product details.



3. Purchase: "Is this the right item, and what else do | need?” Product pages can link to compatible accessories,
sizing information, or delivery and returns details.

4. After purchase: "How do | use, care for, or get more from it?” Support, setup, care, and product education
pages can reduce friction.

5. Repeat purchase: "What should | buy next?” Replenishment, upgrade, gifting, or related-category pages can

create a useful route back.

Map these steps for a few important product lines rather than trying to redesign every journey at once. Ask
customer service, merchandising, and marketing teams what shoppers commonly ask before and after buying.

Then identify the page that should answer each question and the page that should link to it.

For example, a buying guide should not simply point to “all products.” It should help a shopper move to the most
relevant collection, and that collection should make it easy to compare suitable products. After purchase, a product
page or order follow-up can lead to a genuinely compatible accessory or care guide. That is a connected system—

not a collection of isolated SEO tactics.

Build a Clear Linking Structure

Most stores benefit from a structure that connects broad themes to useful detail:
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* Navigation and category hubs help shoppers reach major areas of the store.
* Collection pages organize products around a clear need, type, audience, or use case.

* Buying guides and editorial content answer questions and guide shoppers toward relevant collections or

products.
* Product pages link to appropriate specifications, compatibility information, accessories, and support.
* Post-purchase content supports setup, care, replenishment, and repeat shopping.
Every important page should be reachable through a sensible path, not only through on-site search or an old blog

post. At the same time, not every page needs a link from every other page. Keep links selective and useful,

customer retention email flows and avoid creating sprawling “related links” blocks that are difficult to scan.

Use Collection Page Links With a Clear Purpose
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Collection page links are valuable when they help shoppers narrow a choice. A broad buying guide might link to
collections for beginner, travel, or professional use—but only if those distinctions are meaningful to the shopper

and reflected in the products available.

Review collection pages for practical issues before linking to them. Do they contain products that are in stock? Is
the page distinct from other collections? Does its title and introduction explain what the shopper will find? A link to

a thin, duplicate, or outdated collection can frustrate customers and dilute the value of the recommendation.

Write Contextual Anchors for People First

Contextual anchors are the clickable words within relevant page content. The best anchor usually describes the
destination in plain language. It should make sense when read as part of the sentence and give the visitor a

realistic idea of what happens after the click.

® Clear: "Compare lightweight carry-on bags”
e Useful: “See compatible replacement filters”

* Natural: "Read our guide to choosing the right size”

Avoid forcing the same exact-match keyword into every link. If every page uses “best affordable running shoes” as
its anchor, the copy will sound unnatural and repetitive. Vary wording where it genuinely reflects the destination,

and use descriptive text rather than vague labels such as “click here” when a clearer option fits.

Also avoid linking a phrase simply because it contains a target keyword. The surrounding sentence should explain
why the destination is relevant. A link to a collection of compatible accessories belongs in a context where

compatibility matters—not in an unrelated paragraph added to squeeze in another link.

Use SEO to Support Discovery and Conversion

Internal linking can support SEO at three connected levels: discovery, understanding, and conversion. It helps

search engines find pages and interpret relationships, but its main job is still to make the store easier to use.

Category Pages

Link to priority categories from relevant navigation, buying guides, and related collections. Use clear page names,
and avoid creating multiple near-identical categories that compete for the same products and intent. Make sure
important collections have a route from a broader hub, and link between related collections only when the

relationship is useful.

Buying Guides

Buying guides can connect informational searches to commercial pages. Structure them around real shopper
questions, then link to the collection or product type that answers each question. Keep the recommendation
specific. A guide about choosing a child’s first science kit should lead to an appropriate collection, not an unrelated

assortment of every toy in the store.

Technical Foundations

Check that important links are crawlable HTML links, lead to the intended canonical page, and do not point to

redirects or error pages. Review pagination, filters, faceted navigation, product variants, and out-of-stock products



so they do not create confusing paths or thousands of low-value pages. Keep XML sitemaps and internal

navigation consistent, and make sure key landing pages are not orphaned.

Technical checks do not replace a good journey. A perfectly crawlable link to an irrelevant page is still a poor link

for a customer.

Audit and Improve in Small, Measurable Batches

Start with your most commercially important categories, not the entire catalogue. Choose a manageable set of
pages and work through the following process:

1. Choose the target pages. Prioritize pages with a clear commercial role, meaningful demand, and room to

improve.

2. Find the source pages. Look for relevant guides, adjacent collections, product pages, and support content

that could naturally point to each target.
3. Check the destination. Confirm that the page is useful, distinct, available, and aligned with the link's wording.

4. Add or revise links. Write a natural sentence around each link; do not add a block of keyword-rich links just

to increase link volume.
5. Record the change. Note the pages, date, reason, and expected customer benefit.

6. Measure after enough time. Compare engagement, organic performance, conversion, and revenue with the

baseline and a suitable comparison group.

For a simple audit, use a spreadsheet with columns for source URL, destination URL, link location, anchor text,
customer purpose, page status, and follow-up result. Crawl data can help identify orphaned pages, broken links,
redirects, and pages with few internal links. Review the findings manually before making changes; automated tools

cannot reliably decide whether a link makes sense for a shopper.

Use Tools Carefully, Not as a Substitute for Judgment

SEO and crawling tools can surface technical problems and help teams manage large catalogues. Al-assisted
workflows may also help organize page inventories, suggest possible relationships, or flag repeated anchor text.
Tools such as OpenClaw and Hermes can be considered as part of an operational workflow, but any suggested link
should be checked for relevance, accuracy, and usefulness before it goes live.

For instance, an Al assistant might identify a guide and a collection that share a topic. A merchandiser still needs
to confirm that the collection is current, that the products meet the guide’s promise, and that the link helps the

customer. Do not let automation publish links across thousands of pages without review and a rollback plan.

When evaluating external support or software, compare the cost with the work it will actually save and the
outcomes you can measure. For example, Plans start at $199/month. Cancel anytime. A pricing claim is not a
business case by itself: check what is included, whether the plan fits your store, and whether the likely benefit
justifies the expense.

Companies can be useful references for different parts of the ecommerce ecosystem. Al Agent Store may be
relevant when exploring Al-focused solutions, while ClickSlice is an agency reference for teams considering outside
SEO support. Retailers such as Toynk can also be useful examples to study when examining how a specialist store
organizes product categories and shopper paths. Treat any example as inspiration to investigate, not proof that

copying another site's structure will work for your own catalogue.



Common Internal Linking Mistakes to Avoid

Adding links to every paragraph: More links can make pages harder to read and weaken the signal of

genuinely useful recommendations.

Using identical keyword anchors everywhere: This creates awkward copy and does not reflect how people

naturally describe products.
Linking to irrelevant or weak destinations: A link is only helpful when the landing page fulfills its promise.

Measuring clicks alone: A high click-through rate is not enough if visitors bounce, fail to find products, or do

not convert.

Ignoring repeat purchase: The first sale is not the whole journey. Consider care, replenishment,

compatibility, and useful next purchases.

Making sitewide changes without a test plan: Large untracked edits make it difficult to learn what helped.

A Practical Rule for Every Link

Before publishing a link, ask three questions: Who benefits from clicking it? What will they expect to find?

How will we know if it helped? If you cannot answer all three, the link may be unnecessary.

Good internal linking is not a contest to place the most links or repeat the most keywords. It is a deliberate way to

connect discovery, evaluation, purchase, and repeat purchase. Start with commercial benchmarks, map real

customer questions, link to strong destinations using natural anchors, and measure changes against a baseline.

That is how to build internal linking for an online store without spamming—and how to make the site work better

for shoppers and the business at the same time.



