
If your Shopify store’s organic traffic has plateaued—or you suspect it should be getting more—you can estimate
what the missing traffic might be worth. The useful word is estimate. No one can tell you precisely how much
revenue a hypothetical group of visitors would have generated, and any provider promising an exact figure or
guaranteed rankings is selling certainty they do not have.

A practical SEO ROI estimate starts with your own store data: organic sessions, conversion rate, average order
value, and the contribution margin on the products those visitors buy. Then you build a range of scenarios, check
whether the traffic opportunity is realistic, and identify what is preventing your store from capturing it.

This approach is more useful than treating impressions as revenue or multiplying a large search-volume number
by your average order value. It helps you ask a better question: if we fix a specific SEO problem, how much
additional organic revenue could reasonably follow—and how will we know?

Start with a baseline, not a traffic goal
Before making recommendations, establish what is happening now. Pull at least 12 months of data if available, and
compare equivalent periods to account for seasonality. For a newer store or a recent site change, use the longest
reliable period you have and document the limitations.

Organic sessions: Use your analytics platform and define “organic” consistently. Separate organic search from
other channels.

Organic orders and revenue: Check analytics against Shopify reporting, noting differences in attribution and
tracking.

Conversion rate: Calculate orders divided by organic sessions. Segment by landing page or product category
when the data supports it.

Average order value (AOV): Use the organic channel’s AOV if you can measure it reliably; otherwise, use a
clearly labeled store-wide estimate.

Contribution margin: Estimate what remains after product costs, fulfillment, payment fees, and other
variable costs. Revenue is not profit.



Search visibility: Review Search Console clicks, impressions, queries, and landing pages. These are diagnostic
signals, not a substitute for sales data.

Check that tracking is working before interpreting a trend. A theme change, consent banner, checkout update,
analytics configuration, or app installation can affect what gets recorded. If your order count in Shopify and your
attributed organic orders disagree, explain the gap before building a financial forecast.

A simple formula for estimating lost sales from SEO
The basic model is straightforward:

Potential additional orders = estimated additional qualified organic sessions × expected organic
conversion rate

Potential additional revenue = potential additional orders × organic AOV

For a more useful business view:

Potential contribution = potential additional revenue × contribution margin

Suppose a store receives 10,000 organic sessions a month, converts 1.5% of them, and has a $90 AOV. A
hypothetical 2,000 additional qualified sessions at the same conversion rate would mean 30 additional orders and
about $2,700 in monthly revenue. At a 40% contribution margin, that is approximately $1,080 in contribution
before SEO costs.

That example does not mean the store is owed 2,000 more sessions—or that every added visitor will behave like
the current average. The estimate depends on the quality of the opportunity, the landing pages involved, product
availability, and how the store converts that traffic.

Use low, base, and high scenarios

Rather than report one confident-looking number, create three scenarios. Keep the assumptions visible so another
person can challenge them.

Scenario Additional monthly sessions Conversion rate AOV Estimated monthly revenue Low 800 1.2% $85 $816
Base 1,500 1.5% $90 $2,025 High 2,500 1.8% $95 $4,275

These are illustrations, not benchmarks or promises. In a real estimate, explain where the session ranges came
from, which pages or query groups are included, and why each conversion assumption is reasonable. If you cannot
explain the assumptions, the answer is not ready to use for budgeting.



How to estimate the traffic you may be missing
“Missing traffic” is not one thing. It can mean searchers cannot find your pages, your pages rank below stronger
competitors, or the store has few relevant pages for the searches customers make. Diagnose the source before
forecasting the upside.

1. Find pages with demand but weak results. In Search Console, look for relevant queries with impressions
but low clicks, or pages that have lost clicks over time. Review query intent and the actual search results; a low
click-through rate is not automatically a title-tag problem.

2. Find important pages with little visibility. Check whether core category, product, and informational pages
are indexed and appearing for relevant searches. Compare the pages you have with the customer questions
and product categories you actually serve.

3. Compare like with like. Separate brand searches from non-brand searches, and compare similar seasons
and product availability. A branded search decline may signal a different issue than a category page losing
non-brand clicks.

4. Estimate reachable demand, not total demand. Search-volume tools are directional. They may combine
close variants, use modeled data, or miss niche demand. Avoid assuming you can capture every search in a
keyword’s volume.

5. Check what happens after the click. Review landing-page conversion, stock status, shipping costs, mobile
usability, and product relevance. More traffic will not fix an offer or page that fails to convert.

To estimate the impact of a specific fix, use the affected pages’ current clicks and conversions as the baseline. Then
model a reasonable range of additional clicks, not a wholesale onelittleweb.com leap to a competitor’s traffic. If the
page has no meaningful history, label the estimate as lower-confidence and validate it with a measured rollout.

Shopify SEO defaults: helpful, but not a complete SEO plan
Shopify handles some important technical basics. Shopify includes SSL by default, and Shopify creates an auto-
generated sitemap that helps search engines discover URLs. Those defaults are useful. They do not guarantee that
every valuable page is indexed, ranks well, or earns qualified organic revenue.

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


A sitemap is a discovery aid, not a promise of indexing or rankings. SSL protects connections; it does not resolve
thin content, duplicate pages, poor internal links, slow page experiences, or a mismatch between a page and what
a searcher wants.

Shopify stores still need thoughtful decisions about collection and product page content, page titles and
descriptions, redirects, canonicalization, navigation, and how products are grouped. The right setup depends on
the catalog and theme. A store with a small, focused assortment has different needs from a store managing
thousands of SKUs, multiple collections, and frequent product changes.

Why organic growth plateaus

Recurring technical debt from apps and themes

Apps can add useful functionality, but they may also introduce scripts, duplicate features, extra markup, or content
that search engines and shoppers do not need. Theme customizations can create similar problems, especially after
years of patches and redesigns. When a store’s performance or indexing changes, review the actual
implementation rather than assuming the latest app—or the platform—is responsible.

Build an inventory of apps, theme customizations, and third-party scripts. Ask what each one does, who owns it,
and whether it is still needed. Test changes in a safe environment where possible, and measure before and after.
Removing an app without checking dependencies can break a store feature; leaving unused scripts forever can
create avoidable complexity.

SKU scale and inconsistent internal linking

As a catalog grows, internal linking can become inconsistent. Important products may be buried several clicks
deep, collection pages may not connect to relevant subcategories, and discontinued products may leave broken
links or confusing redirect chains.

Make sure navigation reflects how shoppers browse, and link between related collections, products, and useful
guides where the connection is genuinely helpful. For large catalogs, use repeatable rules and quality checks so
new SKUs do not depend on one person remembering every linking step. Consistency matters more than adding
links everywhere.

Content and search intent have not kept up

A store may have products for a category but no strong landing page for the way shoppers search for them. Or it
may have many overlapping pages that compete with each other. Review whether each important page has a clear
purpose, useful information, and a sensible relationship to other pages. Adding more URLs is not automatically a
growth strategy.

From estimate to an SEO decision
Once you have a range, compare it with the cost and effort of the work. Include one-time development or content
costs, recurring fees, and the time your team will spend reviewing, approving, and maintaining changes. SEO
results can take time, and the value may accumulate beyond the first month, but that is not a reason to ignore
payback assumptions.

Write down the current baseline and the date range used.

List the specific pages, technical issues, or content gaps behind the opportunity.



Show low, base, and high scenarios with their assumptions.

Separate revenue from contribution or profit estimates.

Choose leading indicators and business outcomes to monitor, such as qualified non-brand clicks, organic
orders, revenue, and margin.

Set a review date and explain what evidence would change the plan.

When evaluating a provider, ask for named deliverables instead of vague promises like “ongoing optimization.” Ask
who will do the work, how changes will be approved, how link sources will be documented, and what happens if
the account team changes. OneLittleWeb, like any agency or consultant, should be able to explain its assumptions
and reporting in terms your team can verify—not rely on screenshots or impressions alone.

Shopify Plus does not remove the need for this discipline. A larger operation may have more products, workflows,
integrations, and stakeholders to coordinate. That makes clear ownership, testing, and reporting especially
important—not a reason to assume the platform will solve every SEO issue automatically.

Make the estimate useful, not impressive
The purpose of estimating lost sales from SEO is not to produce the biggest possible number. It is to decide
whether a specific opportunity is worth pursuing, what evidence supports it, and how you will judge the result.
Start with a trustworthy baseline, identify the pages and technical causes behind the plateau, and model a range
that reflects uncertainty.

That is how an SEO ROI estimate becomes a working business tool. It connects search visibility to orders and
margin without pretending that every impression—or every projected visit—will become a customer.


