
Product & Category Page SEO Template
Product and category pages are where ecommerce SEO and revenue meet, yet most stores rely on thin manufacturer copy, missing schema, and weak internal links. This template gives you a field-tested system to optimize on-page elements, structure collections, control faceted navigation, add only honest structured data, write unique descriptions, surface reviews, and handle out-of-stock products without losing rankings or links. Work through each variant for the pages that matter most, then scale the patterns across your catalog.
Product Page On-Page Checklist
When to use: Use when auditing or launching a single product page and you need every core on-page element dialed in before publishing.
Product Page On-Page Checklist
Optimize the elements shoppers and crawlers both read first, then layer in detail that supports buying decisions.
· Title tag:[Product Name] plus a key qualifier (brand, size, model), leading with the term people actually search. Google truncates SERP titles by pixel width (roughly 600px), so any "~60 characters" guideline is just a rough proxy, not a hard limit; the real test is whether the important words survive truncation.
· H1: One clear product name that matches the title intent & the visible product.
· Meta description: Around 150 characters covering the main benefit and a reason to click; not a ranking factor, but it influences click-through.
· Description: Unique copy answering use, fit, materials, and who it is for (see the Unique Product Descriptions variant).
· Specs: List real attributes as [Spec Label] values so shoppers compare quickly.
· Images & alt text: Descriptive alt that names the product and key attribute.
· URL: Short, readable, stable; avoid session or tracking parameters.
Verify: One canonical URL, indexable, fast-loading, and free of duplicate H1s before you ship.
 
Category, Pagination & Faceted Navigation
When to use: Use when a category or collection page should rank for a head term and you need pagination and filter URLs handled so crawlers reach the right pages.
Category, Pagination & Faceted Navigation
Treat the category page as a landing page for a buying intent, then control how its paginated and filtered URLs are crawled and indexed.
· Target term:[Category Keyword] reflecting how shoppers describe the group, mapped to one canonical category URL.
· Intro copy: A short, genuinely useful paragraph near the grid that explains the range and helps shoppers choose; avoid keyword-stuffed walls of text.
· Internal links: Link to top products, related subcategories, and relevant guides so equity and shoppers flow to high-value pages.
· Pagination: Each paginated page (page 2 and beyond) should self-canonicalize to its own URL, not canonicalize back to page 1, and stay crawlable so deeper products are discovered. Google deprecated its handling of rel="next"/rel="prev" for pagination, so do not rely on those tags to consolidate the series; keep pagination as plain crawlable links instead.
Faceted navigation: Filters multiply URLs fast, and the three control tools do different jobs and are not interchangeable. Pick the tool by your goal:
· Canonical tag: Consolidates near-duplicate URLs onto a preferred version. The duplicate is still crawled and the canonical is only a hint, so use it when a filtered variant is essentially the same content as the main category and you want signals consolidated.
· robots.txt disallow: Blocks crawling to save crawl budget. A URL blocked in robots.txt cannot be fetched, so Google cannot read a canonical or a noindex on it, and a disallowed URL can still be indexed (URL-only) if it is linked; do not use robots.txt to remove pages from the index.
· Meta robots noindex: Removes a page from the index once Google crawls it and reads the tag, so it must stay crawlable; do not also block it in robots.txt.
1. Worth ranking: Promote high-demand filter combinations to indexable, internally linked landing pages.
2. Duplicate of the category: Canonical it onto the main category URL to consolidate signals.
3. Out of the index but no rank value: Apply meta noindex and keep it crawlable so the tag is read.
4. Pure crawl waste: Disallow in robots.txt to conserve crawl budget.
Tip: Place merchandised, in-stock products first, and never block a URL in robots.txt while expecting its canonical or noindex to take effect; the crawler never sees either.
 
Product Schema & Rich Snippets
When to use: Use when you want Product rich results and need structured data that reflects only real, on-page information.
Product Schema & Rich Snippets
Add Product structured data so eligible pages can show price, availability, and rating in search. Only mark up data that is genuinely visible on the page.
· Core for rich results: name, image, and a valid offers, review, or aggregateRating block; without at least one of those offer/review/rating blocks, the product is not eligible for product rich results.
· Recommended supporting properties: description, brand, and a stable identifier (GTIN, MPN, or SKU) where available, which strengthen eligibility but are not the trigger on their own.
· offers: real [Price], priceCurrency, and an availability value using an exact schema.org token, kept in sync with the page: https://schema.org/InStock, https://schema.org/OutOfStock, https://schema.org/BackOrder, https://schema.org/PreOrder, or https://schema.org/Discontinued.
· aggregateRating & review: include only when real customer reviews actually appear on the page; the review markup must reflect those real, visible reviews, never invented ratings or counts.
Why honesty matters: Fabricated prices, fake reviews, or ratings that do not appear on the page violate structured data guidelines and can trigger a manual action or loss of rich results.
1. Add the markup, matching every value to visible content.
2. Test with the Rich Results Test and fix errors and warnings.
3. Keep price and availability accurate as inventory changes.
Result: Eligible, trustworthy rich snippets that improve click-through without risking penalties.
 
Unique Product Descriptions
When to use: Use when your catalog relies on manufacturer copy and you need original descriptions that rank and convert.
Unique Product Descriptions
Manufacturer descriptions are pasted across hundreds of stores, so they read as duplicate content and rarely win. Rewrite them to be specific, original, and helpful.
· Lead benefit: Open with the main reason to buy [Product Name], not a spec dump.
· Use case: Describe who it is for and the problem it solves.
· Sensory & practical detail: Materials, fit, feel, sizing, and care in your own words.
· Differentiators: What sets this item apart from similar products you sell.
· Objection handling: Answer the question that stalls the purchase (compatibility, returns, warranty).
Scale wisely: Prioritize rewrites for high-traffic and high-margin products first. For huge catalogs, use a consistent template with genuinely unique inputs per product rather than spinning the same paragraph.
Avoid: Copy-pasting supplier text, near-duplicate descriptions across variants, and thin one-line blurbs that add no information.
 
Reviews & UGC
When to use: Use when you want customer reviews and user content to add freshness, long-tail terms, and trust to product pages.
Reviews & User-Generated Content
Reviews and Q&A keep pages fresh, add natural long-tail language, and build the trust that converts browsers into buyers.
· Collect: Trigger post-purchase review requests by email so genuine customers contribute.
· Display: Show ratings, written reviews, and photos on the product page where shoppers and crawlers can read them.
· Q&A: Let customers ask and answer questions; these capture real search phrasing.
· Moderate: Publish verified, honest reviews; do not fabricate, buy, or filter out all negatives.
· Schema link: Mark up only the reviews actually shown on the page, so the markup reflects real, visible content (see the Product Schema variant).
Freshness: A steady flow of new reviews signals an active, popular product and gives the page reasons to be re-crawled.
Trust: A mix of ratings, including some critical feedback, reads as authentic and reduces returns by setting accurate expectations.
 
Out-of-Stock & Discontinued Product Handling
When to use: Use when products go out of stock or are discontinued and you need to protect rankings, links, and the shopper experience.
Out-of-Stock & Discontinued Handling
Do not reflexively delete or 404 pages that hold rankings, backlinks, or traffic. Choose the action by product status.
· Temporarily out of stock: Keep the page live and indexable. Show clear availability, offer back-in-stock alerts, and suggest related in-stock items so the visit is not wasted.
· Permanently discontinued with a successor: 301 redirect to the closest equivalent product so link equity and shoppers transfer cleanly.
· Discontinued with no successor but real value: Keep the page live with an honest notice and links to relevant alternatives or the parent category.
· No traffic, links, or replacement: Only then consider letting it return 410/404, and remove it from internal links and sitemaps.
Update schema: Set the offers availability to the exact schema.org token that matches reality, for example https://schema.org/OutOfStock for temporary stockouts or https://schema.org/Discontinued for retired products, so structured data stays truthful.
Goal: Preserve equity and never strand internal links pointing to dead URLs.
Free template from UNmiss · https://unmiss.com/templates/product-page-seo-template
