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From Clicks to 
Customers
Boost Your Ecommerce Growth with Google Ads & SEO
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Meet Your 
Presenters

Marina @

Kiran @



Tell Us About Yourself
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We’ll talk about:

• Online shopping landscape

• Thinking from the Customer Perspective

• Best marketing channels for Ecommerce

• Choosing the right Ecommerce platform

• DOs and DON’Ts of designing your store

• Q&A



Building your store is just the beginning.
It needs Marketing to thrive.
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Common 
Challenges

• Lack of website traffic

• Poorly converting traffic (<1% CVR)

• I don’t know what my website traffic is…

• Too many platforms to operate and connect

• High customer acquisition cost



E-commerce By the Numbers



Get to know the Customer

40%
shop 

weekly

81%
research 

online

60%
start with 

search

273MM

shop 
online
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Awareness 

Consideration

Purchase

People who WOULD BE interested 
if they KNEW about your product.

Maybe not ready to buy.

People looking for 
SOMETHING like your 

product

Your 
customers

In
te

n
t
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Browsing FACEBOOK / INSTAGRAM/ PINTEREST feed

Watching related videos on YOUTUBE

Seeing DISPLAY ADS across web, news, games

Searching on GOOGLE, BING etc

Getting (COLD) EMAIL w/o signing up on your site

Getting EMAIL  post site visit

Visiting your store

Seeing or hearing  TV, PODCAST AD, etc

Getting interviewed/mentioned on  NEWS, PODCAST, etc

Seeing an AD post site visit

In
te

n
t
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How do YOUR customers shop 
for YOUR products?



Think from Customer’s Perspective
How do your customer’s shop for your products?

They might be:

● Talking with friends

● Browsing YouTube, social media for inspiration

● Reading blogs and product reviews, use AI tools

● Searching for other brands or models to compare 

● Walking into a store to see in person



Think from Customer’s Perspective
How do your customer’s shop for your products?

They might be:

● Talking with friends

● Browsing YouTube, social media for inspiration

● Reading blogs and product reviews

● Searching for other brands or models to compare 

● Walking into a store to see in person

ONLINE: Can be tracked & influenced
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Common Online Store + Marketing Configuration

Google AdsGoogle Merchant CenterShopify

Platform for managing 
Google + YouTube ad 
campaigns

Platform for staging product info 
before advertising on Google

Ecommerce platform for 
inventory and order 
management

Common Online Store + Marketing Configuration



Reality of Organic vs Paid traffic

Store 2: Running multiple Organic channelsStore 1: Running only Paid Ads
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Google Ecosystem
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People who WOULD BE interested 
if they KNEW about your product.

Maybe not ready to buy.

People looking for 
SOMETHING like 

your product

Your 
customers

(Retargeting)
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People who WOULD BE interested 
if they KNEW about your product.

Maybe not ready to buy.

People looking for 
SOMETHING like 

your product

Your 
customers

(Retargeting)
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Best Campaigns for Ecommerce
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4%
market 
share

89.5%
market share
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SEO Setup Approach: 3 Main Pillars
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On-Page: “SEO is about helping search engines understand your content” - Google 

Improve product page 

content - detailed title, 

description, good images, 

video if possible

Create multiple 

collection pages

Enhance SEO tags 

(title tags, meta 

descriptions)

On 
Page 
SEO
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Improve product details page to highlight the key elements of your product
✅ What to Do:

1. Prominent product title

2. Highlight the unique selling proposition of your products 

- eg. Designed for everyday wear

3. Show variant options clearly

4. Images and videos 

○

● Detailed product description

● FAQs and product reviews

❌ What Not to Do: 

● Don’t hide price

● Don’t make the pages too long

● Don’t add long blocks of text before add-to-cart button

1

2

3

4
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Create multiple collection pages that represent your products
❌✅

c✅ What to Do:

● Add multiple collection pages

● Create collections based on 

○ Product category

○ Occasion

○ Use

○ Color

❌ What Not to Do: 

● Avoid using “Shop” in the menu

● About Us, Privacy Policy, etc can be added 

in the footer
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Enhance the title tag and meta description

Title Tag

Meta Description
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Technical SEO: Give your users a good experience while letting Google 
understand your website better 

Technical SEO: Give your users a good experience while letting Google 
understand your website better 

Improve Page 
Speed

Fix Coverage 
Issues

(404’S, redirects)
I

Submit & Update 

Sitemap Regularly

Implement 

Structured DataTechnical 
SEO
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Add right structured data for all your pages
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One second delay in page speed reduces conversion rate by 7%
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Building high-quality backlinks is as important as it was in 1998

Mentions on the internet

Backlinks from other websites

- Social Media Promotion

- Community 

engagement

- Advertisement, both 

offline and online

- Word of mouth

- Interviews

- Influencer marketing

- Guest posting
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AI is changing the nature of search

AI Overview in Google 

Search

Use AI in Content 

Creation

Focus on Featuring in 

Answers from 

ChatGPT, Perplexity, 

Gemini, etc

AI in 
SEO
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 Pillar
Marketing (SEO, content writing, 

social media)
Tech

Content ✔   

Develop SEO Optimized Website ✔  ✔  

Website Authority ✔   

Skill Requirements



Exploring Ecommerce Platform Trade-offs

Feature

Ease of Usage High High Moderate Moderate Low High

Customized Checkouts Basic Advanced Basic Moderate Advanced Not Available

App Integrations Advanced Advanced Moderate Basic Advanced Basic

Design Flexibility Moderate Advanced Moderate Moderate Advanced Basic

B2B Features Basic Advanced Moderate Advanced Advanced Not Available

Custom/Configurable 
Products

Basic Advanced Basic Basic Advanced Basic



Which of these situations best defines you?

2.       Want to cater to B2C and B2B customers together?

1. New to Ecommerce?

3.      Have a catalog (without checkout) in WordPress or WIX?



Focus - Offline Brand & New To E-commerce

We 
Recommend:

Basic Ecommerce Features

Product Market Fit

Fast Loading Time

Basic Integrations

Your Business 
Objectives
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✔ Implemented Shopify store with a pre-built 

Shopify theme

✔ Setup automated inventory sync to avoid 

stockouts

RESULTS

METHODOLOGY

Developed an e-commerce platform for a furniture and 
home décor retailer

↑40%
contribution from online sales within 

the first 3 months

↑25%
increase in repeat purchases 

using online channel from 
offline customers

✔ Used Shopify apps for automated 

customer engagement

✔ Enabled Shopify sync to manage large 

catalogues



Focus - Brand needs a robust e-commerce platform 
with both B2C and B2B customers

Basic Ecommerce Features

B2B features - bulk pricing, multi-user 
customer

Fast Loading Time

Basic Integrations

Your Business 
Objectives

We 
Recommend:
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✔ Built B2B features 

○ Bulk ordering

○ Custom pricing

○ Multi-user account management

○ User credit

RESULTS

METHODOLOGY

E-commerce platform for a home appliances brand with a 
focus on both B2B & B2C customers

↑20%
Increase in B2B orders

↓23%
Time reduced to place orders

✔ Developed B2C features 

○ Enhanced product discovery

○ Streamlined checkout with 

multiple payment gateways

○ Product comparison 

features

✔ Integrated third-party tools



Brand with website on WordPress or WIX?

Limitations

✔ Limited built-in eCommerce features

✔ Weaker inventory management tools

✔ Scalability issues with growth

✔ Fewer native payment options

✔ Basic shipping/customization controls

✔ More plugins = more maintenance
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PRO TIP 1: Make “Add to Cart” CTA Button Clearly Visible

✅ What to Do:

● Place a  sticky “Add to Cart” button as users scroll 

through

● Must have in mobile layout

● Non-intrusive but clearly visible

❌ What Not to Do: 

● Don’t block important content

● Avoid any delay in button visibility
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PRO TIP 2: Upsell & Cross-sell Effectively

✅ What to Do:

● Identify upsell & cross-sell opportunities

● Add recommended items on Cart page

● Add sections such ‘Recently-viewed’, 

‘Previously-bought’

❌ What Not to Do: 

● Avoid too many product suggestions

● Avoid using distracting elements

● Don’t display irrelevant or unrelated products
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PRO TIP 3: Enable Quick Add Feature on Collection Page

✅ What to Do:

● Show variants on clicking + or quick add

● When user clicks on a variant, add product to 

cart

❌ What Not to Do: 

● Avoid in case of multi-dimensional variants - 

eg. size and color

● Avoid when there are too many variants
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Bringing It Together



marina@marketingworks.io

FREE 30-minute consultation
w/Marketing Works

[Growisto CTA]

FREE 30-minute consultation
w/Growisto

kiran@growisto.com

Q&A


