Yes. An SEO agency should be able to explain where the links it builds come from, why those sources make sense
for your business, and how it checks the quality of those links. If an agency treats link sources as confidential,
offers a fixed number of links without context, or cannot describe its link building tactics, you have a good reason

to ask more questions.

That does not mean every link will be guaranteed, or that an agency can control every publisher’s decision. It does
mean you should be able to understand the process well enough to assess its relevance, risk, and fit with your
brand. Link building is part of a wider SEO program—not a mysterious monthly deliverable that should be

accepted on faith.

For Shopify merchants, that distinction matters. A store can have sound technical foundations and still struggle to
grow. It may also accumulate technical debt from apps, theme changes, and a large catalog. Links can support a
healthy site, but they will not fix weak category architecture, inconsistent internal linking, or pages that fail to meet

shoppers’ needs.

What “explaining link sources” should mean

Transparency does not require an agency to promise a specific link or publisher before outreach succeeds. A
publisher may reject a pitch, change its editorial plan, or choose not to link. What a responsible agency can explain

is its approach, its standards, and the sources it secured once work is completed.

At a minimum, you should be able to see the linking page, the domain, the destination URL, the date the link was
earned or placed, and the context in which it appears. You should also be able to ask why that source was
considered relevant and whether the link was editorially earned, sponsored, contributed, or obtained through

another arrangement.

What to ask for Why it matters Linking page and domain Lets you review the actual source, rather than relying on
a screenshot or summary. Placement context Shows whether the link fits naturally in relevant content or appears
in a low-value, unrelated block. Outreach and acquisition method Helps you understand the agency's link building
tactics and assess policy and reputation risks. Destination URL and rationale Clarifies which business page benefits
and why that page was selected. Removal or change policy Sets expectations if a publisher removes, edits, or

changes a link after publication.

Good reporting also puts links in context. A list of newly acquired domains is useful, but it is not a business result
by itself. The agency should connect the work to the pages and topics it is supporting, and discuss whether
organic traffic, qualified visits, leads, or revenue are moving in the right direction. Rankings and impressions can

help diagnose performance, but neither is a substitute for outcomes that matter to the store.

Why link-source transparency matters

Last month, | was working with a client who was shocked by the final bill.. Links can help search engines discover
pages and understand relationships between sites. They can also bring relevant visitors directly. But the value of a
link depends on more than a domain score or a quantity target. A link from a relevant, trustworthy publication in a

useful editorial context is different from a link placed on an unrelated page created mainly to sell links.

That is why link sources transparency is a practical safeguard. It gives you a chance to spot irrelevant placements,

questionable patterns, and mismatches with your brand before they become a bigger issue. It also makes it



possible to evaluate the agency’s actual work instead of trusting a promise such as “high-authority links” with no

explanation of how authority was measured.

There is no tool or metric that can certify a link as risk-free. Still, an agency should explain how it screens potential
sources, avoids manipulative schemes, and handles paid placements. Links exchanged for money, products, or
other benefits may need to be qualified appropriately under search engine guidelines. Ask the agency how it

handles those situations rather than assuming every placement is editorially earned.

Google penalty risk: what to understand

Google penalty risk is often used as a scare tactic in sales conversations. The more useful discussion is about
whether a link program follows search engine guidelines and whether its methods create an unnatural pattern. No
agency can promise that a site will never be affected by an algorithm update or a manual action. Likewise, an

agency should not claim that a particular number of links guarantees rankings.

Be cautious if a provider offers hundreds of links for a fixed low fee, refuses to identify sources, relies on private
networks, or describes placements only with vague labels like “premium authority.” Also be wary of a provider that
insists every link is safe because it uses a particular metric. Metrics from third-party tools are estimates; they do

not reveal the full quality or editorial purpose of a page.

A sensible agency can explain the trade-offs in plain language. It should tell you whether links are earned through
outreach, partnerships, digital PR, useful resources, or another method—and disclose paid or sponsored
arrangements. If it will not explain its link building tactics, the issue is not that you need to become an SEO expert.

It is that you cannot meaningfully evaluate the service you are paying for.

Shopify SEO defaults: a useful start, not a complete strategy

Shopify gives merchants a number of helpful technical basics. Shopify includes SSL by default, so stores can serve
pages over HTTPS without having to buy and install a separate certificate in the usual setup. Shopify also provides

an auto-generated sitemap, which helps search engines discover many of a store’s URLs.

Those are valuable defaults, but they are not a complete SEO program. SSL does not make product pages useful,
and a sitemap does not guarantee that every URL should be indexed or that important pages are easy to find.
Merchants still need to manage page titles and descriptions, product and collection content, canonicalization,

redirects, navigation, structured data, and the quality of pages created by apps or theme features.

Shopify's platform handles much of the underlying infrastructure, but the store’s configuration and catalog still
matter. A large number of near-duplicate products, thin collection pages, confusing filters, or app-generated URLs
can make crawling and indexing less efficient. External links cannot compensate for a site that sends shoppers—

and search engines—through a disorganized structure.

What the defaults do—and what they do not do

Shopify feature or capability Helpful for Still requires attention SSL included by default Serving the store securely
over HTTPS. Consistent redirects, correct canonical URLs, and avoiding mixed or duplicate URL paths. Auto-
generated sitemap Providing search engines with a list of eligible store URLs. Ensuring important pages are
indexable, valuable, and supported by site navigation. Theme and app ecosystem Adding storefront features and
speeding up implementation. Reviewing performance, markup, duplicated functionality, and technical side effects.
Product and collection structure Organizing a catalog into storefront pages. Building clear taxonomy and

consistent internal links as the catalog grows.



Diagnosing plateaued growth before buying more links

If organic growth has plateaued, the first step is not automatically to increase link volume. Start with baseline data.
Compare organic revenue, qualified sessions, conversion rate, and landing-page performance over a consistent
period. Segment branded and non-branded search where possible, and account for seasonality, promotions,

inventory changes, and site releases.

Then investigate where the plateau is happening. Are category pages losing visibility, or are product pages failing
to attract new searchers? Has traffic stayed flat while revenue per visit changed? Did a theme redesign, app
installation, URL change, or product-catalog expansion coincide with the slowdown? Search Console data,
analytics, crawl results, and Shopify sales data each answer different questions; screenshot-only reporting does

not.

1. Establish the baseline. Record organic revenue, sessions, conversion rate, top landing pages, and the period

being analyzed.

2. Check technical changes. Review theme releases, redirects, indexing, canonical tags, app additions, and
page-speed changes.

3. Review the catalog and content. Look for thin, outdated, duplicated, or unavailable product and collection
pages.

4. Assess internal links. Confirm that important collections and products are reachable through useful
navigation and related links.

5. Evaluate external links. Review the sources, relevance, and destination pages of existing and newly acquired
links.

This sequence helps distinguish a link gap from a site-quality or measurement problem. It also prevents an agency

from using “you need more backlinks” as a universal explanation for every decline.

App and theme changes can create recurring technical debt

Shopify merchants often add apps to solve immediate needs: reviews, search and filtering, subscriptions,
international selling, bundles, or merchandising. Themes get customized as the business grows. Each change can
be reasonable on its own, but the combined effect may be extra scripts, duplicate markup, conflicting features, or

pages that are difficult to crawl and maintain.. Exactly.

Technical debt is not a reason to avoid apps or redesigns. It is a reason to review the store after changes and keep
a record of what each tool does. If a review app is replaced, for example, the old app's scripts or structured data
may not disappear cleanly. A theme migration may alter headings, product templates, navigation, or internal links

without an obvious error in the storefront.



Ask an SEO agency to separate ongoing maintenance from project work. “Ongoing optimization” is not a
deliverable unless it says what will be reviewed, how often, who implements fixes, and how success will be
measured. A clear scope might specify a technical crawl after releases, a monthly review of index coverage, and a

prioritized list of issues with owners and deadlines.

SKU scale makes internal linking consistency essential

At a small catalog size, a merchant can often manage product relationships manually. At hundreds or thousands of
SKUs, that approach breaks down. New products may launch without links from their relevant collections, older
products may remain buried, and similar items may be grouped inconsistently. The result is a store where
important pages are technically present https://onelittleweb.com/seo-guide/should-you-outsource-shopify-seo

but hard to discover.

Strong internal linking is not simply adding “related products” everywhere. It means building a repeatable
structure: products belong to the right collections, collections connect to useful subcategories, and relevant pages
point shoppers toward complementary or alternative items. Breadcrumbs, navigation, curated landing pages, and

editorial content can all support that structure when they reflect how customers browse.


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

Before investing heavily in external link building, check whether the pages you want to promote are genuinely the
right destinations. If an agency earns links to a product that is frequently discontinued, or to a collection with little
unique value, the campaign may produce little lasting benefit. On a large Shopify or Shopify Plus store, define rules
for product launch, retirement, redirects, and collection placement so internal links remain consistent as inventory

changes.

Questions to ask an SEO agency

Use the discovery call to test how the provider thinks, not just how confidently it sells. A credible agency will ask
about your baseline, business model, margins, catalog, past SEO work, and implementation capacity before
recommending a link quota.

® Can you show examples of link sources and explain how each was acquired?

* How do you decide whether a source is relevant to our products and audience?

* Will you disclose paid, sponsored, contributed, or partner placements?

* Which pages would you prioritize for links, and why are they the right destinations?

* How will you assess link quality without relying only on third-party domain metrics?

® What baseline data do you need before recommending a strategy?

* How will you report business results, and who will be accountable for implementation?

* Who will manage our account day to day, and how will that change be communicated?

For a second opinion, merchants may compare proposals from specialists such as OnelLittleWeb with other
providers, but use the same questions and evidence standards for everyone. Company names and polished decks
do not replace a clear scope, access to source-level reporting, or a candid discussion of what the agency cannot

guarantee.

What a good link report should include

A useful report is more than a dashboard of impressions, ranking changes, or screenshots. It should make the

work auditable and connect it to the wider SEO plan. You should be able to trace each reported link to a live page,



understand the context, and see which target page it supports. If a link disappears or changes, the report should

note that rather than quietly counting it forever.

It should also distinguish activity from impact. The number of outreach emails sent is an activity metric. The
number of links earned is an output. Whether those links help relevant pages gain qualified organic visits or
revenue is an outcome to evaluate over time, alongside technical health, content quality, and conversion
performance. Results are not always immediate, so reporting should describe the measurement window and avoid

claiming causation based on a single chart.

The bottom line

An SEO agency should explain where its links come from, how they are acquired, and why the sources and
destination pages make sense. You do not need a guarantee of rankings; you need enough transparency to judge

the work, understand the risk, and connect it to business goals.

For Shopify stores, first separate platform defaults from the work the store still needs. SSL and an auto-generated
sitemap provide helpful foundations, but they do not solve app-related technical debt, inconsistent internal linking,
or the operational complexity of a growing SKU catalog. When organic growth plateaus, establish a baseline and

diagnose the site before assuming more links are the answer.

A provider that can show its sources, explain its methods, discuss limitations, and report on outcomes is giving

you something more useful than a link count: a strategy you can understand and hold accountable.



