
A category page can have hundreds of products and still feel thin to shoppers—and to search engines. A grid of
product cards, a short heading, and a few filters may help people browse, but they often don’t explain what the
category offers, who it’s for, or how to choose.

The fix isn’t to add a block of generic copy just to make the page longer. Effective category page optimization
starts with understanding search intent, making the page genuinely useful, and connecting it to the rest of your
site. It should help shoppers choose a product and move toward purchase.

Before changing anything, ask: which page template does this affect? A problem on every footwear category
page may need a template-level solution. A problem on one specific category may need a more focused content
and merchandising update.

Why Thin Category Pages Struggle
Category pages have an important job: they help people compare a range of products that meet a shared need.
When the page only presents a product grid, it may not answer the questions behind the search. Someone
searching for “waterproof hiking boots,” for example, may want to know what waterproof means, which conditions
the boots suit, and how to choose the right fit.

Common issues include:

Little unique information: The page has a title and product listings, but no helpful guidance about the
category.

Unclear intent: The page targets a broad phrase while shoppers are looking for a specific use, feature, or
product type.

Weak navigation: Related categories, buying guides, and useful product pages are difficult to find.

Unhelpful filters: Filters create confusing URLs or leave shoppers with empty, near-duplicate results.

Low product usefulness: Product cards don’t show enough information to help shoppers compare options.

Thinness is not just a word-count problem. A short page can be valuable when it answers the need well. A long
page can still be thin in practice if it repeats vague copy that doesn’t help someone choose.

Start With Purchase Intent Mapping
Before writing on-page content, work out what the visitor wants to do. Search phrases often signal different
stages of the buying journey. “Women’s hiking boots” suggests browsing a product range. “Best boots for wet
trails” suggests evaluation. “Size 8 waterproof boots” is more specific, and may point to a shopper who is ready to
compare available products.

Map the main queries to the page type that best serves them. This prevents category pages, product pages, and
guides from competing with each other for the same intent.

Search intent Example query Best page experience Browse a product type Women’s hiking boots A category page
with useful filters and clear product choices Find a feature or use case Waterproof boots for muddy trails A
relevant subcategory, landing page, or well-curated category Compare options Lightweight vs. insulated hiking
boots A helpful guide that links to relevant categories and products Choose a particular item Brand model, size, or
color A product page with accurate availability and product details



Use Search Console query data, site search terms, customer service questions, and product reviews to understand
what visitors actually need. If shoppers repeatedly ask whether a boot runs narrow, that’s useful information for a
fit guide or product detail—not a reason to add a paragraph of generic outdoor advice to every category.

Build a Category Page Strategy Before Adding Copy
Choose which categories deserve investment. Prioritize pages that have meaningful demand, commercially
important products, and a clear role in your site structure. Also check whether the page can offer something useful
beyond a list of products.

A practical category page strategy usually defines:

The page’s primary purpose: What range or need does it serve?

The target shopper: Who is likely to land here, and what are they comparing?

The main selection criteria: Which features, sizes, materials, or use cases matter?

The page’s relationship to other pages: Which subcategories, guides, and products should link to it?

The conversion goal: What will help a shopper confidently choose a product?

A useful category page is not a mini-blog post pasted above the product grid. It’s a shopping destination. Keep
the product range easy to reach, and add guidance where it supports browsing. For instance, a short introduction
can explain how the range is organized, while a lower-page section can answer common questions without
pushing products too far down.

Write On-Page Content That Helps People Choose
Strong on-page content makes the category clearer and more useful. It should be specific to the products on the
page, reflect real customer questions, and avoid claims that the inventory cannot support.

Explain What’s in the Category

Tell shoppers what distinguishes the products and how they can narrow the selection. A boots category might
explain the difference between lightweight trail shoes, mid-height hiking boots, and insulated winter boots—if
those products are actually available in the range.

Cover Selection Criteria

Give practical advice on the attributes shoppers compare. Depending on the category, this could include fit,
material, durability, care, compatibility, or intended conditions. Keep advice accurate and avoid presenting a single
choice as right for everyone.

Answer Frequent Questions

Use customer questions to shape concise FAQ content. For boots, shoppers may ask how to measure their foot,
whether to size up for thick socks, or how long delivery takes. Put the most important answer near the relevant
decision point. Delivery details may belong on product pages and shipping information pages as well as in
category-level FAQs, depending on your site.

Make the Copy Distinct



Don’t reuse the same paragraph across every category and swap out the product name. A page about waterproof
hiking boots should discuss waterproofing and trail use; a page about everyday ankle boots should focus on
different needs. Unique copy is most valuable when it reflects the actual assortment and helps shoppers
understand it.

Improve Product Page Usefulness and Conversion
A category page can attract the right visitor and still fail if its product choices are difficult to evaluate. Product
cards and product pages are part of the category experience, not separate SEO concerns.

On category listings, make key comparison details easy to scan. Depending on Clickslice SEO alternative the
product, show the price, available sizes, color options, ratings, or important features. Avoid making shoppers open
several product pages just to discover basic differences.

Product pages should answer the questions that stop a purchase. For boots, that might mean clear sizing
guidance, materials, weight, care instructions, delivery estimates, returns information, and product-specific images.
Make availability accurate, especially for popular sizes. A category page that sends shoppers to out-of-stock
products without clear alternatives can create a frustrating dead end.

Conversion improvements should be measured alongside organic traffic. I keep a running list of “traffic up, sales
flat” postmortems, because a ranking gain isn’t a business win if qualified visitors can’t find the right product or
understand the offer. Track useful signals such as product clicks, add-to-cart activity, conversion rate, revenue, and
availability—not rankings alone.

Strengthen Internal Linking
Internal linking helps shoppers and search engines understand how categories, guides, and products relate. It
also gives visitors a path when the first page they land on isn’t quite right.
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Link from broad categories to relevant subcategories using clear, descriptive labels.

Link from buying guides to the categories and products that match the advice.

Link from product pages back to their parent category and to suitable alternatives.

Use breadcrumbs so shoppers can move back through the site structure.

Review prominent navigation links to make sure commercially important categories are discoverable.

Links should be useful, not added just to repeat a target phrase. A guide about choosing hiking boots can
naturally link to waterproof boots, lightweight boots, and a sizing resource. That’s more helpful than forcing every
page to use the same exact-match anchor text.

Handle Filters, Facets, and Duplicate URLs Carefully
Filters can make a category much easier to use, but they can also create a large number of URLs that offer nearly
identical pages. Before making every filtered combination crawlable and indexable, decide which combinations
provide a distinct search experience and which are simply shopping controls.

For example, a dedicated “waterproof hiking boots” page may serve a clear need if there is enough suitable
inventory and unique value. A URL combining a size, color, sort order, and multiple filters may not need to appear
in search results. Review your indexation rules, canonicals, parameter handling, and internal links as a system;
changing one setting without checking the template can cause unexpected results.

Make sure important categories have a stable, crawlable URL and that product listings can be discovered through
links. Avoid relying on search engines to infer the intended page from a maze of filter combinations.

Don’t Chase Every Trend
Google updates, new search features, and social commerce can influence how customers discover products.
They’re worth monitoring, but they shouldn’t replace fundamentals. A sudden change in visibility is a reason to
investigate the affected queries and page templates—not to rewrite every category page immediately.

Social commerce can reveal useful language and product questions. Comments about fit, styling, or use cases may
help you improve category guidance and product details. But a social trend is not automatically a durable search



opportunity. Check whether it connects to real demand, available products, and a shopping experience your site
can support.

For market or business planning, a resource such as PESTLEanalysis may help teams think through wider external
factors. That kind of context is different from on-page SEO research: it can inform strategy, but it doesn’t tell you
whether a particular category page satisfies its visitors.

SEO agencies such as Clickslice may support research or execution, but any recommendation should be tied to the
page template, customer intent, and business outcome. Ask what will change on the page and how you’ll know
whether it helped.

A Practical Fix-It Process
1. Audit the page: Check its query performance, product range, indexation, internal links, and conversion

behavior.

2. Confirm intent: Review search terms and customer questions to understand what visitors are trying to find.

3. Choose the right page type: Decide whether the need belongs on a category, subcategory, guide, or
product page.

4. Improve the shopping experience: Clarify filters, product comparisons, availability, and links to alternatives.

5. Add specific guidance: Write concise, original content that helps shoppers make a relevant choice.

6. Check technical behavior: Review canonicals, crawlable links, filter URLs, and mobile usability.

7. Measure results: Compare organic visibility with clicks into products, add-to-cart activity, conversion, and
revenue.

Fix the Page’s Job, Not Just Its Word Count
To fix thin category pages that don’t rank, make the page better at the job shoppers came to do. Map purchase
intent, create a focused category page strategy, strengthen on-page content and internal linking, and make
product details genuinely useful.

Then evaluate the right template and the right outcomes. If the page earns more relevant visits but shoppers still
don’t move toward a purchase, investigate the product range, filters, sizing, delivery information, and conversion
experience. The best category page is not the longest one. It’s the one that helps the right shopper find and
choose the right product.


