
Your SEO agency has identified a technical issue. Your developers have a full sprint. The fix gets pushed back—and
so does the next one. If that sounds familiar, you may be wondering whether SEO can make progress while
implementation is delayed.

It can, but the impact depends on which fixes are waiting, what your commercial goals are, and what work can
move forward in the meantime. A delay is not automatically a disaster. But an unmanaged technical SEO backlog
can limit the value of other SEO activity, waste development time later, and make it harder to understand what is
driving results.

The first question is not “How fast can we fix everything?” It is: what are we measuring, and which commercial
outcomes should the work support? Once you have that answer, you can prioritize the right fixes instead of
treating every recommendation as equally urgent.

What SEO implementation delays can—and cannot—do
Search engine optimization involves more than changing code. Your site also needs useful pages, clear category
organization, and content that helps shoppers make decisions. That means some SEO work can continue while
your development team is busy. But work that depends on changes to your site may be held back until those
changes go live.

For example, a content specialist can draft a better category introduction, but the team may still need a developer
to add it to the right page template. An SEO consultant can recommend a change to how product filters work, but
the improvement will not reach shoppers or search engines until someone implements and tests it.

Delays may mean you wait longer to address problems such as important pages being difficult to crawl, duplicated
URLs being indexed, or category pages competing with one another. They do not mean your site will automatically
lose rankings, or that a competitor will automatically take your place. Search performance depends on many
factors, including demand, competition, site quality, and Google’s systems.

Start with commercial goals, not a list of tickets
An audit can produce a long list of recommendations. That list is not a priority order. Before asking developers to
pick up SEO work, agree on what the business is trying to achieve. Are you trying to grow non-brand revenue?
Improve visibility for a high-margin product range? Help shoppers find products more easily? Reduce the number
of low-value URLs competing for attention?

Then connect each proposed fix to a measurable outcome. Depending on the issue, useful measures might include
organic revenue, qualified sessions to key categories, indexation of priority pages, click-through rate, or conversion
rate. Rankings can help diagnose visibility, but a ranking-only report does not tell you whether SEO is contributing
to the business.

This also makes it easier to explain the work to your development team. “Please fix canonical tags” is not a
compelling business case on its own. “We need search engines to consolidate duplicate versions of these priority
category pages so we can focus on the pages that generate sales” is more useful—provided the diagnosis
supports that explanation.

Prioritize your technical SEO backlog



When developer time is limited, do not try to push every SEO recommendation into the next sprint. Group the
technical SEO backlog by impact, risk, and effort. A small number of issues may affect many important pages, while
other recommendations may have little commercial value or depend on larger site changes.

Priority Typical examples What to ask High Priority pages blocked from crawling, broken navigation to key
categories, incorrect canonicals on revenue-driving pages Is an important page unavailable, misrepresented, or
difficult to find? Medium Template improvements, internal-link enhancements, page-speed work on important
page types Could this improve the experience or visibility of a meaningful group of pages? Lower Minor issues on
low-value pages, refinements without a clear user or business impact Is this more important than the work already
planned?

The examples are not universal rules. A canonical issue, for instance, can be important or harmless depending on
which URLs are affected and how the site is configured. Ask your SEO partner to show the affected page types,
explain the likely consequence, and propose a way to verify the fix. That is more useful than accepting an alarming
issue count without context.

Ecommerce technical SEO needs ecommerce context
Online stores have technical details that a generic checklist may miss. Product variants, out-of-stock items, faceted
navigation, pagination, internal search results, and seasonal categories can all create questions about which URLs
should be crawlable or indexable.

Faceted navigation is a common example. Filters for size, colour, brand, or price can make shopping easier. But
some combinations may also create large numbers of URLs with little unique value. The answer is not necessarily
to block all filtered pages. Some filter combinations may match real customer demand and deserve a considered
search strategy. Others may create duplication or consume attention without helping shoppers.

Canonical tags can help indicate which URL should be treated as the preferred version when similar or duplicate
URLs exist. They are not a universal fix for every duplication problem, and they do not replace thoughtful
navigation, consistent internal links, or clear indexation rules. Your team should confirm how the ecommerce
platform generates URLs before making broad changes.

Product availability needs similar care. A discontinued product, a temporarily out-of-stock product, and a product
that will return next season may call for different decisions. The best option depends on customer needs,
replacement products, backlinks, and business plans. Agree on the rules with merchandising and development
teams rather than relying on a one-size-fits-all recommendation.

Make categories and products answer buying questions
While technical fixes are waiting, you can often improve the usefulness of category and product pages. The goal is
not to add copy simply to make a page longer. It is to answer the questions shoppers have before buying and
make it easier to choose the right item.

Category pages

A strong category page can explain what the range includes, how to choose between options, and which product
characteristics matter. Useful content might cover sizing, materials, compatibility, care, or differences between
product types. Keep it relevant to the products on the page and easy to scan. If visitors have to wade through a
long block of generic text before reaching products, the content may be getting in the way.



Product pages

Product information should help shoppers assess fit and value. Depending on the product, that may mean clearer
specifications, dimensions, delivery details, warranty information, compatibility guidance, or answers to common
questions. Coordinate with merchandising and customer service to find the questions customers actually ask; do
not invent FAQs just to target search terms.

Before creating new pages or expanding existing copy, check for overlap. Several thin pages aimed at nearly
identical searches may be less useful than one well-organized category page. Content work is most effective when
it fits the site’s architecture and points shoppers toward a clear next step.

Architecture and navigation are not just SEO tasks
Site architecture affects how shoppers move through your store and how search engines discover pages. A useful
structure usually reflects how customers think about the range: clear categories, sensible subcategories, and links
that help people move between related products and sections.

When a priority category is buried several clicks deep or only reachable through filters, it may be harder for both
shoppers and search engines to find. But changing navigation is not a simple SEO tweak. It can affect
merchandising, analytics, user experience, and even how customers understand your product range.

Use evidence before asking for a redesign. Look at organic landing pages, internal search terms, customer-service
questions, on-site navigation data, and the performance of key categories. Then test proposed changes where
possible. A revised menu should make the shopping journey clearer, not just add more links because an SEO audit
recommends them.

What to do while developers are busy
A development delay does not have to mean an SEO standstill. Separate work that requires code from work that
your content, merchandising, analytics, and SEO teams can prepare or complete now.

Confirm the business priority. Choose the categories, products, or customer journeys that matter most this
quarter.



Check the diagnosis. Ask for examples of affected URLs, the scale of the issue, and the expected outcome—
not just a tool export.

Prepare implementation-ready tickets. Include the problem, page types affected, proposed change,
acceptance criteria, and how the result will be tested.

Review content opportunities. Improve category and product information based on actual buying
questions and customer evidence.

Map architecture changes carefully. Document current and proposed navigation, important internal links,
and any redirects needed.

Agree on a release plan. Bundle related work where it saves effort, but avoid waiting for a large redesign if a
smaller, high-impact fix can ship safely sooner.

Set realistic agency expectations
Your agency can research, recommend, prioritize, write specifications, and help validate implementation. It
generally cannot control your development capacity, release schedule, platform limitations, or how Google
responds to a change. These are some of the promises an agency cannot responsibly guarantee: a fixed date for
rankings to improve, a guaranteed position on page one, or a specific revenue lift from one technical fix.

That does not mean an agency should be vague about its work. Ask what it will deliver, what it needs from your
team, which assumptions its recommendations depend on, and how progress will be reported. A credible partner
should be able to distinguish between an issue that blocks important work and a refinement that can wait.

For example, Clickslice (clickslice.co.uk) can be considered as a potential SEO partner if you want support with
strategy and implementation planning. As with any agency, assess the proposed work against your ecommerce
platform, team capacity, and commercial priorities. Look for specific recommendations and transparent
measurement—not a recycled audit or promises of guaranteed rankings.

Measure progress even before rankings move
Some SEO improvements take time to show up in traffic or revenue, and the timing is not entirely under your
control. In the meantime, track whether agreed work was implemented correctly and whether the intended pages



are behaving as expected. Depending on the project, that may include checking crawl access, canonical signals,
indexation, internal links, page templates, and analytics coverage.

Separate delivery measures from business measures. “The change shipped” tells you the team completed the task.
It does not tell you whether hotshot.co the change helped shoppers or improved organic performance. Once the
change is live, compare relevant outcomes over a suitable period and account for other factors such as seasonality,
promotions, and changes to product availability.

Record what changed, when it changed, and which pages were affected. Without that record, it is difficult to
connect outcomes to implementation or to learn which types of work deserve more investment.

A delay is a planning problem—not a reason to panic
If your dev team cannot implement SEO fixes quickly, focus on the work that matters most to customers and the
business. Prioritize the technical SEO backlog by impact, make tickets easier to implement, and continue with
content and architecture work that can move forward responsibly.

Then keep the measurement honest. SEO can support commercial goals, but no agency can guarantee page one
on Google or control every outcome. A clear plan, realistic agency expectations, and a shared release process will
do more for long-term progress than treating every audit recommendation as an emergency.
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