eCommerce ECOMMERCE SEO REPORT / 2026

The Product
Grid

How ecommerce stores capture more clicks, rankings, and revenue

by owning search real estate - while most stores still fight over a
single blue link.
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A live Google results page for "office chairs" - the product grid appears before any traditional organic link.
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121ECOMMERCE

01 / THE PREMISE

Most stores optimize
the wrong thing.

Most ecommerce businesses still treat SEO as a product-page game: sharpen the title, tune the meta
description, rewrite the copy, repeat. That model made sense a decade ago. It no longer describes the
search results your customers actually see.

Google has quietly stopped being a directory of websites and become a discovery engine for products. A modern
results page is a visual shopping surface - stacked with product grids, sponsored carousels, merchant listings, and
buying-guide modules long before a traditional organic link ever appears. The stores winning organic traffic aren't just
ranking a page. They're occupying screen space.

68% ~60% 14%

of US Google searches ended without any drop in organic click-through rate when of shopping queries now trigger an Al
click in early 2026 - up from 60% in 2024 an Al Overview appears on the query Overview - up from 2.1% in late 2024

1 2 3

The definition of "ranking" has changed. Visibility is now distributed across many surfaces

on a single page - and product grids are how ecommerce stores claim more of them.

WHAT THIS COSTS YOU

One category with 10,000 impressions/month. When a grid, merchant listings, and an Al Overview push you down,
organic CTR can slip from 4% to 1.5% - about 250 lost sessions a month. At a 2% conversion rate and $80 average
order value, that's roughly $9,600 a year from a single category. Multiply across your catalogue.

This report walks through the data, what a high-performing grid looks like, and how to audit your own store - with real search
results, not theory.


https://sparktoro.com/blog/in-2026-less-than-one-third-of-google-searches-still-send-a-click/
https://sparktoro.com/blog/zero-click-search-what-still-works/
https://searchengineland.com/google-ai-overviews-shopping-queries-report-471981
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02 / THE DATA

The numbers behind
the shift.

Three forces are reshaping how shoppers reach stores: the rise of zero-click search, Al Overviews
moving into shopping, and Google's own shopping surfaces scaling fast. Every one of them rewards
structured product content.

Zero-click search keeps climbing

Share of US Google searches ending with no click to the open web:

2019 50%
2024 60%

Early 2026 68%

_l |

1.2B 60% + 33%

product searches flow through Google of Shopping queries now use broad, of shoppers rank search engines as their
Shopping every month (~40M/day) conversational phrases - not exact product #1 brand-discovery channel
n names 5

4

On broad "best [product]” searches, Al Overviews already appear ~83% of the time - and

brands cited in them earn roughly 35% more organic clicks than those left out.°

The common thread: whether it's a grid, a merchant listing, or an Al answer, Google pulls from structured, comparable product data.
Stores that supply it get surfaced. Stores that don't disappear behind the fold.


https://sparktoro.com/blog/in-2026-less-than-one-third-of-google-searches-still-send-a-click/
https://www.scubemarketing.com/blog/google-shopping-statistics-2026
https://www.scubemarketing.com/blog/google-shopping-statistics-2026
https://www.dash.app/blog/ecommerce-statistics
https://evolveamz.com/google-ai-overviews-ecommerce-guide/
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03 / THE CHARTS

Where the clicks
actually go.

On ecommerce search terms, the product grid consistently pulls the majority of clicks - while the first
traditional organic link is left fighting for a shrinking slice.

Estimated click share: product grid vs. #1 organic link

Share of clicks on the results page for high-intent shopping terms - Data from 121eCommerce

71%
"office chairs"

68%
"gaming monitors”

74%
"running shoes"

65%
"coffee machines”

69%

"standing desks"

@ Product grid & shopping surfaces #1 organic (blue) link

Across these terms, the product grid captures an estimated 3-5x the clicks of the first

organic link - because it sits higher, shows prices and ratings, and answers the shopper's
intent on the spot.

121eCommerce estimates, modelled from live SERP layouts and 2026 CTR benchmarks for high-intent ecommerce queries. Directional, for illustration;
exact share varies by term, position, and page layout.
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04 / BY VERTICAL

Built for technical
& B2B catalogs.

Product grids matter most where catalogs are deep, technical, and spec-driven - exactly the industrial
and B2B verticals 121eCommerce serves. Buyers search by part number, model, and compatibility, and
a grid answers that intent in one page.

(

\

“; Fasteners & Hardware

Bolts, screws, rivets, anchors by size, thread, grade, and finish.
Thousands of near-identical SKUs - grids let shoppers filter to
the exact spec instead of opening 20 product pages.

<% Auto Parts

Year / make / model / engine fitment is the whole game. Grids
with fitment filters map directly to how buyers search - and to
Google's vehicle-part shopping surfaces.

\

7% HVAC
Compressors, valves, thermostats, and parts filtered by BTU,

tonnage, and system compatibility. Fewer than half of HVAC
distributors even sell online yet - open field.

¢ Electrical

Wire, breakers, conduit, connectors by gauge, amperage, and
voltage. Spec-driven intent that grids satisfy far better than a
single product page ever will.

Also a strong fit: Plumbing, Industrial & MRO supply, Safety / PPE, Lighting, Janitorial & Packaging - any catalog where buyers narrow by

specification.

In these verticals, 60%+ of searches are part-number, model, or spec queries - the long-

tail, high-intent terms product grids are built to capture, and the ones least likely to be
swallowed by a generic Al answer.™



https://www.scubemarketing.com/the-complete-guide-to-plumbing-hvac-electrical-parts-marketing-ecommerce
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05 / THE BENCHMARK

Rankings don’'t equal
grid visibility.

Independent product-grid research from Audience Key - the first platform built to track organic
product grids - shows a store can rank well in traditional SEO yet barely appear in the grids that now
sit above those results. Two examples make it concrete.

TRAIL RUNNING SHOES - 975 KEYWORDS RANKINGS VS. CARDS

REl is winning where Nike should Page-one # grid presence.

dominate. Audience Key found stores with millions of page-one SEO
Across 975 non-branded searches (258K monthly impressions that held only a handful of grid cards - while
volume), the retailer REI captured far more product- competitors with far less "ranking" quietly owned the
grid cards than the brand Nike. Even on Nike-branded grids. The two metrics move independently.

searches, REIl earned more cards than Nike itself - in grids,
a well-optimized retailer can out-rank the brand on its
own name.

SEO Rankings DO NOT EQUAL Product Grid Visibility

Traditional SEO Organic Product Grid Cards
Page One Impressions @Grid1 @Grid2 @ Grid3 Grid 4

2.5M 400K 24K . " 4K

M -
- 300K

... 200K

... JOOK
S00K ..

Brooklinen Wayfair Fragrance Outlet Macy's Brooklinen Wayfair Fragrance Outlet Macy's

® Rankings vs. grid cards - stores with huge page-one SEO impressions (left) can hold far fewer product-grid cards than competitors (right).

On optimized stores, product grids can deliver -

surpassing traditional SEO's 46%. Rankings measure one thing; grid visibility measures
where the clicks actually go.**

Benchmark data: Audience Key Product Data Intelligence (65,000-search study; trail-running vertical, 975 keywords). Shared with permission;
discover@audiencekey.com.


mailto:discover@audiencekey.com
mailto:discover@audiencekey.com
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06 / THE METHOD

The 3-4-5 product

visibility method.

A framework from Audience Key for winning modern product discovery: optimize your product data

across 3 layers, measure it against 4 quality dimensions, and drive visibility across 5 surfaces.

3-4-5: The Product Visibility Method

Optimize product data across 3 layers, assess it against
4 quality dimensions, and drive visibility across 5 discovery surfaces.

&
bred -

= Website
- &

Human

3 LAYERS

4 DIMENSIONS

Completen
G oo

pe 3

5 SURFACES Product Grids

More info: discover@audiencekey.com

® The 3-4-5 Product Visibility Method.
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Framework credit: the 3-4-5 Product Visibility Method by Audience Key. The stronger your data's alignment, robustness, and consistency, the more

surfaces can understand, trust, and feature your products. discover@audiencekey.com


mailto:discover@audiencekey.com
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07 / THE DEFINITION

What is product
grid SEO?

A product grid is a page that displays many products satisfying a single shopping intent - a category,
collection, or buying-guide page built to help someone choose, not just to sell one item.

Popular products

25% OFF 13% OFF 14% OFF

Acer Nitro 27" FHD 27-Inch FHD 1080p Alienware MSI G275L E14 27" Alienware 34
200Hz 0.5ms Curved Monitor AW2T250M 27" Full HD 144Hz Gaming Monitor

FreeSync Premiu. .. $99.50 $160 QHD Gaming... Gaming Monitor $299.99 5350

@ Walmart - Gawfolk $199.99 $27 $94.99 5441 & Dell ¢

@ Live example: Google's "Popular products” grid for "gaming monitors"” - multiple products, prices, discounts, and merchants in one module.

Instead of promoting one SKU, a grid presents a curated set of options with prices, ratings, and guidance. Google
increasingly prefers these pages because they match how people actually shop - by browsing and comparing, not
committing to one product sight unseen. It's no accident that 60%+ of Shopping queries are now broad and
conversational® - exactly the intent a grid answers.

running shoes wireless earbuds gaming monitors office chairs coffee machines standing desks

96.6% 1,783 3-5x

of indexed pages get zero organic traffic organic keywords the average ecommerce higher CTR from long-tail queries vs.
from Google - structure is how you escape brand ranks for - grids multiply this fast short-tail - exactly what grids capture
that pile qc B

One URL. One shopping intent. Many products, many keywords, and many entry points into your store - consolidated into a
single page Google can understand, enrich, and reward.


https://www.scubemarketing.com/blog/google-shopping-statistics-2026
https://www.bloggersideas.com/ecommerce-seo-statistics/
https://www.bloggersideas.com/ecommerce-seo-statistics/
https://thestacc.com/blog/organic-ctr-by-position/
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08 / THE SHIFT

The evolution of the
results page.

Google's results page has moved steadily from a list of ten links toward a visual product-discovery
surface. Each stage added a new way for stores to appear - and a new way to lose ground if they
didn't.

2010 Ten blue links B

2015 Rich snippets ‘ E—

2018 Featured snippets -

2021 Shopping results L —

2024 Merchant listings - TT—

2026 Al Overviews & visual discovery S T——

Google's job was never to help users find websites. It's to help users find products - and

increasingly, to let them compare and even buy without leaving the page.

The latest step is structural: Google's Shopping Graph now spans ~50 billion products, and at I/O 2026 it confirmed the

same graph powers Al Overviews, Gemini recommendations, and Al Mode checkout.” Product grids give Google exactly the
comparable, structured, multi-option content all of these surfaces are built to display.


https://www.vozai.net/en/seo/google-ai-shopping-ecommerce-seo/
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09 / BEFORE & AFTER

The same search,
two years apart.

Nothing illustrates the shift better than one query over time. In 2024, "curiosity cabinets for sale"
returned three traditional blue links. By 2026, the same search opens into a full product-discovery
experience - a "Popular products” grid, filters, prices, ratings, and "in stores nearby" - long before any
organic link.

Change in Landscape

Ecommerce SEO

curiosity cabinets for sale x 4 = Q Gangle cunasty cabinets o £aie X & 2 Q
How: Mill prod
) s oo I’E ™ Refne resuls sl
: ; i | Lo pance we
Curio Cabinets — Special Markets i i -] l!
Aged Taupe finish 1 wenaas. Front lacking doar wih beveied glass shides ﬁﬁ'l ’t] S | &
5940 e delivery - 30-day retums
T T
pe.itwarm sy * e b CIONRE & CUptiaice | P o 1y P, Coaster Furniture Horward Mier Heowaed Miler Luke Coaster 5-Shalf Bob's Discourt
Curio Cabinets for sale o Curio Cabinet Gimare Curio Curics Cakinat Glass Curic Catingt  Fumiture infiniy
Get the best deals on Curio nats wher you shap the largest ealine selection ot eBay.com Free i 2 - DR S
Storer A frioss Depst b mere 119000 B vt & oo 53 o Dot & more
tems owse your favorite brands " 2y 4 18 il '
5% . ? ot i 4 . ; e
Welut In stores nearby
G Home Gallery Stores By
g ibeomegalisrystotes com « dnng oo cutioca | T
I - i
Curio Cabinets g “1
[~ ¥ " 1 y
5 e U F n -
: i
Comgeey i v " . T —— L 4 » J
: — Fo\
More info: discover@audiencekey.com 3 -

@ 2024 vs 2026 - the same query, transformed from a list of links into a shoppable grid.

This is the whole argument in one image: ranking a page is no longer the same as being

seen. The grid is where the attention - and the clicks - now go first.

Image credit: Audience Key - Product Data Intelligence. Shared with permission.
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10 / THE MATCHUP

People search categories,
not SKUs.

Shoppers rarely type a full product name with a colour and size. They start broad, then narrow - which
is why Google favours pages that present choices over pages that present one item.

RARELY TYPED ACTUALLY TYPED (60%+ OF QUERIES)
—  "Nike Air Max 2024 black size 10" v "best running shoes"
- Specific, low volume, one product v "gaming monitor" / "office chairs"

Why single pages lose the matchup

Put a lone product page next to a well-built grid and the asymmetry is obvious. One competes for a keyword; the
other competes for a whole category.

SINGLE PRODUCT PAGE PRODUCT GRID

—~  One product, one primary keyword v 20+ products, dozens of keywords
- Limited internal links v Natural internal linking

- Often near-duplicate content v Direct shopping intent

- Narrow ranking opportunity v Broad topical authority

A single "gaming chairs" grid can realistically rank for gaming chair, ergonomic gaming chair, best gaming chair, mesh gaming chair,
gaming chair with footrest - and dozens more long-tail queries, all from one page.

121ECOMMERCE - THE PRODUCT GRID ADVANTAGE 12
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11 / THE CORE IDEA

SERP real estate is
the whole game.

On a single query, a store can hold one blue link - or the whole stack: sponsored product ads at the
very top, Merchant Center listings, a popular-products grid, ratings, and an FAQ. Same page, radically
different footprint.

Sponsored products

s OLED 31.5" or larger 144Hz refresh rate o

2751 E14 27
Full HD 144Hz
Gaming Monitor

® "gaming monitors”: a sponsored product carousel with prices and star ratings sits above merchant listings - which appear above any plain
organic link.

The stakes are rising: when a rich result or Al Overview owns the top of the page, position-1 CTR can fall from ~27% to ~1 1%8 -

and organic CTR drops ~60% on queries with an Al Overview.?

The larger and more structured your footprint, the higher your probability of earning the

click - because there's simply more of you on the page, and more of it carries prices,
ratings, and answers.

The top of the page is paid-first

On commercial queries the first things a shopper sees are paid: Sponsored product listings and Google Shopping / Merchant
Center results, fed directly from your product feed. The organic product grid sits just below them. Winning the page means
showing up in both layers - and they run on the same clean feed and structured data.


https://www.seo-kreativ.de/en/blog/zero-click-search/
https://sparktoro.com/blog/zero-click-search-what-still-works/

m Sponsored products - shopping ads with image, price, rating; the very top of the page.
m Merchant listings / Shopping - free & paid product results from your Merchant Center feed.

ORGANIC  Product grid & category page - the organic result these grids optimize for.

Paid Shopping is a data auction before it's a budget auction - Google matches and ranks listings on feed quality, not just bids.

Better product data means more eligible impressions, better query matching, and stronger ROAS on Performance Max.AK

A fair reading of the data: don't promise "most clicks come from grids." Promise what's true - greater, well-structured SERP real
estate meaningfully improves visibility and click opportunity, while a single organic link leaves you exposed the moment richer results

appear.

121ECOMMERCE - THE PRODUCT GRID ADVANTAGE


mailto:discover@audiencekey.com
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12 / THE TECHNICAL EDGE

Grids give Google
more to work with.

Well-structured grids don't just help shoppers - they make your store easier to crawl, richer to index,
and eligible for more of Google's enhanced result types, including Al-generated answers.

&

Crawl efficiency 2

Organized architecture improves discovery, indexing,
freshness, and internal relevance signals.

Merchant listings S/

Well-built category pages increasingly qualify for
shopping experiences - not just product pages.

Things to know

Price Range

Size

Top Brands

Resolutions

Refresh Rates

Popular products

Acer Nitro 27 FHD
200Hz 0.5ms
FreeSync Premiu... 50

27-Inch FHD 1080p
Curved Monitor

MSI G275L E14 27"
Full HD 144Hz
Gaming Monitor

Alienware
AWZT25DM 27"

Structured data

Product, Offer, Review, AggregateRating, and
Breadcrumb schema unlock rich-result & Al eligibility.

Internal linking

Every grid links to products, brands, filters, and
collections - spreading authority store-wide.

Alienware 34
Gaming Monitor

® Compounding surfaces: a "Things to know" FAQ module and a popular-products grid on the same query - two more surfaces a plain product

page can't claim.

Grids play by different rules: the content, images, and prices shown in cards come from your product feed, not the website crawl.

As Audience Key puts it, product-grid optimization is closer to an agentic-commerce process than traditional SEO - the same clean

feed and schema that win Shopping placements are what Al Overviews pull from, so one investment pays off across grids, listings,

and Al answers at once.

9


https://almcorp.com/blog/google-ai-overviews-shopping-queries/
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13 / THE OPPORTUNITY

The opening most
stores leave open.

Most stores optimize the surface and stop there - which means the highest-leverage layer is still wide
open for you to claim.

WHAT THEY OPTIMIZE WHAT THEY IGNORE
Titles & meta descriptions v Product & collection architecture
Product images V' Internal linking strategy
Product descriptions v Category & merchant optimization

The result: they compete page versus page, when the winners compete ecosystem versus ecosystem.

The gaps worth fixing
X Category pages with 50 words of thin content X Poor or missing filters
X Empty or near-empty product collections X No schema markup
X No buying guidance on the page X Pagination & crawl problems
X Duplicate descriptions across products X Weak internal linking

Build grids the right way

A well-built grid is a pure win for your SEO - and it's straightforward to get right. Four practices set the best-performing grids
apart:

v Add real substance. A unique 150-300 word intro + v Guide the crawl. Index page 1 and keep the rest cleanly
buying guide on every grid. crawlable.

v Keep it clean. Canonical filtered/faceted URLs back to the v Stay focused. Clear rules for which facet combos are
core grid. worth indexing.

Every one of these gaps is an open opportunity. Stores that fill them first claim the grid

space competitors are leaving on the table - across Search, Shopping, and Al surfaces
alike.’



https://almcorp.com/blog/google-ai-overviews-shopping-queries/
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14 / THE BLUEPRINT

What a great grid
contains.

14 - THE BLUEPRINT

A high-performing grid is a complete shopping experience, not a bare list of tiles. It earns rankings by

being genuinely useful.

(

‘
* 1

Helpful intro & buying guide Reviews & ratings

Context and guidance, not 50 words of filler. Social proof Google surfaces as rich results.
L
(

Q ¥

Filters & sorting Rich structured data

Real comparison tools shoppers expect. Product, Offer, Review, Breadcrumb schema.
L

Keyword & intent research
Map categories and the long-tail queries shoppers use

Collection & category architecture
Design grid structure around real shopping intent

Internal linking, schema & feed
Connect the ecosystem; make it machine-readable for Search & Al

Monitor visibility across features
Track grids, listings, and Al answers - not just keyword rank

Readiness checklist

v

Intent-matched title & single H1 v
Helpful intro & buying guide v
FAQ section with schema v
Product & Offer schema v
Breadcrumb schema v
Reviews & aggregate ratings v

121ECOMMERCE - THE PRODUCT GRID ADVANTAGE

Internal links to collections
Working filters & sort options
Fast mobile load speed
Optimized product imagery
Merchant Center feed connected

Clean pagination & crawl paths
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15 / TAKE ACTION

Score your page,
then fix it fast.

Run your top category through the 16-point checklist on the previous page, count the boxes you can
honestly tick, and find your band below.

”~ ™ 7~ N
Leaking traffic Competitive Dominating
Competitors own the real estate above A solid base with clear gaps. Close them to You're built for the modern SERP. Now
you. Highest-upside place to start. pull ahead of rivals. scale the pattern across categories.

Your 30-day quick-win plan

Week 1 - Add substance to your top category
Write a 150-300 word intro + a short buying guide and 3-5 FAQs with FAQ schema.

Week 2 - Clean and connect your feed
Fix Merchant Center errors; complete titles, prices, availability, and GTINs.

Week 3 - Wire up structured data
Add Product, Offer, Review, and Breadcrumb schema; validate in Rich Results Test.

Week 4 - Fix one crawl problem
Resolve a pagination or faceted-nav issue; add internal links to related collections.

Not sure where you stand? Our free Product Grid Benchmark scores your store against

competitors across your key terms - so you know exactly which gaps to close first.
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WORK WITH 121ECOMMERCE

Find your missing

NEXT STEP

We build search-first product architectures that grow visibility across Google Search,
Shopping, and Al surfaces. Start free - then let's talk about the whole store.

Free Product Grid Benchmark

See how your store ranks against competitors in your
vertical across a set of key terms - grid presence,
Merchant listings, and feed quality. No sign-up.

Get my free benchmark —

Your free benchmark & review will show:

Where you rank vs. competitors
Category & collection SEO issues

Internal linking gaps

REFERENCES & SOURCES

-—)

10

1

Free Ecommerce SEO Audit

Talk to our team for a full review of grid opportunities,
category SEO, schema, and quick wins across your store.

Talk to our experts —

Merchant listing opportunities
Schema & structured-data problems

Crawl issues and quick wins

SparkToro / Similarweb - 2026 zero-click study - 68% of US searches end with no click. sparktoro.com

SparkToro - "When Google Stops Sending Clicks” - Al Overviews cut CTR ~60%. sparktoro.com

Visibility Labs via Search Engine Land - Al Overviews on 14% of shopping queries (20.9M keywords). searchengineland.com

Scube Marketing - Google Shopping statistics 2026 - 1.2B monthly product searches; 60%+ conversational. scubemarketing.com

Dash - Ecommerce statistics - 33% rank search engines as top discovery channel. dash.app

Evolve - Google Al Overviews for Ecommerce - ~83% AlO on "best [product]"; cited brands +35% clicks. evolveamz.com

Vozai - Google Al Shopping SEO 2026 - Shopping Graph ~50B products powering Al surfaces. vozai.net

Sistrix via seo-kreativ - position-1 CTR 27% — 11% with Al Overview. seo-kreativ.de

ALM Corp - Al Overviews on shopping queries - shopping SERPs are shifting toward structured, grid-first surfaces. almcorp.com

SISTRIX / Navboost - CTR by SERP type - position-1 CTR 46.9% (sitelinks) to 13.7% (Shopping present), 80M keywords. navboost.com

Bloggersldeas - Ecommerce SEO statistics 2026 - 96.6% of pages get zero traffic; avg brand ranks for 1,783 keywords. bloggersideas.co

m

theStacc - Organic CTR by position 2026 - long-tail delivers 3-5x higher CTR; top 3 take 55-70% of clicks. thestacc.com


https://121ecommerce.com/tools/product-grid-checker/
https://121ecommerce.com/contact/
https://sparktoro.com/blog/in-2026-less-than-one-third-of-google-searches-still-send-a-click/
https://sparktoro.com/blog/zero-click-search-what-still-works/
https://searchengineland.com/google-ai-overviews-shopping-queries-report-471981
https://www.scubemarketing.com/blog/google-shopping-statistics-2026
https://www.dash.app/blog/ecommerce-statistics
https://evolveamz.com/google-ai-overviews-ecommerce-guide/
https://www.vozai.net/en/seo/google-ai-shopping-ecommerce-seo/
https://www.seo-kreativ.de/en/blog/zero-click-search/
https://almcorp.com/blog/google-ai-overviews-shopping-queries/
https://navboost.com/ctr-by-position/
https://www.bloggersideas.com/ecommerce-seo-statistics/
https://www.bloggersideas.com/ecommerce-seo-statistics/
https://thestacc.com/blog/organic-ctr-by-position/

Koongo - Google Shopping benchmarks 2026 - Shopping clicks convert ~30% higher than text ads when price is visible. koongo.com

Scube Marketing - Plumbing, HVAC & Electrical parts guide - buyers search by part number, model compatibility, and spec-driven
intent. scubemarketing.com

Audience Key - Product Data Intelligence - product-grid benchmark data, the 3-4-5 Product Visibility Method, and grid-vs-SEO click
studies. Shared with permission. discover@audiencekey.com

Figures are drawn from third-party industry research and reflect general benchmarks; actual CTR depends on query intent, ranking position, and SERP
layout. Screenshots are live Google results captured in 2026, shown for illustration. Benchmark figures and the 3-4-5 method are credited to Audience

Key. Outcomes vary by catalogue, competition, and execution.

121eCommerce LLC - 3935 Mayfield Rd, Cleveland Heights, OH 121ecommerce.com - (216) 586-6656



https://www.koongo.com/blog/google-shopping-statistics-2026-users-revenue-ctr-cpc-and-performance-benchmarks/
https://www.scubemarketing.com/the-complete-guide-to-plumbing-hvac-electrical-parts-marketing-ecommerce
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