
3 key opportunities 
to seize in 2022



The pandemic was the catalyst for a surge in ecommerce 
marketing spend. 

More brands are throwing their hat into the digital ring and 
delivering results has become more fiercely competitive than 
ever before.

Likewise, search engines like Google are continuously 
innovating and opening new opportunities to digital 
marketers.

Ecommerce is evolving



Opportunity #1
Leverage multimedia 

search



Search has been evolving for several years. First, it was desktop 
only, then came smartphones. More recently we’ve seen the 
introduction of voice search. 

In 2022, search engines will become better at bringing together 
multimedia and multilingual information. Users will take photos of 
things they see in the real world to find products they wish to 
purchase. 

Visual search has been around for several years, with big players 
like Ikea, Pinterest and Amazon investing in the technology. 

Opportunity #1  
Leverage multimodal search



Google is throwing its hat in the ring by introducing the 
Multitask Unified Model (MUM) in 2022. This new technology 
will enable the search engine to understand objects captured in 
Google Lens and present relevant products from ecommerce 
stores. 

Users will also be able to include text alongside their image 
search to help them find what they are looking for more quickly.

This latest innovation reflects the ongoing shift to a 
mobile-first approach in search.

Opportunity #1  
Leverage multimedia search



HOW CAN YOU OPTIMISE FOR THIS?

You can train Google to recognise your products by 
marking up your images using structured data. Try to add 
as many high-quality images as possible, with a 
mixture of lifestyle and white background. 

Composition is important; AI will have a harder time 
understanding images that are cluttered or overly 
complex. Work with your SEO team to identify the best 
image combinations for your key products.

Opportunity #1  
Leverage multimedia search



Opportunity #2
Generate content at 

scale



Opportunity #2  
Generate content at scale using AI

The second trend you should take note of is using AI to 
generate keyword-targeted content at scale. 

Platforms such as Open AI have opened up exciting 
opportunities in the SEO space, particularly for 
enterprise-level ecommerce sites with thousands of 
categories pages and tens of thousands of products.

Content production is a necessary but time-consuming 
part of a successful SEO strategy.



Opportunity #2  
Generate content at scale using AI

AI writing technology has improved massively in the last 
few years and it is now a viable option for many 
ecommerce businesses. 

The content cannot be taken at face-value, though, and 
human supervision and editing will be necessary to 
ensure that the content hits the mark from both an SEO 
and a branding point of view.

The tool offers economies of scale that were previously 
unattainable, leaving more time for SEO managers to 
focus on other elements of the strategy. 



Opportunity #2  
Generate content at scale using AI

HOW CAN YOU OPTIMISE FOR THIS?

Open AI is a free-to-use tool that anyone 
can sign up to. 

Technical SEOs will be able to use Python 
scripts to generate content at scale, and 
the platform has plenty of educational 
resources to get started.



Opportunity #3
Build your brand entity



Opportunity #3  
Build your brand entity

Google is focusing more on entities in search, as 
shown by the introduction of various SERP features in 
recent years, including the knowledge panel.

Ecommerce brands should look to build their entity in 
a way that promotes their expertise and authority.

This can be done using structured data, verifying your 
social media profiles, ensuring your company 
information is consistent across the web and adding 
information to databases like Wikidata.



Opportunity #3  
Build your brand entity

Ecommerce brands should also own what people 
search for around their brands. If they don’t content 
answering these questions, a forum or another site 
will.

Marketers should invest in informational content 
strategies that help own the narrative around their 
brand.

Answering user queries at the start of their journey 
they will create brand affinity and generating 
demand for a product that people might not be aware 
of yet, which is crucial for SMEs.



hello@impression.co.uk Fothergill House, 16 King Street
Nottingham, NG1 2AS

01158 242 212

Thank you

mailto:hello@impression.co.uk

