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+85,000 products

Source: Tradebyte

+850 brands

https://www.tradebyte.com/en/our-network/retailers/asos/


Too much choice leads to lost sales, with 
74% of shoppers abandoning purchases 

due to choice overload in the fashion 
industry

Source: BoF

https://www.businessoffashion.com/articles/technology/the-state-of-fashion-2025-report-generative-ai-artificial-intelligence-search-discovery/


What can 
brands do 
about this?



Brands need to facilitate product 
discovery and hit shoppers with the right 
product selection at different stages of 

the user journey



The new rules of search

Search demand is more fragmented across many new sources of 
information and answers

Social
Search

Consumers have more choice for 
where to start their journey…

Gen AI & 
LLMs

Forums & 
chats

Traditional 
Search

Interactive
Image 
search

Start Journey

Sees fashion creators on 
Instagram

Lands on the SERPs, presented with 
different product & brands options

Reads real customer 
reviews/experiences 

on Reddit

Researches the best item for the 
occasion/purpose via an LLM

Searches ‘best trainers for pronator runner‘ on 
TikTok, to review authentic customer experiences of 

using your client’s website

Revisits the retainers website to 
review options, sizes etc.

Conversion

Becomes interested in an item, but wants 
to know more about the product they 

should get for their needs

Search 
Entry 
Point



Product discovery is evolving beyond traditional 
keyword research

This shift is particularly significant within the fashion industry, where the discovery journey is highly 
visual, emotional and inspirational.

Image 
uploads

Social media 
references

Voice 
interaction

Conversational 
assistants

Multimodal discovery refers to AI systems that combine multiple forms of input and 
interaction formats



…and shoppers have multiple platforms to discover 
your products

5 ways to maximise product discoverability on Google Better-optimised images earn more visibility in search 
and Lens

Build your navigation around how customers search How to get products discovered and recommended by AI
organically

Social is becoming the new shop window



Traditional search

5 ways to maximise product discoverability on Google

Get found Get displayed Get chosen

1 Improve PDP indexation

2 Dedicated XML sitemap 
for products

3 Strong internal linking

4 Organic shopping 
listings 5 Optimised product 

detail pages



How to get your organic shopping 
listings seen

Build strong product feed

Optimise your product title for 
keywords, and include all variants 
(e.g. size and colour)

Create an engaging, optimised 
description

Ensure images and videos are high-
quality; and title/alt tags are 
optimised

Implement schema markup to your 
product pages

Ensure your site is technically sound

Increase your number of positive 
user reviews on Google



Image search

Better-optimised images earn more visibility in 
search and Lens

How well optimised your 
images are will determine your 
performance across traditional 
image search and Google Lens.



Image search

Google Lens handles over 25 billion searches a month

5 billion
lens searches a month have 
commercial intent, roughly 
one in five

Source: Scalevise

https://scalevise.com/resources/google-lens-25-billion-monthly-visual-searches/


Image search

How can you get your products match Google lens results?

Ensure products have high-quality 
images, and showcasing the item 
from different angles

Use descriptive and contextualised
‘alt text’, that adjust to the right 
length

Images should be accessible by 
search engines. Improve indexability 
by having a media XML sitemap

Handle ‘out of stock’ & ‘discontinued’ 
products correctly – if the product 
disappears it can no longer be part of 
the result



Image search

Track image search performance with the Multimodal 
filter in Search Console



Onsite discovery

Keyword research

Build your navigation around how customers search

Product categorisation

Availability

Improve search & onsite 
discoverability



Onsite discovery

…but when offering 1,000s of products, your main menu 
isn’t enough

Use your facet navigation to 
narrow down results

Help users find similar 
products, complements or 
related items

Use breadcrumbs to help 
shoppers navigate your siteUse a robust internal linking 
strategy
Master product placing – best 
sellers, top rated, in-stock



Onsite discovery

Adopt AI to enhance onsite discovery & drive conversions



How to get products discovered and 
recommended by AI organically

Organic product discovery

• Product name, brand, 
category and 
description

• Price and currency
• Availability
• Product variants such 

as colour or materials.
• High-quality and 

optimised media 
elements

Try to anticipate 
questions customers 

may ask AI e.g.

Best trainers to run a fast 
marathon under £200.

Complete and fresh 
product details

Optimise for 
product attributes

Keep your Google 
Merchant Centre as up-
to-date and complete as 

possible, as feeds give 
LLMs structured data 

and all the information 
needed for product 

discovery.

Build strong product 
feed

This will give AI evidence 
to recommend your 

product.

Focus on trust factors 
across site – e.g. reviews, 
case studies, author bios

Build out supporting 
informational content.

Provide trust & 
recommendations

Ensuring products can 
be found and there are 

no blockers to AI 
crawlers to access your 
website/product pages.

Implement schema 
markup.

Technical 
foundations

Product pages aren’t 
everything - ensure you 

build a strong online 
brand for AI to recognise 

you as an authoritative 
source.

Brand 
mentions/referring 

domains via PR.

Brand recognition



Social shopping

Social is becoming the new shop window

Discovery: TikTok, Instagram 
and Pinterest put products in 
front of shoppers

Influence: Creators, reviews and 
user-generated content help 
customers imagine products in 
use

Intent: Shoppable posts, product 
tags and in-app checkout can 
turn inspiration into purchase



Social shopping

Social channels report in Google Search Console



Conclusion

Win the discovery journey

Can customers discover our 
products in the way they 
naturally search?

Be present where shoppers start: 
traditional search, image search, 
onsite, AI and social.

Can search engines and AI 
systems access and 
understand the products that 
matter?

Keep feeds complete, add XML 
sitemaps and schema markup, and 
optimise titles and alt text.

Once discovered, do our 
products give customers a 
compelling reason to choose 
us?

Build trust with reviews, brand 
mentions and onsite navigation that 
puts best sellers first.

Brands that adapt to how customers discover products and embrace the technology available to make that 
journey easier, will be the ones that turn better discovery into less friction, more conversions and greater 

revenue.



Ready to get started? 
Contact us today

Marina.maranon@connectivve3.com

0113 5312480
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