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Al is changing how people search, and that creates a massive holiday opportunity for retailers.

Shoppers have dropped short keywords for conversational, multi-turn requests. They describe what they want in full sentences and
expect a precise answer back. Search engines now seek deep context to match that intent.

QUERIES KEEP GETTINGS LONGER

2019 2023 2026
“gifts” “cozy qift ideas” “a cozy gift for my wife under $100”
70% 60% 20%
of online searches now consist of four or of shoppers use generative Al during of global online sales during the 2025
more words their buying journey holiday season were influenced by Al

To capture this, you need the right content across your advertising feeds and your eCommerce site, including your product detail and
listings pages (PDPs). And while Al agents increasingly do research (and even eventually make purchases) on a shopper's behalf,
optimizing for them requires the same foundational work as optimizing for humans: useful, specific, structured information.
Optiversal automates that work across five pillars.

The five pilllars:

S — — AD

— O O —

42.7% = 100% complete =]

Enrich your Merchant Build long-tail landing Hub-and-spoke campaigns Personalize the page PDtPs 35 your best ad

Center feed Pages Expand campaign Adapt each page to the exienton

Fill the attribute gaps that Capture h!gh—mtent, infrastructure around topic shopper in front of it Turn product pages into
conversational search hubs your best-performing ad

drive visibility and ad spend demand =t scala surface
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Pillar 1: Enrich Your Google Merchant Center Feed to Optimize Visibility and Ad Spend

Your Google Merchant Feed drives your offsite discovery, yet the average retailer leaves 70% of product attributes blank. Most treat it as
a static spreadsheet, updated a few times a year because manual entry for thousands of SKUs eats too much time. Even manually
updated feeds end up missing, inconsistent, and incomplete. And most brands haven't touched Google's new conversational attributes,
which are exactly what agents read during conversational searches.

4 R
4 °
WHAT EXISTS TODAY WHAT IT SHOULD LOOK LIKE
Men's Jacket, Blue, Large Men's insulated blue parka, warm winter commuter jacket,
gift-ready, true-to-size L, with free returns
e Manufacturer specs only.
No occasion, climate, Conversational tags like
aesthetic, or fit. e occasion: commuting, weekend errands, travel
e Updated 2-3 times a year o style: minimalist, casual, sporty;
as a static file. e theme: gift for him, cold-weather essential
e |ldentical wording in July e fit: true-to-size, relaxed through the shoulders
and December (no e climate: wet winters, windproof, layers under a coat
seasonal intent). Refreshed continuously for each season and micro-holiday. For
 Misses the descriptive, example:
multi-word searches o April: “lightweight spring rain shell"
shoppers actually type. « November: "Black Friday outerwear deal"
e December: "warm last-minute Christmas gift for him"
- .

Why this matters for the holiday

Q4 is when cost-per-click peaks. A thin feed that wastes 15% of your budget on mismatched impressions overpays for that waste at the
worst possible exchange rate. Holiday queries are also more specific, and feeds are what match them. Gift shoppers search by occasion,
recipient, and price ("warm winter gift for him under $100"), not by manufacturer spec. Miss those attributes and you miss the highest-
intent searches of the year.

Feed optimization takes 6-8 weeks to crawl, process, and take effect, so the window to influence holiday

NOTE: . e
5 performance closes in the summer. A feed you fix in September helps you next year.
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What to do right now

@ Audit Your Feed: Review your current catalog payload to find exactly what attributes are missing. Optiversal runs this audit for free.

Fill in missing attributes: Populate the core specs retailers most often leave blank like color, pattern, material, size, and dimensions,
SO engines can match basic filtered searches.

Standardize for consistency and specificity: Normalize inconsistent values (i.e. size) which fragment how engines read your catalog.
At the same time, make categories specific enough to be useful (not too broad).

@ Inject Conversational Attributes: Add [new] tags like occasion, style, and theme that match how humans describe what they want.

Layer in Deep Seasonality: Auto-update attributes for micro-holidays so engines know a product is a "gift for coffee enthusiasts” for
Black Friday versus a last-minute Christmas gift.

Merchant feed health at a glance

42.7%

OVERALL HEALTH
Classification Product type ¢ Product category 49.2%

Content quality Title « Description

; Rich content Product highlight ¢ Product detalil 9
Blended score across content quality 9ng 0%
+ covarage

Benchmark target for healthy catalogs >= 85% Variants Color ¢ Size ¢ Material ® Pattern 503%

How Optiversal Helps:

We run a free audit that surfaces every missing, thin, or outdated attribute across a sample of SKUs. Then we fill those gaps
automatically, injecting missing data, conversational attributes, and seasonal tags across your entire catalog at once eliminating
manual spreadsheet updates and any inconsistencies from human error.
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Pillar 2: Automatically Build Long-Tail Landing Pages to Capture High-Intent Search Demand

Al search does not make your site less important, it makes it the source of truth. Both Al engines and shoppers visit your pages to find
and validate information. But shoppers search in full sentences, and forcing them through rigid top-level menus creates friction that Kills
conversions.When a shopper searches a hyper-specific phrase, engines need a dedicated destination that fulfills that exact query.
Standalone, crawlable index pages for long-tail searches surface your brand as the answer while giving crawlers the structured data they
require to recommend youl.

a (o rccormenses 3]
WHAT EXISTS TODAY WHAT IT SHOULD LOOK LIKE
“luxury skincare gift sets" - "top-rated luxury skincare gift sets for moms under $100" >
generic category page a page that is exactly that
- o Hyper-specific queries that e Standalone, crawlable index page per long-tail query.
are dead-end on broad e H1 matches the search term; custom meta titles.
menus. e Live, in-stock inventory shown dynamically.
 No dedicated destination for e Clean breadcrumb schema links back to site architecture.
multi-word searches. o Holiday-optimized intro copy that frames the page around
o Crawlers find little gifting and the season.
structured data to map e Holiday-optimized FAQs answering the questions a gift
intent shopper actually has.
e Shopper has to dig to find e Holiday-optimized footer copy reinforcing shipping, returns,
what they actually asked for. and gift confidence.
X J

What this looks like: on-site content optimized for holiday

Intro: “Still hunting for the perfect gift for Mom? These top-rated luxury skincare sets all land under $100 and ship in time for the
holidays, so you can give something that feels indulgent without the splurge.”

@ FAQ: “Will these arrive before Christmas? Which set is best for sensitive skin? Do they come qift-wrapped?”

@ Footer: “Free returns through January, complimentary gift wrapping, and guaranteed delivery dates on every set below.”
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Why this matters for the holiday

Holiday search runs on gift queries, and gift language is far more specific than everyday shopping language. A self-shopper searches
"wireless headphones"; a gift shopper searches "best wireless headphones for a teenager under $150." That recipient-plus-occasion-

plus-price phrasing dead-ends on a generic category page, and Q4 is flooded with it.
Thousands of distinct gift intents spike in the same few weeks, and you cannot hand-build a page for each one fast enough to rank. That

IS why automatic generation matters here in a way it does not in a “normal,” non-holiday month.

What to do right now

Build conversational landing pages: Generate hundreds of standalone index pages that match long-tail queries in minutes, spanning
price, recipient, and occasion, plus how people prefer to buy (buying guides, top-rated, comparison pages).

@ Optimize page architecture: Give each page an H1 that matches the search term, custom meta titles, and live in-stock inventory.

Establish internal linking: Embed clean breadcrumb schemas so crawlers index each page and map it back to your top-level
architecture.

ANATOMY OF A HOLIDAY LONG-TAIL WIN

® ®@ [f[]~ < 2 electronicsstore.com O] ﬁ s
What gift shoppers actually type in Q4 -

. Best wireless headphones for a teenager under $100

glft for COffee Iovers under $30 Sound-obsessed and budget-capped? These teen-approved picks all ship in time to
: AUTO - BUILT e
best wireless headphones for a teenager under $150 /
- : 5 4 T — r "J,J"r
white elephant gifts under $25  stocking stuffers for toddlers "» - N ’Jﬁﬁ |
- 2 4 o) M
Leading Noise QuietComfort Over-Ear True Wireless
and more $129.99 $139.00 $145.50 $99.99

How Optiversal Helps:

Optiversal builds thousands of gift-ready landing pages in time to rank for the rush, each wrapped automatically in seasonal,
persona-specific content: gift-framed intros, holiday FAQs, and footers that promise delivery dates, returns, and wrapping. Every
page reads like it was written for the season, live and indexed weeks before manually building one would finish.
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Pillar 3: Expand Campaign Infrastructure With Hub-and-Spoke Model

Building full holiday campaigns and content hubs by hand is painfully slow. Merchandising teams spend weeks (sometimes months) on a
single collection page, which caps how many trends they can target. A hub-and-spoke model explodes one concept into an
interconnected ecosystem of pages instead.

Historically, when your team spotted a hot seasonal theme, let's call it “The Holiday Gift Guide” they would spend weeks building one flat
category page, merchandise it once, cross their fingers, and move on to the next fire drill.

That campaign page becomes the Hub. From there, the system automatically generates dozens of specific, conversational landing pages,
the Spokes, that capture every angle, intent, and question a shopper or their Al agent might have.

4 )
A -
WHAT EXISTS TODAY WHAT IT SHOULD LOOK LIKE
One flat page per trend, built A hub with auto-generated spokes
maniElly e Hub: the main campaign page (“The Holiday Gift Guide”).
- = e Weeks of manual o Comparison spoke: “AirPods vs. Beats: which makes the
-~ - merchandising for a single better gift” with a spec grid and Add-to-Cart for both.
| L page. e Long-tail PLP spoke: “stocking stuffers under $25 for the
| o Captures one angle of coffee lover.”
demand; misses the rest. e Local spoke: “last-minute gifts available for pickup in
e Only a handful of trends can Denver tonight,” tied to nearby in-stock inventory.
be targeted per season. » “Best of” spoke: “the 10 best gifts for new parents this
e Built once, rarely updated, Christmas,” the listicle format shoppers browse and
then abandoned. engines rank.

Why this matters for holiday

Auto-generating the “spokes” means every angle is captured when search volume across all of them spikes at once. Every shopper lands
on a page built for their exact need, no matter how they search. And a fully covered trend gives Al agents everything they need to cite
your brand as the authority, the position that wins both the click and the recommendation.
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Now, you can create a content ecosystem automatically. No matter the type of shopper or how they search, they land on a page built for
that exact need. For Al agents, a fully covered trend is an all-you-can-eat buffet of structured data. You are covering every angle, which
gives agents everything they need to cite your brand as the authority on the topic, the position that wins both the click and the

recommendation.

What to do right now

@ Establish the Hub: Create your primary hub page around an anchor seasonal theme, like a winter apparel collection.

@ Generate supporting Spokes: Automatically build comparison pages, price-filtered lists, listicle-style expert reviews, and local inventory pages
showing what is in stock nearby.

AirPods vs. Beats: Best Last-Minute Gifts Available for
Wireless Headphones Gift Pickup Tonight

Stocking Stuffers Under $25 : : : _ Comparison: Best Coffee

for the Coffee Lover Hub: The Holiday Gift Guide Makers for the Holidays

Best of: Top 10 Gifts for New Local Gift Guide: In-Stock Near
Parents This Christmas You This Weekend

How Optiversal Helps:

The holiday season is short and front-loaded, and engines need weeks to crawl, index, and rank new pages before the traffic
arrives. Hand-built clusters cap you at one or two themes, and anything you think of in November is already too late to rank.
Generating the full cluster in seconds collapses that lead time, so a theme you spot this week goes live, indexed, and earning
position while the season is still ahead of you. It also frees your merchandisers from page production during the weeks they are
buried in promotions and inventory, so they can spend Q4 on strategy while the content layer scales itself.
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Pillar 4: Personalize the Page to the Shopper

Many retailers run highly segmented marketing campaigns across Meta, TikTok, email, then send all that traffic to one static product
page. Forcing a budget shopper and a clean-beauty devotee to read the same generic text hurts conversion, because the visitor has to
dig for the information that matters to them.

s h
M o
Oi WHAT EXISTS TODAY WHAT IT SHOULD LOOK LIKE
i ——— \ One PDP, one voice, for everyone PDP copy that pivots to the visitor and the
H Y .0 B
5 Bl | . calendar
\\ | ‘ e Same product text regardless of who arrives
or why. o Espresso machine, budget gift-giver: leads
e Seasonal motivation is ignored, so it reads with savings and bundle value.
identically all year.  Same machine, enthusiast in a January reset:
» Persona and intent collapsed into generic leads with origin tracking and barista-grade
copy. temperature control.
e Shopper does the work of finding their » Headers, metadata, and benefit bullets load to
reason to buy. match the segment.
. o

One Product, 16+ Ways to Sell It

Here is what persona-by-season personalization looks like in practice for a single SKU: four shopper personas across four seasonal
moments produce 16 unique content variations, each written to the reason that shopper is on the page in that week of the year.

THE MATH BEHIND 16+

4 . 4 _ 16

shopper personas seasonal moments unigque content variations per product

Doing this by hand for one product is a massive project. Doing it across your whole catalog, refreshed every season, is impossible
manually but trivial with automation.
That gap presents a massive opportunity for those who choose automation.
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Persona x Seasonality Content Matrix Example product: Hydrating Brightening Serum / 16 unique content variations per product
Valentine's Day Summer Glow New Year Reset Holiday Gifting
Self-care season Sweat and sun Routine refresh Gift-ready glow
Treat yourself without the guilt. This One bottle, all summer. Lightweight Skip the expensive overhaul. One do-it-  The gift that looks luxurious without the
The Budget Beauty serum delivers a spa-level glow at a hydration that replaces three steps and all serum is all you need to carry your price. Great skin should not cost a
Value-first shopper fraction of the cost. keeps skin dewy through the heat. skin into the new year looking fortune, and this one proves it.
refreshed.
) Plant-based actives, zero synthetic Mineral-derived and reef-safe. Summer No parabens, no synthetic dyes. Build a  Clean-certified and cruelty-free. A gift
The Clean Routine fragrance. Self-care you can actually protection that aligns with how you cleaner routine from the very first drop.  they can trust without having to read
Natural ingredients first feel good about. shop and what you put on your body. the label twice.
The Sensitive Skin Noncomedogenic, fragrance-free, Featherlight and noncomedogenic. Free of known irritants and tested for No fragrance, no guesswork. Gentle
T —— dermatologist-tested. Focus on the Hydrates without clogging pores, even sensitive skin. A formula your enough for the pickiest skin and
g ' glow, not the reaction. on the stickiest days. complexion can actually tolerate. thoughtful enough to give with
fragrance-free :
confidence.
The K-Beauty Devotee Your new essence-serum hybrid. Humidity-proof glass skin. Absorbs Niacinamide meets hyaluronic acid. Fits  The layering piece every K-beauty shelf
KMiilti-stes. dlags akin Lightweight enough to layer, with a Instantly, locks in moisture, and plays seamlessly into your routine and gives is missing. Plump, lit-from-within glow
goals P. g finish that feels straight out of a Seoul well with every step in your lineup. your barrier exactly what it needs. that speaks for itself.
beauty haul.

Why this matters for holiday

Holiday traffic is a blend of personas arriving with different motivations within the same hour. Copy that meets each one in their own

language removes hesitation at the moment intent is highest, so you stop paying premium Q4 click prices to land shoppers on a page that
speaks to none of them.

What to do right now

Merge persona and seasonality: Align core product copy to both the calendar and the buyer's motivation, so the same SKU sells
differently to different people at different times.

Automate copy adjustments: PDPs dynamically load headers and benefit bullets per segment — gift campaigns lead with price and
wrapping; search arrivals lead with specs and reviews. No manual variants.

How Optiversal Helps:

Optiversal dynamically "decorates" your product page text across your entire catalog, automatically adjusting copy
to match the [festive] mood, profile, and holiday intent of each shopper.
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Pillar 5: Turn PDPs Into Your Best Ad Extension

You've updated your PDP content. Now take it a step further. Retailers launch distinct ads for distinct audiences but point them all at the
same unoptimized page. A social browser is in discovery mode; a search visitor is in execution mode. Landing both on a generic page
forces them to stop and decide whether the product matches the ad, which kills momentum.

Dynamic PDPs adjust and self-optimize to the intent of each specific shopper, delivering the best experience and the most efficient use of

your ad budget.

A o b
WHAT EXISTS TODAY WHAT IT SHOULD LOOK LIKE
Every ad - the same generic PDP Dynamic PDPs that self-optimize per shopper per
e Discovery and high-intent traffic see identical journey
pages. e From social: lead with social proof like "the serum
e The ad's promise is not echoed after the click. everyone is actually finishing a bottle of."
e Gift-giver questions (delivery, returns, e From search: lead with spec tables, size guides,
wrapping) unanswered. and configurations.
e Shopper pauses to re-qualify the product = e From holiday campaigns: lead with delivery
momentum lost. 5 timelines, returns, and gift wrapping. }

Why this matters for holiday

When the post-click page continues the ad's promise, the shopper keeps moving instead of re-evaluating. In Q4, momentum is conversion
rate, and every pause is a chance to abandon a full cart. Dynamic PDPs self-optimize on performance, so your most expensive holiday

clicks land on the experience most likely to close them.

What to do right now

@ Tailor to discovery traffic: For social arrivals, lead with visible social proof and community reviews over technical specs.
@ Tailor to intent-driven traffic: For search arrivals, push functional spec tables, size guides, and variations high on the page.

@ Tailor to gift-givers: For holiday-campaign traffic, foreground delivery timelines, return policies, and gift-wrapping options.
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How Optiversal Helps:

Optiversal generates self-optimizing landing experiences that act as an extension of your ads, matching the page to the specific link
clicked. A Black Friday doorbuster click lands on urgency and savings; a gift-campaign click lands on delivery dates and wrapping; a
branded search lands on specs and reviews. The system tests what converts for each source and shifts toward the winner
automatically, so your most expensive Q4 clicks sharpen through the peak instead of leaking margin against a static page.

Holiday 2026 Might Be Easier Than You Thought

Shoppers have already moved to conversational, natural search. Winning their high-intent holiday traffic comes down to one thing:
matching that intent with specific, well-structured product data everywhere they look, from your feeds to your PDPs to the long-tail pages
between.

That work future-proofs you too. A catalog that is frictionless for a person is discoverable to the autonomous Al agents that will soon shop

on a buyer's behalf.
The bottom line: crawl-and-rank timelines mean the season is won in the summer, so every week you wait is the authority your

competitors are building instead of you. Optiversal builds this entire dynamic content layer in seconds rather than weeks.

m Enrich your feed - Complete attributes that match how holiday shoppers actually search
@ Build long-tail pages - Dedicated landing pages for every gift query, indexed before Black Friday
Expand hub-and-spoke - One theme becomes dozens of high-intent spokes automatically

m Personalize the page - Every shopper sees copy written for their persona and season

(13 Turn PDPs into ad extensions - Dynamic pages that self-optimize per traffic source all Q4



READY TO CLOSE THE GAP?

| et’s audit
your catalog
against the 5 pillars.



