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Listen	to	this	blog	as	a	podcast:	Your	browser	does	not	support	the	audio	element.	Estimated	time	to	read:	7	minutes	The	next	generation	of	search	is	about	AI-powered	search.	In	the	past,	text	entered	in	a	search	box	produced	similar	results	for	most	users.	Now,	developments	in	AI	have	made	it	possible	to	produce	more-relevant	results	that	are
adjusted	in	real	time	based	on	factors	such	as	browsing	history,	the	intent	commonly	associated	with	the	words	used,	and	high-performing	content	from	similar	searches.	AI-powered	search	has	the	potential	to	give	your	site	users	exactly	what	they	want,	which	in	turn,	can	contribute	to	helping	you	meet	your	business	goals	for	greater	customer
satisfaction,	higher	conversion	rates,	and	increased	revenue.	But	what,	exactly,	does	AI-powered	site	search	mean?	Is	it	the	same	as	intelligent	search?	And	why	is	it	important	for	businesses	to	pay	attention?	What	is	site	search?	With	74%	of	people	likely	to	switch	brands	if	they	find	a	company’s	purchasing	experience	too	difficult,	and	with	those	who
conduct	searches	twice	as	likely	to	convert,	site	search	has	become	a	crucial	element	of	the	customer	experience.	Simply	put,	a	site	search	solution	makes	content	and	products	on	your	site	easy	to	find,	which	leads	to	greater	customer	satisfaction	and	higher	user	engagement	with	your	company.	While	excellent	search	has	become	a	differentiator	for
companies,	it’s	a	need	that	has	grown	in	complexity.	Thanks	to	sites	like	Netflix	and	Pinterest,	consumers	have	high	expectations	for	receiving	instantaneous,	personalized	search	results	and	content.	AI-powered	search	can	help	bridge	the	gap	between	users’	expectations	and	the	search	experiences	that	they	find	lacking.	With	AI-powered	search,	the
platform	learns	from	data	on	users	to	automatically	generate	the	most	accurate	and	relevant	search	experiences.	This	learning,	done	in	real	time,	leads	to	the	tuning	of	results	in	the	background	as	the	person	searches.	The	refinement	is	based	on	multiple	factors	programmed	into	the	AI	system,	such	as	the	person’s	past	purchases,	common	spelling
errors,	and	the	intent	behind	the	language	in	the	query.	While	many	of	these	factors	can	be	manually	accounted	for	or	coded	into	a	search	platform,	the	AI	part	reflects	the	ability	of	these	tasks	to	be	accomplished	at	scale	without	human	intervention.	In	addition,	intelligent	machines	can	make	system	adjustments	for	accuracy	and	relevance,	and
improve	—	or	learn	like	a	human	—	over	time.	AI-powered	search	is	behind	the	scenes	on	sites	such	as	Pinterest,	where	AI	learns	from	millions	of	image-based	searches	that	people	conduct	each	month.	With	more	than	320	million	active	users	and	billions	of	“pins,”	the	company	has	a	wealth	of	data,	which	it	feeds	through	a	deep	learning	model	to
understand	the	intents	behind	searches	and	surface	personalized	results	for	each	person.	For	example,	a	search	for	“diy	kitchen	cabinets”	returns	results	ranging	from	“How	to	build	your	own	cabinets”	to	“Before	and	after	kitchen	transformations.”	As	the	user	clicks	on	more	pins,	the	model	better	understands	their	intent	and	their	search	results
narrow.	How	does	AI	search	work?	When	applied	to	search,	AI	usually	refers	to	the	subsets	of	machine	learning	and	natural-language	processing	(NLP)	to	determine	the	intent	behind	a	search	and	return	what	the	user	wants.	NLP	and	machine	learning	Understanding	and	appropriately	responding	to	the	ways	humans	talk	is	a	huge	challenge	for
machines	because	of	the	unstructured	nature	and	diversity	of	human	speech.	In	conversation,	we	use	synonyms	such	as	“hot	chili”	and	“spicy	chili.”	We	use	ambiguous	terms,	saying	things	like	“Who	crushed	it	at	the	Grammys?”	With	NLP,	computers	are	able	to	detect	language	patterns	and	identify	relationships	between	words	to	understand	what
people	truly	want.	NLP	is	at	the	heart	of	voice	assistants	like	Alexa	and	Siri,	and	it	is	why	Google	trained	its	AI	to	be	more	conversational	by	having	the	intelligence	engine	read	2,865	romance	novels.	In	order	for	computer	programs	to	automatically	act	on	their	understanding	of	human	language	and	provide	responses	that	improve	in	time,	machine
learning	is	required.	Machine	learning	is	the	science	of	getting	machines	to	perform	actions	without	explicitly	being	programmed	using	mathematical	formulas.	A	machine	analyzes	data	fed	into	the	system	and	continuously	finds	patterns	and	connections	in	it	using	algorithms,	performing	tasks	that	would	take	a	human	team	weeks	or	years.	These
tasks	might	include	recommending	books,	based	on	similar	users’	purchases,	to	someone	who	searches	for	“best	political	biographies,”	and	automatically	detecting	common	spelling	errors,	such	as	the	one	in	“easy	zuchini	bread	recipe,”	and	then	compensating	for	these	errors	in	search	results.	The	need	for	AI-powered	search	is	growing	The	ways
people	search	and	their	expectations	around	interactions	with	machines	are	changing	rapidly,	and	AI-powered	search	is	playing	a	central	role.	Semantic	search	A	search	for	“best	hand	sanitizers”	in	2021	gets	you	recommendations	for	products	effective	against	COVID-19	without	your	needing	to	specify	anything	else,	which	is	vastly	different
compared	with	what	you	would	have	received	in	2019.	Understanding	a	searcher’s	intent	through	the	query’s	contextual	meaning,	rather	than	relying	on	the	exact	words	a	person	enters,	is	the	domain	of	semantic	search.	As	search	engines	get	better	at	understanding	the	meanings	of	queries	and	people	discover	the	ease	of	using	search	engines,	their
expectations	are	changing.	AI-powered	semantic	search	with	NLP	and	machine	learning	means	that	a	search	can	function	independently	and	return	even	more	relevant	results.	Voice	and	visual	search	Search	is	increasingly	going	beyond	text-based	input,	with	voice	search	and	visual	search	rapidly	becoming	the	preferred	way	to	search	on	mobile	and
opening	up	more	avenues	for	using	AI-powered	search.	Gartner	predicts	that	70%	of	customer	interactions	will	start	with	speech	through	smart	speakers	and	assistants.	With	advances	in	computer	vision,	coupled	with	machine	learning,	computers	can	interpret	what	they	“see”	in	an	image	to	perform	a	visual	search.	The	ability	of	computers	to
understand	conversational	language,	which	is	largely	what	comprises	voice	search,	is	also	quickly	improving	with	AI.	For	example,	you	could	ask	your	mobile	device,	“What	is	Justin	Timberlake’s	latest	song?”	and	add	“Play	it”	without	needing	to	specify	what	you	mean	by	“it.”	This	trend	is	particularly	evident	among	the	Gen	Z	and	Millennial
consumers,	with	as	many	as	62%	of	them	wanting	to	use	visual	search.	And	yet,	according	to	another	survey,	72%	of	marketers	had	no	plans	to	optimize	for	visual	search,	and	only	35%	were	planning	to	optimize	for	voice	search	in	the	next	year,	potentially	presenting	opportunities	for	companies	that	want	to	get	ahead	of	their	competitors.	Retailer
Forever	21	took	advantage	of	this	trend,	launching	an	AI-powered	visual	search	tool	that	allows	people	to	shop	for	clothing	based	on	photos	they’ve	snapped.	Among	shoppers	who	used	visual	search,	the	company	reported	a	20%	increase	in	conversions	in	the	first	month.	Visual	and	voice	searching	on	mobile	is	likely	to	only	grow	in	popularity.
Companies	that	experiment	now	with	supporting	these	modes	through	AI	will	be	in	a	better	position	to	serve	their	customers	and	reap	the	attendant	financial	rewards.	Benefits	of	using	AI-powered	search	As	more	use	cases	and	opportunities	for	AI	in	search	become	apparent,	the	benefits	of	AI-powered	search	for	businesses	in	day-to-day	interactions
with	users	are	becoming	clear:	Optimizing	long	tail	search	results	Greater	customer	satisfaction	Growing	customer	conversions	Freeing	up	of	employees	from	repetitive	search-related	tasks	such	as	correcting	spelling	errors	and	identifying	synonyms	How	to	start	bringing	AI	into	search	At	Algolia,	we	want	to	see	our	customers	provide	their	users	with
the	best	possible	search	experiences.	We	introduced	Algolia	NeuralSearch,	an	AI-native	SaaS-based	solution	that	allows	you	to	take	advantage	of	AI-powered	search	within	your	existing	stack	while	retaining	the	flexibility	to	control	and	tailor	the	search	experience	in	order	to	reach	your	business	goals.	Algolia	NeuralSearch	can	improve	your
understanding	of	your	users	and	their	intents,	and	then	utilize	the	data	to	deliver	the	most	relevant,	personalized	search	experiences.	NeuralSearch	can	help	you:	Optimize	your	entire	catalog.	Most	retailers	only	have	resources	to	optimize	for	the	most	popular	products	in	their	catalog.	It	makes	perfect	sense	to	spend	time	to	optimize	this	part	of	your
catalog;	that’s	where	a	large	number	of	popular	search	queries	for	your	catalog	are	coming	from.	However,	if	you	only	optimize	for	the	“fat	head,”	you’re	missing	a	huge	opportunity.	AI	search	improves	understanding	for	all	kinds	of	queries	—	from	the	“fat	head”	to	the	“long	tail.”	Works	for	exact	matches	too.	AI	search	engines	are	typically	powered
by	vectors	embeddings	which	can	be	great	for	understanding	concepts,	but	will	struggle	with	exact	matches.	For	example,	a	vector	search	engine	will	interpret	a	query	like	“Adidas”	to	find	related	results	like	“Nike”	or	“Rebok”	shoes.	NeuralSearch	understands	both	exact	matches	and	concept	searches.	This	means	it	can	interpret	searches	ranging
from	“support	policies”	to	“Are	online	returns	free?”	to	find	the	best	results.	Scale	effortlessly.	Algolia	NeuralSearch	uses	a	proprietary	neural	hashing	engine	so	it	can	deliver	results	incredibly	fast,	at	scale.	Each	and	every	query	is	processed	with	AI	and	keyword	algorithms	to	determine	the	best	result	—	it’s	the	only	search	engine	that	can	do	both
processes	simultaneously.	Constantly	learning.	NeuralSearch	also	makes	of	of	reinforcement	learning	to	dynamically	re-rank	results	based	on	positive	signals	like	clicks	and	conversions.	The	engine	will	improve	both	search	relevance	and	search	ranking	with	AI	ranking.	When	configuring	NeuralSearch,	customers	will	also	configure	events	they	wish
to	use	—	clicks,	conversions,	signups,	purchases,	cart	adds,	etc.,	—	and	this	is	used	to	train	NeuralSearch.	Learn	more	about	AI	search	in	this	ebook.	Recommended	content	from	Algolia	Embracing	AI:	Challenges	and	opportunities	for	the	CTO	From	keywords	to	conversions:	Get	ready	for	AI-powered	search	AI-powered	search:	the	next	ecommerce
growth	drive	The	opinionated	search	+	Ask	AI	experience	built.	Built	like	DocSearch	but	with	Algolia	InstantSearch	and	Ask	AI.Sidepanel	chat	experience	with	Ask	AI,	powered	by	Algolia's	Ask	AI.	Opens	as	a	side	panel	that	doesn't	block	the	rest	of	the	page.	The	2025	B2B	Ecommerce	Site	Search	Trends	Report	focuses	on	the	current	state	of	B2B
ecommerce	search	and	discovery.	It	examines	levels	of	adoption	and	the	use	of	AI,	as	well	as	future	trends	and	areas	of	concern	for	those	operating	in	the	sector.		AI	Search	remains	integral	to	continued	growth	in	the	B2B	ecommerce	space.	At	the	same	time,	priorities	are	changing	as	we	enter	a	new	phase	in	the	AI	adoption	cycle.		Evolving	B2B
ecommerce	landscape	Our	data	shows	that	67%	of	ecommerce	B2Bs	currently	use	and	leverage	AI	and	machine	learning	to	support	growth.	Nevertheless,	adoption	levels	vary	or	are	at	an	early	stage,	with	significant	room	for	growth.	84%	are	keenly	aware	of	AI's	importance	to	long-term	strategy	Only	41%	of	B2B	companies	are	fully	AI	operational
For	the	respondents	contacted	in	this	report,	top	priorities	included:			Optimizing	inventory	management:	39%	Scaling	revenue	and	accountability:	36%	Personalizing	customer	experiences:	34%	Increasing	ecommerce	sales:	27%	Ongoing	challenges	included:	Security:	30%	Data	management:	28%	Scaling	infrastructure:	28%	When	compared	to	last
year's	report,	respondents	focused	less	on	AI	implementation	and	more	on	driving	customer-centered	solutions	and	harnessing	existing	or	soon	to	be	implemented	AI	capabilities.				Powering	the	customer	experience	Many	businesses	are	now	taking	a	more	tailored	approach	to	shaping	the	B2B	ecommerce	experience.	Consequently,	the	customer
journey	has	emerged	as	a	central	focus.		Fifty-three	percent	of	organizations	cite	customer	feedback	as	central	to	their	innovation	strategy.	As	a	result,	organizations	are	measuring	success	through:	Enhanced	customer	feedback	scores	Reduced	order	processing	times	Improved	customer	retention	rates	AI:	integral	to	B2B	ecommerce	No	longer	“nice
to	have,”	AI-supported	tools	and	search	are	a	critical	part	of	the	B2B	ecommerce	tech	stack.	AI	is	a	growing	and	accepted	technology	in	the	sector	but	implementation	costs,	ROI	uncertainty,	and	integration	difficulties	sometimes	hinder	adoption	Europe	Middle	East	and	Asia	(EMEA)	enterprise	markets	demonstrate	more	interest	and	prioritize	use	of
AI	technology	by	a	small	margin.	They	feel	the	benefits	outweigh	the	potential	risks	when	compared	to	North	American	respondents	AI	search	and	discovery	features	provide	important	value-added	functionality	and	appeal	to	B2B	ecommerce	users	Strengthening	AI	and	generative	AI	features	Respondents	emphasized	the	utility	of	specific	AI-powered
features	when	selecting	search	and	discovery	solutions.		The	ability	to	measure	metrics	from	a	single	dashboard	was	a	criticalcapability	and	key	feature,	ranking	atthe	top	of	the	list	This	was	followed	by	four	generative	AI-powered	capabilities:		Automatically	generated	product	descriptions	and	product	attributes	based	on	contextual	data	Buyers
guides	created	automatically	using	AI,	based	on	product	catalogs	Product	comparison	summaries	automatically	generated	by	AI	AI-generated	customer	sentiment	analysis	based	on	product	review	Overall,	39%	of	respondents	acknowledged	the		importance	of	generative	AI.	This	result	emphasizes	the	critical	role	this	powerful	technology	will	continue
to	play	in	shaping	AI-powered	search	implementations	and	strategy	moving	forward.	B2B	ecommerce	outlook	The	B2B	ecommerce	sector	is	looking	for	support	when	it	comes	to	using	AI	to	improve	data	quality,	implement	dynamic	pricing,	and	deliver	innovative	product	solutions.	At	the	same	time,	fears	of	recession	and	market	uncertainty	have
tempered	the	investment	horizon	over	the	past	year.	This	has	impacted	the	way	B2B	ecommerce	companies	choose	and	implement	AI-based	search	and	discovery	solutions.		A	key	trend	from	last	year's	report	saw	B2B	decision	makers	preparing	to	employ	AI-powered	search	tools	with	advanced	generative	AI	features	as	well	as	data	analytics.	They
were	looking	to	the	new	implementations	to	deliver	a	better	overall	experience	to	their	customers	—regardless	of	industry.		This	year	B2B	enterprises	are	taking	a	more	tempered	approach.	Having	implemented	the	technology,	many	are	looking	to	focus	AI	capabilities	on	maximizing	customer	experience	functionality	and	processes.		Areas	of	ongoing
concern	for	companies	in	the	B2B	ecommerce	space	include:		Security	Data	management	Improving	customer	support	channels	Nevertheless,	as	ecommerce	becomes	an	increasingly	important	sales	channel	and	revenue	generator,	enterprises	are	employing	advanced	AI-based	search	and	discovery	solutions	to	address	customer	needs	and	improve
the	user	experience.			About	the	report	The	Algolia	B2B	Ecommerce	Site	Search	Trends	Report	2025	is	based	on	an	extensive	survey	of	over	300	current	users	of	B2B	ecommerce	search	and	discovery	platforms	in	North	America	and	Europe,	Middle	East,	and	Asia	(EMEA).		The	report	draws	from	a	range	of	industry	players	and	sectors,	but	places	a
particular	focus	on	enterprise-sized	companies	among	mid-market	and	small-	and	medium-sized	businesses	(SMBs).	Survey	respondents	operated	B2B	ecommerce	operations	in	the	following	sectors:	Company	annual	revenues	ranged	from	over	$200	million	for	56%	of	respondents,	$50	million	to	$200	million	for	22%,	and	under	$50	million	for	the
remaining	22%.		Close	to	3/4	of	the	respondents	(70%)	serviced	both	businesses	and	consumers		Online	sales	represented,	on	average,	27.5%	of	total	sales	when	compared	to	traditional	offline	sales	channels.	This	was	a	small	increase	from	the	previous	year's	26.4%	Those	contacted	for	the	survey	were	almost	equally	split	between	business	(49%)	and
technical	(51%)	functions	with	the	majority	working	at	a	director	level	(63%)	or	above.		To	ensure	depth	of	understanding	of	the	B2B	ecommerce	space,	the	study	was	agnostic	with	respect	to	industry	and	company	size.	The	Algolia	B2B	Ecommerce	Site	Search	Trends	Report	2025	was	conducted	online	in	the	form	of	a	survey	in	2024	in	partnership
with	Escalent,	a	leading	market	research,	data	analytics,	and	advisory	firm.	B2B	ecommerce	and	AI	search	This	section	of	the	2025	B2B	Ecommerce	Site	Search	Trends	Report	examines	data	points	linked	to	better	understanding	use	cases,	challenges	and	priorities	for	those	operating	in	the	sector.	Ecommerce	B2Bs	continue	to	see	year-on-year
growth,	and	are	leveraging	advanced	technologies	like	Algolia	AI	Search	that	harness	the	power	of	AI	and	ML	tools	to	support	business	goals	and	success.		B2B	players	are	well	aware	of	the	utility,	power,	and	potential	of	AI	technology.	But	implementation	readiness	varies.	Some	companies	are	building	on	existing	AI-powered	digital	implementations
while	others	are	just	beginning	to	integrate	the	technology	as	part	of	a	new	implementation.	Regardless,	B2B	ecommerce	companies	are	taking	a	more	detailed	and	tailored	approach	when	it	comes	to	using	the	technology	to	address	key	business	priorities	and	strategic	goals	and	generate	bottom-line	results.	A	recurring	theme	–	improving	the
customer	experience	and	journey.	The	shifting	focus	of	ecommerce	strategies	Ecommerce	strategies	among	B2B	organizations	are	shifting.	Priorities	have	evolved	from	simply	focusing	on	increasing	online	sales	and	gaining	a	competitive	edge	to	providing	a	more	personalized,	customer-centric	experience	in	support	of	business	growth.	In	the	context
of	this	changing	ecosystem,	the	top	three	factors	driving	new	technology	solutions	were	the	need	to:	37%	-	Address	increasing	customer	expectations,	36%	-	Support	business	growth	and	scalability,	34%	-	Improve	the	online	customer	experience.	Nevertheless,	even	in	what	has	been	a	more	cautious	and	restrained	macro-economic	environment,
increasing	overall	B2B	ecommerce	sales	remained	a	top	priority	for	over	a	quarter	(27%)	of	respondents.	The	data	also	suggests	that	B2B	businesses	are	still	focused	on	advancing	their	digital	transformation	—	looking	to	improve	their	existing	ecommerce	stack	and	the	experience	for	customers	rather	than	simply	increasing	the	number	of
ecommerce	users.		The	focus	on	improving	the	online	experience	for	B2B	clients	is	reflected	in	the	factors	identified	by	respondents	as	requiring	meaningful	technology	and	UX	solutions.	These	include:	31%:	Increasing	competition	and	differentiation	31%:	Improving	search	results	and	functionality	30%:	Need	for	more	advanced	tech	28%:	Enhancing
efficiency	through	automation	28%:	Better	consolidation	of	data	and	information	Search	and	discovery	use	cases	Use	cases	for	search	and	discovery	remain	broadly	consistent	with	previous	years.	The	one	notable	exception	is	a	6%	decrease	in	ecommerce	implementation.		This	result	points	to	a	new	focus	for	B2B	ecommerce	enterprises.	Companies
are	placing	greater	emphasis	on	improving	the	existing	site	search	experience	for	B2B	clients,	rather	than	simply	investing	in	growing	the	base	of	ecommerce	customers.	A	key	challenge	involves	improving	customer	education	and	digital	purchase	flows.	For	19%	of	respondents,	improving	search	helps	ensure	that	customer	needs	are	better
understood	and	served.	With	customers	seeing	the	products	that	best	fit	their	needs,	ecommerce	B2Bs	are	better	able	to	improve	customer	conversion,	satisfaction,	and	retention.	The	data	suggests	that	users	of	B2B	ecommerce	AI	search	solutions	have	placed	an	increasing	focus	on	site	search	and	discovery	capabilities	in	place	of	specific	ecommerce
functionalities.	Respondents	report	a	7%	increase	over	last	year's	results	when	it	comes	to	site	search	and	discovery	as	a	priority	use	case.	The	report	affirms	one	of	the	key	trends	moving	through	the	B2B	ecommerce	AI-based	search	space	over	the	past	year	—	increasing	specificity	and	focus	around	the	UX.	Enterprises	are	thinking	more	about
customer	journeys	and	experience	when	it	comes	to	adopting	and	implementing	AI-based	search	and	discovery	solutions.	Improving	scalability	and	the	UX:	key	challenges	for	those	seeking	search	and	discovery	solutions	One	of	the	key	challenges	that	B2B	ecommerce	respondents	face	when	trying	to	choose	a	search	and	discovery	solution	involves
improving	the	user	experience	for	their	customers.	This	also	includes	ensuring	that	systems	can	adapt	to	changing	customer	numbers.	Other	challenges:	Resource	allocation:	29%	Integration	with	existing	systems:	28%	Customization	and	flexibility:	28%	Business	alignment:	23%	Technical	and	support	requirements:	23%	Internal	alignment:	20%	As	a
result,	it	is	no	surprise	that	when	it	comes	time	to	implement	an	AI-based	search	solution,	scalability	(31%),	user	experience	(30%),	and	cost	effectiveness	(30%)	are	the	top	three	concerns.	Other	challenges	highlight	a	particular	focus	on	internal	systems	and	functionality.	These	challenges	include	resource	allocation	(29%),	integration	with	existing
systems	(28%),	and	customization	and	flexibility	(28%).		The	results	point	to	the	importance	amongst	B2B	ecommerce	players	of	focusing	on	reinforcing	and	advancing	digital	transformation	priorities.		With	users	at	different	levels	of	implementation	readiness,	growth	as	a	key	priority	sits	alongside	maximizing	and	enhancing	the	power	of	search
technology	solutions	and	improving	the	quality	of	the	UX	for	B2B	customers.	B2B	growth	strategy	initiatives	and	key	business	priorities	With	increasing	digital	maturity,	B2B	enterprises	are	addressing	key	business	priorities	with	more	detailed	and	tailored	strategies.	Using	advanced	technology	(e.g.,	cloud-based	solutions,	big	data	analytics,	machine
learning	algorithms)	to	help	employees	with	the	majority	of	processes	has	increased	from	26%	in	2023	to	35%	in	2024.	Yet	only	26%	are	using	it	to	the	fullest	to	provide	an	agile	workforce	at	scale.	Though	close	to	half	of	respondents	(41%)	indicated	they	have	adopted	AI	and	machine	learning	technologies	in	the	past	year,	there	is	room	for	significant
growth.	AI-supported	search	and	discovery	technologies	are	a	key	part	of	short-	and	long-term	transformation	initiatives,	with	close	to	20%	of	respondents	looking	to	implement	new	AI-based	solutions	in	the	coming	1	to	2	years.	Looking	ahead,	it’s	clear	that	AI-supported	solutions	for	search,	online	security,	and	website	usability	will	be	viewed	as
integral	to	digital	strategy	for	B2B	companies	looking	to	grow	their	ecommerce	footprint.		AI	search	is	being	incorporated	in	ways	that	help	improve	B2B	organizational	processes	and	meet	key	business	priorities.	Enhancing	the	ecommerce	experience	Beyond	deciding	between	different	search	and	discovery	solutions,	B2B	players	also	want	to
enhance	certain	aspects	of	the	ecommerce	experience.	They	are	now	taking	a	more	considered	approach	and	looking	for	benefits	that	improve	internal	processes	rather	than	simply	growing	their	customer	base.	These	processes,	in	turn,	help	generate	positive	impacts	from	a	productivity	and	customer-facing	perspective	on	the	overall	customer
experience	down	the	line.	AI	search	is	a	key	part	of	this	strategy.	It	is	being	incorporated	in	ways	that	help	improve	B2B	organizational	processes	and	meet	key	business	priorities.	According	to	respondents,	these	include:	Scaling	revenue	and	profitability:	36%	Personalizing	customer	experiences:	34%	Enhancing	product	search	functionality:	34%
Ensuring	order	accuracy:	33%	Improving	cybersecurity	and	IT	infrastructure	Short-term	priorities	line	up	with	many	of	the	digital	transformation	initiatives	that	B2B	players	are	planning	to	undertake	in	the	coming	two	years.		The	increasing	concern	around	data	security	and	privacy,	as	well	as	existing	legislation	such	as	GDPR,	means	that	security
and	the	infrastructure	to	support	it	are	top	of	mind	as	B2B	ecommerce	enterprises	prepare	for	the	future.	In	the	next	two	years:	31%	foresee	implementing	enhanced	security	measures	33%	expect	to	update	their	IT	infrastructure	30%	plan	to	improve	usability	and	SEO	by	upgrading	website	infrastructure	Satisfaction	with	existing	digital
transformation	efforts		Data	shows	that	recent	digital	transformation	efforts	have	been	successful	at	improving	productivity,	security,	and	customer	satisfaction.	The	most	impactful	digital	transformation	initiatives	reported	include:	31%	increase	in	efficiency	and	productivity	19%	improved	security	and	lowered	data	risk	16%	raised	customer
satisfaction	levels	9%	better	revenue	and	sales	9%	improved	business	flexibility		With	close	to	a	third	of	respondents	seeing	positive	impacts	with	efficiency	and	productivity,	broad	technology	upgrades	that	include	AI-based	search	and	discovery	are	clearly	generating	the	desired	results.	One	of	the	outcomes	is	that	B2B	companies	view	AI-based
technologies	as	applied	solutions	rather	than	as	applied	technology;	there	is	less	concern	about	the	nuts	and	bolts	powering	a	solution	and	a	greater	emphasis	on	outcomes.			The	“wow	factor”	around	AI	has	been	replaced	by	a	more	considered	and	thoughtful	approach.	Leaders	want	to	know	how	AI	can	solve	specific	problems	and	provide	more
effective	solutions	—	improving	security,	efficiency,	productivity,	and	customer	satisfaction	levels.	As	AI-supported	technology	is	increasingly	integrated	into	tech	stacks	and	the	UX,	how	the	technology	works	is	less	of	a	concern	than	the	solution	it	provides,	particularly	when	it	comes	to	customer-facing	transformations.	At	the	same	time,	the	data
provides	a	clear	indication	that	leaders	in	the	B2B	ecommerce	space	view	AI-supported	technologies,	like	Algolia	AI	Search,	as	integral	to	powering	and	supporting	the	tools	they	are	using	now,	as	well	as	the	ones	they	will	be	employing	as	they	move	into	the	future.	With	our	digital	transformation	and	AI-supported	search	and	discovery	technology,	we
were	able	to	enhance	our	cybersecurity	measures	and	reduce	the	risk	of	data	breaches.	-UK,	Distributor,	Mid-Sized	B2B	AI	adoption	At	the	same	time,	many	of	these	enterprises	also	consider	themselves	to	be	in	the	early	stages	of	implementing	and	integrating	AI	technology	into	their	ecommerce	ecosystem.	It	comes	as	no	surprise	that	20%	of	the
33%	of	respondents	who	have	yet	to	implement	an	AI-based	solution	are	very,	or	somewhat	familiar	with	the	technology.	Similarly,	an	average	of	84%	of	respondents	across	technical	and	business	roles	are	keenly	aware	of	AI's	importance	to	long-term	strategy,	though	adoption	trends	are	still	low.		Integrating	AI	workflows	and	processes	While	a	third
of	respondents	have	never	used	(20%)	or	are	not	aware	(13%)	of	AI	technology,	B2B	ecommerce	adoption	rates	will	continue	to	increase.	Over	the	next	two	years,	20%	of	respondents	estimate	ongoing	AI	integrations	specifically	in	relation	to	ecommerce	operations,	while	30%	expect	to	implement	new	or	ongoing	AI	integrations	across	a	range	of
systems	over	the	same	period.	These	numbers	suggest	that	there	is	still	some	level	of	hesitation	to	solutions	that	are	viewed	as	too	reliant	on	AI-powered	technology	across	the	B2B	ecommerce	stack.		At	the	same	time,	as	forecasted	adoption	rates	remain	conservative,	particularly	at	the	active	suggest	significant	room	for	continued	growth	and
integration	of	AI	into	key	B2B	ecommerce	processes.	EMEA	and	North	America		The	research	also	indicates	that	attitudes	towards	AI	technology	for	B2B	ecommerce	vary	between	North	American	companies	and	those	based	in	Europe,	Middle	East,	and	Asia	(EMEA).		North	American	B2B	organizations	generally	expressed	more	concern	about	the
risks	of	using	AI	(17%)	compared	to	only	7%	for	EMEA	and	larger	enterprise	companies.	The	greater	focus	on	prioritizing	AI	technology	suggests	that	EMEA	and	enterprise	companies	may	be	more	advanced	in	their	AI	journey	over	the	next	two	years.	AI:	From	value	added	to	critical	B2B	ecommerce	resource	In	2025,	AI-powered	technology	is	still	in
the	early	stages	of	implementation	for	many	in	the	B2B	ecommerce	sector.	There	is	a	strong	awareness	of	the	technology's	utility	but	given	current	adoption	trends	there	is	significant	room	for	growth.		The	research	also	points	to	the	way	in	which	leadership	has	a	more	sophisticated	understanding	of	AI's	potential.	This	has	cultivated	a	new	emphasis
on	using	the	technology	to	generate	specific	outcomes,	in	particular	around	the	B2B	customer	experience	and	journey.	Overall,	businesses	in	the	B2B	ecommerce	space	are	less	concerned	with	using	AI	as	an	'add-on'	technology.	Instead,	they	are	focused	on	using	AI	integrations	and	advancing	the	digital	experience	to	maximize	ROI	and	the	UX	for
their	customers.	Maximizing	AI's	potential	Most	of	the	respondents	are	aware	of	the	importance	of	AI	as	part	of	a	long-term	strategy.	For	close	to	70%	of	those	surveyed	it	is	not	the	top	priority,	but	rather	ranks	amongst	many	other	significant	priorities	competing	for	attention	and	resources.	B2B	ecommerce	companies	are	more	concerned	about
advancing	their	digital	transformation	and	AI	simply	serves	as	part	of	that	process.	In	other	words,	they	view	AI	as	a	means	to	an	end.		They	want	to	maximize	the	potential	of	natural	language	processing	(NLP),	machine	learning	(ML),	and	AI-powered	technologies	like	Algolia's	AI	Search	in	the	service	of:		Scaling	revenue	and	accountability:	36%
Personalizing	customer	experiences:	34%	Increasing	ecommerce	sales:	27%	After	more	than	two	years	of	heightened	industry	interest	around	AI,	it	appears	that	we	are	entering	a	new	phase	when	it	comes	to	adopting	AI-based	solutions.	The	fact	that	33%	of	respondents	are	still	at	the	awareness	stage	and	20%	are	planning	some	kind	of	AI
implementation	in	the	next	two	years	suggests	a	more	cautious	approach.	The	novelty	around	AI	is	being	replaced	by	a	more	considered	and	focused	understanding	with	B2B	ecommerce	companies	placing	greater	importance	on	solving	specific	problems	and	improving	KPIs.	Leadership	is	also	demanding	greater	accountability	for	every	marketing
investment.	From	highs	of	11%	in	2020,	average	marketing	budgets	have	dipped	below	8%	of	company	revenue	in	2024.	With	lower	marketing	spends	and	an	uncertain	macro-environment,	AI	has	become	a	tool	amongst	many	others	to	help	companies	meet	specific	targets	and	generate	bottom	line	results.	This	more	conservative	strategy	means	that
B2B	organizations	are	seeking	meaningful	AI	integrated	solutions,	rather	than	simply	using	AI	as	a	value-added	proposition	to	the	online	experience.	This	comes	across	in	the	numbers.	While	42%	of	companies	have	recently	invested	in	AI	and	—	having	experienced	the	benefits	of	the	technology	—	are	planning	to	increase	their	investment	in	the	next
2	years,	others	are	more	cautious.		A	small	but	significant	number	(14%)	haven't	implemented	AI	solutions	in	their	ecommerce	stack	but	are	planning	to	do	so	in	the	next	1	to	2	years.	For	many	within	this	group,	AI	investment	is	incorporated	into	processes	linked	to	the	ecommerce	experience	but	is	not	a	key	priority.	AI	is	simply	a	tool	in	the	service
of	key	business	priorities	such	as:	Scaling	revenue	and	profitability:	36%	Personalizing	customer	experiences:	34%	Enhancing	product	search	functionality:	34%	Strengthening	data	security	measures:	33%	Ensuring	order	accuracy:	33%	As	highlighted	in	section	4,	for	most	B2B	companies,	ecommerce	strategies	are	shifting	from	a	focus	on	increasing
online	sales	and	gaining	a	competitive	edge	to	providing	a	personalized,	customer-centric	experience	to	support	business	growth.		The	success	of	digital	transformation	efforts	is	increasingly	being	assessed	across	metrics	that	are	linked	to	customer	satisfaction	and	experience	rather	than	other	critical	business	functions.		These	metrics	include
customer	feedback	scores,	order	processing	times,	and	improved	accuracy	in	inventory	management	and	demand	forecasting.	As	a	result,	it	is	not	surprising	that	B2B	ecommerce	companies	are	harnessing	the	power	of	AI-powered	search	and	discovery	primarily	to	support	the	online	customer	experience	and	increase	conversions	and	engagement.
For	those	that	have	already	integrated	an	AI-powered	digital	transformation,	the	focus	has	shifted	towards	key	business	priorities	that	harness	the	power	of	the	technology	to	specific	ends	rather	than	adding	additional	technology	to	enhance	effectiveness.		Advancing	digital	transformation	Companies	are	aware	of	the	utility	of	AI-powered	technology
in	helping	them	generate	brand	funnel	conversions.	Digital	maturity	is	advancing,	but	it	operates	at	different	levels	for	different	B2B	enterprises.		35%	of	respondents	are	using	advanced	technology	to	help	employees	with	the	majority	of	key	processes	—	an	increase	of	9%	over	the	previous	year		31%	are	using	advanced	technology	to	help	employees
with	select	processes		26%	are	using	advanced	technology	to	its	fullest	capability	in	order	to	provide	an	agile	workforce	at	scale		When	it	comes	to	investing	in	AI	technology,	a	majority	(66%)	of	respondents	plan	to	increase	investment	within	the	next	one	to	two	years.	This	figure	includes	companies	that	have	recently	invested	and	plan	to	do	more
(42%),	and	those	that	haven't	done	so	yet	but	plan	to	(14%)	in	the	coming	two	years.		For	the	overwhelming	number	of	respondents,	AI	is	important	to	their	long-term	business	strategy.	Responses	ranged	from:		Extremely	important:	33%	Very	important:	51%	Moderately	important:	12%	B2B	ecommerce	organizations	are	actively	leveraging	AI
technology	to	improve	workflows	and	processes	that	impact	the	customer	experience.		Those	in	business	roles	are	typically	more	optimistic	(18%)	about	the	transformational	power	of	long-term	investments	in,	and	adoption	of,	AI	technology	over	the	next	two	years	compared	to	their	colleagues	in	technical	roles	(10%).	The	pessimism	of	those	in
technical	roles	suggests	that	two	years	is	too	short	and	that	B2B	organizations	will	systematically	adopt	AI	at	a	slower	velocity	and	over	a	longer	time	frame.		Nevertheless,	the	data	shows	that	more	than	half	of	respondents	(67%)	are	enthusiastic	about	AI.		29%	of	respondents	believe	that	the	benefits	of	AI	significantly	outweighthe	risks	38%	believe
that	the	benefits	of	AI	somewhat	outweigh	the	risks	21%	believe	that	the	risks	and	benefits	of	AI	are	equal	B2B	ecommerce	organizations	are	actively	leveraging	AI	technology	to	improve	workflows	and	processes	that	impact	the	customer	experience.		Key	Steps	to	achieving	AI	integration	Looking	beyond	the	three	top	initiatives	completed	in	the	past
year	—	adopting	AI	and	machine	learning	technologies,	enforcing	digital	skills	training	and	workforce	upskilling,	and	enhancing	online	customer	support	channels	—	respondents	are	reaching	towards	a	new	set	of	digital	transformation	initiatives	in	the	coming	two-year	horizon.	According	to	the	data,	the	top	contenders	for	new	digital	transformation
initiatives	for	B2B	ecommerce	businesses	include:		Upgrading	IT	infrastructure:	33%	Enhancing	cybersecurity	measures:	31%	Upgrading	websites	for	usability	and	SEO:	30%	Enhancing	online	customer	support	channels:	24%	North	American	organizations,	like	their	EMEA	peers,	share	concerns	around	implementation	costs	and	ROI	uncertainty	and
feel	these	are	often	the	key	impediments	to	implementing	AI-based	solutions.		Respondents	were	asked	about	the	critical	steps	they	needed	to	take	at	the	start	of	the	AI	journey	to	pave	the	way	to	integrating	AI-based	technology.	According	to	the	data,	respondents	identified	the	following	as	critical	to	effectively	implementing	AI-based	solutions:	
Enhancing	IT	infrastructure	to	support	AI	integration	and	scalability:	41%	Consulting	with	legal	and	compliance	experts	to	navigate	regulatory	challenges:	40%		Developing	a	strategic	roadmap	for	AI	adoption	that	aligns	with	business	objectives:	39%	Conducting	market	research	and	technology	scouting	to	identify	potential	use	cases:	34%	The	role	of
AI-powered	search	and	discovery	From	improving	product	data	quality	to	personalizing	customer	experiences	and	recommendations,	respondents	viewed	AI-powered	search	and	discovery	as	a	critical	tool	in	addressing	business	challenges.	Respondents	were	asked	to	identify	if	a	search	and	discovery	AI	solution	would	effectively	address	specific
problem	areas	and	business	concerns.	They	identified	the	following:	Improving	data	quality:	70%	Implementing	dynamic	pricing	adjustments:		67%	Enabling	faster	product	innovation	and	development:	79%	Improving	data	analysis	and	decision	making	processes:	69%	The	results	reinforce	the	common	understanding	around	AI's	powerful	ability	to
harvest	and	make	sense	of	rich	and	complex	data.	AI	integrations:	priorities	for	B2B	organizations	Business	and	IT	leaders	in	the	B2B	ecommerce	space	are	more	adept	and	knowledgeable	than	ever	before	about	AI-powered	search	and	discovery.	One	consequence	is	that	they	are	now	able	to	take	a	more	granular	and	nuanced	approach	to	applying	AI-
powered	solutions	to	address	critical	business	concerns.	This	means	using	the	technology	to	fine-tune	the	customer	experience,	improve	the	freedom	of	action	of	marketing	and	merchandising	teams,	and	most	importantly,	get	to	market	quicker.	To	better	understand	the	business	needs	and	priorities	of	B2B	ecommerce	companies,	respondents
identified	the	five	most	important	criteria	when	selecting	search	and	discovery	solutions:	Ability	to	manage	apps,	indices,	and	users	for	multiple	customers	within	one	dashboard	Automatically	generated	product	descriptions	and	product	attributes	based	on	contextual	data	Automatically	generate	buyers’	guides	using	AI	based	on	product	catalogs	AI
automatically	generated	product	comparison	summaries	Customer	sentiment	analysis	generated	by	AI	based	on	product	reviews	B2B	companies	are	also	looking	for	AI-powered	chat	experiences	that	employ	natural	language	processing	and	quick	search	and	retrieval	capabilities.	They	also	expect	AI-based	search	and	discovery	to	refine	query
suggestions	based	on	result	volumes.		Maximizing	the	impact	of	B2B	ecommerce	site	search	Respondents	have	an	understanding	of	the	value	of	AI-powered	search	to	improve	the	sales	funnel	and	better	shape	the	customer	experience.		But	the	data	also	suggests	that	a	number	of	factors	have	to	come	together	to	make	that	possible.	Simply	applying
AI,	ML,	and	NLP	to	the	ecommerce	mix	isn't	enough.		The	technology	has	to	be	effectively	harnessed	to	generate	very	particular	outcomes	in	a	holistic	and	integrated	manner.		Security	is	at	the	top	of	the	list,	alongside	key	processes	that	can	improve	business	automation,	digital	marketing	tools,	and	the	customer	experience.			As	AI	search
implementations	increase,	and	B2B	ecommerce	players	test	use	cases	and	new	integrations,	the	unique	factors	to	generate	long-term	growth	and	ROI	are	becoming	an	integral	part	of	marketing	and	merchandising	decisions.	Upgrades	to	websites	and	infrastructure:	key	challenges	Online	security,	data	management,	and	scaling	infrastructure	are	the
key	challenges	faced	by	B2B	ecommerce	organizations	moving	into	2025.	Based	on	our	research	data,	respondents	identified	the	following	as	impediments	to	accelerating	their	digital	transformation:		Online	security:	30%	Data	management:	28%	Scaling	infrastructure:	28%	Pace	of	technological	advancement:	27%	Meeting	customer	expectations:
27%	Given	the	focus	on	ecommerce,	it	is	no	surprise	that	online	security	is	an	ongoing	concern	for	businesses	operating	in	this	space.		The	top	four	challenges	in	the	list	can	also	be	understood	as	being	causally	linked,	since	a	security	issue	can	directly	impact	technology,	infrastructure,	and	data.	And	the	process	can	also	work	the	other	way	around,
with	changes	in	technology	or	data	management	impacting	security.	B2B	businesses	are	looking	to	improve	their	existing	ecommerce	stack	and	the	digital	experience	for	customers	rather	than	simply	increasing	their	customer	numbers.	The	concern	around	meeting	customer	expectations	is	significant	and	supports	the	other	findings	in	the	2025
report.	It	reinforces	the	shift	that	we	are	witnessing	this	year	across	companies	operating	in	the	sector.	Cybersecurity	B2Bs	are	well	aware	of	the	risks	posed	by	cybersecurity	threats	and	know	that	they	always	have	to	remain	one	step	ahead	of	malicious	actors.		Not	only	are	the	threats	more	serious,	they	are	also	increasing.	According	to	the	World
Economic	Forum,	cybersecurity	threats	are	becoming	more	common,	with	90%	of	organizations	experiencing	a	security	breach	in	the	last	year.		Our	report	shows	that	amongst	the	top	three	initiatives	that	respondents	plan	to	undertake,	31%	of	respondents	identified	enhanced	cybersecurity	measures,	alongside	upgraded	IT	infrastructure	(33%)	and
upgraded	websites	for	improved	usability	and	SEO	(30%).		Given	the	clear	and	present	threat	of	malicious	actors	and	cybercriminals,	B2B	enterprises	must	always	remain	vigilant.	The	risk	to	brand	and	reputation	from	a	data	breach	or	cyberattack	can	be	enormous.		Additionally,	punitive	legislation	in	many	jurisdictions	means	that	mismanagement	of
personal	and	private	user	data	can	incur	stiff	penalties,	generating	a	wave	of	negative	consequences.	The	concern	for	cybersecurity	reinforces	the	claim	that	any	technology	implementation	should	have	security	and	compliance	criteria	engineered	from	the	very	start.	Products	like	Algolia's	AI	Search	consider	security	and	privacy	from	the	initial	design
phase	all	the	way	through	to	implementation.	B2B	clients	must	ensure	that	security	and	compliance	concerns	are	being	met	through	all	stages	of	the	digital	transformation	process.	Improving	the	online	digital	experience	We	asked	B2B	ecommerce	respondents	to	identify	the	areas	of	their	online	digital	experience	that	they	felt	needed	the	most
improvement.	They	identified	the	following	five	key	areas:		Online	security:	36%	Inventory	management:	36%	Data	management:	34%	Customer	support	channels:	34%	Mobile	experience:	32%	The	focus	is	on	improving	key	processes	rather	than	simply	relying	on	technology	upgrades.	Respondents	are	looking	for	solutions	that	will	improve	business
automation	and	ways	to	fine	tune	digital	marketing	tools	and	strategies	while	improving	growth,	and	most	importantly,	the	customer	experience.	Respondents	in	the	study	also	identified	geographic	expansion	(29%),	customer	personalization	initiatives	(27%),	and	enhanced	customer	data	management	(26%)	as	the	next	biggest	growth	opportunities	as
they	move	to	advance	their	B2B	ecommerce	footprint.		AI-supported	technologies	remain	a	critical	factor	in	the	equation.	Respondents	view	AI	as	a	key	enabler	in	the	service	of	meeting	existing	and	future	challenges.	AI	is	still	a	top	concern	B2B	ecommerce	players	expect	these	future	trends	will	shape	their	ecosystem:		An	emphasis	on	sustainable
and	eco-friendly	practices	Localization	of	content	and	sales	to	serve	diverse	markets	A	shift	towards	consumer	style	interfaces	and	functionalities	on	their	B2B	platforms	AI-powered	technologies	like	AI	search	and	discovery	will	play	an	increasingly	integral	and	powerful	role.	Alongside	all	these	shaping	trends	is	the	growing	importance	and	concern
for	the	quality	of	the	UX	and	its	role	as	an	important	resource	in	understanding	customer	behavior	and	choice.	Through	community	forums	and	social	media,	customer	support	feedback,	and	product	analytics	and	usage,	AI	search	and	discovery's	ability	to	harvest	rich	data	becomes	critical	to	those	responsible	for	making	marketing	and	merchandising
decisions.		Improving	customer	experience,	addressing	security	concerns	and	monitoring	supply	chain	health	through	real-time	inventory	data	are	possible	with	AI	but	B2B	ecommerce	companies	need	the	infrastructure	in	place	to	support	it.		As	we	enter	a	more	advanced	phase	in	the	AI	adoption	cycle,	it	is	clear	that	leaders	in	the	field	are
demanding	a	more	tailored	AI-powered	B2B	ecommerce	experience	for	their	clients	and	customers.	Conclusion:	setting	the	stage	for	future	growth	As	B2B	ecommerce	organizations	prepare	for	2025,	priorities	are	evolving.		This	year's	B2B	Ecommerce	Site	Search	Trends	Report	clearly	demonstrates	how	the	focus	on	AI	technology	has	shifted.
Respondents	are	looking	for	solutions	that	address	very	specific	business	challenges	and	generate	bottom	line	results.	The	data	reflects	a	more	thoughtful	and	considered	approach	to	AI	implementation.	The	survey	data	suggests	that	ecommerce	B2Bs	are	paying	more	attention	to	improving	the	customer	experience	at	critical	touchpoints	along	the
B2B	ecommerce	sales	funnel.	Here	are	some	of	the	key	takeaways:	Sixty-seven	percent	of	B2B	organizations	currently	use	and	leverage	AI	and	machine	learning	to	support	growth.	Nevertheless,	adoption	levels	vary	or	are	at	an	early	stage,	with	significant	room	for	growth	B2B	ecommerce	operators	are	increasingly	focused	on	driving	customer-
centered	solutions	and	harnessing	existing	or	soon	to	be	implemented	AI	capabilities	Key	challenges	include	security,	data	management,	and	scaling	infrastructure	Fifty-three	percent	of	organizations	cite	customer	feedback	as	central	to	their	innovation	strategy.	Using	enhanced	customer	feedback	scores,	reduced	order	processing	times,	and
improved	customer	retention	rates	are	now	critical	KPIs	The	ability	to	measure	metrics	from	a	single	dashboard	is	an	important	AI-powered	feature,	along	with	the	ability	to	generate	product	descriptions	and	automated	product	comparison	summaries	Key	areas	of	concern	that	AI	can	help	solve	are	security,	data	management,	and	improved	customer
support	channels	AI's	ability	to	analyze	vast	amounts	of	data	and	provide	the	insights	and	tools	to	shape	the	customer	experience	is	unmatched.	And,	with	longer	sales	cycles,	special	terms,	and	larger	orders,	B2Bs	understand	the	importance	of	AI-powered	search	and	discovery	in	driving	growth	and	the	customer	journey.		Your	browser	does	not
support	the	video	tag.	Algolia	is	recognized	in	the	2025	Gartner®	Magic	Quadrant™	Report	for	Search	and	Product	Discovery	two	years	running.	Download	a	complimentary	copy	of	the	report	today.	Index	your	content	with	our	API	clients	or	partner	integrations,	fine-tune	your	rankings,	and	launch	with	our	UI	components.	All	in	minutes.	View	all
customer	stories	Your	browser	does	not	support	the	video	tag.	Search	isn't	just	a	feature—it's	the	cornerstone	of	any	digital	experience.	It’s	a	powerful	way	to	connect	users	with	the	right	answers,	features,	or	documentation,	quickly.	Algolia	helps	you	turn	search	into	a	competitive	advantage.	93%	of	online	experiences	begin	with	a	search	engine.
Investing	in	search	can	have	an	outsized	influence	on	how	customers	engage	with	your	content,	and	whether	they	want	to	return.		Roughly	two-thirds	of	users	will	abandon	a	site	if	it's	not	streamlined	and	easy	to	use.	Fast,	intuitive	search	keeps	customer	connected	to	your	site,	boosting	conversation	and	satisfaction.	Monitor	your	analytics	for	insight
into	the	types	of	people	who	become	customers,	and	how	they	interact	with	your	content.	Sub-20ms	response	times	and	global	infrastructure	mean	search	won’t	slow	your	site	down,	even	as	you	grow.	Essential	UI	components,	advanced	patterns,	and	AI	integrations.	From	buttons	to	AI	chat	interfaces	-	everything	you	need	to	build	modern	search
experiences.	See	SiteSearch	components	Build	personalized,	AI-powered	ecommerce	search	that	understands	what	customers	are	looking	for.		Algolia	handles	more	queries	than	any	other	hosted	search	engine	“Our	partnership	with	Algolia	allows	us	to	provide	real-time	transparency	to	our	shoppers	for	in-stock	items	available	locally	—	and	that	will
help	drive	digitally-initiated	retail	searches	into	local	purchases..	For	us,	search	and	discovery	have	to	be	tailored	locally.”	Shelby	Sharp	Director	of	Digital	Experience	@	Walgreens	“Before	we	had	Algolia,	merchandising	on	our	e-Commerce	site	was	incredibly	difficult.	It	required	a	lot	of	developer	intervention	and	parts	of	code	that	were	hard	to
handle,	and	business	users	could	not	create	a	good	search	experience.	”	Tovi	Heilbronn	Director	of	Digital	Product	and	Experience	@	Harry	Rosen	“Algolia’s	efficiency	has	led	to	increased	conversion	rates,higher	revenue,	and	better	overall	experience…	In	today’s	competitive	climate,	it’s	more	important	than	ever	for	retailers	to	have	the	tools	needed
to	meet	customer	expectations.	What	our	customers	want	today	might	be	different	tomorrow,	and	that’s	the	level	of	speed	that	Algolia	provides.”	Courtney	Grisham	Director,	ecommerce	@	Shoe	Carnival	“Algolia	helps	us	with	the	accuracy	of	our	search	results,	both	by	default	for	all	our	visitors	and	also,more	specifically,	for	engaged	customers	with
personalization	features.	We	also	value	the	Analytics	and	A/B	test	capabilities,	which	help	track	customer	behaviors	and	assess	the	business	impact	of	new	ideas	or	features.”	Gaëtan	Girin	Head	of	Digital	Product	Development	@	SmartBuyGlasses	Build	ecommerce	experiences	your	buyers	respond	to,	using	AI	that	understands	them.	Whether	you	have
a	hundred	SKUs	or	ten	million	—	quickly	show	your	customers	what	they	need	with	industry-leading	AI	Search	that	understands	buyer	intent.	Deliver	relevant	results	for	all	queries,	even	those	in	the	‘long	tail’	Automate	category	reporting	&	ranking	with	Query	Categorization	Display	best-sellers	automatically	with	Dynamic	Re-ranking		Make
everything	searchable	—	from	different	product	variants	to	your	support	and	customer	service	pages	Grow	cart	sizes	with	AI	Recommendations,	which	proven	to	increase	AOV	for	search	and	browse	experiences.	Maximize	cart	size	with	predictive	models	including	“related	products”	and	“frequent	combinations”	Add	personalized	recommendations
almost	anywhere,	e.g.	on	the	homepage,	product	landing	pages,	or	shopping	carts	Add	value	with	image-based	recommendations	to	help	buyers	find	even	more	Make	product	suggestions	and	promotions	with	AI	Personalization	that	matches	your	shopper’s	interests	and	preferences.	Personalize	each	buyer’s	journey	across	every	shopping	touchpoint
Cater	to	every	customer	type	—	new	and	returning	—	and	across	sessions	Benefit	from	frequent	updates	for	in-session	affinities	Combine	the	art	of	merchandising	with	the	science	of	algorithms	in	the	Merchandising	Studio:	Easily	manage	automations,	rules,	and	analytics	in	one	place	Replace	scattered	spreadsheets	with	centralized	real-time	insights
Automate	the	tedious	tasks	while	keeping	creative	control	All	with	zero	code	and	100%	business-user	friendly	These	are	just	a	few	of	the	features	available	through	the	Algolia	merchandising	dashboard.	The	one-stop	shop	for	AI	search	Implement	our	APIs	in	minutes	and	gain	easy	control	over	ranking.	Search	as	quick	as	you	type,	with	the	fastest
enterprise	AI	search	we	know	of.	Work	with	a	partner	who		handles	30	billion	records	and	1.7+	trillion	searches	a	year	with	99.999%	availability.	AI	SEARCH	Show	users	what	they're	looking	for	the	first	time	with	AI-driven	results	that	understand	them	Say	hello	to	the	search	API	that	understands	your	customers	as	well	as	you	do.	Now	anyone	can
add	AI-powered	search	to	their	site	or	app	in	minutes	to	deliver	a	better	experience	for	their	customers.		Features	that	understand	your	business	Define	and	promote	the	commercial	attributes	you’re	most	interested	in	(like	product	profitability	or	inventory	levels)	so	those	attributes	can	be	promoted.	Empower	your	business	teams	to	shape	the	search
experience.	Use	our	merchandising	tools	to	curate	campaigns	and	influence	ranking.	Build	the	best	search	experiences	Index	your	content	in	minutes	with	our	API	clients	(available	in	a	variety	of	languages	and	frameworks).	If	using	ecommerce	platforms	(like	Shopify,	Commercetools,	Salesforce	Commerce	Cloud,	Adobe	Commerce,	or	BigCommerce)
you	can	populate	your	index	using	our	partner	integrations.	Use	our	extensive	library	of	open	source	front-end	components	to	create	your	own	UIs	and	automatically	ingest	events.	We	have	you	covered	with	filters,	sorting,	pagination	and	maps.	More	on	our	UI	components	Automate	optimization	tasks	with	Dynamic	Re-ranking.	Or	optimize	ranking
and	fine	tune	results,	as	a	technical	or	non-technical	user,	directly	in	the	dashboard.	Addressing	a	wide	range	of	industries	Providing	solutions	for	multiple	use	cases	More	than	18,000	customers	in	150+	countries	trust	Algolia	The	one-stop	shop	for	AI	search	Implement	our	APIs	in	minutes	and	gain	easy	control	over	rankings.	Search	as	quick	as	you
type,	with	the	fastest	enterprise	AI	search	we	know	of.	Work	with	a	partner	who	handles	30	billion	records	and	nearly	1.7	trillion	searches	a	year	with	99.999%	availability.	Listen	to	this	blog	as	a	podcast:	Your	browser	does	not	support	the	audio	element.	Shoppers	who	use	a	brand’s	site	search	behave	differently.	They	spend	more—2.6x	more	than
non-searchers.	They	convert	more.	They	drive	44%	of	ecommerce	revenue.	And	yet,	when	50	major	retail	brands	were	examined,	not	one	achieved	an	A	grade	for	onsite	search.	Irrelevant	results,	dead-end	queries,	and	the	inability	to	understand	real-world	language	leave	revenue	on	the	table.	The	truth	is	simple:	poor	site	search	is	a	silent	revenue
killer.	And	many	retailers	have	yet	to	embrace	the	solutions	that	could	fix	it..	If	you	know	search	matters	but	need	a	clear,	actionable	path	to	choosing,	implementing,	and	measuring	the	right	ecommerce	search	solution,	this	guide	is	for	you.	Here’s	what	you’ll	discover:	The	essential	elements	of	a	world-class	search	solution	The	top	ecommerce	search
tools	of	2025	How	to	know	when	you’re	ready	to	invest	in	search	A	framework	for	evaluating	vendors	and	selecting	the	right	fit	How	to	measure	impact,	value	and	ROI	Why	ecommerce	search	tools	matter	more	than	ever	in	2025	Ecommerce	search	is	a	primary	driver	of	both	user	experience	and	business	performance.	The	stakes	are	higher	than	ever
–	and	so	are	customer	expectations.	The	search	experience	an	ecommerce	brand	offers	on	its	website	–	from	the	search	bar	itself	to	the	underlying	search	technology	–	has	a	significant	impact	on	an	ecommerce	brand’s	revenue.	When	search	works,	it’s	a	high-intent	funnel:	shoppers	who	use	a	brand’s	search	bar	are	often	ready	to	buy,	typically
spending	2.6x	more	than	non-searchers	and	contributing	to	higher	conversion	rates.	Desktop	conversion	rates	are	2x	higher	for	retailers	with	advanced	search	vs.	basic	search	capabilities.	In	2022,	the	Baymard	Institute	published	an	overview	of	types	of	ecommerce	site	search	queries	and	reported	that	“42%	of	all	sites	perform	below	an	acceptable
ecommerce	search	UX	performance….	To	make	matters	worse,	8%	of	sites	have	a	downright	‘broken’	ecommerce	search	UX…”.	Learn	how	Under	Armour	increased	conversion	rates	by	35%	using	AI-powered	ecommerce	search	from	Algolia.	Search	needs	to	support	omnichannel	journeys	Consistency	is	key	–	over	70%	of	shoppers	today	are
considered	omnichannel,	meaning	their	entire	shopping	journey	is	taking	place	across	multiple	touchpoints	and	mediums	like	web,	app,	store,	and	support.	Ecommerce	search	tools	today	help	brands	deliver	consistent	search	experiences	across	different	channels,	while	making	sure	search	is	fast,	accurate,	and	personalized.	Your	customers	expect
hyper-personalization	More	than	ever,	what	we	hear	from	our	customers	is	that	they	want	to	implement	hyper-personalization	based	on	visitor	behavior,	preferences,	and	real-time	context..	AI	provides	a	way	to	do	this,	but	where	do	you	start?		It	begins	with	the	1st	party	data	on	your	website,	and	that	data	lives	in	your	site	search.	Search	is	the
fulcrum	for	several	reasons:		Your	entire	product	catalog	is	contained	and	displayed	by	your	on-site	search	engine	via	high	quality	search	results	and	catalog	and	collections	pages.	The	same	merchandising	rules	that	drive	site	search	results	are	leveraged	throughout	your	site.	As	users	engage	with	content	—	clicks,	conversions,	signups,	purchases,
add-to-cart,	etc.	—	this	data	is	leveraged	by	search	engines	to	improve	results	even	more	and	deliver	recommendations,	and	this	data	is	also	used	in	AI	personalization	engines.	LLM	chatbots	also	use	the	search	data	in	conversational	shopping	and	recommendations.	Data	from	chat	can	also	influence	search	results.	What	to	look	for	in	ecommerce
search	solutions	Keep	in	mind	that	the	best	ecommerce	search	solution	ultimately	depends	on	your	business’s	technical	resources,	complexity,	and	priorities.	But	in	2025,	best-in-class	solutions	should	generally	deliver	on	several	key	fronts.	Here’s	what	to	look	for:	Search	relevance	and	AI	capabilities	Search	relevance	is	the	foundation	of	a	high-
converting	experience.	Inaccurate	or	generic	results	drive	shoppers	away.	Leading	platforms	now	use	advanced	AI	and	machine	learning	technologies	to	boost	relevance,	including	things	like:	Natural	language	processing	(NLP):	Understands	intent	behind	queries,	even	with	synonyms,	misspellings,	or	conversational	language.	Semantic	search	and
vector	technology:	Goes	beyond	keywords	to	surface	products	based	on	meaning	and	context.	Vector	search	enables	matches	even	if	the	query	doesn’t	use	exact	product	terms.	Hyper-personalization:	Combines	real-time,	contextual,	and	behavioral	data	to	tailor	results	for	each	shopper	—	factoring	in	browsing	history,	location,	device,	and	more.
Learning-to-rank	algorithms:	Using	AI	to	improve	the	ranking	of	results	based	on	user	interactions	and	feedback,	all	while	optimizing	for	conversions	over	time.	Agent-based	search:	AI	agents	stitch	together	LLMs,	vector	databases,	and	custom	orchestration	code	to	deliver	top	results	as	shopping	chat	with	AI	bots.		Performance	and	scalability	Speed
is	non-negotiable.	Amazon	and	Google	famously	found	that	even	100	millisecond	lags	in	page	load	times	can	cost	millions	of	dollars	of	lost	revenue.	Shoppers	expect	instant	results,	especially	on	mobile	devices.	Performance	also	impacts	SEO	and	overall	satisfaction.	Millisecond	response	times:	Your	search	must	deliver	results	in	under	100ms,	even	on
mobile	and	during	peak	traffic.	Global	CDN	and	infrastructure:	A	distributed	network	ensures	fast,	reliable	performance	for	international	customers.	Traffic	spike	handling:	The	platform	must	scale	automatically	for	events	like	Black	Friday,	product	drops,	or	flash	sales.	Real-time	indexing:	New	products,	price	changes,	and	inventory	updates	should
be	reflected	in	search	results	within	seconds.	Merchandising	and	business	control	Non-technical	teams	need	the	ability	to	shape	the	search	experience.	This	increases	agility	and	allows	for	rapid	response	to	market	trends.	Visual	merchandising	tools:	No-code	interfaces,	such	as	our	own	Merchandising	Studio,	let	merchandisers	adjust	product
ordering,	create	campaigns,	and	set	rules	without	IT	support.	Rule-based	promotions	and	boosting:	Ability	to	promote	high-margin	items,	prioritize	inventory,	or	highlight	seasonal	collections.	A/B	testing:	Test	different	ranking	strategies,	filters,	or	layouts	to	optimize	for	conversion.	Dynamic	filtering	and	faceted	search:	Allow	customers	to	refine
results	by	attributes	like	size,	color,	material,	availability,	and	more.	Analytics	and	insights	You	can’t	optimize	what	you	can’t	measure.	Actionable	analytics	are	essential	for	continuous	improvement.	Real-time	dashboards:	Monitor	search	performance,	top	queries,	and	conversion	funnels	as	they	happen.	Zero-result	tracking:	Identify	where	customers
are	searching	but	not	finding	products,	then	adjust	content	or	inventory	accordingly.	Query	analysis:	Understand	how	shoppers	describe	products	and	use	those	insights	to	improve	data	and	marketing.	Conversion	tracking:	Measure	the	impact	of	search	on	sales	and	average	order	value.	Customer	behavior	insights:	Uncover	patterns	and	preferences
that	inform	site	design	and	merchandising.	Integration	and	technical	requirements	Most	ecommerce	teams	operate	in	complex,	multi-platform	environments.	Seamless	integration	is	crucial.	Pre-built	connectors:	Ready	integrations	for	popular	commerce	platforms	like	Shopify,	Magento,	BigCommerce,	Salesforce	Commerce	Cloud,	and	more.
Composable	commerce	support:	Ability	to	plug	into	a	modular,	API-driven	tech	stack.	API	flexibility:	Well-documented	APIs	for	custom	use	cases	and	headless	implementations.	Headless	commerce	compatibility:	Decoupled	architecture	for	fast,	flexible	front	ends.	Many	companies	are	adopting	a	MACH	framework	—	microservices,	API-first,	Cloud-
native,	and	Headless	—	to	help	them	build	scalable,	forward-thinking	systems.	Top	ecommerce	search	solutions	for	2025	The	search	vendor	landscape	is	crowded.	Here’s	an	up-to-date,	objective	comparison	of	the	leading	platforms.	Feature	Algolia	Elasticsearch	Searchspring	Klevu	Constructor.	Bloomreach		Coveo	AI/ML	Capabilities	Excellent
Customizable	Good	Advanced	Excellent	Excellent	Excellent	Speed/Performance	Very	High	High	High	High	High	High	High	Merchandising	Tools	Yes	Limited	Yes	Yes	Yes	Yes	Yes	Developer	Experience	Excellent	Extensive	Moderate	Good	Good	Good	Good	Ease	of	Setup	High	Low	High	High	Moderate	Moderate	Moderate	Ease	of	Use	High	Low	High
High	Moderate	Moderate	to	High	Moderate	Time	to	Value	Short	Long	Short	Short	Moderate	Moderate	Moderate	to	Long	Pricing	Model	Usage-based	+	enterprise	Resource	and	usage-based	Usage-based	Tiered	Enterprise	Enterprise	Enterprise	Markets	served	SMB	and	enterprise		Enterprise	SMB	SMBs		Enterprise	Enterprise	Enterprise	Algolia
Overview:	Algolia	is	a	market-leading,	AI-powered	search	and	discovery	platform	known	for	its	speed,	reliability,	and	scalability.	Algolia	offers	robust	analytics,	business-friendly	merchandising	controls,	and	extensive	integrations	with	platforms	like	Shopify,	Magento,	and	Salesforce	Commerce	Cloud	—	making	it	a	top	choice	for	brands	seeking
scalable,	customizable	search	experiences.	Pros:	AI-powered	NeuralSearch	engine	combines	keyword	and	vector	search	for	highly-relevant	search	results	Powerful	merchandising	tools:	visual	rule	builders,	promotions,	and	dynamic	personalization	without	deep	technical	skills	Rich	search	analytics	to	optimize	product	discovery	and	shopper	journeys
Integrations	with	leading	ecommerce	platforms	(Shopify,	Magento,	Salesforce	Commerce	Cloud,	BigCommerce,	etc.)	Generous	free	tier	for	customers	to	build	proof	of	concept	capabilities	Cons:	B2B	support	lags	behind	B2C	capabilities	such	as	account-based	search	Deep	customizations	or	unique	use	cases	may	require	developer	resources	Learning
curve	for	advanced	features	if	migrating	from	basic	or	built-in	search	Best	For:	Algolia	leads	the	pack	in	the	latest	Gartner	Magic	Quadrant	on	Search	and	Product	Discovery	for	its	broad	array	of	options	and	capabilities	supporting	enterprise-scale	solutions,	AI	capabilities,	and	trust	by	customers	globally.		Pricing:	Free	tier:	up	to	~10,000	search
requests/month	and	100,000	records	Paid	tiers:	~$0.50	per	additional	1,000	queries	and	~$0.40	per	1,000	records/month	Custom	pricing	for	premium	and	enterprise	tiers	with	add-ons	(NeuralSearch,	Analytics,	merchandising	tools)	Elasticsearch	Overview:	Elasticsearch	is	a	flexible,	open-source	search	and	analytics	engine	(built	on	Apache	Lucene),
often	used	by	technical	teams	for	ecommerce	search	implementations	needing	full	control	over	indexing,	relevance,	and	architecture	Pros:	Supports	full-text	search,	filtering,	analytics,	and	near	real-time	indexing	Flexible	query	API	with	full	control	over	ranking,	relevance,	aggregations,	and	search	logic	Large,	active	global	community	and	ecosystem
of	tools/plugins	(Logstash,	Kibana,	Beats,	etc.),	strong	developer	resources	Cons:	Significant	technical	complexity;	requires	specialized	engineering	for	setup,	tuning,	scaling,	and	maintenance	No	built-in	ecommerce	features	like	merchandising	UI,	personalization	dashboard,	or	native	analytics	Total	cost	of	ownership	can	grow	quickly:	includes
infrastructure,	engineering	hours,	hosting,	and	maintenance	Best	For:	technical	teams	or	organizations	with	in-house	engineering	resources	who	need	full	control,	customization,	and	scalability	for	complex	or	unique	ecommerce	search	projects.	Pricing:	Open-source	version	is	free	to	use	Elastic	Cloud	(Elasticsearch	as	a	managed	service)	starts	from
approximately	$16/month	and	scales	with	resources,	which	include	hosting,	features,	and	support	layers	Searchspring	Overview:	Searchspring	is	a	unified	ecommerce	platform	for	AI‑driven	search,	merchandising,	personalization,	and	analytics.	It	supports	leading	platforms	like	Shopify,	Magento,	BigCommerce,	and	Adobe	Commerce,	enabling
retailers	to	enhance	product	discovery	and	boost	conversion	with	minimal	coding	Pros:	Intuitive	interface	and	strong	support	for	non-technical	users	(no-code	merchandising,	drag‑and‑drop	rules)	Integrates	with	major	ecommerce	platforms	and	offers	unified	analytics	and	personalization	Cons:	Advanced	configurations	and	custom	templating	may
require	technical	or	developer	involvement	Starting	cost	(~$599/month)	can	be	high	for	small	or	lean	merchants	Best	For:	Best	for	SMB	merchandisers	and	ecommerce	retailers	who	want	intuitive,	no-code	tools	to	manage	search,	recommendations,	and	visual	merchandising	without	heavy	technical	involvement.	Pricing:	Starts	at	~$599/month	for	the
Basic	usage-based	plan	No	free	tier	but	demos	are	available	Enterprise	pricing	available	via	custom	quote	Constructor	Overview:	Constructor	is	an	AI-powered	search	and	product	discovery	solution	for	ecommerce	brands	focused	on	customer	experience	and	personalization.	It	uses	machine	learning	and	clickstream	data	for	real-time	personalization,
and	offers	a	unified	platform	for	search	and	recommendations.	Pros:	Purpose-built,	enterprise-grade	AI-powered	search	for	ecommerce	Unified	commerce	discovery	modules	exist	under	one	platform	Strong	analytics	and	predictive	insights	tailored	to	ecommerce	workflows	Cons:	No	public	pricing;	recommended	for	enterprise	deployments	only
Onboarding	and	proof-of-concept	process	may	take	several	weeks	and	require	stakeholder	involvement	Best	For:	Retailers	and	enterprise	brands	with	complex	catalogs	who	prioritize	advanced	AI	personalization	and	unified	discovery	experiences.	Pricing:	Pricing	is	custom	and	enterprise-focused;	includes	a	free	proof‑of‑concept	“ROI	assessment”
phase	(typically	a	4-week	proof	schedule)	before	purchase	Klevu	Overview:	Klevu	is	an	ecommerce	search	and	navigation	platform	built	for	mid-market	brands	on	platforms	like	BigCommerce,	Shopify,	and	Magento.	It	provides	fast	setup,	AI-enhanced	semantic	search,	self-service	merchandising,	and	multilingual	support.	.	Pros:	Fast	implementation
and	launch,	plus	strong	usability:	non-technical	users	can	manage	merchandising	and	search	rules	easily	Self-service	tools	for	merchandisers,	without	needing	developer	resources	Cons:	Less	robust	analytics	and	recommendations	compared	to	other	tools	like	Algolia,	Coveo,	and	Bloomreach	May	not	scale	well	or	support	large	catalogs	or	complex
B2B	requirements	Best	For:	small	to	mid-sized	ecommerce	brands—especially	international	stores—looking	for	fast	setup,	multilingual	support,	and	easy-to-use	AI	search	with	flexible	pricing.	Pricing:	Entry-level	AI-powered	plans	start	around	€449–€500/month	(for	search	+	recommendations	modules)	Bloomreach	Discovery	Overview:	Bloomreach
Discovery	is	part	of	the	Bloomreach	Commerce	Experience	Platform,	combining	AI-native	site	search	with	recommendations,	merchandising,	content,	and	headless	CMS—all	aimed	at	accelerating	commerce	personalization	and	content‑commerce	convergence	Pros:	AI-powered	search	out	of	the	box	with	minimal	manual	tuning	Built-in	merchandising,
recommendation,	and	content	discovery	features	in	one	platform	Cons:	Implementation	can	be	complex	and	may	require	technical	support	or	ongoing	professional	services	Total	cost	of	ownership	can	quickly	rise	with	modules	Limited	customization	and	reporting	capabilities	and	features	Best	For:	large	and	enterprise	organizations	looking	for	a
unified	ecommerce	platform	that	combines	search,	merchandising,	content	management,	and	personalization	for	both	B2C	and	B2B.	Pricing:	Custom	pricing	based	on	modules,	customer	base,	catalog	complexity,	and	event	volume	Reports	suggest	setup	fees	start	at	~$4,000;	annual	contracts	with	usage	fees	that	scale	with	volume	Coveo	Overview:
Coveo	is	a	cloud-based,	AI-driven	relevance	and	personalization	platform	serving	enterprise	use	cases	across	ecommerce,	customer	service,	and	content.	It	offers	unified	indexing,	deep	learning	insights,	and	broad	connector	ecosystem	for	multichannel	personalization	across	touchpoints	Pros:	Strong	personalization	capabilities	via	Coveo	Relevance
Cloud;	adapts	based	on	interactions	and	context	Extensive	set	of	connectors	(site	search,	CRM,	product	catalogs,	support	data)	and	flexible	configuration	Rich	analytics	and	relevance	metrics	for	tuning	search	and	content	impact	Cons:	Deployment	complexity	and	high	technical	overhead	can	slow	time-to-value	Pricing	and	platform	sophistication	may
be	overkill	(and	too	expensive)	for	smaller	brands	or	teams	without	engineering	support	Best	For:	enterprises	and	B2B	brands	with	multi-channel	or	complex	digital	ecosystems	who	need	advanced	AI	capabilities,integrations,	and	personalized	experiences	across	multiple	touchpoints.	Pricing:	Offers	two	commercial	tiers:	Pro	and	Enterprise	Pricing
based	on	query	volume	and	modules;	Pro	includes	basic	features	(200K	queries,	up	to	3	connectors),	Enterprise	offers	unlimited	connectors,	recommendations,	and	omnichannel	extensions	Free	trial	and	usage-based	volume	discounts	available	Signs	your	ecommerce	site	is	ready	for	advanced	search	tools	Before	investing	in	a	new	search	solution,
assess	if	and	where	your	business	is	hitting	the	limits	of	legacy	search.	Here	are	the	most	common	signals.	Performance	indicators	Low	Search-to-Conversion	Rates:	If	your	search-driven	conversion	rate	is	below	5–10%	(or	significantly	lags	your	site	average),	there’s	likely	an	issue	with	result	relevance	or	experience.	High	Bounce	Rates	from	Search
Pages:	When	users	land	on	a	search	results	page	and	quickly	exit,	that’s	a	clear	sign	search	isn’t	delivering	what	they	want.	Zero-Result	Queries:	Traditional	search	tools	struggle	with	subjective,	long-tail,	or	use-case	driven	searches.	Phrases	like	“bike	for	commuting”	or	“affordable	couch”	are	common,	but	many	retailers’	search	engines	can’t
interpret	them.	In	Zoovu’s	2025	study,	these	made	up	63%	of	all	zero-results	queries.	Customer	Complaints:	If	support	tickets	or	reviews	mention	trouble	finding	products—even	when	they’re	in	stock—you’re	seeing	real	business	impact.	Business	growth	signals	Large	or	Growing	Catalog:	If	your	catalog	exceeds	1,000	SKUs,	manual	curation	and



static	search	rules	no	longer	scale.	International	or	Multisite	Expansion:	Selling	into	new	markets	introduces	language,	currency,	and	regional	preference	challenges	that	require	flexible,	multilingual	search.	Complex	Product	Attributes:	Multiple	variants,	bundles,	or	technical	specs	require	search	engines	that	can	parse	and	rank	based	on	nuanced
product	data.	Advanced	Merchandising	Needs:	If	you	need	to	promote,	pin,	or	demote	products	dynamically—or	want	to	run	A/B	tests	and	campaigns	driven	by	search—basic	tools	won’t	suffice.	Technical	readiness	Platform	Limitations:	Your	current	ecommerce	platform’s	built-in	search	may	be	basic	or	inflexible,	especially	for	custom	business	rules
or	merchandising.	Integration	Requirements:	You	need	to	connect	search	with	PIM,	CRM,	analytics,	or	other	parts	of	your	stack.	Team	Capacity:	Search	projects	require	collaboration	across	product,	engineering,	and	merchandising.	If	you	have	the	resources	to	own	implementation	and	optimization,	you’re	ready	to	extract	value	from	advanced	tools.
AI-readiness	Data	Foundation:	AI	thrives	on	high-quality,	structured	data.	Event	data	is	crucial	to	driving	ROI	for	your	AI	initiatives.	Is	your	current	data	collection	and	data	cleanliness	sufficient	to	effectively	fuel	AI-powered	search	and	personalization?	Talent	and	Skills:	It’s	incredibly	expensive	to	build	AI	from	the	ground	up,	so	you’ll	most	likely
want	to	identify	the	right	partners	and	vendors	to	help	you	leverage	AI	with	your	tech	stack.		Use	Case	Identification:	Everyone	is	clamoring	to	bring	AI	into	their	organizations,	but	how	do	you	do	that	effectively?	It	starts	by	pinpointing	specific	business	challenges	that	AI	in	search	can	solve,	such	as	reducing	providing	personalized	recommendations
at	checkout	or	enabling	conversational	commerce.	If	you’re	seeing	these	signals,	it’s	time	to	evaluate	an	advanced	search	platform.	The	business	upside—higher	conversion,	lower	bounce,	and	better	customer	retention—can	be	immediate	and	significant.	Evaluation	criteria	for	selecting	ecommerce	search	tools	50%	of	retailers	report	revenue	gains
directly	attributable	to	their	site	search	tool	–	that	number	jumps	to	93%	for	advanced	and	AI-powered	tools.	Use	the	below	criteria,	combined	with	the	vendor	analysis	and	components	list	earlier,	to	figure	out	which	search	solution	fits	your	brand	and	needs	best.	Business-needs	assessment	Every	business	has	different	requirements	to	guide	how	it
will	implement	search.	Catalog	Size	and	Complexity:	Larger	catalogs	need	more	sophisticated	indexing,	ranking,	and	filtering	capabilities.	Business	Model:	B2B,	B2C,	and	marketplace	models	have	different	requirements	for	pricing,	segmentation,	and	search	logic.	Traffic	Volume	and	Growth:	Make	sure	the	platform	can	handle	your	current	and
projected	demand.	International	and	Multilingual	Needs:	Support	for	multiple	languages,	currencies,	and	region-specific	catalogs	is	essential	for	global	brands.	Budget	Constraints	and	ROI:	Understand	both	initial	and	ongoing	costs,	as	well	as	expected	revenue	uplift.	Scalability	and	Total	Cost	of	Ownership:	Consider	not	just	licensing,	but	also
infrastructure,	maintenance,	and	staffing.	Technical	considerations	To	achieve	optimal	outcomes,	here	are	some	technical	considerations	to	discuss	with	your	solutions	providers:	Performance	benchmarks	Query	Latency:	Any	solution	you	implement	needs	to	be	fast.	Search	results	should	feel	instant	(under	100	ms)	and	AI	answers	should	be	fast,	too.
Your	search	provider	should	support	this.		Indexing	Speed:	How	fast	can	new	products,	pricing,	or	attributes	be	updated	and	searchable?	Uptime	SLAs:	Enterprise	platforms	should	guarantee	99.9%+	uptime,	backed	by	service-level	agreements.	Integration	requirements	Platform	Compatibility:	Must	work	with	your	ecommerce	platform,	PIM,	and
other	core	systems.	Data	Pipeline	Needs:	Ability	to	ingest,	transform,	and	synchronize	catalog,	inventory,	and	behavioral	data.	Frontend	Flexibility:	Support	for	custom	UI,	headless	commerce,	or	PWA	frameworks.	Implementation	and	infrastructure	Deployment	Model:	Cloud-native	SaaS,	PaaS,	or	hybrid	options.	Hosting	your	own	open	source	solution
may	sound	great	(open	source	is	free,	right?),	however	there	are	hidden	costs	to	hosting	and	maintenance.	SaaS	is	all-inclusive	and	may	be	a	better	option.		Implementation	Requirements:	Level	of	technical	effort	required	for	go-live.	Do	you	want	to	build	it	or	buy	it?		Deployment	Timeline:	How	long	from	kickoff	to	launch,	and	what	resources	are
needed?	Vendor	evaluation	checklist	Proof	of	Concept	(POC)	Process:	Do	you	need	to	run	a	limited	pilot	to	validate	performance?	Support	and	Documentation:	Quality	of	technical	docs,	onboarding,	and	customer	success	resources.	Community	and	Ecosystem:	Availability	of	integrations,	plugins,	and	a	user	community.	Pricing	Transparency:	Clear,
predictable	pricing—preferably	usage-based	or	with	volume	discounts.	A	solid	evaluation	process,	grounded	in	your	specific	business	and	technical	needs,	is	the	best	way	to	avoid	costly	mistakes	and	quickly	realize	value.	Measuring	ROI	and	success	Investing	in	a	search	platform	only	makes	sense	if	it	drives	measurable	business	outcomes.	Here’s	how
to	quantify	and	track	success.	Key	performance	indicators	Search	quality	metrics:	Click-Through	Rate	(CTR)	from	Search:	Measures	how	often	users	click	a	result	after	searching—a	direct	proxy	for	relevance.	Zero-Results	Rate:	Tracks	the	percentage	of	searches	that	return	no	results.	A	drop	here	signals	improved	coverage	and	intent	understanding.
Search	Refinement	Rate:	How	often	users	adjust	or	refine	their	queries.	High	rates	indicate	poor	initial	relevance.	Business	impact	metrics:	Search-Driven	Conversion	Rate:	Percentage	of	search	users	who	complete	a	purchase.	This	is	the	primary	ROI	metric.	Average	Order	Value	(AOV)	from	Search:	Tracks	if	searchers	spend	more	than	non-
searchers.	Revenue	per	Search	Visitor:	Directly	ties	search	performance	to	topline	business	impact.	ROI	calculation	framework	A	typical	ROI	calculation	for	ecommerce	search	investment:	ROI	=	(Incremental	Profit	–	Investment)	/	Investment	x	100	For	example,	if	your	new	search	tool	drives	a	20%	lift	in	search-driven	conversion,	and	that	equates	to
$500K	in	new	gross	profit	against	a	$100K	annual	investment,	your	ROI	is	400%.	See	Forrester’s	Total	Economic	Impact	report	for	search.		When	to	expect	results	Generally,	most	ecommerce	brands	can	expect	to	see	conversion	improvements	within	the	first	month	after	implementing	a	search	solution,	and	clear	ROI	within	3-6	months.	Months	1	-	2:
lifts	in	conversion	rates	and	engagement	metrics	Months	3	-	6:	significant	and	measurable	improvements	–	including	higher	conversion	rates,	AOV,	and	revenue	per	visitor	Month	7	and	beyond:	continued	optimizations,	A/B	testing,	tuning,	and	merchandising	help	scale	Success	stories	PetSmart,	the	leading	omnichannel	pet	retailer	in	North	America,
saw	better	outcomes	after	migrating	to	Algolia	from	a	legacy	search	tool:	Revenue	per	session	growth	from	search	Conversion	rates	increased	by	5-7%	2%	increase	in	cart	additions	on	their	mobile	app	These	are	not	isolated	results.	A	great	ecommerce	site	search	solution	paired	with	analytics-driven	optimizations	can	drive	significant	gains	for
ecommerce	brands.	After	partnering	with	Algolia,	Nuts.com	increased	conversions	and	empowered	their	merchandising	teams:	Customers	that	search	had	a	3x	higher	conversion	rate	than	non-searchers	Average	order	value	per	session	for	searchers	increased	15%	“...since	adopting	Algolia	as	our	search	platform,	we’ve	seen	that	customers	searching
on	our	website	tend	to	convert	three	times	more	than	those	who	don’t.”	Men’s	luxury	retailer	Harry	Rosen	saw	a	360%	increase	in	conversion	rate	and	68%	increase	in	transactions	by	implementing	personalized	search	results	to	continuously	improve	results.		Using	A/B	Testing	they	discovered	the	best	conditions	to	give	the	best	search	results	to
improve	click-through-rates	or	conversions.	These	changes	improved	how	expert	advisors	and	the	store’s	customers	have	searched	the	site.	Better	ecommerce	search	=	better	business	outcomes	Ecommerce	search	isn't	just	a	feature—it's	a	critical	driver	of	conversions,	revenue,	and	customer	satisfaction.	Yet	most	brands	continue	to	underperform,
missing	significant	revenue	opportunities	with	outdated	or	inadequate	search	solutions.	Advanced	search	directly	translates	to	higher	conversion	rates,	increased	average	order	values,	and	improved	customer	lifetime	value.	The	stakes	are	particularly	high	for	mid-market	and	enterprise	retailers,	where	even	small	improvements	in	search	can	lead	to
conversion	lifts	that	generate	millions	in	additional	revenue.	What's	next?	Assess	your	current	search	experience	against	industry	benchmarks	and	the	readiness	signals	outlined	above.	Define	your	requirements	using	the	evaluation	frameworks	in	this	guide.	Shortlist	vendors	that	align	with	your	technical,	business,	and	operational	needs—including
Algolia,	which	leads	the	market	in	speed,	AI	capabilities,	and	business-friendly	controls.	Demo	the	platform	or	plan	a	proof	of	concept	to	get	an	idea	of	real-world	impact	with	your	own	catalog	and	users.	Ready	to	elevate	your	ecommerce	search	performance	and	see	measurable	ROI?	Get	started	with	Algolia's	AI-powered	search	solutions—connect
with	our	team	today	to	see	what's	possible	for	your	business.	Listen	to	this	blog	as	a	podcast:	Your	browser	does	not	support	the	audio	element.	Estimated	time	to	read:	6	minutes	As	customers'	expectations	for	personalization	grow,	so	has	the	demand	for	ecommerce	brands	to	meet	them.		Our	Site	Search	Trends	report	found	that	70%	of	retail
businesses	globally	said	personalization	would	be	an	integral	or	large	part	of	their	ecommerce	strategy	over	the	next	year.	Thankfully,	getting	started	with	ecommerce	personalization	is	easier	today	than	before,	with	modern	personalization	software	and	AI	allowing	brands	to	deliver	personalized	customer	experiences	at	scale	and	drive	benefits	like
higher	conversion	rates,	average	order	values,	and	customer	loyalty.	Key	Takeaways	Ecommerce	personalization	software	uses	machine	learning,	customer	data	and	behavior,	and	product	info	to	deliver	tailored	shopping	experiences	across	the	customer	journey.	The	category	is	broad,	with	different	solutions	specializing	in	applying	and	enabling
personalization	across	different	parts	of	the	customer	experience,	like	search	and	product	discovery,	content,	marketing,	experimentation,	and	omnichannel	orchestration.	To	choose	the	right	software,	buyers	should	start	by	choosing	vendors	based	on	use	cases,	and	then	factoring	in	specific	needs,	data	maturity,	and	goals.	With	the	right	solution,
personalization	drives	measurable	outcomes:	higher	conversion	rates,	larger	average	order	values,	stronger	customer	loyalty,	and	a	better	customer	experience.	What	is	ecommerce	personalization	software	and	how	to	navigate	solutions	Ecommerce	personalization	software	is	software	that	leverages	AI	and	machine	learning	to	deliver	tailored,
personalized	shopping	experiences	for	each	user	across	their	customer	journey.	These	solutions	typically	ingest	and	analyze	customer	and	product	data,	unify	behavioral	and	transactional	data	in	real	time,	and	then	use	machine	learning	models	to	dynamically	adjust	things	like	search	results,	product	recommendations,	messaging,	and	marketing
communications	for	each	shopper.		But	not	all	solutions	offer	each	of	these	capabilities	or	specialize	in	all	parts	of	the	customer	experience.		Some	tools	personalize	search	results	and	product	recommendations,	while	others	adapt	on-site	content	like	homepages,	product	listings,	and	CTAs	based	on	each	shopper’s	behavior,	preferences,	and	context.
And	a	few	vendors	go	beyond	the	website	into	channels	like	email,	SMS,	social,	push	notifications,	and	retargeting	ads,	making	it	possible	to	re-engage	customers	with	personalized	offers	or	products	aligned	to	their	interests.		Since	different	solutions	specialize	in	personalizing	different	parts	of	this	journey,	it’s	key	to	align	your	use	cases	and	goals
with	the	right	type	of	solution.	Top	ecommerce	personalization	software,	by	use	case	The	table	below	outlines	the	main	use	cases	of	ecommerce	personalization,	what	each	one	involves	and	enables,	and	which	solutions	are	best-in-class	for	that	use	case.	Use	Case	What	It	Enables	Top	Solutions	Search	&	Discovery	Personalization	AI-powered	site
search	and	navigation	that	adapts	results	to	shopper	intent	and	behavior.	Algolia,	Coveo,	Constructor,	Bloomreach	Onsite	Experience	Personalization	Dynamic	tailoring	of	website	content,	layouts,	banners,	and	product	displays	in	real	time.	Algolia,	Nosto,	Dynamic	Yield,	Monetate,	OptinMonster	Product	Recommendations	&	Merchandising
Personalized	product	suggestions,	upsells,	cross-sells,	and	merchandising	rules	to	boost	AOV.	Algolia,	Coveo,	Bloomreach,	Nosto,	Dynamic	Yield	Lifecycle	Marketing	&	Messaging	Personalized	campaigns	across	email,	SMS,	push,	and	ads	to	drive	retention	and	repeat	purchases.	Klaviyo,	Insider,	Oracle	Marketing,	Salesforce	Personalization	Customer
Data	Platforms	(CDPs)	&	Audience	Segmentation	Unified	customer	profiles,	real-time	segmentation,	and	predictive	scores	to	power	personalization.	Insider,	Oracle	Marketing,	Salesforce	Personalization	Experimentation	&	Optimization	Testing	and	measurement	of	personalization	strategies	with	A/B	and	multivariate	experiments.	Algolia,	Optimizely,
VWO,	Dynamic	Yield,	Monetate,	Adobe	Target	Omnichannel	&	Journey	Orchestration	Coordinating	consistent,	personalized	experiences	across	web,	app,	email,	ads,	and	offline	channels.	Insider,	Bloomreach,	Salesforce	Personalization,	Oracle	Marketing,	Adobe	Target	Ecommerce	personalization	use	cases,	explained	Search	&	Discovery
Personalization	What	is	it:	Search	and	discovery	personalization	ensures	that	every	ecommerce	shopper	can	quickly	find	products	that	are	most	relevant	to	their	intent,	preferences,	and	context.	This	is	especially	critical	for	retailers	with	large	or	complex	catalogs.	Typical	features	include:	vector	and	semantic	search,	autocomplete,	dynamic	filters	and
facets,	personalized	ranking,	and	behavioral	search	optimization.	Top	solutions:	Algolia:	Known	for	speed	and	developer-friendly	APIs,	Algolia's	personalization	solution	combines	semantic	search	with	AI-powered	ranking	to	personalize	lightning-fast	search	and	discovery	experiences	for	both	B2B	and	B2C	ecommerce.	Coveo:	Coveo	provides
enterprise-grade	search	and	discovery	with	strong	AI	for	complex,	enterprise	product	catalogs.	It	excels	at	surfacing	relevant	results	across	commerce,	content,	and	customer	service	channels.	Constructor:	Built	specifically	for	commerce,	Constructor	uses	natural	language	processing	and	user	behavior	to	power	search,	browse,	and	product	discovery.
It	emphasizes	business	outcomes	like	revenue	lift	rather	than	clicks	alone.	Bloomreach:	Bloomreach	offers	advanced	search,	navigation,	and	AI-powered	merchandising	designed	to	handle	large	catalogs	and	deliver	highly	relevant	product	results.	Onsite	Experience	Personalization	What	it	is:	Onsite	personalization	tailors	the	content,	layout,	and
offers	shown	to	visitors	in	real	time,	ensuring	each	shopper’s	browsing	journey	feels	relevant.	Typical	features	include:	dynamic	homepages,	personalized	category	pages,	product	carousels,	behavioral	triggers,	and	on-site	banners	or	CTAs.	Top	solutions:	Algolia:	The	same	algorithm,	rules,	and	promotions	run	in	Algolia	search	can	be	used	on	—
category	and	collection	pages,	product	details	pages,	landing	pages,	etc..	This	allows	you	to	create	consistent	user	experiences	throughout	a	customer’s	journey	on	your	site	or	federated	sites.	Nosto:	A	turnkey	solution	for	mid-market	retailers,	Nosto	personalizes	site	content,	product	displays,	and	layouts	without	heavy	engineering	resources.
Dynamic	Yield:	A	comprehensive	platform	offering	advanced	onsite	personalization,	including	individualized	product	displays,	banners,	and	tailored	CTAs.	Dynamic	Yield	integrates	personalization	with	testing	for	continuous	optimization.	Monetate:	One	of	the	earlier	leaders	in	this	space,	Monetate	provides	dynamic	content	personalization,
segmentation,	and	A/B	testing	tools,	focusing	on	lifting	conversions	through	tailored	on-site	experiences.	OptinMonster:	Best	known	for	pop-ups,	exit-intent	overlays,	and	targeted	onsite	promotions,	OptinMonster	is	often	used	by	smaller	retailers	looking	to	capture	leads	and	reduce	abandonment.	Product	Recommendations	&	Merchandising	Engines
What	it	is:	Recommendation	engines	and	personalized	merchandising	suggest	the	right	products	to	the	right	shopper	at	the	right	time,	driving	higher	average	order	values	and	cross-sells.	Typical	features	include:	“Frequently	bought	together,”	“You	may	also	like,”	upsell	bundles,	AI-powered	recommendation	carousels,	and	merchandising	dashboards
for	business	rules.	Top	solutions:	Algolia:	Beyond	search,	Algolia	personalizes	product	suggestions	based	on	user	behavior	and	product	attributes,	giving	retailers	full	control	over	merchandising	logic.	Coveo:	Coveo	uses	machine	learning	to	suggest	relevant	products	in	real	time,	helping	large	retailers	optimize	both	conversion	and	inventory.
Bloomreach:	With	strong	merchandising	capabilities,	Bloomreach	recommends	products	that	balance	personalization	with	business	goals	such	as	margin	or	inventory	sell-through.	Nosto:	Nosto	provides	intuitive	tools	for	personalized	product	recommendations,	upselling,	and	bundling,	with	marketing	teams	able	to	adjust	rules	without	coding.
Dynamic	Yield:	The	platform	offers	advanced	product	recommendation	strategies	powered	by	machine	learning,	with	testing	frameworks	to	measure	lift.	Lifecycle	Marketing	&	Messaging	Personalization	What	it	is:	Lifecycle	personalization	extends	beyond	the	website	to	email,	SMS,	push,	and	ads,	keeping	shoppers	engaged	with	tailored
communications	that	encourage	repeat	purchases.	Typical	features	include:	triggered	email/SMS	campaigns	(cart	abandonment,	winback),	dynamic	content	blocks	in	messages,	predictive	send-time	optimization,	and	personalized	offers.	Top	solutions:	Klaviyo:	A	leading	choice	for	DTC	brands,	Klaviyo	combines	email	and	SMS	automation	with
predictive	analytics.	Its	segmentation	and	lifecycle	flows	help	retailers	drive	retention	and	repeat	purchases.	Insider:	Insider	offers	cross-channel	lifecycle	personalization,	unifying	web,	app,	email,	SMS,	and	messaging	apps	into	coordinated	customer	journeys	powered	by	AI.	Oracle	Marketing:	As	part	of	Oracle’s	enterprise	suite,	Oracle	Marketing
Cloud	delivers	advanced	audience	targeting	and	lifecycle	campaign	orchestration	across	email,	mobile,	and	advertising.	Salesforce	Personalization	(formerly	Interaction	Studio):	Salesforce’s	personalization	solution	ties	lifecycle	personalization	into	its	broader	CRM	and	Marketing	Cloud,	giving	enterprises	unified	data	and	cross-channel	campaign
execution.	Customer	Data	Platforms	(CDPs)	&	Audience	Segmentation	What	it	is:	CDPs	unify	data	from	multiple	touchpoints	into	persistent	customer	profiles,	powering	segmentation	and	predictive	modeling	that	other	tools	can	activate.	Typical	features	include:	identity	resolution,	unified	customer	profiles,	real-time	segmentation,	and	predictive
scores	(churn,	LTV,	propensity	to	buy).	Top	solutions:	Insider:	In	addition	to	lifecycle	messaging,	Insider	provides	CDP-like	functionality	by	unifying	customer	data	into	real-time	segments	for	activation	across	channels.	Oracle	Marketing:	Oracle’s	CDP	capabilities	help	large	enterprises	centralize	data	across	commerce,	service,	and	marketing	systems.
Salesforce	Personalization:	Salesforce	integrates	CDP	functionality	with	its	CRM,	enabling	unified	profiles	and	audience	segmentation	across	the	Salesforce	ecosystem.	Experimentation	&	Optimization	Platforms	What	it	is:	Experimentation	platforms	let	brands	test	different	experiences,	measure	uplift,	and	refine	personalization	strategies	for
maximum	impact.	Typical	features	include:	A/B	testing,	multivariate	testing,	personalization	rules,	algorithm	transparency,	and	uplift	measurement.	Top	solutions:	Algolia:	Algolia	customers	can	A/B	test	results	across	attributes,	user	segments,	user	behavior,	and	more.		Optimizely:	Known	as	a	leader	in	experimentation,	Optimizely	offers	robust	A/B
and	multivariate	testing,	enabling	teams	to	measure	the	impact	of	personalization	across	journeys.	VWO:	Offering	experimentation,	heatmaps,	and	analytics	tools,	VWO	provides	tools	for	optimizing	onsite	experiences	and	personalization	campaigns.	Adobe	Target:	Adobe	Target	integrates	testing	and	personalization,	offering	personalized	content,
recommendations,	and	both	manual	and	AI-powered	multivariate	experiments	within	Adobe	Experience	Cloud.	Omnichannel	&	Journey	Orchestration	What	it	is:	Omnichannel	personalization	coordinates	consistent,	personalized	experiences	across	every	customer	touchpoint,	from	web	and	mobile	to	email,	ads,	and	in-store.	Typical	features	include:
journey	mapping,	cross-channel	triggers,	unified	orchestration,	and	AI-powered	next	best	action	recommendations.	Top	solutions:	Insider:	Offers	strong	omnichannel	orchestration	across	web,	app,	email,	SMS,	and	messaging	apps,	powered	by	predictive	segmentation.	Bloomreach:	Bloomreach	Engagement	combines	data,	messaging,	and
orchestration,	giving	retailers	control	over	journeys	across	multiple	channels.	Salesforce	Personalization:	Embedded	into	Salesforce’s	broader	ecosystem,	it	enables	consistent	personalization	across	sales,	service,	marketing,	and	commerce.	Oracle	Marketing:	Oracle	supports	global	enterprises	with	orchestration	across	web,	mobile,	ads,	and	offline
channels,	tied	into	its	data	and	analytics	stack.	Adobe	Target:	As	part	of	Adobe	Experience	Cloud,	Adobe	Target	supports	cross-channel	personalization	and	integrates	with	Adobe	Analytics	for	unified	journey	optimization.	Choosing	the	right	ecommerce	personalization	platform	Choosing	a	personalization	platform	isn’t	just	about	comparing	features
but	about	aligning	technology	with	your	business	goals,	team	resources,	data	maturity,	techstack,	and	customer	experience	strategy.		Use	the	following	framework	to	evaluate	the	market	and	build	a	shortlist	of	vendors.	A	clear	objective	will	narrow	the	categories	of	vendors	that	are	relevant	to	your	use	cases	and	goals.	Step	1:	Define	your	ecommerce
personalization	objectives	The	first	mistake	many	teams	make	is	jumping	straight	to	feature	comparisons.	Instead,	start	with	the	why.	What	is	the	business	problem	you’re	trying	to	solve?	If	your	biggest	challenge	is	helping	shoppers	navigate	a	large	or	complex	catalog,	ecommerce	search	solutions	should	rise	to	the	top	of	your	list.	If	you	want	to	lift
conversion	rates	on-site,	find	an	ecommerce	search	platform	that	excels	in	content	personalization	and/or	offers	an	AI-powered	product	recommendation	tool.	If	repeat	purchases	and	retention	are	your	priority,	lifecycle	marketing	and	messaging	tools	may	deliver	the	most	immediate	ROI.	For	enterprises	with	multiple	touchpoints,	the	goal	may	be	to
deliver	a	consistent,	omnichannel	journey—which	points	you	toward	orchestration	platforms.	Step	2:	Assess	your	current	data	and	technology	maturity	Personalization’s	effectiveness	is	based	on	how	much	data	you	have	and	your	existing	techstack	because	platforms	rely	on	your	existing	data	infrastructure	versus	how	much	they	bring	their	own
intelligence.		Evaluating	your	own	data	volume	and	techstack	is	as	important	as	evaluating	the	vendor.	A	personalization	platform	will	underperform	if	you	don’t	have	the	team	or	data	to	support	it.	If	you	already	have	a	unified	customer	view	through	a	CRM	or	CDP,	you’ll	want	a	platform	that	can	plug	into	that	ecosystem	seamlessly.	If	you	lack	that
foundation,	consider	vendors	that	can	act	as	both	personalization	engine	and	data	layer	(e.g.,	Insider,	Salesforce	Personalization).	Think	about	technical	resources:	Do	you	have	developers	who	can	manage	APIs	and	tuning	(e.g.,	Algolia,	Constructor),	do	you	need	a	marketing-friendly	interface	with	templates	and	drag-and-drop	controls	(e.g.,	Nosto,
Klaviyo),	or	do	you	need	a	platform	suited	for	both	developers	and	non-technical	merchandisers	(Algolia)?	Step	3:	Prioritize	core	capabilities	versus	advanced	nice-to-have’s	Not	every	business	needs	advanced	AI	or	omnichannel	orchestration	on	day	one.	Divide	your	requirements	into:	Table	stakes:	Recommendations,	personalized	search	ranking,
dynamic	segmentation,	triggered	lifecycle	messaging.	These	are	the	minimum	bar.	Advanced	differentiators:	Generative	content	like	shopping	guides,	dynamic	pricing,	conversational	commerce,	cross-channel	orchestration,	real-time	personalization.	These	are	capabilities	that	create	future	advantage	but	may	require	more	investment	and	change
management.	Understanding	needs	versus	nice-to-have’s	keeps	you	from	overbuying.	Many	teams	pay	for	advanced	features	they	never	implement,	while	neglecting	the	basics	that	actually	move	the	needle.	Step	4:	Evaluate	vendor	fit	by	category	Once	you	know	your	objectives	and	requirements,	map	vendors	into	the	categories	that	matter	for	you,
and	avoid	comparing	across	categories.		For	example,	a	personalized	marketing	tool	like	Klaviyo	isn’t	competing	with	a	personalized	search	platform	like	Algolia.	They	solve	different	problems	and	personalize	different	parts	of	the	ecommerce	shopper	experience.	Step	5:	Score	vendors	against	business	criteria	Use	a	weighted	scorecard	so	you’re
forced	to	make	trade-offs	explicit	instead	of	being	swayed	by	flashy	demos	or	vendor	hype.	Build	the	scorecard	around	dimensions	like:	Capabilities:	Does	it	deliver	the	features	you	actually	need?	Ease	of	use:	Can	your	marketers	manage	campaigns	without	constant	developer	support?	Integrations:	Does	it	fit	into	your	commerce,	CRM,	and	data
stack?	Scalability:	Can	it	handle	your	traffic,	catalog	size,	and	growth	trajectory?	Support	&	services:	What	training,	onboarding,	and	success	resources	are	included?	Cost	&	ROI:	Is	pricing	usage-based,	enterprise-only,	or	tiered	—	and	how	does	that	map	to	your	budget	and	expected	revenue	lift?	What’s	the	total	cost	of	ownership?	Are	all	necessary
features	included	or	are	they	costly	add-ons?		Step	6:	Confidently	make	the	decision		At	this	stage,	you	should	have	a	shortlist	of	2	to	3	vendors,	plus	comparative	scoring	against	your	criteria.	Now	weigh	factors	beyond	the	product,	like	vendor	roadmap,	cultural	fit,	reference	customers,	and	long-term	partnership	potential.		The	best	choice	is	the	one
that	balances	today’s	needs	with	tomorrow’s	growth,	while	fitting	your	team’s	capacity	to	actually	execute.	Get	started	with	personalization	Personalization	has	become	a	key	driver	of	customer	experience	transformation,	and	a	cornerstone	of	modern	ecommerce.	But	the	path	to	getting	it	right	depends	on	more	than	just	picking	a	tool	off	the	shelf.
The	market	is	broad,	with	vendors	specializing	in	different	areas,	and	no	single	platform	is	the	perfect	fit	for	every	business.		The	key	is	to	start	with	your	goals,	map	them	to	the	right	use	cases,	and	evaluate	vendors	based	on	how	well	their	strengths	align	with	your	needs,	resources,	and	level	of	data	maturity.	If	your	use	cases	happen	to	be	AI-
powered	personalized	search	and	product	recommendations,	and	your	goals	are	increasing	revenue	while	improving	the	customer	experience,	Algolia	may	be	an	ecommerce	personalization	solution	to	shortlist.		Frequently	asked	questions	How	do	I	know	if	my	business	is	ready	for	a	personalization	solution?	You’re	ready	if	you	have	enough	site	traffic
or	customer	data	to	benefit	from	personalization,	and	if	you’re	hitting	limits	with	built-in	tools	or	manual	rules.	Even	smaller	retailers	can	see	ROI,	but	enterprises	with	larger	catalogs	and	more	touchpoints	typically	gain	the	most	from	advanced	solutions.	Does	catalog	size	affect	which	personalization	platform	I	should	choose?	Yes.	Platforms	built	for
smaller	or	mid-sized	catalogs	(hundreds	to	a	few	thousand	SKUs)	often	prioritize	ease	of	use	and	faster	time	to	value.	For	large	or	complex	catalogs	(tens	of	thousands	to	millions	of	SKUs),	you’ll	need	a	platform	with	advanced	indexing,	AI-driven	discovery,	and	strong	merchandising	controls	like	Algolia,	Coveo,	or	Bloomreach.	How	do	I	measure	ROI
from	personalization?	Track	metrics	that	tie	directly	to	revenue:	conversion	rate	lift,	average	order	value	(AOV),	repeat	purchase	rate,	and	cart	abandonment	reduction.	Strong	platforms	provide	A/B	testing	and	reporting	tools	so	you	can	attribute	uplift	directly	to	personalization	efforts.	Do	personalization	platforms	work	differently	for	B2C	vs.	B2B?
Yes.	In	B2C	ecommerce,	personalization	usually	focuses	on	driving	conversions	and	order	value	through	product	discovery,	recommendations,	and	lifecycle	marketing	at	high	volume.	In	B2B	commerce,	personalization	emphasizes	account-based	experiences,	contract	or	tier-specific	pricing,	complex	product	catalogs,	and	longer	purchase	cycles	that
involve	multiple	stakeholders.	Can	a	single	vendor	serve	both	B2C	and	B2B?	Some	can,	but	usually	with	different	strengths.	For	example,	Algolia	and	Constructor	can	support	both	B2C	and	B2B	discovery,	while	Salesforce	and	Oracle	can	cover	complex	B2B	orchestration.	That	said,	many	mid-market	B2C-first	tools	(like	Nosto	or	Klaviyo)	may	not	fit
well	in	B2B	contexts	where	catalog	complexity,	pricing	models,	and	buying	cycles	are	very	different.	How	should	I	build	a	business	case	for	personalization?	Start	with	pain	points:	lost	revenue	from	poor	product	discovery,	low	conversion	rates,	or	weak	retention.	Quantify	the	opportunity	(e.g.,	a	10%	lift	in	AOV	or	a	5%	drop	in	cart	abandonment).
Then	align	vendor	capabilities	with	these	goals,	highlight	ROI	benchmarks	from	case	studies,	and	frame	personalization	as	a	growth	driver	rather	than	a	cost	center.	MARKETPLACES	Intuitive	catalog	and	search	results	for	your	customers	—	with	real-time	index	updates	Leading	marketplaces	scale	easily	with	Algolia	Chloé	Martinot	Product	Manager,
team	Search	@	ManoMano	Launch	a	test	case,	build	front-end	experiences	and	integrate	with	other	platforms	—	all	within	hours.	Focus	on	value-added	tasks	instead	of	maintaining	your	search	infrastructure.			Fully	hosted,	managed	and	secured	by	Algolia		Speed	at	scale	-	Algolia	serves	1.7	trillion	searches	a	year	Near	real-time	indexing	Easy	front-
and	back-end	integration	Full	programmatic	configuration	Transparent,	fully	customizable	ranking	algorithm	Configure	text	relevance	to	adapt	to	your	user	generated	content	Leverage	your	first-party	data	Everything	you	need	to	match	the	pace	and	scale	of	a	high-performing	marketplace			Continuous	engine	optimization	Built-in	query	suggestions
and	dynamic	faceting	Voice	Search,	Personalization	initiatives	you	can	jump-start	Extensive	documentation	Advanced	front-end	libraries	API	clients	in	12	languages	Support	for	70+	languages	Geo-distributed	infrastructure	Data	and	settings	easy	to	replicate	Let	your	business	teams	run	autonomously	Combine	the	art	of	merchandising	with	the
science	of	algorithms	with	the	Algolia	Merchandising	Studio.	Find	automations,	rules,	and	analytics	in	one	place	Replace	scattered	spreadsheets	with	centralized	real-time	insights	Combine	AI	and	human	controls	All	with	zero	code	and	100%	business-user	friendly	Discover	the	Merchandising	Studio	From	configure-price-quote	systems	to	marketplace
connections	to	AI-powered	site	search,	flourishing	B2B	companies	are	deploying	digital	technology	that	connects	with	their	customers	and	grows	sales.	Learn	how	to	stand	out	with	strategies	for	managing	your	products	across	multiple	marketplaces,	marketing	tactics	and	how	to	make	your	Amazon	business	attractive	to	sell.	Learn	how	edX,	an
educational	technology	platform,	improved	the	way	they	connect	learners	with	the	right	educational	courses	using	Algolia	Search.

mazaxemo
https://dacselectrosystems.com/images/76773553600.pdf
http://chi-kara.net/userfiles/file/pakirodivozu.pdf
https://leaders-adv.net/userfiles/file/mojux-lexigibap-wixesezexaparal-zunodurepegogud-jumamufap.pdf
xahe

https://dolaodong.com/userfiles/file/taruvozibo.pdf
https://dacselectrosystems.com/images/76773553600.pdf
http://chi-kara.net/userfiles/file/pakirodivozu.pdf
https://leaders-adv.net/userfiles/file/mojux-lexigibap-wixesezexaparal-zunodurepegogud-jumamufap.pdf
https://bursakaynak.com/userfiles/file/07e90556-8c0a-4f78-b078-3ed6ae7566de.pdf

