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1. BUILD A DEDICATED SEARCH TEAM

Good at:

Should do:

If they own search:

Merchandising Team

)

-

Tech Team

Know users and trends

Own product performance

Own product data

Make many small scale
changes and create
problems that didn’t exist

Analyse and generalise

Own user journey
(How to use shop features to find
the right products)

Know the shop features

Own infrastructure
Own features

Make too few big changes
and solve problems that
don’t exist
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Ownership of search at top Fredhopper customers:

No dedicated search expert Ded|catedtsearch
e ~_ / expert(s)
19%

Dedicated finding expert
67%
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Wrong data

Black Shift Dress With Floral Lace
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(\, 3. BUILD AWARENESS ACROSS THE ORGANISATION

Wrong data

Black Shift Dress With Floral Lace

Inconsistent data

Little Black Dress - White
'‘Caroline' lace bodycon
dress

Misleading data

. archid beanie

. red heels
. pink tie

. berry beret
. sun - twin set
. orchid beanie
. sun-glasses
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PDP clicks per search session
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C\' 4. MEASURE THE RIGHT THINGS

* Online evaluation
» Search result click rate

* MRR of first click
» Search refinement rate

» Offline evaluation
* Precision@1
* Precision@4
» Precision (all results)
* Recall

+ additional low level metrics
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C\' 5. BUILD A MEASUREMENT FRAMEWORK

Exact match Spellcheck Partial match No results
® @ o
8% 13% 5%

74%
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WEELU CErd arene i < Online evaluation
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C\' /. ECOMMERCE IS DIFFERENT

{O‘ d ressJ
a N N
Name Name
Summer dress Evening dress
Category Category
Casual dresses, Evening wear
Beach dresses
Style

Style Formal
Skater dress

N N\ j
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J 9. DON’T FIX WHAT CAN’T BE FIXED

ama;on | mim special ops @ Shop Beautiful Things, Updated Dally )

Shop by Hello. Sign in Try Wish 0
Department ~ Your Amazon.com Today's Deals Gift Cards Sell Help Your Account ~ Prime -~ List ~ ' Cart

9 results for "mtm special ops"

Show results for Related Searches: mtm, mtm special ops watch, mtm watch.

Men's Fashion >
Men's Wrist Watches

Outdoor Recreation >
Sport Watches

+ See All 5 Departments

Refine by

Eligible for Free Shipping
Free Shipping by Amazon

Avg. Customer Review

Frdrfrdrv7 & Up

. &Up Luminox Evo Navy Seal Blackout Luminox Rubber Strap Black Invicta Men's 6582 "Subaqua Noma Luminox Men's A.6402 F-117
Mens Watch 3051.BLACKOUT Chronograph Men's Watch - 3081.BO  |V" Stainless Steel and Black Nighthawk Analog Quartz Sapphire
&Up by Luminox by Luminox Polyurethane Watch Glass Watch
etatatad U by Invicta by Luminox
- e $269.28 $480.32 /Prime $235.00 $525.00 «/Prime 5 )
International Shipping FREE Shipping on orders over $35 FREE Shipping on orders over $35 $988.48 new (1 offer) $549.85 $+:360-00 Prime
AmazonGlobal Eligible Sports & Outdoors: See all 4 items Clothing, Shoes & Jewelry: See all 5items ~ SPorts & Outdoors: See all 4 items FREE Shipping on orders over $35
Show only Luminox items Show only Luminox items Show only Invicta items Sports & Outdoors: See all 4 items
Condition Sy v 249 s ~ 100 WYy v 86 Show only Luminox items

New N
W ¥ 29
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10. QUANTIFY ALL CHANGES

Increase
revenue

Add
searchable

e attributes

search results

+£15m to
£30m annual
revenue

+16% to 28%
search PVR

+8% to 14%
search CVR

+3% to 6%
overall CVR

£500m annual
revenue

+1% PVR =+0.5% 40% of revenue
CVR from search







SUMMARY

. Build a dedicated search team
. Set realistic expectations (no 100% search quality)
. Build awareness in the wider company (with buying team, etc.)

_J
—_

. Measure the right things

. Mix online and offline evaluation
. Ecommerce is different
. Start with user needs, not features

1
2
3
4
5. Build a KPI framework
6
/
8
9. Don't fix what can’t be fixed.
1

0. Quantify all changes

Organisation

Measurement

Optimisation




FOR GENERAL ENQUIRIES
sayhello@attragt.com

www.attragt.com

+44 (0) 20 3675 7800

CONTACT ME
Andreas Bruckner

abrueckner@attragt.com




