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Site Search:

An opportunity to learn from customer 

behavior… and influence it.



Site Search is a Conversation

• Effective websites: customer needs and 

business needs intersect.

• Align your mission with your user‟s mission 

and you‟ll sell more.

• Your customer is talking…listen. Search 

provides a “Database of Intentions.”

• Your customer is talking…respond. 



Site Search is Different from Navigation 

47 nav 

choices But only 1 

point of 

view…the 

retailer’s.



Site Search is Different from…. Search









Site Search: Experience Checklist

1. Search results are accurate, 
relevant and useful. Net is neither 
too wide nor too narrow.

2. Order of results is logical, learnable 
and flexible.

3. The search engine never returns 
dead end result pages

4. Misspellings and plurals are 
consistently handled.

5. Results pages offer clear 
confirmation of user‟s search: 
headline echoes search term. 

6. Exact item / single result searches 
take user directly to relevant page.  

7. Results can be viewed as either 
multiple or single pages.

8. Imagery conveys content, helps user 
choose. 

9. Search refinements are relevant and 
useful:

– Results can be both sorted and 
filtered. 

– Filtering options highlight 
differentiating product features. 

– Most useful filters offered first. 

10. How to choose content is offered. 

11. Merchandising recommendations 
are offered.

12. Same results offered via browse or 
search. 

13. Same refinements offered via 
browse or search. 

14. Search results function as strong 
entry pages. 



7 Elements of Deployment

1. Integrate with your data: product catalog +

2. Tune initial results

3. Integrate with your commerce platform

4. Design your interface

5. Define and apply business rules

6. Define metrics and integrate reporting

7. Set up human processes



Not Just Once: Over and Over and Over…



Site Search Analytics

• % conversion / searching 
visitors

• $ /searching visitor

• % search exits

• Customer satisfaction with site 
search

• Top (50) phrases searched

• Top categories searched

• Top concepts searched

• Top queries with no results

• Top queries w/ no results clicked

• Pageviews/ search

• Pages where searches 
begin…and end

• Top queries resulting in paging

• Top queries resulting in 
additional searches

• Top (and bottom) business 
rules utilized

• Top (and bottom) attributes 
utilized (guided nav)

• Top spelling corrections

• Segmentation: top searches 
for high $ customers; top 
searched for best external 
search keywords… 



To Optimize your Search, Test Your Site 

• Test merchandising

• Test layouts

• Test default sort orders

• Test imagery

• Test guided nav attributes

• Test targeted promotions

• Test contact center help



6 Questions for Your Vendor Short List

1. How does your secret sauce work? Really.

2. Tell me /show me: step by step, how will we 
launch the application?

3. How can we change it? Day 2? Week 7? Month 5?

Results weighting? Layout? Merchandising? Guided Nav
attributes? Business rules? Reporting?

4. Who will change it?
Vendor? Bad. IT? Bad. Business user? Good.

5. Can you show me 6 sites like mine successfully 
using your product?

6. How will you integrate with my analytics and 
testing tools?



6 Questions For You

1. How‟s your content?
What will be searched? How is content structured?
How much of the data is unstructured?

2. How‟s your team? 
Who will be responsible for content, for merchandising, for analysis,
for testing? What are the roles, hours, processes?

3. Can you begin with the end in mind?

4. How frequently does your world change?
New products, new promotions, new attributes…

5. How will you measure?

6. How will you test?



Thanks!

• Site search checklist and testing ideas:
www.rimmkaufman.com/IR-sitesearch

• Questions?
Larry Becker
larry@rimmkaufman.com

434 970 1010 x111


