Site Search Socialization: A Phased Approach

Bazaarvoice’s social commerce solutions provide the peer-generated data your customer’s need to make their site visit a conversion event.  Integration of social data to search, navigation, and recommendation provides different ways to deliver the navigational experience your customers are hungry for.  We can divide our integrations into different phases based on what they seek to achieve.
Phase I: Basic Search Functionality Enhancement 
Low effort, quick time-to-value, and widespread customer expectation that these features will be present make these integrations some of the easiest ways to enhance your existing site search experience:
· Display ratings in-line to search results: including average overall rating in search results is a great way to get started.  Look at your multi-session conversion metrics before and after enabling in-line ratings to help quantify the value of ratings to site search.

· Sort by top-rated: allowing users to sort search results by rating is a proven way to increase conversion:

· Golfsmith: 319% higher sales per unique visitor
· Petco: 41% higher sales per visitor; top-rated now the default sort
· Sort by number answered questions: integrating our Ask & Answer solution by adding a “number of answered questions” sort option allows users to spend less time looking for answers and more time converting.
· Display ratings in-line to recommendations: including ratings in-line to your product recommendation engine results provides a valuable, authentic overview for your customers to add credence to the recommendation.
· Deploy SearchVoice landing pages: drives natural search benefit and also creates unique presentations of review data to highlight in your site search results.
Phase II: Highlight Reviews
After initial integration, the next level of site search socialization is to increase the prominence of reviews on-site: 

· Add top rated product categories: Creating “Top Rated” product categories within your site hierarchy produces documented results: 
· Bass Pro Shops: 59% higher conversion, 16% higher average order value
· Golfsmith: 49% higher conversion
· Petco: 49% higher conversion, 63% greater spend
· A major apparel retailer: 29.92% higher session conversion, 32.88% higher sales per unique visitor, and 60.29% lower bounce rate
· Enable brand- and category-specific rating landing pages: presenting those that enter “(brand name) + reviews” with featured review content on products of (brand name) is an excellent way to deliver more relevant information to your clients.  One leading multichannel retailer we work with is even exploring the possibility of charging manufacturers for creation of these pages!
· Use social data as an input to your site index: structured review, question, and answer text is an excellent addition to your site index.  To make the most of this asset, be sure to tune and tweak your search algorithm to treat this data appropriately.  Some rules you might begin with: 
· Return products with reviews containing (query) only if no product descriptions match (query)

· Return review data instead of products any time (query) contains “review” or “rating”
· Return question and answer data any time (query) contains “?”, “how do”, or “how to”
· Socialize your profile: Recommend more relevant products by including our social commerce data in your profiles of individual users, demographics, products, and product categories.  It’s very powerful to know that someone bought widget x and later rated it 4 stars overall, 5 stars for durability, 3 stars for value, 5 stars for appearance, and included a review that expressed sentiments rated to fit being too narrow.
· Deploy our SearchVoice microsite: turn your SearchVoice landing pages into a fully navigable social data asset, complete with greater SEO benefit:
· One leading etailer increased daily search referrals by 40%, page views by 63%, and time on site by 68%. 
Phase III: Unique Functionality
Social commerce data can serve as a vital part of the site search experience, providing unique functionality that drives higher conversion by allowing consumers to more effectively communicate exactly what they’re looking for:

· Sort by individual importance: allow visitors to personalize their sort order by entering weights for the importance of multiple rating dimensions combined with other product attributes
· Flexible social data importance: allow users to tweak the prominence of social data as an input to your site search algorithm.  Begin by enabling a ‘reviews’ tab that will contain search results for reviews, and test expansion to even more user control.

· Differentiate question and answer display: allow users to adjust how prominently question and answer data affects their search results, as well as whether this data is weighted by the algorithm at all.
· Differentiated Recommendations Rattings: differentiate in-line ratings: show durability rating if profiled as a durability shopper

· Longer-tail SEO: plan keyword/media buys online and off based on analysis of our social content: advertise where and how your customers say they heard about you!
Phase IV: Deep Personalization
The most advanced integration of social data with site navigation takes the voice of many to generate content customized for each individual customer: deep personalization driven by social content.  Some suggestions:

· Sentiment analysis:
· Differentiated display of review snippets in search results: show each user reviews that have been left by others in his/her demographic
· Differentiated question and answer display in search results: show beginners answers to commonly asked questions, and show experts the difficult, unanswered queries
· Recommendations w/ network analysis: pull in users’ social maps, whether limited to onsite or more broadly, and factor in what those closely connected to them have rated highly
· User-generated SEO: engage users in creating the content high-margin users want, and use our solutions to moderate/optimize it
Phase V and Beyond: Ask Your Customers

What do your customers want to find, and how do they want to find it?  Chances are increasingly high that they’ll want help from others like them to sort through the infinite choices of modern retailing.  With social commerce deeply integrated across your navigation options, your customers will reward you for helping them separate the wheat via higher conversion rates.
