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Letter From SearchNode 
CEO Antanas Bakšys
When we first came up with the idea to publish Ecommerce Trends 2020, I thought it would be 
easier. Our plan was: reach out to top eCommerce leaders from all over the world, show value 
and ask to fill a survey with 32 questions, get the data, summarize it and publish the report to the 
eCommerce community.

At first, it was as expected: we reached out to ~5000 decision-makers from big eCommerce com-
panies, reached an email open rate of ~30% (thanks to SearchNode brand which is trusted in the 
market), and nearly 160 people filled the survey of 30 questions. The 11% conversion rate was more 
than we expected!

However, when we got the survey's results - we understood that the easiest part is done. We didn't 
want to form an opinion from our perspective, which wouldn't always be objective. E.g., there was 
a question of whether profit or revenue will be the financial goal in 2020. 55% responded profit, 37% 
- revenue. How do we summarize this or what kind of trend it is?

Therefore we decided that we'll let our readers make conclusions themselves, and the goal of the 
Ecommerce Trends 2020 survey report will be to show possible trends, explain why different cases 
happen, and enrich it with opinions from other sources. We decided to be objective and don't 
form specific opinions about various topics.

Moreover, I'm thrilled that this ebook is data-driven from almost 160 eCommerce decision-makers' 
responses. Usually, what we find on the internet are just copywriters' opinions or content market-
ing activities, to form positive opinions about their topics.

Finally, I hope and believe that insights from Ecommerce Trends 2020 report will help you to form a 
winning strategy for 2020! Feel free to share the report with whom you think will be relevant and 
valuable.

Antanas Bakšys
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Background 
& Methodology



Welcome to eCommerce Trends 2020 Survey Report!

This global initiative was created by SearchNode Inc. with the explicit intent to help eCommerce retailers 

prepare their businesses for the future. The survey below was conducted in October 2019 and collected 

feedback from nearly 160 eCommerce decision-makers. They were contacted from across the globe and 

granted full anonymity for their responses.

Our goal was to collect insightful information about the trends or business models of current eCommerce 

companies. With the knowledge gained from these survey questions, readers will be able to incorporate 

their own ideas about the future and possibly form better, more profitable business plans for the coming 

year and beyond.

Below, you’ll find 32 survey questions that cover businesses’ thoughts on their competition, plans for future 

technology, and more.

The Profile Of The Respondents
For the purposes of the survey, we only contacted decision-makers to obtain the most reliable information 

about business decisions and plans going forward into 2020. The respondents of the survey hail from 37 

different countries across five continents. In total, 158 companies completed the survey in its entirety.

What's your role seniority?

n=35

n=31

n=29

n=27

n=15

n=10

n=7

n=4

Head

Manager

C-Level

Director

Owner

Senior

Founder

VP
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Of these decision-makers, 35 were the heads of their company or organization, 31 were at 
the manager level, and 29 were at C-level positions. The remaining 63 participants all held 
other stations at their home companies. This allowed us to receive views from those who 
carry the most sway over the direction of their company’s future. It was also important since 
decision-makers’ opinions hold the most merit, being able to see most of the same analyti-
cal resources we can and having access to all of their companies’ financial metrics.

Of the respondents, 13% were from the United States, 12% from Italy, and 10% from the United 
Kingdom. 6% of the respondents were from Spain, and all other respondents comprised 5% or 
less. Additional countries included France, Germany, Russia, Belgium, the Netherlands, Poland, 
Sweden, and more. A plurality of the respondents came from traditionally Western countries 
or cultures, which are primarily capitalist in nature.

Which country is your company based in?
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Most of the respondents work in companies that sell both online and in brick-and-mortar locations. This 

majority, about 69%, indicates that even in this digital age, most businesses see economic or retail value in 

maintaining a physical presence in the minds of consumers, even with heavy investment in eCommerce 

strategies or infrastructure.

This is likely because, although more and more transactions take place over the Internet with each passing 

year, there will always be a substantial proportion of any population that prefers physical locations to 

inspect the product or converse with a salesman. This population is typically concentrated in rural areas 

and comprised of older individuals, though this is not necessarily a uniform attribute.

26% of the respondent companies sold their products or services completely online without any physical 

locations available. This is still a substantial proportion of the respondents, likely due to the easy availability 

of Internet access for average citizens across countries. Online-only businesses can now thrive, especially 

with the advent of shipping improvements and the proliferation of digital services, goods, and subscriptions.

Only 1% of  the respondents (two companies) sold their products or services in physical locations without 

having an online presence or eCommerce infrastructure. These companies were either unable to set up 

eCommerce infrastructure at present but planned to incorporate digital strategies in their future or did not 

plan to utilize eCommerce strategies in 2020 at all. The viability of this strategy is up for debate, although 

without knowing precisely what the companies sold or provided, it’s hard to say why they did not yet have 

some kind of eCommerce presence, even in a mild capacity.

Regardless, this data clearly indicates that the vast majority of all companies see the value in either eco-

nomic growth potential or marketing to have eCommerce presence. While most still retain brick-and-mor-

tar stores for a variety of reasons, the significance of having an online location or centralized hub from 

which to conduct business cannot be understated.

Of course, companies that rely on selling their product to a diverse array of customers across a wide geo-

graphic area will benefit more from having eCommerce presence, such as a website for ordering said prod-

uct. Other companies that provide exclusively digital services will necessarily be centralized on the Internet 

as opposed to a physical location.

 Does your company sell online or offline?

69% 26% 4% 1%
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The respondents of the survey came from companies of variable size. The minimum revenue of a respon-

dent’s company in 2018 was less than $1 million for that fiscal year, while the maximum revenue was over $1 

billion. Between these two extremes, the majority of respondent companies reported 2018 revenues between 

$10 million and $50 million, about 22%. 

The next highest bracket was about 18% of the respondents with 2018 revenues between $100 million and 

$200 million. About 14% of the respondents reported earning more than $1 billion in 2018, followed by 12% who 

had 2018 revenues between $50 million and $100. Two brackets ($200 million - $500 million and $500 million - 

$1 billion) consisted of 10% of the respondents answers each.  

As you can see, most of the companies came from backgrounds that were doing reasonably or very well. 

Only a small minority, 14%, could be seen as from a background where they were still in an uncertain period 

of growth, making less than$10 million. All other companies (86%) earned 2018 revenues that imply a level of 

consistency and stability. These companies were all in a financial position to seriously look at future or 

long-term strategy, especially as it pertains to potentially costly investments in the eCommerce sphere.

In summary, the respondents numbered 158 from a sizable spread of countries and continents. Most of them 

came from primarily capitalist economies and had either combined online and physical stores or just online 

business infrastructure. In addition, the majority  of the respondents had 2018 revenues of over $10 million.

This data will help us analyze survey results over the following questions, as well as help us determine possi-

ble causes for responses.

What was the revenue of your company in 2018?
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Financial Position



For this question, we offered three possible answers: yes, no, and I don’t know. Two compa-
nies opted to answer as “somewhat successful” and “online-only”. Because the survey is pri-
marily interested in eCommerce trends and eCommerce strategies for the coming year, we 
did not include a response indicating high company success at brick-and-mortar stores 
without experiencing similar success from eCommerce infrastructure.

Of the respondents, a majority of 68% said that 2019 up until the end of October was finan-
cially successful for their companies. These companies likely saw success from both online 
and in-person stores in aggregate, but how much success is due to either income category 
is not known.

Interestingly, one of the responding companies claimed that their online or eCommerce 
infrastructure had been successful for the previous year while their physical locations were 
struggling. Without knowing the exact nature of this company, we can only speculate as to 
the reasoning behind this trend. However, it’s been known for some time that retail stores are 
struggling across the board, with only slight exceptions depending on the exact product sold 
at those retail stores. 
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Do you consider 2019 financially 
successful for your company 
up until now?

68%

25%

Online yes - stores are struggling



In general, people are more content to remain at home and do most of their shopping or 
business online without having to visit a physical location. This is exceptionally true thanks to 
the advent and accessibility of Amazon and similar shipping services.

In addition, modern-day retail has continued to face financial struggles as physical store-
fronts, and inefficient operations create rising costs that cannot compete with the conve-
nience and affordability of online shopping infrastructure. Many of the infamous retail casu-
alties – Rockport, Sears, Claire’s, Payless, and more – had a few similarities, including mount-
ing debt and a tendency to lag in digital development. Now more than ever, it seems that at 
least some eCommerce efforts are needed for retail success.

25% of the respondents answered that they had not experienced financial success in 2019. 
Again, although the exact details of these failures are not known, this amount of general fail-
ure is not unexpected. It’s normal in business for fast-growing industries such as retail and 
similar spheres to include winners and losers. In fact, it’s a good sign for eCommerce retail 
and other online business industries that most companies reported financial success. It indi-
cates a high likelihood that success is likely to continue, at least in the near future.
However, there is some room for interpretation, as 5% of the companies could not accurately 
claim whether 2019 had been financially successful or not.
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What will be more important for your company in 2020? Other
-Crossing borders (0.6%)
-Expand our footprint outside Italy  
(0.6%)
-Growth  (0.6%)
-Increase revenue from full price 
customers (0.6%)
-Increased brand recognition 
(0.6%)
-New customer acquisition (0.6%)

2%
I don’t know

Other
<4%

As companies must always focus on growth to remain relevant in a shifting economic land-
scape, we wanted to know what aspects of growth would be most pertinent to the respon-
dents. A majority of 55% answered that increasing profits will be the most important in 2020, 
even over increasing revenue ( only 37% of the respondents said that increasing revenue will 
be more important).



This may be mainly because increasing profits from eCommerce can be challenging to the 
extent that increased focus is required to turn a profit at all. Information parity is just one 
aspect of this dynamic; online shoppers can immediately check a competing site for differ-
ent pricing information, requiring fast price dropping to capture consumer purchases. This 
necessarily drives prices as low as they can possibly go for companies competing in the 
same sphere.

It’s also incredibly easy for new competitors to enter the market, although achieving scale is 
much more difficult. Many new companies that sell a product must compete with Amazon, 
which can often afford to drive prices down to the point of no return due to its efficiency and 
infrastructure. eCommerce return rates are also much higher than in-store return rates due 
to convenience for the consumer. This is especially true for clothing items; it’s a trend for 
consumers to purchase multiple copies of a single apparel item, try them on, then return 
whatever doesn’t fit.

Finally, shipping costs drive consumer traffic down. Therefore, many eCommerce sites will 
include free shipping, which can dramatically impact the bottom line for the business.

All in all, it makes sense that businesses and companies with a significant investment in their 
eCommerce platforms will focus on increasing their profits above all other aspects of 
growth. Without profit, it’s simply too hard to keep the ship sailing, so to speak, to think about 
anything else.

Will you increase your overall
ecommerce budget in 2020?
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As the eCommerce market continues to rapidly grow (analysts believe eCommerce will con-
tinue to rise until 2025), companies with eCommerce presences are expecting the trend to 
remain in the year ahead. Therefore, whether a company will increase its overall eCom-
merce budget in 2020 will drastically impact their next year’s chances of financial success.
A majority of 69% of the respondents will opt to increase their eCommerce budget in 2020. 
The next highest majority is 25%, who will keep their budget about the same. Only a mere 6% 
are unsure about their budget or will decrease it.

Interestingly, 48% of those respondents who said that 2019 had so far been financially unsuc-
cessful will still accompany their more successful contemporaries and increase the budget 
for 2020. This indicates that they at least see the potential for growth in the market, even if 
the returns haven’t yet shown up. This may also show a surplus of resources for investment 
opportunities, although it’s hard to say anything with precision due to the anonymity of the 
survey.

Overall, it seems that the respondents are largely in agreement: eCommerce is one of the 
key ways to financial success in 2020.
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Ecommerce
Platforms



What ecommerce platform are you on now?

BigCommerce (0.6%)
Bitrix (0.6%)
Intershop (0.6%)
JTL-Shop (0.6%)
Kooomo (0.6%)
Miva (0.6%)
NopCommerce (0.6%)
Redicom e-commerce 
cloud (0.6%)

Shopify (0.6%)
Sitecore (0.6%)
Spryker (0.6%)
Umbraco (0.6%)
Unata/Instacart (0.6%)
Vendallion (0.6%)
Websphere V
Wix (0.6%)
Woocommerce (0.6%)

Running a successful online store depends on having an eCommerce platform 

you can rely on. Since there are many eCommerce platforms to choose from, 

we expected quite a lot of diversity from the respondents. Indeed, 30 different 

eCommerce platforms were mentioned at least once.

However, the most popular answer, from 44% of respondent companies, was to use a custom platform. 

This majority indicates that it is most popular to hire someone to make or develop one’s own eCommerce 

platform. The next highest answer was Magento 1, which took up 12% of the responding companies’ busi-

ness.

Most of the other platforms received fewer than ten answers. So it seems that the majority of companies 

find it more profitable or more critical to the proliferation and recognition of their brand to develop their 

own platforms for their eCommerce strategies.

The reasons for this are likely as diverse as the responses. Depending on the exact company or service 

provided, it may be that custom-made eCommerce platforms are better able to direct customers to their 

products or help the company meet the needs of those customers. Conversely, it may be that many of 

the responding companies did not want to pay another platform to use their infrastructure, though given 

the financial success rate of the respondents, this seems unlikely.

It’s unknown whether these eCommerce platforms were developed in-house or if they were constructed 

by freelancers. This aspect is primarily determined by the nature of the business in question.
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While the current eCommerce platform spread is interesting, it’s also important to consider 
whether companies will be changing their platform in 2020. However, the majority of our 
responding companies seemed united once again with, “No.”

In total, 65% of responding companies will not be changing their eCommerce platform in 
2020, more than double the number of companies which will change their platform in 2020 
(29%). This indicates that switching one’s eCommerce platform is either costly in terms of real 
costs or interrupted business or that most companies don’t see the profit in the switch.

More companies said that they will not be switching their platforms than those who used a 
custom platform. Thus, we cannot directly state that companies are mostly happy with cus-
tom-designed eCommerce platforms tailored to their business or business model. However, 
it’s likely that the majority of those with custom platforms do not see the need to leave. The 
other stayers may be those comprising the other major eCommerce platform options.

It’s also notable that most Magento 1 users (89%) will be switching their platform due to the 
former’s support discontinuation. This represents a clear motivation for this group’s switch, 
which isn’t known for the others. 

Will you change your ecommerce platform in 2020?
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Top Ecommerce 
Technologies
for 2020



The respondents were asked about technologies that they plan to implement, improve, or 
change in 2020 to determine where their efforts would be focused in the coming year. This 
can lend some insight as to the overall strategy of most of the responding companies for 
one’s personal analysis. Companies were not limited to a single choice for this question but 
were instead encouraged to take as many as were applicable to their business plan for the 
coming year.

The data received was quite interesting. In fact, it can’t be said that companies were focus-
ing on just the essentials, such as email marketing or site-search, although both of the above 
technologies took up huge proportions of the respondents’ efforts. Instead, both well-known 
technologies and innovative fields are being focused on in 2020.

As an example, personalization is the number one focused technology for 2020, with 76% of 
companies saying that they plan to prioritize. Site-search was the next highest at 60%. Both 
of these seem logical, as they are integral to consumers' ability to either navigate an eCom-
merce website or form an attachment to the site in the form of a profile or a similar system. 
As site-search and other staple technologies continue to evolve and innovate, they’ll remain 
crucial for eCommerce companies. Site-search, in particular, makes sense, as its implemen-
tation in eCommerce arenas is constantly changing and improving.

What technologies in 2020 will you implement, improve, change?
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But payments, analytics, product visualization, and chatbots are all very high on the list as 
well. Thus it’s clear that newer eCommerce technologies are just as important as the funda-
mentals. This is especially true since consumers are fickle in this day and age and are likely 
to move on to different eCommerce institutions or businesses once offered something 
better.

Smaller for lesser-known technologies accordingly received less attention, although they 
may still be important for niche or specialty eCommerce business models. For instance, CRM, 
DAM, Facelift, Headless CMS, more delivery options, related product personalization, reserve 
at store, and store fulfillment all only received a single selection from one of the responding 
companies. Whether any of these will become more popular in time is yet to be determined.
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Environmentally
-Friendly
Ecommerce



How is your 
company
addressing 
environmental 
challenges?

As consumers focus more on the envi-

ronment and the challenges and dan-

gers that it presents to business and 

our way of life, eCommerce companies 

must also become conscious of these 

aspects they are to remain trendy and, 

therefore, profitable.

This is especially pertinent if companies 

want to capture younger demograph-

ics, most of whom are much more 

invested in environmentally conscious products, processes, or business models. While older demographics 

may continue to buy products from companies unconcerned with the environment, they will be harder to 

replace with millennials and younger generations without shifting to incorporate environmental policies.

The majority of the companies who responded to the survey are taking at least a single action to become 

greener (72%). The two most common responses were either plastic-free packaging (which allowed for the 

option for plastic-free packaging as a minimum), with 42%, or efficient transportation to lower overall emis-

sions, with 32%. Increasing locally made products was also a popular choice, with 15% choosing it.

However, a sizable minority of the respondents are not addressing climate change or other environmental 

considerations at all. 28% are taking no actions, indicating either a certainty in their consumers’ stability or 

an inability to adapt their business model based on the type of product they sell or the needs of their ship-

ping network. In addition, eCommerce companies that rely heavily on shipping their products to consumers 

may find it difficult to take any of the top reactions without damaging its bottom line beyond recovery.

A minority of the  respondents (24%) are taking more than two actions to become eco-friendly, and only 2% 

are doing more than three actions. This indicates that most respondents are aware of the problem of envi-

ronmental responsibility, but only a few are likely to have a dramatic and positive impact in the near future.
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Competition 
Level 
Overview



As mentioned before, the barrier to entry for a new eCommerce competitor is extremely low. 
Even though it can be difficult to challenge juggernauts like Amazon, eCommerce remains a 
highly competitive market for most companies (who are, of course, not Amazon).

The survey respondents were asked to evaluate the competition level in their sphere or 
market, and a majority of 86% said that the market is very tough or tough. Another 10% indi-
cated a level 3 amount of competition or a moderate amount. Even fewer view their market 
as not particularly competitive, adding up to about 3%, and 1% indicating no competition at 
all. This is likely due to several reasons, although the specifics are not known due to anonymi-
ty.

The ease with which other competitors can enter a given eCommerce market or sphere is 
likely a driving force. Even if a competitor only enters the field for a year or less, they have the 
potential to seriously damage the business’ bottom line by undercutting prices and taking 
away consumers, even for a short while. Because it’s so easy to start an eCommerce busi-
ness, many would-be entrepreneurs no doubt simply throw their best ideas at the wall just to 
see what will stick.

There are also entrepreneurs that bounce from website to website, taking them to a certain 
level of profitability and selling them to a less-knowledgeable buyer. These “website jumpers” 
can cause havoc in a particular market without necessarily intending to, constantly creating 
new companies that disrupt the eCommerce competition with short-term attractiveness 
without considering long-term sustainability.

 How would you evaluate the competition 
level in your market (on a scale from 1 to 5)?

Finally, Amazon itself and large competitors like it, oftentimes, cast a vast shadow over the 
eCommerce market, even for companies that sell niche products. Amazon is essentially the 
final form that an internet business takes, but because of its ubiquity, it’s difficult to compete 
with the juggernaut itself, especially since it has such a grip on shipping and a loyal, dedicat-
ed consumer base.

This essentially limits many eCommerce businesses' growing ability; they aren’t able to grow 
as large or as profitable as Amazon but also can’t be as cheap as temporary market disrup-
tors if they want to remain in the game for the long term. The resulting strategies for success 
will necessarily be carefully thought-out. Even the best business strategists will likely need a 
little luck to succeed in the eCommerce arena.

86%
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As mentioned before, the barrier to entry for a new eCommerce competitor is extremely low. 
Even though it can be difficult to challenge juggernauts like Amazon, eCommerce remains a 
highly competitive market for most companies (who are, of course, not Amazon).

The survey respondents were asked to evaluate the competition level in their sphere or 
market, and a majority of 86% said that the market is very tough or tough. Another 10% indi-
cated a level 3 amount of competition or a moderate amount. Even fewer view their market 
as not particularly competitive, adding up to about 3%, and 1% indicating no competition at 
all. This is likely due to several reasons, although the specifics are not known due to anonymi-
ty.

The ease with which other competitors can enter a given eCommerce market or sphere is 
likely a driving force. Even if a competitor only enters the field for a year or less, they have the 
potential to seriously damage the business’ bottom line by undercutting prices and taking 
away consumers, even for a short while. Because it’s so easy to start an eCommerce busi-
ness, many would-be entrepreneurs no doubt simply throw their best ideas at the wall just to 
see what will stick.

There are also entrepreneurs that bounce from website to website, taking them to a certain 
level of profitability and selling them to a less-knowledgeable buyer. These “website jumpers” 
can cause havoc in a particular market without necessarily intending to, constantly creating 
new companies that disrupt the eCommerce competition with short-term attractiveness 
without considering long-term sustainability.

Amazon is indisputably one of the largest eCommerce companies in the world. It’s predicted 
to account for almost 14% of worldwide online retail market sales, making it a massive com-
petitor for many eCommerce companies that sell products without a heavy niche audience. 
Therefore, we asked the survey respondents to consider how they evaluated Amazon as a 
competitor.

Finally, Amazon itself and large competitors like it, oftentimes, cast a vast shadow over the 
eCommerce market, even for companies that sell niche products. Amazon is essentially the 
final form that an internet business takes, but because of its ubiquity, it’s difficult to compete 
with the juggernaut itself, especially since it has such a grip on shipping and a loyal, dedicat-
ed consumer base.

This essentially limits many eCommerce businesses' growing ability; they aren’t able to grow 
as large or as profitable as Amazon but also can’t be as cheap as temporary market disrup-
tors if they want to remain in the game for the long term. The resulting strategies for success 
will necessarily be carefully thought-out. Even the best business strategists will likely need a 
little luck to succeed in the eCommerce arena.

How would you evaluate Amazon/AliExpress as your competitor? 
(on a scale from 1 to 5)?

Amazon

AliExpress
(Average 2,9) 

(Average 1,9) 
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A small majority of the respondents (27%) evaluate Amazon as a 3 out of 5 levels of difficulty 
as a competitor, otherwise understood as about neutral threat. But this is only a small major-
ity. On either end of the scale, 36% of the respondents rated Amazon as either main or one of 
competitors, while 37% of the respondents rated Amazon as not much of a competitor: either 
a minor competitor or not a competitor at all.

These responses indicate that Amazon is likely much more of a threat to certain businesses 
that compete more directly with its business model or which try to sell products that are 
vulnerable to Amazon’s low prices and other benefits, like free shipping for Amazon Prime 
members. On the flip side, if your eCommerce site doesn’t do what Amazon does, your odds 
of seeing it as a major competitor are quite low.

These results cast more understanding of the previous question’s responses, which asked 
the respondents to evaluate the level of competition in their market. It appears that while 
Amazon is a force to be reckoned with for some, much of the competition in the eCommerce 
market may be due to the sheer number of competitors rather than Amazon alone.

We also asked the respondents to evaluate AliExpress as their competitors using the exact 
same kind of scale. AliExpress is an online retail service based in China, mostly comprised of 
smaller businesses from China itself or surrounding countries. They primarily offer products 
to international online buyers, a sort of counterpart to Amazon’s U.S. and U.K.-focused mar-
kets. They connect Chinese retailers to global markets, though their buyers are not from 
mainland China but from other countries around the world.

Given the demographics and home countries of the respondents, it’s not much of a surprise 
to see that most of them do not consider AliExpress to be a major competitor. 76% of 
responding companies rated AliExpress below  2 in terms of competitiveness, with only 10% 
rating it as a 4 or 5 out of 5. This last 10% likely operates in AliExpress’ sphere (i.e. primarily 
international markets).

So what does this data mean?

It likely indicates that most consumers for a given company hail from a regionally relevant 
location. As an example, Amazon would only be a serious competitive threat to someone in 
Amazon’s sphere of influence, such as the U.S. AliExpress has a focus much more on interna-
tional markets, as the majority of their buyers come from Russia, Brazil, and countries other 
than China. Thus, companies focused on international markets might find AliExpress to be 

more of a threat, while eCommerce businesses targeting American customers might have 
more of a focus on Amazon.

Basically, it indicates that most eCommerce sites, despite the nature of the World Wide Web 
and how far you can reach a customer thanks to modern technology, still operate with “rela-
tively” local customers. In this sense, a California buyer from a New York eCommerce com-
pany is a local customer relative to a citizen of Singapore.
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of seeing it as a major competitor are quite low.

These results cast more understanding of the previous question’s responses, which asked 
the respondents to evaluate the level of competition in their market. It appears that while 
Amazon is a force to be reckoned with for some, much of the competition in the eCommerce 
market may be due to the sheer number of competitors rather than Amazon alone.

We also asked the respondents to evaluate AliExpress as their competitors using the exact 
same kind of scale. AliExpress is an online retail service based in China, mostly comprised of 
smaller businesses from China itself or surrounding countries. They primarily offer products 
to international online buyers, a sort of counterpart to Amazon’s U.S. and U.K.-focused mar-
kets. They connect Chinese retailers to global markets, though their buyers are not from 
mainland China but from other countries around the world.

Given the demographics and home countries of the respondents, it’s not much of a surprise 
to see that most of them do not consider AliExpress to be a major competitor. 76% of 
responding companies rated AliExpress below  2 in terms of competitiveness, with only 10% 
rating it as a 4 or 5 out of 5. This last 10% likely operates in AliExpress’ sphere (i.e. primarily 
international markets).

So what does this data mean?

It likely indicates that most consumers for a given company hail from a regionally relevant 
location. As an example, Amazon would only be a serious competitive threat to someone in 
Amazon’s sphere of influence, such as the U.S. AliExpress has a focus much more on interna-
tional markets, as the majority of their buyers come from Russia, Brazil, and countries other 
than China. Thus, companies focused on international markets might find AliExpress to be 

more of a threat, while eCommerce businesses targeting American customers might have 
more of a focus on Amazon.

Basically, it indicates that most eCommerce sites, despite the nature of the World Wide Web 
and how far you can reach a customer thanks to modern technology, still operate with “rela-
tively” local customers. In this sense, a California buyer from a New York eCommerce com-
pany is a local customer relative to a citizen of Singapore.

 | eCommerce Trends 2020 | www.SearchNode.com |  26https://searchnode.com



Free Returns



Free 

returns are a huge part of 

any eCommerce business that wants to be suc-

cessful relative to its competitors. That’s because offering them is one 

of the biggest reasons that consumers will choose to shop online versus visiting a 

brick-and-mortar location.

However, free returns can dramatically impact the bottom line of any business, especially those that are 

prepared for the logistical effort required to restock products or pay for shipping to bring that product back 

to distribution centers. In just the US, return deliveries will cost $550 billion in 2020, which is up 75.2% from the 

previous four years. Naturally, balancing the inevitable cost of free returns against the possibility of greater 

consumer traffic is something that every eCommerce retail site must consider for the future.

As a result, many companies are trying to get rid of free returns entirely. 31% of the survey participants will 

not offer free returns in 2020, while a single respondent said that they will stop providing free returns in 2020 

after offering them previously. This is interesting as it will likely be met with consumer backlash, indicating 

that the potential savings are significant enough to whether that kind of consumer loss.

Companies that limit the number of free returns they accept or who eliminate the service entirely may actu-

ally be doing all of us a favor. Consumers will stop buying multiple variations of a product with the explicit 

intent of returning most of them, wasting time and money on the part of the company. In addition, free 

returns make up a huge proportion of greenhouse gas emissions for many retail companies or corporations.

However, because many customers have come to expect free returns as a standard service from any 

eCommerce platform, many companies are doubling down on free returns. This reflects in the survey, as 

56% of the respondents will either continue to offer them or will begin to offer them in 2020. 
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without return 
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(0.6%)

We will test 
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(0.6%)

Returns are 
made in the 
physical shops 
for free (0.6%)

We offer free 
returns but will 
stop in 2020 
(0.6%)

Will offer free returns in 2020
56%



Interestingly, 1% of the respondents include free returns at physical locations and only offer paid returns 

through online infrastructure. This is an appealing compromise as it allows the customer to be responsible 

for some of the expenses of the return from the comfort of their home, but it negates a lot of the cost for the 

company if the customer brings it to a physical location themselves.

It would be inspiring to imagine that this may be the way of the future, but it’s definitely a minority. For now, 

at least, free returns will continue to be a largely negative force for eCommerce companies and one that 

many will struggle to survive with.
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Multi-Vendor
Platforms



The ability to challenge websites like Amazon on their home turf is an option that some 
eCommerce companies may consider for the 2020 year. Becoming a marketplace offers a 
potentially huge competitive advantage in the market, as it allows you to  provide consum-
ers with multiple items or purchasing options for a single item under your eCommerce infra-
structure or platform. It's also incredibly efficient and possibly financially profitable since 
inventory is generally handled by sellers rather than the platform or host company's em-
ployees. 

Furthermore, as multi-vendor marketplaces often get increased consumer traffic, they can 
afford it to have the lowest possible prices for a given product around and still earn a piece 
of the pie since the transaction happened in that marketplace. Of course, many merchants 
prefer to have their own online stores to prevent marketplaces from having a share of the 
profits. Still, it’s a popular model for many, and it’s no wonder; 31% of first-time shoppers 
prefer to buy on online marketplaces rather than vendor-specific eCommerce platforms.

However, becoming a marketplace can be quite tricky. Often it requires a tremendous work 
of back-end preparation and the development of efficient and easy-to-maintain digital 
infrastructure. Oftentimes it involves the development of a custom eCommerce platform. 
Then you also have to consider direct competition, such as Amazon, Etsy, or eBay.

Perhaps because of these aspects, the majority of the respondents will not be transforming 
to a marketplace in 2020. 65% of the respondents answered with a flat, “No.” However, 6% of 
the respondents are planning to transition to a marketplace, while 21% already are one. This 
adds up to a more significant proportion of 27% of the respondents who are more confident 

Will you become a marketplace in 2020?
in the advantages and benefits of being a multi-vendor platform. This may indicate an 
emerging trend that could, within a few short years, overtake the majority that currently  isn’t 
planning on transitioning.

One of the respondents is looking to develop the infrastructure or business plan necessary to 
become a marketplace. Still, since this is such a small piece of the data, it’s impossible to 
draw meaningful conclusions about the possibility of more marketplace competitors in the 
future. For now, it seems that most eCommerce companies will let the sleeping giants like 
eBay lie.
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The ability to challenge websites like Amazon on their home turf is an option that some 
eCommerce companies may consider for the 2020 year. Becoming a marketplace offers a 
potentially huge competitive advantage in the market, as it allows you to  provide consum-
ers with multiple items or purchasing options for a single item under your eCommerce infra-
structure or platform. It's also incredibly efficient and possibly financially profitable since 
inventory is generally handled by sellers rather than the platform or host company's em-
ployees. 

Furthermore, as multi-vendor marketplaces often get increased consumer traffic, they can 
afford it to have the lowest possible prices for a given product around and still earn a piece 
of the pie since the transaction happened in that marketplace. Of course, many merchants 
prefer to have their own online stores to prevent marketplaces from having a share of the 
profits. Still, it’s a popular model for many, and it’s no wonder; 31% of first-time shoppers 
prefer to buy on online marketplaces rather than vendor-specific eCommerce platforms.

However, becoming a marketplace can be quite tricky. Often it requires a tremendous work 
of back-end preparation and the development of efficient and easy-to-maintain digital 
infrastructure. Oftentimes it involves the development of a custom eCommerce platform. 
Then you also have to consider direct competition, such as Amazon, Etsy, or eBay.

Perhaps because of these aspects, the majority of the respondents will not be transforming 
to a marketplace in 2020. 65% of the respondents answered with a flat, “No.” However, 6% of 
the respondents are planning to transition to a marketplace, while 21% already are one. This 
adds up to a more significant proportion of 27% of the respondents who are more confident 

in the advantages and benefits of being a multi-vendor platform. This may indicate an 
emerging trend that could, within a few short years, overtake the majority that currently  isn’t 
planning on transitioning.

One of the respondents is looking to develop the infrastructure or business plan necessary to 
become a marketplace. Still, since this is such a small piece of the data, it’s impossible to 
draw meaningful conclusions about the possibility of more marketplace competitors in the 
future. For now, it seems that most eCommerce companies will let the sleeping giants like 
eBay lie.
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Top Ecommerce 
Marketing 
Channels 
with Most 
ROI in 2020



We asked survey respondents about the most successful marketing channels for their com-
pany in terms of return on investment (ROI). We offered multiple opportunities to clarify the 
nature of the marketing used, including direct marketing, referrals, paid search engine 
results, organic search engine traffic, social media marketing, retargeting, display, or email 
marketing. Some respondents added their own answers, as well.

A majority of the respondents (34%) replied that organic search marketing is predicted to 
have the most return on investment in 2020. This was followed by direct marketing at 21% and 
paid searches and email marketing methods at 17% and 14%, respectively. All other marketing 
methods had fewer than 4% of companies respond with a focus on them. 

All this indicates that most companies find subtler marketing strategies, such as a referral or 
social, to be less effective when compared to the investment made in either effort or direct 
monetary investment. On the flip side, more direct or bolder marketing efforts, like email ad-
vertising or paid search engine results, had a much higher return on investment.

By far, organic search traffic has the highest return on investment, according to the respon-
dents. This indicates that increasing your eCommerce business’ traffic for general organic 
searches is likely the number one way to increase your marketing ROI and general profitabili-
ty for 2020. Making your website as popular and high-ranking in search engines, it seems, has 
never been more critical.

Which marketing channel has the best ROI for your company?

Organic search34%

21%

17%

14%

4%

Direct

Retargeting

Email

Paid search

Other

Referral

Social4%

3%

3%

 I don't know (1.3%)
Affiliates (0.6%)
Amazon Marketing (0.6%)
N/A (0.6%)

OTHER
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Omnichannel 
Strategy



Do you consider the omnichannel strategy
important for your company in 2020 (on a scale from 1 to 5)?

With so many channels to engage with your shopper or consumer, it’s essential to develop a smart omni-
channel strategy for your eCommerce site regardless of its niche or consumer base. This significance 
cannot be denied; it’s known that 47% of shoppers who engage with retailers across ten or more channels 
make purchases from their favorite retailer's website at least once per week. This is compared to 21% for 
shoppers who only engage across one to four channels. 

Naturally, with most of the responding companies focusing on profitability above all other aspects of 
growth in 2020, a majority of the respondents (79%) said that the omnichannel strategy will be very relevant 
for their 2020 business plans or somewhat important. Only 11% said it would be neither important or unim-
portant, indicating level 3 in terms of importance. An additional 10% of companies don’t think the omni-
channel strategy is very important.

Whether this is because of ignorance or because of an aspect unique to their business model is not known. 
But it is clear that most eCommerce websites will need to focus on omnichannel strategies in 2020.
Even if your company is not particularly interested in this kind of market capture technique, it’s essential to 
remain relevant compared to your direct competitors. As competition is at least perceived to be very 
tough (recall the earlier question on the matter), most eCommerce companies will want to invest at least 
some resources into their own omnichannel strategy. This could help to resist against their most direct 
competitors. Failure to do so could lead to fast irrelevance.

Perhaps because of this focus, it’s no surprise that 49% of the respondents said that they would make 
improving, implementing, or changing their omnichannel technology in 2020, as was revealed in the previ-
ous question. Overall, omnichannel technology is likely to play a key role in 2020 and beyond for the majori-
ty of eCommerce companies or business models.
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Global average: 4.1



Ecommerce
Personalization



With so much competition on the market, consumers are faced with more choices about where to 
spend their money than ever before. With only snapshots of your business’ ethics, style, or product 
line, they have to make decisions about their spending in rapid succession. Beyond this initial pur-
chase, many eCommerce companies are attempting to build brand or website loyalty.

One of the most efficient ways to do this is to implement personalization technology or experiences 
into the eCommerce website itself. People who form attachments to things or experiences are less 
likely to let them go, even if a competing website offers a flat, lower rate for a product they want. 
This brand loyalty is a major reason why some companies can remain in business for quite some 
time, even if competitors slowly gouge them of customers.

Personalization can allow you to offer individual discounts or shopping opportunities for consumers, 
as well. 57% of consumers, according to some studies, are even willing to share private data to get 
discounts like this. Around 53% will do the same for personalized shopping experiences.

As a result, many digital retailers are focusing on personalization in 2020. This improves customer 
loyalty and can even boost online traffic conversions significantly, particularly if the user enjoys the 
personalization experience and feels that a relationship has been made.

Survey respondents seem to agree on this point as a majority, with 78% of the companies stating 
that they plan to not only keep their personalization tech but improve or increase their investments 
for this aspect. Another 14% are planning to keep their personalization levels the same, which may 
also include those who already have a significant amount of this tech integrated into their plat-
forms. Only 1% of the respondents will decrease personalization investments in 2020.

All in all, it’s clear that personalization is important to most. Most eCommerce businesses will want to 
at least investigate some aspects of personalization, if only to remain relevant compared to their 
direct competitors.

Will you invest more in personalization in 2020?
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Site-Search



How satisfied are you with your site-search?
 (on a scale from 1 to 5)?

Site-search can be critical for driving conversion and for ensuring that your site’s visitors have a pleasant 

search experience. This, in turn, drives loyalty and return customers. So we asked the survey respondents 

about their satisfaction with their current site-search experience. Note that this question did not ask about 

improving it.

A small majority (39%) of the respondents indicated level 3 of satisfaction, expressing moderate satisfaction. 

This matches what we’d expect given the high number of responding companies who reported that they’d 

focus on improving or implementing new site-search technology on an earlier question.

Interestingly, only a few respondents (4%) claim to have the highest satisfaction with their site-search, and 

27% more indicated that they are satisfied with their search. This suggests that most companies sense a 

healthy room for improvement at the very least, either because of perceived loss in conversion or customer 

complaints.

On the flip side, 30% in total are not satisfied at all or not really satisfied with their site-search infrastructure. 

This drove the overall average for all respondents to a mean score of 2.9 out of 5.

To determine the reasons behind the satisfaction levels, we also asked the respondents about the nature of 

their site-search functions, if they had them at all. The results were quite impressive, given the above 

answers.

Global average: 2.9
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How do you deal with site-search?



To dive deeper into the data, we examined the response spread among the companies from those who 

used in-house search technology and 3rd-party providers separately. Overall, third-party users were actu-

ally more satisfied than in-house search users by a significant amount, with a mean satisfaction rating of 

3.2 out of 5 compared to a mean satisfaction rating of 2.7 out of 5 for those with in-house site-search tech-

nologies. This means that many in-house site-search functions are in need of improvement, along with 

plenty of third-party providers’ technologies. 

Companies who build site-search in-house can experience many difficulties from finding qualified enough 

people to build the search to maintaining infrastructure. Often, the real challenge lies in not being able to 

keep up with ongoing maintenance tasks, bug fixes, or innovations. On the contrary, third-party users may 

have some issues as those solutions could lack autonomy and flexibility, or don’t have some key features 

that they may require for their business. Besides, third-party site-search solutions are not always very scal-

able, which can be essential for growth. 

In summary, it appears that most eCommerce companies have more difficulties with site-search they 

make themselves as opposed to trusting third-party providers or architects. This data makes it clear that 

you should prioritize excellent site-search functionality regardless of how you decide to do it.

 In-house vs 3rd party: How satisfied are you 
with your site-search?(on a scale from 1 to 5)?
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50% built their site-search in-house. 44% use site-search technology or solution developed from the outside. 

These two answers comprised the vast majority of responses. Between these, we can guess that a fair 

amount of both is not satisfactory for the respondents.

Very few respondents gave other answers, with the next highest oddly being those who lacked a 

site-search functionality at all - 4%. This is strange because visitors who use site-search technologies in 

some capacity generate 30-60% of all revenues. Those companies that don't have site-search functionality 

are likely missing out on significant profits.
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70cdddPro tip from SearchNode CEO Antanas Bakšys

When I think about site-search experience success, I always remember this post by Peep Laja:

This is a great illustration not only for the relevant personalization strategy but also for building excellent site-search 
experience.

I sometimes see decision-makers who are looking for the “best” site-search tool. They don’t think much about the 
continuous process of how they will reach the best possible search experience with it. They hope the new shiny toy 
will deliver results.
The key success factor in having the best possible search experience is to have a team of search experts behind the 
powerful technology. Search experts that are engineers and product managers, who continuously improve the 
search experience by engineering solutions, A/B test different assumptions, not just consult on how to set up a tool.

For example, you notice that when searching for ‘dog food’, search also displays cat food, dog bowls, and dog feed-
ers. Irrelevant products are found because they are all in the same category (Dog Food & Accessories); moreover, in 
the product description, there is text like ‘<…> bowl is usually used for dog or cat food <…> ”. In this case, the tool is usually 
used to manually exclude irrelevant results for the specific search query ‘dog food’, so next time the user searches it – 
irrelevant results will not be found. 

But the biggest challenge here is that there are tens or hundreds of thousands of products, with millions of similar 
cases, and the solution should apply for all of them, not just specifically for ‘dog food’. We call it – scalable search 
improvements, and it requires search engineers and product managers to find & implement the engineering solution.

A great example here is Amazon. They have ~400 full-time people who work on site-search experience. They don’t 
even use open-source Elastic or Solr, they use Apache Lucene. Amazon has hired the best search experts in the world 
like Mike McCandless and Michael Sokolov, invest tons of money into developing best search experiences.

And you still expect to compete with them by buying a shiny search tool which will do all the job?

It’s an end of the tools era and I believe 2020 will be the breaking point when eCommerce companies will start imple-
menting teams & processes, instead of buying tools.

This is the reason why we at SearchNode shifted from being just a SaaS search tool to a boutique technology compa-
ny that builds and continuously improves custom search solutions for big eCommerce companies. It's not super 
scalable from our side, but it gives unbelievable search experience and conversions for clients.

Now we use our powerful technology (that we also had when we were just a SaaS tool), prepare it for the client's 
unique product data, build dynamic merchandising algorithms and customize or build other great stuff.

In the end, the client has a tailored-made solution, with continuous improvements process, a team of search experts 
behind without hiring them full-time, not just a one-size-fits-all tool. And then the numbers speak for themselves.
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Chatbots



AI chatbots are quickly becoming more innovative and useful and may represent a possible cost-effective 

method of customer engagement and traffic directing. Chatbots are already being used in many eCom-

merce spheres for specific tasks, such as getting quick answers (especially in an emergency), resolving 

problems or complaints, or finding human customer service assistance. 

The frequency of use will likely increase, as the overall market size for chat cots is going to probably increase 

to over $1.3 billion by 2024. Because of their ease of use, they’ll likely phase out many human customer ser-

vice agents entirely. Even consumers themselves acknowledge that bot messaging is convenient and easy 

to be reminded about a business and its products.

However, they’re not perfect. Many chatbots execute inaccurate commands, misunderstand requests, or 

cannot perform a dialogue. But the possible benefits of chatbots can’t be ignored, especially for businesses 

that are hurting in the areas of the labor force or customer engagement rates. We asked survey respon-

dents about their chatbot plans to see what the market generally thinks of these curious new developments.

The results were fairly mixed overall. Most of the respondents (39%) don’t think that they’ll implement chat-

bots in 2020 in any capacity, with another 27% not certain either way. On the other hand, 24% will implement 

chatbots as part of their 2020 business model, and a meager 9% already have them, comprising 33% of com-

panies who are planning to use AI chatbots in 2020. It seems that current advantages or the cost-saving 

effects of chatbots aren’t worth the hassle to implement them, or companies are more trusting of human 

interaction when possible.

Overall, time will tell whether chatbots genuinely revolutionize the way we do business over the internet or if it 

will eventually fizzle out like a passing fad. With social media adopting AI and chatbots increasingly auto-

mating payments, however, usage of chatbots may grow significantly in the following years.

Will you implement AI chatbot(s) in 2020?

We already 
implemented
it/them No

Yes

I don’t know

Other

1%

9%

33%
Will use AI chatbot(s) in 2020

27% 24%

39%

1. For internal basic tasks (0.6%)
2. Still a possibility, but currently, no (0.6%)
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Direct Selling 
in Social Media



eCommerce companies are starting to consider direct social selling across the board. With social media’s 
meteoric rise only continuing as the years go on, and with user engagement higher than ever across all 
social media outlets or platforms, it’s a valid strategy from a blank marketing standpoint. It’s potentially an 
easy way to get thousands or millions of eyes on your site or product.

As an example, Instagram launched Instagram Checkout in 2019, allowing its users to purchase products 
linked straight through the app. Facebook already has similar features to allow users to buy products that 
they see almost instantaneously. 

This is advantageous since the more steps you have in your conversion funnel, the more opportunities (and 
the higher the likelihood) that someone will abandon their purchase entirely. Shortening those steps by 
making it a few clicks to a purchase (or less!) means higher conversion for most eCommerce businesses. It’s 
more convenient for customers, too, which can easily lead to higher satisfaction and a higher chance for a 
return visit!

We asked survey respondents if they’d start direct social selling in 2020. Despite all of its advantages, 39% 
actually said no. However, a higher majority of 40% replied that they either were going to start implementing 
direct social selling in 2020 or already did.

There’s also a significant portion of the respondents who say that they’re unsure about the idea, sitting at 
22%. This may be due to other business considerations or objectives taking up their time and resources, or a 
lack of knowledge about the subject.

All in all, whether direct social selling is right for your eCommerce business may depend on what you sell and 
your bottom line. But being able to reach the users of Twitter, Facebook, Instagram, and more cannot be 
understated as the massive marketing and conversion advantage that it is. It may be critical for eCom-
merce businesses looking to get ahead of the competition, especially since most of them (according to the 
respondents) are looking to boost their profits in 2020 above all other aspects.

Will you start selling directly on social media 
(transactional social media) in 2020?

40%
Will use direct 

social selling in 2020
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Progressive 
Web Apps (PWA)



As progressive web apps (PWAs) continue to grow and proliferate throughout the eCommerce market, they’ll 

become more and more important for most eCommerce businesses. This is true even more today since 

customers are buying things from their phones with increasing regularity. If you want to capture the mobile 

customer market, your purchasing experience needs to be easy, seamless, and professional PWAs allow you 

to do that. 

Because PWAs allow consumers to purchase products across devices, connections, or even operating sys-

tems in the future, they’re likely to replace web or native apps eventually.  That may mean that all the time 

you spent developing an app specifically for your site went may subsequently be unnecessary as PWAs 

spread.

We asked survey respondents about their plans to invest in progressive web apps  in 2020. Most, 35%, said 

that they had either already implemented a PWA into their online eCommerce shopping experiences or 

were planning to in 2020 at 11% and 24%, respectively. This is in line with our own thinking; making conversion 

simple and effective ought to be the number one priority for any eCommerce site looking to improve its 

profits and site efficiency.

However, despite the advantages, a significant proportion of the respondents said that they weren’t plan-

ning to invest in PWAs (29%). It likely indicates a significant market shift in thinking for many eCommerce 

companies, as it implies that more and more companies are coming to discover the value of PWAs for their 

own business platforms.

It could mean that the proportion of companies that don’t use PWAs in any respect is likely to continue 

shrinking from year to year. It may be wise for your own business to invest in this technology ahead of time 

before you’re forced to adapt or become irrelevant.

Will you invest in PWA in 2020?

35% 
Will invest 

in PWA in 2020
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Dynamic
Pricing



Another innovative and emerging technology can be found in dynamic pricing. This is potentially a huge 
benefit for all eCommerce stores no matter what they sell or provide. Dynamic pricing tech provides you 
with the ability to alter the prices of your products or services on the fly, responding both to competitor pres-
sure and the shape of the market at any time. This can, as you might imagine, be incredibly helpful to avoid 
bringing your prices too low for a profit margin or raising them too high for consumer acceptance.

Your conversion rates are likely to improve with dynamic pricing implemented to your eCommerce platform 
since it enhances the likelihood that any consumer eyeing your wares will find the best possible price. If it 
matches the price of your competitors, the decision then usually slides to what's most convenient: in many 
cases, customers already on your page will purchase from you, since it's simply easier to stay where they 
are.

To determine the market’s opinion about dynamic pricing, we asked survey respondents about their 2020 
plans or lack thereof for implementing the technology. Curiously, the majority said that they are not planning 
to start using dynamic pricing in 2020 at 49%.This is difficult to explain without knowing the specifics of the 
companies' business models. Still, it may be that dynamic pricing does not yet have the trust of many eCom-
merce sites, who may want to rely on more traditional price strategy models or personalized scouting to 
determine their wares' costs. In addition, some companies may not be able to use dynamic pricing, as they 
may have fixed costs for their products to produce a minimum bottom line at the end of each quarter.

On the other hand, 36% of the respondents said that they were already using dynamic pricing for their prod-
ucts and services (25%) or will do so in 2020 (11%). This is significantly less than those companies not using 
dynamic pricing.

Time will tell whether dynamic pricing helps those companies with it implemented or if it ends up being 
largely irrelevant to business success.

 Will your company start using dynamic pricing in 2020?

 | eCommerce Trends 2020 | www.SearchNode.com |  50https://searchnode.com

1%

Will use dynamic
 pricing in 2020
36%



Price Scraping



The other side of price competition involves price scraping. No longer are we in a small-town marketplace 

where you could scout out your competitors’ prices in person. There are simply too many vendors, too many 

competing websites and eCommerce businesses to hire enough people to check all the prices of a given 

product by hand. It’ll become even more impossible in the future, as more companies join the eCommerce 

arena each day.

Price scraping is the solution for many. In a nutshell, it involves extracting data from the internet to determine 

general or specific pricing information for use with your own pricing analyses. Price scraping tech or tools 

are very popular with the eCommerce industry, taking up 48% of the web-scraping market alone.

Naturally, we wanted to find out if survey respondents used price scraping frequently or were planning to in 

2020. Because of its usefulness and accuracy (at least compared to dynamic pricing, which is perceived to 

be unproven to the respondents), it’s no surprise that a majority of 44% already do it or are planning to use it 

in 2020.

However, a significant portion of 36% is not planning to use price scraping in 2020, even for direct competi-

tors. This may be because they acquire their market price research data elsewhere.

Overall, it seems that price scraping will remain commonplace in the eCommerce marketplace. Until 

dynamic pricing or some other method of ensuring competitiveness comes into frequent practice, this trend 

may stay the same or increase.

YES 17%

NO 36%

WE ALREADY SCRAPE COMPETITORS 27%

I DON’T KNOW 20%

WE PREFER TO COMPETE WITH OUR “YESTERDAY” SELVES <1%

Will scrape competitors’ website in 2020 44%

Will your company scrape competitors' websites in 2020?
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Building 
Technologies 
In-House



Building technologies in-house  can be expensive and time-consuming for any budding (or even successful) 

eCommerce site, especially if you’re looking to expand. Therefore, we wanted to find out if the respondents 

preferred to build their own tech or have someone do the work for them.

A majority of respondents prefer to build it in-house, holding 57% of the data. 37% find it very likely that they’ll 

develop their own tech, with 20% saying it’s likely (4 out of 5, in the graphical parlance). Together these out-

strip the next highest response, a 3 out of 5, indicating a neutral chance doing it in-house (24%).

1s and 2s, indicating low or very low likelihood, respectively, only make up about 19% of the respondents. This 

shows us that most eCommerce companies really don’t prefer to use third-party vendors. It may mean that 

companies who responded that they used third-party vendor in the past may have only been doing so out 

of necessity. Perhaps this is common practice for newer eCommerce sites that have bigger fish to fry, so to 

speak, and can devote more resources to personalized tech once they’re in the black.

This is very interesting when you consider the data before that indicated that eCommerce companies were 

more likely to be dissatisfied with the performance of in-house site-search functionalities compared to 

those received from 3rd-party vendors. It may be that most eCommerce companies still prefer the total 

control associated with doing their own technologies even though it's more likely to have hiccups. 

Still, site-searching is not the only in-house technology needed for a successful eCommerce site. It may be 

that most companies simply prefer to do everything together as a package for organization or convenience. 

All in all, the data seems clear: in-house tech is clearly more popular for reasons that cannot be determined 

with precision.

How likely will you build/improve features & technologies
in-house (on a scale from 1 to 5)?

 5 - Very likely, we prefer in-house development 37%

3 - Neutral 24%

4 - Likely 20%

2 - Slightly likely 8%

1 - Not likely, we prefer working with technology vendors 11%

Global average: 3.7
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57%



Artificial
Intelligence (AI) 
in Ecommerce



AI is going to become a fact of life sooner or later. No doubt that one of the earliest areas in which it’ll hit the 

hardest will be eCommerce as a whole. We decided to find out where respondents thought AI would be the 

most help for eCommerce businesses. This not only indicates their general thoughts but also possibly their 

intentions for growth in the future; a company that thinks AI will make big strides in site-search, for instance, 

may decide to invest in AI-enriched technology.

As with another question, we did not limit companies to a single response for this part of the survey. The 

respondents were most confident that personalization (73%), site-search (58%), marketing (48%), pricing 

(43%), and chatbots (36%), as the areas most likely to receive AI assistance in 2020.

What’s most interesting about this survey data is its correlation with other questions asked previously. For 

instance, we’ve already companies focusing on increasing their personalization technology or implementing 

it into their eCommerce infrastructure in 2020, just as we’ve seen some interest in site-search. These areas 

appear to be universally attractive to eCommerce business heads or decision-makers, and for a good 

reason, AI will likely have huge impacts in their spheres.

However, we think it’s safe to say that the majority of companies are aware that AI will have a dramatic 

impact on the market in ways we can only imagine.

Where do you believe AI will help your business in 2020?

Not integrated
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Product 
Subscription 
Ecommerce Model



Product subscription services are a relatively recent innovation that has become more ubiquitous over the 

past few years. These include services such as Dollar Shave Club or Blue Apron meal kits. Currently, about 15% 

of online shoppers have signed up for one or more subscriptions, usually in the form of monthly boxes that 

are placed at their doors. Most of these consumers tend to be younger, affluent, and urbanite. Thus, it may be 

that eCommerce sites who specialize with this kind of consumer base might find more success than busi-

nesses with different customer groups.

Profits are increasing with these subscription services, reaching about $2.6 billion in sales in 2016. In addition, 

a sizable proportion of subscription service customers hold three or more subscriptions at a time, indicating 

that there may be a market desire for a “subscription focused” lifestyle.

When asked if they planned to offer a subscription service to their customers in 2020, the majority of the 

respondents (56%) said that they did not. 10% are already offering product subscription services, while 23% 

plan to do that in 2020, making a combined 33% for next year.

However, it’s difficult to draw any meaningful conclusions from this data. Only specific eCommerce sites 

offer products or services that can be effectively or meaningfully packaged into a subscription box or pack-

age that can be reliably delivered to a door. This type of model also requires shipping costs, which may be a 

deal-breaker for some eCommerce businesses.

All in all, time will tell whether subscription services will become more prevalent. It may be difficult for them to 

expand beyond their current customer base of young urbanites. Curiously, young urbanites are also among 

those most concerned with environmentalism, yet subscription boxes necessarily increase the overall emis-

sions that a company is responsible for.
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https://www.mckinsey.com/industries/technology-media-and-telecommunications/our-insights/thinking-inside-the-subscription-box-new-research-on-ecommerce-consumers

Will you offer products subscription services in 2020?

Will offer products 
subscription services in 2020

33%



Social Media
Influencers



Social media is a marketing juggernaut that any successful eCommerce business cannot afford to ignore. 

Especially with the advent of direct social selling through social media channels, it may be very profitable for 

eCommerce companies to forge close relationships with social media influencers to spread their product or 

service to more customers. In fact, this trend can already be seen; product discovery through social media 

grew to 80% in 2018, as opposed to 58% in 2017.

When asked whether they would work with social media influencers in 2020, the vast majority, or about 75% 

of respondents, will work with them in 2020 either because they already do or are planning to. This is not 

surprising considering how many channels there are to higher social media influencers. YouTube, Twitch, 

Facebook, Instagram, and Twitter are just a few of the available options.

In addition, a glut of social media influencers likely drives down the price for companies wanting their expo-

sure.

Only 11% of the respondents will not work with social media influencers in 2020. 14% do not know, making the 

negative respondents the lowest proportion – a rarity from these questions. In fact, a few of the questions 

have had such an overwhelmingly positive response.

It’s safe to say that social media influencers will play a significant role in the success of eCommerce compa-

nies in the future, if for no other reason than most companies will be using them. This will, in all likelihood, 

require their competitors to do so as well to remain relevant.

 Will you work with social media influencers in 2020?

11% 14%
No I don’t know

We already 
work with them

37%

38%
Yes

Will work with 
influencers in 2020

75%
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Cryptocurrency
is Dead



We asked the respondents whether they thought cryptocurrencies would help their companies in 2020. 

Many eCommerce sites do not accept cryptocurrencies as a form of tender, so perhaps it is not surprising 

that 80% of the respondents did not think that cryptocurrencies are relevant or helpful for their eCommerce 

businesses. Whether this is because they do not intend to support cryptocurrencies in the future, or they do 

not believe in their monetary backing is not clear.

Only a small combined proportion of around 3% of the respondents either do believe cryptocurrencies are 

helpful for their business or are somewhat useful. In summary, cryptocurrencies do not currently (and will 

likely not for the near future) hold a large amount of interest for most eCommerce businesses or websites.

Do you believe crypto-currencies will help your company in 2020?
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2% <1%
Somewhat



Economic Recession 
Influence for 
Ecommerce



Is your company preparing for a possible economic crisis?

We already work on economic crisis environment (0.6%)
Yes and no (0.6%)
Good question (0.6%)

We asked survey respondents if they were preparing for an economic recession, as this may lend insight into 

the reasoning behind their plans for technology research and development, or growth goals. 

While the United States has been in an economic expansion period for about 11 years, many economists 

believe that a crisis is due to appear by the end of 2020. As economic recessions are cyclical and always 

return after several years, it’s not a matter of if the next recession will arrive but when. Being aware of the 

potential for the economic crisis, and taking steps to preserve your business may impact your business 

model.

Based on the survey results, eCommerce companies are split about equal when it comes to their prepara-

tion plans. 41% are not preparing for a particular financial crisis, while 40% are. 27% don’t know or are undecid-

ed, while a single company believes we are already in an economic crisis environment.

To achieve greater insight, we cross-examined this question with the one asked about which aspects of 

growth were most important for their 2020 business plans. 49% of those preparing for an economic crisis 

also think that increasing profit is the most critical aspect of the coming year, while 36% do not. Contrarily, 
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37% of those preparing for an economic crisis instead think that increasing revenue is more important, with 

49% not preparing.

https://www.cahoot.ai/upcoming-recession-a-�rst-for-online-sellers-and-how-to-prepare-now/

https://www.cahoot.ai/upcoming-recession-a-�rst-for-online-sellers-and-how-to-prepare-now/



We asked survey respondents if they were preparing for an economic recession, as this may lend insight into 

the reasoning behind their plans for technology research and development, or growth goals. 

While the United States has been in an economic expansion period for about 11 years, many economists 

believe that a crisis is due to appear by the end of 2020. As economic recessions are cyclical and always 

return after several years, it’s not a matter of if the next recession will arrive but when. Being aware of the 

potential for the economic crisis, and taking steps to preserve your business may impact your business 

model.

Based on the survey results, eCommerce companies are split about equal when it comes to their prepara-

tion plans. 41% are not preparing for a particular financial crisis, while 40% are. 27% don’t know or are undecid-

ed, while a single company believes we are already in an economic crisis environment.

To achieve greater insight, we cross-examined this question with the one asked about which aspects of 

growth were most important for their 2020 business plans. 49% of those preparing for an economic crisis 

also think that increasing profit is the most critical aspect of the coming year, while 36% do not. Contrarily, 

What this tells us is that a sizable proportion of eCommerce decision-makers are both preparing for an 

economic crisis and focusing on short-term profits. Whether this indicates a short-term-oriented business 

plan in the long term or not is uncertain.

Overall, it’s clear that opinions about the next economic recession’s inevitability are divided. But as we said 

above, the next recession will eventually come. It may be smart to take several steps to insulate your busi-

ness from the worst parts of an economic crisis, particularly if you are a small business. Small businesses, of 

course, are those most susceptible to bankruptcy or other issues during a recession, since they typically rely 

on a lower number of customers.
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37% of those preparing for an economic crisis instead think that increasing revenue is more important, with 

49% not preparing.

https://www.ecommercetimes.com/story/85975.html



Conclusion



It’s clear that 2020 and the years beyond will be quite inter-
esting for anyone in the eCommerce industry. It may also be 

turbulent and evolve in ways that we cannot expect. But 
with the right information and preparation, it’s possible to 

not only survive but thrive. Good luck, and thank you for 
reading the survey results!
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