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Here’s what you should look for 
in a search experience platform:

A Graph Data Management 
Platform for All the Facts 
About Your Business

On-Site Intent Management: 
Direct, Flexible Integration 
Options With Your Website

On-Site Intent Management: 
Powerful Search That Drives 
Conversions and Revenue

Off-Site Intent Management: 
Direct Integrations With Third-
Party Search Experiences

Robust Reputation 
Management Features

Platform Support for 
Distributed Organisations

Comprehensive Data 
Imports and Exports

Deep Search 
Engagement Insights

Global Integrations, 
Scale, and Stability

Support Options 
to Fit Your Needs
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1

A Graph Data 
Management 
Platform for 
All the Facts 
About Your 
Business



The questions people ask about your 
business often depend on multiple data 
points and how those points relate to one 
another. So you can’t choose a solution 
that stores only the most basic information 
about your brand (name, store addresses, 
nothing else), or one that treats unique 
data elements like doctors (or agents, 
or advisors, etc.), limited-time offers, 
storefronts, or job openings in the same way. 
You need technology that understands the 
relationships, context, and meaning among 
the various data points that comprise 
your business — and can therefore answer 
complex questions.

Building a platform that can serve as 
a central source of truth for all of the 
different kinds of information about your 
business requires significant development 
work, and expertise in the types of data 
important to answering consumers’ 
questions. Your data management solution 
should also be able to correlate that data 

effectively, and refine the connections 
among different parts without needing to 
rebuild the entire structure. A consolidated 
graph data management strategy will 
give you centralised control to drive new 
efficiencies, win customers, and cultivate 
rich interactions everywhere online.

Requirements
A database that can serve as 
a single source of truth for all of 
your public data.

The facts and information about your brand 
often live in siloed databases, making 
it difficult to surface information when 
people need it. When choosing a search 
experience solution, pick a vendor that can 
offer a centralised repository to store all the 
facts about your brand, regardless of the 
source each fact originates from. And make 
sure you can add new types of data easily, 
without having to create new tables or 
move data between different systems.

Products

Your
Brand

Services

People

Locations

Events

Careers

Professionals

Customers

Offers
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Both pre-built and customisable 
data storage options to suit your 
unique business needs.

Your data management system should 
have the flexibility to accommodate the 
specific data types you want to store — 
complete with all of that data’s specific 
attributes, whether it’s information about 
your professionals, locations, events, jobs, 
or offers. So it’s critical that the structure 
underpinning your solution be able to adapt 
to the changing facts about your brand, 
beyond the categories that come built-in, 
so you can address any query a potential 
customer may have. Alongside customisable 
storage options, a winning strategy involves 
working with your technology partner to 
define the custom fields and entities that 
best represent your business, so you can 
manage the facts about your brand on 
your own terms.

Semantic understanding of the 
data you choose to store.

When people search for things like 
stores, products, offers, or events, they’re 
not searching for those words — they’re 
searching for the real things those words 
refer to. Imagine someone performs a highly 
specific search for “best dermatologist near 
me open Saturday who works with Bupa” 
This type of complex query draws from data 
stored across your organisation, such as 
ratings (“best”), specialty (“dermatologist”), 
office location (“near me), hours of operation 
(“Saturday”), and insurance accepted 
(“Bupa”). With a traditional database, 
each of these words is simply a string of 
letters. But you need a more sophisticated 
database that actually understands what 
those words mean. Because the meaning 
of data is contained within the data it 
stores, a graph database can understand 
what consumers are actually looking for in 
the real world, and get them exactly the 
information they need. 

best  dermatologist  near me  open Saturday
who  takes Cigna_

rating: 4 stars and higher

primary category

geography-based data

hours of operation

additional attribute: insurance
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Relational mapping between 
different categories of data, with 
facts all connected to one another. 

Complex queries, based on constantly 
changing data that requires manual 
updates, can leave people unable to find 
what they seek. In addition to ingesting 
real-time streams of data, and 
understanding the meaning of that data, 
your database should understand the 
relationships between data points. By 
mapping out the relationships among 
entities (e.g., ratings, professionals, locations, 
and jobs) the vendor you choose will help 
you address any type of specific, high-intent 
query — so you drive more conversions 
and more revenue.

How a graph database maps 
the data of a car dealership
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What does it take to answer 
your customers’ questions?

If you have these Then you need to manage 
data like this:

Professionals
Doctors, dentists, insurance 
agents, financial advisors

• Headshot
• Bio

• Specialities
• Credentials

Products & Services
Menu items, personal care 
services, product inventory 
availability

• Item photos
• Descriptions
• Where to 
 purchase

• Pricing
• Menu options (e.g.,   
 “Comes with soup 
 or salad”)

Events
Grand openings, workshops, 
community classes, book 
signings, job fairs

• Event location
• Start and end 
 times

• Ticketing requirements
• Admission fees

Jobs • Role name
• Office location(s)

• Role description
• Application intructions

Limited-Time Offers • Offer details
• Terms and   
 conditions

• Offer dates
• Applicable products  
 or services

Service Areas • Geographical  
 region served
• Descriptions

• Service or product   
 availability

Physical Locations
Retail stores, restaurants, 
medical offices, bank branches

• Location
• Open hours

• Driving directions
• Accepts reservations
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What to ask when you’re 
evaluating solutions:

Think about the various questions that people ask about your 
business, and the types of data required to answer those questions. 
Ask how the vendor will support those data types. Which fields come 
pre-set? Is there flexibility to add or remove fields?

Ask how the vendor will help you create and manage relationships 
among all your data, so you can answer complex questions, 
like which personnel work in which offices, which menu items are 
available at which locations, which limited-time offers apply to which 
products, or which physicians work in which service areas.

Ask how easy it is for the vendor to make updates to your data. You 
need a platform that is equipped to keep up with the pace of your 
business. Can their solution ingest real-time streams of data and 
accommodate constant changes without requiring heavy write 
transactions each time?

1

2

3

1 A Graph Data Management Platform 
for All the Facts About Your Business
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2

On-Site Intent 
Management: 
Direct, Flexible 
Integration 
Options With 
Your Website
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The customer journey is changing. 
People now ask complex, natural 
language questions when they search, 
and increasingly, they expect to get 
direct, accurate answers in return.  

If you want to convert this high-intent 
traffic, you must optimise your website  
to rank for complex queries. This means 
adapting it to fit the exact needs of the 
consumer at that point in time. To achieve 
this, you need to build a strong digital 
foundation that will help your brand 
perform well in organic search. 

The landing pages on your own website 
are a critical element of this foundation. 
For your website to show up in results, 
search engines must be confident that your 
pages are relevant to a particular search. 
By structuring your pages the right way, 
which includes having Schema.org markup 
and fast page load times, you can provide 
the search engines with this confidence. 

Flexibility is key when it comes to your 
website. Many vendors offer only fully 
hosted pages, or Schema software, or an 
API. These offerings are not one-size-fits-
all, so you need a vendor that will integrate 
with your website within the parameters that 
work best for your team and your business.
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Requirements
Ability to capture traffic in search 
and drive this traffic to your website.

With 62% of website traffic coming from 
search, it’s critical that your website be 
discoverable across search channels.1 

You need a solution that can structure 
landing pages optimised to rank for long-
tail questions — ideally with teams of SEO 
experts contributing to the product. 

A page structure that increases 
conversion.

All too often, webpages are not built 
to convert visitors into customers. Your 
solution should provide landing pages 
that are well organised, use space 
effectively, and have a functional layout. 
The page design, organisation, and use of 
space, as well as choice of font, font size, 
and background, should make the main 
content clear and prominent — driving 
visitors to the conversion of your choice.

Search
drives
62%
of your 
web
traffic.

Display: 1%
Social: 1%
Email: 3%

Referral: 4%

Direct: 29%

1. Estimates compiled using web traffic data from 
SimilarWeb.com and Yext Listings data.
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A solution which provides 
efficient operations that can 
handle technical SEO.

Most companies rely on their IT departments 
to manage website and digital initiatives. 
But, because SEO expertise is not part 
of a typical IT department’s domain, it’s 
critical that the landing page solution 
you implement is one that doesn’t drain 
IT resources. You need a solution that has 
SEO expertise automatically baked into 
every page. Plus, given the many initiatives 
already in place, it’s critical that your vendor 
makes it possible to spin up search-built 
pages quickly and at scale, without having 
to involve IT every step of the way.

Flexibility to integrate with your 
website any way that works best 
for your brand.

You need a solution that enables you 
to easily power your owned website with 
the rich information you’ve stored in your 
Knowledge Graph. Examples include: 
Professional, location, and intent-based 
pages that are fully hosted; Schema 
plugins to optimise existing pages 
(helping ensure that your brand gets 
indexed by search engines); a consumer-
grade API; or flexible integrations with 
Content Management Systems.

Customer Searches
People are asking questions across 

Google, Alexa, Bing, and more.

Intent-based 
Landing Pages Brand Website

Your CMS manages the core
transactions that define

your business.

Homepage
Navigation

Transactions
Logged-In Experiences

Shoe boutiques open now
Boutiques

Jobs

Services

FAQs

Events

Retail jobs near me

Best tailoring services

How does the loyalty program work?

Holiday promotions on TVs near me
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What to ask when you’re 
evaluating solutions:

How does the vendor accommodate the scale of a large enterprise 
client who needs thousands of pages? 

Understand what comes with every page the vendor builds. How 
do they incorporate Schema.org markup, ensure fast page load 
times, or include mobile responsiveness? Ask the vendor how they 
respond to changing industry trends (e.g., Google’s constantly 
changing algorithm, or updates to structured data guidelines) that 
might affect your website, and how they incorporate these changes 
into their products. Will you need to rebuild your landing pages to 
take advantage of the vendor’s new features?

What types of pages can the vendor support beyond location 
pages? What about pages for FAQs, jobs, professionals, products, 
conditions, procedures, services, or categories? 

How is information on landing pages stored? How is the database(s) 
set up to answer questions? What is the process to add and edit 
content in the database(s)?

Does the solution let you update the information on your website 
and on third-party listings at the same time? Ask if the solution keeps 
this information in sync. (You don’t want to invest in a solution only 
to have to make the same update multiple times in multiple systems 
when anything about your business changes.)

Does the solution let you see your website and third-party listings 
analytics together for a holistic view of customer engagement across 
these endpoints?

1

2

3

4

5

6 

2 On-Site Intent Management: Direct, Flexible 
Integration Options With Your Website
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3

On-Site Intent 
Management: 
Powerful Search 
That Drives 
Conversions 
and Revenue
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The search experience you deliver on 
your owned properties has a dramatic 
impact on your business’s bottom line. 
Consumers who use site search account for 
45% of e-commerce revenue, making them 
some of your most valuable customers.2 But 
in today’s search ecosystem, more than a 
third of on-site searches end in failure.3 This 
leads to valuable consumers leaving your 
website — and your business leaving 
money on the table.

The search process today is too often 
riddled with roadblocks. A person must first 
find the search bar — and it has to be the 
right search bar. Once they find it, spelling 
mistakes or complex search queries often 
lead to a dead-end of no results. And finally, 
even when someone performs the “perfect” 
search, they don’t see the direct answers 
they need — they see an overwhelming list 
of links that may or may not lead them to 
the information they seek. 

It doesn’t have to be this way. With the right 
partner, you can build a great site search 
experience that serves each stage of the 
customer journey on your website.

Requirements
A universal search bar.

Having multiple search bars (e.g., one for 
career openings, a different one for store 
locators, and yet another for other types of 
searches) is a recipe for confusion. People 
shouldn’t have to figure out which search 
bar they need to use. They should be able 
to type whatever they want into a single 
search bar and get an answer — in a way 
that integrates with your existing solutions.

Search Assistance. 

This includes spelling correction, auto-
complete, and typo-tolerance. Search 
should be assistive, helping users find a 
shortcut to the information they’re looking 
for. For example, if someone searches for 
a doctor but spells ‘Dr. Schmitt’ like ‘Dr. 
Schmidt,’ auto-complete should help them 
complete the phrase so they don’t have 
to guess — or get a frustrating “no results” 
page just because of a misspelling.

2. https://www.bloomreach.com/en/blog/2015/11/site-
search-is-sexier-than-you-think.html

3. https://baymard.com/blog/ecommerce-search-report-
and-benchmark

Dr. Schmidt

Dr. Schmitt
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Direct answers.

If people can’t find what they’re looking 
for within 2–3 search attempts4, they will 
leave your website. Direct answers reduce 
your bounce rate by shortening the path 
to conversion and putting calls-to-action 
right in search results — letting people book 
an appointment, make a call, RSVP for an 
event, or get directions without having to go 
to another page.

Natural Language Processing.

We’ve been trained by modern search 
engines to simply ask a question and get 
a direct answer in return. Your owned search 
experiences should operate the same way. 
People type phrases that have meaning, 
and the words have relationships to one 
another — conveying their intent. A search 
for a “dermatologist who speaks Spanish 
and takes Bupa” isn’t just a set of words, 
it’s a phrase that conveys specific 
parameters about a person’s desires.
So when someone runs that search, they 
should see dermatologists — not just a list 
of pages on your site that use the words 
“speaks” and “takes.”

Search quality optimisation.

Great search — and great answers — are 
more about ongoing maintenance than 
software. When you first set up search 
on your website, you’re calibrating it to 
a moment in time — how your website 
exists at that moment. But as your website 
changes (because you add new pages 
or update information) the quality of your 
search results will decline. You need search 
analytics and a search quality team to help 
you maintain the quality of your search 
experiences over time. 

4. https://www.forrester.com/report/Googleize+Your+SiteSe
arch+Experience/-/E-RES124541

Dermatologist who speaks Spanish 
and takes Bupa

What benefits do I get with the 
Larimar reserve card?

£;300 Annual Travel Credit, 3X Points on 
travel and dining worldwide, 50% more in 
travel redemption
LEARN MORE
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What to ask when you’re 
evaluating solutions:

Ask the vendor how their search experience returns results. Is it 
index-based? 

What kinds of questions can the vendor’s search experience handle? 
Are they limited to only those about store locations or professionals?

Ask the vendor how they manage search quality. Do they have a 
team dedicated to doing this on your behalf? Or is it up to you, the 
client, to manage search quality after implementation? 

How does the vendor provide analytics to show you what your 
customers are searching for? How can these analytics be viewed, 
filtered, or distributed?

1

2

3

4 

3 On-Site Intent Management: Powerful Search 
That Drives Conversions and Revenue
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4

Off-Site Intent 
Management: 
Direct 
Integrations 
With Third-
Party Search 
Experiences
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People can ask questions about your brand 
anywhere. So a database that simply 
stores your information isn’t enough — you 
need a platform to connect those facts 
about your brand to all the places that 
consumers are searching. These places 
range from the search engines, apps, 
maps, and other digital services people use 
every day (like Google Maps, Apple Maps, 
Facebook, Foursquare, and more), to voice 
assistants (Amazon Alexa, Siri, Cortana, 
and Google Assistant), to industry-specific 
directories (UberEats, Zomato, AllergyEats, 
Vitals, CareDash, etc.), even to the apps 
that Chinese tourists use when they travel 
overseas (Baidu Maps, Fliggy, and CK Map).

Requirements
A robust and reliable network 
of data partners.

You need a solution that offers 
frictionless integrations with a breadth of 
endpoints, including the many third-party 
sites, apps, platforms, and voice assistants 
that people are using to search every day. 
But remember that not all integrations 
are created equal. “Sending data via API” 
(which some vendors do) is very different 
from “controlling data via API.” How a vendor 
chooses to manage your data will also 
determine the kinds of insights (or 
lack thereof) you receive.

Direct connections and close 
partnerships that enable you to 
make updates with speed.

From rebrands, to store openings and 
closings, to severe weather or emergencies, 
you need a solution that can help you 
inform customers quickly when urgent or 
unexpected events arise. So make sure the 
platform you’re evaluating enables you to 
make quick, real-time updates to those 
endpoints via API integrations, and 
to schedule updates in advance.
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Technology that will help you 
maintain data accuracy.

Does the vendor you’re evaluating empower 
you to suppress incorrect data, in addition 
to publishing your own? Does it allow you 
to review suggested edits to business 
profiles from users, and evaluate whether 
the changes should actually go through? 
It’s also important to note if the vendor 
has technology that will hold your data in 
place across the many endpoints you’re 
publishing on. You don’t want to publish 
the information about your business across 
a network of services, only to find that 
conflicting information from other sources 
is overriding it. You are the authority on 
the information about your business! Get a 
platform that puts you in true control over it.

Special features that can help 
provide a rich brand experience for 
consumers across these sites.

Every service provides a rich and distinct 
experience for consumers, and you should 
be able to leverage each one of these 
opportunities. Does the vendor you’re 
evaluating offer more than just the basics? 
The name, address, and phone number of 
your stores are critical to get right — but 
that’s just the beginning. Can you add 
messages about special promotions, 
or custom calls to action? 

For companies like restaurants, managing data about what’s on your menu or the services you provide is key 
to attracting customers who are looking for what you offer. If someone searches for curly fries, then the search 
engine they’re asking must be able to understand that you offer this menu item — otherwise you won’t have 
any chance of appearing as a result.



21What to Look for in a Search Experience Platform

What to ask when you’re 
evaluating solutions:

Press the vendor on the different types of services they integrate 
with. Can they surface your brand in maps? GPS systems? 
Search engines? Directories? Social and review apps? Voice 
and chat results?

Learn how the vendor maintains its integrations. Do they have 
teams dedicated to those relationships? How do they escalate 
issues, if at all?

Ask what types of data the vendor can power on these different 
experiences. Is it only store locations? Professional records, like 
agents or doctors? What about menus? 

Inquire how the vendor’s integrations work. Do they depend on a 
data aggregator or broker to get to consumer-facing services? Or 
do they work directly with those services? Ask the vendor how quickly 
you can expect updates to reflect on consumer-facing endpoints. 
Drill into the details here and push them on expected update times 
for all places they say they integrate with. Make them prove to you 
that their technology is working.

Ask the vendor how they handle duplicate listings across each data 
publisher. Many use different techniques to suppress duplicate 
listings, so ask how the vendor ensures that they do not compromise 
the integrity of their customers’ data by adhering to the guidelines 
outlined by each data publisher.

What kinds of analytics and insights will you receive based on the 
types of integrations the vendor has? How are people interacting 
with your brand across their network of partner sites? Which site(s) 
or service(s) will those insights come from?

1

2

3

4

5

6 

4 Off-Site Intent Management: Direct Integrations 
With Third-Party Search Experiences
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5

Robust 
Reputation 
Management 
Features
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Reviews have always been a part of your 
brand’s digital experience, but now, they’re 
more critical than ever — because of search. 
People are asking more precise questions 
on Google, Alexa, and even your own 
website. And when they add the word 
“best” to their search, the results they see 

can change drastically. Google, Siri, and 
Alexa can’t try every restaurant or store in 
a city themselves — so to answer a question 
with “best” in it, they turn to reviews. If you 
don’t manage your reviews, you’re risking 
whether your business will even show up 
for people who are ready to buy.

Look for a platform that not only gives you control over your online brand, but also provides the tools you need 
to understand it from a consumer’s perspective. Because reviews often involve working with third-party sites, the 
platform you choose should always follow the best practices of those partners.



24What to Look for in a Search Experience Platform

Requirements
Deep insights on 
customer experience.

It’s important to understand what your 
reviews mean at scale. By taking a holistic 
view of your customers’ feedback, you can 
uncover patterns to understand your true 
customer experience. Look for a platform 
that has natural language processing, 
which can assist you in identifying what’s 
contributing to positive or negative 
experiences with your brand. Also try to find 
a solution that enables you to compare 
your ratings to your competitors’, so you can 
understand what your customers may see 
during their decision making process.

Ability to engage directly 
with reviewers. 

One of the best ways to turn unhappy 
reviewers into loyal, repeat customers is 
to respond thoughtfully and quickly to 
their feedback and resolve their issues. 

By analysing the sentiment score from the keywords people use in their reviews about your business, you can 
efficiently identify things that contribute to both positive and negative customer experiences – giving you the 
tools to make strategic business decisions.

This shows the reviewer, and all future 
customers reading your reviews, that a 
good experience is important to your brand. 
Ensure that the solution you’re evaluating 
has the tools you need to see your reviews — 
across all sites, in a centralised dashboard 
— and that it has strong relationships with 
those other review sites, and is compliant 
with each one’s best practices. Also look for 
a solution that allows you to create custom 
filters and alerts so the right teams can take 
the right action.

Features to generate and publish 
additional feedback.

With a better understanding of your online 
reputation (and the tools and processes 
to engage with customers to improve it) 
you should consider generating additional 
feedback. Find a solution that allows you to 
reach out to recent customers for feedback, 
and makes it easy to feature that feedback 
on your website — so you can build better 
brand trust and increase on-page click 
through rates.5

5. https://www.websites360.com/blog/what-are-first-
party-reviews-and-why-are-they-important



What to ask when you’re 
evaluating solutions:

How does the vendor allow you to view your different ratings, and how 
granular can that view be? Can you view the distribution of star ratings? 
Ratings by different sites? Generated vs. non-generated? Can you see 
ratings over time? And can you view all of these by different groupings (e.g., 
by location, by brand, by geography, by franchisee)?

Ask the vendor how quickly they’re able to pull in reviews. Is it in real time? 
How easy is it to set up monitoring workflows so you can be notified if 
certain types of reviews or keywords are posted? Can you have these 
notifications sent to different people or different devices?

How easy is review response? Are you able to respond directly to customer 
reviews from the platform? If so, which ones? 

Ask your vendor if their solution allows you to create custom templates 
for easy response — and if so, what their best practices are for this. Can 
they create intelligent templates that make it faster and easier to provide 
a relevant, on-brand response to the customer review? Or, would you be 
forced to say the same thing in every response?

How does the vendor support responding to reviews if your team doesn’t 
have the bandwidth to do it?

Can you track the improvements to your ratings over time? Can the 
platform support reports for the different key performance indicators you 
want to track about your online reputation?

Does the platform help you understand not only your ratings, but the 
ratings of other businesses around yours? How do you know how well you 
are performing relative to your competitors?

Ask the vendor if you can analyse the content of your reviews at scale to 
better understand your customer experience (i.e., how different keywords 
correlate to positive or negative reviews). Does the vendor have strong 
relationships with other third-party reviews sites and follow best practices 
for all, so you are not out of compliance?
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5 Robust Reputation Management Features
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6

Platform 
Support for 
Distributed 
Organisations



27What to Look for in a Search Experience Platform

The facts about your business change all 
the time, and often, different people at 
your company own different facts. Perhaps 
franchisees are responsible for updating 
holiday hours, but corporate owns the 
logos and offers. Perhaps your agents 
want to upload their own headshots, but 
you don’t want them to be able to edit 
your business description — and you have 
no way of granting them user access 
to your Content Management System 
(CMS). You need a platform that supports 
the right workflows for you, so you can 
ensure people see accurate, up-to-date 
information while maintaining corporate 
control and compliance. Equally important 
are consistency and completeness across 
all your internal data sources, with support 
to detect discrepancies of any kind and 
amend them accordingly.

Ensure you invest in a solution that will give 
you flexibility and proper controls, no matter 
the scenario.

Requirements
Multi-user platform support.

If more than one person is going to 
be using your solution, you’ll need flexible 
user roles and access controls. This will 
empower more people to keep the data 
they own fresh, while preventing them from 
making unauthorised changes. You should 
also look for a solution with single sign-on 
(SSO) authentication, so that it’s easier for 
users to log in and harder for them to 
share credentials.

Centralised content library.

The best way to prevent rogue content from 
appearing alongside your brand online is to 
provide your local managers with a variety 
of approved imagery and assets to select 
from. This means having a centralised digital 
asset manager (DAM) built right into the 
solution itself.

Approval workflows.

If you plan on empowering individual 
outposts to update their own hours, 
respond to their own reviews, or post directly 
to social platforms, then you should find 
a solution that offers the ability to set up 
approval workflows quickly and easily.

Data cleansing.

Answering consumers’ questions and 
driving more business both start with 
clean, accurate data about your brand. 
Personalised operational support is critical 
to formatting your data properly on a 
regular basis.



28What to Look for in a Search Experience Platform

What to ask when you’re  
evaluating solutions:

Ask how the vendor will mirror your current workflows. How are those 
workflows set up? Can stakeholders accept or reject suggestions? 
Can they leave comments?

Dig deep into what the vendor means when they say “approval 
workflows.” Do they have templated user roles that you must follow, 
or can you grant any level of read, suggest, or edit access to any 
type of user? Can this be granted against individual records, or only 
at the account level?

Does the vendor have platform-level features, like single sign-on and 
platform APIs, to connect to other stakeholders’ workflows?

How will the vendor make sure your data is always correct and 
consistent across the board?
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The point of centralising your information 
is to create more consistency and greater 
efficiency. So if you’re going to invest in a 
search experience solution, you need it to 
play nicely with the other systems that 
you use.

The bottom line: you need a solution that 
makes your workflows easier — not harder.

Requirements
Pre-built integrations with the 
systems and processes you use 
every day.

Custom integrations make the setup 
process take longer and can cause 
complications down the road. Look for a 
solution that offers out-of-the-box APIs 
for the systems you’re already using.

Flexible inputs and management.

Every business has its own technological 
infrastructure, so you want to find a vendor 
that offers flexibility when it comes to 
integrating with your other systems. Ideally, 
you want to have the option to choose 
from using the interface directly, paying the 
vendor to build a custom integration, or 
building to the vendor’s APIs yourself.

Robust APIs and full 
developer support.

Does the solution offer APIs with 
robust capabilities? And does the vendor 
provide guidance and support (like a 
developer community portal, guides, 
and documentation) to ensure you get 
the most out of your integrations?

Knowledge 
Graph

Marketing

Real 
Estate

Operations

HR

CRMCMS
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What to ask when you’re  
evaluating solutions:

Think about the kinds of systems and processes your organisation 
uses every day. Does the vendor have connections with any of the 
above? If not, how do they propose to connect with those systems 
and workflows?

If you work with this vendor, how often will you need to duplicate 
efforts (e.g. entering data in two places)?

Are there other areas of your business that you’d like to optimise, 
but currently can’t with the limitations of your current vendor (if you 
have one)?

Ask the vendor how they would support your team if they wanted to 
build their own API integration with the vendor’s platform. How stable 
are their APIs? What does their technical documentation look like? If 
your team needs support, what can the vendor offer?
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Deep Search 
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People ask questions about your brand all 
over the web, so you need a unified view of 
consumer engagement everywhere. Robust, 
flexible, portable metrics will help you make 
data-driven decisions to improve your brand 
experience and search performance.

Reviewing analytics from your website and 
third-party presence is extremely important. 
But to take that analysis to the next level, 
you need to identify key metrics, like how 
you and your competitors perform for 
relevant keywords, how many conversions 
you generate from your clicks, and which 
terms consistently appear in the reviews 
people leave about you. This is the kind of 
in-depth data you need to drive strategies 
for improvement.

Requirements
Advanced analytics and flexible 
report building.

Make sure the solutions you’re evaluating 
offer high-level metrics that are easy to view 
and interpret. Customisable dashboards 
and flexible report building are critical to 
measuring your success, improving your 
strategy, and demonstrating value internally.

To truly understand how your brand 
performs in search, it’s important to 
track how many clicks you’re generating. 
But it’s equally important to understand 
how many of those clicks convert into 
happy customers. It’s critical to track your 
clicks and conversions so you can fully 
understand your return on your search 
experience investment.

Custom notifications to keep 
yourself — and your team — informed.

Whatever your initiatives are, make 
sure you stay informed. The ability to share 
custom dashboards and data with anyone 
who needs to see that information is 
critically important.

Competitive insights to help you 
see how you stack up against 
competitors.

For a holistic view of the search ecosystem, 
look for a solution that enables you to see 
how your brand compares with competitors. 
The context around your ratings and reviews 
is as important as the ratings themselves.

Flexibility and portability to view 
metrics when and where you want to.

When it comes to analytics, flexibility and 
portability are musts. Make sure you look 
for a solution that allows you to easily 
export your data through APIs, pre-built 
integrations, CSV files, and more.

Track the clicks that bring value to your business — like 
directions — which can be a leading indicator of in-store traffic.
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What to ask when you’re  
evaluating solutions:

Does the vendor’s solution let you compare your search experience 
against your competition? What about your ratings? If so, how does 
the vendor identify who your competitors are?

Does the solution let you view all of your analytics data in one 
dashboard or platform?

Ask the vendor how easy their solution makes it to share data with 
internal stakeholders.

Do the vendor’s solutions allow you to build your own analytics 
dashboards with predefined or custom KPIs using all the variables and 
dimensions available in the platform? Can you permission different 
dashboards to different user profiles?

Does the vendor’s solution allow you to compare search metrics  
over time?

Does the vendor’s solution allow you to track how your search 
experience investment converts into real business? Can you decide 
which metrics to track? Can you define a value for each of the 
conversions so you can understand how much revenue can be 
attributed to your clicks?

Do the analytics you receive allow you to tie real transactional dollars 
to the clicks that your brand generates from search? How do you 
measure success with the vendor’s solution?
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Being a global brand means dealing with 
a lot of complexity. Your customers have a 
variety of needs (and may speak several 
languages or use disparate services to 
find information), your locations’ addresses 
come in a variety of formats, and the ways 
people ask questions about your brand are 
probably wide-ranging, too. As a global 
brand, you likely have more than a few 
teams collaborating across oceans and 
time zones.

Because of that complexity, you need a 
platform that knows what it’s like to operate 
globally while serving relevant answers to 
consumers’ questions.

Requirements
Global data management.

If you’re a global brand, then you’re going to 
need the ability to produce multi-language 
landing pages, smart address formats for 
your locations, and integrations with the 
digital services that local people use to ask 
questions about your brand. You’re also 
going to need a platform interface that can 
be translated, so your own employees can 
view and interact with your knowledge 
graph in their native languages.

Integrations with translation vendors.

Translation takes time, and you want to 
empower stakeholders around the world 
with content that’s ready to be published 
when they need it. So find a solution that 
has integrations with vendors that can 
translate your content.

Multilingual content storage.

Once you have your content translated, 
you need somewhere easily accessible  
to store it all. Does the vendor you’re 
evaluating offer multilingual storage for 
your translated content?

Customer Success teams across 
the globe.

Your regional managers (or franchisees, 
or agents, or doctors, etc.) must be able 
to update their information during their 
workday, which means you need a solution 
that offers support for all your local 
time zones.
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What to ask when you’re  
evaluating solutions:

How will the vendor support the same profiles in multiple languages?

How does the vendor integrate with digital services across the globe?

Ask about localised support and how that works to assess the 
vendor’s support SLAs in different markets.

Ask for customer references who operate in markets similar to yours.
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Constant changes to the customer journey 
and search experiences require continual 
optimisation and maintenance of your 
search and marketing strategies. It’s critical 
to invest in a platform that is ready to 
partner with your team and has a variety 
of support options to fit your needs.

Arming your team with the tools to succeed 
should be top of mind when selecting a 
vendor to partner with. From power users 
to field users, the vendor’s expertise and 
support will help optimise your platform and 
maximise the value of the solution in which 
you invest.

Requirements
Flexible support options to fit 
your needs.

From onboarding through optimisation and 
expansion, it’s critical to choose a vendor 
with support options that fit your needs. 
Dedicated teams for implementation, 
training, support, account management, 
and more can put your team in a position 
to maximise the value of your search 
experience solution.

Specialised support for field users.

Rolling out any solution to your franchisees 
or local managers can be a challenge. To 
maximise value and adoption, you should 
partner with a vendor that has a support 
team purpose-built for businesses that want 
to provide field users with the expertise they 
need to manage their part of your brand’s 
overall search experience.

Professional services to customise 
a solution to fit your needs.

To achieve your business goals, your 
team needs a solution that matches its 
needs. Partner with a professional services 
organisation that can help customise your 
website, platform, and more.

A training program for your users.

To answer the complex questions 
consumers are asking, your team needs 
resources to learn best practices, quality 
assurance methods, and optimisation 
tactics. Flexible self-serve resources where 
users can take full classes or quickly refer 
back to instructions help ensure your team 
is armed with expertise.

A community of peers and 
platform experts. 

When learning best practices, asking 
questions, and finding new use cases, users 
are only as strong as their community. Peers 
and platform experts who are working 
in the platform day in and day out can 
help provide another level of value to your 
solution — so choose a vendor that fosters 
this community.
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What to ask when you’re  
evaluating solutions:

How will different types of users be supported when they need help?

How will the vendor support you through implementation?

Training people on how to use new systems and build new behaviours 
is hard work. How will the vendor support you in rolling out the solution 
to your distributed users, local managers, or franchisees?

How will the vendor support local managers and franchisees that 
you expect to log into the platform? Is there any advisory on how to 
maximise value?

Does the vendor have a professional services organisation to assist 
with customisation? What options for customisation are available? 

How will your users be trained? Are they able to self serve? What 
resources are available for help?

Is there a way to communicate with a community of users if there 
are questions?

1

2

3 

4

5

6

7

10 Support Options to Fit Your Needs



41What to Look for in a Search Experience Platform

The customer journey starts with a question, and every day consumers 
search for answers about brands. However, they are increasingly 
served false or misleading information from sources other than the 
brand. Yext, the Search Experience Cloud company, exists to help 
brands regain and maintain a direct relationship with their customers. 
With a mission to provide perfect answers everywhere, Yext puts 
businesses in control of their facts online by delivering brand verified 
answers straight from the source — wherever their customers are 
searching. Companies like Taco Bell, Marriott, Jaguar-Land Rover, 
and businesses around the world use Yext to take back control of the 
customer journey, starting on their own website.

Yext has been named a Best Place to Work by Fortune and Great 
Place to Work®, as well as a Best Workplace for Women. Yext is 
headquartered in New York City with offices in Amsterdam, Berlin, 
Chicago, Dallas, Geneva, London, Miami, Milan, Paris, San Francisco, 
Shanghai, Tokyo, and the Washington, D.C. area.

For more information, visit yext.co.uk.


