Inside e-commerce:
Priorities, pain points,
and possibilities

Insights from e-commerce managers on how they‘re
driving growth through smarter discovery, more personal
journeys, and first-party data.
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We asked 50 e-commerce leaders to share their
biggest frustrations, focus areas, and wishes for
the year ahead. The results reveal a market at a
turning point, where brands are rethinking how
to drive growth, improve discovery, and use
shopper data more intelligently.

? Where's your biggest growth opportunity for 2026?

Retailers say it's in getting more from the shoppers they already
have — through smarter personalization, Al-powered discovery, and
data-led loyalty.

? What's holding you back?

Many teams still face the same daily frustrations: outdated tools,
manual workflows, and disconnected data that block true
personalization.

? How do leading brands plan to fix it?

By closing the gap with automation, first-party data, and intelligent
merchandising strategies that drive both efficiency and
engagement.
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q m I Ion Q What will be your highest priority in e-commerce next year?

Get more value from what we have

If the last few years were about chasing new growth, 2026 is about
building loyalty and making every visit count.

When asked about their top priorities for the year ahead, e-commerce
leaders focused on getting more value from existing shoppers.

68% named increasing conversion rates as their highest priority, followed
by growing average order value (44%) and scaling personalization across
markets (42%).

The pattern is clear: growth isn’t about finding new shoppers. It's about
getting more from the ones you already have. Better merchandising,

. . Increasing Growing average order  Scaling personalization Enhancing Optimizing product
smarter dISCOVGI'y, and more personol experiences lead the way. conversion rates value (AOV) across markets merchandising discovery and
strategies recommendations

In short, 2026 growth will come from optimizing what already exists,
turning better data, better discovery, and better experiences into higher
revenue per shopper.
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9 Optimizing conversion & user [ )
experience ”
Improving website conversion

The fastest route to topline growth is rate, as we have grown traffic.
fixing leaky funnels.

Anijuli,
. . . Digital marketing and
Leaders talk about simpler navigation, e-commerce manager

faster checkouts, and better mobile UX

B PY to turn visitors into customers. \
E I I I n : I :I I E —  Persondlization & retention with [ )
first-party data (4

Using dataq, personalization,
U m r Many plan to double down on first- and retention to drive repeat
party data to create journeys that keep revenue instead of chasing

shoppers coming back. expensive new traffic.

Alin,
_ They see personalization and retention Director of e-commerce
whqt eé-commerce quders as cheaper, smarter growth levers than \
say wWill drive growthin 2026 acquisition.
—  Al-powered discovery, pricing & r A
/\7I operations (4
Integration with Al mode, LLM
Leaders expect Al and LLM-based producj: discovgry and sh.opping,
search to transform discovery, pricing, agentic shopping experiences.
and even catalog setup.
“Marty,
The belief is clear: clean data in, better S§,ﬂ}ﬁ;’23§ﬂ2§;

results out — and faster decisions \
across the business.
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