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Abstract
The eCommerce search and recommendations space is a unique and
dynamic domain within information retrieval (IR), characterized
by its multimodality and industry-driven challenges. While the
basic task of fulfilling a user’s information need aligns with web
search, the methodologies employed are distinct. On eCommerce
platforms (e.g. Alibaba, Amazon, eBay, Etsy, Flipkart, Walmart),
the data available for retrieval and ranking differs significantly,
as do the success signals (e.g. adding items to a cart, purchasing).
Our focus for 2025 is on fostering deeper engagement through
interactive discussions, exploring crucial topics such as navigating
irreproducibility in research-to-product pipelines, and addressing
emerging topics such as evaluationmetrics for LLMs, multimodality,
and the interplay between organic and sponsored search. With our
discussion-heavy format and structured facilitation, we aim to spark
conversation among all participants.

CCS Concepts
• Applied computing → Electronic commerce; • Information
systems → Information retrieval.
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1 Motivation
The eCommerce search and recommendations space is a unique and
dynamic domain within information retrieval (IR), characterized
by its multimodality and industry-driven challenges. While the
basic task of fulfilling a user’s information need aligns with web
search, the methodologies employed are distinct. On eCommerce
platforms (e.g. Alibaba, Amazon, eBay, Etsy, Flipkart, Walmart), the
data available for retrieval and ranking differs significantly, as do
the success signals (e.g. adding items to a cart, purchasing).

For product search, the entities to be discovered are multimodal
combinations of unstructured text (e.g. titles, descriptions, reviews),
images and videos, and structured data (e.g. price, brand, ratings,
popularity, revenue). This complex interplay of data presents unique
research challenges, such as developing recall (matching) and rank-
ing functions that balance trade-offs across facets in response to
user queries. The features for constructing click models in eCom-
merce, such as queries, hover time, clicks, browse time, add-to-cart
actions, purchases, side-by-side comparisons, remove-from-cart ac-
tions, and product returns, are richer and more complex than those
in web search. Additionally, eCommerce introduces intricacies like
personalized promotions and pricing, a highly dynamic inventory
with frequent changes, and a long-tail query distribution.

The rapid evolution of emerging technologies, including large
language models (LLMs) and generative AI, has introduced fresh
opportunities and challenges for eCommerce search and recommen-
dations. As organizations race to adopt new technology, the knowl-
edge required to tackle the practical challenges of productionization
risks becoming siloed. Avoiding this requires dialogue between IR
communities in academia and industry and across eCommerce or-
ganizations. The goal of our workshop is to bridge these gaps and
foster collaboration for this crucial exchange of information. To
support this goal, the special theme of ECOM25 is From Research to
Product: Challenges, Lessons, and Opportunities in eCommerce Search
and Recommendations, and we have prepared a workshop format
that heavily emphasizes conversations and collaborations through
structured facilitation.
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Our focus for 2025 is on fostering deeper engagement through
interactive discussions, exploring crucial topics such as navigating
irreproducibility in research-to-product pipelines, and addressing
emerging topics such as evaluationmetrics for LLMs, multimodality,
and the interplay between organic and sponsored search. With
our discussion-heavy format and structured facilitation, we aim
to spark conversation among all participants, beyond that of the
usual interactions between presenters and the audience in a limited
question period. Furthermore, we will capture the outcomes of the
workshop and publish a SIGIR Forum paper as a “five years later”
follow-up to the 2020 paper on challenges and opportunities in
eCommerce search and recommendations [1], authored by previous
ECOM workshop organizers.

The special theme of this year (From Research to Product: Chal-
lenges, Lessons, and Opportunities in eCommerce Search and Recom-
mendations) aligns with both long-standing and current interests
of the SIGIR community. Simultaneously, the special theme is com-
plementary to the main conference, as we hope to capture practical
techniques and learnings that are often difficult to publish in stan-
dard academic venues.

2 Theme and Purpose
The primary purpose of ECOM25 is to provide a venue for discus-
sion and publication of IR research as it pertains to eCommerce,
and to bring together practitioners from across academia and in-
dustry to produce thoughtful discussion and lasting collaborations.
The workshop relates to all aspects of eCommerce search and rec-
ommendation. Research topics and challenges that are frequently
encountered in this domain include:

• Ranking and Whole Page Relevance (WPR)
– Optimization for IR and business metrics
– Diversity in product search and recommendations
– Relevance models for multi-faceted entities
– Relevance vs. revenue
– Deterministic sorts (e.g. price low to high)
– Temporal dynamics and seasonality

• Query and Document Understanding
– Query intent, query suggestions, and auto-completion
– Strategies for resolving low or zero recall queries
– Cross-modal search (e.g. text, structured data, images)
– Categorization and facets
– Reviews and sentiment analysis

• Recommendation and Personalization
– Personalization & contextualization
– Privacy, bias and ethics in eCommerce IR
– Blending recommendations, sponsored products and search
results

• Representations and Data
– Semantic representation of products, queries, and cus-
tomers

– Construction and use of knowledge graphs for eCommerce
• IR Fundamentals for eCommerce
– Unified and universal search and recommendations
– Cross-lingual search and machine translation
– Indexing and search in rapidly changing environments
(e.g. auction sites)

– Experimentation techniques
• Other challenges
– Trust, transparency, and fairness in eCommerce
– UX for eCommerce
– Question answering and chat bots for eCommerce

Theme: From Research to Product: Challenges,
Lessons, and Opportunities in eCommerce Search
and Recommendations
There is a major gap between state-of-the-art research results and
effectively implementing them in eCommerce production. This
year’s special theme addresses the challenges, lessons, and oppor-
tunities encountered while transitioning cutting-edge research into
practical applications within eCommerce. The workshop will in-
clude invited speakers and panelists expert in this area and position
papers from academia and industry, emphasizing:

• The practical challenges of translating research into scalable
products.

• Lessons learned from tackling irreproducibility while im-
plementing key research papers into industrial eCommerce
search and recommendation systems.

• Emerging trends in eCommerce IR, such as multimodal-
ity, customer lifetime value, and online and offline usage
of LLMs.

We believe that this is a particularly timely special theme. Over
the past few years, many organizations have invested in production-
izing new technology (e.g. LLMs, generative AI) to solve business
problems. Although productionizing research papers requires over-
coming substantial challenges with creative problem solving, the
associated learnings can be difficult to publish in standard aca-
demic venues because they lack the right kind of novelty, e.g. clever
heuristics, knowledge of common pitfalls, or negative results. How-
ever, that “one weird trick” that fixes a common issue or know-
ing what “obviously good” idea doesn’t work and why, can save
precious research time. ECOM25 will provide a platform to share
these invaluable from-the-trenches experiences across organization
boundaries to enrich our community and reduce repetitive effort.
We will capture the discussions in a SIGIR Forum paper as a 5 year
follow-up to the eCommerce challenges paper [1].

3 Workshop Format
This workshop brings together researchers and practitioners from
academia and industry to identify and discuss core research prob-
lems in eCommerce search and recommendation. Attendees are
expected to include: Early-, mid-, and late-career industry profes-
sionals from large and small eCommerce companies; Professors
and PhD students of IR, NLP, and economics.

ECOM25 is formatted to prioritize and encourage deep discus-
sion. Through well-structured facilitation, we seek to move beyond
the presenter/audience dynamic and generate discussion between
all participants. This will be a highly interactive workshop, not a
mini-conference with: Two invited talks; Moderated panel discus-
sion on the workshop theme; Selected long contributed talks with
facilitated discussions; Poster boaster presentations followed by the



SIGIR 2025 Workshop on eCommerce (ECOM25) SIGIR ’25, July 13–18, 2025, Padua, Italy

poster session; Playfully themed lunch tables for casual networking;
"From Research to Product" breakout group challenge.

PanelDiscussionThe panel will reflect the theme FromResearch
to Product. Panelists from industry and academia will share lessons
learned from applying state-of-the-art research and technology to
eCommerce, with a special focus on irreproducibility. Given that
negative results are under-reported in publications, we find value
in providing a forum to discuss what does not work.

Themed Lunch Tables During lunch, we will set up playfully
themed lunch tables to help participants meet others working on
similar problems and encourage conversations around shared points
of interest. The tables will be organized around broad problem
categories and/or job roles, e.g. “The Multiverse” (Multimodality);
“Treasure Cove” (Sponsored Search); “The Launchpad” (Start-ups);
“Mt. Everest” (Large Scale).

Breakout Group Challenge Participants will break into groups
to collaborate on a “From Research to Product” guide for a topic
of their choice and produce the kind of guidebook they wished
they had. Organizers will provide a list of potential topics (e.g. hy-
bridizing sparse and dense retrieval, image-text multimodal search,
LLMs for synthetic data generation), but attendees are encouraged
to propose topics. Each group will be assigned a facilitator and will
present their guidebook to the attendees. The slides will be publicly
shared and will be summarized in our SIGIR Forum paper.
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