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Sorting Rules 

 
 

Put products in a varied sequence using  
manual merchandising, active data or artificial intelligence. 

 

  

 



 

 
The Value of Sorting Rules 2 

Product Sorting Strategies 3 
Sorting Options Available in Business Manager 3 
Sorting Rule Inheritance Explained 5 
Multi-Site Sorting Rules 6 
Considerations for Sorting Rule Strategies 7 
Seasonal & Product Life Cycle Strategies 7 
Regional Sorting Strategies 7 
Keyword Sorting Rules for Search Results 8 

Anatomy of Sorting Rules 9 

Sorting Rule Attributes 11 
Types of Attributes 11 
Active Data Attributes 12 
Custom Attributes 13 

Types of Sorting Rules 13 

Manual Sorting 14 
Category Position 14 
Visual Merchandising “Drag & Drop” 15 

Search Placement Codes 20 

Search Rank 22 

Dynamic Sorting 23 

Hybrid Sorting 25 
Hybrid Sorting with Product Attributes & Dynamic Attributes 26 

Einstein Predictive Sort 27 

Testing Sorting Rules 27 

Additional Resources 28 
 

  

Version 1.1 Salesforce | 1 



 

The Value of Sorting Rules 
 
The decisions retailers make in how to display products on the product listing page require careful 
attention. These decisions are critical since industry studies show that most online shoppers view only the 
first few pages of product results. Using sorting rules to control where products show up on the page adds 
great value for both customers and retailers. 

 

Figure 1. The value of sorting rules. 
 

Sorting rules can: 

 

● Improve product discovery​ for your customers. You can leverage sophisticated metrics to automate 
the process or achieve an optimal assortment on the page using product attributes. 

● Give you the flexibility to vary product sequencing​ for repeat customers. Your site’s active data 
changes in real time, and if you use it in the sorting rule then the sequence of the products changes in 
real time also. 

● Give you the ability to feature best-selling, new, or most popular products​. This can be done by 
using both active data and manual merchandising. Active data should be used when you want the 
system to do the job and automatically sort your products by bestseller, most popular or other 
available metrics. A manual merchandising technique is better suited when you want to make a 
decision on how to sequence the products. 

● Increase add to basket and conversion rates​. Basket metrics, however, are better KPIs for sorting 
rules; conversion and revenue have a secondary effect and depend on many other factors, such as 
product profit margin and checkout process. Think about the immediate action that you want a 
customer to perform after they see a relevant product assortment - you want them to add products to 
the basket; conversion rate comes into play a bit further in the process. 
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Product Sorting Strategies 
 

Sorting Options Available in Business Manager 
When talking about product sequencing, a one-size-fits-all strategy is not always effective. Customers 
who search for a keyword may need to see a different product order than customers who browse 
categories. You may want to give shoppers additional sorting options on the storefront. Sorting could vary 
by a category, by season and by region.  
 
In Business Manager, you can define sorting rules using three different strategies: 
 

 
Figure 2. Sorting options available to configure in Business Manager 
 
● Search results sorting​ is determined by the default catalog sorting rule. This is the most critical 

strategy since it will be inherited by all the categories. This gives you global coverage and a baseline 
sorting strategy that you can then vary by category or seasonally. 

● Category sorting​ allows you to either assign a category-specific strategy or fall back to the default 
rule. You can determine custom strategies for individual categories and provide a more specific 
product sort by overriding the default rule at the category level. Create a map of your site’s category 
tree and map a sorting strategy to each category. For example, categories like fashion or electronics 
might require the retailer to display the newest and hottest products high on the page for the most 
visibility. Meanwhile, a clearance category gives premium placement to high-inventory products. 
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● Storefront sorting options​ are used for the storefront drop-downs that shoppers can interact with 
(i.e. price sorted low to high or high to low) to sort how they want to shop. The exact makeup of the 
sorting rule is not visible to customers.  

 
For example, a storefront sorting rule might have the display name “Top Sellers,” but the customer 
would not know what attributes were included to determine which top sellers to display (i.e. units sold, 
revenue, etc.). If a customer does not select a sorting option, they will see the products in the order of 
the sorting rule you have set for the category the customer is viewing. The same goes for the search 
sorting rule, which is also the root category default sorting rule. 

 

 

Figure 3. Storefront sorting options Business Manager view. 
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Figure 4. Storefront sorting options front-end customer view. 

 

Merchandising Tip: ​The storefront sorting options you have configured are the only ones customers 
can see in the drop-down on the storefront. Search and category sorting rule formulas are not exposed 
to them and run in the background. 

 
Sorting Rule Inheritance Explained 
It’s important to understand how sorting rules are inherited as you think about your sorting rule strategies. 
Sorting rules are inherited downward in the category tree. When a rule is set on the catalog (otherwise 
known as the root level) it impacts site search and then is inherited down to all of your categories and 
subcategories. However, you are able to set up exceptions on any category and sub-category you would 
like. Keep in mind that your exceptions will also be inherited down. 
 
Exceptions to consider: 

● Category level - a customer shopping home decor might expect products to be sorted in a unique 
way compared to shopping an apparel category. 

● Sale or clearance - an attribute such as Availability to Sell (ATS) or SKU Coverage can be a 
smart way to push high inventory items to the top of the page. 

● Regional preferences - different territories might call for a different sort order to maximize 
merchandising by region. 
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Figure 5. Sorting rule inheritance - global sorting rules and category exceptions. 
 

Multi-Site Sorting Rules 
Managing sorting rules for multiple brands and geographies has gotten even easier with Commerce 
Cloud. With Multi-Site Sharing for Sorting Rules, merchants can create sorting rules once and share them 
across multiple sites, saving time and effort.  
 
Navigate to your sorting rule in ​Merchant Tools > Search > Sorting Rules​ and use the Context 
drop-down to assign your rule to the site or global. 
 

 
Figure 6. Example of a sorting rule with three attributes. 
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Considerations for Sorting Rule Strategies 
There are a few useful questions merchandisers can use to guide themselves when deciding on sorting 
rule strategies.  
 

1. Would you like to manually merchandise products in a category? 
2. How should new arrivals and sale items be handled? 
3. Are there any general methods for grouping products such as color, brand, and style? 
4. What categories will need specific sorting rules and what attributes will drive those rules? 

 

Seasonal & Product Life Cycle Strategies 
You can change sorting rule assignments manually in Business Manager, or set up a campaign to 
start/finish on specific dates and add your seasonal sorting rules as the campaign experience. 
 
Here’s an example of how this might play out as a seasonal merchandising/sorting strategy. At the 
beginning of the season, merchandisers may want new products featured at the top of the page to draw 
attention and discovery to the latest products. Mid-season as product sales gain momentum, the 
better-selling products from the season’s collection might be moved to the top of the page. At the end of 
the season or during your seasonal sale, products with higher inventory levels remaining may be featured 
at the top of the page in an effort to move inventory.  
 

Season 
Kick-Off 

Consider a default sort that promotes products based on newness or freshness 
values, mixed in with some consideration of profit margin, inventory on-hand, or 
conversion rate. 

Mid-Season 
As the season gets underway, consider shifting the emphasis to conversion rate with 
some consideration of profit and inventory. 

End of 
Season 

It is all about the inventory levels as the season finishes out. Focus on moving slow 
sellers to clear out excess inventory that you won't be able to sell next year. Take 
inventory levels into account when you’re building your sorting rule. 

Figure 7. Seasonal sorting strategies. 
 
 

Regional Sorting Strategies 
If you have a multi-region site setup, you can also create custom sorting options to present to different 
territories. Please see the ​Locales for Merchandisers On-Demand Video​. 
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Keyword Sorting Rules for Search Results 
Keyword Sorting gives you more control and flexibility over your merchandising strategy for search 
results. You can create sorting rules for groupings of search terms. For example, you can define a 
keyword grouping for sale terms (sale, clearance, promo, discount) and set a default sort rule for those 
terms. 
 
Keyword Groups can be set up in​ Merchant Tools > Search > Search Dictionaries > Keyword 
Groups. 
 

 
  
Once you’ve set up the keyword group you will need to assign a sorting rule to it in ​Merchant Tools > 
Search > Sorting Rules - Keyword Search tab.  
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Anatomy of Sorting Rules 
A typical sorting rule consists of product attributes and active data applied in layers from top to bottom. 
You can also define the direction you want sorting to work (i.e. ascending or descending). 
 
To apply a product sequencing to the storefront pages, the attribute in the first layer ranks all products by 
the value in the top layer attribute first, then subsequent layers break any ties and rank products within 
the groups created by the previous layer. 
 

Figure 8. Example of a sorting rule with three attributes. 

 

Merchandising Tips: 
● Don’t have too many layers as the groups will be too small to provide a meaningful ranking. 
● Active data should always be last, it is hard to break a tie for calculated metrics. 
● You can configure a sorting rule using only one attribute. This type of sorting rule is normally 

applied to the storefront sorting options (i.e. price high to low), when sorting products manually 
(i.e. category position), when using a single dynamic attribute, or an inventory attribute during 
sale. 
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Figure 9. How a sorting rule applies to the storefront. 
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Sorting Rule Attributes 
Types of Attributes 
You can sort an assortment of products using combinations of the following types of attributes. 
 

Standard Attributes 

Standard attributes allow you to intervene in 
sorting using explicit placement of search 
results for categories, based on specific 
attributes intended for search ranking or 
availability. 

Product Attributes 

You can select any attribute of the product 
system object to use in a sorting rule, as long 
as it is not a password, image, text, HTML, or 
email type of attribute. Product attributes do 
not have to be flagged as online or 
searchable to be used in sorting rules – you 
can sort by attributes that the customers are 
not even aware exist. 

Active Data Attributes 

These attributes require the active 
merchandising feature to be implemented for 
the attribute data to be useful in sorting. 
These attributes include data collected from 
orders on your production system and 
information collected from storefront pages. 

Availability Model Attributes 

These attributes require the availability, active 
merchandising, or both features to be 
implemented for the attribute data to be useful 
in sorting. 

Dynamic attributes 

Dynamic attributes are custom combinations 
of attributes that you can create using 
combinations of dynamic data, which would 
then be weighted. This attribute could be used 
on its own, either ascending or descending, or 
in conjunction with another attribute as part of 
a layered sorting rule. 
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 ​Active Data Attributes 

Availability & Inventory 

Availability Ratio between inventory allocation and current stock level 

Availability Rank Indicates in-stock or out-of-stock 

SKU Coverage Ratio between total number of variants and their availability status 

Sales Velocity The number of units sold divided by the number of hours 

Time to out of Stock 
(TTOOS) Estimated time in hours before products goes out of stock 

Days Available 
The number of days since the product became available, based on the imported 
"Available Date" for the product.  If no available date has been imported, the 
date the product was created in Commerce Cloud Digital is used. 

Performance 

Impressions The number of times the product was shown on a search results page, was 
recommended to a customer, or was shown as a member of a product set 

Views The number of times the product was shown on a product details page 

Revenue The total revenue for the product 

Units The number of units of the product ordered 

Conversion The percentage of total visits that resulted in an order of the product 

Look To Book Ratio The number of orders for the product divided by the number of visits in which the 
product was viewed 

Returns & Margins 

Return Rate The percentage of orders that result in the product being returned 

Product Cost The cost of goods sold for the product 

Average Sales Price The average sales price for the product in orders, after discounts 

Average Gross 
Margin Value The average sales price minus the cost of goods sold for the product 

Average Gross 
Margin Percent 

The average gross margin value divided by the average sales price for the 
product 
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Custom Attributes 
Custom attributes give you more flexibility and creativity in creating sorting rules. Once you create a 
custom attribute to use in a sorting rule, you then need to populate it with values for each product, either 
manually or through a bulk upload or product feed. 
 
One common usage of a custom attribute is to create an “IsNew” attribute with the option to be “yes” or 
“no.” This could be used as the first layer of a “New” sorting rule and would easily bring the new products 
to the top. 
 
To create a custom attribute, use the following steps: 
1. Go to ​Administration > Site Development > System Object Types > Products > Attribute 

Definitions 
2. Enter the ID 
3. Choose the value type: Boolean, text, number, etc. 
4. Add a display name and help text 
5. Click back and go to the Attribute Grouping tab 
6. Click edit for the section on the active data tab where you want to add your attribute 
7. Add your custom attribute to the grouping 
8. You can now populate and use this attribute in a sorting rule 
 

Merchandising Tip:​ a custom attribute is only as good as its maintenance. Custom attributes need to 
be actively managed and populated to work properly. Active data attributes are generated 
automatically, while standard and custom product attributes need to be populated manually or through 
a product feed. 

 
Types of Sorting Rules 
 

Manual Includes category position or search placement code and rank. 
  
Use it when you want to specify the exact order you want the products 
to appear in. 

Dynamic Includes active data attributes to sequence products. 
  
The same product listing page might have the same products ordered 
in different ways from day to day because the value of these data 
attributes might change. 

Hybrid Includes some products ordered manually, and some products 
ordered dynamically. 
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Top merchant picks always stay the same, while the rest of the 
products on the page change as per the dynamic part of the rule. 

Defined by Product Attributes Includes standard or custom product attributes. 
  
Use it to address product differences defined by various attributes. 
Products will be grouped by the attribute you define in the rule. 

 

Manual Sorting 
Category Position 
Category Position is where you manually enter the position numbers against your products to have them 
come up in that specific order in the category. 
 
Pros: 
● Merchandiser has total control over product placement. 
● Brand guidelines can be maintained with manual merchandising.  
 
Cons: 
● Ignored in search result sort order. 
● It can be very time-consuming. 
● Ignores any active data. 
 
Like all other attributes, Category Position will only work on your site when you include it in the sorting 
rule. It is not enough just to put a number in the field when you are filling in product details in Business 
Manager. 
 

Merchandising Tip: ​if you only sort by Category Position and this is the default rule for the root 
category, it’s best to add a second layer to your default sorting rule. This way you can also define a 
sequence for search results. 
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Figure 10. Using Category Position to create manual sorting. 
 

Merchandising Tip: ​Category Position must be the first line in the sorting rule to work properly. 

 
Visual Merchandising “Drag & Drop” 
You can merchandise products visually using drag and drop with the Category Position attribute.  
 
Go to a category and ​select Grid View​, and you will be presented with product tiles and an empty 
Merchandise Zone. You can drag and drop a product into this Merchandise Zone instead of assigning a 
number to it in the product list view. 
 
The advantage of this functionality is also that you can see different product attributes and information in 
this view, such as price, inventory, online and searchable status, and in stock.  
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Figure 11. Using visual merchandising to sequence products manually. 
 
 

 

Figure 12. Drag & Drop Merchandise Zone 
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Products can only be moved into the Merchandise Zone. The order of the products below the 
Merchandise Zone is determined by your sorting rule, so for this to work your sorting rule must have 
Category Position as the first attribute. 
 
You can assign products to a category by conducting a search.  For example, a search for skirts would 
bring back all skirts and you could then assign products that way. 
 

Note:​ if you are assigning new products to a category you must run the product index first before you 
will be able to see those products in this preview mode. 

 

 
Figure 13. Assigning new products to a category via search.  
 
You can also assign products to a category via multiple product ids. Simply type the product ids into the 
search box. Be sure to check “Enable Multiple Ids.” 
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Figure 14. Assigning new products to a category via multiple ids.  
 
With Visual Merchandising you also have the ability to select multiple products at once and move them 
within the Merchandise Zone.  
 
To select an individual product use a control-click and to select a group of products use a click and 
shift-click. You can then select whether you want to move that product or group of products using the 
following options: 
 
Set First​ -  Move to the top of the Merchandise Zone 
 
Set Position Number ​– Move to a specific location in the merchandized zone 
 
Set Last -​  Move to the end of the merchandized zone 
 
Unassign​ – Remove the product from the category 
 

Note: you cannot select a product or group of products and sort them to the top or bottom of the 
unsorted area. The order of products in this area is controlled by your current sorting rule.  
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Figure 15. Selecting multiple products to reorder.  
 
You can preview the sort order changes you make via Visual Merchandising. Simply click “Preview” to 
see the page on the storefront. 
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Figure 16. Preview new sort order on the storefront. 
 

Search Placement Codes 
If using Category Position is too explicit but you still want merchandising and control of the sort order, you 
can use Search Placement Codes. 
 
Search Placement Codes can be used to group certain products together or promote/demote certain 
products. They are used when you want groups of products to appear next to each other. For example, 
you might want ‘Top Picks’ to always be at the top of a category, but you don’t want to manually order 
within the top picks. Or a mixed fashion retailer might want all women’s products to always be displayed 
before men’s products regardless of the other criteria for sort order, if there is a generic category or 
search, such as ‘shorts’. 
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Search Placement Codes are ranked from the highest numeric value to the lowest. By default, there are 
eight Search Placement values with labels in Business Manager. You can customize them for your needs 
by adding/removing them or changing the labels.  
 
Customizing Search Placement Code and rank is easy and can be done in ​Administration > Site 
Development > System Object Definitions > Attribute Definitions tab > searchPlacement 
 

Figure 17. Using search placement codes to group products. In this example, all women’s shorts are 
displayed above men’s via a general search for “shorts.” 
 

Merchandising Tip:​ one of the advantages of using search placement code is that it works both in 
search and in navigation. 

 

Implementing Search Placement Codes 

 
Search placement code values can be updated manually on the product record in Business Manager or 
via a product feed or bulk update process. You can define search placement codes not only at the 
product level but also at the category level.  
 
To set codes at the category level, navigate to the category, then click on the Category Attributes tab, and 
scroll down to the Search Placement drop-down where you can assign a code. This might be useful if a 
customer was viewing all products, and you wanted to make sure that a certain group was at the top of 
the page or to display subcategories in a particular order within a category. For example, in an 
accessories category, you might want to display ties followed by gloves and then luggage using search 
placement codes 8, 7, 6 respectively. Remember the higher the code, the higher the item will display on 
the page. 
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Figure 18. Example of using search placement codes to group items in the accessories category. 
 

Search Rank 
For more granular sorting where you want certain products to come first within a certain Search 
Placement Code group, you can use the Search Rank attribute. For example, in a “bags” category where 
you want backpacks to come first, you would rank backpacks with a high search rank code. 

Merchandising Tip: search rank tends to work well for search results and view all category type 
displays. 

 

Custom Search Placement Codes and Search Rank 

 
If you decide to create customized search placement and search rank codes, review these important 
considerations: 
● Use increments of five in defining search placement codes to leave room later for additional values 
● Leave values at the top and bottom of search placement and search rank ranges to allow for quick 

promotion and demotion of products on the fly 
● Use higher search placement codes and search rank values for more important product groups 
● Consider the placement of the default value. Products without a specific search placement or search 

rank value will inherit the default. Where should they fall in the results set?  
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Dynamic Sorting 
Dynamic sorting rules use active data attributes for the ordering of products. It is possible to use single 
metrics or combine several in a dynamic attribute. For example, you can use units sold as a single 
attribute, but in many cases, the definition of a top-selling product cannot be determined by a single 
metric but by a combination of revenue type metrics. 
 
Pros: 
● Active data does the work for you. 
● Allows for near real-time adjustments to sort based on site activity and sales. 
● Applicable to search and navigation. 
 
Cons:  
● No ability to manually merchandise products, which means no control. 
 
The following attributes are available to use individually or in combination to create a dynamic sorting 
attribute. 
 

 
Figure 19. Attributes available for use in dynamic sorting. 
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Keep In Mind:​ if you are not populating custom attributes in Business Manager, those attributes will not 
work in a sorting rule. For example, cost and profit margin are something that you need to populate 
because this data is not generated by sales and traffic on the site. Customer review ratings, on the 
other hand, is generated on the site but you have to set up an integration to populate this data 
automatically as this is site specific. 

 
In the example below, you can see the active data that was used to determine the first position in the 
shoe category. The dynamic rule combines a few different active data attributes and weighs them. Here 
we are looking at revenue, units, look to book ratio, and availability – each at 25% weight. 

Figure 20. Dynamic attribute within a sorting rule. 

 

Merchandising Tip: ​dynamic sorting rules work both in storefront navigation and search results. 
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Hybrid Sorting 
 
One of the most popular sorting strategies is Hybrid Sorting, because it allows you to present merchant 
picks and then use active data or dynamic sorting for the rest of the products. 
 
Pros: 
● Mix merchant picks with data-driven sorting. Allows for flexibility to manually merchandise a selected 

number of products and let active data do the rest.  
● Provides a framework for top-level categories and search. 
● Allows for near real-time adjustments to sort without additional effort. 
 
Cons: 
● Slightly less control. 

 

Figure 21. Hybrid sorting rule using category position, search placement, and revenue. 
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Hybrid Sorting with Product Attributes & Dynamic Attributes 
Consider product differences when it comes to your categories. To address the challenge, you can create 
custom attributes and use them in a hybrid sorting rule to promote or demote your products. 
 
A good example of this would be a sorting strategy for new arrivals. Using an ‘Is New’ custom attribute, 
you are able to push new products up to the top of the page. You need to make the ‘Is New’ attribute the 
first line in your sorting rule.  It would then sort the new items to the top and the old to the bottom.  
 
If you add a second attribute to the rule, for example, Top Sellers, it will sort new and then the old by the 
Top Sellers dynamic attribute. This is an example of a hybrid sorting rule that uses a custom product 
attribute and a dynamic attribute. 

 

Figure 22. Using New In custom attribute to push new products on the top of the page. 
 
Another great use case for a hybrid sorting rule using a custom attribute would be for sale and clearance 
items. Similar to setting up the new arrivals rule, you would create a custom attribute for ‘Is Sale’ or ‘Is 
Discontinued’ with the possible values Yes/No. Again, you would make this the first line in your sorting 
rule and then you could use a dynamic attribute to sort within the group. 
 

 

Version 1.1 Salesforce | 26 



 

 

Figure 23. Using a custom attribute to push sales products to the bottom of the page. 
 

Einstein Predictive Sort 
 
Predictive Sort puts artificial intelligence in the hands of the merchandiser by leveraging existing customer 
data to power 1:1  personalization. This capability uses customer behavior to deliver more tailored 
product sorts, decreasing the time a customer spends looking for what they want and increasing 
conversion. Predictive Sort is applicable for explicit searches (search via the search box), implicit 
searches (browsing in the storefront catalog) and enhanced search suggestions provided in Commerce 
Cloud Digital. For more information, please review the ​Predictive Sort Playbook​. 
 

Testing Sorting Rules 
 
Measuring efficiency of sorting rules can be a challenge. You can simply compare KPIs for particular 
categories before and after applying the sorting rules, but that doesn’t take into account many other 
factors that impact site performance. One way to compare and test sorting rules is to use the AB testing 
functionality built into the platform. For more information, please review the ​AB Testing Playbook​.  
 

Merchandising Tip: ​the best KPI to measure sorting rules efficiency is Add to Basket metrics. 
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Additional Resources 
On-Demand Videos 

Listen to and watch ​Platform Adoption Webinars​. 

Ask the Community 

Get answers to your questions from Commerce Cloud experts, partners, and other customers via the ​Ask 
the Community​ ​forum on XChange. ​Commerce Cloud XChange login required. 

1-on-1 Help 

Request a ​Commerce Cloud Accelerator​. 

Upcoming Events & Webinars 

Review the ​calendar​ of upcoming Commerce Cloud learning opportunities. 
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