il Cl&T

RETAIL
TECH REPORT: - -

Al Shopping 0
Assistant

Top Picks for You

A 8

/

i r Shopping Goal

g
H, J e Oversized Blazer Satin Sip Dress White NN
1Jenna - . $129.00 Q ss900 Q 900 \ atns the occasion?
What are you looking » T This helps me curate the best
for today? ice Drops on Wishlis picks for you.

I need a casual outfit

Leather Tote Bag
forabrunchdate. . $80.00
ol $71.20 -20%
2 Gold Hoop Earrings
N $49.00
© $39.20

EDITION

Great choice! Here are some
@ outfits | think you'll love.

.‘?.‘

= ‘ ﬁ
L
Based on a survey of 1011 diverse US consumers s OO e e

Similar results

See full look

(proportionately representative of the population), we explore
how consumers are adjusting their shopping habits thanks to
the prevalence of Al, increased price sensitivity, and more

seamless social commerce experiences.

*%s may not add up to 100 within the report due to rounding

Melissa Minkow
Global Director, Retail Strategy & Insights
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THE PATH TO
PURCHASE
IS EXPANDING

Following up on the compelling, Al-forward
consumer shopping behaviors revealed by our
Retail Tech Reality Check report, this research
takes a deep dive into how the modern path to
purchase is evolving.

The report covers agentic commerce adoption
and how retailers can foster loyalty in such
fast-changing times.
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'oo.
In this survey, we are defining an “Al agent” as a digital assistant that
can recommend products for you and can also take actions for you, like

Key Te r m S narrowing down options, checking on prices and delivery timelines,

adding items to a cart, reordering products, or completing a purchase

D eﬁ ne d . within rules you set.

Additionally, we are defining “shopping” as any part of the path to
IIA I A e n t n purchase, which includes researching a problem you need to solve by
g buying something, browsing for items you may buy, putting an item in

our cart, and purchasing an item.
“Shopping’ B

4
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Most consumers feel
they are making
smarter purchase
decisions, choosing
better value and
becoming more
informed before
buying.

CIsT @



Participants mostly

° ° oge More informed,
attributed their ability lower decicions
to make smarter More experience

o o Slower on purchase decisions

p u rc h a S e d ec I s I o n S to More information available
being less impulsive/ Alandltechnology
more researched with weing costs

Looking for better deals

their purChases Value-seeking

“I've learned how to gauge what kind of quality “I'm using Al to compare prices and find the “There are more options available for searching
things are and have really been saving money lowest” - Male, 18-27 and comparing product prices” - Female,
from having to replace things of lesser quality 44-59

so often” - Female, 28-34
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Most consumers feel they are
smarter shoppers because of Al,
and it's making them shop more.
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Which of the following is
most frustrating to you
when shopping online?

1. Not being able to easily find what I'm looking for

2. Not having helpful product descriptions
3. Not being able to receive my items in a timely manner

Having to pay for returning items

Not having useful product images

Not having helpful customer service

Having a lengthy returns process (e.g. requiring me to print labels and package the item up myself)

A lengthy payment process
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Which of the following do you
tend to find when
online shopping?

2. High quality product imagery
3. Ratings/reviews

Sizing chart/dimensions for you to use
Sizing and product recommendations based on previous orders

Virtual trial tools

RETAIL TECH REPORT: AGENTICEDITION  CONTEXT
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Describe your
ideal shopping
experience in
as much detall
as possible.

Needs are anticipated Options given that make sense

Suggestions are tailored based on Everything is in stock

preferences, size, past purchases
Notifications for deals or availability
Quick and easy based on carts or lists

List synchronization Certainty with sizing

Be as imaginative/creative as necessary- you can
describe features that don’t yet exist. Please
include the type of product you're shopping for.

“Before leaving out have my Al List ready and once at
the store it tell me about what other options | have. Can
also tell me about upcoming sales to wait and come
back for that item would be very good.” - Male, 44-59

“When shopping for a new book to read, it would be
great to be able to describe exactly what I'm looking for
(plot type, genre, character tropes, etc.) and have an Al
agent provide me with books that contain those

“The shop scans my existing digital closet and shows
me exactly how the new item pairs with what | already
own. It generates ‘Outfits per Dollar’ metrics, showing
me 15 different ways to wear the item with my current

clothes, ensuring | never buy something that sits in the
back of the closet.” - Female, 28-34

2026 RETAIL TECH REPORT: AGENTIC EDITION CONTEXT

elements and a short description of each book (that
doesn't just regurgitate the back cover text) and why it
was recommended.” - Male, 44-59
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Which of the
following
statements best
describes how
you typically
begin most online
shopping
journeys?

Consumers are starting their path to
purchase with a good idea of what
they want

Product + brand in mind,

open to other brands

Some product idea, unsure

about specs and brand

Product, specs, and

brand in mind

Brand in mind, open to

products offered

Product + specs in mind,

no brand preference

Product + brand in mind,

unsure about specs

| just start browsing and

realize | need something

7%

17%
17%
15%
13%
11%

21%

CIST @



99%

of consumers are at
least slightly open to

discovering new
brands. 38%

Slightly open

1%

Not at all open

61%

Very open

How open would you say you
typically are to discovering new

brands?
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ALL ABOUT
AGENTIC
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Have you ever used
an Al agent such as

ChatGPT, Google
Gemini, Google Al
Mode, Copilot or
Perplexity to help
you shop?
14%
(o
87% OF RESPONDENTS 2 6 % 63%
° HAVE USED AN Al HAVE NOT YET °
have done so AGENT WHEN USED AN Al AGENT [[stidad

in the last 3
months SHOPPING FOR SHOPPING

RETAIL TECH REPORT: AGENTICEDITION ~ ALL ABOUT AGENTIC us CI&T @



90% 10%

OF PARTICIPANTS OF PARTICIPANTS
HAVE EITHER USED HAVE NOT USED AN Al
AN Al AGENT FOR AGENT FOR SHOPPING
SHOPPING OR ARE AND SAY THEY ARE
OPEN TO DOING SO NOT OPEN TO IT

IN THE FUTURE
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For which of the
following
categories would
you use an Al
agent to shop
(either have
already or would in
the future)?

[Select all that apply]

RETAIL TECH REPORT: AGENTIC EDITION ~ ALL ABOUT AGENTIC

L 55%
Personal care [ 49%
Apparel & accesspries | 49%
Household goods_ 47%
aroceries [N 47%
Beauty 4%
Home appliances_ 42%

Pet products _ 38%

Home decor _ 34%

Sporting goods _ 32%

Automotive _ 31%

Office supplies _ 28%
Luxury/designer 25%

Electronics

CIST @



In which of the Pet products
following -
categgries do you Apparel and accessories
often research e
brands/types of fome applances

prOdUCtS/ Home decor
providers? Furniture

Automotive

[Select all that apply] Sporting goods

Luxury/designer goods

Office supplies
| don't do shopping research . 3%

2026 RETAIL TECH REPORT: AGENTIC EDITION ALL ABOUT AGENTIC us Cl&T @



L 69%

Which of the Cchat GPT
- 6e1%

Google Gemini

fO"OWlng Google Al Mode _ 39%
agents did Copilot - 28%
you use in the Sir o 26%
Iast 3 Alexa - 22%
anths’J Perplexity - 12%
y Claude C12%
DeepSeek . 8%

[Select all that apply]

Other I 2%

RRRRRRRRRRRRRRRR : AGENTIC EDITION ALL ABOUT AGENTIC us CI&T @



What did
you/have you
used an Al
agent to do?

[Select all that apply]

2026 RETAIL TECH REPORT: AGENTIC EDITION ALL ABOUT AGENTIC
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Compare different brands
for the item | wanted

Find the lowest price for
the item | was looking for

Find where | can buy the
item | was looking for

Research a problem for which
| needed to buy something

Find brands that sell the
product | was looking for

Learn about new trends in
home, fashion, something else

Find the best dupe for a
brand of product | love

Other

I 55
D 55%
D 49%
D 44%
D 43%
S 2%

S 22%

| 2%

e [ ;20



° When | want to compare pric_ 31%
I n Wh I c h Wanting the lowest price for an ite_ 30%
scéna ri 0OS d O When | don't know much about a p_ 290Y%
When | want to compare the same_ 29%
yo u o r Wo u I d When | want product recommend_ 28%
yo u ﬁ n d AI Wanting the lowest price for an ite_ 26%
Dealing with a problem such as a |_ 19%
a g e n t S t o b e When | want a product but need t_ 19%
m O St h e I pf U I ? Searching for a specific size or col_ 18%
[Select 3] When | want recommendations for_ 15%
Looking for a dupe of an item _ 15%
Conducting comparisons and Needing a new item without a bran_ 15%
g e lowot s o s s SRR 13%
When I'm buying something for so_ 13%
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Which of the
following would
you be
comfortable
allowing an Al
agent to do for
you?

[Select all that apply]
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e, I 60%
stz I 51%
s I s0%
s I 48
reneriens s | 41%
s P 36%

covet payment detais I 24%

e I 23%

o I 23%

romaticat within uios et L] 23%

e N 18%

CIST



Agents drive convenience in modern ways:
through low prices and mental energy
reduction

Which of the following best characterizes where you would

find the most value in using an Al agent for shopping?

Saves mental energy Saves me money when Saves me time when Helps me discover new
when researching a needing to buy looking for a particular brands/products | might
product to solve a something by finding the product/brand | want to want to buy

problem lowest price buy
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ST — P
recommends a prOdUCt Giving me a clear explanation_ 28%
and gives you the Better price than other chann_ 26%
mmediately. M 22
o . o Trusted retailer or brand
immediately in the %
same conversation. Faster checkou _ 19%
What would make you R _ 18%
most likely to complete . ,.....iowions - ST 179
the purchase there?

Loyalty points or rewards are _ 16%
L 15%
L 1%
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[Select 2]

Easy returns

Curiosity regarding trying a
different way of shopping



In which categories
would you be willing
to complete a
purchase directly

inside an Al agent?

[Select all that apply]

2026
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Groceries

Personal care
Electronics

Apparel & accessories
Household goods
Food delivery/carryout
Pet products

Beauty

Home appliances
Home decor

Office supplies
Sporting goods
Automotive

Luxury/designer goods

| wouldn't ever buy directly from a_ 13/0

CIST €



Agents can become
more trustworthy

through transparent

logic and
commuhnication

[Select 3]

2026
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For agent open consumers:
Which of the following would make you more likely to trust an Al agent?

It gives me a clear price total including sh_ 45%
It explains why it recommended aproduct i 40%

It lets me set clear shopping rules and limits T 34%
It shows me alternative products it consi_ 33%
It has a strong return or refund process if _ 32%

It explains what data it used about me

It clearly labels sponsored recommendati_ 24%
It doesn't have any sponsored recommen_ 22%

It doesn’t have any advertisements _ 21%
Brands can't pay to show products earlier_ 20%

For agent non-open consumers:
Which of the following might make you open to using an Al agent for shopping?

It gives me a clear price total including shipping and fees

It doesn’t have any sponsored recommendations

It explains why it recommended a product

It explains what data it used about me

It doesn’t have any advertisements

It has a strong return or refund process if something goes wrong

Brands can't pay to show products earlier in recommendations

It lets me set clear shopping rules and limits 23%
It shows me alternative products it considered 292%
It clearly labels sponsored recommendations 18%

S 29%

39%
37%
35%
35%
33%
10 )7
29%

CIST



In the future, you will A general Al agent such

be able to optin to ChatGPT, Gemini, or Cla A

an AI agent doing | would not trust any Al 17%
the fu" shopping agent to shop on my behalf
journey on your Google Al Mode 14%
behalf. Which of the . .

An Al agent built into a retail
fO"OWing Would you (Target, Walmart) website or- 13%
trust most to act on e Al st bl

gent built into a o

your behalf When marketplace such as Amazo 12/0
Shopping? A payment or wallet

%6

provider's Al agent

An Al agent | built myself to
shop on my behalf

B
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Why might you
choose to shop using
ChatGPT, Claude,
Gemini, Copilot or
another Al agent
instead of shopping
directly on a retailer
website or app or on a
marketplace/search
engine?

2026 RETAIL TECH REPORT: AGENTIC EDITION ALL ABOUT AGENTIC
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Easier to compare

products/brands 24%
More information for o
purchase decisions 23/0
Better prices 21%

18%

More efficient

Better recommendations
for what to buy

147%

CIST &



2026

Paid search results are the least
appealing approach to monetization

1. Platforms such as ChatGPT, Google Gemini, etc 2. Platforms such as ChatGPT, Google Gemini, etc 3. Platforms such as ChatGPT, Google Gemini, etc.
organising search results in order based on how advertising retailers or brands on the sidebar of advertising items that make sense for me on
much the brand/retailer has paid them to get their platform: the sidebar of their platform:

them closer to the top of the results:

‘ Would make me stop shopping on the platform Wiouldn't bother me at all Would bother me slightly

RETAIL TECH REPORT: AGENTIC EDITION ALL ABOUT AGENTIC us
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CHANNEL
NUANCE
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Are you more
likely to
choose a
retailer's

website that...

Consumers want efficient shopping
experiences where they feel certain in
their decisions

Is quick and efficient in
getting you to the
products you need

Provides enough information quickly
to help you learn about a product
category and feel confident making
purchase decisions

Provides elaborate amounts of
information, helping you learn about a
product category and feel confident
making purchase decisions

|s fun and engaging,
allowing you to spend
enjoyable time browsing

2026 RETAIL TECH REPORT: AGENTIC EDITION CHANNEL NUANCE “

167%

247%

30%

30%
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On would
you say you are/would

to discovering
new brands/ products?

Rank the channels from where you're MOST open (1)
to LEAST open (7)

2. Amazon or other marketplace
3. Al Agent

Google Al Mode, Retailer’'s Website
Retailer's App

Social Media

NON

On would
you say you are

to discovering new
brands/products?

Rank the channels from where you're MOST open
(1) to LEAST open (5)

2. Amazon or other marketplace
3. Retailer's Website

Retailer's App

Social Media

CI&T @



Non-agent users favor marketplaces’ search experiences,

WhiC h Of t h e fO I I OWi ng gives whereas agent users favor agents.
you

) Agent User @ Non Agent User

40% 40%
31%
30% 28% ‘
20% 7%
14% 15% 149,
11% ~-
10% L 0 Lo
6% 6%
» -
Search engine Al agent Marketplace Retailer website Retailer app Social media Google Al Mode
(e.g. Google,Bing) (e.g. Chat GPT, Google Gemini) (e.g. Amazon, eBay)

CIST @



What makes for 467
Shows me the lowest price versions first _
a good search ?

experience? Gets me the exact item | have in mind - 41%

Gives me information to make the right buying decision
[Select 3] Sh DEYIne

Best understands what I'm looking for - 36%

Turns up the most results

The best search
experience Is about

price and specificity | |
Gives me options the fastest

Suggests similar items
Suggests complementary items

Shows the items | can get fastest first
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Do you prefer to
your online shopping
journey on...?

Agent User @ Non Agent User

40% 39%
35%
30% - 6%
' 21%
20%
14% 14% 13%
10% 79, 6%
o _
Search engine Al agent Marketplace Retailer app/website Social media Google Al Mode
(e.g. Google) (e.g. Chat GPT, Google Gemini) (e.g. Amazon, eBay)

CI&T @©



Channel you'd go to first @ e @ co

Agent user Non-agent user

Search Engine Search Engine

* Household goods  Dealing with a problem such as skincare/ supplement program * Beauty products
* Looking for a dupe  Furniture
* Needing a new item with a brand preference * Home decor

Agent * Lowest price without a brand preference * Home appliances

* Lowest price with a brand preference * Automotive
 Searching for a specific size/color of a particular product » Electronics

* Dealing with a problem such as skincare/ supplement program * Beauty products * When | know the exact product | want but need the highest quality - Pet products

* Needing a new item without a brand preference e Personal care brand for it e Groceries

* Looking for a dupe * Furniture * When | don't know much about a product category but need to » Sporting goods

* Needing a new item with a brand preference e Home decor buy something in that category « Luxury/designer

* Lowest price without a brand preference « Home appliances « Comparing prices between different brands goods

* Lowest price with a brand preference  Automotive * Comparing the same product offered by different brands e Carryout/delivery

 Searching for a specific size/color of a particular product * Electronics » Styling or usage recommendations « Household goods

* When | know the exact product | want but need the highest quality < Apparel and « Seeking product recommendations within a set budget

brand for it accessories * Buying for someone else
* When | don't know much about a product category but need to * Pet products
buy something in that category » Groceries

» Comparing prices between different brands » Sporting goods M al rketplace

* Comparing the same product offered by different brands » Office supplies

. Styling or usage recommendations « Luxury/designer * Needing a new item without a brand preference * Personal care

« Seeking product recommendations within a set budget goods * Apparel and

* Buying for someone else « Carryout/delivery accessories

» Office supplies

(mm ) mrmEeIme ) GIIRME ) © *see appendix for a detailed breakdown of each scenario and category CIST @



Please assignh percentages, adding up to a total of 100, to each channel in order to best represent

how often you typically shop them online:

Al NATIVE SHOPPER
10%

Social Media

26%
Google Search
19% Engine
Amazon & other
marketplaces
. Retailer
Al Agents Websites &
12% Apps

Google Al Mode

2026 RETAIL TECH REPORT: AGENTIC EDITION CHANNEL NUANCE “

NON-AI NATIVE SHOPPER
7%

Social Media

27%

o

42 /0 Google Search
Amazon & other Engine

marketplaces

24%

Retailer Websites & Apps
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LOYALTY
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Compared to a
year ago, would
you say you are
more, less, or
equally loyal to the
brands you buy?

Equal

More

| ess

11%

33%

956%
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Which of the et | 55%
following are oo [ 38%
most likely to oreing sciver, [ 30%
make you loyal soscoseson [ 30%
to a brand or Fastest shipping - 29%
re tailer? Best customer service - 26%
[Select 3] SR - 297%

Trendiest/newest products - 19%

Online order pickup - 16%

CI&T @




Categories where
consumers report
the strongest
brand loyalty

Brand loyalty

Rank the following categories, in order from 1 the
one where you consider yourself to be MOST loyal
to specific brands, to 14 the one where you tend to
have the LEAST brand loyalties

2026 RETAIL TECH REPORT: AGENTIC EDITION LOYALTY
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1. Personal care

2. Beauty

3. Household goods

4. Groceries

5. Electronics

6. Furniture

7. Home appliances

8. Apparel & accessories
9. Home decor

10. Automotive

11. Pet products

12. Sporting goods

13. Office supplies

14. Luxury/designer goods

cisTt ©®



Categories with
highest
likelihood of
loyalty program
participation

Loyalty Programs

In which of the following categories
do you belong to loyalty programs?

[Select all that apply]

2026 RETAIL TECH REPORT: AGENTIC EDITION
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1. Groceries
2. Pet products
3. Coffee shops

4. Restaurant chains

5. Apparel & accessories

6. Beauty products

7. Personal care, Electronics

8. Household goods, Automotive

9. Sporting goods, | don't belong to any
10. Home appliances

11. Home decor, Office supplies

12. Furniture, Luxury/designer goods

CI&T @



+
IN CONCLUSION

If agents are to be Agents’ purpose to consumers
perceived as replacing is to provide the best search
anything, they are experience possible
technically cannibalizing

usage across all channels,

but they're mostly replacing

search engines and/or

marketplaces.

IMPLICATIONS IMPLICATIONS

Create different reasons for shoppers to Optimize discoverability in the context of price
engage with your brand on each platform. and the variables consumers would be

Offer different experiences, products, and evaluating your product on

incentives for each.
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APPENDIX




P4\ SCENARIO
SLIDES
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For each of the following shopping Dealing with a problem such '@

- as acne/refreshing your . ’
ScenarlOS, please SeleCt the skincare routine, a |eaky
digital channel you would most faucet, needing to bake for the
. holidays, putting together a
Ilkely g0 to FIRST: wellness/supplement program
O AgentUser @ Non Agent User
60% ou%
0% 45%
40% '
30%  27%
20% 18%
1%
0% S | 7 e _ enflll
Search engine Al agent Marketplace Retailer app Retailer website Social media Google Al Mode
(e.g. Google) (e.g. Chat GPT, Google Gemini) (e.g. Amazon, Uber Eats)

2026
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For each of the following shopping

scenarios, please select the

digital channel you would most

likely go to FIRST:

¢ Agent User

40%

36%

35%

l :

Search engine Al agent
(e.g. Google) (e.g. Chat GPT, Google Gemini)

29%

30%

20%
15%

Marketplace

10%

0%

2026 RETAIL TECH REPORT: AGENTIC EDITION APPENDIX SCENARIO us

(e.g. Amazon, Uber Eats)

9%

6%-.

Retailer app

Needing a new item
without a brand
preference (moisturizer,
sweater, sheakers, car)

@ Non Agent User

15%

10%
5% 5%

Social media

Retailer website

&

4%
(O

Google Al Mode

CI&T &



For each of the following shopping Looking for a dupe of an '@
. item (less expensive

scenarios, please select the version of a luxury item) \%
digital channel you would most

likely go to FIRST:

O Agent User @ Non Agent User

40%

40% 379, 38%
30%
24%
20% 16%
10% 79 69 &9 8%
5% - - -/° -/" 4/o
0% :
Search engine Al agent Marketplace Retailer app Retailer website Social media Google Al Mode
(e.g. Google) (e.g. Chat GPT, Google Gemini)  (e.g. Amazon, Uber Eats)
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For each of the following shopping
scenarios, please select the
digital channel you would most

likely go to FIRST:

) Agent User

40% 38%

30%
27%
13%

Search engine Al agent Marketplace
(e.g. Google) (e.g. Chat GPT, Google Gemini)  (e.g. Amazon, Uber Eats)

30% 28%

20%

10%

O%

2026 RETAIL TECH REPORT: AGENTIC EDITION APPENDIX SCENARIO us

9%
%

Retaller app

Needing a new item with a
brand preference in mind
(moisturizer, sweater,
snheakers, car)

@ Non Agent User

21%

14%

5% 5%

Social media

Retailer website

4%
.

Google Al Mode

CIsT ©®



For each of the following shopping ngg:"ime ',:‘;‘V:j:grice '@
I Wi \J

scenarios, please select the brand preference

digital channel you would most
likely go to FIRST:

© AgentUser @ Non Agent User

50%
e 41%
40% 369%
30% 9p9
20% 16%
10% 6% 59, 7% 6% 59, 59, o7
- e ('SR R o
Search engine Al agent Marketplace Retailer app Retailer website Social media Google Al Mode

(e.g. Google) (e.g. Chat GPT, Google Gemini)  (e.g. Amazon, Uber Eats)
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For each of the following shopping Wanting the lowest price '@
. for an item with a brand

scenarios, please select the preference in mind N\
digital channel you would most

likely go to FIRST:

O AgentUser @ Non Agent User

40% 37%
34% 35%
30%
25%
20% ]5% 16%
10% 8% 9°/° 10%
5% 39, 4%
0% N aan
Search engine Al agent Marketplace Retaller app Retailer website Social media Google Al Mode

(e.g. Google) (e.g. Chat GPT, Google Gemini)  (e.g. Amazon, Uber Eats)
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For each of the following shopping Searching for a specific '@

. size or color of a particular
scenarios, please select the product N\

digital channel you would most
likely go to FIRST:

© AgentUser @ Non Agent User

40% 40%

32%
0,
(¢)
20% ) 16%
14/0 199
10% 7% 8% 59
0% )
Search engine Al agent Marketplace Retaller app Retailer website Social medla Google Al Mode
(e.g. Google) (e.g. Chat GPT, Google Gemini)  (e.g. Amazon, Uber Eats)
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For each of the following shopping When | know the exact '@
. product | want but need the
scenarios, please select the highest quality brand for it. W\

digital channel you would most
likely go to FIRST:

© AgentUser @ Non Agent User

50%
43%
40%
34%
% 28%
30% 25%
20% 20%
13% 12%
2%
- L ... G
Search engine Al agent Marketplace Retailer app Retailer website Social media Google Al Mode

(e.g. Google) (e.g. Chat GPT, Google Gemini)  (e.g. Amazon, Uber Eats)
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For each of the following shopping
scenarios, please select the

digital channel you would most
likely go to FIRST:

2026

70%
60%
50%
40%
30%

20% |

10%
0%

61%
40%
24%
Search engine Al agent
(e.g. Google) (e.g. Chat GPT, Google Gemini)

RETAIL TECH REPORT: AGENTIC EDITION

APPENDIX

) Agent User

21%

When | don’t know much
about a product category
(laptops, headphones, cars,
denim), but | need to buy
something in that category

@ Non Agent User

1%
5% 5%

Marketplace

(e.g. Amazon, Uber Eats)

SCENARIO

us

Retailer app

(o)
— 7% a9, 6%
Retailer website Social media

Google Al Mode

CI&T @



For each of the following shopping

scenarios, please select the

digital channel you would most

likely go to FIRST:

O Agent User

60%

51%

50%

39%

40%

30%

24%

20%

12%

10%

)7 )
Search engine
(e.g. Google)

Al agent
(e.g. Chat GPT, Google Gemini)

2026 RETAIL TECH REPORT: AGENTIC EDITION APPENDIX SCENARIO

32%

Marketplace

(e.g. Amazon, Uber Eats)

uUs

When | want to compare

prices between different
brands offering the same
product

@ Non Agent User

9%

7% 59, 8%

Retailer app

4% 4%
N

Social media

Retailer website

5%
S
Google Al Mode

CI&T @



For each of the following shopping When | want to compare '@
. the same product offered

scenarios, please select the by different brands N\
digital channel you would most

likely go to FIRST:

O AgentUser @ Non Agent User

50% 48%
40%
30%
24%
20%
13%
(¢)
10% 6% 59 7o 7% 1% 4% 5%
. e MER coam =0
Search engine Al agent Marketplace Retailer app Retailer website Social media Google Al Mode

(e.g. Google) (e.g. Chat GPT, Google Gemini)  (e.g. Amazon, Uber Eats)
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For each of the following shopping

scenarios, please select the

digital channel you would most

likely go to FIRST:

O Agent User

48%

90%

40%

37%

30%

23%

20%

10%

0%
Al agent
(e.g. Chat GPT, Google Gemini)

Search engine
(e.g. Google)

2026 RETAIL TECH REPORT: AGENTIC EDITION APPENDIX SCENARIO

19%

. .

Marketplace
(e.g. Amazon, Uber Eats)

uUs

When | want
recommendations for styling
or using an item | already
have or am going to buy

@ Non Agent User

15%
(o)
2o 9% 11/o %
5% °
Retaller app Retaller websnte Socual media

&

5%
.

Google Al Mode

CIST @



For each of the following shopping When | want product '@

. recommendations that fit
scenarios, please select the within a set budget N

digital channel you would most
likely go to FIRST:

© AgentUser @ Non Agent User
50%

44% 429,
40%
32%
30%
24%
20%
12% 12%
10% % 6% o% 5% 6% 5%
N am ol =
Search engine Al agent Marketplace Retaller app Retailer website Social media Google Al Mode
(e.g. Google) (e.g. Chat GPT, Google Gemini)  (e.g. Amazon, Uber Eats)
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For each of the following shopping When | am buying '@
. something for

scenarios, please select the someone else N\
digital channel you would most

likely go to FIRST:

O AgentUser @ Non Agent User

40%

40%

37%

32%

0
30% 26%

20%

17%
11%

10% 9%

Search engine Al agent Marketplace Retaller app Retailer website Social media Google Al Mode

(e.g. Google) (e.g. Chat GPT, Google Gemini)  (e.g. Amazon, Uber Eats)
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CATEGORY
SLIDES
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CI&T @



For each of the following categories, BEAUTY PRODUCTS
please select the digital channel you
would most likely go to FIRST:

Agent User @ Non Agent User

35% 9

32%

30%
25% 23%

20% 18%

15%

15%

3%

1
10%

10%

7% 7% 7%

5% 3%

0%
Al agent Search engine Marketplace Retailer app Social media Retailer website = Google Al Mode
(e.g. Chat GPT, Google Gemini) (e.g. Google) (e.g. Amazon, Uber Eats)
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For each of the following categories, PERSONAL CARE
please select the digital channel you (SHAMPOO, BODY WASH, ETC.)
would most likely go to FIRST:

AgentUser @ Non Agent User
35%

31% 32%

30%

26%
25% 24%
22%

20%

17%

15%

14%
10%
6%

10% 10%

Al agent Search engine Marketplace Retailer app Retailer website Social media Google Al Mode
(e.g. Chat GPT, Google Gemini) (e.g. Google) (e.g. Amazon, Uber Eats)

%
59, 5%

0%
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For each of the following categories, HOUSEHOLD GOODS
please select the digital channel you PHCH AS CLEANING PROBEETS
would most likely go to FIRST:

Agent User @ Non Agent User

35% 34% 34%
30%
27% 27%

25%
22%

20%

15%

15%
10%

14%
4% g9 3%

10%
7%
—

Al agent Search engine Marketplace Retailer app Retailer website Social media Google Al Mode
(e.g. Chat GPT, Google Gemini) (e.g. Google) (e.g. Amazon, Uber Eats)

5%

0%
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For each of the following categories, FURNITURE
please select the digital channel you
would most likely go to FIRST:

Agent User @ Non Agent User

%
50% >0
40%
30% _29% 28% 97%
0% 17%
12%
10% 10% 9% 8%
. 3% 3% 3%
0% A
Al agent Search engine Marketplace Retailer website Retailer app Social media Google Al Mode
(e.g. Chat GPT, Google Gemini) (e.g. Google) (e.g. Amazon, Uber Eats)
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For each of the following categories, HOME DECOR
please select the digital channel you
would most likely go to FIRST:

Agent User @ Non Agent User

50%
A1%
40%
34%
30%
30%
26%
20% 18%
10% 9% 9% 10%
’ i 6%
Al agent Search engine Marketplace Retailer app Retailer website Social media Google Al Mode
(e.g. Chat GPT, Google Gemini) (e.g. Google) (e.g. Amazon, Uber Eats)
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For each of the following categories, HOME APPLIANCES
please select the digital channel you
would most likely go to FIRST:

Agent User @ Non Agent User
50%

46%
40%
32%
30%
24% 25%
20% 19%
14%
10% 2%
10% - 8%
(o)
o% 3% 3%
0% —
Al agent Search engine Marketplace Retailer website Retailer app Social media Google Al Mode
(e.g. Chat GPT, Google Gemini) (e.g. Google) (e.g. Amazon, Uber Eats)
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For each of the following categories, AUTOMOTIVE
please select the digital channel you
would most likely go to FIRST:

Agent User @ Non Agent User
60%

51%

50%

40%

32%
30% 27%

20%

20%
15%

9% 10% 9% ., o
]

Al agent Search engine Marketplace Retailer app Retailer website Social media Google Al Mode
(e.g. Chat GPT, Google Gemini) (e.g. Google) (e.g. Amazon, Uber Eats)

1%
10%

0%

RETAIL TECH REPORT: AGENTIC EDITION APPENDIX CATEGORY CI&T @



For each of the following categories, ELECTRONICS
please select the digital channel you
would most likely go to FIRST:

Agent User @ Non Agent User

50%
44%
40%
° 36%
32%
30%
25%
20%
14%
- 12%
10% 9%
1% 7%
0% A
Al agent Search engine Marketplace Retailer app Retailer website Social media Google Al Mode
(e.g. Chat GPT, Google Gemini) (e.g. Google) (e.g. Amazon, Uber Eats)
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For each of the following categories, APPAREL AND ACCESSORIES

please select the digital channel you
would most likely go to FIRST:

Agent User @ Non Agent User

35%

35%

30%

30%  28%
25% 23%

2O% 20%

15%

15% 15%
10%
7% 6%

10% 99,

Al agent Search engine Marketplace Retailer app Retailer website Social media Google Al Mode
(e.g. Chat GPT, Google Gemini) (e.g. Google) (e.g. Amazon, Uber Eats)

5%

0%
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For each of the following categories, PET PRODUCTS
please select the digital channel you
would most likely go to FIRST:

Agent User @ Non Agent User

40% 40%
30%
27% 0
25% 26%
20% 20%
15% 15%
10% 0
10% = 9%
% 4% 4%
0% : : : : : -
Al agent Search engine Marketplace Retailer app Retailer website Social media Google Al Mode
(e.g. Chat GPT, Google Gemini) (e.g. Google) (e.g. Amazon, Uber Eats)
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For each of the following categories, GROCERIES
please select the digital channel you
would most likely go to FIRST:

Agent User @ Non Agent User
30%

28%

24% 2%

25%  24%

22% 22%
20%
17% 17%
15%
11%

10%

% >% 4%

2%
0% [
Al agent Search engine Marketplace Retailer app Retailer website Social media Google Al Mode
(e.g. Chat GPT, Google Gemini) (e.g. Google) (e.g. Amazon, Uber Eats)
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For each of the following categories, SPORTING GOODS
please select the digital channel you
would most likely go to FIRST:

Agent User @ Non Agent User

40%
36%
32%
30%  28% 28%
0,
20% 17%
15%
11%
10% 9% 9%
0,
0% =
Al agent Search engine Marketplace Retailer app Retailer website Social media Google Al Mode
(e.g. Chat GPT, Google Gemini) (e.g. Google) (e.g. Amazon, Uber Eats)
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For each of the following categories, OFFICE SUPPLIES
please select the digital channel you
would most likely go to FIRST:

Agent User @ Non Agent User

35%

35% 34%
30% 30%

26%
25%

20%
17%

15%

15%

1%

[[0)
10% i 89

0,
5% 4% 4%

Al agent Search engine Marketplace Retailer app Retailer website =~ Google Al Mode Social Media
(e.g. Chat GPT, Google Gemini) (e.g. Google) (e.g. Amazon, Uber Eats)

5%

)
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For each of the following categories, LUXURY/DESIGNER GOODS
please select the digital channel you
would most likely go to FIRST:

Agent User @ Non Agent User

50%
42%
40%
30%
S0% 26%
> 24%

20% 16%

o (o]

14% 199
10% 9% 8% 8%
. -6% -
O% . . . . . .
Al agent Search engine Marketplace Retailer app Retailer website Social media Google Al Mode
(e.g. Chat GPT, Google Gemini) (e.g. Google) (e.g. Amazon, Uber Eats)
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For each of the following categories, TAKEOUT/DELIVERY
please select the digital channel you FOOD/BEVERAGE
would most likely go to FIRST:

Agent User @ Non Agent User
A0 28% 28%

25%  24%
22%

21% 21% AV
20%
16%
15%
10% 10%
5% 4% >
3% 29,
0% . . : . : -.
Al Agent Retailer app Search engine Marketplace Retailer website  Google Al Mode Social media
(e.g. Chat GPT, Google Gemini) (e.g. Google (e.g. Amazon, Uber Eats)
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THANK YOU.

Reach out for tailored m
takeaways and implications -
pertaining to your industry  MelissaMinkow

Global Director, Retaill
Strategy & Insights

CI&T

clandt.com


https://www.linkedin.com/in/melissa-minkow/

