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A furdoamentad chift
iIs in how we shop.

390/0 of consumers are

likely to use an Al agent for
shopping recommendations
or purchases.

Source: American Express proprietary data conducted by Harris Poll in May 2026.
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Shoppers are nizrested
in the potential.

52 o /o are interesteW

agent to track price changes.

39 1) /o are excited byautom

comparisons and deal finding.

3 60 /o say time saviW

assisted shopping appealing.

Source: American Express proprietary data conducted by Harris Poll in May 2026.
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The next phase

of conumerce, needs
to be built on:
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Wecting customer needs

can make you
more discoverable.

490/0 of consumers would

be comfortable with trying new
brands or products through
Al-powered recommendations.

Source: American Express proprietary data conducted by Harris Poll in May 2026.
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Top drivers
of | are:

trust or

o 44%
4

4%

NE
wards rvice

4% 33%

Source: American Express proprietary data conducted by Harris Poll in May 2026.




How to <uccezd no N
matter how the
purchase is initiated:

m' on a foundation of trust.

Focus on customer

Blisapection & loyaity.
‘e adaptable.
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