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One jacket. One shopping journey.

1  Recommendation

A product to consider

2  Virtual try-on

A preview of the fit

3  Checkout offer

An offer at checkout

4  Poor fit

The jacket is too tight

5  Chatbot loop

The chatbot repeats 

itself

At which point did the experience improve?





THE CONSUMER PROBLEM

AI advice can add verification work

Gartner, May 27, 2026. Self-reported experience.
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CONSUMERS WHO USED AI WHILE SHOPPING FOR A RECENT PURCHASE

54%
said they had to double-check the accuracy of all information GenAI provided

Survey: 846 U.S. consumers, Nov–Dec 2025. Size of the recent-purchase AI-user group not disclosed.



CONSUMER ATTITUDES

Consumers value clarity about AI-generated content

Transparency is associated with reported trust

Quad / The Harris Poll, Return of Touch: The Human Advantage (2026). Sponsor: a print and marketing-services company.
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U.S. ADULTS

75%
say AI-generated content 

makes it harder to trust what 

they see online

U.S. ADULTS

81%
trust brands more when they 

are clear about what is AI-

generated

GEN Z RESPONDENTS ONLY

49%
say social scrolling makes 

them feel drained

The Harris Poll for Quad: 2,004 U.S. adults, Jul. 23–Aug. 12, 2026. Gen Z: n = 134.
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Sources: Gartner (2026), Spatharioti et al. (2025), Zhang & Narayandas (2026), Sam’s Club (2024), Dao & Theotokis (2021).

CFPB (2023) documents chatbot loops and barriers to human help in consumer finance.



AI across the retail experience

INFOGRAPHIC · SIX LOCATIONS

Sources: Lemon & Verhoef (2016), Gallino & Moreno (2018), Priester et al. (2020), Dao & Theotokis (2021), Puntoni et al. (2021), Spatharioti et al. (2025), 
Zhang & Narayandas (2026), Hübner et al. (2024)



INTRODUCTION

Three consumer tests

1

Decision quality

Does AI help consumers make 

better-informed decisions?

2

Trust and control

Does it preserve trust and 

meaningful control?

3

Responsible outcomes

Does it support responsible 

outcomes?
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01
DISCOVERY AND 
ADVICE

Which options deserve my attention? INFOGRAPHIC · LOCATION 01



DECISION QUALITY  · TRUST AND CONTROL

Home Depot’s Magic Apron offers product advice

The Home Depot, March 6, 2025 and August 27, 2026. Company reports.

AI-generated illustration

WHAT THE COMPANY REPORTS

Product and project guidance.

Millions of questions per month.

WHAT THE RELEASES DO NOT ESTABLISH

Decision accuracy, successful projects and 

shopper effort.



EVIDENCE

Faster advice still needs an accuracy check

Spatharioti et al. (2025), CHI. Error result: one designed task. Experiments: n = 90 and 120.
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DECISION MEASURE TRADITIONAL SEARCH LLM SEARCH

Average task time 3.4 minutes 1.6 minutes

Accuracy on the designed error task 93% 47%

A second experiment improved difficult-task accuracy from 26% without cues to 53–58% with 

confidence highlighting.

Retailer action: link claims to verifiable sources, flag uncertainty and test how many recommendations shoppers can 

use.





DECISION QUALITY  · RESPONSIBLE OUTCOMES

Walmart’s virtual try-on shows appearance

Walmart, September 15, 2022. Launch announcement.
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AI-generated illustration

BE YOUR OWN MODEL

Virtual apparel try-on using the shopper’s 

own photo.

THE LAUNCH ANNOUNCEMENT

270,000+ items, initially on iOS.



Gallino & Moreno (2018), M&SOM 20(4), 767–787, Sections 4.2.1–4.2.2. DOI: 10.1287/msom.2017.0686.

Return probability fell by about 5% in relative terms (2.70% to 2.58%).

Home try-on means ordering the same product in multiple sizes. pp = percentage points.

OUTCOME WITHOUT TOOL WITH TOOL EFFECT

Return probability 2.70% 2.58% 0.12 pp lower

Home try-on incidence 0.8% 0.6% 25% lower







TRUST AND CONTROL · RESPONSIBLE OUTCOMES

Instacart ended its item-price tests

Instacart, December 18 and 22, 2025. Company statements.
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AI-generated illustration

DECEMBER 18, 2025

Instacart described randomized A/B tests 

and denied using individual personal data.

DECEMBER 22, 2025

The company announced an immediate end 

to item-price tests.
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TRUST AND CONTROL · RESPONSIBLE OUTCOMES



TRUST AND CONTROL · RESPONSIBLE OUTCOMES

NYS GBL §349-a; Maryland Ch. 154 (2026); EU CRD Art. 6(1)(ea); LGPD Art. 20. Status: Oct. 28, 2026.



Over 60% faced lower prices Total consumer surplus fell 23%

Dubé & Misra (2023), JPE 131(1), 131–189. 23%: authors’ working-paper abstract (SSRN 3035110).

B2B setting. Model-based welfare estimates relative to optimized uniform pricing.



04
ORDERING, CHECKOUT 
AND EXIT

Can I complete the transaction easily? INFOGRAPHIC · LOCATION 04



TRUST AND CONTROL

Sam’s Club reported faster exits

Sam’s Club, April 30, 2024. Company-reported result.
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AI-generated illustration

COMPANY-REPORTED RESULT

23%
faster exits for all members at clubs using 

the technology

MISSING FROM THE CITED RELEASE

Baseline time, verification failures and 

correction effort.



TRUST AND CONTROL

Rhode Island preserves a staffed alternative

A staffed alternative needs to be open when the shopper needs it

Rhode Island S2342B / H7290A, enacted June 18, 2026.
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GROCERY STORES OFFERING SELF-CHECKOUT

1 staffed lane for every 3 self-checkouts

The ratio counts stations in operation.

At least one staffed lane must be ADA-accessible.

ENACTED · EFFECTIVE JANUARY 1, 2027

Help must be available

Self-checkout monitors must have no other duties.

Ratio exemptions: before 8 a.m., after 8 p.m., 

declared emergencies and severe-weather alerts.



EVIDENCE

Checkout recovery depends on who caused the failure

Verdict: faster checkout needs a reliable exception path and an available staffed lane

Dao & Theotokis (2021), JIM 54, 25–39; Moeller et al. (2024), Journal of Retailing.
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FAILURE OR SETTING WHO INITIATES RECOVERY? WHAT THE SHOPPER NEEDS

Technology failure Employee initiates Visible help and prompt correction

Customer-caused error Customer initiates
A chance to correct the error, with help 

available

No employee present System initiates A usable recovery route



05
SERVICE AND 
RECOVERY

Will someone resolve my problem? INFOGRAPHIC · LOCATION 05



TRUST AND CONTROL

Best Buy reports operating gains from AI service

Best Buy / Google Cloud / Accenture (2024); Google Cloud case study. Vendor-reported operating metrics.
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AI-generated illustration

TWO ROLES

AI serves customers directly and assists 

employees.

GOOGLE CLOUD CASE STUDY

Call containment increased by more than 

50%.

Transfer rates fell by a reported 1.5–2%.



TRUST AND CONTROL

A service metric can conceal an unresolved problem

Presenter evaluation framework informed by service research.
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RETAILER METRIC ADDITIONAL CONSUMER MEASURE

Fast first reply Did the customer complete the requested action?

Few contacts reaching employees Could the customer reach a person when needed?

High subscription retention Could customers who asked to cancel actually leave?

Low cost per interaction How much repeat effort did the customer expend?



EVIDENCE

AI assistance helps agents, with limits after bot failure

Zhang & Narayandas (2026), Management Science 72(1), 73–95. Randomized field experiment.
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AI-ASSISTED AGENTS RESPONSE TIME SENTIMENT GAIN

All agents −22% +0.45 points

Least-experienced agents −70% +1.63 points

After a chatbot failure, very rapid human replies could appear automated and dilute the sentiment gain. The 

study measured sentiment on a five-point scale, rather than confirmed resolution.

Retailer action: route by problem type, offer an early human handoff and count repeat contacts alongside speed.



06
AVAILABILITY, 
FULFILLMENT AND 
WASTE

Will what I need be available?

INFOGRAPHIC · LOCATION 06



RESPONSIBLE OUTCOMES

Albert Heijn connects forecasting with waste

Ahold Delhaize, September 4, 2026. Company implementation account.
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AI-generated illustration

COMPANY-REPORTED SCALE

More than one billion product-store forecasts 

each day.

THE OUTCOME GAP

The account describes less waste and higher 

availability, without numerical results for 

either.



RESPONSIBLE OUTCOMES

Forecasting needs service and physical outcomes

Hübner et al. (2024), JIE 28(5), 1117–1131; Gravert & Mormann (2025), Scientific Reports.
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OBSERVED GERMAN BAKERY CASE

30% lower bakery return weight

Average reported for 2022, based on sales reports.

Environmental impacts were modeled separately.

RETAILER PILOT

Availability and kilograms together

Track stockouts and accepted substitutions 

alongside unsold kilograms and their destination.

Check whether promotions shift waste into 

households.



RESPONSIBLE OUTCOMES



* Sam’s Club (Apr. 30, 2024): company-reported exits.  † Google Cloud Best Buy case study: vendor-reported operating metrics.
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THE CONSUMER TEST

AI creates a better retail experience

when the retailer can show

what the shopper gains.

Better decisions. Meaningful control. Responsible outcomes.
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