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Shaping the future of retail

Powering the next era of retail: conversational
experiences with Al and voice
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INTRODUCTION

Retail is undergoing a profound
transformation, and commerce is
no longer limited to physical stores
or digital screens; it is becoming
seamlessly woven into the rhythms
of daily life. This report explores
five key trends shaping that future:
The Consumer Agent Economy,
Beneficial Intelligence, Dreams
Unbound, Business as Social,
and Contextual Commerce.

These trends reveal how voice
technology and Al are transforming
not just what consumers buy, but how
they discover, evaluate, and engage
with brands across every touchpoint.
Each trend includes actionable
opportunities designed to help
brands innovate with impact.

What emerges is a picture of commerce
becoming more conversational, creative,
and contextual. Voice technology is at
the centre of this evolution, making
shopping more accessible while
enabling brands to meet customers
exactly where they are, whether that’s
through an Al agent, a social platform
or a smart appliance. The brands

that thrive will be those that embrace
commerce as an ongoing dialogue.

Join us as we explore the ways retail
brands can use voice and Al solutions to
keep pace with a fast-evolving industry.

Voice technology and Al
are transforming how
consumers buy from,
discover, evaluate, and
engage with brands
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TREND 1:

BEYOND
CHATBOTS

// Thriving in the consumer
agent economy

As consumers grow comfortable with Al-
powered search through ChatGPT and Google
Gemini, they’re ready for the next step:

Al agents that shop on their behalf. These
systems can browse, negotiate and check out
autonomously, fundamentally shifting who
controls the purchase decision.

For brands, this creates both an opportunity £35
and a risk. While Al agents offer unprecedented *
convenience, they also pose a threat to
traditional loyalty models. Thriving in

the consumer agent economy means
mastering agentic discovery and human-
first automation. By fostering trust and
reducing friction, voice helps turn
casual shoppers into returning
customers—and returning
customers into brand fans.



Trend 1: Beyond chatbots
// Thriving in the consumer agent economy

DRIVERS

Sloppy overwhelm

Al-generated content is cluttering the internet,

making it harder for consumers to find what they

need. An estimated 57% of all online content is Al-

generated, often low quality or created for ad revenue.

This overwhelming influx of content is referred to as Al

IE}_I slop, a combination of automated, poorly translated, and
3 repetitive content that erodes user trust. In response,

consumers are turning to Al agents as filters, relying

on them to deliver clarity.

57%

of online content
is Al-generated

The loyalty lag

)
Brand loyalty is declining as consumers favour Al agents for 67/0

purchasing preferences. Instead of navigating brand apps or of consumers
offload boring

websites, shoppers increasingly use Al-powered interfaces

to act on their behalf - in fact, 67% of consumers are eager to
offload boring tasks to Al. These embedded systems aren’t
loyal to brands and instead optimise for price, speed, ratings
and reliability, sacrificing emotional affinity for algorithmic logic.
This means brands must rethink how they earn preference
when the consumer is no longer the sole decision-maker.

tasks to Al

o

Commerce by proxy

Al agents are shifting how consumers access products and
information. While still a new development, Al and agents
drove USD 60 billion in online sales globally during Cyber Week
2024, a 20% year-over-year increase. Additionally, the global
growth rate voice assistant market is projected to grow at a compound
annual growth rate of nearly 30% between 2025 and 2034.

As agent adoption grows, traditional brand touchpoints

will lose visibility, and consumer data will increasingly flow
through Al-mediated conversations. Retailers must adapt

or risk being excluded altogether.

30%

global voice
assistant annual
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https://www.salesforce.com/blog/retail-predictions/?utm_source=chatgpt.com
https://market.us/report/voice-assistant-market/

INNOVATIONS

)

Al-powered browser
agent shops, books
hotels and more

Norwegian browser company Opera
introduced Browser Operator, a

native Al agent designed to handle
browsing tasks on behalf of users, at
the Mobile World Congress in March
2025. The feature, which will initially
be in preview via Opera’s Feature Drop
program, streamlines online activities,
allowing users to delegate routine
tasks. Users can instruct Browser
Operator to complete specific actions
- finding and purchasing products,
securing event tickets or booking
travel accommodations - with natural
language commands. Opera’s Al runs
locally on the device, ensuring greater
privacy and security without relying
on cloud-based virtual machines or
session recordings. Users can monitor,
pause, or take over tasks at any time.

Alexa+ can perform
tasks on behalf of
users across a wide
range of services

February 2025 saw Amazon launch
Alexa+, a revamped version of its voice
assistant enhanced with generative

Al capabilities. On top of an expanded

Trend 1: Beyond chatbots
// Thriving in the consumer agent economy

knowledge base and the ability to
address sequential prompts, Alexa+
can orchestrate actions on the user’s
behalf across a wide range of services.
Tasks it can perform include controlling
smart home products from Ring and
Roborock, making reservations with
OpenTable, arranging for household
repairs via Thumbtack or purchasing
concert tickets from Ticketmaster.

It can also store user info and
preferences, such as important dates
or dietary preferences, to offer
personalised recommendations.

&
Coffee chain’s

Al assistant
remembers

our order

,;'\1 _ “‘.y

In a move to blend technology with
convenience, Chinese coffee chain
Luckin unveiled Lucky Al, an Al
assistant powered by ByteDance’s
Volcengine. Announced in May 2025,
Lucky Al uses ByteDance’s Doubao
and DeepSeek models to streamline
the coffee ordering process. Available
on the Luckin app and WeChat Mini-
Program, this assistant can take
voice-activated orders and suggest
personalised recommendations
based on past purchases. Users can
reorder favourites by saying “as per
uzhe” and the Al learns preferences
to offer tailored products.

sourced from publicly available materials and presented in a factual, objective manner.

@ Brand examples are included to help illustrate key trends and insights. All information is 06


https://press.opera.com/2025/03/03/opera-browser-operator-ai-agentics/
https://press.opera.com/2025/03/03/opera-browser-operator-ai-agentics/
https://press.opera.com/2025/03/03/opera-browser-operator-ai-agentics/
https://www.youtube.com/watch?time_continue=58&v=YYbAJ2nh25M&embeds_referring_euri=https://app.trendwatching.com/&source_ve_path=MjM4NTE
https://www.youtube.com/watch?time_continue=58&v=YYbAJ2nh25M&embeds_referring_euri=https://app.trendwatching.com/&source_ve_path=MjM4NTE
https://www.youtube.com/watch?time_continue=58&v=YYbAJ2nh25M&embeds_referring_euri=https://app.trendwatching.com/&source_ve_path=MjM4NTE
https://www.youtube.com/watch?time_continue=58&v=YYbAJ2nh25M&embeds_referring_euri=https://app.trendwatching.com/&source_ve_path=MjM4NTE
https://daoinsights.com/news/luckin-deploys-deepseek-and-doubao-for-its-ai-entity/
https://daoinsights.com/news/luckin-deploys-deepseek-and-doubao-for-its-ai-entity/
https://daoinsights.com/news/luckin-deploys-deepseek-and-doubao-for-its-ai-entity/
https://daoinsights.com/news/luckin-deploys-deepseek-and-doubao-for-its-ai-entity/

OPPORTUNITIES

Klarna’s decision to replace
hundreds of customer service
roles with Al led to widespread
dissatisfaction, prompting the
company to

The lesson? Over-automation
can create more friction than it
removes. For Al to succeed, it
must address real customer pain
points. Voice-enabled agents
enable natural, conversational
interactions, while reducing
effort, building trust, and creating
experiences that feel intuitive.

To stay competitive, brands
must evolve from traditional
customer journey mapping to
designing for agentic journeys.
This means auditing digital
presence through the lens of an
agent: ensuring product data is
structured, APIs are optimised,
and pricing is transparent and
machine-readable. As

, offerings must
be easily found through
natural language queries
and voice commands.

Trend 1: Beyond chatbots
// Thriving in the consumer agent economy

Loyalty works on two levels:
appealing to human emotion
and satisfying algorithmic logic.
Traditional programmes

built on perks and personal
connection must be
complemented by agent-
friendly incentives such as
structured discounts, seamless
reordering, and clear product
data. Luckin’s Lucky Al illustrates
this duality, using voice to enable
reordering and personalised
recommendations based on
individual preferences. The result?
Compound loyalty, serving both
the consumer and their digital
proxy. With

, Voice
interfaces can create emotionally
intelligent experiences that
enhance brand connection and
encourage repeat behaviour.



https://gizmodo.com/klarna-hiring-back-human-help-after-going-all-in-on-ai-2000600767
https://techcrunch.com/2025/07/01/meta-adds-business-voice-calling-to-whatsapp-explores-ai-powered-product-reccomendations/
https://techcrunch.com/2025/07/01/meta-adds-business-voice-calling-to-whatsapp-explores-ai-powered-product-reccomendations/
https://techcrunch.com/2025/07/01/meta-adds-business-voice-calling-to-whatsapp-explores-ai-powered-product-reccomendations/
https://cxtrends.zendesk.com/
https://cxtrends.zendesk.com/
https://cxtrends.zendesk.com/

TREND 2:

BENEFICIAL
INTELLIGENCE

// Al-driven product discovery

The next wave of retail Al is ushering in a new era of product intelligence.
Moving beyond basic recommendations, these systems now analyse
ingredients against scientific databases, predict how clothing will fit

and move on individual body types, and offer expert-level guidance
on complex purchases.

Beneficial intelligence transforms shopping from trial and error to
informed decision-making, enabling consumers to ask questions
naturally, often by voice, and understand products at a depth previously
out of reach. This shift is not only enhancing customer experience (CX)
but also reducing confusion, returns and reliance on overstretched staff.




Trend 2: Beneficial intelligence
// Al-driven product discovery

DRIVERS
Cost of confusion
12 From a 30% rise in greenwashing incidents to widespread
misinterpretation of food labels and the rise of fake reviews,
cents lost per consumers are increasingly struggling to access reliable

dollar from

product information. The economic impact is significant: fake
reviews alone account for an estimated 12 cents lost per dollar

spent. Al is emerging as a trusted, neutral guide that fact-
g checks claims, analyses ingredients, and offers science-backed

fake reviews

assessments to help consumers make better decisions.

Skyrocketing returns

Returns are costing retailers dearly, reaching
USD 890 billion across all channels in the US alone. BSObn
Many of these are driven by information failures. USD lost from returns
For example, 65% of US consumers return items across all US channels
due to poor fit, and 31% because products do not
match their descriptions. Al can bridge this gap with
accurate sizing tools, realistic visualisations, and tailored
recommendations. Voice interfaces enhance this further
by offering real-time, conversational guidance that
reduces uncertainty at the point of purchase.

The assistance gap

8%
° While 68% of consumers want expert advice on high-value

\(/)\facr?tnes;pr;]ftrs purchases, retailers face high staff turnover and hiring

advice on high- challenges. At the same time, 77% of shoppers prefer stores

value purchases equipped with digital tools and robots. Al-powered voice

assistants can fill this gap by offering instant, personalised

support that replicates the in-store expert experience,

even in under-resourced environments.
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https://www.reprisk.com/insights/reports/a-turning-tide-in-greenwashing-exploring-the-first-decline-in-six-years/586c76c2
https://refed.org/uploads/consumer-perceptions-of-food-date-labels-2025-national-survey-policy-brief.pdf?=v1
https://refed.org/uploads/consumer-perceptions-of-food-date-labels-2025-national-survey-policy-brief.pdf?=v1
https://www.forbes.com/councils/forbestechcouncil/2025/06/13/fake-reviews-real-risks-for-payment-providers/
https://www.nber.org/papers/w31836
https://www.nber.org/papers/w31836
https://nrf.com/research/2024-consumer-returns-retail-industry
https://www.dealnews.com/features/retail-returns-2023.html
https://www.dealnews.com/features/retail-returns-2023.html
https://www.ey.com/en_gl/newsroom/2024/07/ey-future-consumer-index-consumers-return-to-physical-stores-for-personal-service-even-as-ai-and-tech-revolutionize-online-shopping
https://www.ey.com/en_gl/newsroom/2024/07/ey-future-consumer-index-consumers-return-to-physical-stores-for-personal-service-even-as-ai-and-tech-revolutionize-online-shopping
https://www.bls.gov/news.release/pdf/jolts.pdf
https://www.kearney.com/about/kearney-in-the-media/press/connected-stores-the-new-priority-for-retailers
https://www.kearney.com/about/kearney-in-the-media/press/connected-stores-the-new-priority-for-retailers

INNOVATIONS

@ Smart product
. 5 ' helpat the shelf
< /“

5 ¢ i

UK-based ShopAi and Gregg London
have launched GREGG, an Al-powered
platform that brings intelligent
assistance to supermarket shelves.
Shoppers can scan a QR code and

ask questions by voice or text about
ingredients, allergens or dietary needs,
with no app required. GREGG accesses
a database of over 350,000 products,
supports multiple languages, and
provides retailers with insights while
helping to ease pressure on staff.

&

M&S Modernises CX
with Voice First Al

Marks & Spencer, one of the UK’s
most iconic retailers, transformed

its customer service by replacing
outdated telephony systems with a
cloud-based, Al-enhanced contact
centre powered by Twilio. This led

to a 90% call routing accuracy rate,
98% caller interaction rate, and a 10
second reduction in average handling
time. By integrating voice into its

Trend 2: Beneficial intelligence
// Al-driven product discovery

digital strategy, M&S delivered more
personalised, efficient and accessible
service, especially during high
demand periods like Valentine’s

Day and Mother’s Day.

\) Voice-led DIY

P support at Lowe’s
52 !4

LbbL

8

In late 2024, Lowe’s introduced its
“Voice Navigator” Al assistants across
500 stores, transforming the DIY
experience. These voice-activated
kiosks use advanced natural language
processing to help shoppers locate
products with 98% accuracy and
provide step-by-step guidance for
over 2,000 home improvement tasks.
Since launch, Lowe’s has seen a

23% reduction in wait times and
a17% increase in satisfaction.

The system handles over 40,000
voice queries daily, with “where is”
and “how do I” among the most
common. Notably, 35% more
first-time DIYers report confidence

in completing projects, and 28% of
users cite mobility challenges as their
reason for preferring voice interaction.
This highlights the accessibility
benefits of voice-led CX.

Brand examples are included to help illustrate key trends and insights. All information is 10
sourced from publicly available materials and presented in a factual, objective manner.


https://shop-ai.app/en
https://shop-ai.app/en
https://newsroom.lowes.com/news-releases/lowes-unveils-new-store-experience-with-digital-and-voice-assistants/
https://newsroom.lowes.com/news-releases/lowes-unveils-new-store-experience-with-digital-and-voice-assistants/
https://customers.twilio.com/en-us/marks-and-spencer
https://customers.twilio.com/en-us/marks-and-spencer

OPPORTUNITIES

Simple, accessible tools such as

or
can empower consumers with
objective, educational content.
Voice assistants in particular

help guide customers through
comparisons and clarify complex
information in real time, reduce
decision fatigue and make insights
more accessible through natural
conversation. These voice-driven
interactions can also deliver
personalised, context-aware
recommendations that improve
conversion rates and build loyalty.

From motion-based try-ons like
via dynamic tools help set realistic expectations and reduce
returns. Voice interfaces can complement these experiences: real-time,
conversational explanations and fitting advice help customers make
confident decisions. By reducing uncertainty and aligning expectations,
these tools not only minimise costly returns but build trust and satisfaction.

Trend 2: Beneficial intelligence
// Al-driven product discovery

Platforms like and
are blending authentic human
input with Al to personalise
discovery at scale. Dutch grocer
equips staff
with Al tools that offer real-
time inspiration and guidance,
putting helpful data at their
fingertips. Voice solutions can
elevate these experiences;
enabling emotionally resonant,
intuitive interactions that reduce
friction and improve customer
and employee well-being.
Importantly, voice interfaces also
support hands-free, accessible
experiences, empowering
natural interactions from all
customers, including those with
mobility or visual impairments.

to skincare previews



https://www.prnewswire.com/news-releases/zoe-launches-free-science-first-app-that-decodes-food-labels-cuts-through-misleading-marketing-and-helps-americans-make-healthier-food-choices-302453707.html
https://www.dieuxskin.com/pages/sunscreen-ingredient-checker
https://support.reddithelp.com/hc/en-us/articles/37281085885076-Conversation-summary-add-ons
https://www.etsy.com/news/the-starting-point-for-special-etsy-unveils-new-ai-powered-discovery-experience
https://www.microsoft.com/en/customers/story/24372-koninklijke-ahold-delhaize-azure-openai#exec-summary-section
https://www.pymnts.com/news/artificial-intelligence/2025/google-launches-virtual-try-on-app-featuring-ai-generated-videos/
https://haut.ai/skingpt?_gl=1*3dyfn2*_up*MQ..*_ga*NDA5MTMwMDkuMTc1MTY1NDM2OA..*_ga_BQ3BQDSR3M*czE3NTE2NTQzNjgkbzEkZzAkdDE3NTE2NTQzNjgkajYwJGwwJGgw

TREND 3:

DREAMS
UNBOUND

// Al-powered self-expression

Generative Al is closing the gap between imagination and commerce
Consumers can dream up the most surreal or specific product
ideas and expect brands to help bring them to life digitally.

From personalised designs to a co-created UX, e-commerce
Is evolving into a space where creativity drives conversion.
As expectations shift, innovative brands will deliver intuitive,
flexible experiences that let users co-create, customise, and
even commercialise their ideas with minimal friction.




DRIVERS

“49%

of consumers
satisfied by

surprise finds

@

Hyper-personalisation

Trend 3: Dreams unbound
// Al-powered self-expression

Discovery deficit

Somewhere between discovery and purchase, shopping
excitement has faded - largely due to digital commerce
favouring speed over serendipity and frictionless, one-click
checkouts removing the joy of unexpected finds. 76% of global
shoppers say digital experiences often lack surprise or delight,
yet nearly half (49%) feel most satisfied when they stumble
upon something unplanned. This presents an Al opportunity
for brands, not just for predicting what consumers want, but
to help them discover what they never knew they needed.

The benchmark for personalisation is shifting, driven by 61%
Al advancements redefining consumer perception. But O
while 61% of consumers now expect hyper-personalised, personalised

Al-powered services, only 34% feel brands successfully Al services

anticipate their needs. To stay ahead, forward-thinking
brands are now treating personalisation as a holistic
experience, designing entire customer journeys that
adapt to the evolving identities of individuals.

51%

of global
consumers

have interacted
with Voice Al

Magical interfaces

Next-generation Al interfaces are bringing together discovery,
identity, and accessibility. Current point-and-click menus

give way to conversational brand interactions: 51% of global
consumers have interacted with Voice Al, with 60% wanting
brands to adopt it and 67% believing more natural-sounding
Al would enhance experiences. Research also shows

that consumers with lower Al literacy tend to embrace it
more readily, experiencing genuine awe at its capabilities.

As interfaces become more intuitive, they enable a user
experience that regular e-commerce simply can’t deliver.
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https://go.criteo.com/spark-of-discovery/
https://go.criteo.com/spark-of-discovery/
https://cxtrends.zendesk.com/
https://journals.sagepub.com/doi/10.1177/00222429251314491
https://cxtrends.zendesk.com/
https://business.adobe.com/content/dam/dx/us/en/resources/digital-trends-report-2025/2025_Digital_Trends_Report.pdf

INNOVATIONS

Shopping agent

Davdream wants
fashion retail to

feel like magic

A new player in the e-commerce
space is set to reshape how people
discover fashion online. Unlike
traditional platforms retrofitting Al
into existing systems, Daydream has
been built from the ground up as a

conversational commerce experience.

Acting as a chat-based shopping
assistant, it understands nuanced
queries and personal preferences,
allowing customers to describe
what they’re looking for and receive
tailored suggestions. From there,
the experience becomes a dialogue,
helping users explore similar or
contrasting styles until they find the
perfect item. At launch, Daydream
features partnerships with nearly
8,000 global brands and retailers.

Crocs unveils
Al-driven charm
customisation tool

US-based Crocs has partnered with
ABLO, an Al-powered fashion design
platform, to let consumers create
fully customised Jibbitz charms.

Trend 3: Dreams unbound
// Al-powered self-expression

As of February 2025, users can
design charms by uploading a photo
or entering a text prompt, selecting
from unique art styles before
purchasing directly through the
Crocs website. ABLO’s platform, built
on the Story Layer-1blockchain, also
ensures secure intellectual property
management, enabling artists to
protect and monetise their designs
while fostering collaboration.

Al-powered tool
enhances home
shopping with
personalised

inspiration
©

In February 2025, Wayfair launched
Muse, an Al-powered shopping tool
designed to help customers discover,
personalise and shop for home decor.
Building on the success of Decorify,
Muse offers a visually rich browsing
experience, allowing users to search
for styles such as a “moody 1920s
style living room” or a “cosy modern
bedroom” and explore Al-generated
imagery for inspiration. The tool, which
will soon also incorporate a voice
feature, connects directly to Wayfair’s
catalogue, providing shoppable
suggestions and curated collections.
Users can save their favourite styles,
upload photos of their own spaces
and apply designs to their rooms.

Brand examples are included to help illustrate key trends and insights. All information is 14
sourced from publicly available materials and presented in a factual, objective manner.


https://analyticsindiamag.com/global-tech/shopping-agents-are-here-and-wayfair-wants-to-be-their-first-pick/
https://analyticsindiamag.com/global-tech/shopping-agents-are-here-and-wayfair-wants-to-be-their-first-pick/
https://daydream.ing/
https://daydream.ing/
https://daydream.ing/
https://daydream.ing/
https://www.instagram.com/spacerunners/reel/DGTJbOVpCwG/
https://www.instagram.com/spacerunners/reel/DGTJbOVpCwG/
https://www.instagram.com/spacerunners/reel/DGTJbOVpCwG/
https://www.youtube.com/watch?v=pRgMflcfzbA&ab_channel=Wayfair
https://www.youtube.com/watch?v=pRgMflcfzbA&ab_channel=Wayfair
https://www.youtube.com/watch?v=pRgMflcfzbA&ab_channel=Wayfair
https://www.youtube.com/watch?v=pRgMflcfzbA&ab_channel=Wayfair
https://www.youtube.com/watch?v=pRgMflcfzbA&ab_channel=Wayfair

OPPORTUNITIES

Transform personalisation from
a passive service into an active
experience where consumers
co-create what they envision.
Rather than simply suggesting
what to buy, brands can
empower customers to express
what they truly want. Crocs, for
example, invites users to design
elements of their footwear,
while Daydream’s platform

acts more like a personal stylist
than a search engine. By giving

people tools to design, modify
or reimagine your offering, you
shift from recommendation

to collaboration and turn
consumers into creators.

Trend 3: Dreams unbound
// Al-powered self-expression

Voice unlocks creative commerce.
When consumers can describe
their vision in their own words,
regardless of or
literacy, Al can translate that into
personalised products, designs
or experiences. Conversational
interfaces capture the natural
flow of creative thinking, enabling
stream-of-consciousness

ideas that would otherwise be
lost in rigid search boxes or
filters. Just as skilled retail staff
use open-ended questions

to uncover customer needs,
voice interfaces can ask about
aesthetic preferences and
translate responses into tailored,
actionable recommendations.

Every customer is a moving target, and traditional personalisation often
struggles to keep pace. Rather than relying on static categories, brands
can adopt mood-based discovery that reflects the fluid nature of identity.
Wayfair's Muse, for example, allows users to explore aesthetic identities
such as ‘dining with a coastal vibe’ or ‘rustic Spanish revival,’ transforming
product discovery into a form of self-expression. By curating experiences
around feelings and atmospheres instead of fixed labels, brands can build
more intuitive and emotionally resonant connections with their customers.



https://about.fb.com/news/2025/02/announcing-language-technology-partner-program/

TREND 4

BUSINESS
AS SOCIAL

// Forget business as usual

Retail is becoming inherently social once again, but with a new

twist: voice and Al are transforming how brands engage, listen,

and respond in real time. As traditional e-commerce grows
increasingly impersonal, consumers are gravitating toward platforms
where shopping feels conversational, responsive, and inclusive.

The future of retail belongs to brands that treat commerce as a two-
way dialogue. By leveraging conversational Al and voice-enabled
interfaces, they can foster genuine connection and inclusivity.
Success will come to those who listen and adapt in real time, turning
every interaction into an opportunity for meaningful engagement.




Trend 4: Business as social
// Forget business as usual

DRIVERS

Platform reform

Social platforms are evolving into full-service shopping
ecosystems, where browsing, research, and purchasing
happen in one seamless environment. TikTok Shop, the
180% fastest-growing online retailer in 2024, saw a 180% vear-over-
Jear-over-year year revenue increase to USD 7.4 billion. Yet globally, it still
Fevenue increase trails behind giants like WeChat (USD 181 billion) and Facebook
for TikTok Shop (USD 67 billion). With 70% of global shoppers expecting social
platforms to become their primary shopping destinations

by 2030, the shift is clear: commerce must be fast, easy,

and embedded in the platforms people already use.

Unheard majority

While most consumers don'’t feel heard by brands,
those who do are 69% more likely to buy again.
But this extends far beyond customer service; a striking

88% of consumers across 26 countries say brand 880/
messaging doesn’t reflect their needs. Social commerce o
offers a powerful remedy: real-time engagement, of consumers in 26
itv feedback | q . tent countries say brand
community feedback loops, and responsive conten I

creation. Conversational Al enables brands to listen at meet their needs
scale and act instantly, turning social engagement into
proof that your brand truly listens.

Social natives

Social commerce is still maturing, but a new generation is
already shaping its next evolution. Entertainment is now the
main act. For Gen Z, virtual spaces like Roblox are the new

139 storefronts, children now spend an average of 139 minutes
S — per day on the platform, compared to 120 minutes on TikTok.
on Roblox by This generation doesn’t just want to be entertained, they want
children per day to shop socially. In the UK and Germany, Gen Z consumers

(average)

are almost twice as likely to prefer communicating with
brands via social media. They expect shopping to feel

as native and engaging as the content they consume

- fluid, fun, and increasingly voice-led. 17



https://newsroom.tiktok.com/en-gb/discover-tiktok-shop
https://newsroom.tiktok.com/en-gb/discover-tiktok-shop
https://www.statista.com/forecasts/1455915/social-commerce-platforms-revenue-worldwide
https://pages.twilio.com/rs/294-TKB-300/images/Twilio_Art_of_Listening.pdf
https://www.ey.com/en_gl/insights/consumer-products/brand-relevance-era-of-endless-choice
https://static.qustodio.com/public-site/uploads/2025/01/16120043/Digital_Dilemma_2024_Qustodio_Data_Report.pdf
https://static.qustodio.com/public-site/uploads/2025/01/16120043/Digital_Dilemma_2024_Qustodio_Data_Report.pdf
https://pages.twilio.com/rs/294-TKB-300/images/Twilio_Art_of_Listening.pdf

INNOVATIONS

Meta’s voice-first
Al app transforms
social commerce

Meta’s standalone Al app is a blueprint
for voice-first social commerce.

Built with Llama 4 and full-duplex
speech technology, it enables users

to browse, create, and shop through
natural conversation. A discover

feed enables users to share and
explore Al-generated content,

while voice interactions empower
multitasking with image generation
and editing through conversational
commands. The Al generates voice
responses directly rather than
reading written text, creating more
natural dialogue, while social app
integration turns platforms into
conversational marketplaces for
discovery, engagement, and purchase.

e‘ . Chataigne disrupts

meal delivery with
conversational
commerce

Chataigne is removing app download
and account creation friction for
consumers. Customers send their
order to a restaurant’s WhatsApp

Trend 4: Business as social
// Forget business as usual

number, and Chataigne’s Al processes
these natural language requests,
generating order summary and
payment in the same conversation.
The completed order flows directly
into the restaurant’s existing systems,
bypassing costly intermediaries.

This seamless, voice-enabled
commerce experience shows how
conversational Al can simplify and
enhance everyday transactions.

Estée Lauder’s
VMA sets the
standard for
inclusive, voice-
first retail

Estée Lauder’s Voice-enabled
Makeup Assistant (VMA) helps
visually impaired users apply

makeup through voice instruction

and audio feedback. With smart
mirror technology, VMA uses machine
learning to identify makeup application
on users’ faces, assess uniformity;,
and provide real-time voice guidance.
The app offers assistance while
promoting independence and self-
expression for the visually impaired
community. Already an award-
winning innovation, VMA shows

how voice can deliver personalised,
empowering experiences that

adapt to individual needs.

sourced from publicly available materials and presented in a factual, objective manner.
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https://about.fb.com/news/2025/04/introducing-meta-ai-app-new-way-access-ai-assistant/
https://about.fb.com/news/2025/04/introducing-meta-ai-app-new-way-access-ai-assistant/
https://about.fb.com/news/2025/04/introducing-meta-ai-app-new-way-access-ai-assistant/
https://chataigne.ai/en
https://chataigne.ai/en
https://chataigne.ai/en
https://chataigne.ai/en
https://www.elcompanies.com/en/news-and-media/newsroom/company-features/2025/elc-world-50-impact-awards
https://www.elcompanies.com/en/news-and-media/newsroom/company-features/2025/elc-world-50-impact-awards
https://www.elcompanies.com/en/news-and-media/newsroom/company-features/2025/elc-world-50-impact-awards
https://www.elcompanies.com/en/news-and-media/newsroom/company-features/2025/elc-world-50-impact-awards
https://www.elcompanies.com/en/news-and-media/newsroom/company-features/2025/elc-world-50-impact-awards

OPPORTUNITIES

Voice interfaces can bridge the
gap for customers who find
traditional shopping experiences
challenging - whether due to
accessibility needs, technical
literacy, or cultural preferences.
By designing for diverse voices
and contexts, brands can unlock
new loyalty. Estée Lauder’'s VMA,
and

all show how voice
can humanise commerce,

making it more intuitive,
empathetic, and equitable.

Trend 4: Business as social
// Forget business as usual

While nearly

already use voice
commands to make purchases,
and 72% want voice-enabled
product search, most platforms
are lagging behind. Brands can
lead by integrating voice into their
social commerce strategies to
enable natural, conversational
discovery and seamless
transactions. Whether through
WhatsApp, voice-activated
AR, or Al-powered assistants,
voice turns social engagement
into shoppable dialogue.

Not all platforms are created equal, and neither are their users. To build
an effective strategy, start by identifying where your audience shops

and how they behave. provides a helpful generational
breakdown. With over 3 billion users, WhatsApp is a strong cross-
demographic choice. In July 2025, it introduced ,
allowing Al voice agents to manage customer service and commerce
conversations in real time. Conversational Al gives brands the ability

to listen and respond instantly, transforming social engagement into
actionable insights and seamless shopping experiences. This creates a
continuous feedback loop that enhances the customer journey over time.



https://group.dhl.com/en/media-relations/press-releases/2025/dhl-e-commerce-trends-report-2025.html
https://group.dhl.com/en/media-relations/press-releases/2025/dhl-e-commerce-trends-report-2025.html
https://freethevoices.llyc.global/en/
https://www.digi-anne.com/
https://www.digi-anne.com/
https://www.dhl.com/content/dam/dhl/local/global/dhl-ecommerce/documents/pdf/g0-dhl-e-commerce-trends-report-2025.pdf
https://techcrunch.com/2025/07/01/meta-adds-business-voice-calling-to-whatsapp-explores-ai-powered-product-reccomendations/

TREND 5:

CONTEXTUAL
COMMERCE

// New channels, new
customer contexts

Retail is no longer confined to stores or websites; it's
everything, everywhere, all at once. People are shopping while
commuting and going about their daily routines, and brands
are racing to meet them in these moments.

From vehicles to smart appliances, retailers are positioning
themselves within the activities that matter. Contextual
commerce means frictionless shopping, proactive service
and retail embedded directly into daily life.




Trend 5: Contextual commerce
// New channels, new customer contexts

DRIVERS

Time poverty

18% A global sense of time scarcity is reshaping e-commerce,
with 18% of US consumers abandoning purchases because

checkout processes are too slow or overly complex.
et Retailers must now act as time saviours, turning idle
moments such as commutes or ad breaks into opportunities
for seamless shopping through automated restocks and
one-tap purchases. By making transactions effortless and
unobtrusive, shopping becomes a background activity that
fits naturally into everyday life.

abandon purchases
due to slow or

Screen fatigue

On average, people now spend around 88 days a year
looking at screens. Alarmingly, 39% of US consumers

are concerned that device use is harming their physical 88 dags
well-being, while 33% worry about its emotional a year on average
iImpact. E-commerce is contributing to the strain, looking at screens
with 78% of global consumers finding online shopping
overwhelming. In response, forward-thinking brands
are making commerce less visible by introducing
screen-free, voice-first shopping channels such as
in-vehicle ordering systems and voice-enabled AR
glasses, allowing consumers to shop without

needing to look at a screen.

Permission to sell

L2 "m) .Y Consumersare bombarded with commercial messages

: at every touchpoint, with brands spending USD 140 billion
USD is spent . . .
globally on retail globally on retail media alone in an effort to cut through
media alone the noise. Yet much of this advertising fails to resonate,
as consumers often find it generic and disconnected from
their immmediate needs and context. The real breakthrough
happens when commerce feels helpful rather than intrusive,
offering exactly what the consumer needs at the right
moment. Instead of asking how to get noticed, brands
should focus on how to be welcomed.
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https://www.statista.com/statistics/1228452/reasons-for-abandonments-during-checkout-united-states/
https://www.theheinekencompany.com/newsroom/heineken-aims-to-bring-back-joy-of-true-irl-togetherness-as-global-screen-time-continues-to-soar/
https://www.deloitte.com/us/en/insights/industry/telecommunications/connectivity-mobile-trends-survey/2023/connectivity-mobile-trends-survey-full-report.html
https://www.capgemini.com/wp-content/uploads/2025/03/Capgemini_Consumer_Trends_2025.pdf

INNOVATIONS

« )
‘ AR glasses come

ol T 7 with in-store voice
pavyment capability

June 2025 saw Chinese tech firm
Rokid launch AR glasses integrated
with Alipay’s voice-verification
system, enabling hands-free, in-
store payments for the first time

in China. Users link their Alipay
account via the Rokid app and, while
shopping, simply say, ‘Rokid, pay 10
RMB’ to scan a merchant’s QR code
and complete checkout - reducing
transaction time from 20-30 seconds
to 2-3. Both Rokid and Alipay see

the launch as a step toward more
immersive commerce experiences,
with potential future features
including gesture-based transactions,
real-time product information

and location-specific offers.

N

SoundHound Al
debuts its in-vehicle
voice assistant

SoundHound introduced the first in-
vehicle voice commerce platform at
the January 2025 edition of CES in

Las Vegas. The system enables drivers
and passengers to place and pay for

Trend 5: Contextual commerce
// New channels, new customer contexts

food orders directly from their

car’s infotainment system using
voice commands, supporting hands-
free transactions and GPS-timed
pickups from integrated restaurant
partners. Research shows that

most drivers in the US and Europe
favour this functionality.

Samsung turns
fridges into grocery

AW m assistants

In January 2025, Samsung partnered
with Instacart to introduce Al-
powered shoppable refrigerators,
aiming to transform the meal delivery
experience through conversational
commerce. Launching with Samsung’s
2025 Bespoke models, the integration
uses Al Vision technology to recognise
up to 37 food items, helping users
monitor fridge contents and easily
reorder groceries via Instacart. The
feature will also roll out to existing

Al Family Hub+ fridges through

a software update.

Brand examples are included to help illustrate key trends and insights. All information is 22
sourced from publicly available materials and presented in a factual, objective manner.


https://www.businesswire.com/news/home/20250617845457/en/Alipay-Enables-In-Store-Payment-Functionality-in-China-for-AR-Glasses-in-Collaboration-with-Rokid-to-Build-Immersive-Commerce
https://www.businesswire.com/news/home/20250617845457/en/Alipay-Enables-In-Store-Payment-Functionality-in-China-for-AR-Glasses-in-Collaboration-with-Rokid-to-Build-Immersive-Commerce
https://www.businesswire.com/news/home/20250617845457/en/Alipay-Enables-In-Store-Payment-Functionality-in-China-for-AR-Glasses-in-Collaboration-with-Rokid-to-Build-Immersive-Commerce
https://www.soundhound.com/newsroom/press-releases/ces-2025-soundhound-ai-debuts-its-first-ever-in-vehicle-voice-assistant-with-on-the-go-food-ordering/
https://www.soundhound.com/newsroom/press-releases/ces-2025-soundhound-ai-debuts-its-first-ever-in-vehicle-voice-assistant-with-on-the-go-food-ordering/
https://www.soundhound.com/newsroom/press-releases/ces-2025-soundhound-ai-debuts-its-first-ever-in-vehicle-voice-assistant-with-on-the-go-food-ordering/
https://news.samsung.com/global/samsung-joins-forces-with-instacart-to-enhance-kitchen-experiences-through-hallmark-innovation
https://news.samsung.com/global/samsung-joins-forces-with-instacart-to-enhance-kitchen-experiences-through-hallmark-innovation
https://news.samsung.com/global/samsung-joins-forces-with-instacart-to-enhance-kitchen-experiences-through-hallmark-innovation

OPPORTUNITIES

Trend 5: Contextual commerce
// New channels, new customer contexts

Contextual commerce is not about standalone tools but about systems
working together to reduce friction across a person’s day. It involves
mapping how location, habits and identity shape behaviour, then
designing connected services that respond to those cues in real time.
For example, a smart speaker might remind someone that a return
window closes today and offer to schedule a pickup based on their
calendar and current location. Voice plays a key role here, turning
everyday moments into commerce moments without screens or
friction. Consumers don’t want more channels; they want fewer steps.

Consumers often struggle to
align their intentions with their
actions. While

, 60% still
find it difficult to manage screen
time. This creates an opportunity
for brands to support restraint
rather than encourage impulse.
Features like voice reordering
that bypasses apps, shopping
tools that only work during
designated commerce hours,
or built-in delays on impulse
purchases can help consumers
stay in control. Loyalty can be
earned not by pushing harder,
but by helping people pause.

Shopping is shifting from a
deliberate activity to something
that happens through the objects
around us. A fridge that reorders
missing items or a speaker that
prompts a top-up at the right time
changes the role of retail from
something consumers seek out
to a service that appears when
and where it is needed. These
interactions are subtle, timely
and often invisible, reducing

the need for attention or effort.
The challenge for brands is to
design systems that deliver

value in the background while
remaining trusted and relevant.



https://www.deloitte.com/us/en/insights/industry/telecommunications/connectivity-mobile-trends-survey/2023/connectivity-mobile-trends-survey-full-report.html
https://www.deloitte.com/us/en/insights/industry/telecommunications/connectivity-mobile-trends-survey/2023/connectivity-mobile-trends-survey-full-report.html
https://www.deloitte.com/us/en/insights/industry/telecommunications/connectivity-mobile-trends-survey/2023/connectivity-mobile-trends-survey-full-report.html

CONCLUSION

The future

of retail is

not just digital;

it’s conversational.

As Al becomes embedded at

every touchpoint, voice emerges

as the interface that makes these
experiences feel human, enabling Al
agents to negotiate, recommend and
assist with empathy. It turns smart
devices into shopping companions
and transforms commerce from

a series of clicks into a continuous,
intuitive dialogue.

Across all five trends explored

in this report, one theme stands
out: consumers expect commerce
to be intelligent, seamless and
emotionally engaging.

Voice technology is the thread that
connects these expectations,
allowing people to express intent
naturally, receive real-time guidance
and interact with brands in ways that
feel less like using technology and
more like having a conversation.

For retailers, this is more than

a technology shift, it’s a mindset

shift. Success now depends on
building systems that listen, adapt
and respond in real time. The question
is no longer whether to adopt voice,
but how to use it to build lasting,
meaningful connections.
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