Hure's
RIC'S your &

pil

Crganic Baany:
sta9 i

|

|+ Ade

Good morning, Sara

NG 3ssitent

85 e
ij? >
e ¥ B
& s Duivy & e t L)
Wgeinthy oo '

4 RECOMMENDED FOR YOU

&

25 MWk
329

+ 4dd + A3

& FREQUENTLY BOUGHT TOGETHER

i = 7
Eh 7. ¢
5z «

fa

R

+ A

0

ah Ly Eonche
w

Srndbtant o Git®
1

+ Mz N

haan e St
ma

4 Aot

+ ad W

FORGIATED TOTAL

67.42

qaesmT i SRCTTRTREL

SRONIN

ag MY

s bekirg 2e*

O sl

O b
O Tpw ey '

Wea Pl L5

SWART SAYTNGS FOR YOI

Svrved e




Study Objective

- To understand shopper Shopper research
awareness, interest, trust, conducted through
and current habits related Acosta Group’s

to Al use and Al enabled proprietary Shopper
Community

shopping assistants across
products and services.

- To understand changes May 15 - 21, 2026
in Al Shopping data vs. N = 1,271 U.S. Shoppers of least 1
i retail channel in the last 3 months

2025 Al Shopping study

Compared to Phase 1 Al
study June 2025

acosta group™




& Attitudes
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99% of shoppers are aware of

Al, and over half have used it P
Artificial Intelligence Awareness ﬂ‘ - ‘ \
(% of Total U.S. Shoppers) A e
o 20",
Heard of Al but don't know Never heard . ., . e »
what it means - 5% of Al - 1% ¥ . ..o_, ‘ ‘ .‘ Y
o :.-’ ..
320/ 0 "y ®
Boomers | know what Al - .“’ o
is but haven't . y
used it, 21% I've used Al- | .
basescé:/?ols, —— \ ’
- - -

I've seen Al-based [+7 pts vs. 2025]

tools but haven't
used them

16%

Are you familiar with the term “Artificial
Intelligence” often abbreviated as “Al”?

acosta group™  soucecons o sromper

Community Al Enabled Shopping
survey - May 2026



Shoppers’ usage for most Al devices is stable, but Gen Al use has become
mainstream from 74% of Gen Z and Millennials to a fast-rising 45% of Boomers

Al Products and Services Used
(% of Total U.S. Shoppers)

e _
fir | =y | . . 650/
1OF vossssans 0. wosa s &>
o (s}

“‘,ﬁ Generative Al (e.g., ChatGPT, [N 49%
. Copilot)

& e
ki~ Al-powered chatbots ‘ N
e [ 60%
o I 7

EL@ Smart home devices ‘ o

= . 2%

=3 .

Wearable smart devices
I - 1%

I
——————————  E¥ =2025 w2026

Smart home hubs

acosta group™

Source: Acosta Group Shopper Community Al Enabled Shopping survey - May 2026




Google Gemini and ChatGPT are the most used Gen Al tools by a wide margin,
with Gemini Al Mode at an advantage since it appears in the Google search bar

Go gle GENERATIVE Al TOOLS - AWARENESS & USAGE
/ (% of Total Gen Al Users)
Q | & @ ctAlMode
m I've used it m I've heard about this but never used it Never heard of it
* Google Gemini i 79% i 19% 2
ChatGPT ' 77% ' 23% 19
ﬁ MS Copilot o 39%
O Meta Al 46% 51%
g Grok 22% 51%
* Claude 21% 57%
NI 14% 54%
You mentioned that you have used Generative Al tools (“Gen Al”). How familiar are you with these specific Gen Al tools?
acosta group™
Source: Acosta Group Shopper Community Al Enabled Shopping survey — May 2026



Gen Al has become a daily
habit for nearly half of users |8

7 AN\ /@\
[@\ /C) ol Ll
e \
Gen Z Gen X
%Y SN
02 Kok
Millennials Boomers

Read as: 39% of daily Gen
Al users are Millennials

acosta group™



Consistent with 2025, most Gen Al users find it as trustworthy
as other sources with trust highest among younger shoppers

Gen Al Trustworthiness vs. Other Sources”

2 80/0 More Trustworthy
—_—

6 00/0 About the Same

1 20/0 Less Trustworthy
—

W o) o o
7 A0\
[ﬂ;@@ 447 ;Genz Q/(@:Q 17 7° «Boomers
Yt say information from Gen Al is more pawid say information from Gen Al is more

GenZ Boomers

trustworthy than other sources

trustworthy than other sources

How trustworthy do you find the information you've received from Gen Al tools compared to other sources?

acosta group™

*9% Total Gen Al users

Source: Acosta Group Shopper Community Al Enabled Shopping survey — May 2026
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While 66% of shoppers use Al tools for shopping,
Gen Al is the only one with usage gains vs. 2025

Al Tools / Features Used for Shopping

(% of Total U.S. Shoppers)

34%
8 0,
23%
20%
14% o
I 12 /° 10%
Q v e“%\ ec’o o° ©
2 ‘ ef’ % 5 < X (\ & 2
©) ﬁ(\{OQ Q\(\g q\Q; ‘ e"b \\,l/e,é \‘a\(\g Q'O\Qe’ OQQ\ < & Q \\S\O
R < O <
Q o (oY \C > \ X O o
& ) O ©° s N {\\QQ &2 *O @
) @$% \Qg QG Q‘\O \@Q %6\® $® %0
@04\ 'b\c}\ @Q?\Q 3\)‘%\
2
\?
RS
3©

Which, if any, of the following Al tools/features have you used to help you shop?

acosta group™

Source: Acosta Group Shopper Community Al Enabled Shopping survey - May 2026

°19r°

*Qﬁ Used Gen Al

Aps3  for Shopping

Hispanics

Households
with Kids




Gen Al plays a role in most or every shopping task for
nearly one-third of those who use Gen Al for shopping

FREQUENCY OF Al TOOLS /| FEATURES USED FOR SHOPPING TASKS
(% Shoppers who use the specified Al Tool for Shopping)

0 u All/Most of the time ® Sometimes Rarely/Once
Smart shopping lists 32% 51%

Compared to 2025, S T T i

all of these Al tools, Gen Al S—: W 35/

except voice _

assistants and Shopping apps 28% 57%

shopping apps, Price tracking alerts 27% 2%

saw a shift to more

-, frequent use in 2026 _ _
Voice assistant 26% 55%
Product summaries, reviews, etc. 26% 61%

Personalized recos 24% 60%
Meal planning/recipe tools 21% 61%
Visual search (e.g., Google Lens )

How often do you use each of these while doing any aspect of shopping (researching, browsing, buying) ?

"
aCOSta g ro u p Source: Acosta Group Shopper Community Al Enabled Shopping survey— May 2026
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Shoppers look to Al based tools to save money, time,
and to help select the best products to fit their needs

TOP BENEFITS FROM Al TOOLS FOR SHOPPING
(% of Al Tool / Feature Users — Top 3 Benefits)

Save money N /4%

Save time NG 36%
Get more information about products I'm considering [ KNG 33% \Q
Find where a product is available || NG 26% @

Find the right product faster | 26% i +9 vs. 2025

Simplify shopping [N 20 %

Discover products | wouldn’t have found otherwise [N 17 %

Finding solutions (recipes, gift ideas, decorating, etc.) | 16% : -10vs. 2025

Personalized suggestions || G 14%

Reorder or manage past purchases [l 8%

What benefits are most important to you when using Al-based tools for shopping? Please select up to your top 3.

acosta group™

Source: Acosta Group Shopper Community Al Enabled Shopping survey— May 2026
12



Shoppers leveraging Al tools are more likely to stick to a
familiar brand than to buy a new brand that Al recommends

Al RECOMMENDATIONS & BRAND LOYALTY

(% of Al Tool/ Feature users)

However, certain circumstances show the
usefulness of Al’'s recommending new items:

Def / Prob buy
unfamiliar
brand — 4%

aa

Bl
Gen Al helped me find a good quality food for one of 1
my animals with health issues and locate a store in my
Definitely / Probably buy area that carried it. There are so many options, it's almost
brand | know impossible to compare on your own to find a product to
45% fit exactly what you need. | ended up with a brand I’'d
never heard of that just worked wonders. Without Gen Al, |
would never have found this brand at all.

Equally likely
399, Female Boomer

ae

57% -
Gen Z a

When Al recommends a brand you don’t know, how likely are you to buy it vs. stick with a brand you know?

acosta group™

Source: Acosta Group Shopper Community Al Enabled Shopping survey - May 2026

Acosta Group Shopper Community Gen Al Enabled Shopping Discussion Group - June 2026 13



Al is more influential for buying decisions among younger
shoppers, while Al has no influence on most older shoppers

Al’s Influence on Purchase Decisions — Last 3 months
(% of Al Tool / Feature users)

Y
TOTAL ) 9N
Al Tool / 280 02
Feature users Genz Millonnials

Yes - Al influenced
something | bought

Yes - Al influenced
me not to buy
something

No Al influence

In the past 3 months, has an Al tool directly influenced whether or not you bought something?

=
aCOSta g ro u p Source: Acosta Group Shopper Community Al Enabled Shopping survey — May 2026
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Among shoppers influenced by Al in recent purchase decisions, a majority felt
it helped in selecting among options, and a notable amount bought a new brand

HOW Al INFLUENCED PURCHASE DECISIONS
(% of Al Tool / Feature users)
Yes - Al influenced e

something | bought ..o Helped me choose among options _ 60%
Recommended a prococ | 5.

-----------------------------------------------------------------------------------------------------

397

% of Al Tool /
Feature users

------------------------------------------------------------------------------------------------------
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Added extra items | didn't intend to buy _ 20%

In the past 3 months, has an Al tool directly influenced whether or not you bought something?
How did Al influence your purchase? (Select all that apply)

aCOSta g ro u F ﬁ Source: Acosta Group Shopper Community Al Enabled Shopping survey — May 2026
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Most shoppers who use Al tools are concerned that Al
recommendations are biased by ads that hurt shopper trust

Do Al recommendations ever seem influenced by ads...?
If you were to see ads in Al recommendations, how would it
influence how much you would trust the suggestions?

CONCERN OVER Al RECOMMENDATIONS
BEING INFLUENCED BY ADS

(% of Al Tool / Feature users)
"It would influence me quite well, and | would look into Al suggestions. | think they

can be reliable and helpful.”
Female Millennial

[ "Seeing ads wouldn't change my opinion one bit. These days there are ads
everywhere, no matter how much you try to get rid of them, they persist to pop up.
It's easy enough to get around it ... by just asking for other options. ”

Male Gen X

35% [ “Al ads need a disclaimer that they don't influence the responses you get. That'd
certainly be a step to building trust. ... When asking for GenAl to recommend what
to purchase, I'd be concerned the responses won't be as accurate because the
primary goal is to promote a good or service.”

Female Gen Z

56%

\

“If ads were mixed into Al recommendations, it would make me more cautious
about relying on them. | would start separating 'suggestions based on my needs'
from 'items being promoted,' and | would probably double check everything."

Average 6.6 Male Millennial

‘I do not yet trust ads in Al recommendations because | feel they can be biased

How concemed are you that Al recommendations may be influenced by ads or misleading, but | know in the future it will be the way to shop.”
or sponsorships? Scale: 1 = Not at all concerned and 10 = Extremely concerned Female Boomer

aCOSta g ro u p Source: Acosta Group Shopper Community Al Enabled Shopping survey — May 2026; Acosta Group Shopper Community Gen
Al Enabled Shopping Discussion Group - June 2026

16



Younger shoppers are more likely than
older shoppers to use Al in stores

Using Al Tools / Features while
Shopping in a Store
(% of Al Tool / Feature users)

55%~ 517% 51%

GenZ Hispanics HH’s with Kids

Have you ever used any Al tools/features while you were shopping
in a store (e.g., to compare options, find items, check prices, efc.)?

aCOSta g ro u p1 Source: Acosta Group Shopper

Community Al Enabled Shopping
survey — May 2026



Most use Al based tools in stores to save money
and to help select the best products for their needs

m Al Tools/Features Used in Stores

(% of Al Tool / Feature users who use Al tools in stores)

Checking prices or promotions

Comparing products

Finding an item’s location in the store

Looking up reviews while in the aisle

Checking for alternatives when my item is
out of stock

Identifying a product from a photo (visual
search)

Getting personalized product
recommendations

Building a shopping list while in the store

I 229

I 1%
I 35%

acosta group™

Which, if any, of these Al features have you used while you were shopping in a store ?

Source: Acosta Group Shopper Community Al Enabled Shopping survey - May 2026

18



Gen Al — Trust and
Information Sharing

acosta group™

19



Consistent with 2025, shoppers still
want transparency on how their data
Is stored and used

What Shoppers Need To Alleviate

Concerns Over Sharing Information with Al
(% Total U.S. Shoppers)

How my data is stored and protected _ 48%

Whether my information is shared with _ o
third parties 45%

How | cani ;gr:ggtg] delete my _ 40%
What it can and can’t do with my data _ 36%
How my datar(_ilss gc?re\(sjet: personalize _ 24%,
O haring personal miawin Al I 9% ©
Noting et contrialeshrns. Y 199 /1
aCOSta g ro u p1 Source: Acosta Group Shopper

Community Al Enabled Shopping
survey — May 2026

CANI
HELP YOU ?

What would you need to know about how Al handles your information to
make you more comfortable sharing personal information with it to get
the best results tailored to your needs? Select up to your top 3.

20



Younger shoppers willing to share information with Gen Al are more likely to
share personal details such as medical history or a photo to aid personalization

(% Total U.S. Shoppers OK Sharing Information with Al)

Personal Information Shopping Preferences

Gender 70% Favorite retailers or stores 53%
Age 67% Preferred brands 47%
City or zip code 60% Spending persona (bargain hunter to big spender) 44%
Household size and structure (e.g., kids, pets) 45% Maximum price I’d pay for a specific product 44% 1‘2)0"255
Occupation or industry 36% Typical budget range by category 0%
Typical daily routine (e.g., work from home, parenting) 27% :-cl,s\gl’:yr)nake purchase decisions (e.g., reviews, price, brand 36%
Medical history (e.g., for useful health information) 19% Brands | WON'T buy 36%
My photo (e.g., for cIothesImakeUPlhaNiIrIp::o:uit:) e ?178%% ikl 2
GEN Z 29% GEN Z 44%

acosta g ro u p‘ Source: Acosta Group Shopper Community Al Enabled Shopping survey — May 2026

Assuming you trusted Al to handle your personal information, what would you be comfortable
sharing with Gen Al to help it give you tailored/personalized recommendations that fit your needs? 21
When it comes to my shopping preferences, I'd be OK sharing the following with Gen Al....



Specifically for Gen Al, few shoppers who use Gen Al trust an agent to buy
items for them, while issues include lack of fit, missing items, or bias

(% of Gen Al Users for Shopping)

Tasks Shoppers Trust Gen Al Agent Issues with Gen Al Shopping

to Handle
Finding the best deal on a product 71% Recommended items that were not a good fit 21%
Comparing product reviews 70% Missed a cheaper option 21%
Product recommendations 69% Seemed biased toward certain products 20%
Making gift suggestions 41% Left out important details 19%
Reordering groceries/household essentials 24% Gave contradictory or inconsistent answers 19%
Making purchases using my account/card 22%* Made up/incorrect information 19%
None of the above 2% Nothing has gone wrong 46%

* 35% of Millennial Gen Al shoppers trust it to
make purchases

Assuming it follows your criteria, what tasks would you trust a Gen Al assistant/agent to handle? - Select all that apply
What, if anything, has gone wrong when you used Gen Al while shopping?- Select all that apply

acosta g ro u p‘ Source: Acosta Group Shopper Community Al Enabled Shopping survey — May 2026




acosta group™

Acosta Group owns and maintains a proprietary Shopper Community of over 40,000 U.S.
household shoppers who provide feedback on what drives their shopping

and consumption behaviors — insights which brands and customers
need to solve critical business issues.

For further information, please contact: acosta.qroup/contact

acosta" A ActionLink ADW CORE

Retailer-aligned Technical operational Costco-focused North America's leading agency
sales agency experts sales agency away from home
L] (]
' DEE SET mosaic Premium. plele
Industry-leading retail and Integrated marketing and Tailored merchandising and Experts in customer
field marketing (UK) creative powerhouse assisted sales solutions engagement programs

CROSSMARK

Category-aligned
sales agency

Reach

Data-driven field sales +
brand advocacy (UK)

23
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