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Study Background & Methodology

Background: The Agentic Commerce Pulse Report is the first phase of
a multi-year research and thought-leadership initiative designed to
help the commerce ecosystem understand and prepare for the rise

of Agentic Commerce—a fundamental shift in which Al agents
increasingly influence discovery, decision-making, and eventually
transaction execution on behalf of consumers.

Using mixed methodologies to gather directional insights, this project
utilizes survey data to offer a high-signal quantitative “pulse”, setting
up a baseline view of merchant awareness, readiness, trust, and
perceived risk regarding Al-mediated / Agentic Commerce. The
qualitative interviews offer rich context to merchant perspectives,
adding in nuance and uncovering more in-depth examples.

This research defined Agentic Commerce as: shopping activity in
which artificial intelligence systems (conversational-LLM:s like
ChatGPT/Gemini etc. or intelligent Al agents) influence or assist
product discovery, comparison, recommendations, transactions
between customers and merchants, and post- sale support.

General note, percentages may not sum to 100% due to rounding.
Questions permitting multiple responses may sum to more than 100%.

Qualification criteria:

AWorks for or owns a business operating in the US (UK and DE to follow)

ARole level: Owner, Founder, Co-Founder, C-level, Department Head, VP, Director, or
Manager

AWorks in E-commerce, Payments, Digital Strategy, Technology, or related areas

ADecision-makers who influence payments, e-commerce, technology, or digital strategy

Businesses Size Definitions:

ASmall: <$3M in annual revenue
AMedium: $3M-$20M in annual revenue
Alarge Enterprise : >520M in annual revenue

Qualitative Methodology:

ARemote interviews of 7 US Merchants: 3x Small, 1x Medium, 3x Large
AMix of merchants that offer PayPal as a way for customers to pay or process payments with
PayPal and those that do not

Quantitative Methodology:

A Online survey conducted between February 23 and March 3, 2026 in the U.S.
A Base sizes: Small Business (n=166); Mid-Market (n=143); Large Enterprise (n=189)

About the 2026 Agentic Commerce Pulse

P | Global Consumer Insights March 3 2026.

PayPal commissioned Stripe Partners to research Decision Makers at Small, Medium, and Large Businesses in the U.S. Businesses were defined by
annual revenue where Small: <$3M, Medium: $3m-$20m, Large:>$20m. Research included a survey covering 166 Small, 143 Medium, and 189
Large Businesses, and in depth interviews with 7 merchants across a mix of sizes. Research responses were gathered between February 23 and



https://stripepartners.com/
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Merchants see Agentic Commerce as a paradigm shift — and they’re already moving

By The Numbers

A Virtually every merchant expects Agentic Commerce to impact
them within 12 months; many say it already has

A Nearly all expect the net impact to be positive

A 52% of large enterprises have integrated Al into regular
operations; 36% of SMBs actively implementing, 52% in testing

A Most view adoption as essential for maintaining competitiveness

P | Global Consumer Insights Source: GCI Q1 26 Agentic Pulse

In Their Words

Merchants compare Al to the advent of the internet or smartphones
— a requirement for survival, not an optional upgrade.

“When was the last time you had a transformational technology hit
you in the face? Smartphones, | guess.”

— Mid-market, Women’'s Workwear

“I think it's almost like trying to learn how to use their Internet. [...]
It's not just something that’s optional, it’s required. You need to use
it.”

— Small Business, Fashion



Al visibility is the new battleground and staying competitive is the prize

The Opportunity The Fear
A Access to new customers is the #1 expected benefit across all Merchants fear a “death spiral” of visibility if they fail to
P P Y Y
merchant segments integrate with agentic frameworks. Customers are gravitating
A Large enterprises expect Al fo personalize experiences; SMBs toward personalized Al search over fraditional search.
expect it to drive site traffic WHAT THEY'RE DOING NOW
A Marketing is the primary entry point today; personalization is A Optimizing web structure for Al crawlability

next; autonomous transactions feel further awa
y A Implementing schema markup for Al-readable product pages

A Planning for Agentic checkout readiness

The Tension: Merchants see product discovery, comparison, and checkout as the most important parts of the Consumer shopping journey
for Al to get right - more so than customer support and post purchase, which past consumer research identifies as their greatest fear with
Agentic Commerce. Consumers need to feel confident they will receive and will receive supported for any issues.

P | Global Consumer Insights Source: GCI Q1 26 Agentic Pulse



Data security is a top barrier, though these vary by merchant size. Trust must be earned
incrementally

Top Merchant Concerns How Merchants Build Trust in Agentic Commerce Tools
1 Data security risks — a top concern across all segments, A Data integrity first: Al is only as good as the raw data available
especially large enterprises who name it as their absolute #1 to input. Few businesses have all of their product catalog
barrier. Data concerns span both internal corporate data leaks structured for Al meaning they can't trust Al for the full picture
and customer Pll exposure. A Incremental experimentation: Continued trial and error builds
2 High implementation costs — the second-highest concern confidence. Trust stems from positive results, like increased sales
3 Lack of resources — especially acute for SMBs who can't hire orrevenue.
specialized roles and see lack technical skills as a top barrier to A Human-in-the-loop: Many merchants still require human
investment in Agentic Commerce oversight as a safeguard. Full autonomy is not yet trusted.

A Tracking gap: Many only have partial visibility into Al-driven
traffic and lack of attribution limits confidence in Al’s value.

P | Global Consumer Insights Source: GCI Q1 26 Agentic Pulse



Businesses of all sizes lean on partners to bridge the technical and expertise gap in Al
implementation and expect their commerce/payment platforms to play an active role
in supporting them through this transformation

Platform Dependency Accountability Gap
A Most plan a dual strategy: partnering with LLM platforms AND A Merchants require robust accountability frameworks. They look
implementing agents on their own sites to payment providers AND LLM developers to bridge the

A Merchants are willing to pay a premium for technical know-how confidence gap

to build Al funnels A Agentic Payment Dispute responsibility is split between Al
platforms and customers — few think the payment provider

A Businesses of all sizes want partners that: ,
should own it

1. Educate them without overwhelming them
2. Instill peace of mind by proactively catching issues and
preventing problems

A Feeling exposed on liability puts merchants off certain use
cases entirely

A Data privacy is the top concern for how Al portrays their
A SMBs feel beholden to their platform’s pace of Agentic business, especially for larger firms
adoption — relying on their e-commerce platform for features,
resources, and education

A Large Businesses are looking for partners that can tailor
solutions to their unique needs

P | Global Consumer Insights Source: GCI Q1 26 Agentic Pulse



Detailed Findings
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Openness to
Agentic Commerce
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Openness to Agentic
Commerce:
Key Takeaways
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Merchant familiarity and engagement with Agentic Commerce is
already widespread. Most believe that Agentic Commerce will be
transformative, with smaller businesses thinking it will be slightly more
gradual.

Merchants are overwhelmingly optimistic about its impact. Nearly all
expect it to positively impact them within the next year, with many
already feeling its impact today. Most think that adopting it will be
essential to maintaining competitiveness.

Impacts of Agentic Commerce vary by business size. Large
enterprises feel confident that they can leverage their size over smaller
businesses to invest in Agentic Commerce and capture significant sales.
Small businesses remain optimistic that Al will help them remain
competitive.

Access to new customers is the top benefit Merchants expect from
Agentic Commerce. Larger businesses are directionally more
optimistic about Agentic Commerce driving greater personalization
and sales, while smaller businesses expect it to increase site traffic.

Source: GCI Q126 Agentic Pulse 10



Nearly all merchants have some level of familiarity with Agentic Commerce.
Large enterprises are further along on comprehension

Qualitatively, merchants have a range of interpretations from LLM discovery and purchasing to back-end ops

Agentic Commerce Familiarity

% somewhat/very familiar 91% 97% 99%, “

Very familiar and well =

) - What Agentic Commerce means in Merchants' own words...
versed in what it means

It means there are agents that are on our website or elsewhere on behalf
of customers and making the purchase without the human being involved
or maybe with the human being involved at the end stage. It's a super
exciting feature. — SB, Haircare

“My definition would be being able to purchase product directly from a

Somewhat familiar —
brand or marketplace via an Al chat session.” — LE, outdoor clothing

It's Al guiding the customer through the commerce journey, making it
easier to complete tasks. But you could have Agentic Commerce agents
doing lots of things to make your team more efficient, anything where
there's data and repetitive tasks, you could create an Al agent to do it
for you.

Heard the term but not sure — LE, dance apparel

what it means

/o

Not familiar at all : , .
Small Business Mid-market Large Enterprise
P . Source: GCI Q1'26 Agentic Pulse
| Global Consumer Insights Base: Small Business=166 ; Mid-market=143 ;Large Enterprise=189 n
Q: Before today, how familiar were you with the concept of Agentic Commerce (Al systems that can search for products, compare options, or make purchases on behalf of customers)?



Most merchants believe Agentic Commerce will be significant and the impact

may be too big to grasp today

Qualitatively, merchants compare Al to the advent of the internet or smartphones. It is seen as a requirement for business

growth and survival rather than an optional upgrade.

Perceived Significance of Agentic Commerce

A major transformative shift that will
significantly change how customers
buy

A meaningful but gradual evolution —

A niche or limited use trend —

Mostly hype / unlikely to matter much —
7% o
— 3% 3%

Small Business Mid-market

Too early to tell

P . Source: GCI Q126 Agentic Pulse
| Global Consumer Insights Base: Small Business=166 ; Mid-market=143 ;Large Enterprise=189
Q. Do you think Agentic Commerce is a transformative shift or a temporary trend?

~ /0
1
Large Enterprise

6

“I think it's a significant paradigm shift that | don't
think we've totally absorbed it yet and what it
might look like.” - LE, Dance Apparel

When was the last time you had a
transformational technology hit you in the face?
Smartphones, | guess. — MM, women’s workwear

| feel like Al has been talked about by the
government, by companies, by everyone. And so |
think it's almost like trying to learn how to use their
Internet. Back when the Internet was first a thing
and then now Al. It's not just something that's
optional, it's required. You need to use it and you
need to learn how to use it. — SB, fashion

12



Virtually every merchant expects Agentic Commerce to impact them in the next year
with many believing it already has. Nearly all expect that impact to be positive

Agentic Commerce Impact Timeline

43% Small Business @ Mid-market @ Large Enterprise

‘ ‘ “We're only at the beginning stage. |
339 34% can see thatwe're getting sales from
0 ChatGPT. That's with us doing the
31% minimal amount, so there's only
upside.”
2 0
25% 6 /024% — SB, Haircare
21%
17%
Y 15%
12%
1% ’
3% 3%
0% .

Agentic commerce  Within the next 3 Within the next Within the next  Beyond the next 12
already months 3-6 months 6-12 months months
meaningfully
impacts my
business
Source: GCI Q1 '26 Agentic Pulse

Base: Small Business=166 ; Mid-market=143 ;Large Enterprise=189
Q: When do you anticipate Agentic Commerce to have an impact on your business (i.e. sales, inquiries, site traffic, etc.)?

P | Global Consumer Insights

Expected Impact of Agentic Commerce

In Next 12-24 Months

(Among those that expect Agentic Commerce to have an impact on business)

Small
Business

Mid-

market

Large

Enterprise

Strongly
negative

Somewhat
negative

12%

38%

5% 33%

Source: GCI Q1 '26 Agentic Pulse
Base: Small Business=163; Mid-market=143 ;Large Enterprise=188

This question was asked of respondents who selected ‘Agentic commerce already meaningfully impacts my business’, ‘Within the
next 3 months’, ‘Within the next 3-6 months’, ‘Within the next 6-12 months’, and ‘Beyond the next 12 months’ from the question
‘When do you anticipate Agentic Commerce to have an impact on your business (i.e. sales, inquiries, site traffic, etc.)?’

Q: Overall, what net impact do you expect Agentic Commerce to have on your business in the next 12-24 months?

Strongly
positive Top 2 box %

(Somewhat positive +
Strongly positive)

86%
44%

94%

94%

13



Most businesses view the adoption of Agentic Commerce as essential for
maintaining competitiveness

Agree: Not adopting Agentic Commerce risk losing customers or sales
to competitors

Strongly
disagree Strongly
Disagree Agree agree

Top 2 box %

(Agree+
Strongly agree)

Small It's definitely going to change it [the
Business 19% 78% business]... things are going to change
so fast that we just need to make sure
that we stay ahead of the curve
Mid-market

Large . .
Enterprise L 86%

Source: GCl Q126 Agentic Pulse
Base: Small Business=166 ; Mid-market=143 ;Large Enterprise=189

P . Q: To what extent do you agree or disagree with the following statements: businesses that do not adopt Agentic Commerce risk
| Global Consumer Insights losing customers or sales to competitors



There is a widespread and explicit need to figure out how to reach customers
who are already shopping using Al

Merchants fear that failing to integrate with
agentic frameworks will lead to a 'death spiral'
of visibility

A Customers are gravitating to Al: customers
are increasingly drawn toward personalized
Al search results over traditional search.

A Customers via Al are high-intent:
Merchants notice that customers arriving at
a storefront via an Al chat are high-intent
leads, no longer just browsing but ready to
transact.

66

We do see a lot of people are
moving over o ChatGPT or Claude
for their search and discovery. So
it's about being there because
otherwise, if we're not there, then
they just don't know about us. Al
the other things of course are
important so we still need to nurture
that journey all the way through.
But if we don't catch them at the
beginning, then we're not seen.

— LE, health and beauty

66

| want Agentic Commerce to help us
better find or help us help customers
find us. Al will learn a customer's
needs and wants and preferences
and can better deliver product that
meets those to the customer and
make it easier.

— LE, outdoor clothing

P | Global Consumer Insights Source: GCI Q1'26 Agentic Pulse

~\




Access to new customers is the top benefit Merchants expect from Agentic
Commerce, with larger businesses directionally more optimistic about
personalization and sales, and smaller businesses on site traffic

Agentic Commerce Positive Impact Area

(Among those that expect Agentic Commerce to have positive impact on business) Small Business @ Mid-market @ Large Enterprise
19% 20% 24%
Access to new customers - ® o
10% 15% 17%
Increase in repeat customers - ® .D :
. . 1% 14% 18%
Increased site traffic - ® @

More personalized shopping 10.1’9% 1%"{‘

experiences for customers

6% 14% 18%
Increased sales - o o
. . 9% 13% 16%
Ability to sell in new markets - o ®
4% 7% 9%
Reduced cart abandonment - - i
Less reliance on paid 270 55%“

advertising channels ~
. 1% 2% 3%
Protect existing market share - ® ®

““I want Agentic Commerce to help us better find or help us help
customers find us... Al will learn a customer's needs and wants and
preferences and can better deliver product that meets those to the

) customer and make it easier.” — LE, Outdoor Clothing
Source: GCl Q126 Agentic Pulse
Base: Small Business=140; Mid-market=135 ;Large Enterprise=177
This question was asked of respondents who selected ‘Strongly positive’ and ‘Somewhat positive’ from the question ‘Overall, what net
. impact do you expect Agentic Commerce fo have on your business in the next 12-24 months?’
P | Global Consumer Insights Q: What are the main reasons you expect a positive impact? (Select most important}



Merchants are looking for signals from both customers and competitors that
Agentic Commerce has reached a tipping point

Merchants are looking out for signals
of behavior change

A Customer behavior: a senior director of e-
commerce at a health and beauty LE is
watching their KPl dashboards closely for
drops in traditional metrics and waiting for
"mass market" adoption signals to validate

the shift.

A Competitor behavior: a COO at a MM
women’s workwear brand believes there will
be a network effect as business find out more
about how competitors are behaving
leading to mass adoption to stay in the race.

P | Global Consumer Insights

~66

| think we'll all experience it through
talking to our friends and people in
our network and as people start
doing this and talking about it,
you'll feel like an idiot for not doing
it. And then, you'll start doing it too
and there'll be a network effect.

— MM, women's workwear

66

It's already changed to an extent...
before when looking at KPIs on our
websites, we'd look at session
conversion rate. But sessions are
dropping because people aren't
searching like before. Our analytics
have changed as how people shop
has started to change.

— LE, health and beauty

Source: GCI Q1'26 Agentic Pulse




And for those who aren’t convinced that Agentic Commerce is a transformative
shift, they are looking for a convergence of multiple proof points

Signals for Lasting Agentic Commerce Trend
(Among those who don't see Agenhc Commerce as a transformative shift) Small Business @ Mid-market @ Large Enterprise

60%
8% 0,
56% 56% 54%

50% 52%61%19, o
45% 45% 45% 46% 46%
43% 1% 43% 42%,
38% 37% 38%
I 320/0 34'/l|

Customers directly Clear, measurable Integration into Al tools becoming Case studies from Adoption by large Industry standards Strong evidence of

requesting or increase in sales major payment or default in search businesses similar  or well-known or regulation fraud/security
expecting it or traffic checkout systems or shopping to mine retailers/brands emerging reliability
platforms

Source: GCI Q126 Agentic Pulse
Base: Small Business=117; Mid-market=68; Large Enterprise=73;

P | Global Consumer Insights  This question was asked of respondents who didn't select ‘A maijor transformative shift that will significantly change how customers buy’ from the question ‘Do you think Agentic Commerce is a transformative shift or a temporary trend?’
Q: Which of the following would indicate/ signal fo you that Agentic Commerce is here to stay? (Please select all that apply)



While Merchants expect Larger firms to gain advantage in Agentic-led purchases,
they also believe Al can help small businesses compete

Agree: Large Merchants Will Gain Advantage in Agentic

Sales
Strongly
disagree Strongly
Disagree Agree agree  Top2box%
Sirongliiggrreeee;
Small o 72%
Business ¢
Mid-
market
Large
Enterprise

“Some of the bigger players have the resources to continually pump out content or whatever to
make sure that they show up in the right place at the right time. Being able to stay ahead of them is
going to be a challenge for the smaller companies unless they have something that's above and
beyond” — LE, Health & Beauty

Source: GCI Q126 Agentic Pulse

P | Global Consumer Insights Base: Small Business=166 ; Mid-market=143 ;Large Enterprise=189

decisions. 2. Al tools could help small businesses compete more effectively with larger retailers.

Agree: Al could help small business compete

Strongly
disagree Strongly
Disagree Agree agree Top 2 box %
(Agree+
Strongly agree)
Small .
Business 20% 78%

Mid-
Large
Enterprise | 6% 93%

"It levels the playing field a little bit in our direction because we can move faster than very large
corporations, due to regulatory aspects and the size of change they need to do. It gives us startups
and early stage companies an advantage in overall Agentic Commerce." - SB, Travel

Q: To what extent do you agree or disagree with the following statements: 1. larger merchants with more resources to invest in Al are likely fo gain a larger share of online sales in instances where Al or agents are making purchasing



Merchants fear being outspent by even larger businesses, leaving them

worried about falling behind

| mean, I've been on webinars and |
feel like it's the bigger enterprise
because they have the technology,
they have the infrastructure, they
have the investment. You know,
they seem to be ahead.

P | Global Consumer Insights

66

If | was still at a billion dollar
company, I'd have specific teams
you can dedicate to this and have a
group of people thinking

about getting you ahead of the
game because we'd have the
ability to support that.
Unfortunately, in my current
organization, we don't have that.

— LE, dance apparel

G

66

Some of the bigger players have
the resources to continually pump
out content or whatever to make
sure that they show up in the right
place at the right time. Being able
to stay ahead of them is going o be
a challenge for the smaller
companies unless they have
something that's above and
beyond.

— LE, health and beauty

Source: GCI Q1'26 Agentic Pulse
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At the same time, SMBs hope they can outmaneuver slow LEs and adopt new

tools faster

SB and MMs expect to be faster at tool adoption

A Rapid adoption of tools: Smaller teams can quickly experiment
with and implement tools without much issue.

A Easier executive buy-in: Less distance and misalignment between
management and employees means faster decisions.

A Fewer data concerns: Some smaller companies are less
concerned about experimenting with internal data.

It levels the playing field a little bit in our direction because
we can move faster than very large corporations, due to
regulatory aspects and the size of change they need to do.
It gives us startups and early stage companies an
advantage in overall Agentic Commerce.

P | Global Consumer Insights Source: GCI Q1'26 Agentic Pulse

The size and complexity of LEs slows their tool adoption

A Legacy infrastructure: Large firms can struggle to integrate new
tools with existing specialized enterprise software.

A Need for sign-off: Decisions on new tools takes longer, involving
more people.

A Governance concerns: Enterprise concerns around sensitive data
and governance requires dedicated teams and protocols to be
put in place.

- 66 w

The detriment of a large organization is things move a lot
slower because you got to coordinate with more people...
even in a billion dollar company, things move slow. You
got resources, but everybody's got o sign off on it.

— LE, dance apparel

21
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Headwinds to
Agentic Commerce:
Key Takeaways

P | Global Consumer Insights

01 Despite optimism behind Agentic commerce, concerns exist. Data
security risks are a top concerns when it comes to Agentic Commerce,
particularly for large enterprises. Small Businesses fear they lack
technical skills or knowledge to keep up in a quickly evolving landscape

Source: GCI Q126 Agentic Pulse

23



While merchants see the potential of Agentic Commerce, concerns exist, particularly
with data security and implementation costs

28%
189 17%, 18%
119 12%
10% 10%
9%
8% 'I %
Data security High Customer
risks implementation experience or
costs or brand

resource
requirements

representation

Fraud risks

- 66

Data security

| think the biggest fear for, for most of our team is
just security... We don't know where the information
goes. Like, you know, how sensitive of data can we
put in there? —LE, healthandbeauty

Agentic Commerce Concerns
(Most important)

9%9 Yo 9%9%
8%

798 % .
3 f 5 J{O 511/';
" 2%

Small Business @ Mid-market @ Large Enterprise

7%
5%

'U
2% 29%3% 0,2%

Integration Payment Compliance or Liablllty None of these Returns and Remaining Margin pressure
with existing  authorization regulatory risk related to concern me refunds merchant of / price
systems or failed disputes and management record competition
transactions chargebacks

Implementation

| know how to get from A to M, but | don't know how to get
from N to Z. | feel like I'm a beginner. How do | get to be
advanced? This could be integrated across everything I'm like,
okay, so | think we want to do this but | don't know how to sort
of scale and integrate it.

Source: GCI Q1'26 Agentic Pulse

P | Global Consumer Insights

Base: Small Business=166 ; Mid-market=143 ;Large Enterprise=189

Q: Which of the following issues concern you most when thinking about Agentic Commerce? (Select most important)

- 66

Sufficient resources

It goes down to resource and time. In any kind of an
organization, you're always challenged with what
have | got to deal with today versus trying to carve
out time to think about the future...I'd love to be
able to do this more strategic stuff. | just don't have

the bandwidth to do it. — LE, dance apparel

24



Data security concerns include internal corporate data and customer PlI

Merchants are concerned about both
internal data security and Pll security

A Fear of data leaks: LE leaders explicitly
name data security and the leaking of
sensitive corporate information as their
absolute top concern.

A Concerns over Pll: merchants also cite
security, privacy, and the leaking of

Personally Identifiable Information (PIl) as

primary barriers to trusting Agentic
Commerce.

P | Global Consumer Insights

66

The biggest thing is sensitive data. If
things like our sale stats got out,
that's not great. We don't want
details of our revenues, margins,
who our vendors are customer lists
out there.

— LE, health and beauty

Source: GCI Q1'26 Agentic Pulse

~

66

I'm concerned about security leaks
from vendors. | would say first and
foremost there has to be a lock and
key. Stuff can not leak out about a
consumer's Pll. That's going to be a
primary concern getting ready

for Agentic Commerce.

— LE, outdoor clothing

-66

We're a private company so you
know, some of our sales stats and
stuff gets out, it's not great.

— LE, health and beauty

25



A number of barriers exist to investing in Agentic Commerce

Barriers to Investing in Agentic Commerce
(Select all that apply) Small Business @ Mid-market @ Large Enterprise

Small Business [l Mid-market [] Large Enterprise

60%
51%
43%
39% A4 i
0
0% 38% ° . 37% 38% 37%
34% 3o% 34% 339 34% 33%
o o 32% 32%31%319
30%
27% 27%
22% 22%
0 20%
20% 15%
0%
Data security or we feel ready Difficulty integrating Regulatory or Uncertainty about Cost of Lack of knowledge or Resistance to change Lack of time to Low relevance to our
privacy concerns with existing systems compliance concerns return on investment implementation technical skills within the explore or implement business or customers
or platforms (ROI) organization solutions

P | Global Consumer Insights

Source: GCI Q1'26 Agentic Pulse
Base: Small Business=166 ; Mid-market=143 ;Large Enterprise=189
Q: Which of the following factors are the most important barriers to your organization investing in Al-assisted or Agentic Commerce for business growth? (Select most important}
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Data security is the largest barrier to investing in Agentic Commerce for larger
businesses, while investment barriers are more varied for smaller business

Lack of knowledge is directionally largest barrier to investment for Small Businesses

Barriers to Investing in Agentic Commerce

(Most important) Small Business @ Mid-market @ Large Enterprise
28%
23%|
1R 15%
19% o 13%
13% 1o, 12% 12% 119% 12%
9% 8 ’ 10% 10%
B% o ?%' 8% Ec?- ?,‘%l ‘?ll:,,- Tnfo "7% 3%}
6% ° 5%
I I II I I i i -
Data security or  None - we feel ready Difficulty Regulatory or Uncertainty about Cost of Lack of knowledge orResistance to change Lackoftimeto  Low relevance to our
privacy concerns integrating with  compliance concerns return on investment  implementation technical skills within the explore or implement business or
existing systems or (ROI) organization solutions customers

platforms

Source: GCI Q1 26 Agentic Pulse
P | Global Consumer Insights Base: Small Business=166 ; Mid-market=143 ;Large Enterprise=189
Q: Which of the following factors are the most important barriers to your organization investing in Al-assisted or Agentic Commerce for business growth? (Select most important}



Dealing with the speed of Al innovation affects everyone, but especially SBs
who often lack of resources to figure it out

As a new technology and way of functioning,
companies need fo invest fime to understand
and learn about agentic capabilities, but
human resource availability tends to be a key
constraint.

A Learning is time intensive: for small
companies who don't have the resources to
hire specialized roles, people need to
dedicate time to learn about Al on top of
their main job which can be a key barrier.

A Fast rate of change: every 6 months, there
seems to be a new Al development and
change, making it hard for businesses to
keep up.

66

With Agentic Commerce, it goes
down to resource. It goes down to
time. If we were a billion dollar
company, we would have specific
teams to dedicate to this stuff who
have the bandwidth. We don't
have that so it falls on folks like
myself who just don't have the
bandwidth to dedicate to it.

— LE, health and beauty

P | Global Consumer Insights Source: GCI Q1'26 Agentic Pulse

| feel like I'm never ready because
the innovations are coming way
faster than my brain can educate
itself.

28



Despite unequal budgets, businesses of all sizes are investing in resources,
upskilling staff, and experimental projects for Agentic Commerce

All merchants are channeling some degree of
time and money into the following categories:

A Resources: across business sizes, merchants
are hiring new staff with Al
expertise. However, LEs and MMs spending
to bring in external help (e.g. consultants,
agencies) whilst SBs are using spare time
to figure things out internally.

A Upskilling staff: LEs are already rolling out
training programs for staff. SB and
MMs budget constraints mean they cannot
do the same, instead they are allowing staff
time to experiment.

A Experimental projects: all businesses are
carrying out experiment projects to
establish where and how different Al
systems work best.

66

We're talking about allocating a
budget to a consultant to help us
figure out what the top 10 use cases
are for us. That would save us a
bunch of time and then he could
rank them based on ease and either
he does it or he coaches me and
then | could do it.

— MM, women's workwear

J/

P | Global Consumer Insights Source: GCI Q1'26 Agentic Pulse

It took a few months for everyone
to kind of experiment with it and
see where they can use it within
their own workflow. So we had to
allow this experimenting period.

29
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Current Actions in
Agentic Commerce:
Key Takeaways

P | Global Consumer Insights
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Nearly all merchants have started to adopt Al tools to influence
the customer shopping journey. Large enterprises have already
integrated it into regular operations, while Smaller businesses are a bit
further behind in testing phases.

Merchants feel that Agentic Commerce is already delivering value
across the shopping journey. However, they feel it's most important
to use Al to fuel product discovery and checkout versus support
customers with post-purchase and customer support.

Trust in Al is built slowly and by delivering results, with a
preference for human involvement. Strong data hygiene is seen as
the foundation, which Merchants are still working towards.

Source: GCI Q126 Agentic Pulse 31



While Al plays a role across top priorities, Agentic Commerce by comparison
rank lower on business’s goals...

Organization Priorities of Technology Areas

Small Business @ Mid-market @ Large Enterprise

Cybersecurity and 12;’0 16% Zg/a
data protection

E-commerce and _ 12/'0 17% 18%
omnichannel selling

Digital payments and _ 10% 15.% 2:’{]
financial tools

Social commerce and _ 3&: 14.*3{4%
digital marketing

Data and analytics/ Ezfa 1 :za 14%
reporting tools
Cloud-based 8% 12% 13%
operations @ i

Automation of 10% 10% 12%
routine business - . i

tasks
4% 6% 8%
Agentic commerce - [ ]

Source: GCI Q1 26 Agentic Pulse
P | Global Consumer Insights Base: Small Business=166; Mid-market=143; Large Enterprise=189
Q: Which of the following technology areas are the highest priorities for your organization over the next 12-24 months? (Please select and rank the top 3 from the most fo least important.) - ranked 1st



... but all businesses plan to invest to strengthen their readiness over the next 1-2

years

Large enterprises focus more on platform partnerships than smaller businesses.

60%81%60%

Invest in tools or
platforms that
reduce the need for
in-house expertise

P | Global Consumer Insights

Future Resourcing Intent 12-24 months

Small Business @ Mid-market @ Large Enterprise

56

58%

55% 56% e 8% We are in tune with commerce platforms. And
52% 93% when you're bigger, you get input because you
48% 0% 48% have a bigger installation. So you get a lot of
3% 43% different scenarios presented to you. Our hope
39% is that we can influence some of that road
34% mapping and where they're heading'".
— LE, Dance Apparel
4% 1% 2%
—
Train or upskill Hire new staff with Increase use of Partner with our Build an internal No specific plans

existing staff relevant expertise external agencies or payment or commerce team currently

consultants platform

Source: GCI Q1 26 Agentic Pulse
Base: Small Business=166 ; Mid-market=143 ;Large Enterprise=189

Q: over the next 12-24 months, which actions do you plan to take to strengthen your organization’s foundational readiness for Agentic Commerce? (Please select all that apply)
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Nearly all have started to adopt Al tools to influence customer journey with
larger firms further along in embedding these tools — with larger businesses
further along in integration

Current Approach to Agentic Commerce Adoption

Integrated into —
regular operations

GG

“We are making sure that we're going to be here for the
agentic revolution and we can't be late to it. Looking ahead to
Q2, we're thinking how do we optimize our web structure to
make sure that we're crawlable for Al agents and make sure
that we're set up for agentic checkout? — MM, Women's
Workwear

Testing/piloting Al —
use We're implementing things on our site to make us more
discoverable by Al. We're getting armed and ready as much as
we can. We've had a big focus on implementing as much
schema as possible so that Al can read and interact with our
PDP pages — LE, outdoor clothing

| try to stay up to date with every Al software and Al updates.
I'm constantly evaluating how those tools can help us as a

Researching use cases business. So I'm trying to stay ahead of it and just like continue

Not actively monitoring

or managing this = o e — SB, fashion
Not relevant / unsure Small Business Mid-market Large Enterprise
Source: GCI Q1 26 Agentic Pulse
P | Global Consumer Insights Base: Small Business=166 ; Mid-market=143 ;Large Enterprise=189

Q: Which of the following best describes your organization’s current approach to Al tools influencing customer purchasing?

to educate myself on what's out there and how that can help us.
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Businesses believe discovery, comparison, and checkout are the most important
parts of the shopping journey for Al to get right, more so than post purchase

Most Important Step in Shopping Journey to Get Right
Small Business @ Mid-market @ Large Enterprise

10% 17% 20%
® ®

Product discovery or search -
. ) i 10% 11% 20%
Comparing prices or options - o @
Personalized customer _ 21% 24.0"5 2%’“
recommendations . o .
Al completing or placing order 19./& 26% 30%

on behalf of customer ~
) 4% 5% 13%
Checkout or payment assistant - ® o

Delivery or order checking _ %ﬂ 9%
updates . \ ,
Post-purchase support fzu 5% ?.,-’u

(delivery, returns, etc.)
4% 5%%
® ©

Customer services -
0%1 % 1%
None of the above
0%
Not sure

Source: GCI Q126 Agentic Pulse
P | Global Consumer Insights Base: Small Business=166 ; Mid-market=143 ;Large Enterprise=189
Q. As a merchant, which part of the customer journey is most important to get right for Agentic Commerce success? (Select most important)



And many merchants have the perception that Agentic Commerce can
already deliver value across the shopping journey

Where Agentic Commerce Delivers Today

(% very well/well) Small Business @ Mid-market @ Large Enterprise
869 869
799 0 L 4 82%
76%77% 22 8% 76% 749, o (1%
0, 71 % o & 0 73 /O
68% 66% 67% I C I 64% I
Ability to deliver fast Ability to provide Ability to represent your Ability to process Ability to provide Ability to ensure data Ability to work together
and seamless consumer accurate and up-to-date  brand accurately and transactions correctly recommendations without privacy and security of in a seamless, automated,
experiences product or pricing fairly and reliably bias toward specific customer information  and coordinated fashion
information brands, sellers, or with your other internal
products/services systems on the back end

Source: GCI Q126 Agentic Pulse
P | Global Consumer Insights Base: Small Business=166 ; Mid-market=143 ;Large Enterprise=189
Q: As you think about Agentic Commerce overall, how well do you think it delivers in the following areas? (The chart shows the combined percentage of Very well and Well responses. )



Merchants are already using Al for both customer-facing and/or back-end use

cases...

A Front end: merchants are experimenting
with Al for customer facing use cases
including creating marketing assets, copy
writing and customer service inquiries.

A Marketing is often an entry point for
merchants experimenting with Agentic
Commerce

A sack enc: [

P | Global Consumer Insights

66

We've started to generate some
lifestyle photography with Al. In
fact, Monday will be our first
product launch with all Al
generated lifestyle photography.

— MM, women's workwear

66

| used Al to track my budget. It
takes my budget and forecast for
the year and builds a budget
tracker for my team in Excel.

—LE, outdoor clothing
.
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