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GoogleIs Kick-starting theEraof Al Shopping
• A deeprevamp for Google

Shoppingjoins awave of

major platforms putting

AI front and center.
BYADRIANA LEE

After years of sporadically launching
newfeatures andaddingin artificial

intelligence, Google is finally tying it ;rl 1

togetherinto anextensive makeover for

Google Shopping.

With this revamp, which was revealed

Tuesday,the companyjoins a wave of
major platforms moving AI from an

embellishment, gimmick or experimentto

thevery coreof its shoppingexpérience.

This is nomere facelift for Google, it’s
an extensive reimagining of how to match

peoplewith the right items, product
éducation,pricesand more.

“It representsthe biggeststepchange

we’ve introduced in Google Shoppingto

date,” said Lilian Rincon,vice presidentof

consumershopping product, in an interview

with WWD. “It’s a destination, completely

rebuilt with AI for today’sshopper.”
The redesignfeatures a moreVisual

layout containingan AI guidewith
fine-tunedproduct researchand

recommendations,apersonalized feed

basedon shopping activity throughout

Google andacustomized dealspage,

including price tracldng andcomparisons.
Ail of it is poweredbytwo of Google’s

topAI initiatives: thecompany’s AI

assistant, Gemini, and its Shopping Graph,

an enormousdatasetof 45 billion listings

that helps spur onmorethan abillion
shoppinginteractionsdaily.

They cando "everything from virtually
trying on fashion with ourgenerative AI

virtual try-on tool, finding productdetails

using justan image with GoogleLens,

testing out beautytools with ourAR beauty

tool, or watching a review on YouTube,”
Rincon said. “And what ail of theseshopping

activities hâvein common is that they’re ail

powered by the Shopping Graph.”
Now, paired with the Gemini models,

the Systemuseseverythingthat the
companyknows aboutthoseinteractions
andshoppingproclivities to shapethe
contenton the newGoogle Shopping.

It startswith a query, say,abusiness-

casual blazerfor ameeting in Arizona or
an outdoorjacketfor New England. The

AI guide offers advice on dressing for the

weatheror aparticular régionandoffers

range of information, from viral trendsto
reviews to publishedarticles.

The newGoogle Shopping also

remembersacross sessions,so userscan
pick upwhere they left off. And if the

contentisn’t quiteright, they canoffer
feedback througha thumbsupor thumbs

down mechanism.

According to Rincon, the AI overhaul

is indicative of aconsequentialshift in
people’s relationship with onlineshopping,

onpar with e-commerce’s transitionfrom

desktop to mobile.

“Sixty percentof U.S. consumers say
that makingthe right purchasedecision

requires more effort than it used to,” she
added. “We also know that morethan

two-thirds of Americans seekadvice from

friends or family to helpthemmakebetter
purchasedecisions.

“Given thosepoints, we really saw an

opportunity to make shoppingresearch
much moreassistive and much less

burdensome.”
Google is far from alone. Walmart’s

ongoing “Adaptive Retail” strategyplacesa
high priority on AI to helpshoppers.This
month, Vestiaire Collective introduced

Al-driven searchtools, as well as a new

chief technology andproductofficer, Stacia
Carr, who brings expertise in AI to therôle.

The mostvisible examplein recentdays

may beAmazon, which launched its own

AI shoppingguides in October.

“When shoppingfor a newproduct, it

canbedifficult to understandthe options

available or know the right questions

to ask,” Dan Lloyd, vice presidentof
personalization atAmazon, wasquoted
assaying in the e-tailer’s blog. “With AI

Shopping Guides, we’re pairing helpful
product information andguidancewith

Earth’s largestsélection to help customers
understandaproduct type,discoverthe

mosttrustedbrands,and find the best
product for their needs.”

In Amazon’s example, customers looking

for anew moisturizercanspecify their skin
typeto learnwhatcould bebestsuitedfor
them.The e-commerce giant’s AI shopping
assistant, Rufus,acts like aback-up
assistantthat can field otherquestions that
may pop up in the course of shopping.

Rufus, with accessto theentirety of
Amazon’s platform,can likely answer more
pointed orspécifie questionsthan Google

Shopping, which can’t accessthird-party

purchaseor returnshistory. Google hasno
first-party transactiondataeither, since it’s
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thatcanalsobea plus asit is not confined
to its own walled-off gardenandcancrawl

amultitude of sites acrossthe internet.
Alone, Google’sscale makes its shopping

effort meaningful. But that’s justonefacet

of muchbroadermomentum.

The cumulative effect of the internet’s
leading searchengine, a top luxury fashion

resale platform, the world’s biggest retailer
andthelargest e-taileron the planet,
among many others, officially puttingAI

at the heartof their customerexpériences
can only meanone thing.

The era ofAI shoppinghas truly begun.

Google Shopping getsan extensiveAl makeover.
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