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More consumers are using AI agents to shop

of Americans use
GenAI tools for online 

shopping

60%

estimated referral sales 
driven by ChatGPT to 

Walmart in ‘25

Americans say 
ChatGPT beats Google

for product research

$1B1 in 4

Sources: Omnisend study, August 2025, Joe Kaziukėnas, Similar Web, Dec 2025



The universe of AI-enabled shopping experiences is growing

Retailer apps
adding AI-assisted 
shopping

Chat apps adding 
shopping capabilities

Amazon Rufus
Feb 2024

Walmart Sparky
June 2025

Target
March 2025

ChatGPT
Sept 2023 —
AI shopping assistance

Google
Oct 2023 — AI-
assisted shopping 
discovery

ChatGPT
2025 — Instant 
checkout enabled

Partners added:



While search is still #1, expect AI adoption to grow  

Source: Profitero+ Digitally Influenced Shopper report, July 2025

High consideration & 
emerging categories 
● More focused way to 

evaluate which products are 
best fit and alternatives to 
consider 

● Filters the noise of search

Low consideration categories 
● Offers easy price comparison 

& even proactive deal alerts



200-500 100,000+ 10-60 8
items on a store shelf items on a digital shelf items on the first 

page of Amazon 
items recommended 
by an AI agent 
(ChatGPT Instant 
Checkout, Rufus, Sparky)

RISK: As AI adoption continues, brand real estate shrinks



Appearing on 
Page 1 of search is 
no guarantee 
you’ll be selected 
by AI

Source: Profitero+, Amazon. Studied: 503 prompts, 36k products, 9 categories. Overlap analyzed as products 
recommended by Rufus and found on page 1 within the same 5-week period (Nov 1 - Dec 8, 2025).



Going forward, brands now need to optimize for ….

SEOEmotion AEO



Key question:

How can brands prepare for agentic 
commerce optimization?

Our mission:
Decode Rufus and unpack what influences AI-enabled 
product recommendations.



So you can “SOAR”

Our goal was to answer 3 core questions — so you can SOAR

If so, what conditions 
must be met for 
content optimization 
to work?

What impact does 
Rufus optimization 
have on traffic, 
conversion and 
sales?

Can Rufus be 
influenced simply 
by updating 
content?

1. 2. 3.

S.O.A.R. — Share Of Agent Recommendations



1

Ensure conversion via 
digital shelf fundamentals
Be in stock | Win the Buy Box | 
Right pack, Right price | Correct, 
complete content.

3

Optimize for relevance
Content that answers prompt 
questions and makes trade offs clear.

2

AEO for Retail Agents builds upon digital shelf fundamentals

Maximize conversion
Image appeal, sampling campaigns, 
promotions and media.

Content can help products get recommended, but only if you have conversion first. 



AEO differs from SEO because it uses LLMs to understand 
the intent of a user's question, not just keyword matching

Optimization

Men’s All Terrain Walking 
&   Running Shoes

About this item:
● Maximum cushioning
● Comfort lining
● Superior durability

running shoes show me the best 
running shoes for 
long distances

Ask Rufus

AEOSEO

PDP



Changes included copy changes to increase the 
depth of product benefits and refresh of backend / 
keywords

● +27pp Rufus Visibility 
● +62% Avg Daily Total Unit Sales

Golf rangefinder with GPS

Opportunity prompt to win:

Bushnell Golf Phantom 3 Slope GPS – Handheld Golf 
Rangefinder with Slope-Compensated Distances, 
Touchscreen, Green Mapping, BITE Magnetic Mount 
– 38,000+ Preloaded Courses - Black

Boosting Rufus visibility matters



increase to 
SOAR

Optimization

increase to 
sales

+40pp +20%
increase to 
SOAR

Which knee pads are the most 
comfortable for wearing all day

Which snack bars are nut-free for 
school lunchboxes

increase to 
sales

+/- 0 +45%



Used signals from Rufus to decode consumer needs

Example



Key findings

The top 5 recommended products on Rufus have an average 
15k reviews and a 4.6 star rating. So boosting review volume 
& quality is step one ahead of content fixes. 

Rufus loves a 
best seller
Products with the 
highest share of Rufus 
recommendations 
achieved an average 
Best Seller Rank 2.5X
stronger than others.

Content 
optimization
works —
conditionally
PDP improvements can 
boost how often you’re 
recommended by Rufus 
but they won’t put you 
on Rufus if you weren’t 
already there. 

Consumers 
must 
recommend you 
before Rufus will
The top 5 
recommended products 
on Rufus have an
average 15k reviews
and a 4.6 star rating.

Boosting Rufus 
visibility
matters 
Products that improved 
Rufus visibility saw 20–
62% unit sales uplift 
and moved up 4–15 
organic rank positions.



Readiness 
Framework



Brands must balance what they could do
vs. what they should do
It’s imperative to remember that while we’re in the early stages 
of AI, a brand cannot put all their eggs in this one basket.



AI COMMERCE VISIBILITY

What’s next?

START WITH 
STRATEGY

Assess your strategy, unite 
under your north star KPIs and 
growth levers and quantify the 
Agentic Commerce 
Opportunity.

1. MEASURE
What’s my Share of Search 
and Share of Agent?

2. DIAGNOSE
How well do my products meet 
Algorithm and Agent requirements?

3. ACTION
Optimize products to meet requirements using 
Generative AI for speed, efficiency and scale

4. MEASURE 
Did I increase share of agent, organic 
search, traffic, conversion & sales?



Determine the 
optimal marketplace 
& brand strategy 

Quantify the Agentic 
Commerce 
opportunity

Maximize brand 
visibility and product 
citations 

Align media investments 
across channels

Setup ongoing measurement 
and feedback loops

1 2 3

4 5

5 key imperatives to win in Agentic Commerce

Source: Profitero+ insights, 2025



Unlock growth with 
the Profitero+ 
Advisory Team 

Download the 
Decoding Rufus 
report



Thank you.
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