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M ethodology
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A sample of 500 retail professionals was 
surveyed across 17 countries, 

including India, Brazil, China, France, 
Germany, Italy, Japan, Netherlands, 

Poland, Portugal, Spain, Belgium, UK, US, 
Greece, Mexico and UAE. 

The sample was surveyed online using a CAWI 
(Computer Assisted Web Interview) system.

Data was collected between November  21th 
and January 8th, 2026.



Position %

Owner / Partner 14

Senior Management 29

Middle Management 34

Frontline Management 24

Company size %

1 to 10 people 10

11 to 30 people 3

31 to 100 people 5

De 101 to 500 people 27

De 501 to 5000 people 37

5001 and above 18

Business model %

Brick & Mortar 16

Pure e-commerce player 11

Click & Mortar 15

Marketplace Operator 5

Sales via third-party Marketplace 13

Direct-to-consumer 23

Subscription Commerce 3

Dominant Social Commerce 6

Hyper-personaluzed retail (driven by AI) 8

Sample profile
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Results
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Agility & 
Performance 

amidst economic 
uncertainty Operational  

excellence from  
flow optimization  

to bottom - line 
results

Next - gen  
infrastructure 

securing  digital 
assets & capital

The future of retai   
toward  an 

economy  of 
autonomy  & trust

A STRATEGIC FRAMEWORK BUILT
ON FOUR KEY DIMENSIONS
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Agility & Performance 
amidst economic 
uncertainty



3

3

5

5

6

6

6

12

13

15

25

The environmental context / Corporate Social Responsibility (CSR) / Ethical expectations of…

Company financing / Access to credit / Debt

Shortages / supply chain organization

Human resources / staffing levels

Compliance with international regulations (taxation, customs, CSR, etc.)

Protectionism and trade barriers (customs tariffs)

Market instability / Currency fluctuation (exchange rate risk)

The geopolitical context

Keeping up with new technology (AI, data & tech)

Cybersecurity and data protection

The economic context - inflation
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Navigating  economic  resilience  and technological  urgency : 
inflation and cybersecurity  now  dictate  the global retail 

agenda.

The international context 

Base: Retail executives  (501) 
Q9. What  situation do you  find  the most  concerning  in today's  international context ?



© Havas Commerce 2026 11

Global retail pivots toward  a « tech - first» model focused  on 
AI efficiency  and logistical  agility.

5
5

7
8
9

12
15
15

17
20

25
26
27

33
34

38

Decrease product quality (low-cost inflation)

Decrease service quality (price deflation)

Freeze advertising & media investments

Decrease product quantity (shrinkflation)

Relocate (or near-shore) production / sourcing

Reduce human resource expenses

Promote aggressive discounts

Decrease margins

Increase the share of private labels

Promote a new loyalty program

Reduce material expenses

Focus on domestic / regional markets (reduce…

Increase prices for products and services

Diversification of revenue sources

Strengthen internal training and skills…

Cost optimization through AI

Key levers in a tense global context 

Base: Retail executives  (501) 
Q13: How do you  plan to react  to the current  context ?

Implementation and reinforcement of company measures

2
6

8
10

12
13
13
14
14
15

18
20

23
23

29
31
31

35

AR/VR

Web 3.0 (metaverse, virtual store, etc.)

Live streaming

Develop second-hand, refurbished products

Private Label

Focus on product transparency and traceability…

Contextual commerce / content commerce

Partnerships with other brands to develop points…

Contactless payment

Click & Collect

Assortment and range optimization (reduction of…

More flexibility for product returns

Restructuring or strengthening of the supply chain

Social Commerce: Insta shopping Tik Tok, etc.

AI

More engagement with consumers on social media

Faster delivery and return services

Develop online sales, e-commerce website

Base: Retail executives  (501)  
Q23: In recent  months , have you  implemented  or strengthened  the following  measures  
for your  business?



ZOOM Q13 sur l’item IA 

© Havas Commerce 2024 12© Havas Commerce 2026 12

Emerging  m arkets  t ake  the lead in AI - Driven e fficiency

Base: Retail executives  (501) 
Q13: How do you  plan to react  to the current  context ?

13
19

27
29

30
30

33
37

39
40

42
44

47
47

50
50

60

Poland

Belgium

UK

US

Natherlands

Greece

Portugal

Germany

Italy

Mexico

Spain

France

China

Japan

Brazil

UAE

India

Key levers in a tense global context - Strategic focus: AI for cost optimization
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Retailers  speak , 3 out of 4 observe a decline  in 
purchasing  power and a profound  mutation in 

consumer behavior .

Decline in purchasing power

Base: Retail executives  (501) 
Q14: In your  opinion, has consumers ' purchasing  power decreased ?

NO 
27%

YES
73%

Major shifts in consumer behaviour 

Base: Retail executives  (501) 
Q15: Over the last 12 months , have you  noticed  any  major changes in your  consumers ' 
behavior ?

YES
75%

NO  
25%



15

15

17

19

21

21

21

25

31

Prioritizing private label / entry-level brands

Budgetary trade-offs between different product categories (e.g., cutting back on
A to buy B)

Prioritizing sustainable/quality purchases to save in the long term (total cost of
ownership)

Systematic request for discounts or more aggressive price negotiation

Postponement of purchases to more favorable periods (e.g., the following year,
the next quarter)

Reduced brand loyalty, more experimentation (to find better deals)

Increased use of split payments or payment facilities

More cautious behavior and seeking reassurance (to minimize the risk of budget
error)

Systematic waiting for sales and promotions

19

54

27

More often

Less often

No change

27

37

36

Premiumization

Discountization

No evolution
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From  emotional  attachment  to budget optimization  driven  by 
extreme  caution and systematic  deal - hunting , the consumer -
brand relationship  is  being  redefined  by financial  pragmatism .

Types of changes in customers’ purchasing behaviour  

Base: Retail executives  (501)  
Q17: Beyond the decision -making  process, what  types of changes have you  observed  in your  customers ' 
purchasing  habits and budget adaptation?

In - store traffic

Base: Retail executives  (510)  
Q19: Would  you  say  they  are going  to stores...?

Repositioning of the product range

Base: Retail executives  (501)  
Q21: Has the range of products  you  distribute  changed ?



A promotional  dependence  on the « strategic  customer » 
that  challenges traditional  margins
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Base: Retail executives  (501)  
Q17: Beyond the decision -making  process, what  types of changes have you  observed  in your  customers ' purchasing  habits and budget adaptation?

13
13

19
23

23
27

30
30
30

33
33

37
38

42
43

50
50

Natherlands

Japan

Italy

US

Mexico

India

UK

Portugal

Germany

Greece

China

UAE

France

Spain

Brazil

Poland

Belgium

Types of changes in customers’ purchasing behaviour - Strategic Focus: Systematic waiting for sales and discounts 
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The 2026 consumer has abandoned  impulse. E very  
purchase  is  now  a choice  between  c ost - e fficiency  and high -

value p erformance .

© Havas Commerce 2026 16

Base: Retail executives  (501)  
Q21: Has the range of products  you  distribute  changed ?

Repositioning of the product range

Focus Premiumisation & Discountisation

44

87

40 42 43

Premium Discount

40

48 50

43

Premium Discount

Global average 
premium - 27%

Global average 
discount - 37%



Purchasing power & 
how consumers are 

adapting

Next - gen 
infrastructure 

securing digital 
assets & capital



3

5

6

8

11

13

15

16

23

Subscription Commerce (subscription model based on recurrence)

Marketplace Operator: Our company is a platform open to third-party players

Dominant Social Commerce: The majority of our sales come from social networks

Hyper-Personalized Retail (driven by AI): Model focused on real-time AI-driven optimization of offers…

Dominant online commerce (pure e-commerce player)

Sales via a Third-Party Marketplace: We primarily sell on external platforms (e.g., Amazon, eBay,…

Balanced Omnichannel (Click & Mortar: integrated online AND in-store sales)

Dominant physical point of sale (classic Brick & Mortar)

Direct-to-Consumer (D2C) / Direct sales (via our own channel)

© Havas Commerce 2026 18

Direct - to - Consumer (23%) is  emerging  as the dominant 
model to counter  the decline  of traditional  physical  retail.

Retailers’ business models

Base: Retail executives  (501)  
Q24: Which  business model corresponds best to your  company's  main source of revenue?



11
11

13
16

18
19
19

20
20

22
23
23

25
25

27
27

Localism

Specialization in a single product/service category

Advanced integration of automation and robotics

Sustainable transformation

Transformation of corporate skills and culture (upskilling talent)

Geographic diversification strategy (reducing dependence on a single market)

Independence from markets: Direct-to-Consumer selling strategy

Strengthening supply chain resilience and diversification

Redefining the pricing strategy and margin management

Data strategy / data-driven strategy

Adapting sales process to opportunities offered by AI

In-store customer experience transformation

Preparing your business for the use of AI

Discount increase strategy

Online customer experience transformation

Widening the range of products and services

© Havas Commerce 2026 19

The industry  is  shifting  from  crisis  management to 
structural reinvention , where  technological  power meets  

human  values.

Fundamental transformations

Base: Retail executives  (501)   
Q25: Which  type of transformation seems  most  fundamental  to your  company  today ?



2
7

8
9

11
12

15
18

20
21
21
21

22
24

25
28
28

31

None of the above

Developing new CSR products

Investing more to have a better environmental approach (B Corp, etc.)

Investing more in consulting firms

Investing more in advanced robotics and automation

Investing more in the purchasing experience (UX)

Investing more in human capital

Investing more in delivery (last mile)

Investing in cybersecurity and customer data protection

Investing to better collect, analyze, and leverage customer data (Data Strategy)

Investing to diversify and secure the supply chain (avoiding shortages)

Investing more in physical stores

Investing to improve the pricing and margin management strategy

Investing more in logistics

Investing more in employee AI/tech training

Developing new innovative products

Investing more in artificial intelligence

Investing more in digital channels (e-commerce, m-commerce, social commerce, etc.)

© Havas Commerce 2026 20

Digital leadership and product  evolution  are the primary  
growth  drivers, supported  by a significant  shift toward  

massive AI upskilling .

Budget reallocation

Base: Retail executives  (501)    
Q26: In the future, will  you  reorient  your  budgets towards ...



5
5
5

6
11
11

13
13

15
15

18
18

19
21
21

22
24

25
25

27

The Vision API

UX

Geolocation

Biometric recognition (eye, face, palm)

Second-hand or refurbished products

Subscription/rental demand

QR Code

Live shopping and video commerce (live sales)

Demand for a local offering

Corporate Social Responsibility

CRM Data

Retail robotization

Split payments / Deferred payment (Buy Now Pay Later - BNPL)

Autonomous supply chain management

Content creation for social media

Hyper-personalization of the offer and price (Dynamic Pricing)

High-end service

Predictive modeling of customer behavior

Delivery / click and collect / drive, etc.

Customer data security and Cybersecurity

© Havas Commerce 2026 21

The future of retail is  built  on algorithmic  mastery  of the 
customer  journey  and logistical  resilience .

Emerging trends

Base: Retail executives  (501)    
Q27: In your  opinion, what  trends or models  will  redefine  the future of your  company ?



6
6

7
8
8

9
9

12
12

13
16

18
20

23
26

28
30

47

AR / VR

Metaverse and NFT

The Vision API

Biometric recognition (eye, face, palm)

Humanoid service robots

Cryptocurrency

Voice technology

Biometric payment

Superapps (e.g., WeChat, Alipay)

Virtual fitting rooms

Automated delivery (e.g., drones, autonomous vehicles)

Cashless stores

Secure digital identity (passwordless, strong authentication)

Electronic and connected price tags (ESL) for real-time pricing

Dynamic pricing tools and algorithmic price personalization

Automated warehouse and inventory management systems (WMS/AGV)

AI shopping agents

Faster delivery
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Retail innovation is  defined  by « economic  realism ».The 
industry  is  moving  away  from  the « spectacular » to focus 
on what  actually  drives conversion and protects  margins .

Promising technical innovations

Base: Retail executives  (501)    
Q28: Which  technical  innovations are the most  promising  for your  company ?



Purchasing power & 
how consumers are 

adapting

Operational  
excellence from  

flow optimization  to 
bottom - line results
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The industry  has integrated  AI, but operational  core  remains  
untapped

Integration of AI into business processes

Base: Retail executives  (501) 
Q29: What  percentage of your  business processes  already  integrate  AI?

34

27
25

13

2

0-10% 11-25% 26-50% 51-75% Plus de 75%

AI solutions already in place

Base: Retail executives  (501) 
Q30: What  are the main AI applications you  use?

6
8
9

12
12
13
13

14
14
15
15
15

22
22

24
33

AI-powered content creation

Analysis of customer behaviors, journey and feelings

Targeted campaigns & ultra-personalized marketing

Gestion des ruptures de produits en rayon

Dynamic pricing

Frictionless shopping

Recommendation engines

Predictive analytics for supply chain and operations

Predictive analytics for marketing and sales

Smart projection (AR / VR)

Visual search

Operations & supply chain automation & maintenance

Product creation

Voice commerce

Fraud, counterfeit & defect detection

Chatbots & personal assistants



5

7

27

28

34

Not applicable

Not yet integrated

Exploratory for now

Central part of the strategy

Secondary but important
component

11
12
13

16
17
18
18

20
21

28
28

32
42

Sustainable competitive advantage

Fraud / error detection and prevention

Development of new products or services

Improvement in customer satisfaction

More informed decision-making

Supply chain optimization

Increase in sales and conversions

Innovation in customer experience

Marketing performance optimization

Improvement in operational efficiency

Improvement in product information

Cost reduction

Time savings
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The central role  of AI in current  strategies  is  reinforced  by its  
proven  ability  to drive profitability  through  time and cost  

savings

AI integration within the global digital 
transformation strategy

Base: Retail executives  (501) 
Q31: How does  AI integrate  into  your  overall  
digital transformation strategy ?

Benefits of using AI 

Base: Retail executives  (501) 
Q34: What  are the main benefits  you  have observed  from  using  AI?



9

12

12

18

26

31

50

Universities and research centers

Large ESNs/Tech consultants

Other retailers to share costs

Robotics and automation partners

Specialized AI startups

No external collaboration

Technology providers (Google, Microsoft,
AWS)

4

4

7

22

25

38

Yes, for delivery (drones, autonomous
vehicles)

Collaborative robots working with
employees

Yes, in-store (greeting, inventory,
cleaning)

Yes, in the warehouse (picking,
packaging, logistics)

No, but it is planned within 12 months

No, and no project is planned

26

Strategic reliance  on Cloud giants  and the rise  of logistics  
automation as the new standard.

External partners for AI projects

Base: Retail executives  (501) 
Q32: Do you  collaborate  with  external  partners  for your  AI projects ?

Application of physical robots 

Base: Retail executives  (501)
Q33: Do you  use physical  robots in your  operations ?

© Havas Commerce 2026



4

12

15

19

23

28

Considered a strategic investment with no expectation of short-term ROI

Measurement underway, results still uncertain

ROI measured but mixed

Measurement underway, first results encouraging

No formal measurement in place

ROI measured and positive

27

AI has moved  beyond  the hype , proving  its  worth  as a 
performance engine that  delivers  measurable  financial  

impact.

Integration of ROI in AI projects

Base: Retail executives  (501) 
Q35: Do you  measure  the Return on Investment (ROI) of your  AI projects ?
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28

While  AI promises a revolution , its  implementation  is  hitting  
major financial , technical , and human  barriers .

Challenges in AI implementation 

Base: Retail executives  (501)    
Q36. What  are the main challenges you  face in implementing  or using  AI technologies?

13

14

14

14

18

18

19

23

23

25

26

31

Ability to grasp the speed of AI-related retail transformation

Regulation and compliance (AI Act, GDPR)

Choice and evaluation of solutions on the market

Technological sovereignty

Lack of quality data for training AI models

The issue of replacing employees with AI

Resistance to change from teams

Difficulty integrating AI with existing systems

Upskilling related to AI

Lack of internal AI expertise/skills

Concerns regarding data privacy

High cost of AI solutions

© Havas Commerce 2026



Purchasing power & 
how consumers are 

adapting

The future of retail  
toward  an economy  
of autonomy  & trust



30

AI acts  as a catalyst  for professional  evolution , focusing  on 
upskilling  rather  than  purely  reducing  headcount .

Change of job roles due to AI

Base: Retail executives  (501) 
Q38: In your  company , has AI already  changed  job roles ?

7

15

19

24

36

Yes, elimination of certain positions

Yes, creation of new specialized AI
roles

Increased productivity without job
changes

Yes, evolution towards more strategic
tasks

No, no impact on job roles for now

Reductions in the workforce since AI integration

Base: Retail executives  (501) 
Q38bis: In your  company , will  AI reduce  the number  of employees ?

51

34

11

4

No Yes by 10% Yes by 20% Yes by more
than 30%
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AI under  surveillance. Customers  embrace  innovation but 
demand  absolute  data protection and the preservation  of 

human  contact.

Customer reactions to the deployment of 
AI solutions

Base: Les décideurs du retail (501) 
Q40: Si vous avez déployé des solutions d’IA, comment vos clients y ont - ils réagi ? 

1%

3%

12%

19%

27%

38%

Strongly negative

Mostly negative

No feedback

Neutral

Mostly positive

Positive but with some
reservations

Customer reactions to AI deployment

Base: Retail executives  (501) 
Q41: What  concerns  have your  customers  expressed  regarding  the use of AI in your  company ?

15

17

18

18

28

29

31

44

Frustration when using AI solutions

Increased costs for customers

Ethical concerns (e.g., bias in algorithms)

No concerns

Fear of AI errors or malfunctions

Accuracy or reliability of AI recommendations

Loss of human interaction or personalized…

Data privacy and security
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Privacy  and transparency  emerge  as the core  pillars . Data is  no 
longer just  a technical  resource ; it  has become  a moral asset 

that  defines  the trust between  retailers  and consumers .

Main ethical implications of AI use

Base: Retail executives  (501) 
Q42: What  are the main ethical  implications you  see  in the use of AI in the retail sector ?

8

13

14

15

15

19

26

29

29

30

43

Oligopoly of companies related to AI (US and China)

Algorithmic bias and discrimination

Energy impact and carbon footprint of AI

Impact on society and the environment

Compliance with local laws

Manipulation of purchasing behavior

Excessive technological dependence

Liability in case of AI error

Job displacement

Transparency and accountability of AI systems

Privacy and data protection
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An inevitable  hybridization  where  AI manages the majority  
of interactions to meet  the absolute  demand  for immediacy  

and personalization

Buying logic 

Base: Retail executives  (501) 
Q43:  How do you  think  AI will  change the customer  experience  in retail in the coming  years ?

20%

22%

24%

28%

41%

49%

52%

Immersive omnichannel customer
experience (AR/VR)

Relevance on low prices

New payment and delivery options

Improved advice

More relevant product recommendations

More personalized shopping experiences

Faster and more efficient customer
service

Forecasts of AI - driven customer interactions

Base: Retail executives  (501)
Q44: In 10 years , what  percentage of customer  interactions will  be  managed  by AI?

12%

31% 31%

19%

7%

0-25% 26-50% 51-75% 76-90% More than
90%
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Horizon 2030

03

Quels nouveaux scénarios IA vous semblent les plus probables ?



46%

AUTONOMOUS AGENT 

MARKET

An AI agent acts for the consumer as a private shopper, connected to store 

catalogs and current promotions. It optimizes the basket (price, 

substitution, availability), reserves the delivery slot or click & collect, 

applies coupons, and verifies loyalty. As soon as budget, deadlines, and 

preferences are met, the order is placed. In case of stockout, the agent 

suggests an equivalent alternative (national brand or private label) 

without inflating the bill. Returns, refunds, warranty extensions, and after-

sales service follow-up are managed automatically via the store's 

OMS/CRM.

32%

DISTRIBUTED WORKSHOPS & 

ROBOTIC LOGISTICS

"Close to demand" production directly supplies stores, drives, and 

collection points. AI-driven micro-units manufacture best-sellers and short 

runs on demand (private label, seasonal), while robots and drones handle 

replenishment and last-mile delivery. In-store, the planogram adjusts to 

actual sales and weather whilst in e-commerce, proposed dates consider 

manufacturing and tour capacity. Consumers get reliable deadlines and 

more relevant products, while the retailer reduces stockouts, shrinkage, 

and transport costs.



29%

PLATFORM STATES

Large ecosystems link identity, payment, retail media, logistics, and 

compliance. The consumer identifies themselves once; taxation, anti-fraud 

measures, and product verifications are settled upon payment. RMN 

campaigns, prices, and display order adjust in real-time according to 

common rules. The experience is continuous between inspiration (content, 

live, influence) and purchase (basket, financing, delivery). For the retailer, 

access to these capabilities boosts reach and conversion; for the consumer, 

everything is seamless and verified.

46%

AUTONOMOUS AGENT 

MARKET

An AI agent acts for the consumer as a private shopper, connected to store 

catalogs and current promotions. It optimizes the basket (price, 

substitution, availability), reserves the delivery slot or click & collect, 

applies coupons, and verifies loyalty. As soon as budget, deadlines, and 

preferences are met, the order is placed. In case of stockout, the agent 

suggests an equivalent alternative (national brand or private label) 

without inflating the bill. Returns, refunds, warranty extensions, and after-

sales service follow-up are managed automatically via the store's 

OMS/CRM.

32%

DISTRIBUTED WORKSHOPS & 

ROBOTIC LOGISTICS

"Close to demand" production directly supplies stores, drives, and 

collection points. AI-driven micro-units manufacture best-sellers and short 

runs on demand (private label, seasonal), while robots and drones handle 

replenishment and last-mile delivery. In-store, the planogram adjusts to 

actual sales and weather whilst in e-commerce, proposed dates consider 

manufacturing and tour capacity. Consumers get reliable deadlines and 

more relevant products, while the retailer reduces stockouts, shrinkage, 

and transport costs.



29%

QUANTUM PREDICTIVE COMMERCE

Thanks to quantum computing, retailers simulate millions of possible 

purchase journeys in real-time. For each consumer, the system selects the 

offer, price, channel, and moment that maximize value and margin while 

respecting constraints (stock, deadlines, "Carbon+Compute"). In-store, 

layout and augmented advisors adjust to the most probable scenario and 

online, the homepage, search, lives, and RMN reconfigure in seconds. The 

basket is "pre-filled" with verified proposals (availability, returns, loyalty), 

and micro-promotions only open when they trigger a profitable purchase. 

For the consumer this means: less effort, fairer choices, and promises kept.

29%

PLATFORM STATES

Large ecosystems link identity, payment, retail media, logistics, and 

compliance. The consumer identifies themselves once; taxation, anti-fraud 

measures, and product verifications are settled upon payment. RMN 

campaigns, prices, and display order adjust in real-time according to 

common rules. The experience is continuous between inspiration (content, 

live, influence) and purchase (basket, financing, delivery). For the retailer, 

access to these capabilities boosts reach and conversion; for the consumer, 

everything is seamless and verified.

02

ATELIERS DISTRIBUÉS & LOGISTIQUE 

ROBOTIQUE

La production “proche de la demande” alimente directement magasins, 

drives et points relais. Des micro-unités pilotées par IA fabriquent à la 

demande les best-sellers et séries courtes (MDD, saisonniers), pendant 

que des robots et drones assurent réassort et dernier kilomètre. En rayon, 

le planogramme s’ajuste aux ventes réelles et à la météo ; en e-commerce, 

les dates proposées tiennent compte des capacités de fabrication et de 

tournée. Le consommateur obtient des délais fiables et des produits plus 

pertinents, tandis que l’enseigne réduit ruptures, démarque et coûts de 

transport.



21%

CONSTRAINT-BASED COMMERCE

Each basket displays a simple score (transport/energy/compute impact) 

that weighs in recommendations, final price, and delivery options. The 

retailer highlights repair, refurbished items, and spare parts with clear 

guarantees and in-store availability. "Near me," "low impact," and "easy 

return" filters are available by default. The consumer chooses a clear 

compromise between use value, budget, and footprint, while the retailer 

manages its energy/ compute quotas and improves margin mix and 

avoided return rate.

29%

QUANTUM PREDICTIVE COMMERCE

Thanks to quantum computing, retailers simulate millions of possible 

purchase journeys in real-time. For each consumer, the system selects the 

offer, price, channel, and moment that maximize value and margin while 

respecting constraints (stock, deadlines, "Carbon+Compute"). In-store, 

layout and augmented advisors adjust to the most probable scenario and 

online, the homepage, search, lives, and RMN reconfigure in seconds. The 

basket is "pre-filled" with verified proposals (availability, returns, loyalty), 

and micro-promotions only open when they trigger a profitable purchase. 

For the consumer this means: less effort, fairer choices, and promises kept.

03

ÉTATS-PLATEFORMES

De grands écosystèmes relient identité, paiement, retail media, logistique

et conformité. Le consommateur s’identifie une fois ; la fiscalité, la lutte

anti-fraude et les vérifications produit se règlent au paiement. Les 

campagnes RMN, les prix et l’ordre d’affichage s’ajustent en temps réel

selon des règles communes. L’expérience est continue entre inspiration 

(contenu, live, influence) et achat (panier, financement, livraison). Pour 

l’enseigne, l’accès à ces capacités booste la portée et la conversion ; pour 

le consommateur, tout est fluide et vérifié.
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CONSTRAINT-BASED COMMERCE

Each basket displays a simple score (transport/energy/compute impact) 

that weighs in recommendations, final price, and delivery options. The 

retailer highlights repair, refurbished items, and spare parts with clear 

guarantees and in-store availability. "Near me," "low impact," and "easy 

return" filters are available by default. The consumer chooses a clear 

compromise between use value, budget, and footprint, while the retailer 

manages its energy/ compute quotas and improves margin mix and 

avoided return rate.

04

COMMERCE PRÉDICTIF QUANTIQUE

Thanks to quantum computing, retailers simulate millions of possible 

purchase journeys in real-time. For each consumer, the system selects the 

offer, price, channel, and moment that maximize value and margin while 

respecting constraints (stock, deadlines, "Carbon+Compute"). In-store, 

layout and augmented advisors adjust to the most probable scenario and 

online, the homepage, search, lives, and RMN reconfigure in seconds. The 

basket is "pre-filled" with verified proposals (availability, returns, loyalty), 

and micro-promotions only open when they trigger a profitable purchase. 

For the consumer this means: less effort, fairer choices, and promises kept.
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Constraint-Based Commerce (Energy/Compute/Climate)

Platform States

Quantum Predictive Commerce

Distributed Workshops & Robotic Logistics

Autonomous Agent Market
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Horizon 2030-2035: The coronation of the Agentic Economy where consumers delegate 
purchasing to AI for maximum efficiency and logistical reliability

AI outlook over the next 5/10 years

Base: Retail executives  (501) 
Q46: For the next  5-10 years , which  new AI scenarios seem  most  likely  to you ?

© Havas Commerce 2026
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5 Key Takeaways

1. Performance AI has replaced « showcase » AI

Retail has entered the era of economic realism: "cosmetic" AI (AR/VR, avatars) is being 
cast aside in favor of Utility AI. With 32% cost reduction and 42% time savings, AI is no 

longer a marketing innovation project—it is the primary engine driving the P&L..

2. From back-office tools to systemic infrastructure

AI is evolving beyond isolated tools like chatbots to become the enterprise's nervous 
system. The 2026-2027 challenge is industrialization: moving from 15% integration to 
massive supply chain robotization (47%), capable of autonomously managing flows to 
meet the absolute demand for immediate delivery.

3. The rise of B2A (business-to-agent)

The major disruption by 2030 is the delegation of the purchasing act: 46% of scenarios 
forecast autonomous agents acting on behalf of consumers. Traditional marketing must 
pivot: success will no longer depend on seducing the human eye, but on the technical 
ability to be the preferred choice of purchasing algorithms.

4. ROI as the fuel for technological sovereignty

With nearly 50% measurable positive results, AI is now self-funding its own 
expansion. However, this success creates a critical dependency: 50% of 
retailers are tied to Hyperscalers. Strategic survival will require internal 
mastery of data and proprietary algorithms to protect margins and 
independence.

5. « trust-by-design » AI as a competitive edge

Technology will only be accepted if it is ethical. Data privacy (44%) and 
transparency (30%) are the non-negotiable conditions for customer adoption. 
The winning retailers will be those who transform data security and algorithmic 
auditability into a reassuring brand promise.
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