LEGIBLE,
NOT LOUD

Own the signals. Optimize the data.
Engineer the assets.

Tasos Konstantatos kcolmetrix






Your shopper is in the
store. Their decision
is on their phone.

Greek shoppers already ask Al
before and during a store visit.

3%

43% 34% 15%

photographed
a product to ask
Al about it

have searched asked Al abouta asked Al
for products product before while inside
through Al visiting a store the store

Source: IELKA consumer survey, October 2025, 500 consumers



THE PROTOCOLS

Every new protocol reads
the same thing: your data.

= 2 Cart

Google Universal Cart |
: One cart across stores g : .
- L=
: 3 Checkout
ACP UCP

: =l The agent places the order !
1 Find i ) " Purchased

| 4 Authorize & pay |
The agent discovers and : 4 The agent proves who it is and pays i Purchase complete
compares ' . '

Visa Trusted Agent Protocol AP2
UCP

Visa Intelligent Commerce Mastercard Agent Pay

Your data They read your catalog exactly as you left it.

Source: Google I/0, May 2026; protocol documentation



WHO READS

Your store has two readers now.

People fill the gaps with patience. Agents read only what your data says.

Human Agent 66 /o

Fills gaps kindly Skips what it can't read average visibility of retail product
pages to LLMs

Moved by images, scarcity and the Moved by structured, verifiable data _

perfect green button

The empty third is the part of your

. best page the second reader never
May give you another chance Moves to the next store cees.

Same mission. New reader. Solifces Atobe 2076



— THE FRAMEWORK

Each step stands
on the one before.

Three steps, in this order.

Optimize

the data
Become readable

to agents and algorithms

Own the signals
See what happens online

and in store

S

Engineer
the assets

Win the shopper
no agent replaces




— 1. OWN THE SIGNALS

Your eshop sees only
part of what happens.

Server-side tracking turns what's left into first-party, consented, clean signals.

D 0/ _______________________________________
/31-7 o
| 000 of Greek internet

users run an ad

. """""""""""""""""""" | blocker

STEP 1 OF 3 [

Real activity Safari caps script Ad blockers Consent declines The 2018 pixel What your
cookies at seven nobody eshop sees
days maintained

Illustrative. Actual loss varies by store and stack. Source: GWI, 2025; WebKit Intelligent Tracking Prevention documentation



The Al journey stays
dark until the last click.

o 2 g v Il ‘

Asks the assistant Compares Shortlists Decides

Lands on
your site

The blinder the world gets, the more valuable your own eyes.



—= 1. OWN THE SIGNALS

The physical store finally gets a funnel.

Passersby, visitors, interest and sales, measured the way you measure your eshop.

*ONLINE STORE *

Impressions ‘




1. OWN THE SIGNALS

The physical store finally gets a funnel.

Passersby, visitors, interest and sales, measured the way you measure your eshop.

*ONLINE STORE
Impressions Passersby
Sessions Visitors

Interest

Sales



- 1. OWN THE SIGNALS

Every zone of the store
becomes a signal.

Anonymous by design.



- 1. OWN THE SIGNALS

Every zone of the store
becomes a signal.

LIVE ALERT - NOW
Queue building.

® Queue & wait time

Staff assistance rate

Footfall
Demographics - gender, age group

¢ Conversion rate

Passersby ..

Traffic & dwell per zone

Heatmap

Anonymous by design.



1. OWN THE SIGNALS

Online and in-store signals teach each other.

One intelligence engine, with knowledge moving in both directions.

\Q“ENTORY 5
\




1. OWN THE SIGNALS

Online and in-store signals teach each other.

One intelligence engine, with knowledge moving in both directions.

ONLINE SIGNALS SUENIORYC M, IN-STORE SIGNALS
Sessions Passersby
Product views Visits
Add to cart Dwell time
Ad clicks Fitting room

Orders Till sales




1. OWN THE SIGNALS

Online and in-store signals teach each other.

One intelligence engine, with knowledge moving in both directions.

ONLINE SIGNALS \“\!ENWRY 2y IN-STORE SIGNALS
- £
Sessions & Passersby
Product views Visits
Add to cart Dwell time
Ad clicks Fitting room
Orders Till sales
= ONLINE ADS e

Fund the SKU the
store already loves.



1. OWN THE SIGNALS

Online and in-store signals teach each other.

One intelligence engine, with knowledge moving in both directions.

ONLINE SIGNALS S eNTORY . ", IN-STORE SIGNALS
Sessions ‘?@ Passersby
Product views Visits

Add to cart Dwell time

Ad clicks Fitting room
Orders Till sales

= ONLINE ADS & = ONLINE CREATIVE @
Fund the SKU the Sells in store, stalls

store already loves. online: fix the photo.



1. OWN THE SIGNALS

Online and in-store signals teach each other.

One intelligence engine, with knowledge moving in both directions.

ONLINE SIGNALS M"—NTORY g IN-STORE SIGNALS
Sessions Passersby
Product views Visits
Add to cart Dwell time
Ad clicks Fitting room
Orders Till sales
v
- ONLINE ADS © - ONLINE CREATIVE ® STORE WINDOW S
Fund the SKU the Sells in store, stalls Monday's online trend,
store already loves. online: fix the photo. Tuesday's window.

The hard part is a decision: give the store the same attention as the site.



I STEP 2 OF 3
by design.
Built to save compute, they take the shortest path to an answer,
That path is your product feed.
~ Every
Path A - crawl the pages 15
®
product_ feed manteS
Path B - read the feed How often ChatGPT

can re-read your feed,
with no crawling needed

Source: OpenAl product feed specification



2. OPTIMIZE THE DATA

Your feed now describes the sale.

Merchant Center added conversational attributes: answers, manuals, related products and popularity.

PRODUCT FEED

@B Al assistant

Is it waterproof? What else do | need for trail

running?

+ new
question_and_answer Waterproof? Yes, IPX7 - Yes, rated IPX7 | question_and_answer . Most buyers add

Up 20 30 Q&A pairs per the Trail Grip socks | related_product . It's one of our best
product

lari k '
related_product Trail Grip socks sellers [popularity_rank . Care guide attached

document_link care-guide.pdf document_link .
item_group_title Trail Runner 5
popularity_rank 96.5

Source: Google Marketing Live, June 2026



2. OPTIMIZE THE DATA

Market intelligence decides
between two good feeds.

Competitor prices, live demand, competitiveness and cost turn your feed into a view of the market.

Competitor pricing 2 Live demand 3 Competitiveness 4 COGS
Where your price sits vs segments Your rank vs other sellers What each sale really
the market What's rising right now (price, stock, delivery) earns

sku price price_segment demand competitiveness margin
TR5-BLU-42 €129.00 Positive+ Rising 1© Top 3 High

More context. Fewer assumptions.



INTENDED

‘] need It.”

‘] saw iig.
1 want it.”

LO\ Cheapest flight to London this Friday )

00:30
Assistant - 3 options found f”’. yourstore
ATH — LHR - direct 07:15 €89
ATH — LGW - direct 18:05 €74
ATH — STN - 1 stop 11:40 €81
® @
Agents will Yours to win 2,431 likes
o @
handle this. with assets. | N

bag is back.




3. ENGINEER THE ASSETS

AI draftSO Take the hum.an out and you
The brand deCIdeS. get output, with no brand.

Structured product data, brand guidelines, a visual language and a human creative director steer every generated asset.

&y 1y 4 i

White background The same product, in a life like your customer's

Product Brand Visual Human creative

data guidelines language director e

-




The same data feeds the agent and the creative brief.

Signals - product data - market intelligence

\—

Impulse shopper

won with data - engineering won with assets - creativity

Engmeermg intention.
Designing impulse.



Back in the




Back in the

BChA S 1

Own the signals

Her visit and her browsing flow into one system



Back in the
... store, every .

rjis ready

&

Own the signals

Her visit and her browsing flow into one system



Back in the

Engineer the
assets

Her screen shows your productin a
life like hers

Her visit and her browsing flow into one system




Data tells us koolmetrix
what's worth saying.

Creativity finds
the way to say it.

Thank you.

. ¥ Tasos Konstantatos
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