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➔ IA : l'Europe distancée par les USA et la Chine.

➔ IA : l’indépendance européenne est une priorité.

➔ Agentique : faible trafic mais conversion record.

➔ E-commerce : +1 point de part de marché en perspective.

➔ Enseignes : le défi de la désintermédiation.

➔ Retail : le magasin réinventé par un collaborateur expert.
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> 60
pays

> 25 000
meetups

55
conférences

4 500
participants
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“What concerns me is that Europe is a bit at risk of losing ground. The foundational models, they originate either 
in the US or in China. Yes, we have Mistral. Thank you, France. But there is obviously, we need more than one and 
we need to be able to compete with the best models out there.” 

David Schröder, Co-CEO at Zalando
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“We genuinely believe agentic commerce in the US is about 6 to 12 months ahead of what we're currently 
experiencing here in Europe. That's due to platform protocol and retailer rollouts increasingly favoring the US 
market.” 

Adam Plom, VP Head of Content at Europe Shoptalk
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“The US tends to be more risk on. An enterprise will deploy three LLMs across the organization, testing anywhere 
between five and ten tools, whereas the counterpart in Europe has chosen kind of one LLM provider, maybe it's 
Claude or Gemini or ChatGPT and only testing kind of two or three other tools. 
One of the important inputs for why that's happening is the pure quantum of capital that's being deployed in the 
US—it dwarfs any other part of the world.”
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“Anyone working in sales spends up to 2 days per week on administration, crunching numbers, grabbing 
different information. Activities that are needed but are not really adding value. Now with the virtual sales 
assistant, we can really cut the time spent in these activities by 30, 40%.” 

Jordi Bosch, Global Head of Sales & Customers at Nestlé
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“Shopify’s catalog, now exceeding 1 billion products, drives a 2x conversion rate, 8x AI search traffic, 13x order 
growth, and a 14% higher average order value, with AI-driven customers 50% more likely to convert.” 

Deann Evans, Managing Director, EMEA at Shopify
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While AI-driven search currently represents less than 1% of traffic for retailers, its commercial impact is growing 
exponentially. Douglas Group saw conversion rates increase from 4% to 5% with AI search, and commercial 
impact grew by 234% in the last 12 months.
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“Our traffic is now over 2% with LLMs. It was under 0.5% three or four months ago. I think it will be 5% within nine 
months. So I think it's going to move very, very quickly.” 

Peter Ruis, Managing Director of John Lewis & Partners
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“We talk about agentic commerce being so important to win the discovery step and talking about geo. But 
equally important is to win when people are showing shopping intent and someone being on a shopping 
mission. Because just winning discovery does not guarantee purchase.”

Mark Elkins, General Manager, Global Ecommerce at L’Oréal
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“In the age of agentic commerce, the retailers who win won't have the best AI. They'll have the deepest trust.”
Maximilian Einöderk, VP Data & AI at MediaMarktSaturn
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“In a world where discovery, consideration, purchase and fulfilment can all happen through agents, trust 
becomes a retailer's last and most durable asset.”

Mark Elkins, General Manager, Global Ecommerce at L’Oréal
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“What is happening right now with LLMs and generative AI agents is not that they are eating commerce, it's that 
they are eating search engines.”

Holden Bale, Global Chief Strategy Officer at Merkle
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“I almost had the feeling the ratings and reviews got a promotion. They were very much helping us to convert 
and now they are helping us with visibility, obviously, because they provide those trust signals that the LLMs are 
hungry for and we need to feed them.” 

Rik Strubel, Chief Marketing Officer at DOUGLAS Group
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“The question is, are you the agent or are you feeding into the back end of an agent? Meaning being the agent 
gives you the customer relationship and the data, and being the back end means you're shipping the product.”

Romain Roulleau, Group Digital & Ecommerce Director at Kingfisher
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“You have people that feel passionate, people that might be experts that will talk about your brand and their 
experience with it. Whether you agree with it or not, it is going to happen.”

David Trencher, Managing Director UK, EMEA & Australia at Reddit
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“Ultimately, our creator strategy evolves into a UGC-driven approach, where we can truly let go of the reins and 
allow our fans to become the next wave of creators and, ultimately, sellers. Today, 99.5% of the content about 
Ninja Creami on TikTok and Instagram has absolutely nothing to do with SharkNinja. It is entirely UGC.”

Susie Donaldson, VP, Marketing EMEA at SharkNinja
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shopping 
subreddit

+40 %
users trust 

rate

84 %
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“If you pulled the reviews, 7.3% of all reviews on Lululemon leggings were mentioning a camel toe because of the 
front seam. Like, why is Lululemon not removing the front seam, are they building SpaceX? So we did that.”

Kousha Torabi, Co-Founder & CEO at Ninepine
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“With being 50% on average more affordable in the resale and in the recommerce dimension than in the 
firsthand dimension, a fantastic opportunity to target new customer groups and especially younger target 
groups and families with children are of course one of our top customers to come for the first time to Ikea, 
because there's something for them now as well.”

Kirsten Andersson, Managing Director Platform & Marketplaces at Ingka Group
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“Pricing is number one, 50% of the buyers on Vestaire will say we came for pricing. Then it's choice. I've 
mentioned the catalog of 6 million products and then at the same level of choice, pleasure of treasure hunting. 
And sustainability.”

Bernard Osta, CEO at Vestiaire Collective
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“The role of the store is no longer a place where I display a product, you come, buy and leave. Many people go to 
the store, try things, look at makeup, and then buy it online. […] You have to move to stores with much more 
advisory, much more experiential, and not think that because the sale wasn't executed there, the store didn't 
make a sale.” 

Isabel Cervelló Piñol, Co-Managing Director & Chief Operating Officer at MiiN Cosmetics
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“I always say my number one KPI is not like a number in terms of sales or EBITDA or anything like that. It's how 
many of our 2000 people love their jobs.” 

Peter Wood, CEO at AllSaints
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➔ IA : l'Europe distancée par les USA et la Chine.

➔ IA : l’indépendance européenne est une priorité.

➔ Agentique : faible trafic mais conversion record.

➔ E-commerce : +1 point de part de marché en perspective.

➔ Enseignes : le défi de la désintermédiation.

➔ Retail : le magasin réinventé par un collaborateur expert.
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store tour
Paris

mardi 8 septembre

62

floor tour
GITEX Europe

mardi 30 juin et 
mercredi 1 juillet

webinaire 
VivaTech

vendredi 10 juillet

webinaire 
GITEX Europe

vendredi 24 juillet

webinaire 
Barcelone

vendredi 4 septembre
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Matthieu JOLLY
+33 680105711
matthieu@seenapse.fr
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