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Work Experience

Since 2015 Frankfurt School of Finance & Management
Associate Professor of Marketing (tenured)

06-08/2015 Boston University
Visiting Researcher

2012 - 2015 Frankfurt School of Finance & Management 
Assistant Professor of Marketing (tenure track)

01-03/2012 University of Texas at Austin 
Visiting Researcher

2004 - 2007 The Boston Consulting Group 
Consultant

Education

2007 - 2011 Goethe University Frankfurt 
 Ph.D. in Marketing (Dr. rer. pol.), summa cum laude

1999 - 2005 Technical University Carolo-Wilhelmina Braunschweig 
 Undergraduate and Master’s Degree in Information Systems, GPA 4.0

2003 - 2004 Babson College, F. W. Olin Graduate School of Business
 Visiting MBA Student

Honors

Research Paper Awards

2019 Winner American Marketing Association’s Abdul Ali Most Promising Research 
Award

2019 Winner Leuphana Conference on Entrepreneurship Best Doctoral Paper Award

2015 Finalist for MSI/H. Paul Root Award by the American Marketing Association

2013 Finalist for MSI/H. Paul Root Award by the American Marketing Association

2013 Finalist for Harold H. Maynard Award by the American Marketing Association
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Early Career Awards

2013 German Stock Institute’s Finance research award (finalist)

2012 Erich Gutenberg Young Researcher Award

2012 Alfred Gerardi Commemoration Award by German Direct Marketing Association

2012 BÜROPA Young Researcher Award

Scholarships

1999 - 2005 Fellow of the German National Merit Foundation (Studienstiftung des dt. Volkes)

2003 - 2004 Fulbright Fellow
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CUSTOMER STRATEGY RESEARCH

Publications in Peer-Reviewed Journals

Kaiser, Maximilian / Schulze, Christian (2026) “ChatGPT Referrals to E-Commerce Websites: 
How Do LLMs Compare Against Traditional Channels?”, Marketing Science, Vol. 45 (4), 699-715.

 Companion site at https://organicllm.org 
 More than 500 media reports and 250 third-party posts on social media
 Top 10 most downloaded papers on SSRN in Q4/2025

El Kihal, Siham / Erdem, Tülin / Schulze, Christian / Zhang, Weiqing (2026): “Customer Return 
Rate Evolution”, International Journal of Research in Marketing (IJRM), Vol. 43 (1), 71-91.

El Kihal, Siham / Nurullayev, Namig / Schulze, Christian / Skiera, Bernd (2021): “A Comparison of 
Return Rate Calculation Methods: Evidence from 16 Retailers”, Journal of Retailing, Vol. 97 (4), 
676-696.

Wolters, Heike M. / Schulze, Christian / Gedenk, Karen (2020): “Referral Reward Size and New 
Customer Profitability”, Marketing Science, Vol. 39 (6), 1033-1201.

Blaseg, Daniel / Schulze, Christian / Skiera, Bernd (2020): “Consumer Protection on Kickstarter”, 
Marketing Science, Vol. 39 (1), 211-233.

 Winner American Marketing Association’s Abdul Ali Most Promising Research Award
 Winner Leuphana Conference on Entrepreneurship Best Doctoral Paper Award

Schulze, Christian / Schöler, Lisa / Skiera, Bernd (2014): “Not All Fun and Games: Viral Marketing 
for Utilitarian Products”, Journal of Marketing, Vol. 78 (January), 1-19.

 Finalist for MSI/H. Paul Root Award

Hinz, Oliver / Schulze, Christian / Takac, Carsten (2013), “New Product Adoption in Social 
Networks: Why Direction Matters”, Journal of Business Research, Vol. 67 (1), 2836–2844.

Schulze, Christian / Skiera, Bernd / Wiesel, Thorsten (2012), “Linking Customer and Financial 
Metrics to Shareholder Value: The Leverage Effect in Customer-Based Valuation”, Journal of 
Marketing, Vol. 76 (March), 17-32. 

 Finalist for MSI/H. Paul Root Award
 Finalist for Harold H. Maynard Award

Publications in Practitioner-Oriented Journals and Handbooks

Schulze, Christian / Blaseg, Daniel (2022): “The Road to Failure is Paved with Good Discounts: 
How Premature Discounts Hurt Entrepreneurs on Kickstarter”, Management and Business Review, 
2022 Summer Issue

Schulze, Christian / Schöler, Lisa / Skiera, Bernd (2015): “Customizing Social Media Marketing”, 
MIT Sloan Management Review, Vol. 56 (2), 8-10. 

Skiera, Bernd / Schulze, Christian (2014), “Customer-Based Valuation: Similarities and Differences 
to Traditional Discounted Cash Flow Models”, in: Rust, Roland T. / Huang, Ming-Hui (eds.), 
Handbook of Service Marketing Research, Cheltenham, U.K.: Edward Elgar.

Hinz, Oliver / Gottschlich, Jörg / Schulze, Christian (2011), “Wie aus Ratgebern Käufer werden”, 
Harvard Business Manager (December 2011), 10-11.

Current Projects and Working Papers
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Kaiser, Maximilian / Schulze, Christian “Can Advertising Fund Free AI? Evidence from ChatGPT’s 
International Advertising Rollout”

Pocsay, Marc / Kaiser, Maximilian / Shen, Yufei / Han, Qiwei / Schulze, Christian: “The Agent 
Does Not Browse: The Basket Structure of Customers Referred by ChatGPT vs. Traditional 
Channels”

Blaseg, Daniel / Schulze, Christian: “The Ultimate, Most Revolutionary Paper Ever! How 
Superlatives Affect New Product Success”

Kaiser, Maximilian / Schulze, Christian “E-Commerce Conversion Rates”

Mayer, Kerstin / Kaiser, Maximilian / Schulze, Christian / Hofstetter, Reto “Who Captures 
ChatGPT’s Referral Traffic? Retailer Size and the Long Tail of AI Search”

Schulze, Christian: “Online Brand Shops”

Schulze, Christian / Kaiser, Maximilian / Elsaesser, Florian: “Managing Return on Advertising 
Spend (ROAS)”

International Research Conference Presentations

 AMA American Marketing Association Winter Conference (2017 - 2021, 2023 – 2026)
 INFORMS Marketing Science Conference (2009 - 2019, 2021, 2023, 2026)
 EMAC European Marketing Association Conference (2009 - 2011, 2013 - 2019, 2021, 2024, 

2025)
 Marketing Dynamics (2016)
 TPM Theory and Practice in Marketing (2012, 2013, 2015, 2023)
 Marketing Meets Wall Street Conference (2011, 2013, 2024)
 DRUID (2022)

Research Conferences (Co-)Organized

 YES | Marketing 2026 @ RSM Rotterdam (Co-organizer)
 YES | Marketing 2025 @ HEC Paris (Co-organizer)
 YES | Marketing 2024 @ University of Basel (Co-organizer)
 YES | Marketing 2023 @ Maastricht University (Co-organizer)
 YES | Marketing 2022 @ University of Groningen (Co-organizer)
 YES | Marketing 2021 Online Edition (Co-organizer)
 YES | Marketing 2019 @ Goethe University Frankfurt (Co-host)
 YES | Marketing 2018 @ Frankfurt School (Co-founder and co-host together with Simone 

Wies; YES connects top researchers at European universities that work on strategic 
quantitative marketing topics; for more information, please visit https://yesmarketing.info)

 Jahrestagung Quantitatives Marketing 2018 (largest German Marketing research conference)
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Invited Research Talks

 Tübingen University (2026)
 Tilburg University (2025)
 Goethe University Frankfurt (2025, 2026)
 University of Münster (2023)
 VHB Kommissionstagung Marketing (2023)
 Mannheim University (2019)
 Aalto University (2017)
 EM Lyon (2017)
 Boston College (2017)
 HSG St. Gallen (2016)
 University of Hamburg (2016)
 Boston University (2015)
 University of Texas in Austin (2012)

Invited Conferences

 Co-Chair EMAC Doctoral Colloquium (2021)
 Faculty Fellow at Marketing Strategy Consortium, University of Texas in Austin (2020)
 Keynote Speaker Digital Marketing Conference, University of Passau (2018)
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TEACHING IN DEGREE PROGRAMS

Current Courses

Customer Strategy (core courses)

 Full-time and part-time Master in Business Administration (MBA)
 Executive Master in Business Administration (EMBA)
 Master in Corporate Performance & Restructuring (MCPR)

Digital Marketing Strategy (concentration courses and electives)

 Full-time and part-time Master in Business Administration (MBA)
 Master in Management (MiM)

Evidence-Based Management (core course)
 Master in Management (MiM)

Teaching Evaluations

 Median evaluation: 1.6 across 80+ courses (1-6 scale, 1 = best) 
 Several teaching awards

Partner Companies Involved in Student Consulting Projects

 acao (Beverage Startup, 2x)
 American Express (Financial Services, 2x)
 Arctic.Earth (Tourism)
 Corporate Benefits (Employee Services)
 Dr. Oetker (Food)
 FitReisen (Tourism, 2x)
 Frankfurt Galaxy (American Football Franchise)
 Frankly.Green (Crowdfunding, 2x)
 FS Blockchain Center (FinTech Startup)
 Global Sports Group (SME for Fitness Equipment, 4x)
 Hailo (SME for Ladders and Wastebins)
 Hessenpark (Non-Profit, 2x)
 Hyundai (Automotive, 2x)
 Kaufland (Retail)
 Lidl (Retail, 2x)
 METRO Cash and Carry (B2B Retail)
 Merz Aesthetics (Pharma & Beauty)
 Oatsome (Food)
 Onuava (B2B Fertility Benefits)
 Postbank (Financial Services, 2x)
 s.Oliver (Fashion, 2x)
 Thing-it (IoT, 2x)
 Vamoo (FinTech Startup, 2x)
 YogaEscapes (Tourism)

Teaching-Related Service at Frankfurt School

- 6 -



Since 2015 Curriculum committee MBA programs, serving as chair since 2026
2020-2023 Teaching Excellence Strategy Committee
2016-2021 Concentration head “Customer Insights & Analytics” in Master in Management
2013-2019 Curriculum committee Master in Management
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EXECUTIVE EDUCATION AND COACHING

Executive Education & Top-Management Coaching

Ongoing
 Raisin, Germany (since 2025)
 ELM, Saudi Arabia (2022, 2023, 2025)
 Frankfurt School open enrollment (since 2018)

Completed
 Almarai, Saudi Arabia (2019-2025)
 Volksbank im Münsterland, Germany (2025)
 Gleeds, United Kingdom (2025)
 Thing-it, Germany (2023, 2024)
 ZDF, Germany (2023)
 Bischof+Klein, Germany (2023)
 s.Oliver, Germany (2021)
 Modis, Bulgaria (2021)
 Frankfurter Volksbank, Germany (2020)
 CGM, Germany (2020)
 Shenzhen Doiiz Technology, China (2019)
 Panasonic, Germany (2019)
 Vodafone / Unitymedia, Germany (2019)
 Wooboo, China (2017)
 Deutsche Börse Clearstream, Germany (2017)
 Boeing / Jeppesen, Germany (2017)
 Bank of Qinghai, China (2016)
 Hessenpark, Germany (2016)
 Jiu Jiang Bank, China (2015)
 Merz Aesthetics, Germany (2014)
 Cocomore AG, Germany (2013)
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BUSINESS COMMUNITY OUTREACH

Presentations to Industry Practitioners

 American Marketing Association (2026)
 Alumni Association Schloss Hansenberg (2026)
 Hessischer Kreis (2026)
 Frankfurt School New Year’s Reception (2026)
 Frankfurt School Homecoming (2025)
 IHK Schwaben (2023)
 BdKom Bundesverband der Kommunikatoren e.V. (2022)
 BVM Berufsverband Deutscher Markt- und Sozialforscher (2021)
 Frankfurter Volksbank (2019, 2020)
 Customer Experience Management Workshop by Cocomore (2018)
 Digital Payment Symposium (2017)
 CMO Executive Circle (2016)
 Digital Payment Symposium (2016)
 Schmalenbach Society for Business Administration (2016)
 Bearing Point (2015)
 The Boston Consulting Group (2015)
 Get.In Beverage Symposium (2015)
 Night of Science (2014)
 Immobilienscout24 (2013)
 SymanO Conference (2013)
 Next Generation Finance Symposium (2013)

Customer Strategy Dialogue

 Hosted event  with  Dr.  Jesko Perrey,  senior  partner  and member  of  the  global  board at 
McKinsey & Company (2026)

 Hosted event with Isabel Bonacker, co-owner Babor Beauty Group (2026)
 Hosted event with Benjamin Michel, co-founder and CEO of Finanzguru (2025)
 Hosted event with Dr. Sarah Müller, CCO and MD at Zolar, former CEO of kununu (2024)
 Hosted event with Claus-Dietrich Lahrs, former CEO of Hugo Boss, Bottega Veneta (2024)

Press Coverage

TV
 hr (2025): “Mex das Marktmagazin: Warum schreibt Galeria wieder schwarze Zahlen?“
 ARD (2024): “ Werbe-Opfer: Mein Feed, mein Konsum?“
 hr (2024): “Mex das Marktmagazin: Leerstand bei Einkaufszentren“
 hr (2024): “Mex das Marktmagazin: Null-Prozent Finanzierung“
 hr (2024): “Mex das Marktmagazin: Games als Werbeplattform“
 hr (2024): “Mex das Marktmagazin: E-Auto Showrooms in Innenstädten“
 ARD (2023): “Live nach Neun: Konsumverhalten im Onlinehandel 2023”
 hr (2023): “Mex das Marktmagazin: Weihnachtsgeschäft 2023“
 hr (2023): “Mex das Marktmagazin: Gesündere Produkte bei Discountern”
 hr (2022): “Hessenschau: Galeria Karstadt Kaufhof ist insolvent”
 DW (2022): “Schutzrechte für Lebensmittel”
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 ARD (2022): “Börse im Ersten: Zukunft des Offline- und Online-Handels”
 hr fernsehen (2021): “Galeria Karstadt Kaufhof erfindet sich neu”
 hr fernsehen (2020): “Wie nachhaltig ist das Wachstum bei Lebensmittel-Lieferdiensten?”
 CGTN China (2020): “How Concerns about Climate Change affect Company Strategy”
 SAT1 (2018): “SAT1 Nachrichten: Zukunft der Warenhäuser”
 ntv (2018): “Fusion von Karstadt und Kaufhof: Bedrohung durch den Online Handel”
 SAT1 (2017): “SAT1 Nachrichten: Diesel-Kartell und E-Mobilität”
 ARD (2016): “PlusMinus: Zweitverwerter - Wer an den Retouren verdient”
 ARD (2014): “Tagesthemen: Zalando IPO”
 SAT1 (2013): “Frühstücksfernsehen: Rückschick-Wahn”
 hr fernsehen (2013): “Hessenschau: Wieder Streik bei Amazon”
 ZDF (2013): “WISO-Duell: Amazon gegen Otto”
 ARD (2012): “Rategeber Geld - Facebook-Börsengang: Lohnt sich der Kauf von Internet-

Aktien?”

Radio
 Deutschlandfunk (2026): “Führungswechsel bei Apple – Was erwartet John Ternus?”
 hr info (2026): “Penny eröffnet Leylaland Filiale in Kooperation mit Influencerin”
 hr info (2025): “30 Jahre eBay – Wie die Platform sich entwickelt hat”
 Deutschlandfunk (2023): “Wirtschaft und Gesellschaft: Tesla, Patagonia und Co - Warum 

manche Unternehmen keine Werbung schalten”
 hr info (2023): “Datenschutz auf Tiktok”
 BR24 (2022): “Black Friday in wirtschaftlich schweren Zeiten”
 hr info (2021): “Nicht nur zu Weihnachten: Pakete ohne Ende”
 SWR1 (2021): “Die Rückkehr der Kunden in die Innenstädte ist extrem unwahrscheinlich”
 hr info (2021): “Kaufhauskonzepte der Zukunft”
 hr2 (2021): “Der Tag: Welche Veränderungen bleiben auch nach Corona?”
 hr info (2020): “Kaufen wir auch offline bald bei Amazon?”
 hr info (2019): “Black Friday”
 Bayern 2 (2019): “Verbraucherschutz in der EU”
 hr info (2019): “Neckermann”
 Deutschlandfunk (2018): “Wirtschaft am Mittag: Weihnachtsstreiks bei Amazon”
 hr info (2018): “Liegt die Zukunft im Online-Handel?”
 hr2 (2018): “Preispolitik bei Discountern: ALDI senkt Bananenpreise”
 hr1 (2018): “Das Ende von Dawanda und der Wechsel zu Etsy”
 ARD-Börsenstudio Radio (2018): “Fusionspläne von Kaufhof und Karstadt”
 hr info (2018): “Die Macht der Onlinebewertung” 
 hr info (2018): “Internetgiganten unter Druck” 
 SWR2 (2018): “Datenskandal um Cambridge Analytica”
 MDR aktuell (2017): “Insolvenz von Toys’R’Us”
 WDR (2017): “Zalandos Wachstum”
 WDR (2016): “Zukunftsperspektive Facebook”
 Deutschlandfunk (2015): “Internetriesen”
 SWR (2014): “Unternehmenswährungen” 
 ARD-Börsenstudio Radio (2013): “Was vom Twitter-Hype übrigblieb”
 Deutschlandradio Kultur (2013): “Expansion bis zum Umfallen – die Unternehmensstrategie 

von Amazon und Co.” 
 NDR Info (2012): “Facebook-Aktie: Ernüchterung statt Euphorie” 
 Deutschlandfunk (2012): “Börsenspektakel um Facebook”
 Deutschlandfunk (2012): “Facebook ist sicherlich alles andere als eine sichere Investition”
 Deutschlandfunk (2012): “Aus dem Netz an die Börse”
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Podcasts
 Duane Forrester Decodes (2026): “Google Went ‘Not Provided’ in 2011 and Blinded Us. 

ChatGPT Just Shipped Its Version.”
 Billion Dollar Sellers (2026): “If you sell off Amazon, Google says do this NOW”
 Bloomberg Daybreak: Europe (2025): “Trump Ends Canada Talks, China Pledges ‘Self-

Reliance’, Nigel Farage’s BOE Plan”
 Inside Job Boards (2025): “Breaking News: ChatGPT traffic worse than job boards, other 

sources”
 Sounds Profitable (2025): “BBC Sounds’ Q3, YouTube Sponsorships are Up, & More”
 SEO Research Suite (Olaf Kopp) (2025): “Search patent of the week: ChatGPT Referrals to 

E-Commerce Websites”
 Webcology (2025): “The Browser Wars – Rise of AIs Edition”
 Poush - Marketing Podcast (2025): “Que vaut le trafic des LLMs ?”Orange by Handelsblatt 

(2021): “Wirtschaft einfach erklärt: Wie du beim Online-Shopping clever sparst”

Videos
 Alejandro Meyerhans (2025): “ChatGPT converts like trash.”

Magazines
 Business Quarter (2026): “Building a brand for AI discovery”
 Markenartikel (2024): “Werbung in Gaming-Welten: Viel mehr als nur Reichweite” (Guest 

Editorial)
 Bankmagazin (2024): “Die Geschäftsstelle virtuell besuchen”
 FAZ Woche (2017): “Zusammen weniger zahlen”
 acquisa (2016): “Interview: Kanal bestimmt Kundenwert”
 Getränkezeitung (2015): “Viele Etablierte werden hier scheitern”
 Sonnemann (2014): “Lasst uns in Ruhe!”
 Marketing Insights (USA, 2014): “Vying for Viral”
 The Economist (International, 2013): “Return to Santa”

Newspapers
 Frankfurter Allgemeine Zeitung (FAZ) (2025): “Wie routinierte Onlinekäufer zum Problem 

werden” (Guest Editorial)
 Frankfurter Allgemeine Zeitung (FAZ) (2025): “ Labubu sind die neue Dubai-Schokolade”
 Frankfurter Allgemeine Zeitung (FAZ) (2021): “Senioren shoppen doppelt so oft online wie 

vor Lockdown”
 Börsen-Zeitung (2021): “Senioren finden Gefallen am Online-Shopping”
 Frankfurter Allgemeine Sonntagszeitung (2017): “Siegeszug der Avocado”
 Jyllands-Postens (Denmark, 2015): “Idealbilledet af Tyskland krakelerer”
 Frankfurter Allgemeine Zeitung (FAZ) (2014): “Versuchsobjekt Rücksendekosten”
 Frankfurter Rundschau & Berliner Zeitung (2014): “Zalando sieht rot”
 Frankfurter Rundschau & Berliner Zeitung (2014): “Der Börse entgegen”
 Frankfurter Rundschau & Berliner Zeitung (2014): “Zurück an den Absender: Künftig 

können Online-Händler ihre Kunden an den Rücksendekosten beteiligen”
 People’s Daily (China, 2013): “虚拟银行，存钱新体验”
 Frankfurter Allgemeine Zeitung (2013): “Haarscharf am Verbraucher vorbei entwickelt: 

Blackberry und Nokia scheiterten an Managementfehlern”
 Jyllands-Postens (Denmark, 2013): “Netgigant lægger Europa for sine fødder”

Web
 Harvard Business Review (2026): “AI Is Upending Marketing on Two Fronts”
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 Modern Retail (2026): “Marketplace Briefing: Why ChatGPT checkout could take a bite out 
of Walmart’s $4 billion ad business”

 Modern Retail (2026): “Why 2025 was Shopify’s best year yet”
 Search Engine Journal (2026): “Google Went ‘Not Provided’ in 2011 and Blinded Us. 

ChatGPT Just Shipped Its Version.”
 WARC (2026): “Organic chatbot links don’t convert many shoppers but affiliate links do”
 Search Engine Land (2026): “How social discovery shapes AI search visibility in beauty”
 BusinessMirror (2026): “ChatGPT and its role in the e-commerce landscape: Are people 

buying via Instant Checkout?”
 Practical Ecommerce (2026): “Mixed Reports on AI Ecommerce Traffic”
 Proctor + Stevenson (2026): “How is AI really changing search?”
 Fibre2Fashion (2026): “Complex purchases boost ChatGPT’s value in online shopping: 

Study”
 Tech Xplore (2026): “Where ChatGPT already works in online shopping—and where it 

does not”
 Fintech Brainfood (2026): “AI Checkout is Becoming a Reality”
 PPC Land (2026): “ChatGPT sends 190x less traffic than Google despite 12% search 

volume”
 PPC Land (2026): “ChatGPT’s lead shrinks as Gemini surges in AI traffic war”
 PPC Land (2026): “ChatGPT quietly rolled out location sharing - and local search may 

never be the same”
 PPC Land (2026): “ChatGPT calls convert to leads at 49%, beating every channel, Invoca 

finds”
 PPC Land (2026): “ChatGPT referrals to B2B sites gain 303% in a year, Demandbase finds”
 PPC Land (2026): “Capital One gains 14.2% shopper pickup when AI names it, Similarweb 

finds”
 PPC Land (2026): “Explaining average order value”
 PPC Land (2026): “Grocery order values gain 17% in the Americas, Criteo finds”
 PPC Land (2026): “Cloudflare drops planned Googlebot block for sites refusing AI 

training”
 PPC Land (2026): “Explaining revenue per session”
 PPC Land (2026): “Microsoft Clarity card ranks which AI operators scrape most and refer 

least”
 PPC Land (2026): “Search campaigns drop to 41% of Google Ads clicks in Brainlabs data”
 PPC Land (2026): “Explaining AI referral traffic”
 commercetools (2026): “Agentic Commerce Stats 2026: Enterprise Guide”
 AdNews (2026): “We ran the numbers on whether AI visibility makes you money”
 Prompted Finance (2026): “Agentic Commerce has a Conversion Problem”
 exchange4media (2026): “The funnel has no top anymore: How AI answers are quietly 

rewriting brand awareness”
 Observer (2026): “Fashion’s Next Front Row Is the A.I. Shopping Interface”
 Tech in Asia (2026): “Who’s betting big on ChatGPT ads? Not Asian brands”
 梅花网 (Meihua) (2026): “2026年，中国品牌出海最该关注的趋势可能只有一个”
 亿恩网 ENnews (2026): “ChatGPT电商转化率垫底，流量占比仅 0.2%”
 36Kr (36氪) (2026): “豆包带货？ChatGPT：来了老弟”
 Frankwatching (2026): “Spectaculaire AI-cijfers? Kijk verder dan het conversiepercentage 

en doe de 4V-check”
 Minted (2026): “Commerce agentique : les réponses aux 3 questions vitales pour les e-

commerçants en 2026”
 IFH Köln (2026): “ChatGPT als Akquisitionskanal – Wie stark ist ‘Organic LLM Traffic’ 

wirklich?”
 markenartikel (2026): “ChatGPT verändert den E-Commerce langsamer als erwartet”
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 etailment (2026): “KI-Agenten im Handel: Wie Wunsch und Realität auseinanderdriften”
 etailment (2026): “Platform Group, Digitaler Euro, Ersparnisse, JD.com, Alibaba, Japan, 

Shopaza, KI-Empfehlung, ChatGPT, Retourenbetrug, RePack”
 idw – Informationsdienst Wissenschaft (2026): “Neue Studie: Wo ChatGPT im Online-

Shopping schon heute funktioniert – und wo nicht”
 FHNW Hochschule für Wirtschaft (2026): “Onlinehändlerbefragung 2026 – Der 

Onlinehandel im KI-Wandel: Effizienz, Sichtbarkeit & Agentic Commerce”
 MEEDIA (2026): “Studie: ChatGPT schickt deutlich mehr Besucher auf B2B-Websites”
 ウーマンズラボ (2026): “【特集】AIで未来の購買行動はどうなる？　 世界の研究
と女性マーケティング視点で読み解く 10の予測（前編）”

 Marketeer (2026): “Quando o tema é vender, o ChatGPT desperta a curiosidade, mas é o 
Google que ainda fecha o negócio”

 E-Commerce Brasil (2026): “IA no e-commerce: muito hype e pouco impacto?”
 Novo Varejo Automotivo (2026): “Para varejistas, visitas via plataformas de IA geram 53% 

mais receita em relação a canais tradicionais”
 Mundo do Marketing (2026): “O CMO virou gestor de um risco que ainda não tem nome, e 

a maioria não percebeu”
 Ecommerce News ES (2026): “¿La IA ya trae clientes a tu ecommerce? Los datos dicen 

cosas muy distintas según a quién preguntes”
 Merca2.0 (2026): “ChatGPT impulsa el tráfico, pero no las ventas: el dilema del 

eCommerce con la IA”
 Ehandel.se (2026): “SEO-läget just nu: sex skiften på några veckor, och vad de faktiskt 

betyder för din e-handel”
 Position Digital (2026): “AI SEO Statistics for 2026”
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 Digimentor (2026): “ChatGPT Shopping : comment rendre les produits de votre e-

commerce visibles ?”
 Léopold Cairon (2026): “Pourquoi les leads IA convertissent mieux que la recherche 

organique ?”
 One Online (2026): “Recherche IA et GEO en France : les chiffres clés de 2026, sourcés et 

datés”
 Jérôme Mongeau (2026): “Que sait-on du GEO (AI SEO) en 2026 ?”
 AUGMA (2026): “1 % du trafic. Le meilleur taux de conversion”
 Genesys-Scale (2026): “Faut-il laisser GPTBot et ClaudeBot crawler votre boutique ?”
 Digital Magazin (2026): “KI statt Kategoriebaum: ChatGPT Shopping Research und die 

neue Produktsuche im E-Commerce”
 Xpert.Digital (2026): “GEO zwischen Hype und Hybris: Die ökonomische Anatomie eines 

Buzzwords”
 DasWirtschaftsinstitut (2026): “Chancen und Grenzen von ChatGPT im E-Commerce: 

Mehrwert bei komplexen Produkten, aber begrenzter Nutzen bei einfachen Käufen”
 KI Marketing Magazin (2026): “Wo ChatGPT im Online-Shopping schon heute funktioniert 

– und wo nicht”
 Paseo Marketing (2026): “ChatGPT Shopping: Was bringt der KI-Kaufassistenten?”
 SEO Lotsen (2026): “SEO vs. GEO 2026: Welcher Traffic wirklich von der KI-Suche 

kommt”
 SEO Lotsen (2026): “Die stille Revolution: Wie KI-Suchmaschinen den Pakt mit dem 

Internet aufkündigen”
 Brackmedia (2026): “Agentic Commerce 2026: Warum KI-Einkaufsagenten (noch) nicht 

liefern, was sie versprechen”
 Marschfahrt (2026): “ChatGPT Shopping, Google UCP und Agentic Commerce: was 

Onlineshops 2026 wirklich vorbereiten müssen”
 RED RAM MEDIA (2026): “GEO statt SEO? Für den Mittelstand die falsche Frage”
 Social Cooks (2026): “ChatGPT statt Google? Wie dein Shop in KI-Antworten empfohlen 

wird”
 FlowHunt (2026): “Agentic Commerce im Jahr 2026: Warum OpenAIs Scheitern nicht 

bedeutet, was Sie denken”
 Seokratie (2026): “GEO und SEO 2027: Wohin geht die Reise?”
 rethink.expert (2026): “GEO trifft nicht alle Geschäftsmodelle gleich: Wer strukturell 

profitiert, wer verliert”
 Content Engineer (2026): “Warum AI Visibility zählt: die Zahlen, und was sie wirklich 

aussagen”
 ALVÉRA Global Agency (2026): “Wie dein Unternehmen in ChatGPT, Perplexity und 

Google AI Overviews sichtbar wird”
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 Content Bakery (2026): “Google vs. KI: Was bringt 2026 mehr Traffic?”
 Timm Schurig (2026): “Lohnt sich GEO wirklich? Ein ehrlicher Faktencheck mit Zahlen”
 KIGEO (2026): “ChatGPT-Werbung oder GEO: was bringt mehr?”
 Hanita Yudovski (LinkedIn) (2026): “  ציטוטים על שלה החדש בדוח לכם סיפרה לא לינקדאין מה

”AI-ב
 MASO (2026): “ChatGPT és a hirdetések jövője: mi változik a Google és a Facebook 

mellett?”
 Arfadia (2026): “ChatGPT SEO vs SEO Biasa: Mana Lebih Efektif di 2026?”
 Dal Prà Lab (2026): “Agentic commerce: ChatGPT comincia a vendere. Cosa cambia per il 

tuo e-commerce”
 Mamagari (2026): “Cosa si intende per indicizzazione GEO”
 SeanMedia (2026): “Il traffico AI fantasma: perché la tua AI sta già vendendo per te”
 Ecommerce Guru (2026): “Il traffico dagli assistenti AI converte meglio: leggi i numeri”
 Design101 (2026): “ChatGPT Ads: la pubblicità su ChatGPT, quanto costa e cosa cambia 

rispetto a Google Ads”
 Gigamind (2026): “Il feed prodotto che nessuno apre da tre anni è diventato il vostro 

biglietto d’ingresso”
 Fabio Zero (2026): “GEO vs SEO: cosa cambia davvero, e cosa no”
 Enrico Chiolo (2026): “Clarity e l’AI: cosa c’è dietro l’entusiasmo”
 ねえ、今日のマーケ見た？ (Hatena) (2026): “ChatGPTは広告主にだけメーターを渡
した”

 WEBMARKS (2026): “ChatGPT経由の CVRは高い？低い？3つの調査を読み分ける
【図解】”

 HexScope Lens (2026): “「ChatGPT経由はよく買う」って本当？を 973サイトで調
べた話”

 HexScope Lens (2026): “AIからの流入は本当に「濃い」のか？973サイトの実デー
タで確かめてみた”

 HexScope Lens (2026): “「ChatGPTで検索が減る」時代、SEOの次の一手を考えて
みよう！”

 HexScope Lens (2026): “ChatGPT流入は 1年で 13倍！でも主力化はまだ先という話”
 HexScope Lens (2026): “複雑な商品ほどAI集客が効くぞ！と 973サイトが示した
話”

 note (山内怜史) (2026): “【新規事業×AI】サービスは誰でも作れるようになった。
しかし、そのサービスは誰にも知られない。 AI時代の‘認知’の壁”

 upppp (2026): “ChatGPTの EC活用、研究が示す使える場面と限界”
 note (沖野耕基) (2026): “【2026年 8月 14日】海外の最新 LLMO・AI検索対策 5ト
ピック｜「AIで買い物」が本格化。勝ち負けは‘データの整え方’で決まる”

 note (ラグレスポータル) (2026): “第 125号 ChatGPTに機能を丸ごとコピーされて売
上が 10分の 1になった個人開発者が、それでも生き残れた理由”

 Scale Basics (2026): “ChatGPTが 2011年のGoogle「(not provided)」を再現、オーガ
ニック計測の死角が広がると SEJが指摘【2026年 7月】”

 note (Trex) (2026): “AI客は数で負けて質で勝つ｜Similarweb最新パネルで ChatGPT
流入の成約率 7.1%、有料広告に次ぐ 2位と判明｜06/08-1”

 note (Trex) (2026): “05/24-1｜5/21、AI買い物の新標準UCPは実装 26件。300万サイ
ト走査で大手は公開ゼロ、llms.txtの再来”

 Stellagent (2026): “AIコマース ニュースダイジェスト（2026年 4月 20日）”
 Brunch (AI Muse) (2026): “AI 시대, 자사몰은 정말 죽는가?”
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 DELTA BRANDING (2026): “AI 인용과 매출의 관계”
 humanerd (2026): “같은 데이터를 보고도 ‘위기’와 ‘기회’를 동시에 말하는 AI 검색 연
구들 — 그 진짜 이유를 읽는 법”

 Naver Blog — 델타 브랜딩 (Delta Branding) (2026): “AI 인용과 매출의 인과/상관 관
계?”

 RanketAI (2026): “GA4에는 ChatGPT 유입이 거의 없다고 나옵니다 — AI 트래픽이 새
는 3구간과 대체 측정 4계층”

 델타 브랜딩 (Delta Branding) (2026): “병원 AEO, 우리 병원이 인용되면 매출에 도움이 
될까?”

 Scandinavian Commerce (2026): “Agentic commerce: hva det faktisk er, og hva du bør 
gjøre nå”

 Westom (2026): “Konwersja z ChatGPT vs. Perplexity vs. Google: twarde dane o wartości 
koszyka i intencji zakupowej w erze zero-click”

 eComMag (2026): “AI jako nowa półka sklepowa. 42% Amerykanów już kupuje z pomocą 
sztucznej inteligencji”

 Nienajlepsza Agency (2026): “NIEwidzialny dla ChatGPT przez własny Cloudflare. 
Sprawdzenie zajmuje pięć minut”

 Maciek Kulkowski (2026): “Ruch z AI konwertuje lepiej niż z Google. Co mówią badania i 
dlaczego to czyni CRO ważniejszym niż kiedykolwiek”

 SaySEO (2026): “Czy ruch z AI naprawdę konwertuje lepiej niż z Google?”
 Adrian Grabski (2026): “Jak działają AI Overviews i jak trafić do cytowań”
 Adrian Grabski (2026): “Jak mierzyć widoczność marki w AI”
 Victorino (Brasil) (2026): “164 Milhões de Compras Revelaram o Problema de Conversão 

do Tráfego de IA”
 WEBi (2026): “Tráfego de IA no e-commerce: o novo canal de vendas que a WEBi mediu 

(e por que sua empresa já está atrasada)”
 UP Developer (2026): “Atribuição de Dados em IA: O ‘Not Provided’ do ChatGPT para seu 

Site Empresarial”
 Search Lab (2026): “Como empresas B2B podem aparecer mais nas buscas com IA”
 metaKosmos (2026): “Há 10 anos você acreditaria que um vídeo de IA superaria uma 

campanha global?”
 Victorino Group (2026): “Quatro Relatórios, Uma Semana, a Mesma Lacuna de Medição”
 Coluna do Nenê (2026): “O capital invisível de um conselheiro – 16.10.2026”
 SEO 365 (2026): “Scădere de trafic organic în e-commerce în era AI Search: ce se întâmplă 

de fapt cu căutările din Google?”
 Marketing Ia i (2026): “Traficul din ChatGPT converte te? Ce înseamnă AI Search pentru ș ș

business-uri”
 vc.ru (2026): “GEO продают по прогнозам, а не по фактам. Разбираем цифры, на 

которых держится услуга за 140 тысяч в месяц”
 SEOGPT (2026): “ChatGPT уступает Google в конверсии трафика: новое 

исследование”
 3007.ru (2026): “Как ChatGPT влияет на e-commerce: много трафика, но мало продаж”
 PRIZMA (2026): “SEO-трафик падает. Куда уходят клики — и причём здесь 

ChatGPT?”
 shopnseo.ru (2026): “Исследование: Трафик из ChatGPT конвертируется хуже, чем из 

Google Поиска”
 epoint (2026): “ChatGPT vs SEO orgánico: conversiones reales en 2026”
 Miguel Guinalíu (2026): “Efectividad del tráfico generado por ChatGPT frente a canales 

tradicionales”
 inova3 (2026): “¿Obsesionado con aparecer en ChatGPT? La realidad del tráfico de IA”
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 AIclicks (2026): “Estadísticas de SEO con IA (2026): qué está cambiando, qué es medible y 
qué hacer a continuación”

 LOBIK Systems (2026): “Panorama de la Búsqueda con IA 2026: cómo está cambiando el 
descubrimiento, el tráfico y la conversión”

 Lookkle (2026): “Tráfico de IA vs. SEO de Google: ¿Cuál mantiene mas al usuario en una 
Web?”

 Manu Duque (2026): “El Efecto «Leapfrog» y la Procedencia de las Citas en IA”
 Stork.ai (2026): “Los anuncios de ChatGPT no pueden comprar la frase que vende”
 Gema Calderón Sayoux (2026): “¿Cuánto factura tu ecommerce gracias a la IA? ChatGPT, 

SEO y ventas en 2026”
 Sitio de Tiendas (2026): “El tráfico de IA en e-commerce: los datos de EE.UU. existen. Los 

de Latinoamérica, todavía no.”
 vilnux Research (2026): “«El tráfico de ChatGPT convierte nueve veces mejor» no se 

sostiene”
 KickRanking (2026): “¿El SEO está muerto? Lo que de verdad cambió en 2026”
 Saúl Sánchez Agency (2026): “Tráfico desde IA: por qué todavía no sustituye al SEO”
 Menciones.ai (2026): “ROI del monitoreo GEO: cómo justificarlo ante dirección en 2026”
 Sebastian Rodriguez (LinkedIn) (2026): “La Nueva Era del Marketing de Afiliación: Cómo 

ganar en un mundo impulsado por IA”
 Herm.io (2026): “Türkiye Hazır Giyim Markaları Yapay Zekâ Görünürlük Raporu”
 QANATONE (2026): “Yapay zekâdan gelen ziyaretçi daha mı iyi dönüşüyor?”
 UAMASTER (2026): “ChatGPT не вбив пошук. Але з’явилася цифра, яку CMO мусить 

порахувати”
 Bloomberg (2025): “ChatGPT Is a Bad Personal Shopper – But It’s Learning”
 Bloomberg (2025): “AI-Powered PR Could Doom a CEO”
 Morning Consult (2025): “2026 Lookahead: Expect Diverging Consumer Sentiment, 

Trading Down and AI to Impact Retail”
 eMarketer (2025): “ChatGPT’s influence on ecommerce sales is minimal—for now”
 Digital Commerce 360 (2025): “Study: ChatGPT traffic, sales referrals still trail traditional 

digital channels”
 Search Engine Land (2025): “ChatGPT, LLM referrals convert worse than Google Search: 

Study”
 Digiday (2025): “E-commerce sites see low sales from ChatGPT traffic, new study finds”
 Digiday (2025): “In Graphic Detail: How AI search is changing brand visibility”
 Ahrefs (2025): “The ChatGPT Traffic Playbook: How to Track, Measure, and Grow”
 Modern Retail (2025): “E-commerce sites see low sales from ChatGPT traffic, study finds”
 The Business of Fashion (2025): “ChatGPT Is a Bad Personal Shopper, But It’s Learning”
 Nieman Lab (2025): “ChatGPT drives traffic to e-commerce sites, but not many sales”
 Digiday Japan (2025): “トラフィックを促進するが、売上にはまだつながらない

ChatGPT”
 Bloomberg Línea (2025): “ChatGPT quer virar assistente de compras, mas taxa de 

conversão ainda decepciona”
 Folha de S.Paulo (2025): “O ChatGPT é um péssimo companheiro de compras, mas está 

aprendendo”
 iPullRank (2025): “AI Search to Sale: What the Data Reveals About AI Search Ecommerce 

Behavior”
 Bruce Clay (2025): “LLMs vs. Search Engines: Who’s Winning?”
 SmartCompany (2025): “ChatGPT not yet a ‘Google killer’ for e-commerce brands”
 DMEXCO (2025): “ChatGPT Drives Traffic, But Not Sales”
 The Martech Weekly (2025): “TMW #254 — AI Decisioning is driving the convergence of 

CDPs and CEPs”
 PPC Land (2025): “ChatGPT traffic underperforms Google in e-commerce study”
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 PPC Land (2025): “AI traffic converts at 3x higher rates than traditional channels”
 PPC Land (2025): “Microsoft Clarity reveals how AI assistants are reshaping website traffic 

patterns”
 PPC Land (2025): “ChatGPT holds two-thirds market share as Gemini and Grok gain 

ground”
 PPC Land (2025): “LLM tracking tools face accuracy crisis from personalization features”
 PPC Land (2025): “xAI launches Grokipedia with 885,279 articles as Wikipedia alternative”
 Ben’s Bites (2025): “Grok vs Wikipedia”
 Shopifreaks (2025): “#249 – Lovify, OpenAI’s Browser, & Help Me Decide”
 Inside Radio (2025): “Competitive Info: ChatGPT Has Limited Impact On E-Commerce 

Sales.”
 Tech3Arabi (2025): “ChatGPT ينمو كمصدر لحركة التجارة الإلكترونية لكنه لا يزال أقل تأثيراً على المبيعات”
 钛媒体 TMTPost (2025): “今年双 11，AI终于忙了，但打工人也慌了”
 Leptidigital (2025): “Étude : le trafic organique des LLM est-il vraiment qualitatif ?”
 Minted (2025): “Black Friday : le shopping via l’IA émerge et risque bien d’effacer les 

marques, à terme”
 SEO Südwest (2025): “E-Commerce-Studie: ChatGPT liegt bei wichtigen Kennzahlen 

hinter anderen Kanälen zurück”
 OnlinehändlerNews / Händlerbund (2025): “ChatGPT bringt Traffic, aber kaum 

Conversions”
 marketing-BÖRSE (2025): “LLM-Besucher kaufen weniger als über Suchmaschinen”
 etailment (2025): “Ebay, KI-Datenmanagement, DM, Emporix, Halloween, Hellofresh, 

Amazon, Black Friday, ChatGPT, Airbnb, Grok, Atlas, Rossmann + Papair”
 Web担当者 Forum (2025): “生成AIトラフィック、実は低 CVR？ LLMによる購入
決定の効果測定はまだ厳しいか”

 ecommercenews.pl (2025): “ChatGPT generuje ruch, ale nie sprzedaż. Nowe wyzwania dla 
e-commerce”

 E-Pepper (2025): “Исследование: eCommerce-сайты демонстрируют низкие продажи 
из-за трафика ChatGPT”

 Focus (2025): “Шоппинг с Chat-GPT: пока что ИИ — плохой советчик по покупкам, но 
он быстро учится”

 PuroMarketing (2025): “Los retos de la IA en el ecommerce: ChatGPT genera tráfico, pero 
aún no ventas”

 Programmatic Spain (2025): “La paradoja del tráfico LLM: menos clicks, pero tampoco 
mejores conversiones”

 MetaRouter (2025): “Agentic Commerce in 2025: What We Learned”
 Affiverse Media (2025): “The AI Traffic Lie: Why ChatGPT E-Commerce Referrals Are 

Failing to Live Up to the Hype”
 SMK (2025): “[Study] How Does ChatGPT & LLM Traffic Convert?”
 Complete AI Training (2025): “ChatGPT referrals are rising, but still no match for search in 

ecommerce”
 BMON (2025): “The problem with AI search conversions”
 Relevant Audience (2025): “Why ChatGPT Traffic Converts Worse Than Google Search”
 AI for Ecommerce & Amazon Sellers (2025): “ChatGPT Sucks At Selling (But There’s A 

Plot Twist)”
 DigitrendZ (2025): “ChatGPT, LLM Referrals Underperform Google Search: Study”
 iTech Manthra (2025): “ChatGPT LLM Referrals Convert Worse Than Google Search: 

Study”
 Paul Morris (2025): “oLLM eCommerce analysis – 2025”
 Advox Studio (2025): “What is the Agentic Commerce Protocol (ACP)?”
 ExploreCarbon (2025): “The ChatGPT E-Commerce Revolution Will Be…Delayed: What 

$20 Billion in Sales Data Really Shows”
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 Kopp Online Marketing (2025): “ChatGPT Referrals to E-Commerce Websites”
 NewEcom AI (2025): “The ChatGPT Paradox: Why Your Most Educated Customers 

Convert the Least”
 Trimontium (2025): “Is Google Going to Have the Last Laugh? AI’s Search Impact”
 Worldef News (2025): “ChatGPT Traffic Underperforms Google in E-Commerce Study”
 Sociapa News (2025): “ChatGPT and LLM Referrals Grow but Convert Worse Than 

Google Search Today”
 ImaginePro (2025): “Why ChatGPT Shoppers Aren’t Buying Yet”
 Expert SEO Consulting (2025): “ChatGPT Shopping Links: Is AI the New King of E-

Commerce Traffic?”
 Ark Advance (2025): “ChatGPT vs Google: $20B Study Shows Surprising Results”
 Marketing Max (2025): “Study: ChatGPT referrals convert worse than Google Search”
 HelloMartin (2025): “Maximize Conversions from ChatGPT Traffic: Key Insights for E-

commerce”
 NineTwoThree (2025): “Apps in ChatGPT: Higher Conversions or Lost Users?”
 Mobile Marketing Reads (2025): “ChatGPT boosts e-commerce traffic but lags in sales 

conversion, study finds”
 Digital Information World (2025): “AI Assistants Send Shoppers to Retailers, but Sales Still 

Belong to Google”
 Alex Garcia (2025): “Sales Conversion and ChatGPT Searches”
 Alanna & Company (2025): “Study reveals e-commerce sites are seeing low sales from 

traffic generated by ChatGPT”
 DailyBlogWriting (2025): “ChatGPT Shopping Traffic Growing, but Google Still 

Dominates Conversions”
 PulsePoint Marketing (2025): “ChatGPT Is Changing Ecommerce — Yet Trust Remains the 

Ultimate KPI”
 Unique Logo Designs (2025): “The AI Traffic Lie: Why ChatGPT E-Commerce Referrals 

Are Failing to Live Up to the Hype”
 NewsBreak (2025): “E-commerce sites see low sales from ChatGPT traffic, new study 

finds”
 Data Slayer (2025): “ChatGPT Shopping: The New Discovery Channel Processing 50 

Million Daily Queries”
 Pepper Content (2025): “Does AI Search Really Convert Better Than Organic Search?”
 Ali Haris (LinkedIn) (2025): “The Truth About ChatGPT Traffic: What $20B in E-

Commerce Data Reveals”
 Dunn (LinkedIn) (2025): “The $20 Billion Reality Check: What ChatGPT’s First Year in E-

Commerce Actually Reveals”
 University of Hamburg Business School (2025): “Are LLMs more powerful than traditional 

channels?”
 Anthony Laneau (LinkedIn) (2025): “4 Surprising Truths About ChatGPT’s Impact on E-

Commerce (From a $20 Billion Study)”
 Billion Dollar Sellers (2025): “World’s #2 marketplace is 9 days old”
 Beecommercer (2025): “Why ChatGPT Traffic Isn’t Converting (Yet) & Google’s New AI 

Ad Drop”
 Tasman Analytics (2025): “Agentic Commerce Won’t Eat Your Analytics (Yet)”
 Complex GTM (2025): “#26 Systems Beat Tools: AI for GTM, SaaS Beyond SaaS, and the 

Return of Meritocracy”
 Monthly Marcom (2025): “Generative AI impact on search is awash with conflicting data 

[Monthly Marcom]”
 Nebulab (2025): “The Early Mover’s Guide to AI Product Discovery”
 PPC Ninja — The AI for E-Commerce Newsletter (2025): “🗞️ Claude Skills are Here!
💥🚀”
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 The Four Ps (2025): “PPPPress Pause on ‘Transformation’ - Four Ps #272”
 Bryan R. Lawrence (LinkedIn) (2025): “Why Does OpenAI Not Yet Have An Advertising 

Business?”
 Kacie Gaudiose (LinkedIn) (2025): “Query-Fan Out and Why it’s Just the Keyword Strategy 

You Should Have Already Been Doing”
 Ken’s Compass (LinkedIn) (2025): “AI is lifting GDP: through infrastructure, not yet 

productivity”
 Heather Hershey (LinkedIn) (2025): “Why ‘Agentic Commerce’ is suddenly everywhere + 

Top 10 Reasons to proceed with caution”
 Around the World in Commerce (LinkedIn) (2025): “Around The World In Commerce No. 

335”
 Business Wise (2025): “Consumer Trust in AI Is Compounding, Slowly but Surely”
 Blue Array SEO Newsletter (LinkedIn) (2025): “SEO/GEO newsletter issue #536”
 Department of Product (2025): “Microsoft, Cursor 2.0 and the rise of software development 

Agent Orchestrators”
 Todd Welch (LinkedIn) (2025): “Amazon News: New AI Shopping Tool, Holiday Spending 

Trends & Key Seller Updates”
 Eli Finkelshteyn (LinkedIn) (2025): “Will Agents Make Retail Websites Disappear?”
 Yury Shishkin (LinkedIn) (2025): “A mini-digest of news from the world of E-commerce 

(20.10 - 27.10)”
 Fried Bids (LinkedIn) (2025): “Fried Bids, Digital News | 17-23 Oct 2025”
 the7stars × Potentia (2025): “From Keywords to Conversations: How LLMs are Rewriting 

Brand Discovery”
 Dark Horse (2025): “October industry news round up”
 出海网 (ChuHai) (2025): “研究发现：ChatGPT引流电商高，但转化率低于传统渠道”
 大数跨境 (10100) (2025): “研究发现：ChatGPT吸引电商流量效果好，但成交转化仍
依赖传统方式”

 大数跨境 (10100) (2025): “ChatGPT电商流量仅 0.2%！转化远逊传统渠道。”
 大数跨境 (10100) (2025): “ChatGPT带货，不如搜索？流量虚高，转化待考！”
 搜狐 (Sohu) (2025): “ChatGPT电商现状：流量增长可观，但转化率仍待提升”
 AMZ123 (2025): “研究发现：ChatGPT引流电商高，但转化率低于传统渠道”
 0xzx (2025): “研究顯示 ChatGPT和 LLM的推薦轉化率低於Google搜索”
 Slade (2025): “Istraživanje: ChatGPT konverzije i dalje 13% manje nego s Googlea”
 PositionZero (2025): “ChatGPT convertit moins que Google Search en e-commerce”
 PositionZero (2025): “Étude : le trafic IA moins engagé que la recherche organique”
 MondeTech (2025): “Étude : Trafic Organique LLM Est-Il Qualitatif ?”
 Synolia (2025): “De l’UX à l’AX : comment préparer votre site e-commerce à l’ère des 

agents IA ?”
 Alfaweb (2025): “Trafic ChatGPT: progresse, mais convertit moins que Google”
 EcomDay (2025): “Veille Ecommerce • 03 Novembre 2025”
 Soumettre.fr — Veille SEO (2025): “Veille SEO 2025, semaine 44”
 Audrey Fleury (LinkedIn) (2025): “L’IA générative capte l’attention, mais ne convertit pas.”
 Mindbox (2025): “KI-Suche: Wie Trust zum Conversion-Treiber wird”
 Smart Lemon (2025): “Logfile-Analyse für LLMs und KI-Crawler”
 7thSENSE (2025): “AI Commerce Tipps: ChatGPT bringt Klicks, aber kaum Sales”
 Shopbetreuung (2025): “ChatGPT im E-Commerce: Viel Traffic, geringe Conversion”
 Ecommerce Institut (2025): “ChatGPT im E-Commerce: Traffic-Boost ohne Conversion-

Wunder”
 zebra | group (2025): “KI-Suche: Wie Trust zum Conversion-Treiber wird.”
 Eshop Experts (2025): “Το ChatGPT αυξάνει τις επισκέψεις σε eshop, αλλά οι αγορές 

παραμένουν χαμηλές (προς το παρόν)”
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 Klikkmánia (2025): “LLM-ajánlások konverziója vs. Google: e-kereskedelmi tanulmány”
 Roberto Serra (2025): “ChatGPT non fa vendere: Google resta il re delle conversioni”
 Roberto Serra (2025): “SEO Confidential – La nostra intervista esclusiva a Pedro Dias: 

‘serve pensiero critico, non solo contenuti’”
 Algomera (2025): “ChatGPT e-commerce: basse conversioni secondo Kaiser-Schulze”
 jGrab (2025): “まだ ChatGPTトラフィックからの売上は高くない”
 note (株式会社クヌギ) (2025): “「LLM流入は売上につながらない」より重要なこ
と——意思決定が見えないところでショートカットされる時代”

 bonのAEOラボ (2025): “【今日の朝礼】AI経由のアクセスが少なくても、CV数
の底上げに繋がっている？”

 Brunch (2025): “크리에이티브는 이제 성장 스택의 일부가 된다”
 Naver Blog (최진용) (2025): “ChatGPT와 이커머스, ChatGPT 커머스 1년차 리포트가 
보여준 진짜 메시지”

 ARG (애틀러스리서치앤컨설팅) (2025): “[브리핑] 챗GPT, 아직은 전자상거래 브랜드
의 ‘구글 킬러’가 아니라는 연구 결과”

 Naver Blog — 펀치 코리아 (Punch Korea) (2025): “구글 vs. 마이크로소프트 vs. 오픈
AI: AI 전략이 검색, 클라우드, 전자상거래에서 충돌”

 PremiumDigital (2025): “Czy ChatGPT to ‘zabójca Google’ w e-commerce? To badanie 
studzi emocje”

 Świat Cyfrowy (2025): “AI traffic w sklepie internetowym: jak zamienić wizyty z ChatGPT 
na realny przychód”

 Ogarnij AI (2025): “ChatGPT Shopping Research: Twój nowy asystent zakupowy. Czy 
Google ma się czego bać?”

 Top Online (2025): “SEO News #211 – Reddit oskarża Perplexity, Query groups w GSC, 
słabe konwersje w ChatGPT”

 Green Parrot (2025): “Naturalna Inteligencja”
 Retail Media FC (2025): “Os LLMs são uma ameaça existencial à Retail Media?”
 Marketing Bulb (LinkedIn) (2025): “Novas Arquiteturas de Jornada e Consumo”
 Maudy Pedrão (LinkedIn) (2025): “Desvende o Futuro do SEO e da IA: As Notícias 

Essenciais da Semana que Você Precisa Saber!”
 EcomHub (2025): “Почему ChatGPT почти не даёт трафика и плохо конвертирует”
 GPT-Chatbot (2025): “ChatGPT сохраняет лидирующие позиции в трафике чат-ботов с 

ИИ с долей 66%”
 8-Web.ru (2025): “ИИ-трафик по качеству уступает всем остальным каналам, кроме 

рекламы в соцсетях”
 AdsMarket (2025): “Los retos de la IA en el ecommerce: ChatGPT genera tráfico, pero aún 

no ventas”
 Adtech México (2025): “Retos de IA en eCommerce: ChatGPT genera tráfico pero falta 

conversión”
 Afrana Marketing (2025): “Los retos de la IA en el ecommerce: ChatGPT genera tráfico, 

pero aún no ventas”
 HeadTopics (2025): “ChatGPT impulsa el tráfico, pero no las ventas: el dilema del 

eCommerce con la IA”
 AffMaven (2025): “Referencias de comercio electrónico de ChatGPT: ¡El secreto del tráfico 

generado por IA al descubierto!”
 Coodex (2025): “GEO: Qué es y cómo optimizar tu contenido para que la IA te cite”
 Dropi Weekly (LinkedIn) (2025): “Dropi Weekly # 3”
 Finanstid (2025): “Hur mycket försäljning driver egentligen ChatGPT till e-handeln? 

(ChatGPT-trafiken under lupp)”
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 UnderlineClick (2025): “ChatGPT, Google Arama’dan daha düşük dönüşüm 
getiriyor”Tagesschau.de (2025): “Wie die Kaufhauskette Galeria das Comeback geschafft 
hat”

 Tagesschau.de (2024): “Wenn Einkaufszentren zu Freizeitparks werden”
 ZDF.de (2018): “Karstadt und Kaufhof steuern auf Fusion zu”
 Der Bank Blog (2014): “Lasst uns in Ruhe!”
 heute.de (2014): “EU-Richtlinie Onlineshopping: Neue Regeln gegen den Retouren-

Rausch”
 Yahoo News (USA, 2014): “Why copying successful social media strategies does not work”
 PaulWallbank.com (USA, 2013): “Managing customer returns in e-commerce”
 heute.de (2013): “Online Shoppen: Zurückschicken kostet bald”
 WDR.de (2013): “E-Commerce-Trends 2014: Mittel gegen die Shopping-Bulimie”
 Express.be (Belgium, 2013): “1% van alle klanten roomt de helft van de winst van online 

retailers af”
 operationsroom.wordpress.com (USA, 2013): “Managing customer returns in e-commerce”
 Handelsblatt.de (2013): “Warum Zalando noch nicht reif für die Börse ist”
 WirtschaftsWoche (2013): “Online-Handel: Experte empfiehlt Sanktionen gegen Retouren-

Sünder”
 Manager Magazin (2013): “Börsenhype um Facebook: Die 100-Milliarden-Dollar-Wette”
 Bloomberg (USA, 2013): “Billionaire Holch Povlsen Adds Zalando to Fashion Portfolio”
 Businessweek.com (USA, 2013): “Zalando Tech Team Plans for Boom as Banks Said to 

Pitch IPO” 
 Manager Magazin (2012): “Die Mär von Mr. Zockerberg” 
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