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Shelley Singh
NewDelhi, 2 July

Lastmonth,Frenchbeautygiant
L’Oréal teamedupwithartificial intel-
ligence (AI)powerhouseNvidia to
superchargeresearch,drive innova-
tion,andscaleupAI-poweredads
andproduct recommendations.
Meanwhile, luxurytitanLVMHis

leaningonAItorideoutsoftening
demandas it looks toboostsales,
retaincustomersandcourtnewones,
andstayaheadofshiftingtrends.
BothhopeAIcanreveal

what traditional tech
doesn’t.
“Retail hasalwaysbeen

adata-rich industry,
making it anaturalfit for
AI innovation,” says
DahneshDilkhush, execu-
tivedirector, customer
success,Microsoft India
andSouthAsia. So,
retailers are increasingly
turning to it tounlock the
value in thatdata.
Across India’sdiverse

retail landscape—ranging
fromdigital-firstcom-
panies likeFlipkart,Zepto,and
Meeshotobrands likeNike,Star-
bucks,andevenheritageones like
RaymondandGodrej—AI is reshap-
inghowconsumersshop,goods
move,andbusinesses think.
Whatwasonceaspacedominated

bybasicbusinesssoftware,point-of-
sale typeofsystems,andseasonal
trends is rapidlybecomingahigh-vel-
ocityenginefor real-timeintelli-
gence.Forofflineretailers,even
CCTVfootage isbeingscanned ‘intel-
ligently’ tocomprehendfootfallsand
whatbuyersmaywant.

AIthat feelshuman
AtecommercemajorFlipkart,AI
doesn’t just recommend; itconverses,
guides,andadapts.
“Whetheryou’respeaking, typing,

orsnappingaphoto,ourmultimodal
searchunderstandsyou. It’showwe
bring intelligence intotheeveryday
experience,”saysSandhyaKapoor,
seniorvice-presidentandheadof the
centralplatformatFlipkart.
Sheaddsthat tools likeFlipkart’s

skinanalyser,virtual try-on,aug-
mentedreality,andhyper-personal-
isedrecommendationsare
enhancinguserexperienceandhelp-
ingthemmakeinformedchoices.
“We’veseena21percent increase in
productpurchases throughskin
analyseralone.”
AI is helpingFlipkartmimic

humanbehaviour—auto-filling
repeat orders, resolvingdeliveryhic-
cupsbefore customersnotice, and
enabling sellers inTier-II citieswith
catalogueautomationandprice
optimisation. “These arenot just
proof of concept (PoC)projects.
They represent a combinationof
production-gradedeployments and
long-term foundational invest-
ments,”Kapoor says.

Curiositytocommitment
It’snot just largeretailerswhoare
adoptingAI tobuildefficiencies.
Evenmicroandsmall retailerswant
to invest inAIandmachine learning
(ML),accordingtoChennai-based
CloudsoftwarecompanyZoho. Its

surveyofsmall retailers revealedthat
60percentof themplantoadoptAI
andMLby2030tostaycompetitive.
“Indianenterprisesaremoving

fromcuriosity tocommitmentwhen
itcomestoAI.Thenarrativehas
shiftedfromasking, ‘WhatcanAI
do?’, to, ‘Howfastcanwescale it?’”
saysAnirbanNandi,headofAI,prod-
uctsandanalytics,RakutenIndia,
subsidiaryof theJapaneseecom-
mercetotechconglomerate, the
RakutenGroup.
Leadingretailersareembedding

AIacross theiroperations:
In-demandforecasting,
frauddetection,dynamic
pricing,customersegmen-
tation,andgenerativecon-
tentcreation.
MeeshousesAzure

OpenAIto improvecus-
tomereffort scores (orease
of interactingwiththeplat-
form)by20percent.Quick-
commercecompany
BlinkitusesAI togenerate
recipes fromgrocery items,
boostingengagement.And
Bengaluru-basedfashion
ecommercecompany

MyntrahasMyFashionGPT,anassis-
tant todrivemulti-categorypur-
chases.Similarly,Bewakoof.com(an
AdityaBirlaventure) isusingGoogle
Cloud’sGenAIcapabilities to letusers
designT-shirts.
Retailersarealsopickingupcon-

versations for intelligent insights.
MessagingplatformGupshup’s

seniordirector,globalmarketing,Var-
tikaVerma,saysbrandsnowmapcon-
versationsacrossthecustomer
lifecycleforaseamless,contextual
experience.Clients likeTataCliq,Flip-
kart,andUnileveruseGupshup’scon-
versationalAI.“Retailersareshifting
frombasicbotstointelligent,pre-
trainedAIagentsthatoffer fast,end-
to-endsupportandintegratedirectly
intobusinesssystems,”sheadds.

AIintheaisle
AI’s reachisn’t limitedtoecommerce.
Brick-and-mortarstores, too,are
turning intodatamines—bringing
online-level intelligence intophysical
retailenvironments.
Foundedin2015,StaquTechno-

logieshasdevelopedanAI-powered
audioandvideoanalyticsplatform,
JarvisGPT,which, itclaims, isable to
provideactionable insights from
CCTVfootage.
“Retailerscantrackfootfall trends,

movementpatterns,heatmaps,and
evenoptimisestaffdeployment
basedonlive in-storeactivity,” says
AtulRai, cofounderandCEO,Staqu.
“Theplatformflagsanomaliesand
thefts, turningsurveillancesystems
intoproactive tools forbothoper-
ationsandsecurity.”
Thestartupsays theplatformis

beingusedbyRaymondstores,Star-
bucks,BeingHuman,Porsche,and
Crocs,besidesotherbrands.

Rewiringlegacyretail
Raymond,a100-year-oldbrand,has
embracedAIwithrareagility.
“We’veadoptedafederated,

Cloud-nativestrategyusingAWS,
Azure,andGoogleAI,acrossretail,
humanresource (HR),marketing,
andmanufacturingfunctions,”says
RaviHudda,chiefdigitaland

informationofficer,RaymondGroup.
Virtual try-ons,voice-basedshop-

ping,andpredictive inventory
modelsarenowstandardacross its
1,650stores thatarepresent in600
citiesandtowns.
SinceintegratingAI,Raymondhas

seena25percentrise inconversion
rates (potentialcustomerswhoendup
buying) fromitsvirtual try-on;a35per
centuplift incampaignperformance
throughGenAIcontent;and20per
centbetter inventoryaccuracy.
“AI isno longer justanenabler. It’s

amultiplier.Andbeyondmetrics,AI
ischanginghowretailers think,”says
NandiofRakuten.
Evencategories like furniture

are leaningonAI toboost footfalls
and sales.
AtGodrej Interio,AI is redefining

thewayIndiansbuyfurniture.
“Imaginea ‘productATM’—a24x7
digitalkioskoutsideourstorewhere
customerscanconfigureandbuyfur-
niture,”saysSwapneelNagarkar,
executivepresidentandbusiness
headatGodrej Interio.
GodrejEnterpriseGrouphascom-

mitted~1,200crore to itsdigitaland
AI initiativesover thenext3–5years.
Tools likevisual searchand3Drooms
allowcustomers tovisualisehowfur-
niturewill look intheirhomes.The
result:Tech-enabledfurniturenow
accounts for30–35percentof

Godrej’s sales,andisprojectedtocon-
tributearound~250crore inrevenue
over thenext2-3years.

Poweringtheshift
Underpinning this transformation
areAIplatforms fromtheworld’s
biggest techplayers—AWS,Google
Cloud,MicrosoftAzure—combined
withproprietaryengines.Open-
source tools likePyTorchandTen-
sorFlow, and frameworks like
LangChain (used forbuilding train-
ingAImodels andapps) are enabling
advancedusecases, including sem-
antic searchandAIagents.
Returnon investment? “Upwards

of40percent forearlyadopters,”
saysNandi.
According toGoogle,Myntra

leveragedGenAI toaddress thegap
inunderstandingsearchbehaviour
innon-metroareas,where60per
centof the lifestyleandfashion
searchesoccur.
“LeveragingGoogleAI, it translit-

eratedhigh-volumeEnglishkey-
words into ‘Hinglish’ tobetter
capture local search intent.This
approach led toa27per centdrop in
costperorder and17per centhigher
returnonad-spend (ROAS), boosting
Myntra’s expansion intonon-metro
markets,” saysNarenKachroo,head,
go-to-market for generativeAI,
GoogleCloud India.
AI is reinventinghowproductsare

marketedanddesigned.
L’Oréal’sAI-poweredplatform,

Noli, acts as abeautymatchmaker,
analysingmillions of skinprofiles
andproduct formulations to give
usershyper-personalised recom-
mendations.
Meanwhile,Ajio’sVidbaker tool

convertsstaticproduct images into
dynamicvideoadsatscale—100-
plusvideos inanhour—resulting in
improvedconversionsandhigher
ROAS.Zepto isusingAI-poweredVeo
Craft toaddmotiontostatic images,
cuttingcreativeproductiontimefrom
weekstohours.
Evenluxuryretail—historically

waryofdigitaldilution—isbetting
bigonAI.
LVMH,home toDior andTiffany,

is using agents to support sales
associateswithdeepcustomerhis-
tories. ItsAI tool,MaIA, processes
over 2million internal requests per
monthandhelpswithproduct
design, pricing, andmarketing
personalisation.
Arecurringthemeacrossretailers

—large,mid,andsmall—isadecisive
shift frompilotstoproduction.“The
scaleofautomationisexpandingdue
toAgenticAI,withthepotential to
automate60percentofthepro-
cesses,”saysDigvijayGhosh,partner,
consumerproductsandretailat the
consultancy,EY-Parthenon.
AI ispart of retailers’ sales,mar-

keting,HR,finance, customer ser-
vices, and fulfilmentoperations.
Still, the journey isuneven.Accord-
ing toEY,while 34per centof Indian
enterpriseshavecompletedPoCs,
only 15per centhavemoved to
scaleddeployment.
Asretailersdigdeepintodata to

knowwhatshopperswant,howmuch
they invest inAIwilldependonits
impactonsalesandbottomline.As
KapoorofFlipkartputs it: “Thenext
chapterofecommercewillbeshaped
byhowintelligentlyandquicklyplat-
formsrespondtochangingconsumer
andsellerneeds.”
In aworldwhere your camera

can talk to youabout footfall,where
your favourite store knowsyour
exactfit, andwhere a static image
canbe rebornas apersonalisedad,
the retail revolution isnot just digi-
tal. It’s intelligent.And it’s only just
getting started.
vvvvvvvvvvvvvvvvvvvvvvvv
Thewriter isaNewDelhi-based
independent journalist

Bots&
Beyond
PART-III
Retail

The concluding part of the series looks at how artificial
intelligence is transforming every aisle with algorithms,
from product discovery to logistics andmarketing

Buy-buyAI

Smart retail
HowAI is being used
Personalised recommendations: To
comprehend buyer needs and
improve conversion rates
Chatbotsandnatural language
processing: For customer services via
AI-powered chatbots and assistants
Adaptiveadvertising: To
auto-adjust pricing based on
customer behaviour
Augmented reality:AI-driven AR
tools to enhance online shopping
experience
Product taggingandcataloguing:
Efficient inventory management
by automating this process
Visual search:To enable users to
search products based on images
rather than text
Sources: Nasscom, industry

Global AI spending
in ecommerce

Note: 2026 onwards are projections
Source: Precedence Research

2025 2026 2027 2028 2029 2030

n spending ($ billion)

9.01
11.21

13.94

17.33

21.54

26.79
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