The Al-powered consumer

Consumer adoption of generative Al is moving from experimentation to everyday
use. From product discovery to purchase decisions, Al is becoming an increasingly
influential part of the shopping journey.

We surveyed 1,000 New Zealand consumers who have used Al as part of their
shopping journey to understand how Al is influencing behaviours.
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*Percentage of users who somewhat or highly trust Al recommendations

Source: PwC Consumer Al Survey, May 2026. Conducted by Ipsos. Nationally representative survey of
1,000 New Zealand consumers who had used Al for shopping-related activities in the previous 12 months.



