
 

Impact of Generative AI on SEO 
Strategies for Large E-Commerce 
Listings  

Introduction 
Over the past five years, generative AI has emerged as a transformative force in search 
engine optimization (SEO), particularly for large e-commerce marketplaces. Major retailers 
like Amazon, Walmart, Target, and Sam’s Club have begun leveraging AI to optimize 
millions of product listings in categories such as Beauty, Electronics, and Food & Beverages. 
This report examines how AI-driven SEO compares to traditional approaches, the specific 
impacts of generative AI on content generation and personalization, key trends in the US vs. 
European markets, implementation challenges, and strategies to overcome them. Actionable 
recommendations for brands and e-commerce teams are provided to help navigate this new 
landscape. 

Traditional SEO vs. AI-Driven SEO 
Traditional SEO relies heavily on manual effort and predefined rules, whereas AI-driven SEO 
introduces automation and data-driven optimizations at scale 
​blog.venturemagazine.net​searchatlas.com. In traditional SEO, practitioners manually 
conduct keyword research, write product copy, and optimize pages by hand. This approach 
can produce high-quality results but is time-consuming and difficult to scale across 
thousands of pages​ blog.venturemagazine.net​ai21.com. By contrast, AI-driven SEO uses 
artificial intelligence (especially large language models) to automate tasks like keyword 
analysis, content generation, and metadata creation ​blog.venturemagazine.net. These tools 
can digest vast amounts of data and generate contextually relevant content aligned with 
user intent, often in a fraction of the time it would take a human 
​blog.venturemagazine.net​searchatlas.com. The table below highlights key differences: 

Aspect Traditional SEO (Manual) AI-Driven SEO (Generative AI) 

Content 
Creation 

Handwritten product descriptions 
and meta tags. Slow to produce; 
quality varies by writer expertise 

AI-generated descriptions, titles, 
and tags at scale. Fast and 
consistent, following trained style 
guidelines 

https://blog.venturemagazine.net/how-generative-ai-is-transforming-seo-for-e-commerce-success-e54d959a3207#:~:text=Generative%20AI%20is%20transforming%20SEO,SEO%20more%20efficient%20and%20focused
https://searchatlas.com/blog/challenges-in-ai-seo/#:~:text=While%20AI%20can%20automate%20many,quality%20content
https://blog.venturemagazine.net/how-generative-ai-is-transforming-seo-for-e-commerce-success-e54d959a3207#:~:text=Optimizing%20Product%20Descriptions%20at%20Scale
https://www.ai21.com/blog/generative-ai-in-ecommerce-seo/#:~:text=1.%20Producing%20relevant%20and%20high,content%20at%20scale
https://blog.venturemagazine.net/how-generative-ai-is-transforming-seo-for-e-commerce-success-e54d959a3207#:~:text=Generative%20AI%20is%20transforming%20SEO,SEO%20more%20efficient%20and%20focused
https://blog.venturemagazine.net/how-generative-ai-is-transforming-seo-for-e-commerce-success-e54d959a3207#:~:text=Generative%20AI%20is%20transforming%20SEO,SEO%20more%20efficient%20and%20focused
https://searchatlas.com/blog/challenges-in-ai-seo/#:~:text=AI%20in%20SEO%20refers%20to,SEO%20Guide%20by%20Search%20Atlas


 

Keyword 
Optimization 

Keywords identified and placed 
based on manual research and 
intuition ​seomator.com. 

AI analyzes search data to suggest 
keywords and semantically related 
terms. Adapts to trends and user 
intent automatically 
​blog.venturemagazine.net​pymnts.co
m. 

Scale & Speed Labor-intensive updates across 
many listings (seasonal tweaks, 
new products) are slow and 
resource-heavy​ ai21.com. 

Bulk generation and updates for 
thousands of pages in one go. 
Rapid iteration (e.g. updating all 
listings for a holiday theme via AI)​ 
ai21.com​aboutamazon.com. 

Personalizatio
n 

One-size-fits-all content; limited 
personalization without manual 
segmentation. 

Dynamic content generation tailored 
to user segments or even 
individuals (e.g. personalized 
product recommendations, 
descriptions)​ 
mckinsey.com​pymnts.com. 

Human 
Involvement 

High: requires writers/SEO 
specialists for each step. 

Moderate: AI handles routine tasks; 
humans oversee strategy, creativity, 
and quality control​ 
searchatlas.com​searchatlas.com. 

Traditional methods have proven effective over the years, but their limitations in speed and 
scale are evident. AI-driven SEO addresses these by automating tedious tasks and 
uncovering data-driven insights, while still benefiting from human creativity and oversight to 
ensure content quality and brand alignment​ searchatlas.com​searchatlas.com. In practice, 
many organizations find a hybrid approach works best: using AI to generate drafts and 
analyze data, then having human experts refine the output for nuance and accuracy 
​searchatlas.com. 

AI-Powered Content Generation and Listing 
Optimization 
Generative AI is dramatically changing how e-commerce teams create and optimize product 
content. Content generation at scale has become one of the most prominent use cases: AI 
models can produce product titles, descriptions, and bullet points from minimal input, 
ensuring each listing is rich in relevant keywords and information 
​searchengineland.com​blog.venturemagazine.net. For example, Amazon launched an AI tool 
in 2023 that lets sellers generate a complete product listing (title, description, and features) 
by simply providing a brief description or a few keywords ​searchengineland.com. This 
innovation condenses what used to be a multi-step, manual process into one step, saving 
sellers enormous time and effort ​searchengineland.com. Early feedback indicated that “most 
sellers are using the content generated by the AI model for their listings without editing it at 
all,” reflecting confidence in the quality of AI-generated copy ​searchengineland.com. 

https://seomator.com/blog/ai-powered-seo-vs-traditional-methods-comparison#:~:text=Image%3A%20Traditional%20SEO%20Methods
https://blog.venturemagazine.net/how-generative-ai-is-transforming-seo-for-e-commerce-success-e54d959a3207#:~:text=Generative%20AI%20is%20transforming%20SEO,SEO%20more%20efficient%20and%20focused
https://www.pymnts.com/artificial-intelligence-2/2024/walmart-other-retailers-tap-ai-powered-tools-to-personalize-consumer-journey/#:~:text=%E2%80%9CThe%20thing%20we%E2%80%99re%20most%20excited,%E2%80%9D
https://www.pymnts.com/artificial-intelligence-2/2024/walmart-other-retailers-tap-ai-powered-tools-to-personalize-consumer-journey/#:~:text=%E2%80%9CThe%20thing%20we%E2%80%99re%20most%20excited,%E2%80%9D
https://www.ai21.com/blog/generative-ai-in-ecommerce-seo/#:~:text=2
https://www.ai21.com/blog/generative-ai-in-ecommerce-seo/#:~:text=These%20challenges%20include%20generating%20relevant,pages%20that%20target%20different%20keywords
https://www.aboutamazon.com/news/innovation-at-amazon/amazon-generative-ai-seller-growth-shopping-experience#:~:text=the%20latest%20advances%20in%20generative,bullet%20points%2C%20and%20descriptions%20for
https://www.mckinsey.com/capabilities/mckinsey-digital/our-insights/the-economic-potential-of-generative-ai-the-next-productivity-frontier#:~:text=,achieving%20higher%20website%20conversion%20rates
https://www.pymnts.com/artificial-intelligence-2/2024/walmart-other-retailers-tap-ai-powered-tools-to-personalize-consumer-journey/#:~:text=Walmart%E2%80%99s%20AI%20Search%20is%20designed,and%20summaries%20of%20customer%20reviews
https://searchatlas.com/blog/challenges-in-ai-seo/#:~:text=Balancing%20AI%20Automation%20with%20Human,Oversight
https://searchatlas.com/blog/challenges-in-ai-seo/#:~:text=Combining%20AI%20Tools%20with%20Human,Expertise
https://searchatlas.com/blog/challenges-in-ai-seo/#:~:text=While%20AI%20can%20automate%20many,quality%20content
https://searchatlas.com/blog/challenges-in-ai-seo/#:~:text=%2A%20Use%20AI%20for%20data,ensure%20content%20quality%20and%20relevance
https://searchatlas.com/blog/challenges-in-ai-seo/#:~:text=Combining%20AI%20Tools%20with%20Human,Expertise
https://searchengineland.com/amazon-sellers-ai-product-titles-description-431969#:~:text=Amazon%20is%20rolling%20out%20enhanced,advertisers%20create%20better%20product%20listings
https://blog.venturemagazine.net/how-generative-ai-is-transforming-seo-for-e-commerce-success-e54d959a3207#:~:text=One%20of%20the%20biggest%20pain,That%E2%80%99s%20where%20AI%20comes%20in
https://searchengineland.com/amazon-sellers-ai-product-titles-description-431969#:~:text=Amazon%20is%20rolling%20out%20enhanced,advertisers%20create%20better%20product%20listings
https://searchengineland.com/amazon-sellers-ai-product-titles-description-431969#:~:text=and%20listing%20details%20by%20automatically,based%20on%20brief%20product%20descriptions
https://searchengineland.com/amazon-sellers-ai-product-titles-description-431969#:~:text=can%20submit%20it%20directly%20to,Amazon%20catalog%20as%20it%20is


 

Amazon’s Seller Central now offers generative AI to auto-create product listings from a brief 
prompt ​searchengineland.com​aboutamazon.com. This streamlines content creation, 
allowing faster listing of new products. 

AI-driven listing optimization doesn’t stop at basic descriptions. Advanced models infer 
product attributes and enrich content beyond what sellers explicitly provide. According to 
Amazon’s VP of Catalog Systems, their generative model can “infer, improve, and enrich 
product knowledge at an unprecedented scale,” even deducing details like a table’s shape 
from its dimensions ​searchengineland.com. The result is more complete and informative 
product pages. These pages are also SEO-friendly by design – AI ensures important 
keywords (including long-tail phrases) are naturally incorporated, meta tags are filled out, 
and image alt text is generated, all of which improve organic visibility 
​blog.venturemagazine.net​blog.venturemagazine.net. In practice, tools like Genrise AI and 
others enable retailers to automatically generate unique descriptions that maintain a 
consistent brand voice while still targeting relevant search terms. This consistency is crucial 
for large catalogs where content previously came from disparate sources – AI can scan for 
tone and style mismatches and standardize the voice across thousands of product 
pages​blog.venturemagazine.net. 

Another aspect of AI-driven optimization is the creation of rich content and assets that 
enhance listings. E-commerce marketplaces have introduced features like Amazon’s A+ 
Content, which includes enhanced images, comparison tables, and editorial narratives on 
product pages. Generative AI is now used to streamline A+ content production, such as 
writing engaging brand stories or even generating lifestyle images to showcase products in 
use​aboutamazon.com. Amazon reports that A+ content can lift sales up to 20% for sellers, 
but it traditionally required significant resources (copywriters, designers, photo 
shoots)​aboutamazon.com. With new AI tools, brands can create these enriched visuals and 
descriptions much faster, boosting conversion rates without a linear increase in content team 
workload. 

Personalization and Search Experience Enhancement 
Beyond content creation, generative AI is also reshaping how customers discover products 
through more personalized and intuitive search experiences. On-site search algorithms in 
retail apps and websites are increasingly powered by AI to understand natural language 
queries and user intent. Walmart’s CEO Doug McMillon highlighted that the retailer’s 
generative AI–powered search allows a “solution-oriented search experience” – 
customers can type something like “football watch party” and the system will interpret the 
intent and return a curated list of all the items needed for that context (snacks, drinks, 
decorations, etc.), organized intelligently ​pymnts.com​pymnts.com. This goes far beyond 
traditional keyword matching. It leverages large language models to parse complex or vague 
inputs and retrieve relevant products, often using retrieval-augmented generation to pull 
information from product databases and customer reviews to craft the result​v 
ktr.com​vktr.com. The outcome is a more conversational, personalized shopping experience 
that can increase basket size (since the AI suggests complementary items) and customer 
satisfaction. 

https://searchengineland.com/amazon-sellers-ai-product-titles-description-431969#:~:text=Amazon%20is%20rolling%20out%20enhanced,advertisers%20create%20better%20product%20listings
https://www.aboutamazon.com/news/innovation-at-amazon/amazon-generative-ai-seller-growth-shopping-experience#:~:text=the%20latest%20advances%20in%20generative,bullet%20points%2C%20and%20descriptions%20for
https://searchengineland.com/amazon-sellers-ai-product-titles-description-431969#:~:text=What%20has%20Amazon%20said%3F%20Robert,Systems%2C%20said%20in%20a%20statement
https://blog.venturemagazine.net/how-generative-ai-is-transforming-seo-for-e-commerce-success-e54d959a3207#:~:text=Generative%20AI%20tools%20like%20Optidan,page%20conversions
https://blog.venturemagazine.net/how-generative-ai-is-transforming-seo-for-e-commerce-success-e54d959a3207#:~:text=Automating%20SEO%20Metadata%20for%20Improved,Search%20Rankings
https://blog.venturemagazine.net/how-generative-ai-is-transforming-seo-for-e-commerce-success-e54d959a3207#:~:text=Consistent%20Brand%20Voice%20Across%20Platforms
https://www.aboutamazon.com/news/innovation-at-amazon/amazon-generative-ai-seller-growth-shopping-experience#:~:text=Brands%20on%20Amazon%20are%20able,and%20generate%20captivating%20and%20authentic
https://www.aboutamazon.com/news/innovation-at-amazon/amazon-generative-ai-seller-growth-shopping-experience#:~:text=Brands%20on%20Amazon%20are%20able,and%20generate%20captivating%20and%20authentic
https://www.pymnts.com/artificial-intelligence-2/2024/walmart-other-retailers-tap-ai-powered-tools-to-personalize-consumer-journey/#:~:text=%E2%80%9CThe%20thing%20we%E2%80%99re%20most%20excited,%E2%80%9D
https://www.pymnts.com/artificial-intelligence-2/2024/walmart-other-retailers-tap-ai-powered-tools-to-personalize-consumer-journey/#:~:text=Walmart%E2%80%99s%20AI%20Search%20is%20designed,and%20summaries%20of%20customer%20reviews
https://www.vktr.com/ai-technology/the-impact-of-generative-ai-on-e-commerce-search/#:~:text=RAG%20is%20a%20particularly%20powerful,richer%2C%20more%20relevant%20responses%20that
https://www.vktr.com/ai-technology/the-impact-of-generative-ai-on-e-commerce-search/#:~:text=RAG%20is%20a%20particularly%20powerful,richer%2C%20more%20relevant%20responses%20that
https://www.vktr.com/ai-technology/the-impact-of-generative-ai-on-e-commerce-search/#:~:text=modular%20RAG%20enables%20systems%20to,of%20how%20complex%20or%20esoteric


 

Personalization extends to product recommendations and dynamic content. 
E-commerce players are using AI to analyze each shopper’s behavior, past purchases, and 
preferences in real-time, and then generate on-the-fly content that resonates with that 
individual ​pymnts.com​vktr.com. For example, an AI might generate a personalized product 
description highlight or a tailored callout (e.g. “Great choice for your home office!”) visible 
only to a returning customer with relevant browsing history. Amazon has hinted at generating 
personalized product descriptions based on individual user profiles and behavior 
​mckinsey.com, which could mean two different customers might see slightly different content 
emphasizing the aspects most relevant to them. Similarly, vector search and 
recommendation models enable features like “Inspired by your browsing” sections, which 
use embeddings to find conceptually similar products even if specific keywords differ 
​vktr.com​vktr.com. These personalized touches are designed to improve engagement and 
search performance metrics (like click-through rates and time on site), which indirectly 
boost SEO by signaling to algorithms that users find the content useful. 

Major retailers are also merging social media trends with onsite SEO through AI. Target, 
for instance, uses generative AI and social listening to spot emerging trends on platforms 
like TikTok and quickly adjust their digital merchandising and content to match those trends​ 
retaildive.com​retaildive.com. In one case, when a leopard-print fashion meme went viral, 
Target’s AI identified the spike in interest and the company fast-tracked related products to 
their website, updating listings and keywords within days (a process that used to take 
months) ​retaildive.com​retaildive.com. Capturing viral trend traffic in near-real-time is a 
significant competitive advantage enabled by AI – it helps retailers rank for trending 
searches while the demand is hot, illustrating how generative AI blurs the line between SEO 
and trend-responsive merchandising. 

Impact on Search Performance and Sales 
The adoption of generative AI in SEO is yielding measurable improvements in search 
performance and conversion outcomes for e-commerce players. By creating more 
comprehensive and relevant content, AI-optimized listings tend to rank better on both 
external search engines and internal marketplace search. Retailers report that products with 
AI-enhanced descriptions and metadata enjoy improved organic rankings and visibility. For 
example, AI21 Labs noted that automating on-page SEO elements (titles, meta-descriptions, 
alt text) across a large catalog can meaningfully boost click-through rates and search engine 
impressions, simply because every page is fully optimized 
​blog.venturemagazine.net​ai21.com. Importantly, these gains are achieved at a scale that 
manual SEO could never cover page-by-page. 

Generative AI is also linked to higher conversion rates once customers land on a page. 
Rich, informative content created by AI can answer shoppers’ questions and alleviate doubts 
directly on the product page, reducing the need to leave or conduct additional searches. 
Amazon observed that enhancing listings with AI-generated A+ rich content (detailed product 
stories, comparison charts, etc.) can raise sales conversion by as much as 
20%​aboutamazon.com. Similarly, across various brands using conversational AI (like 
chatbots integrated into the shopping experience), there have been 10x improvements in 
conversion in some cases when customers engage with AI-provided assistance compared 

https://www.pymnts.com/artificial-intelligence-2/2024/walmart-other-retailers-tap-ai-powered-tools-to-personalize-consumer-journey/#:~:text=Retailers%20are%20adopting%20a%20search,told%20PYMNTs%20in%20an%20interview
https://www.vktr.com/ai-technology/the-impact-of-generative-ai-on-e-commerce-search/#:~:text=personalized%20product%20recommendations%20by%20leveraging,Lucidworks%2C%20pointed%20out%20in%20the
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https://www.vktr.com/ai-technology/the-impact-of-generative-ai-on-e-commerce-search/#:~:text=leveraging%20the%20user%27s%20past%20behavior%2C,if%20the%20query%20is%20vague
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https://www.retaildive.com/news/target-generative-ai-articial-intelligence-social-media/742468/#:~:text=leopard,Gomez%20said%20during%20the%20call
https://www.retaildive.com/news/target-generative-ai-articial-intelligence-social-media/742468/#:~:text=leopard,Gomez%20said%20during%20the%20call
https://www.retaildive.com/news/target-generative-ai-articial-intelligence-social-media/742468/#:~:text=unlike%20anyone%20else
https://blog.venturemagazine.net/how-generative-ai-is-transforming-seo-for-e-commerce-success-e54d959a3207#:~:text=Automating%20SEO%20Metadata%20for%20Improved,Search%20Rankings
https://www.ai21.com/blog/generative-ai-in-ecommerce-seo/#:~:text=%23%20On
https://www.aboutamazon.com/news/innovation-at-amazon/amazon-generative-ai-seller-growth-shopping-experience#:~:text=Brands%20on%20Amazon%20are%20able,and%20generate%20captivating%20and%20authentic


 

to a generic browsing experience​mytotalretail.com. While chatbots are slightly outside 
traditional SEO, they highlight how AI-driven content delivery (e.g. instant Q&A on product 
pages) can boost user satisfaction and buying decisions, metrics which marketplaces closely 
track. 

From an operational perspective, generative AI is driving significant efficiency gains that 
indirectly benefit SEO. Walmart reported that AI-based search and merchandising freed up 
roughly “60% of merchandisers’ time” that was previously spent tweaking search rules and 
keywords, allowing them to focus on strategic improvements​pymnts.com. This means more 
resources can be allocated to improving content quality and user experience, creating a 
virtuous cycle for SEO. Additionally, AI can optimize a far greater share of search queries 
than manual methods – one expert noted that human teams usually only manage to optimize 
the top 5% of search queries on a large e-commerce site, whereas an AI-driven approach 
can learn from and tailor results for virtually 100% of queries​pymnts.com. Covering this “long 
tail” of searches means customers more often find what they need, leading to better 
retention and more sales from organic search traffic. 

In summary, the search performance impact of generative AI in e-commerce is 
multifaceted: higher rankings through better content and technical SEO, improved 
click-through and conversion through richer and more targeted page content, and increased 
efficiency allowing broader SEO coverage. These translate into tangible business outcomes 
like traffic growth and revenue lifts. It’s worth noting, however, that these benefits depend on 
deploying AI thoughtfully – which requires addressing certain challenges discussed next. 

Key Trends and Innovations: US vs. European Markets 
Generative AI in e-commerce SEO has gained significant traction in the United States, with 
large marketplaces pioneering many of the innovations. Amazon and Walmart, in particular, 
have been early adopters of AI for both content and search. By 2024, Amazon reported over 
400,000 sellers globally had already used its generative AI listing tools to create product 
content​aboutamazon.com. The U.S. market has seen rapid rollout of AI features on major 
platforms – from Amazon’s one-click AI listing generator to Walmart’s AI-enhanced site 
search that handles natural language queries​pymnts.com. There’s also a trend of integrating 
AI into customer-facing features: Amazon launched AI-generated review highlights that 
summarize common sentiments from user reviews to help shoppers make 
decisions​aboutamazon.com​aboutamazon.com, and Walmart’s mobile app uses AI to let 
customers search by speaking or by describing a scenario (like the “watch party” example), 
bridging the gap between search and concierge-like assistance​pymnts.com. 

In the European and UK markets, the adoption of generative AI for SEO is also underway, 
though with some differences in focus. European e-commerce companies have been keen 
on multilingual content generation – using AI to translate and localize product listings 
across the continent’s diverse language markets​ai21.com. For instance, a single AI content 
model can output product descriptions in English, French, German, and Italian with 
consistent quality and branding, which is invaluable for marketplaces operating EU-wide. 
Shopify, a platform popular with many European online stores, introduced built-in generative 
AI tools (such as “Shopify Magic”) to help merchants automatically write or improve product 
descriptions, signaling widespread availability of AI assistance down to small and mid-sized 
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retailers ​upu.int. In fact, in markets like Hungary, 43% of online store owners surveyed 
identified increasing purchase frequency as a key challenge, and platforms like Shoprenter 
and Shopify are providing generative AI features to address content quality and 
personalization as part of the solution​upu.int. 

A notable trend in Europe is attention to AI governance and data privacy. European 
regulators and companies are cautious about how AI uses customer data, given laws like 
GDPR. Personalization via AI in Europe often has to be done in a privacy-compliant manner 
(e.g., using anonymized or session-level data), and there’s interest in AI transparency – 
possibly labeling AI-generated content or ensuring it meets truthful and non-biased 
standards. The EU is also moving toward an AI Act that could impact how generative models 
are used in consumer contexts. This regulatory environment means European retailers might 
lag slightly in deploying highly personalized AI content (compared to US retailers who freely 
leverage detailed user data for AI models) or they might favor on-premise AI solutions to 
keep data in-house. Still, European retail leaders (including global players like Zalando) are 
actively exploring generative AI: Zalando’s engineering team, for example, is using AI to 
extract product attributes from images and assist copywriters in producing consistent, 
error-free product content faster​engineering.zalando.com​engineering.zalando.com. This 
shows an emphasis on quality and efficiency in content creation – a universal goal shared 
with US counterparts, but often European teams place extra focus on precision and 
compliance when implementing AI. 

In summary, U.S. e-commerce markets are leading in aggressive AI integration for SEO, 
emphasizing speed, scale, and direct impact on the customer experience (search and 
discovery). European markets are embracing the same technologies, with a keen eye on 
multi-language capabilities and regulated implementation. Both regions see AI-driven 
personalization and content generation as key to staying competitive, but they may 
implement them at slightly different paces or with different guardrails. Notably, across both 
US and Europe, industry reports show that we are still in relatively early days – as of 2023, 
fewer than 15% of retail companies in the EU had adopted any AI tools for 
e-commerce​statista.com, suggesting a huge growth opportunity in the next few years as 
generative AI proves its value and becomes more accessible. 

Challenges in Implementing Generative AI for 
Large-Scale Listings 
Implementing generative AI in SEO for large e-commerce catalogs is not without challenges. 
Organizations have encountered several pain points in scaling these technologies across 
tens or hundreds of thousands of product pages: 

●​ Content Accuracy and Quality Control: Perhaps the most critical concern is that 
AI-generated content can sometimes be inaccurate or misleading if not properly 
guided. Large language models might “hallucinate” – for example, inventing a 
product feature that doesn’t exist or exaggerating a benefit – which is unacceptable 
in product descriptions. Ensuring factual correctness (e.g., specifications, ingredients, 
dimensions) is paramount for categories like Electronics or Food & Beverages, where 
mistakes can mislead customers or even pose safety issues. Beauty brands must 
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also be cautious that AI doesn’t generate claims that violate regulations (like medical 
claims for cosmetics). Therefore, robust governance and human review are 
required to vet AI outputs​martechedge.com. Many companies mandate that 
copywriters or merchandisers approve or edit AI-generated text before it goes live, 
which can slow down processes and complicate the AI scalability promise if not 
managed efficiently.​
 

●​ Maintaining Brand Voice and Uniqueness: While AI can mimic writing style, there’s 
a risk of content becoming too generic if the model’s output isn’t finely tuned. 
E-commerce marketplaces thrive on rich content that differentiates products and 
embodies brand identity. An out-of-the-box AI might produce grammatically correct 
but bland descriptions that lack the brand’s personality. Worse, if multiple sellers or 
brands use similar AI tools, their content could start to look homogenous, offering no 
SEO advantage. Ensuring the AI is trained on brand-specific language guidelines or 
stylebooks is a challenge that requires technical and creative effort. As noted by SEO 
experts, “over-reliance on AI can lead to generic, uninspired content that doesn’t 
resonate with audiences,” underscoring the need for a balance between automation 
and human creativity​searchatlas.com.​
 

●​ Scale vs. Consistency Issues: Generating content at scale is a double-edged 
sword. AI can produce thousands of pages, but maintaining consistency and 
avoiding duplication across that content is challenging. Large marketplaces often 
have many similar products (variants, bundles, successive models), and AI could 
inadvertently create very similar descriptions for them, risking duplicate content flags 
or a poor user experience. Traditional SEO would have one author oversee a 
category to ensure variety and coherence; with AI, scaling up means one needs 
programmatic ways to ensure each page still has unique value. Maintaining the 
“delicate balance… to keep content consistent and unique” as the product count 
grows is cited as a core challenge for ecommerce SEO​ai21.com.​
 

●​ Data and Model Management: The effectiveness of generative AI for SEO heavily 
depends on the quality of data it’s given. E-commerce data (product specs, 
attributes, inventory) might be messy or incomplete. AI models need up-to-date and 
clean product information – “garbage in, garbage out” applies​vktr.com. Large retailers 
must invest in data pipelines to feed AI models accurate info (like ensuring a model 
knows the latest pricing, stock status, or technical specs), possibly requiring a 
retrieval-augmented generation (RAG) approach that connects the model to 
databases​vktr.com. Additionally, the underlying AI models need maintenance: as new 
products launch or trends change, models might need retraining or fine-tuning. 
Companies face the challenge of whether to use third-party AI services (which might 
not know their domain specifics) or build custom models (which is 
resource-intensive). Keeping AI tools aligned with search engine algorithm 
updates is another issue – search algorithms (Google, Bing, Amazon’s A9/A10) 
continually evolve, and ensuring the AI’s output still aligns with SEO best practices 
(e.g., not inadvertently keyword-stuffing or violating new content guidelines) requires 
vigilance​searchatlas.com.​
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●​ Integration and Workflow Changes: Implementing AI at scale means changing 
established workflows for content creation and SEO. Teams may need to adopt new 
tools in Seller Central or CMS platforms, learn prompt engineering for best results, 
and adjust their QA processes. There can be internal resistance or skill gaps – 
e.g., copywriters might fear being replaced or may need training to become AI editors 
rather than sole authors. Also, deploying AI in enterprise environments involves 
collaboration between IT, content, and marketing departments, which can be slow. 
Ensuring that AI outputs actually get published (or recommendations actually get 
implemented) without bottlenecks is as much an organizational challenge as a 
technical one.​
 

●​ Regulatory and Ethical Concerns: Especially relevant for Europe and for large 
brands, there are questions around content liability and disclosure. If an AI generates 
an inaccurate claim or uses phrasing too similar to a competitor’s content (potentially 
raising plagiarism issues), who is responsible? Marketplace policies might also 
evolve – for instance, if generative content leads to a flood of low-quality pages, 
search engines or platforms might penalize that. Google’s stance (as of 2024) is that 
AI-generated content is not penalized per se, as long as it’s helpful and high 
quality​writesonic.com. Nonetheless, brands remain cautious. Additionally, using 
customer data to personalize content must be done ethically and in line with privacy 
laws. AI-driven personalization might inadvertently reveal things to customers (like 
inferring something about them that they didn’t explicitly share), which could be seen 
as creepy or intrusive. These considerations form a layer of ethical complexity that 
SEO teams now have to consider alongside traditional SEO factors.​
 

Strategies and Technologies to Overcome Challenges 
Despite the challenges, e-commerce leaders are developing effective strategies and 
leveraging new technologies to harness generative AI for SEO successfully: 

●​ Human Oversight and Hybrid Workflow: The consensus is that AI works best with 
a “human in the loop.” Companies are combining AI efficiency with human 
judgment by using AI for first drafts or bulk updates, then employing editors or SEO 
specialists to refine and approve the content​searchatlas.com. This ensures that 
brand voice and accuracy are preserved. For example, a workflow might have AI 
generate a batch of 100 product descriptions, and then a content editor reviews 
them, tweaking language and fixing any factual errors. This augmented approach is 
scalable (one editor can oversee far more pages than they could write from scratch) 
yet maintains quality. Teams also set up guidelines for AI usage, such as forbidden 
words/phrases, tone of voice parameters, and compliance checklists, to 
systematically catch issues. In practice, many marketplaces have built AI review tools 
that flag potentially problematic outputs (e.g., mentions of “best” or “cure” that might 
breach regulations) so that humans can correct them before 
publishing​martechedge.com.​
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●​ Customizing and Training AI Models: To avoid generic output, large brands are 
investing in training AI on proprietary data. This can include feeding the model with 
a library of past high-performing content, using brand style guides, and even 
fine-tuning on industry-specific vocabulary (for instance, Beauty industry models 
might be trained on terms for shades, scents, and skin benefits). AI21 Labs notes 
that LLM-based generators “can be tailored to each specific company’s needs” by 
training them to follow desired format, length, and tone​ai21.com. Many companies 
work with AI vendors to create a fine-tuned model that “speaks” in the brand’s voice. 
This way, the output requires fewer edits and inherently aligns with brand identity. 
Additionally, companies often maintain a list of unique selling points and keywords 
for their products that the AI is instructed to include. This helps differentiate the 
content. Using smaller, domain-specific models or prompt templates for different 
categories (one for Electronics, one for Beauty, etc.) can also improve relevance and 
reduce errors because the AI operates within a narrower context.​
 

●​ Retrieval-Augmented Generation (RAG) for Accuracy: To address factual 
accuracy, many e-commerce AI implementations use retrieval-augmented 
generation, where the AI model is coupled with a real-time information retrieval 
system. When generating content, the AI first fetches relevant data (product specs, 
inventory info, user reviews) from trusted sources, and then crafts the text based on 
that data​vktr.com​vktr.com. This ensures that, for example, a product description or 
answer to a customer question is grounded in the actual product database and not 
just the model’s general training. By leveraging knowledge graphs or product 
databases, the AI can include up-to-date details like, “Available in 5 colors” or 
“compatible with devices running iOS 15 or later,” which it might not reliably know 
from general training. Some marketplaces have built knowledge panels the AI must 
reference, effectively keeping one foot on solid ground. This strategy dramatically 
reduces hallucinations and builds trust that the AI content is as accurate as the 
underlying data. The VKTR report on AI in e-commerce search emphasizes the 
importance of “clean and well-organized data” and integrating internal knowledge 
bases to improve AI results​ vktr.com​vktr.com.​
 

●​ Programmatic SEO and Dynamic Page Generation: Aided by AI, companies are 
revisiting programmatic SEO strategies – creating large numbers of pages targeting 
long-tail queries – with far more confidence. Historically, programmatic pages (e.g. 
auto-generated content for every city or for every product comparison) often ran afoul 
of quality guidelines due to thin or duplicated content. Now, generative AI can fill 
these pages with richer content. For instance, an electronics retailer might 
programmatically generate “comparison” pages for every pair of smartphone models, 
using AI to write a summary of differences based on their specs. AI21 Labs gives the 
example of generating unique summaries for thousands of books to target “[Book 
Name] summary” keywords​ai21.com. Key to overcoming past pitfalls is ensuring 
each page is truly useful – the AI might incorporate user reviews or expert opinions 
(sourced via RAG) to add value beyond just what’s on the product page. Strategies 
include using templated but variable prompts (so not every page reads the same) 
and continuously monitoring engagement metrics to prune pages that aren’t 
performing. With AI, the cost of creating and updating these pages is low, so 
companies can afford a bit of trial and error, then focus on the programmatic pages 
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that gain SEO traction.​
 

●​ Continuous Optimization and AI Feedback Loops: To keep up with changing 
trends and algorithms, companies are setting up feedback loops where 
AI-generated content is continuously tested and improved. SEO teams use A/B 
testing on AI vs. human content to see which performs better in search rankings and 
conversions, then use those insights to refine the AI’s approach. If certain phrasing or 
content elements consistently drive more traffic (or if Google’s algorithms start 
favoring a certain content structure), those findings can be fed back into the prompt 
design or model training. Moreover, generative AI itself can be used to analyze 
performance: some are using AI to parse SEO analytics and suggest optimizations 
(like identifying pages with high impressions but low clicks and then regenerating 
meta descriptions for them). This agile approach means challenges like seasonality 
are easier to manage – AI can quickly refresh thousands of product descriptions for 
holiday season keywords and then revert or adjust for spring, based on real-time 
data of what shoppers search for​ai21.com​ai21.com. By aligning AI content updates 
with SEO analytics, retailers overcome the challenge of static content in a dynamic 
search environment.​
 

●​ Focus on Data Privacy and Compliance: To tackle privacy concerns, companies 
are implementing privacy-by-design in their AI personalization strategies. One 
strategy is to do more personalization on-device or on-session (so the data isn’t 
persisted in a way that violates privacy). Another is simply being transparent – e.g., 
letting users know an AI is being used to assist them and ensuring they have 
consented to any data use. Some European retailers choose self-hosted AI solutions 
so that customer data isn’t sent to third-party servers for text generation. On the 
compliance front, to avoid regulatory issues with AI content, brands often limit AI to 
informational and descriptive content and avoid making subjective claims or 
anything that requires regulatory approval. For example, an AI description for a food 
product will stick to facts about ingredients and taste notes, and not venture into 
health claims. By programming these boundaries, companies mitigate risks. 
Internally, many are establishing AI ethics committees or guidelines, which is a 
new kind of governance in SEO teams – ensuring the output aligns with advertising 
standards, cultural sensitivities (important for global markets), and accessibility (like 
making sure AI-generated text still works well with screen readers, etc.). These 
measures help overcome the trust and safety challenges of generative content.​
 

●​ Vendor and Tool Selection: Technologically, overcoming challenges often comes 
down to choosing the right tools. Some e-commerce players partner with specialized 
AI SaaS providers that understand e-commerce contexts (for example, feed 
management tools with AI copywriting features, or SEO platforms that integrated 
GPT-like models). Others leverage open-source models, fine-tuning them internally 
to have more control. There is also emerging tooling for AI content detection and 
evaluation – essentially QA for AI. Using these, teams can automatically detect if 
any AI-written text is too similar to existing web content (to avoid plagiarism) or if it 
reads unnaturally, before it goes live. In essence, the tech stack around generative AI 
in SEO is evolving to provide more safety nets and customization options, and savvy 
teams combine multiple technologies to address each pain point: one for accuracy 
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(RAG), one for style (fine-tuning), one for compliance (filters and checks), and so on.​
 

By applying these strategies, large marketplaces are largely overcoming initial hurdles and 
are beginning to treat generative AI as a standard part of the SEO toolkit – much like content 
management systems or analytics platforms – albeit one that requires new skills and 
vigilance. 

Actionable Recommendations for Brands and 
E-Commerce Teams 
For brands and e-commerce teams looking to capitalize on generative AI in SEO, here are 
actionable recommendations based on industry learnings: 

1.​ Start with AI-Assisted Content Creation: Begin integrating AI by using it to draft 
product content – titles, descriptions, bullet points – especially for listings that have 
sparse or subpar text. Leverage available tools (Amazon’s built-in AI listing optimizer 
or third-party platforms) to generate first drafts​searchengineland.com. Ensure your 
team reviews these outputs for accuracy and tone, but expect significant time 
savings. Early adopters have found that AI can handle the heavy lifting of writing, 
freeing experts to focus on refinement​searchengineland.com​searchengineland.com.​
 

2.​ Maintain a Human Touch – Implement Quality Control: Always implement a 
review workflow for AI content. Create a checklist for your editors to verify facts 
(dimensions, materials, etc. against product specs) and to adjust the tone to fit your 
brand. Use AI as a starting point, not the final arbiter – a balanced AI+human 
approach will yield the best results​searchatlas.com​searchatlas.com. Over time, track 
where editors make frequent changes and feed that back to improve the AI (e.g., 
adjust the prompt if the AI often writes something off-mark). This human-in-the-loop 
process ensures quality remains high.​
 

3.​ Customize the AI to Your Brand and Category: Invest time in training or 
configuring the AI for your specific needs. Provide the AI with examples of your 
best converting content so it learns your style. Many AI tools allow custom 
instructions – use them to enforce things like “mention our 100% natural ingredients” 
for beauty products or “use a friendly, casual tone” for a youth-oriented brand. By 
tailoring the AI’s output, you overcome the generic content issue and preserve a 
distinct voice​blog.venturemagazine.net​ai21.com. If you operate in multiple 
categories, consider different tone presets (e.g., authoritative for electronics, 
enthusiastic for cosmetics).​
 

4.​ Leverage AI for Keyword Research and SEO Insights: Generative AI isn’t only a 
content writer; it can analyze data too. Use AI to identify emerging keywords, 
questions, and trends from search query reports, social media, and customer 
reviews. For example, an AI model can quickly summarize hundreds of reviews to 
highlight commonly mentioned product strengths – incorporate those keywords and 
selling points into your listings (possibly even via an AI-generated FAQ 
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section)​ai21.com. AI can also help you perform competitor content analysis to find 
gaps. These insights will help you target the right long-tail queries and user intents 
that traditional keyword tools might miss.​
 

5.​ Implement AI-Powered Personalization Carefully: Experiment with personalized 
content in a way that enhances user experience. For instance, use AI to generate 
personalized product recommendations or dynamic headlines on your site based on 
customer segments​vktr.com. However, be cautious about privacy – ensure you’re 
using data the customer has consented to and that the personalization is helpful, not 
invasive. Start with broad segments (e.g., “gift shoppers” see gift-oriented copy) 
before moving to one-to-one personalization. Monitor engagement and be ready to 
adjust if something isn’t resonating.​
 

6.​ Use Structured Data and Feeds to Ground the AI: Provide your generative AI 
tools with the best possible data foundation. Maintain up-to-date, structured 
product feeds that the AI can draw from. For example, ensure all your product 
attributes (size, color, compatibility, etc.) are complete and accessible. Consider 
using a retrieval approach – some AI systems allow you to plug in a database or a 
knowledge base. By doing this, you greatly reduce errors because the AI will pull the 
factual content from your data before generating text​vktr.com. This step will improve 
the accuracy of your AI content and protect your SEO from misinformation.​
 

7.​ Monitor SEO Performance and Algorithm Changes: Keep a close eye on how 
your AI-generated content is performing. Track indexation rates, rankings, 
click-through rates, and conversion for pages with AI content versus those without. If 
you see positive results, expand the AI usage; if certain pages drop in ranking, 
investigate and refine the content (it might need more depth or a different angle). 
Stay informed about search engine updates – for instance, Google’s move towards 
AI-generated search snippets (SGE) might reward content that succinctly answers 
questions​ai21.com. Adjust your strategy accordingly, perhaps by using AI to generate 
rich FAQ sections or concise summaries on pages to cater to these new result types. 
In essence, treat AI content as you would human content – continuously optimize it 
based on data.​
 

8.​ Scale Up Programmatically but Prudently: Once comfortable with AI outputs, 
consider scaling your SEO with programmatic pages powered by AI (for example, 
location-specific pages, use-case-specific landing pages, or extensive FAQs). 
Generative AI can help fill these pages with unique, relevant content​ai21.com. 
However, roll out gradually and test. Don’t index thousands of new pages at once 
without quality assurance – search engines will still expect each page to be valuable. 
Use analytics to identify which programmatic pages gain traction and which can be 
pruned or improved. This approach can massively expand your search footprint, 
especially for long-tail queries, while remaining in line with quality guidelines if done 
thoughtfully.​
 

9.​ Invest in Team Training and Process Adaptation: To truly benefit from AI, invest in 
training your team. Educate your content writers and SEO analysts on how to use 
AI tools effectively – how to craft good prompts, how to fact-check AI, and how to 
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inject creativity into AI drafts. Encourage a culture of seeing AI as a collaborator. 
Additionally, update your processes: for example, redefine the content production 
timeline to incorporate an AI drafting stage and an editorial revision stage. Set new 
KPIs, such as turnaround time for publishing a new product page, to reflect AI’s 
contribution. By making AI integration part of the team’s objectives (not just a 
novelty), you ensure sustained usage and improvements.​
 

10.​Stay Ethical and Customer-Focused: Finally, always align your AI SEO strategy 
with user experience and ethical practices. Generative AI should ultimately 
enhance the shopping experience – so prioritize content usefulness and 
transparency. If AI helps summarize reviews or provide virtual shopping assistance, 
make that clear to users and invite their feedback. Avoid the temptation to oversell or 
create content purely for search engines; focus on informing and engaging the 
customer. Satisfied customers lead to better engagement metrics, which feed back 
into SEO success. As one expert succinctly put it, the goal is “creating value-driven, 
contextually relevant content that aligns with user intent,” which AI can help achieve 
when guided correctly​blog.venturemagazine.net. Keep that principle at the core of 
your AI SEO initiatives.​
 

By following these recommendations, brands can navigate the generative AI revolution in 
SEO with confidence. Early movers who combine the efficiency of AI with strategic oversight 
are seeing improved rankings, higher conversions, and faster content velocity – critical 
advantages in the competitive e-commerce arena​searchengineland.com​aboutamazon.com. 
The key is to treat generative AI as a powerful new tool in the SEO toolkit: one that 
augments human creativity and scale, rather than replaces it, and one that requires 
continuous learning and adaptation to fully realize its potential. 

Conclusion 
Generative AI has become a catalyst for evolving SEO strategies on large e-commerce 
platforms. Traditional SEO practices are being enhanced – and in some cases transformed – 
by AI’s ability to generate content, optimize it on the fly, and personalize the shopping 
experience at scale. The past five years have seen major marketplaces like Amazon and 
Walmart lead the way in deploying these technologies to streamline seller workflows and 
delight customers with more relevant search results​searchengineland.com​pymnts.com. In 
the US, rapid innovation has delivered AI-written product pages and AI-curated shopping 
experiences, while Europe is catching up with multi-language content generation and 
careful, compliance-minded adoption​upu.int. Along with the successes have come 
challenges in accuracy, brand consistency, and ethical deployment, but forward-thinking 
teams are addressing these with a mix of human oversight, data grounding techniques, and 
iterative optimization​searchatlas.com​vktr.com. 

For consumer brands in Beauty, Electronics, Food & Beverages – and indeed any category 
– the implications are clear: embracing generative AI can significantly amplify SEO efforts, 
but it must be done strategically. Brands that use AI to support their content teams can 
achieve more consistent, comprehensive, and up-to-date product listings than ever 
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before, which not only improves organic search performance but also enhances the overall 
shopper experience. The technology enables tackling the long tail of content needs (from 
niche FAQs to seasonal tweaks) that were previously impractical to address 
manually​ai21.com​ai21.com. It also opens new frontiers, such as conversational commerce 
and AI-driven search, which blur the line between SEO and customer service. 

As we move beyond 2025, we can expect generative AI to become a standard component of 
SEO strategy for large e-commerce players. The competitive bar for “optimized content” will 
rise as AI makes basic optimization ubiquitous. The winners will be those who leverage AI 
not just to scale content, but to elevate the quality and relevance of that content in ways 
that genuinely connect with consumers. By continuously aligning AI capabilities with user 
intent, market trends, and ethical best practices, brands and e-commerce teams can ensure 
they ride the generative AI wave to higher rankings, greater customer engagement, and 
robust e-commerce growth. 

Sources: 

●​ McKinsey – The economic potential of generative AI (2023): on AI’s role in SEO and 
marketing​mckinsey.com​mckinsey.com​
 

●​ SearchEngineLand – Amazon sellers can now use AI to write product titles, 
descriptions... (2023): on Amazon’s one-step AI listing 
generation​searchengineland.com​searchengineland.com​
 

●​ AboutAmazon News – 5 new generative AI tools to accelerate seller growth... (2024): 
on Amazon’s 400K sellers using AI, bulk listing tool, and A+ content 
generation​aboutamazon.com​aboutamazon.com​
 

●​ PYMNTS.com – Walmart’s AI Push (2024): on Walmart’s generative AI search and 
personalized results (football party example, 60% time 
savings)​pymnts.com​pymnts.com​
 

●​ VentureBeat (Optidan AI) – How Generative AI is Transforming SEO for E-commerce 
(2024): on shifting from keyword stuffing to intent-focused AI content, product 
description scaling​blog.venturemagazine.net​blog.venturemagazine.net​
 

●​ AI21 Labs – The Use of Generative AI in Ecommerce SEO (2023): on challenges of 
scale, multi-language content, and programmatic SEO with AI​ai21.com​ai21.com​
 

●​ SearchAtlas – Overcoming the Challenges in AI-Driven SEO (2024): on balancing AI 
automation with human oversight, staying updated with algorithms, and data 
ethics​searchatlas.com​searchatlas.com​
 

●​ Retail Dive – Target leans on generative AI to capture trends (2025): on Target using 
AI for trend detection and rapid product curation (TikTok 
example)​retaildive.com​retaildive.com​
 

https://www.ai21.com/blog/generative-ai-in-ecommerce-seo/#:~:text=2
https://www.ai21.com/blog/generative-ai-in-ecommerce-seo/#:~:text=Generative%20AI%20can%20also%20serve,while%20retaining%20the%20original%20structure
https://www.mckinsey.com/capabilities/mckinsey-digital/our-insights/the-economic-potential-of-generative-ai-the-next-productivity-frontier#:~:text=,user%20preferences%2C%20behavior%2C%20and%20purchase
https://www.mckinsey.com/capabilities/mckinsey-digital/our-insights/the-economic-potential-of-generative-ai-the-next-productivity-frontier#:~:text=,achieving%20higher%20website%20conversion%20rates
https://searchengineland.com/amazon-sellers-ai-product-titles-description-431969#:~:text=Amazon%20is%20rolling%20out%20enhanced,advertisers%20create%20better%20product%20listings
https://searchengineland.com/amazon-sellers-ai-product-titles-description-431969#:~:text=can%20submit%20it%20directly%20to,Amazon%20catalog%20as%20it%20is
https://www.aboutamazon.com/news/innovation-at-amazon/amazon-generative-ai-seller-growth-shopping-experience#:~:text=In%202023%2C%20Amazon%20began%20dramatically,new%20bulk%20listing%20workflow%2C%20sellers
https://www.aboutamazon.com/news/innovation-at-amazon/amazon-generative-ai-seller-growth-shopping-experience#:~:text=Brands%20on%20Amazon%20are%20able,and%20generate%20captivating%20and%20authentic
https://www.pymnts.com/artificial-intelligence-2/2024/walmart-other-retailers-tap-ai-powered-tools-to-personalize-consumer-journey/#:~:text=%E2%80%9CThe%20thing%20we%E2%80%99re%20most%20excited,%E2%80%9D
https://www.pymnts.com/artificial-intelligence-2/2024/walmart-other-retailers-tap-ai-powered-tools-to-personalize-consumer-journey/#:~:text=AI%20is%20revolutionizing%20search%20experiences,on%20tasks%20that%20boost%20sales
https://blog.venturemagazine.net/how-generative-ai-is-transforming-seo-for-e-commerce-success-e54d959a3207#:~:text=Generative%20AI%20is%20transforming%20SEO,SEO%20more%20efficient%20and%20focused
https://blog.venturemagazine.net/how-generative-ai-is-transforming-seo-for-e-commerce-success-e54d959a3207#:~:text=One%20of%20the%20biggest%20pain,That%E2%80%99s%20where%20AI%20comes%20in
https://www.ai21.com/blog/generative-ai-in-ecommerce-seo/#:~:text=greater%20challenges%20than%20regular%20companies
https://www.ai21.com/blog/generative-ai-in-ecommerce-seo/#:~:text=Through%20Programmatic%20SEO%2C%20a%20business,key%20phrases%20on%20search%20engines
https://searchatlas.com/blog/challenges-in-ai-seo/#:~:text=Balancing%20AI%20Automation%20with%20Human,Oversight
https://searchatlas.com/blog/challenges-in-ai-seo/#:~:text=Combining%20AI%20Tools%20with%20Human,Expertise
https://www.retaildive.com/news/target-generative-ai-articial-intelligence-social-media/742468/#:~:text=leopard,Gomez%20said%20during%20the%20call
https://www.retaildive.com/news/target-generative-ai-articial-intelligence-social-media/742468/#:~:text=unlike%20anyone%20else
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