
 



 

ChatGPT's New Web Browser's Implications on Future 
Marketing 
Atlas is here. What is it?​
Atlas is OpenAI’s new web browser that embeds ChatGPT directly into the browsing 
experience, turning the traditional “search → click → browse” workflow into an assistant-first 
discovery loop. Instead of relying solely on the classic SERP, Atlas combines an AI-first “new 
tab” search (prompt → synthesis → action) with conventional address-bar search, while still 
allowing users to select a default search engine—meaning traditional search and publisher 
environments remain part of the journey. 

In practice, Atlas functions as the bridge between AI and the open web. ​
​
It keeps the assistant present while users research, compare, and shop, accelerating the 
transition from intent to decision. For marketers, this matters because Atlas underscores the 
importance of AI visibility and structured, trustworthy content that is easy for an assistant to 
extract, while still allowing adjacent advertising to persist through the underlying web and default 
engine selection. 

With the launch of Atlas, OpenAI has moved from “chat as a destination” to assistant-first 
discovery and commerce across three layers: 

●​ Search: ChatGPT Search + Atlas’s AI-first “new tab” search shifts discovery from the 
traditional Google list to conversational answers with sources and tighter loops between 
query → synthesis → action. 

●​ Shopping: ChatGPT now supports shopping-style results, Shopping Research, and 
Instant Checkout (in-chat and in-browser purchasing). 

●​ Monetization & advertising: Officially, ChatGPT’s shopping product results are 
explicitly not ads and not influenced by partnerships. 

○​ Currently, monetization is most clearly tied to transaction fees on Instant 
Checkout, not paid placement. 

○​ Ads can still appear in the user journey, though. ChatGPT does this through the 
underlying web (publisher ads) and whatever default search engine a user 
selects in Atlas. 

○​ OpenAI has not announced a search/chat ads product for shopping/browsing 
services. However, I would expect a rollout of this service to come sooner rather 
than later 

 
 



 
The core shift: ​
​
Discovery and commerce are moving from SERP led research to AI chat experiences following 
a prompt -> research -> action format. This compresses funnels and elevates the importance of 
AI visibility as a performance lever alongside traditional PPC and SEO. 

Commerce is now a guided funnel inside of ChatGPT. Shopping search curates consumer 
research and product purchases without ever needing them to interact with a landing page, this 
reduces brand ownership over the buying experience and will force businesses to rethink how 
they structure their CRM.  

CVAC is ensuring that B2B, B2C, and CPG brands are not left in the past. ​
​
AI developers are roaring into 2026, and so are we. Our seasoned team of professionals are 
bringing modern advertising solutions to clients through discoverable, high-quality content 
production, AI-forward web development, expanding social media influence, and curating the 
2026 AI playbook for each of our clients. The competitive edge has shifted from “who has 
the most efficient setup and bids the most,” to “who is most retrievable, trusted, 
data-complete, and transaction-ready for assistant-mediated journeys?” In 2026, it is every 
brand's responsibility to get ahead of the curve as AI plays a larger role in our work. 

New capabilities for search, shopping, and ad surfaces 

Atlas Search: From Keyword Retrieval to Conversational Decisioning 

Atlas combines an AI-first search experience with conventional address-bar search. Users can 
also select their default browser. OpenAI’s Atlas release notes explicitly include the option to set 
Google as the default search engine before anything else. 

Users are trending heavily toward asking compound questions, with a “constraints + tradeoffs 
+ best use” format. This leads to fewer visits driven by traditional SERPs and more AI traffic to 
sites. This is why 2026 is the year of AI Visibility at CVAC. As the year goes on, more and more 
consumers will visit webpages via AI directories rather than your usual SERP.  

 

 

 
 



 
How ChatGPT Shopping Changes Product Discovery 

The core shopping stack follows this blueprint: Shopping inquiries in ChatGPT lead to 
shopping search results in a chat. It is important to note that OpenAI explicitly states that 
shopping searches are exclusively led by ChatGPT based on the prompt it was provided, and 
searches are not influenced by ads. ChatGPT then enters what OpenAI calls “buyer's guide 
mode,” where it begins developing a magazine-style guide to your shopping list based on the 
responses it receives from the shopping search. Once responses start to indicate that the guide 
is satisfactory, ChatGPT enters the instant checkout phase, presented as a “Buy it in ChatGPT” 
CTA. This lets the user search for a product and buy it without ever touching the manufacturer’s 
website or app. A final additional note on this blueprint, OpenAI has stated that app 
monetization is coming to ChatGPT, meaning brands will be paid to port their apps onto 
ChatGPT’s API.  

Feeds are the new Landing Page 

OpenAI’s developer documents state that they are developing a “Product Feed Specialization” 
for ChatGPT, which will be limited to approved partners and will completely rule out shopping 
landing pages. This upgrade to ChatGPT will eventually move to Atlas, where the “product feed” 
within a chat will drive shopping searches rather than the SERP, and ChatGPT will prioritize 
approved partners and advertisers. Not only will this attach products and brands to OpenAI 
monetarily (it’s a pay-to-win system), in which ChatGPT will constantly be evaluating “product 
quality” based on a rigorous list of standards. 

-​ Feed completeness (how much variety and uniqueness does your product presentation 
have) 

-​ Robust Product Descriptions  (ingredients, usage, regional availability) 
-​ Inventory and price 
-​ Shipping and customer service quality. 
-​ Trust signals (positive reviews, site/brand responsiveness). 

 

 

 

 
 



 
 

Explicit vs. Adjacent Advertising on Atlas 

To clarify: OpenAI has not announced a search ads program for Atlas, and it primarily monetizes 
ChatGPT shopping search through transaction fees. Nonetheless, Atlas allows for indirect 
search and display advertising because it defaults to Google as the search engine.  

Don't worry, there will be a search ads feature for Atlas sooner rather than later. OpenAI has 
already indicated that it intends to have paid partnerships and monetize apps within 
ChatGPT/Atlas, which means search ads are not far behind. In the interim, we need to 
aggressively push to update site SEO to improve AI visibility and conversion readiness 
for all clients. This will maximize our efficiency with regard to adjacent advertising via Atlas and 
prepare us for the eventual release of search ads features on Atlas.  

Atlas Fundamentally Changes the B2C Relationship 

Shifting Funnels & Conversions 

Discovery is rapidly shifting from broad keyword queries to conversational “jobs-to-be-done” 
prompts. This moves brand influence into the upper funnel of targeted consumers, helping 
answer questions to reduce the number of landing pages visited before making a product 
decision, or eliminating landing pages altogether via ChatGPT shopping search. Being 
suggested by an AI assistant early and often needs to be at the forefront of every brand’s 
SEO; otherwise, they will fall behind the times. 

Instant Checkout reduces traditional on-site conversions, which reduces opportunities for on-site 
upselling/cross-selling. It also affects our pixeling, as we need to set our conversions not with 
landing page visits in mind but with shopping search purchases in mind (a lot more 
adjacent/indirect advertising as opposed to explicit search ads). This does not mark the end of 
landing pages, though. Atlas and ChatGPT provide comparative analysis and favor content that 
is structured and easy to extract (this is why ChatGPT loves blog-style websites so much at the 
moment). ​
​
Websites that fail to provide substance to imagery or extensive product information will 
experience an increase in bounce rate and a drop in engagement. 

 
 



 
What Will Win With Consumers 

-​ Assistant-friendly product presentation: structured feeds + consistent attributes + 
high-quality images (this is not a CTA to use AI-generated imagery). 

-​ Trust signals: clear policies, reputable reviews, and credible third-party coverage. 
-​ Fulfillment capabilities: Atlas/ChatGPT shopping search will factor in availability, 

shipping, and returns when generating merchant recommendations. 

CRM and Data Constraints 

ChatGPT's shopping search is severely limiting merchants' ownership of the post-purchase 
journey. Shopping search does not allow merchants to sign customers up for any email 
notifications, which greatly limits post-purchase marketing capabilities. In the short term, this 
damages merchants' ability to retain customers; in the long term, it allows marketing to be a 
larger part of the pre-purchase journey. This type of constraint forces merchants to develop 
more explicit opt-in moments in areas such as account creation, newsletter/blog creation, loyalty 
systems, and pre-purchase display advertising.  

Impact on B2B Marketing Funnels 

What Changes in B2B Demand Gen 

B2B businesses will immediately suffer losses in mid-funnel conversions. This is because 
AI assistants have developed an exceptional ability to compare vendors, filter them based on 
requirements, perform ROI analysis, and summarize dense product descriptions.  

Top-funnel traffic is at serious risk of declining due to a shift from SERP research to 
generic “what is / best software/hardware for” queries driven by AI assistants. This means 
that, while product descriptions may already be dense, they need to be as descriptive as 
possible to quantify workplace impact. Atlas/ChatGPT shopping or any other AI assistant will not 
favor pages that do not emphasize and quantify workplace impact and efficiency.   

Bottom-funnel influence has significant potential to increase if businesses can follow the 
strict constraints AI assistants place on discovery. Documents, descriptions, security pages, 
pricing, integration guides, and case studies/blogs need to be AI-ready. If a page is easily 
machine-readable, the AI assistant will be inclined to suggest it to a business in initial prompts.   

 
 



 
 

Flipping the B2B Playbook 

Authority content will be king. Crisp benchmarks, purchase criteria, and when/how to use 
guidance will be heavily favored by shopping assistants in searches. As searches deepen, 
decision enablement assets will be essential to maintain authority. Industry comparisons, 
migration guides, security compliance information, procurement packets, and strong FAQs 
about all of the above will drive search results forward even after the initial prompt in a shopping 
assistant. 

CPG Marketing Implications 

Key Shifts 

CPG sits at the intersection of brand preference and retailer availability. An assistant commerce 
amplifies both by streamlining the consumer's purchase journey. Problem-to-basket inquiries are 
what AI assistants were initially developed for; CPG businesses can convert these inquiries 
into multi-item baskets that lead to higher retention rates (especially if they are willing to 
pay into OpenAI’s app partnership program when it launches). Whereas B2C and B2B are 
evaluated based on intangible qualities, CPG is streamlined in Atlas/ChatGPT Shopping’s 
algorithms to evaluate availability and substitution logic. If a consumer wants a brand, they 
will be served that brand; if that brand is not available, they will be suggested a similar one.  

Where CPG Businesses Can Capitalize 

AI assistants are programmed to synthesize information from multiple sources, so CPG 
businesses need to ensure that PDPs across all their retailers use consistent descriptions and 
attributes. Discrepancies across retailers will undermine AI discoverability. Echoing some 
of the strategy shifts highlighted in the B2B playbook, businesses can capitalize on AI 
discoverability through use-content. Recipes, how-tos, routines, roadmaps, and integrated video 
content are heavily favored by Atlas/ChatGPT shopping and other AI assistants. Despite the 
impact on search advertising, CPG brand placements experience almost no change with the 
development of Atlas and ChatGPT shopping search; most placements are already integrated 
with adjacent or indirect services. Until we understand the full impact of an Atlas/ChatGPT 
search/display ads program, there is no need for a strategy change in display advertising.  

 
 



 

PPC changes 

What PPC is losing 

With Atlas/ChatGPT shopping providing a shortlist-style prompt that removes consumers from 
SERPs, there is almost no opportunity for classic search ad impressions. The only way to 
acquire these impressions would be through indirect advertising via merchant landing pages 
and search pages. The funnel becomes even tighter with the introduction of instant checkout, 
with page-view-based retargeting capabilities docked because consumers no longer need to 
visit a merchant page to make a purchase.  

What PPC Keeps 

Atlas still supports traditional search engines as defaults, which means conventional search ads 
still have a place on it (hooray! for now), but as soon as a consumer enters the AI assistant, that 
capability goes away. This can be supplemented through paid social, however. Remember, 
OpenAI stated that advertising does not play a role in shopping searches; they did not state that 
paid social doesn’t, though. Paid social will play an incredibly important role in curating 
Atlas/ChatGPT shopping searches to place brands at the forefront of search results. AI 
Assistants take Social Media activity, following, and interactions into account when creating 
shopping lists. This means that through paid social, we can increase our AI visibility in shopping 
searches, assuming we reach the right audiences and put out substantive paid content that 
builds trust (long-form content, blog posts, etc.).  

PPC Strategy Going Forward 

Defensive brand coverage is non-negotiable, as brand searches still capture high-intent top and 
mid-funnel searches. What this truly impacts is the type of creative we put out in search and 
display advertising. ChatGPT and other AI assistants are obsessed with practical 
“problem/solution” content; they are constantly looking for what could be most useful to the 
consumer based on their prompt. PPC ad text needs to shift from “buy product” to “[use 
for] [product] [in situation]” to better align with ChatGPT shopping searches and train 
search engines to favor this type of CTA. As it has already been covered in the introduction 
and previous pages, there needs to be an AI-friendly landing page to support this that has a 
high visibility rating for Atlas/ChatGPT shopping search to find.  

 
 



 

Shifting from Search Engine Optimization to AI 
Discoverability Optimization 

SEO’s Core Shift: From Rankings to Extractability 

Classic SEO is optimized for SERP rank and CTR. This has changed dramatically with AI 
discoverability, as ChatGPT and other AI assistants follow a different set of standards. 
Googlebot, as the primary SEO authority, places a lot of emphasis on informational consistency 
and uniqueness.​
​
 This means you don’t need super-expensive information; as long as you have unique creative 
content, substantive meta descriptions, and page text (along with some technical discovery 
features), you are generally fine. AI is focused on information completeness and data 
cleanliness. To maximize AI discoverability, businesses need extensive page text and meta 
descriptions to support their products. On the technical level, crawler text and product/purchase 
data need to be clean and complete; otherwise, AI is going to view pages as untrustworthy. 

Reprioritizing SEO 

AI wants to cite product use content, so product descriptions and page text need to shift to a 
“best for” and/or “buying guide” format, as Atlas/ChatGPT are always trying to show consumers 
what they view as most useful based on the prompt. ​
​
There should be no fluff in this formatting; paragraphs need to be tight, and headings need to be 
clear to maximize extractability. Product data, FAQs, about pages, and purchase data need to 
be structured and implemented into websites if they have not been. Atlas/ChatGPT will not 
index pages with duplicate or thin content; the standard for what that means is much stricter 
than Googlebot's because AI does not have a control valve like /robots and reads all technical 
data. ​
​
In short, Atlas/ChatGPT is looking for trusted merchants with fresh inventory that provide 
a highly thorough information journey for buyers and are indexed based on those goals.   

 

 
 



 

How CVAC Can Help Businesses Adapt 

Maximizing Client Discoverability 
The SEO formula is changing, and we are ready to service any client who wants to prepare for 
the future. Our team brings frontline experience coupled with a carefully crafted AI SEO toolkit. 
We maximize landing page discoverability through comprehensive audits that reach down to 
a website’s code, using consumer trends and relevant industry data to determine the optimal 
site presentation.   

High Quality Content Production 
The term “AI Slop” was one of the most used terms on social media in 2025. In a marketing 
industry that is oversaturated by AI-generated content. At CVAC, AI works for us. As content 
norms shift toward AI-generated content and less human involvement, we remain steadfast in 
our ability to produce highly personalized, meaningful creative content for our clients. As AI 
continues to saturate the market, real, unique content will be considered a premium 
commodity that sets businesses apart from the competition.  

AI-forward Web Development 
Developing a website is no longer about checking the SEO boxes; it’s about appeasing AI 
assistants. It can be hard to keep up with rapidly evolving technologies; that’s why we have 
dedicated professionals who ensure our clients adhere to current AI assistant discoverability 
standards. We develop web pages with unique, creative, quality blog content, detailed 
metadata, and credible coding/indexing.  As AI continues to develop as the preeminent tool 
for product discovery, “problem -> solution” will remain the leading query. Refurbish your 
webpages to ensure you are at the forefront of AI assistant discovery searches.  

Social Media Presence 
While AI may not take ad spend or SERPs into account, it is always evaluating social media 
presence. ChatGPT shopping assistance considers social media following and engagement as 
strong indicators of brand credibility. We drive social media pages forward. CVAC optimizes 
social media for maximum impressions and engagement. With ChatGPT shopping and 
Atlas coming to the forefront of AI development, brands can now maximize their AI 
discoverability beyond their websites by building credibility and trust on social media.  
 
 

 
 



 

Closing Thoughts 

Atlas/ChatGPT is shifting marketing from “rank, click, convert” to “be chosen by the assistant.” 
Discovery, comparison, and even checkout are increasingly happening inside an AI-led 
flow—often with fewer web sessions and minimal landing page interaction.  

OpenAI’s stated position is that shopping results are not ads and aren’t influenced by 
partnerships, with monetization most clearly tied to transaction fees. Even so, advertising still 
shows up around the journey through publisher inventory and whichever traditional engine the 
user selects in Atlas.​
​
What this means: ​
​
The brands that win will be the ones that are easiest for AI to trust and 
recommend because their information is consistent, complete, and 
purchase-ready. 

What to do next (practical priorities) 

1.​ Lock “product truth” everywhere. Standardize names, specs, ingredients or materials, use 
cases, claims, pricing and availability, policies, and FAQs across your website, retailers, and key 
third-party sources so assistants see one consistent reality. 

2.​ Make your content easy to extract. Use tight headings, clear comparisons, and structured 
answers that support “best for” and “use in situation” decision-making. 

3.​ Build decision-enablement assets. Create the pages that assistants rely on for mid-funnel 
filtering, such as buyer guides, requirements checklists, ROI rationale, implementation details, 
security and trust proofs, and proof points. 

4.​ Engineer opt-in outside checkout. If instant checkout reduces CRM capture at purchase, move 
compliant opt-in moments earlier through accounts, loyalty, subscriptions, tools, content 
upgrades, and value-based email capture. 

5.​ Update PPC for the new funnel shape. Shift from pageview-centric retargeting to intent, 
audience, and taxonomy-based activation, and use creative that maps to problem and solution 
prompts 

Bottom line: ​
Treat AI surfaces as a primary consumer channel now. The most defensible near-term plan is to 
optimize what is already visible: AI discovery, structured commerce data, and conversion 
readiness, while building guardrails that protect brand quality and trust. 
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