k
\

What is Atlas

Atlas is OpenAl's Al-first web browser that puts ChatGPT at the center of
browsing. Instead of starting with a traditional search results page, users
can open a new tab, describe what they need, and have the assistant help
them research, compare options, and take action across the web. Atlas
can also use the user's chosen search engine when needed, but the
primary experience is assistant-led discovery and decision-making.

Why it matters for brands

As assistants handle more of the mid-funnel work, the competitive
advantage shifts toward brands that are easiest for Al to trust and
recommend. That trust is earned through consistency, clarity, and
completeness of information, plus proof that the product is available and
ready to purchase.

e In practical terms, the brands that win will be the ones that are:
e Highly retrievable in Al discovery

o Trusted and verifiable (credible claims, strong proof)

o Data-complete (clear specs, policies, FAQs, availability)

o Transaction-ready (friction removed, clean paths to purchase)

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 assistants rely on for mid-funnel filtering, such
as buyer guides, requirements checklists, ROl reasoning,
implementation details, security and trust proof, 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.
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The core shift

Marketing is moving from “rank, click, convert” to “be
chosen by the assistant." Discovery, evaluation, and
even checkout are increasingly happening inside an
Al-led flow. In many categories, this can mean fewer
web sessions and less reliance on landing pages as the
main persuasion surface.

Commerce is becoming a guided
funnel inside ChatGPT

Shopping research and purchasing can now occur inside
ChatGPT experiences, often with minimal landing page
interaction. As assistant-led checkout expands, brands
should assume less control over the moment of purchase
and plan compliant ways to earn opt-ins earlier in the
journey.

Monetization and advertising

OpenAl's stated position is that shopping product results
are not ads and are not influenced by partnerships, with
monetization most clearly tied to transaction fees on
completed purchases. Even so, ads can still appear
around the journey through publisher inventory and
whichever traditional engine a user selects in Atlas.

How CVAC is helping clients prepare

CVAC is helping B2B, B2C, and CPG brands adapt to

Al-led discovery and commerce by:

e Auditing and fixing product truth consistency
across owned and third-party sources

« Creating extractable, decision-ready content that
assistants can use

e Improving structured information foundations that
support discoverability and conversion readiness

« Updating paid media strategy and creative to match
assistant-led journeys

e  Building brand guardrails that protect quality, trust,
and security

Bottom line

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



