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4C’s of online retailing

Online consumers’ behaviors can be analyzed 

along 4 C’s :

• Convenience

• Consumption

• Cost

• Control

ChatGPT plugins might disrupt 2 C’s (at least)
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Disruptive power



4C’s of online retailing
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Disruptive power

CONVENIENCE
• Ordered from home
• Delivered at home
• Need to be at home
• Large order from websites
• Service lower ?

CONSUMPTION
• Broader selection / variety ?
• Less impulse buying
• Forgotten items / stockouts
• Cart fills up unnoticed
• Minimum order size

CONTROL
• Option to return products
• Decision making (reviews) 
• No physical inspection
• Fake reviews, fake sites

COST
• Easy price comparison
• Better prices (less overheads) ?
• Unfamiliar price cues
• Additional charges



Brief introduction 
on LLM’s and 

ChatGPT



GAI, LLM and GAN

• Generative AI (GAI) : early 2000’s

• Generative Adversarial Network (GAN) : 

2014

• Large Language Models (LLM) > 2015
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Intro LLM’s

GAI

LLM GAN



GAI, LLM and GAN

• GAN are designed to hallucinate

• Useful for retailers to get new product ideas 

→ see experiment Louis Vuitton on my blog
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Intro LLM’s



GAI, LLM and GAN

• LLM’s designed to predict the next word

• Problem: content can be very similar (see my 

empirical results : up to 72% similarity)

• LLM’s can hallucinate but not designed to

• Caution : autoregressive LLM’s may be 

doomed (Y. LeCun talk, 25 May ‘23, 

Northwestern University) → errors increase 

exponentially

• How particular LLM’s work largely unknown 

→ explainability issue common to all DL

models
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Intro LLM’s



GAI, LLM and GAN

• ChatGPT = most famous interface to a LLM

• Training data until Sept ’21

• Plugins released in May ’23 → very new and 

still in discovery phase (don’t jump to 

conclusions !)

• Plugins can interface GPT4.0 (newest model) 

with specific fresh data

• I think some plugins show disruptive pattern 

(most plugins have low added value)
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Intro LLM’s



ChatGPT vs. 
Plugins : 0-1



We are ChatGPT biggest problem
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ChatGPT vs plugins



We are ChatGPT biggest problem
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ChatGPT vs plugins



ChatGPT is not a revolution. Plugins may be.

• ChatGPT is an interface → requires efforts 

(natural language = 10,58% of online 

requests and 1,73% of volule)

• Humans are not good at efforts

• Quality of results depends largely on quality 

of query (“prompt”) → several iterations 

necessary

• Plugins enable a switch from explicit 

feedback to hybrid feedback (explicit + 

implicit = observed behavior)
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ChatGPT vs plugins



How we search
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ChatGPT vs plugins



Use Case 1
Recommendations



Online recommendations

• Very efficient tool to increase online sales

• ML models (e.g. collaborative filtering) 

• May contain business rules

• Expensive IT infrastructure + skills

• Famous reco engines : Amazon, Netflix, 

Spotify, …
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Use Case 1



LLM’s can produce recommendations
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Use Case 1



Demo time
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Use Case 1



LLM’s can produce recommendations
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Use Case 1



Where is the disruption?
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Use Case 1

CONVENIENCE
• Consumer can verbalize wishes

CONSUMPTION
• Recommendation system not 

trained to maximize retailer’s goals 
→ threat

CONTROL
• Consumer can finetune recos (« I’d

like more of … and less … »)
• Dream of individualized reco’s

(clusters of N=1) becomes possible

COST
• Price-based recos accross multiple 

websites possible → extreme
threat for retailers



Use Case 2
Recipes x retail



Recipes

• Recipes are a good solution to 

• lack of ideas

• Increase sales (cross-selling)

But

• Overconsumption (personal inventory not 

taken into account, no portioning → Hello 

Fresh )

• Not personalized (retailer decides for me)

Convenient but lack of control
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Use Case 2



Recipes : a complex market

Different stages:

• No recipes

• In-retailer-app (Colruyt, Delhaize, …)

• out-of-retailer-app (Jow)

Alternative models : Hello Fresh
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Use Case 2



Jow
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Use Case 2



Jow
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Use Case 2



Jow Use Case 2

So clever !
Jow owns the 
relationship and 
the data (retailer
bypassed)



Recipes with ChatGPT

ChatGPT has brought some improvements

• Consumer back in control

• Variations possible (less of this, more of that, 

“I already have …”)

• But where to order ?
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Use Case 2



Demo time
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Use Case 2



Where is the disruption?
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Use Case 2

CONVENIENCE
• From recipe to shopping cart

effortless🧠

CONSUMPTION
• Huge opportunity for cross selling
• Opportunity to reduce waste

CONTROL
• Consumer back in control : 

retailers don’t impose recipes
• Retailers loose control 

COST
• Jow business model can be

extended to minimize shopping 
cart price (→ threat)



Final thoughts and 
conclusions



Conclusions and final thoughts

• Barriers to entry in GPT low (chatbot) but 

still too high for most users → plugins will 

change the game

• Plugins in operating systems = next 

disruption

• Smart technology : adoption depends on 

perceived threats (TAM) : plugins are very 

pervasive → consumer’s consciousness of 

GAI (5th C ?)
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Conclusions and final thoughts

• Who owns the relationship ? 

• Aggregation services may become the norm 

→ extreme threat for retailers (imagine 

JOW-based business model + ability to 

minimize costs for the consumer)
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Who will own the data ?
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Phone manufacturers

Aggregators (chatgpt plugins’ 
owners)

Retailers

Brands

Consumers



Conclusions and final thoughts

• The consumer will increasingly delegate 

decisions while having the impression to 

remain in control 

• What does it mean for loyalty?

• What are future customer satisfaction 

measures in such a context?
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Conclusion



Contact us

Address

IntoTheMinds

Rue des Pères Blancs 4

1040 Brussels

Phone & Fax

Phone: +32 2 347 45 86

info@intotheminds.com

Social Media

Facebook.com/IntoTheMinds

Twitter.com/IntoTheMinds

Youtube.com/IntoTheMinds
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