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EXECUTIVE SUMMARY Renoon

Product visibility is moving from
search optimization to Al-mediated
discovery.

DATA DATAIS DATA CAN BE DATA CAN BE USED
EXISTS STRUCTURED TRUSTED BY Al

Main Challenges

The shift is about
There is a shift in how brands need to think . - o
about product data. Al systems are evolving m a kl n g eX I Stl n g

from conversational interfaces into agents that

reason, use tools, build memory and mediate p rOd u Ct

discovery between users and products.
o Structured, trustworthy and machine- - f .t'
readable product information is becoming In Orl I la IOn
strategic.

» The core challenge is not collecting more St ru Ctu red |

data, but making existing data consistent,

verifiable and usable. re I ia b I e a n d

« Digital Product Passports can become the

interface that activates product intelligence u S a b I e beyo n d

across compliance, customer experience

and Al visibility. i nte 'Na I SySte IMmSs.
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Introduction

Two
perspectives that
are now
connected.

What Al needs

What brands need to organise

Digital commerce is changing. Consumers are no
longer the only ones reading product information:
Al systems, regulators, supply-chain partners and
internal teams increasingly need access to
reliable product data.

This creates a new requirement for brands.
Product information can no longer remain locked
inside internal systems. It must become
structured, trustworthy and usable across
different contexts — from compliance and
customer experience to Al-driven product
discovery.
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The problem

Product, traceability and sustainability data

The data eXiStS, bUt already exist. The issue is that this information is
It | S n Ot r e a dy t O fragmented, inconsistent and not yet ready for Al

interfaces:
WO rk.  Datais fragmented across systems, suppliers
and internal teams.
 Traceability or ESG solutions often operate as
isolated tools rather than connected

:QeSU |t: u nta p ped infrastructure.

« Inconsistent data makes claims difficult to

OI’Od UCt—d ata verify, especially as green claims and product

. legislation become stricter.
OOte ntlal » Brands are unsure what Al needs from
product data: many brands still do not know
what data Al agents need or where to invest
first.




03 Renoon

The shift

Products need to be found, understood
and trusted by Al agents.

Al is becoming an intermediary for brand discovery, product discovery and transactions.

The webinar described a shift from LLMs as text generators to Al agents that reason, use tools, rely
on memory and perform actions toward real-world goals.

Users will no longer search across pages; they will ask an agent to find, compare and recommend.

s ’ NS 2
TRADITIONAL SEARCH Al MEDIATED SEARCH
Pages, keywords, clicks Context, trust, recommendations

X Y J

The new question is not only whether a consumer can find a product. It is whether an Al
agent can understand it well enough to recommend it.
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How Al reads
product data

Agents do not
simply read
content. They
evaluate signals.

IDENTIFY

UNDERSTAND

VERIFY

For Al systems, product information needs to
support more than indexing. It must help the
agent decide whether a brand or product is
identifiable, relevant and trustworthy enough to
surface to a user.

Data quality and data format become decisive:
the easier it is for an agent to retrieve and verify
product information, the easier it is for the
brand to appear in an Al-mediated answer:
« good product data reduces ambiguity for
the machine.
« Verified product data increases trust for the
user.

RECCOMEND

10
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The Al-Ready
Catalog

Turning product data into machine-readable
signals.

A product catalog is no longer only a commercial feed or an internal database. When structured
properly, it becomes a set of machine-readable signals that explain how products, brand identity,
attributes and consumer context relate to one another.

Al-READY PRODUCT DATA
N [ N[

)
I\

ACCURATE

Is the information
reliable and updated?

READABLE

Can machines
process it?

- J

\

CONNECTED

Does it link product,
brand and context?

J

\ J

1
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1he =
operational

9ap

The challenge is organizational before it
IS technological.

DATAEXISTS
Product, ESG, traceability and commerce data are already available.
SYSTEMS ARE DISCONNECTED
Teams and tools rarely operate from one shared source of truth.

VALUE REMAINS UNTAPPED
Data cannot fully support compliance, trust, customer experience or Al visibility.

12
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“Many companies have already been burned
by previous technology waves like
blockchain, metaverse, NFTs: this makes
companies more cautious about where and
how they invest in Al today.”

— Iris Skrami

What makes Al different from previous
iInnovation waves? Companies are no longer
looking for technology experiments. They are
looking for infrastructure that can create
operational value.

13



07 Renoon

Digital
product
passport

A door between a product and its
information

The Digital Product Passport is more than a compliance requirement. It is a layer that allows the
product to speak through a digital identity: not a printed, silent label, but an intelligent and constantly
updateable interface.

_— Compliance)

pPP CRM >
Physical \ _ e : )

( oroduct J O r\Expenence

Trust )

T Services )

14
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Next steps

Move from scattered product

information to a living data layer

K_Gﬁ

ORGANIZE

Bring product,
traceability and
ESG datainto a

/—@ﬁ

VALIDATE

Connect claims
to evidence,
ownership and

shared structure.

- i

update rules.

5 o

0

ACTIVATE

Use the DPP as the
interface for
consumers, compliance

and Al systems.

N o

Brands do not need to start from another technology trend. They need to make the product data
they already have consistent, verifiable and usable across the moments where value is created:
compliance, trust, customer experience and Al discovery

15
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Conclusion

The next competitive layer is product data
activation.

Al agents and Digital Product Passports are converging around the same need: product
information must be structured, trustworthy, updated and reusable. The shift is not about
adding another digital project, but about turning product data into infrastructure.

The question is no longer whether brands
have data. It is whether that data can be
trusted, read and activated by customers,
regulators, supply chain actors and Al
systems.

16
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About Renoon

Renoon is a company specialized in Digital Product Passports and Al-powered traceability
solutions, helping brands simplify regulatory compliance while generating new business value.
Designed for an increasingly complex and evolving regulatory landscape, Renoon provides
companies with a complete toolkit to turn DPP and product legislation requirements into clear
and reliable compliance. The platform enables brands to collect, manage and interpret
product-level data — from origin and impact to certifications and circularity.

Through powerful automation capabilities and seamless integrations — including QR codes,
digital interfaces, e-commerce widgets and physical touchpoints — Renoon makes it easy to
transform technical data into clear and accessible consumer-facing content.

The result: greater trust, more informed decision-making and increased product value.
Already adopted by more than 30 companies and aligned with international standards,
including collaborations with institutions such as the United Nations, Renoon enables
businesses to ensure compliance, communicate with confidence and prepare for the future.
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About
Wordlift

WordLift is an Al Discovery Platform that transforms websites and e-commerce brands into Al-
ready entities. Being "Al-ready" means your brand's information is no longer just a collection of
text and images for human eyes, but a structured data source that Al systems, LLMs (such as
ChatGPT or Google Gemini), and search engines can instantly understand and trust.

By automating the creation of structured data and building a custom Knowledge Graph, WordLift
bridges the gap between your content and Al technologies, significantly boosting organic
visibility and search relevance.

We also help you turn the Digital Product Passport (DPP) from a regulatory requirement into a
strategic asset. By assigning a unique digital ID to every product, we document its entire
lifecycle, ensuring transparency, traceability, and enhanced Al-driven discoverability.

IMPLEMENTING YOUR DPP:
HTTPS://WOR.AI/DPP_WEBINAR
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BOOK A DEMO

@ WWW.renoon.com

info@renoon.com
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