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The Industry Landscape:
Seven Forces Reshaping the Future
of Retail and CPG




The retail and Consumer Packaged Goods (CPG) industry has entered a period of structural transformation.

Certain isolated factors such as consumer preferences, economic uncertainty and rapid technological advancements
have always influenced the sector. Yet, the modern retail environment is different in one important way: multiple
disruptive forces are converging at the same time. Organizations no longer have the luxury to respond to isolated
market shifts. Rather, they must navigate a fundamental redefinition of how products are developed, sold, fulfilled
and experienced, all at the same time.

For business leaders, the challenge is not simply keeping pace with change, but distinguishing between temporary
market fluctuations and long-term structural trends that will shape the industry for years to come. The decisions
made today around technology, data, operations and customer engagement will determine which organizations are
positioned to lead in the next decade.

Based on extensive engagement with global retailers and CPG organizations, Mphasis has identified seven defining
forces that are reshaping the industry. Together, these trends provide a practical framework for understanding where
the market is headed and where organizations should focus on their transformation efforts.
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1. Unified Commerce Is Becoming
the New Standard

Customers no longer think in terms of physical stores, websites, mobile apps or social commerce. They expect to
interact with a brand whenever and however it is most convenient. They may discover a product online, check its
availability in-store, purchase through a mobile app and return it at a different location—all without expecting any
disruption in the experience.

This shift has elevated the application of unified commerce strategies from a competitive advantage to a business
necessity. Unlike traditional omnichannel strategies, unified commerce connects every customer interaction,
inventory source and operational process through a single, integrated platform. The result is consistent pricing,
accurate inventory visibility, faster fulfillment and a seamless customer journey across every touchpoint.

Organizations that continue to operate disconnected channel-specific systems increasingly struggle with inventory
inaccuracies, inconsistent customer experiences and a lack of operational efficiencies that directly impact
customer loyalty.

2. Al Is Transforming Business
Decision-Making

Retail has always relied on data-driven decisions, but the scale and speed of today's business environment have
outgrown traditional rules-based systems. Pricing strategies, assortment planning, inventory replenishment,

demand forecasting and customer engagement now generate more variables than legacy business rules can
effectively manage.

Artificial intelligence is changing this dynamic by enabling continuous learning and intelligent decision-making.
Rather than relying on predefined rules, Al models analyze changing market conditions, customer behavior and
operational data in real time to recommend or automate decisions.

This shift enables organizations to respond more quickly to changing demand, reduce waste and improve
operational efficiency. As Al capabilities mature, the gap between organizations that embrace intelligent
decision-making and those that rely on legacy approaches will continue to widen.

3. Personalization must Scale Beyond
Customer Segments

Consumers today increasingly expect brands to recognize their unique needs and preferences, rather than address
them as part of broad demographic categories. Achieving this depth of personalization requires far more than simply
suggesting relevant products.

Effective personalization depends on bringing together customer data from every interaction, understanding
behavioral patterns through analytics and delivering relevant experiences across channels in real time.
Equally important is measuring outcomes continuously so that every interaction helps improve future engagement.

For many CPG organizations, this has also accelerated investments in direct-to-consumer capabilities and first-party
data strategies, enabling stronger customer relationships while reducing dependence on intermediary retail channels.



4. Supply Chains are Becoming
Competitive Assets

Recent global disruptions demonstrated that supply chains are no longer just an operational function - they have become
strategic differentiators.

Leading organizations are investing in intelligent supply chains that provide real-time visibility across suppliers,
manufacturing, logistics, inventory and distribution. Technologies such as Al-powered demand sensing, digital twins,
predictive analytics and scenario planning enable businesses to anticipate disruptions rather than merely react to them.

An agile, resilient supply chain not only improves operational performance but also supports better customer experience
through improved product availability, faster delivery and more accurate fulfillment.

5. Sustainability is Driving
Business Transformation

Environmental, Social and Governance (ESG) initiatives have evolved from voluntary corporate commitments into
regulatory and business requirements. Consumers, investors and regulators increasingly expect organizations to
demonstrate transparency around sourcing, carbon emissions, labor practices and product lifecycle management.

Meeting these expectations requires far more than sustainability reporting. Organizations need integrated data
across suppliers, logistics partners, manufacturers and retailers to establish end-to-end traceability and compliance.

As global regulations become more complex, companies with reliable data foundations and transparent supply chain
practices will be better equipped to address compliance obligations while meeting rising customer expectations.

6. Cost Pressures Demand
Smarter Investments

Retail margins continue to face pressure from rising labor costs, energy expenses, shrinkage and increasingly
complex promotional strategies. At the same time, executive teams are demanding greater accountability from
technology investments.

Rather than funding large transformation programs with long-term payback periods, organizations increasingly
expect measurable business outcomes within shorter timeframes. This shift is changing how technology initiatives
are evaluated, moving the conversation from implementation costs to measurable commercial value.

Successful transformation programs combine operational efficiency with clearly defined business outcomes,
enabling organizations to improve profitability while continuing to innovate.

/. Data Modernization is the Foundation of
Future Growth

Nearly every major retail initiative —from Al and personalization to supply chain intelligence and unified commerce—
depends on one critical capability: high-quality, connected and accessible enterprise data.

Many organizations still face barriers created by siloed systems, uneven customer data, disconnected master records
and outdated analytics environments that are not designed for real-time decision-making. This accumulation of
limitations, often described as "data debt," reduces the value and impact of future technology investments.
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Modernizing the data foundation is therefore not simply an IT initiative; it is the cornerstone of enterprise
transformation. Organizations that invest in clean, integrated and real-time data create the conditions necessary
for innovation across every business function.

8. Looking Ahead

While these trends represent a significant transformation individually, their true impact comes from how they
reinforce one another. Unified commerce depends on modern data. Personalization relies on integrated
customer insights. Intelligent supply chains require real-time visibility. Sustainability demands transparent,
connected ecosystems.

Together, these forces define the next generation of retail and CPG enterprises and solutions.

For business leaders, understanding these structural shifts is the first step toward building organizations that are
more resilient, customer-centric and data-driven. Rather than viewing these trends as isolated technology initiatives,
forward-looking organizations are treating them as interconnected capabilities that collectively enable long-term
competitive advantage.

The future of retail will not be shaped by organizations that simply adopt new technologies. It will be led by those
that create strong digital foundations to adapt continuously, make sharper decisions and deliver outstanding
customer experiences in a fast-changing marketplace.

About Mphasis
At Mphasis, engineering has been in our DNA since inception.

Mphasis is an Al-led, platform-driven company with human-in-the-loop intelligence, helping global enterprises modernize, infuse Al, and scale
with agility. The Mphasis.ai unit and Mphasis Al-powered ‘Tribes’ are focused on client outcomes and embed artificial intelligence and autonomy
into every layer of the enterprise technology and process stack. Mphasis built NeolP™, a breakthrough Al platform which orchestrates a powerful
pack of Al platforms and solutions to deliver impactful outcomes across the entire enterprise IT value chain, because we believe ‘Al Without
Intelligence Is Artificial™.” NeolP™ is powered by the Ontosphere, a dynamic and ever-evolving knowledge base, delivering continuous and
constant innovation through perpetual intelligent engineering - driving end-to-end enterprise transformation.

At the heart of our approach is customer-centricity —reflected in our proprietary Front2Back™ transformation framework, which uses the
exponential power of cloud and cognitive to deliver hyper-personalized digital experiences (C = X2C%, = 1) and build strong relationships with
marquee clients. Our Service Transformation solutions enable enterprises pivot from legacy systems and operations to secure, adaptive,
cloud-first operating models with minimal disruption. Continuous investments in platforms, such as the Neo series, enable enterprises to stay
efficient, relevant, and ahead in a dynamic Al-first world. Mphasis is a Hi-Tech, Hi-Touch, Hi-Trust company, rooted in a learning and growth
culture. Click here to know more. (BSE: 526299; NSE: MPHASIS)

For more information, contact: marketinginfo.m@mphasis.com

USA UK [[\[D]VaN
Mphasis Corporation Mphasis UK Limited Mphasis Limited
41 Madison Avenue 1 Ropemaker Street, London Bagmane World Technology Center
35" Floor, New York EC2Y 9HT, United Kingdom Marathahalli Ring Road
New York 10010, USA T : +44 020 7153 1327 Doddanakundhi Village, Mahadevapura
Tel: +1 (212) 686 6655 Bangalore 560 048, India

Tel.: +91 80 3352 5000

www.mphasis.com
Copyright © Mphasis Corporation. All rights reserved.

5
g
=
3
S
E
&
2
3
7
g
g
g
g


https://www.mphasis.ai/home.html
https://www.mphasis.ai/home.html
https://www.mphasis.com/home/our-approach-new.html
https://www.mphasis.com/home.html
https://www.bseindia.com/stock-share-price/mphasis-ltd/mphasis/526299/
https://www.nseindia.com/get-quotes/equity?symbol=MPHASIS

