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How Al is transforming
value perception

Make it real.

Value redefined:
where Fairness and quality intersect

Inflation Fatigue fuels the quest for fair value

Most consumers continue to look for the best deals and cut back on
non-essentials

% of respondents who agree with the following statements

I am spending more time 54%
searching online to find
deals and discounts 64%
62%
69%
| am cutting back on 66%
non-essential items (e.g., . u movemger ggg;
electronics, plants, toys, 67% ovember
dining out) [l November 2024

62% [ October 2025

Source: Capgemini Research Institute, What matters to today’s consumer 2026, October 2025, N = 6,000 consumers; What matters to today’s
consumer 2025, November 2024, N = 12,000; What matters to today’s consumer 2024, November 2023, N = 11,681; What matters to today’s
consumer 2023, November 2022, N = 11,300 consumers.

Lower prices and reduced pack size/quality without clear notice emerge
as top drivers for switching brands

Most compelling reasons for consumers to switch brands or retail stores

Competior offers ower requlr rice |

My brand reduced pack size/quality without clear notice || RS %
Competitor brand offers better/higher value loyalty [N NN  55%
program in terms of benefits
Competitor offers a better promotion [ 62%
Bundle value (product + service/warranty) || 6%

Competitor brand offers better overall experience | ARG G1%

Consumerreview: | %

Source: Capgemini Research Institute, What matters to today’s consumer 2026, October 2025, N = 12,000 consumers.

Fair pricing builds brand credibility

64% of the consumers consider shrinkflation an unfair practice

% of consumers who found Following practices fair or unfair

Volume-based discounts -11%

Personalized coupons based onmy -,
purchase history °

Member-only pricing for loyalty

program subscribers -16%

Charging different prices

online vs in-store ~>1%

Charging higher prices on 559
mobile app vs website °

Smaller pack sizes at same -64%
price (shrinkflation)

B Fair B Unfair()

Source: Capgemini Research Institute, What matters to today’s consumer 2026, October 2025, N = 12,000 consumers.

Careful spending meets intentional indulgence

Strategic saving

Around two in Five consumers are opting for cheaper options
over name brands

How have your shopping behaviors changed in response to price increases over the past year?

| am buying cheaper private-label or 605%
low-cost brands over name brands 63%

65%
| am buying alternate products that are
cheaper (e.g., tinned/ canned fruit
instead of fresh fruit)
I am looking to buy smaller quantities

49%
I November2022 [l November 2023 November 2024 B October 2025

Source: Capgemini Research Institute, What matters to today’s consumer 2026, October 2025, N = 6,000 consumers, What matters to today’s
consumer 2025, November 2024, N = 12,000; What matters to today’s consumer 2024, November 2023, N = 11,681; What matters to today’s
consumer 2023, November 2022, N = 11,300.

Selective splurging

Nearly four in Five consumers avoid private labels for
performance-critical products

% of consumers agreeing that they exhibit the below behaviors, by annual
household incomes

7%
74%
74%

For performance-critical categories
(e.g., electronics, baby care), | avoid

private labels 78%
81%
| worry cheaper alternatives won't
perform as well as my usual brand
73%
67%
B Average [ Llessthan $20,000 [ $20,000-%59,999 [ $60,000-$99,999 $100,000 or more

Source: Capgemini Research Institute, What matters to today’s consumer 2026, October 2025, N = 12,000 consumers.

Indulgence is the new emotional buffer

Seven in ten consumers opt for treats and small indulgences to cope
with financial stress

To what extent do you believe these statements describe you?

71%

Smallindulgences help me cope with 73%

financial stress 75%
70%
71%
Purchasing treats make me feel rewarded 71%
for my efforts to save elsewhere 73%
2%

68%

B Average [l GCenz [ Millennials B GenX Boomers

Source: Capgemini Research Institute, What matters to today’s consumer 2026, October 2025, N = 12,000 consumers.

Al - The consumer’s trusted guide

One in four consumers has used Gen Al shopping tools in 2025

% of consumers who agree with the Following statements

| am aware of Gen Al shopping tools and
have used them

33%

| am aware of Gen Al shopping tools and 359

plan to use them in the future

| am aware of Gen Al shopping tools,
but do not use or plan to use them in
the future

| am not aware of the use of Gen Al
shopping tools

[ November2023 [l November 2024 October 2025

Source: Capgemini Research Institute, What matters to today’s consumer 2026, October 2025, N = 12,000 consumers; What matters to today’s
consumer 2025, November 2024, N = 12,000; What matters to today’s consumer 2024, November 2023, N = 11,681 consumers.

Frictionless tools drive adoption

Most consumers find chatbots useful

% of consumers who mentioned the following

65%
’ 57, 61%
° I 54%
Chatbots for customer queries: Conversational Personalized post-purchase follow-ups:
chatbot to help in real time with product queries, hyper-personalized post-purchase emails with
pricing, and availability usage tips, care instructions, and complementary

product recommendations

B rFindituseful [ Are satisfied with the experience

Source: Capgemini Research Institute, What matters to today’s consumer 2026, October 2025, N (consumers who have used this tool at least once)
= 3,949 consumers for chatbots for customer queries, 4,024 consumers for personalized post-purchase follow ups.

Trust grows when Al explains itself

71% of consumers are worried about Gen Al data use

% of consumers who agree with the Following statements

Lack of clarity around consent and
ey personaldota.soch ss rovwsing hisrory T 7
my personal data, such as browsing history °

or shopping habits

Brands should clearly inform when they

show Al-generated ads _ 67%

Source: Capgemini Research Institute, What matters to today’s consumer 2026, October 2025, N = 12,000 for “Lack of clarity around consent and
transparency in how Gen Al collects and uses my personal data, such as browsing history or shopping habits,” N = 2,003 for “Brands should clearly
inform when they show Al-generated ads.”

Human moments matter more than ever

More than seven in ten consumers value human interaction
during in-store shopping

% of consumers who said human interaction
increases loyalty in the Following stages of
in-store shopping

Customer — 54%

support
I 74%

purchase NN 40%

stage
— 66%

B November2024 [l October 2025

Source: Capgemini Research Institute, What matters to today’s consumer 2026, October 2025, N = 12,000 consumers; What matters to today’s
consumer 2025, November 2024, N = 12,000 consumers.

What should CPR organizations do
differently?

Recommendations

Accelerate
growth with
intelligent
engagement

Position digital assistants Deploy Al (invisibly) to enhance Make sustainability
as a district engagement the customer journey central to the value

channel Strengthen feedback loops equation

Personalize the decision between Al and operations Ensure responsible Al use
journey, not just the to build long-term trust

offer Build fairness into pricing logic

Be open about how value
Rebuild the promotions is delivered

architecture Redefine loyalty as a tow-

Pilot predictive way relationship
commerce with built-in
safeguards

Reimagine value by
integrating emotional
drivers

Source: Capgemini Research Institute analysis.
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