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Introduction 
The consumer products industry is on the cusp of significant 

transformation as we enter 2025. A confluence of technological 

advancements, evolving consumer behaviors and economic shifts is 

reshaping the landscape. Economic pressures, including inflation, 

have reduced disposable income for many, creating distinct customer 

segments with a growing emphasis on value. 

At the same time, brands are scrambling to stand out and better 

understand their consumers by harnessing artificial intelligence (AI) to 

personalize marketing content and surface consumer insights. While 

some companies are far ahead, creating centralized AI insights 

centers of excellence, data sharing with retail partners and even 

building e-commerce marketplaces, many brands are just scratching 

the surface of generative AI experimentation.  

Next year, consumer products brands will have to strategically 

balance AI-driven transformation on both the back end and front end, 

reinventing their value propositions and revenue streams to engage 

with a diverse and constantly changing set of consumers.  

In this report, Publicis Sapient consumer products industry experts 
break down the top five trends that will shape the consumer 
products industry a year from now, based on our market research 
and industry expertise. 
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G E N E R A T I V E  A I  W I L L  D R I V E 
T H E  C O N T E N T  S U P P L Y  C H A I N 

01 

Creating targeted or personalized marketing content at scale and speed has been 

challenging for brands, and most consumer products brands haven’t been able 

to execute it effectively. However, in 2025, brands can integrate generative AI 

content creation tools to automate their content supply chains. 

Speed to market is a critical investment for consumer products firms in 2025. 

With accelerating AI technology, brands are focusing more on efficiency. The 

content marketing supply chain, which encompasses the entire process brands 

use to deliver marketing content and personalized experiences, offers significant 

opportunities for AI integration in the consumer products industry. 
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01 Economic instability has led to a rise in private-label retail brands, which now hold 

a more substantial market share, increasing from 24.7 percent in 2022 to 25.5 

percent last year. This growth in private-label brands presents a direct challenge to 

consumer products brands, making personalized content more crucial than ever. 

Private labels often attract cost-conscious consumers with competitive pricing, and 

the personalization of marketing content allows established brands to differentiate 

themselves by highlighting unique value propositions that resonate on an individual 

level. 

Helen Merriott, senior vice president of consumer products, EMEA and APAC, 

emphasizes the need for brands to communicate their value proposition and 

differentiate themselves from white-label brands. AI can create personalized, 

efficient and cost-effective content. For example, a global brand can use AI to 

develop and adapt marketing content for different regions, analyze performance 

and generate recommendations for future content. 

In 2025, consumer products brands should focus on integrating AI into their 

content supply chains and getting their workforce on board.  

A C C O R D I N G  T O  P U B L I C I S 

S A P I E N T  R E S E A R C H ,  5 3 

P E R C E N T  O F  C O N S U M E R 

P R O D U C T S  E X E C U T I V E S 

I N  T H E  C - S U I T E  V I E W 

P E R S O N A L I Z A T I O N  O R 

H Y P E R - P E R S O N A L I Z A T I O N 

A S  E X T R E M E L Y  ( 2 2  P E R C E N T ) 

O R  V E R Y  ( 3 1  P E R C E N T ) 

I M P O R T A N T .  
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L E G A C Y  I T  A N D  T R A D I T I O N A L 
O P E R A T I N G  M O D E L S  W I L L 
H I N D E R  A I 

02 

The drive to modernize operating models and legacy systems has gone to the 

back burner for many companies in the last year due to economic challenges. 

However, generative AI is about to change this significantly, acting as a catalyst 

for more agile operating models and systems modernization. A year ago, 

discussions around AI transformation were more theoretical. Now, generative AI is 

rapidly propelling these changes, pushing companies to adopt nimbler operating 

models, reskill their workforce, restructure their organizations and, in many cases, 

upgrade legacy systems. 

“Generative AI is the forcing function,” says Sabrina McPherson, senior managing 

director and senior vice president at Publicis Sapient. Companies are starting to 

see substantial efficiency gains. Tasks that previously took weeks and significant 

human effort can now be completed in minutes with generative AI. This makes 

the benefits of operational and IT transformation more tangible and compelling to 

senior executives. As McPherson highlights, “It’s harder to make the case against 

change when the benefits are so clear and immediate.” 

Today, fragmented business structures 

create confusion about who should 

own and fund AI initiatives and how 

to implement them effectively. There is 

also a disconnect between the V-suite 

and C-suite regarding generative AI 

initiatives, priorities and operating model 

changes, causing delays between the 

prototype and production stages. 
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02 For instance, 56 percent of V-suite consumer products leaders believe generative 

AI is easier to implement than other emerging technologies, while 63 percent 

of the C-suite think it’s more difficult. V-suite leaders place more importance on 

generative AI in IT, with 40 percent saying it will be extremely important for IT in 

the next three years, compared to only 9 percent of C-suite leaders. 

Additionally, 44 percent of the C-suite believe their IT systems are very 

mature, compared to only 25 percent of the V-suite. 

To achieve a return on investment from generative AI, operational models and tech 

investments are necessary, and C-suite buy-in is crucial. By 2025, the challenge 

for companies will be shifting from convincing C-suites of generative AI’s value 

to investing in the necessary back-end technology and establishing a digital 

operating model. 

T H I S  D I F F E R E N C E  E X T E N D S 

T O  T E C H  M O D E R N I Z A T I O N 

P R I O R I T I E S :  3 8  P E R C E N T 

O F  T H E  C - S U I T E 

P R I O R I T I Z E  S E C U R I T Y 

A N D  C O M P L I A N C E ,  W H I L E 

O N L Y  1 0  P E R C E N T  O F  T H E 

V - S U I T E  D O .  C O N V E R S E L Y , 

2 5  P E R C E N T  O F  T H E  V - S U I T E 

P R I O R I T I Z E  M A C H I N E 

L E A R N I N G  A N D  G E N E R A T I V E 

A I ,  C O M P A R E D  T O  J U S T  6 

P E R C E N T  O F  T H E  C - S U I T E . 
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G E N  Z  V A L U E S  W I L L  G U I D E 
L O Y A L T Y  S T R A T E G I E S

03 

As Gen Z (ages 12–27) is projected to increase their spending power to around 

$12 trillion globally by 2030, and with Gen Alpha (ages 1–14) following, 

brands are adapting their digital strategies to foster long-term loyalty. The 

next generation of consumers values sustainability, purpose and authenticity. 

Additionally, social media plays a significant role in their shopping habits, with a 

survey from Walmart and Morning Consult revealing that 55 percent of Gen Z 

made an online purchase while browsing social media in the last six months, and 

44 percent begin their shopping journey with online searches. 

This trend benefits consumer products brands, enabling them to connect directly 

with consumers through online search and social channels, bypassing traditional 

retailers. However, the challenge lies in navigating saturated platforms like TikTok 

and Instagram, where sponsored content risks appearing inauthentic and causing 

consumer fatigue. 

“ I N F L U E N C E R S  A R E  T H E  M O D E R N - D A Y  W O R D  O F 

M O U T H .  D E S P I T E  T H E  R I S I N G  A N T I - I N F L U E N C E R 

S E N T I M E N T ,  T H E  R E C O M M E N D A T I O N  A S P E C T 

R E M A I N S  S T R O N G .  P E O P L E  A R E  M O R E  A W A R E 

N O W ,  T H I N K I N G ,  ‘ T H E S E  I N F L U E N C E R S  A R E 

M A K I N G  A  L O T  O F  M O N E Y  O F F  O F  M E . ’ 

A U T H E N T I C I T Y  I S  K E Y . ”

E l i z a b e t h  P a p a s a k e l a r i o u  G r o u p  V i c e  P r e s i d e n t 
a n d  M a n a g i n g  P a r t n e r 
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03 Interestingly, TikTok users, mainly Gen Z, are less averse to ads compared to users 

on other platforms. Thirty-eight percent accept ads in exchange for free content, 

and 28 percent have purchased products promoted by celebrities or influencers.

For 2025, it’s vital for brands to ensure their marketing content on social platforms 

is genuine and meaningful to stand out, with a focus on user-generated content.

https://www.statista.com/chart/29589/sentiment-towards-data-protection-and-online-advertising/
https://www.pymnts.com/study_posts/why-theres-more-to-older-gen-z-younger-millennial-shopping-habits-than-social-media


Guide to Next 2025 Publicis Sapient  |  10

D A T A  S E C U R I T Y  W I L L  B E C O M E 
A  T O P  P R I O R I T Y

04 

In 2025, ensuring data security will be paramount for consumer products firms. 

Companies across various industries frequently face penalties for consumer data 

privacy violations and significant data breaches. To navigate this landscape, firms 

must enhance transparency in data usage, invest in robust security measures and 

organize their data infrastructures in preparation for upcoming and proposed AI 

and data privacy regulations. 

While many brands focus on acquiring first-party consumer data and integrating 

proprietary data into AI models, it is equally crucial to prioritize updating data 

privacy and security safeguards. So far, many brands have experimented with 

generative AI without integrating potentially sensitive data—only 12 percent of 

consumer products leaders report doing so. However, as more organizations 

adopt open-source large language models like OpenAI and Google Gemini, 

those that can integrate their proprietary data at scale for specific use cases will 

generate more value over time. This approach, though riskier initially, will establish 

a foundation for future growth. 

Despite these advancements, 50 percent of consumer products executives admit 

to lacking a comprehensive data strategy or having only partial integration across 

departments. Only 6 percent possess a mature, fully integrated enterprise data 

strategy that leverages advanced analytics, AI and modern data collaboration 

tactics. This lack of maturity presents challenges for the C-suite, as 53 percent of 

C-suite industry leaders report that data quality, access, silos and privacy concerns 

significantly impact their organization’s growth. 

“The number one priority for consumer products firms next year is getting 

their data houses in order. It’s not the time to focus on gaining access to 

more data, but to better utilize and safeguard the data you already have,” 

says McPherson.  
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04 The EU AI Act, set to take effect in 2026, is unlikely to impact many consumer 

products brands’ use of data within AI due to the noncritical nature of their tools. 

However, other proposed legislation, such as the U.S. COPIED Act, which aims to 

require AI tools to let users attach information about their origin, is gaining traction 

in various regions. 

As data becomes increasingly valuable and AI regulation evolves, organizations 

that can successfully integrate data into their AI solutions while establishing risk 

mitigation strategies will emerge as leaders in 2025 and beyond. 
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H E A L T H  A N D  W E L L N E S S 
B E C O M E S  1 : 1 

05 

The health and wellness trend has fundamentally reshaped consumer products, 

transforming consumer behavior and driving significant growth. In 2025, we’ll see 

this trend expand even more, especially as Gen Z gains purchasing power. The 

surge in demand for fitness and wellness products, exemplified by the success of 

brands like HOKA, has made health a core consumer value. 

To capitalize on this opportunity, brands must integrate personalized wellness 

experiences across product categories. While many brands are doubling 

down on health and wellness-oriented products, the focus is shifting towards 

personalized health. For example, Unilever’s AI-powered personal experiences, 

like Dove’s virtual Scalp + Hair Therapist, are boosting purchases and consumer 

engagement. Consumers who discover new products on the BeautyHub PRO AI 

tool are 43 percent more likely to complete a purchase, according to a Unilever 

press release.

Consumers are also increasingly willing to invest in their overall health, with 

spending on wellness products and experiences rising. This is especially true for 

younger generations, who view health and beauty as interconnected aspects of 

personal care. The convergence of health and beauty is a key trend for 2025, 

driven by the influence of social media platforms like TikTok. 

NielsenIQ reports that health and beauty products are projected to account for 

81 percent of TikTok’s dollar sales. Gen Z consumers are seeking “clean,” cruelty-

free items with natural scents, reflecting their overall preference for food that is low 

in sugar, high in protein and free from artificial ingredients. 

By strategically incorporating mental wellness products and services, and by 

emphasizing the intersection of health and beauty within owned brands, brands 

can effectively tap into this expanding market and drive sales growth. In order to 

keep up with the pace of consumer behavior, consumer products firms will need to 

incorporate AI-powered analytics into their strategy.

https://www.unilever.com/news/news-search/2024/how-aipowered-ultrapersonalised-experiences-are-boosting-our-beauty-brands/
https://www.retail-insight-network.com/news/health-wellness-top-splurge-us-consumers/
https://www.retail-insight-network.com/news/health-wellness-top-splurge-us-consumers/
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L O O K I N G  A H E A D  T O  2 0 2 5L O O K I N G  A H E A D  T O  2 0 2 5
In conclusion, consumer products companies often have a tendency to start and 

stop initiatives without giving them enough time to prove their value. This pattern 

has been seen with direct-to-consumer strategies, influencer marketing and now with 

generative AI. For these new technologies and business models to truly demonstrate 

their return on investment, companies need to commit and allow these innovations to 

take their course.  

Just as iconic campaigns 

like Nike’s “Just Do It” didn’t 

become successful overnight, 

the adoption of generative 

AI and other advanced 

technologies requires patience 

and persistence. By committing 

fully and allowing these 

technologies to prove their 

worth, businesses can achieve 

the operational efficiency and 

growth they seek in today’s 

competitive digital landscape. 
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C O N T A C T  U S  

Publicis Sapient is building digital business transformation solutions for consumer 

products firms, powered by our unique SPEED formula. Our approach combines 

strategic growth and business value, modern digital product thinking, next-

generation customer experience, engineering, data and AI, all while leveraging 

our premier partnerships with Microsoft, Google, AWS and OpenAI.  

SABRINA MCPHERSON  
Senior Vice President and Senior 
Managing Partner  
sabrina.mcpherson@publicissapient.com

ELIZABETH PAPASAKELARIOU  
Group Vice President and 
Managing Partner  
elizabeth.papasakelariou@publicissapient.com

HELEN MERRIOTT  
Senior Vice President of Consumer Products	  
EMEA and APAC  
helen.merriott@publicissapient.com

Publicis Sapient is a digital transformation partner helping established organizations get digitally enabled, both in the way they work 
and how they serve their customers. We help unlock value through a startup mindset and modern methods, fusing strategy, consulting 
and customer experience with agile engineering and problem-solving creativity. As digital pioneers with 20,000 people and 53 offices 
worldwide, our experience spanning technology, data sciences, consulting and customer obsession—combined with our culture of 
curiosity and relentlessness—enables us to accelerate our clients’ businesses by designing the products and services their customers truly 
value. Publicis Sapient is the digital business transformation hub of Publicis Groupe.   
  
For more hand-picked insights from our experts, visit publicissapient.com.

mailto:sabrina.mcpherson%40publicissapient.com?subject=
mailto:elizabeth.papasakelariou%40publicissapient.com%20?subject=
mailto:helen.merriott%40publicissapient.com%20?subject=
https://guidetonext.publicissapient.com/outlook-2024/consumer-products

