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The consumer 

products industry is 

built on connected 

relationships

CPG / BrandCustomer

Retailer

Category 

Management
Customer Engagment / 

Personalised Loyalty

Media-enhanced 

relationships

AI, science, data 

and tech-enabled 
consumer insight to 

improve and align 

decision making
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CPG / 

Brand

Customer

Retailer

Category 

Management

Loyalty

Media-enhanced 

relationships

AI, science, data 

and tech-enabled 

consumer insight to 

improve and align 

decision making

1876
Decades

to adopt 

Combustion 

engine 

1989
Years

to adopt

World Wide 

Web 

Today
Months

to adopt 

AI and Agentic 

tools 

Agentic Commerce: 

Customer adoption at a 

different speed
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Being left off the platform agent 

shortlist

Being represented by scraped, 

unverified information

Being outpaced by more 

conversational competitors

Agentic Commerce -

the challenge:

For retailers and brands, loyalty 

must now be earned twice – from 

the customer, and from the AI agent 

the customer chooses or 

authorises

Risks:
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Everything 

is connected

Why this requires 

a different type of 

collaboration

Retailers and 

CPGs pull ’levers’ 

independently...

...whilst knowing 

everything is 

connected...

Range reset Cost programmes

Personalisation strategy 

Health strategy

Supply chain 

Category strategy 

Digital optimisation

Sustainability process

Supplier strategy 

Sourcing review

Media and marketing

Pricing/ Promotional adjustments

Space and layout optimisation

Colleague and customer 

engagement



Top 10 predictions 
for how these relationships
will change



How we 
set up together

C a d e n c e
T r a n s p a r e n c y
C o n s t r a i n t s

How we 
work together

R o l e s
B e h a v i o u r s
W a y s  o f  w o r k i n g
F r a m e w o r k

The role of the 

buyer

Win-Win-Win 

mindset & alignment

Integrated 

customer process

Omnichannel

planning and 

execution

How we 
win together

The future of 

the Retailer 

– Brand 

relationship 

Continuous joint 

business planning

Automated analytics 

& data 

transparency

Sustainability & 

health embedded in 

execution

Performance-led

investments

Retail media as an 

integrated 

investment 

Collaboration 

beyond categories

O u t c o m e s
A c c e l e r a t o r s
N e w  f r o n t i e r s
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Continuous joint business planning

F R O M T O

Multi year 

agreements and

shared growth 

drivers, 

continuously 

reviewed

Annual 

Business 

Planning 

1



© 2026 dunnhumby / All rights reserved / Confidential99 © 2026 dunnhumby / All rights reserved / Confidential

Automated analytics and data transparency 

F R O M T O

AI-powered, 

real-time 

decisions, 

fuelled by data 

transparency 

and exchange

Manual 

analysis and 

delayed 

decisions

2
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Sustainability & health embedded in execution

F R O M T O

Day to day 

execution, embedded 

in category decisions, 

space allocation and 

scorecards

From 

isolated 

pledges

3
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The role of the buyer

F R O M T O

Supported by AI 

driven analysis, 

buyers will 

orchestrate

total category 

value alongside 

supplier partners

Margin-

focused 

buyers and 

category 

captains

4
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Win-win-win mindset & alignment

F R O M T O

Joint value 

creation, with 

aligned

objectives and 

mutual 

accountability

Oppositional 

negotiation

5
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Integrated customer process

F R O M T O

Integrated, 

customer-first 

orchestration across 

all levers

Siloed 

optimisation 

by function

6



© 2026 dunnhumby / All rights reserved / Confidential1414 © 2026 dunnhumby / All rights reserved / Confidential

Omnichannel planning and execution

F R O M T O

Unified, “phygital” 

category 

management

Separate 

physical and 

digital 

planning

7
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Performance-led investments

F R O M T O

Investment tied 

directly to 

measurable 

outcomes

Opaque trade 

investment 

and unclear 

returns

8
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Retail media as an integrated investment 

F R O M T O

Media as a core 

merchandising 

lever

Media as a 

marketing 

add-on

9



© 2026 dunnhumby / All rights reserved / Confidential1717 © 2026 dunnhumby / All rights reserved / Confidential

Collaboration beyond categories

F R O M T O

Connected, multi-

partner ecosystems

spanning media, 

data, services and 

experiences

Linear 

retailer–

brand 

relationships

10
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The dunnhumby 

difference

CPG / BrandCustomer

Retailer

Category 

Management
Customer Engagement / 

Personalised Loyalty

Media-enhanced 

relationships

AI, science, data 

and tech-enabled 
consumer insight to 

improve and align 

decision making
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In an always-on, AI-driven, multi-lever model –

the forces driving change for retailers and brands 

are structural, immediate, and irreversible.

The no-regret moves that every retailer and brand can make

Establish one 

customer truth & across 

all the plans, never 

losing sight of how they 

land and show-up 

together

Bring customer, 

category and media 

planning as close 

together as possible

Create multi-year 

joint growth plans; 

from activity and 

execution, to aligned 

growth targets

Customer-first 

connected omni-

channel platform to 

make the 'funnel' bi-

directional

Strengthen operating 

model, cascading shared 

OKRs across previously 

siloed functions & teams
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Final thought: Everything is changing…except the purpose

Customer

LLMS

AI agents

Retail Media

T H E  C U S TO M E R

Ecosystems

Annual business 
planning 

Data 

Accountabilities
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Thank you –

thoughts 

and questions?

CPG / BrandCustomer

Retailer

Category 

Management
Customer Engagement / 

Personalised Loyalty

Media-enhanced 

relationships

AI, science, data 

and tech-enabled 
consumer insight to 

improve and align 

decision making
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