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CONSUMER, RETAIL, AND LEISURE SECTOR — TRENDS, OPPORTUNITIES AND CHALLENGES (1/2)
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Alis redefining retail by personalising interaction aml automating demand
driving growth and efficiency

Key Trends Reshaping CR&L

Omnichannel becomes the default

Omnichannel already accounts for ~60% of Singapore
retail spend and is becoming the structural default as
retailers integrate channels, experiences, and loyalty
at scale

Value orientation reshapes retail demand

Cost-of-living pressure and price sensitivity are shifting
Singapore shoppers toward essentials, promotions,
and private labels — reinforcing value-led purchasing

Frictionless, embedded digital payments
Digital wallets and embedded finance have made

cashless, low-friction checkout the default across
Singapore retail

Fulfilment becomes experience battleground

Same-day delivery expectations and high last-mile
costs are making fulfilment a decisive differentiator
for customer experience and cost efficiency

Shift towards accountability-based, voluntary
Al governance
Singapore emphasises voluntary, accountability-based

Al governance over prescriptive regulation to balance
trust and innovation

>

Prevalent Opportunities

Al-driven omnichannel retail orchestration

Al is enabling real-time orchestration of customer,
inventory, pricing, and experience data, evolving
toward shopping copilots and agentic journeys

Al-optimised value and margins

Al enables dynamic pricing, promotion effectiveness,
and demand forecasting, progressing toward
personalised value and basket-level profitability

Intelligence and context-aware payments

Al strengthens fraud detection and conversion today,
evolving toward context-aware routing, personalised
credit, and autonomous risk controls

Al-optimised and sustainable fulfilment

Al improves routing, ETA accuracy and micro-fulfiiment, >

with future potential in autonomous delivery,
carbon-aware logistics and self-optimising supply chains

Design and implementation of Al governance
frameworks
Retailers can translate ethical principles into practice

through Al governance frameworks, controls, and
review mechanisms

Related Challenges

Fragmented data and costly compliance

Al adoption is limited by fragmented omnichannel data,
PDPA-driven consent constraints, and high upfront costs
that remain challenging for many C,R&L organisations

Fair pricing and margin pressure
Consumer trust risks and compressed margins limit

pricing-led Al adoption and restrict investment capacity
for C,R&L organisations

Fraud velocity and regulatory scrutiny
Al-driven fraud sophistication and tightening MAS

oversight raise explainability, governance, and
operational risk

Thin economics and automation readiness

Low unit margins, fragmented logistics data and regulatory
and consumer readiness constraints intensify ROI scrutiny
for advanced fulfilment automation

Consumer concerns over algorithmic
decision-making
Opagque Al decisions in pricing, offers, or access risk

consumer mistrust if fairness and explainability are not
demonstrable

Sources: ‘Al bridges the gap between Singapore’s retailers and omnichannel shoppers’, IMDA, Link; ‘Al in retail’, KPMG, Link; ‘Intelligent retail’, KPMG, Link; ‘How Singapore aims to ensure consumer trust in Artificial Intelligence.’, ITU, Link; ‘Singapore’s Digital & Al Governance: A Pro-Innovation, Framework-

Driven Model’, Lexology, Link; all accessed in Mar 2026; continued in slide notes


https://www.imda.gov.sg/resources/blog/blog-articles/2025/03/ai-bridges-gap-between-sg-retailers-and-omnichannel-shoppers
https://assets.kpmg.com/content/dam/kpmgsites/xx/pdf/2026/01/ai-in-retail-report.pdf
https://kpmg.com/sg/en/insights/ai-and-innovation/intelligent-retail.html
https://aiforgood.itu.int/how-singapore-aims-to-ensure-consumer-trust-in-artificial-intelligence/
https://www.lexology.com/library/detail.aspx?g=732b18f0-b0d4-4536-8709-8ac9fed81bd0
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Singapore retailis evolving into Al-led omnichannel models that shift from
manual to Al-assisted operations

Key themes in market

Future imperatives for players

Recommendation engines are moving beyond big platforms into SME retail stacks,

* Leverage plug-and-play Al components like IMDA

-‘O'- Al personalization enabled by government-supported components like IMDA’s Retail Recommendation RRE instead of building proprietary models
W & recBmeHASToN Engine (RRE), which lowers barriers for retailers with limited data maturity - Move from periodic promotions to real-time
_ » Skechers and We Are Social Singapore launched “Luna”, an Al shopping assistant that recommendations
—— engines blends conversational Al, personal styling, and in-store/Telegram interactions to deliver
a seamless, experience-led retail journey

Convenience formats are using computer vision and Al for “just-walk-out” style « Shift staff roles from checkout to replenishment,

= experiences positioned as a practical response to labor constraints and the need for hygiene, security, and customer assistance

)) Frictionless / 24/7 operations in constrained footprints « Frictionless stores should be data nodes in an
cashier less retail « 7-Eleven Singapore has launched a cashier-less, frictionless “Shop & Go” store where omnichannel ecosystem, not isolated endpoints
OO0 customers tap a card to enter, pick items, and walk out with payments automatically

processed using Al cameras and sensor technology

Al-led
omnichannel
retail management

Retailers are adopting Al-enabled omnichannel retail management (OCRM) to unify
POS, e-commerce, inventory, pricing and CRM in one data loop driven by IMDA’s Retail
Industry Digital Plan and Advanced Digital Solutions, which position OCRM as the core
scalable backbone

» IMDA, together with Enterprise Singapore, launched new integrated digital solution
categories under the Advanced Digital Solutions (ADS) initiative to help retail SMEs
deepen digital and Al adoption through Omnichannel Retail Management (OCRM)
solutions (July 2024)

» Use Al for demand sensing, allocation, dynamic
pricing, replenishment, and promotion optimization

+ Centralize Al models and analytics, while allowing
store- or region-level flexibility

Sources: “Al in retail”, IBM, Link; “Al in retail: Global lessons from strategy to storefront’, KPMG, Link; “The Complete Guide to Using Al in the Retail Industry in Singapore in 2025”, Nu camp, Link; “Singapore retailers turn to Al to combat rising costs and stay competitive”, Intra connect, Link; “7-Eleven opens its

first unmanned self-checkout store in Singapore”, Asiaone; Link; other secondary sources; all accessed in Mar 2026



https://www.ibm.com/think/topics/ai-in-retail
https://assets.kpmg.com/content/dam/kpmgsites/xx/pdf/2026/01/ai-in-retail-report.pdf
https://www.nucamp.co/blog/coding-bootcamp-singapore-sgp-retail-the-complete-guide-to-using-ai-in-the-retail-industry-in-singapore-in-2025
https://intracorp.com.sg/singapore-retailers-turn-to-ai-to-combat-rising-costs-and-stay-competitive/
https://www.asiaone.com/lifestyle/no-cashier-no-problem-7-eleven-opens-its-first-unmanned-self-checkout-store-singapore

CHALLENGES AND OPPORTUNITIES — CONSUMER, RETAIL, AND LEISURE SECTOR

Alenables ROl gains but trust, cloud complexity remain key hurdles

03%
33%

Headwinds in Al adoption

Trust, privacy and governance

Stronger emphasis on Al governance and privacy engineering (policy-
as-code, red-teaming, synthetic data, audit trails) to unlock
personalization safely. Brands that operationalize “trust UX” (why this
recommendation, what data used, easy controls) will outperform

Consumers are very/extremely concerned about privacy globally®@

Consumers trust companies to use their personal information
responsibly(2)

High implementation cost

Singapore retail operates on thin margins, high rent, and high labor
costs, making Al investments risky without fast payback

Talent and skills gap in applied retail Al

Retail Al requires domain-specific skills such as demand forecasting,
merchandising logic, customer behavior modeling

Tailwinds for Al adoptio

o~ GenAl-powered Personal Commerce

EWj GenAl copilots embedded in apps, marketplaces, and brand sites that handle
discovery, comparison, bundles, and post-purchase support—turning
“browsing” into guided intent capture

38% APAC consumers use Al to help them shop(")

59% APAC consumers open to purchasing using Al in future(")

Al models optimize prices and promotions dynamically based on demand

2 Al-driven dynamic pricing and promotion optimization
o|o
elasticity, inventory, consumer behavior, time of day, and location

_____ Al-based loss prevention and shrinkage reduction

.— Al-based loss prevention is becoming critical in Singapore’s retail sector as

L~ high store density, the rise of self-checkout, and unmanned formats increase
' shrinkage and fraud risks amid persistent labour constraints

Note: 1) A poll of 41,000 consumers across 28 markets including Singapore, Australia, Hong Kong, India, Japan, and Malaysia; 2) Global data collected from 23,730 consumers across 23 countries/regions
Sources: ‘Adyen: Over a third of APAC consumers use Al to shop’, Technode, Link; ‘Al in retail: Global lessons from strategy to storefront’, KPMG, Link; ‘Sheng Siong to roll out facial recognition CCTV at all outlets to curb shop thefts’, CNA, Link; ‘Shopee Marketing Solutions Wraps Up Its 5th Annual Summit,
Shopee, Link; ‘Consumer preferences for privacy and personalization — 2025, Qualtrics, Link


https://technode.global/2025/06/06/adyen-over-a-third-of-apac-consumers-use-ai-to-shop/
https://assets.kpmg.com/content/dam/kpmgsites/xx/pdf/2026/01/ai-in-retail-report.pdf
https://www.channelnewsasia.com/singapore/sheng-siong-face-recognition-cctv-thefts-shoplifting-5312226
https://ms.shopee.com/ssr/news/07748a0d9349acc17deba82ebb3b0752
https://www.qualtrics.com/m/www.xminstitute.com/wp-content/uploads/2025/03/XMI_RR-DS_ConsumerPreferencePrivacyPersonalization-2025.pdf
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KPMG CONSUMER, RETAIL AND LEISURE SECTOR PUBLICATIONS — KEY FINDINGS

Alis now acore strategic priority inretail, with widespread adoption, rising
investment, and clear ROl expectations shaping future competitiveness

kpiG

63% Intelligent reta‘il-l &

A blueprint for creating value through
Al-driven transformation

Retailers in the US state
that Al has become the
core of their business

KPMG. Make the Difference.

Source: Intelligent Retail, Link()

Face pressure from Anticipate an ROI of

0 shareholders to show 760

77/0 immediate ROI on Al /() more thgn 10 percent
) from Al in the next year
investment

e 70 1/3

0 increase
ignificantly
er near-term

Will increase the
percentage of global
budget spent on Al

Say Al spending will
increase by more
than 20 years

kPG

Minretall |

14%

Organizations expected to
scale Al use cases by 2026

KPMG. Make the Difference.

Source: Al in retail, Link®

Al increasingly becoming a central pillar

of future growth and competitiveness

64% 17% 15%

of consumer and retail

CEOs say Al is a top Agree that a top _ Believe that cqmpetltlon
: o constraint on Al growth is for Al talent is a top
investment priority for . .

Al workforce readiness constraint

their business

Note(s): 1. Key findings based on quantitative survey of 1,390 decision-makers across key global markets, including 183 respondents from the insurance sector; 2. Key findings of the survey based on responses from 1,350 CEOs between 05 Aug and 10 Sep 2025

Sources: ‘Intelligence Retail’, KPMG, Link; ‘Al in retail — Global lessons from strategy to storefront’, KPMG, Link; all accessed in Apr 2026


https://kpmg.com/kpmg-us/content/dam/kpmg/pdf/2025/kpmg-intelligent-retail.pdf
https://kpmg.com/kpmg-us/content/dam/kpmg/pdf/2026/ai-retail-global-lessons-strategy-storefront.pdf
https://kpmg.com/kpmg-us/content/dam/kpmg/pdf/2025/kpmg-intelligent-retail.pdf
https://kpmg.com/kpmg-us/content/dam/kpmg/pdf/2026/ai-retail-global-lessons-strategy-storefront.pdf
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Background and
context

AS Watson Group, one of the
world’s largest international
health and beauty retailers,
embedded Al across
customer engagement,
operations, and the workforce
— driving personalization,
conversion, and productivity
while positioning Al as a
partner, not a replacement

—™  Key benefits / takeaways

F—Revenue growth through hyper-personalisation

Al-driven recommendations, dynamic pricing, and personalized
journeys lift basket size, conversion rates, and customer loyalty.

Human-centric productivity and adoption at scale

Al acts as a workplace partner, supported by structured training, Gen
Al champions, and a “Grow as One” change model that accelerates
enterprise-wide adoption.

Margin improvement and operational efficiency

Embedded Al across forecasting, replenishment, and logistics reduces
overstock, markdowns, and delivery costs while improving
speed-to-decision

Future-ready operating model with disciplined governance

Measured ROI, strong data foundations, and readiness for agentic Al
enable sustainable, transformative impact rather than isolated pilots

Sources: ‘Powered by Al, guided byhumans AS Watson’s Al story”, KPMG, Link; all accessed in Mar 2026
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Al CASE STUDIES BY SECTOR — Al IN CONSUMER, RETAIL, AND LEISURE SECTOR (1/3)

Aland GenAlenabled AS Watson to scale I]BI'SOI]&lISEItIOI]
forecasting, and accelerate enterprise decision-making

Key learnings

+ Design workflows with Al at the center, aligned with
business goals

» Encourage cross-functional projects and sharing of
ideas and develop a network of Al champion

66

Great leaders make Al human-centric. Retail wins when
machines and minds collaborate. Start small by making
Al accessible to everyone, not just a few specialists or
one department. Begin with simple tools that help
colleagues in their daily work — things that save time
or make tasks easier”

— Dr Malina Ngai, Group CEO, AS Watson Group



https://assets.kpmg.com/content/dam/kpmgsites/xx/pdf/2026/01/ai-in-retail-report.pdf
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Al CASE STUDIES BY SECTOR — Al IN CONSUMER, RETAIL, AND LEISURE SECTOR (2/3)

DFI focuses ongovernance-led, value-based Al a[IOI]tIOI]
todeliver real business impact

Background and iy Key benefits / takeaways Key learnings

context S

NAANAN

+ Validate Al initiatives through an Al governance forum

DFI Retail Group is taking
a disciplined, value-led
approach to Al, aligning
initiatives to core business
priorities customer
experience, team enablement
and operational efficiency
while strengthening data
governance, financial
discipline and responsible
adoption to deliver
measurable impact

[ F—8trategy-led, value-focused Al adoption

DFI Retail takes an intentional approach to Al, tightly aligning
initiatives to core priorities — customer experience, team enablement,
and operational efficiency — rather than pursuing fragmented
experimentation

Human-centric productivity and adoption at scale

Strong financial discipline underpins Al investments, with “proof
of value” governance and enterprise-wide data, privacy, and Al
standards positioning data as a strategic asset.

People-first, responsible Al transformation

DF1 prioritizes workforce upskilling, ethical customer use of data,
and thoughtful role evolution, while preparing selectively for agentic
Al to deliver next-wave impact in retail

Sources: ‘DFlis heading for themoment of Al impact”’, KPMG, Link; all accessed in Mar 2026

focused on ‘proof of value’ — not just proof of concept

* Invest in data privacy, data governance, and Al
governance boards to assure data reliability and trust

66

We’'re trying to link Al initiatives to our core priorities —
customer experience, team member enablement

and operational efficiency. This means focusing on
solutions that augment staff productivity, streamline
communications, and automate routine tasks.”

— Stijn Casneuf, Director, Data and Al Automation,
DFI Retail Group



https://assets.kpmg.com/content/dam/kpmgsites/xx/pdf/2026/01/ai-in-retail-report.pdf

Background and
context

UK retailers face rising market
volatility and uncertainty, yet
remain constrained by data
overload, intuition-led
decisions, and increasingly
risky store, pricing, and
portfolio choices — resulting in
weaker profitability and
customer experience

=
Dash combines KPMG'’s retail expertise, advanced analytics, and
exclusive external data to deliver decision-ready insights, without
long build times

iy Key benefits / takeaways

Bre-built, insight-ready platform

Al-driven data enrichment & analytics
Retailers upload internal data, which Dash enriches with external

datasets and analyses across performance, pricing, range, location,

and portfolio

Faster, evidence-based decision-making

Pre-configured analytics enable retailers to assess performance,
forecast outcomes, and test strategic decisions with confidence.

Value across six core retail levers

Dash drives measurable impact across performance monitoring,
pricing effectiveness, range/portfolio optimisation, and competitive
benchmarking

Al in Consumer, Retail & Leisure € 11 p

Epemmmmmm—, /| CASE STUDIES BY SECTOR — Al IN CONSUMER, RETAIL, AND LEISURE SECTOR (2/3)

Dash helps UK retailers unlock profitable growth reducerisk,
Improve capital allocation and remain competitive

66

KPMG Dash showcases exceptional retail tech
innovation, with a platform that delivers accuracy across
functions and predicts store performance. Its broad
functionality and quantified impact demonstrate strong
real-world validation, offering retailers a transformative
edge in location planning, portfolio optimisation, and

revenue forecasting. This is a high-value, data-driven
solution that empowers smarter, more confident
decision-making”

— UK Business Tech Awards 2025 — Best Al-driven
Business Intelligence Tool and Best Use of Data
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The KPMG Trusted Al Centre of Excellence ——
Althat deliver results, notjust pilots.

Most organisations can launch Al pilots.
Very few manage to scale them.

The KPMG Trusted Al CoE exists to fix that. James Wilson

Partner, Technology Consulting,
Advisory and Head of
Consumer & Retail,

What we do Sl

We help organisations design, build, and scale Al that: =AM e Ee=e
» Solves real business problems

« Is trusted by leaders, employees, and regulators

« Can be adopted and scaled across the organisation

« Enables intelligent governance, decision-making and operations

Lyon Poh
Partner, Head of Corporate
The result Transformation and Al CoE Lead

KPMG in Singapore

Al that people trust, use, and rely on, T: +65 8118 9771

that leaders can see, measure, and defend.

Register for a 45 mins demo E: Ipoh@kpmg.com.sg

EHZE | 13


https://kpmg.com/sg/en/campaigns/you-can-with-ai/consumer-retail-and-leisure.html?cid=pdf_pdf-slipsheet_all-pdf-cnr_sg_2026_ycwai_0&utm_medium=pdf&utm_source=pdf&utm_content=sg-all-pdf-cnr&utm_campaign=sg-all-pdf-cnr#contactus

What makes our Al GoE different

KPMG Four-Door Framework Co-creation of solutions

Support from EDB
A structured way to scale Al across the enterprise with you, for you in your

With grants for

function and sector  Solution Design & Rapid
FUNCTION Prototyping
Trust @People Tng[t:% b  SOLUTIONS ~— | « PoC/Pilot Build
Compliance
& Risk

VALUE TRUST

Turn Al activity into real Build Al that’s trusted by

business impact and ROI. everyone, from the start. LESIORS “ Speed to market
PEOPLE DATA & TECH SCS)EICJ:'.II'-I(())T\IS

Design Al around how people  Enable Al to scale with the « Faster time to market
work, so adoption sticks. right technology foundation '

scaled deployment
Trusted ecosystem

Infrastructure e Access to proven
& Energy Academia .
KPMG brings together a powerful ecosystem of partners reusable Al solutions and
(leading technology companies, academia, industry Healthcare & Consumer, accelerators
organisations, and government agencies) to help turn Al Lifesciences

ideas into tangible innovative solutions.

Real Estate
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HOW KPMG CAN HELP (1/2)

Driving BntBI'I]I'ISB -wide Alimpact by combining strategy, technology,
workforce, and trust

Functional Al transformation Trusted Al

Helps re-imagine front- and back-office operations Help clients design trusted Al by

— from hyper-personalized customer engagement embedding ethics, transparency, and

to Al-enabled finance, HR, and IT — so Al becomes fairness at the core — not just to comply,
the connective tissue across the enterprise but to earn stakeholder confidence

A A

} Bespoke Al solution and

product deployment
Co-create bespoke Al solutions
— spanning forecasting, pricing,
trade promotions, and contract
leakage — to power teams with
KPMG retail solutions

Al strategy and
program stand-up
Help clients shape a bold
Al vision, underpinned
by an enterprise-wide

strategy, modern <
operating model, and

trusted governance

v

\ 4 Al technology implementation and integration
Build the scalable data and Al foundation that connects your
Al change enablement and workforce shaping enterprise and powers your intelligent operating engine.
Beyond technology, we help create an Al-ready workforce —
co-driving adoption, new career paths, and skills that fuel innovation.

Sources: ‘Al in Retail — Global lessons from strategy to storefront’, KPMG, Link


https://kpmg.com/kpmg-us/content/dam/kpmg/pdf/2026/ai-retail-global-lessons-strategy-storefront.pdf
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HOW KPMG CAN HELP (2/2)

KPMG can hBlI] CllBﬂtS across their Aljourneys

Al

Develop a
transformational
Al strategy

Define your Al goals, identify
opportunities and risks, and
create a tailored strategy and
execution plan. Build a business
case with clear metrics to secure
investments and ensure
measurable success by scaling
Al for enterprise-wide impact and
building lasting capabilities.

Sources: ‘Intelligent Retail, KPMG, Link

Ensure Al trust and
compliance

Scaling Al introduces complexities
and risks. KPMG Trusted Al teams
can help ensure your Al solutions
are ethical, secure and compliant.
Our Trusted Al Framework, built on
10 ethical pillars, empowers
organizations to boldly deploy Al
responsibly, transparently and with
confidence.

Empower your
workforce with Al

KPMG Al-enabled Workforce
solutions deliver personalized
adoption and upskilling
experiences, helping your team
embrace generative Al and infuse
it into everyday work.

Build a sustainable
Al technology
infrastructure

Leverage KPMG professionals’
experience to integrate Al
frameworks, platforms and
accelerators, helping you ensure
your technology infrastructure is
ready to scale Al initiatives.



https://assets.kpmg.com/content/dam/kpmgsites/xx/pdf/2025/03/intelligent-retail-report.pdf
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