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In an era where digital transformation is no 
longer optional, artificial intelligence (AI) 
is emerging as the definitive competitive 
advantage — and this is very much the case 
for the consumer packaged goods (CPG) 
sector. The products we consume daily, from 
packaged foods to personal care items, are 
increasingly being developed, manufactured, 
marketed, and distributed with AI involved in 
the process.  

Research from Infosys shows that 
implementing AI helps industries stay 
competitive in terms of innovation and 
efficiency. For its AI Business Value Radar, 
Infosys surveyed 3,798 business leaders 
globally. Of those, 250 were from the CPG 
industry. And the CPG sector is generating 
value from AI: According to the Infosys 

research, 55% of AI use cases in CPG generate 
tangible business value, on par with the 
industry average (Figure 1). 

Cybersecurity and resilience are the top 
use case categories within which the 
CPG companies surveyed are pursuing AI, 
followed by marketing and IT, operations, and 
facilities (Figure 2).

CPGs are vulnerable to cyberattacks due to 
their heavy reliance on e-commerce and 
digital channels. Leveraging AI is essential to 
proactively detect threats, safeguard systems, 
and ensure secure consumer interactions. 

AI use in IT, operations, and facilities likely 
stems from a broader push for cost takeout. 
AI can accelerate tasks like software 

AI

EXECUTIVE 
SUMMARY

https://www.infosys.com/iki/research/generative-ai-radar-cpg-industry-report.html
https://online.hbs.edu/blog/post/benefits-of-ai-in-business
https://www.infosys.com/iki/research/ai-business-value-radar2025.html
https://www.infosys.com/iki/perspectives/strategic-cost-takeout.html
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Source: Infosys Knowledge Institute

Figure 1. More than half of AI use cases generate business value

Stage of use case deployment

Percentage of group

20%
19%

Deployed, achieving most
or all objectives

35%
32%

Deployed, achieving
some objectives

CPG (55% generate
business value)
Overall average (51%)

14%
11%Canceled after deployment

9%
9%

Deployed, not generating
business value

4%
5%

Canceled before deployment

9%
6%Created proof-of-concept or pilot

8%
10%Planning

4%
4%No plans to implement

Consumer packaged goods

Overall

This was a self-selecting sample, in that respondents only provided details for the top �ve use case categories in which their business is already 
interested. This is why 70% of the AI initiatives were reported as past the deployment phase. Typically, we would expect far more projects that had 
failed, been cancelled, or are still in pilots, for what is such an early stage and experimental technology.

development, coding, data analysis, and 
process optimization, often completing them 
efficiently, and faster than human teams. 
By automating these functions, companies 
can streamline workflows, see productivity 
benefits, and potentially reduce headcount in 
these areas, which could likely be the reason 
for their focus. 

The IT, operations, and facilities category is 
less prioritized than in other industries and 
seems to be less viable (in other words, less 
likely to generate business value) or less likely 
to succeed than in other industries but still 
enjoys an average rate of success.

The transition to AI for CPGs isn’t happening 

in isolation. It’s occurring against a backdrop 
of market volatility due to economic 
uncertainty, decelerating global growth, trade 
tensions from tariff hikes, evolving consumer 
preferences, supply chain disruptions, and 
sustainability pressures. 

AI offers CPG companies the potential to 
impact every aspect of the value chain – from 
creating personalized products that meet 
individualized consumer needs to optimizing 
pricing strategies that maximize margins in 
fluctuating markets. 

CPG organizations that successfully harness  
AI are seeing transformative benefits, 
including increased operational efficiency, 

https://unctad.org/news/trade-tensions-and-rising-uncertainty-drag-global-economy-towards-recession
https://www.infosys.com/iki/perspectives/ai-resilient-supply-chains.html
https://www.infosys.com/iki/perspectives/ai-resilient-supply-chains.html
https://www.infosys.com/iki/events/ai-impact-supply-chain-efficiency.html
https://www.infosys.com/iki/events/ai-impact-supply-chain-efficiency.html
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enhanced product innovation, reduced 
time to market, and strengthened consumer 
relationships.

Yet despite this promise, many CPG 
companies struggle to move beyond 

experimental AI pilots to enterprisewide 
deployment that delivers sustainable 
business value. The path to AI success in 
the CPG sector is challenging and requires 
specific approaches tailored to the industry’s 
distinct characteristics.

Figure 2. Popularity and viability of functional use case categories

Content intelligence

Sustainability

Finance

Supply chain

Workforce

Fraud risk and compliance

Product development

Software development

Manufacturing

Customer service

Sales and revenue

IT, operations, and facilities

Marketing

Cybersecurity and resilience

Selection rate

Functional category
33%

30%

30%

27%

26%

25%

24%

24%

23%

23%

21%

20%

19%

17%

A viability score above 1 indicates a use case type is more likely to deliver business objectives, with a score less than 1 being less likely. The viability 
score is the weighted average of deployments achieving some or all business objectives compared to the total deployments of the use case type. 
The selection rate is the percentage of respondents indicating their company is pursuing AI within a category.

Average selection rate: 24%
Average viability: 0.98

Viability

0.80 1.20

Source: Infosys Knowledge Institute

https://www.infosys.com/iki/research/generative-ai-radar-cpg-industry-report.html
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HOW AI IS 
RESHAPING CPG 

The Infosys research identified several 
successful AI implementations in the CPG 
industry. These case studies illustrate how 
companies are delivering significant business 
value through AI.

Personalized products

Product development was found to be the 
most viable category of AI use case (Figure 
3), and personalized product development is 
a leading AI opportunity for CPG companies. 
CPGs have successfully implemented AI 
to personalize product formulations and 
features based on consumer preferences and 
behavior patterns. For example, Coca-Cola 
used AI to analyze data from its Freestyle 
machines — self-service soda fountains 
that track customer preferences. These 
implementations typically involve analyzing 

consumer data to identify personalization 
opportunities, using AI to develop 
product variations tailored to different 
consumer segments, and implementing 
flexible manufacturing processes that can 
accommodate personalized production. 

New product launches 

When examining CPG AI use cases, loyalty 
programs and AI-driven new product 
launches show evidence of producing 
business value more often than average 
(Figure 4). CPG companies have used AI to 
predict market reception for new products 
with greater accuracy, optimize launch timing 
and geographic sequencing, personalize 
marketing for different consumer segments, 
and adjust production and distribution based 
on real-time market feedback.

https://www.netscribes.com/ai-in-cpg-creating-hyper-relevant-experiences/#:~:text=Coca%2DCola%27s%20freestyle%20machine%20data,unmet%20needs%20or%20regional%20preferences.


Knowledge Institute

AI Business Value Radar: Consumer Packaged Goods Edition |  9External Document © 2025 Infosys Limited 

Figure 3. CPG companies employ AI effectively more often in product development

Smart, sustainable packaging

Smart and sustainable packaging is another 
viable AI use case for CPG (refer to the 
middle column of Figure 4). Successful 
implementations have enabled companies 
to design packaging that minimizes 
environmental impact while maintaining 
product protection. It also allows them to 
incorporate smart features such as near-field 
communication (NFC) or QR codes to collect 
data, provide usage information, and optimize 
packaging materials and designs for different 
distribution channels and market segments.

These implementations show how AI can 
help CPG companies address growing 
consumer and regulatory pressure for 
sustainability while also enhancing product 
functionality and brand differentiation.

Loyalty optimization

Another successful AI application identified in 
the research is loyalty program optimization 
(refer to the middle column of Figure 4). This 
application helps CPG companies personalize 
rewards and incentives based on individual 
consumer preferences and behaviors, predict 

Source: Infosys Knowledge Institute
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Viability is the weighted likelihood of success, where 1 is the average success rate.
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https://www.monolithai.com/blog/4-ways-ai-is-changing-the-packaging-industry
https://www.thomasnet.com/insights/smart-packaging/#:~:text=Types%20and%20Examples%20of%20Smart,packaging%2C%20and%20QR%20code%20packaging.
https://www.thomasnet.com/insights/smart-packaging/#:~:text=Types%20and%20Examples%20of%20Smart,packaging%2C%20and%20QR%20code%20packaging.
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Figure 4. Spending adjusted viability for industry-specific use cases lackluster in CPG

and prevent consumer churn through 
proactive engagement, and optimize 
program economics to maximize consumer 
value while controlling costs. This way, AI 
can transform traditional loyalty programs 
into sophisticated consumer engagement 
platforms that drive increased purchase 
frequency and share of wallet.

Cashflow optimization

This is a highly viable finance-related 
use case for CPG companies. Successful 
implementations in this area have enabled 

companies to predict cash requirements 
with greater accuracy across complex global 
operations, optimize working capital by 
adjusting inventory levels, payment terms, 
and production schedules, and identify and 
address potential cashflow issues before they 
materialize.

This use case demonstrates the value 
of AI in financial management for CPG 
companies, which often face complex cash 
flow challenges due to seasonal demand, 
commodity price fluctuations, and extended 
supply chains.

1.0 1.0 1.0

Loyalty programs

Visual merchandising

Smart and sustainable packaging

AI-driven new product launch execution
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Use case

Relative adjusted spending Viability per amount spentViability

All measures are relative, with 1 being the average for an AI use case.
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Source: Infosys Knowledge Institute
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COMPLEXITIES OF 
AI INTEGRATION

Despite the significant potential of AI in the 
CPG industry, companies face numerous 
challenges when implementing AI solutions. 
The Infosys research reveals several key 
barriers that are particularly acute in the CPG 
sector.

High transformation required    

One of the most significant findings from 
Infosys’ AI Business Value Radar 2025 research 
is that CPG companies face exceptionally 
high transformation requirements to 
successfully implement AI. Unlike some 
industries where AI can be deployed with 
minimal disruption to existing processes, CPG 
implementations typically require substantial 
restructuring. The data reveals that almost all 
CPG use cases require more transformation 
— that is, changes across areas such as the 

operating model, technical architecture, 
and data structure — to make them viable 
(refer to Figure 5, third column). This poses a 
challenge for organizations with entrenched 
legacy systems and traditional operational 
approaches.

Workforce preparedness gaps

Infosys’ research has identified that preparing 
workforces for AI is a critical factor for 
successful implementation. Respondents 
were grouped into four archetypes based on 
which of the following definitions matched 
their employee engagement with AI: 

•	 Watchers: Organizations with minimal 
engagement with employees on AI, and 
limited or no training, education, or change 
management initiatives.
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Figure 5. CPG use cases require more transformation

•	 Explorers: Companies taking initial 
steps to address AI with limited change 
management practices; employees 
have minimal involvement or support in 
understanding AI’s role.

•	 Pathfinders: Organizations with regular 
training and educational programs on AI 
and growing employee engagement.

•	 Trailblazers: Companies fully engaged 
in continuous AI training, education, and 
change management, with employees fully 
supported in understanding and adapting 
to AI.

The research shows that CPG companies are 
lagging other sectors, with fewer trailblazers 
than other industries (Figure 6). This suggests 
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that CPG companies are still in the learning 
stage, with few having mastered AI.  

CPG companies have been cautious about 
supporting employees in adopting AI 
through focused initiatives such as training 
and change management, uncertain about 
where their capital might be needed as 
geopolitical challenges around the US 
imposition of tariffs prevailed. However, AI can 
be a powerful tool to navigate tariff-related 
uncertainties — enhancing revenue growth 
management, improving demand and supply 
planning, and providing end-to-end supply 
chain visibility to mitigate disruptions in the 
movement of goods and services. This could 
also affect their efforts toward workforce 
preparedness by helping with personalized 
training tailored based on employee roles.

Figure 6. Significantly fewer trailblazers in CPG

Spending and viability

Another key challenge identified in the 
research is the misalignment between 
spending and viability in many CPG AI 
initiatives. The data shows a strong trend 
between the amount that has been spent on 
each CPG use case and the relative viability 
(Figure 7).  

For example, the research points out 
that product development use cases 
(personalized product development) are 
highly viable but require more transformation 
than average, and more spend. Similarly, 
cashflow forecasting optimization (finance) is 
very viable but requires lots of transformation 
(Figure 8), which might be one of the reasons 
finance use cases are less popular.

10%
16%

31%
31%

35%
37%

22%
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Workforce readiness
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Source: Infosys Knowledge Institute

https://www.deloitte.com/uk/en/services/consulting/blogs/2024/ai-powered-employee-experience.html
https://www.deloitte.com/uk/en/services/consulting/blogs/2024/ai-powered-employee-experience.html
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Figure 7. Relatively high spending offsets viability gains 

Alignment challenges

The research reveals interesting patterns in 
use case adoption within CPG companies 
that suggest potential alignment issues 
between IT and business functions. Notably, 
significantly fewer CPG respondents indicated 
they were pursuing use case categories in 

IT, operations, and facilities compared to 
respondents in other industries. This could 
be because these functions tend to be seen 
as support areas rather than key growth 
drivers. CPG companies typically channel 
their AI investments toward consumer-
facing activities such as marketing, product 
development, and demand forecasting, 
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where the returns are more direct and 
measurable in terms of revenue and 
competitive advantage.

At the same time, while manufacturing 
use cases are more popular with our CPG 
respondents than with the other industries 
as a whole, there appears to be a disconnect 
in areas like product development, which, 
though highly viable, has a fairly low 
adoption rate.

This indicates potential challenges in 
aligning IT resources with business priorities, 
possibly stemming from organizational silos 
or differing perspectives on value drivers 
between technical and business teams.

Integration complexities 

The CPG industry faces some specific 
challenges in AI implementation. Although 
AI use case success in the CPG industry is 
virtually indistinguishable from the average, 
CPG companies can achieve much higher 
viability scores when they transform their 
operating model and data architecture.

The data also reveals that most CPG use 
cases have an average rate of success (Figure 
9). This might be due to the industry facing 
issues related to legacy technology that can 
hinder the smooth deployment and scaling 
of AI, and hiring and retaining AI talent, which 
are necessary factors for AI success.

Figure 8. Relative required transformation versus viability

Source: Infosys Knowledge Institute
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https://images.nvidia.com/aem-dam/Solutions/documents/retail-state-of-ai-report.pdf?ncid=pa-so-link-630560-vt23
https://images.nvidia.com/aem-dam/Solutions/documents/retail-state-of-ai-report.pdf?ncid=pa-so-link-630560-vt23
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Additionally, sustainability use cases appear 
to be less successful for CPG companies 
than they do in other industries (Figure 2), 
which could be because sustainability for 
these companies is more about improving 
packaging and reusing goods and AI might 
not play much of a role in these areas. This 
highlights how industry-specific factors can 
create unique implementation challenges.

The path to AI success in the CPG sector 
is challenging. Addressing the significant 
barriers to AI adoption in the CPG industry 
requires strategic, focused approaches that 
recognize the unique nature of the sector in 
terms of picking the right use cases, fostering 
responsible AI, having an engaged workforce, 
upskilling talent, and building the right 
culture for AI. 

Figure 9. AI use cases for CPG companies have an average rate of success
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THE WAY 
FORWARD

Prioritize transformation

CPG companies should conduct a 
transformation readiness assessment and 
evaluate their organizations’ current data 
infrastructure, technical architecture, and 
operating model to identify gaps that 
need to be addressed before scaling AI 
initiatives. They should establish robust 
data governance practices that ensure data 
quality, accessibility, and compliance — 
critical foundations for successful AI. CPG 
companies should also establish a dedicated 
function to coordinate transformation efforts 
across the organization, ensuring alignment 
across different business functions, and 
preventing siloed initiatives and duplication. 
Additionally, they should implement 
governance structures and a centralized AI 
task force to ensure responsible AI.

By prioritizing transformation preparedness, 
CPG companies can address one of the most 
significant barriers to AI success identified in 
the research.

Align investment with value 

To address the misalignment between 
investment and viability, CPG companies 
need more sophisticated approaches to AI 
investment prioritization. They must create 
a portfolio approach to AI investments that 
explicitly considers both viability and the 
transformation effort that’s needed. They 
should increase investment and reallocate 
resources toward areas identified as 
highly viable in research, such as product 
development and marketing. Agentic AI, a 
form of AI that deploys autonomous systems 
that can make decisions and perform tasks 

https://www.infosys.com/iki/perspectives/responsible-ai-foster-workplace.html
https://www.infosys.com/iki/perspectives/responsible-ai-foster-workplace.html
https://www.infosys.com/services/data-ai-topaz/insights/enterprise-ai-readiness.pdf
https://www.infosys.com/services/data-ai-topaz/insights/enterprise-ai-readiness.pdf
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/portfolio-and-performance-priorities-for-cpg-leaders
https://www.infosys.com/iki/research/agentic-ai-systems.html
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without human intervention, being a low-
cost, low-effort, and highly viable use case, 
as identified by Infosys research, enables 
organizations to experiment with AI in a 
practical way, supporting human-machine 
collaboration and paving the way for gradual, 
scalable adoption.

CPGs should also develop more sophisticated 
return on investment (ROI) models that 
account for both direct financial returns 
and strategic value creation, recognizing 
that some high-value AI implementations 
could have longer payback periods. This can 
help CPG companies make more informed 
investment decisions, directing resources to 
areas with the highest potential for business 
value creation.

Build workforce development 

To address the workforce preparedness gap 
identified in the research, CPG companies 
must invest in developing their employees’ 
AI capabilities. They can do this by creating 
targeted training initiatives that address 
the specific needs of different roles from 
executives to frontline workers.

They must incorporate formal change 
management methodologies into all 
AI deployments, focusing on building 
understanding, addressing concerns, 
fostering acceptance, and creating the right 
culture for AI. They need to create feedback 

mechanisms for employees to provide 
input on AI initiatives, helping to refine 
implementations and increase acceptance. 
They should also integrate AI skills 
development into performance objectives 
and career advancement paths.

By focusing on workforce development, CPG 
companies can move from the watchers and 
explorers categories into the trailblazers who 
demonstrate significantly higher success rates 
in AI implementation.

Foster collaboration

To overcome any IT-business alignment 
challenges, CPG companies should 
implement structures and processes that 
promote closer collaboration. They can 
do this by establishing cross-functional AI 
teams that bring together IT specialists and 
business domain experts to jointly develop 
AI solutions. They should adopt product 
management methodologies for AI initiatives, 
focusing on business outcomes rather than 
technical specifications. They should develop 
shared success metrics that align IT and 
business objectives, ensuring both groups are 
working toward common goals.

By fostering closer IT-business collaboration, 
CPG companies can address the adoption 
gaps identified in the research, particularly 
in high-potential areas like product 
development.

https://www.infosys.com/iki/research/ai-business-value-radar2025.html
https://www.infosys.com/iki/perspectives/responsible-ai-foster-workplace.html
https://www.infosys.com/iki/perspectives/responsible-ai-foster-workplace.html
https://www.infosys.com/iki/perspectives/balance-people-technology-ai-success.html
https://www.infosys.com/iki/perspectives/balance-people-technology-ai-success.html
https://www.infosys.com/iki/perspectives/why-ai-needs-humans.html
https://www.infosys.com/iki/perspectives/why-ai-needs-humans.html
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AI

CONCLUSION

The CPG industry is still in the early stages 
of AI maturity, with significant room for 
growth and improvement. While CPG 
companies face significant challenges 
in AI implementation — including high 
transformation requirements, workforce 
preparedness gaps, and misalignment 
between investment and viability — they 
also have clear opportunities to create 
substantial business value. CPG executives 
must prioritize both the technical 
foundations of AI, which is data architecture, 
technology infrastructure, and integration 
capabilities, and the human dimensions of 
change, including workforce development, 
organizational alignment, and cultural 
adaptation. 

As the AI landscape continues to evolve, 
CPG companies that develop the capability 
to deploy AI at scale while continuously 
learning and adapting will create 
sustainable competitive advantage. 

“For CPG companies to truly benefit from 
AI, they need to lay a solid foundation — 
upgrading their data systems, reinforcing 
governance, and aligning efforts across 
teams,” says Sachin Jangam, managing 
partner, consumer goods, retail, and logistics 
at Infosys Consulting.

He adds: “Success is dependent on more than 
just tools. It requires organizational readiness 
to scale AI in a responsible, coordinated way. 
Taking a portfolio view of AI investments, 
based on both business potential and effort 
required, helps direct funding to the most 
impactful areas. Companies must equip 
their people through tailored training, career 
integration, and change management to 
confidently work alongside AI. Strengthening 
the connection between IT and business 
teams is also essential. Those who build 
strong technical capabilities and a culture 
ready for AI will be the ones to lead the future 
of the industry.” 
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APPENDIX A: USE CASES 
Based on interviews with subject matter 
experts and desk research, we collated 55 
use case types across 14 categories (Figure 
A1). We similarly collated 77 industry-specific 
use case types across 15 industry sectors 

(Figure A2). All these use case types are 
themselves at a level of abstraction higher 
than a specific use case, to make the survey 
manageable — but they are also relevant 
for all respondents. The survey asked 
respondents to select up to five functional 
categories out of 14 (Figure A1) where their 
companies are pursuing AI. Respondents 

Capability Use case type Capability Use case type

1. Content
intelligence

• Generate content
• Manage content
• Analyze content
• Content performance

8. Fraud, risk,
and compliance

• Fraud detection and prevention
• Risk modelling and analytics
• Compliance

2. Customer
service

• Improve/support customer service agents
• Automated self-service/AI assistants
• Customer service performance and analysis
• Personalized customer service

9. Software
development

• Legacy code migration and modernization
• Developer code assistant
• Automating code development
• Testing code/QA

3. Cybersecurity
and resilience

• Threat and anomaly detection
• Enterprise resilience monitoring

10. Sustainability • Supply chain transparency
• Energy optimization
• Material reuse, circular economy/products

4. Marketing • Customer segmentation
• Optimizing marketing strategy
• Marketing asset creation
• Personalized marketing

11. Workforce • Performance management
• Talent acquisition and management
• Assist employee work�ow
• Personalized onboarding and employee

experience
• Workforce management and scheduling

5. Sales and
revenue

• Find cross-sell/up-sell opportunities
• Churn prevention
• Optimizing sales strategy
• Supporting sales executives
• E-commerce product recommendations

12. Procurement
and supply chain

• Supplier risk assessment
• Supply chain optimization
• Supply chain forecasting
• Procurement and contract management
• Protecting the bid process

6. IT, operations,
and facilities

• Asset management
• AI-orchestrated processes
• Smart buildings/smart warehouse

automation
• Incident management and ticketing

13. Manufacturing • Smart, connected factory
• Preventive maintenance for assets
• Quality assurance with autonomous

decision making (defect detection)
• Safety, security, and risk assessment
• Demand forecasting and inventory

7. Product
development

• Product design and innovation
• Product testing
• Personalized product development

14. Finance • Invoice and payment processing
• Expense management
• Cash�ow forecasting/optimization
• Automated �nancial reporting

Figure A1. Functional categories and their use case types

Source: Infosys Knowledge Institute
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provided details on these categories, which 
were the top five that their company is 
already interested in. As such, this is a self-
selecting sample. In Figure 1, for example, we 
would typically expect far more projects that 
had failed, been canceled, or been in pilots 
for what is an early stage and experimental 
technology. Each category had between two 
and six common use case types (for example, 
product recommendation use cases in the 
sales and retail category). For each use case 
type within a category, respondents were 
asked about the stage of implementation of 
their initiative(s). Options for this question 
were: No plans to implement; planning; 
created proof of concept or pilot; canceled 
before deployment; deployed, not generating 
business value; canceled after deployment; 

deployed, generating some business value; 
deployed, achieving most or all objectives. 
Respondents were then asked about the 
amount of spending for that use case 
type to date (from any start date). This was 
followed by questions about the amount of 
operational or business model change as well 
as the amount of change in data structures 
and technical architecture needed for each 
use case type.

Finally, respondents were asked about the 
proportion of their user base that accepted 
and used the AI tool deployed (if any) for 
each use case type. The same series of 
questions was asked for industry-specific use 
case types for the industry of the respondent 
(Figure A2).
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Figure A2. Industry-specific use case types

8. Life sciences • Drug discovery
• Clinical trials
• Image and voice processing and diagnosis
• Regulatory and submissions
• Personalized and digital medicine

Industry Industry-speci�c use case Industry Industry-speci�c use case

1. Automotive • Autonomous driving agents
• Immersive vehicle infotainment with

voice assistant
• AI-powered navigation systems with �eet

management
• Vehicle diagnostics and predictive maintenance
• Vehicle usage analysis for usage-based insurance

9. Logistics • Delivery route optimization
• Returns management
• Automated warehousing
• Capacity management
• Autonomous delivery vehicles
• Predictive maintenance

2. Consumer
packaged
goods

• Price pack architecture
• Recipe creation
• Loyalty programs
• Visual merchandising
• Smart and sustainable packaging
• AI-driven new product launch execution

10. Manufacturing • Streamlined product development and design
• Parts procurement and contract management
• Smart, automated factory with preventive

maintenance
• Digital supply chain and logistics
• Quality assurance with autonomous decision

making

3. Energy,
mining, and
utilities

• Environmental impact modeling
• Carbon capture, utilization, and storage (CCUS)
• Energy trading
• Building electri�cation
• Predictive maintenance
• Exploration

11. Retail • Physical retail experience
• E-commerce retail experience
• Sta� scheduling
• Virtual try-on
• Consumer research
• Returns management

4. Financial
services

• Reconciliations
• Dispute prediction
• KYC
• Pretrade analytics
• Trade �nance

12. Travel and
hospitality

• Disruption management of �ights
• O�er bundling
• Sta� planning
• Security management
• RFP management for large hotel events

5. Healthcare • Radiology
• Patient triage
• Personalized treatment and care
• AI-enhanced telemedicine

13. Telecommunications • Network life cycle management
(planning/design/optimization/slicing)

• Smart network operations (includes predictive
maintenance, self-healing, an digital twins)

• Network security
• Wireless channel modeling
• Customer onboarding or registration

6. High tech • Silicon design
• Process optimization for better yield
• Self-optimizing data centers
• Digital twins of complex systems

14. Professional
services

• Sta� utilization
• Market/client research and strategic planning
• Project/case management
• Client advisory services
• Ethics, compliance, and reporting

7. Insurance • Application approval, policy management,
and renewals

• Claims processing
• Risk assessment and underwriting
• Telemetry 

15. Public sector • Decision management 
• Personalized bene�ts counseling
• Eligibility determination
• Case management
• Regulatory compliance
• Accessibility

Source: Infosys Knowledge Institute



Knowledge Institute

24  |  AI Business Value Radar: Consumer Packaged Goods Edition External Document © 2025 Infosys Limited 

APPENDIX B: RESEARCH APPROACH

Expert analysis and interviews
Interviewed AI experts to formulate and validate which AI use cases and use case types are most 
salient to each category or industry, and to gain additional insights into the findings.

Survey
Surveyed 3,798 senior executives (250 in consumer packaged goods), representing more than 
3,200 companies (210 in consumer packaged goods), between December 2024 and January 
2025 about AI use cases being pursued at their companies. Respondents represent businesses 
with more than $1 billion in annual revenue across 14 industries in the US, Canada, UK, France, 
Germany, Nordics, Australia, and New Zealand. We also included public sector organizations 
with budgets of $1 billion or more from the US and Canada.

See Appendix A for specific survey methodology for use case types.

Model
Created scores for viability (based on probability of success), required transformation, and 
acceptance of AI tools for each use case type. Viability scores were weighted to favor use cases 
that had achieved most or all business objectives. Each of the three scores is normalized relative 
to a mean of 1 for more meaningful visualization. Adjusted average spending is the spending 
adjusted for company size (those with larger revenues tend to spend more on use cases and 
those with smaller revenues tend to spend less), where 1 represents the average spending per 
implementation ($1.96 million).

Source: Infosys Knowledge Institute
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Analysis and production

Infosys Topaz is an AI-first set of services, solutions, and platforms using generative AI 
technologies. It amplifies the potential of humans, enterprises, and communities to create value. 
With 12,000-plus AI assets, more than150 pre-trained AI models, and more than 10 AI platforms 
steered by AI-first specialists and data strategists, and a responsible-by-design approach, Infosys 
Topaz helps enterprises accelerate growth, unlock efficiencies at scale, and build connected 
ecosystems. Connect with us at infosystopaz@infosys.com.
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About Infosys Knowledge Institute

The Infosys Knowledge Institute helps industry leaders develop a deeper understanding of business and 
technology trends through compelling thought leadership. Our researchers and subject matter experts 
provide a fact base that aids decision making on critical business and technology issues.

To view our research, visit Infosys Knowledge Institute at infosys.com/IKI or email us at iki@infosys.com.

http://infosys.com/IKI
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