THE CUSTOMER -
HAS ALREADY
MOVED ON.

STAGE PHOTO FROM JIM CARROLL ARCHIVE

We need a keynote for senior retail and consumer-brand executives. Our members are trying to understand Al shopping agents,
changing consumer behaviour, pricing intelligence, e-commerce and the future of physical stores. We want something that

connects digital trends with merchandising, brand strategy, customer experience and operational decisions, not a generic
technology presentation.
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THE CONSUMER IS MOVING FASTER THAN THE RETAIL

OPERATING MODEL.

Demand, attention, digital interfaces and fulfillment expectations are shifting together, forcing business-model decisions across the

customer journey.

MACHINE-MEDIATED BUYING

Al agents and personalized recommendations may influence
discovery and transactions.

CONSUMER VELOCITY

Tastes, health, value and social influence continuously disrupt
assortments and brands.
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OMNICHANNEL OPERATIONS

Store, supply chain, payments, inventory and returns have become
an interconnected system.

NEW RETAIL ECONOMICS

Dynamic pricing, fulfillment cost and experience design change
margin and competitive advantage.
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NOT A GENERIC TRENDS KEYNOTE.

A career of working inside the industry, paired with research built for this particular audience.

A retail foresight record stretching from a 1999 VISA-sponsored e-commerce book to
global consumer brands, franchises, digital pricing and Al-enabled commerce.

YEARS OF CROSS-INDUSTRY FUTURES RELEVANT CLIENT ENGAGEMENTS
RESEARCH PROFILED IN THIS BRIEF
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CONNECT THE SIGNALS. DELIVER A DECISION
FRAMEWORK.

Explain what is changing in the consumer, the store and the system behind the store—and what to do about it.

UNDERSTAND CONNECT ACT

Explain the customer and Al commerce Relate demand and data to assortment, Identify merchandising,

shift beyond individual applications. pricing, retail operations, fulfillment and customer-journey and capability
brand experience. experiments worth scaling.
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FIVE CONNECTED ACTS. ONE PRACTICAL STORY.

Topics are combined and calibrated to the actual audience, not delivered as a canned speech.

THE FAST CONSUMER

THE Al SHOPPER

THE STORE REINVENTS

DATA MAKES IT WORK

THE RETAIL LEADERSHIP PLAYBOOK
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Why attention, health, convenience and value now shift more rapidly.

Discovery, comparison, choice and machine customers change the selling process.

Showroom, experience hub, returns point and fulfillment node.

Pricing, inventory, demand sensing, personalization and operational intelligence.

Run focused tests, shorten learning loops and build a responsive organization.
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INSIGHT IS NOT ENOUGH. THE ROOM NEEDS DIRECTION.

Four practical outcomes connect the future story to how people make decisions.

MAP THE JOURNEY

See the whole discovery-to-fulfillment experience.

PRIORITIZE VALUE

Differentiate helpful Al from superficial automation.
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AUDIT ASSUMPTIONS

Challenge which legacy customer and store ideas have expired.

GROW ADAPTABILITY

Build faster merchandising, operations and customer-learning
cycles.
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TEN REAL ROOMS. TEN DISTINCT STRATEGIC
CONVERSATIONS.

THE GAP B DISNEY RETAIL
NESTLE REVIONICS
YUM! BRANDS RICH FOODS
GODIVA / PLADIS INGRAM MICRO
SAP RETAIL GRAND & TOY

The next five pages explain the audience, the strategic question, the actual keynote themes and the relevance to this client inquiry. These are speaking engagements, not
claims of client technology deployment.
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THE REAL KEYNOTES BEHIND THE CLAIM.

Each example ties a specific audience to the messages presented, not a claimed client business outcome.

THE GAP

Senior retail executives
Help a familiar retailer anticipate the store and inventory model of the future.

End-of-inventory thinking; consumer velocity; fulfillment; new retail expectations.

A direct precedent for reframing the store as part of a wider commercial system.
SOURCE: JIM CARROLL INDUSTRY / EVENT ARCHIVE + LINK

DISNEY RETAIL

Retail leadership team
Explore how youth buying habits and digital expectations redefine retail relevance.

Consumer behavior; digital relevance; rapidly changing attention and experience.

Shows how the keynote connects brand identity to consumer change.
SOURCE: JIM CARROLL INDUSTRY / EVENT ARCHIVE * LINK
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https://retail.jimcarroll.com/
https://retail.jimcarroll.com/

THE REAL KEYNOTES BEHIND THE CLAIM.

Each example ties a specific audience to the messages presented, not a claimed client business outcome.

NESTLE

Consumer-brand senior leadership

Prepare a global consumer brand for faster innovation and customer fickleness.

Ten retail trends; compressed product cycles; hyper-innovation; avoiding price commaoditization.

Credible CPG relevance beyond store-based retail.
SOURCE: JIM CARROLL INDUSTRY / EVENT ARCHIVE + LINK

REVIONICS

Retail technology and pricing community
Explain the opportunity and urgency of data-driven merchandising.

Real-time pricing; consumer attention; demand data; retail innovation velocity.

Connects Al and analytics to margin and merchant decision-making.
SOURCE: JIM CARROLL INDUSTRY / EVENT ARCHIVE * LINK
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THE REAL KEYNOTES BEHIND THE CLAIM.

Each example ties a specific audience to the messages presented, not a claimed client business outcome.

YUM! BRANDS

KFC, Taco Bell and Pizza Hut leadership, 2009
Refocus a large franchise audience on growth in a difficult economy.

Consumer shifts; international opportunity; mobile behavior; brand innovation.

Evidence of strategy and optimism grounded in a changing customer.
SOURCE: JIM CARROLL INDUSTRY / EVENT ARCHIVE + LINK

RICH FOODS

CEO-led post-pandemic leadership event
Make sense of persistent changes in buying and retail operations.

New consumer habits; digital interaction; fulfillment; accelerated retail expectations.

A practical example of translating disruption into operating choices.
SOURCE: JIM CARROLL INDUSTRY / EVENT ARCHIVE * LINK
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THE REAL KEYNOTES BEHIND THE CLAIM.

Each example ties a specific audience to the messages presented, not a claimed client business outcome.

GODIVA / PLADIS

Global leadership meetings in Europe
Connect luxury consumer brand strategy to changing markets and supply chains.

Taste and consumer behavior; supply-chain velocity; retail transformation.

A global, multi-engagement brand example.
SOURCE: JIM CARROLL INDUSTRY / EVENT ARCHIVE + LINK

INGRAM MICRO

Wholesale distribution / retail-channel partners

Help channel leaders adapt their model to digital commerce and new distribution economics.

B2B order systems; supply-chain integration; channel velocity; collaborative commerce.

Connects retail demand to suppliers and distribution architecture.
SOURCE: JIM CARROLL INDUSTRY / EVENT ARCHIVE * LINK
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THE REAL KEYNOTES BEHIND THE CLAIM.

Each example ties a specific audience to the messages presented, not a claimed client business outcome.

SAP RETAIL

Retail technology user community
Explain how technology and consumer change jointly reshape store operations.

Retail platforms; data and supply chains; changing retailer operating models.

A strong enterprise-systems precedent for retailers balancing technology and execution.
SOURCE: JIM CARROLL INDUSTRY / EVENT ARCHIVE + LINK

GRAND & TOY

Traditional B2B retail and sales organization
Prepare an established sales model for digital ordering and customer change.

B2B e-commerce; online procurement; scale; changing customer interaction.

Early real-world evidence of retail reinvention over several technology cycles.
SOURCE: JIM CARROLL INDUSTRY / EVENT ARCHIVE * LINK
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THE LONG VIEW IS THE DIFFERENTIATOR.

This is not expertise assembled after the latest trend arrived.

Clicks-and-mortar, early e-commerce, online merchant strategy and digital
customers.

Retail operations, loyalty, e-grocery, B2B ordering and mobile change.

Store-as-showroom, omnichannel fulfillment, pricing analytics and brand velocity.

Post-pandemic consumer change, agentic commerce, Al merchandising and
connected retail.

Additional retail and consumer engagements include Loblaw, Shoppers Drug Mart, Canadian Tire, Save-On-Foods, restaurant brands, retail
associations and packaging suppliers.
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THE KEYNOTE IS BUILT AROUND YOUR ROOM.

A flexible 45-60 minute arc, with the emphasis changed for the event and its audience.

THE FAST CONSUMER

THE Al SHOPPER

THE STORE REINVENTS

DATA MAKES IT WORK

THE RETAIL LEADERSHIP PLAYBOOK
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Why attention, health, convenience and value now shift more rapidly.

Discovery, comparison, choice and machine customers change the selling process.

Showroom, experience hub, returns point and fulfillment node.

Pricing, inventory, demand sensing, personalization and operational intelligence.

Run focused tests, shorten learning loops and build a responsive organization.
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A RESPONSE YOUR BUREAU CAN ACTUALLY SEND.

This responds to the illustrative inquiry, without claiming the request was received.

Jim Carroll would give your retail executives an industry-specific perspective rooted in three decades of practical
retail and consumer work. His experience includes The GAP, Disney Retail, Nestlé, Godiva/Pladis, Revionics, Yum!
Brands, Rich Foods, SAP Retail and major distribution audiences. He was explaining clicks-and-mortar and digitally
empowered consumers long before today’s Al shopping agents. His customized keynote would connect the fast

consumer to pricing, inventory, fulfillment, the role of the store, machine-mediated commerce and the leadership
choices needed to maintain relevance and growth.

Source note: Historical engagements and keynote messages are summarized from Jim Carroll’s industry site and earlier industry briefing archive. The inquiry
is fictional but representative. No operational results at client organizations are claimed.
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