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Letter 
From 
The Editor

e stand at the precipice of a 

transformative era in retail and 

commerce, it is clear that the future is 

being redefined by innovative 

technologies. The convergence of artificial 

intelligence, augmented reality, and sustainable 

practices is not just altering how we shop; it is 

reshaping the very essence of customer 

experiences and business operations. In this 

edition of our SAGA magazine, we explore 

groundbreaking advancements that exemplify the 

limitless potential of technology in driving 

meaningful connections, efficiency, and 

sustainability.

Our first article, Emotion-Detecting AI: 

Redefining the Future of Customer Service in 

Retail, explores how artificial intelligence is 

enabling retailers to create hyper-personalized 

and empathetic shopping experiences. From 

analyzing facial expressions to interpreting tone 

of voice, emotion-aware technologies are 

setting new standards in customer engagement. 

By harnessing real-time emotional data, brands 

like Carrefour and Nike are not just meeting 

expectations but exceeding them, forging deeper 

trust and loyalty.

In Big Data to Deep Personalization: AI’s Leap in 

Retail Innovation, we examine the next frontier in 

consumer understanding. By leveraging colossal 

datasets and machine learning, businesses are 

transitioning from broad segmentation to 

treating each customer as a unique individual. 

Companies like Starbucks and Sephora are 

W

Tomorrow’s 
World: 
Retail 
Evolving 
at the 
Speed of 
Innovation

leading the charge, demonstrating how deep 

personalization is both an art and a science that 

delivers significant revenue growth and 

consumer satisfaction.

Our commitment to sustainability is explored in 

Eco-AI: Predicting and Preventing Waste Before It 

Happens. This article sheds light on how 

predictive AI technologies are empowering 

industries to combat waste at its source. From 

minimizing food waste in commercial kitchens to 

reducing overproduction in fashion, brands 

embracing Eco-AI are not only addressing 

regulatory demands but also building consumer 

trust through sustainable practices.

Seamless Social-to-Shop Experiences: The Future 

of Real-Time Immersive Commerce captures the 

essence of how social media is becoming the new 

marketplace. Platforms like Instagram and TikTok 

are revolutionizing shopping by integrating 

real-time engagement and augmented reality, 

enabling consumers to discover, interact with, and 

purchase products seamlessly. The article 

underscores the immense potential of blending 

entertainment with e-commerce to captivate 

modern audiences.

In Generative 3D Design: AI Crafting Tomorrow’s 

Fashion and FMCG Innovations, we spotlight the 

revolutionary role of generative design in creating 

sustainable, personalized, and immersive 

products. From virtual try-ons to zero-waste 

production processes, this technology is poised to 

redefine both fashion and FMCG industries, 

driving efficiency and reducing environmental 

impact.

Our feature, Virtually Unstoppable: How AR, VR, 

and 3D Tech Are Transforming Retail and 

E-commerce, explores how immersive 

technologies are bridging the gap between 

online and in-store experiences. Success stories 

from brands like L’Oréal, Puma, and 19 Crimes 

illustrate how augmented and virtual reality are 

solving age-old retail challenges, from increasing 

customer confidence to reducing return rates.

Finally, Step into the MokshaVerse: Where 

Imagination Meets Innovation offers an exclusive 

glimpse into the Moksha Media Group’s 

groundbreaking platform. The MokshaVerse 

leverages AI, AR, and VR to create interactive, 

hyper-realistic shopping experiences that 

eliminate traditional e-commerce limitations. By 

addressing critical pain points like product 

returns and personalization, the MokshaVerse is 

setting a new benchmark for digital commerce.

As we reflect on these stories, a common thread 

emerges: the future of retail lies at the 

intersection of personalization, sustainability, and 

innovation. From packaging that doubles as an 

interactive digital portal to virtual assistants that 

offer real-time support, technology is

enriching every aspect of the consumer journey. 

The question is not whether brands will adopt 

these advancements but how swiftly and 

effectively they will do so.

We invite you to explore these articles and 

envision how these transformative technologies 

will shape not just the retail landscape but our 

everyday lives. Together, let’s embrace the 

extraordinary possibilities that lie ahead.

Warm regards,
Asher T.GianChandani
Editor-in-Chief, 
SAGA Magazine

“

“
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 AI’S LEAP IN RETAIL INNOVATION:

By Akshata Shailendra Singh

FROM BIG DATA TO PERSONALISATION

Retail has always been about understanding 

consumers—what they want, how they shop, and 

why they choose one brand over another. In 

recent years, artificial intelligence (AI) has 

transformed this dynamic, pushing the 

boundaries of what’s possible in customer 

engagement and operational efficiency. Now, 

the industry is entering a new phase, where AI 

not only processes vast amounts of data but also 

creates deeply personalized experiences. This 

shift is redefining retail, blending technology 

with a nuanced understanding of human 

behaviour.

   At its core, deep personalization is the 

evolution of using big data to create customer

centric strategies. Unlike traditional methods 

that group customers into broad segments, deep 

personalization leverages 

advanced AI 

algorithms to deliver 

highly tailored 

experiences. These 

algorithms analyze 

everything from 

purchase history and browsing 

patterns to social media activity 

and real-time behaviour. 

The goal is to treat each 

customer as an 

individual, predicting

needs and 

preferences with 

uncanny 

accuracy.

   The 

mechanics of 

deep 

personalization rely on machine learning models 

trained on colossal datasets. These models identify 

patterns and correlations that would be impossible 

for humans to detect. For instance, a retailer might 

use AI to determine that a customer browsing 

organic baby food is likely to respond positively to 

recommendations for eco-friendly baby toys. 

Platforms such as Amazon and Netflix have already 

set benchmarks in personalization, with algorithms 

driving 35% of Amazon’s revenue and 80% of 

Netflix’s viewer engagement through 

recommendations.

   What sets this new wave of AI innovation apart is 

its ability to operate in real-time. Imagine a 

customer walking into a store and receiving a 

notification with a personalized discount on an 

item they’ve been researching 

online. Or consider how 

an AI-powered chatbot 

can guide a shopper

through their 

journey, offering 

customized solutions 

based on previous 

interactions. These 

technologies are no 

longer futuristic; 

they’re becoming 

standard practices, 

thanks to 

advancements in 

natural 

language 

processing 

and edge 

computing.

   The importance of deep personalization 

extends beyond enhancing customer 

experiences. It’s also a powerful driver of 

business outcomes. According to a 2023 

McKinsey report, companies that excel in 

personalization generate 40% more revenue 

from these efforts compared to their peers. 

Moreover, 71% of consumers now expect 

companies to deliver personalized interactions, 

and 76% feel frustrated when this doesn’t 

happen. Retailers that fail to adapt risk losing 

their competitive edge in a market where 

consumer expectations are higher than ever.

   One standout example is Starbucks, which has 

leveraged AI to transform its loyalty program. 

Through its mobile app, Starbucks collects data 

on purchase history, location, and even weather 

patterns to offer personalized recommendations 

and incentives. This strategy has contributed to 

a 12% increase in customer spend among 

loyalty members. Similarly, Sephora’s use of AI 

in its Virtual Artist tool allows customers to try 

on makeup virtually, providing a 

hyper-personalized shopping experience that 

bridges the gap between online and in-store 

retail.

   

   However, implementing deep personalization 

isn’t without challenges. Data privacy remains 

a critical concern. With consumers increasingly 

wary of how their information is used, 

transparency and ethical practices are 

paramount. Retailers must strike a delicate 

balance between leveraging data and respecting 

privacy laws, such as the GDPR in Europe or the 

CCPA in California. Brands that prioritize data 

security and clearly communicate their 

practices are more likely to build trust and 

long-term loyalty.

   

AI’s role in retail is also reshaping supply 

chains. By predicting consumer demand with 

greater accuracy, AI can optimize inventory 

levels, reduce waste, and ensure that the right 

products are available at the right time. This 

level of efficiency not only boosts profitability 

but also aligns with growing consumer demand 

for sustainability. For instance, Zara uses AI to 

analyze customer feedback and sales data, 

enabling the company to quickly adapt its 

inventory and reduce overproduction.

   Looking ahead, the future of retail innovation

will likely see even deeper integration of AI 

across touchpoints. Voice commerce, augmented 

reality, and AI-driven virtual assistants are set 

to become more sophisticated, further 

personalizing the shopping journey. As 5G 

technology becomes more widespread, the 

speed and efficiency of AI applications will only 

accelerate, enabling retailers to respond to 

consumer behavior in milliseconds.

   Ultimately, the shift from big data to deep 

personalization signifies more than just a 

technological upgrade. It represents a 

fundamental change in how businesses interact

with consumers, moving from transactional

relationships to meaningful, individualized 

connections. Retailers that embrace this change 

will not only meet but exceed the expectations 

of a new generation of shoppers, ensuring 

relevance in a rapidly evolving market.

   As AI continues to learn and improve, the 

possibilities for personalization are limitless. 

For retailers, this isn’t just an opportunity to 

innovate—it’s a mandate to stay ahead in an 

industry where consumer preferences are as 

dynamic as the technology driving them.
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  Metamall Property is redefining 

the future of the metaverse and 

transforming how we connect, 

shop, and work within a vibrant 

digital landscape where reality

and imagination seamlessly 

intertwine. Imagine walking 

through stunning virtual malls, 

filled with engaging storefronts 

tailored to your unique tastes, or 

collaborating in innovative office 

environments that rise against 

a breathtaking digital skyline. 

Picture yourself attending 

exhilarating live concerts or 

inspiring art exhibitions on 

gravity-defying floating islands, 

all from the comfort of your 

home. Metamall is not just a 

platform it is your gateway to a 

vast virtual universe where you 

can own, design, and monetize 

digital properties, unlocking 

endless possibilities for 

creativity and economic growth. 

Embrace this opportunity 

and step into the future with 

Metamall.

   It harnesses the powerful 

security of blockchain 

technology to empower creators, 

brands, and individuals in 

realizing their most ambitious

visions. This platform 

transcends the concept of a 

traditional marketplace; it is a 

vibrant, ever-evolving 

ecosystem where businesses can 

design captivating brand 

experiences and users can 

establish global connections that 

break through physical barriers. 

With its cutting-edge features 

and tremendous potential, 

Metamall is set to lead the 

way in this space, attracting 

forward-thinking investors 

eager to capitalize on 

exceptional opportunities. 

As the appetite for virtual 

properties grows, Metamall is 

not just a canvas for creative 

exploration but also a 

pathway to significant 

revenue generation.

   Moreover, it delivers a 

versatile platform for

businesses to establish 

a strong presence in the 

metaverse, significantly 

cutting operational costs while 

amplifying customer 

engagement through 

interactive virtual experiences. 

Entrepreneurs can design and 

monetize one-of-a-kind 

spaces, while consumers 

indulge in immersive 

shopping, entertainment, and 

networking. For remote 

workers, Metamall provides 

virtual offices that enhance 

collaboration and productivity 

without the need for 

traditional infrastructure. 

The global metaverse market 

is projected to expand at a 

staggering compound annual 

growth rate (CAGR) of 39.4%, 

potentially reaching $824 

billion by 2030. Metamall is 

uniquely positioned to 

capitalize on this growth by 

blending blockchain security 

with captivating user experiences.

As interest in virtual reality (VR) 

and augmented reality (AR) 

technologies surges, Metamall 

stands ready to drive 

unprecedented expansion through 

its scalability and monetization

potentials. The metaverse is 

rapidly flourishing, with industry 

giants like Meta (formerly Face-

book), Decentraland, and Sandbox 

investing heavily in virtual 

environments. These platforms 

have set the stage for the 
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Welcome to a realm where the impossible 

becomes everyday reality—welcome to the 

metaverse. 

 viability of virtual real estate, with some 

properties fetching millions. However, the market

is still in its early stages, offering trailblazers like 

Metamall a golden opportunity to secure their 

leadership role. Fierce competition exists, with 

emerging rivals including Decentraland’s user

generated landscapes and Sandbox’s build-own-

monetize model. Roblox and Fortnite are also 

extending their ecosystems to incorporate 

metaverse-like elements, but Metamall’s unique 

fusion of blockchain technology and 

user-centered design provides a significant

competitive advantage.Metamall is a 

comprehensive ecosystem designed for scalability 

and profitability, showcasing the potential

of virtual property ownership for generating 

passive income through leasing, advertising, and 

event hosting. By forging strategic partnerships 

and focusing on inclusivity, Metamall ensures 

its long-term success while constantly 

innovating to stay ahead of emerging 

trends. The metaverse seamlessly 

merges work, play, and social 

interaction, enriching our daily lives. 

Virtual offices evolve into thriving 

collaboration hubs where 3D avatars 

express every nuance of 

communication, while gamified 

retail offers unparalleled opportunities 

to explore products. Social gatherings 

transform into extraordinary 

adventures, whether hosting an 

unforgettable party in a digital mansion or 

exploring breathtaking alien landscapes with 

friends. Despite 

challenges such as technological hurdles, 

accessibility issues, and regulatory considerations, 

Metamall confronts these obstacles through bold 

innovation and strategic alliances. 

   As the metaverse expands, Metamall isn’t just 

participating; it’s actively crafting the future. By 

harmonizing cutting-edge technology with 

human creativity, Metamall is paving the way for a 

world where living, working, and thriving

 converge in a dimension rich with infinite 

potential.

 This innovative platform merges profitability with 

creativity, making it an indispensable investment 

for anyone eager to be part of this 

transformative journey. 

source: https://pin.it/2JUjC1mPR SAGA | 18 SAGA | 19



What new business models could emerge 
from blending physical retail with virtual 
shopping experiences?
   The fusion of physical retail and virtual 

shopping experiences presents a transformative

opportunity to reshape how we engage with 

brands. Imagine stepping into a store that 

seamlessly integrates the personalization and 

interactivity of the digital realm. Shoppers could 

explore virtual try-ons, receive AI-driven 

recommendations tailored to their preferences, 

or participate in immersive gamified 

experiences- all while in the comfort of their 

homes or interacting with physical spaces.

   Consider the potential of phygital loyalty 

programs that bridge in-store and online 

ecosystems, rewarding customers for physical 

visits while enabling digital redemptions. 

Gamification could elevate retail into an 

engaging activity, much like the virtual worlds 

we once built in The Sims or currently 

experience on platforms like Roblox. As 

consumers invest in virtual items for avatars, 

why not channel that energy into physical retail 

by offering interactive, hybrid experiences that 

blur the lines between the tangible and the 

virtual?

   This approach isn’t just about convenience; 

it’s about creating unforgettable, emotionally 

resonant experiences that forge deeper 

connections with consumers. Retail can 

transcend its traditional role of product 

distribution to become a platform for 

storytelling, community building, and sustained 

engagement. The future lies in crafting 

experiences so compelling that consumers don’t 

just visit a store—they become loyal 

participants in a brand’s evolving 

narrative.

In what ways can AI-driven 
chatbots and virtual assistants 
revolutionize customer 
service for e-commerce 
platforms?
   AI chatbots are the future

of customer ervice, and 

they’re here to make 

everything faster, smoother, 

and more personalized.

Instead of just 

answering 

questions, AI 

can suggest 

products 

based on 

your 

past 

purchases 

or even give 

you reminders

about things you 

need. Imagine a 

BLENDING REALITIES: 
AI AND IMMERSIVE TECH TRANSFORMING
RETAIL

chatbot that remembers your last shopping 

experience and checks in with personalized 

recommendations or customer support. It can 

also handle the boring stuff, like order 

tracking or returns, freeing up human 

agents for more complex issues.

What’s cool is that these bots can 

actually feel less robotic over time, 

learning your preferences and 

interacting in a more human-like 

way. If a beauty brand had a virtual

assistant, it could even walk you 

through a skincare routine or offer 

live tutorials based on what you’ve 

bought. It’s about turning a 

simple transaction into a 

conversation, and building a 

relationship with the 

customer. See? There is 

just so much that can 

happen This shift 

transforms customer 

service into a 

dynamic, interactive 

experience turning 

transactions into 

meaningful 

conversations 

and fostering 

deeper

brand 

loyalty. The 

future of 

e-commerce 

lies in creating 

AI-driven 

touchpoints that 

not only solve 

problems but build 

enduring 

relationships with 

customers.

How can mixed reality (MR) combine 
physical and digital retail to create unified 
omnichannel experiences
   Imagine walking into a store and using MR

enabled glasses or a smartphone to instantly 

access product details, reviews, or personalized 

discounts as you browse. Shopping for 

furniture? MR can place a virtual couch in your 

living room, allowing you to visualize its fit, 

color, and style without stepping outside your 

home. This not only enhances convenience but 

also bridges the gap between in-store and 

online shopping.

   Mixed reality has the potential to seamlessly 

blend the digital and physical realms, creating 

unified and immersive omnichannel retail 

experiences. By overlaying digital elements onto 

real-world environments, MR enables shoppers 

to interact with products in innovative ways that 

transcend the limitations of traditional retail.

For physical stores, MR can transform the 

shopping journey into a highly interactive 

experience. Picture a clothing store where 

customers can try on outfits virtually, explore 

how fabrics look under different lighting, or 

even visualize how an ensemble would suit 

specific occasions—whether a glamorous party 

or a tropical vacation.

   The power of MR lies in its ability to elevate 

retail into an engaging, sensory-rich 

experience. It’s not just about simplifying 

shopping; it’s about making it memorable and 

exciting. By integrating MR into the 

omnichannel strategy, retailers can create 

deeper connections with consumers, ensuring 

every interaction feels personalized, innovative, 

and worth revisiting.

How can retail and e-commerce businesses 
strategically adopt AI to enhance customer 
experiences and operational efficiency?
AI is the perfect tool to make both the back-end 

and front-end of retail operations smoother. 
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For operations, it can optimize inventory, adjust 

pricing in real-time, and predict demand before

it peaks. For consumers, AI can personalize 

everything from product recommendations to 

delivery options. Imagine shopping online and 

getting recommendations so spot-on that it’s 

almost scary. Or better yet, AI could predict 

when you need a product based on your past 

behavior- receiving notifications like: Hey, it 

looks like you’re out of toothpaste. It’s about 

blending data with convenience—creating

a shopping experience that feels tailored 

just for you, while also making it easier for 

retailers to run their 

business. When AI gets 

it right, it doesn’t just 

make things faster—it 

makes them smarter.

What metrics 
should strategists
focus on to 
measure the ROI  of
immersive
technologies
in retail?
When it comes to 

measuring ROI for 

immersive tech in 

retail, it’s more than

just sales numbers.

Sure, conversions are 

important, but we also want to know how engaged 

customers are with the experience. A few metrics 

to focus on:   Dwell time: How long are people 

sticking around in your virtual store or using 

your AR features? The longer they’re engaged, 

the more likely they are to convert.   Engagement 

rate: Are people interacting with your tech, or just 

browsing passively? The more active the 

engagement, the better.Conversion uplift:

How much more likely are people to 

buy after using your immersive tools?

Customer retention: Are they coming back for  more?

Immersive experiences can create loyal

customers if done right.   Brand sentiment: 

How do people feel about your brand after 

engaging with the tech? This can be measured

through social media or customer

feedback. The goal is to go beyond just selling 

products and focus on 

creating experiences

that build long-term

r e l a t i o n s h i p s . 

How will advancements 
in  spatial computing
redefine physical retail
and its integration with 
e-commerce?
Spatial computing is a 

game-changer for retail. 

Imagine walking into a 

store and instantly getting 

personalized offers or 

product details on your 

phone. It’s like the store 

is designed just for you, 

anticipating your every

need. For e-commerce, spatial computing

could help create virtual store environments

where you can shop online but still get the 

experience of walking around a physical

store. It brings the best of both worlds—immersive,

in-person experiences with the convenience of 

online shopping.   It’s all about making shopping

more intuitive and integrated. When done 

right, spatial computing could turn shopping 

into a seamless experience where the digital

and physical blur in the most effortless way.

What new business models can emerge 
from metaverse-exclusive retail 
experiences?
   The metaverse opens up a whole new realm of 

possibilities for retail. Imagine buying virtual 

products for your avatar—digital clothing, 

accessories, or even real-world rewards tied to 

virtual purchases. Brands can also hold 

exclusive events or drops in the metaverse, 

giving people something they can’t get anywhere 

else. For retailers, the metaverse could mean 

selling both virtual and real-world versions of 

products, letting people flex their style in both 

spaces.

   It’s not just about selling items; it’s about 

selling an experience, a lifestyle. The metaverse 

lets brands connect with consumers in a way 

that feels exclusive and cool—creating a virtual 

shopping haven that pulls people in for more 

than just products, but for status and identity.

What strategies will be critical for 
developing brand recognition in 
decentralized metaverse ecosystems?
   In a decentralized metaverse, where anyone 

can build and create, brand recognition requires 

creativity and community-building. You can’t 

just show up and expect people to notice—you 

need to engage with users in meaningful ways. 

Collaborating with creators, co-designing 

virtual products, or hosting unique virtual 

events can make a brand stand out.

   Interoperability is also huge—ensuring your 

virtual assets can be used across multiple 

metaverse platforms. It’s about being where 

your audience is, building a reputation for cool 

and valuable content, and making sure your 

brand doesn’t get lost in the shuffle. Ultimately, 

it’s about fostering a sense of community while 

staying true to your brand identity. The 

metaverse is vast, but if you engage the right 

way, you’ll have a loyal following that recognizes 

you wherever they go.
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   Moreover, the scalability of Eco-AI is 

unparalleled. From small businesses to 

multinational corporations, its applications are 

diverse. In manufacturing, predictive 

maintenance systems powered by AI can identify 

machinery issues before they cause defects in 

production, thereby reducing material waste. In 

logistics, AI optimizes delivery routes and 

vehicle loads, cutting down emissions and 

avoiding unnecessary resource use. Across 

industries, this technology enables businesses 

to streamline operations while aligning with 

sustainability goals.

The importance of Eco-AI cannot be overstated

in a time when regulatory frameworks are 

tightening. The European Union’s Green Deal, 

for example, aims for zero-waste cities 

by 2050, imposing strict 

guidelines on waste reduction 

and recycling. Companies that 

fail to comply risk financial 

penalties and reputational 

damage. Eco-AI provides 

a strategic advantage, 

ensuring businesses 

not only meet 

compliance 

requirements but 

position themselves as 

leaders in 

sustainability.

Beyond compliance, Eco

AI addresses the growing 

demand from consumers for 

sustainable practices. 

According to a 2023 Nielsen survey, 

73% of global consumers are willing to 

change their purchasing habits to reduce 

environmental impact. Brands that adopt 

technologies like Eco-AI signal a 

commitment to sustainability, earning 

trust and loyalty from these 

discerning customers. For instance, 

Unilever’s “Clean Future” initiative uses AI to 

optimize packaging design, reducing plastic waste 

by millions of tonnes annually.

   Despite its promise, the adoption of Eco-AI comes 

with challenges. Implementing AI-driven systems 

often requires significant upfront investment, and 

smaller businesses may struggle with the cost. 

Additionally, the success of Eco-AI depends on the 

quality of data available—poor or fragmented data 

can limit its effectiveness. However, as the 

technology evolves and becomes more accessible, 

these barriers are gradually diminishing.

   Looking ahead, the potential of Eco-AI extends far 

beyond waste management. As AI systems integrate 

with Internet of Things (IoT) devices, they will 

enable even greater precision in resource 

monitoring and allocation. Smart sensors 

    embedded in production lines, 

for example, can relay 

real-time data to AI systems, 

preventing waste at its very 

source. Meanwhile, 

advances in generative AI 

could lead to entirely new 

materials and products 

designed for circular 

economies, where waste is 

systematically eliminated.

   Eco-AI represents a 

powerful tool in the fight 

against waste, offering a 

vision of a future where 

prevention takes precedence over 

remediation. For businesses, it’s 

more than a tool for cost reduction; 

it’s a pathway to innovation, resilience, 

and lasting impact. As industries 

increasingly embrace sustainability as a 

core value, Eco-AI stands as a 

testament to the potential of 

technology to drive meaningful 

change.

ECO-AI
PREDICTING AND PREVENTING 
WASTE BEFORE IT EVEN 
HAPPENS

Waste is one of the most pressing challenges of the 

modern era, with global waste production expected to 

rise by 70% by 2050, reaching 3.4 billion tonnes annually. 

This escalating crisis isn’t just an environmental issue

it’s a business concern. Companies are grappling with 

mounting waste management costs, regulatory pressures, 

and the growing expectations of eco-conscious 

consumers. Enter Eco-AI, a transformative fusion of 

artificial intelligence and sustainability, offering a 

proactive approach to waste management by predicting 

and preventing waste before it materializes.

   Eco-AI operates at the intersection of data science, 

machine learning, and environmental stewardship. By 

harnessing vast streams of data—from supply chain 

operations and consumer behavior to weather patterns 

and production metrics—Eco-AI identifies inefficiencies 

and patterns that lead to waste generation. Its algorithms 

continuously learn and adapt, offering businesses precise 

insights into potential waste points and actionable 

recommendations to mitigate them.

   Take the example of food waste, which costs the global 

economy an estimated $1 trillion annually. AI-powered 

platforms like Winnow 

Solutions are revolutionizing commercial kitchens by 

using computer vision to track food waste in real-time. 

Winnow’s systems can recognize and quantify discarded 

food items, providing actionable insights 

that allow kitchens to adjust purchasing 

decisions, menu planning, and portion 

sizes. As a result, some businesses have 

reported up to a 50% reduction in food 

waste within months of implementation.

What sets Eco-AI apart is its predictive 

capability. Traditional waste management 

focuses on dealing with waste after it has 

been generated. Eco-AI, however, shifts the 

paradigm by anticipating waste and 

offering solutions to avoid it altogether. For 

instance, in the fashion industry, AI tools 

analyze design processes, material 

choices, and production schedules to 

minimize leftover fabric waste. H&M, 

leveraging AI for inventory management, 

has significantly reduced overproduction—a 

practice that historically resulted in 

unsold stock being incinerated or dumped 

in landfills.

SAGA | 24 SAGA | 25

By  Akshata Shailendra Singh





eas, resulting in enhanced 

product displays and 

interactions. Furthermore, AI 

systems predict customer needs 

by assessing historical purchase

data alongside emotional signals. 

By recognizing when customers

are excited about a product, AI 

can instantly deliver 

complementary 

recommendations or exclusive 

deals. Amazon’s AI-driven 

recommendation engine, which 

utilizes sentiment analysis along 

with purchase patterns, has been 

instrumental in driving 35% of its 

sales, illustrating the immense 

potential of emotionally 

intelligent retail solutions.

Carrefour’s Success with 

Sentiment-Driven AI 

   Carrefour’s impressive AI

driven ecosystem serves as a 

powerful case study illustrating

the transformative benefits of 

melding sentiment analysis with 

predictive AI. By expertly 

examining feedback from social 

media, emails, and surveys, 

Carrefour has effectively 

resolved concerns over product 

availability by optimizing 

inventory management. This 

strategic integration has led to 

remarkable outcomes: a 35% 

reduction in complaint 

resolution times and a 

remarkable 22% boost in 

customer sentiment scores 

within a single quarter. 

Customers expressing positive 

sentiment also showed a 

staggering 40% increase in 

repeat purchases, contributing 

to a significant 20% enhancement 

in customer lifetime value. These 

compelling results underscore how 

emotion-aware AI can enormously

elevate customer satisfaction, 

build lasting loyalty, and drive 

sustainable business growth.

   The global sentiment analysis 

market is on track to soar to $11.5 

billion by 2030, reflecting a robust

compound annual growth rate 

(CAGR) of 18.6%. This growth 

signifies a pivotal shift in 

retail, where emotion-aware 

technologies will take centre stage, 

enabling businesses to accurately

predict and respond to customers’ 

emotional states. Dynamic pricing 

strategies will be 

revolutionized as they analyze 

real-time emotional feedback, 

adjusting offers based on customer 

interest or hesitation in an instant. 

Imagine a shopping experience 

enhanced by emotion-infused 

augmented reality (AR) tools that 

utilize emotion detection to create 

engaging, personalized 

interactions that adapt in 

real-time to user reactions. 

Furthermore, the emergence of 

virtual empathy engines will allow 

brands to decipher subtle 

emotional cues, anticipate 

customer needs and resolve 

frustrations before they even arise, 

ultimately transforming the customer 

experience into something 

extraordinary. Retailers will harness the 

power of emotional data to design 

hyper-personalized loyalty programs 

that resonate deeply, offering rewards 

that reinforce positive brand 

connections.By 2026, it is anticipated 

that over 75% of retailers will adopt 

multimodal AI for emotion detection, 

ushering in a new wave of emotionally 

intelligent and scalable customer 

service. This evolution promises to 

reshape customer engagement, driven 

by authentic emotional intelligence, 

setting the stage for unparalleled 

interactions in the retail landscape.   

Emotion-detecting AI isn’t just 

enhancing customer service—it’s 

transforming it entirely. Retailers like 

Carrefour, Amazon, and Nike are 

already reaping measurable results, 

from improved satisfaction scores to 

increased loyalty and revenue growth. 

The future holds even more promise as 

AI becomes capable of predicting 

customer needs before they arise, 

blending AR, VR, and AI into immersive, 

emotion-driven shopping experiences.

By harnessing emotional insights, 

brands will not only meet expectations 

but exceed them, fostering trust, loyalty, 

and long-term relationships.The future 

of retail customer service belongs to 

brands that embrace 

emotional 

intelligence 

through AI. It’s 

not just the next 

step—it’s the 

future.

EMOTION-DETECTING AI:
EMPATHETIC CUSTOMER SERVICE IN RETAIL

   The retail industry is embarking on an 

extraordinary technological transformation 

highlighting the importance of understanding and 

responding to customer emotions in real-time. By 

harnessing the power of artificial intelligence (AI), 

sentiment analysis, and emotion-detection 

technologies, retailers can create astonishingly 

predictive, hyper-personalized, and empathetic 

customer experiences. These advancements are 

not merely concepts of the future; they are 

dynamic tools that are already reshaping customer 

service for the better.

   Sentiment analysis stands as a powerful natural

language processing (NLP) tool that captures 

customer emotions—positive, neutral, or 

negative—from social media, reviews, and service 

chats. Emotion-detecting AI takes this capability 

even further, analyzing facial expressions, voice 

tones, and biometric data such as heart rate and 

gaze tracking. This allows brands to decode not 

just what customers say, but how they truly feel, in 

real time. Such insights help to address customer 

frustrations and enhance satisfaction immediately,

while also predicting dissatisfaction before it 

escalates. 

   Moreover, it allows for hyper-personalization, 

where custom product recommendations, offers,

and communication strategies are designed 

around emotional triggers. This fosters trust and 

builds deeper connections with customers. As AI 

continues to advance, the merger of 

sentiment analysis and emotion 

detection will redefine how 

retailers engage, shifting from 

reactive responses to proactive 

and emotionally intelligent 

service. Embrace this evolution 

and inspire a new era of 

customer connection.

    Imagine a retail world where shopping 

experiences are personalized and emotionally In 

sync to each customer. AI, capable of analyzing a 

diverse range of emotional inputs like text, voice, 

facial expressions, and biometrics, is revolutionizing 

this landscape. Retailers are now deploying AI

powered virtual shopping assistants that can 

intuitively recognize customer hesitation or 

indecision. For example, an AI assistant detecting 

confusion through facial cues can quickly offer 

reassurance, tailored product suggestions, or 

Appealing discounts. In call centres, AI emotion 

detection technologies monitor voice tone and 

language patterns. When frustration arises, the AI 

not only alerts human agents but also activates 

empathetic automated responses to soothe tensions.

According to IBM, harnessing AI for emotion analysis 

has led to a remarkable 30% improvement in 

complaint resolution times and a 25% boost in 

customer satisfaction.

   In physical retail environments, there are emotion

aware sensors and smart kiosks that analyze 

shoppers’ expressions and body language to create a 

captivating atmosphere. These insights help optimize 

store layouts for maximum engagement and enable 

real-time personalized offers for customers who may 

be Doubtful. For instance, Nike employs in-store AI

sensors to gauge customer excitement in various ar-
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user behavior to deliver highly 

targeted ads and 

recommendations, creating a 

shopping experience that feels 

bespoke. Brands like Sephora 

and Nike excel in this arena, 

using data-driven insights to 

curate offerings tailored to 

individual preferences. This 

personalized approach not 

only drives sales but also 

strengthens the emotional 

connection between consumer 

and brand.

   The rise of social-to-shop 

commerce also marks a shift 

in consumer empowerment. 

Traditional advertising often 

relies on broad messaging, but 

social platforms allow for 

two-way interaction. 

Shoppers can engage 

directly with brands, ask 

questions during live streams, 

or read peer reviews—all in 

real time. This dynamic fosters 

trust and transparency, which 

are increasingly important in a 

digital-first world. According 

to Edelman’s Trust Barometer, 

81% of consumers say trust 

influences their purchasing 

decisions, making this an 

invaluable element of the 

social-to-shop equation.

   For brands, the benefits 

extend beyond increased sales. 

Social-to-shop strategies 

provide invaluable data on 

consumer behavior, 

preferences, and engagement 

patterns. This information can 

inform future product 

development, marketing 

campaigns, and inventory 

planning. Moreover, the 

integration of social commerce 

tools is often more 

cost-effective than traditional 

advertising, offering higher 

ROI by combining awareness 

and conversion efforts in one 

place.

   Looking ahead, the future of 

social-to-shop commerce is 

poised to become even more 

immersive. As technologies 

like virtual reality (VR) and 

artificial intelligence (AI) 

mature, we can expect 

hyper-personalized 

experiences that replicate 

in-store shopping digitally. 

Imagine walking through a 

virtual showroom with friends 

or receiving AI-generated 

styling advice in real time. 

With global social 

commerce sales 

projected to reach 

$2.9 trillion by 

2026,according to 

Accenture, it’s 

clear that this trend 

is not just a passing 

phase but a 

fundamental evolution 

of retail.

   In an age where 

consumer behavior is 

shaped by convenience, 

connectivity,and 

immediacy, seamless 

social-to-shop 

experiences offer a 

compelling solution. By 

merging the worlds of social 

engagement and commerce, 

brands can create not only 

transactions but also 

meaningful interactions. For 

businesses willing to invest in 

this transformation, the 

rewards are manifold: 

increased sales, stronger 

customer relationships, and a 

competitive edge in the 

ever-changing retail 

landscape.

Imagine scrolling through your favorite social 

media platform and seeing a pair of sneakers 

that catch your eye. With just a few taps, you 

not only learn more about the product but also 

purchase it—without ever leaving the app. This 

scenario encapsulates the essence of social-to

shop commerce, a transformative trend 

reshaping the retail experience. As the 

boundaries between social media engagement 

and shopping blur, brands are increasingly 

leveraging real-time, immersive technologies to 

meet consumers where they are, fostering a new 

era of convenience and connection.

   Social-to-shop experiences integrate social 

media platforms with e-commerce functionality,

enabling users to browse, interact, and

purchase products seamlessly. This approach 

eliminates friction from the customer journey, 

turning discovery into an instant purchase 

opportunity. The backbone of this model lies in 

technol- ogy: shoppable posts, augmented 

reality (AR) try-ons, live

streamed product 

demonstrations, and 

one-click checkout 

systems. Platforms like 

Instagram, TikTok, and 

Pinterest are at the 

forefront, with 

Instagram reporting 

that 44% of users shop 

weekly on the 

platform, and TikTok 

noting that users are 

1.7 times more likely 

to make purchases 

after watching live 

videos.

   What sets social-to-shop experiences apart is 

their immersive nature. These platforms don’t 

just present products—they craft stories. AR 

technology allows consumers to virtually try on 

makeup or furniture, bridging the sensory gap 

often associated with online shopping. For 

instance, Snapchat has seen over 250 million 

users engage with its AR shopping lenses, 

boosting conversion rates for brands. TikTok’s 

“Shoppertainment” approach, blending 

entertainment with e-commerce, has proven 

highly effective, particularly for younger 

demographics who prefer experiences over 

transactions.

   This model is especially important in the 

current retail landscape, where attention spans 

are fleeting and competition is fierce. A study 

by Statista revealed that 74% of consumers rely 

on social media to make purchasing decisions, 

underscoring the influence these platforms wield. 

Additionally, McKinsey reports that real-time 

engagement can increase customer satisfaction 

by up to 33%, a figure that directly impacts brand 

loyalty and repeat purchases.

   Beyond convenience, social-to-shop commerce 

addresses a fundamental consumer desire: 

immediacy. In traditional e-commerce, 

discovering a product on one platform and 

purchasing it on another involves multiple steps. 

Each added click increases the risk of cart 

abandonment, which averages nearly 70% 

globally. By embedding the shopping experience 

directly within social media, brands reduce this 

friction, capturing impulse buys and shortening 

the path to purchase.

   Equally compelling is the potential for 

personalization. Advanced algorithms analyze 

SEAMLESS SOCIAL-TO-SHOP EXPERIENCES:
FUTURE OF REAL-TIME IMMERSIVE COMMERCE
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S T E P  I N T O  T H E  M O K S H A V E R S E ,
WHERE IMAGINATION MEETS 
INNOVATION.

Have you ever wished shopping to be personal and 

engaging? The evolution of shopping has come a 

long way, evolving from traditional marketplaces 

to the vast world of e-commerce. Now, we’re on the 

brink of a new era—one that’s not just about 

convenience but about creating meaningful 

experiences. Welcome to the MokshaVerse, a 

game-changing platform that’s all about 

reimagining how you connect with products and 

brands.

Moksha Media Group founded in 2012 has been at 

the forefront of creativity and technology. With a 

vision to break away from traditional media and 

commerce, the company proudly introduces the 

MokshaVerse—a vibrant digital environment fueled 

by Artificial Intelligence (AI), Augmented Reality 

(AR), and Virtual Reality (VR). where shopping 

transforms into something extraordinary, and 

allows you to engage with products in ways you 

never thought.

Imagine how exciting it would be to have an 

AI-driven experience that feels lifelike! where Your 

virtual glasses adapt to the unique shape of your 

face, jewellery sparkles just like in real life, makeup 

blends flawlessly with your skin tone, and furniture

fits perfectly in your living space.MokshaVerse 

makes online shopping not only fun but also a 

genuine exploration of your preferences and the 

best part is it tackles some of the biggest challenges 

of online shopping. By providing a try-before-you

buy experience, it closes that gap—reducing return 

rates by up to 60%! Retailers also enjoy savings on 

samples and 100% sell-through rates while 

supporting sustainable practices that resonate with 

today’s eco-conscious consumers.

What makes the MokshaVerse truly special is its 

effortless accessibility. Forget about complicated 

app downloads or special devices—just a simple QR 

code or link opens up a world of possibilities. 

In a matter of moments, you can explore 

stunningly realistic 3D models of products, 

virtually try them on, or even customize them to 

your liking—all from the comfort of your home.

While it excels in different segments like 

eyewear, jewellery, furniture, and cosmetics, 

Moksha Media is eager to explore new 

industries where personalization makes all the 

difference. Picture being able to virtually try on 

different wristwatches, play with hair colours, 

or test out nail polish shades—all within this 

incredible digital space. The beauty industry 

is particularly well-suited for MokshaVerse, 

which helps shoppers to choose what fits right 

for them. Offering the chance to test various 

makeup shades in just minutes. Similarly, 

furniture retailers can allow customers to 

visualize stunning 3D models in their own 

homes, significantly cutting down on returns.

At its core, the MokshaVerse represents a 

profound shift in how we view shopping. 

It’s not just about transactions; it’s about 

creating a rich, engaging experience that 

invites exploration and personal connection. 

This platform fosters deeper relationships 

between you, the customer, and your choices, 

while also reinventing how brands connect with 

their audiences.

As Moksha Media Group continues to innovate, 

MokshaVerse stands as a beacon of what’s 

possible when creativity meets technology. 

It’s the future of commerce—where immersive 

digital experiences enhance our human 

connections, sustainability drives innovation, 

and shopping becomes an exciting adventure.

 If you’re seeking a fresh, tailored approach to 

retail, look no further. The MokshaVerse is 

setting a new standard in the world of 

shopping. Discover how it’s changing the game 

at moksha.in.
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   Looking ahead to 2035, generative 3D design is 

expected to account for 25% of all new product 

launches. The fashion and FMCG industries will 

lead the way in adopting these transformative 

technologies, gaining a competitive advantage 

by reducing costs, improving sustainability, and 

enhancing consumer engagement. As AI 

continues to play a pivotal role in product 

design, it will unlock new revenue streams, 

streamline production processes, and allow 

businesses to stay ahead in an increasingly 

competitive marketplace.

   The future is here, and generative 3D 

design, powered by AI, is not only 

reshaping the way products are designed 

and produced—it’s    redefining how brands

interact 

with 

their 

customers, 

how 

sustainability is 

achieved, and how 

innovation can drive 

success in the retail and 

FMCG sectors. Companies 

that embrace this technology 

will be positioned for 

long-term success, as they 

harness the power of AI to create 

products and experiences that are 

more personalized, sustainable, and 

efficient than ever before.

through immersive, digital-first experiences.

   Generative 3D design is transforming the 

product development cycle. AI tools are helping 

brands reduce lead times by analyzing global 

trend data and creating intricate patterns that 

speed up design and prototyping.In fashion,

predictive AI models will optimize inventory

planning, reducing overproduction by 50% and 

helping brands achieve their sustainability 

goals. FMCG companies are also benefiting from 

AI tools that help reduce material usage by 30% 

and enhance consumer engagement through 

interactive and sustainable packaging.

   The rise of decentralized manufacturing is 

set to disrupt traditional supply chains by 2045. 

Localized production, powered by advanced 3D 

printers, will reduce global shipping emissions

by 40% and cut manufacturing costs by up 

to 35%. This will allow businesses to respond 

quickly to market demands, creating a more 

agile production environment while also 

lowering their carbon footprint.

   In the fashion industry, on-demand 

manufacturing, driven by 

generative design, will drastically

reduce waste, 

optimizing the supply 

chain and making 

the industry 

more 

sustainable.

FMCG 

companies 

will similarly 

benefit from 

innovations in packaging,

with AI-driven solutions that 

reduce material usage while 

creating more engaging, 

eco-friendly experiences 

for consumers.

3d-printed shoes by Parametriks

GENERATIVE 3D DESIGNS: 
AI CRAFTING TOMORROW’S FASHION AND FMCG

   Imagine walking into a cutting-edge design 

studio where the lines between reality and 

innovation blur. The possibilities feel endless, 

and the future is unfolding right before our eyes. 

AI-powered generative 3D design tools are 

everyday evolving, transforming concepts into 

tangible creations that redefine fashion and FMCG 

industries. With the ability to leverage 

advanced AI systems, intelligent 

materials, and decentralized 

manufacturing, generative 3D 

design is revolutionizing the 

way products are created, 

fostering sustainability, 

personalization, and 

digital immersion like 

never before.

   By 2030, the global market for 

generative design is projected to grow at 

an impressive compound annual growth 

rate (CAGR) of 19.2%, reaching $25 billion. This 

growth is fueled by the increasing use of AI 

tools, decentralized manufacturing, and 

growing consumer demand for hyper

personalized and sustainable products. 

Companies that adopt generative 3D design 

early are positioned to gain a 30% 

competitive edge by reducing waste and 

shortening product development cycles.

   Over 80% of consumer purchases will be 

influenced by personalized products, and AI

powered generative platforms will take centre 

stage. These platforms allow brands to design 

products that align with individual preferences, 

lifestyles, and needs, enhancing the customer 

experience. Deloitte forecasts that businesses 

offering personalized experiences will see a 15% 

revenue boost due to improved customer 

retention, with augmented and virtual reality 

interfaces at the core of this transformation.

   But it’s not just about personalizing products; it’s 

about enhancing the entire shopping experience. 

Virtual try-ons, powered by generative design, are 

set to transform online retail into a fully Involving 

experience. These innovations are expected to 

reduce product returns by as much as 40%, creating 

a more efficient and satisfying process 

for both brands and customers. This 

shift in how consumers interact with 

brands deepens loyalty and provides     

       companies with a 

significant 

competitive 

advantage.

   By 2040, AI 

systems will enable 

zero-waste 

production, and 

       designs will increasingly 

                  incorporate recyclable and 

biodegradable materials. McKinsey 

estimates that by 2028, 64% of global 

consumers will prioritize eco-conscious 

products. Brands that embrace these 

innovations now will reduce their 

environmental impact by up to 50% and position

themselves to comply with stricter regulatory 

frameworks.

   On the other hand, by 2035, virtual showrooms and 

metaverse spaces will dominate retail, with a market 

value exceeding $120 billion. In these digital

spaces, AI-driven avatars and real-time design tools 

will facilitate effortless product customization, 

creating environments where consumer imagination 

meets reality. This shift will allow companies to cut 

operational costs by 20-30%, reducing the need for 

physical inventory and logistics while 

simultaneously increasing customer engagement 

Source: https://www.linctex.com/
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stories. Each bottle in the 19 Crimes collection 

is linked to the tales of 18th and 19th-century

convicts transported to Australia for their 

crimes. To bring these historical narratives to 

life and capture modern consumers’ 

attention, they created Living Wine Labels—an

app that makes their bottles come to life 

through AR technology. When customers scan

the label, the featured historical characters

narrate their stories, transforming wine 

shopping into an engaging experience.

   This innovative storytelling approach paid 

off significantly. Within its initial years, the 

app garnered millions of downloads and 

interactions, helping to spread the brand’s 

narrative and boost sales. What started as a 

niche idea morphed into a cultural 

phenomenon, showcasing how infusing 

creativity and innovation into a product can 

elevate it beyond traditional boundaries.

   Meanwhile, Puma found itself at the 

intersection of necessity and innovation 

during the COVID-19 pandemic. With 

physical stores closed, the sportswear giant 

sought to keep customers engaged and 

confident in their purchases. Harnessing 

Snapchat’s AR Lens Studio, Puma allowed 

customers to virtually try on sneakers by 

simply pointing their smartphone cameras 

at their feet. This innovation was not merely 

a gimmick; it was a vital strategy for a brand 

facing a new retail reality. The photorealistic 

3D models made the experience as effortless 

as scrolling through social media, combining

functionality and fun. Younger audiences, 

particularly drawn to the gamified aspect of 

the experience, embraced the ease and 

accuracy of virtual try-ons. While Puma hasn’t 

disclosed specific reductions in return rates, 

the positive impact of AR in providing a visual 

representation of products is well 

documented. What began as a temporary solution 

evolved into a lasting asset, especially in 

campaigns like their Porsche-inspired Motorsport 

sneakers.

   These narratives reflect a broader truth: AR, VR, 

and 3D technologies are far more than flashy 

marketing tools; they offer genuine solutions to 

real problems in the retail space. By providing 

interaction, personalization, and confidence

elements that online shopping has historically 

lacked—these technologies increasingly shape 

consumer behaviours and preferences. For brands, 

the potential payoff is immense, paving the way 

for a more connected and engaging retail 

environment.

hat once seemed like science fiction is 

now redefining how we shop, merging

convenience with immersive 

experiences to seamlessly connect physical 

stores and online platforms. The retail landscape 

is undergoing a digital awakening, driven by 

innovative technologies like Augmented Reality

(AR), Virtual Reality (VR), and 3D modelling. 

These advancements are not just changing the 

game; they are revolutionizing entire industries. 

Brands such as L’Oréal, 19 Crimes, and Puma 

are at the forefront of this transformation, each 

employing ingenuity and flair to enhance the 

shopping experience.

   The challenges that fueled this shift were 

evident: customers craved the ease of online 

shopping while struggling with its limitations. 

Many felt uncertain about purchasing makeup 

or shoes without the opportunity to try them on, 

which led to hesitation, frequent returns, and 

ultimately, lost 

sales. However, 

with the advent of 

AR, VR, and 3D 

technology, these 

barriers are 

quickly dissolving.

L’Oréal stands out 

as an Innovator 

in addressing one 

of e-commerce’s 

most significant 

challenges: 

selling makeup 

without the ability 

to physically try it on. For years, potential 

customers hesitated to buy beauty products 

online due to uncertainty about how they would 

appear on their unique skin tones. This often 

resulted in abandoned carts and frustrating 

returns. To bridge this gap, L’Oréal introduced 

ModiFace—a groundbreaking AR-powered 

platform revolutionizing the online beauty 

experience. By simply uploading a photo or using 

live video, users can virtually apply lipsticks, 

foundations, and eyeshadows, allowing them to 

see how each product complements their 

features.

   The results have been remarkable. With the 

ability to visualize their choices, customers feel 

empowered and confident, leading to a surge in 

sales. Conversion rates jumped as once-cautious 

buyers transformed into loyal customers, while 

return rates plummeted—resulting in cost 

savings and enhanced satisfaction. L’Oréal’s 

strategic embrace of cutting-edge technology not 

only resolved a critical problem but also 

captivated younger, tech-savvy shoppers, 

solidifying the brand’s reputation as a leader 

in beauty innovation. Looking ahead, L’Oréal 

envisions an even more immersive future with 

VR-powered virtual salons offering personalized 

consultations and interactive beauty workshops

further redefining the online shopping 

experience.

   In a different segment of the retail world, 19 

Crimes, a wine brand under Treasury Wine 

Estates, leveraged AR to distinguish itself in a 

saturated beverage market. Their challenge was 

not merely to sell wine but to tell compelling 

VIRTUALLY UNSTOPPABLE:
HOW AR, VR, AND 3D TECH TRANSFORMING RETAIL AND 

E-COMMERCE

W
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How can AI enhance accessibility in 
metaverse platforms for differently-abled 
users?
AI holds significant promise in advancing 

inclusivity within metaverse platforms, and 

addressing a variety of accessibility needs is a 

vital step in this process. Below are several 

constructive approaches that could be 

considered:

Real-time Speech-to-Text and Text-to-Speech 

Translation: Implementing real-time subtitle 

options for users who are deaf, 

alongside speech synthesis for those with 

limited mobility, can facilitate a more engaging 

experience for a broader audience.

Adaptive Interfaces: Leveraging AI to 

personalize user interfaces based on individual

capabilities can enhance user experience, 

particularly by integrating features like voice 

commands that support those who may find 

traditional controls challenging.

Virtual Assistants: The introduction of 

AI-powered guides has the potential to greatly 

assist visually impaired users in navigating 3D 

environments, promoting greater autonomy and 

exploration.

Haptic Feedback Integration: By converting 

visual or audio cues into haptic feedback, AI 

can provide additional layers of engagement for 

users with sensory impairments, making 

interactions more accessible and meaningful.

Cognitive Support: AI could also play a pivotal 

role in simplifying tasks and offering contextual 

prompts for neurodivergent users, 

ultimately fostering a more supportive and 

user-friendly environment.

By focusing on these initiatives, there is an 

opportunity to cultivate a more inclusive 

metaverse that acknowledges and 

accommodates the diverse needs of all users.

What are the ethical challenges in using AI 
for behavior prediction in virtual spaces?
Privacy Concerns: Predicting behaviors 

requires the collection of large amounts of user 

data, which could infringe on individuals’ 

privacy.

Bias and Discrimination: Algorithms may 

reinforce stereotypes or misclassify behaviors 

due to incomplete or biased datasets.

Manipulation Risks: Behavior prediction can 

lead to exploitative practices, such as targeted 

advertising or coercive interventions.

Informed Consent: Users may not fully 

understand or consent to the extent of 

behavioral monitoring and data usage.

Accountability: It remains challenging to 

determine responsibility for algorithmic errors 

or unethical applications.

How does generative AI integrate with 3D 
and AR to create dynamic and adaptive 
content?
Procedural Generation: Generative AI can 

create 3D assets, textures, and environments 

on demand, which reduces the need for manual 

effort.

Adaptive Storytelling: AI can customize 

narratives and interactions based on user 

preferences or behaviors, resulting in 

personalized experiences.

Dynamic AR Overlays: AI can generate 

real-time augmented reality content, such as 

interactive holograms, that adapt to the physical 

environment.

Cross-Platform Compatibility: Generative 

BUILDING A 
SMARTER, 
INCLUSIVE 

METAVERSE 
WITH AI

“TECHNOLOGY 
ISN’T JUST ABOUT 
MACHINES – IT’S 
ABOUT MAKING 

US BETTER, 
FASTER, AND 

MORE 
CONNECTED. 
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models can produce content that 

seamlessly integrates across 

different metaverse platforms.

Automated NPCs: AI-driven 

non-playable characters (NPCs) 

can engage users in realistic and 

context-aware interactions.

What is the future of 
decentralized autonomous 
organizations (DAOs) in 
corporate governance?
Transparency and Trust:

Decentralized Autonomous 

Organizations (DAOs) harness 

the power of blockchain to 

provide unparalleled 

transparency in decision

making and secure, unalterable 

record-keeping.

Global Collaboration: DAOs 

empower individuals worldwide 

to engage in governance, 

fostering a truly inclusive 

environment where every 

stakeholder can contribute and 

vote, regardless of geographic 

barriers.

Efficient Decision-Making: By 

utilizing smart contracts, DAOs 

streamline routine decisions, 

cutting through the red tape and 

enhancing operational efficiency 

in a way that traditional 

structures often struggle to 

achieve.

Challenges:While promising, 

DAOs face critical challenges, 

such as achieving legal 

recognition, ensuring 

scalability, and addressing 

token-based voting, which can 

inadvertently favor those with 

greater wealth.

Integration with Traditional 

Models:As DAOs continue to 

develop,they have the potential 

to enrich traditional 

governance frameworks, 

offering a revolutionary 

approach that blends the 

strengths of decentralization 

with established corporate 

practices for a more dynamic 

future.

How will brain-computer 
interfaces redefine 
interaction in the 
metaverse by 2035?
Direct Neural Control: 

Brain-computer interfaces 

(BCIs) hold great promise in 

enabling users to engage with 

the metaverse through thought 

alone, potentially reducing 

reliance on traditional input 

devices.

Immersive Experiences: By 

simulating sensory inputs, BCIs 

may enhance realism in virtual 

environments, providing users 

with a more vivid experience by 

directly stimulating the brain’s 

sensory centers.

Accessibility: This technology 

can offer significant benefits 

for individuals with mobility 

impairments, allowing them to 

partake fully in the metaverse 

through neural commands.

Emotional Feedback: BCIs 

have the potential to assess 

users’ emotional states, 

enabling a more tailored and 

responsive interaction within 

virtual spaces.

Challenges: However, it is 

essential to address critical 

considerations such as privacy, 

the ethical use of neural data, 

and the implementation of 

robust security measures to 

mitigate risks related to 

hacking.

How will the integration of 
AI and AR create “living” 
MetaMalls that learn and 
adapt in real-time?
Personalized Shopping 

Experiences: Imagine a 

shopping experience tailored 

just for you! With AI analyzing 

your preferences, augmented 

reality (AR) displays will present 

product recommendations that 

match your style and interests.

Dynamic Layouts: Picture retail 

spaces that evolve! AR-enabled 

environments can adjust their 

layouts and product placements 

in real-time based on customer 

flow and behavior, ensuring you 

always have an engaging 

shopping experience.

Interactive Assistance: Want 

immediate help? AI-driven AR 

guides will be at your service, 

providing real-time support 

to help you find products and 

discover exclusive promotional 

deals effortlessly.

Community Engagement: Join a 

vibrant community! MetaMalls 

can host exciting events and 
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virtual meetups, ensuring that the experiences 

offered resonate deeply with community 

interests and feedback.

Sustainability and Efficiency: Together, we can 

make a difference! AI can significantly enhance 

sustainability by optimizing energy use, 

streamlining inventory management, and 

minimizing waste within the MetaMall 

ecosystem.

What future technologies could enable the 

creation of shared, global metaverse 

experiences without latency?

6G Networks: Imagine a world where ultra-low 

latency and astounding bandwidth enable 

seamless real-time interactions in the 

metaverse, connecting users globally like never 

before.

Edge Computing: By processing data closer to 

users, we can drastically reduce latency and 

enhance the responsiveness of worldwide 

metaverse experiences.

Quantum Computing: This revolutionary 

technology will fundamentally accelerate data 

processing and transmission, allowing for 

intricate real-time simulations that push the 

boundaries of imagination.

Decentralized Networking: With blockchain and 

decentralized protocols, we can achieve efficient 

data distribution that minimizes bottlenecks, 

paving the way for a smoother user experience.

Advanced Compression Algorithms: Leveraging

AI-driven compression techniques allows us 

to shrink data sizes without sacrificing quality, 

thereby boosting transmission speeds 

significantly.

Satellite Internet: Innovations like Starlink 

ensure that global connectivity is a reality, 

reaching even the most remote and underserved 

regions.



PACKAGING MEETS AR:
GLIMPSE INTO TOMORROW’S RETAIL WORLD

   Imagine walking into a store where product 

packaging is no longer just a simple container 

but a dynamic portal offering endless 

opportunities for interaction. In this new 

reality, digital and physical retail experiences 

will blend seamlessly, allowing consumers to 

connect with brands in exciting, personalized 

ways. This shift is not a distant possibility; it is 

on the horizon and set to change the shopping 

landscape.

   In the future, packaging will serve as a 

gateway to fascinating experiences. With AR, 

consumers can simply scan product packaging to 

instantly access detailed information, 

personalized recommendations, and engaging 

interactive content. For example, when scanning 

the label of a luxury perfume, customers might 

be transported into a digital narrative that 

reveals the fragrance’s journey from its creation 

in remote fields to the sustainable practices that 

ensure its packaging is environmentally friendly.

   This integration of AR with advanced 

technologies like AI will empower brands to 

deliver personalised experiences. Consumers 

will receive exclusive promotions, behind-the

scenes insights, and product tutorials 

specifically designed according to their 

preferences and purchase history. This 

personalized approach not only enhances the 

shopping experience but also fosters a deeper

connection between consumers and brands, 

creating lasting loyalty in an increasingly 

competitive market. 

   The future of retail is here, and it promises 

a more engaging and enriching experience for 

everyone involved.By 2030, 72% of consumers 

will demand smarter packaging experiences 

that offer value beyond the product itself. With 

advancements in AI, AR packaging will evolve to 

provide real-time, interactions that cater to the 

unique needs of each consumer. As packaging 

becomes a platform for engagement, it will play 

source: https://in.pinterest.com/pin/170503535880852267/ source: https://in.pinterest.com/pin/170503535880852267/ 

source: https://in.pinterest.com/pin/318840848636595965/  

a central role in creating brand loyalty and 

driving sales, transforming the simple act of 

scanning a barcode into a rich, interactive 

experience.

   As AR technology evolves, the line between 

digital and physical retail spaces will blur, 

ushering in a new era of “phygital” shopping. In 

the future, physical stores will be transformed 

into AR-enhanced spaces, allowing consumers 

to interact with products in ways never 

before possible. Imagine walking into a 

store and using AR glasses or a mobile 

device to instantly see detailed product 

information, visualize how items will look 

in your home, or even try on clothes 

virtually—all without physically touching a 

single product.

   This shift is already underway, with 

companies like IKEA and L’Oreal 

integrating AR to let customers 

visualize products in their homes 

or try them on virtually. By 2028, 

it’s predicted that 60% of physical 

stores will feature AR systems that 

enable consumers to interact with 

products and make more informed 

purchase decisions. As consumers

increasingly seek convenience 

and personalization, this blend of 

physical and digital shopping will 

become a key differentiator, 

offering a seamless, omnichannel

experience that drives sales both 

online and in-store.

   In the near future, AR will 

Drastically shift how brands 

engage with consumers, moving 

from traditional advertising to 

interactive, personalized 

marketing. Instead of passive viewing of ads, 

consumers will actively participate in 

AR-driven campaigns that adapt to their unique 

tastes, behaviours, and preferences. Whether 

it’s a virtual product demonstration, an 

interactive fashion show, or an augmented 

product experience, AR will empower brands to 

create personalized journeys for each customer.

   For example, Gucci and Prada have already 

embraced AR in their marketing efforts, 

allowing consumers to virtually try on 

products and experience exclusive content. 

But in the future, these experiences will be 

even more dynamic, with AR delivering 

tailored content based on the user’s 

previous interactions, location, and 

preferences. 85% of consumer interactions 

will be powered by AR experiences

by 2035, signalling the shift towards

fully personalized marketing that 

moves beyond simple product 

promotions to deep, ongoing 

brand-consumer relationships.

Customer service is on the brink of a 

transformation, driven by the 

innovative combination of 

augmented reality (AR) and 

artificial intelligence (AI). In the 

near future, virtual assistants will 

be powered by AR and bolstered by 

AI to deliver real-time, personalized 

support during the customer 

journey. Picture this: as you walk 

into a store or browse online, a 

hyper-realistic virtual assistant

appears, ready to answer your 

questions, demonstrate products, 

and help you after your purchase. 

This immediate access to 

information removes the frustration 

SAGA | 42 SAGA | 43

By Roopak Pathak



of waiting for help, creating a seamless shopping 

experience.

 

   As brands strive for deeper connections, the 

trend toward hyper-personalization is set to 

explode; by 2040, a staggering 75% of e-commerce 

brands will implement AI-driven AR assistants for 

customer interactions. These virtual helpers won’t 

just provide recommendations—they will 

continuously learn from your behaviour, fine

tuning their suggestions in real-time to enhance 

your satisfaction and boost conversion rates. This 

level of personalization can elevate your shopping 

experience, making it feel uniquely tailored to 

your needs.

 

   With growing awareness around the ethical and 

environmental implications of our purchases, AR 

will also come into play by offering transparent 

insights about products. Imagine being able to 

trace a product’s journey from sourcing to 

production, all through an interactive AR platform. 

By integrating blockchain technology, AR can 

provide real-time, verifiable insights into sourcing

practices, labor conditions, and sustainability 

efforts. By 2040, 70% of consumers will expect this 

level of transparency, empowering them to make 

informed choices that align with their values.

Retailers who embrace this shift will not only 

enhance customer trust but also cultivate loyalty 

by meeting the demand for ethical, sustainable 

products.

 

  Furthermore, AR has the potential to 

revolutionize sustainable packaging. As brands 

look to minimize material waste, traditional 

printed information can be replaced with 

interactive virtual elements that consumers access 

through their mobile devices or AR glasses. For 

example, instead of cluttering food packaging with 

paper instructions, brands could use AR to deliver 

on-demand recipes or cooking tips directly to your 

device. This shift will not only reduce waste but 

also engage customers in an innovative way that 

enhances their shopping experience.

   The future of retail is positioned to be radically 

transformed by AR, making shopping personalized, 

immersive, and transparent like never before. From 

packaging that acts as a gateway to digital content 

to AR-powered virtual assistants guiding every 

decision, brands will find new ways to connect 

meaningfully with consumers. By 2050, AR will 

seamlessly blend the digital and physical realms, 

creating engaging, hyper-personalized shopping 

experiences that deepen relationships between 

customers and brands.

 

The future of retail is immersive, 
transparent, and deeply connected, 
powered by AR. This evolution will set the 
stage for a new era of consumer-brand 
relationships that prioritize 
sustainability, engagement, and 
personalized experiences. Are you ready 
to embrace the exciting potential that lies 
ahead?

source: https://in.pinterest.com/pin/350506783511564146/ 
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How do you envision AI, 3D modeling, AR, and VR 
transforming the fashion and FMCG industries 
in the coming years?
The integration of AI, 3D modeling, AR, and VR is 

set to revolutionize how consumers interact with 

brands. In fashion, virtual try-ons using AR and 

VR will enable customers to visualize products in a 

hyper-realistic way before purchase, bridging the gap 

between physical and online shopping. For FMCG, 

these technologies can create immersive 

experiences for product trials and 

campaigns, enhancing consumer 

engagement. AI will play a critical

role in personalizing these 

experiences, analyzing consumer 

preferences, and delivering tailored 

solutions. I also see huge 

transformation in Social 

communities- The Future of 

Immersive Social Communities:

1.Life Beyond Screens:Platforms 

won’t be confined to your phone 

or laptop. Instead, you’ll wear 

sleek AR glasses or step into VR pods 

to virtually “hang out” with friends in a 

Parisian café, a futuristic city, or even 

on the surface of Mars—all without 

leaving your home.

2.Virtual Vacations:Forget spending hours 

in airport lines! AI and 3D 

modeling will recreate the Taj Mahal or 

Hawaiian beaches with such precision

that you’ll feel the breeze, hear the sounds, 

and see the tiniest details as if you were 

there. Travel might become less about 

physical locations and more about accessing 

“ FROM RUNWAYS TO 
REALITIES: HOW AI AND AR ARE 

REDEFINING CONSUMER 
EXPERIENCES

premium VR experiences.

3.Hyper-Real Content Creation: Instead of flat 

photos, users will create 3D, interactive moments. 

Imagine walking through someone’s birthday party 

or exploring a fashion show livestream from the 

front row—all in a fully immersive 360° 

environment.

4.AI-Driven Personas: Virtual influencers will 

evolve into AI-driven personalities capable of 

holding conversations, offering advice, or hosting 

live events, blurring the line between real and 

virtual friendships.

5.Emotional Immersion: AI-powered systems could 

adapt experiences to your emotions. Feeling down? 

A custom VR sunset in Santorini might cheer you 

up. Celebrating a promotion? Invite friends to a 

private VR yacht party!

6.Digital Collectibles and Spaces: AR and VR will 

transform NFTs and digital goods into assets you 

can use. Show off a digital sculpture in your 

virtual room or wear that exclusive VR outfit to 

your next virtual meet-up.

7.Community Evolution: AR and VR will enable 

communities to gather in real-time, immersive 

environments. Book clubs might meet in a virtual 

Hogwarts library, while fitness groups could run 

through a gamified jungle terrain together.

The Downsides? 

While the tech promises boundless creativity, it 

raises questions:

•	 Will people lose the charm of 

real-world connections?

•	 Will virtual vacations 

replace the joy of actually traveling?

•	 Could social isolation deepen if people 

prefer VR worlds over reality?

One thing is certain: the line between digital and 

physical life is about to blur, and how we interact, 

connect, and experience the world will never be the 

same.

Can you share examples of how Moksha 
Media Group is leveraging these 
technologies?
At Moksha Media Group, we’ve integrated AI 

into our creative services to streamline 

production processes and improve 

personalization in digital marketing campaigns. 

Our work with 3D and AR technology enables 

brands to create immersive catalogs for their 

e-commerce platforms. For instance, customers

can visualize a fashion collection in a virtual 

showroom or interact with FMCG products in 

augmented environments. This approach helps 

brands tell compelling stories while driving 

higher conversion rates.

In what ways can AR and VR redefine the 
online shopping experience?
AR and VR can turn online shopping into an 

interactive experience. Virtual fitting rooms for 

apparel, 360-degree product views, and even VR 

stores are becoming more accessible. For 

instance, imagine walking through a virtual 

boutique where you can pick, try, and purchase 

items—all from your living room. This level of 

immersion not only enhances user satisfaction 

but also reduces return rates, as customers 

make more informed choices.

What challenges do you foresee in 
implementing these virtual experiences, 
and how can they be addressed?
The primary challenges are ensuring the 

accuracy of virtual representations and 

managing the cost of deploying these 

technologies at scale. High-quality 3D modeling

and real-time rendering require advanced tools 

and expertise. Additionally, accessibility is a 

concern; not all customers have the hardware

for VR. These challenges can be mitigated 

through partnerships with tech companies, 

continuous innovation to reduce costs, and 

ensuring these experiences are 

 device-agnostic.
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How is AI being used to optimize supply 
chain operations and sustainability in 
these sectors?
AI has significantly enhanced supply chain 

efficiency by enabling accurate demand 

forecasting, inventory management, and 

real-time tracking. In fashion and FMCG, AI 

helps reduce overproduction, which is a major 

contributor to waste. By analyzing customer 

data, AI can predict trends and allow businesses

to create products that align closely with 

consumer needs, minimizing excess stock and 

promoting sustainability.

What role do AI-driven analytics play in 
personalization for consumers?
Personalization is key to consumer loyalty 

today. AI-driven analytics allow brands to 

understand consumer preferences at a granular 

level. For example, based on browsing behavior, 

AI can suggest products tailored to a shopper’s 

style, budget, or past purchases. In FMCG, it 

can recommend health-focused products or 

bundles aligned with dietary preferences. This 

level of personalization creates a seamless, 

enjoyable shopping experience while driving 

sales.

What trends do you anticipate will shape 
the future intersection of technology, 
fashion, and FMCG?
I see the rise of phygital (physical-digital) 

experiences as a defining trend. Technologies 

like AI, AR, and VR will merge online and offline 

shopping into a cohesive experience. For 

example, consumers might scan products 

in-store to unlock AR-based product 

information or use VR to shop a global brand’s 

flagship store virtually. Sustainability-focused 

innovations, like AI-powered recycling 

programs, will also gain prominence.

Reflecting on your experience with Jabong, 
how have technological advancements 
influenced your approach to subsequent 
ventures?
My journey with Jabong taught me the importance of 

embracing technology early on. At Jabong, we were 

at the forefront of leveraging digital platforms to 

transform the fashion retail landscape. Today, the 

rapid advancements in AI, AR, and VR have opened 

new possibilities for personalization, operational 

efficiency, and customer engagement. This 

perspective drives Moksha Media Group’s focus on 

integrating cutting-edge technology into our 

services.

What advice would you offer to entrepreneurs 
looking to integrate AI and immersive 
technologies into their businesses?
Firstly, focus on understanding your customer and 

their pain points. Technology should serve as an 

enabler to solve real problems, not just as a trend. 

Secondly, stay ahead of the curve by investing in 

continuous learning and experimentation. Lastly, 

build strong partnerships with tech innovators to 

leverage their expertise and scale faster. Innovation 

is key, but so is execution.

Closing Note:

Mr. Sinha’s vision of a tech-integrated future is both 

inspiring and pragmatic. As AI, AR, VR, and 3D 

technologies continue to evolve, the fashion and 

FMCG industries are poised to enter a new era of 

innovation and customer-centric experiences. Areas 

where Moksha has front runner advantages:

•  Creating Immersive Brand Experiences:

•  Revolutionizing Content Creation:

•  Delivering Virtual Events and Experiences:.

•  Data-Driven Personalization:

•  Expanding Global Reach:

•  Offering Virtual Try-Before-You-Buy Experiences:

•  Gamifying Engagement:

•  Sustainability and Cost Efficiency:

•  Future-Proofing Brands:

•  Thought Leadership and Training:
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