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They say that when you're fluent
in another language,
you start to dream in it.

The shopper is dreaming omni.
And we can no longer manage a
multichannel go-to-market strategy
to stay relevant and competitive.

Walmart and Target ignited
the evolution with their
Enterprise Merchant approach,
but they're just the beginning.
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Historically, consumer media and
shopper marketing were managed
and measured in inefficient silos.

The rapid growth and sophistication
of retail media capabilities, especially
targeting and measurement across
the “full funnel” makes an integrated
approach from planning to activation
a critical imperative.
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Social commerce continues to drive
digital commerce globally,
in large part to a) Gen Z consumer
behavior, b) the rise of micro
influencers, c) retail media
partnerships, d) emerging platforms
like TikTok and e) mega retail event
livestreaming expansion.

Social commerce lowers the barrier
to entry for challenger brands and

serves as a powerful “sandbox” for

testing innovation with consumers.






Publicis’ acquisition of Profitero
and most recently, Omnicom’s
acquisition of Flywheel signal an
increasing prioritization and
valuation of proprietary commerce
technology and data by major media

conglomerates.

This will pose some competitive
challenges to agencies of record
(AORs) who don’t have their own
capabilities and/or can now no longer
leverage acquired technologies.






Before eCommerce, brands and
retailers alike designed their
in-store capabilities around specific
incremental growth strategies, like
household penetration or buy rate.

But with eCommerce, the focus
shifted primarily to omni capabilities
like digital shelf content and retail
media, because they do work in the
short-term. However, they become
competitive advantages when
designed around incrementality.







Having the right omni capabilities
is only as effective as the process
ensuring superior execution.

The rapid rise of Al is exposing the
catastrophic effects of not being able
to manage the details in real-time.

For example, not being able to
update content seasonally could cost
a brand significant growth. Or a lack
of product substitution fields in your
PIM could result in a shopper buying

toilet paper from a retailer, but

receiving bubble wrap instead.
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As Peter Drucker aptly stated,
“You can’'t manage what you can’t
measure.” In the past, we didn’t have
any or many reliable sources of
omnichannel data, like online sales
and share data, digital shelf metrics
and/or retail media KPlIs.

But we're starting to get enough
of this data that the quote is better
stated “You can’t manage what you

don’t measure.”
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All omnichannel models
have their own unique impacts
to retail financial and
environmental sustainability.

Major retailers, like Amazon and
Tesco, are tying SKU distribution to
profitability. In addition, retailers like
Amazon and Target are prioritizing
and elevating brands to shoppers
based on sustainability efforts.







Al is not necessarily going to
take all of our jobs.

A human who knows how to use Al
is going to take our jobs.

Al has so many applications in our
everyday roles and responsibilities as
both leaders and practitioners.
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Al has exposed us to the power of
more personalized and relevant
content creation prompts, whether it
be information from ChatGPT or
imagery from MidJourney.

However, Al no longer just tells us
what and how to do what we ask,
but is graduating to be able to DO
what we ask through the emergence
of trained Al agents. We on the verge
of having the software version of
Rosey the Robot from The Jetsons
that we always wanted.
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The mobile interface is growing
stale, and apps are no longer saving
time. The promise of Al is action,
not just information. Consumers
are expecting more from their
smartphones, but like before the
iPhone, don’t know exactly
what they want until
it is shown to them.
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With so much corporate bureaucracy,
it can feel at times as leaders like we
spend 60% of our time simply
defending our corporate existence,
20% of our time managing internal
politics and stroking egos and only
20%, if we're lucky, actually
accomplishing the work we started

our careers so passionately to do.

In the age of rapid Al acceleration
and gig economy 2.0, many roles and
responsibilities will be eliminated or

substantially evolved.
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We would be honored to support you

and your organizations in any way we can
from omni trainings and certifications,
playbooks, advisory support or temporary
talent and project execution.

Oskar Kaszubski Chris Perry Amanda Wolff
CHIEF GROWTH CHIEF LEARNING BOARD MEMBER
OFFICER OFFICER & CONTRIBUTOR
oskar@firstmovr.com chris@firstmovr.com amanda@firstmovr.com
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