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By now,
eCommerce or Its Influence
on sales AADZ rt AeN T c

yt Anyr eADZJ)ANAT T
Accounting for

of chain retail growth

of chain retail sales

by 2026

Flywheel




O of sales will be digitally
O influenced by 2027.

40%

Digitally -Influenced
Offline Sales

30%

Online Sales

uyDZ Acef ? N OQAer N
because retail merchants are
starting to build in -store planograms
based on online sales velocity.




Yet, despite  that winning
iIn eCommerce Is becoming
~ leading indicator
winning in Commerce
some leaders were not

taking action



And that was



And so, about two years ago, we
startlng publishing our SHEARED
N=eet A &dAerdshedplasedp ix
and spotlighting:
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back from digital transformation

0 The true root causes for these sheep -
Adt N kNt AWdeaxcr XRNAOQGA

0 The 8 factors for effective change to
t NAn e?ac eacf AANQ" AndeAr
of change for long -term growth

As featured in Forbes
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GET YOUR
FREE COP IES




W Ny Wshen a lot of
progress over two years
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In fact, for the  7th consecutive year,
“AProfitero published the results of its
eCommerce Organizational Benchmark Study
to learn where companies are advancing in
eCommerce vs. falling short of the mark.

*SPOILER*
vyt N X NeLomdgérce
dr kNQeBgAT
AProfitero

The eCommerce V)

Organiza’rionol " *o

Benchmark
Study :

le eCom nerce rga 10
N
O hizationg Be chn HC!lkSU vey

Behavioral changes are the key to omni transformation-




Many first movers are
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Corporate
Commando
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Some orgs need
Some orgs to do better in Some orgs just
needtodo more current areas need to start in
In new areas AN AcEN
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gNyEeN Aean rr AaAd
until everyone breaks
free from the herd.

Sorry, no leader
left behind the
change curve...




»
And now because

eCommerce has
started to mature r

Mature? What ever
‘ do you mean?

rwe QAAYy A Y
keep doing
~nt AA A NyW
been doing.

N_

We need to
change what
we do.



If we want to change
what we do and howh
~NyEaN nNERe &

we must change what
and how we measure.

We must start
counting

sheep ...

Count?!!
u DZ2AYA

have fingers!



Before we start counting sheep

what is still holding
us baaa -ck?




Measuregent

(Accountalgmty)

Me -asurement

(Professional Vanity)



I\/Ieairement u A YEwe XXs s
You might want
to Spell Check.

Xhe? A&N
"e? BNAr ? G

By focusing on shorter -term
metrics, many CPGs have

NAAK AN DZ At 5 \\y4 KNAAAd®
we discuss ed in our first eBook.

03

A Silos

A Shortsightedness
A Risk Aversion

A Bureaucracy

And less accountability.



Me -asurement

AMAR M ENAY A A twhat e

"e? rte?ADZ BNA;

In our bureaucratic workplaces with limited
measurement and accountability, some
X e K Degders focused on measuring
themselves and succeeded due to
efficiency and relationships  VS. true
effectiveness, foresight and merit.

Now, ewe y
getting it!

These leaders can
pose great risk to an
organization when
navigating through

tough times as they 5
AeENAYyA nEAQ



Me -asurement

=?A N>eBBN&EON ANA
only focused on themselves,
right?

There are always some egos,

but Ay r Be ahbstaX MMA X
eCommerce leaders are skilled at

managing commercial
ambiguity  as consultative
thought leaders,
These leaders k?A AcEN
can also pose great prepared to
risk when asked to lead manage
an organization through maturity.
tough times as they too
AeENAYyA nEAQa dOQND3



What we need now are the

to integrate and align our metrics
so that we can manage maturity
andlead omni change Aef NAt Nc

We actually
make a great
team!

Early
Majority

Early Late
Adopters Adopters

Laggards




Successful
o mnl
change
starts by

counting
et elals

8 factors

Expanded and Updated

Executive
Commitment

Leadership

Ambitious

SMARTER g

Strategy + Goals

Resources
+ |nvestment

Communication
+ Assessment

Education, Skills
+ Capabilities

Organizational
Enablement
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Executive
Commitment

Change must start at the
top with eCommerce not
just stated but actioned
as a top priority publicly
and internally.

| plan to the

say the word
XeBAdXx Ana
AdBNr Ana

You going to do
XeBAJQRX A
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b :
‘@ Executive

Commitment But this MUST extend
to and from ALL

executive leaders,

NOT just the CEQO!

o s

Do ©Oo* Oo*
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CcMO cco CFO EVP, Supply
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*Especially if they
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Focused leadership and talent
assigned to new and evolving
strategies will always be the
next step to success

(%‘..")

43% 41% 39%

of orgs of orgs of orgs
reported reported reported
assigning assigning assigning
dedicated dedicated dedicated
Category Strategy Omni Sales
Managers. Managers. Managers.

Profitero 2023 Benchmark Study
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Focused
Leadership

Team structures
are evolving

Leadership
and talent focused
on key eCommerce

functions are critical,
but how you structure
matters, too!

, 100

»

.

Q: Which best describes the structure of your eComm team?

Democratized team

eComm roles are dispersed across the
organization, often supported by an
eComm Center of Excellence (COE)

245
= =

The embedded team

Relatively sy team, repory
vely Porting y
3

The sidecar

Team made up of
{ie, Sales, Marketin
stc)

nultiple functions
9, SUpply Chain
e Chai

PEIAMNG 35 3 standalone unit

2022

> 26%

—_——

CJC I
_II‘I

eComm COE |

-
I\

Profitero 2023 Benchmark Study
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Focused
Leadership

3%

reported 1 -2 company reorgs
related to eCommerce in the
past two years

‘ u Qe?AD
Q' e {‘ told you that!

Q
NS
>

Vi

perceived the
reorgs to be

unsuccessful
perceived the

reorgs to be
successful

Profitero 2023 Benchmark Study
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Most execs tops  -down the
Wdr deA T eAX AANDZ Dz.
the building blocks to achieve.

yt NBF X§N AcEN A cAAr R
adigital -Rd Er A ea&f AAGQ" AAC
Cri Xga&eNAAT t

Yyt NBi XgN 7 dAAS4BAGDTL d NW
eCommerce net sales by 202 6s X

P

Cri X>eeArdr At

How about?
Yyt NBf XgN "e?ADZ Ads N ae
distance of desire by 2030. Based on
trends and dynamics, for that to be true,
we must achieve $XB in incremental
growth via a) eCategory management
b) exclusive online only portfolio
development across our top 5 retailers,
) innovation in sustainability, d) social
commerce integration and e) Y%
increase in retail media iIROAS he hs x

Crt Xhe? tADZ?r An (




Growth is NOT a strategy.
Growth is the goal based on a
strategy enabled by capabilities.

Likely as a result, only

of orgs feel  their
O strategy has pulled
O them ahead of the
curve vs. competition

-2% over last 2 years

SMARTER
Strategy + Goals

u A gctually pronounced

STRATEGERY...

And requires not just the
ANWNEr uAsi sAs
also the intentional
incremental growth goal
UuAst sAs X

S S AR AR SR SR S

Profitero 2023 Benchmark Study
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Brands must establish goals
leveraging their capabilities behind
SMARTERER Growth Strategies and
their bottoms  -up building blocks.

$ q %
d[ SMARTOR K

SMARTER
Strategy + Goals

GROWTH
‘ CODEX 5

Q eroprmaen™

Those NEW Category
Managers could really
help here ! And so can

firstmovr




eCommerce success

requiresa Pull Strategy
with new complexities.

e N-Store  esswOnline

SALES PERFORMANCE

RISK OF
OUT-OF-STOCK

»

TIME

T T T T
.
a2
Brands must invest ° o
upfront in media and capabilities
to drive conversion and visibility

online. Over time, inventory builds
as demand pulls.

But NOW with more store -shared
inventory and lower retail weeks
on hand, we need even more

resources and supply chain
capabilities!
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To which of the following is your

Unsurprisingly company allocating budget to
Wlth the support eCommerce?

increased S
p r I 0 rltl Z atl on Ratings & Review Syndication Tools 34%

Programmatic Search & Media
¢ 33%

a.ro u n d Optimization Tools

42%

Search / Retail Media Agencies 31%
eCommerce,
Total Market gﬁ:rr:rgzr;e Sales & 28%
Brands are
- (P\M/DAM? 280/0
substantially

increasing

investment
i n 3 rd p arty T N i AR
S O I u t I O n S , Shopper Behavior/Panel Data
data and |

services e
to support

Digital Shelf/eAudit Data

their grOWth. . Data . Tools . Agencies

,‘ Despite all the

e © W HGTVu RAAOLR

el often wise to Ahire
,!?"‘l A neeRNrr g

Profitero 2023 Benchmark Study




We are what we measure,
and leading brands are
maturing their measurement
of all eCommerce levers:

>50% B

of brands are actively tracking

the digital shelf and have resources
and processes to rapidly optimize
and tie to outcomes.

>30%

o=—""

of brands are tracking and
optimizing retail search on daily
or weekly basis.

Profitero 2023 Benchmark Study

»
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But there is still

0%

of brands who have
articulated eCommerce
as a strategic priority
but do not have
measurable goals

In place to track or
communicate to the
organization

Vit AAyYy T

cray cray !

Profitero 2023 Benchmark Study



ﬁw Communication

+ Assessment

And as we communicate, we must
BAt N r?2c&N =N D2AyAan kN
XgeeDZ , Nar ANA" X >e

.' Our digital

‘@Q shelf scores

v are amazing!

Why are still

SCORECARD we losing

NN share?
h' uAyr et Ar ae

XeENDand X NAAe.or

They flag areas of opportunity,

prompt investment and focus,

| E rten AtAA ANyW
benchmarks high enough.



We must be leading the
XN>eBBNEON A
~dAt e?E | =ee

-
= =z,
>
)

rAé oN reeAN neAy
on their agenda.

21% 26%

eCommerce in their JBPs
as an integrated strategy, 277777

share data and set
specific growth goals

What are these

sheeple doing

with their priority
retailers?

2 1%

of leaders include
eCommerce in their JBPs
as an integrated strategy .
e ey — of leaders include

anc eCommerce in
insights O their JBPs but only
O sparingly and not as

integrated strategy

Profitero 2023 Benchmark Study




| know how to prep the
teams for the future!

~-NAyr eRRNe
60 -minute webinars.

While quantity

‘ IS not quality,
~°®‘ orgs wiII. .need
robust training
v and certification
programs
to accelerate

omnichannel
knowledge

Education, Skills

+ Capabilities ~ firstmovr

can help most places,
BUT definitely here .

W AN



Some organizations have launched I)
Pnrt AKQAT NRReEAr R k?A
AANDZ D2ANX AADZ eNe? d ENr |
this knowledge more frequently and

deeply across teams and workflows.

In the area of eCommerce & Omnichannel Education,
ten Re?ADZre? DANrOQacdkN "e?aE el
eCommerce capabilities / approach?

The organization has not been trained on
eCommerce / Omnichannel importance 16%

and/or best practices

Cross-functional teams have a solid
understanding of the eCommerce basics and _ 0

work with the eCommerce team on an 32 /0

ongoing basis for education opportunities

Relevant cross-functional teams have been
trained on eCommerce / Omnichannel 0
improtance and/or best practices but 30 /0
understanding is minimal across teams

eCommerce is embedded within the
organization and teams understand the 0
importance and best practices to support 16 A')
ownership

Don't Know / Does Not Apply 6 %

Mom? Dad?
u At d Agonnal ynded
that 5 ™ year at college...

Profitero 2023 Benchmark Study
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Xhe? AN ¢
re? BNAr ? «

Going back to the first of the
biggest barriers ahead of us,

ent
lity)

Measur
(Account

the way to enable your

organization for eCommerce

(or any change for that

matter) is to hold everyone

(NOT just the eComm Team)
AQOe ? ANAKAN Ae At N

‘@ Organizational metrics that matter.
Enablement




of orgs have embedded
eCommerce goals and
KPIs more broadly into
personal objectives and
bonus plans

<>
o
TR ( ‘
VY "s o

Organizational
Enablement

B USSR AR S AR SR S

Profitero 202 3 Benchmark Study
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By embedding those metrics
broadly across the organization,
there will be a natural need for

New Education & Upskilling
New Capabilities

More Resources & Investment
Enhanced Strategies

Evolved Org Structures
Improved Workflows

| ADZ Be &Nt

Too Too Joo To To o I

Further fueling the 8 factors of
successful eCommerce change!

#mindblown

Organizational
Enablement




Counting sheep

(l.e. measuring these 8 factors)
will help all of us hop that

-

Early
Majority

Late
Adopters Adopters

Laggards



Other leaders are
counting sheep
and seeing the
results.

YOu can, too.

>e ?ANANQAT
but at least you get

paid to do it!



And remember

N\

" e?y &EN




YOUR PARTNER FOR
OMNI EDUCATION +
~CHANGE MANAGEMENT

Akt

~ Learn how to
count sheep:
hello@firstmovr.com
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, \ Oskar Kaszubski
(SN CHIEF GROWTH OFFICER

‘ -,"' oskar@firstmovr.com

Chris Perry
CHIEF LEARNING OFFICER
chris@firstmovr.com

Amanda Wolff
BOARD MEMBER/CONTRIBUTOR
“amanda@firstmovr.com

o
Join our A community!


https://www.linkedin.com/company/firstmovr/
https://www.linkedin.com/company/firstmovr/

ZIProfitero

Profitero is the leading global
commerce acceleration company
offering a flexible suite of
intelligence - driven solutions so
that brands can grow profitably.

Our integrated digital shelf analytics,
shelf - intelligent activation and
advisory services empower brands
to optimize product availability,
discoverability, and maximize
conversions across 1,000+ retailers
In 70+ countries.

Our Open Commerce Ecosystem
makes it possible for retailers,
agencies and tech providers to
combine digital shelf data insights
with their own solutions, eliminating
data gaps and unlocking

incremental value for brands. DOWNLOAD

YOUR FREE COPY

of our 2023 eCommerce
Organizational Benchmark Study

To learn more, visit profitero.com



https://www.profitero.com/

#NOTASHEEP
#CORPORATECOMMANDO




What do you call a
sheep who only shops
the lowest prices?







