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Engage with our free industry- Empower your teams with our Accelerate your omni strategy
leading omni events and podcasts customized practitioner trainings, and activation with our hands-on
to stay ahead of the curve on the workshops and certifications to digital and omni strategy, capability,
latest strategies and best practices build the knowledge and skills = analytics and project management

for winning in today’s marketplace. critical for omnichannel leadership. support services.



it'stimetobe promptedm

We're here to help you build your plan...

&

news impact capabilities

the signals shaping the human and the skills and tools people
the change org implications must learn next



We've been promptedf..

..but we must put the “I” backin Al.



Al is transforming commerce as we know it... (e




The shopper journey

Is starting

with Al...

Where Global Consumers Start
Their Product Search

9% social Media

8% Review Websites

- B% AiAssistants
. 4%, Ooffline

I 'I% Other

ChannelEngine; Future Commerce

37%

23%

"% Brand Websites

2%
O
of US shoppers have

used Al for shopping
as of 2025
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amazon

— All Amazon Haul Medical Care \mazon Basics  Best Sellers  Books

1-48 of 544 results for “laundry detergent pods sensitive skin®

Popular Shopping Ideas Results
Fragrance Free Check each p
Hypoallergenic

Plant Based

Gentle

Eligible for Free Shipping

[C] Free Shipping by Amazon

Get FREE Shipping on eligible order

shipped by Amazon

Customer Reviews

wfde kv & Up o®
Detergent Features
[] cleansing

[[] Hypoaltergenic

[T} Extra Cleaning Power
[[] Antibacterial

[C] Biodegradable

[C] Brightening

[C] pisinfectant

[C] Fights Odor

[C] Fragrance Free

] xut cerm

[] Non-Toxic

[C] rRemove Stain

[] septic safe

[] vegan

Amazon Basics Laundry
Detergent Pacs, Hypoallergenic,
Free & Clear, 120 Count (New...

Unscented 120 Count (Pack of 1)

Options: 2 sizes, 2

Extra 2596 off when yc
FREE delivery Wed, Feb 11 on $35 of
items D Amazon

Material Type Free

[] Dye Free
|| Bleach Free

Registry  Prime Gift Cards Smart Home

all Unit Dose Laundry Detergent,
Mighty Pacs, Free Clear, 132

Count

Unscented 66 Count (Pack of 2)

Save $10.16 on 2

FREE delivery Wed, Feb 11 on $35 of
hipped by Amazon

Or fastest delivery Sun. Feb 8

lect item(s)

u laundry detergent pods sensitive skin : EN

New Releases  Today's Deals

Tide PODS Free & Gentle
Laundry Detergent Soap Pacs, 76
Count

Unscented 76 Count (Pack of 1)

FREE delivery Wed, Feb 11 on $35 of
i s shipped by Amazon
Or fastest delivery Sun. Feb 8

)

He
Account & Lists

Retuens 1o,
& Orders Cart

—_ by: Featured v

The Clean People Liquid Laundry
Detergent - Recyclable

Packaging, Stain Fighting - Ult...

Fresh Scent

10K+ bought in past

52 553 ——

Extra 59 off when you subscribe
FREE delivery Wed, Feb 11 on $35 of
ite hipped by Amazon

act Adalivon Cun Cah 0




The shopper journey is “ending” with Al...

20%: 9X

of global retail sales greater conversion
were fueled by Al from Al reccos
and agents during vs. social media

holiday 2025 referrals



And this will only continue to accelerate...

Al reduces friction by:

(




Al is transforming work faster
than any shift in our lifetime...




The US CPG Industry Today

= ~3 Million Professionals

70% of work changes
30% of roles change or disappear

100% of' people must reskill



Alls transforming everyday workflows

Workflow Examples:




Example: Al Impact to CPG Ways of Working

Traditional

CPG Process
Up to 2+ Weeks

Al-Assisted

CPG Process
Less than 2 Days

Da"ull An'sis Stor'IIing Re'w

+ o
Data Pull + A*cis + Storytelling  Review # Decision

De'on



Humans lead:

The new commercial division of labor

Al leads:
© . Analysis

Creativity 3 J ) . b e Monitoring
F-

)

Strategy

Relationships

- e Forecasting
? O e Automation

O

Governance




Human roles are shifting...

FROM TO

REPORTING

EXECUTION

ANALYSIS




From content creation to performance direction >’

Examples:

< Sales Teams >
< Media Teams >

<‘ Category Teams >




From account reporting to growth storytelling

Examples:




From planning inputs to optimization insight

Examples:

<‘ Marketing Teams >

* RK
< Sales Teams > ) "

<‘ Category Teams >




From assortment reviews to predictive foresight

Examples:




Al informs decisions.
Humans own decisions.
Governanceremainsshuman.



It's exciting...
but unsettling.

What does this mean for me?
My team? My organization?




“We are called to be the architects
of the future, not its victims."

Buckminster Fuller



>

Humans are still P~
the prompt...
Not passengers.
Not casualties.
Not victims.
Drivers or architects

of what comes next.



>

-’
Commerce leadership requires Al change leadership

> &

Al Change Commerce Sales + Share
Leadership  Leadership Growth




But true change requires 8 factors

Executive Commitment

Resources + Investment

Communication + Assessment

Early Majority

Early Late
Adopters Adopters

Laggards

\

Most organizations are focused on tools. The ones that win will focus on transformation.



HOW can we assess
our change readiness?




O

OMNI-FIED

Dedicated
Leadership

Achievable
Vision

SMART Strategy
+ Goals

Executive
Commitment

We have clear ownership and leadership driving Al strategy, adoption, and outcomes across the org

We understand the role of Al in our business, the value potential, and the risk of falling behind without it

We have defined priority Al use cases, an activation roadmap, and measurable goals tied to impact

We have visible and sustained executive sponsorship making Al a strategic priority across functions

Resources
+ Investment

We are investing in the tools, data, and talent required to scale Al effectively and responsibly over time

Communication
+ Assessment

We have clear KPIs for Al and are consistently tracking, sharing, and learning from performance

Upskilling +
Capabilities

Organizational
Accountability

SUCCESS

=3
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\

==

We are equipping teams with the skills, training, and tools needed to confidently apply Al in their roles

We have embedded Al in WoW, with teams accountable for adoption, experimentation, and results

ange Readiness Assessment

Strongly
Disagree

Strongly
Disagree

Strongly
Disagree

Strongly
Disagree

Strongly
Disagree

Strongly
Disagree

Strongly
Disagree

Strongly
Disagree

>
-’/

Strongly
Agree

Strongly
Agree

Strongly
Agree

Strongly
Agree

Strongly
Agree

Strongly
Agree

Strongly
Agree

Strongly
Agree



Organizational Accountability
should be our #1 ability....



o

Organizational Accountability Maturity Stages
___ Run

STAGE Group Group Group Individual Individual
Consideration Discussion Assessment Assessment Advancement

AIKPIs (efficienc SELPEEC: CIHCIT

Team is introduced to Al Alis regularly discussed in Teams review Al use cases, - ney: incentives are tied to Al-

.. . - effectiveness, impact) are c
through trainings, demos, team meetings as a outputs, and impactas part . : driven impact and
. A . . included in performance
INTERNAL and examples. dedicated topic. of business reviews. reviews outcomes.
MECHANISMS Leadership encourages Teams begin sharing use Alis embedded into P - Promotions and
. . Al initiatives are assigned
teams to explore where Al cases, experiments, and planning, workflows, and By advancement reflect Al
. . s eieo. and owned within roles and .

could support their work. early wins. key initiatives. e fluency, adoption, and

responsibilities. .
leadership.
Brand partners with retailer - ;
- erers Brand and retailer co-invest
. . . . o . Brand and retailer on advanced Al capabilities . . X
Brand and retailer begin Alis added to joint business g : : in Al innovation and
o o epe . collaborate on Al-driven (e.g., retail media . .
discussing Al capabilities, conversationsand account . ... .. : : integration.
e - - - initiatives (e.g., content automation, agentic
tools, and opportunities. planning discussions. S, : g S
optimization, retail media, search, personalization). .
forecasting) Retailer rewards or
MECHANISMS Brand and retailer share 9)-

Exploration of how Al may
impact content, media,
search, and operations.

FOLLOWISM

early tests, pilots, and
learnings.

INDIVIDUAL PROPENSITY

Shared KPIs or scorecards
begin to evaluate Al impact.

Retailer begins to prioritize
partners based on Al
readiness and execution
quality.

EVANGELISM

LEARNING + DEVELOPMENT: TRAININGS + TOOLKITS

penalizes partners based on
Al-driven performance,
data quality, and
consistency.



We are what we do.
We do what we measure.
If we want to do Al,
we must meastire Al.




You don't have to start
with transformation...
You start with tasks!



e

Instruction capabilities across tasks are greater than tools...

Tools evolve rapidly. Strong instruction skill enables:

Instruction capability




Al adoption begins with everyday work

Start by applying Al
to repeatable, time-
intensive tasks such as:



Easy Al adoption entry points




Al applications for marketing teams

Select High-Impact Areas:
Campaigh Planning
& Brief Development

Audience &
‘ Targeting Strategy

‘ Performance Analysis
& Optimization




Al applications for sales teams

Select High-Impact Areas:
‘ Account & Category
Performance Analysis
‘ Whitespace Opportunity
& Gap Identification

Customer Storytelling
& Presentations




Al applications for media teams

Select High-Impact Areas:

Planning &
Investment Strategy

Measurement &
‘ Attribution Analysis
‘ Client Storytelling &
Results Interpretation




Al applications for category teams

Select High-Impact Areas:

‘ Trend & Demand Signal
Identification
<‘ Digital Shelf Diagnostics)
‘ Category Strategy
Development




“We are called to be the architects
of the future, not its victims."

Buckminster Fuller






2 Firstmovr
+ there’'s more to come!

Register for our upcoming events and sessions!

terompted

commerce di news

Beyene Bid

A Global Webinar | ¢
BEAUTY Series for the New

Conquesting
SUMMIT | |Playbesk

ENDCAPS i

DIGITAL MERCHANDISNG
ﬁ‘ AWARDS OF DISTINCTION
51 % o

firstmovr.com/events
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