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Engage in our free, industry-
leading omni and Al events and
insights to stay ahead of the
strategies and best practices
shaping today's marketplace.

UPSKILLING
FOR A CHANGE

OMNI x Al EDUCATION - CHANGE MANAGEMENT

EXECUTION

Accelerate your omni strategy

TRAINING \

Empower your teams with our
customized practitioner trainings, and activation with our hands-on
workshops and certifications to digital, omni and Al strategy,
build the knowledge and skills 4 capability, analytics and project
critical for omni and Al leadership. management support services.
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TODD
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To cut through
the market noise
to surface the
commerce signals
that matter most!




The Store Aisle Gets 3,500 New Targeting
firstmovr Signals

STORY SUMMARY

Grocery TV integrated Esri Market Potential data into its in-store media network, giving
advertisers more than 3,500 behavioral and psychographic attributes to build custom
store lists across 6,700-plus stores and 120-plus retail partners, reaching 95 million
shoppers. CPG teams can now plan in-store campaigns like TV, targeting modeled
audiences instead of geography.

WHAT IT MEANS FOR CPGs

This improved ability to plan in-store retail media might help increase your Brand's
allocation of spend for in-store retail media options. Make sure your agency is aware that
in-store retail media can be planned how they already plan and buy TV and digital.

SOURCE



https://www.prnewswire.com/news-releases/grocery-tv-and-esri-partner-to-bring-data-driven-media-planning-to-in-store-retail-media-302837240.html

Retail Media Isn't a Cart. Commerce Media Can’t
n— Mean Everything.
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STORY SUMMARY

Co-host of The Middlemen Podcast ,Tom Limongello argues retail media should be
defined by the commercial relationship and a retailer's owned assortment, not by cart
placement, while commmerce media can monetize shopper missions beyond that
assortment. The distinction shapes budgets and measurement as airlines, hotels, and
social platforms stretch the commerce-media label.

° WHAT IT MEANS FOR CPGs

CPGs must decide how to define media options internally so that they are aligned on how
best to plan & measure to make quality decisions on spending their media dollars. CPGs
must determine how their measurement providers are adjusting to evolving landscape of
Commerce Media and Al sponsored prompts and replies spending by Brands.

SOURCE



https://www.youtube.com/@TheMiddlemenPodcast
https://middlemen.substack.com/p/retail-media-isnt-a-cart-commerce

TikTok Shop Wants Its Own Prime Flywheel
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STORY SUMMARY

G TikTok Shop is testing TikTok Shop Plus, a paid membership modeled on Amazon Prime
and Walmart+ that would bundle free shipping, discounts, and coupons, with monthly
price points of $6, $10, and $15 under evaluation. The goal is keeping creator-driven
discovery and checkout inside TikTok as U.S. social-buyer growth slows.

e WHAT IT MEANS FOR CPGs

CPGs should monitor how consumers decide to invest in TikTok Shop Plus memberships
vs Retailer memberships and which retailers gain the most from halo effects from TikTok
Shop. Does your current agency have enough knowledge and experience with TikTok
Shop for your Brands to succeed vs established brands already on TikTok Shop?

SOURCE



https://www.emarketer.com/content/tiktok-shop-takes-on-amazon-prime-with-paid-membership-experiment
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P&GC Prescribes a $3.8 Billion Wellness
Expansion
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STORY SUMMARY

G P&G CEO Shailesh Jejurikar told CNBC that the company will acquire supplements brand
Thorne for $3.8 billion, adding it to a healthcare portfolio that already includes Metamucil,
Align Probiotic, New Chapter vitamins, Oral-B, and Vicks. The deal shows P&G pursuing
growth through higher-value wellness platforms and trusted specialist brands.

e WHAT IT MEANS FOR CPGs
CPGs can learn from emerging brands about moving faster from consumer trend signals
to products that earn attention, loyalty, and a price premium? Based on the cost
multiples to acquire Brands, practitioners inside CPGs should be factoring that into their
test budgets for digital first innovation proposals to offset future higher acquisition costs.

SOURCE


https://www.cnbc.com/2026/08/04/procter-gamble-will-acquire-supplements-brand-thorne.html

Product Content Gets an Al Distribution Pipe
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STORY SUMMARY

Novi integrated with Syndigo so brands can push Al-optimized product-detail content
directly into syndication workflows reaching retailers including Amazon, Walmart, and
Target. The integration eliminates manual copying between optimization and distribution,
letting structured, SKU-level content flow toward retail pages that also feed Al shopping
assistants.

WHAT IT MEANS FOR CPGs

Make product content Al-ready before syndication: govern structured attributes, claims,
certifications, and retailer-specific variants so assistants can find, trust, and recommend
each SKU. CPGs need to ensure their PIM/PXM can handle multiple retailer versions of

content including more than 1 source of truth per retailer if factoring in personalization.

SOURCE



https://finance.yahoo.com/technology/ai/articles/novi-launches-integration-flow-ai-130000119.html

BONUS: Instacart Sends the Male Shopper
r— Meme to Bootcamp

STORY SUMMARY

Instacart turned viral complaints about male grocery shoppers into a comedy campaign
starring Antoni Porowski and Hannah Berner. The creative reframes common selection
mistakes as a mock training camp, then ties the jokes back to real product features such
as item instructions, replacement preferences, and personalized shopping controls.

° WHAT IT MEANS FOR CPGs
The ability to leverage social listening tools for both good and negative feedback about
your Brand is step one. Then being realistic about the need to address the concerns of
consumers in a productive way is the next challenge that teams internally need to decide
on the best approach that is authentic and relevant to your brand and consumers.

SOURCE



https://www.mediapost.com/publications/article/416938/instacart-drops-male-micro-drama-supports-deliv.html
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+ there's more to come!

Register for our upcoming events and sessions!
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firstmovr.com/events


https://firstmovr.com/events/
https://firstmovr.com/event/prompted-ai-career-management/
https://firstmovr.com/event/prompted-commerce-ai-news-august-2026/
https://firstmovr.com/event/endcaps-2026-pet-care-summit/
https://firstmovr.com/event/prompted-ai-capability-spotlights-3/
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The certification program
that tracks and celebrates
continuous learning and
next commerce leadership.

» first movers lighti

Next Commerce Leadership Certification ev

Want to claim your
torch™ badge?

Up to 8 Hours 8+ Hours 16+ Hours 24+ Hours 56+ Hours Emall torCh@fl rStmovr'com

of Learning of Learning of Learning of Learning of Learning
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UPSKILLING
FOR A CHANGE

OMNI x Al EDUCATION - CHANGE MANAGEMENT

Change is hard. Let's change that!

Oskar Kaszubski Chris Perry

CHIEF GROWTH OFFICER CHIEF LEARNING OFFICER
oskar@firstmovr.com chris@firstmovr.com
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