TRANSCRIPT: More depth from presentation

GO-TO-MARKET WEBINAR, Session #5
Presenter: Felice Thorpe, Felice Foods

Go-to-Market Strategy: PLACEMENT
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-  HAVE NO FEAR OF PERFECTION- YOU'LL NEVER REACH IT- MARIE
CURIE

GTM BUSINESS CYCLE-

SPRING- Spring is planting season. Reach out to pipeline businesses, sign up for
events, and product launch

SUMMER- Summer is nurturing and watering, meetings and research new projects
AUTUMN- Autumn is harvesting deals. Reach out to all customers before the
holidays hit

WINTER- Reflection and evaluation- thanks all customers and rest!




Category Review

Brand Deck
o Decks should tell the story of your brand, first. Remember: no one does what you do or can tell your story like
‘You’
o Follow that up by leaning on your ‘why.” Why did you start your brand and how is it differentiated from everyone
else on the shelf?
Samples
o Most retailers only want 1-4 units of your product
o Figure out a way to make the sample experience unique
Timing and Submission Process
o Category Reviews occur annually, 3-10 months ahead of product placed on shelf (reset)
o Samples, New Item Forms, and Brand Decks are due promptly during pre-communicated timeframe
o Some meetings may be with Buyers/Category Managers or Distributor Representatives. Don’t be alarmed if the

Buyer/CM never meets with you

CONTACTING BUYERS; EMAIL BEST PRACTICES

Short and Clear

You understand their data needs for decision-making

CTA ( Call To Action)

Mention actual numbers of something meaningful
Remember* You are pitching a store buyer, not a consumer

Dear Whole Foods Buyer,

| am with Boba Milk Tea Sips, a farm-to-can whole-milk company that
has exploded into 500 retail doors with stellar ACV since 2021.

We have waited to approach Whole Foods until we felt ready to support
your stores to the fullest, and now is the time! We have a promotional
plan in place and know that repeat purchases are an essential driver to
grow, and we deliver on that.

| would love to get your feedback on some samples, if that works?
Please let me know the best place to ship, and | am always available for
an in-person meeting or Zoom tasting when it is convenient.

Thank You, Felice

LOCAL REGIONAL AND NATIONAL PLACMENT




Examples (logos of stores)

Distribution Method

Decision Maker / Sales Cycle

Distribution Requirements

KPls / What does success look
like?

Stage 1
1- 30 stores

Nugeet
\/

8 NATUR

Self distributed or local/regional
distributor (sometimes via
National Distributor DCs)

Store Manager;
Store-by-Store sell-in (in-person)

Free Fill ‘ask’; Will only take
“active” SKUs from major
distributor DCs

Retailer dependent: Velocity,
Promotional Plan, AD
participation and Free Fills

Stage 2
Around 31 - 150 stores

FRESH @ LUNDS&BYERLYS
THYME

Mid to Large Distributor: River
Valley, Chex Finer Foods, Kehe,
UNFI, etc.

Buyer / Category Manager
conducting category review
annually

Slotting / Free Fill; sometimes
mandatory promo activity within
first 90 days

Retailer dependent: Velocity,
Promotional Plan, AD
participation and Free Fills

Stage 3
Around 151 + stores

00 Bom

Publix

National Distributor:Kehe or
UNFI

Buyer / Category Manager
conducting category review
annually

Slotting / Free Fill; sometimes
must promote 4 times/year +
addtl. promo vehicles (ADs,
BOGOs)

Retailer dependent: Velocity,
Promotional Plan, AD
participation and Free Fills

STORE BUYERS WILL LOOK AT DATA FOR CATEGORY ANALYSIS AND

PLACEMENT INFO

- BUYERS HAVE VISIBILITY TO ANY PRODUCT WITH A UPC

- 10+ DOORS CAN ACTIVATE AD.C.

- DATA IS USUALLY YOUR PLACEMENT FRIEND- IT CAN SAVE YOU
MONEY BY SHOWING YOU THE MOST PROFITABLE LOCATIONS




Brand Versus Category
Comparisons

Brand X Is Growing 10X Brand X Is Contributing
Faster Than The Subcategory 2/3rds of New Category
Dollars

Brand X

150.0%
0 66.0%

*  Sum up all positive
absolute dollars
» Divide Brand X positive
Dols % Chg absolute dollars by total
» Can be a proxy for 34.0

“incrementality”
15.0%

All
Subcategory Brand X

“ % SPINS

PLACEMENT GROWTH STRATEGY! RIDE ON THEIR “GOAT TAILS” OR FOLLOW
THE SMILE STATES
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PLACEMENT SPOTLIGHT- WONDER COW

* Founded by a 7th-generation dairy family; they wanted to restore the gut and
immune system.

* The Colostrum powder is a dietary supplement and is sold on E-Commerce
only

* Amazon fulfills both DTC and Amazon orders

» Exploring Walmart and Iherb as possible next placement

+ Exploring diversification will help them in the future not have all their eggs in
one basket

+ They would also like to shift their E-Commerce biz to DTC because of the
higher margin

PLACEMENT- BEFORE YOU SAY YES..

SERVICE
SUPPORT
SUSTAIN’

CAN | SERVICE THIS ACCOUNT? CAN | OPERATIONALLY PRODUCE AND
DELIVER THE GOODS ON TIME WITH PROFITABILITY

DO | HAVE THE RESOURCES, TEAM, AND MATERIALS TO DO DEMOS,
TRADESHOWS, SEND SAMPLES, AND SUPPORT WITH MARKETING

WHAT IS THE LONG-TERM REVENUE POTENTIAL AND WHAT ARE THE RISKS
TO MAINTAINING THIS
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SUMMARY- GTM PLACEMENT
- THERE IS A GENERAL BUSINESS CYCLE OF PLACEMENT
-  BUYERS WILL NEED DATA
- LOCAL REGIONAL AND NATIONAL ACCOUNTS HAVE DIFFERENT
REQUIREMENTS
- RIDE THE GOAT TAILS
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THANK YOU! Follow us @DairyPCC (Instagram, Twitter, Facebook, LinkedIn)




