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PLACEMENT 

05
Have no fear of perfection, you’ll never reach it – Marie Curie   

Location! Location! Location!  

• GTM BUSINESS CYCLE 

• CATEGORY REVIEWS

• CONTACTING THE BUYER 

• LOCAL, REGIONAL, NATIONAL 

PLACEMENT 

• SPOTLIGHT: WONDERCOW   

• SUMMARY : GTM PLACEMENT  



GTM BUSINESS CYCLE

Autumn 

Spring is planting season. Reach out to pipeline 

businesses, sign up for events, and product 

launch. 

Summer is nurturing and watering. Meetings 

and research new products. 

Spring

Summer 

Winter 

Autumn is harvesting deals. Reach out to all 

customers before the holidays hit. 

Reflection and evaluation. Thank all 
customers and rest! 



PLACEMENT CAN FOLLOW A CATEGORY REVIEW   

TIP! NO ACCOUNT HAS THE SAME CATEGORY REVIEW TIME- SO BE SURE TO ASK, 
BUYERS WILL OFTEN SEND THIS CALENDAR FIRST TO BROKERS 



CONTACTING BUYERS: EMAIL BEST PRACTICES    

Dear Whole Foods Buyer,

I 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. 

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

Thank You, Felice 

• 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 



LOCAL, REGIONAL, AND NATIONAL PLACEMENT

Y1-3                                 Y3-6                               Y6-10



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 
A D.C. 

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



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



PLACEMENT SPOTLIGHT:
WONDERCOW 
• 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 

ROB DIEPERSLOOT, 
FOUNDER   



PLACEMENT: BEFORE YOU SAY 
YES ...  1

S E R V I C E ?  
CAN I SERVICE THIS ACCOUNT? CAN I OPERATIONALLY 
PRODUCE AND DELIVER THE GOODS ON TIME WITH 
PROFITABILITY 

2
S U P P O R T ?

S U S T A I N ?  

3

DO I 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



SUMMARY:
GTM PLACEMENT

Prove you 
belong in 
their store

Smile 
States  

Don’t be 
pushy in 

Q4 

PLACEMENT
1. THERE IS A GENERAL 
BUSINESS CYCLE OF 
PLACEMENT
 
2. BUYERS WILL NEED 
DATA 
3. LOCAL, REGIONAL, 
NATIONAL ACCOUNTS 
HAVE DIFFERENT 
REQUIREMENTS
4. RIDE THE “GOAT TAILS” 



GO-TO-MARKET 
STRATEGY
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STRATEGY #5 

Follow us @DairyPCC
WWW.FELICEFOODS.COM

FELICTHORPE@ICLOUD.COM

For more information: 
www.DairyPCC.net 

Funding for the PCC-DBII is made possible by the U.S. Department of Agriculture’s (USDA) Agricultural Marketing Service through grants AM21DBICA1007, 
AM22DBICA1012, and AM21DBICA1009 Its contents are solely the responsibility of the authors and do not necessarily represent the official views of the USDA.

http://www.felicefoods.com/
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