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LOCAL, REGIONAL, NATIONAL
PLACEMENT

SPOTLIGHT: WONDERCOW

SUMMARY : GTM PLACEMENT

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




GTM BUSINESS CYCLE

Spring is planting season. Reach out to pipeline

Spring businesses, sign up for events, and product

Summer is nurturing and watering. Meetings

Summer and research new products.

Autumn is harvesting deals. Reach out to all
Autumn

customers before the holidays hit.

. Reflection and evaluation. Thank all
Winter customers and rest!



PLACEMENT CAN FOLLOW A CATEGORY REVIEW

Category Review

e 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?
e Samples
o Most retailers only want 1-4 units of your product
o Figure out a way to make the sample experience unique

e 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

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

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,

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




LOCAL, REGIONAL, AND NATIONAL PLACEMENT

Examples (logos of stores)

Distribution Method

Decision Maker / Sales Cycle

Distribution Requirements

KPls / What does success look
like?

Stage 1
1 - 30 stores

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

o0 ©
target

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

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
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%
> 66.0%

*  Sumup 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 Other

Subcategory Brand X

7 SPINS




PLACEMENT GROWTH STRATEGY! RIDE ON THEIR “GOAT

TAILS” OR FOLLOW THE “SMILE” STATES

Pacific Region

Andronico's

Basha’s

Bristol Farms

CAP (Co-op's)

Carr's

Costco

Dan’s

Fred Meyer

Fry's

Gelsons

Good Earth
Haggen/ Top Foods
{armon's
Henry's

Jimba's

Lassen's

Lucky Stores
Mother’s Markets
New Frontiers

Albertson's o

Mid West Region
Busch Dominick’s Kowalski's Miner's Spartan
Cashwise  Giant Eagle Kroger Peapod Target
CAP (Co-ops) Hormbacher Luckens Pick*n Save Trader Joe's
Copp's Hy-Vee Lund's/Byerly Rainbow Foods Walgreen's (HQ)
Cub Foods  Jewel Marsh Schnuck’s hole Foods
Dierbergs Meijer Sendik’s Woodman's

Mid Atlantic

Albertson’s
Balducci's

CAP (Co-op’s)
Costco

David's Natural Market
DECA

Farm Fresh

Food Lion

Giant Landover
Giant

Harris Teeter
Magruder's
Martins

My Organic Market
Redner’s
Rodman's Gourmet
Roots

Safeway

Shoppers Food
Warchouse
Safeway

North East Region

A&P
Acme
Albertson’s
BigY
BJ's
Bulducci’s
CAP (Co-op's)
Costco
Dagistino's
Dave's Market Place
Demoula’s
IMarket Basket
Fairway
Food Emporium
Food Lion
Foodtown
Genuardis
Giane
Giristede's
Hannaford Bros
King Kullen
King's

Mrs. Green's
Natural Frontier

T'rad w's

New Leaf Pathmark
New Seasons L\':kl‘np 3 I Penn Traffic
clln.\-.-.-s Market itamin Shoppe Price Chopper
.C.C. sl Al Roch Br
QFC Weis Markets Salfower.
Raley's’Nob Hill/Bel Whole Foods Soenetls
Air » Yes Organic Market Shaw's
Ralph's Grocery S Shaw's Star Market
::milgu'l L] [ /Wild Harvest

oth's Shoprire
Safeway v e
rridhide) :u w Le r;.LrI\I\
Smith's Food & Drug South West Region South East Regi shbsrin
Erain 51 Reglon Super Fresh

5 Ty

Stater Brothers Albertson's S J Sprouts Albertson's Greenwise Publix F’F ;
Sunflower Markets CAP (Ca-op's) Sunflower Markets BiLo Harris Tecter Safeway Walbatrs
I_\”}"“ Joe's Costco Natural Grocery Sun Harvest Bruno's Ingles Supermarkets  Sweetbay Wegman's
‘&! IN\‘I Central Market by Vitamin Cottage  United Supermarkets CAP (Co-op’s) Kash & Kary rader Joe’s feis Markets
“.']‘m'lr':::i‘ I Fiesta Randall's Wal Mart Costco Kroger's Wal Mart Whole Foods
WINCO HEB Safeway Whaole Foods Earth Fare Lowe's Whole Foods Wild By Nature
Yokes Sam's Food Ciry Piggy Wiggly Winn Dixie
Zupan’s Fresh Markets (Lawndale)




PLACEMENT SPOTLIGHT:
WONDERCOW

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

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

* Amazon fulfills both DTC and Amazon orders
. . : A4

* Exploring Walmart and lherb as possible next o

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 ...

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

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

3 WHAT IS THE LONG-TERM REVENUE POTENTIAL AND

S? STAIN? WHAT ARE THE RISKS TO MAINTAINING THIS




SUMMARY:
GTM PLACEMENT

1. THERE IS A GENERAL
BUSINESS CYCLE OF

PLACEMENT
2. BUYERS WILL NEED

DATA 0

3. LOCAL, REGIONAL Do be i
NATIONAL ACCOUNTS pushy in Smile
HAVE DIFFERENT Q4 1;31’;’;’?; States

REQUIREMENTS
4. RIDE THE “GOAT TAILS”

their store




GO - TO - MARKET
STRATEGY #5

PACIFIC COAST COALITION
b’

Follow us @DairyPCC USDA Agricuitural

—

For more information: WWW.FELICEFOODS.COM /—-—— Marketing
www.DairvPCC.net FELICTHORPE@®ICLOUD.COM

Service

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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