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Section 10

Successful presentations to brokers, distributors 
and retailers are critical to the success of most 
new products. In most cases, the company is 
“auditioning” their products or services prior to 
representation by a broker or distributor or the 
eventual purchase by a retailer. Preparation 
is the key to a successful presentation and 
content in Section 10 will focus on the following: 

1. Preparation of information for the 
presentation

2. Methods and techniques of approaching 
a retailer, broker or distributor

3. Determining the best method or 
combination of methods, of approaching 
a retailer, broker or distributor

4. How to plan, prepare and conduct 
meetings and presentations with 
retailers, brokers and distributors

The content in the first part will include 
the following items on preparing for the 
presentation:

1. Company Profile – management, 
ownership, experience & capabilities

2. Production – capabilities standards and 
procedures

3. Market Information – store audits, 
category pricing information

4. Product Components – market trends, 
taste, product formulation

5. Retail Sales – stock turns, sales growth, 
projected volumes and margins

6. Category Information – trends, sales 

7. Advertising and Promotion Program

8. Pricing – pricing strategy

9. Distribution Strategy – national, 
independents, discount 

Company Story 

When meeting with a retail buyer, broker or 
distributor for the first time, provide a brief 
profile of the company and the company story. 
The “story” is often one of the most compelling 
statements about a company. People love 
stories, so develop an effective one or two 
paragraph company story.

Including some background on the principles of 
the company to those present at the meeting 
is usually provided as a means of establishing 
common connections in the industry or 
establishing a history of the management team 
in the industry. 

Retailers, brokers and distributors are interested 
in the skills and capabilities of the management, 
management team and employees. It is useful 
to remember the adage that “you bet on the 
jockey, not on the horse.”

1



Section 10

A brief, one paragraph profile on the company 
and a one paragraph profile on management 
should be included in the written portion of the 
presentation. A brief mention of some of the 
capabilities of key staff is also very useful in 
establishing the expertise of the organization. 

The following elements should be in the 
company profile:

1. Company story – when and why founded

2. Location – local, Canadian, offshore

3. Ownership – private, partnership, 
corporation

4. Length of time in business

5. Employees – number and core capabilities

6. Management – experience and training 

Often overlooked in a presentation is the 
necessity of checking out the company you 
are going to visit. Check the internet and 
other sources for information on the target 

company. Mention in the presentation that 
you have searched out the company, checked 
their website or assessed their stores. If 
presenting to a distributor, talk to some of their 
customers or if a broker, contact some of their 
principles and explain why you are meeting 
with the broker and why you would like some 
information. 

Production

The ability to deliver a quality product on 
time, every time, is one of the key factors that 
influence a decision to purchase a product or 
take on a new product line. Included in the 
presentation should be information on where 
the products are produced, the expertise and 
qualifications of the plant and personnel and 
the certifications of the plant. 

The presentation should include pictures of 
the plants, if possible, their locations and 
if a processor or co-packer is used, the 
qualifications of the co-packer or processor. A 
brief explanation of the plants ability to ramp 
up, if necessary, is often a question that is 
asked in the presentation. It is not necessary to 

give actual production numbers as 
this information is confidential and 
it could prove counterproductive 
as the retailer or distributor can 
calculate your volume and how 
important their business would be 
to the company.

Discuss the certifications of the 
plant, HACCP, kosher, organic, 
halal, local, ISO or other valid and 
recognized European certifications. 
The certifications give validity to 
the credibility of the plant or co-
packer. 
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The following elements should be included in 
the section on production or stated verbally in 
the presentation:

1. Co-pack or owned plants 

2. QC standards and procedures in the 
processing plant – HACCP

3. Certifications – kosher, organic, local, 
halal, ISO, SPCA Certified  

4. Capacity – general production volume 
and the ability to ramp up capacity 

5. Experience – plant personnel experience 

6. Location – proximity to distribution 
source and DC’s; plant tours

7. Recalls – has the plant had any 
recent recalls and do they have recall 
procedures

Product and Business Rationale 

The retailer, broker or distributor is usually very 
interested in the business rationale behind a 
product. In many cases the retailer will have a 
category plan or a store plan, or a banner that 
is targeted at specific markets and consumers 
such as T&T. The “fit” between a product and 
the store concept is critical to the retail success 
of the product.  

For example, a store that is focused on local 
and natural foods may not stock a highly 
processed snack food that is high in sugar and 
fat; whereas, this product would fit well into an 
operation that is focused on convenience such 
as a “C” store. In most instances a company 
will not be aware of a retailer’s future plans 
to change the store concept or layout. A new 
product may fit perfectly into a new “set” or 
“relined” aisle in the store. 

In briefly discussing the business rationale, only 
a few key points need to be mentioned and 
they should be incorporated into the product 
presentation. 

It is important to understand that the product 
rationale “builds the case” for a product and 
should be summed up in a few sentences. 

An example of a product summary for a rhubarb 
jam can be as follows:

“This new and innovative product is based on 
an old family recipe that uses only natural
ingredients. The flavour is crisp and intriguing 
and reminds you of how your grandmother’s 
jam used to taste. The packing is retro and 
recyclable. The price point is mid-range. The 
product is targeted to capture consumers
concerned about health but wanting a 
more exciting taste. The growth in this 
category is exceptional and the margin 
opportunities are significant.”

The following should be considered for 
incorporation into the business rational:

1. New product, replacement product or line 
extension

2. Fills a slot in the category

3. Consumer requested product
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4. Superior delivery system (convenience, 
environmentally friendly, better 
designed)

5. Market “moving towards” the product 
(local, natural, healthy)

6. Superior natural ingredients 

It should also be noted that the business 
rationale is also often used by the retailer or 
distributor to justify the purchase of a new line 
or the distribution of a new line. 

Market Information 

Market information is another important 
component of the presentation. Any market 
research on the category that the company is 
pursuing will lend credibility to the justification 
or business case for the existence and 
marketability of the 
product. Specific 
information related 
to category growth 
and opportunity 
in the category 
is usually more 
important than 
general information. 

During the 
presentation, give 
oral examples of 
information that has 
been obtained through store and category 
audits. It is not needed to provide written 
information, unless requested, but often a 
statement to the effect that several stores have 
been audited, retail prices have been checked 
and holes (opportunities) have been found 
in the assortment is sufficient. Remember 

that in most cases there has to be a strong 
justification for the product to be purchased, so 
the more information the better. 

Product Components 

Usually the points of differentiation in a food 
product revolve around the source or type 
of the product’s ingredients and additives 
(natural, organic, omega 3, local etc.), the 
flavour profile, the formulation (less salt, fibre, 
fat free, etc.), the certification (kosher, halal, 

ISO, HACCP, SPCA Certified, 
organic, local), packaging (unique, 
environmentally friendly, easy to 
open), or the marketing of the 
product (web site, word of mouth, 
public relations, social marketing, 
flyers, coupons, end caps, cross 
marketing).

However, with very few exceptions, 
the food product must taste good 
and have a reasonable or good 
mouth feel and bite. As a rule, 
never bring a food sample to the 

meeting for tasting purposes. Each person’s 
tastes are unique and the product taste will not 
appeal to 100% of the population or buyers.

A brief explanation of the product components 
will support the points of differentiation and 
business rationale. 
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The following should be considered for 
incorporation into the product comment portion 
of the presentation:

1. Taste (drives 72% of the purchase 
decision) 

2. Formulation comes from (family recipe 
– ED Smith, Smuckers, Heinz, French’s, 
Kellogg’s)

3. Taste tests (conducted where and on 
whom) 

4. Taste rationale (exotic, blended, natural)

5. Ingredients – health deck versus normal 
deck, less or reduced (salt, fat), local, 
natural, organic

6. Packaging - design layout (minimum 
footprint but maximum exposure) and 
materials

Retail Sales

Many retailers, brokers and distributors are 
“risk adverse” and will seek information that will 
help to minimize the risk of introducing a new 
line or replacing an existing product. 

General information 
on stock turns, 
retail margins, 
sales growth over 
time, promotional 
programs that 
proved effective 
and other retail 
information is 
valuable to the 
retailer, broker or 
distributor. 

Remember that customer retail sales 
information is confidential and that if customer 
specific information is revealed, then it will be 
assumed by the retailer that their business will 
also be discussed with a competitor. 

The retailer, broker or distributor will often use 
the sales and other information provided to 
project the viability of the new product in their 
operations. It is also useful to remember to 
be conservative on volume projections as it is 
always best to under promise and over deliver 
on sales. 

It is important to note that if the product is new, 
with no retail sales, then the retailers, brokers 
and distributors will look at management’s 
and the company’s experience in successfully 
launching new products. 

Category Information 

Category information on trends, sales 
growth, distribution patterns (new channels 
of distribution), consumer demographics 
and psychographics can be presented and 
discussed in the presentation. It is sometimes 
useful to remember that a retail buyer may 
be responsible for several hundred products 
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over three or four categories and may be new to 
the category that is under discussion. The retail 
buyer, broker and distributor will assume that the 
company is an expert in their category and often 
will look to the company for up-to-date category 
information. 

Distributors may carry up to 50,000 SKUs and 
will often lack up-to-date or specific knowledge 
of a category or product. It is incumbent upon 
the company to provide the information and 
establish credibility in the minds of the distributor’s 
management and staff.

Advertising and Promotion Program

The preparation of an advertising and promotion 
program indicates to retailers, brokers and 
distributors a willingness on the part of the 
company to commit resources to generate the 
“pull” of the product at retail. It is not necessary at 
the first meeting to divulge the amount of funds 
the company is prepared to commit. However, it 
is useful to demonstrate a commitment to discuss 
and implement a program. 

Prepare a preliminary plan based on a percentage 
of anticipated sales. Two - three per cent of 
planned wholesale shipments to a distributor 
or store is not an unreasonable place to start. 

Remember to base it on a percentage of 
wholesale shipments, not retail sales. 

In many cases, the company is asked 
to commit a dollar amount rather than a 
percentage of sales. A pre-planned budget will 
give the company the opportunity to direct their 
resources to those programs that generate pull 
off the shelf rather than anniversary ads and 
the like. 

Pricing 

As a rule, pricing is never presented in the 
first meeting with a major retailer but is 
usually given to a smaller retailer. The reason 
for this practice is that many large retailers 
have programs that will impact the company 
margins. It is best to understand the impact of 
all the programs prior to committing to a price 
and then discovering that there is another 10-
15% in program and promotional fees that will 
be deducted from the quoted price. 

Pricing is a critical decision and so it is prudent 
to develop a pricing strategy prior to quoting 
prices. Most large and medium sized retailers 
do not expect a price quotation in the first 
meeting; however, they do expect that you will 
be competitive. 
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Preface your remarks on pricing by saying that 
you have done the store audits and understand 
what pricing it will take to be competitive. 
Indicate that you will get back to the retailer 
ASAP once the type and cost of the programs 
have been generally discussed.

In a pricing meeting, the following topics should 
be ready for discussion:

1. Price lists

2. Pricing structure and pricing rational

3. Targeted retail margins

4. Volume rebates and other programs

5. Distributor pricing 

6. Competitive pricing 

Distribution Strategy 

Retailers, distributors and brokers will require 
information on the distribution strategy for 
the product. The strategy is a very important 
component of the presentation as the retailers 
do not like to be embarrassed by introducing 
a new line of products only to find out that it 
has been distributed to a different class of 

trade. For example, if a premium product is 
introduced into strong independents and also 
distributed to c-stores (corner stores) the 
independents will probably drop the line. 

It is suggested that the distribution strategy be 
clear but general. A strategy may be to target 
the product at family orientated “good value” 
stores and avoid the big box stores; or the 
strategy may be only one class of trade such 
as c-stores, health food stores, gift stores or 
regional chains and independents. 

Whatever the strategy, it is useful to ensure 
that the target channels are compatible. The 
stores in the channels will compete within 
the channel but will not necessarily choose 
to compete outside the channel unless your 
product has significant brand share. Even then, 
the channels are closely watched. That is why 
there is a limited selection of brand names in 
some discount channels.

Getting the Appointment 

Obtaining an appointment to present your 
product is often a difficult task and presents 
many small companies with a seemingly 
insurmountable challenge. A relationship with a 
well established distributor or broker can often 
prove invaluable in securing a presentation 
to major retailers. Most large retailers are 
reluctant to deal with smaller vendors and 
prefer to deal with a distributor or broker who 
represents multiple lines of products. 

It is important to understand that the average 
retail category buyer may manage products 
from over 400 companies. It is not unusual to 
have buyers responsible for several categories. 
Many buyers receive several hundred e-mails 
and phone calls per day. So do not be offended 
if they do not call you back or if their assistant 
takes your call or answers your e-mail. 
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Preparation is the critical factor in getting 
an appointment with a distributor or broker. 
In many respects, the presentation to the 
distributor or broker will mirror the presentation 
you will make to a retailer.

Preparing to call a distributor or broker for an 
appointment will normally entail developing a 
brief and concise “elevator pitch”. You will only 
have about 30-60 seconds to make an impact 
and get the appointment.

An effective elevator pitch to a retailer, 
distributor or broker generally answers 
questions such as:

• Who you are

• The name of your company

• Who referred you; the name of a store, 
buyer, manufacturer

• Why you are calling

• What your product is

• What makes the product unique or 
different 

• Key features and competitive 
advantage

• Product position – health and wellness/
decadence/convenience

• Who you are selling the product to, target 
customers and where it is being sold

• Target retail and wholesale price points 

• Ask for a specific appointment date and 
time and how long the appointment will 
last

The pitch should be constantly fine tuned and 
practiced but must never appear to be “canned”. 
The elevator speech can be an effective tool at 
trade shows, for handling phone enquiries about 
a product, for educating sales representatives 
and in any situation were a quick summary of 
the company and product is required. 

An example of a brief elevator speech on 
rhubarb jam could be as follows:

“Good morning, my name is XXX. I am the 
XXX for XXX. A Canadian company located 
in XXX with plants and or contract facilities in 
XXX.  We are the producers of XXX brand, 
a new and exciting rhubarb jam made with 
natural ingredients. Our rhubarb jam comes in 
a 250ml designer jar and is being targeted at 

female consumers aged 
25 - 45 who are looking for 
a healthy, natural product 
that has a satisfying yet 
unique flavour profile. 
The flavour profile has 
been tested and has been 
extremely well received by 
all age groups. Our XXX 
brand rhubarb jam has 
no additional sugar and is 
made from locally grown 
rhubarb. The product is 
co-packed in plants that 

8



Section 10

are HACCP and kosher approved. Distribution 
is being targeted at strong independents, gift 
stores and regional chains. Store audits have 
determined that the product can command 40 
points at retail while offering the consumer a 
high value profile. A strong marketing program 
has been developed to generate the pull off the 
shelf and program funds are available. We are 
receiving numerous hits on our website from 
consumers looking to purchase the product at 
retail. We would like to be able to direct these 
consumers into your store(s). Would Tuesday 
next week at 10:00 a.m. be convenient for a 
meeting?”

Appointment Techniques –
Use Your Value Chain

Getting the appointment is sometimes half the 
battle in getting the product onto the retail shelf. 
Finding the right contact in the organization 
can also be a major challenge for any size 
organization. 

Finding the contact name can be as simple as 
phoning the company and asking for the contact 
name for a product category or department, or 
asking for the name of the person in charge of 
sales or purchasing, or going through the
customer service department or the voice mail 
system. Many systems will have a feature that 
says push a number for sales, customer ser-

vice or shipping. 
Just push the 
number and ask 
questions. Going 
to a company’s 
website can be 
another effective 
tool for obtaining 
contact names. 

Other methods for getting contact names 
are trade shows, trade associations, or your 
company’s suppliers or vendors. A good value 
chain is invaluable in obtaining contact names. 

The best method is to get a referral from a 
trade contact, government source, or other 
reference. The use of a reference source will 
usually solicit a response as references are not 
given without a good reason. 

Making the Call – Practice and Preparation 
Are Important

Have a prepared statement ready when you 
make a call for an appointment. On occasion 
the person will answer and you will have 
only a few seconds to capture their attention. 
A reference is invaluable at this point. The 
opening statement can be: “Hi my name is XXX 
from XXX and XXX suggested that I give you 
a call regarding our company’s new product 
XXX.” Wait for a response as usually there is 
a question such as how do you know XXX (the 
reference).

If you have no references then go into a 
shortened (10 second) elevator speech. 

Getting Through

Voice mail is the most effective “gate keeper” 
ever invented. In many instances, the person 
you want to contact is so busy that they do 
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not have time to return all calls. In order to get 
a call back your voice mail message has to be 
short (15 seconds or less) and effective. In the 
voicemail leave a suggested time and date for 
a meeting and always leave a contact number, 
with area code. Repeat the contact number and 
your name, slowly, so the person can write it 
down without having to replay the message. 

When phoning into a switchboard, always ask 
for the person by their first name and keep your 
voice cordial as if asking for a friend. Which of 
the following question will be more likely to be 
challenged?

• Hi, is Bill there please?

• Hello is Mr. Bill XX from purchasing 
available? 

When to Call 

Call early in the 
morning, 6:30 or 
7:00 a.m. as many 
buyers are at their 
desks very early, 
answering e-mails 
and getting ready 
for the day. Also 
call late in the day 
as many buyers stay late to return calls 
and e-mail messages.

E-Mail

Many buyers respond more readily to e-mails 
than to voice mail. There are many techniques 
for getting an e-mail address as most company’s 
use a standard format or a variation on a 
standard format. Experiment until one goes 
through. Ask for a date and time, two weeks in 
advance for a meeting. In the request, insert 
a brief (2 or 3 paragraph) version of your 
elevator speech. Make sure to include your 

contact coordinates so the person can respond 
immediately. 

The Meeting 

As a rule, the vendor will conduct a series 
of meetings with brokers, distributors, and 
retailers in preparation for the introduction 
and launch of a new product into the market. 
However, as we have discussed, the 
importance of obtaining and being successful 
in the initial meeting with a broker, distributor 
or retailer is critical to the success of your 
company. 

The following will focus on preparing for a 
meeting, what to anticipate in the meeting and 
how to set the stage for success in follow-up 
meetings. 

Meeting Objectives

Establishing meeting 
objectives well in advance 
of the meeting can be 
instrumental in achieving 
a new product listing, 
hiring a broker, or getting a 
distributor to agree to carry 
your product line.

In many instances, meeting objectives are 
decided on the way to the meeting. It is not 
uncommon to hear the following statement in a 
waiting room. “What do we want to accomplish 
today?”

Each meeting will have different objectives that 
may include:

• Getting a commitment to list or stock a 
product 

• Learning about the organization
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• Learn about the planogram plans for the 
next year

• Obtain a commitment for three product 
ads for next year

• Learn what the merchandising plans in a 
category are for next year

Each meeting should have one or two primary 
objectives and two or three secondary 
objectives. 

An example of objectives for a meeting with a 
retailer are as follows:

XXX Meeting 
December 20, XXXX
Objectives

Primary 

1. Commitment to list three SKUs of the 
new XXX product for all stores

2. Commitment to feature new product 
in three in-store promotions in first 6 
months in all stores

Secondary

1. Learn about any new product requests 
from consumers in the category

2. Obtain information on any new 
developments by competitors in the 
category

3. Obtain information about the 
organization (key names and contact 
coordinates, personnel changes, new 
directions and plans, store expansions, 
renovations or closings) 

It is critical to set objectives for each and 
every meeting. It will prevent the meeting from 
straying and will help direct the meeting to 
achieving your goals for your company. 

The Agenda 

The agenda is the tool that is used to help 
achieve your objectives. Too often, the agenda 
is not prepared in advance and critical topics 
of discussion are missed. It is not uncommon 
after a meeting to hear the phrase after a 
meeting is over, “we forgot to ask about this….”

In most meetings with retailers, the first part of 
the agenda is driven by the vendor unless the 
retailer has called the meeting. The second 
part of the meeting can be driven by either 
the vendor or the retailer. The order of the 
second part of the meeting is less important 
than covering off the agenda items as much as 
possible.

In developing an agenda, it is import to 
remember that time is critical to most retailers 
and the meeting will only be for a set period 
of time unless the retailer otherwise indicates. 
The following are some practical guidelines for 
developing an 
agenda that have 
proven useful in 
meetings with 
independents 
and majors. 
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Date of meeting – Confirm date if possible 48 
hours before the meeting.

Time of meeting – Confirm time (10:00 a.m. is 
usually a good time or 2:30 p.m.).

Location – Not unusual to have people show 
up at different locations – confirm with time and 
date.  

Who is attending – Find out if the retailer’s 
decision makers or influencers are attending; 
the retailer will expect a decision maker to 
attend the meeting. 

Responsibilities – for various items on the 
agenda you may wish to assign to those 
responsible.

Handouts or other materials – Distribute as 
needed during the course of the meeting, 
not prior to the meeting as they prove to be a 
distraction.

Visibility – It is often very useful to keep 
your agenda visible and check off the items 
covered. It is not unusual for a buyer to ask 

if you have covered off every thing on your 
agenda. It also shows the buyer that you are 
prepared and value his or her time. 

Introduction – Set time aside to introduce 
yourself or your team, exchange business 
cards and establish a bit of common ground. 
Thank the buyer and the team for freeing up 
the time to meet with you. Ask how much time 
the buyer has allocated for the meeting and 
adjust your agenda accordingly.

Purpose of the 
meeting – Why are 
you there? What 
would you like to 
accomplish? Keep it 
simple. “We are here 
today to discuss our 
new product XXX.”

Product discussion 
– Start with a 
discussion of the 
market, the business rationale behind the 
product, market opportunity and position of the 
product and other relevant information.

Programs – Discuss which programs are 
available to support the programs.

Distribution – Retail distribution plans; retailers 
will want to know what your plans are for 
distribution into the retail sector. It is not 
unusual for retailers to request an “exclusive” 
for a period of time. Most retailers have 
competitors that they view as being predatory 
and they will not purchase products, if they 
have products that are being distributed to that 
customer. 

Secondary objectives – Store expansion 
plans, renovation plans, key contacts, listing 
procedures, delivery criteria. 
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Other items – The retailer 
may have topics that they 
wish to discuss. Plant 
tours by quality control 
(QC) personnel, presen-
tations to other members 
of the team, preferred
distributors, program and 
listing fees.

Next steps – Always
request the follow up
dates for the next steps 

in the listing procedure. Note that independents 
can usually make a decision very quickly while 
majors may take 6 months. 

Agenda Template 

The following is an example of a meeting 
agenda. The format will change, but the planning 
discipline will help focus your discussion.

Happy Foods Inc. (Vendor)
&
Lotsa Sales in Food (Retailer)

Agenda 

Location: Lotsa Sales in Food Head Office
Date: November XXX 20XX
Time: 1:30 pm 

1. Introduction of participants and brief 
history of experience in the trade

2. Happy Foods company profile

3. Lotsa Food history and business overview

4. Reason for the meeting

5. Product discussion

6. Sales history of product (to-date or 
projections)

7. Distribution overview

8. Pricing and programs

9. Next steps 

Team Roles 

If you are presenting as a team then specific 
roles should be assigned, by category, to 
various members of the team. For example, 
one person should be assigned the 
introduction, another assigned to present the 
product and another to discuss pricing. 

It is important not to interrupt a team member 
during their presentation. If you feel that they 
have missed a point, wait until the end of their 
presentation and then inject the point to be 
made.

Presentation Materials 

Vendors often show up at a meeting without a 
pen, without paper, without samples, without 
prices, without business cards, without 
presentation materials and with virtually no 
knowledge about the customer.
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The following are some suggested materials 
to have prepared for the meeting. Some 
companies have formal checklists to ensure 
that nothing is missing.

1. Business cards

2. Company history and 
executive summary of 
the business

3. Price list

4. Product or sell sheets 
(beauty shot, ingredient 
deck, packaging and 
shipping information, 
contact information)

5. Pens, paper, pencil

6. Computer, presentation CD or memory 
stick and extension cord

7. Product samples

8. Product packaging

9. Advertising material

10.  Leave behinds

Things to Do - Things to Avoid

A meeting is essentially a social interaction 
between groups of individuals and as such 
there are both specific and unwritten rules of 
conduct.

Things to Do

• Be on time – 10 minutes early is 
acceptable; if you are going to be late, 
phone well in advance

• Proper dress and grooming– clean 

business casual is acceptable in almost 
all business environments in the food 
industry. Avoid blue jeans, sweat shirts 
and work boots

• Be polite – the receptionist or person at 
customer service or at the till is a “gate 
keeper” and a source of information. 
Be polite and thank them for their 
assistance both coming and going 

• Computer – make sure it works perfectly 
and bring an extension cord

• Confirm the meeting two days in 
advance

• Agenda and objectives prepared 
in advance – not on the way to the 
meeting

• Listen well – listening is an art form, 
clarify a statement if you do not 
understand

• Take notes – become a note taker

• Meeting debrief – have a quick debrief 
after the meeting and share and write 
down notes
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Things to Avoid

• Do not be late – gain a reputation for 
being punctual

• No negative comments about the 
customer’s competitors or your 
competitors

• Forgetting materials for the meeting

• Familiarity – do not become familiar with 
the customer or staff

• Do not drink a lot of coffee before the 
meeting – focus on the meeting not the 
washroom

• Do not waste time in the meeting 

• Do not promise something you cannot 
deliver 

Things to Remember

• Be yourself 

• Demonstrate your passion, integrity, 
authenticity, market & product 
knowledge as these are the real sales 
winners

• Do not promise anything you cannot 
deliver on 
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Anticipating the Questions  
 
The following is a brief chart of the anticipated questions that may arise in a meeting 
with a retailer, broker or distributor.  
 

Information Areas  Topics to Be Covered  Check Off 

Company Story  
Location  
Ownership  
Management Experience  

Company Profile

Employees  
Co-pack or O&O Plants  
Locations  
Certifications/Approvals  
Capacity   

Production

Experience of Management   
Category Pricing  
Category Information  Market Information  
Retail Sales   
Concept  
New Product/Extension  
Market Rationale/Trends  
Target Group  

Product Business 
Rationale 

Distribution Expectations  
Taste  
Formulation/Ingredients  Product Composition 
Packaging  
Advertising & Promotion  
Marketing Programs  
In-store taste testing  
Listing Fee’s/O&A/VR  
Guaranteed Sales  

Programs

Exclusives  
Target Retail  
Target Margins  
Competitive Pricing   
Distributor Pricing  

Pricing

Line Pricing   
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Dealing with Food Retailers: Tips and Traps 
Dimension Traps and Tips Implications for the Vendor 

Category planning  

10 different retailers will have 11 
different definitions, often grocery 
driven and from senior management. 
Don’t automatically use the term –  

Use terms such as how do you ‘drive 
sales’, category plan or planogram 

Information
management 

Scanning data may be viewed as 
proprietary 

Scanning data can be purchased from 
Nielsen or from the retailer 

Delivery
performance  

Stock on the shelf is the foundation of 
success; some suppliers get so 
focused on future plans that they lose 
track of deliveries 

Ensure you have an absolutely 
outstanding track record and foundation 
on which to build 

Retail compliance 

Retail management has a singular 
focus on profitability and vendor 
compliance, to policies on delivery 
and programs 

Focus on the primary compliance areas 
of each retailer; it can vary from delivery 
to innovation to promotions to margin 
protection 

Retail outlets are 
the ‘customers’ of 
procurement staff  

Retail staff can be extraordinarily 
busy

Lack of reply to emails and phone calls 
is not necessarily a lack of interest 

Communication Some prefer emails, others the 
telephone and cell calls 

Communication may vary from once a 
day to once a quarter 

Management 
levels

The issues at each level (replenisher, 
buyer, VP) can be totally different –  

understand the corporate structure and 
the challenges at each level with whom 
you interact 

Performance 
measures Retailer behaviour is driven by KPI’s  Understand the KPI’s for each level 

from VP to retail department 

Power
Major food retailers have enormous 
power over their smaller non-branded 
suppliers

Is used to set the business agenda to 
meet their corporate objectives 

Product and price Most suppliers simply talk about 
product and price – the details.  

‘Strategic discussions’ can be both 
difficult and rewarding  

Supplier 
Responsiveness 

There can be a lot of frustration with 
suppliers who do not understand the 
need for innovation 

Packaging should be revised every 24-
36 months and products improved 
every 24 months 
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Do Not Confuse Hope with Promises

The following statements do not constitute an 
order:

• It looks good

• It would fit in our assortment

• Price is fair

• We could use a product like this

• You have an excellent (good, superb, 
well designed) product

• You are going to be successful with this 
product

• We will definitely look at this product

• I am going to show this to my team 
(boss, colleagues)

• I will get back to you fairly soon

• We will list this product for our stores

Follow-Up

Follow-up is a key component of the meeting 
and is often overlooked. Always follow up in 24 
hours on any agenda item that required further 
information. It is also a good practice to thank 
the other party for the meeting and confirm the 
next meeting date or suggest a date for the 
next meeting. 

18
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