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Selling to Retail: From 

Pitch to Shelf

Presented by Stephanie Ames, BBA Advisor
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Course Overview

Work with BBA Advisors to prepare 
your product and pitch for wholesale 
buyers and distributors.

This is a 6-week series of live 
workshops and working groups 
covering:

ÅBeing a Good Supplier

ÅPreparing for Your Pitch Meeting

ÅMaking the Sale
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Session 1: Being a Good 

Supplier

Presented by Stephanie Ames, BBA Advisor
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Session Outline

ÅTaking the Next Step Video 

Recap

ÅUnderstanding Retail 

Management

ÅBest-in-Class 

Engagements

ÅHomework

ÅNext Steps
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Why are you here?

ÅWhy are you here?

ÅAre you ready to adapt from 

Producer to Selling?

ÅHow will you demonstrate 

being a Good Supplier?

ÅñVisualize yourself actively 

executing each topicé see 

yourself in each process.ò



6

ñTaking the Next Stepò-Video Recap

ÅWhat are some key take aways you learned from this video?

ÅWhat did Danny add to his business?

Danny Turner - Taking the Next Step: Moving beyond primary production to increase the value of your local food on Vimeo

https://vimeo.com/764788248
https://vimeo.com/764788248
https://vimeo.com/764788248
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ñTaking the Next 

Stepò ï Video Recap

What did Danny add to his 

business? 
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Add value on top = more to sell in peak

LOCAL 

FRESH

MAY NOV

POTENTIAL MARKET

Layering on Value Add is a step -change
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Food Value Chain

Å Food Value Chain about 7 steps at each step value is added

Å ñPrimary food producers have an opportunity to increase the value of their 

local food products by entering the on farm or small-scale processor 

sectorò

Å Moving beyond primary production to increase the value of your local food

Å Take raw and make it more valuable: increase price, volume and market 

size 

Å Retailers can understand it and sell it
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ñTaking the Next Stepò  

Key Takeaways

ÅñTo be successful new processors 
need the support of local retailers 
to list and promote products to 
consumersò

Å Partnership, building local food 

Å Substitute products consumers are 
already buying 

ÅOwn your part, partner for the rest

Å Prepare for lower margins

ÅGap analysis: ñIn the gap there is 
WORKò
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Understanding 

Retail Management

ÅRetail and merchandising 

terminology

ÅWho is a good supplier?

ÅProduct readiness

ÅProduct categories

ÅPriced for profit
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Retail Terms

What do you want to know?

What are some terms youôve 

heard and donôt understand?

What terms, ñspeak retailer 

languageò 
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Understanding Retail Management
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Understanding 

Retail Management

ÅDelivery Etiquettes 

ÅDump and run ï this 

represents your brand

ÅFollow up with deliveries

ÅRemember, warehouse 

trucks always take priority

ÅGet in & out of the 

warehouse
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Retail Terms

Planograms/Schematics/Paid  Allocations/Listed products/Warehouse
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Merchandising Terms

Facings 

Peg board

Paid locations
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Merchandising Terms
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End caps

Side panel

Tower

ñFlexò 

Profit 
recovery

Cross 
merch

Merchandising Terms
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Seasonal Merchandising

Cross department

Bulk Bins

ñIn & Outò (xi, x)
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Cross Merchandising

Basket builder

Themed displays

Brand/

promo support

Shippers/

aisle stacks
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Who Is a Good 

Supplier?

Qualities:

ÅAccurate

ÅTimely

ÅQuality controlled

ÅReliable

ÅOrganized

ÅAccountable

ÅShares profits & margins
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Recall Process

ÅMUST

Å If a contaminant occurs in 

production, can you trace those 

products?

ÅDo you have to recall ALL or just 

affected lots?

ÅNon-cooked food is HIGH risk

o Leafy Greens

o Micro Greens
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Product Readiness

ÅPriced for Profit (including 
retailer)

ÅPrepared for Growth

ÅProduction Volume & Capacity

ÅLicensed & Labelled & Recall 
system

ÅPackaging and Formats

Å Insurance and Liability

ÅProduct Expert Expansion (next 
session)
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Product Categories
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