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Remember when these brands were launched?

* Household penetration
« July 2009: 4%
* August 2013: 15% (17.22 million HHs)
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$60m in sales
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Distribution Roadmap
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Roadmap

1. Develop your
plan

2. Present your
brand to the

distributor

3. Adjust the plan as
needed

4. Prepare all

distributor required
documents

5. Hire a broker
team

Do you have the right price for the shelf?
Does your price include trade spend $'s?
How do you plan on supporting the brand?
Is your product case pack 6 or 127

National, regional or direct?

Be prepared to answer questions as to how you
plan on supporting the brand

Sometimes you will need to spend at a greater
rate than planned

Consider retailer slotting
Distributor policies

Distributors have certain required documents &
policies

This step can sometimes be step 2
National or regional broker?
Are you prepared to pay retainer fees?

Without a broker, development of your brand

sometimes can be harder
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Roadmap

» Shows help expose your brand to the many

6. Participate in retailers that attend
- - « Distributor shows are attended by sales team and
distributor and/or etailers
national shows « Opportunity to meet many people in just a few
| days
7. Present your
product to the « Major retailers review the category once per
year

retailer during_their * Independent channel can be easier at times
category review

» Once set up with a distributor, then begin to
execute your plan

8. ExeC_Ute planned Present to retailer, promote, demos, events
marketing program [EER-Ts participation

Talk to everyone and anyone that will listen

Above steps are KEY to your success!
Repeating above steps is crucial.
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KeHE EVOO Pyramid




Divide & Conquer your Categories

Specialty/Gourmet
Pyramid

3

Highly unique,
highest price,
highest quality,
limited supply or
distinctive use

Level 4

Level 3
“B” Stores

High quality,
specific
processing, small
batch

Premium

Consumers willing

Level 2 to pay slightly
“C” Stores Specialty higher cost,
perceived as better
then commodity
4 N\ )
Level 1 Affordably priced,
Commodity generally lower
“D” Stores quality
=\ J Y,
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Olive Oil Pyramid Group & Growth — Total US

$ Sales/ % Growth

$700 30.0%

$600 / \ 25.0%
$500 / \ 20.0%

$400 15.0%
[ )

$300 || Q22%) 10.0%

$% A

Level 3
Premium

Millions

Level 2

Specialty
Market Share

7% 3%

Level 1
Commodity/Mainstream

Source: ACNielsen L52W ending 12-21-2013 (Excluding Asian, Hispanic, and Private Label Brands) page 10



Retailer Solutions




Retailer Solutions

Key Themes Key Learning
- :

R Implications

Buyers of Olive Oil are

based on flavor or size brand diversification is required in

specialty Olive Oil

Retailers should meet shopper Mieaiing the assofimant demmands
extremely valuable to the store . e PP of Olive Oil consumers is critical
. demand for Olive Oil in order to . N
when compared to non-Olive - when trying to create store traffic
. maximize total store sales .
Oil shoppers of highly valuable shoppers
NG
After choosing to buy a S Infused Olive Oil space cannot
: . Consumers do not view infused
specialty or mainstream Oils and Non-Infused Oils as be reduced to accommodate
product, shoppers differentiate . additional non-infused SKUs
h - substitutable - .
on infusion type without losing sales
. . Mainstream buyers of Olive Oil V¥iilea few braeds may Satisty
Brand is a more important view the cai o consumer demand for
decision for specialty shoppers - egory mainstream Olive Oil, greater
than for mainstream shoppers Commodiiizad, and purchase
Haavy DIVers are maior Specialty buyers of Olive Oil ! " Since mainstream Olive Oil is
contﬁbtmrs ti) catono é clos make up a small segment of total relatively commoditized, the focus
T S —" a%er?;kel tc; shoppers, but drive total category of the Olive Oil category should
be\;yeciglty s Y sales through frequent, high price be on getting the right mix of
P Y \ purchases specialty products |

» Suggestion:

= Add brand variety to the specialty oil section to include

both premium and gourmet extra virgin olive oils
» Implication:

Higher profit for the retailer and better, healthier products for the consumers
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Maria Reyes

Category Director
Maria.reyes@kehe.com
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