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* Please turn off your mic and camera

* We will record this webinar
* We will send you the recording and the slides afterwards
* You can ask questions during the Q&A or in the chat throughout the webinar

* Any further questions?
Contact the speakers afterwards (contact details on last slide)

Fevie

Vlaanderen



Programme

15:00

15:15

15:30

16:45

Welcome & introduction
Tine Vandervelden, International Business Manager, Fevia Vlaanderen

FIT USA: your partner for growing your business in the US
Sorana De Roy, Trade Director FIT New York

Growing food and beverage brands in the US
David Wilson, Owner & Founder Green Seed North America
Jenny Thielen, Marketing Director Green Seed North America

Q&A

Fevie

Vlaanderen



Introduction
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BE-US trade in F&B
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Russia
140 mio € 9
South Korea

136 mio €

5

Canada
156 mio €

A

Japan
193 mio €

6

Saudi-Arabia
148 mio €

7
Australia
10 140 mio €

Brazil
135 mio €

Fevie

Vlaanderen



Export of BE F&B stagnates since 2017

Evolution des exportations

C
()
g 800 € /64
= 701

2013 2014 2015 2016 2017 2018 2019 2020 2021

Fevie
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Export 2021 by product category

1%—\1%/_1%

<

= Boissons

m Chocolat

® Préparations de légumes ou de fruits
® Préparations de céréales

® Minoterie & malt

® | égumes

m Divers

® Sucre et confiserie

m Café & thé

® Produits laitiers

® Huiles & graisses

Fevie

8 Vlaanderen






“RangeMe: een Belgisch paviljoen om jouw

producten te presenteren op de VS en
wereldwijde markt”

Webinar
3 mei, 16u-17u30

e

Fevie

10 Vlaanderen


https://www.fevia.be/nl/evenement/webinar-rangeme-een-belgisch-paviljoen-om-jouw-producten-te-presenteren-op-de-vs-en-wereldwijde

BEM USA
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Belgian Economic Mission

UNITED STATES
OF AMERICA

4-12 June 2022
#BEmissionUSA

Fevie



Food Export Academy
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FOOD
EXPORT

ACADEMY

V) w

Programma

A y’ Fevie

Vlaanderen

» Masterclass 1: Algemene inleiding Douane
* Masterclass 2: Herkomst, (preferentiéle) oorsprong en vrijhandelsakkoorden
» Masterclass 3: Logistiek en distributie en niet-tarifaire maatregelen

» Masterclass 4: Juridische aspecten, btw en e-commerce

Fevie

Vlaanderen


https://www.fevia.be/nl/foodexportacademy

FOOD Masterclass 2
EXPORT Oorsprong en handelsakkoorden
ACADEMY 26 april, u-17u

J De Pri FOOD Masterclass 2
Gl aah EXPORT Oorsprong en handelsakkoorden

Global Trade Advisory ACADEMY 26 april, 9u-17u

Deloitte

Tineke Van de Voorde

Key Account Manager
Shippers & Forwarders

Port of Antwerp

Fevie

® Vlaanderen



More info on international trade
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Oekraine-Rusland FAQ



https://www.fevia.be/nl/export-wegwijzer
https://www.fevia.be/nl/oekraine-rusland-faq

Stay funed

Fevia Newsletter

Schrijf je in op onze nieuwsbrieven

Blijf op de hoogte van het Fevia nieuws en selecteer op uw profielpagina de
nieuwsbrieven die u wenst te ontvangen.

INSCHRIJVEN

Food.be Newsletter

0w ]>) &0

6 @ Looking for more snackable content?

Get the latest updates about the latest trends and products from the Belgian food scene.

-4

© © ©
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Fevia social media

Fevia, the federation of the Belgian food industry

Food.be social media

fodre @ ® 2 OVDOO@
Q060005 H Smecounicy

() Q AGO NMha

food.be

Your connection to Belgian food and beverages

Fevie

Vlaanderen


https://www.fevia.be/nl
https://www.food.be/
https://www.linkedin.com/company/food-be
https://www.linkedin.com/company/fevia-belgian-food-and-drink-federation-

FIT USA: your partner for growing
your business in the US

Sorana De Roy, Trade Director FIT New York

Fevie

Vlaanderen
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3 regions

3 agencies




2021 WAS A RECORD YEAR
FOR FLANDERS’ EXPORTS

€ 302
billion

2016

€ 316
billion

2017

€ 329
billion

2018

€ 380.5
billion
€ 325
billion
€ 298
billion
2019 2020

2021

&

€ 380.5
billion
in 2021

24.4%
outside
Europe

11.1%

European

64.5% countries
within EU outside the EU

FLANDERS
INVESTMENT
& TRADE

FLANDERSINVESTMENTANDTRADECOM



Top 10
export destinations

of Flanders oemen gy g
: n € 18.10 bn
I
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USA — GpED
9 c1970bn = 10 €7.10bn o
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Investment
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Mission of FIT

The mission statement of the public agency FIT is
to contribute through its domestic and foreign
network, to:

= the durable enhancement of the export and
internationalization of enterprises from
Flanders, by offering high level and customized
services;

=  The durable enhancement of economic
growth in Flanders by playing a substantial
role in attracting foreign investment and
anchoring already settled foreign
enterprises in Flanders.

FLANDERS INVESTMENT & TRADE
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Economic representation of Flanders

Antenna

Science & Technology office

Helsinki.

Tech deputy to the economic representative °
Stockholm

Edinburgh @ %, Copenhagen

@ Vilnius $
DI Berlng '@ v '
Ch h
Londonsg @The Hague ®  ewarsaw rst ﬁrc

Lileg @ Cologne @Prague

: OLuxg'lbo*urg :
WgParis B oart L8 Gerina 7
tri Budapest
Lyong .Z:nch oLjubljan? -
i ®
Milan Zagreb @ @ Bucharest

Belgrade

L]
Y Barcelona e
. @  Madrid
Lisbon @Athens
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150 in Flanders

173 in foreign representations

323 in total



Trade







Personalized
& Virtual Services




Trade Counseling

International Business /
Trade Advisors Offices
. - abroad
First Point of Contact Provi nCIaI OffICGS

Export plan & Export meter



Our FIT USA offices

New York

Sectors: Food & Beverage, Fashion,
Healthcare & Pharmaceuticals,
Biotechnology & Life Sciences, and
\ Financial Services

-

Los Angele:s .

A\
Sectors: Lifestyle & Design,
Diamonds, and Media & Communica

(Creative Industries) extile, Agribusiness,

ent, and Healthcare &
ticals

Houston

Sectors: Chemicals & Plastics, Energy,
and Construction & Building Materials

FLANDERS INVESTMENT & TRADE | 32




Market Intelligence

Flanders Investment & Trade informs:

News about

Foreign Markets Market Studies Trade Proposals

Trade show reports Sector based research and analysis Tenders
“American brewery

Opportunities

looking for Belgian
partner”
News about regulations




Subsidies &
Financing

Export promoting Advice about financing of

financial support international projects




Actions & Events

Flanders Investment & Trade offers:
One-to-one meetings with potential partners/clients in the US
Business matchmaking (introductions) with purchasers and decision makers
Trade show participation: meet new clients at important US trade shows

Group trade missions
Seminars
Hosts delegations from abroad
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Export Fair
21-23 June 2022
Paleis 1, Brussels Expo




Partnerships
for

common
strategy

&

goals

FLANDERS INVESTMI ( E






AGORIA viaanderen

Flanders

BELGIAN-CHINESE

CHAMBER OF COMMERCE
STRUCTURAL Crrenziz
flanders.bio

o)
PA R N E RS Inr-:!tmr. together
FOR THE INTERNATIONALIZATION EIC”CAI\ﬂ 70
Chamber of Commerce & Industy ( ~ flanders.healthTech
' ’ (o)
OF TH E ECONOMY OF FLAN DERS v. bridging technologies for healthcare innovation (( )) TH E BEACON

2022-2026
(DBLUE
CLUSTER
Fedustria
FLANDERS 4\ WY
INVESTMENT (& (BVA o
& TRADE \\,/ EMPOWERING

FeViﬂ LOGISTICS

Vlaanderen

\Sja?e'?/ Qvkwlimburg

BFEGA

FLEMISH GAMES AS50CIATION

Flanders’ Chamber
of Commerce

essenscia flux 50 and Industry

vlaanderen @ EMercising THE FuTuRE



Growing food and beverage brands
in the US

David Wilson, Owner & Founder Green Seed North America

Fevie

Vlaanderen
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From Small Seeds to Big Businesses
Growing Food and Beverage Brands in the US

FEVIA April 2022



A Bit About Green Seed
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Today’s Speakers seed

David Wilson Jenny Thielen

Founder, Owner Marketing Director
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Our network provides seed

unsurpassed access to the world’s
leading importers, brokers,
distributors and

retailers worldwide.

Australasia

Belgium |
Canada

Denmark

France |
Germany

Hong Kong ltaly
Netherlands

Portugal

Spain

Sweden

UK

USA




Sales & Marketing Services to Accelerate Food and Beverage

Brands

Yeé &oﬂ
@séed

IT’S ALL ABOUT THE PEOPLE

Celebrating 20 years of growing brands in
America

Owned and led by Board Level Executives,
Sanjay Panchal and David Wilson

National Sales Team comprised of 6
Commercial Sales Managers. More than just
regionals, they support with broker
management, account calls, forecasting, trade
spend and brand management to drive your US
business

In-house Operations Manager supports with
logistics and customer service

Trade Marketing Services Team provides data
analytics, retail activation and trade show
coordination

BUSINESS UNDER MANAGEMENT

We're not a broker. We act as manufacturing
representatives in the US market; an extension of the client’s
brand team. We cover all channels of trade: natural,
specialty, grocery, club and food service. We manage a
select portfolio of brands ranging from $0 to $15M+ gross
sales value.
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STRATEGY & PLANNING

We conduct a two month Opportunity
Assessment to assess brands for Business
Management and to develop the US plans
together with the brand owners, including:

Scanner data competitive analysis of the

category

Product planning

Route to market roll-out strategy

Operations structure

Partner introductions

Pricing model, forecast & P&L

US Business Plan

This ensures we're aligned on our 3 year
plan and sets the Sales Team up for success

At any given time we are conducting 3+
Opportunity Assessments for consideration
of brands into Business Management

Come on, lets grow!



Your US Team — ready to activate
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Commercial Management Team

«  Operates like brand owner versus external sales

rep
»  Drives broker teams to maximize impact amongst
the retail trade

Chelsea Severson Jared Cook
[Commercial Director, NationalfllCommercial Director, Nationall
Accounts Accounts

Chip Leonard
National Natural /Specialty
Sales Team Lead

Noah Lordon

Inside Sales Associate

Daniel Perez
Key Account Manager

Matt Lindbergh
Distributor Development
Manager

Green Seed Pariners
David Wilson & Sanjay Panchal

Commercial Support Team

- Brand Management: US Comms & Branding Support for Trade & Consumer
- Operations: Central Supply Chain licison for all stakeholder parties

- Analytics: Sales report tracking and forecasting

- Trade Planning: General support for sales team & sales activity tracking

Allison MacLeod
Group Operations Director

Elizabeth Johnson
New Business

Anny Lin-Brewer
Chief of Staff

Anthony Santiago

Business Analyst

Jenny Thielen
Marketing Director

Bekah Romack

Brand Manager

Amanda Barreiro
Jr. Client Analyst

Kate TaBar Freshe
Operations Assistant

Jill Vogt

Operations Assistant

Shelly Constantino
Community Manager

P

4 EA ﬂ »

Joni Ekovich

Marketing Manager

Megan Riess
Marketing Coordinator
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Brands we’ve grown

Tyrrelli

('v« bern

GSGO'.

sQuetZ

dorset cereals®
honest, tasty and real

GREEN,
SGBLACKS.




The US Landscape & Trends
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The US Landscape seed

Unlike Belgium where there are 2 major retailers, fragmentation in US necessitates
strategic approach to distort resources in a focused, efficient way to be effective.
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A type of grocery store that primarily sells health food, organic foods, local produce, and often nutritional
supplements (Approx. 5,000 stores)

A store carrying premium-priced food products that provide an added-value appeal for: quality of
ingredients, sensory appeal, presentation (branding or packaging), origin (Approx. 3,000 stores)

¢/, BALDUCCIS m’ Lhristol Farms
v Falfrmnratioary Fred Glera

MARELTSH

Ingrisearins for life.

Large self-service retail market that sells food and household goods A { 6‘\ &
Kroger, Safeway, Supervalu, Ahold — Stop & Shop/Giant, Publix, Delhaize — Food Lion/Hannaford, HEB, Albortsons ACME ‘J
SAFEWAY LY ALegrrsans

Albertson’s Safeway, Acme, Wegman'’s

Amazon, Jet, Vitacost, direct from manufacturer L
et amazon Jebt

Low-price retail outlets selling annual memberships to consumers and businesses. cosm B’E
L.

These can provide great cash margins b AAE CLUB

A retail store that seeks to sell large quantities of goods quickly through such means as discounting, customer self-service, or

unadorned display and packaging, as in a warehouse K @ Walma rt

kmart TARGET

Coffee Shops, Colleges & Universities, Family Restaurants, QSR Fast food, Travel Locations

Google  VISTAR

Seeking innovation and millennial focused products

GOURMET MARKETS

floosr -l d _
TJ Maxx, Bed Bath & Beyond, Cost Plus World Market WORLD MARKET BED BATH & tj'mm

These are discovery stores where consumers fall in love with the brands they find memsEmaRRETEen BEYOND»

Basrpsrecd cavieg stk ool it kil

7-11, Wawa way'“w.a

A lower end consumer, appropriate for convenient grab and go items

A store where prescriptions are filled and drugs and other articles are sold; pharmacy

Leaders in this channel are expanding and increasing the number of stores rapidly

US Air force, US Navy

Not a channel target
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The opportunity for challenger brands is growing seed
. gmall Brands™

$200 535 gillion in play for

$150
Small Brands
$100
Big Brands
$50
$0
2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020

Categories include water, C.SD, concentrates, juices, RTD coffee, RTD tea, sporfs and energy drinks.

Source: The Evolving Non-Alcoholic Beverage Landscape, First Beverage Group, 3/15
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Consumers are becoming increasingly seed

health-conscious

SEEKING FRESH, FUNCTIONAL HEALTH + NUTRITION

We believe in

) food as medicine.
| PROBIOTICS +

/4 PREBIOTICS

FOOD AS

FUNCTIONAL MEDICINE

Source: Smartbrief



Renewed focus on from-scratch food

DIY drives connection and community

Source: Foeod Navigator
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Yet, consumers are still seeking seed

at-home indulgence

BALANCE OF HEALTH + INDULGENCE

Source: Statista, IR, NPR
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Consumers losing loyalty & trying new “seed

brands

BOTH LOW END + HIGH END BENEFIT

Good s
r}r?m. -
Organic
t o)
.
: o e (iR <
Gzood ‘A J 4 ( _ TR VIRGIN
e ® < . o A :~ OLIVE Ot
organic
-

Zf.'.-, redaocd .
Far sk -'.;.’.‘.‘3

Sources: McKinsey, IRI
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The digital revolution is here, covering ‘seed

10 years in 8 weeks

SHOPPERS REPLACING IN-STORE TRIPS WITH ONLINE

’ .
# Instacart

hrrg. msrncnnr.cam —_

T Hour Grocery Delivery

Sources: Forbes, Statista, McKinsey
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Despite shifts to online, instore is still ‘seed

here — it’s just different

SHOPPERS PLAN MORE, IMPULSE LESS

Share of Grocery $ Sales, Instore vs. Online Must build intent pre-shop with digital-

first approach
4

2019 2026

® [nstore  ® Online

Sources: DigitalCommerce360, US Commerce Department
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Targeted omni-channel marketing drives sales seed

Strateqy:

Use store locator-generated zip codes to create bottom-up marketing
activation plan for high efficiency targeted communications v : r.

Tactics: : S gt LAl

- Geo-targeted social media campaigns on Facebook & Instagram St ‘ States=—y T R N

o2

- Geo-targeted free product trial coupon mailers/emails (in lieu of sampling) -
- Programmatic display ads targeted at local shoppers W i ' ' o >

Content & Communications Strategies:

1. Creative 2. Shopper 3. Influencer %

And free from dakry, soy, ghuten, actose, nuts and preservatives. Find Violie

4 )

v" Doubled ROS vs. base
with sustained lift after the
program ended

JUST THE WAY
YOU LIKE IT

v 1.75x unit sales uplift vs.
price promo alone

- /

VIOLIFE

VIOLFEFOODECOM / .
s o Like () comment £ Share v
S— nr du e
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Multi-channel approach to e-commerce seed

Brand-Owned Direct to Consumer

Website (D2C) Online Marketplaces Online Retailers

* Placement on online retailers for

* USA shoppable website * Brand placement on online

« Performance marketing marketplaces “click & collect” or “last-mile”
required to generate demand « Brand pays fees for their marketing delivery

« 3 party (or internal) takes title costs * Brand and retailer split marketing
to goods, handles orders to cash ¢ 3" party (or internal) handles orders fees
& manages fulfillment to cash & manages fulfillment * Retailer takes title to goods,

 Build 1-1 relationship with « Amazon has specific requirements, is handles orders to cash &
consumer, own 1%t party data expensive, and requires highly manages fulfillment

specific know-how

Aiﬁ"COMMERCE lshopify amazonprime Walmart >,Zcom @
8 ShipBob ‘_‘SAF::E‘ﬁLf Peaped TtaRrGET
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Ecomm/D2C + B&M Retail strategies complementary seed

BRICK & MORTAR
RETAIL

ECOMM

Upsell casual brand
users into heavy brand
users with unique
assortment & first-to-

market launches . . Online
Test innovation Promo Offers

Drive in-person
g P i through endless
Iscovery an Social aisle assortment

impulse buy instore Media and soeed to Paid Digital Ads
Acquire new brand P (Performance

market Marketing)
users at scale

Launch proven Drive repeat &
Winnergp PL";:'::;:‘?S additional variety
i for brand loyalists Email Marketing

Price Promotions

Shopper Marketing

Paid Digital Ads
(Geo-targeted)

Leverage ecomm
insights & wins to sell
into retail



D2C Digital Marketing Landscape

Yeé \oﬂ
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Paid Social/
Digital Media

% will opt-in

Ask to Share

2

R _
N
®

Landing Page

/ GIVE THEM \

A REASON

NNN

NAME
EMAIL

LEAD NURTURING

POPUP OPT-IN
EMAIL T?gr:lk Educate  Offer Reminder Educate Offer
@&
Prospect
Database

—

\ EEs

/THANK YOU PAGE\

Check Out These Offers

.'"-....-....’ Ge-t them On V
COUpOﬂ ........................... > your Websrte

___________________ " YOUR
@ ............ CART PAGE

T Free
Shipping? Reminder

a\y =
b @)@ — ]

Social Digital
Retargeting Retargeting

Convert

o /
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The right assortment that solves a consumer problem ESNI.CPTg @%@é\ed

INFLUENCER CAMPAIGN TO EDUCATE

thelocalmystic + Follow

@ ST
Portland, Oregon

olgaur
Organi
o

Pl

olgaurbanovich_ + Foll T e
igaurbanavich._ + Follow % > : ey . g
[ e S, — #, vagirl taylor_allen - Follow
Wine-Dide ‘*', {3 Paid partnership with helpsteas.us
o -
: - i % - % 2

thelocalmystic My mornings used to
be hectic AF &

L4 ya_girl_taylor_allen Working in the

=" mental health industry | consistently
work my patients to take care of
themselves and listen to their body. |
have recently come to find

7

i y alarm would ring from the phone.

ORGANIC TEA

happy belly
easy healthy digestion*
CHAMOMILE, ANISE, MINT

&

ﬁ' ps \

ginger lemon

i your best morning routine ‘

X va

@helpsteas.us and they provided
with me with a product that I'm not
shy in recommending to everyone!

£ View Insights

77T,

.

5

e

@D Liked by openklosetbykarina and
968 others

: SEE r X
5 (D Addscomment E ca— @ Add a comment
=3 e TET

helps n, helps

1 A o ORGANIC TEA
: Ne , - ’ "o P

i ORGANIC TEA ] ORGANIC TEA s ooy . s

iy
- breathe well ) ' relax ' N
l:: for respiratory health* ‘:\‘ r‘--"[l;.o,n':“: J X3 A ¥ 5

» PASSION FLOWER y o "5

N S : :
3 N
3 N your best morniag routine Organic. Funttional.
AN AN

Made withirlove.
20 ¥

KAA =

-_a




Opportunities in the US

1. Significant innovation white space across categories

Health + wellness | Fresh | Indulgent | At-home + RTE

2. Everything must be digital-shopper-first

Launch Model | Marketing Activation | Customer Relations

3. Plan for success

Vel \oﬂ
6séed

_ gm‘z//@ 09 he zés

812

100/1Tegm

WORK FROM HOME
Tunch Jdeas

"




6 Steps for a Successful US Launch
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Determine the size of the
opportunity




Establish a
competitive
price point

PRICE COMPARISON %

Average price for all paid apps




Determine the Route

to Market

Supplier/Manufacturer

Brand Ownership, Product Development

'

US Importer

Distributor and Broker Networks

Clears Customs/Import, Re-labels, Maintains

x

Distributor Broker
e.g. UNFI e.g. Advantage
Offers Category Acts as Sales
Management, In-store Force, _Contacts
Merchandising Retail Team

—

Retailer e.g. Whole Foods

Offers product to Consumers, Provides

Feedback to Broker, Distributor and importer




Importer Route to Market

Yeé \0”
Jséed

)

Distributor Pickup

)

European Company Headquarters

Brand Ownership & Product Development

/

Distributor Delivered

Delivered
direct to

(FOB)

Distributor e.g. UNFI/KeHe

Offers Category Management,
In-store Merchandising

Retailer

warehouse

\ US Sales & Trade Marketing Agency

Works as Retail Account Managers, Maintains Distributor and
Broker Networks

Provides local marketing and trade support

“-------p

Broker team e.g. Acosta

Acts as Sales Force, Contacts Retail Team

Retailer e.g. Kroger, Albertson’s/Safeway, Wal-mart

Offers product to Consumers, Provides Feedback to Broker, Distributor and Importer



US Entity Route to Market

Yeé \oﬂ
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)

Distributor Pickup

)

European Company Headquarters

Brand Ownership & Product Development

/

Distributor Delivered

Delivered
direct to

(FOB)

Distributor e.g. UNFI/KeHe

Offers Category Management,
In-store Merchandising

Retailer

warehouse

\ US Sales & Trade Marketing Agency

Works as Retail Account Managers, Maintains Distributor and
Broker Networks

Provides local marketing and trade support

«---—---p

Broker team e.g. Acosta

Acts as Sales Force, Contacts Retail Team

Retailer e.g. Kroger, Albertson’s/Safeway, Wal-mart

Offers product to Consumers, Provides Feedback to Broker, Distributor and Importer
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Invest in Trade Marketing to win shelf placement (Typically 7-20% GSV not including free fill)

wen NP
f’seﬂed

Trade Show

*Expo East/West Fancy Food
Shows & Distributor Shows.

*Keep top of mind; develop
relationships outside of review
periods.

* Must submit application for
acceptance for Fancy Foods and
Expo. After acceptance can be
put on waitlist for booth. Booths
book 1 year in advance.

PRESENTS THE

FANCY
FOOD
SHOW

Distributor Programs

* 4X a year price promotions at
15% off advertised in
distributor catalogs to retailers.

* Invest in full color ads to grab
buyers attention.

* Sales velocity reports

Retailer Programs

—

-
[A'/K-

P
advertising, off shelf ﬂ :
features, email

* Investment in circular #7

marketing and
coupon programs

* Additional MCBs &
scans to hit hot
prices

Free Fill /Slotting

* For placement on
shelf 1 free case
per sku per store at
the wholesale cost to
the retailer

* Some retailers
charge slotting; a
lump sum

POS Marketing

* Disrupt with shelf
tags and wobblers
to call attention to
brand at shelf

* News America
marketing programs
are available at

$5M+
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Demos

* Provide retailers with

passive or active
demos to encourage
consumers to try the
products

Brand Ambassadors

*Street teams in key cities to work with
local distributors to build points of
distribution and demo



Grow velocities through Consumer Marketing (Typically 5-12% GSV)

US Website

US website with only
US products, so as not
to confuse US
consumers

Store locator

Info on plant-based
living, recipes and
education

‘ WWW. ‘

Geo-targeted Social & Digital Media

* Build brand awareness via an online
community of targeted paid and
earned followers

* Prioritize social channels and customize
content accordingly

* Influencer/blogger investment to drive
growth

* Reply promptly to customer inquiries.

US Content Creation

*Quarterly content refresh
on digital platforms to
maintain follower

engagement

*Extend campaign across
trade marketing: Trade
advertising, demos, trade
shows and sales
presentation

Events

Street sampling to
targeted
demographics

Sponsorship and
booth set up at
relevant consumer
events

Traditional Advertising

* Print, TV and out of
home

* Not until year

$10M+




Write an Entry Plan and

Develop a P&L




Success Story: Pukka Herbal Tea

Green Seed re-wired route-to-market and
advised on new entity, supply chain and office
operations for Pukka, a UK herbal tea
company.

GSG market analysis resulted in 2014
consolidated product range, pricing strategy
and channel strategy.

Re-launched to US Natural /Specialty Channel
and Selectively broadened distribution based
on performance data.

Drove sales and consumer engagement
through tightly managed broker network and
brand management.

Established Governance process to ensure
aligned decision-making and visibility to
performance drivers.

$USD Millions
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Pukka Tea Gross Sales
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PRE-LAUNCH

meetings

Unrealistic expectations: their interest level,
opportunity size and timing

No preparation or research

No brand/product adaptation

No local representation

No plan

Kl'hinking you can break even in year-one

Thinking it’s just about one trip and a few buyer

%

POST-LAUNCH

Not listening to the consumer

Not using data

Distribution ahead of velocity
Brand innovation stretch too soon
Unrealistic goals and plans

Lack of evidence on food quality

-
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David.Wilson@greenseedgroup.com

Thank you!



Q&A



Any further questions?

tvdv@fevia.be

sorana.deroy@fitagency.com

david.wilson@greenseedgroup.com

Fevie

Vlaanderen
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feed.be

Great food.

‘Food.be — Small country. Great food. is the promotional brand created by Fevia, the Belgian food and drink federation.
Discover the quality, diversity and innovation of more than 1.200 Belgian food and drink companies on food.be



