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ROUTE TO MARKET STRATEGIES – TODAY’S DISCUSSION
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Today’s discussion does not

 Provide a full tutorial on all 

opportunities for small and 

medium sized spirits players

 Cover all nuances of each 

category: brown and white spirits 

 Cover nuances of all type of 

states and accounts

 Provide a one-size-fits-all strategy

 Address global markets

 Offer advice on regulatory issues

Today’s discussion does

 Focus on the US market

 Offer a tutorial on select key 

concepts that support route to 

market strategy development and 

execution  

 Provide insights into the market 

forces influencing strategy 

development 

 Focus on growth-oriented brands 

with national ambitions 
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ROUTE TO MARKET

General Definition

 “It is a 'path' or 'pipeline' through which goods flow in one direction (from 

supplier to the consumer), and the payments generated by them flow in the 

opposite direction (from consumer to the supplier).” Wikipedia

Legal Framework

 21
st

Amendment: States given power to regulate sale & distribution of alcohol 

within their state

 FAA (Federal Alcohol Administration Act): Three-tier system and tied house 

rules

 Compliance with fifty different legal frameworks to operate nationally

 Reliance on players of the second tier (distributor or control state board) and 

third tier (on and off premise retailers)
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HISTORICAL BACKGROUND - PROHIBITION
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Anti-Saloon League

18
th

Amendment

21
st

Amendment

 Formed by women in 1893 

 Powerful political force of the temperance 

movement focusing on passing a national 

ban on alcoholic beverages.

 Believe that alcohol contributed to social 

problems related to abuse, prostitution, 

and criminal activity.

 "The 18th Amendment to the US 

Constitution prohibited the manufacture, 

sale, transport, import, or export of 

alcoholic beverages. 

 National Prohibition Act became affective 

1920

 Ended Prohibition in 1933 by repealing the 

18th Amendment 

 Some states, however, continued 

prohibition within their jurisdictions. 

Almost two-thirds of all states adopted 

some form of local option which enabled 

residents in political subdivisions to vote 

for or against local Prohibition.

 For a time, 38% of Americans lived in 

areas with Prohibition. 

Sources: Archives.gov



THE LEGAL RAMIFICATIONS TODAY
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 Alcohol is still regulated by a complex and decentralized legal 

framework

 Results of the 21st Amendment & the FAA Act of 1935:

– Adoption of today’s three tier system

– Elimination of “tied house” practices 

– Introduction of FET’s

– Federal government granted authority to license importers, 

manufacturers, wholesalers, and warehouses (not retailers).

– Consumer deception laws and standards/ requirements for 

labels and formula approval were developed.

 Federal regulations are administered by four main bodies: 

– Alcohol and Tobacco Tax and Trade Bureau (TTB)

– Food and Drug Administration (FDA)

– Federal Trade Commission (FTC)

– Bureau of Alcohol Tobacco and Firearms (ATF).

 States given power to regulate sale & distribution of alcohol 

within their state.

– Liquor control boards

– Some states push regulatory authority to the county level (e.g., 

Montgomery County)

Sources: Archives.gov

 Strong regulation 

through combination 

of federal and state 

authorities 

 Three tier system & 

tied house rules

 Objective of tax 

collection and 

consumer protection 

(temperance)
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Market-driven
 Route to market platform needs to be designed from the 

market back instead of inside-out and must effectively 

address customer and consumer needs

Coherent

 Route to market platform needs to be aligned and integrated 

with the company’s overall customer service framework 

including order processing, fulfillment, logistics, billing etc. 

 Route to market platform must enable identification and 

balancing of three competing priorities: 

 Customer needs and preferences (i.e., “what they 

want”) 

 Revenue growth (i.e., “what you want”)

 Cost-to-serve (i.e., “what you want to keep low”)

Balanced

Flexible
 Route to market platform must include a certain degree of 

flexibility as the original model may require modification 

based on data captured via a short feedback loop;  

improvements and adjustments must be made to address 

any change in market conditions

REQUIREMENTS FOR AN EFFECTIVE ROUTE TO MARKET PLATFORM



STARTING POINT FOR THE ROUTE TO MARKET STRATEGY SHOULD BE 

THE TARGET CONSUMER

 Who is the target 
consumer?

 Where do they live?

 What do they drink 
today?

 Where are they 
drinking it today?

 Where are they 
buying it?

 Who is selling it to 
them?

 …
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Sources: Web search; Park Street analyses; Interviews 

Examples of consumer groups that are 

currently driving distilled spirits growth

Millenials Women Multi-cultural

Examples of consumer groups segmented by 

behavior that might relate to new spirits brands

Drink local Drink healthy Drink hip



THE HIGHER THE RELEVANT DIFFERENTIATION THE EASIER THE 

ROUTE TO MARKET BATTLE

Smaller Larger

Lower

Higher
Accretive/ 

incremental sale

Niche me too 
value proposition
– more difficult route to market

Possible game changer 
value proposition 

– easier route to market

 Products with a differentiation that is relevant for a target consumer are easier 

to sell 

 If there is proof that there are many target consumers who are willing to pay for 

the differentiated value proposition the sale along the route to market is easier 

 Once the salesperson perceives the sale as accretive for him/herself and not as 

a dilutive substitution sale, the route to market becomes the easiest

Dilutive/ 
substitution saleV
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Number of target consumers who 
believe in the relevance of the 
differentiation (and are willing to pay 
for it)
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RELEVANT DIFFERENTIATION: BADGE VALUE
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Sources: Dictionary.com; Brand Aid by Brad VanAuken

 Badge: a special or distinctive mark, token, or device worn as a sign of 

allegiance, membership, authority, achievement, etc. 

 Brands can serve as a badge for people to  communicate non-verbally 

to the world who they are (or who they want to be) and what they 

value (self-expressive benefits)

 Brands with highest badge value are the ones with simple messages 

and a strong and specific point of view

General 

Definition

Case Study
 Fizz agency conducted a case study on Grey Goose in ~2007 

 They posed the question: “Do people use a louder voice when sitting at a bar 

and ordering Grey Goose vodka than when they order other vodkas?” 

 The resounding answer was “Yes”. In fact on average the study found that a 

Grey Goose order was almost 20% louder than an order for any other vodka

 Following additional research, the study came to this conclusion: people 

associated Grey Goose with being “the best” or “excellence” and by 

ordering it they were communicating to others that they liked to and could 

afford to surround themselves with excellence

 These consumers wished that as many people as possible would associate 

them with “the best” or “excellence” , and thus they tended to 

unconsciously order Grey Goose using a louder voice than patrons who 

ordered other vodkas

 Creating badge value is essential for premium distilled spirits 

 Badge value is not created overnight, requires relevant differentiation and thoughtful 

branding, and often includes strategies to activate influencers as early adopters
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RETAIL OPTIONS TO START

Sources: Park Street analyses; Interviews  

Premise 

type

Off

On

Independent Chain

Size of 

account

 Highest volume 

opportunity – typically 

part of roll-out after 

successful launch

 Business is typically 

being co-managed by 

large suppliers 

functioning as category 

managers

 Difficult to get listed and 

easy to get delisted 

(“one shot opportunity”)

Higher level 

of complexity 

and difficulty

Lower level 

of complexity 

and difficulty

 Good volume opportunity

 Interesting for proof of 

concept when used for 

tastings

 Floor placement almost 

mandatory for new brand

 Good volume 

opportunity depending 

on size of chain

 Highly competitive to 

get on menu

 Good visibility for 

marketing purposes

 Elegant way to get 

distribution in new 

states

 Low volumes but good 

visibility

 Easiest place to start

 Mutually beneficial 

relationship between 

bartender’s brand and 

supplier brand 
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EXAMPLES OF HELPING ON- AND OFF-PREMISE RETAILERS MOVE 

PRODUCT

In store tastingsManaged bar nights

Buy backs

Sources: Web search; Interviews  
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DISTRIBUTOR PARADOX

Sources: Web; Interviews  

“I’m really upset with my distributor – they are not spending 
enough time on my portfolio. They are spending too much 

time and attention on the small brands!” 
CEO of Top 10 supplier

“My distributor doesn’t pay any attention to 
my brand – they only do what the large 

suppliers want.”
Refrain of small brand entrepreneur

 Distributors have a certain degree of freedom and power but are limited by the desires 

and needs of their customers

 Lack of consumer demand and the rejection of retailers often ends up as criticism of 

distributors 
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WHEN SELECTING THE LAUNCH STATE(S) THERE ARE SEVERAL 

CHOICES TO CONSIDER

 High-end image markets are cities with high 

density of influencers and high visibility (e.g., 

New York, Miami, Los Angeles, Las Vegas, 

San Francisco and  Chicago are often 

included on that list) 

 These markets are highly competitive and 

have many suppliers investing a majority of 

their marketing funds in these areas. It is 

therefore typically more expensive to conquer 

these markets than other markets

High-end 

Image vs 2nd 

Tier Markets

Franchise vs 

Non-

franchise 

Markets

Open States 

vs Control 

States

 Franchise markets provide distributors a 

certain level of protection. In some markets 

(e.g., Georgia, Tennessee, New Jersey) the 

termination of a distributor is almost 

impossible. The entering of a franchise market 

is often considered a marriage without a 

divorce option

 Given the value of franchise protection 

distributors are often more willing to take a 

chance on a new product or a new supplier 

 In many control states, a formal listing process 

is required before products can get into the 

bailment warehouses and into the stores. The 

alternative is to obtain special order item 

status which allows stores to order the 

product when it is requested by customers

 When attempting to get listed, the brand 

should have at least some consumer pull as 

slow moving SKUs are subject to delisting. A 

recovery from delisting is difficult 

 The choice of 

launch markets 

has to be 

carefully 

considered as 

each market has 

its own pros and 

cons 

 There is no one-

size-fits-all 

strategy as 

different brands 

in the past have 

shown that 

brands can be 

built in every 

state

 No matter which 

market(s) are 

prioritized, each 

market needs 

resources to 

support the 

launch

Sources: Park Street analyses; Interviews  
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DISTRIBUTION IN OPEN NON-FRANCHISE STATES – SEVERAL VALID 

OPTIONS

 Leading market share in 

particular state and typically part 

of multi-state network

 Representing several top 10 

spirits and wine suppliers

 Divisional set-up with multiple 

salespeople calling on the same 

account 

 Supply chain infrastructure 

shared between divisions typically 

best in class/market

 Typically very well capitalized: no 

credit or slow payment issues

Top Supplier 

Distributor

Second Tier 

Distributor

Clearing 

Distributors

 Small market share in particular 

state, typically focused on metro 

areas

 Represent none of the top 10 

spirits and wine suppliers, just 

small and medium sized suppliers

 Lower customer service and 

balance sheet/credit risk

 Unbundled logistics and sales: no 

salesforce in market, clearing and 

logistics only

 Represent small suppliers as well 

as top 10 spirits and wine 

suppliers on special projects and 

test markets

 Small per case fee instead of large 

gross profit

 Top supplier distributors typically 

have the largest number of 

accounts and the highest 

frequency of visits, generally 

providing the highest service levels 

for retailers

 From a strategy perspective, top 

supplier distributors should be 

explored first, albeit with low 

expectations (they often pass 

knowing that with success they will 

likely get another shot)

 Second tier and clearing 

distributors are valid options as 

their reach is typically sufficient for 

the launch phase

 No matter what, the supplier has to 

supplement the sales resources in 

order to get traction – distributors 

at the start are often not more than 

order takers and delivery vehicles

 It typically helps to launch with a 

test market phase with a clearly 

defined target account universe 

and performance parameters

Sources: Park Street analyses; Interviews  
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SMALL SUPPLIERS OFTEN NEED TO CREATE RETAIL DEMAND IN 

ORDER TO GET DISTRIBUTORS TO INCREASE ATTENTION

Sources: Web; Interviews  

Key for smaller suppliers is to get retailers to ask for the product to break the cycle of 

fair share of attention; this requires supplemental sales efforts

Supplier 

sets 

business 

goals and 

demands

Distributor buys 

according to plans and 

sets priorities for 

salesforce based on 

supplier demands

Retailer buys 

in; rejects 

when 

inventory is 

too high

Distributor inventory 

rises; when inventory is 

too high, pushes back 

with supplier

Supplier sets 

business 

goals and 

demands (ask 

for favors)

Distributor buys small 

quantities, doesn’t set 

salesforce priorities, 

but allows retailers to 

place orders

Retailer 

asks for 

product and 

places 

order

Distributor recognizes 

the growth and starts 

opening up priorities 

for supplier

Large supplier – distributor cycle Small supplier – distributor cycle

Supplement 

sales

CONCEPTUAL
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IN SHORT: MASTERING THE BALANCE BETWEEN PUSH AND PULL IS 

ONE OF THE KEYS TO SUCCESS

 When push activities lead the way without adequate consumer pull, 

product will get to retailers and will stay there until retailers 

determine to move the product, either by asking the distributor to 

take it back or by heavily discounting it for the consumer

 Relationships between retailers and distributors frequently get 

strained or damaged in this process, especially if large volumes are 

involved. Distributors try to avoid this situation as much as possible

 New brand developments of large suppliers often encounter this 

situation, ultimately leading to a high level of sensitivity and lower 

emphasis on new brand development among large suppliers

Push > Pull

Push = Pull

Push < Pull

Push Pull

Push

Pull

Push

Pull

 When pull activities lead the way without adequate distribution, 

consumers ask for the product and are unable to find it. This is good 

to a certain degree as it will drive retailers to ask their distributors 

for the product, but it is not sustainable over time as it impedes 

growth and may lead to frustration among consumers who are unable 

to purchase the product

 The costs of creating the pull have to be weighed against the benefits 

as an over-investment in pull without adequate push is a waste of 

resources. Such over-investment typically occurs in above the line 

spending

 Entrepreneurs who have significant capital, are impatient, and/or 

have unrealistic expectations are most likely to fall into this category

 Balancing the right amount of push with the right amount of pull has 

often been the recipe behind successful brand launches. It combines 

below the line marketing spend and activities in target geographic 

areas and target accounts with the appropriate level of distribution 

 A test market campaign is typically an effective method to create and 

optimize a pull/push playbook that can be replicated during the roll-

out in other areas 

Sources: Park Street analyses; Interviews  
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NEW BRAND LAUNCH – WITH SUCCESS THE POWER BALANCE AND 

ROUTE TO MARKET CHANGE

Test market phase Roll out phase Hot brand phase

Cost to 
serve/case

Total sales 
infrastructure 
costs

Total revenues

Main 
distributor 
function

 “Order taking”
 Deliveries
 Customer service

 Programmed execution 
– Limited priorities
– Target accounts

Supplier sales 
support

 Brand owner/shared 
sales /dedicated sales

 Dedication
 Accountability

Objective for 
brand owner

 Proof of concept  Make it a business  Generate cash  
or sell it

Objective for 
distributor

 No distraction
 No inventory write-offs
 Option to sign a winner

 Manage conflicts
 Manage margins and 

generate cash

 Do not lose the 
brand

Type of 
distributor

 All types, large, second 
tier, clearing

 All types, large, second tier, 
clearing

 Large supplier 
distributor

Power  With distributor  Balanced  With supplier

 Brand owner/shared 
sales /dedicated sales

 Brand owner/shared 
sales /dedicated sales

Sources: Park Street analyses; Interviews  
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INFRASTRUCTURE TO CONQUER: FRONT-OFFICE VS BACK-OFFICE 

TASKS

Front-Office

Back-Office

 Selling to an open state distributor

─ The principal/gatekeeper

─ The salesperson that ultimately sells to the retailer

 Selling to a control state broker / presenting to a control state board

 Soliciting retail demand 

 Encouraging consumers to buy (sampling on- and off-premise)

 Consumer marketing

 Licensing and regulatory compliance management (federal and state levels)

 Logistics and supply chain management (warehousing and transportation) 

 Order processing and fulfillment 

 Distributor and control state customer service

 Financial, reporting and systems

Bundled / Agency

Full service 
national 

distributor

Front 
office

Back 
office

UnbundledIntegrated

In-house front-
and back-office 
infrastructure

Sources: Park Street analyses; Interviews  
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ASSESSMENT OF TRADITIONAL ROUTE TO MARKET OPTIONS: 

INTEGRATED AND BUNDLED APPROACHES

 Possibly lower fixed cost but high 

variable costs due to mark-up

 One stop shop

 Scope and scale advantages

 Possible additional layer of 

divided attention

 Possible conflict of interest due 

to lack of independence

 Risk of comingling of marketing 

funds

 Lack of control

 Undivided attention of the sales 

force

 Full control of the marketing funds

 Need large volume to cover high 

fixed costs

 Long ramp-up time

 Scope and scale issues (e.g., 

specialist know how, relationships)

Integrated

Bundled / 

Agency

CommentsExamples

Front-

Office

Back-

Office

In-

House

In-

House

Outsourced

Sources: Park Street analyses; Interviews; Web search 
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BUNDLED APPROACHES UNDERPERFORM FOR AGENCY BRANDS BOTH COMPARED TO 

INDUSTRY PEERS AND BRANDS THAT ARE OWNED BY THE INFRASTRUCTURE OPERATOR

Sales of leading agency spirit brands vs. sales of leading 
non-agency spirit brands in same category, 2007 - 2012

2007 Sales = 100%; All Spirit Categories

Example for agency operator William Grant 
sales, 2008 – 2012 agency vs. own brands

2008 Sales = 100%

Non-Agency Brands, +24.8%

Agency Brands, -14.6%

Sources: Beverage Information Group; Park Street analyses

Agency Brands
-13.9%

Own Brands
+34.1%

80%

90%

100%

110%

120%

130%

140%

2007 2008 2009 2010 2011 2012
80%

90%

100%

110%

120%

130%

140%

2008 2009 2010 2011 2012
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THE UNBUNDLED APPROACH COMBINES ABOVE FAIR OF ATTENTION 

AND ECONOMIES OF SCALE

Producer

Back-
Office

Unbundled Route to Market

Front-
Office

Front-
Office

Front-
Office

Front-
Office

Distributor/control 
state board

On and off premise 
retailers

Consumers

Above fair 
share of 
attention

Economies 
of scale and 
scope
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BACK-OFFICE INFRASTRUCTURE MODELS

In-house Infrastructure

 An in-house back-office has full time employees 

who provide the service

 Lack of economies of scale make this model 

very expensive and vulnerable (e.g., 

dependency on particular employees, no 

redundancy)

 In order to make this model viable from a cost 

perspective, many brands under-invest and 

therefore put the business at risk 

─ Regulatory Compliance

─ Business intelligence  

 A back-office provider can serve an enormous 

portfolio, including competing brands, as it is 

not involved in front-office management

 In serving such a large number of brands, a 

back-office provider can utilize economies of 

scale to deliver cost savings vs the in-house 

model and provide a high degree of business 

stability and specialized expertise

 Small and medium sized brands benefit from 

sophisticated infrastructure and systems that 

are typically available only to large suppliers

Number of cases

Outsourced Infrastructure

Costs of back-office infrastructure

Total costs

In-house back-office 

infrastructure 

Outsourced back-

office infrastructure 

Sources: Park Street analyses; Interviews  

─ Management Systems

─ Accounting, Data

CONCEPTUAL
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EXAMPLES OF THE UNBUNDLED ROUTE TO MARKET APPROACH

Overview

 Split front- and back-office 

functions

 Outsourced or internal 

front-office

– Salesforce

– Marketing 

 Outsourced back-office

– Licensing and regulatory 

compliance

– Logistics and supply 

chain management

– Order processing and 

fulfillment

– Distributor and control 

state customer service

– Financial, reporting and 

systems

Examples

Company Front-Office Back-Office

Sources: Park Street analyses; Interviews  
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ABOUT PARK STREET

Park Street helps emerging and established alcoholic beverage companies build

and manage successful brands by providing innovative solutions and exceptional

service.

Leading wine, spirits, and malt beverage brands partner with Park Street for its

turn-key back-office services (e.g., importing, distribution, logistics, regulatory

compliance, accounting, and more), proprietary business management tools,

advisory services, and working capital solutions. Park Street is headquartered in

Miami, FL with operations serving the United States (U.S.) and European Union

(E.U.). The company supports over 1,000 brands from more than 70 countries

around the world. Park Street was launched in 2003 by McKinsey & Company

alumni and is led by executives with long-standing relationships with leading

global alcoholic beverage companies.

The Park Street Advantage is grounded in three core attributes: (i) innovation

through information technology investment, (ii) commitment to extraordinary

service, and (iii) unmatched range of fully integrated solutions. With more than

sixty-five years of combined experience among its senior management team and

expertise in operations, strategy, information technology, finance, and deal

structuring and negotiation, Park Street is able to help clients overcome

challenges, accelerate growth, and capitalize on opportunities.
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PARK STREET SERVICES (1 of 2)

Back-Office 

Services

Distribution: 

Direct-to-Retail

Park Street provides a cost-effective, turn-key solution to manage the

thousands of complex details required to import (if applicable), transport,

insure, warehouse, sell, and receive payment for alcoholic beverage

products in the U.S. and E.U. — all while maintaining compliance with

federal and state (U.S.) and European Commission and individual country

(E.U.) alcoholic beverage control laws and tax requirements. The three

core benefits to Park Street’s clients from the U.S. and around the globe

are: (i) achieving cost-effectiveness, (ii) enhancing operational

performance, and (iii) focusing client resources on sales, marketing, and

product innovation. With precision and transparency, Park Street

manages the logistics, compliance, order fulfillment, data management,

customer service, and accounting from the point the product is picked up

at the producer until it is delivered to the customer and the customer

invoice is paid. Park Street’s operational infrastructure integrates

seamlessly with production facilities in the U.S., E.U., or anywhere in the

world resulting in streamlined operations.

In select U.S. markets (FL, NY, NJ, CA), clients can leverage Park Street’s

distribution network to sell imported and domestic product directly to

retailers (restaurants, bars, liquor stores, etc.). This distribution model is

attractive to both established and emerging brands. It allows established

brands to lower cost by leveraging the wholesale clearing model and

enables emerging brands to enter new markets quickly and inexpensively

in order to demonstrate initial market traction (i.e., test market

campaign) before moving on to a traditional distributor. Brand owners

also utilize Park Street’s distribution capabilities to sell additional

products not supported by their traditional distributor (i.e., supplementary

distribution).
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PARK STREET SERVICES (2 of 2)

Compliance 

Management

Working 

Capital & Trade 

Finance

Park Street offers a full suite of turn-key compliance set-up and

management services in order to help U.S. and non-U.S. alcoholic beverage

companies rapidly access U.S. and E.U. markets and operate in adherence

with all applicable alcoholic beverage laws and regulations. The company’s

compliance set-up and management services provide an easy and cost-

effective U.S. and E.U. solution which enables clients to avoid costly delays

and penalties and remain focused on the core competencies which drive

brand growth.

Advisory 

Services

Export 

Solutions

Park Street offers accounts receivable financing (factoring), revolving

credit facilities, term loans secured by accounts receivables and other

assets, guarantees, and letters of credit. The underwriting process focuses

on the quality and liquidity of the collateral/assets (e.g., creditworthiness

of the distributor, payment history, inventory turnover rate), as well as the

financial stability of the brand owner.

Park Street provides advisory services focused on the alcoholic beverage

sector, including, among others, business building, route to market

planning, organizational effectiveness, strategic partnerships, joint

ventures, and negotiation support. Park Street collaborates with clients to

identify and implement value-creating solutions in a wide range of

scenarios including start-up, growth acceleration, exit, and more.

Park Street’s export solutions enable suppliers to access markets beyond

the U.S. and E.U. For example, non-U.S. suppliers are able to utilize free

trade zones at select U.S. ports to service regional and sub-regional

markets (e.g., Mexico, Caribbean, Central America, South America).

Services include, among others, warehousing, logistics management,

regulatory compliance, order fulfillment, invoicing, and customer service.



Supplier tier

Annual gross 
profit 

contribution 
range in $m

# of 
suppliers 

in portfolio
# of top 

priorities

# of top 
priorities/ 
supplier

# of 
other 

priorities

# of 
other 

priorities
/ supplier

Top suppliers 5< 2 2 1.00 2 1.00

Large suppliers 2-5 4 3 0.75 3 0.75
Medium 
suppliers 1-2 8 0 0.00 10 1.25

Small suppliers 0.1-1 30 0 0.00 5 0.17

Entry suppliers <0.1 250 0 0.00 0 0.00

Total 294 5 20
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APPENDIX I: NOT GETTING ENOUGH ATTENTION? DISTRIBUTORS TYPICALLY 

OPERATE BASED ON THE CONCEPT OF FAIR SHARE OF ATTENTION

Sources: Interviews, Park Street analyses 

Conclusion

 Priorities for the sales 

force are the outcome of 

negotiations between 

suppliers and 

distributors

 Most often the concept 

of fair share of 

contribution is used to 

come up with the fair 

share of attention which 

guides the allocation of 

priorities

 Small brands and small 

suppliers often end up 

without any priority – the 

same typically applies to 

small brands of large 

suppliers

 Distributors are often 

unable to pay attention 

to a small brand as the 

risk of losing a large 

supplier is too big

Allocation of priorities based on fair share of 

attention - conceptual

Fair share 

of attention

Large gross profit 

contribution

High level of 

attention
=

Small gross profit 

contribution

Small level of 

attention
=
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APPENDIX II: EXAMPLES OF STRATEGIES AND TACTICS TO INCREASE 

ATTENTION – CREATE AWARENESS WITHIN THE DISTRIBUTOR 

 Large suppliers pay significantly smaller 

gross profit percentages than small suppliers 

(15-22% vs 25-35%). Standing out with high 

gross margins among small suppliers can 

increase awareness

 Providing large placement and re-order 

incentives for the salespeople (if distributor 

approves) can increase awareness

Margins and 

Incentives

Communication:

Presentations, 

“Ride-Alongs” 

and Follow-ups

In-market Sales, 

Brokers & Brand 

Ambassadors

 Presentations and trainings at general sales 

meetings are important opportunities to 

increase awareness of the brand among 

distributor salespeople 

 Opportunities to spend a day riding along a 

distributor salesperson are great opportunities 

to build a personal connection with the sales-

person and accounts

 Sharing of success stories and achieving of 

milestones can be impactful follow-ups to 

create and sustain the “winner image”

 All communications and pitches have to be 

carefully planned and crafted. Avoid desperate 

over-communication, giving the impression that 

the distributor salesperson’s time is not 

valuable

 Awareness 

creating 

activities are 

crucial with  

distributor sales-

persons who 

have 100’s if not 

1,000’s of 

products to sell

 Focusing limited 

resources on 

particular 

distributor sales-

people and their 

account universe 

can help create 

mini success 

stories that are 

newsworthy 

within the  

distributor

 Attention will 

come through 

awareness and 

success

 Supporting sales activities with frequent market 

visits and dedicated or shared sales personnel in 

the market is crucial, especially at the launch

 In case of shared resources, make sure to get a 

fair share of attention from the shared resources

Sources: Park Street analyses; Interviews  
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APPENDIX III: EXAMPLES OF TYPICAL PITFALLS TO AVOID WITH TOP 

SUPPLIER  DISTRIBUTORS

 Distributors have a high level of sophistication in managing their 

inventory levels

 Extra working capital capacity is typically used to support large 

suppliers in making their numbers

 New brands have no track record and will therefore typically be only 

ordered in small quantities

 Demanding larger order sizes or even showing a strong interest in 

the order size, sends the distributor a message that the supplier is 

potentially under-capitalized and may lead to a decrease in supplier 

credibility and cancellation of the order

Focus on Order Size

Launch a Portfolio of 

Brands and Demand 

Full Distribution

 Distributors typically segment their account universe in order to 

focus their activities

 Launching more than one brand and demanding to get into every 

account is unreasonable especially for new or small suppliers and 

will likely result in not getting anything

 The focus should be on a particular brand or a brand with logical 

extensions (e.g., different age profiles)

 Distribution goals need to be very focused and in line with the 

relevant differentiation of the brand

Working without a 

Marketing Plan

 Distributors have only limited resources, and one of their largest 

assets is their relationships with accounts

 While distributors can place brands in outlets based on the trust the 

accounts have in them, distributors need to do their due diligence on 

the consumer pull activities first. Nobody wants to get calls from 

good accounts requesting that the distributor come back to pick up 

goods

 A comprehensive marketing plan that demonstrates how the target 

consumer is engaged and activated is crucial to get a distributor to 

buy in 

Sources: Park Street analyses; Interviews  
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APPENDIX IV: SALES INFRASTRUCTURE MODELS – GETTING AN 

ABOVE FAIR SHARE OF ATTENTION

Dedicated Sales Infrastructure

 A dedicated sales infrastructure has 

salespeople with just one priority 

 The salesperson manages the distributor and 

solicits retail demand, securing an above fair  

share of attention

 The disadvantages of this model are the high 

costs that are not shared with another supplier

 Dedicated national sales infrastructures for 

entrepreneurial brands can cost between $1m 

and $3m per year depending on the number of 

salespeople

 A shared sales infrastructure needs to be 

independent (i.e., no ownership of brand) to 

ensure aligned incentives

 Should have a portfolio that has no direct 

conflicts and is not too large – the individual 

brand will get attention during every sales 

call, securing above fair share of attention

 Assuming the salesperson’s productivity 

allows for 5 brands per sales call, the costs of 

the salesperson could be shared between 5 

brands

Number of brands

Number of sales 

pitches per day per 

brand by salesperson

Costs per sales 

pitch per brand

Shared Sales Infrastructure

CONCEPTUALSales productivity vs costs to serve (costs sharing model)

Sources: Park Street analyses; Interviews  
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APPENDIX V: TYPE OF SHARED SALES INFRASTRUCTURE MODELS

National 

Shared Cost 

Infrastructure 

Providers

Joint Ventures 

Between 

Brands

 There are few national shared cost infrastructure 

providers

 They typically operate by dividing their expected total 

costs among their brands and adding a small profit

 For maximum effectiveness, the portfolio needs to be 

aligned with the same distributor footprint, and the 

portfolio must not have any direct conflicts among 

brands

 Brands shouldn’t be owned by the infrastructure provider 

to avoid a conflict of interest among the stakeholders

 At one point or another, most operators of dedicated 

sales infrastructures examine transitioning into an 

agency provider in order to reduce costs

 The major (and often insurmountable) challenges of 

this exercise are the resolution of conflicts of interest 

and the alignment of the distributor footprint

 One viable approach is to spin-off of the existing sales 

forces and then merge the spun-off sales forces to 

create a new entity managed by its own CEO and 

governed by a board with joint representation

 The management and books are completely 

transparent for the partners

Regional Sales 

Brokers

 Regional sales brokers provide sales typically focused 

on a particular distributor in the market

 The costs are lower than a dedicated salesperson, but 

conflicts in the portfolio and the size of the portfolio 

are sometimes problematic

 The ease of set-up make this model the most 

prominent one, while the success is mixed

Sources: Park Street analyses; Interviews  

 Finding and/or 

creating an 

efficient and 

effective sales 

infrastructure 

that provides 

optimum sales 

productivity 

and low cost 

is one of the 

biggest 

challenges for 

small brands

 Getting into 

the right set-

up can 

become a 

strong 

competitive 

advantage 


