ACCESSIBILITY: Scaling Up for
Global Access to Quality Products
A supply chain perspective on generating greater access to healthier products

Introduction

Defining Accessibility
Broadly defined as the ease of access to something at the time it is needed, the
concept of accessibility—especially as it relates to healthy foods—is one that’s
become increasingly important to the health food products industry. At a time when
supermarket consolidation and “flight” from inner city and low-income communities has
become the new norm, the industry is proactively working to improve hindered access
to fresh, nutrient-dense foods at retail. Above all, these efforts are set to improve the
health of consumers.
The movement to improve access to healthy foods also dovetails with the rising
demand for better-for-you products, creating a heightened consumer demand for
quality ingredients and sustainable sourcing. On a global scale, these evolving issues
of supply and demand are inspiring suppliers, producers, manufacturers and retailers
to adapt and adopt new solutions.
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2013 Household Food Expenditures: Rising food
prices + falling incomes = less $ spent on food
Grocery store food prices jumped 3.5 percent between 2012 and 2013. The food-at-home
CPI for the fourth quarter of 2014 was 3.5 percent higher than the food-at-home CPI for
fourth quarter 2013, as all at-home food categories increased in price, some over 5 percent.
• Middle income households spent an average of $5,728
		 (13.1 percent of income) on food.
• Low income households spent $3,655 on food (36.2 percent of income).
Source: USDA, Economic Research Service based on Current Population Survey Food Security Supplement data

In 2013, U.S. consumers, businesses, and
government entities spent $1.4 trillion on food and
beverages in grocery stores and other retailers and
on away-from-home meals and snacks.
Source: USDA Economic Research Service

Price changes for selected at-home food categories,
October-December 2013 to October-December 2014
Food at home
Cereals & bakery
Beef & veal
Pork
Poultry
Fish & seafood
Eggs
Dairy
Fresh fruits
Fresh vegetables
Nonalcoholic beverages
Fats & oils
Other foods
0

5

10
15
Percent Change

Source: USDA, Economic Research Service
using data from the U.S. Bureau of Labor Statistics
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Tracking “food insecurity,”— where access to
adequate food for active, healthy living is limited by
lack of money and other resources.
Food insecurity rates differ from state to state but generally are
highest for single-mother households and lowest among elderly
populations. Following is a breakdown of U.S. households that
experienced food insecurity over the years:

2000
2004
2005-2007

10.5%
12%
11%

2008

14.6%

2011

14.9%
14.3%

2013
Source: USDA, Economic Research Service based on
Current Population Survey Food Security Supplement data

Section 1: An Overview of the Current Data

5

Food Deserts: More
Common than You’d Think

Even when families have the resources to buy food, limited access
to supermarkets, supercenters, grocery stores, or other sources of
healthy and affordable food may make it harder for some Americans
to eat a healthy diet. Click to explore an interactive Food Access
Research Atlas for a first-hand look at the landscape of food
accessibility in the United States.

Optimize the
Supply Chain
By reducing steps and complexity
in the supply chain, we can
increase accessibility by
increasing efficiency.

1. Ingredient Origin
Excellent ingredient
selection, quality
control, and testing to
reduce inefficiency
downstream

2. Ingredient
Processing
Implement lean
production principles
to reduce storage,
spoilage, and
management
3. Deliver to
Manufacturer
Reduce distributor
and supplier
transactions

5. Retailer or
Consumer

4. Finished Product
Manufacturer for
final step in
distribution, implement
lean policies and
intelligent distribution
of manufacturing
facilities

Source: PolicyLink/The Food Trust
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The SNAP Conundrum
The Supplemental Nutrition Assistance Program (SNAP) is the federal
equivalent of a hunger safety net, offering nutritional assistance to
millions of low-income individuals and families.
The recession and subsequent slow economic recovery gave rise to
a surge in the SNAP caseload from 2007 to 2013, according to the
Center on Budget Policy and Priorities (CBPP). According to census
data, the number of people in households with incomes below SNAP’s
income limit of 130 percent of the poverty line rose from 54 million
in 2007 (before the recession) to 60 million in 2009 and 64 million in
2013, allowing more households to qualify for help from the program.
The participation rate among eligible individuals also increased, from
69 percent in 2007 to 83 percent in 2012.
But caseloads and SNAP spending are falling as the economy recovers.
Average benefits are down about 7 percent—making lower priced food
a necessity. The problem? Fresh, nutrient-dense foods are expensive in
comparison to the “junk” foods that are commonly linked to obesity.
A 2014 report from the RAND Corporation found that the price of foods
inside a store is actually a better predictor of obesity than the distance
to a store: the lower the prices, the greater the risk of obesity. The
report surveyed a selection of low- and high-price stores, and while the
low-price stores tended to offer fruits and vegetables at roughly the
same prices as the high-price stores, their junk foods were cheaper.

As importantly, the report found junk food was displayed more
prominently and promoted more heavily in comparison to healthier
foods. In short, low-price stores have little incentive to promote healthy
foods, but they do have incentive to promote junk food—and it works.
Tamara Dubowitz, one of the authors of the RAND report, commented
that grocery store shelf space is prime product placement real estate
for big food companies, asserting that “unless there are regulations
put forward on that, it seems like it might be difficult for these stores
to make more money from promoting healthy foods than promoting
unhealthy foods.”
The study found that the percentage of dominant views reserved
for healthy foods, for example, averaged 71 percent at the highprice stores, and 14 percent at low-price stores. On the other hand,
dominant views of junk foods averaged 67 percent at low-price stores
and 33 percent at high-price stores.
And with regard to how food deserts fit into the product
placement equation, Dubowitz said, “More thought needs to go
into whether there could and should be guidelines or regulations
that come along with incentivizing full-service grocery stores to
locate in low-income neighborhoods.”
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Taking a Proactive Role in Food Accessibility
Improving access to healthy food has become a bona fide movement.
There’s even a smartphone app to help route consumers to healthy
food options. Whole Foods and Real Food Farm have taken the issue
of healthy food accessibility to heart, implementing a variety of food
outreach initiatives that tackle the problem head on.
Whole Foods leads the charge in matters relating to ethical food
product sourcing. In recent years, the company has launched several
initiatives including its Whole Cities Foundation—a non-profit
organization that works in collaborative partnership with community
organizations dedicated to supporting access to fresh, nutritious food
in underserved communities. It has also opened stores in hard-hit food
desert locales, such as in Boston’s Jamaica Plain, Detroit’s Midtown
and New Orleans’ Mid-City neighborhoods.
The company also recently announced plans for a new, lower priced
store concept that targets millennials, a tech-savvy generation that
wants healthy, organic foods but often doesn’t have the money to buy
them. Whole Foods said the new format would feature a “curated”
selection of high-quality fresh food in a “streamlined” format designed
to appeal to customers who want Whole Foods quality without paying
Whole Food prices (in other words, look out Trader Joe’s).

Real Food Farm is a non-profit organization in Northeast Baltimore
that works to improve access to healthy food in many of the poorest
neighborhoods in Charm City, where one in five residents live within
a food desert. Real Food Farm aims to increase the availability of
healthy, farm-fresh food for sale in low-income neighborhoods where
fresh produce is limited via its six-acre, largely volunteer-run urban
farm in Baltimore’s Clifton Park neighborhood. The farm provides all of
the fresh produce for Real Food Farm’s Mobile Farmers Market.
The organization’s mission is to “work toward a just and sustainable
food system by improving neighborhood access to healthy food,
providing experience-based education, and developing an economically
viable, environmentally responsible local agriculture sector.”

Section 2
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The Nutritional Ingredient Component
Now more than ever, ingredient suppliers are adapting the efficiencies in their
distribution and production processes to help facilitate faster, more reliable
access to high quality health supporting products that are functional, fortified
and nutrient dense.
Green Wave Ingredients (GWI) works with over 100 leading manufacturers
globally as well as with around 2,000 U.S. customers, functioning as a bridge
that brings both sides together on a transparent platform. Operating on the
premise that consistent quality is as important as maintaining exceptional
quality, the company has established a comprehensive quality control system
that helps it meet all customer requirements and government regulations with
transparency and traceability.
But as Alice Chin, GWI’s director of quality control, explains, one of the most
difficult to navigate areas for ingredients suppliers and distributors as they
try to increase their global reach is aligning with quality suppliers. “First
of all, to find a supplier that implements standard quality control is very
difficult [because] most of the supplier/distributors are just resellers,” she
said. “It takes great time and effort to control the quality by selecting good
manufacturers, auditing the production, and also inspecting the product so the
products can be finally released.” continued

“Part of our quality control program includes keeping records of
all approved manufacturer origins for our customers,”
— Tony Xue, general manager of GWI’s China office
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A second potential area for pitfalls pertains to maintaining a consistent supply.
In addition to evaluating manufacturers based on their warehouse capacity,
equipment and technique facilities, Chin said GWI screens its partners to
ensure that they are environmentally conscientious. The company maintains
an “Energy Saving and Emission Reduction” program that observes the
policy, goals, plans, procedures and actions of the manufacturers in terms of
environmental management. GWI’s China office implements the audit process
and QC system to ensure the quality and traceability on a global scale.
“Part of our quality control program includes keeping records of all approved
manufacturer origins for our customers,” explained Tony Xue, general manager of
GWI’s China office. “Manufacturer origin can be traced by our customers through
accessing all the manufacturer documents and product origins of their purchase.
GWI employs a comprehensive lot number control system to track orders when
they’re issued, processed and shipped, making it easy to trace products for
production dates, testing, transportation and COA.
What’s more, the company just launched a first-of-its-kind E-commerce site
where ingredient purchasing is available to customers 24/7. “GWI promotes
transparency and accessibility through the platform by enabling users to view
prices of all products, check GWI inventory, get freight quotes, download
documents (specs, MSDS and more), and place orders anytime, anywhere,”
Xue said. “Customers can now manage their accounts, make purchases and
retrieve all the information they need instantly.”

Section 2: The Nutritional Ingredient Component
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Reaching Those Most in Need
Globally speaking, under-nutrition is the most common underlying cause of
preventable child deaths, annually claiming the lives of nearly three million
children (representing 45 percent of all child deaths)1. For those young children
who survive, the effects of under-nutrition are largely irreversible after age two.
Vitamin Angels is an organization that helps at-risk populations— specifically
pregnant women, new mothers and children under five— gain access to
lifesaving vitamins and minerals. Founder, and e-Town Echievement Award
winner Howard Schiffer, says the long term implications of under-nutrition
perpetuate the cycle of poverty by contributing to poor performance in school
and subsequently, decreased economic success as an adult.
One of the most immediate and cost-effective solutions to under-nutrition is
vitamin A supplementation as it’s one of five recommended nutrients for growth
and development alongside iron, folic acid, zinc and iodine. Globally 535 million
children (6-59 months) are at risk of vitamin A deficiency (VAD), which can lead
to permanent blindness and poor immune system function, opening the door to
life-threatening conditions.
“Increasing access to more and better food is, of course, critical [but] where
that is not yet possible, fortifying staple food supplies is a very effective
solution,” Schiffer said, “however it requires individuals be part of a cash
economy, purchasing foods produced by large scale manufacturers capable
of adding fortification, something that is not often the case amongst those
impacted by under-nutrition.” continued
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Schiffer maintained that making vitamins available to children in need is
the most immediate and cost-effective way to impact health, especially
in vulnerable populations (pregnant and new mothers and children under
five) who are not served by government programs. Vitamin Angels targets
approximately 30 percent of the children unreached by existing government
services through a “bottom-up” model that leverages a global network of
more than 700 NGO partners.
On the other end of the spectrum, the proportion of the global population that is
aged 60 years and over is predicted to double between 2000 and 2050 2, yet for
many the last decade of life is affected by health issues.
The European Innovation Partnership on Active and Healthy Ageing (EIPAHA) was
established by the European Commission to tackle the long term health, economic
and societal challenges of an aging population. With malnutrition-related
healthcare costs exceeding those related to obesity in Europe EIPAHA maintains
that the risks associated with the undersupply of nutrients are given the same
high profile attention as concerns regarding overconsumption. continued
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Inadequate [micronutrient] intake is
proven to have an effect on health
and longevity, impacting long term
economic productivity and stability, as
well as national and global health. For
example, the healthcare cost related to
osteoporosis-attributed bone fractures
among all U.S. women over the age
of 55 diagnosed with osteoporosis is
expected to be nearly $136 billion from
2013 to 2020. It is estimated that the
cost could be reduced by $15 billion if
at-risk women were to supplement their
diet with calcium and vitamin D at the
recommended daily intake.
Source: DSM
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More than a fifth of adults in Europe are deficient in essential micronutrients
such as vitamin C, vitamin D and folic acid 3. In a response to this, DSM recently
marked the fourth anniversary of the European Innovation Partnership on
Active and Healthy Ageing by proposing a strategic action plan that
advocated for stronger partnerships between scientists, clinicians and public
health specialists to tackle this “hidden hunger”.
The company pointed to strong science4 indicating the role of micronutrients
in preventing or delaying the onset of several non-communicable diseases,
such as the reduced risk of cardiovascular disease in patients suffering from
type 2 diabetes.
“Healthy aging is key if older people are to remain independent and play an
integral part in society,” said Dr. Manfred Eggersdorfer, senior vice president,
Nutrition, Science & Advocacy at DSM and Professor for Healthy Ageing at
Groningen University. “The results of mandatory fortification of vitamin D and
folic acid have been very encouraging to date and such programs should be
extended, to reach new populations and include other micronutrients.”
The Lancet, 2013: Volume 382, Issue 9890, Pages 427 - 451
World Health Organization. Global Age-Friendly Cities. World Health Organisation; Geneva, Switzerland: 2007. pp. 1–76
3
Ann. Nutr. Metab. 2011, 59, 84–95
4
J Am Coll Cardiol 40: 1984-1990
1
2

Section 2: The Nutritional Ingredient Component

Dietary Supplements:
Balancing Regulation and
Consumer Access
Safe, quality dietary supplements can contribute to overall health and wellness,
but there must be equilibrium between regulation and global consumer access,
according to an article published in the European Journal of Nutrition that
stemmed from the Council for Responsible Nutrition-International’s (CRN-I) 2014
annual international scientific symposium.
“Over-regulation and/or inappropriate application of current regulations can
increase the price of dietary supplements and nutritional products and in turn
diminish their use, depriving individuals and societies of their health benefits,”
said Jim Griffiths, Ph.D., vice president, scientific and international affairs, CRN-I
and corresponding author.
The report emphasized collaborative work between the industry and regulators,
advocating for supplier compliance with GMPs and product stability and shelf life
through audits and adequate regulations, as well as post-market surveillance and
analysis of adverse event reports.
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Managing Raw
Material Shortages
Raw material shortages can cause catastrophic
disruption to an entire supply chain. For example,
in 2014, Stevia prices jumped 20 percent in step
with the drastic decline of Stevia Rebaudianum
in China. That price increase is still reverberating
in the North American market.
Environmental disturbances can kick start a
similar butterfly effect. Case in point, countries
like China are now implementing emission
controls on factories to relieve environmental
pollution. During the 2008 Beijing Olympic
Games, many local factories were shut down
due to environmental concern, which directly
resulted in a surge of Vitamin C price to over
$20/kg. “During a time of possible shortage,
blanket orders are an option to prevent sudden
price jumps and secure quantity and supply,”
suggested GWI’s Tony Xue, who added that
implementing a three- or six-month blanket order
option not only keeps customers updated about
all the market changes, but also helps maintain
current pricing to allow customers enough time
to control the risk.

Section 3
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The Food Production Perspective
Food manufacturers are always on the lookout for innovative ways to scale up
efficiencies and minimize inefficiencies and waste in the food system— even if
it means looking in unconventional directions.
An outstanding success story is Hampton Creek—a San Francisco-based
startup that initially set out to become an industrial ingredient supplier and
along the way built a demand for two entirely unique food products formulated
with forward-thinking supply chain solutions.
Morgan Oliveira, the company’s director of communications, said Hampton
Creek’s messaging initially centered on replacing a portion of the 1.8 trillion
battery cage-origin eggs used as food production ingredients every year. What a
difference three years can make. “It’s not even about eggs for us at all anymore,
it’s really about making it easy for regular folks to do the right thing,” she said,
adding that the company looks to non-allergenic plants to help extend product
shelf-life and keep costs down.
The company’s products—Just Mayo and Just Cookies—materialized as happy
accidents because they were foods that not only had huge markets, but also big
consumer impact. “We never meant for [Just Mayo] to be a consumer-facing
product, we were planning on just selling the ingredient for the mayo,” she
said. “But when Whole Foods came asking for a product to sell . . . it seemed
like the obvious option.” continued
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“Make it easy. Price, taste, packaging,
everything about it— make it easy for
people to choose it. Consumers are
loyal to brands and if you don’t taste
better than what they’re already buying
and aren’t competitive price-wise (or
better), you’re going to have a tough
time getting them to cross over. And
when you look to ingredients, look at
where and they’re coming from, how
much they cost and their toll on the
environment. Really important.”
Source: Hampton Creek’s Morgan Oliveira advice for
sustainability- and access-minded food companies
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When coming up with plant-based alternative ingredients, Oliveira said the
company was exceedingly careful in selecting the plants they used, with all
plants having to meet sustainability guidelines before being selected. “And all
of these products came to fruition very quickly,” she said. “Because we use a
technology platform, we can do rapid prototyping and testing which allows us
to work on products faster than a typical company.”
Just Mayo is now stocked in thousands of stores across the United States
(including Dollar Tree stores) and has also made global retail in-roads too. Just
Cookies are not only found in corporate cafeterias, hospitals and colleges like
Harvard Law, Oliveira says they’ve “completely replaced” the former standard
cookie (Otis Spunkmeyer). “This is huge,” she said. “Each cookie saves six
gallons of water, which adds up quickly.”
The company also launched consumer-friendly Just Cookie Dough early this
year to rave reviews. “A 14oz container of dough saves 29 gallons of water,”
Oliveira said. “And . . . everyone, can safely eat the dough raw or bake it up into
delicious homemade tasting cookies.”

NewHope360 Q&A video
with Josh Tetrick, CEO and
founder of Hampton Creek

Hampton Creek
Just Cookies
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Why eat insects? Insects are an extremely healthy, delicious, and
sustainable form of protein. Humans have evolved eating insects, and even today,
80% of countries around the world have them on the menu in some form.

Is it sustainable?

Insects require less land resources,
emit fewer greenhouse gasses, and
have a much smaller water demand
than livestock and animal substitutes
such as soy, corn, and rice.

Water
Conservation

Chapul was inpired by
the need for a more waterefficient food supply.
The majority of global
water use is dedicated
to agriculture, often very
inefficiently.
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Mmm, Bugs
Chapul is another company that typifies thinking outside
the box—not to mention outside of traditional food comfort
zones. Pat Crowley, company founder, believes insects—
crickets, in particular—are advantageous to the global food
chain not only because of their high nutritional value, but
also due to their relatively low impact on water usage and
potential for global cultivation, especially in regions with
challenged natural resources.
Crowley leapt into the national spotlight when he introduced
the concept to nine million mainstream consumers on
the hit TV show Shark Tank in March 2014, and has since
spoken at many universities and given three TED talks
(TEDxSaltLakeCity, TEDxJacksonHole, TEDxZwolle)
on why little bugs hold such big potential.
Chapul currently markets gourmet energy bars formulated
with cricket flour. The line features three flavors, with a fourth
set to debut soon. “Each flavor of our bars is inspired by a
region of the world that currently eats, or historically ate
insects (Thailand, Central Mexico, Native American),”
Crowley said. Distribution spans about 500 retail locations in
the United States and roughly 100 retail locations in Canada,
with direct-to-consumer orders having shipped to all seven
continents (including a team of scientists in Antarctica.)

Section 3: The Food Production Perspective
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LEAN, Mean, Production Machine
From a food production standpoint, increasing accessibility boils down to scaling up and
improving efficiencies. To that end, Salt Lake, UT-based Genysis Brand Solutions implements a
LEAN production operation that ironically hinges on doing more with less.
The LEAN concept is rooted in the Toyota Motor Company’s identification of seven wastes
that, if eliminated, could have profound effects for organizations. Basically, all processes are
composed of two parts: “value adding” and “non-value adding” activities.
“Theoretically, if all the waste in a process were to be eradicated all that would remain would
be the value creating activities,” said Genysis’ Dustin Ott, senior vice president of product
fulfillment. “With only value creating activities, costs would be minimized, turnaround times
would be short and quality feedback loops would be immediate.”
The most egregious of those seven losses is the waste of overproduction. Genysis roots out
waste within processes and in order fulfillment, helping brands compress lead times and
encouraging clients to give smaller orders more frequently rather than the large, infrequent
orders, which Ott said generates a “significant” cost savings.
LEAN’s key operational hallmarks boil down to “pull” systems rather than “push” systems.
“Push systems are hallmarks of mass production and pit the wants of the customer against
the requirements of the producer,” Ott said. “Pull systems on the other hand require that
consumers and producers work together in order to satisfy the needs of both organizations and
in turn both can realize benefits that would otherwise be lost.”

Section 4
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Improving Accessibility at Retail
The final piece of the accessibility puzzle is retail. As solutions to food deserts
and similarly broad food accessibility issues become more actionable, brands
and brand marketers are doing what they can to positively impact accessibility
in the retail setting.
Boulder Brands is a company that’s especially driven to improve access to foods
that deliver on six consumer health and dietary need concerns: celiac disease,
gluten intolerance/allergy, diabetes, dairy allergy/intolerance, heart health and,
in general, the need for pure and simple foods.
Although gluten free is often lumped into the fad diet category, gluten
intolerance and access to healthy gluten-free foods is a real issue for millions
of consumers. T.J. McIntyre, Boulder Brands’ executive vice president of natural
brands, says the beauty of the gluten-free food movement is that is was born
from the natural foods space. “We have systematically partnered with retailers
throughout North America since 2011 to increase space for GF foods, educate
retail staff on how to speak about them intelligently so consumers are safe
with new found advice at the store level,” he said. “The result is the end of the
grocery store treasure hunt for GF consumers, and a robust present and future
for GF manufacturers.” continued
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McIntyre went on to assert that natural foods manufacturers
have both the opportunity to create robust business inside
the natural foods channel and increasingly displace legacy
brands that have “found themselves on islands of irrelevancy
that are pertinent only to aging Boomers.”
“If we want to lead change and improve the health of this
country, we need to systematically displace the big CPG
brands with authentic, caring, nutritious, sustainably sourced
and relevant brands that compete in all channels and across
all aspects of strategy,” he said. “It will drive volume for the
retailer, help the entire natural foods industry as retailers will
take more chances on us, and ultimately benefit the consumer
with better food.”

Section 4: Improving Accessibility at Retail
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Courting Customers In-Store
1. Focus on and highlight the
affordable staples in your store.

These items include but are not limited to frozen and
canned fruits and vegetables, potatoes, rice, eggs, tuna
(canned light), beans and nuts. Create eye-catching
shelf tags to call out these products.

2. Accept SNAP (food stamps)
benefits and offer produce bonuses.

For instance, double the benefit on produce purchases.
Farmers markets that accept SNAP and double the
purchase value have had great success, both financially
and in increasing fruit and vegetable consumption.

3. Share the Healthy
and Affordable OneWeek Meal Plan.
The Healthy and Affordable content from
Delicious Living helps solve some of the
biggest obstacles to eating healthy: cost and
time to plan, shop and cook. Yet 85 percent
of low-income families say eating healthy is
important and 78 percent are interested in
learning more about cooking healthy meals.
The Delicious Living meal plan includes
recipes, ingredient pricing, shopping lists and
nutrition information.
Source: Natural Foods Merchandizer

Feeding a growing world population in a safe, sustainable environment is necessary whether it
comes about through advanced technology or just a more practical use of the land. Investors have
many options to be part of farming’s future while seeing a healthy return on their investment.
— Thomas Malengo, Partner & Chief Business Officer, The Litchfield Fund
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Finding the Right Natural
Product Retail Partners
Brands, especially new brands, may be tempted to accept every distribution and retail
proposal but Scott Anderson, CEO of Alliance Sales & Marketing, said it’s okay to say no.
He also suggests that every company should set goals and create a focused distribution
strategy before accepting proposals. To help find the winning formula for natural product
retail success, he offered three distribution and retail tips culled from his NEXT Accelerator
webinar, “Surefire ways to increase your retail distribution.”

1. The goal determines the path.

Before contacting distributors to take a product to market, define
“how big is big.” Is your goal to get products to market? Is it
helping people eat healthier? Is success providing for a family, or
is it building a company and then selling it? Overall goals will help
focus and guide distribution decisions, especially channel focus.

2. Use benchmarking to set distribution goals.
Once your goals are identified, look at comparable companies in
the market. Retail data from companies such as IRI and SPINS
can shed light on market size and can also help new companies
understand what similar brands in the category are worth and
where they’re finding retail success.

3. The retail
partnership matters.
Once profitable regions and channels are
identified, build meaningful relationships with
your retail partners. Proximity and access
are essential for in-person product education
sessions with retail staff, and demos and
check-ins to see how the product is doing
are all important to success. Retail partners
who allow access to personnel and sales
data while embracing and spending time with
brands are also crucial.
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