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Five lessons from meeting the buyer

1. The buyer is my marketing partner
2. The buyer is choosing partners that give them the 

most value
3. Commercial buyers place a premium on quality and 

consistency
4. Vendor suppliers are part of a “local” community
5. Communicate, communicate, communicate



1. The buyer is my marketing partner

1. Longer supply chains = more marketing planning
2. On-going support from vendors



Restaurants
Food Co-op
Schools
Grocer Food Bank

Wholesaler
Broker
Food hub
Certified kitchen
Producer Auctions

Consumer

Producer

Farmers market
On-farm retail
CSA

Intermediated 
Markets

AgencyDirect

Get the right message – what do 
buyers value?  
Get the right marketing strategy – 
what works?
Get the right partnerships – it will 
take a team

The Value Chain: Marketing with Your Partners
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2. Choosing partners that give the most value

• What is the value I am selling?
• Porter’s home plate
• Customer purchase decision

Market planning



Organization of the Business
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Fitting into the Channel -the Supply Chain Picture

YOUR FIRM

Competing Business

Competing Business

Key Downstream Customer
Ex. Kroger, Walmart, Meijer, restaurant, school

Strategies formed to 
become a preferred 
supplier
 relationships
 capabilities
 value creation

(distribution
Intermediaries)

http://www.kroger.com/index.htm


Customer Purchase Decision

Price
Customer Purchase  =

The value proposition



Customer Purchase Decision

Features & Benefits (Value)

Price
Customer Purchase  =

The value proposition



Customer Purchase Decision

Price
Customer Purchase  =

Color
Quality
Know person
Local
Package
Knowledgeable Service
Reliability
Friendly

Unique formulation
Guarantees
Location/demand
Presentation/
Merchandising
Referral
….
….

The value proposition



Buyer as marketing partner

• Partner vs adversary
• Take the long term view

• Get product, service and support right FIRST
• Preferred supplier status follows

• Get buyer feedback on POS in-store observations
• Shared promotion events
• “where you can by my products” in your social media



• KY restaurant buyer survey - 
• Investments in packaging, delivery, quality assurance 

management

3. Quality and consistent availability



Barriers cited by Chefs

Source:  Produce Outlook Buyers Survey


Chart1

		Consistent availability of product 52%

		Consistent quality of product 33%

		Timing and reliability of deliveries 24%

		Competitive pricing 14%

		Locating local producers to source product from 10%

		Lack of: Proper Invoicing
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Sheet1

				% Responding

		Consistent availability of product 52%		52%

		Consistent quality of product 33%		33%

		Timing and reliability of deliveries 24%		24%

		Competitive pricing 14%		14%

		Locating local producers to source product from 10%		10%

		Lack of: Proper Invoicing		5%







How to get 
there

• Prioritize inventory and 
production levels

• Planning
• Delivery systems

• Quality management 
systems

• Written documents for 
quality assurance

• Food safety
• Grading
• Packaging

Consistent availability Consistent quality





• You are not typically the lone ‘local’ vendor
• Buyers build a ‘local’ program
• Cooperation on promotions, merchandising, sampling 

events, seasonal events
• Fitting with buyer ‘local’ branding programs

“Local” supplier community



“Local” Programs

Good Foods Co-op Lexington, KY



Better in-store merchandising



Cooperative On-Farm Retail



Cooperative On-
Farm Retail



Cooperative 
On-Farm Retail

‘Meet the farming family’



Cooperative On-farm retail

Bakery partner

Goat farm partner







• Vendor-buyer – frequency, timing, challenges, 
reminders, clarification

• Media and marketing
• Growing together – expanding on existing, new ideas, 
• Evaluate - What changes would both like to see next 

season?

5.  Communicate, communicate, 
communicate
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Contact Us
Tim Woods tim.woods@uky.edu
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