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US Chains on the radar for early brands (Food/Beverage focused)
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Multiple approaches to market depending on your strategy, product, and budget

Route to Market Description Benefits

Win in your own 

backyard

• In your city/region, sell to independent 
stores, cafes, schools

• Distribute yourself or with local 
distributor

✔ Gain traction and fans before 
paying to enter many stores

✔ Refine your product before going 
national

High End • Target high end natural channel 
stores around the country & 
innovation sets

• Then go into high end conventional

✔ High end stores have good sales 
per store, helping your data story

✔ Access high value tastemaker 
consumers

Go Big or Go Home • Conventional / mass market grocery / 
convenience stores right away

• Ideally bringing a story about 
incrementality (DTC reach, etc.)

✔ Good for value products with 
limited time opportunity / 
competitive market

✔ Strategy for brands that need to go 
fast with a big budget



Distributor Overview | Early Brands

Route to Market Examples Pros Cons

Broadline distributor 1. National coverage & scale fast
2. Incubator programs (UNFI UpNext, 

New@KeHE)

1. Need many customers to open a 
distribution center

2. Expensive charges 

Direct Store Delivery 

(DSD)

1. Good service in stores
2. More store coverage outside of chains

1. High cost of service
2. Hard to be accepted with them

Self Distribution 1. Can deliver to every store you sell
2. Good service in stores

1. Customers don’t like new small 
distributors

2. Hard and expensive to build

Alternate Distribution 

Channels

1. Enables distribution to alternate 
channels / small independents 

2. Explore higher margin channels

1. Hard to scale
2. May not own customer relationship



Some major fees/expenses common in the US market

Retailer

• Lowest of 15% (Club) to 40%+ (Natural) or more (Convenience)
• Slotting Fees (1+ cases of product per sku per store)
• Promotional fees (20% of revenue budget)
• Ad Fees

Distributor

• Markup ~8% (Whole Foods) to 33% or higher for independents
• Quarterly promotional periods (ex. – 15% for 16 weeks per year)

Brokers

• $5-10K+/month fee and/or 5% of sales
Merchandising

• To keep product in stock and well placed on shelf ($15/store visit)
Marketing

• Digital / physical coupons
• Digital marketing has become much more expensive
• Product Sampling Demos (~$200/3 hours)

Trade shows

• $5,000-$20,000 for a show including booth, product, traveling



Startup CPG has created free tools for entrepreneurs entering the US Market

Retail Tracker & Review Calendar

Warehouse & 3PL Fulfillment Database

Broker Database

Distributor Database

All free via our website (Founder Resources)
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