





STEP ONE: Put Yourself into the Buyer’s Shoes

WY R[{ATY

Imagine you're a buyer for a major retailer. You've already seen five presentations

today, and they all sound the same: “We have the next big thing! Consumers love
us! We're different!” And before your next series of back-to-back-to-back meetings,

another brand, is coming in to pitch a product.

Every brand thinks they’re special. But for you, the retail buyer, every new product is

a gamble—and if it doesn’t perform, it’s your reputation and job on the line.
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Three Things Every Buyer is Really Thinking
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( oo, “Every Square Inch of Shelf Space is Precious”

Bringing in your product means cutting another. Every buyer is
constantly asking themselves, “Why should | take this risk?”, and
"How will this product increase sales?" If you can’t prove clearly and

quickly why your product deserves a place...you’ve already lost.

Vi “I've Been Burned Before”

02 .: Buyers need evidence, not hype. They’'ve heard every promise in the
book, marketing support, guaranteed velocity, influencer buzz, etc.
But if brands don’t deliver, buyers get stuck with underperforming

SKUs and markdowns.

*c, “l Need Quick, Clear, and Actionable Information”

03 .: Buyers want data-driven insights, clear plans, and a simple reason to

say yes. They don'’t have time for drawn-out pitches or vague claims.
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STEP TWO: Do Everything You Can to
Make Your Buyer’s Job Easier

The brands that win in retail aren’t just the ones with great products—they’re the
ones that make life easier for the buyer. Imagine walking into a meeting and instead
of pitching, you say:

“Here’s exactly how our product will help you hit your category growth goals, backed
by real data. We know you need products that move, so we’ve built a clear plan to
drive sales. And to make this easy for you, we’re already aligned with your marketing
priorities. Here’s the proof.”
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Have the Conversation Buyers Want to Have

Follow Through, Always

Buyers remember brands that say they’ll deliver—and actually do. If you promise
promotions, make sure they happen. If you commit to a marketing campaign,

provide the proof, and the results. Trust is built in the details.

Plan With the Buyer, Not For the Buyer

Don’t just show up with a pitch, invite the buyer into the process.

Ask:

* “What gaps are you looking to fill in this category?”

* “What challenges do you see with my product’s success?”

* “What data do you need to feel confident in bringing this in?”

Buyers want partners, not vendors. When you involve them, you get buy-in much faster.
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Show, Don’t Tell

Instead of saying, “We have a strong social media following,” show engagement
data. Instead of promising, “Our product will sell,” show regional test results,
eCommerce sales data or third-party retail data, like IRI that proves it. The more

tangible the evidence, the more comfortable the buyer will be.
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STEP THREE: Make Every Interaction Count

Imagine this: You've been chasing a buyer for months with no response. Instead of

another follow-up email asking for an update, send this:

My Brand - 2 X
To Buyer

My Brand Info

Hey [Buyer's Name],

We saw a 25% velocity increase in our top-performing region last
quarter, and we think we can replicate this at scale. We've also
identified a key pricing opportunity that could drive even higher
sell-through. Would love to connect and discuss how this aligns

with your category goals.”
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This isn’t a generic ask—it’s relevant, data-driven, and easy to say yes to.

Jekyll+Hyde



Buyers are Slammed, Don’t Complicate Their Lives

Timing is Everything

When trying to reach retail buyers, mid-morning meetings tend to work best—after
they’ve cleared urgent emails but before decision fatigue kicks in. Timing your
interactions appropriately could mean the difference between a positive reaction
and being brushed off.

Ask the Right Questions

Instead of, “Can we get more distribution?”

Ask:
+ “What trends are you seeing in the category that we can align with?”
» “What would make this product a no-brainer %

for expansion?”

» “What’s the biggest challenge for your
category this quarter?”
These questions shift the conversation from selling

to collaborating—which is what buyers prefer.

Keep It Tight and Relevant

Your emails should be short,
clear, and valuable. Avoid
long blocks of text; stick to
key data points and

actionable next steps.
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Final Thoughts:
Build Relationships, Not Transactions
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The brands that win in retail are the ones that buyers trust. And trust isn’t built in

one meeting—it’s built over time, through consistent follow-through, strong

collaboration, and making the buyer’s job easier.

So, before your next retail pitch, ask yourself, “Am | selling or am | solving a
problem for the buyer?”

Remember, the brands that solve problems don't just get on shelves—they stay there.
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At Jekyll + Hyde Labs, we Ay A -
live and breathe consumer
packaged goods.

No advertising agency in America has the depth of knowledge or the
connections within the industry that we do. We love entrepreneurs and
want to help every brand succeed.

If you think you could benefit from learning more about us and what we
can do for you, please reach out.

JandHLabs.com

cpg Insiders

The CPG Insiders Podcast brings the insights and expertise that
Jekyll + Hyde has gained and leveraged across more than two de-
cades in the advertising business, becoming the top agency in the
country for CPG challenger brands. The show offers useful per-
spectives on creative and media strategies, product packaging,
retailer needs, trends, traps to avoid and more about what it truly
takes to succeed at retail.
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