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Agenda

» Section 1: Planning for Growth

e Strategy — 3 ways to grow
e Sales —how to get more customers
* Finance — cash forecasting

» Section 2: Managing Operations

» Key performance indicators
* Financial reporting

» Storytelling, Q&A

» Preview of Social Impact Measurement

(Erica Barbosa)



Financial Forecast
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Planning For Growth

Sales Finance

Three ways to
grow



Three Ways To Grow

Make it easy * Market * Line/flavor
Drive pull-through penetration extension

Minimize out-of- * Geographic * Adjacent
stocks expansion categories

Optimize pricing




Evaluating Growth Opportunities

Plan time spent driving the top line
— by individual and across the team

Buyers, Foragers,

Sales Reps
Sales Managers Product Developers

While balancing




Planning For Growth

Three ways to How to get more Cash forecasting to
grow customers determine financing
needs



How To Get More Customers

Know the customer

Positioning Know how to talk to them

Build a sales pipeline and track results




Segmenting The Market

Retail — direct
Wholesale — through
intermediaries

Commodity types
Fresh vs. value-added

Primary markets
Entire trading area
Along existing routes

Consumer, chef
Who’s the buyer?
Distributor, mgmt. co.
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Selecting a Target Market

* INW
°* INW
°* INW
°* INW

NIC
NIC

NIC

NIC

n you are differentiated
N you can deliver value quickly

n customers are accessible

n there are adjacent markets for growth
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Segmentation, Target

Price

Farmer’s Restaurant &
Market, CSA Grocery Chains

Specialty Grocery
Chefs

Specialty Broadline
Distributors Distributors

Volume
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Bottom Up Market Sizing

Number Total Spending Total Spending

in Market ~ on Category | on Segment Market

Contribution

Specialty Grocery

Chefs

Sources: Annual reports, company websites, Baker Tilly, SBA, interviews
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Segment, Target then Position

For [target end user] who wants/needs [compelling reason to buy] the

[product name] isa [product category] which provides [key benefit] |

Unlike [main competitor] | the [product name] [key differentiation] ,

For Chicago-area chefs who demand the highest-quality fresh ingredients
Wellspring Growers produces fresh salad greens and herbs which are
harvested within a few hours of delivery for optimal quality and shelf life

Unlike local-area farms for imports | Wellspring Growers produce

is locally grown and available all year
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How Do We Get From This ... to Operating Reality?

Price

Farmer’s
Market, CSA

Restaurant &
Grocery Chains

| Specialty Grocery
Chefs
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Volume
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A Great Growth Plan Shows Cascading Detail

e Sales pipeline is large
e Sales process is defined

Plan for service is sound

Costs to grow sales can be
MERET{E

Plan for talent and
resourcing

Tip o’ the hat to Malini Ram, Wholesome Wave
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How Do Customers Make Decisions?
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Source: McKinsey & Co.
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How Do Customers Make Decisions?

Consumers add or subtract brands as they
evaluate what they want

The consumer creates an initial set P;CT‘\’E EVALUA TIOIV

of brands based on brand
perceptions and exposure to
recent touch points

Initial L OYALTY LOOP
consideration Moment of
set purchase

Trigger

Aft hasi duct g Ultimately, the consumer
el A Qc selects a brand at the

or service, the consumer g
! E“\ moment of purchase

(o)
builds expectations based ShPURCHASE EXP

on experience to inform
the next decision journey

Source: McKinsey & Co. 13



Develop Tools for the ‘Decision Journey’

1 Consideration * Outbound marketing — raise awareness

Broadcast communication

Inbound marketing — get found
Sales kit — customized pitch

Sales and Ops coordination
Customer service in place

 Sales follow-up
e Customer relationship management
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Segment, Target then Position

What do customers care about?

Work backwards from customer to articulate the value of business

* Credit for local sourcing

Customer * Staying within overall budget (price)
segment cares _ e
about... * Tracking community impact
* Working with current PO system
Creative POS materials to tell story
We deliver... Affordable options by crop

Year-end statement with S, jobs

Ability to work with PO system
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Track Sales Activity

1

Consideration

Number of
Orgs

200
touches

50
pitches

25 new
orders

5 repeat
sales

Estimated S
Value

$500 ea.
$12,500

$1000 ea.
$5,000

Cycle
Length

Var.

1 month

1 week

1 week

Conversion
Rate

25%

50%

20%

75%
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A Great Growth Plan Shows Cascading Detail

We know our conversion rates and have a strong
pipeline

Target Customer Est Sale % Likelihood = Status

Customer A $20,000 100% Committed - anchor
Customer B $5,000 75% In discussion - pitched
Customer C $10,000 50% |dentified

Customer D S5,000 0% |dentified

Customer E $7,000 25% |dentified

Total Pipeline S3 million

Total high potential sales: Zsale * % = S1million Matches or close to sales projection!




A Great Growth Plan Shows Cascading Detail

Our profit will

grow because We know how costs will rise to get those sales
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Year 1 Year 2 Year 3 Year 4 Year 5
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Planning For Growth

Three ways to
grow

How to get more
customers

Cash forecasting to
determine financing
needs
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Determining Financing Needs

Start with business cash needs vs. what you
have or can raise

 Why do good businesses fail?
They run out of cash.
* P&Ls are nice ... but cash is king.

What's the difference?

Tip o’ the hat to Andy Whitman, 2x Growth Partners
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P&L vs. Cash

Would you like to start and own this business?

Revenue

Cost of Goods/Sel-
Gross Profit
Gross Margin
Sales
Marketing
G&A

Net Profit

Net Margj
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P&L vs. Cash

Would you like to start and own this business?

2013
v May Jun Jul , Sep Oct Nov Dec FY
Revenue - - $ 100 S $200 $250 S34 350 S400 S450 S500 S550  $3,250

COGS - - S 60 S120  $150 W 8210 S2

Gross Profit - - S 40 s- $120 $140 S1

Gross Margin % 40% y ¥0% 40% 40% 4

Sales - - S10 S $30 S35 Y.
Marketing - - S15 S2¢ S30 S38 S S53 S6L
G&A - - S20 J S40 S50 Sb S70 S80 S90 $100 S110 $650

Net Profit - - ‘ S(8) $(10)  S(13)  $(15) $(20)  $(23)  S(25)  s5(28)  $(163)
-5% -5% -5%

Net Margin % % -5% -5% -5% -5% -5% % -5%
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P&L vs. Cash

Let’s convert revenue to cash ...

NewCo Inc.

Revenue - | - - | 8150 |

REVENUE BUILD

2% Cash Discount

Bad Debt |

Returns

Discounts S8
Net Revenue $140

Cash Received

$200 $250| $300 $350  $400

$5 § $6 § $7 5 $8 g

$100

$10 25§15 $18 | $20

$186 $2200 $179| $326 $372

$500 | $550 | $3,250

$465 $512 | $2,875
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P&L vs. Cash

Let’s convert revenue to cash ...

NewCo Inc.

Revenue

I R R | 500 $550 [ $3,250
REVENUE BUILD

2% Cash Discount
Bad Debt

Returns

Discounts

Net Revenue

$a65  $512 | $2,875

Cash Received

$179| $326| $372 $384
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P&L vs. Cash

Let’s examine cash impact of COGS ...

2013

Mar Apr Mayé Jun | Jul Augé Sep Oct Nové Dec

$ 60 | $90 ? $120g $150? 5180? 52105 $24OE $270§ $300 ? $330

COGS DRILL DOWN

- $1,00q $2,500
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P&L vs. Cash

Let’s examine cash impact of SG&A ...

NewCo Inc.

Sales $325

Marketing

$488

G&A $650

Total SG&A s s . s248] $1,463

CASH MODEL

Sales
Marketing $15§ $15§

G&A © $100| $100

Cashimpact | $115 | $115 | $115 | $123 | $113 | $120 | $128 | $155 | $163 | $170

Note: Do by employee and expense line item.
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P&L vs. Cash

Let’s examine cash impact of 2013 ...

NewCo Inc.

Revenue - - 8- $3,250
CoGs IEEEE $1,950

Gross Profit - $1,300

Gross Margin % 40% 40%  40%  40%  40%  40%  40%  40%  40%  40%  40%

Sales $325

Marketing $488

G&A

Net Profit | | | |
Net Margin % 5% 5% 5% 5% 5% 5% 5% 5% 5% 5%  -5%
CASH MODEL

Cash Received $220 o

sales - 5 s w5
Marketing 553 $6O

G&A © $100| $100 g0 ss0

Cashimpact $(115) $(615) $(115] $(123) $(37) $(473) ' s(a76)




Determining Financing Needs

P&L vs. Cash

Remember...

* |t takes several times as long as you think!

* |t costs several times more than you think!
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Section 2

Managing Operations

* Key performance indicators
* Financial reporting
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Key Performance Indicators

What are KPIs?

» Metrics that measure what’s happening in the
company

» Assembled into a dashboard to help managers drive
the company
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Key Performance Indicators

What are KPIs?

» Metrics that measure what’s happening in the
company

» Assembled into a dashboard to help managers drive
the company

Why are they important?

» Tells you how you’re doing
» Early warning signal

> Helps team measure performance
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KPls and Financial Reporting

Function

Strategy

Sales

Purchasing

Inventory
Management

Operations

Accounting

Finance

Report

Operating Budget
(OB)

P&L with ending cash

Forecast — by $ and
volume

Availability report

Aging — inbound,
outbound, on hand

Trucking Costs
AR Aging
AP Outstanding

Bad Debt Expense
Audit Trail

Cash Flow
Income Statement (P&L)
Balance Sheet

Frequency

Set annually, updated
quarterly

Monthly

Set annually, updated
weekly

Annual target, quarterly
review

Set weekly, updated
GETHY,
DETY

Quarterly

Evaluate annually
Monthly

Quarterly

Quarterly

KPI

Reflects all KPI
targets

Cash on hand

Actual vs. plan

{Gross margin

Price vs. plan

Safety stock levels

Customer svc levels
Unsaleables

Expenses vs. budget

DSO
DPO

Responsible

General Manager

General Manager

Sales Manager

Sales Manager

Buyer

Whse Manager

Buyer, Whse
Manager

GM, Ops Manager

Bookkeeper

Bookkeeper

Finance Manager
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Thank You!



