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Widgets - Topline Overview 
This report focuses only the Widgets category. 

The Thing category ranks 56 in natural accounting for $12.9MM; 
up 12%. 

Brand A is the top selling brand accounting for 29.8% of total 
category sales. Brand B is the number two selling brand 
accounting for 21.2% of total category sales. 

 
 
 
 

Widgits are the largest sub-category within the category accounting for $6.5MM; up 10.9% 
 
 

Brand A is the top selling brand accounting for 43.5% of total  
subcategory sales. Brand B is the number two selling brand 
accounting for 27.1% of total subcategory sales. 
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The top selling flavors are:  
 

The top 10 flavors account for $2.1MM. All but rose are 
increasing. The top four flavors account for $1.6MM, almost half 
of the subcategory total sales. 

 

The top four Brand A Flavors 
are the same as TTL US. 
They account for 49.5% of 
total sales. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

There are 54 total flavors 
tracked. Most of those Flavors 
take valuable space away from 
the top selling flavors in the sub category. Only 26 of the available 
flavors are represented above. The top selling flavors in TTL US 
should be in distribution in all accounts. Section size should be the criteria in deciding how many 
flavors should be in distribution: the smallest store sections would not have as many flavors as larger 
store sections. 

 

.5 and 1 ounce total regular sales account for $2MM in sales. 

While I do not fully understand the need for so many different size offerings, 
it is apparent that many of those additional sizes are diluting sales and could 
potentially be taking sales away from the top selling offerings. For example, 
there are 16 size choices in Regular alone. This only serves to confuse 
consumers and dilute brand equity. Furthermore, this makes effectively 
promoting the category almost impossible, 
especially since consumers don’t think in terms of 
promoted price per ounce. 

There might be an opportunity for Brand A to take a 
leadership role here. This may in turn improve your 
credibility as a strong advocate for the category in 
the retailer community and your consumers. 

 

24 wks Current Dollars Dol Shr $ % Chg 
Total Brand A .50 $4,829,174 78.7% 8.2% 
Total Brand A 2.0 $799,389 13.0% 24.6% 
Total Brand A .33 $497,067 8.1% -7.3% 
Total Brand A 1.0 $7,229 0.1% -47.3% 
Total Brand A 1.66 $681 0.0% -76.1% 

Ounces Dollars $ % Chg 
0.5 $1,277,122 4.8% 
1.0 $718,697 9.1% 
2.0 $259,004 2.5% 
0.2 $239,883 23.6% 
4.0 $216,165 17.3% 
0.3 $149,923 (1.1%) 
0.3 $134,686 (26.9%) 
0.1 $41,576 (3.5%) 
0.3 $38,032 na 
0.5 $26,157 (10.0%) 
15.0 $19,229 2.3% 
0.0 $18,470 1.0% 
16.0 $13,747 29.9% 
10.0 $7,146 24.9% 
0.3 $4,782 2073.8% 
1.8 $4,027 1.3% 
6.0 $2,858 237.8% 
0.6 $2,428 (1.0%) 
0.3 $2,258 119.3% 
12.0 $1,816 9.1% 
0.1 $1,218 101.7% 

 

 
Size - 

Regular 

 
Current 
Dollars 

 
 

$ % Chg 
0.5 $267,325 11.0% 
1.0 $152,095 -11.3% 
2.0 $110,831 45.8% 
4.0 $62,436 25.8% 
0.3 $42,292 5.4% 
0.2 $40,334 27.9% 

15.0 $19,229 2.3% 
0.3 $19,165 -50.0% 
0.3 $10,839  

16.0 $1,322 149.9% 
0.3 $500 24.6% 
3.0 $363 323.5% 
6.8 $189  

0.3 $145 4.0% 
0.1 $66  
0.2 $36  
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Flavor performance comparison: 

.5 ounce is growing the fastest. 1 ounce has strong 
sustained growth in the category but the growth does 
not come from Brand A. This is not a strong 
opportunity area for Brand A. 

Large count packs grow most categories. There are 
a lot of promotional and pricing opportunities with 
large count packs. Most consumers perceive these 
offerings as having the greatest value. 

2 ounce Brand A is growing faster than the category 
but, there are few other players in this size segment. 
There might be an opportunity to take a leadership 
role in this size segment thus creating a competitive 
advantage and capturing new loyal customers. 

The bottom line is that this is a very confusing 
category that is hard to shop. Retail space is limited, 
a strong campaign built around increased turns, a 
steam lined category, better promotional 
opportunities, a common – easy to understand price 
point, and better shelf management will grow sales - 
a true win-win scenario. 

 Current 
Dollars 

Dollar 
Share 

 
$ % Chg 

TOTAL .50 $5,172,022 39.7% 7.6% 
TOTAL 1.00 $2,944,630 22.6% 17.2% 
TOTAL 2.00 $1,044,541 8.0% 16.3% 
TOTAL 4 $888,938 6.8% 16.9% 
TOTAL .33 $770,306 5.9% (1.8%) 
TOTAL 1.66 $681 0.0% (76.1%) 

 

24 wks 
Total Size 

 
Current 
Dollars 

 
Dollar 
Share 

 
 

$ % Chg 
0.5 $5,172,022 39.7% 7.6% 
1 $2,944,630 22.6% 17.2% 
2 $1,044,541 8.0% 16.3% 
0.17 $928,536 7.1% 40.1% 
4 $888,938 6.8% 16.9% 
0.33 $770,306 5.9% (1.8%) 
0.34 $650,633 5.0% (7.6%) 
0.07 $169,694 1.3% 34.9% 
0.51 $119,878 0.9% 10.7% 
0.03 $82,770 0.6% 0.7% 
15 $76,963 0.6% 23.3% 
16 $68,441 0.5% 25.5% 
10 $22,827 0.2% (38.6%) 
1.8 $17,486 0.1% 20.2% 
0.25 $13,440 0.1% na 
0.64 $11,386 0.1% (11.2%) 
0.27 $8,815 0.1% 1142.6% 
0.3 $7,418 0.1% 63.2% 
12 $6,564 0.1% 22.1% 
0.45 $5,860 0.0% 715.7% 
1.03 $5,435 0.0% 28.7% 
6 $5,285 0.0% 26.5% 
0.08 $4,348 0.0% 8519.4% 
1.7 $2,463 0.0% (32.6%) 
5 $2,007 0.0% (16.6%) 
0.1 $1,742 0.0% 26.0% 
3 $1,405 0.0% (17.8%) 
0.13 $892 0.0% (68.5%) 
0.14 $870 0.0% (33.7%) 
128 $689 0.0% na 
1.66 $681 0.0% (76.1%) 
0 $599 0.0% (72.5%) 
6.8 $374 0.0% (20.1%) 
0.16 $373 0.0% (74.8%) 
0.2 $352 0.0% (12.8%) 
0.12 $59 0.0% (95.5%) 
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Region 1 has the largest share of Widgits . 
 

Dollar Share of Region 

 
Region 1 

 
Region 2 

 
Region 3 

 
Region 4 

 
Region 5 

 
Region 6 

 
Region 7 

 
Region 8 

21.9% 18.8% 16.8% 16.4% 13.8% 5.3% 3.7% 3.3% 

 
Retailer view: top-selling flavors: 

 

 
 

 
Brand A: 
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Brand A is a strong brand with tremendous potential. 

My first recommendation would be to consider the above recommendation regarding the 2oz size 
segment. 

Distribution is very inconsistent in the natural retailer community. Consistency will help drive sales by 
insuring that the top selling SKU’s are available at every retailer store. The biggest frustration for any 
consumer is to not find their favorite item when they shop. The best way to address this is to first 
insure that every store has the top selling items. Incremental items should be available when shelf 
space permits. Below you can see how inconsistent your distribution is in the natural channel – for 
the top 50 items. 

 

The top selling items should be available in every store. The top row identifies the total number of 
stores where Brand A is sold. In a perfect world, you should see that same number on all of the top 
selling items listed above. Some stores have no Brand A sales, this is another opportunity. This chart 
tells me that you are trading sales between the top selling items and poor performers. To fix that I 
have a plan: 
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There are 103 .5 ounce Brand A items selling in the TTL US. The racks hold 13 items. Racks should 
be set up so that they are consistent across the country. Tray distribution should be geared toward 
certain strategic objectives like pricing, promotion, turf protection, etc. For example: 

 
 

Category Strategies 
 

Strategy Characteristics 
 

Strategy Focus 
 
Traffic Building 

High Share, Frequently 
Purchased, High % of Sales 

Draw consumer traffic to the store 
and/or into the aisle. 

 
Transaction Building 

Higher Ring-up, Impulse 
Purchase 

Increase the size of the average 
category transaction 

 
Profit Generating 

Higher Gross Margin, Higher 
Turns 

Ability of the category to to generate 
profits. 

 
Cash Generating 

Higher Turns, Frequently 
Purchased 

Ability of the category to generate 
cash flow. 

 
Excitement Creating 

Impulse, Lifestyle-Oriented, 
Seasonal 

To communicate a sense of urgency 
or opportunity to the consumer. 

 
 
Turf Defending 

 
Used by Retailers to Draw 
Traditional Customer 

To aggressively position the category 
to appeal to the consumer in 
comparison with the competition. 

 
 
 
Image Creating 

 
Frequently Purchased, Highly 
Promoted, Impulse, Unique, 
Seasonal 

To communicate an image to the 
consumer in one of the following 
areas: price, service, quality, or 
assortment. 

 

 
The number of racks in distribution is dictated by the amount of shelf space available. If the smallest 
store can accommodate only two racks than only the top selling items should be in those racks. The 
second level might be four racks, six racks, eight racks, etc. The first two racks then would be the turf 
defenders. The second two racks might be geared toward one of the other strategies. 
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These are VERY basic examples of a possible strategy 

Example 1: 

 

. 
 
 
 
 

This slots items in 
the first two racks 
based solely on 
sales in TTL US. It 
does not look at 
sales increases or 
declines. 

 
 
 
 
 
 
 
 
 

Example 2: 
 
 

This slots items in 
the first two racks 
based on both top 
sales and top selling 
Flavors. The slower 
moving items and the 
items with large 
declines have been 
moved down in the 
list. 

 
 

You might also base 
tray distribution on 
Flavors – one of 
each flavor. 



8 

 

Brand A .5 oz sales ranking 
 
 

A better strategy would focus on the key drives that Brand A wants to focus on – like flavor, etc. 

KPI (Key Performance Indicators) are a way to achieve these objectives. 

There is a lot more to be considered, like the consumer piece, before creating actionable KPI’s. 

Based on the above, my recommendations would be: 

1) Take a leadership role in the category. Show the retailer community that you have a plan to 
drive sales, increase turns, manage inventory, and increase traffic 

a. Encourage retailers to discontinue strange sized items with small sales 

2) Consider developing a 2oz line to compete with Brand B 

a. Select about 20 flavors for this line – only the best sellers 

b. Price them so that they are competitive – perhaps at a 5% higher price. A price that 
suggests that your offering is still the premium product. 

c. Develop a promotional strategy that discounts the line to match Brand B pricing several 
times a year. The goal is to take the Brand B buyer out of the market and convert them 
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to Brand A. The 2oz line would represent your most aggressive strategies. It will 
cannibalize your .5oz line but you should be able to minimize the effect if managed 
properly. Also, don’t place the 100% organic seal you spoke of during your sales 
meeting on the 2oz bag – use it to differentiate your .5 ounce line first. 

3) Develop mandatory .5oz tray schematics and change the racks in each store 

a. 100% ACV distribution for top selling items in first two racks will increase sales: 
 

 % Chg 52 weeks 

i. Retailer A 54.7% $ 10,907 

ii. Retailer B 65.7% $489,810 

iii. Retailer C 82.3% $ 63,839 

iv. Retailer D 73.6% $317,230 

v. Retailer E 66.9% $ 76,020 
 

Total 86.7% 

Assumes no discontinued items in any store. 

$957,806 

 
 
 
 

4) Develop a set of KPI’s that address the following 

a. Distribution 

i. “C” size stores must have 2 racks and all 2oz items 

ii. “B” size stores must have 4 racks and all 2oz items 

iii. “A” size stores must have 6 racks and all 2oz items 

b. Pricing 

i. .5 oz must be priced … compared to Brand B ….. 

ii. 2oz must be priced 5% higher than Brand B (price per ounce) 

c. Promotion 

i. .5oz … must be promoted …. 

ii. 2oz …  must be promoted …. 

d. Inventory Management 

5) Develop a branded line of sack lunch packaging to increase consumer acceptance and trial 
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a. Use the newly found shelf space, from removing the strange sizes, to merchandise 
these items. 

b. Offer assortments of top selling flavors in consumer friendly bonus packs 

c. All should be branded Brand A 

d. All should offer the retailer high margins 

e. Tie new line into promotions with your products 

f. Offer coupons to drive excitement ($1 off with purchase, etc) 

6) Create an incentive program that follows your new strategy – also include broker 

a. KPI 1 – 100% ACV objective 

i. 2 racks in every store with live data, etc 

b. KPI 2 - ???? 

i.   Additional racks    

7) Create a comprehensive marketing strategy complete with scorecarding for both internal and 
external use. 

 
 

Note: This presentation has been modified to mask brands, categories, items 


