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S E L L I N G  +  P I P E L I N E

P r e s e n t e d  b y

P R O V I D E D  B Y



B U I L D I N G  Y O U R  W H O L E S A L E
C L I E N T E L E  F R O M  S C R A T C H

Identify your offer ing (product/price)

Identify your del ivery radius (how many mi les)

Outl ine your logist ics (days for del ivery each week)



W H O L E S A L E
C L I E N T E L E

Identify your target customer segments
specific to schools and intermediate
market channels:

This list includes non-institution buyers
because it will be important for you to
diversify your wholesale outlets to
support profitability of a wholesale
enterprise.

School buyers and SFAs
Early care and education centers
Food hubs
Local retail outlets
National wholesale distributors
Hospitals
Senior centers

F i n d i n g  Y o u r
B u y e r s



https://farmtoschoolcensus.fns.usda.gov/

Scroll to the bottom of this
page 

 
Locate the green search box
and type in your state to get

started.



https://farmtoschoolcensus.fns.usda.gov/census-
results/states/pa

Enjoy some census data as you
scroll to the bottom once again. 

 
Locate the green search box and
type in your more specific search

criteria.



CONSIDER THE
CLIENTELE

P o i n t s  o f  C o n s i d e r a t i o n  W h e n
O p e r a t i n g  i n  W h o l e s a l e

Sa le s  and  Mar ke t i ng  -
m i smatched  expec ta t i on s?

Is  it  a f it?

N O F A - V T  a n d  F a r m  t o  P l a t e
L o c a l  F o o d  W h o l e s a l e  M a r k e t  
A s s e s s m e n t  E x e c u t i v e  S u m m a r y
h t t p s : / / n o f a v t . o r g / s i t e s / d e f a u l t / f i l e s / f i l e s / r e s o u r c
e s / w h o l e s a l e _ e x e c u t i v e _ s u m m a r y _ f i n a l . p d f

P i t ch i ng  -  t he  s to r y  v s .  t he  da ta

Rece i v i ng  +  De l i ve r y  -  e f f i c i ency ,
t im ing ,  and  t ime l i ne s s

P roduc t  Qua l i t y ,  T raceab i l i t y ,
L i ab i l i t y  +  I n su rance  -  know
buye r  te rms  be fo re  you  ta l k

Marg i n s  and  whe re  you r
p ro spec t  fa l l s  i n  t he  supp l y
cha in



SUPPLIER
RECOMMENDATIONS

Putt ing i t  a l l
together  as  a

producer

N O F A - V T  a n d  F a r m  t o  P l a t e
L o c a l  F o o d  W h o l e s a l e  M a r k e t  
A s s e s s m e n t  E x e c u t i v e  S u m m a r y
h t t p s : / / n o f a v t . o r g / s i t e s / d e f a u l t / f i l e s / f i l e s / r e s o u r c
e s / w h o l e s a l e _ e x e c u t i v e _ s u m m a r y _ f i n a l . p d f

Choose crops you can produce
consistent ly

Work on relat ionships - get face
to face!

Understand product standards

Exploit  your unique advantages -
what 's  your value proposit ion?

Over communicate - do a lot of
l istening

Have strong food safety and
product traceabi l i ty  practices



What’s a pipeline document?!

I t ' s  c o o l e r  t h a n  i t  s o u n d s .



Let 's  look at  a  pipel ine  example !



S o r t  b y
s t a g e  o r
m o s t  r e c e n t
a c t i v i t y .

P I P E L I N E
H O W  T O

W h o  s h o u l d  I  c a l l  t o d a y ?

 
T h i n g s  y o u  c a n
l e a r n  f r o m  y o u r

p i p e l i n e

H o w  t o  p r i o r i t i z e
y o u r  t i m e . . .



P I P E L I N E
H O W  T O

Where do you tend to need to

push yourself in this process,

or f ind a new approach or

way of pitching?
T h i n g s  y o u  c a n
l e a r n  f r o m  y o u r

p i p e l i n e

H o w  m a n y  l e a d s  y o u
h a v e  i n  e a c h  s t a g e

Do you get stuck after init ial

contact actual ly gett ing a

meeting scheduled? Or after

the f i rst meeting when you

need to push for the f i rst

order?



P I P E L I N E
H O W  T O

On average ,  how long  does  i t

take  me to  land  a  new

cus tomer?

Why  am I  los ing  potent ia l

leads?  I s  i t  compet i t ion ,  o r

f i t ,  o r  someth ing  e l se .   

I f  i t ’ s  most l y  a  poor  f i t ,  how

can I  bet te r  popu late  my

p ipe l ine  w i th  potent ia l  w ins?

T h i n g s  y o u  c a n
l e a r n  f r o m  y o u r

p i p e l i n e

Questions to ask yourself



P I P E L I N E
H O W  T O Certainly you should get in

touch with prospects of school

buyers anytime. 

Summer actually could be an

ideal time if the buyer works

throughout the year. October

through March is l ikely the best

as they likely have a budget in

hand and know what they could

buy from you.

C o n s i d e r
O p t i m a l  T i m i n g

f o r  C o n t a c t s

W h e n  d o  y o u r  p o t e n t i a l
c u s t o m e r s  w a n t  t o  b u y ?



D o e s  t h i s  s o u n d
r e a l l y  h a r d  t o  d o ?

I t  requires
discipl ine!

 
Regular routine is

the key to success.



L e t ' s  g e t  i n t o  g r o u p s  a n d  
s e a r c h  f o r  p o t e n t i a l  b u y e r s !


