
Evolution Of The Promotion

• Sales and marketing conference planning 
committee session- Dec. 11/12 2006.

• PPC/General Mills- 2006 business review 
and 2007 planning meeting – Jan. 18, 2007.

• IFDA partners meeting, Amelia Island, FL –
Feb 12-14, 2007.



Commitment to Making it Happen

• Truckload.

• 1860 cases.

• Seven SKU’S.

• Product launch promotional funds from GM.



Planning at the Distributor Level

• Planning meeting with Sales Manager, Marketing 
Manager, Marketing Assistant and Corporate Chef

• Overall goals set :
– Interaction at all levels – Operators, DM’S, DSR’S, CSR’S and 

Brokers.
– Create excitement and product awareness.
– Engage our customers.
– Create Sales Team competition.
– Drive traffic to the company website.
– Sell 1,700 cases.
– Have Fun!



Execution of the Plan

• Determined the promotion period of  
March 19 – July 13, 2007 (17 weeks).

• Two weeks to set the plan in motion.

Here is what we did :



A. Sales Department Meeting to 
“Kick off” the Launch / Promotion



B. Product Training



C. GM Training Video



D. “Hands On” By Sales Team



E. Introduced The Promotion



The Promotion

• A- Customer Incentive
– Summary page for DSR on what customer 

receives:
• Off invoice promotional allowance through July 13th

or until truckload gone – pricing advantage.
• Coupons.
• “Grand Muffin Slam” Bake off  creativity contest –

drive customers to our website.
• Promote – foodservicerewards.com



Customer Incentives



Customer Incentives



DSR – “Batter Up!”

• Summary page for DSR on what “they” receive:
– From GM - $10 gas card, entry for Ford Edge for each 

coupon.
– DSR spiff – Based on overall company results 3 

levels of goals set.
– Grand Muffin Slam Contest

• Weekly Contest
– Post results. 

– Reward - $50/Wk.

• Pillsbury Series Champions



DSR Incentives



DSR Incentives



DM’s

• Sales dept. divided into six districts.
• Engage the DM’s

Cash payout to:
DM who’s district has the highest “average 

cases delivered per DSR”
1) $1000
2) $750
3) $500



Customer Service / Inside Sales Dept.

• Training Session – March 21, 2007
• Promotion “Kick Off”
• CSR spiff – Three levels of company 

goals, increased earnings with each  level 
achieved.

• Daily tracking



CSR Incentives



Engage The Broker:

• Goal- Sell 1500 cases, our two broker reps 
each earn $250



Other Marketing Sources:

• www.poconoproduce.com
– Recipe ideas

– Training Video
– Recipe Contest

• Telephone  “on hold” messages.
• Email blasts to customers.
• Message on daily invoices.



Website Promotion



Recipe Contest

• Objectives:
– Broader use of products to all day parts.

– Beyond muffins for breakfast.
– Engage our customers.

– Drive Traffic to the website. 



Recipe Contest

• Here is what we did:
– Solicited response through our website.
– Gathered responses over an eight week period.

– Committee selected the eight most creative recipes. 

– Invited the eight finalists to PPC for “bake off” competition.
– Selected independent panel of four foodservice professionals as judges.

– Two heats of four presentations.

– Judges completed scoring of each presentation based on  six criteria.
– Tally of scores by PPC Controller.

– Reception held at end of contest where winners were announced

– Prize money awarded – 1st = $1000 2nd = $750 3rd = $500 4th = $250



The Bake Off



Results
Bake ‘n Joy v. Pillsbury

1. Bake ‘n Joy (3/1/06 – 2/28/07 ) 12 slots
• Customers – 67 (placements)
• Cases – 287
• SKU’s – 12
• Avg./SKU – 24 cases/ per SKU/ Yr. (52 weeks)

2. Place & Bake Muffins
• Customers – 290
• Cases – 1509
• SKU’s – 7
• Avg./SKU – 216 cases/ per SKU / (17 weeks)



Q & A 

• Questions for the Team?

Presented by:  
Stephanie Bailey
Susan Kujava
Mike Riley


