
General Mills, Inc.
Steve Harris 
steve.harris@generalmills.com

The Hershey Company
Brent Cotten
bcotten@hersheys.com

Jack Link’s Protein Snacks
Scott Hill
scott.hill@jacklinks.com

Kellogg Company
Bill Henry  
bill.henry@kellogg.com

The Kraft Heinz Company 
Mark Prochorenko
marl.prochorenko@kraftfoods.com

Mars Wrigley 
Confectionery US, LLC 
Mike Gilroy
mike.gilroy@effem.com

Oberto Brands
Mark Falconi 
mark.falconi@oberto.com

Proctor & Gamble 
Vince Delgado  
delgado.vm@pg.com

Select a manufacturer category captain and validator to help you  
make the right category management decisions by applying a 
holistic, data insights–driven category management process.

Focus on Core SKUs in each category segment—the proven 
winners over time; the “best of the best.”

Product performance drives the placement, and a cost share 
program with manufacturer participants is developed after the 
products are selected. Each manufacturer pays for their share of 
space on the rack.

Assure retailer compliance by tracking rack placements, monitoring 
the in-stock position and the integrity of the planogram.  Quarterly 
compliance reports are to be provided to participating manufacturer 
partners on a quarterly basis to obtain funding.

Take advantage of the studies and materials to train your sales 
organization how to sell the value of your program to your c-
store customers.
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Contact one of the manufacturer
representatives listed here, or

your local sales representative, 
for support in developing your 

program

D eve lo p ing  “Your C a n d y   
a n d  S n a c ks M V E Programs”

G E T T I N G  S TA R T E D
S T E P S  F O R  S U C C E S S

O V E R V I E W

M  A N U FA C  T  U R  E  R  
C  A N D Y  &  S N A C  K S  M V E

 C O N TA C T S
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D E V E L O P  A
B A L A N C E D

D A T A - D R I V E N
P R O C E S S

Selecting the SKUs for the Candy & Snacks MVE 
is a Holistic Data-Driven Process.

Multivendor endcaps (MVEs) are a proven success for all trading  
partners in the convenience channel and exemplify category  
management at its finest by featuring the best-selling, highly-
impulsive SKUs across each candy andsnacking segment.

Appoint a category captain and validator (trusted manufacturer 
partners) as advisors, to help guide your category management 
team in the development of the MVE planogram and to provide 
additional resources.

Once you have assembled your project team, it is important to 
source the right data.  Your own data is very important, but you 
need to validate versus the market to establish best sellers in each 
category segment.

Use multiple data points
 Review your own SKU movement and determine the best

sellers for consideration in your planogram
 Review market, national, regional, syndicated or CDA

InfoMetrics data as a check and balance to assure that you
haven’t missed any SKUs

Whether you’re developing a candy or snacks MVE program, the 
process is the same. You bring the breadth of the category to the 
MVE.  

For candy, the MVE should consist of all of the category segments; 
chocolate, non-chocolate, gum & mints.  For snacks, space should be 
dedicated to salty, sweet and alternative.

Share of space on the MVE should be determined by each 
segments contribution to total candy, or total snacks sales.

T H E
C O L L A B O R A T I V E

P A R T N E R S H I P

T H E
D A T A  E L E M E N T S

P R O P E R L Y  S I Z E
T H E  C A T E G O R Y

S E G M E N T S



M A N U F A C T U R E R
S U P P O R T  &

F U N D I N G The MVE Rack Program is created in 
Collaboration with Manufacturer Partners and is 
Managed by Each Distributor as it is “Their Own 
Unique Program”

Manufacturer support & funding of the MVE program is strictly 
between each distributor and their manufacturer partners.  
Each distributor owns that relationship with their manufacturer 
partners.  

Since SKUs selected to be on the MVE planogram are 
determined by the best sellers, according to data; manufacturer 
funding of the rack should be determined after the planogram is 
developed.  This holds true to holistic category management 
process.

Best Practice Considerations
 MVE program support payment potential elements

 Space Allocation (fair share of space) or other agreed to
method developed between each distributor and
manufacturer

 Rack Payments may include reimbursement for:
 New MVE Rack Cost
 Annual Retail Placement Incentive
 Sales Spiff (placement & set up)

An example of the “Cost Share” Excel spreadsheet can 
be found in the Resources section of the Warehouse-
Delivered Snacks page on CDA's website.  

F U N D I N G  I S
E X C L U S I V E L Y  A

D I S T R I B U T O R
M A N U F A C T U R E R

M A T T E R

B E S T  P R A C T I C E
C O N S I D E R A T I O N S
F O R  C O S T  S H A R E

D E V E L O P M E N T



M A N U F A C T U R E R
P R O G R A M

C O M P L I A N C E  &
T R A C K I N G

Manufacturer MVE Program Compliance & 
Tracking is an important requirement of 
managing Your MVE Program

Manufacturer MVE program compliance and tracking 
requirements are important for multiple reasons :
 Verifies MVE placement
 Validates planogram integrity
 Assures future funding based on a measurable ROI for your

manufacturer partners (internal accountabilities)
 Keeps all parties focused on execution

Manufacturer MVE Program Compliance Tracking & Requirements 
ü SKUs on the rack are to be determined by a category 
management process, selecting the best-selling SKUs across 
segments.  It is not a new item fixture. (cost share is at the end of 
the process)
ü All SKUs placed on the MVE are secondary placements – a Key 
To Success
ü Quarterly reports from participating distributors, by account, 
rack type, SKUs, & movement (CDA InfoMetrics tool can assist 
members)
ü Refresh MVE planograms annually or semi-annually

Retail Commitment & Compliance (your requirement examples)
 Develop a one year contract for placement of the MVE that is

renewable annually
 Determine placement incentive
 Develop your own requirements

 Commitment to the location of the MVE in the store (path
to purchase, front end, across from beverage cooler)

 Maintain the integrity of the planogram (keeping all
SKUs on the POG for the specified period of time, no
substitutions)

 Provide retailer with MVE item performance reports
 Get credit for bringing a powerful solution
 Helps assure renewal in subsequent years

T H E  B E N E F I T S  O F
T R A C K I N G  &

C O M P L I A N C E

M A N U F A C T U R E R
M V E  P R O G R A M

C O M P L I A N C E
&  T R A C K I N G

R E T A I L
C O N T R A C T

M V E  P R O G R A M
C O M P L I A N C E



K I C K  O F F

Ideas and thoughts for Launching a Successful 
MVE Program

 Sell the program internally to create excitement and
commitment

 The value of incremental profit by increasing same
store sales in profitable distributor categories

 Gaining more space in the store for your products
 Develop a compelling selling story that your sales

representatives can clearly articulate (leverage the studies
and presentation materials of the committee, to augment
your story)

 Practice at sales meetings
 Make a Big Splash

 Kick off at a trade show
 Display your MVE racks fully loaded with product
 Develop a dynamic keynote presentation

 Continuously reinforce with retailers
 Great Brand Strengths across all category segments
 Only multi -vendor can deliver the best of the best
 Higher Margins than DSD
 The MVE deserves prime placement

 Get retailer testimonials
 Measured success
 Include in your publications or newsletters
 Invite them to co -present at a show

 Recognize/reward your best sale team for execution
 A best of the best award might be appropriate

L E A R N  T O  T E L L
T H E  S T O R Y

C R E A T E
E X C I T E M E N T

S E L L  I T
I N T E R N A L L Y

L E V E R A G E  T H E
D A T A  &  S T U D I E S

R E I N F O R C E  T H E
M E R I T S

M E A S U R E
S U C C E S S

R E C O G N I Z E  T O P
P E R F O R M E R S
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