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White Table:

fhe top end of the market, referring to both
demographics and check average.

Aguaculture:

Seafood products that are easy to grow, require little
Investment or hard work and yield great profits
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White Table Market Overview
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VWiarte Talﬂ"lm-kets are minoxity, producers toe the overall

MEIgELS
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Foodservice Retail 6%
29%

“Wanna Be Segment confuses this
percent
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WHINEIVGIBERIVIARKETS have the following subs

SEMINENLST tHESETSUD-SegmeEnts have: manyasiificreni

rarnes: - _-—
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<1% Charlie Trotter

Dean & Delucca
Les Nomad

—— '._'_ -
—

=== White Markets Whole Foods
———— Shaw’s Crab House

T
—

“Wa;ma Be’s” Add-Ons to general
markets
Flemings
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IENIEEWS o theNWWhite TapleViarkets imcltces
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: Quiality of Product
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~ Lion share of
Profitability exist
here

clectic Blue hite

Pack my fish Selling to Realist
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DiIstributor market




Dis’tributﬁ@- the White» Table markets«ware

CllaelfelCre : R
Cliielaecte Zed by - — I —

B E=QeUSH White dlable Markets are the focus

S SDemonstrates vendor dedication/ loyalty/ exclusivity

S ECommitment to some higher level of integrity
- (ltpains me toisay, “some level™)

-';'—_" e ==

f" ____ﬁ{ Maintains customer loyalty and profitability through
:‘77':7—- ~  custemer training

~ 48 [ow employee turnover

48 Understands Profitability
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PEESEUCINg 1S also key to product success:
o P
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9B Eor key products, you need te work en single sourcing:
: Wegolate prce conacis iiariavesauait capaniites

B Eraining the vendor Is key to reaching the expectations of
: ' *thie White Table Markets

“f would rather work with a vendor to get it right

than throwing them under the bus”
John Livaditis
Plitt Executive
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Jo you cheat?

S Blended Scallops
. @ Gassed Fish nowv includes whole: fisf
"~ &Species Switching
= &Short Weight
" &Product Pumping (how much water can that fish hold)
S Price Changing
#&Erozen to Fresh Magic

Integrity starts at the top




BEIENEINESEVICE and profitsNs tricky:
_ -

Train the Customer

-"-" .
SerwcAe‘ PrOfItAS_-‘
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There zife tolEele ESSOISILO deal WithasElSTOme s

Profitable Pays Their Bills Easy To Deal With

You need 2 of the 3 reasons to
adeal with a customer, know when
to cut your losses

You could learn something
here !




Trie ey tom-success arestheyming and
VERSERVeIVediinWater to plate seurcings

y Air/Boat/ Air/Boat/ Air/Boat/ Truck
= Truck Truck Truck

o e

—

\ — Process Plant—Buyer —Master Distributor/Re-Packer —Distributor —Retail/Food Service Customer

A
-"'.
-D

: _ar]t-—>Broker » Distributor —Retail/Food Service Customer

—
=

“Fresh fish has a 12 -day
life, how many days did
you leave for your
customer”
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Good News .

-

r\_o uaculture ISt reguirement te fulfrll
Buergrewing glebal demand
for seafood




AglEculiure vs, Wild and the White Table Markets:

’——"
Aquaculture

Activist

Media

One Bad Apple
Profitability

Media Activist
Health Media

“Foodie” Market Inconsistent
Freight Opportunity

End Customers really do not
understand the difference between
Wild and Agquaculture
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T The eyt suceass s atlilcline) 2l seilas ciglpltiiey siideeii
S(fe=huys).

ot

@ 5ie White Table Markets will run both specialty and
siapleritems; it is difficult to build consistency with
= Specialty items.
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Where does your
Aquaculture Product fit?




Priciric) i food seriee df re segments, resulitsin
trie followirlefelEfiele)ag[els .
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IS 2296-24906 over
COGS

Offering
Fatigue

Re-buy

Staples Specialty
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Wiele details on distributor financials
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Do not be fooled by

Cross 2rojle G Distributor GP %....we all
= have formulas....it all gets

== to the low 20s
Pleiflt Ofef

— Labor
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—— SGA

Ner Income
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Sitie success nclude:

——

N GIIOBEE Y/ OUI AIStIbULOrS: careriy
O c/o Vollr reésgzlrcy,

o1 00, d/Iect:

SNG/O0SE YUl Segments to achieve a sales annuity

[/t /S not profitable....don’ do It......or make it profitable (don't be
afrald to ra/se your prices
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