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Everything in this white paper can be 

successfully implemented by Omni 

Alliance with the guidance of your 

team.  Omni will help you create a 

profitable multi-million dollar 

business in the U.S.

 

The U.S. retail market has enormous 

sales potential. Omni’s unique 

combination of “sell-in” and 

“sell-through” has been designed to 

drive U.S. success. Omni can serve as 

a turnkey U.S. sales & marketing team 

eliminating the extensive learning 

curve usually involved in entering the 

complicated U.S. consumer market.

Your brand will benefit from our 

entire team’s years of experience, 

across all U.S. retail channels. Using 

Omni is an extremely cost-e�ective 

way to penetrate the U.S. market.

Introduction
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The Market
U.S. Retail sales hit a record of $6 trillion 

in 2018, according to the U.S. Census. 

That is better than the pre-recession 

high of $4.4 trillion spent in 2007. It's 

also a 50% increase from 2009's record 

low of $4.06 trillion. Retailing is 

undergoing two significant shifts. The 

first is technological, and the other is a 

result of changes in consumer behavior. 

Innovative new products are the 

lifeblood of the consumer product goods 

industry. They are vital to growing 

top-line sales and bottom-line profits for 

both retailers and manufacturers. In the 

U.S. Market each year thousands of new 

items are introduced into major retail 

chains. 

Selling a product into the major U.S. 

retailers can be extremely challenging. 

The U.S. retail market is enormous, and 

it o�ers incredible opportunities for 

growth. This white paper outlines the 

essential steps and roadmap on how 

Omni Alliance can help you in 

accomplishing your goal of successfully 

launching your brand in the U.S. market.  

The majority of these products do not achieve success due to the following:

• A lack of understanding of the go-to market strategies of the retail chains

• Lack of marketing strategies and tactics 

• Limited internal resources, leading to less focus on producing and launching the best 

possible product

• Weak launch or a poorly executed launch

• Ensuring once a product gets on the shelf it actually sells through
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Marketing

Roadmap - Go-to-Market Strategy:

ROADMAP PACKAGING WEB DESIGN VIDEOS DIGITAL 
MARKETING

Research the marketplace and conduct a competitive analysis on your brand category

Determine your brand goals

Identify and understand your ideal consumers and craft the brand value proposition

Determine the best retail channels and chains for your brand

Ensure pricing is structured properly for the  U.S. retail market

Coordinate U.S. third-party logistics firm/fulfillment house 
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Consumer behaviors have changed 

how they view and buy products. Your 

website is one of the biggest tools for 

marketing your brand.  “75% of users 

admit to making judgments about a 

company’s credibility based on their 

website design.”** . Also, statistics 

show that your website typically has 

between one and five seconds to 

retain your website visitor. 

This is hardly enough time to read and 

process any content.  One of the 

benefits of publishing good content is 

that it will increase the number of 

people who find your website through 

search engines. Search engines love 

content, especially frequently updated 

content, and if you want to get people 

to your site, it’s important to provide 

content people want to see. 

 

This means you have to find additional 

methods to retain the visitors’ 

attention or lose them to another 

website.

 

88% of consumers will research 

product information before they make 

a purchase online or in the store. This 

buying behavior trend emphasizes the 

importance of a website for today’s 

businesses and for it to be optimized 

across all platforms.

Website

**Source: Stand Preservative Technology

4manny@omniallianceinc.com +1 (201) 417-2067



As discussed in the introduction, each 

year the majority of new products fail.  

The reason is simple: you have 2.3 

seconds to grab the consumers’ 

attention, they use a shortcut in making 

their decision. That shortcut is product 

packaging. 

Think of Ti�any & Co.  For most people, 

the iconic robin’s-egg blue box is more 

recognizable than the jewelry itself. 

 

The consumer may make their first 

impression about your product and 

your company based on the way your 

packaging looks.

Unlike the saying “don’t judge a book 

by it’s cover”, although the total value 

of your product is not determined by 

its presentation, this is the first (and 

sometimes only) chance you have to 

win over a customer. 

Packaging
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5 Stats that Prove Marketers Need Video
1. Informing and Educating:
97% of marketers claim videos help customers understand products. (Hubspot)

2. Search Engine Optimization (SEO):
Over 80% of all tra�c will consist of video by 2021. (Cisco)

3. Staying Competitive: 
81 % of businesses are now using video for marketing. (Hubspot)

4. Getting Personal:
Live video will account for 13 % of tra�c by 2021. (Cisco)

5. Boosting Conversions:
90% of consumers claim a video will help them make a purchasing decision. (Social 

Media Today)

Video Marketing
Video Marketing is popular these days 

-- for one thing, it is an easy-to-digest 

format that gives our eyes a rest from 

the overabundance of text information 

online. This would be why the world 

reportedly watches 1 billion hours of 

YouTube social video per day.

Video is a versatile and engaging 

content format that not only gives us 

a real-life picture of what is going on; it 

is also easy to share across multiple 

platforms. Consumers like it because it 

is easy to digest, entertaining and 

engaging, and marketers like it because 

it can give a potentially huge return on 

investment (ROI) through many 

channels.
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Social Media 
& PR
Using Social Media is one of the best 

ways to promote your content, increase 

tra�c, and generate sales. To get the 

most from your content, you must 

harness the power of social media. Your 

content should be syndicated, distributed 

and promoted through social media sites 

such as Facebook, Instagram, Pinterest, 

and Twitter.

Social media increases brand recognition

Social media improves brand loyalty

Social media increases inbound tra�c

Social media boosts your brand’s SEO

Here are just some of the ways social 

media marketing can improve your 

business:
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Many brands view getting their products 

into Walmart or other big box retailers, 

such as Costco, as winning retail 

Olympic gold. Besides dramatically 

increasing a business’s profits and 

opening doors to other lucrative retail 

contracts, having your products on a big 

box retailer’s shelves gives consumers 

and other retailers the message that 

your company’s products are winners.

Retail buyers are looking for unique 

products. Remember, in so many 

product categories there is so much 

duplication that there is absolutely no 

incentive for a big box buyer to commit 

to carrying another one. The ideal 

product is something well di�erentiated 

from the other products in its category – 

and will still fit with the retailer’s current 

product lines. If you want to be in major 

retail chains, you have got to win over 

the buyer and show that you can 

overcome obstacles. Whether it is 

upgrading your packaging or changing 

your pricing, you have to show you are 

willing to work with the retailer.

It is challenging enough to get on a 

retail shelf, it is even more challenging

to sell through to the consumer.  It is 

important you have a complete 

marketing strategy outlined via PR, 

Social Media and Video marketing to 

drive consumption sales o� the shelf. 

This is outlined above in the marketing 

section of the white paper.

Sales
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Omni Alliance has long standing 

relationships with all of the major 

retailers throughout the U.S., 

including both national and 

regional chains. We understand 

these retailers’ go-to-market 

strategies, their systems, their 

processes, and their customers,

as well as and how to drive sales 

in their stores.

We will leverage these 

relationships and our extensive 

knowledge to place your products 

into the appropriate U.S. retail 

channels. Channels we currently 

work in include mass market 

retailers, big box, drug, grocery, 

lifestyle and specialty chains, as 

well as online and alternative 

distribution channels.

Contact us to discuss the possibilities of our companies working together.  

Email: manny@omniallianceinc.com

Phone:  +1 (201) 417-2067  U.S. Pacific Standard Time

 

Conclusion
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WWW.OMNIALLIANCE.COM

Omni Alliance Inc.

1 Venture, Suite 200

Irvine, CA 92618 USA
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