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ARTHUR ELLIOTT COMBINES
THE INSIGHT OF A CPG CONSULTING FIRM
WITH THE WISDOM OF A CHANNEL
SALES MANAGER AND THE EXPERTISE
OF A CREATIVE AD AGENCY.
THE FOSTER PROGRAM ACCELERATES
GROWTH OF EMERGING BRANDS
LOOKING TO EXPAND IN THE U.S. MARKET.

OUR
MISSION
We help our clients succeed in the natural products
market by using our experience to navigate the
complex set of factors that confront new brands.
Our focus on natural, organic, and sustainable products
follows our belief that natural, minimally processed and
sustainable goods are better for people and better for
our planet.
We value strong relationships with our clients and seek
to earn their trust and respect by always doing what is
in their best interest.

BESPOKE SOLUTIONS
A partnership designed to be flexible
to accommodate where you are
in your product’s life cycle.

SERVICES
Go or No go
DECISION

Feasibility Study

“A cross between a health
check and a reality check.”

*

Competitive landscape audit

*

Brand (packaging/share) audit

*

Review of relevant trends

*

Define target consumer/review consumer

*

Identify channel opportunities

*

Estimate market size

*

Review corporate structure

*

Cash flow analysis

*

Risk assessment

SERVICES
CPG Consulting

Creative Agency

Channel Sales

Business Planning

Brand Strategy

Sales Support

Brand promise
Brand identity
Brand messaging
Brand guidelines

Broker network management
Customer relationship management
Tradeshow planning

Market analysis
Consumer analysis
Competitive analysis
Forecasting
Marketing Strategy

Demographic analysis
Positioning
Product Development

Copacker evaluation
Logistics

3PL Selection and Management
General Business
Management

Regulatory compliance support
Backoffice support
Customer service

Design

Logo and branding
Product photography
Packaging design
Collateral design
Web development
Advertising
and Activation

Brand management
Media planning and management

Category
Management

Retailer line reviews
Promotional planning
Retail Compliance

Portal management
New vendor setup
New item setup

EXAMPLES
OF OUR
WORK

1
S T UDY

CHALLENGE:

CAS E

How do you breathe new life into an old US brand while at the same time
help this remarkable multi-generation family business with its own brand
launch into the US market?
SIMPLE HUMAN TRUTH:

People believe in products that are tried, true and tested.
STRATEGIC INSIGHT:

Tap into the draw of nostalgia. Why do all look back with such fondness
on the past? In simple terms, in order to make present struggles bearable,
we go back to better and happier times. The science backs it up:
psychological research indicates positive memories activate the reward
pathway in the brain, which is essentially a release of chemicals that
make us feel good. Escapism and nostalgia take us away from the boring.
SOLUTION:

Leverage the traditional history of the products to build a brand story
rooted in nostalgia but with a fun, modern, cheeky twist to the copy to make
these historical and new products anything but old-fashioned and boring.

G.R. LANE HEALTH PRODUCTS LTD.
BACKGROUND:

LanesHealth, a manufacturer of supplements in the UK since the 1930s,
entered the US market with Jakemans® Throat & Chest Lozenges and then
acquired Smith Bros.®, a well-known line of cough drops in business since
1847. Lanes believed both worked well together and were the perfect
alternative for consumers seeking relief in products that had been proven
to work for generations.

RESULTS:

Award-winning, highly regarded work that catapulted Jakemans Throat &
Chest lozenges and Smith Bros. cough drop brands into distribution across
all channels of trade across the United States with listings in more than
20,000 retail locations. Arthur Elliott’s FOSTER program helped establish,
nurture and foster relationships with top US retailers and distributors.
We provided Lanes the flexibility to introduce all its other brands into the
market as well by handling general brand management, branding,
marketing, sales, PR, logistics, and back-office support for both brands.
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CHALLENGE:

CAS E

A second-generation British family business was eager to launch their
environmentally-friendly household cleaning tools into the US market but
were unsure how to go about it.
SIMPLE HUMAN TRUTH:

American consumers are looking for durable and effective kitchen tools
that align with their views on reducing plastic waste.
STRATEGIC INSIGHT:

Environmentally-friendly cleaning tools are not inferior to conventional
ones. We can lead with the quality and effectiveness of our products and
offer the environmental message as an added bonus.

EASY DO PRODUCTS LTD./
LIBMAN BRANDS UK
BACKGROUND:

Easy Do Products Ltd. designs, manufactures and sells effective household
cleaning tools that have delighted its customers since its founding
in the UK in 1968. The company’s products are made from up to 97%
post-industrial and post-consumer recycled plastics and are themselves
recyclable. After launching Dishmatic® — the first fillable and refillable
dish scrubber— it became the kitchen essential of choice for millions
of households. Easy Do and its Dishmatic product were then acquired
by the 120-year-old Libman® family of companies. The Libman Company
provided exciting new long-term opportunities while guaranteeing the
ongoing pledge to focus on quality, service and product.

SOLUTION:

Take a quality product and modernize it by letting the consumer know
about the environmental benefits to better communicate and connect
with a new American eco-friendly audience mindset.
RESULTS:

Although Easy Do was eager to enter the US market, Arthur Elliott’s
FOSTER program experts started with a Feasibility Audit to ensure their
launch would be done right. After establishing the correct path forward
for US shoppers, we handled all aspects of the market introduction from overseeing the sales function to logistics and general management
of the US business. Today Libman Brands UK products are available in
more than 18,000 retail locations in the Food, Drug, and Value classes of
trade and just as well loved in America as they are around the world.
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CHALLENGE:

CASE

While many people are bilingual in Europe, many Americans are not.
Even a simple word that many know like “Merci” when they see it spelled
out confuses them (it gets read as ‘mercy’.) The tagline they were using
was “Thank You Means Merci” and the campaign that supported it asked
consumers “Who’s on your Merci list?”
SIMPLE HUMAN TRUTH:

People want to give gifts, and European chocolate is seen as an indulgence.
STRATEGIC INSIGHT:

The product was getting lost in translation. American’s gifting behavior
was the same, but the narrative that Storck (the parent company out of
Germany) put around Merci was not connecting linguistically.
SOLUTION:

MERCI

Simply switching the copy to read “Merci Means Thank You” was enough
to help shoppers confused by the names correctly pronounce it in their
minds, empowering them to feel better about the brand and follow through
with a purchase. Then, taking the next step to switch up the campaign to
say “Who do you want Thank? Give them Merci!” closed the circle to help
drive sales along with sampling the product in key locations like Walmart,
Meijer and Kroger.

BACKGROUND:

RESULTS:

Merci®, the chocolate in Europe that is known as the best gift when wanting
to say “thank you” to family, friends and co-workers, needed to grow its
share in the US. The packaging is elegant, the chocolate is delicious and
beautifully wrapped, plus the price point is very affordable. But while they
could gain distribution of prepack shippers, they were having a difficult
time selling the product through.

Arthur Elliott’s FOSTER program experts helped rewrite and promote the
new brand positioning for Merci, resulting in over 1.8MM Merci products
sold. 16MM impressions via sampling, online contests, SM, radio and OOH
supported by TV and FSIs gave the brand the visibility it needed to get
Americans to see it as the solution for all their everyday and seasonal
gifting needs.

Instead of navigating
through obstacles,
we help you avoid them.

Humans+Ideas

Delaney Lynch

Andy Pfeiffer

Phil Gentlesk

President

Managing Director

Client Development

Insights Director

Andy began his career at Coca-Cola
Consolidated working on a program
designed to increase incremental gains at
Wal-Mart. He then transitioned to the agency
world and began creating his own marketing
programs designed to drive retail foot
traffic into NAPA Auto Parts stores across
the United States. Today he applies over
20 years of collective advertising
knowledge to create programs that connect
brands and retailers with customers. Andy
received a B.S. in Communication Arts and
a Minor in History from Allegheny College
(PA). He further studied Essentials of
Marketing Strategy at the prestigious
Samuel Curtis Johnson Graduate School

Phil has been helping emerging consumer
products companies break into the US
market for more than 25 years. He joined
Arthur Elliott after leading successful
product launches in the specialty food,
personal care, OTC drug, and general
merchandise categories with Midlantic
Consulting. His work has led to his clients
gaining distribution in more than 20,000
retail locations in the food, drug, mass,
health, and specialty channels nationwide.
Phil holds a B.S. degree in Food Marketing
from Saint Joseph’s University and an
MBA degree from the University of North
Carolina at Charlotte.

Over the course of 17+ years in CPG
account management, Chris has guided
a series of well-known brands including
Red Bull, Vitaminwater, Europa Sports
Products, BodyArmor, and Fairlife to
proper shelf space and sales growth. He
brings a wealth of category management
to the team, working alongside an
extensive broker network. He provides
national, regional, and local account
management for brands in the health
and wellness, sports nutrition, and adult
nutrition categories. Chris attended the
College of Charleston where he received
a B.S. degree in Corporate Communications.

Delaney has worked with some of the
biggest global brands including Coca-Cola,
P&G, Nestlé, Kraft, Nabisco, Singha, Lever,
Electrolux, Beko, Werthers, Mercî and Storck.
She helped to develop the launch insights
and plans for Dasani and Vanilla Coke as
well as Toffifay, Electrolux and Beko. Delaney
is a well-respected Shopper Marketing
expert who can look at the facts and find
the best brand insights, strongest shopper
behavior and most relevant retail
macrotrends. This provides you innovative
solutions designed to bring shoppers to
action at retail while never losing sight of the
brand. In the FOSTER approach, she’s the
one who will start with you on the feasibility
of all the work and weave strategic
leadership throughout all that is executed.
Delaney received a B.S. degree in Marketing
from the University of California, Los Angeles,
and studied at the prestigious Otis College
of Art and Design in Los Angeles.

of Management at Cornell University.

Chris Hawks
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Dick White

Lee Calderon

Rob Kubiak

Leah Hughes

Product Development

Creative Director

Client Engagement

Account Executive

To say Dick brings a wealth of experience
is an understatement. He has done it all –
from developing innovative products in the
recycling industry, managing capital design
and installation projects, to mentoring small
businesses. Most recently he’s served as
an operating partner for Uber Endurance,
responsible for day-to-day operations,
product development, procurement, and
manufacturing. Dick holds a degree in

Lee is a visual storyteller and brand
daydreamer who made a name for
himself on the West Coast as a designer,
ad guy and illustrator. He not only brings
his vision and imagination to the world of
creative problem solving, but a breadth
of experience working on accounts such
as Proctor & Gamble, Dawn Dishwashing
Soap, Smith Brothers Cough Drops, Jose
Cuervo International, Lennar Homes, VANS
Shoes, Yamaha Music, El Pollo Loco
Restaurant and more. He is creatively
forging ahead waving the Arthur Elliott
flag, overseeing a team of design
visionaries who are handcrafting strategic
solutions for some pretty wonderful
folks who have a craving for something
different. Lee received a Bachelor of
Architecture degree at Cal Poly Pomona
and then attended the Art Center College
of Design in Pasadena, California, where
he graduated with a Bachelor of Fine Arts,
majoring in Advertising + Design.

Rob has worked with numerous brands
in the food and CPG categories including
Weight Watchers, Rich Products, Dawn
Foods, The Mentholatum Company, Rosina
Foods, Krispy Kreme, and Sorrento Lactalis.
As a lead strategist, he steered his clients
across a range of marketing and PR
initiatives from grand openings to strategic
marketing and research. Rob joined the
team in 2021, bringing over 20 years of
agency and corporate experience to
Arthur Elliott. He holds a B.S. degree in
Business Administration from the University
at Buffalo and is an active facilitator in the
creative problem-solving process through
the Center for Applied Imagination at

Leah gets the job done. During her tenure
she has honed her skills as an exceptional
account executive with a keen sense of
detail and brand management knowledge.
She ensures that the ball is rolling in
the right direction and that projects are
on time and on brand. Her experience
includes multi-location companies,
startups, non-profits, and breweries. Leah
holds a B.S. degree in Marketing from
Queens University of Charlotte.

Mechanical Engineering from the University
of Detroit and an MBA from Michigan State
University.

Buffalo State College.

Arthur
Elliott does
everything
with a
purpose

To provide an environmentally friendly and inspiring
workplace, we invested in the Charlotte community of
South End by purchasing a beautiful barrel-vaulted
longstanding warehouse. We chose the neighborhood
because of its proximity to the light rail to support cycling,
carpooling and public transportation. The adaptive reuse
building allowed us to reclaim the timber and bricks to
upcycle throughout the space.
We reinvigorated the building by allowing in more natural
light, installed LED fixtures and a lighting control panel to
reduce energy use. We installed all new plumbing and
electrical systems for even greater energy efficiency
and have added ionizers in the HVAC system to prevent
the spread of harmful germs. As a practice, we discourage
printing and do our utmost to recycle everything we can.
And we will continue to encourage our clients with
sustainable ideas that lead to results.

Because to us,
HOW we make
the magic,
MATTERS.

Conscious Humans + Ideas seeking Results.

for more information
please contact:

rob kubiak
rob@arthurelliott.com

thank you

