
Extraordinary Organic Table of Contents
Reintroducing Tree of Life 3
Q i k St t 4Quick Start 4 
Tree of Life Partner Program  5
Table of Contents 6 - 8

Preface
Tree of Life Helped Chamberlin’s Grow from Three to Seven Stores 10
Your Multi-Channel Marketing Campaigns 11 

Chapter ONE:  Tree of Life… Our History and Commitment 
We’d Like to Introduce Ourselves - 1972  13
The Story of Tree of Life 14 - 16
Tree of Life – A Historical Timeline 15 - 18
2008 Progress Report  19
Helping Independent Natural Product Stores Grow  22p g p
Living Our Commitment to Quality   23

Chapter TWO:  The New Organic Trends
A Short Overview of Organics  25
The Role of Independent Retailers  26
History of Organics  27 - 28
Organic Certification 29Organic Certification  29
New Issues in the Organic Movement  30
Organic in the Face of the Green and Local Juggernaut  31 - 32
Marketing & Merchandising Organic in Tight Economic Times  33

Chapter THREE:  Authentic Quality Standards  
Tree of Life – 15 Quality Standards 35
No Bleached Flour 36
No Modified Food Starch  37
No Mono- or Diglycerides 38
No Solvent-Extracted Oils  39
No Partially Hydrogenated Oils  40
No MSG  41
No Refined Sugar  42
No Artificial Sweeteners  43
No Artificial Colors or Flavors  44
No Preservatives  45
No Growth Hormones  46
No Irradiated Ingredients or Spices  47

To register for the FREE Extraordinary Organic TeleTraining Series, visit www.askDebby.com or call (772) 287-9559 for more information.

g p
No Animal Testing  48
No GMO’s  49
Organic Alphabet Soup   50

• 6 •



Extraordinary Organic Table of Contents
Chapter FOUR:  The Extraordinary Organic 2008 Marketing Campaign

R l i i Y L d hi P iti i th O i M k t 52Reclaiming Your Leadership Position in the Organic Market  52
Fruit for Your Labor – Tree of Life Consumer Marketing Campaign 53 
Campaign Tactics Overview 54
Campaign Objectives and Planning  55
Staff Training  56
Staff Participation 57
“Not So Trivial Pursuit” Educational Game Instructions 58Not So Trivial Pursuit  Educational Game Instructions  58
TeleTrainings and Registration  59

Chapter FIVE:  Store Merchandising
Store Layout for Maximum Sales 61
Shelf Set Merchandising for Profits  62
Plan-O-Grams for Increasing Sales  63 - 64
Maximizing Sales with Signage 65Maximizing Sales with Signage  65
Extraordinary Organic Campaign Sign Key  66
Customizable Sign Template Key  67
Printing Signs and Templates  68
Signage: Print, Cut and Fold  69 - 71
More Merchandising Techniques - Cross Opportunities 72  

Chapter SIX: End Cap Plan O Grams and Promotional PlanningChapter SIX:  End Cap Plan-O-Grams and Promotional Planning 
Plan-O-Gram Sales Booster  74 
Educational Shelves Add Punch   75
Planning Ahead with Themes  76
Sales Potential Using Key Selling Points   77

Chapter SEVEN: Marketing Communications In Your Store and Community
POP M t i l E C t t th P i t f S l 79 80POP Materials Engage Customers at the Point of Sale 79 - 80
Gazette Marketing 101 81
Customizing the Gazette 82
Events and Community Collaborations 83
Demos Move More Product          84 - 85
Demo / Event Supply List           86 - 87
Demo Sign Key: Shelf Talkers Table Tents and Posters 88Demo Sign Key: Shelf Talkers, Table Tents and Posters             88
The Power of Advertising  89
Camera Ready Ads and Submission Tips  90
Press Releases  91 - 92
Extraordinary Organic Press Release   93

Chapter EIGHT:  Online Marketing 
Leveraging the Internet 95

To register for the FREE Extraordinary Organic TeleTraining Series, visit www.askDebby.com or call (772) 287-9559 for more information.

Leveraging the Internet  95
Attracting Web Visitors 96 
Internet Retailing Tips  97
Using Search to Find Your Store  98

• 7 •



Extraordinary Organic Table of Contents
Chapter EIGHT:  Online Marketing … CONTINUED

W b 2 0 Bl F d S i l N t ki 99Web 2.0 – Blogs, Forums and Social Networking  99
WOM – Word of Mouth Marketing  100
Converting Web Visitors to Buyers  101
Extraordinary Organic Web Page Tips 102
Email Campaigns 103 
Gazette Email Setup Key 104 

Ch t NINE L lt P d S i ll C i P itChapter NINE: Loyalty Programs and Socially Conscious Pursuits 
Definition of a Loyal Customer  106 - 107
Your Customer Database is a Gold Mine   108
Your Best Customers  109
Missing Customers  110
Creating an Effective Program  111 - 112
Clubs and Categories 113Clubs and Categories  113
Green Marketing – Beyond the Buzz  114

Chapter TEN: Tracking and Measuring ROI 
Marketing Management for ROI  116 - 117
Checklist for Success  118

EXHIBITS
Extraordinary Organic Gazette Preview 120 - 125
“Not So Trivial Pursuit” – Quality Standards Education Game  126 - 129
Resources and References  130
Tree of Life’s: My Store My Flyer  131
Tree of Life: Online Ordering  132
Tree of Life: Healthy Values  133
“R d M Fi t Pl !” fil f th “C i CD” 134 135“Read Me First, Please!” file from the “Campaign CD” 134 - 135

To register for the FREE Extraordinary Organic TeleTraining Series, visit www.askDebby.com or call (772) 287-9559 for more information. • 8 •


	TOL_Business_Booster_Intro-1 6
	TOL_Business_Booster_Intro-1 7
	TOL_Business_Booster_Intro-1 8



