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Josh Cherin is the Vice President of supply chain and operations at nutribullet. An industry 

veteran with over 20 years of experience, Josh joined nutribullet in February 2021 to bring his 

extensive international experience to the well-known and trusted appliance company. 

Throughout his career, including during his time at nutribullet, Josh has had repeated success in 

bringing new products to market, creating brand and product identities, and influencing 

consumer-buying decisions. 

Thank you so much for joining us in this interview series! Before we dive in, our readers would 

love to learn a bit more about you. Can you tell us a story about what brought you to this 

specific career path? 

Ibegan my career in China working as a journalist and I wrote a series of stories about 

agricultural reform in rural, underdeveloped areas of the country. One of these stories focused 

on a man who was the first person from his town about two hours outside of the city to take 

produce to market in the city and sell it on the street. He was a hero at the time and this got me 

thinking about how complicated it is to get products and materials from place to place, 

ultimately leading to a career in supply chain. 

Can you share the most interesting story that happened to you since you started your career? 



The most interesting thing was traveling through Southeast Asia looking for new manufacturing 

facilities in the wake of the Trump tariffs, and then establishing production quickly in multiple 

countries. After over 20 years of experience manufacturing in China and watching China evolve, 

it was fascinating to go to countries such as Myanmar and Bangladesh which are just in the early 

stages of building infrastructure for production and supply chain, and seeing the radical 

differences in culture, capability, and government regulation and support these places have 

from China. It was an education on the challenges supply chain professionals will face as more 

and more production is migrated out of China. 

Are you working on any new exciting projects now? How do you think that might help people? 

For the past six months, nutribullet has been expanding outside of its core blending category to 

bring consumers more products with the same quality, speed and convenience they know from 

our brand. We’re excited to continue expanding across the kitchen and we have plenty of more 

innovation in the pipeline. 

On the supply chain side, we are working with a shipping company to integrate the entire 

transportation supply chain, from factory to doorstep, into one streamlined partnership. We’re 

excited to be one of the first brands to enter into this type of revolutionary partnership that will 

allow us to maximize efficiencies in the supply chain, allowing consumers to receive products 

faster and giving us the ability to better service retailers. 

None of us are able to achieve success without some help along the way. Is there a particular 

person to whom you are grateful, who helped get you to where you are? Can you share a 

story? 



I am actually very grateful to my current boss, Rich Krause. We have been through what has 

probably been the toughest year in supply chain that anyone can remember. Rich has been 

running companies for 28 years and is the best business navigator I’ve ever worked with. In most 

of my other roles, I have been expected to execute without error and then blamed if anything 

happened to go wrong. With Rich, there has been a real sense of shared decision-making and 

responsibility, and he’s coached me a lot. When I started, he told me that his job was to give me 

every opportunity to be successful. He has been a terrific mentor, despite the very challenging 

and stressful situations we’ve faced and in the midst of Covid lockdowns on top of everything 

else. 

How have you used your success to bring goodness to the world? 

Since joining nutribullet in February 2021, I’ve brought expertise from my previous roles to 

increase worker safety. In another role, I implemented an internal auditing system including 

employee surveys and interviews, as well as quarterly visits and reviews, that helped to improve 

working conditions in factories, better worker treatment, and overall profitability. In addition to 

sharing my business expertise in education with partners and product facilities, I’m working to 

implement similar programs through my role at nutribullet. 

Ok super. Now let’s jump to the main questions of our interview. The Pandemic has changed 

many aspects of all of our lives. One of them is the fact that so many of us have gotten used to 

shopping almost exclusively online. Can you share a few examples of different ideas that large 

retail outlets are implementing to adapt to the new realities created by the Pandemic? 

I can’t necessarily speak to other large retailers, but I can speak to what nutribullet has 

implemented to follow the explosive online shopping trends. Overall, we’ve seen a spike in e-

commerce purchases as consumers continue to cook at home in record numbers due to the 



pandemic. We needed to find a way to keep inventory levels up as demand for kitchen 

appliances to support at-home cooking skyrocketed. Seeing this trend early, before factories 

were temporarily closed, allowed us to take inventory risks and overstock tried and true 

products before demand outpaced supply. Because of this strategy, nutribullet was one of the 

few companies that was in stock over 98% of the time in 2021. 

We’ve also increased the amount of drop shipping we’re completing, meaning we’re beginning 

to accept more orders directly from retail partners’ websites and ship products directly to 

consumers from our warehouses. 

The supply chain crisis is another outgrowth of the pandemic. Can you share a few examples 

of what retailers are doing to pivot because of the bottlenecks caused by the supply chain 

crisis? 

During the ongoing supply chain crisis, nutribullet’s number one pivoting strategy was to invest 

in inventory for the future. When we learned that shipping containers would be delayed by 

almost a month, we increased the inventory we purchased to match the increased lead time in 

hopes of remaining in stock despite delays. When IC card chip shortages began to arise, we were 

able to secure supply for the entire year while there was still product on the market. 

Another pivoting strategy our team implemented was shrinking our packaging for our core 

products to double the amount of space available in shipping containers. This ultimately cut 

down on the number of ocean freights needed — during a time when shipping container space 

was so hard to find — and allowed us to bring more inventory to our warehouse and retailer 

partners. 



As a result of this decision, we were also able to tremendously cut our carbon footprint. Ocean 

freights are one of the largest polluters in the world; According to Yale Climate Connections, 

“Maritime shipping causes about 3% of global greenhouse gas emissions — even more than 

airplanes” (Source). If other companies followed suit, we’d not only alleviate pressure on 

container space, decreasing the supply chain crisis, but also improve our overall carbon 

footprint. 

How do you think we should reimagine our supply chain to prevent this from happening again 

in the future? 

In the future, I think our supply chains need to be nimble with multiple points of production and 

multiple options for transportation. While redundancy might seem counterintuitive, always 

having a backup plan will safeguard against something like this happening again. Additionally, 

we’ll need to adjust our inventory away from the just-in-time concept. To decrease overhead, 

companies have begun stocking less inventory in their warehouses. When you have sudden 

interruptions to your supply chain, as we’ve seen recently, having less product on-hand makes it 

harder to get orders to consumers and on shelves. I think this is a wake-up call to have sufficient 

inventory available at all times as an additional safeguard. 

I also think we’ll continue to investigate production facilities closer to the point of sale or direct 

delivery from factories to consumers. Sustainability and decreasing the size of packaging, as I 

mentioned above, can also help to prevent another crisis. 

In your opinion, will retail stores or malls continue to exist? How would you articulate the role 

of physical retail spaces at a time when online commerce platforms like Amazon Prime or 

Instacart can deliver the same day or the next day? 

https://yaleclimateconnections.org/2021/08/maritime-shipping-causes-more-greenhouse-gases-than-airlines/


It is undeniable that e-commerce is an important way for consumers to gain information on a 

brand or product before purchase. However, I think a consumers’ experience with a brand is 

reliant on both in-person and online touchpoints and that a combination of these two tactics will 

always be critical for business. 

As an example, holiday retail sales were up in 2021 compared to 2020, showing consumers still 

value the in-person retail experience. The industry will always want to meet consumers’ needs, 

even if they’re both in-stores and online. 

The so-called “Retail Apocalypse” has been going on for about a decade. While many retailers 

are struggling, some retailers, like Lululemon, Kroger, and Costco are quite profitable. Can you 

share a few lessons that other retailers can learn from the success of profitable retailers? 

Profitable retailers are energizing brands and presenting them as lifestyles, driving consumers to 

want to be a part of the brand. Retailers that aren’t presenting lifestyles will continue to 

struggle. 

Amazon is going to exert pressure on all of retail for the foreseeable future. New Direct-To-

Consumer companies based in China are emerging that offer prices that are much cheaper 

than US and European brands. What would you advise to retail companies and e-commerce 

companies, for them to be successful in the face of such strong competition? 

Over the next few years, I predict there will be a leveling of what is seen as traditionally cheap 

Chinese goods. As prices and currency exchange rates change, products made in China that have 

traditionally been cheap will become more expensive. 

https://en.wikipedia.org/wiki/Retail_apocalypse
https://en.wikipedia.org/wiki/Direct-to-consumer
https://en.wikipedia.org/wiki/Direct-to-consumer


Brands with strong manufacturing partners, innovative design, and powerful marketing stories 

will be successful regardless of the competition and where they are manufactured. 

Based on your experience and success, what are the five most important things one should 

know in order to create a fantastic retail experience that keeps bringing customers back for 

more? Please share a story or an example for each. 

I don’t think I’m most qualified to advise on how to create a fantastic retail experience, but as a 

supply chain professional, I do have a bias that in order to have a fantastic experience with a 

retailer the consumer needs to have a fantastic experience with the product — and in order to 

do so, one has to find a factory that is able to deliver that product. 

In my experience, there are a lot of ways to measure factories fairly quickly in order to 

determine whether or not they are able to meet your product development and quality needs. 

1. Make sure they have experience producing for similar quality brands. If they don’t, 

be prepared to invest a lot of time and energy in training them — and then cross 

your fingers that they will figure things out. 

2. Look at their cleanliness and organization — factories profit from efficiency, and if 

they are inefficient in material handling, storage, or in other ways, they’ll have to cut 

corners elsewhere. 

3. Focus on the experience and skill level of workers, which is something that is 

sometimes overlooked, but it is critical — factory workers aren’t robots, and great 

workers make a huge difference in factory quality. 



4. Dig below the surface on product development. What have they accomplished? 

What projects are they proudest of? What tools do they use? Development is a 

common bottleneck, and you should look at what’s under the hood. 

Thank you for all of that. We are nearly done. Here is our final ‘meaty’ question. You are a 

person of great influence. If you could start a movement that would bring the most amount of 

good to the most amount of people, what would that be? You never know what your idea can 

trigger. :-) 

Bringing sustainability and equity into all aspects of the supply chain will be key in future years. 

I’d love to see small packaging become cool and workers paid fairly. We should also continue to 

get products to those who can use them in the easiest and fairest way possible. 

How can our readers further follow your work? 

To learn more about nutribullet, visit www.nutribullet.com or follow us 

on Instagram, Facebook, Twitter and LinkedIn. 
 

http://www.nutribullet.com/
https://www.instagram.com/nutribullet/
https://www.facebook.com/nutribullet/
https://twitter.com/nutribullet/
https://www.linkedin.com/company/capital-brands-llc/

