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Register Now for AWMA C-MetricsTM 
Convenience Industry Outlook Forum!
The AWMA C-MetricsTM Convenience Industry Outlook 
Forum, June 23–24 at the Doubletree Hotel Chicago 
O’Hare, will present the industry’s first look at sales 
projections for 2014 for core in-store categories. The 
Outlook Forum will present unique insights, current 
sales information and projections based on C-MetricsTM, 
developed by global business intelligence leader InRhythm 
Inc. The conference will provide a strategic look at how in-
store warehouse-delivered products are performing today.

On Tuesday, June 24, keynote speaker 
Bonnie Herzog, managing director, 
Beverage, Tobacco & Convenience Store Research at Wells Fargo Securities, LLC, will 
present an overview of the current state of convenience retailing. Tuesday’s program also 
will feature an industry overview using InfoMetrics and C-Metrics™ data by Viv Penninti, 
president of InRhythm, Inc., and Category Close-Up sessions covering:

•	 Cigarettes/OTP—David Bishop, Managing Partner, Balvor, LLC
•	  E-cigarettes & Vaping—Nik Modi, Managing Director of Tobacco, Household 

Products and Beverages, RBC Capital Markets, LLC
•	 Candy—Kit Dietz, Principal, Dietz Consulting LLC
•	 Salty & Alternative Snacks—Steve Montgomery, President, b2b Solutions

Distributors, retailers and manufacturers will receive a first-hand look at the most up-to-date, comprehensive 
sales data for the industry, as well as analysis by top experts. Generated by InfoMetrics and C-Metrics™, 
that data can be used to create plans to enhance warehouse turns, reduce item distribution voids and make 
informed decisions to gain a competitive advantage. Unlike other data commonly available in the industry, the 
C-Metrics™ platform generates current sales data—through the first five months of 2014—on all warehouse 
delivered items by category, subcategory, manufacturer, brand, SKU.

The program on Monday, June 23, will feature user group training sessions to help distributors understand 
how to use InfoMetrics every day to boost sales and profits, and strengthen customer service. Concurrent 
sessions from 1:00–6:00 pm will offer hands-on training on using InfoMetrics for sales, procurement and 
management. Note: Attendance for the InfoMetrics user group training sessions will be limited, so please register ASAP.

To register and for hotel information, please go to awmanet.org/event/ciof/.

Get Exclusive Sales Data, Industry  
Trends Insight, and InfoMetrics Training

Bonnie Herzog

Industry experts will lead sessions on key categories.
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“It gives us 
another tool to 
provide insight 
and credibility.”

Mark A. Gordon, 
Manager, Sales 

Planning Insights 
& Analytics for 

Convenience  
and Vending

Kellogg Company  
Embraces InfoMetrics
The Kellogg Company has fully implemented its usage of InfoMetrics and Mark A. 
Gordon, manager, sales planning insights & analytics for convenience and vending, 
believes the up-to-date distributor sales information data that is generated can result in a 
competitive edge in the marketplace.

While the company purchases total convenience-store syndicated data, there is a need to 
“delve into the lower levels of the market,” Gordon says, and the data from more than 
40 distributors with 90-plus warehouses will provide the insight in terms of product 
distribution levels, volume and velocity levels for both wholesale and retail channels.

The company began its transition into the service mid-2013, with the InfoMetrics portal 
coming online in July. “Since then, we’ve been doing some work to implement our custom 
hierarchy, building a custom database for the structure of how we go to market,” he 
explains. “In mid-December, the full program went into effect.”

According to Gordon, the Kellogg Company expects that the data will provide better 
visibility of its product performance and that of competitors “as it relates to driving 
shipments to retail and understanding key indicators driving that success, whether it’s 
overall volume, distribution points or velocity performance.”

It will help provide insight so that distribution voids can be closed and where new or 
additional promotional activity is needed to help boost sales of a successful product with 
increased potential.

 “For someone who is data savvy, the data is very manageable,” says Gordon. “For someone 
who is not, it may be a little overwhelming at first while they get over their growing pains. 
But it is worth the effort. Our company has not had access to individual store level sales 
data before, and this will remedy that.”

 “It’s not a forward-looking system, but it gives us another tool to provide insight and 
nurture credibility. All things being equal, I believe InfoMetrics will help us provide 
insight to our customers. Whether they be a distributor or retailer, data-driven insights 
will improve our ability to better partner with those customers, managing the potential for 
growth across the entire product portfolio,” he adds.

The plan is for Kellogg Company representatives, when they are calling on a distributor or 
retailer, to use the data to demonstrate overall sales performance, individual product sales 
performance, and even distributor performance regarding specific products.

 “From a category management perspective, I envision the data being leveraged by our 
organization to foster a strong relationship with the buyer,” Gordon says. “Regardless of 
whether we are category captain, validator or neither, this InfoMetrics will help us ensure 
the right product assortment is on the planogram.”
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Expo Buyer’s Program/ 
Harmonizing Assortment Conference

Sales, Trends Info Provided  
to Help Distributors Grow
The AWMA Buyers Program/Harmonizing Assortment 
Conference at the 2014 AWMA Marketplace & 
Solutions Expo late last month focused on how 
convenience distributors can increase sales and gross 
profit through effective category management.

Led by industry consultant Kit Dietz, principal, Dietz 
Consulting, the day-long session demonstrated how 
AWMA’s InfoMetrics data program is providing the 
latest detailed sales and trends information to help 
distributors and retailer customers sharpen product 
assortments and maximize sales opportunities.

“We’re better prepared today than ever before to 
improve SKU efficiency and profitability,” said Dietz, 
author of industry profitability studies and consultant 
to AWMA’s Warehouse Delivered Snacks Committee. 
“Concentrate on the core items first,” he advised, “and then develop a smart system 
for bringing in new items, taking advantage of initial sales, and if necessary marking 
it down and moving on.”

Dietz pointed out that distributors typically ship less than five units per week on  
30 percent of the SKUs they carry, and that 95 percent of sales are generated on  
half of the products in their warehouse. Further, he said, after Activity Based Costing 
(ABC) is applied, 70 percent of SKUs actually lose money.

Benefits of InfoMetrics
AWMA’s InfoMetrics Program can provide the intelligence distributors need to make 
the right category management decisions, said Lou Lohsl, category & sales systems 
manager, Sledd Co., Wheeling, WV, and Zeno Corrigan, vice president of sales & 
marketing, Pine State Trading Co., Augusta, ME. 

They walked attendees through the process of using the InfoMetrics web portal and 
demonstrated, with live sales data, how reports can be developed to help buyers and 
sales personnel make the right decisions and enable customers to understand missed 
opportunities and steps that should be taken.

(continued on page 4)

Distributor buyers and sales and marketing team  
members participated in the Buyers Program/ 

Harmonizing Assortment Conference at the Expo.

“Concentrate on 
the core items 

first . . . and then 
develop a smart 

system for 
bringing in  

new items.”



4      InfoMetrics News      March 2014

“Sit down with your retailer to develop an action plan and strategy,” 
advised Lohsl. “And work with vendor partners like Hershey and 
General Mills as category captains.” Lohsl outlined a new item 
scorecard his company uses to weigh the potential value of new items 
offered by manufacturers and said distributors should do the same. 

He showed an example of how Sledd’s category management 
program helped improve a customer’s profit by 9.7 percent. “If we 
can increase a customer’s gross margin by nearly 10 percent, that 
customer is not really going to be worried if we’re a little higher on 
candy or whatever,” he observed.

Corrigan noted that InfoMetrics is the only source for detailed 
current data tailored to the convenience industry. He demonstrated 
how the program’s Void Report can help customers understand 
sales opportunities that are being missed, and how his company 
creates business reviews for their customers to help them make smart 
decisions.

InfoMetrics at the AWMA  
Marketplace & Solutions Expo
(continued from page 3)

Consultant Kit Dietz urged distributors to make sure  
top selling core items are always in stock.
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The Sales Performance Report is designed so each sales person 
can track their progress as they work to meet the company’s 
goals. And since the information is used to determine bonuses 
and compensation, the sales team pays close attention, Corrigan 
pointed out.

Overall, Corrigan stressed the importance of distributors 
leveraging the information provided by InfoMetrics and 
encouraged manufacturers to also come on board so distributors 
and suppliers can work from the same set of real-time sales 
information.

“To avoid being one of those distributors who won’t be here in 
five years, you should use this data and work with your team and 
your customers,” he said.

Category Discussions
The Harmonizing Assortment Conference turned to key category 
discussions and the use of data to make sure the focus is on categories 
that are driving sales and profit and that voids of profitable products are 
prevented.

Discussing harmonizing assortment in the confections category and how to 
win with warehouse snacks were Kelly Fulford, senior category development 
manager, General Mills Convenience, Joey Hendrix, senior manager 
category strategy & insights-convenience stores, The Hershey Company, 
and Jim Hachtel, center store category management consultant. 

“For any category, it’s that core that is most important,” said Hendrix. 
“There are 1,750 candy, mint and gum (CMG) SKUs, but the top 300 
account for 80 percent of sales. So you’ve got to get the core right.”

And Hendrix pointed out that the top 100 items still do not have full 
distribution in the convenience industry channel, but if they did, the industry 
could achieve $353 million in additional sales.

“It requires a collaborative environment,” he said. “And the distributor is the 
most vital point in category management. They are the ones who touch all 
sides of the business.”

Hendrix offered recommendations on how distributors can help retailers 
boost confectionary category sales, including ways to leverage fuel-only 
customers. That, he said, is a $134 million per year annual sales opportunity.

“This program was 
very helpful. It opens 
your eyes to more 
tools to hopefully 
grow your business.” 

—Scott Larkin, president, 
Kansas Candy & Tobacco, 

Inc., Wichita. KS 

(continued on page 6)

In the candy category, the top 300 items  
account for 80 percent of sales, said  

The Hershey Company’s Joey Hendrix.
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Fulford, using video mining data, illustrated how consumers 
typically shop c-stores, spending only 2 minutes 19 seconds in the 
store, with 60 percent of traffic being converted to sales—down 
71 percent from 2011. “That is a really big opportunity,” she said.

She pointed out that the top 10 salty snack brands generate 
60 percent of dollar sales, with strong projected growth of 6.3 
percent through 2015. “Craving and taste dominate motivations 
for salty snacks,” Fulford said, adding that some new popular 
items have bold flavors and spice and include better-for-you 
options.

Hechtel, who has long experience as a convenience store 
executive, emphasized the importance of getting shelf sets correct, 
and keeping core items, which he defined as the strongest proven 
performers over time, in stock. He pointed out that 11 categories 
currently drive “a tremendous amount of sales and profit,” but 
take up lot of space. So it’s especially important for them to be right, 
he said. “They need to be100% nailed and not out of stock.”

InfoMetrics at the AWMA  
Marketplace & Solutions Expo
(continued from page 5)

“Craving and taste dominate motivations  
for salty snacks.” 

—Kelly Fulford, General Mills Convenience
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He pointed out that nine categories do not generate enough profit to 
cover their share of costs. However, consumers expect to find them in 
c-stores, “so it is very important to rationalize them correctly and keep 
key performers in the category.”

“As a new buyer, this was the kind of education I need,” said Spencer 
Dahl, buyer, Gem State Distributors, Inc., Pocatello, ID. “It’s clear 
that you’ve got to have smart data and solid information on which to 
base your decisions. Otherwise you are spinning your wheels trying to 
please this manufacturer or that retailer. I am looking forward to using 
InfoMetrics to make purchasing decisions.”

“I felt like we learned a lot, rather than just getting 
a feel for the data.”

—Rivers Sevario, sales and marketing,  
Pelican State Wholesale, Inc., Monroe, LA

Jim Hachtel, center store category 
management consultant, emphasized the 

importance of getting shelf sets correct.
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Two important new tools to help users of InfoMetrics effectively utilize the data to 
help improve retailer customer sales have been rolled out by InRhythm.

A new Customer Business Review Deck allows the distributor to create business 
reviews for retailers, creating a PowerPoint deck of slides that includes a market 
overview and region comparison, category sales breakdowns, as well as distribution 
opportunities, SKU and sales benchmarks, along with recommendations for 
targeting specific products for growth.

InRhythm’s Tony Scrimizzi says the system is now in use by a number of 
distributors. “Retailer feedback was positive, as they were able to see performance 
comparisons and identify opportunities to target for sales growth and cost savings,” 
he explains.

In addition, the new Sales Metrics™ application for use on mobile devices enables 
distributor sales personnel to easily show customers where opportunities exist to fill voids, replenish out-of-stocks, and 
improve rebate program compliance.

“All of those can be preloaded and the salesperson can meet with the retail store manager and they can immediately 
correct any situation, place an order, transmit it via EDI to the warehouse, and the item will be included on the next 
shipment,” Scrimizzi explains.

InfoMetrics Mobile App Now Available
A new mobile application for InfoMetrics is now available from InRhythm, providing a highly effective tool for 
distributor sales reps as they help their retailer customers maximize their in-store inventory.

According to Tony Scrimizzi, InRhythm’s vice president of sales, the new SalesMetrics Mobile application “allows 
distributor sales reps to take immediate action at store level to address item void opportunities, out of stocks, rebate 
program compliance and other targets via iPad and Android-based mobile platforms.”

The application was developed at the request of 
distributor users of InfoMetrics and is already 
gaining widespread acceptance. 

“We think this new mobile capability will be a 
major benefit for distributors,” said Scrimizzi. 
“It will provide a great deal more versatility for 
distributor sales reps as they work with their 
customers. And, it will add even more credibility 
for distributors with retailers, who will quickly 
recognize that their distributor is taking advantage 
of the latest technological tools for their benefit.”

To obtain this capability, distributors should contact 
Tony Scrimizzi at InRhythm-Inc.Tony.Scrimizzi@
inrhythm-inc.com or 412-697-2665 ext. 5038.

New 
InfoMetrics 
Tools from 
InRhythm
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A new committee of distributors is now at work to 
support efforts at InRhythm to continue developing and 
improving InfoMetrics tools. 

One of the objectives is to provide product leadership, 
input and guidance on how to make InfoMetric tools  
more productive for member distributors, explains 
InRhythm’s Tony Scrimizzi. During a planning session 
in November 2013, the group discussed possible updates 
and enhancements to the data tools and a priority 
list was developed and forwarded to the data portal 
developers for review and implementation, he says.

The enhancement process has been under development 
since November and the beta versions were released to 
the Advisory Group at the AWMA Marketplace & 
Solutions Expo. Once the Advisory Group members 
review and approve the changes, the updates will be 
released to the entire InfoMetrics Distributor 
membership in March.

Some of the changes members will see are enhancements 
to the Core Item Report, Market Benchmark Report, 
and Customer Portal. The goal is to revisit this process 
twice yearly to provide continuous improvement for the 
benefit of InfoMetrics data users. 

“We thought it would 
be a great way to 
learn how everyone 
is using each feature 
and collectively help 
develop some day-
to-day procedures 
and applications in 
hopes of getting more 
distributors using it 
on a regular basis and 
more manufacturers on 
board to help support 

it,” says Becky Spellmann, Stephenson Wholesale Co., 
Durant, OK, a committee co-chair.

Other co-chairs are Lou Lohsl, Sledd Co., Wheeling, 
WV, and Zeno Corrigan, Pine State Trading Co., 
Augusta, ME. Members are Brenda Francisco,  
S. Abraham & Sons, Inc., Grand Rapids, MI;  

Jim Jacko, Liberty U.S.A, Inc., West Mifflin, PA; 
Michael Frank, Harold Levinson Associates, Inc., 
Farmingdale, NY; Dan Thompson, Harbor Wholesale, 
Lacey, WA; and Robby Martinez, Imperial Trading Co., 
Elmwood, LA.

“We are trying to 
help distributors 
that are using 
InfoMetrics 
and running 
into hurdles,” 
Spellmann 
says. “We meet 
periodically to 
help InRhythm’s 
experts 
understand what 
distributors really 
need and how it 
can be as helpful as possible to them. They have been 
great in reacting to our recommendations and we are 
working with them to make this system as user friendly 
as possible.”

Spellmann says committee members are the “direct 
voice” for distributors with InRhythm, adding that 
distributors can contact any committee member with 
InfoMetrics questions. 

A new users’ guide has been developed by the panel and 
was available at the Marketplace & Solutions Expo.

Distributor Advisory Committee 
Working to Support InfoMetrics

Lou Lohsl

Zeno Corrigan

Becky Spellmann
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Becky Spellmann, vice president purchasing & 
marketing, Stephenson Wholesale Co., dba Indian 
Nation Wholesale Co., Durant, OK, has been charged 
with implementing InfoMetrics and has become a 
big believer in the power of the program to help her 
company sharpen up category results and build sales and 
profit.

“Unless you use it and see how easy it is, it can be a bit 
intimidating,” Spellmann says. “But it is really incredible 
what it can do.”

The fact that InfoMetrics data is independent and not 
biased towards any particular company and is based 
on actual distributor sales, not broad trend data, is 
important to recognize, she says. “You cannot get this 
type of independent data collection anyplace else. This 
is your stuff, and it is compared to your local area. It is 
really important for everybody to get on board, to use it, 
and benefit from it, so we can maintain it and keep it.”

Spellmann recently prepared a paper outlining 
Distributor Uses of InfoMetrics Data, which she uses 
to promote the program. Here is a summary of her 
distributor document, outlining the various reports 
available through InfoMetrics:

•	 Brand Report. Category Overview results in both 
dollars and units for 52-week, 13-week, year-to-date 
and quarter-to-date. User can filter by sub-category, 
vendor, brand and to the items within the brand. See 
at a glance the distributor’s outbound performance 
for each time frame compared to the previous year. 
This report can be run for a specific store or chain to 
review their business down to an item level. 

•	 Store Report. Initially returns the distributor’s total 
business review in both dollars and units for all four 
time frames. User can filter by warehouse (where 

multiple warehouses exist), by state and by store 
detail. The ultimate output gives store detail vs. item 
detail (i.e. “Who is your top customer in “X” state 
vs. “XX” state?”). This can be used as a high-level 
generalized view of the distributor’s best and worst 
customers. 

•	 Void Report. Returns a list of stores that are not 
selling the user defined choices (i.e. Cat: Alternative 
Snacks, Sub-Cat: Healthy/Protein, Vendor: Nestle 
Powerbar, Brand: Powerbar, All Items). Report can 
be based on all stores or stores selling category only. 
Report total will return the number of stores selling, 
the number of void stores, the average dollar sales/
store selling/week and the annual opportunity for  
the distributor if all void stores were filled (based on 
80 percent fill of report). This also helps to maximize 
a vendor rebate. 

•	 SKU Report. Provides a category overview for SKU 
rationalization considerations. Returns total SKU 
count by category, the percent of those SKUs that 
make up 90 percent (user-defined option) of the sales 
in that specific category and the average dollar sales/
SKU/week in each category. A provided chart helps 
the user narrow the focus. This is used to improve 
inventory control. For example, if the distributor is 
stocking 100 candy items with only 25 percent return 
on 90 percent of sales, then consider either reducing 
total SKUs in the category and/or replacing slower 
items with better-performing items.

On InfoMetrics: ‘I Love This Thing!’

InfoMetrics data shows candy increased 1.1 percent in 2013 vs. 
2012, with positive growth in most sub-categories except Gum.



InfoMetrics News      March 2014      11

•	 Tracking Chart. Gives an overview of the 
distributor’s outbound business vs. previous year on 
initial screen shot. Using the Export to Excel option, 
it lays the data in a worksheet format comparing 
month-to-month, year-over-year in both dollars 
and units. This is helpful in tracking outbounds 
for a specific time period or for a specific vendor. 
It can be used strategically in organizing and 
building promotional schedules and as leverage for 
promotional support from vendors. 

•	 Performance Report. While similar to the Brand 
Report since it returns the same information by 
category, the filter options drill down to the brand 
family level and the item level. Additionally, this 
report allows a filter on the sales rep and therefore is 
extremely useful for sales rep reviews and benchmark 
strategies, as well as store reviews. 

•	 Vendor Report. User can filter by warehouse, 
store and/or vendor. This report is great for vendor 
meetings and business reviews where outbound sales 
are an important leverage tool for deal negotiations 
and opportunities. 

•	 Market Benchmark Report. This report compares 
the distributor’s item ranking vs. the market’s item 
ranking. The user will see, among many other key 
details, the total of stores selling and void stores by 
item. User can easily click on either number for a 
detailed list of stores. This report is useful in building 
benchmark strategies for the distributor’s sales team 
either towards a category, an item or customer(s). 
This is also a great tool to use as an informative guide 
to the top items in your market, ensuring that your 
warehouse is current with its offerings. 

•	 Core Item Report. This report allows the user to 
create customized reports that may be saved and run 
again later without having to rebuild them. The user 
chooses the items to include, and the return provides 
a report with a full customer list to the left and a 

grid-type format to the right, with each consumer’s 
unit or dollar purchases for each item. By default, 
the user will know which customers are and are not 
buying the items they defined. This is excellent for 
developing promotional strategies, filling distribution 
gaps, and creating item reviews.

•	 Customer Opportunity Report. Generates the top 
10 selling brands per category. The user chooses the 
category filter and generates a store list report for 
review. By clicking on the store, a new window report 
displays the specific item “needs” for that store. 
Initial return of information gives the user a recap of 
total sales potential dollars as well as the percentage 
increase potential for the category. 

The Customer Portal
Created by InRhythm for distributors, the Customer 
Portal offers a basic level of these reports, as well as 
overviews of each. Indian Nation Wholesale is making 
that portal available to its customers.

“It is solely focused on a particular customer, whether 
it is an independent single store or a chain of stores,” 
Spellmann explains. “The Customer Portal helps 
to strengthen and develop an entirely new level of 
customer service and generates increased loyalty to 
the distributor because it is the distributor who allows 
the customer to have access to this incredibly valuable 
information.”

“We believe this is an added value to the partnership 
that we offer to our customers,” Spellmann adds. “It 
brings to light actions that need to be taken at the 
store level and is far more effective than our sales reps 
just telling them. They can see it for themselves and 
they feel more in control of their successes. We can 
work together with our customers to find ways to help 
grow their businesses, and that helps to generate more 
business with us. Partnership and loyalty—that’s a 
beautiful circle.”

We can work together with our customers to 
find ways to help grow their businesses, and 
that helps to generate more business with us. 
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While cigarette sales dipped 1.1 percent compared to 
2012, other tobacco products rose 9.3 percent, led by 
skyrocketing e-cig sales. Meanwhile, foodservice sales 
were up 9.3 percent. Other growth categories are  
hot beverages, up 5.8 percent and alternative snacks, 
which increased by 5.5 percent. Candy sales increased 
1.1 percent.

Of the top 10 selling categories, decliners were health  
& beauty, -1.5 percent; salty snacks, -2.9 percent; 
packaged beverages, -1.1 percent, and automotive 
products, -0.9 percent.

Overall, total warehouse distributed projected retail 
sales for 2013 were $91.4 billion, up just 0.8 percent 
over 2012 for the same participating distributors.

Meanwhile, AWMA’s new C-Metrics™ program 
developed by InRhythm projects sales from those 
distributors out to the universe of more than 149,000 
c-stores nationwide. According to that data, cigarettes 
still hold 66 percent of convenience channel warehouse-
delivered products, the OTP category is now 10 percent 
with non-tobacco products accounting for 24 percent  
of sales.

Within the OTP category, e-cigarettes account for a 
5 percent share, with other sub-categories showing 
growth as well, except for cigars. Smokeless dominates 
with a 65 percent share of the OTP category.

Within foodservice, all sub-categories 
experienced growth, especially chicken 
and seafood, each with about 20 percent 
growth, and hot dog/roller grill, up about 
12 percent. Industry experts believe the 
foodservice category will likely remain a 
key focus for retailers to grow profits. 

Leading the alternative snacks category 
are meat snacks with a 62 percent share, 
followed by health/energy/protein bars at 
24 percent. Fruit snacks, although holding 
only a 2 percent share, increased by  
15.6 percent over 2012.

E-Cigs, Foodservice Lead Industry Growth

The convenience distribution industry is reaping substantial benefits from the 
burgeoning popularity of electronic cigarettes and the continuing trend towards 
foodservice, according to year-end InfoMetrics data for 2013. The data reflects 
warehouse withdrawals from 55 participating AWMA member distributors.

OTP category includes e-cigarette sales


