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Welcome to Our Session!

Our Objective: 

Provide you with an overview of  the Convenience Business in the US ï
Plus Trip Missions Decisions, when leveraged, help build your business

Key Questions To Be Answered:

ÅWhat does it take to be a Market Leader of a Shopper Occasion 
Strategy?

ÅHow can Trip Missions Change a Retailerôs Merchandising Strategy?

ÅHow can Manufacturers Benefit from a Retailerôs Trip Insights?
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Agenda

TTL US Convenience Overview ïThe Numbers

Case Study: Leveraging Your Consumers Trips 

ÅMerchandising Strategy Evolution

ÅCapabilities Roadmap

ÅEnhancing Retailer & Manufacturer Collaboration

Q&A Session

Introduction and Background

Shopper Occasion Strategy Overview
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Dollar Sales Contributionby Performance Quad

2.7%

13.7%

74.0%

9.6%

Leading Improving Slipping Lagging

Percent of Total Store Dollar Sales

Q4 - 2010 vs. Q3 - 2010

TOTAL U.S. - /ƻƴǾŜƴƛŜƴŎŜ !ƭƭ{ŎŀƴΩǎ Dollar 
Market Share of FDMxC lost -3.02 points 
to 24.36% in Q4, compared to Q3 2010

In Dollar Sales, that  -3.02 Share point loss 
was worth -$3675.63 million to  TOTAL U.S. 
- Convenience AllScan.

2.7% of TOTAL U.S. -/ƻƴǾŜƴƛŜƴŎŜ !ƭƭ{ŎŀƴΩǎ 
Q4 Dollar Sales came from its Leading 
categories.

13.7% of TOTAL U.S. - Convenience 
!ƭƭ{ŎŀƴΩǎ vп Dollar Sales came from its 
Improving categories
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Leading Quadrant Categories Diagnostics

TOTAL U.S. - Convenience AllScan has Share gains in 3 of these 15 categories that generated a 
half point or more Share gain in Promoted-based Sales.
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Improving Quadrant Categories Diagnostics

TOTAL U.S. - Convenience AllScan has Share gains of more than half a point in 2 of these 15 
categories in Promoted-based Sales.
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Slipping Quadrant Categories Diagnostics

TOTAL U.S. - Convenience AllScan lost a half point or more in Promo Market Share in 6 of 
these 15 categories and lost the share of more than half a point in 13 of these 15 categories 
in Non promoted based sales.
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Lagging Quadrant Categories Diagnostics

TOTAL U.S. - Convenience AllScan lost more than half a point in 9 of these 15 categories in 
non-Promoted based Sales .
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-$341,479,900

-$150,198,568

-$73,695,000

-$55,381,714

-$43,425,147

-$32,562,178

-$26,876,214

-$24,452,778

-$21,360,568

-$20,175,823

-$18,576,382

-$15,829,691

-$12,244,100

-$10,118,433

-$9,976,891

TOTAL CHOCOLATE CANDY

TOTAL NON-CHOCOLATE CANDY

BOTTLED WATER

BOTTLED JUICES - SS

SNACK NUTS/SEEDS/CORN NUTS

CIGARETTES

SPORTS DRINKS

MILK

GUM

ENERGY DRINKS

SALTY SNACKS

WINE

CRACKERS

RFG JUICES/DRINKS

FIRELOG/FIRESTARTER/FIREWOOD

Q4 - 2010 vs. Q3 - 2010

Looking at Category-level competitive performance only, here is where 
TOTAL U.S. - Convenience AllScan lost the most Dollar Market Share value

Dollar Value of Category Market Share Change Q4 2010 vs. Q3 2010 (Slipping Categories) 
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Q4 - 2010 vs. Q3 - 2010

Looking at Category-level competitive performance only, here is where 
TOTAL U.S. - Convenience AllScan lost the most Dollar Market Share value

-$106,863,996

-$14,461,123

-$13,729,747

-$7,185,035

-$4,446,876

-$2,563,777

-$2,238,890

-$2,123,392

-$1,983,017

-$1,823,356

-$1,741,404

-$1,666,285

-$1,545,394

-$1,442,602

-$1,336,325

CARBONATED BEVERAGES

SPIRITS/LIQUOR

COOKIES

BATTERIES

NATURAL CHEESE

DOG FOOD

FZ BREAKFAST FOOD

GLAZED FRUIT

TIGHTS

BAKERY SNACKS

CREAMS/CREAMERS

SUGAR

AIR FRESHENERS

COFFEE

BAKING NEEDS

Dollar Value of Category Market Share Change Q4 2010 vs. Q3 2010 (Lagging Categories)          
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Top 25 New Items
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Top 15 Vendors in Convenience
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Top 10 Cigarettes
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Top 10 Beer Brands 
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Unless otherwise noted data is 52 weeks ending January 2, 2011

Top 10 Beer Vendors Based on Dollar Sales
Total U.S. - Convenience

$8,671.9

$3,860.9

$745.1

$469.8

$223.6

$194.4

$177.4

$160.0

$111.9

$90.8

$ Sales (MM)
Dollar Sales 
% Chg YA

Dollar Share 
of Category

Dollar Share 
of Category 

Chg YA

(1.7) 57.6 (0.9)

(2.2) 25.6 (0.5)

(1.0) 4.9 (0.0)

(4.3) 3.1 (0.1)

5.8 1.5 0.1 

11.7 1.3 0.1 

(5.4) 1.2 (0.1)

281.0 1.1 0.8 

55.1 0.7 0.3 

33.7 0.6 0.2 

ANHEUSER-BUSCH INBEV

MILLERCOORS BREWING

CROWN IMPORTS

HEINEKEN USA INC

PABST BREWING CO

NORTH AMERICAN BREWERIES 

DIAGEO GUINNESS USA

PHUSION PROJECTS INC

MARK ANTHONY BRANDS INC

BOSTON BEER CO

$ Sales (MM)

SIG Data 52 Weeks Ending Jan 2, 2011
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Which are YOU?

Convenience?

or

Convenient?
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We Must Change to Meet the Needs of Our/Your Customers!

New 

Competitors

Channel 

Blurring
Pricing 

Pressures

Excise Taxes

Pricing

Recession

Unemployment

Traditional 

C-Store Base

THE 

PERFECT 

STORM

So What does all this Mean?

é..a Changing Marketplaceé

http://www.circlek.com/circlek/HomePage.aspx
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Customers Are Seeking Value

Å Consumers are willing to spend more time shopping to find deals

Å Value/price is paramount

Å Buying more products on promotion

Å Shopping in discount stores more often

Customers are looking for 

more deals, value and price 

transparency

Convenience premium 

is eroding
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Our Systems Predominantly Focus on ñThe Itemò

Our Historical Approach to Merchandise Strategy é

Focus on Items ïCategories & Platforms

o 6000 SKUôs

o Approx 1800/Store

o Retailer Initiative 

Item

ÅWhat is the role in the category/store?

ÅWhat is our pricing strategy?

ÅAre we growing GP%, GP$ vs. last year?

ÅGrowing unit sales vs. last year?
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Consider Other Key Factors in Developing YOUR 

Merchandising Strategiesé

ÅWho are our most 
important baskets? 

ÅWhat is driving their 
behavior and trips? 

ÅOpportunities to 
expand their baskets?

ÅWhat are key 
selling windows in 
the business?

ÅOpportunities to 
"morph" occasions 
into additional 
windows?

Customer

Item

Occasion

ÅWhat is the role in the category/store?

ÅWhat is our pricing strategy?

ÅAre we growing GP%, GP$ vs. last year?

ÅGrowing unit sales vs. last year?

http://www.google.com/imgres?imgurl=http://media.rd.com/rd/images/rdc/books/stealth-health/make-take-out-healthy-af.jpg&imgrefurl=http://www.rd.com/living-healthy/make-take-out-as-healthy-as-home-cooking/article15996.html&usg=__QTEmPlNbm-JYn3pyDEema8jSjhg=&h=328&w=492&sz=34&hl=en&start=16&um=1&itbs=1&tbnid=kgrLvI3woaJ05M:&tbnh=87&tbnw=130&prev=/images?q=dinner+take+out&um=1&hl=en&tbs=isch:1
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Evolution of Shopper Marketing

BEFORE

CPG marketers operated under 
two separate silos:

1) Shopper Insights

Focused on the consumerós 
needs, attitudes, usage, etc. 

2) Category Management

Focused on product 
definition and role, 
performance mgmt, go-to-
market/sales strategies, etc.

NOW

CPG organizations are 

integrating these two disciplines 

to form Shopper Marketing

http://www.flickr.com/photos/27726979@N04/2585437547/
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Trip Mission Analysis

Trip Mission Process: Analyze transaction characteristicsé

ïWHAT was bought

ïWHEN was it bought

ïWHERE was it bought

To try to infer WHY the purchase was made

12-Pack of Soda 12-Pack of Soda

12-Pack of Beer

Ice

Chips & Snacks

Gallon of Milk

Loaf of Bread

Cereal

Recreation? 

Party?

Work Crew?

Fill-in?
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The CPG industry posted a rather flat year in 2010, but some 

channels are showing signs of increased traction.

Source: SymphonyIRI MarketInsightÊ, 52 weeks ending 11/28/2010 and same period prior year

CPG Industry Sales, % Change versus Year Ago

Grocery, Drug, Mass & Convenience (including Walmart) and By Channel

2010 vs 2009

0.3% 0.0%

2.6%

-0.3%

0.6%
1.3%

FDMWC Grocery Drug

Dollars

Units
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While overall trip behavior has changed only little during the past several 

years, noteworthy shifts are occurring at the channel level.

All Outlet Average Trips 

per Shopper per Month

2010 Average Trips per Shopper per Month

By Channel

* Walmart Mass & Supercenters, including Neighborhood Markets

% change 

versus 2009

Source: SymphonyIRI Consumer NetworkÊ, 52 weeks ending 12/19/2010 and same period prior year

16.4 16.2 16.2 16.1

2007 2008 2009 2010
1.3

1.4

1.4

2.3

3.1

3.7

7.3

Convenience

Club

Dollar

Drug

Walmart*

Mass/Supercenter

Grocery +0.6%

(3.2%)

(4.4%)

+1.2%

+2.5%

+0.7%

(1.1%)
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The Trip Mission Framework

Å Objective:

ï Identify what is purchased for a particular mission

ÅCategories, trip drivers, transaction size, etc.

ï Track trends over time & geography (key metrics)

Å Use trip mission framework to form hypotheses and track results

ïHow do we increase transactions?

ï Are there opportunities to build transaction size?

ïHow can we improve profitability of baskets?
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Unless otherwise noted data is 52 weeks January 2, 2011

Beverage Alcohol Market Basket Summary
Total U.S. ïAll Channels

$58.62

$57.73

$53.12

$70.30

$65.73

$65.35

$65.07

$60.39

$57.95

$56.42

$38.88

$19.00

TOTAL STILL WINE

TOTAL SPIRITS

CATEGORY - BEER

PABs

IMPORT

SUPER PREMIUM

CRAFT

PREMIUM

CIDER

NON-ALCOHOLIC

SUB-PREMIUM

MALT LIQUOR

IN BASKET DOLLARS/TRIP

$38.90

$39.28

$40.01

$43.24

$41.46

$41.84

$42.91

$40.15

$44.50

$38.52

$35.66

$32.88

TOTAL OUT OF BASKET DOLLARS/TRIP
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Joint Collaboration Leads to More Accurate Direct-

to-Shopper Communication

Manufacturer

+

SEARCH AND MEDIA STORE

SIGNAGE

EMAIL MARKETING WEB

PERSONALIZATION

MOBILE

SOLUTION
AGENCY SERVICES

RADIO / TV

Retailer
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Trip Missions Shifts the Focus from Product Centric 

to Customer Centric

Å Increase Number of Trips

ï Effective pricing and promotion of driver items

ï Target low indexing day part/week part

Å Increase Transaction Size

ïLeverage 2 ñforsò and 3 ñforsò

ï Effective cross merchandising

ïDevelop appealing bundles and combos

ï Plus selling targeted items

Å Increase Sales and GP/ basket

ï Targeted promotions

ïñTrade upò (Example: premium Slurpee cups)

Target Merchandising Activity to Drive Key Trip Metrics


