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The Problem:
Both suppliers and retailers want staff 
engaged selling more products/services. 
However, reaching and training staff 
is difficult because of part-time shift 
employment, the large number of stores 
to reach, and the desired frequency. 
Relying on store visits to train and ensure 
compliance is expensive, infrequent and 
inconvenient.

Sales Growth From Confident Knowledgeable Staff Real-Time Insights And Confirmation Of Execution

- Store Coverage

- Staff Reach

- Cost Effectiveness

- Staff Engagement

- In-Store Execution

Connecting 
Brands To People 

Who Sell Them

The Opportunity:
Reaching all the front-line staff at their 
convenience with engaging content on 
a real-time basis. With smart targeting 
capability, relevant key marketing 
messages are delivered and responded 
to providing speed to market, business 
intelligence, and proof of in-store 
execution at a fraction of today’s sales 
rep coverage costs.

Assistia is a mobile app that delivers dynamic projects to 
front-line staff engaging them with rich media content. 
Staff interactions are recognized and rewarded helping 

motivate them to improve their knowledge and ability to 
sell. Assistia is a staff engagement platform that places 
a virtual sales coach in the hands of all staff delivering 

unparalleled reach and feedback at a fraction of today’s 
sales coverage and training costs.

442 Millen Road Suite 6 / Stoney Creek, Ontario  L8E 6H2sales@assistia.com 1 (905) 664 9111

Call us: 1 (905) 664 9111
www.assistia.com

AGE

RESTRICTED

ADVERTISING



5winter 20144 cstorelife.com

Free our beer!

10 12

16

14

8

ARTICLES
20 t Things to Think about in 2014 and
  Beyond

22 t Old School is Still Cool

32 t Never Eat Alone - Book review

37 t Innovation in Convenience

40 t Water, the Super Drink

41 t Business Realities are Closer Than
  They Appear

42 t Good For You Drinks Take Root

48 t Technology Update

50 t Innovation: Innovating with Innovators

contents
NEWS FROM 

THE ASSOCIATIONS

FOCUS
Page 37 - Innovation in Convenience  

8. CCSA
The Summit

10. OCSA
Free our Beer

12. QCSA
The National 
Convenience 
Industry Summit

14. WCSA
A Civilized 
Discussion

16. ACSA
Industry Gala 
and Awards

37 41

50

48

22
Old School
Is Still Cool

INNOVATION
in convenience

          Innovation: 
  Innovating with 
             innovators 

Technology      
     update



 

7winter 20146 cstorelife.com

MOLSON 
CANADIAN 

GREAT 
PROFITS 

®Molson Canada 2005, used under License by BIC Inc. 
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published to enhance business 
knowledge and the lives of 
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On Our Minds

One of the greatest challenges businesses face today is staying relevant in 

this rapidly changing environment of technology married to consumerism.  

How many marketers 10 years ago would have thought the consumer voice (as 

expressed through a variety of social media venues) would be more powerful 

than their marketing messages?  Who would have thought consumers would trust 

stranger opinions and recommendations more than brand messaging?  There are 

just too many examples of long established businesses that have disappeared. 

How are convenience stores innovating and becoming more relevant in 

consumers’ daily lives?  Grocery trips per week are up, signalling that time-starved 

customers are seeking fresher products.  The benchmark also implies that “fill-in” 

grocery shopper behaviour is changing, which might free up the space of grocery 

items collecting dust in your store (that is, if grocery is a slow mover in your 

store).

Convenience store retailers are investing heavily in food service south of the 

border.  Almost 60% of c-stores there are in the business of offering customers 

food service.  Contrast this to the recent decision of one of Canada’s largest 

petroleum retailers to exit managing its own food business and partner with 

established QSR retailers.  What does this all mean?  

How can retailers be innovative?  How can suppliers get innovation into 

retailer stores?  How can there be a win-win solution to strengthen the offer?

This edition seeks to discuss these issues with growth in mind.
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 Doug Hartl
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 Western Canada

 Jason Lutes
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WHAT'S
NEW
WITH THE

CCSA

The National Convenience Industry 
Summit held jointly between the 
CCSA and NACDA at the end of 
October was a great success. “The 
event was very well organized and 
received by all attendees. It also gave 
us a great opportunity to release our 
SOI report, which generated a great 
deal of media coverage. All in all it was 
a very successful experience,” CCSA 
President Alex Scholten told CStore 
Life the next day. 

 
STATE OF ThE INDUSTRY 
hIGhlIGhTS

“In many ways, it was a good year 
for the industry,” Mr. Scholten began. 
“We had sales that surpassed the $40 
billion plateau for the first time. The 
number of sites remains stable with an 
increase of a half percent up to 23,099 
sites. Employment increased. We are 
now employing over 190,000 Canadians 
across the country.

That’s the good.” 
“But when you look at the numbers 

a little more closely, you can see there 
are some troubling issues. The bad 
news is that despite the increase in sales, 
the industry experienced a significant 
reduction in overall industry profits. 
In 2011, the industry generated about 
$1 billion in profits. In 2012, we 
experienced a loss of $245 million.” 

We asked to what those losses can be 
attributed. 

“A number of factors were 
responsible, including a sluggish 
economy, channel blur, excessive 
credit card fees, overregulation and 
contraband tobacco.” Taxation is 
another. “We polled independent 
retailers, and one of their main 
concerns is taxation. Their taxes are 
going up while their profits are not.”

All that combined to make it a less 
than ideal year to be a convenience 
store owner. “Or at least an 
independent convenience store owner,” 
says Mr. Scholten. “The trend 
we are seeing is that there continues to 
be consolidation with the chains getting 
bigger and the independent 
 
 
 
 
 
 
 
 
 
 retailers struggling to survive. Given 
the competitive and economic 
environment, we wanted to use this 
year’s report to identify factors retailers 
could take advantage of to succeed and 
even thrive.” 

 It is important for both 
independents and chains to realize there 
are some keys to success. Mr. Scholten 
is clear: “Some of the information we 
found is quite interesting. Over 90% of 
the sites that had convenience and gas 
offerings were profitable. Also over 90% 
of the stores that offered fresh food 
or food prepared on site experienced 
a profit. Getting into foodservice and 
having a full-service offering like gas 
and groceries are two of the more 
important aspects. We are in the 
neighbourhoods of our customers. 
We are on their way to work. We are on 
their way home from work. We have 
to make better use of that competitive 
advantage and fully capture the 

foodservice and full-service offering 
benefits. The chains seem to be getting 
this already. They are getting into fresh 
food options; they have gasoline and 
recognize the importance of it.”

“We also identified a couple of 
other things that offer a positive 
opportunity for retailers. We know our 

consumer base is changing. Canada 
has an aging population, and with an 
aging population that is less mobile, 
our primary value offering being 
convenience should become even more 
important. Canada’s population is also 
becoming more ethnically  
diverse. By offering convenient hours, 
a product mix that is going to be 
appealing to aging Canadians and to 
a more ethnically diverse customer 
base, we have a great opportunity to 
achieve more sales. That’s the advantage 

of having convenience stores in local 
neighbourhoods where competitors 
do not have that same kind of contact 
or regular interaction with their 
customers—our retailers can be much 
more in tune to what is happening in 
terms of diversity of the customer base 
and making sure they are meeting  

 
 
those consumers’ needs. The insight 
is that convenience store owners who 
are adapting to meet the needs of 
their changing customer base and to 
the competitive pressures they find 
themselves in are going to be more 
successful in the future. I think this is 
one area the independents are a little 
more attuned to.”

 
 

OUTpERFORmING pOTENTIAl
Alain Bouchard, President and 

CEO of Couche-Tard, spoke to the 
Summit guests in a question-answer 
format. One of his comments, Mr. 
Scholten told us, was that a very good 
independent operator will outperform 
his best managers. “They know their  

 
 
market, they adapt very quickly to 
their market and they provide 
convenience and a product mix that 
their market wants. So the better 
independents will continue to do well.”

We asked how the CCSA hopes to get 
this message to the independents. Mr. 
Scholten answered, “We are promoting 
this through our events across the 
country, through media releases, 
through our association presidents, 

regional to national, and through 
NACDA, the distributors and the 
suppliers.” All are encouraged to use a 
consistent message. “The message may 
sound a bit callous, but it is not flippant 
in terms of the survival of independent 
retailers: If you don’t change the way 
you are doing things, you are going to 
find it very difficult to survive in this 
current market, especially one with 
more competition who are only too 
eager to copy and use what we do best, 
which is convenient store hours and 
offering more convenient single-serve 
products. Our industry must raise its 
game as well. It’s a difficult message to 
hear, but if retailers want to survive, 
that is what they will have to do.”  
 
lOOkING AhEAD TO 2014

 “We are optimistic that the 2012 
industry results, showing a large loss, 
are not indicative of a continuing trend, 
but we want to make sure retailers get 
on board with what they have to do to 
adapt to a changing competitive market 
so they can succeed. We, the CCSA 
and its regional affiliates, are spreading 
that message through NACDA and 
the distributors, and through industry 
suppliers. We have this information and 
we want them to use it. These are things 
retailers can do to positively change 
their bottom line,” says Mr. Scholten.  

“However, not everything is 
directly in the hands of retailers. As an 
industry, we have to work together to 
create a more favourable regulatory 
environment. Regulation will continue 
to impact all players in the industry 
unless and until we work together 
to keep it in check. As associations 
that represent all stakeholders in the 
industry, the CCSA and its regional 
affiliates will continue to voice the 
concerns of the entire industry to create 
a regulatory environment where all can 
remain prosperous—a rising tide lifts 
all boats!” 

“An important part of our ability 
to positively impact the industry will 
be the completion of an affiliation 

between the CCSA and NACDA. 
This will allow both organizations 
to work closer and more efficiently 
with retailers, distributors, suppliers 
and manufacturers to create a better 
industry environment and better 
information for industry stakeholders 
at all levels that they can use to succeed 
in their businesses.”

The Summit

A l e x  S c h o l t e n ~ P R E S I D E N T Coast to Coast

Mr. Bouchard and Mr. Scholten at the 2013 National Convenience Industry Summit
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Follow the OCSA on
Find OCSA tweets at: @OntarioCStores

Free our beer!

WHAT'S
NEW
WITH THE

OCSA

It began with a surprising 
announcement on October 29.  
OCSA retailers made public at 
Queen’s Park that they have signed 
on to endorse a pledge to set aside 
30% of their cold vault coolers and 
30% of their wine shelves for 
              Ontario-made products     
                       such as Ontario craft 
                               beer, VQA wines 
                             and Ontario winery 
                                   offerings. No 
                                other government 
                                    organization— 
                                      the LCBO or 
                                          The Beer 
                                      Stores—have 
                                    committed to 
                                     this. As OCSA 
                                   CEO Dave Bryans 
                                    puts it, “The 
                              convenience store 
                          sector is saying if the 
                    government will now open 
                                 up beer and wine 
                                     to convenience 
                           stores, they have a 
strong commitment from all the 

convenience stores in Ontario to 
support Ontario-made products.”

Mr. Bryans adds that government 
needs to keep in mind that all of this 
comes on top of a move that will 
include more capital expenditure. 
He cites Mac’s as an example: “Mac’s 

Convenience 
Stores last 
month 
committed 
$54 million 
in capital 
expenditure to 
build 27 new 
mega-sites, 
creating 1,600 
more jobs, if 
beer and wine 
were to come to 
Ontario.”

He is pleased 
with the 

momentum of the announcement. 
“Thanks to the retailers, we will go 
forward. We will go to the media 
now and make that commitment 
on behalf of all of our members to 
support and sell Ontario products.”  

It is a popular move as well. 
“I think there is a real taste in 
Ontario,” he says, “to buy craft beers 
and Ontario wines in your local 
convenience store.”

That the move is win-win and 
takes away no one’s market share is 
key as well. It, in fact, increases sales 
for everyone. “We believe it would 
triple the market share of craft 
beers in a very short period of time 
and help all these small wineries 
throughout the Niagara Peninsula, 
Prince Edward County, Essex 
County and Chatham-Kent grow 
substantially as we go forward. There 
are 140 craft breweries in Ontario 
and the industry is growing by leaps 
and bounds. Foreign multinationals 
are not going to give up shelf space 
to them in the Beer Stores. We are 
committing that we will gladly help. 
If the government decided to get 

convenience stores just craft beer 
and just Ontario and VQA wines 
we would be pleased to start there 
and leave The Beer Stores the way 
they stand today. We are not here 
to compete with or close the Beer 
Stores or the LCBO. We are here to 
say open it up and we will gladly 
take craft beer and VQA wines and 
Ontario wines.” 

The next day at Queen’s Park 
was Lobby Day with over 20 
retailers involved. The OCSA held a 
reception that night with hundreds 
of people engaging their MPPs on 
issues, the three big ones being 
contraband tobacco (“the scourge 
of every community” Mr. Bryans 
reminds us), the opportunities 
and responsibilities around selling 
beer and wine and how the pledge 
of the day before will be accepted, 
and the Healthy Kids Panel 
recommendations and the options 
that convenience stores have already 
made available and are committed 
to make available to work with the 
government.

 
 
 
 

 
 
 
 

 
 
 
 
 

Over 90 communities/
municipalities in Ontario have 
now supported the resolution to 
go forward asking the government 
to correct contraband. The OCSA 
has placed iPads in about 20 
communities in Ontario from which 
thousands of letters have now been 
sent to the Minister of Finance 
and the Premier asking them to 
get serious and start correcting 
contraband in their communities. 
All of this represents about 90% of 
the total population represented 
in those two initiatives to ask the 
government to start working toward 
a resolution. Mr. Bryans explains, 
“Contraband has infiltrated many 
areas in Ontario and we don’t see 
any correction at this time. We don’t 
see the government implementing 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
                               their commitments 
                                 of 2012 and 2013 
                                in both budgets. 
                                  They have not 
                                 implemented any 
                                   of their 
                               recommendations; 
                                  they have not 
                               started any type 
of educational campaign in the 
province informing people of the 
issues around buying contraband 
tobacco. There has been no increase 
in dollars for enforcement and 
inspection. The poor family-run 
convenience store still sits there 
wondering when 35% of their lost 
business is going to be corrected in 
their community. We can bring our 
customers back to our stores; we can 
educate them about the problems 
with buying unregulated tobacco 
out of the trunks of cars. Knowing 
that we are the most responsible 
sellers, and tobacco does not get 
into the hands of the youth through 
convenience stores under the We 

Expect ID program, the government 
should want to work with all of us to 
fix this issue rather than continuing 
to ignore it.” 

ThE CONTRABAND 
BATTlE: FOUR VAlUES IN 
ThREE AREAS

 
There are four key areas of OCSA 
values, when it comes to fighting 
contraband.

1.  Advocacy: Ensuring a strong 
voice with government, 
industry and the public.

2.  Education: Having members 
who are armed with knowledge 
in the areas of age verification, 
research, food safety, tobacco 
knowledge and handling, 
childhood obesity and employee 
engagement so that they can 
continue to be successful.

3.  Networking : Working 
with share groups and with 
manufacturers and key 
stakeholders using events and 
social media.

4.  Organizational effectiveness: 
Ensuring accountability to 
members, supplier partners and 
other key stakeholders. 

 
The tobacco file (the OCSA’s single 
biggest category) has some simple 
but key objectives:

1.  Reduce Contraband: Work 
with stakeholders to develop 
programs that continue to work 
towards reduction through 
retailer engagement, customer 
involvement and elected 
officials.

2.  Minimize excessive taxation: 
Continue to educate 
governments and stakeholders 
of the issues that new taxes 
would create during turbulent 
contraband times for our 
industry. 

 

3.  Minimize excessive or new 
regulations: Educate government 
on the negatives plain packaging, 
flavour bans and site and age to sell 
would bring. 

Free Our Beer       
  hits Queen’s
             park

It is now time, says Mr. Bryans, 
to think about joining the 
association to work towards 
adding your voice to getting beer 
and wine. “2014 should be the 
year of beer and wine in c-stores 
and if everybody would put their 
strength behind it and join the 
OCSA it will happen.” Call the 
office at 905-845-9152, or go 
to www.ontariocstores.ca and 
register.

Now is 
the time!

ipad update.

D a v e  B r y a n s  ~  C H I E F  E X E C U T I V E  O F F I C E R Coast to Coast
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Contact Michel 
1 Holiday Ave., East Tower,
Suite 501, 
Pt-Claire, QC H9R 5N3
Telephone: 514.695.8284
Fax: 514.630.6989
email: 
gadbois@conveniencestores.ca

QCSA Board of Directors
    Francis Lapointe 

Couche-Tard

 Denise Lafleur 
 Quickie Convenience Stores

 Jacques Beaudry
 Beau-soir

 Sylvain Fontaine 
 Sonic

 Zude Le
 Tabagie King 

 Alain Duchaine
 Le groupe Harnois 

 Pascal Laporte
 Réseau GLP & Cie. 

 Christiane Locas
 Boni-soir et Voisin 

 Guylaine Plante
 Pétro-Canada/Suncor 

WHAT'S
NEW
WITH THE

QCSA

“We did not lack data.”

With a slate of speakers ranging 
from Couche-Tard’s Alain Bouchard 
to trend analysts, every aspect of the 
convenience industry was well covered 
at the National Convenience Industry 
Summit at the end of October. 

The one-two punch of the SOI 

followed by Alain Bouchard’s 
comments from a world perspective 
got the summit off to a great start. 
“I think everybody was there one 
hundred percent with the message,” 
said QCSA president Michel Gadbois 
immediately after the event. 

“Having a retailer from Canada 
who is all over the world was quite 
an accomplishment. Having his 
perception of what we are doing here 
versus what is happening elsewhere 
in the world lets us know we are not 
only a Canadian industry but a global 
industry, because we have similar 
challenges all over the world.”

The SOI presented at the meeting 
showed that Quebec is faring relatively 
well, with fairly positive numbers. The 

province has gained retailers rather 
than lost and seems to be doing better 
than the rest of Canada. “I would 
underline the fact that we are more 
diversified because of beer and wine 
in Quebec so that counteracts a bit 
the effect of contraband,” Mr. Gadbois 
explains. “We have been lucky with 
tough legislation in Quebec, but 
contraband is still a factor in losses in 
sales in general.”

Mr. Gadbois then pointed us to 
the bottom line: “As you can see, the 
industry is down this year. For that, 

you need to take 
into account another 
component, which is 
the cost of credit card 
fees. Those who suffer 
the most, even if they 
have more traffic, are 
convenience stores 
with gasoline, because 
they pay enormous 
fees. Few people pay 
for gas with cash 
anymore. Because of 
the recession, many 
go from week to 
week hoping that the 
credit card will hold. 
In the meantime we 
pay between 2 and 

2.5 percent, an enormous amount of 
money, to credit card companies.”

Chain consolidations have made a 
difference. “We had more independents 
in the past. The numbers are up 
because we have chains introducing 
new stores. There is more ground 
in Quebec for chain acquisition of 
independents.”

The biggest issue overall is 
overregulation. “Our answer to that 
is we are now intensely lobbying 
the government and there will 
be a proposal—a motion—to the 
National Assembly before the 
end of the year. We want them to 
recognize the importance of the 
industry and the necessity of creating 
an inter-ministerial committee 

to study the cost of overlapping 
regulations. What we want is to have 
the government sit down with the 
different ministries from Agriculture 
to Revenue to Public Safety to even 
Natural Resources. We have five to six 
ministries regulating our business. 
That has been affecting us for the 
past 15 years. It is not the fact that we 
are not dynamic, it is not the fact that 
we don’t have the capacity to develop, 
but you have to realize every dollar 
we make comes after the government 
has taken 17 to put in its coffers. It is 
total nonsense. No industry is taxed 
that way.” Put another way, “We want 
to sit down with them and say, ‘Have 
a look here because you are killing 
the goose that laid the golden egg’.” 

“The SOI,” explains Mr. Gadbois, 
“gives us an opportunity to show the 
industry what we are doing, where 
we are performing and where we are 

lacking in performance. And where 
we are lacking, we want to turn 
around and say, not surprisingly, ‘It 
is all related to overregulation or the 
cost of regulation’.” 

Press coverage of the SOI was 
extensive. It was well covered in 
Quebec news outlets. The Financial 
Post, the CBC, the Toronto Star, 
Ottawa Citizen and Windsor Star 
focused on concerns surrounding 
grocery and pharmacy chain 
consolidation; the Vancouver Sun, 
Calgary Sun, and Canadian Grocer 
reported on overregulation. Over 
20 national and international news 
websites published the SOI itself. 

A few quotes from across the 
country: 
 
 
 
 

“…54 percent of Vancouver’s 
regulations governing convenience 
stores are what the industry 
euphemistically calls ‘revenue driven.’ 
In other words they’re a cash grab. 
But surely even a politician or a 
bureaucrat can eventually recognize 
when enough is enough…” – Don 
Cayo, Vancouver Sun

“Canadian convenience store sales 
grew 3.3% to $40-billion in 2012 over 
2011. But they lost $254-million in 
2012 versus reaping about $1-billion in 
profit in 2011. It comes as convenience 
stores feel the squeeze bigger grocery 
chains have grappled with this year—
heightened competition and shrinking 
margins on food.” – Hollie Shaw, 
Financial Post 
 
 
 

“An overabundance of municipal 
regulations is a significant cost burden 
for many Canadian convenience store 
owners...” – Mario Toneguzzi, 
Calgary Herald.

“Independently run convenience 
stores are finding it harder to survive 
because of new entrants to the market, 
high credit card fees and multiple 
regulations...” – Associated Press

“‘Mom and pop’ operations fear for 
their survival…” – Lisa Wright, The 
Toronto Star

When the QCSA thought it had 
a Quebec election on its hands, it 
launched an iPad campaign in 10 to 15 
key ridings, 10 stores per riding, to let 
candidates know what its members and 
their customers feel about issues such 
as overregulation. Election speculation 
ended when Premier Pauline Marois 
announced at the end of October that 
by-elections would be held instead of a 
general election. 

Mr. Gadbois remains positive. That 
campaign was successful, he notes, 
and the government is now listening. 
“We had a response from one of the 
ministries saying, ‘We would like you to 
submit some proposals to us because 
we would like to listen to you’.” 

The QCSA will do just that, and has 
an upcoming Parliament Day.

The National 
Convenience 

Industry 
Summit

An astounding 868 federal, provincial and municipal regulations affecting convenience stores have 
been compiled in the 2013 edition of the C-store State of the Industry Report. From left to right: 
Michel Gadbois, Executive Vice-President, Canadian Convenience Stores Association (CCSA) and 
Alain Bouchard, President & CEO of Alimentation Couche-Tard.

The 
election 
that 
wasn’t 
(yet)

M i c h e l  G a d b o i s ~ P R E S I D E N T Coast to Coast



15winter 201414 cstorelife.com

Contact Andrew 
Western Convenience Stores 
Association
#5 – 1146 Pacific Blvd
Vancouver BC V6Z 2Z7 
Telephone: 778.987.4440
email: 
andrew@conveniencestores.ca

WCSA Board of Directors
    Doug Hartl - Chairman WCSA
 Mac's Convenience Stores

 David Bunney - Director WCSA
 Parkland Fuel Corporation

 Dene Hargreaves - Director WCSA
 Winks Plus 

 Victor Vrsnik - Director WCSA
 7-Eleven

 John Crandell
 Non-voting Director
 Bic Inc. 

 Kim Jones - Director WCSA
 Suncor Energy Products

 Jeffrey Bakun
 Non-voting Director
 Rothmans Benson & Hedges Inc.

 Duncan McArthur -    
 Director  WCSA 
 Husky Energy

 Henry Arsenault
 Non-voting Director
 Direct Plus Food Group

 Kim Trowbridge - Director WCSA
 Small Retail

 Chuck Arcand - 
 Non-voting Director  
 Core-Mark

 Andrew Klukas - President
 andrew@conveniencestores.ca

WHAT'S
NEW
WITH THE
WCSA

In the letter to the British Columbia 
Liquor Policy Review panel that 
accompanied the WCSA’s participation 
in the consultation process, WCSA 
President Andrew Klukas outlines ways 
in which BC convenience stores 
could benefit government and 
community by carrying 
alcohol.

“BC can retain the existing 
public liquor distribution and 
retail model while granting 
licenses to qualifying 
convenience stores 
authorizing them to sell beer 
and wine,” the letter argues.

 

 
 
The WCSA says:

It’s time for BC corner stores to carry 
beer and wine. Here are just some of 
the reasons.
 

•  It will create 
new investment 
in the province, 
and jobs.

•  It will support 
local brewers 
and vintners.

•  BC convenience 
stores have the 
best record

 nationally for age 
testing according to Health Canada 
(even better than government liquor 
stores).

•  BC has the most stringent employee 
safety standards in Canada.

•  The right to sell beer and wine 
   will further raise industry 
  standards for age testing 
     and employee and public 
          safety.

     •  It will support tourism.

It will also help build stronger, more 
attractive neighbourhoods. Allowing 
retailers to carry what consumers are 
buying can transform communities 
(especially rural communities) and 
reverse a destructive trend that has 
emerged in recent years. “Prohibiting 
the sale of legal products that people 
want to buy is forcing shoppers to drive 
more and it’s pushing neighbourhood 
corner stores out to the highways 
where they sell gas to survive," says 
Mr. Klukas. In Vancouver, over 80% 
of convenience stores are now in non-
residential areas. This disturbing trend 
is strongly related to a decline of people 
walking along lively, vibrant streets, 
and a corresponding increase in what 
a recent Globe and Mail article calls 
“loners in their cars.”

That article details a discussion held 
at Simon Fraser University on the 
            chances of survival for 
                independent coffee shops 
              and corner stores in Vancouver.     
                   What came out of it had the 
                Globe and Mail reporter 
                convinced that these types of  
                shops and stores “can improve 
                  a neighbourhood and raise 
                property values. Because 
                 they succeed best in 
                  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

areas with diverse incomes and urban 
density, they represent an equilibrium, 
the happy existence of a multi-layered 
community. There is a correlation 
between the corner store and affordable 
housing.

They go together.”
The “loners” quote comes from the 

reporter’s comment that corner stores 
are about “having bodies [pedestrian 
shoppers] on the streets, as opposed to 
loners sitting in their cars [consumers 

driving to big box stores].” 
And there are further arguments for 

keeping corner stores on the corner 
by allowing the sale of products the 
consumer wants. One word that keeps 
cropping up is “civilized”. 

It is all over the comment section on 
the BC Liquor Policy Review website: 
“It would be most civilized…”, “Let’s 
get on board with the rest of civilized 
society…”, “…bring our policies in line 
with most of the civilized world…”, 

“How civilized it would be to pick up a 
baguette, cheese and bottle of wine all 
in one stop…”

It is a strong majority (80% of 
British Columbians over the age of 18) 
voicing its preference for this civilized 
initiative.  Recommendations from the 
Liquor Policy Review are expected on 
November 25. 

The lottery customer has always 
been important in the development 
and sustainability of profitable 
convenience stores.  Strong, 
recognizable national lottery brands 
and complementary regional lottery 
products are reasons for customers to 
visit us many times a week.

Research shows that lottery sales 
are amongst the highest percentage 
of both planned and impulse c-store 
purchases.  Considering the small 
footprint and revenue per square foot, 
lottery products can be amongst the 
highest value products in our stores.

Matthew Gottfried of Manitoba 
Liquor & Lotteries tells CStore Life 

this month that 
Manitoba Liquor & 
Lotteries - Lottery Sales 
Group is able to assist 
Manitoba retailers with 
the many programs that 
help maximize store 
revenues by leveraging 
lottery products 
to suit store and 
customer needs.  Sales, 
merchandising and 
business development 
support is available 
through every Lottery 
Sales Representative. 
Weekly Telemarketing 
Sales ensure proper 
management and 
support for inventory of 
Scratch ’N Win tickets.  

In 2012, Manitoba 
Liquor & Lotteries implemented 
a unique bonus commission 
program that allows retailers to see 
unprecedented revenue growth from 
the sale of lottery products.  Incentives 
have also been implemented in 
monthly promotional activity that 
rewards retailers for increased lottery 
sales and a recently rolled-out Clerk 
Rewards program that encourages 
frontline staff to stay engaged with 
good sales behaviour. 

“Proper execution of lottery sales,” 
says Mr. Gottfried, “is good for your 
customers and great for you!”

A follow-up to the June 
contraband study in Saskatchewan 
and Manitoba in October found a 
very slight uptake in contraband 
use in those provinces. It was nearly 
negligible, but it has a great impact.

 Mr. Klukas explains: “Although 
the increase in contraband between 
June and October is not significant, 
the consistency between the two 
studies is compelling evidence that 
the June findings were not a fluke. 
The October findings validate 
the earlier findings from June 
and reinforce the reality of the 
contraband problem.” 

A civilized 
discussion Value of 

lottery 
products 
at retail 

continues 
to grow

        Butt 
  studies 
consistent
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Contact Michael 
#B - 100 Ilsley Ave.,
Dartmouth, NS B3B 1L3
Telephone: 902.880.9733
Fax: 905.849.9947
email: 
hammoud@conveniencestores.ca

ACSA Board of Directors
    Mike Hammoud - 

President ACSA, 
Director CCSA

 Warren Maynard - 
 Chairman ACSA 
 Ultramar Ltd – N.S.

 Chris Scholten - Director ACSA
 Scholten’s Gas & Groceries – N.B.

 Brian Morrissey - 
 Vice Chairman ACSA
 Director of CCSA 
 Needs Convenience Stores – N.S.

 Jason Lutes - Treasurer,
 Director CCSA 
 Magnetic Hill Esso – N.B.

 Ramona Roberts - Secretary
 Big Dog Convenience – P.E.I.

 Janet McLeod
 Wilson Fuel Co. Ltd. – N.S.

 Corey Roberts
 Marie’s Mini Mart – N.L.

 Tony Diab
 Express-way Food & Video - N.S.

 Nathan Woodland
 Couche-Tard – N.S.

 David Button
 North Atlantic Petroleum - N.L.

 Glenn Sullivan
 Clarenville Orange Store - N.L.

 Brent Sweet
 Brent's Convenience - N.L.

WHAT'S
NEW
WITH THE

ACSA

 
The Industry Gala and Awards, held 
November 6, was “our best event yet,” 
Mike Hammoud, ACSA President, 
told CStore Life the next day. “We 
had great speakers, great panelists.” 
The Government Relations panel, 
for instance, “sat down comfortably 

and had a 
discussion 
about how 
you approach 
government, 
how to 
successfully 
move files 
and how to 
work with the 
government 
to do that.” 
Questions  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
were asked by the interviewer and 
the audience, and the answers were 
designed “to help direct us so that we 
would have more success as we move 
forward as an organization to lobby 
government.”

Mr. Hammoud’s speech focused on 
what is happening with the industry 

in Atlantic Canada. The concept of 
the day was change: how to make 
the necessary changes to move the 
industry forward, and how to stay 
viable as it moves forward. Alex 
Scholten, President of the CCSA, 
spoke on the national scene, 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
perceptions of the industry and what 
the CCSA is doing to combat negative 
perceptions. 

With an attendance of 250 
participants, it was the largest crowd 
ever for the awards night. Mayor 
Mike Savage, the Hon. Jamie Baillie, 
leader of the PC Party of Nova Scotia, 

and the Hon. Mark Furey, Minister 
of Service Nova Scotia and Municipal 
Relations, were amongst the speakers 
as well as Michael Foley, CCO of 
Atlantic Lottery, who stressed how 
important retailers have been to 
the corporation for the last 40 years 
and how they will be even more 
important in the next 40. Comedian 
Peter Anthony entertained and 
co-emceed the awards presentation 
with Mr. Hammoud. 

 
ThE WINNERS

To win the Convenience Store 
Operator of the Year award, the 
operator must have been in business 
for at least ten years, and must be 
recognized as an important and 
valuable part of the community. 
There must be demonstrated 
feedback from customers and 
suppliers that the operator 
consistently meets or exceeds 
customer expectations and he or she 
must strictly adhere to all laws for age 
 
 
 
 
 
 
 
 
 

 

verification, etc. The operator should 
have a reputation for providing 
a superior level of customer 
service, should show ingenuity and 
innovation to overcome challenges 
and compete in the marketplace, 
should participate in and support 
community activities, and should 
execute notable employee relations/
recognition initiatives. The operator 
will have achieved significant 
employment and business growth, 
and will have contributed to the 
betterment of the industry.

  
The 2013 Independent 

Convenience Store Operator of Year 
is Fred Saoud, Big General Store, 
Halifax, NS.

The 2013 Corporate Convenience 
Store Operator of the Year is Margie 
Boone, Kenmount Corner Store, St. 
John’s, NL.

To win the Emerging Convenience 
Store Operator of the Year, the 
operator must have been in business 
for at least two years but less than ten. 
The operator must be recognized in 
the community as an “up and comer” 
and an important and valuable part 
of the community with demonstrated 
feedback from customers and 
suppliers for consistently meeting 
or exceeding customer expectations. 
The operator must strictly adhere 
to all laws for age verification, 
etc., and have contributed to the 
development of the industry through 
innovative practices, development 
or implementation of technology 
for measurable business impact or 
sustainable products and practices. 

The 2013 Emerging Convenience 
Store Operators of the Year are Chad 
and Nic Howatt, Howatt’s Shell, 
Borden, PE.

To win the Industry Partner Award, 
the product or service supplier goes 
out of its way to help make the 
convenience store business more 
profitable, and valuable to customers. 
The partner will have earned a 

reputation for providing a superior 
level of customer service to the 
c-store channel and c-store operators 
and participates in and supports 
important community activities. 

The 2013 Industry Partner 
(Regulatory) is PEI Liquor Control 
Commission, and the 2013 Industry 
Partner (Non-Regulatory) is PepsiCo 
Beverages Canada.

The winner of the 2013 Innovative 
Beverage award for a new-to-the-
industry product with better-than-
average retail margins and provision 
of new revenue or customers to 
the channel is Red Bull Editions. 
The winner of the 2013 Innovative 
Product award is Nestlé Skinny Cow 
Dreamy Clusters.

“C-Store Day was a huge success,” 
Mr. Hammoud tells us. The second 
annual event grew from two locations 
to seven, and from 12 politicians 
to 51 this year. A total of $9,000 
was raised for local charities. Mr. 
Hammoud notes that all six of the 
Liberal candidates who took part 
were successful in the Nova Scotia 
election the next week!

With c-stores so highly visible, 
employing thousands of staff and 
actively supporting and contributing 
to community events, C-Store Day 
has become a way to recognize 
their hard work and community 
spirit. Those politicians and other 
community leaders who took part 
worked 20-minute shifts to garner 
donations to local charities. 

Mr. Hammoud’s hope for the 
future is that “in a year or two we 
expand to 100 stores in the Maritimes 
and 1,000 across Canada.” 

   
 

The Liberals took a majority 
win in the October 8 election. Mr. 
Hammoud tells CStore Life that he 
is looking forward to meeting with 
Premier Stephen McNeil and his 
team. “We are confident we will be 
able to work closely with them,” he 
says. Letters have gone out to the new 
MLAs. 
 

The Energy and Utilities Board 
(EUB) has a review planned for 
December 15, and the ACSA will be 
there. The government expects a .4 
cent per litre (CPL) increase, which 
the ACSA maintains is not enough.  
 

The Hon. Tom Marshall is 
once again Finance Minister of 
Newfoundland and Labrador, 
stepping back into the role after 
the resignation of the Hon. Jerome 
Kennedy. The ACSA has requested a 
meeting to discuss, again, hoped-for 
10% beer margins and 2.5 cents per 
bottle handling fees. 

Industry
Gala and
Awards Convenience

Store Day
is a success

Nova Scotia 
election

Increase 
in gas 
margins?

Beer 
margins and 
bottle return 
handling 
fees 
re-revisited...

1.  L-R Scott Grant - ALC, Margie Boone - 
Ultramar (Corporate Operator of the Year 
winner), Mike Hammoud - ACSA

2.  L-R Scott Grant - ALC, Fred Saoud - Big 
General Store (Independent Operator of 
the Year winner), Mike Hammoud - ACSA, 
Warren Maynard - Ultramar (Chairman of 
the ACSA)

3.  L-R Sid Chedrawe - retiring board member 
of ACSA, Warren Maynard - Ultramar 
(Chairman of the ACSA)

4.  L-R Peter Anthony - Comedian, Chad Howatt 
- Howatt's Shell (Emerging Retailer of the Year 
Award winner)

2

1

3

4

M i c h a e l  H a m m o u d ~ P R E S I D E N T Coast to Coast



19winter 201418 cstorelife.com

you’re interested in approaching. They 
know their retail customers intimately. 
They know the categories within 
the store and can easily describe the 
nuances between different retailers. 
They are motivated to help because 
the incremental sales you generate can 
translate into a more efficient drop 
when they service the store. But they 
are not there to do your work for you.  

Attending industry networking 
functions to find folks who may call 
on a retailer you’re interested in, but 
represent a different product category, 
is also a good idea.

Perhaps our paths will cross one day 
at one of these events. I sure hope so. 
If that should happen, I’d certainly be 
happy to carry this discussion further. 
But please don’t complain about the 
challenge of securing listings without 
being able to tell me first why these 
strategies weren’t able to help you get 
the job done. I think a conversation 
like that might even require a second 
glass of wine.

I often hear complaints from 
vendors regarding the difficulty of 
securing new product listings from 
category managers in the retail 
sector.  The complaints are usually 
(but not exclusively) most acute from 
those vendors without an existing 
relationship with the retailers they are 
hoping to influence.  Occasionally, I’m 
asked for both an introduction and 
some advice on how I’d suggest they 
go about developing the relationships 
they seek.  

To be honest with you, I really 
dislike these conversations.  It’s just 
disappointing to be reminded that 
some folks still believe that familiarity 
with the people involved is some “key” 
solution to a listing problem.  

There are, however, also vendors 
within this same group who “know” 
lots of retailers.  They position 
their problem quite differently in 
conversations.  These folks advance 
the idea that money (a hefty trade 
spend and allowances) is the “grease 
that moves the retailer’s wheels”, and 
that little else will do.  These vendors 
want ideas on how to limit their costs.

So, I ask a few questions.  Pretty 
quickly, I learn that most of these 
complainants are unable to even 
describe the retailer’s view of the role 
their category plays within the store.  
They can, however, always tell me 
the tiniest of details related to their 
products.  I usually conclude that they  
 
 
 
 

 
 
 
 
are totally unaware of the importance 
of communicating how their product 
helps the retailer to achieve its 
goals—mostly, I think, because they 
have absolutely no idea of what the 
retailer’s goals are.  

For this issue of CStore Life, I 
thought I’d try to debunk a few of 
these myths and summarize some of 
the advice I’ve been sharing during 
these individual conversations.

To begin, let’s chat about a few 
simple truths.  

Yes, relationships matter.  The 
existence of a relationship is most 
likely to result in your phone 
call being promptly returned.  
Relationships, however, are built on 
trust over time.  Trust is built when 
you do what you say you’re going to 
do… when you say you’re going to 
do it.  So relationships are therefore 
an “end-game”, not a starting point.  
Let me be crystal clear, though: bad 
or poorly positioned ideas don’t sell, 
regardless of any relationship you 
might have.  Solutions to problems 
(or opportunities) sell every time.  
So, in the absence of a track record 
based on trust (the foundation of 
any relationship), evidence-based 
arguments are mandatory.  

Yes, money matters… and so 
it should.  That’s why we’re all in 
business.  We sometimes need to be 
reminded, however, that shelf space is 
a finite resource.  

If your product offer is a substitute 
for otherwise existing product sales 
(in other words, not an incremental 
sales opportunity), your retailer is 
going to begin by considering the net 
effect of the gross profit generated, 
inclusive of margin and trade spend.  
On the other hand, if your product 
delivers a truly incremental sale, 

then the threshold of generating 
incremental gross profit is obviously 
far easier to meet.  The result is a 
predictable willingness to relax the 
magnitude of margin and trade spend 
expectations.

It’s not about the absolute 
percentage gross margin per se, 
but the gross margin return on the 
retailer’s investment.  So product 
turns are important here.  Your 
proposal to a retailer needs to reflect 
your understanding of the fact that 
you are competing for a share of the 
retailer’s working capital.  On this 
single dimension the competition 
is broad—it includes vendors both 
within and outside of your particular 
category.  

Two final points need to be made 
before we can properly conclude 
our dialogue on successful selling 
to category managers.  First, it’s not 
enough to think your job is done 
when you’ve figured out how to 
position your product against the 
dimensions we’ve just discussed.  
Somebody had better have thought 
about how we’re going to sell this 
product to consumers.  Vendors have 
many options to create consumer 
awareness, but the best ones tie 
those options into in-store 
execution strategies. 
Understanding the 
retailer’s strengths and 
weaknesses in terms 
of in-store space, 
ability to execute, 
 

 
 
 
 
 
 
 
 
 

policies on vendor’s point-of-sale 
material, etc., allow you to 
demonstrate the relevance of your 
ideas to each specific retailer you are 
speaking to.

Finally, retailers have overall 
strategies that they are following—
both in order to position themselves 
in the minds of their targeted 
consumers and to differentiate 
themselves from other retailers they 
are competing with.  Maybe they’re 
adding a Deli or Fresh section, or 
boutiquing an area of the store 
for healthy choices or planning to 
expand H&BA. To the extent that 
your company’s listing requests are 
consistent with a retailer’s strategies 
and framed in a manner consistent 
with these dimensions we’ve been 
speaking of, you’re swimming with 
the current and have a very high 
probability of success.

The best presentations I’ve seen 
are those that showcase evidence-
based solutions to specific problems 
or opportunities faced by a retailer.  
While some of our smaller vendors 
can easily frame their product stories 
in this manner, they may still be 
wondering where to start— 
particularly with major chain 
convenience retail. If your 
company fits into 
that category, I’d 
highly recommend 
that your first 
visit be to the 
wholesale 
distributor 
who services 
the retailer 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Ron Funk is a highly
regarded executive with 
30 years experience in 
our industry and has a 
management consulting 
practice in Toronto. 
Partnered with a leading 
communications firm and 
an investment bank, Funk 
Consulting dedicates 
resources to solving 
complex client problems. 
He may be contacted at: 
ron@funkconsults.ca

FUNK
frankly

R o n  F u n k
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Shopping assistance – As 
smart phone adoption continues to 
increase, the technology to deliver 
on-the-spot (at location) coupons, 
shopping assistance advice, where-to-
find, promotions, features, etc., will be  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 

 

 
available to customers while they shop 
(or are in close proximity to) your store.  
Increasing traffic as well as customer 
service is the motivation behind these 
technology investments.

Vendor managed Inventory – 
As retailers invest in sophisticated 
back-office systems through vendor 
connectivity, inventories can be better 
managed or optimized to reduce out-
of-stocks, improve freshness, and  
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 
 
 
 
 
 

 
 

 
ensure ample inventory is available for 
promotional activity.  (Think of Sam 
Walton and his “pile it high, and 
watch them buy” mentality.)  Vendor-
retailer connectivity can also explore 
selling products on a consignment basis 
(vendor owns the inventory).  Thinking 
like mass merchandisers and noting 
their current practices, vendors could  
                         even become responsible 
                               for sales, capital and 
                                      margins of entire 
                                                category  
                                              planograms.  

Brand connectivity – 
Technologies will allow brands to 
connect with the frontline staff real-
time allowing the accurate transfer of 
knowledge, the collection of business 
intelligence and the confirmation of 
execution.  Research is consistently 
showing that consumers trust 
recommendations from friends and 
strangers more than they are trusting 
brand messaging The move to leverage 
word-of-mouth advertising through 
frontline staff and creating brand 
ambassadors or enthusiasts has a 
large and promising future.  Frontline 
staff members play a large role in 
defining the customer experience, 
and strengthening their capabilities 
to consistently deliver will be a key 
competitive lever. 

Digital lottery – Lottery games 
can be jointly played in card or 
electronic form (laptop, but more 
likely on smart phone).  A very small 
percentage of people (less than 2%) 
play lottery on web-based applications.  
But as apps develop for smart phones 
that can receive real-time jackpot 
amounts, can allow multiple-player 
play with confirmation, can be 
charged to a user’s phone bill, all of 
these conveniences will certainly gain 
adoption.  C-stores will have to figure 
out how to integrate into this digital 
experience and leverage store assets 
and capabilities to build loyalty and 
foot traffic.

WIFI services – We are becoming 
more dependent on our computers, 
smart phones and tablets.  We are being 
“groomed” to be always available or 
“instantly on”.  When customers visit 
your store, they will expect to be able 
to connect to free WIFI guest services 
in order to have messaging and other 
information at their fingertips.  Most 
coffee retailers are already providing 
free WIFI services.  Starbucks, in 
the last few months, started obliging 
customers to watch a 30-second video 
before being able to get that free 
access.  The company is selling the 
30-second spots to big brands 
like American Express.  

 

Digital signage – The cost of 
digital signage and the software to 
deliver advertisements to these displays 
are a fraction of the cost they were a 
few years ago.  Models available for 
inside and outside allow retailers to 
attract traffic and encourage impulse 
purchases.  Menu board signs that 
change based on time of day and 
targeted demographic add the extra 
zest needed to sell more products.  
These displays optimize each selling 
period and improve inventory turns 
and customer service.  Face recognition 
technology that recognizes gender (80%  
 
 
 
 
 
 
 

 
accurate) and age (60% accurate) is  
expensive but, like all things, will come 
down in cost as it grows in popularity.  

Self-serve checkouts – For 
most smaller store formats, self-serve 
is not an option.  For categories such 
as tobacco, the risks in a small store 
far outweigh the potential savings in 
labour.  For larger convenience/mini-
mart formats, self-service checkouts 
are important, and the reasons are 
two-fold.  More and more stores offer 
them where customer adoption rates 
are rapidly increasing.  Secondly, these 
self-serve checkouts reduce labour 
           costs and, surprisingly, improve 
                   perception of customer service!

20 cstorelife.com

  Things to 
 think about 
 in 2014 and
   beyond...
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The phrase “Old School” has been turning 
up everywhere lately, from movie titles 
to song lyrics to fashion headlines. We’ve 
heard it used as a noun, a verb and 
an adjective. But as it relates to media 
planning, while it seems that all the “cool” 
marketers are focusing on social and digital 
media, traditional media—print,  
 

broadcast, outdoor, direct mail, signage, 
public relations—still has an important 
role to play in driving traffic and sales for 
your stores. Said another way: Old school 
traditional media is still very cool, and 
the keys to successful media planning will 
never go out of style.

Over the last few years, business people 
and marketers have become enamored 
with social and digital media. They are 
the bright shiny objects everyone wants 

to possess and better understand and 
effectively incorporate into their marketing 
plans. Let’s face it, the number of options 
can be overwhelming.

Back in the day—as us old-schoolers 
like to say—media planning was easy. You 
worked with your marketing team and ad 
agency on developing your messaging, you 
purchased your print or broadcast media 
(or both) and you measured success based 
on reach, frequency and cash register rings. 

Storytelling was basically one-dimensional 
and brands were driving the dialogue. 
 
ThE RUlES hAVE ChANGED

The Internet and social and digital 
media have changed the rules of engaging 
with consumers. It’s not enough to simply 
push out messages to influence consumer 
purchasing decisions and where they will 
shop. It’s a new reality where consumers 
are consuming media on their terms, on 

a multitude of devices and many times 
making purchasing decisions on the fly in 
real time.

We have also evolved from one-way 
message delivery to a world where 
consumers seek to express themselves—
through tweets, posts on Facebook or 
videos on YouTube, reviews on Yelp, 
or photos on Pinterest or Instagram. 
Brands no longer control the discussion; 
companies need to find thoughtful ways 

to actively participate in the conversations 
taking place each day. The endgame 
is to increase the amount of trust and 
goodwill consumers feel for a brand 
and a business, which will translate into 
positive recommendations and financial 
transactions.

The relationship between consumers, 
brands and retailers is more robust 
than ever, and c-store retailers have the 
opportunity to generate awareness, 

Traditional media 
     and time-tested 
  best practices still play 
an important role in today’s     
    marketing plans.  

    Old School

by Ira L. Gleser

  Is Still Cool
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consideration and interest for what they 
offer consumers every day: convenience. 
And that’s where traditional media 
continues to play an important role.
A healthy media mix that employs 
traditional as well as social and digital 
media can be a powerful way to grow 
business and create vocal brand advocates. 
The key is to find the right media mix that 
aligns to your marketing objectives and fits 
your unique brand, company, customer 
and budget.

Surveys of retailers and evaluations of 
media purchasing trends by businesses 
show that traditional media continues to 
be the foundation of a successful media 
plan (with social and digital media), as 
businesses seek to complement their 
messaging strategies by using new 
media channels to effectively engage 
with customers. It is not an either/or 
proposition. 
 
NEVER OUT OF STYlE

Make your media work harder for your 
brand and your business by reminding 
yourself of these tried and true “old 
school” keys to success:

1.  Always begin with a clear 
communications strategy and 
goals. Think of your media plan as 
an orchestra. Every component of 
your media plan is like an instrument 
and your messages need to be in 
harmony, with a consistent tone, look 
and feel that defines your brand and 
your business. “What” you want to 
communicate should drive “how” and 
“where” you will communicate. 

2.  Plan around your consumers and 
their behaviours. Millennials operate, 
think and consume media differently 
than Boomers. Moms dropping by 
your store after school to pick up 
snacks for the kids think differently 
than the general contractor who 
stops by in the morning for coffee. 
For example, billboard advertising 
or morning drive-time radio might 
promote a value-priced coffee offering 

and grab-and-go breakfast items to 
appeal to general contractors, while 
outdoor signage at the pump might 
promote a new beverage to appeal to 
moms filling up before taking the kids 
to soccer practice.

3.  Broadly define your market. The 
consumer should be the focal point 
of media planning efforts, but other 
important constituents can positively 
influence your brand by supporting 
key messages.

 a.  Store employees are the face of 
your brand to your customers 
each and every day. What are 
you doing to encourage your 
associates to be the best they can 
be and to empower them as brand 
ambassadors?

 b.  Stakeholders—not just your 
banker and your investors, but 
also friends, family members and 
colleagues. Don’t forget to keep 
them informed of what’s going 
on with your business and any 
news you are communicating. 
Seek their counsel and enlist their 
support to “get the word out.”

 c.  Local media: In addition to 
having a positive relationship 
with the companies you 
purchase media from—the 
local newspaper or radio or TV 
station—seek to proactively 
establish a relationship with 
local news media that cover 
local businesses. Investing even 
a small amount of resources 
and energy in nurturing these 
content-driven relationships 
can pay huge dividends for your 
business. 

 d.  Community: Everything you do 
as a local business resonates in 
your community. Find ways to 
show public support for local 
charities as well as working 
with your local Rotary Club or 
other organizations made up of 
business people like you.

4.  Turn brand lovers into brand 
ambassadors. Taking care of your 
best customers never goes out of 
style. Are they being greeted by name 
when they enter your stores? Are they 
made to feel welcome? Your most 
frequent customers are obvious fans 
and can also spread positive messages 
about your business. Studies have 
shown a correlation between an 
increase in positive word-of-mouth 
recommendations and sales growth 
for businesses. What are you doing 
to engage your brand lovers and 
transform them into vocal advocates 
for your business?

5.  Measure what’s working and what’s 
not. There has been an exponential 
increase in the ability to measure the 
effectiveness of your media, thanks 
to the increased presence and usage 
of social and digital platforms. Look 
for ways to optimize your spend on 
what’s moving the needle based on the 
goals you established up front for your 
campaign.

Old school is definitely still cool. And 
something else that will never go out of 
style? A well-developed marketing and 
media plan that drives traffic and sales to 
your stores, creates loyal customers, and 
establishes a unique personality for your 
brand and business.

Ira L. Gleser is president of Atlanta-based 
Amplify Marketing Communications 
(www.amplifymc.com), a firm that helps 
brands and organizations connect more 
effectively with clients, customers, prospects 
and stakeholders. He can be reached at 
ira@amplifymc.com.
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Customers are important. 
But just as important are the 
people and organizations you are 
associated with. Becoming a member of your local 
convenience store association connects you to other 
business owners like you who face similar challenges: 
increasing competition, increasing regulation, increasing     

                                      channel blurring– just to name a few.
                                       Get informed with up-to-date     

                   information on the latest in our industry through 
         publications and association websites. Get involved 
today and give yourself a voice and presence.

Visit www.conveniencestore.ca to learn more and 
become a member today.  
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Never Eat Alone and Other Secrets to 
Success, One Relationship at a Time 
Keith Ferrazzi 
Crown Business, 2005, 309 pages 
Reviewed by CStore Life

What is the secret to success in 
business and life? Keith Ferrazzi’s 
Never Eat Alone and Other Secrets to 
Success, One Relationship at a Time 
claims it is our ability to connect 
and interact with people. Ferrazzi 
believes that what makes people 
highly successful is their ability to 
build a relationship so it is a winning 
union. 

Never Eat Alone describes the ways 
in which individual interactions and 
relationships are vital, and tells us 
that how we relate and interact with 
people often determines our success 
in life. It is about the value we bring 
not only to organizations, but to our 
personal relationships. Business is a 
human enterprise, and Ferrazzi tells 
us we need each other and we need 
to help each other. Some individuals 
find it difficult to build relationships 
with others. They lack the social skills 
required to forge these bonds. At the 
same time, there are outstanding 
examples of just the opposite, and the 
book provides a profile of those who 
are gifted in building relationships 
quickly, people such as Bill Clinton, 
who was a master at it. 

The author lays out the basics 
for building relationships as well 
as identifying things to avoid when 
dealing with relationships. “It’s not 
about me,” he says, and what this 
means is that we focus on others. 
When we help others to be successful, 
they will value their relationship with 
us, and so digging deep and serving 
others is key. By creating value, we are 
not being opportunist; we are serving 
and making the world better. 

The most fundamental lesson is 
that no one should keep score when 
it comes to building relationships. 
If someone asks for a favour easily 
accomplished, make it so and don’t 
look back. If we are going to take the 
time to connect with somebody, we 
should be willing to try to make that 
person successful. If the individual 
succeeds, we succeed. It is that simple.

Ferrazzi offers a three-step plan for 
setting goals. 

First, find your passion: What do 
you truly love to do? What would you 
enjoy doing for the rest of your life? 
Next, put those goals down on paper 
and flesh them out; this means write 
them down then break them down 
into smaller goals that you can really 
wrap your arms around. Finally, build 
a “personal board of directors” by 
finding ways to establish a connection 
with people in that field already. 

The main idea here is that we 
should begin reaching out to others 
and building a network of contacts: 
join community groups that interest 
us, take leadership positions in hobby 
groups that interest us, enroll in a 
local community college class on the 
topic of interest or try to become 
involved with an approved work 
project that enables contact with 
more people. Then, as we are exposed 
to more people, we should gravitate 
towards those who are involved with 
the things we want to be doing.

We need to learn to assert ourselves 
in a positive way. Many people have 
a hard time taking risks and find it 
difficult to build new relationships. 
Ferrazzi offers some guidance: find a 
role model, learn to speak, get involved 
and, finally, simply give it a shot. 

He offers six rules that help with 
networking:

1.  Say what you have to say with 
meaning. 

2.  Do not rely on gossip, 
because it paints a picture of 
untrustworthiness. 

3.  Be willing to give something 
away. He uses the example of 
bloggers who give away content 
to their readers.

4. Treat all people with respect.
5.  Be transparent. If you want to 

meet someone and are happy to 
meet him, say so. 

6.  Understand others’ interests and 
link common interests. 

If we want to build a stronger 
relationship with someone, we need 
to invite that person to share in 
something we are passionate about, 
whether it be the theatre or a baseball 
game or whatever. Always follow 
up a connection! There are many 
individuals who have large networks 
of individuals: restaurateurs, 
headhunters, anyone remotely close 
to politics, public relations people, 
and journalists, for starters. We can 
expand our contacts by merging our 
contacts with others.

Never Eat Alone outlines specific 
techniques for strengthening those 
relationships. It is important to 
be positive and informed. We are 
constantly learning, and if we 
endeavour to learn one or two new 
things per day, by the end of the 
year our knowledge base will have 
increased incredibly. We need to know 
ourselves. Being true to who we are 
and the gifts we have will help draw 
others towards us. We are all unique 
and all have special gifts. What image 
do we want to cultivate? Joining clubs 
and other social organizations enables 
us to meet new people and forge 
new relationships. It is important 
to maintain humility and value all 
our relationships. It is a two-way 
street: not only should we seek help 
from others, but we should be able 
to help or mentor others. The more 
people with whom we interact, the 
more interesting and happy our 
lives will become.

In the world of social media and 
electronic interaction, true human 
connection is important. True human 
connection comes when we are able 
to help people from the perspective of 
helping people. 

For cstore owners this all makes 
perfect sense. It is all about the 
value we bring not only to our 
organizations, but to our personal 
relationships. Ferrazzi believes real 
networking is about finding ways to 
make other people more successful. 
It is about working hard to give more 
than we get. 
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whAt arE you most thanKful For froM
Your DistrIbutoRs?
Giving us a chance. When we set out 18 months ago to launch a product that no one had 
ever heard of, in a functional sub-segment of chocolate that didn’t exist, the task was 
daunting to say the least. Despite our extensive CPG experience, none of us had ever 
directly sold in small format, and we did not have any pre-existing relationships with 
distributors. However, many distributors have taken us under their wings and for that we 
will forever be grateful. This appreciation certainly came across in my heartfelt 
acceptance speech at the NACDA Convenience Innovation Awards in October, where 
AWAKE won best new product in the chocolate category.

thE big quesTion Is, why ChocolaTe?
Adam, Dan and I (Matt) were once employees at one of the big soft drink companies.
We concluded we should ditch working for the man and pursue a life of entrepreneurship. 
At first, we didn’t know what that looked like exactly, but after careful exploration and 
consideration we identified an opening in the market—Red Bull meets Kit Kat. The pick 
me up of a cup of coffee combined with tasty chocolate. AWAKE Chocolate was born. 

We got our big break on the reality TV show Dragons Den where we successfully created 
a bidding war and struck a deal. AWAKE began selling in Canada in August 2012, 
expanding distribution very quickly to 8,000 stores. More recently, AWAKE has caught 
the eye of major US retailers like Valero, HEB, HESS, Winn Dixie and Barnes & Noble. 
We now offer two flavours (milk chocolate and caramel) and two formats (standard 
bar and bite sized), and sales have grown to more than $2MM. 

whAt haS beeN youR greAtest chalLenge so fAr?
Creating the fantastic tasting product that we have now. Caffeine is generally a horrible 
tasting substance. A previous attempt by a major US manufacturer to add caffeine to 
chocolate resulted in a product with an apparent 90 minutes of undesirable aftertaste. 
When we began our product development, we also experienced firsthand, the potent, 
bitter taste of caffeine. Early batches of product tasted more like the bitterness of 
chewing a Tylenol than a great tasting chocolate bar. After much research, we finally 
arrived at a product that truly tastes great, and has even been described by some as the 
“best tasting chocolate bar they have ever had.” Regardless of whether or not that is a 
widespread sentiment, any concern over the negative taste of caffeine has certainly been 
removed. This is very important because we believe that to flourish in the mainstream 
chocolate category, great taste is a necessity, not a luxury. 

Lots Of chOcolaTe.

3 yearS froM now, what goalS wouLd yoU
Like To haVe acComplIshed?
Sold everywhere that energy drinks and chocolate bars are available. Distribution and 
placement in-store are pivotal to realizing this goal since chocolate is very impulse 
driven, and you can’t buy products that are not there. Our vision is to become a top 10 
chocolate brand in North America—ok... cue the laughter, but I am serious. We won’t 
sleep until then. 

3 guYs,

(Left To rigHt) adAm, matt and Dan oF awaKe chOcolatE

A dreaM
anD

AWAKE Chocolate is carried by these and other fine Canadian C&G retailers:

For more information on the brand and where to buy, check them out at 
awakechocolate.com or send an email to info@awakechocolate.com

AWAKE is available at these and other fine Canadian wholesalers:

AWAKE Chocolate is made in Canada and recently won the best new chocolate 
product at the NACDA Convenience Innovation Awards. 

7-ElevenPetro Canada Esso Shell Macs
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  Offer low- or no-calorie beverage 
options in every market.

  Provide transparent nutrition  
information, featuring calories on  
the front of all of our packages.

  Help get people moving by supporting 
physical activity programs in every  
country where we do business.

  Market responsibly, including no  
advertising to children under 12  
anywhere in the world.

At Coca-Cola, we believe active  
lifestyles lead to happier lives. That’s why  

we are committed to creating awareness around  
choice and movement, to help people make the  

most informed decisions for themselves and  
their families. Coca-Cola commits to:

Find out more about our commitments 
at comingtogether.com® Coca-Cola Ltd, used under license.
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Do you consider yourself innovative? Have you made innovative changes in 
your store in the past year? 

What is innovation in the convenience store? Is it the decision to carry new 
products, new categories, offer new services, purchase new equipment, 
design a new store layout, hang LCD TVs, among many other changes that 
take place in stores every year? Is innovation in the eye of the beholder, or in 
the eyes of the customers who visit your store every day?

INNOVATION
in convenience

37winter 2014
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eCIGARETTES

This category is booming in replacing traditional 
fine cut tobacco.  There are too many variations to 
describe them in a short paragraph other than to 
say they are growing rapidly and retailers should 
not only carry them, but understand their key 
messaging. 
 
FOOD SERVICE OFFERINGS 

Many products are being introduced in the 
heat and serve without handling category, which 
improves safety, reduces labour costs and reduces 
spoilage. 
 
lCD ADVERTISING 

This innovation is becoming more targeted and 
also has more content, providing a better experience.  
It has the power to influence impulse sales as well 
as bring local community advertisers together to 
generate income for the retailer. 
 
hEAlTh AND WEllNESS 

This category is growing rapidly in other retail 
segments but lags in growth in convenience.  
Many great tasting protein bars, for example, 
are more expensive than the average ring 
at convenience stores, and as such are not 
commonly found in convenience.  As this category 
grows, new packaging, most likely with smaller 
formats, will make its way into convenience.  

 

 
 
 
 
 

 
 
 
 
 

In summary, which of these thoughts and 
actions should be in your store?

 “We are a company driven to innovate and 
give customers what they want and a vibrant 
store experience is atop that list."

Or alternatively…

 “We know we need to innovate to meet our 
time-starved customer needs, but we can’t 
afford it.”

Is it the will to change or the money question 
that preserves the status quo in your store?

Continuous innovation in any form is needed in 
convenience stores in order for them 
to become more relevant 
in consumers’ lives.

 

 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
Digiboo is the easiest way for movie lovers to get 
the digital movies they want to enjoy while they are 
on the go.

Started five years ago by former MGM 
executives, Digiboo is proud to launch in the 
Canadian market with partners Hasty Market 
and Gateway Newstands.  Digiboo is a retail 
touchscreen kiosk that lets consumers shop for 
digital movies and TV shows and download them 
quickly to their smartphones or tablets.  Once 
downloaded, the content can be enjoyed anywhere 
and anytime without an Internet connection.

With the explosion in smartphone and tablet 
ownership, more and more consumers are using 
their portable devices to take their entertainment 
with them to enjoy wherever they are.  Digiboo 
is positioned to make entertainment shopping 
even more convenient, with kiosks placed in 
convenience stores, airports, train stations, college 
campuses, and other high traffic locations. 
                             Customers can choose from 
                                 over 800 movies and 200 TV 
                               episodes, and download in just 
                                  minutes through the free 
                                Digiboo WiFi hotspot. Now, 
                               travellers, commuters and 
                               people on the go can get the 
                             digital entertainment they want 
                            while they are shopping for 
                           convenience items.

                           To learn more about Digiboo, 
                          visit the website at 
                           www.Digiboo.com.

 

Turning to a dictionary, innovation is defined as 
the application of better solutions that meet new 
requirements, unarticulated needs, or existing 
market needs.  This is accomplished through 
more effective products, processes, services, 
technologies or ideas.  

So the question remains, have you been 
innovative in your store in the past year?  

Why does it matter? Reaching new customers 
is vital to growth and success.  Younger adults and 
female customers are looking for fresher, healthier 
alternatives.  Your customers are connecting to a 
wide host of retailers in a digital way, technologies 
designed to improve customer retention and 
loyalty. 

Innovation helps with the goals of

- getting more customers into your store
-  getting more customers buying once they are 

in your store
- getting customers buying more
-  getting customers coming back more 

frequently

Given the rapid collection of sales data 
cross-referenced to loyalty card data, retailers 
are learning more and more about the behaviour 
of their customers.  Store designs, sign location 
and store offerings are being changed to reflect 
new opportunities to capture sales, improve 
customer experience and increase loyalty.  But 
these investments require capital that many small 
family-run businesses do not have.  With retailers 
fighting for share of wallet and making investments 
to differentiate themselves,  
 

 
 
 
convenience stores, for the most part, are not, and 
as a result, continue to look tired in retail.

Every year, there are product launches that 
typically are brand line extensions from established 
suppliers to convenience stores.  Some of these 
products may be theme oriented (Christmas, 
Valentines, Easter) or a special edition available for 
a limited time only.

Seasonal flavours and/or event-themed 
products also help attract new sales.  The decision 
to carry these products is not innovative in itself 
(that innovation came from the suppliers),  but 
exploring methods to better sell these products 
could be.  This is not referring to a changed plan-o-
gram to accommodate these new items, but would 
include unique displays that influence awareness, 
ease and speed of transaction.  On a recent trip to 
Staples, I noted there were rotating racks of gum 
(with a small footprint) right in the centre of an aisle.  
You couldn’t help but notice it.  Call it a point of 
interruption, it was innovative and caught the eyes of 
the shoppers. Most of the boxes of gum were sold 
out in the rack. Like all things, innovation requires 
good inventory management practices.  The best 
ideas not supported with inventory replenishment 
become mediocre on sales reports that do not tell the 
whole or real success of the pilot.

A lot of innovation comes from smaller suppliers 
that start with an idea and run with it.  The Awake 
chocolate bar, discussed in this issue, is a great 
example of innovation coming from passionate 
entrepreneurs.  The challenge for many small 
suppliers with their innovative ideas and products 
is that it is difficult to get the attention of large 
retailers who first and foremost seek listing 
fees and other charges for products to be on 
their shelves.  A great product coupled with 
persistence, determination and the right timing 
are necessary ingredients to overcome these 
obstacles.  The basics, though, remain true: 

 
 
 
 
 
 
 
 
that the product must earn its way into the store, 
maintain its earning capability while attracting new 
business and generating incremental sales and 
gross profits. Most importantly, the small supplier 
needs to have a plan to support its product over 
the trial period.  Too often suppliers want the listing 
but do not have a solid plan to support the trial 
over the entire period.

Last year, 280 products appeared in the new 
products room at NACS in Atlanta. Here are some 
bigger examples of innovation in convenience stores.

 
READY TO SERVE mIlkShAkES  

Both F’Real and Nestle have launched highly 
automated machines that take prepared milkshakes 
available in several flavours, mix them, and then 
clean themselves, all in a matter of a few minutes 
per customer.

 
VIDEO pURChASES BY jUmp DRIVES 

This replaces buying—or renting videos and 
having to return them later.  The innovation simply 
allows customers to download the video and once 
they start watching it, the video expires after a pre-
determined watch period.  Simple, convenient, with 
nothing to return.

 
COkE FREESTYlE mAChINE

This automated beverage dispenser with ice 
allows customers to create their own drinks based 
on their flavour preferences.  It is fun, fast and easy, 
and allows hundreds of drink combinations. 
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In my college days, I had a job 
driving a van filled to the roof with 
restaurant supplies.  While the 
rearview mirror was attached to 
the windshield, it was useless, as it 
reflected the numerous cases I had to 
deliver.  Looking over my shoulder 
did not help, because I stared into 
cases and the metal siding of the van. 
I had to think like a transport driver.  
Transport drivers, managing large 
heavy vehicles, have to rely solely on 
their side mirrors, checking them 
constantly, in order to operate these 
vehicles safely, and so it was with me 
in the supply van.  

When you think about those side 
mirrors, you think of the message 
they bear: “Objects in mirror are 
closer than they appear”.  

 

 

 
 
 
 

What business realities are closer 
than they appear?

•  Your number one transaction 
driver is changing rapidly.  
Lottery is going digital in some 
form or another.  Smartphones 
are explosively growing and 
becoming more affordable each 
month.  The legal-age-to-29-year-
old audience is almost exclusively 
using these devices as a means to 
communicate, game, bank, and, 
yes, eventually play lottery.

•   People are more health conscious.

•   Time continues to be our 
customers’ most scarce 
resource—some food solutions 
need to be explored

•   Tobacco consumption is 
declining.  What will replace these 
sales and margins?

•  Contraband tobacco exists. 
What will solve this problem?

•   We are seeing more regulations 
on the product categories we sell.

•  Quality meets speed—the two 
will closely converge as people 
seek competitive advantage.

•   Gasoline consumption per vehicle 
is declining.

•  Loyalty card mergers are taking 
place and growth in one card 
for all.

•  Less cash is being used, meaning 
more credit and debit card fees.

 

What is your list of realities that are 
closer than they appear?

What is your game plan in 2014 to 
start evolving your business?

I am reminded of the phrase, that 
in this day and age, where change is 
constant, if you are doing nothing 
(standing still), you are losing ground 
against the competitors.  “Progress 
not perfection” is the mindset we all 
should have.  A fresh coat of paint, 
a change in placement of shelving, 
brighter lights are all small but 
noticeable steps to customers visiting 
your store.  In other words, the big 
change does not need to take place 
tomorrow, but there should be a plan 
for it over the coming months/years.

Do you drink enough water?  Do 
your customers?  Convenience stores 
carry many different varieties of water, 
from regular spring to more upscale 
oxygenated and vitamin waters.

There are many health benefits to 
drinking water.  Approximately two-
thirds of our bodies are made of water. 
It is essential to replenish the water 
that is lost during the course of the day 
through breathing, perspiring, urinating 
and exercise. Water helps with many bodily 
functions such as mineral and nutrient 
absorption, oxygenation of cells and tissues 
and body temperature regulation.  If we 
don't drink enough water, we can become 
dehydrated, negatively impacting our 
health.  Every system in the body needs 
water for healthy function.

It is important to incorporate water 
into our diets, too, as it aids in weight 
loss, flushes toxins from the body, 
increases energy and reduces hunger.   

Getting into the habit of drinking 
water helps us

1.   Look younger: Water moisturizes 
skin and increases skin elasticity.

2.   Improve exercise:  Drinking water 
regulates body temperature. We 
feel more energized when doing 
exercise.  Water helps to fuel the 
muscles.

3.   Digest food:  Drinking water 
raises the metabolism.  

4.   Avoid sickness: Drinking plenty 
of water helps fight against 
flu and other ailments from 
headaches to heart attack, 
thereby helping to improve the 
immune system and keeping us 
feeling well.

 
 

5.   Relieve fatigue: Water helps flush out 
toxins and waste products from the 
body.  If the body is dehydrated, the 
heart must work harder to pump out 
oxygenated blood to all cells.

6.   Experience good moods: The body 
feels good when hydrated and we are 
happy.

7.   Reduce the risk of cancer: Studies have 
shown that drinking water may reduce 
the risk of bladder and colon cancer.

8.   Lose weight: Water is a great appetite 
suppressant; hunger is sometimes 
an indication that we are merely 
dehydrated.

How much water do we need? Take your 
weight in pounds and halve it. That is 

roughly how much water you need to 
drink in ounces per day.  For example, 
if you weigh 180 pounds, half of that 
is 90, which means you should drink 
90 ounces of water a day, or 2.7 litres.  
You may think this is a lot of water, 
so start off slowly and at the very 
least drink one litre a day, gradually 
increasing the amount.  Drinking water 
is a great habit.  Review the list again—
all desirable outcomes for a better you!

The trouble is, most people do not 
drink enough water and find the habit 
of doing so troublesome.  

There is a simple solution.

Make sure you have water in ample 
supply and variety for your customers.  
And for yourself, next time you are 
filling your car with gas, picking up a 
snack at your favourite convenience 
store, don’t forget to buy some water.  
Your body will thank you!
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     Good 
        For 
      You 
    Drinks

 Take  Root
For Kizer Couch, timing is everything.

As co-owner of Stop & Go Mini Mart in Bend, Oregon, he first began witnessing a sales 
decline in fountain drinks about five or six years ago. Couch knew he’d have to find something 
else to make up for the dollars lost at the fountain, as well as the rising costs associated with 
Stop & Go’s 24-head soft drink dispenser. “Carbonated soft drinks were being hit hard, but at 
the same time, costs — including paper cups — were going up,” he recalled.

By TERRI ALLAN

Kombucha, raw juices and other healthy beverages begin 
their growth phase in convenience stores.
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Fortunately for Couch, he discovered increasing 
demand among Bend’s health-conscious 
consumers for an emerging 
functional drink: kombucha. Not only did 
                   Couch’s environmentally minded 
                customers approve of the likes of 
                Kombucha Mama on tap and in glass 
                bottles, they were drawn to the drink’s 
                    claim of health benefits. And for 
                  Couch, the arrival of kombucha and 
                 other health-focused beverages has 
                   been a serendipity of sorts. With

           14-ounce bottles priced at about $3.69, 
               “It’s a high ring,” the retailer reported.

                   Indeed, for the 52-week period 
               ending August 31, 2013, sales of teas 
                  with probiotic content — including 
               kombucha — increased 30% in 
                   combined natural supermarkets     
              (excluding Whole Foods) and  
                   conventional food outlets, according   
                 to SPINS LLC, which tracks natural    
                and organic products. The even larger  
                  segment that includes refrigerated 
           juices and functional beverages with 
       probiotic content surged 36% during the  
           period to total sales of $136.3 million,  
                 SPINS reported.

Largely dominated by start-ups, top-selling 
labels in this alternative beverage segment 
include GT’s, GoodBelly and PepsiCo’s Naked 
Juice. While not available in the United States, 
Coca-Cola recently introduced Habu in 
Thailand, described as an “all-natural herbal tea 
drink,” containing four cooling herbs. 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
STARTING TO CATCh ON

With sales of the catchall health-focused 
beverage category now established in outlets 
such as Whole Foods, the segment is beginning 
to catch on in convenience stores. Neal Cohane, 
senior vice president, sales, at Reed’s Inc., the 
marketer of Reed’s Culture Club kombucha 
and ginger brews, for example, reported that 
Pacific Convenience & Fuels recently moved 
to place his company’s products in 230 of 
its stores in northern California that feature 
natural foods sections. While he conceded that 
it’s taking a “little while” for the segment to take 
root in convenience stores, Cohane said that 
increasingly the channel is moving to “carve out 
space for healthy beverages.” 

Paul Gregg, executive vice president at Raw 
Foods International, marketer of It Tastes Raaw 
Juices, remarked that once a major convenience 
chain makes big strides with health-focused 
beverages, “we’ll see significant growth in 
the channel.” Already, Gregg added, some 
convenience stores are dedicating their first 
cooler door to the high-margin drinks. 

Famima!! stores — with nine locations in 
southern California — is an early adopter of 
the segment. According to Elizabeth Synn, 
packaged beverages buyer and merchandiser, 
health-focused beverages are expanding at 
Famima!! “because they’re functional. People 
are looking for healthy beverages; they’re 
looking to lead healthy lifestyles. Consumers 
are busy and may need the properties that these 
products offer, such as for energy.” She added 
that Famima!! has stocked labels like GT’s 
kombucha for nearly a decade.

Kombucha is “so much better for you than 
soda pop,” said Couch. A consumer of the 
fermented tea himself, the retailer pointed to 
the anti-oxidants contained in the beverage, as 
well as its low sugar content and natural           
              carbonation. Moreover, he sees  
                         particular opportunity for 
                                kombuchas in convenience 
                                      stores as they typically 
                                    contain a small amount of 
                                      caffeine, and “make a nice 
                                          replacement to 
                                         morning coffee.” 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
GlARING GAp

In addition to 
its availability in 
Pacific Convenience 
stores, Reed’s 
beverages have been 
placed in about 
1,000 independent 
convenience 
accounts, Chris 
Reed, founder and 
CEO of Reed’s Inc. reported. He sees particular 
potential for Reed’s ginger brews in the channel, 
noting that ginger is a proven “cure for motion 
sickness.” Overall, Reed said health-focused 
beverages should fare well in convenience stores 
as “there is an obvious glaring gap between Coke 
and Pepsi and energy drinks from a pure price-
point perspective.” Reed’s beverages — packaged 
in 13.5-ounce glass bottles — are priced between 
$2.99 and $3.99.

It Tastes Raaw juices, meanwhile, are in just 
a limited number of convenience stores, but 
Gregg said he expects expansion in the channel 
next year. The fruit and vegetable juice blends 
are flash pasteurized and cold filled but have a 
nine-month (refrigerated) shelf life. “They are 
100% natural, pure juice, contain natural sugars 
and no preservatives,” the marketer said, and 
are packaged in 12-ounce PET bottles, priced 
at $2.99 and up. It Tastes Raaw is available in 
nine SKUs, such as Strawberry Purple Carrot 
and Mango Guarana, which, Gregg noted, 
contains natural caffeine, and is ideal for the 
convenience channel.

While long available in its stores, health-
focused beverages are “definitely expanding” 
at Famima!! — a concept that specializes in 
healthy food — Synn reported. Since joining 
the company five years ago, she has added more 
SKUs, including drinks that cross into the juice 
and iced tea categories.

Kombucha has emerged as the largest 
subsegment, the retailer noted, with 16-ounce 
bottles priced between $4.49 and $4.79. GT’s 
Kombucha is promoted at $7 for two bottles, 
in an effort to position the concept as “a 

destination for these drinks,” Synn explained. 
She added that Famima!! competes with 
specialty stores such as Whole Foods and 
Sprouts Farmers Market, where the drinks tend 
to be priced under $4 a bottle.

Stop & Go, meanwhile, first entered the 

category with kombuchas on tap — as part of 
its beer growler program. While sales were slow 
at first, Couch remarked that less than two years 
later, “kombucha sales have really taken off.

They’re selling like crazy.” He now offers 16 
kombuchas on tap — eight from Kombucha 
Mama and eight from Townshend’s Tea Co.’s 
Brew Dr. Customers are charged 20 cents per 
ounce, allowing them to decide on volume, and 
the drinks can be poured into any number of 
vessels — growlers, smaller growlettes and even 
personal coffee cups.

Not surprisingly, Couch reported that other 
local convenience stores have “started imitating 
us,” no doubt attracted to the handsome 37% 
margin the beverages offer. The store also 
stocks bottled kombuchas in the cold box’s tea 
section, as well as merchandised in an open-
faced end-cap cooler. 
 
 
 
 
 
 

 
 
 
 
 
 

 

 
 
 
ATTRACTIVE CONSUmERS 

Marketers of health-focused beverages and 
convenience retailers agree that consumers of 

the drinks are 
knowledgeable, 
health-minded, 
young to middle 
age and often 
affluent. Couch 
said his kombucha 
patrons prefer 
organic food and 
beverages and 
are physically 
active, like cyclists 
and hikers. Reed 
agreed with the 
health-conscious 
assessment and 
added, “These are 
consumers who 
don’t scrimp when 
it comes to food 
and drinks.” Synn 
said that many 

of her healthy beverage customers come into 
Famima!! specifically for the drinks, “and we try 
to sell them up. For some, the trip into the store 
encourages them to buy other items.”

Gregg mentioned that with convenience store 
operators increasingly anxious to offer healthy 
options to their customers, beverages like It 
Tastes Raaw juice can fit the bill. “It’s basically 
produce in a bottle,” and for the retailer who 
can solve the difficulty of stocking fresh 
produce, the marketer said. Reed projected 
that within five years, health-focused beverages 
will “break through” in convenience stores. 
Couch concurred, saying, “I think we’re only 
at the beginning of the growth phase for these 
products. It’s nowhere close to peaking.”

 
 
 
Terri Allan is a New Jersey-based freelance writer, 
specializing in the beverage industry. She can be 
reached at terri4beer@aol.com, and on  
Twitter @terriallan.

For the 52-week period 
ending August 31, 

2013, sales of teas with 
probiotic content — 

including kombucha — 
increased 30%

hEAlTh- 
FOCUSED

BEVERAGES 
ARE

“DEFINITElY 
EXpANDING”
AT FAmImA!!
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Imagine walking into a store 
where a device at the door emits a 
signal to your smartphone as you 
enter. Called iBeacons, these small 
round devices are slightly larger than 
a quarter and contain a Bluetooth 
4.0 Low Energy (LE) radio with a 
small circuit board to support it. 
They can be placed anywhere and 
programmed to broadcast such short 
distances as a metre. 

 

 

 
The short-range signals they send 
can communicate with smartphones 
such as Apple’s iPhone and some 
newer Android devices. Those 
signals are picked up and interpreted 
by apps and used to trigger a variety 
of different behaviours.

The advantage to using iBeacons 
or similar Bluetooth LE beacons 
is that they are very low-power, 
allowing devices to sip energy as 
they wait to hear a signal from an 
active beacon. The beacon’s installer 
can also pinpoint to within a metre 
the location of the smartphone user 
it is trying to reach. Think of the 
possibilities for introducing new 
products, or differentiating your 
product among many competitor 
models available for sale.

The initial rollout of the iBeacon 
is primarily to determine ways 
to maximize the effectiveness of 
messaging to shoppers entering or 
nearing a store. Thinking about the 
capabilities of these devices, the one 
thing retailers do not want to do is 
        offend shoppers while trying to 
                   capture their attention 
                             with offers.

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Making offers to customers at 
the time of purchase versus online 
at home or elsewhere has potential 
for significant lift in sales. When 
you add pinpointing capability, 
the customer looking at cameras 
can instantly receive an offer from, 
say, Canon versus Nikon and other 
manufacturers that remain silent on 
the shelves. 

Google Maps currently offers 
location data for retail stores, much 
of which points to a location close to 
the store but not in it. As you move 
indoors, the GPS signal becomes 
less accurate. These mapped GPS 
coordinates can trigger false alerts 
to shoppers who are, for instance, 
in the parking lot next to the store, 
or across the street. Keeping mobile 
alerts to a minimum while ensuring 
accuracy is one of the improvements 
offered by iBeacons. 

One application already available 
using iBeacons is a shopping list 
app that notifies the shopper that 
an item is on sale when she walks 
into the store. Another is one that 
tells the shopper which products 
earn him the most reward points. 
Both these examples deploy when 
the shopper opts in and uses the 
smartphone application. For 
example, Shopkick and Macy's 
deliver location-based notices 
when customers pass by 
products. Apple stores have 
implemented in-store 
iBeacons to provide product 
information to shoppers.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
Cafés are delivering publications to 
their sit-down customers and Major 
League Baseball plans to integrate 
iBeacons in its stadiums for fan 
engagement. 

For convenience retailers, iBeacons 
could be used to stimulate impulse 
purchases. Standing in front of the 
take-home potato chip and other 
snack aisle might drive an alert 
notification on the customer’s phone 
to purchase 2-litre beverages at a 
special combo price. The opportunities 
to use iBeacons are limited only to 
your imagination. As more and more 
iBeacons appear, you will be sure to 
find major brands using them to 
capture additional sales while the 
shopper is in the store.

Here are some ways iBeacons 
could be used in our everyday lives:

-  While a shopper is in front of a 
display, he could be offered a 
coupon.

-  As you approach your store entry 
or home front door, it unlocks it 
for you.

-  As you walk through a museum, 
your phone acts as a virtual guide, 
telling you the story of what you 
are looking at.

-  An object you are carrying with 
you with an iBeacon in it alerts 
other interested parties of your 
specific interest.

-   It could identify a fan entering a 
stadium and get his email tickets 
ready before he passes through the 
turnstiles.

-  By visiting your store, your 
iBeacon customers may be entered 
into a raffle or contest.

-  Objects with iBeacons in them 
could relate to each other, 
recognizing they are in close 
proximity to each other.

-  you could offer a customer a 
discount or free coffee when she is 
doing something specific such as 
pumping gas.

-  The technology could indicate that 
something on which you put an 
iBeacon tag, such as your car, bike 
or laptop, has left your proximity.

-  The iBeacon could locate you? 
Scary!

As the World Cup approaches this 
year and millions attend and millions 
more watch, iBeacons are being 
considered a new delivery system that 
helps brands stand apart. 

Standing apart as a brand is 
becoming increasingly difficult 
amongst the noise of thousands of 
ads. It is the same for businesses trying 
to differentiate themselves from one 
another. The technology iBeacons 
offer may be a way to overcome that 
difficulty. The challenge will be how to 
use the small discs so they deliver more 
value than annoyance in any retail 
format, especially impulse-driven 
convenience offers.

         Technology      
              update
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With a plethora of new products 
being released by vendors every year, 
it is becoming increasingly difficult 
to identify which innovation 
products will be the best additions 
at shelf.  Even after listing new 
products, careful attention must 
be paid to key sales and consumer 
metrics to ensure that the new SKUs 
will be viable in the long term.  
Fortunately, there are some key 
measurements that correlate closely 
with the success of new product 
launches, both in the long term and 
the immediate future, regardless  
of which category they play in.  
 
 
 
 
 
 
 
By working with vendors to 
ensure that new products reach 
robust distribution levels quickly 
and efficiently and measuring 
consumer buying patterns, category 
management specialists can ensure 
that new listings contribute to the 
increased health of their category.

Listing new products can 
help a retailer maintain existing 
consumers’ interest in a category, 
and motivate new buyers to 
purchase a given category.  
Innovation products are most 
successful when they bring a 
point of differentiation relative to 
competitive products, and bring a 
benefit that consumers do not feel is 
being supplied by existing products. 
For example, a product may bring a 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
value proposition to a premium 
category, or may offer a new 
portable format to a category that 
is traditionally take-home only.  
However, these products will be 
successful only if consumers are 
aware that they exist and can find 
them at shelf.  As such, category 
and brand managers should focus 
on executing launches by focusing 
on distributing items extensively 
and efficiently. The old adage that 
consumers can’t buy something 
that’s not on the shelf is particularly 
true for new product launches.  
Not only will consumers not buy 
a product if it is not stocked at the 
store they are visiting, they are also 
much less likely to be aware that 
it exists if they don’t see it on the 
shelf.  The fact is that no matter how 
robust the advertising budget for a 
new launch, there will always 
be a segment of buyers who are 
introduced to a new product when 
 
 
 
 
 
 
 
they come face to face with it at 
shelf.  Simply having a product 
widely available increases the 
awareness of that product, and 
with that, product sales.  While 
it is fairly intuitive that the more 
widely available a product the better 
it will sell, there are some other 
caveats that must be addressed for a 
product launch to be successful.   
The vendor must ensure that 
sufficient quantities of the product 
can be produced by the time the 
retailer implements its planogram 
updates.  As well, the seasonality 
of the category must be taken into 
account.   A new hot chocolate SKU 
is unlikely to gain much traction if 
introduced to stores during a July 
heat wave.  Finally, the trade spend 
and promotional calendar must be 
aligned to the expected distribution 
build.  Having a prominent space 
on a flyer will count for little if 
a product is available in only 
a fraction of stores, so when it 
comes to maximizing ROI on trade 
and advertising spend, timing is 
everything.

 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
Proper execution of new product 
launches is only part of the solution 
to success.  In the end, consumer 
behaviour itself will indicate which 
products have the best long term 
viability.  The product’s initial 
appeal can depend on how well it 
conveys its main benefits, which 
can be influenced by factors such 
as marketing position, packaging 
and advertising.  These factors 
have a large impact on how likely 
consumers are to make a trial 
purchase of the product.  The 
number of consumers making their 
first purchase is the primary driver 
of the product’s volume  
 
 
 
 
 
 
 
when it first launches, but the main 
determinant of a product’s long 
term volume is determined by how 
many consumers make subsequent 
or repeat purchases.  The likelihood 
of consumers to purchase a product 
again after trying it is closely tied 
to product quality.  Simply put, if 
a product does not meet consumer 
pre-purchase expectations, it is 
unlikely to last in the market.  
Finally, retailers in particular 
must be concerned what level of 
incremental volume a new product 
brings to a category.  There is little 
benefit to allocating scarce shelf 
space to a new product that will 
simply cause consumers to switch 
their purchases from one product to 
another, with no incremental spend 
occurring in the category.

Determining which innovation 
products to stock on shelves will 
always be a gamble, but by ensuring 
proper launch execution and 
leveraging insights into consumer 
behaviour, risks can be mitigated.  
It is important to ensure that any 
consumer market research done 
prior to product launch is properly 
analyzed to optimize the product 
itself, and to measure consumer 
uptake once the product launches to 
quickly gauge long term potential.

ToolBox Solutions® is a Global Premium Full-Service Category Management provider to leading 
Consumer Packaged Goods Companies, Retailers and Brokers. 

Established in the late 1990’s, ToolBox Solutions has a proven track record in delivering 
customized and result driven solutions for the Consumer Packaged Goods Industry. 

www.toolboxsolutions.com
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