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published to enhance business 
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On Our Minds

I am often reminded of a simple truth: If your future is smaller than your past, 
you are decaying. Applying this to retail, you must grow or you will eventually 
disappear. They say even standing still, or preserving the status quo, in this day and 
age, is decaying.

The magazine publishing business is no different.

CStore Life is growing. This new issue is much larger in size. 

Why? 

Simply, we cannot stand still. We want to help advertisers communicate their 
messages in the biggest, most effective way possible. This, of course, is one of many 
growth objectives planned as we move into the future with the exciting new long-term 
relationship we have established with the Canadian Convenience Store Association 
and its regional partners in place. 

This issue covers a new initiative started by the CCSA called Roadmap to Growth. 
Read in these pages what it can do for our industry. You will see that we all share 
a common interest, which is strengthening our convenience channel. That means 
practical education and training, and government advocacy founded on up-to-date 
research.

This issue also welcomes NACDA, the National Association of Convenience 
Distributors. Its mission is to foster an environment that allows the convenience store 
distribution industry to prosper. 

And further to helping retailers prosper with a bigger and brighter future, there are 
great insights inside provided by leading convenience store distributors. Read what 
they have to say to you.

The future is indeed bright, and we hope to help in whatever way possible, 
whatever way imaginable, to keep the light shining.
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Contact Alex 
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Canadian Convenience 
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Unit 103 - 220 Wyecroft Road
Oakville, ON  L6K 3V1
Telephone: 1.877.934.3968

CCSA Board of Directors
    Tom Moher, Chair
 Mac’s Convenience Stores 
 Central Canada

 Andrew Docherty, Vice-Chair
 Suncor Energy 

 Ron Funk, Treasurer
 Nicholby’s

 Arnold Kimmel
 Quickie Convenience Stores

 Jacques Beaudry
 Beau-Soir

 Victor Vrsnik
 7-Eleven Inc. 

 Doug Hartl
 Mac’s Convenience Stores,
 Western Canada

 Jason Lutes
 Magnetic Hill

WHAT'S
NEW
WITH THE

CCSA

With a new federal finance minister 
overseeing the issue of excessive credit 
card fees, the CCSA has sent a letter 
asking for a meeting to discuss the 
issue. “We are not encouraged by 
Finance Minister Joe Oliver’s recent 
comments in the House of Commons,” 
says Mr. Scholten. 

In short, Glenn Thibeault, NDP 
MP for Sudbury, commenting in a 
recent Question Period, accused the 
government of failing to support 
small business by leaving them on 
their own to fund skyrocketing credit 
card fees. In his comments, Mr. 
Thibeault also mentioned the recent 
Competition Tribunal decision on 
credit card merchant fees where the 
Tribunal recommended that excessive 
fees be addressed through a regulatory 
framework. He asked when the minister 
would do something about this. In 
response, Minister Oliver pointed 
to the introduction of the voluntary 
code of conduct as the government’s 
intervention on the matter and how 
small business had embraced the Code.  
“Unfortunately,” Mr. Scholten reminds 
us, “the Code does nothing to restrict 
the spiralling credit card merchant 
fees, and thankfully Minister Oliver did 
indicate that the government would be 
reaching out to stakeholders to discuss 
the matter further.” (At press time, this 
has not yet been done.) 

When the CCSA is able to meet with 
the finance ministry, it plans to bring 

up recent developments on the issue 
from around the world.  For example, 
members of the European Parliament 
(EP) voted on April 3 in favour of 
capping credit card fee rates at .3% 
versus the 1.5 to 3% average Canadian 
retailers are paying right now. 

In its statement, the EU body cited 
research that shows a cap on fees 
would not only provide retailers with 
significant savings but would also 
lead to lower consumer prices. The 
EP noted that excessive merchant 
credit card fees force retailers to raise 
their prices to cover this cost and all 
consumers pay for this—not only those 
who use credit cards. 

“That information,” says Mr. 
Scholten, “coupled with the minister’s 
comments in the House, has given us 
renewed vigour to fight this issue.”

One outcome of the need to fight 
is that the Small Business Matters 
coalition, on whose formation we 
reported last issue, is getting larger 
by the day. “The message here is that 
each day we are bringing on more 
small business retail associations to 
strengthen our message to Ottawa 
that the issue of excessive credit card 
fees is particularly harmful to small 
businesses who have no power to 
negotiate these rates and no power to 
control their costs as the rates continue 
to escalate,” Mr. Scholten tells us.  

“Given that the finance minister 
doesn’t seem to be paying much 
attention to the issue, we are reaching 
out to him. We were recently asked 
to review a FinPay Committee (a 
committee that the finance ministry 
has assembled to review electronic 
payments in Canada) discussion paper 
on proposed changes being considered 
to the voluntary code of conduct. 

However, what was of particular 
concern in that paper was that there 
is nothing dealing with capping 
escalating credit card fees. For lack of 
better expression, ‘Everything else is 
lipstick on a pig.’ The Code addresses 
concerns regarding transparency 
of fees retailers pay for credit card 
transactions, the relationship and 
contracts between retailers and POS 
providers and opt-out clauses if there 
is an increase in rates.  All of these 
matters are important; however, they 
are of little benefit to small business 
retailers if the escalating credit card 
rates are not addressed as they have 
been in several other countries. 

“The issue we need the government 
to address is that the rates are 
continuing to escalate and they are not 
doing anything about it. The recent 
budget stated that they would have 
some outreach with stakeholders to 
address this, but from our perspective 
nothing has been done to this point. 
This is causing us great frustration, 
which is why I think we are having 
such an easy time getting new members 
on the coalition to ramp up our voice 
on these concerns.” 

The CCSA has plans to present its 
innovative new Roadmap to Growth 
project at the June 16 AGM.  See page 
33 in this issue for details.

 
 

The CCSA has reached 
out to members of the 
government regarding the 
recent 24% increase in 
federal excise tax on legal 
tobacco included in the 
federal budget we reported 
last issue. 

CCSA president, Alex 
Scholten, explains, 

“Our opinion 
remains that 
this decision to 

increase the federal 
excise tax on legal 

tobacco was done 
for pure budgetary 

gain and had little 
to do with any health 

concerns.  We arrive at 
that opinion because we 

know the impact higher 
taxes have on increasing 

contraband tobacco traffic  
 

 
 
and contraband tobacco  
consumption. Our position has been 
that this decision is ill advised 
 because of the message it sends out to 
the provinces (who will potentially view 
this as reason to increase provincial 
taxes on legal tobacco) and to the 
retailers of legal tobacco: that increasing 
taxes on legal tobacco is justified even 
though contraband tobacco traffic and 
the criminal elements that presently 
operate this trade will stand to greatly 
benefit from the move and as a result, 
overall tobacco consumption will not 
decline. It is very troubling for our 
industry and for our communities.” 

He met, as planned, with Public 
Safety Canada and the Ministry of 
Public Safety, and some interesting 
facts came to light from those meetings. 
The CCSA learned, for instance, that 
it will be several months before the 
contraband trafficking countermeasures 
mentioned in the budget will be put 
in place, “which causes retailers even 
more concern because the tax itself was 
put in place immediately,” Mr. Scholten 
reminds us.  

FEdERAL ExCISE TAx 
ON LEgAL TObACCO

CREdIT
CARd FEES

ROAdMAp
TO gROWTH

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

 ★ ★ ★ ★ ★
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Contact Dave 
Suite 217 - 466 Speers Rd.,
Oakville, ON L6K 3W9 
Telephone: 905.845.9152
Fax: 905.849.9947 
email: bryans@conveniencestores.ca

OCSA Board of Directors
    Ron Funk - Chair
 Nicholby’s

 Anthony DiMaulo - Vice Chair
 Pioneer Energy

 Wendy Kadlovski - Treasurer
 Nicholby’s

 Jiries Rabba - Secretary
 Rabba Fine Foods

 Bruce Watson
 Mac’s Convenience Stores

 Ian Richardson
 Suncor

 Jamie Arnold
 Little Short Stop Stores

 Chris Wilcox
 Quickie Convenience Stores

 Rami Reda
 Big Bee Convenience Stores

 Solomon Kim
 Kitchen Food Fair

 Don Cha
 OKBA

 Noah Aychental
 Gateway Newstands Inc.

 Terry Yaldo
 Midway Convenience

 Steve Tennant
 Hasty Market

Follow the OCSA on
Find OCSA tweets at: @OntarioCStores

WHAT'S
NEW
WITH THE

OCSA

Mr. Bryans has specific advice: “Talk 
to your customers, call your local MPPs 
and tell them what your customers are 
asking for.”

It has become clear that this issue 
is about what Ontarians want: the 
opportunity to buy 12 cold beers on a 
hot summer day in the store of choice 
or a bottle of wine when company 
drops over. “But more importantly,” 
explains Mr. Bryans, “we are not saying 
close The Beer Store or the LCBO. Let’s 
compete in an open market and let 
Ontario customers decide with their 
wallets where they want to shop. Putting 
seven LCBO express stores in a year and 
a half in grocery stores will not be the 
answer to the word convenience in this 
province whatsoever.”

In an April 5 article in the Toronto 
Sun, Chris Wilcox, OCSA board 
member and owner of Quickie 
Convenience Stores agreed. He asked 
reporter Jenn Yuen, “Why on earth does 
this government need to open seven 
stores as an experiment? For heaven’s 
sake, they have over 200 agency stores 
in Ontario, which are virtually the same 
thing. This is something that’s been 
going on in rural Ontario for years.”

The announcement, in fact, ignores 
rural Ontario. “Those seven stores,” Mr. 
Bryans points out, “will be in major 
centres.” It ignores those outside the 
existing monopoly. “They identified no 
ways to help Ontario craft beers. They 
did nothing to address The Beer Store 
monopoly at which everyone is asking 
the government to take a serious look. 
Eighty-seven plus years of control of the 
beer market is unacceptable in today’s 
business world.”

Mr. Bryans is clear: “The government 
had a great opportunity to expand 
the LCBO agency model versus giving 

it to big business and taking traffic 
away from small grocery stores and 
convenience stores and hurting us in 
every community.”

CStore Life has created a series of 
five whiteboard videos for the OCSA 
because, says Mr. Bryans, “It is time 
in this province that the Ontario 
government takes a serious stand on 
contraband tobacco.” At the time you 
are reading this issue, you will have 
either a new tobacco tax or you will 
have been able to avoid it by using such 
efforts as these videos. “It is irresponsible 
of the Ontario government to fuel 
illegal production sites on Aboriginal 
reserves across Ontario when in fact the 
convenience sector collects all the taxes, 
sells 95% of all cigarettes in Ontario 
and the Ontario government continues 
to favour illegal Aboriginal production 
and ignores the issue of delivering 
contraband to every community,” 
Mr. Bryans explains, “so that’s why 
we have launched this whole new 
educational campaign; not only because 
of the potential election but because 
someone has got to take a stand against 
contraband.” Look for the links to those 
videos at www.ontariocstores.ca.

The c-store industry has been forced 
to become very aggressive in the battle. 

“We will have delivered 20,000 
contraband postcards to the Ontario 
government on behalf of the many 
people who signed them in our stores 
letting it know that it is an unacceptable 
practice to ignore contraband tobacco.” 

It is time, with summer approaching, 
to remind retailers that mystery shops 
will be aggressive as local health boards 
will hire more students. The OCSA 
encourages its members to ensure 
everyone on staff is properly trained. 
Ensure you, and they, ask everyone who 
appears 30 or younger for ID should 
they want tobacco or lottery. Do not sell 
age restricted items to anyone who does 
not show you proper ID. If you have any 
doubts about the buyer or any issues 
with the challenge, REFUSE THE SALE.

The OCSA has a new logo. 
Take a look at www.ontariocstores.ca 
or follow @OntarioCStores on Twitter 
to keep up with the latest in industry 
news. 

In response to the Ontario 
government’s April 1 announcement 
that it will be opening seven LCBO 
kiosks in large grocery stores in select 
areas in the province by the end of 2014, 
Dave Bryans, CEO of the OCSA, is 
reassuring c-store operators that they 
have not been betrayed. “This is just 
another step in the right direction to 
open the market,” he told us in an 
                         interview a few days after 
                             the announcement. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
“This announcement was expected. In 
fact, it has taken the government over 450 
days to follow through on this promise 
since it was first announced.”

The LCBO Express idea was, indeed, 
first announced at the end of 2012 by 
the McGuinty government in response 
to OCSA pressure. And what this means 
for c-stores going forward is that pressure 
works. “It’s only through persistence that 
convenience stores will secure a portion of 
alcohol retailing in the province.” 

Two more key positives Mr. Bryans 
takes from the announcement are 1) 
that the government now agrees with the 
OCSA position that more convenience is 
required in alcohol retailing in Ontario 
and 2) that there remains a large majority 
of Ontarians who want more convenience 
in alcohol retailing, and seven small 
express kiosks will not change this.

“It also reminds us,” he says, “that 
because the alcohol retailing environment 
in Ontario is so antiquated, it is unrealistic 
to expect massive wholesale changes to 
occur quickly.  Change is happening, and 
will continue to happen. We need to 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
ensure we have a seat at the table when the 
discussion occurs.”

And that means everyone needs to get 
involved.

“We need all retailers to get on board. 
We need them to tell their customers 
that it is time to end the beer store 
monopoly. We have done tons of 
legwork and we appreciate the work 
of those who have helped, but with an 
election coming it is time now to engage 
the three million people who visit our 
stores every day, to educate them that 
the monopoly of three foreign owners 
has money leaving the province. Our 
objective as an industry, the c-store 
industry, is to promote Ontario craft 
beers and Ontario wines, demonstrating 
that small business in Ontario can help 
small business. There are about 140 
craft brewers in Ontario and a number 
higher than that of vintners who need a 
place to sell their products. The c-store 
channel is, in other markets, the channel 
of choice to help.”

IT’S TIME TO 
ENd THE bEER 

STORE MONOpOLy 
IN ONTARIO

IT’S TIME TO 
RAMp Up THE 
CONTRAbANd 

FIgHT
IT’S TIME TO 
ENSURE yOU 
ARE Id’INg 
pROpERLy

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
    Jacques Beaudry
 Beau-soir

 Francis Lapointe
 Couche-Tard

 Denise Lafleur 
 Quickie Convenience Stores

 Jacques Falardeau 
 Le Groupe Saga

 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 

 Yvon Bruneau
 Loblaws 

QCSA
QUEBEC CONVENIENCE STORES 
ASSOCIATION

WHAT'S
NEW
WITH THE

QCSA

and licenses now required to operate. 
“We want to clean that up,” says Mr. 
Gadbois. There are a number of pilot 
projects the QCSA plans to propose 
to the government. Watch for those 
proposals and priorities lists in coming 
issues. 

At the QCSA’s annual meeting on 
May 14, a good part of the Green Paper 
will be presented to the membership. 

Last year’s SOI contained a full 
section on research conducted on 
the rules and regulations impacting 
retailers in the c-store sector. It was 
done by province, and encompassed 
five major municipalities: Vancouver, 
Calgary, Toronto, Montreal and Halifax. 
Mr. Gadbois explains, “We are taking 
the responsibility and saying the 
government won’t do anything, they 
won’t do the research for us, we have to 
show an analysis of costs and benefits 
for the government and how these 
changes come about and what are our 
priorities. In the case of Quebec, when 
it is supported by 6,000 retailers, their 
representatives in parliament should 
know about it.”

He adds, “It looks simple but there 
are probably close to 200 different types 
of regulations, not counting tobacco, 
which has 200 of its own, and we have 
to clean that up. We have to make sure 
we lift that burden. It is incredibly 
dysfunctional. Most civil servants do 
not even know the impact. That’s why 
we have the MNAs come into our stores 
and work for half an hour to realize 
everything that we do for government 
that we are not being paid for. We 
actually give the government $16 before 
we make one.”

The annual Salon Dec is set for May 
14 and 15 this year. The QCSA will have a 
booth at the event, and “there we will be 
dealing with the code of conduct and how 
retailers are to comply with due diligence 
regarding age-restricted products and 
avoiding selling to minors.” With retailers 
operating under the ever-present threat of 
government mystery shop representatives 

 
trying to catch them selling age-restricted 
products without asking for ID, there are 
some very specific guidelines and advice 
out there to help. Visit the QCSA booth 
at Salon Dec, or go to www.theqcsa.ca or 
www.theccsa.ca and click on Education 
& Awareness. Information is available in 
both English and French. 

The first day of Salon Dec is the QCSA’s 
annual general meeting. It is at this event 
that the organization will adopt the 
strategies outlined above for modernizing 
and reducing the regulatory burden 
c-store retailers bear. And it goes beyond 
retailers. Mr. Gadbois tells us, “All our 
suppliers and distributors will be invited 
to attend and participate.”

At press time, the Liberal party, under 
the leadership of the Hon. Philippe 
Couillard, had taken a majority win in 
the Quebec election. 

The QCSA had been very busy in the 
weeks leading up to the April 7 polling 
day. The whirlwind of activity began 
with the organization’s February 19 
Lobby Day, somewhat inadvertently but    
certainly opportunely timed to have 
happened directly before the election 
announcement.

On that day, the following motion of 
           the Coalition Avenir Québec was 
           tabled by Stéphane Le Bouyonnec,  
               La Prairie MNA, and   
                       unanimously adopted by 
                      the National Assembly: 

“                          That the National 
                              Assembly highlights 
                             convenience store day 
              by saluting the deserving service 
delivered daily by the 50,000 owners, 
managers and employees of Quebec’s 
6,000 convenience stores which represent 
an important industry demanding a 
lighter and modernized regulatory 
framework that would foster job growth 
and wealth creation all across Quebec.”

“This motion, which gathered 
unanimous support by all MNAs,” 
explains Michel Gadbois, president 
of the QCSA, “was the end result 
of countless face-to-face meetings 
between retailers in the ridings of 
ministers and other key politicians of 
all parties. Those retailers consequently 
became the c-store regional leaders.” 
What followed the motion were more 
meetings, a supporting iPad campaign 
in key ridings; C-Store Days that had 
politicians working behind c-store 
counters; and many more opportunities 
for press coverage. 

A post-election meeting with new 
MNAs is planned, as well as further 
studies and surveys that will lead to 
a Green Paper, to be presented to the 
Quebec government in the fall. 

By next Lobby Day, in early 2015, the 
QCSA hopes for votes that will support 
a number of regulation priorities that 
will have been set over this industrious 
year. Those priorities will begin with 
and encompass modernizing and 
reducing the weight of regulation and 
legislation in c-store operations.

“That’s where we are heading, and 
that’s where I think my colleagues in the 
other regions across the country will 
be heading,” Mr. Gadbois told us on 
Election Day. It is such a well-prepared 
and so-far successful strategy that we 
asked him for the details for a separate 
best practices article. See page 42 of this 
issue. 

Mr. Gadbois will make available to 
us the list of priorities that has been 
adopted by retailers as each category 
becomes available. It will be done by 
category of product and category of 
permit. It will cover efforts to get a 
Ministry for Small Business, which 
would provide a one-counter permit 
instead of the 15 to 16 different permits 

THE QUEbEC 
ELECTION

NExT STEpS 
IN REdUCINg 

THE 
REgULATION 

bURdEN

TRAdE SHOW 
ANd AgM

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

 ★ ★ ★ ★ ★

 ★ ★ ★ ★ ★

1. QCSACharlevoix
Caroline Simard, PLQ candidate in 
Charlevoix-Côte-de-Beaupré and Éric Lebel, owner 
of Dépanneur des anges (Petro-T- Super Sagamie) 
in Ste-Anne-de-Beaupré. Ms. Simard defeated  PQ 
Premier Pauline Marois in her riding. 

2. QCSASt-Jerome
Michel Gadbois and Benoît Lalande, owner of 
Dépanneur de la Faune in St-Jérôme.

3. QCSAChicoutimi
Michel Gadbois with Claude Lessard, owner of 
Dépanneur Maestro Barrette in Chicoutimi.

4. QCSAChambly
Michel Gadbois with Chantal Daoust, employee, 
Dépanneur Richelieu in Chambly.

1

2

3

4
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Contact Andrew 
Western Convenience Stores 
Association
Suite 601 – 198 Aquarius Mews 
Vancouver BC V6Z 2Y4 
Telephone: 778.987.4440
email: 
andrew@conveniencestores.ca

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

 David Bunney - Secretary
 Parkland Fuel Corporation

 Barry Rideout - Director
 Winks Plus 

 Woody Stelnicki - Director
 Calgary Co-operative Association  
 Limited

 John Crandell - Treasurer
 Non-voting Director
 Bic Inc. 

 Kim Jones - Director
 Suncor Energy Products

 Jeffrey Bakun
 Non-voting Director
 Rothmans Benson & Hedges

 Duncan McArthur -  Director 
 Husky Energy

 Kim Trowbridge - Vice Chair
 Small Retail

 Chuck Arcand 
 Non-voting Director  
 Core-Mark

 Scott Sibbet - Director   
 Gas King Oil Co. Ltd.

WHAT'S
NEW
WITH THE

WCSA

 
 
 
 

The WCSA held its annual general 
meeting on April 7 and completed a two-
day strategic planning session over April 7 
and 8. The association is pleased to invite 
two new board members into the group:

Scott Sibbet, Gas King Oil Co. Ltd 
Scott Sibbet is Gas King’s Vice 

President, Retail Operations. On April 
8, Mr. Sibbet celebrated 25 years with 
the company. “As a representative of 
smaller independent retailers and chains, 
Scott adds an important dimension to 
the board mix to supplement the retail 
perspective so far provided mainly 
through the Winks representative,” Mr. 
Klukas tells us. 

Woody Stelnicki, Calgary 
Co-operative Association Limited

Woody Stelnicki is the Managing 
Director, Petroleum, and is also in charge 
of car wash operations. “The WCSA has 
historically enjoyed the membership of 
three co-ops and is delighted to have a 
representative on the board,” says Mr. 
Klukas. “With 26 stores in the Calgary 
area, Calgary Co-op gives the association 
a new window into smaller chain 
convenience and gas operations. We have 
established several committees and are 
looking forward to taking our efforts 
to an entirely new level in support of a 
vibrant and healthy convenience and gas 
sector in the region.”  

The WCSA has partnered with The 
Bridge Youth & Family Services in Kelowna, 
BC, to support its Healthy Together 
Children’s Health Program. The initiative 
is funded under a federal program, 
Achieving Healthier Weights In Canada’s 
Communities. 

“When I learned of this program, I 
reached out to The Bridge Society staff 
and it was immediately clear that the 
convenience store channel can play a pivotal 
role in the success of its long-term obesity 
reduction strategy,” Mr. Klukas tells us. The 
Innovation Strategy has projects across the 
country and Mr. Klukas has reached out to 
others in the West to begin discussion of 
expanding The Bridge program later this 
year.  

He is very optimistic about the future 
of this initiative: “We have re-branded 
the Healthy Together Children’s Health 
Program as the Healthy Together 
Convenience Store Program and are using 
the same visuals. A pilot project involving 
one store and ten families was launched 
on April 7 and will run for ten weeks. After 
that, The Bridge and the WCSA will evaluate 
the project and make recommendations for 
a subsequent larger project.”  

Michele Hucul, Project Coordinator, 
Healthy Weights for Children, with The 
Bridge, is optimistic as well: “We are excited 
to see what happens when we provide 

individuals and families with information 
about healthy weight practices in a 
community retail setting.”

The footprint concept is intended to 
resonate with both the concept of physical 
activity, allowing future synthesis with 
similar campaigns promoting obesity 
reduction through activity, and, more 
remotely, to resonate with the concept of 
‘environmental footprint’ so this is a fit 
within the vernacular of health, fitness and 
healthy living.

Ms. Hucul expands on this: “This pilot 
project is generating a platform to start 
a conversation that we are all interested 
in: how can we support families and 
individuals in their own community to 
make choices that support their health? 
How can we support businesses to 
begin the health promotion relationship 
with new customers while they retain 
current customer satisfaction? Providing 
information backed by health-compatible 
projects through the Healthy Convenience 
Store Project is the first step in this journey.”

“With a project such as this, you can 
only start when you start and the goal is 
to generate both questions and answers to 
support a second phase,” says Mr. Klukas. 
The goal is to develop a strategy for 
involving all parts of the industry—retailers, 
distributors and manufacturers.” 

“It is win-win,” says Ms. Hucul, “because 
the Healthy Convenience Store Project 
supports local people, local business and 
the larger network of convenience stores 
through one initiative. Community health 
is promoted as the local merchants learn to 
meet customer need by providing healthier 
living support. Individual and family health 
is promoted by in-store product promotion 
and information sharing.”

In November of 2013, a customer 
dropped off a business card found at 
a mall in New Westminister. The card 
advertised cartons of cigarettes for 
$50 by an authorized dealer for Grand 
River Enterprises, based out of Central 
Canada.

Andrew Klukas, president of the 
WCSA was surprised: “We have long 
been aware that Asian counterfeit 
tobacco products have been entering 
Canada through British Columbia, but 
we didn’t know how far contraband 
tobacco from Central Canada had 
made its way throughout our Western 
provinces.”

He acted quickly. “As president of 
the WCSA, I reached out to the federal 
Serious and Organized Crime Unit 
within the RCMP and began a broader 
discussion about illicit tobacco in BC.”

Discussions with the RCMP and 
government staff revealed that the 
province has not been well equipped 
financially to deal with the resurgence 
within the contraband tobacco trade. 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Coordinated efforts of teams 
consisting of law and provincial 
revenue enforcement have long since 
disintegrated from lack of budgetary 
resources from both the federal and 
provincial governments.

There also has been a general lack of 
information available within the law 
enforcement community when 
dealing with interceptions 
of illegal or trafficked 
tobacco product. The 
myriad laws and 
jurisdictions often 
complicate the illicit 
trade, as it contravenes 
both federal and  
provincial law but is 
enforced separately 
within those jurisdictions.

Current efforts to combat 
the trafficking and sale of illicit 
tobacco are focused on the 
distribution networks, however, 
not the source of the product itself.

It has been suggested by government 
insiders that the rate of contraband 
might be as high as 10 to 15% in the 
province. Despite various tax increases  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
since 2007, provincial tobacco tax  
revenues remain flat. 

“With the recent provincial and 
federal tobacco tax increases, we are 
confident that consumers have been 
driven to purchase more contraband 
product. These high taxes fuel the 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

illegal market due to their cheap, 
untaxed product, and fail to raise their 
intended revenue for government 
programs,” explains Mr. Klukas. “These 
increases have hurt our retailers and 
small business in general within BC.”

At the onset of its anti-contraband 
advocacy efforts, the WCSA has warned 
governments that Manitoba was 
the original contraband corridor to 
Western Canada. Product would flow 
freely interprovincially from Central 
Canada, where the illicit tobacco 
market runs rampant.

British Columbia will therefore 
be a major focus of WCSA advocacy 
efforts in 2014 to educate government 
about the threat of illicit tobacco. 
“We are planning a contraband study 
similar to those completed last year 
in Saskatchewan and Manitoba,” Mr. 
Klukas says. “These results will be 
shared with government officials to 
encourage them to take action.”

He adds, “BC retailers and our 
industry are amongst the economic 
engines of this province. We cannot let 
the illegal tobacco market drive our 
           stores out of business and affect 
               the safety of our communities. 
                      There is simply far too 
                             much at stake.”
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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
 Warren Maynard - 
 Chair ACSA 
 Ultramar Ltd – N.S.

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

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

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

 Craig Pardy
 Needs Convenience - N.S.

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

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

 Nathan Woodland
 Circle K, Couche-Tard – N.S.

 David Button
 North Atlantic Petroleum - N.L.

 Glenn Sullivan
 C-Gas Management Inc. - N.L.

 Brent Sweet
 Orange Store/Liquor Express - N.L.

WHAT'S
NEW
WITH THE

ACSA

The ACSA is planning Lobby events 
in Fredericton similar to Halifax’s 
Lobby Day. It may also be in April, given 
government timeframes. 

Grassroots outreach visits in May and 
June are planned for three zones: River 
Valley/Saint John/Fredericton, Fundy 
Coast/Moncton and the Acadian Coast/ 
Miramichi/Grand Falls.  
 
 
 
 
 
 
 
 
                 NewFOUNDLAND 
        AND LABRADOR

              A possible election in  
               early spring 2015 is looming in 
                Newfoundland and Labrador.  
Premier Kathy Dunderdale stepped 
down on January 22 to be replaced by 
Interim Leader, former Finance Minister 
Tom Marshall. It looks like it will be 
a close election, and the ACSA will be 
working with retailers to ensure its 
voice is heard.

A leadership convention is to be 
held the first week of July. Once the 
leader is chosen, Mr. Hammoud tells 
us, meetings will be requested. “A lot 
can happen between now and 2015. 
Our goal is to broaden and deepen 
our relationships with our grassroots 
retailers and those offering for election.” 

Tobacco taxes did go up in Interim 
Finance Minister Charlene Johnson’s 
2014 budget, which was anticipated, 
but the rate itself was rather surprising. 
The jump is three cents per cigarette, 
which translates to $6 per carton, a huge 
increase. 

With the federal $4, it is up $10. 
“We are very disappointed,” says Mr. 
Hammoud. “The Newfoundland and 
Labrador government did not follow the 
lead of the other provinces that held the 
line on taxes.” 

With such a large jump in the price 
of legal tobacco, the ACSA will be 
watching carefully for  spikes in illegal 
contraband. 

 
 
 
 
 
 
 
 
     
              PRINCe eDwARD  
         ISLAND

               Prince Edward Island also  
               delivered a budget with no 
               increase in consumption taxes. 
“We do appreciate the relationship we 
have with the Ghiz government and 
with Finance Minister Wes Sheridan,” 
Mr. Hammoud says. “This government, 
like others in the Maritimes, listened to 
us on this issue.” 

The ACSA has more plans for P.E.I. 
“Our goal is to increase our grassroots 
retailers by 5 to 10%. We want to bring 
more public awareness and engagement 
to the growing contraband problem 
happening here. We are also looking at a 
site expansion for C-Store Day, and at a 
Lobby Day.” 

The ACSA/NACDA annual Maritime 
and Newfoundland and Labrador golf 
tournaments are set for this month. The 
Maritime Golf Tournament will have 
taken place on June 11 at Fox Creek 
in Moncton/Dieppe, New Brunswick, 
and the Newfoundland and Labrador 
tournament will be held June 25 at the 
Clovelly Golf Course in St. John’s. If 
you missed the first, you are welcome to 
register for the second.

The third annual ACSA C-Store Day, 
with an expansion of the number of 
sites from previous years, is planned for 
August 27 in communities throughout 
all the Atlantic Provinces. Retailers 
can get involved by contacting sarah@
conveniencestores.ca.

The nomination process for the 
Retail Convenience Awards to be 
presented in November was underway 
at press time. Watch for a list of finalists 
in our next issue. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
         

 

 

 

                NOVA SCOtIA
                The ACSA and its president,     

                Mike  Hammoud, were pleased 
to see no new increase in tobacco tax 
in Nova Scotia’s 2014 budget. Mr. 
Hammoud had met pre-budget with 
Finance Minister Diana Whalen to 
discuss the matter, and independent 
and corporate retailers were encouraged 
to send letters. That they did, by the 
hundreds. The very fact that taxes were 
not raised indicates the ACSA made its 
point and was heard. A letter of thanks 
was sent from the organization to the 
minister. 

Something new for the ACSA is 
Lobby Day. On April 23, retailers across 
the province will have come together 
for a full-day event that will include 
a breakfast briefing and morning and 
afternoon meetings with their MLAs in 
the House. Mr. Hammoud, a few weeks 
before the event, anticipated 15 to 20 
retailers meeting 15 to 20 MLAs. He 
explained the reasoning behind it “is to 
create an awareness of who we are with 
the new government and what it is we 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
do and to give them an opportunity 
to see retailers from their ridings and 
understand what it is they do.” He was 
looking forward to the first-time event, 
and looked to other associations’ success 
for inspiration. “Quebec has done it, 
and Ontario has done it, and we want 
to give it a shot here in Nova Scotia. The 
plan is to then do it in New Brunswick, 
Newfoundland and Labrador, and 
Prince Edward Island.” If all follows as 
it did in Ontario and Quebec, respect 
for the industry and understanding 
of it will be raised productively and 
effectively. 

Further butt studies will be 
conducted in May in Nova Scotia and 
New Brunswick. “We are anxious to 
see the results. Because of the federal 
tobacco tax increase this year and the 
provincial tax increase last year, we 
are hearing from retailers that sales 
volume is ‘soft’ and we have a sense 
that there is increased contraband in 
these provinces,” Mr. Hammoud tells 
us. Those results will be available in our 
next issue.

 
 
 
 

 
 
 
 
 
 
 
 
 
             New BRUNSwICK

             In New Brunswick, too, the 
               government held the line on 
tobacco tax increases in its budget. 
“Our efforts of meeting with the 
minister beforehand and having our 
conversations and having our retailers 
send letters to the minister just before 
were successful.” (As in Nova Scotia, 
independent and corporate retailers 
sent letters to the minister before the 
budget.) “And we were very happy that 
it worked,” says Mr. Hammoud.

This being an election year for New 
Brunswick, the date set for September 
22, the ACSA is working aggressively to 
put together a plan for that province. 

New Brunswick is looking at taking 
the number of mandatory license plates 
on vehicles from two to one. The ACSA 
has opposed this as an organization 
after speaking with gasoline dealers 
in the province. “They don’t like it,” 
Mr. Hammoud explains. “From our 
perspective, it is going to hurt our gas 
retailers because it will make ‘gas and 
dash’ thefts easier.” 

The Minister knows it is a cost 
savings for the province, but the cost to 
gas retailers will be too high. “We are 
asking that it does not happen.”  

Mr. Hammoud plans to meet over 
the spring and summer with the 
candidates seeking election and with the 
leaders of all the parties to get a sense of 
their platforms. 
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To my knowledge, there are only four 
ways to organically grow your business, 
at least from a consumer-focused point 
of view: 

1. Sell more to the customers 
who are already coming 
into your store.

2. Get these 
existing 
customers to 
come into 
your store 
more 
frequently.

3. Get 
new customers 
to come into 
your store.

4. Get something new that you don’t 
already offer and sell this to both new 
and existing customers.

Of course, the unstated assumption 
within the preceding list is that growth 
must be related to increasing levels 
of unit sales. That’s not always true. 
Speaking financially, growth can also be 
achieved by reducing expenses and/or 
raising prices to improve margins. So, 
how you measure growth really matters.

Practically speaking, businesses 
achieving growth do so through a 
careful mix of each of these four tactics 
and the financial engineering I’ve just 
mentioned. But which tactics are right 
for you? What is the “art of the possible”, 
and what’s the best measure of success 
to use? 

Without at least forming an 
initial hypothesis—to serve as an 
early answer to these questions 
and executing against your chosen 
direction—growth is likely to remain 
elusive.

Undoubtedly, the best answers are 
always found by first understanding 
the circumstances of each unique 
business situation. For example, 
is your location such that you can 
capitalize on the stellar consumer 
traffic you already generate, or do you 
need to reach further afield to capture 
increasing traffic? Does the footprint 
of your store allow for the addition of 
new categories of products? Are you 
and your staff capable of engaging 
with your consumers and upselling 
multiple product offers? You see what 
I mean? There really is no one-size-
fits-all answer.

                           That being said, if we 
                             speak in generalities,  
                                but restrain ourselves      
                                 to those specifically 
                                 related to the c-store 
                                      industry, there are 
                                          a number of 
                                               important 
                                         observations we 
                                          can make.

                              At least in my 
                            judgment, taking prices 
                             up to improve margins   
                     is simply not a sustainable  
               option. We know consumers 
             currently perceive us at the outer 
edge of the price/value equation. We 
offer convenience (our core value), but 
we’re seen as expensive relative to that 
particular value offer. 

Alternatively, it’s almost always easier 
to maximize sales within an existing 
customer base—either by learning skills 
related to upselling or by determining 
what strategy would be needed to bring 
these same consumers into our shop 
more often. 

After all, existing consumers are 
already demonstrating a preference to 
shop in our locations.

If I were asked to prioritize between 
these two, without question my first 
choice would be learning the skills to 
engage with my consumers and then 
upselling. It’s just simple math. No 
increase in fixed or variable costs… and 
an existing audience with the lowest 
levels of consumer behavioural change 
required: your highest probability of 
success, I suspect.

Better yet, every other growth 
strategy is amplified by the successful 
deployment of this skill.

Clearly, there are those among us 
who are already doing this extremely  

 
 
 
 
well. I’d strongly encourage you to visit 
the inside of a c-gas retailer to pay for 
your purchase the next time you visit 
one of these locations. Once inside their 
store, I can almost guarantee you’ll be 
asked if you would like to purchase a 
car wash. If you buy tobacco, you’ll be 
offered a two-pack special. The same 
is true for confectionary. The site I 
frequent most often is very good at this.

The ability to influence consumer 
purchase preferences has tremendous 
appeal to your manufacturers. Many 
of these manufacturers have (or can 
offer you) programs to support new 
brand trial and incremental product-
specific purchases. While these types 
of programs are results dependent 
(meaning you actually have to 
execute and be able to measure your 
achievement), incentives can effectively 
improve your margins without any need 
to take retail prices up. Win-win, as they 
say.

My next growth-related priority 
would be to determine what strategies 
would incent your existing consumers 
to visit your store more frequently. This 
is where your ability to engage with 
consumers becomes critical. You’ll want 
to be asking them what it might take.

I’d suggest beginning with the 
following question positioned in this 
manner:

“Thanks for coming in today. I’d love 
to see you in the store more often. What 
can I do or add to my store that might 
encourage you to visit more frequently?” 

You might be surprised that there 
is a ready answer related to a specific 
product or size that they currently need 
to source elsewhere. But even if they  

 
 
 
 
 
 
can’t immediately respond with an 
answer, don’t be disappointed. In this 
case, you might close with the following:

“Perhaps you might think about it. 
Your business is important to me. Should 
something occur to you, please let me know 
on your next visit. I’m only too happy to 
satisfy my most important customers.”

Imagine your own reaction if one of 
the businesses where you shop engaged 
you in such a conversation. Sale or 
no sale, you’re going to feel valued by 
this establishment. How many of your 
competitors are treating their customers 
in this manner? Not many, I suspect. 

Our conversation today has focused 
on growth tactics useful to selling more 
to our existing consumers and to get 
those same consumers into our stores 
more often. I suspect most of us will use 
a discount on the purchase of multiples 
of the same item to entice consumers to 
accept our upsell. Of course, suggestive 
selling (“Do you want to purchase a 
lottery ticket today? The prize this week is 
now $xx.”) is another very useful tactic. 
Using suggestive selling and offering 
a complementary item (“Do you need 
a lighter with your tobacco purchase?”) 
represents yet another opportunity. 
These last two don’t require price 
discounts of any kind.

Regardless of the tactics you choose, 
there is the one common denominator: 
You’ve got to be able to engage your 
consumers in conversation. Done well, 
it’s your universal answer to growth.

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.caFUNK

frankly
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You have some questions about 
your store. Are your employees ID’ing 
properly when you are not right there 
beside them, are they up-selling, are 
the washrooms clean? Are you pricing 
competitively? 

There is an army of 27,000 at your 
disposal, ready and willing to give you 
the answers.

Retail intelligence and mobile 
research firm Field Agent Canada uses 
a popular iPhone app to mobilize 
that army, and its number is expected 
to climb to 40,000 once the Android 
version is launched in coming months. 
CStore Life talked with Jeff Doucette, 
the company’s general manager, 
recently to get an idea of how it all 
works.

“What we do is something retailers 
have been doing for a long time in 
terms of mystery shopping, or making 
sure their stores are executing what 
they are supposed to be executing, 
especially when the owner or the 
manager is not there,” he explains. Mr. 
Doucette’s family background is in 
the convenience store industry, and 
so he understands the dynamics well. 
He knows small business, for instance, 
needs an affordable alternative to the 
traditional mystery shop service, and 
his starts at just $8 a visit. 

How is that possible? 

“It is because of our model,” 
explains Mr. Doucette. “Because we 
are crowdsourced, it is literally real 
consumers who are already going into 
the store and they are checking their 
app and saying, ‘I was going to buy a 
lottery ticket anyway, and if I answer 
a question as to whether they asked 
me for ID and I take a picture of my 
receipt, then I get $4,’ so we have only a 
handful of staff, and 27,000 people with  
 
 
 
 
 
 
 
 
 
 
 
 
our app on their phones running 
around the countryside.” He tells us it is 
“a little like The Amazing Race in terms 
of first-come first-serve, and our agents 
are all doing it as a hobby. It is something 
they are doing while they are shopping 
and they are making a little bit of extra, 
say, coffee money.” 

It is a simple audit, but it tells a retailer, 
or a vendor, a great deal. 

“We can do pretty much anything,” 
Mr. Doucette assures us. “That’s the 
beauty of our tool: that it is really about 
what the issue is today in your operation 
or what you have just trained your people 
on, and you want to make sure the 
training is actually getting implemented.” 
To be able to check this for $8 a store 
is affordable and effective. It is not, 
he stresses, a solution to everything; 
it is a specific-issue check versus a 
comprehensive 40-point check. But when 
you can do five audits for the price of 
one by another company, you get a better 
sample size and a better feel for what is 
happening at different times of day. 

The app is wildly popular, constantly 
growing. Mr. Doucette describes the 
upward spiral: “Get more new agents, 
get more jobs; get more jobs, need more 
new agents and so on.” 

Field Agent Canada covers 
approximately 85% of any national chain 
and the Android launch will fill in the 
network. It has been in the country since 
October 2011. The US original launched 
in 2010, and it is in Australia, the UK and 
Scandinavia. “Canada,” Mr. Doucette 
points out, “has the perfect geography for 
this type of app. It is very expensive to do 
a retail call because of the space between 
stores and the cost of labour. A cycle 
might be three or four weeks for a normal 
merchandising firm. When we launch a 
job, we get the bulk of our responses back 
in the first 48 hours and so the data is 
fresh; it is available right away. It has gone 
through a rigorous quality control check 
so you can use it like a dashboard to help 
manage your business.” 

That is attractive to businesses both 
large and small, and Field Agent has no 
minimum. 

   CROWd SOURCINg 
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Service standards/Mystery shop

Field Agent is effective 
at small mystery shop tasks 
in order to measure staff 
implementation of selling or 
service initiatives, for instance, 
random verification of sales 
initiatives like prompting the 
customer for incremental 
purchase. ("Have you purchased 
a ticket for this week's 
$50-million draw?”) 
 
Site facilities audit

The company provides 
objective evaluation of site 
facilities such as restrooms 
with random or scheduled 
verification of actual conditions 
versus standards. Using the 
restroom example, the agents 
can evaluate cleanliness and 
availability of supplies, and 
provide date-, time- and 
GPS-stamped photos of actual 
conditions during the audit. 
 
Competitive intelligence

Pricing and promotions are 
monitored at local competition 
with results collated and 
centrally reported through Field 
Agent’s website.  
 
Product availability

Field Agent works on the 
vendor side, too, ensuring 
availability of products for 
purchase, especially time-
sensitive products such as 
hot items at lunch/dinner or 
coffee during breakfast. Agents 
also look at the availability of 
fountain products, ice cream or 
"slush" products at key periods.

WHAT 
FIELd 
AgENT 

CANAdA 
dOES
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When the CCSA was looking for 
help in drawing its Roadmap to Growth 
(see the article on page 33 of this issue), 
it listened to recommendations and 
chose IMI International. 

The company is a full-service market 
research consultancy that has been 
servicing the Canadian marketplace for 
over 30 years, and has offices in the US, 
the UK, Australia and Singapore.

Its value proposition is to provide 
marketers with the tools, insights 
and experience to help them better 
understand their markets and measure 
and optimize their consumer and 
shopper marketing programs. It 
maintains an extensive database of 
over 10,000 case studies and brand and 
program measurements.

What does IMI International have to 
say to the c-store industry?

We spoke with its Vice President 
of Retail and Shopper Insights, Kerry 
Gilfillan, to find out.

“The key to success for Convenience 
& Gas operators is recognizing 
‘convenience’ is not a type of store, 
but a shopping occasion that can be 
fulfilled at any number of different 
types of store.”

That may be 
a little scary to 
hear if you are a 
c-store operator, 
but there are tools 
to help understand 
what drives the 
consumer, and so 
what offers to make, 
what opportunities 
to take. We know 
that with channel 
proliferation and 
growth of new 
media channels, 
today’s shoppers 

have many more choices of where to 
find the same goods and services than 
in the past. They are better informed, 
with real time information literally at 
their fingertips while they shop.  

Thus shopper insights are becoming 
increasingly important for C&G 
operators who continue to face 
increased pressure from competing 
channels looking to expand their share 
of convenience occasions. C-store 
retailers must continue to excel at 
delivering convenience fundamentals 
while looking for new platforms to 
differentiate and drive new business.

Taking the shopper marketing 
perspective, IMI’s mandate is to help 
brands and retailers better understand 
shoppers in terms of their needs and  
 
 
 
 
 
 
 
 
 
 
 
choices and identify opportunities to 
engage and motivate them along their 
path to purchase. 

One of the primary tools IMI uses 
to better understand the shopper 
is its annual C&G ShopperPulse™ 
syndicated study. 

This is a comprehensive online 
market landscape study dedicated to 
the C&G channel. It includes 2,000 
Canadian C&G shoppers and covers 
details of over 2,500 trips and over 
3,000 customer experience assessments.  
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
Mr. Gilfillan tells us the 2014 study 
was just in field in April with results 
available in early June.

There are three primary learning 
modules to the study.

1.  C&G Shopper Profile – identify 
who shops the channel, where else 
they are shopping and what drives 
them to choose a C&G retailer

2.  Path to Purchase – understand key 
trips drivers and how shoppers 
behave and are motivated both 
pre-shop and in-store; understand 
specific category purchases and 
the role of planned and impulse 
purchases plus the impact of deals 
and a wide range of other shopper 
marketing tactics 

3.  Store Experience – identify 
which specific stores are being 
shopped most often, how 
shoppers feel about the store’s 
shopping experience and how 
they rate versus other stores in 
terms of shopability, selection, 
merchandising, servicing offerings 
and price/promotion

 

“The value of the ShopperPulse™ 
study,” explains Mr. Gilfillan, “is that it 
offers retailers and brands a third-party 
platform upon which to discuss the 
shopper and identify insights that can 
lead to action plans capitalizing on new 
business opportunities.”

He summarizes it very clearly. “This 
is what customers are telling us, not 
what we think, not what we have read 
somewhere, but fact-based customer 
testimonial.”

And it is listening to what our 
customers are telling us that will keep 
c-store operators, as individual stores 
and chains, and as a sector, on the road 
to growth.  

IMI INTERNATIONAL

TAKINg 
THE pULSE 

OF THE 
CONvENIENCE 

SHOppER
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Many readers will have heard of 
Amazon. It is becoming a household 
name in the United States for 
everything from books to groceries. 
In recent news, there was awe and at 
the same time disbelief as Amazon 
showcased delivery drones that would 
fly products to customers’ homes 
or businesses (right out of science 
fiction, but made real with live 
demonstrations). This month, however, 
Amazon posted financial numbers 
that were disappointing to investors 
for the second straight quarter. 
Not that Amazon’s sales were not 
growing— they were up an impressive 
percent. Not that the company was not 
profitable— it was; it made millions. 
Investors focused on the bottom line 
percentage, a mere 0.7% of sales, which 
had them disinterested. The day after 
the announcement, the stock value 
declined more than 10%, based on not 
meeting investor expectations.

So criticism of CEO Jeff Bezos’s 
vision, style of leadership and financial 
results started. Many believers weighed 
being part of his dream against getting 
off the train and investing in something 
else. Did I mention that Amazon that 
was founded in 1994 is now a quarter 
the size of Walmart, the largest retailer 
in the world, competing for a share of a 
$15-trillion market, and Mr. Bezos’s net 
worth is estimated at over $28 billion, 
making him one of the wealthiest men 
in the world?

What does this have to do with 
convenience retailing?

Plenty. Let me explain.
Mr. Bezos is not investing in what 

matters today, but rather making 
substantial investments (that reduce 
profits) in what will matter in the 
future. He invests considerably in 
research that determines what the 
future can be, and development that 
makes the future the new now. 

Convenience stores have been seeing 
declines in tobacco sales for years. 
Simply put, as greater restrictions are 
placed on smokers as to where and 
when they can smoke, and as taxes rise, 
fewer people will smoke, and those who 
continue will smoke less.  
 

 
 

Lottery, another major traffic driver 
to convenience stores, will go mobile. 
The technology and convenience 
will outweigh going specifically to a 
convenience store to play lottery. High 
salt- and sugar-content products are 
not in vogue and government controls 
and/or wiser customer choices will see 
this category stagnate. Is it any wonder 
you see major mergers of companies 
that sell in this space? 

So should convenience retailers 
be thinking what is the next area of 
growth, where are their customers 
heading, and what is an offering that 
will meet these anticipated needs? 
The answer is yes, yes and yes. What is 
the magic direction? According to the 
example of Mr. Bezos, it is research and 
development. 

Great research could start with you 
asking some questions of the customers 
who visit your store. Neighbourhood 
celebrations at your store might bring 
you new customers you have never 
seen before—and who are also ready 
to be asked those questions. There are 
many that could be asked. A basic one 
is, “What do you like about shopping 
at my store?” This could be followed 
by, “Is there anything I could do to 
improve your experience and earn your 
loyalty?” In other words, you have a 
customer segment that either lives or  

 
 
 
 
 
 
 
 
works around your store. Get them 
in to visit, and do your own research, 
as unsophisticated as you think it 
might be. History shows that it will be 
meaningful and insightful.

I can’t think of a time that I wasn’t 
impressed and felt appreciated when an 
owner or manager asked me questions 
about his products or services. The 
problem is that I don’t remember 
many owners or managers asking such 
questions.. 

Finding what the future holds 
for your business might be a few 
conversations away. Once threads or 
common statements or feelings are 
learned from your customers, you can 
paint a destination vision and begin 
working towards it.

I am reminded here of another truth 
in life: progress not perfection. The goal 
is to take the first step in this learning 
journey and keep stepping.

 CREATINg 
    THE FUTURE
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Calgary I Mario Molinari 
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Email Mario.Molinari@core-mark.com
Phone (403) 279.5581

Vancouver I Kevin Clarke
7800 Riverfront Gate, Burnaby, BC V5J 5L3
Email KClarke@core-mark.com 
Phone (604) 430.2181

We are committed 
           to our Customers.
     Come see for yourself.

Whether you are an independent retailer or a part of a national 
chain, Core-Mark offers each of its customers valuable customized 
solutions and services designed to help you grow your business. 

We offer resources to help drive sales and profits:

 • Product Trends & Optimized Offering
 • Regional Demographics & Space Rationalization  
 • Data Analysis & Competitive Comparison

We are committed to providing superior customer service 
while delivering quality products and value-added resources 
to our customer.

www.core-mark.com

We are passionate 
        about the business

Saskatchewan, Manitoba, 
NW Ontario & Toronto I Chris Bayley
99 Bannister Road, Winnipeg, MB R2R 0S2 
Email Chris.Bayley@core-mark.com
Phone (905) 864.0285
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In light of CCSA / Regional 
Association's recent affiliation with 
NACDA, Cstore Life will be releasing a 
series of articles  showcasing the goods 
and services of full-service distributors 
(NACDA members) and how they 
are adapting their retailer offerings 
to accommodate for changes to the 
convenience store environment.  The 
following article is the first in that series.

With talk of change and growth all 
around us, we are hearing a great deal 
these days about vendor consolidation 
and its many benefits. Have you been 
wondering what vendor consolidation 
could do for your location? CStore Life 
asked Scott Findlay, Vice-President, 
Canada Supply Chain, Canadian 
Consolidation Centre Division of Core-
Mark International, to tell us a little 
about the concept.

We began with a definition. 
“Simplify.” says Mr. Findlay. “It is about 
trying to simplify the whole supply 
chain and help retailers save time and 
save money, and ultimately grow their 
business profitably. It is really one order, 
one invoice, one solution with multiple 
benefits. It is fewer deliveries; it is fewer 
invoices, and it is all about more time 
for business and growing it profitably. “

He outlined the benefits for 
us—benefits to both retailer and 
wholesaler—and how they work. It 
turns out that it is all about working 
together.  

“The benefits accrue when there 
is a real and committed partnership 
between the retailer and the distributor. 
For the retailer, it is all about 
simplifying their order process, reducing 
the activity costs that are inherent in the 
supply chain; the number of deliveries, 
the number of transactions, the number  

of invoices, payments, credits. That’s 
significant. For the retailer it is all about 
lowering their inventory carrying 

 
 
costs and improving their cash flow, 
increasing their turns at store level,  
and a major part is really reducing the 
amount of out-of-stocks. For many 
retailers, out of stocks can represent 
up to 13% of the items that consumers 
wish to purchase. Vendor consolidation 
will provide a ‘new’ supply chain 
for small format stores that will add 
thousands of profit dollars to a retailer’s 
bottom line and simplify their business. 
It’s the right product, right time, at the 
right price.  

“For the wholesaler, consolidation 
allows us to invest spend on a more 
frequent delivery basis with committed 
retailers, which leads to expanded 
product assortment and offerings 
and really allows for an expanded 
assortment of fresh offerings, which 
most retailers ideally should be striving 
towards in terms of expanding their 
assortment. It also allows us, in terms 
of investment, to develop for retailers 
specific marketing programs tailored to 
their stores’ specific market area. We do 
that on an individual store basis with 
our Focus Marketing Initiative (FMI). 
This is one of Core-Mark’s core  
 
 
 
 
 
 
 

 
 
 
 
strategies. FMI allows Core-Mark to 
develop a tailored marketing business 
plan for independents by site. It is a true 
partnering proposal. This core strategy 
has been very successful and very well 
received and appreciated by our retail 
customers. So again it is a commitment 
from both parties to making positive 
change to how we conduct business.”

To put it all in perspective, Mr. 
Findlay provides us some off-the-cuff 
numbers, based on recent research by 
NACS. The average convenience store 
takes approximately 45 to 50 deliveries a 
week. Vendor consolidation is all about 
consolidation, it is true, but Mr. Findlay 
makes it clear it is not just consolidating 
into one delivery. “We want to try to 
broaden the retailer’s assortment base.  
To do that you might need multiple 
deliveries per week from one source. 
That’s still a significant reduction from 
 55+ to four or five deliveries per week, 
and at the end of the day you have an 
expanded assortment, faster turns, 
fresher product, and that’s what we are 
trying to provide.”

And the challenges of vendor 
consolidation to retailers—and to 
wholesalers? We suspected it has to do 
with change, and Mr. Findlay confirms 
that:

“Consolidation is all about changing 
how we do business. Reducing multiple 
DSD [Direct Store Delivery] Vendor 
deliveries comprising single categories 
into a much more cost efficient single 
source model: it’s all about change. 
It is about building relationships, 
building trust, and it is about building 
commitment and confidence on both 
sides.”  

“There are many things that are 
challenges for the wholesaler to be able 
to do this and retailers should be asking 
some key questions: Does my wholesaler 
have the right equipment in place? Do 
they have tri-temperature trucks to be 
able to provide any product any time? 
Do they have the fresh offerings needed 
to drive my business? Can they provide 
in-store merchandising support? Core-
Mark has a specific merchandising 
program called SmartStock, which is an 
in-store merchandising guaranteed sale 
program similar to what a DSD may 
have provided. 

“To the retailer, are they really, truly 
committed to change? You really have to 
make that commitment. If you want to 
really change, then you have to expand 
your product assortment and this is 
really the way to do it by partnering 
with a full-service wholesaler like Core-

Mark to get a one-stop solution that will 
make it work.”

How is Core-Mark making it work? 
What has the company accomplished 
itself in its vendor consolidation goals? 

“One thing about Core-Mark,” Mr. 
Findlay explains, “is we’re a publicly 
traded company so we are very open. 
It’s all out there, and we have had great 
success over the last number of years. 
Our business has increased significantly. 
We have made major capital 
investments over the last ten years in 
terms of chill docks and tri-temperature 
trucks that enable us to provide this 
level of service. The best evidence is this: 
The results show with our growth rate 
that we have been successful. We have 
also seen in this marketplace a reduction 
in the number of DSD vendors, which is 
really telling us that retailers are seeing 
the value in vendor consolidation.”

In a perfect world—in a perfect 
supply chain relationship—what 
would Core-Mark want to deliver to its 
customers?

Mr. Findlay’s reply was short and to 
the point.

“Everything.” 
Everything?
“With everything they now have,” he 

explains, “and via an increased number 
of deliveries per week, we can expand 
their fresh assortments to provide 
products they don’t have today, on a 
more cost effective basis. Our goal, and 
what we are set up and ready to do, is 
to provide everything in that store and 
expand the assortment base.”

And that’s everything! 
Core-Mark operates from Ontario to 

BC. Find Core-Mark at core-mark.com.

vENdOR 
CONSOLIdATION

A CONvERSATION WITH CORE-MARK
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“THE bENEFITS ACCRUE 
WHERE THERE IS A REAL 
ANd COMMITTEd 
pARTNERSHIp...”



33spring/summer 201432 cstorelife.com

the CCSA’s 
ROADMAP tO 

gROwth

33spring/summer 2014

 RECOgNIzINg WHAT WE dO bEST
 IdENTIFyINg WHAT WE CAN dO bETTER 
 MAKINg IT HAppEN



35spring/summer 201434 cstorelife.com

The project is well underway now. 
The research company working with the 
CCSA is IMI International. 

“We are truly excited about the 
opportunity to partner with the CCSA 
in the development of the Convenience 
Roadmap,” Kerry Gilfillan, Vice 
President, Retail and Shopper Insights 
for IMI International told CStore Life 
in an April interview. “What’s unique 
about the Roadmap is it offers all CCSA 
members a very simple but actionable 
tool to be able to measure the needs of 
their own business through the voice of 
their customers and then have a defined 
set of options to capitalize on new 
business opportunities.”

It “changes the conversation,” he says.
“The key to the Roadmap is changing 

the conversation from convenience 
being a type of store to a type of shopping 
occasion and recognizing the strengths 
and opportunities of convenience stores 
versus the other channels shoppers have 
to choose from. It’s not just about what 
and how much they buy; the roadmap 
leverages shopper research to go deeper 
into what convenience shoppers are 
seeking from the shopping experience. 
Understanding their needs, motivations 
and expectations will help retailers 
identify their best opportunities for 
growth.”

At press time, IMI and the CCSA are 
in the process of preparing the research 
survey, with it set to go into the field in 
a few weeks. 

The survey is done amongst 2,200 
Canadian households and is broadly 
representative of consumers ages 18 
to 64. This large sample size allows the 
results to be segmented by a wide range 
of demographics, geography and store 
types. The focus is to understand the 
key drivers in making a convenience 
 
 
 
 
 
 
 
 

trip. That trip can be to a c-store or to 
another channel that offers convenience. 
Thus each trip is better referred to as a 
convenience occasion. What drives that 
consumer to decide on convenience, 
and what drives that consumer to decide 
on the type of store? 

The survey participant does not have 
to be, for instance, a convenience or 
gasoline loyalty card holder and there is 
no consideration made or prerequisite 
required except that they have to have 
shopped at a convenience store at 
least once in the past three months. 
This indicates only that they are not 
100% closed to the channel. It is truly 
representative of the general population, 
“meaning,” says Mr. Gilfillan, we 
have good representation by age, by 
household size, by income, by gender.”

The survey results become the 
framework, the framework drives 
further study, and analysis of the 
research becomes the map. And the 
map is not merely a path—it includes, 
if you will, the instructions. It includes 
the guide.

Mr. Gilfillan explains. “What is 
important in the benefits to the 
membership is they will have very 
simple but actionable tools so they can 
go and do their own assessment of their 
own customers and, depending on how 
that assessment falls out, there is this 
Roadmap to say, ‘If your situation looks 
like this, then here is a set of options 
for you to think about on how you can 
drive new business’.”

How does all of this physically get to 
you, the retailers? 

Mr. Scholten outlines that process 
for us. “First of all, the reports or 
studies we complete will be put onto 
our websites. That’s four regional 
association websites and our national 
website. We will also be preparing  
videos for many of those areas to 
provide an illustration, because a 
picture is worth a thousand words. 
And then, at our regional and national 
events, we will be presenting many 
of the studies. At those events we 
have retailers, we have the vendor 
community, we have distributors, so  
      everybody is in the room.  
 
 
 
 

It becomes an opportunity for everybody 
to discuss how this can work to improve 
sales. So we make this an industry-wide 
project, not just three separate silos, 
working for the goal of creating greater 
sales. Through this we are all working 
together to achieve that goal.”  
 
PROjeCt DeSCRIPtION

Using extensive c-store shopper 
research, the Roadmap to Growth seeks 
to provide c-store operators with a 
comprehensive and practical guide on 
how they can grow sales in their stores.

The project begins in year one 
with shopper research conducted 
by the CCSA, with the help of IMI 
International, in every province to learn 
more about convenience shopping 
occasions, what shoppers are looking 
for, and their level of satisfaction in 
finding it. That data is used to indicate 
unmet c-store shopper needs that 
represent growth opportunities for 
c-store operators. 

In years two to five of the project, 
follow-up shopper research studies 
on how to grow specific product 
categories or improve retail operations 
are conducted, and comprehensive 
and practical guides are developed for 
operators. These reports or guides use 
best practice information gleaned from 
other retailers who have successfully 
implemented such strategies. These 
studies are developed using additional 
CCSA research and studies or 
information provided by industry 
vendors who are CCSA national 
associate members. Study topics and 
areas of research are determined by 
a CCSA Retailer Research Council, 
which is comprised of CCSA retail 
members, national associate members, 
NACDA wholesale distributor members 
and CCSA, NACDA and regional 
association presidents. 

The goals are
1.  To assist c-store operators in 

growing their sales
2.  To assist CCSA national associate 

members in promoting their 
knowledge and information on 
how to improve sales of their 
products

  
 
 

The Canadian Convenience Stores 
Association (CCSA) is going well 
beyond the old “thinking outside of the 
box” idea when it comes to identifying 
needs, forging strategies and creating 
solutions. It is making a map. 

It begins with where the industry is 
today, and wends its way deliberately to 
where the industry will be in five years. 
It takes each retailer there on a custom-
constructed highway.

Where are we today?
“At the present time the CCSA and 

our regional associations are pretty 
well known for our capacity to work 
on government relations files, but 
what we have not been leveraging are 
the contacts we have with and the 
knowledge we have from the vendor 
community and the retail community 
that may be used to help grow sales 
in the industry,” begins Alex Scholten, 
president of the CCSA, in an interview 
with CStore Life this month. 

“In the past, we’ve attempted to give 
retailers direction on how they can 
improve sales through observations 
noted in our State of the Industry 
reports, but those recommendations 
offer little operational or practical 
direction that can be used by retailers 
at the store level, and therefore they are 
often of very limited value.”

A great deal of information is 
available from the vendor community 
on how sales can be increased in 
different product categories. The 
vendors use that to develop their own 
outreach to retailers. The CCSA plan 
is to assist in that process as well. 
“We start with shopper perception 
surveys, very broadly distributed, so we 
have representative samples in every 
province. We will seek to understand 
what consumers think of our industry 
to create comprehensive and practical 
guides for convenience store operators 
on how they can grow the sales. It all 
starts with what our shoppers tell us.” 

Then a framework will be established 
under which future studies will be 
created. That framework will encompass 
convenience shopping occasions, what 
shoppers are looking for, their levels 
of satisfaction in finding it in c-stores 
and also unmet c-store shopper needs 
that represent growth opportunities for 
operators.  

Once the framework has been 
completed, the analysis begins. “Then 
we will dig a little deeper into very 
specific studies on different product 
categories and services and set up a 
Retail Research Council,” says Mr. 
Scholten. The Council will be comprised 
of convenience retailers (primarily the 
category managers), c-store vendors, 
wholesale distributors and the national 
and regional association presidents. 
The Council will be tasked with  
 
 
 
 
 
 
 

determining areas of study that can 
expand upon the framework study done 
in the first year. “The goal there,” says 
Mr. Scholten, “is to give retailers very 
specific practical guidelines as to how 
they can grow their sales in specific 
product categories or through improved 
operational practices and procedures. 
We don’t want to say simply, ‘If you get 
into foodservice you can grow your 
sales.’ That’s not going to help anybody, 
especially the smaller retailers who 
may not know where to even begin. 
So instead we are going to have very 
specific studies on ‘This is the kind of 
thing you should be doing to introduce 
foodservice into your operation, these 
are the potential suppliers, this is how 
you can get it started, this is how you 
can make sure you are doing this right.’ 
These are very practical steps along the 
way on how they can introduce 
        something into their operations      
               and improve their sales.”  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 

 

 
There is more to it, though. “We will 
be illustrating how they can do those 
things through best practices of other 
retailers. Our goal is to work with the 
vendor community, who will have 
studies and research on these matters 
and combine them with our studies 
and research from shoppers to create 
practical, operational reports.” The 
reports will then be presented through 
best practice examples and inspiration. 
“We will ask vendors to tell us who 
is doing a good job in foodservice in 
the retail community. We will then 
approach that retailer and ask them 
if we can use them as an illustration 
of what best practices should be 
implemented to do this properly.”

The overview?
According to Mr. Scholten, 

“What this does is bring more retailers 
together with more vendors in a way 
that will promote the knowledge and 
information that is available. It is 
already out there. It is just a matter of 
putting it in place so that we can get it 
out to retailers so they can actually 
do this.”

“THIS IS THE KINd 
OF THINg yOU SHOULd 
bE dOINg TO INTROdUCE 
FOOdSERvICE INTO yOUR 
OpERATION, THESE ARE THE 
pOTENTIAL SUppLIERS, THIS 
IS HOW yOU CAN gET IT 
STARTEd, THIS IS HOW yOU 
CAN MAKE SURE yOU ARE 
dOINg THIS RIgHT. . .”

IT IS ALREAdy OUT THERE . . .

the tIMeLINe
YeAR ONe

 •  Develop Roadmap to 
Growth shopper surveys.

•  Conduct the survey process.

 •  Prepare a Roadmap to 
Growth guide on how 
c-store operators can grow 
sales in their stores. 

•   Prepare an introductory 
video on the nature of 
the project and why it 
is important to c-store 
operators and CCSA 
national associate members.

•   Organize the CCSA 
Retail Research Council 
framework; identify retail, 
vendor and distributor 
members and begin 
to create the research 
framework.

•   Present the Roadmap 
to Growth study at the 
CCSA/NACDA Summit on 
September 17, 2014.

 •  Add the Roadmap report 
and introductory video 
to the CCSA, NACDA 
and regional association 
websites 

 •  Have the regions promote 
the Roadmap report and 
video at regional events.

YeARS twO tO FIVe
 •  Establish Retail Research 

Councils made up of 
retailers and their category 
managers, category vendors 
and association presidents, 
and determine areas of 
specific study.  

 •  Conduct research studies 
and prepare practical guides 
for retailers based upon 
Council recommendations 
and studies available 
from vendor council 
members. Use retailer best 
practices to illustrate study 
recommendations and 
guides. 

•   In subsequent years, 
conduct studies and 
assessments on retailer 
success in implementing 
Council recommendations. 
Develop follow-up studies 
based upon what is learned. 

 •  Add all studies and project 
videos to the CCSA, 
NACDA and regional 
association websites.
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       WHAT MAKES 
  A SUCCESSFUL CAREER?
                        A CONvERSATION WITH dEREK gUILE

CStore Life, for this issue, had a few 
questions for Derek Guile, retiring 
Director of Sales and Trade Marketing 
for Rothmans, Benson & Hedges, Inc., 
in Toronto. Given his 31 years with 
the company, we thought we might be 
able to elicit a few words of wisdom 
for our readers. We were right. He 
kindly agreed to chat this month, six 
weeks after the announcement of his 
retirement and with just a few months 
left before it takes effect.

What makes a successful career?
Mr. Guile began with a list: 

“Perseverance, the ability to adapt, 
the ability to embrace change and 
recognize it as an opportunity, the 
ability to deal with different types of 
people on different levels in different 
ways, empowering employees, building 
strong relationships, commitment, 
following up on your commitments, 
understanding what other people want 
and are asking for, being a good listener, 
and a little bit of luck. Those are the 
things I think of.” 

It is change, however, and the way 
with which it is handled, that he says 
is key. 

“I am a firm believer that the way 
people deal with change has a lot of 
impact on how successful they can be, 
the way they are perceived, how they 
deal with things. Many people actually 
resist change, and I think when you 
resist change you are doing yourself 
and any organization with which you 
work a big disservice. That old line 
works: The only thing that is constant 
is change.”

Mr. Guile has certainly seen his share 
of change—radical, remarkable change.

“If I reflect on my career over the 
31 years, the amount of change has 
been dramatic,” he tells us. Those three 
decades have seen personal change, 
from sales rep on the street to VP of 
sales and marketing. They have seen 
company changes, with five different 
ownership structures within the 
organization. They have seen increasing 
regulatory initiatives and environments, 
turnover at management and industry 
levels, significant adjustments in 
strategic direction, competitive 
activities, and more. “Being able to 
embrace, to adapt to and see all that 
change as an opportunity I think is 
something that has served me very well 
in my career.” 

A manager early in Mr. Guile’s career 
highlighted the fact that change would 
be constant and the way one deals with 
change is important. It is important, 
he learned in those early days, to 
constantly challenge the status quo, to 
think, as they say, outside of the box, 
to think of new and improved ways to 
do what needs to be done. This type of 
thinking can serve anyone well, and Mr. 
Guile notes that it is surprising how few 
people are able to do it. However, he 
points out, “Those who can do it, and 
do it well, succeed and advance through 
organizations a little quicker.”

Thus his advice is this: “Change is 
constant; you are always going to be 
facing change. The way you deal with 
change is going to determine your 
career path and your future.”

It is his own rare resistance to 
past change that makes up his only 
professional regret: “It is the couple 
of times that change was really 
dramatic and I did not embrace it as an 
opportunity. I let an opportunity slip 
and did not advance the organization 
or some strategy, for instance, in a way 
that would have been beneficial to the 
company and my employees and me.” 

That did not happen often, for it is 
clear Mr. Guile saw even those slips as 
an opportunity to learn. He learned to 
accept change. “I think about the people 
who did not do well with change. They 
are the ones who are not here anymore. 
They are the ones who got bypassed, 
who were left behind.” 

Mr. Guile’s advice to embrace 
change, to see it as an opportunity, 
holds true as much for a corporate 
director as for a retailer, a distributor, 
a rep or a store clerk. “All of us are 
constantly faced,” he explains, “with 
new and different products, new and 
different people calling on you in your 
store, new and different consumers, and 
embracing that change will keep you 
ahead of the curve.” 

  “Everyone has challenges,” he adds. 
“We all have different challenges.” Some 
are greater, some are smaller but even 
in an industry barraged with change, 
the best outlook is a simple one: “I 
think we get more opportunities to 
address change, and the way we have 
been able to adapt to all those changing 
environments has led to us determining 
whether or not we are successful as a 
business—or as an employee, or as a 
retailer, or as a distributor or whatever 
may be. It’s a big thing.”

Mr. Guile is looking forward to 
the coming changes/opportunities of 
retirement, and promises he will not 
be going completely away from the 
industry. He is fairly certain, though, 
he will add a few games of golf to those 
opportunities…
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For two days in mid-April, OCAD 
University students hosted a pop-up 
exhibition entitled Convenience Stories 
at Metro Hall in downtown Toronto. 

Stina Diös is the student 
representative of the exhibition, a 
project of her class of multidisciplinary 
designers from OCAD U’s third- and 
fourth-year Think Tank program, which 
explores design’s role in social change, 
city building and civic dialogue. “The 
reaction was really fantastic,” she told us 
the week of the event. “We had a lot of 
people coming through.”

The exhibition was based on a 
semester-long exploration of the role of 
c-stores as rich social hubs in that city. 
It explored the critical moments housed 
in what the designers call “third spaces”, 
“from first rebellion to extension of 
trust”, through transmedia storytelling 
in the hall’s Rotunda. 

The designers’ statement says, 
“Convenience stores exist in the space 
between the private and public spheres 
by being points of interaction where 
citizens’ lives unfold, housing the 
opportunity for chance encounters, 
and playing an instrumental role in 
preserving the vitality and economic 
diversity of neighbourhoods. These 
social hubs measure the pulse of our 
neighbourhoods, which in turn helps 
strengthen our local communities. 
Everyone has a convenience store they 
refer to as their own. This project 
highlights stories from Torontonians 
about ‘their’ convenience stores.”

The project “is a commentary,” they 
go on to say, “on the value of these small 
businesses timed appropriately as the 
city engages in the dialogue around the 
relationships between these stores and the 
incoming large chain retail and grocery.” 

 

Ms. Diös and her classmates were 
particularly pleased with the attention 
paid by the city to their work. “They 
were interested in maybe putting the 
exhibition elsewhere, so we are really 
excited about that. They were happy 
that the younger generation is interested 
in keeping these stories alive, and 
keeping the culture, all of which was 
really nice to hear.”

Few actual c-store owners could 
make it to the exhibition, as it took 
place in prime business hours, but 
many people visited who were related 
to owners, and many more who were 
customers and had heartwarming 
stories to tell. One told of the day she 
had lost her engagement ring in a store 
and everyone in the place dropped to 
their hands and knees to look for it. 

In addition to the exhibition, 
Convenience Stories is available on the 
web in the form of portraits and stories 
collected from residents of Toronto.

It is accompanied by a social media 
campaign crowdsourcing Torontonians’ 
anecdotes and reflections on “their” 
convenience stores, and was to have 
culminated in a Jane’s Walk in Toronto’s 
West End on the weekend of May 2. 

There too, walkers were encouraged 
to tell their own stories: “Convenience 
stores act as a microcosm for each 
unique neighbourhood in which they 
reside. Through the stories we share, we 
are drawn to our convenience store as 
the barometer of the neighbourhood. 

Be ready to tell stories of a time when 
a convenience store had an impact 
on you: stories from bad breakups, to 
skipping class in high school and that 
time you were short of change and the 
storeowner let you pay later...” 

Three or four members of the class 
will continue the project. Ms. Diös is 
hoping to keep exhibiting, to watch as 
it evolves, and to bring it into her thesis 
for the graduate exhibition at OCAD U 
next year. 

And, yes, copies of CStore Life are 
part of the exhibit!

CONvENIENCE 
STORIES
“EvERyONE HAS A
C-STORE THEy REFER 
TO AS THEIR OWN...”

See the collection of portraits and stories, and tell your own story, 
at http://convenience-stories.4ormat.com/. Follow the crowdsourcing 
campaign on Twitter: @convenientstory. Learn more about the Jane’s Walk 
at http://www.janeswalk.org/canada/toronto/convenience-stories/
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CStore Life spoke with QCSA 
president Michel Gadbois this month 
about that organization’s very well-
planned and effective grassroots 
campaign, now in Phase III. We wanted 
to know the overarching plan, what 
steps were taken, and where it is going. 
Mr. Gadbois broke it down for us, 
and told us it began last year with the 
new government, new taxes and new 
restrictions. 

PhASe I
The campaign began in earnest when 

meetings were set up with all relevant 
ministers and 
opposition critics 
in the different 
ridings. “We 
brought along 
retailers, who 
became, during 
the campaign, our 
regional leaders. 
Those retailers 
got firsthand 
experience with 
dealing with 
MNAs and 
candidates,” Mr. 
Gadbois explains.

PhASe II
The second step was the iPad 

campaign on different issues 
throughout Québec in the ridings of 
key MNAs. 

It continued with inviting those 
same politicians to in-store press 
conferences. They went behind the 
counter to work well-photographed 
half-hour shifts. 

“The same people who got involved 
in that process last year,” says Mr. 
Gadbois, “ended up coming with us to 
the National Assembly for Lobby Day 
on February 19 for the presentation of 
a motion. That motion was adopted 
supporting modernizing and reducing 
the weight of regulations and legislation 
in c-store operations. Immediately after 
that—the timing could not have been 
better—elections were called. This is 
basically what we had practiced for. We 
divided the ridings in Québec  
 
 
 

 

 
into five general regions where we 
thought that most of the political 
battle would be fought.” A total of 
31 ridings, considered key ridings, in 
the five regions were covered. It was 
logistically impossible to meet all the 
candidates, a potential of over 100, but 
all were contacted and asked to meet 
with retailers. These retailers were the 
regional leaders. Mr. Gadbois met a 
few of the candidates, but it was mostly 
the regional leaders “to really focus,” 
he says, “on getting the real retailers 
heard.” This garnered a great deal of 
press coverage. 

All of this was based on the statement 
from the motion regarding modernizing 
and reducing the weight of regulations 
in the sector, “saying that we want 
government to follow up on its adopted 
motion, which means administration 
costs, the collecting and reporting of 
taxes, all these things that we basically do 
for the government for free. Before we 
make a dollar in our pocket, 16 have gone 
to the government. That’s $3.7 billion 
that we channel through our system in 
Québec alone.” 

PhASe III
Phase III is the election itself and 

preparation of a Green Paper, an 
analysis of all the regulations and costs. 
“We are saying to the government,” 
explains Mr. Gadbois, “you have 
to evaluate from now on the costs 
and returns of new taxes and new 
regulations.” Much of the study is 
already done. The QCSA will again 
meet with the new MNAs after the April 
7 election. (It was a majority Liberal 
win, with the Hon. Philippe Couillard 
forming the new government.) From 
May to August these meetings will 
be held and also consultations with 
retailers on the priority to be given each 
specific regulation. The QCSA will tour 
all the regions and get the opinions 
of retailers and customers either 
firsthand or through an iPad survey in 
convenience stores. “We want to gather 
on one side all of the information we 
will need to present the case to the 
government on every regulation that 
touches every minister and what are 
the costs of it, what are the benefits 
and how we can better manage it,” says 
Mr. Gadbois. “We don’t expect the 
government to do it for us. At the same 
time we are going to consult retailers so 
we show the government that we have a 
consensus.” 

He adds, “They are expecting us 
to do it now. During the election 
campaign the regional leaders met 
with many retailers so they expect us 
to come into the store and show them 
what the recommendations are. In 
each of the major regions we are going 
to have a regional meeting to get that 
support. That is from May to August.” 

PhASe IV
In September, the QCSA will hold a 

provincial meeting with representatives 
of all the regions “and basically 
confirm what our recommendations 
to government will be.” The official 
presentations of the Green Paper will 
be in October and November. “We 
have to sit down with the government 
and say ‘now you are going to create 
an interministerial committee and 
bring all the top civil servants from 
the ministries and go through our 
recommendations and apply them’.” 
The timeline for that is within the year. 
Support from the MNAs will have 
been gathered during the summer, 
streamlining the process. Mr. Gadbois 
is confident: “By the next official Lobby 
Day next year, we will get a vote on 
support for a number of our regulation 
priorities.”

“We will go down the list and make 
sure they are applied.”
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Imperial knew its success hinged on 
its strong relationships with retailers. 
The company, a wholly-owned 
subsidiary of British American Tobacco, 
PLC, also knew the fastest route to that 
goal was a dedicated, state-of-the-art 
distribution system.

At the time, Imperial serviced 120 
wholesalers across Canada. Selling 
directly to more than 30,000 retailers 
would be a completely different 
story. Keeping products in stock and 
providing retailers with excellent 
service would require extremely 
high-performing distribution and 
transportation networks – and a 
lightning-fast conversion. 

Meanwhile, tobacco sales were 
declining, so Imperial wanted to 
relocate its manufacturing plant to 
Mexico – without impacting product 
availability or customer service. 
This requirement not only added 
complexity, it mandated significant 
infrastructure investments.

 
OVeRNIght ChANge 
tAKeS A PARtNeR whO 
KNOwS the teRRAIN

Imperial knew rapidly deploying 
a direct-to-store sale system of the 
complexity and magnitude it needed 
would take a strong and experienced 
partner. Pleased with the service Ryder 
had provided managing three of its bulk 
distribution centres for 10 years, Ryder 
was a natural choice for the direct-to-
store delivery initiative. 

For the next six months, Ryder and 
Imperial Tobacco worked together to 
implement one of North America’s most 
sophisticated direct-to-store distribution 
networks. The mission? Transform its 
existing supply chain into one that could 
adeptly link tobacco fields in Canada 
and the U.S., manufacturing plants, 
warehouses and distribution centres from 
Mexico and across Canada to individual 
retailers – just in time.  
 
the SOLUtION: AN INtegRAteD 
SUPPLY ChAIN wIth LOtS OF 
MOVINg PARtS

The solution was a multi-faceted one 
– and a far-reaching network comprising 
a number of moving parts and strategic 
initiatives:

■   Hiring and training a dedicated 
workforce greater than 500 
people ( warehouse, admin and 
transportation)

■   Building and operating six 
dedicated distribution centers

■   Setting up 14 cross-dock facilities
■   Constructing a temp-controlled 

warehouse in Mexico 
■   Procuring 218 vehicles with 

sophisticated security systems
■   Setting up a transportation network 

to serve retailers across Canada
■   Building a reverse logistics network 

to streamline returns processes

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
OVeRhAUL the wARehOUSe 
AND DIStRIBUtION SYSteM

Delivering tobacco from North 
America to Mexico and then distributing 
 products to retailers across Canada 
required a serious distribution network.  
Complicating matters, each province is  
like a different country with unique tax 
structures and packaging requirements. 

Ryder worked with Imperial to 
streamline operations at six distribution 
centers in Moncton, Brampton, Calgary, 
Montreal, Winnipeg, and Vancouver. 
Building out the first-of-its-kind direct-
to-store distribution network also meant 
constantly improving the operations and 
never being satisfied with the status quo.  As 
a result, today’s network has 8 cross-dock 
facilities, down from 14, 7 DCs, up from 6, 
and 2 additional free trade zone warehouses 
in Cleveland, Ohio, and Shelby, Montana, to 
supply the network in Canada. 

Ryder re-engineered warehouse pick 
lines and redesigned Imperial’s delivery 
network based on customer order day 
and history. The transformation not 
only improved efficiencies, it optimized 
delivery routes and kilometres travelled, 
improved fuel economy and ensured a 
better than 99% On Time and In Full 
delivery metric to all retail points across 
Canada come rain or shine.  
Today, a state-of-the-art warehouse 
management system combined with 
industry-first smart robotics picking and 
packing system enables processes from 
receiving and putting away products, 
carton picking and shipping to returns 
management and inventory control. The 
result? An order picking process that 
delivers quality levels of more than 99.9 
percent, picks more units per labour hour, 
accelerates cycle times, and has improved 
productivity by 61%. 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
INtegRAteD tRANSPORtAtION 
SOLUtION KeePS PRODUCtS 
ROLLINg

Given the exponential expansion in 
delivery requirements, Imperial needed a 
serious transportation network to go with 
its new distribution network. The answer 
was an integrated transportation solution 
combining for-hire carrier and Ryder 
dedicated fleets. Today, the integrated 
system makes more than 30,000 deliveries 
every week, with an on-time delivery 
rate of 99.5 percent. Orders are loaded 
on vans on a last-in, first-out basis, and 
tracked in real time.   
 
 
 
 
 

 
the ChALLeNge

When the Canadian government passed legislation banning tobacco 
companies from displaying or advertising tobacco products, Imperial Tobacco 
Canada had to react quickly. No longer able to drive sales through traditional 
channels, Canada’s leading tobacco company came up with an innovative 
approach: switch from a wholesaler-driven distribution model to a completely 
in-house, direct-to-store sales model.   how Imperial tobacco 

transformed its 
distribution channel and 

continues to innovate

>>>
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StReAMLINeD INBOUND 
tRANSPORtAtION

Ryder also helped Imperial overhaul 
its inbound transportation operations. 
This entailed designing an entirely new 
network to move finished products from 
           Mexico to warehouses and 
               wholesalers in Canada. National,  
                   contracted couriers handle 
                 rural deliveries.  
 
                  StAte-OF-the-ARt 
             It SYSteM – NetwORK 
                 INteLLIgeNCe

                          Orchestrating the 
                         movement of hundreds of 
                            thousands of raw materials 
                                 and finished products 
                                 is no small undertaking. 
                                    The key to keeping 
                                        things moving 
                                    smoothly is a state- 
                               of-the-art IT system. 
                                  Drivers use handheld 
                              computers to confirm

                   deliveries, record signatures, 
                 and send data to Imperial’s SAP  
             system via mobile phone networks.  
       Real-time  updates enable the 
           customer to settle the Proof of  
    Delivery, enabling them to retrieve a 
      same day electronic payment from 
     retailers, thus improving cash flow. 
 
 
 

the New NetwORK 
DeLIVeRS exCItINg ReSULtS

The new direct-to-store distribution 
system is already delivering dramatic 
improvements in everything from store 
service levels and on-time delivery 
rates to returns, customer service and 
data capture. By transforming the 
company’s order fulfillment and supply 
chain management processes, Imperial 
Tobacco efficiently delivers products to 
more than 30,000 convenience stores 
across Canada. 

With the supply chain 
transformation, Imperial has been able 
to take direct control of the retailer 
experience, synchronize production 
with demand and dramatically 
reduce order-to-cash cycle times. The 
operational improvements also enabled:

■   Order accuracy of better than 
99.8 percent

■   182% increase in pick 
productivity

■   99.5% on-time delivery
■   Elimination of 16 routes through 

optimization
■   $3.5 million in annual 

transportation cost savings in 
the first year – with cumulative 
savings of $14 million from 2007

■   $1 million savings by reusing 
corrugated packaging from 
Mexico 

■   $9.8 million in annual savings 
by restructuring routes, adding 
new delivery vehicles and 
transforming the delivery 
processes

■   Inventory cost reductions of $1 
million per year by opening free 
trade zones 

■   Accelerated receivable collections 
from 28+ days to less than 24 
hours 

■   $2.4 million savings per year by 
utilizing state of the art robotics, 
$7 million to date.

■   Consistent maintenance of KPI 
performance levels at over 99.9%

 
LOOKINg AheAD

With the new direct-to-store 
delivery system up and running, 
Imperial is already realizing significant 
productivity and cost-saving benefits. 
Looking ahead, Canada’s largest 
tobacco manufacturer and Ryder will 
continue to work together to grow their 
partnership and drive further efficiency 
improvements and cost savings.
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The second annual NACDA and 
CCSA National Convenience Industry 
Summit (NCIS), September 16 to 18 in 
Ottawa, is shaping up to be an industry 
must-attend. Building upon the success 
of the 2013 inaugural event in Montreal, 
“we have been focusing on ensuring the 
content is both relevant and ‘news you 
can use’ that people can bring back to 
their businesses to implement,” NACDA 
president Anne Kothawala told CStore 
Life during the planning. Entitled 
Roadmap to Growth, it will open with 
the CCSA’s research report of that name, 
looking at consumer perceptions of the 
c-store industry. 

“We are using that as a building 
block, and then the plan is to take that 
broad look at consumer perceptions and 
start to chunk it out.” 

One of the chunks will be something 
the industry already knows: that we 
struggle with how to get more women 
to come through our doors. Joanne 
Thomas Yaccato, a leading expert whose 
most recent book on the issue, The 
Gender Intelligent Retailer: Discover the 
Connection Between Women Consumers 
and Business Growth, offers the basic 
premise that if you make something  
women-friendly you make it everyone-
friendly, is a keynote speaker. She will 
be releasing her NACDA-commissioned 
research based on a perception audit in 
which she collects and analyzes women’s 
perspectives on what the industry can 
do better in order to attract more of 
them into our stores. 

Also planned is a session by Professor 
Neil Bearse from Queen’s University 
looking at trends in social media and 
how those in the audience, in terms 
of their businesses and the fact that a 
number of them hire young people to 
work for them, can better understand 
it. How can companies forge deeper 
relationships with customers, foster 
a spirit of innovation and continual 
improvement through collaboration, 
and use technology to strengthen 
corporate culture?

Neilsen will, as other years, provide 
data of interest to the industry. 

To wrap up, a moderated senior level 
industry panel of retailers, distributors 
and manufacturers will distill the vast 
amount of conference information for 
the attendees, taking what has been 
learned from each of the sessions and 
putting together action items that could 
result. 

Why Ottawa?

“For the second year in a row, we 
are partnering with the CCSA,” Ms. 
Kothawala reminds us, “and the reason 
the summit is being held in Ottawa is 
to leverage and take advantage of the 
fact that the CCSA is already going 
to be in Ottawa for its Lobby Day. 
It is important when the industry is 
talking about issues in terms of the 
Roadmap to Growth to bear in mind 
that obstacles to growth are oftentimes 
regulatory and legislative pressures 
the industry faces.” Retailers will visit 
various ministers and MPs to ensure 
they better understand the impact of the 
c-store industry in terms of the number 
of people employed by it, and the 
number of customers and communities 
served from coast to coast. On Tuesday 
evening, the CCSA will host a Lobby 
Day reception, with those from the 
summit plus invited MPs on hand to 
hear of that impact.

“The conference is a real opportunity 
for the industry writ large to come 
together so it is not just about the 
retailers or just about the distributors or 
just about the manufacturers; it is about 
the entire channel coming together and 
focusing on important issues,” says Ms. 
Kothawala. One of those opportunities 
is the conference’s annual industry 
business exchange. “We liken it to 
speed dating,” she explains, “whereby 
manufacturers have an opportunity 
to meet retailers and distributors to 
have discussions with their customers.” 
Conference attendees historically list 
this as one of the sessions they find 
most valuable. 

Awards are a large part of the 
conference as well. The Convenience 
Innovation Awards celebrate excellence 
and innovation in the convenience store 
channel. Over 40 entries have been 
received in five categories. The NACDA 
Awards of Excellence celebrate those who 
have contributed greatly to the industry, 
bringing to it innovation and excellence. 
The winners of both awards programs will 
be announced at the summit. 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
A LIttLe ABOUt NACDA’S 
New PReSIDeNt

Ms. Kothawala became president of 
NACDA in November 2013.

Her decades-long career as an 
association management senior 
executive began with the Canadian 
Restaurant and Foodservices 
Association. More recently, she was 
with the Retail Council of Canada, 
and so she well understands both the 
foodservice and retail sectors. 

She has spent time working with 
industries to help them raise their 
profiles by better communication of 
their messages, working with other 
stakeholders and ensuring that they 
are properly representing themselves 
to government(s).

Fully bilingual, a graduate of 
McGill and Queens, Ms. Kothawala 
brings the ideal combination of 
knowledge, experience, energy and 
leadership necessary in an industry 
undergoing such significant change 
and growth as ours.

Say hello to Ms. Kothawala and her 
team at the NCIS conference!

NOT TO 
bE MISSEd
THE 2014 NATIONAL CONvENIENCE
INdUSTRy SUMMIT
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As the wave of Baby Boomers ebbs into retirement, 
a new generation of consumers is just starting to flex 
its purchasing power. Millennials, as Americans born 
from the early 1980s to the mid-2000s are collectively 
known, currently account for $1.3 trillion dollars in 
annual consumer spending, according to the Hartman 
Group. That sum is even more impressive when you 
consider that members of this generation are still at 
least a decade away from their peak spending years. 

Ranging in age from 19 to 34 this year, Millennials 
sit right in the demographic sweet spot for convenience 
stores. But stores are finding that the same strategies 
that kept older generations coming through their 
doors won’t work with Generation Y, another name for 
Millennials.

To harness this generation’s substantial spending, 
convenience stores should understand what these 
consumers are all about and find new ways to cater to 
their needs. 

 
geNeRAtION gAP

While previous generations hit adulthood 
milestones like stepping stones, Millennials seem to be 
forging their own paths — waiting longer to marry, 
buy houses and have children, or shunning these rites 
of passage altogether. This departure from tradition is 
shifting the paradigm in industries from real estate to 
retail and resulting in a few challenges for convenience 
stores in particular.

Take Millennials’ attitude toward transportation. 
The average 16- to 34-year-old drove nearly a quarter 
less in 2009 than in 2001, according to U.S. PIRG, and 
a separate Deloitte study showed that Millennials have 
a strong preference for fuel-efficient vehicles such as 
electric cars and hybrids. Those trends could spell 
trouble for convenience stores that are not nimble 
enough to accommodate new fuel preferences. 

“We’re not going to get a lot of gallons of fuel from 
these customers, but we can get their snacks, breakfast 
and lunch,” said Ernie Harker, executive director of 
culture, research, events, advertising, theming and 
excitement at Maverik, which owns more than 260 
convenience store locations throughout the Western 
United States. 

Gen Y isn’t following previous generations into 
the suburbs either. A recent study by the American 
Public Transportation Association found that 90% of 
Millennials in six metro areas — Boston; Chicago; San 
Francisco; Seattle; Portland, Oregon; and Washington, 
D.C. — live within the city limits or just outside. 
Urban dwellers tend to have smaller living quarters and 
make shorter trips than their suburban counterparts, 
and trend is forcing big box stores into competition 
with convenience stores. 

“Mass retailers are having to figure out small 
format,” said Katie Elfering, a consumer strategist with 
CEB Iconoculture. They’re responding with scaled-
down footprints, such as Walmart’s Neighborhood 
Market concept and Target’s City Target stores. 
Drugstores are also adapting to attract the young, 
urban market. Take, for example, Walgreens’ new 
flagship stores in cities from Washington, D.C., to Los 
Angeles, which feature upgraded amenities from sushi 
bars to manicure service.

There’s evidence these efforts from competing 
channels are gaining traction, too. A recent study by 
AMG Strategic Advisors found Millennials are making 
more trips to club and drugstores than their Gen X, 
Baby Boomer and Silent Generation counterparts.

 

 
 
 
 

 
 
hOw theY ShOP

Raised by Baby Boomer parents intent on building 
up their self esteem, many members of Gen Y share as 
a defining characteristic what critics have called a sense 
of entitlement but what Elfering spins more positively 
as “a higher sense of what is actually possible.”

“This is a generation that refuses to settle for things 
that don’t meet their incredibly high expectations,” she 
said. 

That unwillingness to sacrifice could be part of the 
reason that Millennials shop less loyally than previous 
generations. In a joint study by global investment bank 
Jefferies and business advisory firm AlixPartners, fewer 
than half of Millennials said brands are “extremely” or 
“somewhat important” in their purchasing decision 
for groceries, compared with more than 60% of Baby 
Boomers. 

The study also found that Gen Y-ers spread their 
routine shopping trips across various distribution 
models brands, and channels. Millennials might 
order cleaning supplies from AmazonFresh, buy their 
fruits and vegetables from the local farmer’s market, 
stock up on milk at the grocery store, and pop into 
a convenience store to grab a Red Bull. “They’re 
willing to sacrifice convenience to get what they want,” 
Elfering said. “They have so many options, and they’re 
going to find the thing that works best for them even if 
it means an extra trip.” 

Meet the 
MILLeNNIALS
A NEw gENERATION OF 
CONSUmERS IS EmERgINg 
AND CONVENIENCE STORES 
SHOUlD TAkE NOTICE.

By Jamie Hartford

Millennials (also known 
as Generation Y) generally 
refers to the generation of 
people born between the 
early 1980s and the early 
2000s. Perhaps the most 
commonly used birth 
range for this group is 1982 
to 2000. The demographic 
has also been called the 
Peter Pan or Boomerang 
Generation because of the 
propensity of some to move 
back in with their parents, 
perhaps due to economic 
constraints, and a growing 
tendency to delay some of 
the typical adulthood rites 
of passage like marriage or 
starting a career. 
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earnings. It’s no surprise, then, that Millennials are 
more price-sensitive than their Baby Boomer parents, 
according to the Jefferies/AlixPartners study.

“Millennials don’t want to overpay for anything, 
and that’s where convenience stores have to be really 
careful because they can sometimes have an image 
                               of gouging consumers on price,”  
                               said Beth Jarocki, customer vice 
                               president of sales for the 
                               convenience channel at Kraft 
                               Foods. 

Private-label offerings, which many convenience 
stores have rolled out in recent years, could be a way 
to counter that perception. The AMG Advisors study 
found that 42% of Millennials buy store brands to save 
money. Perhaps ironically, the Jefferies/AlixPartners 
study also showed that Millennials require a smaller 
discount than previous generations to entice them to 
buy private label products.

 
hOw tO ReACh theM

Perhaps the biggest challenge when it comes to 
attracting Millennial consumers is simply getting their 
attention in the first place. This generation is famous 
for fast-forwarding through commercials on its DVR-
ed television shows and is known to ignore print media 
completely. “They have literally been marketed to since 
the day they were born, so they have a lack of trust 
when it comes to advertising,” Gaskins said.

Millennials take their cues not from marketers but 
from each other; they’re more likely to be swayed by 
recommendations from their Facebook friends or 
Twitter followers than by a corporate sales pitch. 

But that’s not to say convenience store marketers 
shouldn’t interact with Gen Y consumers. Gaskins 
said members of the marketing team at Rutter’s are 
tasked with monitoring the brand’s social media 
streams and chiming in when they can add value to the 
conversation. “If someone tweets that they love Rutter’s 
coffee, we’ll retweet that and also say, ‘By the way, we’re 
at work on a new brew,’” Gaskins said. “We try to find 
ways to shift the dialog without it being too forced.”

Rutter’s has also joined a number of other convenience 
stores trying to tap into Millennials’ constant connection 
to technology with a mobile app featuring games and 
special deals to get them to engage with the brand.

Maverik, too, has seen success by tapping into Gen Y’s 
smartphones, albeit in a different way. Consumers who 
sign up for the brand’s Maverik Underground campaign 
receive text messages informing them of special 
giveaways and promotions at Maverik stores. A typical 
one might say the first 10 people to stop in and show 
their loyalty cards will receive a free energy drink, while 
those who miss the cut will be get a buy-one-get-one deal 
as a consolation prize.

Harker said Maverik has found that Millennials seem 
to be fairly liberal when it comes to sharing personal 
information such as their email addresses and phone 
numbers with companies. The key for brands is to find 
meaningful ways to use the data they share. Maverik is 
currently working on a program to gain insights from 
data gathered from the brand’s loyalty program, though 
Harker declined to provide concrete details. 

Overall, the message to convenience stores is this: If 
you want to attract this new generation of consumers, 
you need to try new things. 

“Make no mistake, drug is going after Millennials, 
and all the other big box outlets are figuring it out, too” 
said Kraft’s Jarocki. “The race is on to figure out who 
is going to get this customer, and if convenience stores 
don’t evolve, they won’t get that purchase.”

Jamie Hartford is a freelance writer based in Southern 
California. Read more of her work at 
www.jlhartford.com.

This article was reprinted with permission from NACS 
Magazine, the monthly magazine of the Association for 
Convenience and Fuel Retailing, nacsonline.com.

While Baby Boomers average 3.6 routine shopping 
trips per month, Millennials make more than four, 
according to AMG Strategic Advisors. To capture some of 
those occasions, convenience stores need to let Millennials 
know they have something valuable to offer. “It’s less 
about loyalty and more about affinity,” Elfering said. “You 
want to be in their consideration set.”

In that regard, convenience stores still have a lot of 
work to do. Proprietary research from packaged foods 
provider ConAgra Foods shows that convenience stores 
get low marks from Millennial consumers in a number 
of areas, including cleanliness and atmosphere. 
Members of Gen Y are also less likely to recommend 
convenience stores, repurchase from them, or consider 
them to have an advantage over other types of stores. 

 
hOw tO APPeAL tO theM

Elfering said many successful brands have attracted 
Millennial consumers in one of two ways: by 
stretching outside of their traditional boundaries or by 
concentrating on a few core capabilities. 

Whole Foods has adopted the former strategy. In 
addition to selling cage-free eggs and organic produce, 
the upscale grocer also stocks TOMS shoes, and 
some locations feature in-store bars pouring pints of 
craft beer. On the other hand, fast-casual restaurant 
Chipotle has appealed to Gen-Y consumers by offering 
a limited menu of tacos, burritos and bowls while 
building a reputation for sourcing quality ingredients.

For convenience stores, a blend of those strategies 
will likely be the key to capturing Millennials. “In 
some categories you can go down that path and be 
simple and focused and only do a few things very well, 
but in the convenience store channel there’s also a 
broader mix of products and an expectation you must 
meet,” said Derek Gaskins, chief customer officer at 
Pennsylvania-based Rutter’s. 

One area in which convenience stores are doing 
a good job of attracting Millennials is beverages. 
ConAgra’s research shows that more than half of 
Gen-Y shoppers report using the channel to buy 
beverages. “When you’re thirsty, the No. 1 place to get 
a beverage is a convenience store and the reason is 
because of the choices they offer,” Gaskins said.

 Stores are also seeking a way to Millennials’ hearts 
through their stomachs. As the most ethnically 
diverse generation of Americans ever, Gen Y-ers are 
adventurous eaters who don’t shy away from bold and 
unexpected flavors. Convenience stores, in turn, are 
launching menu items to cater to their cravings. 

Rutter’s is “using fusions of flavors and cultures 
of spicier palettes” to attract Millennial customers, 
Gaskins said, citing the stores’ stir fry bowls, tacos and 
quesadillas. The demographic “is open to new, fresh 
things, and the foodservice area is a good place to 
experiment,” he said. 

Millennials are also accustomed to customization. 
Some stores such as Wawa and Sheetz have responded 
with made-to-order foodservice programs 
slinging up everything from built 
to-order sandwiches to barista-made specialty 
coffee drinks. 

But operators don’t necessarily have to 
reinvent the wheel to accommodate Gen Y’s 
desire for customization. Harker said Maverik’s 
foodservice offerings aren’t made to order, but 
the stores feature large condiment bars with 
different types of salsas and toppings that 
customers can add as 
they choose. “It gives 
them a hands-on 
experience, so they 
get everything the 
way they like it,” 
Harker said.

When it comes to customization, convenience stores 
also have an edge over their QSR counterparts, thanks 
to the diversity of products stores typically offer. “We 
don’t have to be just like McDonald’s and sell you 
orange juice with your breakfast sandwich,” Harker 
said. “We’re going to give you what you want, which is 
a large citrus Monster [energy drink].”

But convenience stores are at a disadvantage when 
it comes to pricing. Millennials are challenging the 
assumption that customers will pay a premium for  
convenience. This generation entered the workforce 
just as the U.S. economy was sinking into the Great 
Recession and experts have warned that could 
continue to have a detrimental effect on their 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

There are about 79 million 
Millennials in the United States, 

versus 48 million Generation X-ers 
(born between 1965 and 1980). 

Millennials will make up 50% of 
the U.S. workforce by 2030. 

80% of Millennials sleep with their 
smartphones next to their beds. 

56% of Millennials think 
technology helps people use their 

time more efficiently. 

Millennials send about 20 texts 
per day. 

14% of Millennials use Twitter. 

(Sources: Pew Social Trends; ComScore; 
The Millennial Generation Research Review; 

Bureau of Labor Statistics)

Millennials take their
cues not from marketers
but from each
other; they’re more
likely to be swayed by
recommendations from
their Facebook friends
or Twitter followers
than by a corporate
sales pitch.

An unwillingness to
sacrifice could be part

of the reason why
Millennials shop less

loyally then 
previous generations.

"  we’re not 
going to 
get a lot 
of gallons 
of fuel 
from these 
customers, 
but we can 
get their 
snacks, 
breakfast 
and lunch."

— Ernie Harker, executive director
of culture, research, events,

advertising, theming and excitement
at Maverik
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Our new interactive 
website is designed 
to connect with you 
on your laptop, iPad, 
or phone!

We value and want your feedback on articles, industry views, and 
the stories you want covered! Pick a community name and join the 
conversation! Exciting contests, interactive games and much more. www.cstorelife.com

Our new interactive 
website is designed 
to connect with you 
on your laptop, iPad, 
or phone!

We value and want your feedback on articles, industry views, and 
the stories you want covered! Pick a community name and join the 
conversation! Exciting contests, interactive games and much more. www.cstorelife.com



2 cstorelife.com

AGE

RESTRICTED

ADVERTISING


