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  Offer low- or no-calorie beverage 
options in every market.

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

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

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

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

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

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

Find out more about our commitments 
at comingtogether.com® Coca-Cola Ltd, used under license.
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The Problem:
Both suppliers and retailers want staff 
engaged selling more products/services. 
However, reaching and training staff 
is difficult because of part-time shift 
employment, the large number of stores 
to reach, and the desired frequency. 
Relying on store visits to train and ensure 
compliance is expensive, infrequent and 
inconvenient.

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

- Store Coverage

- Staff Reach

- Cost Effectiveness

- Staff Engagement

- In-Store Execution

Connecting 
Brands To People 

Who Sell Them

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

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

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

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

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

Call us: 1 (905) 664 9111
www.assistia.com
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CSTORE LIFE is a magazine 
published to enhance business 
knowledge and the lives of 
Canadian convenience store 
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On Our Mind

It is often said that if you are standing still (status quo), you are falling behind.   
The future is change, and although some will resist it, others will evolve and grow.  

This issue is about the fight of the century.  The fight is about change.  The 
majority of customers in Ontario have indicated that they want the convenience 
of purchasing beer and wine in convenience stores. (67% indicated yes in a recent 
Gallup survey.)  The existing distribution system (owned by the three foreign 
beer companies simply called “The Beer Store”) does not want change—change 
is competition.  Think about it, when is the last time you thought, “Give me more 
competition”?  This fight is like human nature: it is expected, it will be fought 
strongly, and there will be a winner.

Who will the winner be?  Should it be the consumer and the convenience 
stores or the commercial interests of the beer companies?  To complicate this 
fight are the wants of Ontario wine growers and craft brewers.  They want 
representation on shelves in the existing beer stores and they may be motivated to 
support the existing beer retailing model if they get more shelf.  The Ontario wine 
stores want more independent locations (commonly found in malls and grocery 
stores).  Adding further complexity is that the big grocery chains too want beer 
and wine sold in their stores.

What is at stake in this fight?  Margins and foot traffic, because beer and wine 
are destination categories that convenience stores so desperately need!  There is 
nothing novel in selling beer and wine in convenience stores—this is the existing 
model found all over modern North America.  

Other fights are brewing (no pun intended): fights against regulation on point 
of sale materials in retail, advertising in stores, and others not yet known.

The articles in this issue were written to challenge your thoughts, highlight 
the importance of this fight (while it is in Ontario, it has universal applicability to 
other provinces where the same opportunity exists) and finally ask the question, 
“Okay, what are you going to do about it?”

Best selling…
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Contact Alex 
email: ascholten@nb.aibn.com
Telephone: 506.455.1081

Canadian Convenience 
Stores Association 
Unit 103 - 220 Wyecroft Road
Oakville, ON  L6K 3V1
Telephone: 1.877.934.3968

CCSA Board of Directors
    Brian Morrissey, Chair
 Needs  Convenience Stores

 Arnold Kimmel, Vice-Chair
 Quickie Convenience Stores

 Ron Funk, Treasurer
 Nicholby’s

 Jacques Beaudry
 JP Beaudry Ltd

 Doug Hartl
 Mac’s Convenience Stores

 Tom Moher
 Mac’s Convenience Stores

 Andrew Docherty
 Suncor Energy

 Jason Lutes
 Magnetic Hill

 Dave Collins
 Wilson Fuel Co.

 Victor Vrsnik
 7-Eleven Inc.

WHAT'S
NEW
WITH THE

CCSA

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

 

“CStore Life’s theme (“Playing for 
keeps: Driving traffic to your store”) 
for this issue is consistent with what 
the CCSA is trying to promote in its 
State of the Industry (SoI) report 
this year,” says CCSA President Alex 
Scholten. 

In a bid to get away from the cold, 
analytical facts of the industry, and 
towards more interpreting of the 
information the CCSA gleans through 
research and surveys, the SoI report, 
released recently at the National 
Convenience Industry Summit in 

Montreal, (October 22 to 24), promotes 
what retailers in the trenches can do to 
improve their business operations.  

“We believe 
there is great value 
to our members 
in collecting 
and assessing 
benchmarking 
data and providing 
findings in our 
report. For example, 
as a result of past 
surveys, we have 
been able to report 
on the sheer volume 
and importance of 
the industry on the 
Canadian economy as 
a whole, something 
never before done.  

We can also report that the industry is 
struggling as a result of factors within 
retailer control—product and service 
offerings—and outside individual 
retailer control—over-regulation, 
credit card fees and contraband 
tobacco.  That type of information 
is extremely important for retailers 
to hear and also governments across 
the country.” This year’s report 
will identify the retailers who are 
succeeding, and what they are doing 
to succeed. “One of the things we have 
been able to determine that helps 

retailers survive and be successful is 
a focus on food service. Our research 
indicates that 91% of c-stores offering 
food prepared on site were profitable, 
in comparison to 66% that did not. 
C-stores offering food service posted 
significantly higher overall operating 
margins.  We’ve known for years the 
importance of this product category 
to the industry, but to have actual data 
like this specifically on the Canadian 
market is essential in helping retailers 
understand what can help their 
bottom line.” 

Mr. Scholten continues, “The face 
of your customer is changing. By 
that I mean that typically we cater 
to a very young market. Now, as the 
population ages, and with accessibility 
issues, that is with the ability of older 
Canadians to get around diminishing, 
they are going to be looking for more 
convenient retail offerings.” This, he 
says, is a big opportunity for retailers. 
“Having products and services 
available to that type of clientele will 
bode well for those retailers who cater 
specifically to them in the future.”

 The report also identifies 
significant industry challenges or 
threats. Channel blur occurs where 
other retail operations have focused 
on this market as well. Shoppers Drug 
Mart, for instance, provides pharmacy 
goods to its clientele. 

By leveraging the traffic generated 
from this clientele and offering 
products and services that have been 
traditional staples of the c-store 
industry, it will capture  convenience 
store purchases. Loblaws’ proposed 
acquisition of SDM will accelerate 
that concern. “The speculation from 
analysts,” Mr. Scholten tells us, “is that 
the Loblaws acquisition will allow 
mini-supermarkets in the pharmacies 
across the country and they will 
become much more of a competitor 
to the convenience industry.” Channel 
blur must be addressed. “We have to 
be prepared for that as an industry to 
make sure we are able to retain our 
customer base but also look at that 
changing face of the industry.” 

The other aspect of customer 
demographics has come through 
immigration in Canada. The 
ethnic customer base is increasing 
dramatically in some very specific 
enclaves across the country. 
Convenience stores in culturally 
diverse neighbourhoods that recognize 
that their customer base is changing 
and start changing their product 
offerings to satisfy that customer base 
will do very well, the CCSA predicts. 
Mr. Scholten warns the c-store 
industry that this is something other 
retail is noticing. “You see that in your 
visits to the supermarket these days. 

The types of products they are offering 
are changing. You are seeing it in some 
of the bigger chains or very unique 
boutique chains. This is  exemplified 
at the Al Premium Foods businesses 
in Toronto, which solely focuses on 
international fruits, vegetables, meat, 
fish, spices, seasonings, different 
types of rice—all those types of 
products that were not traditional fare 
in Canada. The focus has changed 
dramatically from the traditional 
supermarket to the kind of ethnic-
product-based store that caters to that 
new market. That’s really important 
for our retailers to recognize as well.” 

So what retailers can do to change 
their perspective on how to be 
successful in business involves food 
service, changing demographics, and 
offering new products and services to 
that new customer they see coming in 
the door. That is what is readily within 
their control. 

“What is not in their control,” 
says Mr. Scholten, “are things that 
associations like the CCSA and our 
regional affiliates really have the 
responsibility to help them with. 
Those areas that are challenging 
the industry include credit card 
fees, overregulation—and we have 
expanded upon our regulatory review 
this year—and the issue of contraband 
tobacco that continues to plague 

our sales.” Those are in addition to 
governments looking for additional 
revenue, given the economic position 
governments find themselves in is a 
challenging one as well. Their budgets 
are really taxed, which means they are 
going to tax us!”

C-stores are seeing increased 
taxation on tobacco products and 
gasoline, and then provincial sales 
taxes and HST or federal tax added 
on top of that to create multi layers 
of cost increases. Mr. Scholten sees 
governments starting to look outwards 
into other product categories that 
are staples to the industry. “We 
hear constantly at pre-budget 
consultations at the provincial level 
that governments should consider 
fat taxes.” Reducing consumption 
of sugar-sweetened beverages and 
unhealthy foods in general is used as 
justification for increased taxes on 
those products. “The unfortunate part 
is those products are the mainstay 
of our industry. We continue to rely 
on those, so that is something our 
associations, working with retailers in 
all the jurisdictions across the country, 
must address.”

But there is more. Mr. Scholten 
notes, “The other part of that 
argument is retailers cannot continue 
to be dependent upon those types of 
products anymore. There is a changing 

tide toward healthier products, 
healthier-for-you, which retailers must 
focus on as well.” He tells retailers to 
be aware of what customers are asking 
for. “Make sure you have all types of 
products on hand for your customers. 
If we don’t get there willingly, 
governments will work to regulate us 
there.” 

See our analysis of the State of the 
Industry executive summary featured 
in this issue. 

The State 
of the 

Industry

8 cstorelife.com
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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 Energy Products

 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.

 Abdul Jiwani
 Kes Oil Distributors

 Steve Tennant
 Hasty Market

Follow the OCSA on
Find OCSA tweets at: @OntarioCStores

WHAT'S
NEW
WITH THE

OCSA

CCSAD 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

In a September submission 
to the Alcohol and Gaming 
Commission of Ontario (AGCO) 
entitled Regulatory Modernization 
in Ontario’s Beverage Alcohol 
Industry, the OCSA “strongly 
recommends… a clear and 
public determination on what 
classification of products are 
allowed to be sold by The Beer 
Store, the LCBO, and winery, 
distillery and brewery retail stores 
in this province.”

Why?
The OCSA represents 7,500 

independent and chain convenience 
stores employing 75,000 people, 
and believes a fair and competitive 
retail environment will stimulate 
Ontario’s retail sector and generate 
greater returns for the province.

The Beer Store, for instance, 
has begun in the past few years to 
encroach into the c-store market. 
Traditional c-store items—

confections, 
clothing, gift 
cards, barbeque 
paraphernalia, 
propane 
tanks—are sold 
in Ontario’s 
Beer Stores. 
(In fact, it 
was the last, 
propane tanks, 
that sparked 
the OCSA 
to formally 
complain to 
the AGCO 

in the summer of 2012.)
Recommendation #1 of the 
submission ends, “The 
recommendation we would 
hereby like to submit is that efforts 
be accelerated to better define the 
customer experience at The Beer 
Store, and have the AGCO make a 
clear and public determination on 
items that these vendors are 
allowed to offer.”

In retail outlets granted the 
ability to sell beverage alcohol 
as well as products commonly 
offered by c-stores, the c-store is 
at a significant disadvantage. Thus 
Recommendation #2 states,”… the 
OCSA would also like to propose 
that the AGCO consider limiting 
the items that the Beer Store, 
the LCBO, winery, distillery and 
brewery stores are allowed to sell to 
only beverage alcohol products.”

It is lotteries that are particularly 
troubling, says the submission. 
“With lottery being a principle driver 
of revenues for our member’s stores, 
the threat posed by government 
allowing The Beer Store and the 
LCBO to sell lottery in Ontario is 

 
 
one that causes great concern.” As 
Ontario watches what is happening 
in British Columbia with the BC 
Lottery Corporation pilot project 
to sell Lotto 6/49 and Lottomax 
tickets at BC liquor stores, and 
90% of private liquor stores in 
that province participating in 
lottery retail, it worries that the 
c-store sector will be left “without a 
reliable source to help establish and 
maintain a customer base.”

The submission goes on to point 
out that Ontario’s c-stores are 
mostly family owned and operated 
small businesses, and subject to 
“some of the most restrictive 
regulations of any business retail 
sector in the Canadian economy.” 
These restrictions coupled with 
a declining legal tobacco market, 
growing contraband tobacco 
market, and diluted lottery market 
make it difficult to generate profits. 

When The Beer Store sells items 
commonly offered by c-stores, the 
difficulty increases. The Beer Store 
has been granted a monopoly in 
Ontario to sell beer products. In not 
being limited to that, it “will always 
have the potential,” says the OCSA 
“to become ‘convenience stores that 
sell beer’ and put legitimate family 
run stores out of business.” 

The OCSA is hopeful a policy 
will be put in place. It points to 
the receptiveness the AGCO has 
extended to the c-store sector 
on the issue in the past, and the 
improvements already in place 
thanks to the “courteous and 
professional dialogue that has 
been established between our 
organizations.”

A policy to hold The Beer Store 
and other monopolistic purveyors of 
alcohol publicly accountable will put 
many c-store industry fears to rest. 

No c-store
items in 

Beer Stores Who are the
members of the
OCSA?

It's time!
Beer and wine in convenience 

stores, battles against contraband, 
high credit card fees, and 
overregulation: With so much 
going on, “it is now time,” says Mr. 
Bryans, “to join the association to 
add your voice.” 2014, he tells us, 
should be the year of beer and wine 
in c-stores. That and more will 
happen if all of us put our strength 

 
 
 
 
behind it and join the OCSA.

A united voice will have us 
heard loud and clear!

Potential members can call 
the office at 905-845-9152 or 
go to www.ontariocstores.ca 
and register. 

Convenience store retailers are 
members. They pay a fee per store. 

Suppliers, interest groups, and 
any other stakeholders who serve 
the convenience store industry are 
associate members. The type of 
annual membership they pay varies 
depending on member classification, 
regional scope and more. 

All potential members are welcome 
to phone the office to learn more. 

Membership benefits include the 
bi-monthly newsletter that keeps 
Ontario retailers up-to-date on 
Ontario-wide as well as national 
issues, access to online Responsible 
Retail Training (We-Expect ID) free of 
charge, and in-store point-of-sale age 
verification decals. 

All that, and a say in what happens 
in your industry! It’s time you joined.
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Contact Michel 
1 Holiday Ave., East Tower,
Suite 501, 
Pt-Claire, QC H9R 5N3
Telephone: 514.695.8284
Fax: 514.630.6989
email: 
gadbois@conveniencestores.ca

QCSA Board of Directors
    Francis Lapointe 

Couche-Tard

 Denise Lafleur 
 Quickie Convenience Stores

 Jacques Beaudry
 Beau-soir

 Sylvain Fontaine 
 Sonic

 Zude Le
 Tabagie King 

 Alain Duchaine
 Le groupe Harnois 

 Pascal Laporte
 Réseau GLP & Cie. 

 Christiane Locas
 Boni-soir et Voisin 

 Guylaine Plante
 Pétro-Canada/Suncor 

WHAT'S
NEW
WITH THE

QCSA

CCSA

 

Quebec is the only province in 
Canada allowing the sale of any 
brands of beer in c-stores. However, 
a current regulation makes it hard 
for independent owners to make a 
profit from these sales.

A Quebec regulation forces 
retailers to charge a minimum price 
for beer. The QCSA proposes that 
the minimum price of beer be 

 
 
 
 
 
 
 
 
 
 
indexed to the Agri-Food inflation 
rate, not the general inflation rate as 
is presently the case.

This issue is the second most 
important for Quebec retailers after 
contraband tobacco and before 
credit card fees.

At the current low level, the 
minimum price of beer is stifling 
profits for most independent owners.

The QCSA, with a local retailer, 
recently addressed the issue with 
Quebec Public Safety Minister 
Stéphane Bergeron during a 
meeting in his riding of Verchères. 

The government is currently 
contemplating a major overhaul 
of the RACJ, which could include 
a revision of the minimum price. 
Draft legislation already exists. 
But such an overhaul is unlikely 
to happen before the next election 
expected next spring at the latest. 
QCSA efforts continue.

There is ongoing and constant 
pressure from Quebec health groups 
right now in anticipation of the 
release of the Quebec government 
strategy to address the issue of 
childhood obesity. Many of them 
want to ban the sale of energy 
drinks to minors and impose a tax 
on sweetened beverages. 

The government will table a 
draft policy this fall following its 
plan called “Investing in the future: 
Government Action Plan for the 
promotion of healthy lifestyles and 
prevention of problems related to 
weight 2000–2012”. 

This document is the 
government's action plan for the 
promotion of healthy lifestyles 
and prevention of weight-related 
problems for the seven-year period 
from 2006 to 2012. It reports on 
the policies of the government and 
actions to pursue and implement 
the promotion of healthy eating 
and active living as well as the 
prevention of weight-related 
problems and their consequences 
among individuals in society. It 
is a cooperative effort of seven 
departments and three government 
agencies.

The QCSA met with Quebec 
Health Minister Réjean Hébert in 
his riding of Saint-François. The 
minister mentioned that while many 
options were on the table, there will 
be a public consultation and every 
group will have the opportunity to 
voice its concerns.

As for a soda tax, the Minister 
mentioned that while studies are 
not conclusive as to the effectiveness 
of such a tax, it could still be 
adopted by finance groups aimed at 
promoting better lifestyle habits.

                                      Having        
                                   participated in 
                           hearings held by the 
                 Health and Social Services 
                   Committee attended by 
              MNAs from all political 
      parties, and given that Quebec’s 
tobacco consumption rate was 23.8% 
in 2012, one of the highest rates 
in Canada, the QCSA submitted a 
brief. Its main arguments: 

As part of the current revision 
of the Quebec Tobacco Act, the 
Quebec c-store industry proposes 
a major step forward to further 
prevent youth tobacco access by 
making age-verification mandatory 
for all, regardless of age.

 

Age-verification is a proven 
measure against tobacco 
consumption among youth. 
According to Health Canada, the 
increased c-store compliance since 

1995 has 
contributed 
significantly 
to reducing 
underage 
smoking.

In 
contrast, 
some of the 
envisioned 
measures 
have no 
history of 
success, 
such as a 
trademark 

           ban on cigarette packs or a 
              flavour ban on all products. 
            At worst, they might even 
                 encourage contraband 
            tobacco, which is well 
            established here. 

              The Quebec c-store 
              industry is fragile. Over 
          the past 10 years, contraband 
     tobacco and over-regulation have 
contributed to hundreds of c-store 
closures. Over the next two to three 
years, hundreds of others are at risk 
of closing if nothing is done.

Quebec’s 5,900 c-stores provide 
essential proximity services, creating 
local jobs as well as playing a key 
role in collecting and remitting 
tobacco taxes to governments. These 
benefits are too important to be 
threatened by untested regulations.

The Committee will release a 
report later this fall, after which 
the Health Minister may decide to 
adopt new regulations. 
 
 
 
 

 
 
The QCSA’s recommendations:
 
 1.  Adopting a contraband 

reduction target by drafting 
a plan to reduce contraband 
tobacco to less than one billion 
cigarettes sold per year to 2016

 
 2.  Representations and resolution 

by the Quebec government 
toward the Ontario and federal 
governments endorsing a mixed 
commission on contraband 
tobacco

 
 3.  A tobacco tax freeze until 

contraband is under control
 
 4.  Additional investment, using 

the revenue raised in the recent 
tobacco tax increase, in the 
fight against contraband

 5.  An awareness campaign 
reminding Quebecers that it 
is illegal to buy contraband 
tobacco and explaining the 
negative impact of contraband

 
 6.  A freeze of counterproductive 

regulations to avoid what 
affects legal sales and gives 
advantage to the illegal market

 
 7.  A pilot project to automate 

the process of age-verification, 
leveraging Loto-Québec 
terminals as a tool to validate 
customers’ age

 8.  Recognition of the legal 
and socially responsible 
sale of tobacco by adding to 
the Tobacco Act preamble 
a statement of principle 
recognizing the contribution 
of the legal and socially 
responsible sale of tobacco 
 
 

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

Quebec 
Tobacco Act 

revision

Minimum 
price of beer

Sweet and energy 
beverages: a new 
government plan
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Contact Andrew 
Western Convenience Stores 
Association
#5 – 1146 Pacific Blvd
Vancouver BC V6Z 2Z7 
Telephone: 778.987.4440
email: 
andrew@conveniencestores.ca

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

 David Bunney - Director WCSA
 Parkland Fuel Corporation

 Dene Hargreaves - Director WCSA
 Winks Plus 

 Victor Vrsnik - Director WCSA
 7-Eleven

 John Crandell
 Non-voting Director
 Bic Inc. 

 Kim Jones - Director WCSA
 Suncor Energy Products

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

 Duncan McArthur -    
 Director  WCSA 
 Husky Energy

 Henry Arsenault
 Non-voting Director
 Direct Plus Food Group

 Kim Trowbridge - Director WCSA
 Small Retail

 Chuck Arcand - 
 Non-voting Director  
 Core-Mark

 Andrew Klukas - President
 andrew@conveniencestores.ca

WHAT'S
NEW
WITH THE
WCSA

CCSA

As with butt studies across the 
country, the June contraband study 
in Saskatchewan and Manitoba 
found higher-than-predicted rates of 
contraband tobacco use. Sales losses,  

 
 
 
 
 
 
 
 
tax revenue losses, and increases in 
crime result from high incidences 
of such illegal activity. Partnerships 
comprised of the WCSA, police 
services including Crime Stoppers, 

and municipal, provincial and federal 
government to generate public 
awareness of the economic and social 
dangers of the contraband tobacco 
trade are in the discussion stage. 

At press time, the WCSA was 
looking forward to participating 
in  BC's Liquor Policy Review 
meetings late in October. 
Recommendations 
include creating 
a licensing system 
that responds to 
emerging 
marketplace 
realities and 
reflects current 
lifestyles and 
societal values, 

providing flexibility for businesses 
and removing operations barriers to 
economic growth while protecting 
public safety, ensuring a sustainable 
manufacturing sector and instituting 
an efficient and effective liquor 
distribution system. Distribution of 
locally produced craft beers is one of 
the suggestions that could be welcome. 
The association expected to present 
information about age verification and 
safety standards to demonstrate the 
industry is ready to help communities 
to safely embrace change.

A n d r e w  K l u k a s ~ P R E S I D E N T Coast to Coast
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BC Lotto launched 
government liquor store 
distribution of lottery tickets 
this summer, and the WCSA 
notes that this represents a 
clear transfer of business from 
the private to the public sector. 
(Already 90% of private liquor 
stores in BC participate in 
lottery retail.) The association 
has registered a complaint with 
the Minister of Finance and BC 
Lotto and will meet with the 
Minister to discuss this in late 
October. Regional associations 
across the country are watching 
as well, as the subject is of great 
concern and BC could be just 
the start. Allowing stores with 
a monopoly on alcohol sales 
to also sell lottery tickets—
traditionally a c-store customer 
draw—is worrying, unless it is 
a precursor to alcohol sales in 
c-stores, which has not yet been 
indicated. The way it stands, 
c-stores will find themselves 
at a significant disadvantage 
if the pilot project leads to 
further distribution, with 
lottery being a principal driver 
of c-store revenues, one that 
helps establish and maintain a 
customer base. 

The healthy c-stores initiative is 
moving ahead with development 
of an action plan based on summer 
and early fall discussions. A pilot 
program focusing on the engagement 
and participation of c-stores is being 
explored and tested, to be later 
evaluated. The concept is one that 
puts in place a unit of trainers to 
work with stores while educating and 

encouraging participating families to 
purchase better-for-you items at their 
local c-store. The test program will be 
small, but lessons learned will have 
the potential for broader application 
within the industry. 

CCSA President Alex Scholten and 
WCSA President Andrew Klukas are 
members of the national steering 
committee overseeing the nine 
Achieving Healthy Weights projects 
across the country. 

This year the CCSA circulated 
an opinion survey to independent 
c-stores to get their perspective on 
issues that concern them regarding 
expansion, fresh foods, working with 
manufacturers and distributors, and 
more. Those who completed the survey 
were entered into a draw for a free 
iPad.  The winner was Tom Smale, 
manager of Pat Bay Highway Gas 

 
 
 
 
 
 
 
Centre (Peninsula Co-op) in Victoria,  
BC. Congratulations, Tom!

In order to get information about 
the surveys to the retailers, Mr. 
Klukas asked Henry Arsenault of 
National DSD whether his drivers 
could deliver a flyer promoting the 
survey. The driver who delivered the 
flyer to the winning store would also 
win an iPad. And thus the winner at 

 
 
 
 
 
 
 
National DSD was Jim Entzminger 
from Entz-1 Distributors, Inc., for 
getting that flyer to Mr. Smale!

Response to the survey was good, 
and some results will appear in the 
CCSA's State of the Industry report. 

At press time, the association was 
working with Response Advertising, 
based in Vancouver, to develop a WCSA 
awareness campaign with the goal of 
branding the association to decision 
makers. Something similar was done in 
Ottawa with the CCSA in 2011. 

 
 
 
 
 
 
 

Response has submitted the 
publications and advertising specifications 
to be used once the campaign launches. 
The company will be working with 
the WCSA over the coming weeks to 
determine the look and feel of the 
campaign prior to a launch. 

 
 
 
 
 
 
 

As the Legislature will not be 
returning there will be a focus on 
local ministry and constituency offices 
for the branding campaign. This will be 
accompanied by in-person meetings for 
Mr. Klukas and elected officials before 
the end of the year.

An iPad for your 
thoughts…
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other cigarette butt found outside a 
high school is illegal contraband,” Brian 
LeBlanc, a convenience store retailer at 
Point Park Petro Canada in Riverview, 
told the media at the New Brunswick 
press conference in his store. “But it’s not 
just École Polyvalente Thomas-Albert. 
Four of the top five sites tested were 
schools and among 10 school sites tested 
the overall average presence of illegal 
tobacco was almost 20%. This is not 
acceptable and we need action.”

“It’s a crime to sell contraband 
tobacco,” says Mr. Hammoud. “The 
provincial government loses tobacco 
tax revenue, law abiding retailers lose 
business revenue, and cheap smokes 
cancel out a lot of the resources going 
into preventing youth and young adults 
from smoking. So why aren’t we getting 
tougher with these criminals? It’s time 
that the provincial government increased 
the penalties and deterrents for selling 
this illegal substance.”

In August, Mr. Hammoud sent a letter 
to the Halifax Chronicle Herald.

Dear Editor: 
Re: MADD: Tories misrepresenting its 
views

The CEO of Mothers Against Drunk 
Driving has issues with the Progressive 
Conservative’s interpretation of MADD’s 
position on the sale of beer and wine in 
corner stores. However, attempting to 
tarnish the reputations of convenience store 
employees and operators with the claim 
that these people would be inclined to sell 
beverage alcohol to underage youth and 
young adults in the interest of friendships 
and profit is groundless, and insulting. And 
to say that store owners are not motivated 
by public safety is totally incorrect.

It is unfortunate that the credibility of 
worthy organizations such as MADD are 
sullied with these kinds of statements.

The convenience store industry already 
retails several age-restricted products, 
including lottery, tobacco and, in several 
jurisdictions, including Nova Scotia’s 
private agency stores, beverage alcohol. 

In fact, for more than a decade, more 
than 50 private stores, making up 1/3 of 
the current distribution outlets in the 
Province, retail beverage alcohol products, 
while adhering to strict regulations 
regarding age verification and the sale of 
product to minors.

Governments and liquor control 
agencies take compliance very seriously 
and are vigilant, using tools such 
as regular mystery shops to test for 
compliance. Members of the Atlantic 
Convenience Stores Association also 
widely use the association’s We Expect 
I.D. program to train and orientate 
managers and employees.   

Failure to be compliant has serious 
negative consequences for retailers. The 
commitment of private Nova Scotia 
retailers to be vigilant and the serious 
penalties that are in place, are part of 
the reason that for decades now there is 
no issue with the 1/3 of all Nova Scotia 
Liquor outlets that are privately operated.

All-in-all, the convenience store 
industry in all four Atlantic provinces has 
a very strong track record of adhering to 
retail regulations governing the sale of 
age-restricted products. It’s something 
that Nova Scotia’s 7,000 convenience 
store employees and 1, 135 operators have 
every right to be proud of.

At press time, the ACSA was looking 
forward to its second annual Convenience 
Store Days. “C-store Day is an opportunity 
for community leaders to work alongside 
c-store staff, for the store to raise money 
for local charity and for customers to 
be thanked for their business,” says the 
organization. It notes that nearly 70% of 
Canada’s population lives within a half 
kilometre of a c-store.

Since c-stores are highly visible, employ 
thousands of staff, and actively support 
and contribute to community events, 
C-store Day becomes a way to recognize 
their hard work and community spirit. 
Politicians and other community leaders 
work 20-minute shifts to garner donations 
to local charities.

The October 2 event at two 
locations in Dartmouth and Halifax, 
NS, will benefit the Boys & Girls 
Clubs of Spryfield and of East 
Dartmouth.

The October 9 event at seven 
locations in New Brunswick, Prince 
Edward Island and Newfoundland 
and Labrador will benefit Children’s 
Wish, the Boys & Girls Clubs of East 
Dartmouth and St. John’s, and Habitat 
for Humanity, Prince Edward Island.

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

With c-stores among the most 
heavily regulated businesses in the 
country and 
the threat of even more, of finding 
ourselves “regulated into financial 
obscurity”, the ACSA asked its members 
to ask some hard questions of the 
candidates vying for October 8 election 
in Nova Scotia. 
It suggested: 

1.  Do you agree with the need for the 
Nova Scotia provincial government 
to be more pro-active in cracking 
down on the sale of illegal tobacco 
products?

2.  Will you actively work for more 
deterrents to the sale of illegal 
tobacco products in Nova Scotia?

3.  Do you support the expansion of 
packaged beverage alcohol sales in 
Nova Scotia to all convenience and 
grocery stores?

4.  Will you actively work to remove 
barriers to the sale of packaged 
beverage alcohol products in all 
convenience and grocery stores in 
Nova Scotia?

5.  Do you oppose the introduction of 
legislation that would make energy 
drinks an age-restricted product?

6.  Instead of simply imposing retail 
age restrictions, will you actively 
work to develop better strategies 
to minimize the consumption of 
alcohol, tobacco and energy drinks 
by underage youth?

 
 
 
 

The ACSA generated strong regional  
media coverage in August, releasing 
details of contraband tobacco studies 
conducted in Nova Scotia and New 
Brunswick.

“The sale of illegal tobacco in Atlantic 
Canada is growing,” says Mike Hammoud, 
president of the ACSA, “and provincial 
governments just aren’t doing enough 
to crack down on this growth. A Prince 
Edward Island man just pled guilty to 
selling contraband tobacco for the third 
time since 2010. He had $260,000 in 
outstanding taxes and penalties when he 
was caught the third time.”

The results of research commissioned 
by the ACSA showed that almost 15% of 
cigarette butt samples collected in Nova 
Scotia and New Brunswick, or about 1 
in 7, were illegal product. The highest 
presence of illegal tobacco was 40% at 
one high school in New Brunswick.

The ACSA held news conferences in 
local convenience stores in Dartmouth 
and Moncton to announce the study 
results for each province.  

Major media outlets attended, and 

coverage was strong. Earned media in 
Nova Scotia is estimated at almost two 
million impressions.

“We think that we’ve established some 
credibility with the media,” says  
Mr. Hammoud, “and when we put out 
a news notice there’s a good chance that 
the event will be newsworthy.

“We also like holding news 
conferences at convenience stores. It adds 
good local flavour and it makes the event 
more personal when the store owner 
talks to the media and relates his or her 
experiences.”

The ACSA’s New Brunswick butt 
study shows a range of 40.8% to zero 
at 23 sites tested.

 “Overall there was a 15.7% average 
presence of illegal tobacco and that 
should be a major concern for both the 
provincial government and taxpayers,” 
says  Mr. Hammoud.

Findings from similar research 
conducted in Nova Scotia showed an 
overall average presence of illegal tobacco 
of 14.3% in that province.

The research findings are based on 
a “butt study” technique conducted by 
NIRIC, an independent, Montreal-based 
research firm that collected and analyzed 
3,050 cigarette butts obtained in June from 
23 locations in the communities of Grand 
Falls, Edmunston, Miramichi, Moncton, 
Oromocto, Fredericton, Sussex, Rexton 
and Saint John. 

École Polyvalente Thomas-Albert in 
Grand Falls had the highest presence of 
illegal tobacco at 40.8%. The lowest was 
at Quispampis Town Hall and the Sussex 
Visitor Information Centre at the train 
station where no illegal butts were found.

“It’s time for the provincial 
government to act when almost every 

  Election 
questions

New
Brunswick
butt study

A letter to 
the editor

Convenience 
Store Day
2013

Targeting 
contraband 
tobacco 
gets media 
attention

Brian LeBlanc, ACSA retailer, Riverview, NB, and 
ACSA President Mike Hammoud prepare for New 
Brunswick contraband press conference

Mike Hammoud, ACSA ; John Burton, Boys & Girls Club of 
East Dartmouth; and the Diab Family, Express-Way Food & 
Video, at 2013 Convenience Store Day in Dartmouth

Peter Stoffer, MP, and a local customer at 2013 Convenience 
Store Day in Fredericton
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First, 
it’s about the experience

Effective retailers base every 
decision they make with an eye to 
producing a positive experience 
for their clients.  From product 
selection, hours of operation, store 
cleanliness – literally all elements 
of their operations including their 
direct interaction with customers - 
every element is designed to deliver 
a positive experience.  Effective 
retailers understand that every 
interaction with their clients results 
in either a gain or a loss on some 
imaginary score card that influences 
the consumer's decision to return.  
Effective retailers focus all their 
energy on accumulating the gains.

 
Second, 
it’s about trust

What I mean by trust goes far 
beyond providing the correct change 
in a transaction.  It’s more than 
having fresh and rotated products 
on the shelf that are consistently 
available.  It’s much greater than 
simple consistency in your consumer’s 
experience.  It’s about establishing 
you, and by extension your store, as 
a differentiated “brand” with a value 
that resonates in the minds of your 
consumers. Brands have personalities.  
This notion is the polar opposite of a 
place to conduct transactions.  Trust, 
in this sense, is characterized by 
the desire of consumers to conduct 
transactions with you. 
 
Third, 
it’s about sustainability

I’m not talking about being “green” 
here folks, unless you’re thinking 
money.  I’m talking about income 
statements and balance sheets.  

I’m speaking of sustainability in 
the sense of having the capacity to 
invest in the modernization of your 
environment in a manner that appeals 
to evolving consumer preferences.  
I’m speaking of the disciplines of 
managing inventory, stock turns, price 
points, capital and operating expenses 
– such that you deliver against the 
                   consumer experience  
                 profitably.  Effective retailers 
                             have the ability to 
                                 continue to deliver 
                                goods and services 
                                   to their consumers 
                                            for as long 
                                                  as they 
                                                     might 
                                                     care to. 

Fourth, 
it’s about responsibility

Effective retailers understand 
that we have larger roles in life that 
transcend the businesses we are 
in.  We have a responsibility to our 
communities.  We comply with laws; 
we check for age and we refuse sales 
of age-restricted products to minors.  
We don’t do it because there are laws; 
we do it because it is right. We are 
a safe haven when consumers feel 
threatened, or are in trouble, or need a 
bathroom, or need to use our phone.   
They can wait in our store when it’s 
cold or raining and the bus is running 
late, or they are waiting for a friend 
to pick them up.  We do these things 
because we are responsible members 
of society. 
 
Fifth, 
it’s about our employees

Effective retailers understand that 
our employees are an extension of 
ourselves.  They understand that the 
consumer is unwilling to differentiate 
on the basis of who delivered his or 
her experience.  They invest time and 
energy training and developing their 
employees to meet the standards of 
service they have set for themselves.  
They realize that turnover in the 
industry will mean that they do this 
over and over again – but that the 
prize of getting this right is critical 
to the success of their operations.  
They take pride in the fact that the 
benefits to the employees themselves 
of developing the skills they’ve first 
acquired in our jobs will last them a 
lifetime. 
 
Sixth, 
it’s about intimacy

Effective retailers understand that 
it’s impossible to be an expert on all 
subjects.  They search for those in 
their competitor, supplier and vendor 
communities who can add value to 
their businesses.  They are not afraid 
to ask for help with a problem they 
might have.  They embrace ideas and 
apply what they’ve learned to their 
own situations.  They take risks on the 
strength of recommendations made 
by others whom they trust. They 
are loyal to those who have invested 
in them.  They are transparent 
and willing to share their own best 
practices. 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
Seventh, 
it’s about the future

Effective retailers have one eye 
glued to emerging market trends. They 
realize that one seldom flourishes with 
a sustained focus on the status quo.  
Our population ages, and that means 
neighbourhoods and the consumers 
resident within them change.  

Products evolve, new categories 
emerge, and nothing stays the same 
forever.  The best of the bunch can 
differentiate between fads and areas 
with the promise of sustainable 
growth. They have a knack for 
differentiating between the “bleeding 
edge” and the “leading edge”.  They 
don’t make rash investments, but are 
characterized by continuous learning 
through a combination of observation 
and experimentation.

Among us, there are many effective 
retailers. There are those with highly 
developed standards that are easy 
to find locally… and most of these 
certainly have practices that are 
worthwhile to emulate.  I’ve often 
thought that the best use of a retailer’s 
time might simply be in visiting other 
retailers, particularly those stores that 
you believe are doing one or more of 
these habits effectively. Sometimes the 
simplest of ideas are the ones that just 
make the most sense.

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

FUNK
frankly

R o n  F u n k

    The 7 Habits
of Highly Effective
     Retailers
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Since its first publication in 1989, 
Stephen Covey has sold 15 million 
copies of his book “The Seven Habits 
of Highly Effective People”.  It’s now 
been published in 38 languages.  
“Time” has listed it as one of the 
25 most influential business books 
of all time.  Bill Clinton worked 
directly with Mr. Covey to integrate 
the lessons from this book into his 
presidency.

Well, it’s certainly clear to me 
that this gentleman had something 
to say.  No wonder.  Covey reviewed 
200 years of literature on the subject 
of success while studying for his 
doctorate.   His takeaways are the 
lessons in this book.

Against that backdrop, Sandy at 
CStore Life asked me if I might write 
something along the same lines – 
but focused entirely on convenience 
retailing.  Fortunately, she didn’t 
ask me to read quite as much as Mr. 
Covey chose to.  While Covey was 
quite strategic in his assessment, 
focusing on character and personality 
as primary and secondary strengths, 
I’ll need to be much more tactical 
today in my adaptation of the essence 
of his theme.  So, let’s begin...
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INDuSTRy CHALLENGES

The industry continues to face significant 
challenges to its prosperity. These include:

Channel blur: Threats from non-traditional retail 
operators entering into the convenience channel 
are a growing concern. Canadian players like 
Loblaws with their potential purchase of Shoppers 
Drug Mart, are looking to the successes of US 
business champions such as Walgreens to build 
bigger, better business models. Similarly, discounters 
like Target are also pressing Canadian retailers in 
this country to raise the bar on how they offer their 
products and services to consumers. To avoid the 
pitfalls of channel blurring, c-stores must carve 
out their niche and extend product and service 
offerings that deliver on promised convenience.

 Credit card fees: C-store retailers continue to 
have a love-hate relationship with credit cards. On 
the one hand, credit card use offers retailers and 
their customers the advantages of faster transaction 
times and the added security benefits of reduced 
cash handling. On the other hand, swipe fees 
continue to be a point of concern for retailers in 
Canada who pay some of the highest merchant fees 
in the world. Consumer trends show that credit 
card use is on the rise with costly premium credit 
cards being used more frequently and credit cards 
now being used more often for smaller transactions 
(as a result of heavy promotional efforts by credit 
card companies). To combat excessive credit card 
fees, the CCSA believes that retailers must look 
toward promoting the use of Canada’s world-
class INTERAC network along with encouraging 
consumers to use cash in their stores. By shifting 
consumer purchasing habits in this manner, c-stores 
could experience significant annual savings.

 Contraband tobacco: The ongoing issue of 
contraband tobacco is a persistent one (having 
been around for over 10 years now) and is costing 
convenience store retailers as much as $2.5 billion 
in lost sales annually and federal and provincial 
governments more than $2 billion a year in lost 
tax revenue. Though numerous organizations like 
the CCSA have recommended initiatives such as 
a dedicated contraband tobacco task force and 
a revisit of how tobacco is taxed, retailers must also 
contribute to the effort of raising awareness about 
the issue with the government and with the public.

 Over regulation: Regulation of the industry 
and the products and services offered continues 
to greatly affect convenience store retailers. With 
868 federal, provincial and municipal regulations 
identified as directly impacting convenience store 
operations and costing them an estimated $225 
million annually, it’s little wonder many of these 
businesses are struggling, even going out of business. 
Retailers must voice their concerns to ensure 
governments understand the impact of such stifling 
levels of government.

Other concerns: The high cost of utilities (at 
growth rates far exceeding inflation) and fluctuating 
gas prices are ongoing issues hindering c-store 
industry prosperity. 

 

WE HAvE MuCH TO OvERCOME
Other retail operators look to the products we 

are selling and are entering our territory in a big 
way. C-stores must not only do well at providing 
convenience, but must provide it in new ways in 
order to combat channel blur. 

Credit card fees are convenient but costly. 
Encouraging our customers to use cash and/or debit 
cards could lower prices and increase margins. 

Fighting contraband tobacco is our responsibility 
when it comes to educating our customers about 
it and continually keeping the matter before 
government. 

Retailers must remind their government officials 
that over regulation hurts both businesses and 
consumers.

Other costs hurt our prosperity and should be 
monitored.   
 
 
INDuSTRy OPPORTuNITIES

Despite the adversities c-store retailers are 
facing, there are signs of hope with certain areas of 
the market that look promising.  Retailers willing 
to adapt to evolving conditions should look at 
food service, healthier offerings, ethnic products, 
the possibility of beer and wine sales and shifting 
focus to accommodate a growing aging population 
to garner more business.

 Food service: Food service offerings have 
accelerated exponentially over the past few years. 
With consumers having less time to prepare food, 
people are looking for convenient meals on the 
go. Food service sales bring in new customers and 
higher profit margins. 91% of c-stores offering food 
prepared on site were profitable, in comparison with 
66% of c-stores that did not. C-stores offering food 
service posted significantly higher overall operating 
margins. Our study also revealed that the average 
store offering food service made more money on 
food prepared on site than on dispensed beverages 
and packaged or prepared foods combined.

The new face of convenience store customers: 
Demographic and social trends are also emerging that 
could pose big potential for small business. By 
2016 the 65-plus age group will make up 24.3% 
of the population and 28.5% by 2021. As their 
mobility decreases, older Canadians will look to 
visiting their c-store as opposed to shopping further 
away, provided the store carries the right products at a 
reasonable price and offers easy access.  

Shifting immigration trends also pose significant 
opportunities for retailers. Proximity is the number 
one reason why consumers frequent a c-store 
according to Nielsen Research. Since immigrants 
tend to live in a growing number of specific enclaves, 
retailers in these areas who offer favourable pricing 
on ethnic products and designate their store/s as 
a destination to address the needs of a growingly 
diverse community will see a significant market 
advantage.

Prospect of beer and wine: For those retailers 
in provinces that are not permitted to sell beer 
and wine in their stores, the prospect of bringing 
these products in is an exciting one. A study by 
Angus Reid revealed that 60% of Ontarians support 
expanding the province’s alcohol retailing system 
to allow beer and wine to be sold by more types 
of retailers. A similar study conducted by Corporate 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Research Associates in New Brunswick revealed 
such support at 68% in that province. With public 
support like this, the reality of seeing beer and wine 
in c-stores may not be too far away.  
 
WE HAvE MANy STRATEGIES FOR 
SuCCESS

There is hope. 
Food service prepared in-store is a money-maker 

and worth careful consideration.
Accessible stores with good pricing and selection 

will appeal to the older Canadians who are 
becoming a larger part of the population.

Think about offering products that appeal to the 
ethnic demographic in your neighbourhood. Keep 
pricing reasonable and health a priority.

There is public support for the sale of beer and 
wine in the country’s c-stores. Be prepared for this 
possibility. 

This year’s SoI research reveals an industry 
in flux. However, findings also show that by 
understanding challenges and embracing 
opportunities players will reap the benefits of 
a healthy and prosperous business. Now’s the time 
to look to the future and its potential. Get to know 
your customer’s demands and lean into the change.

If we want to remain in business, and to thrive, 
now is the time to try something new!

 
 
 
 
 
 
 
 

 
THE INDuSTRy AT A GLANCE

Canadian convenience store retailers serve over 10 million customers 
each day and represent a significant group within the broad network of 
businesses in this country. In 2012, the 23,000 c-store sites operating in 
Canada collected approximately $17 billion in taxes and fees for federal 
and provincial governments and contributed more than $40 billion to 
the Canadian economy.

 Consumers have come to depend on convenience stores to 
purchase their everyday items, from household goods, groceries and 
prepared foods to gas, tobacco and lottery. Still, the convenience 
industry continues to be a tenuous market for Canadian store operators, 
primarily on the independent side, where margins are slight, losses are 
prevalent and costs are increasing.

 This year’s CCSA State of the Industry (SoI) report focuses on the 
challenges and opportunities of an industry that must embrace change 
to survive. Shifting buyer behaviour, the competitive landscape, pricing 
and social and economic factors are forcing convenience store retailers, 
marketers, manufacturers and distributors to change how they think and 
act. Those who thrive will embrace uncertainty and the opportunities 
that will win business, while those who are apprehensive, holding 
steadfast to traditional practices, will continue to struggle to survive. 
 
WE CANNOT STAND STILL

Convenience stores are important to the Canadian economy. 
Consumers need us. Even so, it is a difficult business.

In order to do well, retailers must take some chances and make 
some changes. 
 

A look at the 
CCSA’s State of the Industry 
Executive Summary

CStore Life was pleased this 
month to have been given 
an advance look at the CCSA’s 
SoI Executive Summary. 
Here is what we learned.

20 cstorelife.com
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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
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    FIGHT
 CENTuRy

of the
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If you answered yes, you are 
correct: The Beer Store is doing all 
of the above and then some!

So how do approximately 9,000 
c-stores respond to 441 Beer Stores?  
We talked about it earlier. The 
change agent can only—emphasis 
only—be the voting public.  Let’s 
take a moment to identify a 
significant non-monetary strength.  
Ontario’s 9,000 c-stores talk to three 
million Ontarians daily.  The Beer 
Store’s 441 stores talk to 100,000 
(estimated) Ontarians daily.

So the math is 
3,000,000:100,000
30:1

C-stores have a clear 
communication advantage if they 
1) have money for the fight, and 2) 
have the will to communicate.  These 
Beer Store fight preparations must be 
answered now—not six months from 
now, when there is a high probability 
of an Ontario election.  The greatest 
failure would be voice without 
commitment.  Is this happening 
now?  Retailers scream they want beer 
and wine in convenience stores, as in 
Quebec and many parts of the United 
States, but have no demonstrated 
commitment!  No investment 
in messaging, no visible signs in 
stores to break the ice and start the 
conversation in the voting public’s 
mind.

What is the Ontario Convenience 
Store Association doing to prepare for 
the fight?

In 2011, the OCSA decided it 
needed a plan to prepare for meetings 
with government to discuss the 
possibility of selling beer and wine in 
c-stores.

Its first task was figuring out what 
Ontarians wanted.  That year, the 
OCSA commissioned an Angus 
Reid research poll that found that 
67% of Ontarians want the ability 
to purchase beer and wine in their 
local convenience stores.  The poll 
also showed that Ontarians trust 
their local corner store retailers at 
the same level as the LCBO and The 
Beer Store.  Given that corner stores 
sell approximately 70% of all Ontario 
lottery tickets, and collect about 
80% of tobacco taxes for the Ontario 
government (both of which are in the 
billions of dollars), we suggest that not 
only do Ontarians trust corner stores 
but so does the government!

What followed next was simply 
extraordinary.  Out of the blue, 
one retailer located in Vanessa, 
Ontario, on her own initiative, 
started a petition at her counter.  
She asked her customers to sign 
it if they wanted beer and wine 
sold in her local store.  From her 
zest for change, other convenience 
stores began participating, and in 
total, 112,000 signatures from 230 
communities were presented to 
the Ontario government in July 
2012.  This was the largest petition 
gathering ever presented to the 
Ontario government.  There one 
woman stood, in front of 20 plus 
cameras, telling the media that the 
government needed to change.  

Then a homemade video 
appeared on YouTube, created by 
a retailer in a small town close to 
Ottawa, that had a script and jingle 
asking the premier to free our beer.

Then the world of academia 
got involved.  Dr. Anindya Sem, 
Associate Professor of Economics, 
University of Waterloo, conducted 
a cost benefit analysis of allowing 
the sale of alcohol in convenience 
stores in Ontario.  In his well-
researched work, he concluded that 
the government would not lose 
any of the $1.7 billion in revenue it 
collected from the LCBO.  He stated 
that the government would earn 
additional revenue from the sale of 
beer and wine in convenience stores.  
He also stated that corner store 
competition would make the LCBO 
a much more efficient company, 
creating additional savings, or 
revenue, for the government.  

Dr. Sem then completed 
additional research to answer the 
question of other economic benefits.  
H concluded that the foreign-owned 
Beer Store collects over $700 million 
in profits each year because of the 
monopoly on beer retailing it enjoys 
in Ontario.  His study found that 
there are significant differences in 
average beer prices between Quebec, 
where beer is available in c-stores, 
and Ontario, where beer prices are 
an average of $9.50 per case or 27% 
higher.  His findings supported the 
OCSA’s quest for the government 
to modernize Ontario’s alcohol 
retailing system. 

Retailers during the spring of the 
2013 participated in an organized in-
store petition seeking to provide more 
signatures to the Ontario government 
before the next election.  While the 
signatures have yet to be presented, 
their numbers could make it the 
single largest petition presented to any 
government in the history of Canada.  
The question then becomes whether 
the Ontario government will listen to 
its voting public.

The OCSA then turned to its 
members to develop one important 
decision.  Would Ontario retailers 
commit shelf space to Ontario 
microbrewers to help them sell their 
brands, which in turn supports 
Ontario jobs and the Ontario 
economy? The retailers said yes and 
committed 30% of their shelves 
to Ontario craft beer and Ontario 
wineries.  Given this announcement, 
one could only think that Ontario 
craft or microbreweries and wineries 
would be delighted.  

The response was lukewarm at 
best, which makes one wonder what 
the heck is going on.  A plausible 
explanation is that behind the scenes 
The Beer Store is pledging more shelf 
space to Ontario microbreweries, and 
the LCBO is pledging more support 
for Ontario wines.  Let’s think about 
that for a moment: notionally more 
space at 441 stores (the stores and thus 
shelves are not getting bigger) versus 
30% shelf space at up to 9,000 local 
corner stores.  Which would you want?  
The answer is obvious—c-stores—but 
if you believed the government was 
not going to change policy, and was 
going to keep things as they have been 
since 1927, then you would settle for 
more space at The Beer Store and 
LCBO, wouldn’t you?  

As the important initiative 
continues, but this storyline ends, 
what are you doing as a retailer to 
help in the fight of the century?  Are 
you engaged?  More importantly, 
are you knowledgeable of your 
association’s plans?  Do you know 
the key messaging that should 
be delivered regularly to your 
customers?  As important, does 
your staff know the above, and why 
beer is important to your changing 
business?

You can lead a horse to water, but 
you cannot make him drink.  Are 
you one of those horses standing 
at the trough but not drinking?  To 
the skeptics out there, yes, this is a 
long shot, but a shot worth taking.  
Silence is a failure to be committed 
to change that you and other stores 
might collectively be able to steer 
towards a brighter future.

The writing is on the wall.  
Tobacco consumption is slowly 
declining.  Competition is coming 
from contraband cigarettes that 
represent 20% of the market and 
growing.  C-stores, and any stores 
for that matter, cannot compete with 
illegal untaxed product that is sold at 
a fraction of legal product.  Lottery 
will move to a medium that people 
are engaged on.  If you can do your 
banking on a smart phone, one 
can easily believe you can play the 
lottery on mobile.  Look at the next 
generation of lottery players: they 
are glued to smart phones.

Will beer and wine help?  If you 
said no, shake your head and put 
it back in the sand.  Beer and wine 
is the THIRD largest category in 
convenience stores in the United 
States, behind tobacco and packaged 
beverages.  Corner stores need a new 
traffic driver, and beer and wine is 
naturally it.  Get involved.  One voice 
from Vanessa, Ontario, magnified 
into 5,000 stores participating in 
the Free Our Beer campaign is all it 
takes.  The fight is not over; some 
would say it is just starting.  

 
HOW CAN yOu HELP? 

Be informed of the facts.
Support your organization.  These 

initiatives are not cheap.
Stay on top of the file.  Be ready to 

discuss it.
Make a point of meeting with the 

local MPP in your own community.  
Silence doesn’t work.

Back in 1927, some 86 years 
ago, there were approximately 
400 breweries in Ontario.  At the 
time, the Ontario government 
put legislation in place to provide 
distribution and protect the sale 
of Ontario brewed products.  This 
initiative helped create jobs. Brewers 
Retail, which is now called The Beer 
Store or TBS, was formed.

Since then, through change and 
consolidation over eight decades, 
there are only three major brewers 
left in Canada.  There are, of course, 
many tiny-to-small microbreweries 
that serve local tastes.  But the 
three large brewers in Canada are 
Anheuser-Busch InBev of Belgium, 
Molson Coors Brewing Company 
of the United States and Sapporo of 
Japan.  These three foreign-owned 
brewers own 100% of the 441 Beer 
Stores in Ontario.  Due to its legal 
monopoly, The Beer Store is the 
largest distributor of domestic beer 
to Ontario bars and restaurants, of 
which more than 16,000 are licensed 
to sell alcohol.

What would make the Ontario 
government want to review and 
change legislation that was written 
in 1927 when some 400 Ontario 
breweries existed?

There is only one answer.  It is 
not the beer companies.  It is not 
the government that already owns a 
similar monopoly called the LCBO.  
It is not the microbrewers who walk 
a fine line between not upsetting 
The Beer Store or the 
government.  So then, who 
could be the change agent?

The voting public.

There are many misconceptions, 
myths and propaganda collectively 
keeping things the same.

1.  Many Ontarians do not know 
that the three Canadian beer 
companies are now foreign-
owned, and profits earned are 
most likely leaving Canada.  

2.  Many Ontarians believe The 
Beer Store, like the LCBO, 
is owned by the provincial 
government and it is the 
taxpayers benefiting from the 
profits it makes.

3.  Many Ontarians do not know 
that a case (24 cans) of beer 
in Ottawa is approximately 
$9 more expensive (so 
approximately 25% higher 
in price) than the same 
case sold across the river in 
Quebec, where beer is sold in 
convenience stores.

4.  Many people believe selling beer 
in more locations would allow 
underage youth to have greater 
access and this would cause 
more vehicle accidents involving 
alcohol, etc.

5.  Many people believe allowing 
beer to be sold in more retail 
locations would increase the 
price of beer because of added 
distribution costs.

First of all, the obvious should be 
stated in bold.

The Beer Store is a legal 
monopoly and, as a result, 
it is highly profitable and 
it, like any other business, 
wants to protect its profits.

What does this mean? A fight—
not a small fight, but a big fight, a 
fight to end all fights—to make sure 
convenience stores do not get the 
right to sell beer is inevitable.

So if you were The Beer Store, 
what might you be doing to prepare 
for this fight?

1. Would you invest in remodeling 
your stores?

2.  Would you create a new and 
modern branded image?

3.  Would you align with interest 
groups to help support your key 
messages of youth access and 
more expensive beer?

4. Would you engage with political 
lobbyists to make sure your 
messages were heard?

5.  Would you engage your unions 
and other unions to make sure 
their voices were being heard by 
politicians?

Microbreweries fight for 
shelf in The Beer Store

As you can probably 
imagine, as the three large 
breweries own The Beer 
Store, they would be unwill-
ing to give shelf space to 
the microbreweries, since 
shelf space equals selling 
opportunity.  Microbrew-
ers have typically relied on 
selling their local beers right 
from their breweries, and 
fighting to get their products 
listed in the Liquor Control 
Board of Ontario (LCBO).  
Those that offer draft and 
have sought bars to list their 
products often face exclusiv-
ity, bought of the bar owner 
by one of the big three.
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Canada’s Experience with Illegal Tobacco 
Offers a Cautionary Tale 

As you may know, Canada has historically been 
a leader in anti-tobacco legislation. However, you 
may not be aware that tightened regulations on the 
legal market have fostered the creation of a massive 
underground illegal tobacco market, particularly in 
Ontario and Quebec, Canada’s two largest provinces, 
where slightly more than 20 million people live. 

Canada’s difficulties offer a cautionary tale for the 
United States by demonstrating how an enormous 
illegal cigarette market can take shape quickly when 
a government restricts a legal product through either 
higher taxes or a strict prohibition.

Despite the best intentions to help reduce 
smoking by policy-tightening regulations on the 
legal tobacco market, a large and troubling illegal 
tobacco black market is thriving in Canada. Illegal 
cigarettes are often sold in clear plastic Ziploc bags 
in quantities of 200. I understand they are called 
“loosies” in the United States.  

Illegal cigarettes are sold in Canada through 
distribution networks established by organized 
crime groups or through stores set up on Aboriginal 
reserves. Our federal police force, the Royal 
Canadian Mounted Police, has now identified more 
than 175 organized crime groups that are behind the 
networks that move and sell these products. They 
are sold on street corners and near high schools. 
Smugglers moving these products often use the same 
distribution networks in our country to traffic in 
illegal goods such as guns and drugs.  
Independent research in Ontario has shown that 
the illegal cigarette market grew from 13 percent in 
2006 to a high of 48 percent; at this time we believe 
it is somewhere between 30 and 35 percent of total 
tobacco consumption. This means that one in 
three consumers have access to an illegal product. 
Billions of cigarettes are manufactured and sold 
without regulations, without taxation, and without 
controls to prevent youth from accessing tobacco. 
Governments have lost hundreds of millions of 
dollars in uncollected tobacco taxes. And anti-
smoking programs, particularly those directed at 
young people, are being significantly undermined.  
 
The Impact of Illegal Tobacco on Youth 
Smoking

This background is relevant to the U.S. Food and 
Drug Administration because decisions in Canada 
have created an illegal tobacco problem, and as a 
result, low-cost, illegal tobacco products are more 
easily accessible to our kids. Smugglers don’t check 
for proof of age or ID. 

Convenience stores certainly have a vested 
business interest in this issue because our stores are 
one of the few regulated places where legal tobacco 
sales are permitted. However, we have an equal 
interest in acting as responsible community retailers. 
We take our duty of selling age-restricted products 
like tobacco, alcohol, and lottery tickets very 
seriously, and we do so with the utmost of care. 

In Canada, we have demonstrated our leadership 
in responsible community retailing by developing 
world-class ID check systems. We use swipe card 
technology in terminals, where we read the driver’s 
magnetic strip and verify the age for all of our 
employees. Sadly, however, street-corner salesmen of 
illegal cigarettes undermine our good efforts.  

Of course, kids should never smoke, and since 
2007 we have extensively studied the problem of 
illegal tobacco and how prevalent it is among our 
youth. Through an independent research firm, we 
visited high schools and collected cigarette butts to 
determine youth access to illegal tobacco.

In one study conducted in 2008, 175 high schools 
were visited in Ontario and Quebec, and more than 
34,000 cigarette butts were collected and analyzed.  
Contraband cigarettes were found at every school, 
and at some schools in Ontario the numbers were as 
high as 50 percent; shockingly, in Quebec, there were 
contraband rates as high as 80 percent. The study 
demonstrated without question that those under 
19, who are prohibited from purchasing cigarettes, 
have no trouble getting their hands on cheap, illegal 
cigarettes.

One of the most important questions the FDA 
faces is whether illegal tobacco will undermine 
public health efforts to prevent youth smoking, or 
perhaps even increase youth smoking due to the 
availability of low-cost illegal cigarettes.  

A study in 2009 shed light on that question.1 
It found, in short, that adolescents consumed 
significantly more contraband cigarettes than 
respondents who smoked other brands. “Contraband 
cigarettes accounted for about 17.5% of all cigarettes 
smoked by adolescent daily smokers in Canada 
overall, and for more than 25% in the provinces of 
Ontario and Quebec,” it said.

The study pointed to the availability of cigarettes 
from First Nation and Native sources, adding that 
smokers of First Nations/Native brand cigarettes 
reported “significantly higher levels of consumption 
than other daily smokers…”  It added:

“Although the use of illicit substances by adolescents 
is well known, the use of contraband cigarettes in 
this age group is striking.  Canadian tobacco-control 
policies have concentrated on preventing youths from 

starting to smoke.  
“Given that adolescents’ initiation and continuation 

of smoking behaviour are related to the availability and 
price of tobacco products, the availability of untaxed 
First Nations/Native cigarette brands, which typically 
sell for about $3 to $4 per pack (about one-third the 
price of legitimate brands), undermines key tobacco-
control strategies.

 “The lower price and widespread availability of 
contraband cigarettes may also have clinical consequences, 
because smokers of contraband cigarettes are less likely 
than smokers of legitimate brands to attempt to quit or to 
achieve smoking cessation.” 
 
Conclusion

The concerns expressed here are not just the 
concerns of convenience stores, but also of experts. For 
instance, a report to the Canadian Minister of Public 
Safety by the RCMP Task Force on Illicit Tobacco 
Products said in 2009:

“Persons involved in contraband tobacco, including 
the end users, are undermining global and domestic 
health objectives, contributing to the proliferation 
of organized crime, inviting criminals into their 
communities, undermining the local legitimate 
economy and evading taxes that support Canada’s 
social programs.”2

Based on the experience in Canada, I respectfully 
submit that the FDA should be mindful of the 
unintended consequences of tobacco control measures 
in the very complicated environment that has 
developed in North America. 

Canada’s problem of illegal tobacco is directly 
tied to the United States. Illegal cigarettes are being 
manufactured within the borders of the United States. 
For the first time ever, in late 2010, we saw the telltale 
plastic bags begin to appear containing menthol 
cigarettes; the very first time ever. 

Today the flow of these illegal cigarettes moves north 
into Canada because of market conditions. The failures 
to examine how certain anti-smoking measures enable 
the uncontrolled growth of the illegal tobacco markets 
are lessons for other jurisdictions. 

A ban of menthols would be analogous to the 
time when the Canadian government more than 
doubled taxes on cigarettes in hopes of curbing 
smoking. Seemingly overnight, Canada was saddled 
with a problem of staggering proportions.  Should 
the U.S. government move to ban menthol cigarettes, 
it should not be surprised to see the illegal tobacco 
manufacturing capacity that already exists exploit this 
new opportunity. The end result could be similar to 
Canada, where these products have actually become 
more accessible. 

Dear U.S. Food and Drug Administration,

I am writing to offer the perspective of the Ontario Convenience Stores Association, which 
represents about 8,000 convenience stores in Canada’s largest province, regarding the Food 
and Drug Administration’s assessment of menthol cigarettes in the United States. 

In my role, I work closely with the National Association of Convenience Stores (NACS) in the 
United States to provide insight on the Canadian experience with tobacco control and the 
growth of the illegal tobacco markets in our country. 

Illegal tobacco markets harm our communities, undermine public health objectives, and 
hurt thousands of small family-run businesses. I think this information will be important as 
the Food and Drug Administration moves forward to consider restricting or banning menthol 
cigarettes in the United States.

September 19, 2013

Re: Docket No. FDA-2013-N-0521; Menthol in Cigarettes, 
Tobacco Products; Request for Comments

1 Callaghan R, Veldhuizen S et al.  Use of contraband cigarettes among adolescent daily smokers in Canada.  Canadian Medical Association Journal.  September 15, 2009. Vol. 181 no. 6-7.
2 Report to the Canadian Minister of Public Safety by the Task Force on Illicit Tobacco Products, pg. 1. http://www.publicsafety.gc.ca/prg/le/ct-rpt-eng.aspx    
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As complex human beings, we 
make decisions every day, some that 
are predictable and some that are 
completely irrational.  Our decisions 
are influenced by interactions with 
others, our current mental state and 
the environment we are in, among 
many others.   These influences have 
often been described as mapping the 
customer journey.  Using grocery 
shopping as a simple example, 
women enter the store with the 
“food list” to feed their family on 
their minds. The start of this store 
journey is about “providing for 
others”.  But after the end aisle is 
shopped, and the shopping cart takes 
a turn towards the checkout, female 
shoppers start thinking about their 
own needs—selfish indulgences—
and hence premium chocolate and 
other products are located in the final 
journey before checkout.

Many retailers are seeking 
understanding of what is the ideal 
customer experience in their stores.  
From the description above, the 
influences and factors before the 
consumer reaches the store can have 
a dramatic impact on the answer 
to what is the ideal experience.  For 
example, if I just had an angry 
debate on the phone with a customer 
refusing to pay his bill, and I have 
to stop and pick up some groceries, 
how will I respond to the smiling 
face that greets me at the door?  Will 
I care, will I even hear the friendly 
hello, or will the person and their 
best efforts at greeting me be totally 
invisible?  This extreme example is 
common every day, but more to the 
point, think about customers coming 
in to your store in the morning.  
Chances are they are pressured for 
time and want to leave as fast as they 
can.  I cannot think of the number 
of times I have been late for work.   
What experience do you want to 
provide them?  Are there any clues 
to the behaviour of this customer 
that lead you to believe serving them as 
fast as possible is the ideal customer 
experience this customer is looking for?

Companies are under increasing 
pressure to deliver innovative, 
engaging and differentiated customer 
experiences.  Even when everything 
seems to be working well, that 
environment creates complacency 
and the dreaded flatline of customer 
experience.  These flatlines limit 
growth, restrict share of wallet, 
and invite customers to attack.  The 
goal is to think about providing 
differentiated services.  An express 
line in the morning is a good 
example of differentiated services for 
customers in a rush.  

For convenience stores, the 
challenge is made more difficult 
because of lack of research into 
customer attitudes, behaviours and 
what they thought of the experience.  
These research approaches that 
cover neuroscience, psychology and 
social science are important but 
not affordable to most convenience 
retailers.  Big data from loyalty 
cards yield important insights but 
fall short in the areas of attitude 
and experiences.  It is not logical 
to think “we are providing the best 
experiences” when the primary 
reasons our customer is loyal to us 
are the deep discounts earned with 
our fuel programs. 

Too often I have heard in the 
convenience store business that 
the interaction between clerk and 
customer is irrelevant.  In other 
words, the clerk is not the reason the 
customer is choosing to do business 
with the retailer.  That thinking 
follows the line that the clerk has a 
job to do with strict guidelines and 
procedures. I call these clerks order 
takers.  I, for one, if I owned a

 
 
 
 
 
 
 convenience store, would not hire 
order takers.  These frontline 
ambassadors can make a difference, 
improve basket size, take in a larger 
share of the wallet, and do all of it 
without thinking it, but doing it 
because they enjoy their job and the 
employer they work for.

Have you asked yourself, “Has 
the common experience felt in my 
store flatlined?”  It is never too late 
to change.

     Has the 
 customer 
   experience in
           your store

 
 

       flatlined?
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25th Anniversary of the 
Book, The Seven Habits of 
Highly Effective People 

Although The Seven 
Habits of Highly Effective 
People by Dr. Stephen R. 
Covey was first published 
in 1989, it remains a must-
read that provides insight 
and is thought provoking 
for all leaders and managers.  
Dr. Covey states that to 
be effective we need to 
solve both personal and 
professional problems with 
an integrated and principle-
based approach—in essence 
based on the same core 
values.  This book helps 
the reader to develop a 
core set of values that will 
determine his character. Our 
characters are based on our 
habits; therefore in order 
to be successful we need to 
cultivate positive habits.  
Overall, this book provides 
valuable lessons for personal 
change and growth. 

Dr. Covey implies that there are 
three progressive levels individuals 
must go through to become highly 
effective.

 
1.  Dependence: “DEPENDENT” 

- relying on others to take care 
of us

2.  Independence:  “ME focused”- 
making our own decisions and 
taking care of ourselves

3.  Interdependence “US focused” 
- cooperating with others to 
achieve something that cannot 
be achieved independently

Covey’s first three habits focus 
on self mastery; victory enables 
us to move from dependence to 
independence.  The first three 
habits are:

HABIT 1
 Be proactive – make a 
commitment and go
HABIT 2 
 Begin with the end in mind – 
identify what we want to achieve 
and focus
HABIT 3 
 Put first things first – what is the 
absolute first thing that needs to 
be done? Do it!

 The next three habits (4, 5, 6) deal 
with moving from independence 
to interdependence:
HABIT 4
 Think win/win – There is enough 
around for everyone to commit 
and collect
HABIT 5
 Seek first to understand, then 
to be understood – Listen first; 
respond later
HABIT 6
 Synergize – Two heads are better 
than one; share strengths and 
success

The final habit is based on 
renewal and continual improvement, 
building personal production 
capability.  To be effective, there is a 
balance between production and the 
capacity to produce. 

HABIT 7
 Sharpen the saw

Let's look at this more closely.

 

HABIT 1 
Be proactive

Change starts from within; improve 
life by changing the things we can 
influence, focus on what we can 
control rather than reacting to things 
we cannot control. Being proactive 
means assuming responsibility 
for the self, making things happen 
and not placing blame for negative 
circumstances.  A test of being self-
aware of proactivity is to look at where 
we spend our time and energy. 

We can be proactive, and not let 
our situation determine how we will 
feel or react. Choosing to be proactive 
versus reactive places us in the position 
of control; we can control how we 
choose to act toward situations.  
Proactive people are problem solvers 
rather than waiting for problems to 
be solved for them.  Proactive people 
focus on their area of influence and 
work to make changes in the things 
they have control of. 
 
HABIT 2  
Begin with the end in mind

By being focused and starting 
with the end in mind, we focus 
on doing what is important to 
accomplish our overall goals and 
objectives.  By beginning with 
the end in mind, we are not busy 
spinning our wheels, but rather 
working on accomplishing our 
overall mission.  Identify who you 
are and what you value.  
 
HABIT 3  
Put first things first

Time should be spent on proper 
balance between production and 
building production capacity.  Things 
that are urgent require immediate 
attention, while important things 
contribute to our mission, values and 
goals.   These important things should 
be principle-centred, conscience-
directed, and mission-focused, 
including values and long-term goals. 
 
HABIT 4  
Think win/win

Win/win is based on mutual 
learning, influence and benefit.  In 
order for win/win to work, all systems 
in the organization have to be based 
on win/win objectives. We must strive 
for mutually beneficial solutions in 
our relationships and interactions. 
By valuing and respecting each 
individual’s thoughts, there is a win for 
all parties.

 
HABIT 5   
Seek first to understand, then to be 
understood   

Here Dr. Covey outlines the 
importance of effective listening, 
which entails putting oneself in 
the shoes of the other person by 
listening empathically.  Listening 
empathically involves rephrasing the 
content and reflecting with feeling 
what the other person is trying to 
communicate. 
 
HABIT 6  
Synergize

It is important to leverage 
differences to create synergy—that 
is the whole is greater than the sum 
of the parts.  Through mutual trust, 
respect and understanding, conflict 
can be solved.  People often see the 
world not as it is but as they are, 
from their own perspective, but by 
incorporating another’s perspective, 
a richer resolution can be reached. 
  
HABIT 7  
Sharpen the saw

Take time to build personal 
renewal and strengthen production 
capacity through physical (eating 
right, exercising and including rest 
and relaxation), mental (educating 
and keeping the mind sharp), 
social/emotional (interactions) 
and spiritual (commitment to the 
value system) dimensions, while 
maintaining a balance among these 
elements.

"WE aRE WHaT WE 
REPEaTEDly DO. 
EXCEllENCE, THEN, 
IS NOT aN aCT bUT 
a HabIT.”
                        – Aristotle    
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Sound bites 
that are powerful 
but misleading

On October 9, the Ontario government made some important announcements 
with respect to the “Kids Healthy Panel Report”.  Among many messages at the 
press release, the most important are those that have “stickiness”, those that 
communicate a powerful message that grabs attention, stirs thought and is put in  
the memory versus discarded.

It is said that we are bombarded with thousands of messages a day—many of  
which do not resonate with us, are easily forgotten and most times not even seen.

If you have children, the discussion of childhood 
obesity will grab your attention.  Let’s face it, when I 
was a kid, my mother had to scream and holler to get 
me inside.  Whether I was playing hide and seek, street 
hockey, basketball or just riding my bike, it seemed 
that the whole neighbourhood of kids was active.

Fast forward to amazing video in games, laptops 
and mobile computers (your phone!), and there is no 
doubt that children are less active today than they were 
even 10 years ago.  Add budgetary cut-backs to school 

sporting activities and gym classes, and we are, in small part, influencing our 
children to be physically less active in their day-to-day lives.

Aren’t we?  Are we part of the problem or is this a societal issue much bigger 
than parenting.

As an industry, are we going to attack parenting—PARENTS? If you said yes, 
go hide in a closet, because we will be sure to have a message not only heard, but 
angrily responded to with a cry to government to fix our attitudes!

What is the sticky sound bite we want people to think about and remember?

"More than 
80% of food ads are 
high in fat and low 

in nutrition"

Serving 10 million Canadians daily has been the common message we have 
communicated so far.  Is there a better one, one that gets to the point of what 
we do, and do well, every day of the year?  Can you imagine a larger calling with 
the message “we have a heck of a responsibility for selling sodium and sugar 
impulse products”?

Can we all agree that opposition to the products sold at convenience stores 
are in the midst of creating their own sound bites? There are rumors such as 

“the chocolate power rack” that replaces “the tobacco 
power wall”.

Try your skills at crafting the new sound bite.  
We are so passionate about this task that we will 
publish them in the next issue. Never say you don’t 
have enough time to do it, because it is this attitude 

that will result in rules and regulations (legislation) that may be against your 
best commercial interests.  Worst of all, these regulations may have the best 
intentions, but terrible unintended consequences.

Start with a phrase, and over the next few weeks refine it to arrive at your best 
sound bite. Then let us know!

"Serving 10 million 
Canadians daily"

gh
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Tesco has embarked on a refresh 
program in the UK designed to warm 
up the look and feel of its stores. More 
than 300 stores are now complete, 
including a concept convenience store 
in central London.

The concept—Tesco Metro—is 
a 12,000 square foot store between 
London Bridge and Tower Bridge 
on the south side of the River 
Thames. It’s a bustling area, filled 
with city workers during the day 
and a significant local residential 
population. 

Opened in November 2011, 
the store on Tooley Street was 
revamped in March this year with 

new investments, including a Harris 
+ Hoole coffee shop—an artisan 
coffee chain in which Tesco has taken 
a stake. It’s the first Tesco store to 
feature a “plug in” for the coffee brand, 
which is located inside the entrance 
lobby. Run by the coffee entrepreneurs, 
it’s primarily coffee-to-go plus pastries 
with a small seating area.

Writing in his blog, Tesco CEO 
Philip Clarke said that he had 

been impressed by the energy and 
enthusiasm of the Harris + Hoole 
team. “We thought customers would 
love the coffee and the warm, friendly 
atmosphere of their shops.” Putting 
Harris + Hoole into Tesco stores “will 
be another reason for customers to 
shop with us,” he said. 

The coffee brand’s inclusion 
responds to research by The NPD 
Group, which shows UK coffee shop 
sales have increased by 5% since 2009 
and breakfast visits by 9% on average 
every year between 2009 and 2012. 
 
TESTING SOME NEW IDEAS

Harris + Hoole is just a taste of 
what’s to come with Tesco’s new 
approach. Store manager, Mark 
Pooley, believes the quality of the 
refresh makes the Tooley store stand 
out. Historically, Tesco would have 
attempted to squash a superstore into 
a smaller space, he says. “We are trying 

new things and responding to the 
customers’ needs, especially within 
convenience. We’ve really made this 
store fit for the customers we have.”

Escalators lead down into the heart 
of the Tesco Metro store, which has 
been reorganized to introduce the 
new concepts.

Tesco has shrunk the space devoted 
to checkout by introducing slimmer, 
self-service units, better suited to 
smaller basket size. It’s also the first 
store to offer scan and pack for larger-
size carts as well. There are 22 self-
serve units and six checkouts for carts, 
which are manned at peak times. 

A team of up to six staff are on 
hand to manage lines and help 
shoppers and, according to Pooley, 
there is always a manned checkout for 
people who want it.

The customer service desk has been 
relocated from a corner of the store 
(and combined with tobacco and 

lottery) to behind the self-checkout 
units. This has created space for 
a bakery, which includes the new 
Euphorium Bakery brand— another 
business in which Tesco has decided 
to invest. 

”We will back businesses in which 
we see an opportunity for their 
brands to grow with ours,” said Clarke 
on his blog. “Euphorium is another 
example: an established brand and 
business, with a compelling offer... 
offering amazing breads, pastries and 
sandwiches.”

Pooley reports that Euphorium 
Bakery has been given a bit of 
freedom with its in-store display, 
which includes bowler hat lighting, 
wheat sheaf graphics and rustic 
wooden merchandising units for 
the bakery lines. “It adds a bit of 
difference to the shop,” he said. 

Tesco’s own bakery offering is 
alongside, accompanied by 

GLOBAL TRENDS London

        A 
  Refreshing
     Change

" WE WIll baCk 
bUSINESSES IN 
WHICH WE SEE aN 
OPPORTUNITy FOR 
THEIR bRaNDS TO 
gROW WITH OURS."

Tesco is updating its UK stores to 
improve the experience for customers.

By Fiona Briggs

The Tesco Metro concept is designed to be more welcoming (left); the retailer also partners with the Harris + Hoole artisan coffee chain and 
Euphorium Bakery (right).

Shoppers adjust to the new self-checkout during a busy lunch rush (above); the Euphorium Bakery features 
bowler hat lighting and unique graphics (right).

Smart staffing
Close to 100 staff work at the 
Tooley Street Tesco Metro 
store and all are on flexible 
contracts, meaning their hours 
can be easily increased to suit 
demand. “We know lunchtime 
will be busy so we schedule 
to have the right number of 
people; numbers are back up 
again in the evening. It’s not 
like a superstore or Extra with 
quiet or busy days. We have 
three distinct peaks: morning, 
lunchtime and evening,” Said 
store manager Mark Pooley.
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 Grocery aisles have benefited from 
the refit. Promotional ends have been 
removed and each aisle is an extra 
1.3 metres longer than before thanks 
to the addition of an extra module. 
“It’s better for lunchtime shoppers 
and residential shoppers because we 
have more range [in our products],” 
said Pooley. “Nothing has been 
compromised other than the checkout 
space.”

New world food products 
have been included—American 
and Mediterranean for example. 
Caribbean and Asian were removed 
but have been added back due 
to customer demand. According 
to Pooley, this shows a change of 
philosophy at Tesco. “I can phone 
someone up and relay the customer 
comments that the ranges need to be 
put back in and they are put back in. 
That would not have happened before 
but now [Tesco] is listening more to 
stores and giving us the freedom to 
respond to customers.”

 

SuCCESS IN OTHER 
CATEGORIES

The non-food offer has been 
expanded with a larger entertainment 
corner that offers iPad and Kindle 
covers, phone cases and accessories, 
although Pooley believes there is more 
work to be done to make the the store 
a more obvious destination for these 
lines.

Tesco’s Nutri Centre brand offers 
up nutritional products. Pooley 
reports that the store sells more in this 
category than a lot of Tesco’s larger 
Extra stores, particularly in sports 
nutrition. “There are a lot of gyms 
around here and not a lot of places 
sell these products at the price we sell 
them,” he said.

Tooley Street is also the first Metro 
store to offer makeup; customers 
often cite it as a reason to visit the 
store. The health and beauty category 
in the store has also doubled in size , 
which lets shoppers complete a weekly 
shop across all departments.

Despite the loss of the promotional 
ends, the store has not missed the 

 
 
offers, which are still found on 
other shelves.  The overall customer 
feedback has been positive while sales 
have showed “it’s worked and it’s the 
right thing to do,” Pooley said.

Overall, residential customers 
have been an unexpected success, 
challenging the assumption that a city 
centre store is all about lunchtime 
trade, workers and office staff. And, 
while there are numerous food-to-go 
options in the area, there’s no direct 
competition close by—but enough for 
shoppers to go elsewhere if Tesco did 
not do a good job.

Looking down at the self-checkout 
grid from the store lobby, Pooley 
observes a line beginning to build. 
One line for the smaller self-checkout 
units snakes the store in one direction 
and a smaller line for the carts heads 
off in another direction.

“You have to be very conscious 
of the queue at lunchtime and limit 
its impact on the offer,” he says. 
“Every day it’s a different queue,” he 
smiles. But it moves quickly and no 
one seems to mind—very refreshing 
indeed. 
 
 
Fiona Briggs is a retail business 
journalist. She can be reached at 
fionalbriggs@gmail.com.

“Your Bakery by Tesco” messaging. 
Bread is now baked off site, however, 
and delivered to the store three 
times a day. “It frees up space and 
operationally it’s much simpler 
without impacting on the quality, so 
it’s a win-win,” said Pooley. 
 
FOODSERvICE FIRSTS

Tooley Street is the first Metro store 
to feature a salad bar. It’s now been 
rolled out to other Tesco Metro stores 
in London and superstores. “It blew 
everyone’s expectations away with 
how much money it [made],” revealed 
Pooley. The bar features a breakfast 
pick and mix offer, which switches to 
sushi at lunchtime.

Freshly made sandwiches are 
another first for the store. Boxes of 
six uncooked baguettes and separate 
fillings arrive at the store to be baked 
off and prepared.

The new lines take the previous 
lunchtime offer of a sandwich, drink 
and bag of chips to a new level. 
“Shoppers know they can come and 
have a different, reasonably priced 
lunch every day of the week,” said 
Pooley.

There’s a hot food offer as well, 
featuring oatmeal and bacon rolls 
in the morning and soup and pizza 
halves at lunchtime.

Fresh produce, at the foot of the 
escalators, features two new low-level 

 
 
 
fixtures for better sight lines. Loose 
fruits and vegetables are placed 
up front to add a fresh feel while 
chalkboard-style signage conveys a 
market-style approach. 
 
SPACE IMPROvEMENTS

From day one, the Tooley Street 
Tesco Metro store opened with 
doors on all dairy coolers. As well 
as providing energy savings, the 
coolers make for happier customers, 
reports Pooley. “It does not feel 
cold—[shoppers] can walk around 
comfortably,” he said. 

The extra space in-store has been 
used to introduce chilled alcohol—
white wine, rosé and champagne are 
all chilled whereas previously were 
not. Pooley claims the move appeals 
to customers who may be going to 
sit in a park or may be going home 
for dinner and not have time to cool 
their wine.

New features such as the artisan 
coffee found at Harris + Hoole 
(above) or the popular salad bar 
(right) have attracted a crowd of 
new loyalists.

“Your Bakery by Tesco” is displayed
alongside the Euphorium offer 
(above); customers actively use the 
self-checkout (below).

Nontraditional uniforms
All Tesco Metro staff in the Tooley store wear a shirt and 
tie and everyone in the self-serve area has a blazer rather 
than the more traditional t-shirts and cargo pants. The more 
upscale attire suits the store’s slick city location and subtly 
instills professionalism and pride into the team. 
    Tesco is now investing in nicer uniforms across other 
stores. Interestingly, the move toward “fancier” attire was 
inspired by the hotel next door. “I took managers to the 
Hilton [next door] for team building and everybody there 
dressed exceptionally smartly,” he said. An idea was born.

GLOBAL TRENDS London
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Five to 10 years ago, private-label products had a small 
presence in convenience stores. But with the onset of 
declining tobacco profits and increased competition from 
other retail channels, many convenience stores are seeking 
higher margin opportunties. Private label, along with 
expanded foodservice, is often the answer. 

In dollars, private label represented just 1.6% of 
total c-store sales in 2012 — compared to 19.1% in 
supermarkets, according to IRI. While private-label 
initiatives may never rival those in grocery stores, some 
c-stores offer far more than the industry 
average — a presence that continues to grow.

  Private
Matters

With limited SKUs and floor space, c-stores must 
be selective about private label offerings.

By Debby Garbato

50 cstorelife.com 51winter 2013
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savings that shoppers are “willing to try it,” said Steve 
Monaco, director of category management. Price 
increases in recent years — along with declining 
promotions — have also buoyed acceptance of the 
store brand. 

Tedeschi’s 126 private-label SKUs span 10 
categories under several proprietary brands: TD’s 
Deli, Tedeschi Fresh Foods and Tedeschi Select. 
Products include sparkling and enhanced waters, 
chips, bagged candy and a line of gluten-free snacks. 
Like Kum & Go, Tedeshi has been involved with 
private label for some time, having entered the 
segment in early 2002.  
 
TRENDS AND BRANDING

Over time, convenience stores have become more 
sophisticated about private label. Prior to launching 
a line, Kum & Go’s Billman conducts “a lot of 
analytics and background work." She added, "While 
everybody has different goals, it’s more strategic 
than it was 30 years ago. There’s more emphasis 
on quality and more investment in packaging and 
promotions.”

 Billman also watches trends closely. “You must 
evaluate what’s working, not working and how much 
market share you can attain. You may need to change 
formulations, flavor profiles, package sizes or prices. 
Being on target requires constant monitoring.”

Tedeschi evaluates programs every three months. 
In candy, for example, Monaco makes sure the latest 
shapes and sizes of gummy worms are on store 
shelves. The retailer also introduced larger private-
label candy packages with adult appeal. “We look to 
see if there’s trends we should capitalize on and if 
we should delete or add SKUs to keep the category 
relevant,” he said.  

Building the private brand’s strength and 
recognition is also important, particularly if it is not 
driven by price alone. Maverik ties products into its 
umbrella theme of “Adventure’s First Stop”: tube 
candies are called Tracker Snacks, gummy bears are 
Gummy Grizzlies, peach rings are Peach Tubes (a 
nod to white water rafting). “Everything is branded 
through the adventure lens,” said Harker.º

Branding is particularly important for products 
that are not immediately consumed or are shareable. 
Candy tubs can sit on an office file cabinet for a 
week; bottled soft drinks may be taken to sporting 
events. “It’s residual brand value,” said Harker.

For the future, most convenience stores said they 
will continue growing private label in select areas. 
Maverik is looking at a craft beer label, a category 
where local, esoteric products drive sales. 

Ethnic foods could also present growth 
opportunties, added Durham. “The big guys aren’t 
doing it because the numbers aren’t big enough. But 
if you’re in heavily ethnic communities, it may sell 
well in 20 stores.”

While low volume categories like toothpaste will 
probably never be huge, the c-store private brand 
world is far less crowded than in supermarkets. 
“Large c-stores are quickly catching up where there 
are opportunities,” said David Bishop, managing 
partner at Balvor LLC. “They’ve moved beyond 
bottled water and are understanding economics 
and shopping dynamics. But c-stores are still 
underveloped in private label relative to grocery.”

While programs are more pinpointed, there is 
also no clear model for c-stores. 

“It’s becoming clearer what assortments stand 
for,” said Booz & Co.’s Blichok. “It’s driven by the 
infrastructure you put in place. It starts with a 
consumer-centered strategy and what categories you 
can make a difference in. But c-stores are still in the 
early stages of experimentation.”

Debby Garbato, the former chief editor of several 
publications, is an independent business journalist and 
research analyst who has covered retail for 25 years. 
She can be reached at dgarbatocheers@aol.com.

 
 
 
 
 
 
 
A DIFFERENT APPROACH

The convenience store approach to private label is 
much different than supermarkets. In supermarkets, 
almost every category — from fine wine to canned 
peas — has a private-label alternative. But a 
convenience store’s smaller footprint and limited 
SKUs make it more selective in the private-label 
space.

“In c-stores, a handful of categories comprises 
a disproportionate share of revenues,” said Susan 
Viamari, editor of IRI’s Times and Trends newsletter. 
Convenience stores “took a big hit in cigarettes 
and needed new revenue streams. Private label 
is relatively new and puts more power into their 
hands.”

7-Eleven is among the larger c-store players with 
about 300 SKUs devoted to private label. Introduced 
in 2008, the retailer’s 7-Select line includes 
everything from paper towels and candy to soft 
drinks and packaged baked goods. 7-Eleven also has 
its own beer and wine brands. 

Regional giant Kum & Go LLC, based in West Des 
Moines, Iowa, is another big private-label player. The 
retailer has been selling its own brand of products 
for 15 years — representing more than 5% of its 
total offerings  — much longer than most c-stores. 
Private-label offerings include candy, salty snacks, 
bottled water, soft drinks and motor oil. 

Melissa Billman, director of owned brands at 
Kum & Go, says the c-store chain launches lines 
only in high volume areas of the store where 
shoppers expect to see private label.  “You’re working 
in a three-foot section versus an entire aisle in a 
supermarket. You have to think about where the 
volume is and where consumers are seeking private 
label. It’s very strategic.”  
 

 
 

 

WHERE OPPORTuNITy KNOCKS
In developing private labels, retailers want to meet 

one or more of the following criteria: 
-  The opportunity to offer a lower priced, value-

driven national brand alternative,
-  The chance to fill a market void, 
-  The ability to replace a national brand that has 

little awareness and/or 
- To differentiate from other retailers.
One product with little or no brand awareness 

that most c-stores have targeted is bagged and 
tubbed candy. North Salt Lake, Utah-based Maverik 
replaced its national brand with private label — 
although it continues to use the same product and 
supplier, said Ernie Harker, executive director of 
marketing for the western convenience store chain. 
“Basically, people bought the product, not the brand. 
Now, we promote it more and do more volume, so 
they give us a better price.”

Maverik offers a total of 50 private brands — up 
from a handful five years ago. Maverik’s private-label 
products look like their national counterparts and 
are backed by aggressive branding and marketing. 
And they must be profitable. “If we can make 50 
cents more on something that’s already premium 
price, we save the customer 50 cents and make 50 
cents,” said Harker. “But it must be better or equal to 
the leading brand.”

Sometimes, a lack of brand awareness is regional. 
This prompted CST Brands (spun off from Valero 
earlier this year) to introduce its own version of 
kettle natural-style chips. While popular in the 
Northeast, the national Kettle brand is not as big in 
the Southwest.

“The national brand doesn’t carry huge market 
share,” said Hal Adams, senior vice president and 
chief merchandising officer. “Our product has a 
different taste than Lay’s, giving us a place to insert 
ourselves.” CST’s jalapeño kettle chip has been 
particularly successful. The snacks also come in 
mesquite barbecue and salt and vinegar flavors.

In the 10 years it has offered private label, CST has 
done well with other salty snacks as well as beef jerky 
and beverages. With pork rinds, it replaced a little-
known national brand.

As for market voids, some national brands have 
stopped offering small bags of snacks salty snacks, 
prompting CST to launch a 99-cent line. And several 
years ago, it introduced private-label water with a 
sport top, which was unavailable at the time. 

“It’s about finding a little niche,” said Adams. “We 

started with water, which was easy, then migrated 
into other high velocity items where the consumer 
isn’t particuarly brand loyal or there’s a market 
gap. We must also be able to add value, which can 
be the price, size, package or flavor. If we can offer 
one of those four things, we enter the category. If 
consumers can only get the product at our store, it 
gives them another reason to stop.” 
 
BEvERAGE SuCCESS

Categories in which there are only one or two 
signficant national brands can also be lucrative 
for retailers. In bottled coffee beverages, Maverik’s 
Bodacious Bean private-label brand is $1 cheaper 
than the national brand offered by Starbucks. 
Marketed with the same label as Maverik’s hot coffee 
program, it encourages experimentation. “There’s 
no number two national brand,” said Harker. “We 
make more off this than [we would with] Starbucks.” 
Launched in 2012, the Bodacious Bean Chillate line 
is available in three flavors.

Some retailers dived into private label with 
energy drinks. While there are myriad players, the 
market is very fragmented beyond Red Bull and 
Monster. The energy drink market is “oversaturated,” 
said Christopher A. Durham, president of retail 
consulting group My Private Brand “There’s always 
a third or fourth brand. If you can’t name it or don’t 
care, there’s private label opportunities.”

Speedway, based in Springfield, Ohio, dedicates 
half of a cooler door to its private-label energy 
drinks under its Quake brand. Kum & Go also 
features energy drinks, as well as energy shots and 
isotonics under its Nuclear brand. Billman added 
that Kum & Go’s private-label snacks and bottled 
beverages are marketed under its Hiland and 
Premium labels. Premium products include a high-
end artisan water line in biodegradable packaging, 
enhanced sparkling waters and premium chocolates. 

Surprisingly, the heavily branded CSD category 
is also experiencing private-label success. But if 
the price is right, consumers will take the risk, said 
Thom Blichok, chief retail strategist and senior 
executive adviser for Booz & Co.’s retail practice. 
For this to happen, the private brand must be at 
least 30% cheaper than the national one. “If you go 
beyond this, people buy it.” 

Rockland, Massachusetts-based Tedeschi Food 
Shop’s biggest private-label successes are in cold 
dispensed beverages and bottled water. Offering CSD at 
half the price of a national brand generates such 

(Source: Mintel)

44% 
of U.S. shoppers believe 
private label products 

are of better quality today 
than five years ago

39% 
would recommend 

private label products

33% 
they don't feel like 

they're giving anything 
up – flavor or prestige – 
by using store brands

“  If customers can 
only get the product 
at our store, it gives 
them another reason 
to stop in.”

At Rutger’s University in New Jersey, Hot 
Dog Day is an annual spring tradition. Driving 
the excitement are several varieties of hot dogs 
and tables of unique toppings. While attention 
is generated by live dogs dressed as colorful 
condiments, there is no mention of a specific 
product supplier.

This lack of branding spells opportunity for 
convenience stores. While any retailer can sell a 
hot dog with mustard, those that add a name and 
take condiments beyond the basics can make 
foodservice stand out, just like at Rutgers. 

“It’s an added value and gives a distinctive 
taste beyond ketchup and mustard,” said 
Kristen Gutshall, business development manager 
at Acrobasso, which supplies a full range of 
private-label condiments to 6,000 supermarket 
and 1,500 c-store locations. “We’re not trying 
to compete with the Heinz’s of the world. [W]e 
offer something a bit different to build a name. 
Choices are endless.” 

Acrobasso’s eight regularly available private-
label sauces include spicey chipotle, buffalo 
sauce, honey mustard and Rustup (a blend 
of ketchup, mustard and relish). Hundreds of 
other flavors can be created, including fast food 
chain knock offs, custom recipes and ethnically 
inspired condiments.

Lindsay Rosenthal, senior marketing director/
business development at Acrobasso, said 
condiments allow consumers to customize and 
personalize, similar to the trend in coffee and 
fountain drinks. While retailers do not make 
a direct profit on Acrobasso’s condiments, 
Rosenthal has seen some customers’ foodservice 
sales increase 10% in six months. 

Often, specialty sauces persuade consumers 
to trade up to higher priced foods. “Retailers 
make back their investment.” she added. 

Acrobasso began focusing on c-stores in 
2012. While specialty condiments work well in 
large chains, they can also help small retailers 
stand out. “They’re a relatively inexpensive 
investment for a mom and pop, who may not be 
able to offer four kinds of turkey or crank out 
8,000 sandwiches,” said Gutshall.

 Convenience Stores

 Remaining Channels

 Drugstores

 Supermarkets 18.4%
15.1%

14.1%
2.3%

52-week
period ending
8/7/10

18.8%
15.2%

14.9%
2.5%

52-week
period ending
8/6/11

19.1%
15.6%

15.2%
2.4%

52-week
period ending
8/4/12

Private Label Dollar Share of Sales

Condiments 
Can Compliment

Source: Mintel
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  Question 1: 
  Are your staff over-qualified and thus 

frustrated with their current job?  

 Question 2: 
  Do you have a “you do” versus “join in and 

help” attitude?

 Question 3:
  Are your staff routinely humiliated with 

ugly polyester clothing?

 Question 4:
  Are your staff asked to do something that 

you would never do yourself?

 Question 5:
  Are your staff paid competitively to similar 

industry jobs?

 Question 6:
  Does your staff have a say in who is joining 

your retail team?

 Question 7:
  Does any of your staff get away with not 

being responsible?

 Question 8:
  Does any of your staff get away with not 

being accountable with consequences?

 Question 9:
  When your staff is asked where they work, 

would they answer truthfully?

 Question 10:
  When you ask for additional help, does 

your staff routinely say yes?

 
 
 
 
SCORE

These are important questions 
to ask yourself, as a manager in 
charge of motivating staff to be 
brand ambassadors of your business.  
The frontline can easily influence 
customer loyalty or destroy it.  We 
all have stories of bad customer 
experiences.  Several research 
studies have confirmed that we are 
more likely to tell someone about 
bad experiences than we are about 
positive encounters.  

I still vividly remember stopping at 
a major gas chain station and paying 
a premium for full service.  I watched 
in my side view mirror as the gasoline 
attendant smoked his cigarette as he 
refueled my car.  I must have told 
hundreds of people that story, and 
yes, I pass that station all the time, 
never visiting it again.  The sad irony 
is I am sure that attendant has long 
left his job at that store.  

One of the most booming areas 
in retail is "brand engagement": 
getting employees to “think, live and 
eat the brand”. Is this different from 
providing outstanding customer 
service?  Customers expect smiling, 
friendly, quick and efficient service 
(great customer service), but what 
else do customers expect? 

In the convenience offer, they 
expect that you do not sell age-
restricted products to minors.  So, 
if you are living the brand (which 
instills community responsibility), 
your first and foremost thought in 
serving younger customers is to ask 
for ID.

Having knowledge about your 
store’s offers and the key messages is 
something a customer might not be 
used to, but in most situations would 
be gladly received.  The dialogue: “I 
am not sure if you know, but we have 
a special on these, if you buy two, you 
save…”

Added to it, “It is a new product 
with the hottest selling flavour. I have 
tried it, and it tastes great,” would 
make brands pleased with this word-
of-mouth (WOM) advertising.  WOM 
is said to be 10 times more effective 
than traditional advertising media.

Having knowledge of what your 
company seeks to differentiate itself 
from the competition would be a 
definite asset to living the brand.  
Discussing the message, “We are 
working to bring more healthier 
alternatives into our store for our 
neighbourhood customers and 
their children,” is a far cry from the 
message, “Anything else?”  

Doing the basics really, really 
well can make the difference. These 
things are easy to say, and seem 
obvious... but they are much harder 
to put into practice.  When you take 
your eye off this focus, and become 
somewhat lethargic to the key 
messages and experiences you are 
seeking to be communicated in your  
store, then staff develop the attitude 
of indifference.  Question 11 is left 
for the end of this article because 
it pinpoints the problem’s possible 
source:

Question 11: 
When staff first join your
store, do they have more 
energy and positive 
dialogues with your 
customers?  

If you answered yes to this 
question, then the problem may be 
your managing expectations.  It is 
never too late to change; the goal 
should be creating a reasonable 
framework to inspect what you 
expect.  Too often we “fall off the 
wagon” when we want to try to 
change a habit. Remember “progress 
and not perfection”.  It is never too 
late.

Checklist for 
managing well

1 – no way

2 

3 

4 

5 – Absolutely
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Tom Moher, Vice President of 
Operations Central Canada for 
Mac’s Convenience Stores, spoke 
on September 9 at the Toronto 
Region Board of Trade as part of 
that organization’s Distinguished 
Speakers Series.  

CStore Life was there.

Tom is responsible for 547 
         convenience stores and 4,000 
        employees in the central region. 
              There are a total of 5,800 
          stores in Canada with annual 
               sales of $3.7 billion.      

Customer feedback is extremely 
important to the company, and 
Tom meets with thousands of loyal 
customers every year. What he is 
hearing consistently is that Mac’s 
customers want to be able to buy 
beer at their local c-stores.  They 
also want the convenience of that 
availability for wine and spirits.   

Very few convenience stores in 
Ontario are allowed to sell beer, 
wine and spirits.  These stores have 
essentially a mini LCBO inside them 
and are called agency stores.

Most of these agency stores 
are located in rural areas.  Of the 
approximately 9,000 c-stores in 
Ontario, there are 274 agency stores, 
or just 3%.

The government introduced 
the current Liquor Control Act in 
1927 and little has changed since.  
This makes things difficult for 
today’s consumers, who want more 
convenient access to beer, wine and 
spirits.  Tom provides an example 
of how customers at the company’s 
Thamesford store were pleased about 
being able to buy alcohol at Mac’s on 
the statutory holiday when all LCBO 
stores across Ontario were closed.

 
 

According to the OCSA survey, 
67% of Ontarians want to be able 
to purchase alcohol at their local 
convenience store.  In addition, 
hundreds of thousands of Ontarians 
signed the OCSA “Free our Beer” 
petition.  The petition is available 
online at FREEOURBEER.CA.

Mac’s has a track record of being 
a responsible retailer of alcohol 
throughout Canada, the United 
States and the world.

Tom states reputation is 
everything to Mac’s when it comes 
to providing age-restricted products 
such as alcohol, cigarettes and 
lottery tickets.

Mac’s has implemented some of 
the strictest protocols in Canada’s 
retail industry for training in selling 
age-restricted products.  In an 
independent study of LCBOs, Beer 
Stores and convenience stores, it 
was found that one in four minors 
purchased age-restricted products 
at an LCBO.  Mac’s in 2012 had a 
success rate of 94%.  

Recently Mac’s announced it will 
provide 1,600 new full-time jobs 
if beer, wine and spirits are sold 
at its stores.  This number will be 
significantly higher if all c-stores 
are included, not to mention the 
increase in tax revenues for the 
government.

Tom points out that 600 LCBO 
retail stores are expensive to build, 
maintain and staff.   The Ontario 
government is expected to spend 
$200 million to build 200 more.  

Tom wonders whether this money 
could be better spent.

Mac’s is committed to building 
stores such as those found in 
Thamesford and Craigleth.  Within 
two years of being granted the right 
to sell alcohol, Mac’s has committed 
to spend $54 million on 27 new 
ultramodern convenience stores in 
Ontario.  This plan does not include 
the millions that will be spent 
modifying existing stores.

Tom is very passionate about 
choice and convenience for his 
customers, so passionate that Mac’s 
conducted a rather unusual in-store 
campaign recently in which coolers 
were decorated with beer images 
to signify beer availability.  The 
question being asked of customers is 
“What if you could buy beer here?”

Tom sums up his thoughts:

Mac’s will be ready to invest if the 
government decides to modernize 
alcohol retailing.  Customers will 
benefit from choice, convenience 
and competition.  Employment will 
be created as well as tax revenue 
generation and capital cost savings.  

Tom passionately contends, “This 
is a good deal by any measure.”
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A distinguished speaker on a hot topic:
Beer, wine and spirits in Ontario c-stores
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CuSTOMERS ARE 
CHANGING.

In a generation with so much 
information available online, 
customers enter the store fully 
informed and with a destination 
purchase in mind.  In addition, 
they shop based on convenience 
due to busy schedules and price, 
founded on a more frugal approach 
to spending.  These factors are 
resulting in less time than ever spent 
in the store, reduced levels of loyalty 
and a minimal amount of money 
spent per trip.

Based on this changing 
environment, it is critical for 
retailers to do all they can to 
provide stimulants in store in order 
to gain new customers and drive 
more frequent visits, increased time 
in store and greater levels of wallet 
spend.

What are the key challenges 
facing retailers in this new climate?

-  Competition for customers is 
fiercer than ever, both within 
and outside their channel

-  Often customers will make 
a gas-only purchase without 
entering the store environment

-  Online shopping (and delivery) 
provides customers with 
information and convenience

-  Focused destination shopping 
results in minimum basket sizes

-  The customer in-store shopping 
duration is reducing, down to 
sub-five-minute trips

-  Promotional purchases have 
become more common, and 
impulse purchase is reducing

Larger format stores have been 
battling with similar challenges 
for quite some time.  This has 
resulted in them deploying 
expensive advertisement campaigns 
and loyalty programs to entice 
customers to their stores.  Once 
inside the store, they have used 
category and product location, such 
as placing essential everyday items, 
for instance milk and bread, as far 
from the entrance as possible. 
 

 
 
 
 
 
This strategy attempts to 
manipulate the customer’s traffic 
flow through the store, which leads 
to impulse purchase opportunities 
and greater spend.  Marketing 
departments invest hundreds of 
thousands of dollars analysing 
customer traffic paths to determine 
hot and cold areas of the store, 
then build strategies to influence 
customer movement.  All of this is 
designed to drive customer “dwell” 
time, on the premise that the longer 
customers remain in the store, the 
more they will spend.

In general, these strategies 
have achieved success for big 
box retailers, so how can the 
convenience channel compete 
without the power of a major brand 
and huge marketing budgets? 
 
ONE SOLuTION IS DIGITAL 
DISPLAyS.

First of all, digital signage can be 
used to influence customers who 
pass by to shop at the store.  These 
electronic advertisement boards 
can be regularly updated with 
key messages such as promotions, 
price of key items and product 
availability.  All of this is designed 
to entice a greater number of 
customers to the store, especially 
first-time shoppers.

Secondly, digital displays can be 
utilised at the pump for retailers 
with a gas component to their 
store.  This can be key to enticing 
customers into the store when they 
were originally going to make a gas 
purchase only.  Typically, the average 
customer spends around three and 
a half minutes at the pump. In this 
period of time, the captive audience 
can be provided with information 
on such things as

-  associated services – reduced 
price car wash with the purchase 
of fuel

-  in-store promotions – price 
reductions or buy one get one 
free

-  product association – purchase 
a certain item and save money 
on fuel 

-  loyalty program – extra points 
when purchasing fuel and 
products

 
 
 
 
 

 
All are designed to increase the 
percentage of gas-only purchasers to 
in-store shoppers.

Finally, once in the store, 
digital displays become even more 
important.  They can achieve a 
number of objectives from brand 
building, education and enhanced 
customer experience to directly 
influencing shopper behaviour.
Often displays can be funded by 
a major C.P.G. partner to drive 
specific product information 
(supporting a new product launch, 
for example) or to advertise, 
promote and reinforce a brand.  
Alternatively the retail chain can 
deploy its own devices, which can 
then be used to help customers find 
specific products or increase their 
basket shop with complementary 
purchases based on price or 
promotion. 
 
WHAT ARE THE BENEFITS 
OF DEPLOyING DIGITAL 
DISPLAyS?

-  Customers being reminded 
of products that may be more 
difficult to find in store

-   Rapid updates and increased 
frequency rates to deploy 
tailored marketing campaigns 

-  The driving of customer 
education in relation to new 
product information or 
nutritional advice

-  The ability to communicate 
retail (and brand) strategies 
such as loyalty programs and 
promotions

-  Provision of staff education in 
relation to in-store initiatives on 
a regular basis

Digital signage can become a 
key element of a retailer’s arsenal 
if used correctly.  It is by far the 
most effective advertising solution 
available and provides the ability to 
keep information up to date without 
the traditional cost of printing.

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
BuT DOES IT WORK?

Analytics play a key role in 
understanding whether digital 
displays actually work.  With 
point of sale and inventory data, 
retailers can understand return on 
investment (ROI) and increased 
basket size, based on when the 
digital signage programs are run.  
Insight delivered on a regular 
basis can provide retailers with the 
ability to understand performance 
variables and make adjustments, 
where relevant, to optimise ROI.  
In addition, by centralising this 
information and providing insight 
to all parties—the corporate entity, 
the stores and the vendors—
learnings can be made to optimise 
results.

Convenience retailers should look 
into embracing new technology in 
the form of digital displays, where 
possible, to drive more regular 
customer trips.  And once that 
customer is in the store, additional 
displays influence greater basket 
spend through impulse purchases. 

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

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

www.toolboxsolutions.com
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WHY TEA?

Tea is a beverage worth drinking!  
One of the most commonly 
consumed beverages in the world, 
tea is considered a superfood for 
the many health benefits associated 
with its consumption.  Some of these 
include heart disease protection, 
weight loss, immune system boosting 
and anti-cancer effects.

There are four main types of tea: 
black, green, white and oolong.  
All are from the same plant. 
The difference between teas is 
the way the leaves are processed.  
Black and oolong teas are 
partially dried, crushed and 
fermented, while green 
teas are briefly steamed. 
White tea is the least 
processed.  
 
 
 

 
 
 
 
 
This unfermented tea is made from 
young leaves or buds that are steamed 
immediately after harvest. All teas 
from the Camellia plant are rich in 
antioxidants called polyphenols.  
Polyphenols prevent oxidative damage 
to the body, cells and tissues.  These 
antioxidants protect against the 
harmful effects of damage within the 
body, and as a result help to inhibit 
chronic disorders such as heart disease 
and cancer. 

  Polyphenols are natural plant 
              compounds found in tea that 
                              possess health 
                                  properties 20 times 
                                        more effective 
                                    than other 
                           antioxidants such as 
                                vitamins C and E. 
                                    These antioxidant 
                                             properties 
                                       help to positively 
                                      modify our body's 
                                    reaction to allergens, 
                                          viruses and     

 
 
 
 
 
 
cancer causing agents. Green tea 
polyphenols help to lower blood 
sugar levels, prevent diabetes and 
boost metabolism.

Green tea contains the most 
polyphenols - about 30% to 40%. 
Black tea contains only 3% to 10%.

Herbal teas are technically not 
teas, as they are not derived from 
the Camellia plant, but some herbal 
drinks also have health promoting 
properties.

Beyond helping to prevent 
oxidative damage in the body, tea 
helps to ease nerves, improve heart 
health and ward off dementia and 
diabetes.  So in order to increase 
your daily antioxidant intake, 
while staying hydrated and healthy, 
why not drink tea, and offer it as a 
choice to your customers?

Tea is one of the fastest growing 
drinks, especially considering 
there are more health conscious 
people these days, and the aging 
population is seeking natural 
healthier alternatives.  It is no 
wonder that one of the largest 
tea retailers was just bought by 
Starbucks.  
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