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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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published to enhance business 
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Canadian convenience store 
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Email: bernie@cstorelife.com

On Our Mind

Imagine seeing your employees wearing “I love my job” pins on their shirts.  
Bigger ask: Imagine them wearing the pins on their shirts without being asked!  
How many of your employees would do so?  How many would say they forgot it 
at home?

September signifies the start of a new year for students.  It’s also a new year for 
parents and for expectations.  What about c-stores?  What new expectations are 
there for us?  In this issue, we focus on staff engagement; we can begin anew by 
placing more focus on how to engage our staff.  

As c-stores continue to upgrade locations and products, it has become even 
more evident that there is an increasingly influential role c-store employees are 
playing in growth and performance. It is important that the customer is greeted 
with a smile, served both positively and efficiently.  An employee who is well-
trained, motivated and engaged will produce more of everything including 
profitable sales.

In this issue, we describe helpful hints on the benefits of creating an 
environment where staff is engaged: they love their jobs! 

What does this mean for owners and managers?  Keeping staff engaged will 
result in more productivity, improved employee retention, and more smiles with 
your customer interactions.   Increased employee retention reduces high recruiting 
and training costs and keeps a familiar face, smile and knowledge in front of your 
customers. 

As a business owner, your greatest asset is your people.  You are responsible 
for providing a positive environment in which to grow, and they (your staff) are 
responsible for coming to work with the right mindset, energy and passion for 
their role.

It’s a win-win proposition. It is never too late to take a new approach. You 
might just find yourself needing to stock up on a few “I love my job!” pins!

Best selling…
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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

 

CCSA President Alex Scholten 
finds hope in a non-decision by the 
Competition Tribunal this summer. 

Canada’s Competition Tribunal 
spent the better part of a year 
deliberating on a decision that 
could have dramatically impacted the 
fees retailers pay for credit card 
        transactions. The Tribunal was 
                specifically reviewing the 
                       practices conducted by 
                         Visa and MasterCard in 
                                 Canada that retailers  
                                           believe result 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 in Canadian merchants paying some 
of the highest swipe fees in the world. 
These practices are outlined in the 

iron-clad 
contracts 
each retailer 
(from small 
independents 
to national 
chains) must 
sign before 
they are 
permitted to 
accept credit 
cards in their 
businesses. 
They include 
rules restricting 

retailers from surcharging customers 
if they use a credit card to make a 
purchase (the “no surcharging rule”) 
and rules requiring retailers to accept 
all cards the credit card companies 
provide (the “accept all cards” rule). 

Unfortunately, the Tribunal ruled 
that because of the limitations of the 
wording of the Competition Act in 
Canada (basically a technicality), it 
did not have the power to rule on 
this matter. In a recent release, the 
CCSA outlined its dashed hopes:                                         
“Convenience store retailers in Canada 
had entertained great hopes that the 
Tribunal would give merchants the 
power to limit Visa and MasterCard 
from continuing practices that allowed 
them to charge some of the highest 
credit card rates in the world.”

However, all is not lost. Optimism 
            comes in the Tribunal’s analysis 
                of the case and the wording 
                       found in its summary 
                            decision. Even though 
                                the Tribunal ruled 
                                   that it did not have 
                                            the power to 
                                             decide on the 
                                               matter, it 
                                     recognized the 
                        adverse impact Visa and 
                  MasterCard’s practices have 
   on credit card fees and competition. 

It suggested that the matter requires 
additional attention and that 
government be asked to review 
such practices in an effort to seek a 
regulatory solution. All of this gives Mr. 
Scholten hope. 

“The CCSA (and many other 
merchant associations in Canada) 
has long been asking the federal 
government to work with merchants 
to develop a regulatory framework 
that would address the unfair practices 
of Canada’s credit card companies as 
governments in other countries have 
done. Having a Competition Tribunal 
decision that basically states the same 
thing will generate more pressure on 
the federal government to act in this 
area,” says Mr. Scholten. Shortly after 
the Tribunal released its decision, the 
Finance Minister stated by press release 
the following: 

“As job creators and drivers of 
economic growth, Canada’s small 
business owners and entrepreneurs—
along with consumers—deserve clear 
information and fair and transparent 
rules on the type of payment system they 
use. That is why we developed the Code 
of Conduct for the Credit and Debit Card 
Industry in Canada. Since its inception 
three years ago, the Code has given 
Canada’s small business owners and 
entrepreneurs a better understanding of 
the costs and benefits of credit and debit 
cards they accept.

I will be carefully reviewing the 
Competition Tribunal’s decision and also 
monitoring any potential appeal. 

Recognizing the importance of this 
issue to all involved, I have also asked 
that a special meeting be convened of 
the government’s FinPay Committee—a 
consultative committee on payments 
issues that includes representatives from 
the credit card industry, small business, 
retailers, consumers, and many more—to 
discuss this matter and next steps.”

As a retail trade association, the 
CCSA had applauded the federal 
government’s efforts to oversee the 
activities of the electronic payments 
industry and was generally supportive 
of a Code of Conduct for the 
Credit and Debit Card Industry the 
government had introduced several 
years ago. The Code has protected 
and supported Interact in Canada and 
this has allowed for a low cost and 
convenient payment option for retailers 
to promote. However, the CCSA also 
believes the Code has done little to 
address the issue of excessive credit card 
fees charged to Canadian merchants 
since it was implemented. 

“With the analysis and ruling made 
by the Competition Tribunal, we are 
hopeful that the FinPay Committee 
and the federal government will look 
at the monopolistic practices of the 
credit card companies in Canada and 
the excessive swipe rates charged to 
merchants and decide, as the EU has, as 
the Australians have, that introducing 
regulation to cap credit card rates 
is the way to go. Senator Ringuette 
introduced a Bill in the Senate on that 
exact point late last year, which we 
supported,” states Mr. Scholten. The 
Senator’s bill was tabled on April 16, 
second reading was May 8 and it is still 
in second reading and before Senate 
Banking, Trade and Commerce.

“We are going to continue to push 
for meetings with the Finance Minister 
and the FinPay Committee,” says Mr. 
Scholten. “We are teaming up with other 
trade associations. This is part of our 
ongoing dialogue with government. We 
are very hopeful that a positive decision 
and relief for retailers will come.”

 
 
 
 
 
 
 

 

 
 
 
 

“Last year,” Mr. Scholten reminds 
us, “the CCSA conducted studies on 
federal and provincial regulations that 
directly impact the c-store industry. 
The purpose of this exercise was to 
clearly show federal and provincial 
governments that we are a very heavily 
regulated industry. In that study, we 
listed 513 federal and provincial laws 
that we found that specifically impact 
the operations of c-stores in Canada. 
We’ve spread the word in all provinces 
and with the federal government.” That 
effort has proven to be very useful, 
as over the past year the CCSA and 
its regional affiliates have been asked 
to participate on several federal and 
provincial red tape reduction/smart 
regulation panels and studies. 

Because lawmaking powers in 
Canada do not only exist at the federal 
and provincial levels, this year the 
CCSA expanded its review to include 
laws at the municipal level. In this case, 
it looked at five major cities in Canada: 
Vancouver, Calgary, Toronto, Montreal 
and Halifax. The results were staggering 
as the extent of regulation became 
even clearer. “We went from 513 pieces 
of federal and provincial legislation 
identified last year to 868 this year. We’ll 
have a full report on these findings that 
will be released with the State of the 
Industry this year at the NCIS summit 
October 22 to 24,” says Mr. Scholten.

By being able to fully identify the 
extent of regulation of the industry 
in Canada, the CCSA is better able to 
inform government that something 
must be done—which is exactly what the 
association did in its 2014 pre-budget 
submission to the Finance Minister. 

Over-regulation is one of the three 
areas covered in the CCSA’s submission. 
As the submission outlines, “Those 868 
federal, provincial and municipal laws 
and regulations make our industry 
one of the most heavily regulated in 
the country. Complying with various 
regulations at the national level is not 
only costly but time consuming, which 
leads to lower rates of productivity 
and economic growth. We recommend 
the government follow through on the 
‘one-for-one’ rule announced by the 
Red Tape Reduction Report, ensuring 
an equally onerous law be removed for 
every new law introduced.”

Also identified in the submission is 
the problem of skyrocketing credit card 
fees. “Canada’s merchants pay some of 
the highest credit card fees in the world 
as a direct impact of anti-competitive 
practices of the credit card companies. 
While convenience stores net over $39 
billion in national sales, this can lead 
to approximately $825 million in credit 
card fees. These fees are passed along to 
retailers, and Canadian consumers. We 
recommend that the FinPay Committee 
reassess the current situation following 
the recent Tribunal ruling and work 
with merchants to develop a regulatory 
solution that would cap the interchange 
fees (as is done in other countries).” 

The issue of contraband tobacco 
comprises the third area of concern 
noted in CCSA’s 2014 pre-budget 
submission. “Contraband tobacco sales 
result in millions of dollars in lost tax 
revenue annually. Canadians remain 
generally unaware of the dangers posed 
by contraband tobacco to public safety, 
through organized crime, youth access 
and other factors. We recommend 
that the federal government follow 
through on the previously announced 
addition of 50 RCMP officers dedicated 
to a contraband tobacco taskforce, 
as well as work with the convenience 
store industry to deliver a contraband 
tobacco awareness campaign aimed at 
public education on contraband.”

In order to keep members up to 
date on the activities of the CCSA, the 
association has created a new website 
and it looks great. Clear and clean, user-
friendly and informative, it has been up 
and running since August. Visit www.
conveniencestores.ca or www.theccsa.ca.

Tribunal 
announces 

non-decision

New 
Website

Pre-
budget 
asks
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WHAT'S
NEW
WITH THE

OCSA

CCSA

Free our beer!

D a v e  B r y a n s  ~  C H I E F  E X E C U T I V E  O F F I C E R Coast to Coast

The OCSA hosted a field trip this 
summer, taking the Assistant Deputy 
Minister of Health Promotion, Chief  
                 Policy Advisor Minister of  
                          Health to five different 
                               c-store sites in Toronto 
                                     to educate them on 
                                        the options being 
                                            offered by  
                                          convenience 
                                               stores at this 
                                          time for healthier 
                                              lifestyles: 
                                           sandwiches,  
                                         bottled water, low 
                                       sodium products, 
                                    fruit and vegetables, 
                                        hot food. “The 
                                   government has 
                                          somehow been 
                                                   misled that 
                                                       we are the  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

purveyors of powerwalls of chocolate, 
of sugary beverages; that is in fact 
wrong because we offer so many healthy 
options in the store,” explains OCSA 
President Dave Bryans. “But more 
importantly,” he adds, “convenience 
stores have footage, anywhere from 
300 square feet to 4,000 square feet, so 
how can you legislate sightlines and 
locations?” One of the recommendations 
to the Kids’ Healthy Panel is to make 
clear its use of the word Point of Sale 
(POS). “Anything can be POS,” Mr. 
Bryans reminds us, “a shelf talker, sticker 
at the counter. And that can be open to 
interpretation by whoever is going to 
be charged with enforcing it.” Anything 
in-store can be called a promotion, and 
thus education is key. “We are working 
with the government to let them know 
we can be the answer to promoting a 
healthier lifestyle in every community in 
this province.” 

How well did they receive the 
information?

“They understood that standing 
in a board room creates are a lot of 
misconceptions—about sightlines, 
about products, location, traffic flow, 
and theft. As an example, if chocolate 
bars are displayed further from the 
counter, obviously they will walk out 
of the store. That’s why chocolate bars 
are located close to the counter: due to 
their size and ease of access, not because 
someone paid us to put them there.” 

Further, the OCSA was the only 
organization that went directly to the 
field with health promotion. We see 
great value in this strategy. “Before 
somebody decides to take a hammer to 
small business, they have to understand 
what the business model looks like.” A 
field trip can point out, for instance, that 
many stores have only a single cash, not 
multiple cashes to separate customers 
from sightlines. “Sometimes your pop 
cooler can be next to your cash if you 
have 300 square feet.” It is a matter of 
having officials see for themselves what 
goes on in a real store environment. Mr. 
Bryans is clear: “Let’s work together with 

the government instead of working in a 
boardroom and show the government 
and bureaucrats that we are willing to be 
their partner.”

The government is very concerned, 
and so is Mr. Bryans, about the newly-
termed desert communities and how 
to promote healthy products in those 
settings. A desert community can be 
anything from a depressed rural or 
urban area to a new subdivision where 
hectares of housing are served by one 
plaza with a convenience store. The 
people within walking distance have 
access only to what is in that store, 
“so how,” asks Mr. Bryans, “do we take 
the desert store and make it more of a 
healthy lifestyle store?” That’s an OCSA 
as well as a government objective. Often 
the distances are huge: “Throughout 
rural Ontario, the convenience store 
is sometimes the last-standing bastion 
in many communities.” Mr. Bryans is 
looking for effective ways to work with 
the government to promote healthier 
lifestyles and healthier products 
everywhere, but especially in desert 
communities: “My suggestion is let’s 
start with an education campaign. 
Rather than putting brochures in the 
doctor’s office, how about healthier 
lifestyle promotions in stores that are 
located in the community reminding 
people that there are options? No 
legislation has been tabled at this time 
as to what it could look like and we are 
still exploring and getting an idea of 
how small businesses can be part of the 
solution.”

The Kids’ 
Healthy Panel Food

Deserts

Tobacco 
taxes

Freeourbeer.ca

Contraband makes up 30 to 35% 
of tobacco sales in the province of 
Ontario. The OSCA has worked with 
the Minister of Finance and other 
government officials to discourage 
tobacco tax increases until such time as 
a way can be found to halt the growth 
of contraband in Ontario. Its partners 
have been Imperial Tobacco of Canada 
and Rothmans Benson and Hedges. 
“They should be congratulated,” says 
Mr. Bryans, “for working with us 
to ensure we’re educating not only 
the government but the media and 
everybody that this would not be the 
best time to increase tobacco taxes.” 

Why not now?
“Until we can stem the flow of 

illegal tobacco to communities 
and control what’s going on with 
contraband, increasing the taxes hurts 
small business in every community 
and fuels illegal activities.”

The OCSA ran a successful 
campaign. “We were the only province 
in Canada that has not incurred a 
tobacco tax increase in 2013. We 
did see provinces go anywhere from 
averages of $4 to $8 a carton in 
tobacco taxes.”

Many thanks to the retailers with 
the in-store iPad campaign (see CStore 
Life, Volume 5: Issue 3), the OCSA’s 
local communication campaign, and 
a letter-writing campaign. “Credit to 
the activities of the association and 
the retailers, we have been the only 
province to ensure no tobacco tax 
increase at this time, but we will have 

to keep our eye on the issue.” The 
update on retailer engagement is 3,363 
letters sent through the iPad campaign 
to the Minister of Finance and the 
Premier of Ontario, copied to each 
local MPP. 

In the run-up to the recent five 
Ontario by-elections, the OCSA visited 
retailers, 15 in every community 
because of the short timeframe, and 
requested that they send letters to the 
candidates in the three major parties 
asking them to support the fixing of 
contraband. In the four-week period, 
225 letters were sent by retailers to the 
local candidates. The OCSA has now 
issued letters of congratulation to the 
successful MPPs reminding them of 
their commitment and that all of them 
were elected in communities where 
the councils have already agreed to 
send letters of resolution asking the 
government to correct contraband. 

The OCSA will be conducting a convenience store lobby day at Queen’s Park in Toronto on October 30. It will 
be meeting with MPPs from all three parties to discuss the issues around convenience stores, and the Board of 
Directors and many retailers will be included. As well the association will throw a reception for all of the MPPs 
and staff at Queen’s Park highlighting the healthy lifestyle options being sold in its stores. “This is the first ever 
convenience store lobby day being conducted at Queen’s Park in a coordinated fashion,” says Mr. Bryans.

In Free Our Beer news, Part 1 of 
the economic study (University of 
Waterloo) has been released and, says 
Mr. Bryans, “removes the fear that 
the government will lose money by 
expanding alcohol. The government 
will make more tax dollars by 
expanding access to alcohol when 
comparing it to other markets in this 
country.” 

Part 2 is a press release that 
“shows beer stores are making record 
profits on the backs of consumers.” 
It is time, Mr. Bryans tells us, 
“for the government to reap the 
benefits instead of the three foreign 

multinational beer companies who 
own the Beer Stores in Ontario with 
their granted monopoly on beer.” The 
Free Our Beer petitions are pouring 
in and are being catalogued by 
municipality. “Hundreds of thousands 
of voters have stood in line at retail 
locations to sign the petitions asking 
local politicians to open up access 
to beer and wine in the province 
of Ontario. They will be tabled by 
September or October 2014.” 

The OCSA wishes retailers to know 
that it is not just the association; it 
is the obligation of every retailer to 
get involved. “We want to thank and 

congratulate the 3,000 retailers who 
took time to have their petitions 
signed by their customers and sent 
them back to us. We encourage those 
that haven’t to think about how they 
can engage their customers so we 
can change retailing in the c-store 
channel.” Retailers can go to the new 
website, ontariocstores.ca, and find 
and download the petition. 
They may also phone 
the office at 
905-845-9152 
and request 
a petition.
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NEW
WITH THE

QCSA

CCSA

 
 
 
 
 
minors. These include having 
employees sign an up-to-date 
form that indicates failure to ask 
for age verification is grounds 
for dismissal, training employees 
regularly regarding age verification, 
maintaining clear records of 
WE-ID certification, posting 
signs and encouraging managers 
to remind employees of their age 
verification responsibilities, and 
ensuring constant vigilance for 
minors and for inspectors who may 
try to purchase products without 
providing ID.

There are strategies, too, that 
protect the store owner after being 
charged with selling to a minor. 
They mostly involve proving due 
diligence by documenting all 
communications to employees 
regarding age verification practices 
and training, photographing the 
in-store displays that remind 
employees to check for ID, keeping 
surveillance video footage to 
help owners monitor checkout 
procedures, and ensuring managers 
are called to testify about the 
training given to employees 
surrounding the sale of age-
restricted products. It is up to the 
store owner to both undertake due 
diligence and to be able to prove it 
was undertaken. It takes some time, 
but is of great benefit to stores, 
owners, employees, and ultimately 
the community. 

 
 
 
 
 
 
 
 
 

ONE STORE’S 
ExPERIENCE

CStore Life spoke with Pascal 
Laporte of Reseau GLP & Cie, 
manager of 12 
stores with Petro-
Canada in three 
Quebec regions, 
about his recent 
experience at one 
of the company’s 
Montreal locations.

We began by 
asking what help 
he received from 
the QCSA. 

“They were 
there! We received 
the notice and we did not know 
what to do with it. I called Michel 
Gadbois at the QCSA office and 
asked him what to do. He helped me 
to build the defence. The association 
was there for me.”

The case unfolded in this way: On 
August 3, 2012, Mr. Laporte’s store 
was visited by the Health Ministry 
and told that an employee had sold 
tobacco to a minor on June 29. That 
was the first the store had heard of 
it.

Thus arose the first problem. 
The store, like most, keeps its 
security tapes for a month. A few 
days earlier and there would have 
been a tape to check.  The QCSA 
notes that this timing appears to be 
standard practice and is something 
about which many of its stores have 
complained.

Paperwork from the ministry 
followed. 

And it was paperwork that saved 
the day. 

Mr. Laporte, with Mr. Gadbois’s 
help, put together an impressive 
file of the policies and procedures 
the store follows. Every six months, 
for instance, all employees sign the 
recommended forms for the sale of 
restricted products. The employees 
are provided tools that help them 

remember to check: popups on 
cash register screens, posters, 
signs, training. “We proved in our 
defence that we give all the tools to 

our employees 
to ensure that 
they know and 
remember they 
have to ask for 
ID,” Mr. Laporte 
told us.

All that was 
documented by 
photographs and 
forms, and backed 
by witnesses.

The case went 
to court on 

July 4, 2013. Mr. Laporte, along 
with the employee who had been 
charged, the manager of the site, 
the company controller and Mr. 
Gadbois of the QCSA, were in 
attendance. The defence file was 
so complete that the case was 
thrown out. It was deemed by the 
prosecution not worth pursuing 
before a judge, and the charges were 
dropped by the Health Ministry. 

“Most convenience store owners 
just say okay I’m guilty and pay 
the penalty,” says Mr. Laporte. 
Reseau GLP & Cie did not, and “it 
was worth a lot.” The penalty for 
this first offence (after 23 years in 
business…) would have been losing 
the permit to sell tobacco in the 
store for one month. It is a large 
site, and a month of lost business 
would have meant a loss of $80,000 
in sales of cigarettes alone, not to 
mention the peripheral sales, and 
a change in the habits of regular 
buyers. The store’s reputation 
would have suffered. Also, the first 
offence permit loss is one month. 
Subsequent offences bring stiffer 
and even costlier penalties. 
 
 
 
 

 

On a side note, the employee in 
question is a very good employee, 
“one of the best,” according to 
Mr. Laporte, and although she 
received a one-week suspension 
as a matter of course, she was 
not fired. The time of day of the 
incident shows it was during a high-
traffic period. Although she was a 
long-time employee with a great 
deal of experience and training, 
and the tools to do the job, the 
odds were stacked against her: the 
rush situation, an older-looking 
young person (often the case). This 
experience shows that it can happen 
to anyone, and it is crucial to always 
be prepared. Follow the rules. 

That is Mr. Laporte’s advice.

 
 
 
 
 
 
 
 
 
 
 
 

WE-ID is the Quebec age 
verification program launched by 
the QCSA, the Quebec counterpart 
to We Expect ID in Ontario and 
elsewhere. It offers retailers a 
complete set of information about 
what the law indicates a retailer 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 (and/or its employees) should do 
when an underage-looking person 
attempts to buy a restricted product. 
It also can protect you, the store 
owner, in the complicated world of 
ensuring certain products are not 
sold to minors. 

Designed for all retailers 
selling age-restricted products 
including lottery tickets, alcohol, 
cigarettes and fireworks, it is an 
online training course followed 
by a detailed test of the trainee’s 
understanding and knowledge 
of the procedures and practices. 
It grants the retailer certification 
that he has provided training to 
his employees, thus proving due 
diligence on the part of the store if 
ever the employee sells a restricted 
product to a minor. 

Upon subscription, retailers 
receive a welcome kit consisting of 
posters, buttons and stickers. The 
big bright red posters publicize that 
the store will request ID of its  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

customers. Registering early ensures 
your store gets a kit. 

This is a program on a national 
scale, and proves beyond a doubt 
that Quebec convenience stores are 
socially responsible. Having all the 
stores on board is key. As the QCSA 
puts it: “We rely on the commitment 
of all our stores to make this a 
success!”

Visit the national website at 
http://www.we-expect-id.com. 

This year, a new element was 
added to the WE-ID program; a 
code of conduct for retailers to 
sign. This certifies the retailers are 
making the effort to request ID 
whenever needed according to the 
law. The document is stored in the 
QCSA database and can be used 
to demonstrate diligence if ever 
an inspector catches an employee 
selling a restricted product to a 
minor. This will also immediately be 
registered to the WE-ID program.

 
DEMONSTRATING DuE 
DIlIGENCE

Sometimes something goes 
wrong. A convenience store owner 
is convicted of selling cigarettes to 
a minor—more often than not to 
a minor paid by government—he 
forgets to ask for ID.  
 
 
 
 
 
 
 
 
 
 

             Precedent judgements in 
              these cases provide a list of 
                  items that could have 
               shown the owner had 
                exercised due diligence 
                   to ensure age-restricted 
                 items are not sold to  

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

We ID
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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

Preferable credit and debit packages 
are another potential benefit the 
association can help with. Not all 
companies tie retailers into a three-
year contract.  Mr. Klukas has been 
exploring the possibility of having such 
companies sponsor those Breakfast and 
Learn sessions to facilitate discussion 
at the grassroots level to determine 
whether a unique plan for the industry 
is feasible in partnership. 

And then there is the Healthy 
C-Store initiative. The WCSA and the 
Ministry of Health in BC agreed in 
2011 to work to improve the number of 
healthier choices in stores. “The thing 
is,” says Mr. Klukas, “the association as 
an organization can’t actually achieve 
that on its own. The retailers have to do 
it for their own reasons. They need to 
sell what people want to buy; otherwise 
they will go out of business.” So he 
asked himself, “How might we promote 
that change within the industry in a 
way that satisfies our commitment to 
the Ministry and benefits both retailers 
and suppliers?” 

While researching reports of programs 
in other jurisdictions, examining 
how US cities are dealing with “food 
deserts”, American Healthy Corner 
Store initiatives, and more, Mr. Klukas 
came across the Public Health Agency of 
Canada’s Innovation Strategy Projects: 

Achieving Healthier Weights in Canada’s 
Communities.  Funded by the federal 
government, it focuses on rural, remote, 
Northern or underserved communities, 
children and youth, especially those of 
low socio-economic status. It works to 
reduce obesity, to address diabetes and 
other such illnesses in communities in 
which people lack access to healthy food 
or information about proper nutrition. 
One such project, he learned, is with 
Bridge Youth and Family Services in 
Kelowna, BC. Mr. Klukas surprised the 
organizers by driving in from Vancouver 
one day to offer assistance. 

“They said they were honoured that 
I made the trip just to speak with them.  
I told them this is a very high priority 
for our industry. We want to get out 
there and help. They were delighted. 
We had a great conversation and have 
since followed up. Over the next three 
years they will be preparing 60 trainers 
to go out and teach parents and 
children about nutrition and shopping 
for healthier food.  Convenience stores 
can be an integral part of that and we 
want to work together to explore a 
whole new branch for their program, 
extending its reach through local 
convenience stores.” 

Mr. Klukas and CCSA President 
Alex Scholten were put on a national 
steering committee that oversees nine 
different projects across Canada, all 
funded under the Innovation Strategy 
Project. 

“We have the potential to develop 
a national framework, establishing 
a network of stores that can actively 
promote and support healthier eating 
as an integral part of doing good 
business. It is very exciting. We are 
considering piloting some concepts in 
coming months.”

And now, not only will families 
benefit, but also participating retailers. 
“They will be making a larger 
contribution to their community and it 
will draw positive attention and sales to 
their business and the industry.” 

If you are interested, you can give 

Mr. Klukas a “running start” by letting 
him know. He would love to talk to 
you! He says, “We are going to make 
this grow. Stay tuned!”

Training has to be engaging if you 
want to affect behaviour. “Training is 
about more than getting information 
into people’s heads; it is about changing 
what they do. It is about creating 
habits.”

How do you do that using online 
technology? “Assume you are offering 
an online driver training course and 
you want people to pay attention 
to specific things.  One option is to 
present them with a list of items to 
watch out for while they are driving, 
and quiz them on it later. But for 
most people, a better way to do it,” 
says Mr. Klukas, “is to create a virtual 
environment that makes them walk 
through the steps of following that list. 
They feel what it is like.”

This is the experiential learning 
the WCSA is hoping to implement. It 
is about more than what is written, 
more than what is said. Workers learn 
from the experience. It has an effect 
on their behaviour. “It impacts them 
emotionally as well as intellectually.” 

The WCSA plans to launch a 
new suite of safety training courses in 
late 2013.

Efforts to create and to expand a 
network of retailers to strengthen the 
association’s GR efforts are ongoing, 
and according to Mr. Klukas, it “has 
to be hands-on, face-to-face.” He 
will be meeting with ministers and 
government employees in Alberta, 
Saskatchewan and Manitoba at every 
opportunity and, while there, will take 
advantage of opportunities to meet 
with retailers to build the grassroots 
network.  

The work in the West is particularly 
challenging because the region is 

uniquely vast and diverse. However, the 
regions all have their issues. Breakfast 
and Learn sessions are going to begin 
in early 2014. Sponsors are being lined 
up, and retailers will be encouraged to 
come out, talk about their issues and 
learn about solutions. 

In Alberta, for instance, water 
reclamation is an emerging issue. 
There is new carwash technology 
out there that recycles wash water. 
“The technology makes that water 
almost drinkable,” explains Mr. 
Klukas, “but it is so new that the 
existing regulatory framework makes 
it very hard for carwash operators 
to get government approvals.” In 
one case it took nine months to get 
an exception to the regulation to 
open a new environmentally friendly 
carwash. “Challenges like this are also 
opportunities to get retailers together 
to discuss issues and strategy before 
going before the government to make 
changes.” 

The WCSA is unique, too, in that 
Mr. Klukas is alone in the office. “I need 
to know what their issues are so I can 
sit down with them, build relationships 
and address their concerns. You 
have to talk to independent retailers 
individually and it takes work, so we 
need to be creative.” 

For example, Mr. Klukas wondered 
why none of the regional associations 
offer a benefits plan for their members. 
“Benefit plans,” Mr. Klukas points out, 
“can help hold memberships together 
when they don’t all share the same 
burning issues at the same time.” Mr. 
Klukas has developed a survey to find 
out what retailers might be looking 
for in regards to a benefits program. It 
will be posted online at www.thewcsa.
com, and once enough data is gathered, 
it will be possible for a broker to tailor 
a WCSA package that will appeal to 
retailers.

 
 

A n d r e w  K l u k a s ~ P R E S I D E N T Coast to Coast

Contraband alert!

Engaged
retailers

Training
 that
works

Following Saskatchewan and 
Manitoba's recent tobacco tax 
increases, WCSA President Andrew 
Klukas called for a Butt Study to get a 
baseline for the rate of contraband in 
the two provinces. The results show 
that at the 60 sites tested, the average 
contraband consumption is almost 
10% in Saskatchewan 
and 14.4% in Manitoba. These figures 
are truly alarming and Mr. Klukas 
is meeting with several government 

ministers and employees to discuss 
the findings and ramp up the 
fight against contraband. 
Media events are 
being planned 
in each province to 
alert government 
and the public to 
the issue.
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Contact Michael 
#B - 100 Ilsley Ave.,
Dartmouth, NS B3B 1L3
Telephone: 902.880.9733
Fax: 905.849.9947
email: 
hammoud@conveniencestores.ca

ACsA Board of Directors
    Mike Hammoud - 

President ACSA, 
Director CCSA

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

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

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

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

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

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

 Sonya Hewitt
 Marie’s Mini Mart – N.L.

 Sid Chedrawe
 JC’s Store – N.S.

 Nathan Woodland
 Couche-Tard – N.S.

WHAT'S
NEW
WITH THE

ACSA

CCSAM 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

 
 
 
 
 
 
 
 

The ACSA’s butt study in 
Nova Scotia, conducted by 
NIRIC, an independent 
Montreal-based research firm, 
resulted in some pretty surprising 
figures, and that had the media knocking 
on ACSA President Mike Hammoud’s 
door this month. The research, which 
involves the collection and analysis of 
cigarette butts, showed a high presence 
of illegal tobacco in many Nova Scotia 
communities. Collection of 3,293 
samples took place in May 2013 in 
26 locations. 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
“The presence of illegal tobacco in 
eight Nova Scotia provincial electoral 
districts tested ranged from an average 
low of 10% to a high of 20.5%,” says 
Mr. Hammoud. “We think that both 
the provincial government and the 
general public would be alarmed by 
these numbers, and that the provincial 
government would be more serious 
about cracking down on the sale of 
illegal tobacco products. It is time for  

the province to enact anti-contraband 
legislation.”

The study showed a 14.3% overall 
average presence of illegal tobacco in the 
province. 

Casino Nova Scotia in Sydney had 
the highest presence of illegal tobacco 
at 30.8%. Lowest was also in Sydney, at 
the Sydney Shopping Centre, where no 
illegal butts were found.

“The sale of illegal tobacco is a 
situation that isn’t improving,” says 
Tony Diab, a convenience store retailer 
at Woodlawn Road Expressway in 
Dartmouth in the official ACSA press 
release. “It’s a crime to sell contraband 
tobacco. The provincial government 
loses tobacco tax revenue and law-
abiding retailers lose business revenue.” 
He adds, “This is an issue that every 
MLA should be concerned about 
because the illegal trade going on is 
                                   affecting their  
                            communities, their 
                  own ridings.” 

                      “Even worse,” says 
                           Mr. Hammoud, “minors 
                                    are accessing cheap 
                                       tobacco sold by 
                                          criminals.” The 
                                         proof that minors 
                                               are highly 
                                       impacted is right 
              in the report. “It’s shocking when 
the presence of illegal tobacco is 20.6% 
at Sackville High School and 23.8% at 
Cole Harbour District High School.” 

The ACSA, as always, strongly 
advocates age verification training and 
having its members sign a responsible 
retailers code of conduct. Visit www.we-
expect-id.com for further information. 
 
NEW BRuNSWICK 
AND PEI BuTT STuDIES  
Results of the New Brunswick and PEI 
studies are expected at the end of August 
and were unavailable at press time. Mr. 
Hammoud piqued our interest, however, 
with word that they will also show some 
surprising results.

 

BEER MARGINS 
AND BOTTlE RETuRN 
HANDlING FEES 

CStore Life, in a follow-up to last 
month’s ACSA report, asked Mr. 
Hammoud, “Did you get a response 
from the Newfoundland and Labrador 
Finance Minister regarding the hoped-
for 10% beer margins and 2.5 cents per 
bottle handling fee?”

No.
At press time, there was still no word. 

 

THE GAS FIlES 
“In New Brunswick,” says Mr. 
Hammoud, “we are still working on the 
gas file.” The ACSA commissioned a 
study in the province on the viability of 
the gas industry. The results are expected 
to support the association’s reasons 
for asking that a minimum margin be 
implemented to create sustainability in 
the gas market in the province. “Right 
now it is the worst system in all of the 
Maritimes,” he adds. Those results in the 
form of a report are expected soon.  
 

INDuSTRY 
CONFERENCE AND 
AWARDS GAlA 
The ACSA is gearing up for the 
November 6 conference at Casino Nova 
Scotia in Halifax. “Things are looking 
really good at this point. We are pretty 
excited. We anticipate that the event 
will sell out again this year. We have a 
lot of positive things lined up,” says Mr. 
Hammoud. Information and tickets 
are available directly at hammoud@
conveniencestores.ca or 902-880-9733.

Nominations have closed for the 
awards, and the association is in the 
process of narrowing down the finalists 
in each category.  
 
 
 
 
 

GOlF TOuRNAMENTS
Both golf tournaments this year 

were successful, Mr. Hammoud tells us, 
and he notes that thanks are due to all 
sponsors and supporters. 

      Butt 
    Study 
 attracts 
  notice

Top photo:
Left to right, Warren Maynard, ACSA chairman; 
Mike Hammoud, ACSA President;  Brian LeBlanc, 
Point Park Petro Canada at 2013 Maritime 
Children's Charity Golf Classic held at Fox Creek 
Golf Club, Dieppe, NB.

Middle photo:
Standing left to right: Brian Morrissey; David Button; 
Warren Maynard, chairman; Glenn Sullivan;  Chris 
Scholten; Nathan Woodland.
Seated left to right: Jason Lutes, treasurer; Tony Diab; 
Ramona Roberts, secretary; Janet McLeod, vice chair; 
Mike Hammoud, president; Corey Roberts;  
Absent: Brent Sweet.

Bottom photo:
Board members at Annual General Meeting.
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Sometimes, though, a younger 
employee is working the shift when 
I arrive. He’s entirely competent, 
but our transactions are boringly 
methodical, much like the experience  
you receive when depositing a token 
in the collection box at a Toronto 
subway station.  It’s not that the 
purpose of my visit was not fulfilled.  
It’s simply that I could conduct a 
similar transaction at any other 
store in the city.  An acceptable 
visit certainly, but an indifferent 
experience and no particular reason 
to come back.

The good folks at CStore Life asked 
me to focus on this subject today, and 
to pay particular attention to your 
frontline staff.  

Rather than rely on my views alone, 
I’ve done some research into the 
subject, so I hope you’ll enjoy 
reading a little about what 
I’ve learned.  

Let’s begin with a 
fundamental truth. 
The paycheque 
and benefits for 
most of our 
frontline jobs are 
far from “robust”. 
It’s pretty hard to 
pontificate over 
the many benefits of 
working your fingers 
to the bone. The 
opportunities for 
advancement in our 
businesses can be 
quite limited for 
frontline staff.

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

In my view, it's futile to try to 
convince people of the stellar career 
opportunities they might have by 
working long-term in our c-stores.  
Even if you were to try, you’re not 
likely to be believed.

But these types of motivating 
factors represent only a fraction of 
what is truly important to people.  We 
all gravitate towards experiences that 
help us to feel good about ourselves.  
Most powerful among these are the 
experiences that contribute to an 
enhanced sense of self-esteem.  The 
first skill for managers, it seems, is to 
recognize and then communicate that 
any job done well can transcend the 
job role itself.  

In other words, every job provides 
an opportunity to learn and polish 
skills—ones that will be useful 
throughout our employee’s life. When 
those needed skills are defined as 
social, interpersonal and work-ethic 
related, we have alignment between 
           what we want and what our 
                    employees need to be 
                          successful. Sure, 
                         stocking the shelves 
                             and accurate cash  
                           handling is what the 
                              job needs, but both 
                                   you and your 
                               employee benefit 
                                  from your focus 
                                on skills that are 
                                  at an entirely 
                               higher order of 
                             importance.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
It’s the reason every job can become 
important.

The second managerial skill 
most often mentioned during my 
research is this notion of “catching 
your employees doing things right”.  
Please don’t interpret that seeing 
them doing something right is a 
confirmation of their understanding 
of your instructions.  Rather, the 
notion of “catching them” is meant to 
communicate a proactive role on your 
part, and “doing things right” is meant 
to provide you with an opportunity 
for praise—a tactic used to reinforce 
the behaviours you value.  Most 
importantly however, the praise you 
offer contributes to your employee’s 
sense of belonging and self-esteem.

When people feel valued and 
appreciated, their natural response 
is to work harder in an attempt to 
experience that same feeling again.  
Soon (with and without your help) 
your employees will learn to recognize 
their own successful customer 
interactions while they are developing 
both skills and self-confidence.

Thirdly, lead by example.  Set the 
tone for your store and your staff by 
demonstrating a positive attitude and 
an extraordinary level of customer 
service. Observing your techniques 
is the simplest method of teaching 
your staff the things that are most 
important to you.

 
 

It’s hard to conclude this article 
without making at least some 
comments on the use of incentives as 
employee motivators.  Much has been 
written on this subject.

It’s my view that in large 
organizations incentive programs can 
play an important role.  But you might 
be surprised at my reasoning.  

I believe that the corporate offices 
in large organizations use incentive 
programs as a method of aligning 
large numbers of employees for 
common objectives.  They do this in 
spite of the local managers’ demands 
on the more tactical and day-to-day 
operational aspects of the business.  
That’s right, I said in spite of the 
local managers’ demands on their 
employees.

In our single store environment, 
where you are the “corporate office”, 
the best opportunity to motivate 
your frontline employees starts with 
communicating to each of them the 
lasting benefits of using this job to 
acquire the life skills that will serve 
them well into the future.  Having 
defined the objective in this manner, it 
should be much easier to remind them 
why they need to continually develop 
their skills in connecting positively 
with each of the customers they serve. 

  

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

FUNK
frankly

R o n  F u n k

For several years now, we’ve 
been discussing the slow erosion of 
“convenience” as a c-store business 
differentiator.  Most of us are acutely 
aware of the inroads being made by 
other channels into categories that 
have historically been the c-channel’s 
exclusive domain.

The aggressive expansion of a 
convenience offer in Shoppers Drug 
Mart is but one example.  When 
I couple that reality with what 
will certainly be the expansion of 
President’s Choice branded products 
post the Loblaw’s acquisition (to 
say nothing of the strength of its 
consolidated buying power), it’s 
clear that a formidable competitor is 
emerging.

I don’t need to remind anyone that 
SDM has already done a better job 
than we have in capturing the 
attention of the female demographic.  
Perhaps more worrying is that an 
aging population will most certainly 
become increasingly dependent on 
pharmaceuticals… and that should 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
ensure continued growth in 
consumer traffic to SDM’s stores 
over time.

During the past few years, 
however, we’ve also discussed our 
unique ability to differentiate on 
the basis of the consumer’s 
in-store experience, particularly 
given the multiple visits each 
week that we currently enjoy.  
In short, we have the potential 
of developing a relationship 
advantage—a chance to connect 
with our consumers—one that 
the bigger box stores will have 
difficulty replicating.

At the c-store I visit most 
often, an older gentleman (who I 
assume is the owner) and I 
almost always engage in a short 
conversation, one that he 
initiates. He smiles when I come 
 
 
 

into the store.  He reaches for the 
tobacco section, looking for any sort 
of indication from me that I’ve got 
purchase intent.  He doesn’t need to 
be told the brand.  He often tells me 
the size of this week’s lottery prize in 
an attempt to upsell.  He makes the 
additional sale about half the 
time. He can tell from my 
reaction that I appreciate his 
recognition of my business. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

He says, “See you next time,” when our 
transaction is concluded and I’m ready 
to leave. I like shopping in his store 
when he’s behind the counter.

   Motivating 
Your Greatest         
       Asset:      Frontline 

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

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

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

We value and want your feedback on articles, industry views, and 
the stories you want covered! Pick a community name and join the 
conversation! Exciting contests, interactive games and much more. www.cstorelife.com
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By the time Howard Schultz 
reassumed the role of CEO at Starbucks 

after an eight-year hiatus in 2008, the 
company’s fortunes had gone south. 

Its stock performance dropped 42% in 
2007 alone, despite a store count that had 

grown from 5,000 to 15,000 during his 
absence. "The damage was slow and quiet, 
incremental, like a single loose thread that 
unravels a sweater inch by inch," Schultz 

recounted in his book, Onward: 
How Starbucks Fought for 

Its Life Without Losing Its Soul. 

Industry leaders are establishing a corporate 
culture that inspires original thought through a 
systematic approach that breeds success.

By Jerry soverinsky
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While Schultz may have 
revolutionized the way U.S. 
consumers think about their morning 
coffee, what he created required far 
more than just market presence. 
And like other visionary CEOs who 
had returned to their company for a 
second tour of duty (i.e., Steve Jobs 
at Apple, Michael Dell at Dell), a 
corporate turnaround was far from 
guaranteed.  According to Jeffrey 
Sonnefeld, a professor at the Yale 
School of Management, success for 
Starbucks required Shultz to realize 
that “what [he] had built isn’t a 
religion.”

By 2011, Schultz had successfully 
righted the ship, with Forbes 
naming the coffeehouse chain one 
of the world’s 100 most innovative 
companies. It was recognition for 
present day achievements, not past 
undertakings. 

"Starbucks had forgotten that 
meaningful innovations balance 
an organization's heritage with 
modern-day relevance and market 
differentiation, so we had to reorient,” 
Schultz said to Forbes. 

From introducing a customer 
loyalty program to reorganizing 
supply chain logistics and launching 
an instant coffee line, Schultz rebuilt 
Starbucks with a contemporary 
focus that reexamined the customer 
experience, a redirection that has 
helped elevate the company’s stock by 
nearly 227% in the past five years.

While Schultz undoubtedly was 
the driving force in Starbucks’ re-
ascendancy, the company continues 
to succeed because of the systematic 
approach he instilled at the company 
to test and implement new and 
innovative ideas.

"If Frappuccino is a hot category 
and you introduce a new flavor, 
and it moves the needle a lot, the 
organization comes to believe, 
‘That was a great thing we did.’ 
And it imprints a feeling of, ‘That 
was innovation,’” Schultz told Fast 
Company, which named Starbucks 
one of the world’s 50 most innovative 
companies for 2012. “But that’s not 
innovation. In fact, it’s laziness,” he 
continued, because a line extension 
requires little in the way of risk taking.

According to Fast Company, 
Starbucks is an innovation leader 
precisely because of the risks it takes 
as it continually endeavors to enhance 
the customer experience. And it’s 
an approach that’s perfectly suited 
for convenience store retailers. As 
competition from other channels 
continues to close in on your space, 
innovation that delivers an enhanced 
customer experience is a key 
differentiator that can distinguish you 
as a top industry performer.

Becoming (more) innovative isn’t 
an impossible task and you don’t need 
to stray from your existing retailing 
fundamentals. And it isn’t predicated 
on your hiring the next Steve Jobs 
or launching a revolutionary fuel 
dispenser, either. It’s a collective 
mindset, one that you can establish 
as a corporate culture and that 
encourages employee innovation and 
creativity. 

But why does it matter? Although 
things may be clicking along well 
for you and your store, during an 
era of heightened competition, the 
truly innovative firms are the ones 
most likely to position themselves for 
sustained, long-term success. 
 
 
 
 

NO, YOu CAN’T?
While most firms aspire to be 

innovative (or to be perceived in such 
a way), the truth is, innovation doesn’t 
come easily, especially for large, 
established firms. Fast Company’s 
list of innovators is dominated 
mostly by small start-ups, notes 
Ron Ashkenas, managing partner of 
Schaffer Consulting, in a Harvard 
Business Review blog posting earlier 
this year. He asked pointedly: “Why 
doesn’t innovation thrive in mature 
organizations?” 

Ashkenas posed the question to 
serial-entrepreneur and author Steve 
Blank, who offered three central 
reasons. First, Blank said, the focus of 
the established firm is to implement 
an existing business model, whereas a 
start-up searches for a match between 
what customers need and what the 
company can offer. “Innovation is not 
just about implementing a creative 
idea, but rather the search for a way 
to turn some aspect of that idea into 
something that customers are willing 
to pay for,” Ashkenas said.

Second, with a low tolerance 
for risk, established firms typically 
operate predictably, completely at 
odds with an innovative approach 
where an increased likelihood of 
failure exists. 

And third, larger firms tend 
to appoint managers who fit the 
corporate mold rather than the free-
spirited entrepreneur. “The people 
who are best suited to search for new 
business models and conduct iterative 
experiments usually are not the same 
managers who succeed at running 
existing business units,” Ashkenas said.

There are other reasons, of course. 
Adam Sheetz, regional store operations 
director for Altoona, Pennsylvania-
based Sheetz, framed his answer in 
terms of nimbleness, not creativity. “If 
you think about a small firm, you can 
move on an idea tomorrow. As you 
get more layers, the speed to market is 
lengthened,” he said.  
 
YES, YOu CAN!

 But there’s hope for your firm, 
no matter its size. After studying the 
world’s most innovative companies for 
five years, Andrew Hargadon, assistant 
professor at Warrington College of 
Business Administration (University of 
Florida) and Robert Sutton, professor at 
Stanford’s Department of Management 
Science and Engineering, distilled those 
companies’ successful approaches to 
innovation into a systematic, four-step 
process: the knowledge-brokering cycle. 

In “Building an Innovation 
Factory,” published by the Harvard 
Business Review in 2000, Hargadon 
and Sutton maintain that innovation 

is a process that “can be replicated 
practically anywhere, because it has 
everything to do with organization 
and attitude and very little to do with 
nurturing solitary genius.”  

Step 1: Idea Catchers
Everything starts with an 

idea. “When brokers (innovative 
companies) come across a promising 
idea, they don’t just file it away. 
They play with it in their minds” the 
authors said. The goal is “to figure out 
how and why it works, to learn what is 
good and bad 
about it, and to 
start spinning 
fantasies 
about new 
ways to 
do it.” 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

Some 
companies take 
such an approach 
internally. In 2010, 
Sheetz launched 
an Innovation Team, 
a group comprised 
of employees from 
various departments 
and function areas. 
“Our executive 
leadership team decided 
that we needed to make sure 
we’re leaders in innovation,” 
Adam Sheetz said. 

The group meets monthly 
to brainstorm around trends, 
ideas and concepts. “As a 
result of that brainstorming, 
we find a lot of potential ideas 
for our stores,” Sheetz said.

 

 
 
Other firms leave the concepting to 
others. For more than a decade, Silicon 
Valley has been staging “hackathons,” 
formal competitions that companies 
commission to stimulate 
innovation, dangling cash 
prizes for individuals or teams 
that come up with the most 
enticing solutions to industry 
challenges. The Home Depot,  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
                                  Budweiser,  
                            Procter & Gamble and  
                                  Kraft have all  
                               participated.

                                 “It’s not terribly 
                           expensive; it’s quite the  
                  opposite,” said NACS 
                    Chairman Dave Carpenter,  
                          president and CEO of  
                                J.D. Carpenter 
                            Companies Inc., who 
                                    made two recent  
                                  visits to Silicon 
                                      Valley to meet  
                                    with technology 
                                    firms and venture 
                                          capitalists   
                                        to scout 
                                     actionable ideas 
                                        for NACS 
                                     members. These 
                                      hackathons will 
                                       “get 250 of the 
                                   smartest people 
                                  together who want 
                               the opportunity to 
                                   hear what the       
                            problem is, and then 
                         they have 24 or 48 hours  
                              to try to solve it.”    

Step 2: Keep Hope Alive
Once you come up with a great 

idea, the next step is to sustain it. “Ideas 
can’t be used if they are forgotten,” 
Hargadon and Sutton said. “Companies 
lose what they learn when people leave. 
Geographic distance, political squabbles, 
internal competition, and bad incentive 
systems may hinder the spread of ideas.”

For Sheetz’s Innovation Team, when 
an idea meets with favour, somebody 
agrees to write it up, recruiting one or 
two team members to develop a white 
paper. “Over the course of meetings 
and months, that paper is developed 
with certain criteria at each stage and is 
eventually either shot down or brought 
before senior management, or revised 
and taken before a working group 
within the department,” Sheetz said.

Becoming (more)
innovative isn’t an 

impossible task 
and you don’t need 
to stray from your 

existing retailing
fundamentals. Innovation is a 

process that can be 
replicated practically 
anywhere because 
it has everything to 
do with organization 
and attitude and 
very little to do with 
nurturing solitary 
genius.
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Step 3: Repurpose Old into New
Old ideas have the power to break 

new ground if companies have 
the foresight to apply them to new 
problems. 

Product design firm IDEO Product 
Development (Palo Alto, California) 
builds its studios so that staff can 
see and hear one another’s design 
problems, a purposeful 
arrangement that 
encourages 
collaboration. 

“We witnessed hundreds of 
unplanned interactions in which 
designers overheard nearby 
conversations, realized that they could 
help, and stopped whatever they were 
doing to make suggestions,” Hargadon 
and Sutton said. 

In one such interaction, two 
engineers were discussing challenges 
with an electric razor design that 
would also vacuum cut hair. Because 
of the openness of the space, a third 
engineer heard the discussion and 
rose from his desk to detail a similar 
vacuum system he had worked on that 
carried away fumes from a hot scalpel 
used for surgical cauterizations. The 
combination of an “old” idea applied 
to a new challenge changed the final 
product dramatically.

Step 4: Testing for Success
Finally, the most promising ideas 

need to be tested and, if successful, 
integrated into operations. While 
Sheetz was mum about which ideas 
his company’s Innovation Team has 
implemented, he said the first big idea 
that was embraced and incorporated 
happened within the first year of the 
team’s founding — but not without 
much trial and error. “Just like with 
                         any team, there are 
                               growing pains and 
                               continual refinement 
                                    of the process,” 
                                         he said.  

 

AN ENTERPRISE FOCuS
This systematic approach cannot 

be undertaken piecemeal, but must 
reflect a conscious corporate effort. 
Typically, that vision starts at the top 
of the corporate ladder, as it did for 
KIND Healthy Snacks.

“When founding KIND, Daniel 
Lubetzky…set to work with what 
he coined the ‘and’ philosophy,” 
said Marc de Grandpre, senior vice 
president of marketing at KIND. 
“Hence, when it comes to our 
snacks, KIND believes that they can 
be tasty and healthy, convenient 
and wholesome as well as socially 
impactful and economically 
sustainable.“

Lubetzky’s out-of-the-box approach 
to problem solving is embraced by team 
members, who are empowered to 
never accept the 
status quo. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
“Each team member at KIND has a 
voice and is given the opportunity 
to express his or her ideas on a daily 
basis,” de Grandpre said. “We strongly 
believe that innovation comes from 
each team member — not one team 
or person.” 
 
WHAT’S AT STAKE

For KIND, Sheetz and other 
companies where innovation is 
valued, the payoffs are unlimited.

“We attribute our growth — almost 
all of it — to innovation,” Sheetz 
said. “Our first store started as more 
or less a deli with a little bit of milk 
and bread. Eventually, [the founder] 
decided to purchase additional  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
parking around the store and add 
parking and that changed the 
business. When we went into self-
serve gasoline, that changed the 
business. When we decided to sell 
coffee, that changed the business. 
And when we went into made-to-
order food, that majorly changed the 
business.”

Carpenter said he is planning a 
third trip to Silicon Valley, an effort 
to ensure NACS members have all the 
tools they need to stay competitive. 
“Our industry is so fragmented and 
diverse, which can be good and bad. 
For a company to really engage on its 
own, it’s very difficult. We feel from a 
             NACS perspective, we should 
                be out there, keeping our 
fingers on the pulse of activity,” he said.

It’s a proactive approach that 
Hargadon and Sutton insist is 
critical for innovation to thrive. 
For while companies may search 
feverishly for the next [insert your 
favored tech stock’s CEO here] t o 
conceive groundbreaking operational 
techniques, the more realistic scenario 
— a nifty payment app, female- or 
family-friendly initiatives (see 
the CCRRC Playbook), enhanced 
customer service, for instance — 
is far more mundane.

 

“The image of the lone genius 
inventing ideas from scratch is 
romantic and engaging, but it’s a 
dangerous fiction,” Hargadon and 
Sutton conclude. “Innovation and 
creativity are far less mysterious . . . 
they are a matter of taking developed 
ideas and applying them in new 
situations.

“If your company has the right 
connections and the right attitude, it 
works.” 

Jerry Soverinsky is a Chicago-
based freelance writer and a 
NACS Daily and NACS Magazine 
contributing writer. Visit his work at 
jerrysoverinsky.com

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

In 2010, Sheetz 
launched an 

Innovation Team, 
a group comprised 
of employees from 

various departments
and function areas.

(Source: General Electric; data collected from a 
survey of 1,000 senior business executives across 
12 countries.) 

What is 
the impact of 
Innovation?

feel innovation can 
drive a more competitive 

economy

feel innovation can create a 
greener economy

feel innovation is the best 
way to create jobs

95%

91%

88%
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질문이 있으세요? 앤지에게 물어보세요!
Have a question? Ask Angie!
angie@cstorelife.com

자발성 있는 직원 교육, 어떻게 해야 할까요?
이번 호에서는 직원 자발성의 테마를 맞아 손발이 척척 맞는 직원들과 활달한 가게 운영을 할수 있는 방법에 대하여 알아보겠습니다. 다음 내용은 기업 인사 관리 및 컨설팅 회사를 운
영하고 있는 마릴린 핀커스의 <프로 팀장의 불량 직원 길들이기>에서 출처했습니다.

긍정적인 전망을 유지하라
'나는 할 수 있다'는 정신을 길러라. 그렇게 하면 당신은 직원들에게 진취적인 사람이 될 것이다. 그것이 무리한 일이라면, 될 때까지 거짓으로라도 그렇게 하라!

공평한 사람이라는 평판을 얻어라
직원들은 공평한 대접을 받기 원하며, 직원들에게 당신이 그렇다는 인상을 확실히 심어주기 위해 필요한 조치를 취해야만 한다.

직원들의 사기를 주시히라
직장에서의 사기는 사소한 일들을 통해 긍정적이거나 부정적인 영향을 받는다. 이 사소한 일들이 당신에게는 별로 중요하지 않아 보일 수도 있지만 부하 직원들에게는 중요한 일이다. 
만족감을 느끼는 직원들이 그렇지 않은 직원들에 비해 일을 더 많이 하고 훨씬 더 좋은 결과를 낸다.

모범을 보여라
직원들이 열심히 일하고 성공을 거두기를 바란다면 당신이 직접 그렇게 행동해서 모범을 보여라. 누구나 본받고 싶어하는 멋진 사람이 되어라.

자신의 행동에 책임을 져라
어떤 일이 잘 안 풀렸는데, 당신의 잘못으로 그렇게 된 것이라면 책임을 지고, 무엇이 잘못되었으며 왜 그렇게 되었는지 말하라.

유머 감각을 잃지 마라
너무 진지해지지 마라. 건설적인 이야기를 하거나 들을 시간도 없을 정도로 바쁘게 지내지 마라. 연구에 의하면 직장에서 직원들이 제 구실을 훌륭히 하게 만드는 데는 웃음과 유머가 
큰 효과가 있다고 한다.

잘한 일은 칭찬해 주어라
누구나 가끔씩은 "잘했어"라는 말을 듣고 싶어한다. 따라서 직원들이 잘한 일은 반드시 인정을 해 주어야 한다. 남들 없는 곳에서 개인적으로도 말해주고, 남들이 들을 수 있는 곳에서
도 말해 주어라.

아이디어를 제공한 사람에게 공로를 돌려라
직원들 중 한 명이 좋은 아이디어를 생각해냈다면 반드시 그 사람에게 합당한 공로를 돌려야 한다. 누구도 그 사람의 공로를 가로채 자기 생각인 양 행동하게 놔두지 마라(팀장들은 때
로 부하직원의 아이디어를 훔쳤다는 혐의를 받을 때가 있다. 그런 일에 관한 아주 조금의 기색도 느껴지지 않도록 세심하게 주의하라).
이와 더불어 훌륭한 팀장이라며 갖추어야 할 자질에 대해서도 설명하고 있다.

이해심
다른 사람을 판단하기 전에 그 사람의 입장이 되어보라는 말도 있다. 직장에서 사람들을 대할 때에도 이 말을 가슴에 새겨라.

정확한 의사소통 기술
자신의 의사소통 기술이 늘 정상적으로 작동하도록 유지하라. 사람들 앞에서 말을 잘하는 법을 가르치는 학원을 이용하는 것도 좋은 방법이 될 수 있다. 하지만 그것이 끝은 아니다. 회
람을 돌릴 때, 이메일을 보낼 때, 회의를 주관할 때, 당신은 의사소통을 하고 있다. 세상에 '완벽한' 의사소통을 하는 사람은 없다. 탁원한 팀장이라면 의사소통 기술은 끊임없이 갈고 닦
아야 한다는 점을 알고 있을 것이다.

강력한 경청 기술
누군가가 당신에게 얘기하는 것을 정말로 듣고 있었던 것이 언제였는가? 다른 곳에 전혀 신경 쓰지 않고 말하는 사람에게 주의를 집중했는가, 아니면 다른 생각을 하고 있었는가? 또 당
신은 남의 얘기를 들을 때 그 사람이 당신에게 이야기하고자 하는 바를 정말로 아는가?

리더십
직원들에게는 자신을 지도해 줄 훌륭한 리더가 필요하다. 그러므로 부러움을 살 만한 통솔력을 반드시 갖추고 그것이 항상 가동되게 하라.
상식
훌륭한 팀장이 되고자 한다면 의무 이상의 것을 해야 한다. 어떤 팀장들은 상식 따위는 창문 밖으로 내던져 버리고는, 일이 잘못되면 바보처럼 왜 그런 일이 생겼는지 의아해한다.

솔직함
일처리에 있어서 항상 정직하고 도덕적으로 행동하라!

격려해주고 싶은 열망
격려는 칭찬과는 다르다. 격려는 목표를 이루기 전 상태에 있는 사람들에게 도움이 된다. 직원들이 일을 성공적으로 수행하려면 이따금씩 당신이 주는 정보와 격려가 필요하다. 당신은 
언제든 그 역할을 해낼 수 있도록 준비가 되어 있어야 한다.

위임의 능력
필요할 때 다른 사람들에게 책임을 넘겨주어라. 그들의 업무를 침해하지 않는 선에서 진행 상황을 체크하는 법을 배워라. 위임하는 기술에 대해서는 그것을 다룬 책과 세미나, 그 밖의 
다른 자료들을 통해 배워라.

철저한 정리정돈 기술
일부 사람은 주변이 혼란스러운 상태에서 일을 잘하기도 하지만, 대부분의 사람들은 정돈된 환경에서 일하는 것을 선호한다. 자신이 정리정돈을 잘 한다고 생각하는가? 그렇지 않다면 
이 기술을 자기 것으로 만들기 위해 필요한 조치를 취하라.

독창성
독창성이 있으면 똑같은 문제에 대해서 하나 이상의 해결법을 생각해내게 되므로, 다른 무엇보다도 문제 해결에 도움이 될 것이다.
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WORTH 
CAllING ON?

IS MY STORE

As a retailer, have you ever asked this question? 
From a supplier’s point of view, this has been the subject of long discussions 
over many years. As 2014 budgets are being drafted, the line item expense 
“store coverage” is for sure being questioned and debated. 
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How much does it cost to visit your 
store? The answer depends on several 
factors:  how long is the visit, who makes 
the visit (part-time merchandiser versus 
full-time employee), what is expected 
at the store call, is the merchandising 
call shared amongst other suppliers, etc.  
Ballpark numbers including management 
and administration costs range from $50 
to $100 a call.

$50 to $100 a call?

 
 
 

 
 
WHAT DO YOu GET?

1. New product introductions
2.  Planogram advice (where products 

should be located, how they should 
be organized)

3.  Market share representation 
(identifying missed opportunities)

4.  Special offers (deals, new pre-packs, 
seasonal offerings)

5. Product freshness check
6. Pricing suggestions
7. Promotions
8.  Tasks customized to your location, 

and more

The total supplier investment is 
calculated by multiplying the number 
of calls made per year at your store by 
the cost.  In other words, suppliers are 
spending a minimum $500 a year just to 
reach your store, assuming 10 visits a year 
at $50 per call.  If you were a supplier, 
what would your expectations be on the 

$500 investment?
Assuming 40% product margins, a 

supplier needs to sell $1,250 of additional 
products in your store (wholesale cost) 
each year to pay for the investment to reach 
your store.   If retailing was simple math, 
and everything cost $1, it would mean you 
would have to buy an additional 1,250 
chocolate bars, or packs of gum, or cans of 
pop from each supplier!

With your retailer hat on, would you 
make a similar investment?  Perhaps.  
With this investment in mind, how 
should these sales rep meetings be 
received?  Feedback from reps would 
indicate that, more often than not, getting 
retailers’ interest or mind-time proves to 
be one of the most difficult challenges—
unless there is some financial reward 
associated with the story being told.  

Can you imagine the challenge for the 
rep when he thinks he has your (retailer) 
interest and commitment, only to learn 
at his next visit (now $100 spent) that 
the product has not been ordered, set up, 

featured, or whatever the task might be?  
Yes, admittedly, there are two sides to 

every coin, and yes there are equally a 
number of retailers frustrated with rep 
visits, but how should suppliers think of 
the value of millions of dollars spent on 
store visits?  Should they continue, should 
the visits be less frequent, should they 
take place only when retailers “call for a 
rep” on demand?  Another consideration 
is just how important is it to them to visit 
your store 
 
WHAT ARE SOME KEY 
CHARACTERISTICS THAT 
MAKE YOuR STORE MORE 
vAluABlE TO vISIT?

1. Location, location, location
2. Volume, volume, volume
3. Store capability (the offer)
4.  Ability for rep to influence change 

on the shelf
5.  Retailer attitude/receptiveness to 

ideas
6. Retailer ability to execute ideas

7.  Retailer ability to communicate 
ideas

8.  History of past successes; retailer 
follow-through

9.  Retailer mojo – energy and attitude 
with staff

10. And so on… 
 
HERE ARE TIPS FOR 
MAKING SuPPlIER REP 
vISITS MORE PRODuCTIvE 
FOR BOTH OF YOu.

1.  If there are better times for store visits 
based on your schedule, tell the reps 
that you see reps only on these days, 
or at these times. There is nothing 
more frustrating than to have a 
rep arrive at your busiest times or 
during the completion of your most 
demanding responsibilities (e.g. 
bank settlement).

2.  Give your mind-time.  Don’t pay lip 
service.  Listen and ask questions.

3.  Share information to allow reps to 
provide you valuable insights.

4.  Deliver on commitments and keep 
reps accountable for their advice and 
results.

5.  Reward reps who make a difference.  
Don’t be quick to please every rep 
who comes into your store.

6.  Share your success with your staff.

When you make investments in your 
Registered Retirement Savings Plan, you 
typically make investments in companies 

that have a good track record and will be 
around for a long time.  Think about your 
store as a rep’s RRSP investment.  
What are you telling them by your 
attitude, your store environment and 
your past deliverables?  Collectively, that 
speaks loudly in their ears, “INVEST IN 
THIS STORE!”
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There are seven outcomes we wish 
to create amongst our staff:

We have been conditioned by 
economists to think that our staff will 
act in rational ways and will always 
desire first and foremost to line their 
pockets with gold.  This worked well 
in the industrial revolution when the 
world was built on the backs of people 
in factories doing repeatable tasks.  
But the world does not support this 
type of motivation anymore.

 
It is no surprise that the majority 

of people are wired to chase dreams 
of having expensive cars, homes, 
cottages, etc.  The means to such 
possessions is always increasing our 
earnings.  Many of the people who 
have obtained these possessions are 
miserable and unproductive.  On 
the other hand, people who chase 
intrinsic rewards and desires almost 
always outperform the earlier 
possessors and generally have greater 
physical and mental well-being.  
Both personalities intrinsically crave 
autonomy, mastery and purpose. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Giving people autonomy is not 
easy.  There are those who hate this 
“touchy feely crap” and believe that if 
top-down direction is not provided, 
nothing will be done.  Researchers 
at Cornell University studied 320 
small businesses: half granted 
autonomy and half received top-
down instruction.  The businesses 
that offered autonomy grew at four 
times the rate of the control-oriented 
companies and had one-third the 
turnover rate.  Autonomy does not 
mean breaking the food-handling 
regulations, but it does mean allowing 
staff the flexibility to deliver the best 
sandwich to the customer in front of 
them.  Autonomy at Google provides 
staff 20% of their work time to 
spend on projects outside their job 
description.  Google News, Gmail, 
Google Translate are some examples 
of the success of granting staff 
autonomy.  Some companies have 
implemented ROWE “Results Only 
Work Environment”, which allows 
staff to come and go as they 
please versus the nine-to-five 
workday requirement. 
Perhaps one of the more 
recent and colourful success 
stories is the company 
Zappos.  Most call centres 
operate on tightly-controlled 
policies and guidelines, 
“when this is said, respond 
this way”, etc., but Zappos 
allows its staff the 
autonomy to 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 

 
 
handle customer service calls however 
they want, as long as they have the 
customer in mind while doing it. 
An extension of granting autonomy is 
allowing staff the right to choose who 
they want to work with.  Satisfaction 
rates skyrocket when people know the 
team working with them are all pulling 
their weight and helping each other 
instead of one or others dogging it.

Mastery is simply the art of getting 
better at something, being allowed to 
reach the “zone”: the place where our 
thoughts and actions overcome our 
sense of time and place.  We are not 
in the zone when we keep watching 
the clock.  People’s mindsets fall into 
two categories: finite intelligence and 
ability or incremental intelligence 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
and ability. The main difference is 
the concept of hard work.  A finite 
believer will not work harder if she 
believes there is nothing else to learn 
or accomplish.  The incrementalist 
believes the extra hard work will 
move him forward in the journey of 
mastering skills.  A key thought to 
remember when recruiting staff is a 
staff member with a finite mindset 
will not put an extra 40 hours of hard 
work into something that will leave 
her in the exact same spot as when she 
started.  The intrinsic “gotta wanta” 
is dead. The path to becoming ever 
better at something we care about is 
not lined with daises and spanned by 
a rainbow. There are painful moments  
                              of weeds and 
                          thunderstorms in the 
                              journey. Finally, in 
                                our goal to master 
                                   something, and 
                                 in the mindset of     
                                  incremental gains, 

                              is the reality that 
                                       we will never 
                                     ever master what 
                                       we set out to do. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Even Tiger Woods believes he can 
get better at his game of golf.  While 
this may be thought of as depressing, 
research has found it is just the 
opposite: it is empowering, as it gives 
us purpose.  

The third leg of the tripod required 
to keep balance between autonomy 
and mastery is purpose.  In the long 
term, people do not perform well with 
goals without a purpose.  Although 
financial motives (“the largest carrot 
to mankind”) help in the short-term, 
time after time studies show poorer 
results in the long term.  Over time, 
staff who receive only financial 
incentives will show increases in 
anxiety and depression.  Staff who 
are purpose-goal focused have higher 
levels of job satisfaction and very low 
levels of anxiety and depression. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 What is required to change 
traditional mindsets?  Start with a 
prototype solution.  The faster we make 
ideas tangible, the sooner we are able to 
evaluate them, refine them and focus 
on the best solution. Don’t get bogged 
down spending far too much time on 
details of the prototype; start small and 
build from there. The goal is “progress 
not perfection”, and finished-looking 
solutions are harder to kill than crude 
mockups.  Feedback is critical, so we 
need to start small, start now, and get the 
ball rolling into a new means to motivate 
our staff to greatness.

            Increase intrinsic motivation
  Increase performance
                    Improve creativity
    Promote good behaviour
           Promote honesty and integrity
 Prevent addictiveness
          Encourage long-term thinking

Driving 
motivation
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NEW! NEW!

NEW!

                PeoPle                Products Networking That Opens DoorsBigger and Better Expo

 
The NACS Show is the industry’s 
premier event, offering unmatched 
opportunities for retailers and 
suppliers to come together, conduct 
business and learn from one another.

With more than 24,000 attendees, 
the NACS Show is the convenience 
and fuel retailing industry’s 
premier event, offering unmatched 
opportunities for buyers and sellers 
to come together, conduct business 
and learn from one another — all in 
an environment rich with new ideas 
and new partnerships. 

The NACS Show is essential — an 
event that you can’t afford to miss. It’s 
the only annual event that combines 
products, people and programs to 
equip convenience retailers with the 
strategies and tactics they need to 
succeed and thrive. 

This year the NACS Show will feature the largest 
expo in the Show’s history — more than 392,000 
net square feet. A total of 1,050 companies are 
ready to exhibit at this year’s event, of which 150-
plus companies are first-time exhibitors. The NACS 
Show is the #1 buying show in the United States, 
according to Exhibit Surveys Inc., and provides the 
most comprehensive representation of products 
and services for the convenience and fuel retailing 
industry.

Also, the Show ranks fourth in terms of total 
buying plans — the percentage of attendees who 
anticipate buying within 12 months of a show. In 
addition, the event ranked sixth for buying power 
— the percentage of attendees who make or 
recommend final purchasing decisions. The NACS 
Show’s score of 92% was considerably higher than 
the all-show average of 84%.

The NACS Show also ranked eighth for the 
amount of hours each attendee spends visiting the 
expo: Attendees averaged 10.4 hours per person, 
higher than the all-show average of 9.1 hours. 
 
ExPO HOuRS 
October 13 - 11:30 am - 5:30 pm 
October 14 - 11:30 am - 5:30 pm 
October 15 - 10:00 am - 2:30 pm (neW hOuRs)

Visit our exhibitor directory at NACSShow.com 
to see what companies you’ll find at the NACS 
Show this year. 

COOl NEW PRODuCTS PREvIEW ROOM
Don’t miss the Cool new 

Products Preview Room, 
where you’ll see the very latest 
the industry has to offer. This 
area of the expo is a must 
for anyone launching a new 
product into the convenience 

channel. It includes areas to help buyers easily 
locate new products in the following categories:

› Green (eco-Friendly)
› health & Wellness
› new Design
› new Flavors
› new to the Industry
› new services
› new technology

Attendees use handheld scanners to capture 
product details, exhibitor booth numbers and 
contact information. Upon leaving the Preview 
Room, attendees turn in the scanners and 
receive a customized print out of each item 
scanned within minutes.

The Preview Room is open to all retailers, 
wholesalers and distributors prior to the

official NACS Show opening. Once the Show 
is open all attendees are welcome to visit the 
Preview Room. 

COOl NEW PRODuCTS 
PREvIEW vROOM HOuRS 
 
saturday, October 12 
10:00 am - 5:30 pm 
(retailers, wholesalers and distributors only) 
 
sunday, October 13 
8:00am - 11:30 am 
(retailers, wholesalers and distributors only) 
11:30 am - 5:30 pm (open to all) 
 
Monday, October 14  
8:00 am - 5:30 pm (open to all) 
 
tuesday, October 15  
8:00 am - 1:30 pm (open to all) 
 
Convenience and fuel retailers know the value 
of connecting with others and a primary reason 
retailers attend the NACS Show is to network 
and share best practices with other retailers. 

For 2013 we’ve enhanced these opportunities 
with the addition of three new evening events 
that will take place immediately after the expo 
closes, extending networking beyond our 
traditional expo hours: 
 
 
 

NACS SHOW KICK-OFF 
PARTY 
saturday, October 12  
5:30 pm – 7:00 pm

Held on Atlanta’s “Restaurant 
Row,” less than two blocks from the Georgia 
World Congress Center, the kick-off party 
replaces the traditional Welcome Reception. In 
addition to planned entertainment, attendees 
are eligible for a “Golden Ticket,” with winners 
receiving a limo party, spending money and 
access to exclusive parties all week. tickets for 
the event are included in full registrations. 
 

 
 
 
 

NACS SHOW TAIlGATE 
PARTY 
sunday, October 13 
5:30 pm – 6:45 pm 

Conveniently located in the Hall 
C lobby of the Georgia World Congress Center, 
attendees can watch NFL games and highlights 
on flat-screen TVs, as well as participate in onsite 
games and activities. Registration is free for 
all attendees.

 
 
NACS SHOW 2014 lAuNCH 
PARTY 
Monday, October 14 
5:30 pm – 6:45 pm

Conveniently located in the Hall 
C lobby of the Georgia World Congress Center 
and featuring bands and other entertainment. The 
event allows attendees to learn more about other 
industry events that can help grow their business 
in 2014 and beyond. Registration is free for 
all attendees.

Products, People 
and Programs 

Mean Profits
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                PrograMs Powerful Speakers and
Dynamic Learning

Chip Conley

OPENING 
GENERAl 
SESSION 
FEATuRING 
CHIP 
CONlEY

 
Acclaimed 

business leader 
and author Chip 
Conley will headline 
the NACS Show 
Opening General 
Session on October 
13. Conley is the 
founder of Joie de 
Vivre, California’s 
largest independent 
hotel company and 

America’s second-largest boutique hotelier, 
with more than 40 unique and award-winning 
hotels, restaurants and spas. 

Through insights from his best-selling 
book, Peak: How Great Companies Get 
Their Mojo from Maslow, Conley will share 
with attendees how they can motivate 
employees, customers and investors through 
peak experiences that address their higher, 
unspoken needs. His findings are taught 
in business schools and in hospitality 
management programs around the country, 
and he has been an in-demand speaker from 
the main stage at TED to the creative studios 
at Pixar and business schools across the 
country.  

“IDEAS 2 GO”
Catch the debut of the NACS “Ideas 2 Go” 

program on October 14. This fast-paced video tour 
features some of the most interesting and creative 
idea-makers in the convenience and fuel retailing 
industry. See retailers from Washington, D.C., 
to Idaho and Oregon — all who have unique and 
moneymaking ideas that you can take home to your 
own operation. Seats fill up fast so don’t be late! 

2013 
SCHEDulE 
OF EvENTS
OCTOBER 
12-15, 2013
For a detailed 
schedule of events, 
please go online to
www.nacsonline.com

MY SHOW PlANNER

Why wait until you arrive in 
Atlanta to plan your Show 
experience? Using the all-new 
MyShow Planner you can enhance 
your Show experience:

›  Schedule which educational 
sessions you’d like to attend.

›  Schedule Map out your 
favorite exhibitors and find new 
companies to visit.

›  Schedule Sync your MyShow 
Planner schedule with the 
NACS Events Mobile App.

Have your schedule at your 
fingertips during the entire 
NACS Show.

 
Download the Mobile App!

When you download the NACS 
Events app, all your preferences, 
appointments and favorites 
from MyShow Planner will be 
automatically synced for you!

Get 24-7, on-the-go access to 
everything happening onsite in 
Atlanta, expo maps and the latest 
new products — for FREE.

Available for iPhone, Android, 
iPod Touch, iPad and any other 
web-enabled device.

HOTEl AND TRAvEl DISCOuNTS
Book your hotel reservations today! The official housing agency for the NACS 

Show has 29 hotels offering discounted rates exclusively for NACS guests. Our 
secure online housing website — www.nacsshow.com/attend/hoteltravel — offers 
real-time availability with full hotel descriptions, amenity listings, distances from 
each hotel to Georgia World Congress Convention Center, maps, and other 
information to help make your decision easier. You must book through NACS 
official housing company to enjoy special rates and features. Use our secure 
website to make reservations today or call (866) 983-6227; for international 
calling, dial (404) 842-0000.

NACS has partnered with American Airlines and Delta Air Lines to provide 
attendees a 5 to 10% discount off any published airfare on www.aa.com or www.
delta.com for the NACS Show in Atlanta, Georgia. 

secure your hotel reservations and make flight arrangements today by 
visiting  www.nacsshow.com/attend/hoteltravel.

Atlanta, Georgia, is this year’s host city for the nACs show, which 
is returning to the Georgia World Congress Center. Much has changed 
in Atlanta since the show’s last visit in 2010. Be sure to check out 
nacsshow.com/atlanta and find fun places to go and catch up with 
friends and colleagues following the nACs show evening events.

Welcome to Hotlanta!

OPPORTuNITIES TO lEARN AND GROW
NACS Show educational sessions cover every 

aspect of the highly competitive, multi-billion 
dollar convenience and fuel retailing industry. 
From business strategy and market analysis to 
specific information for specialized areas within 
your operation, access the expertise and insights 
available only at the NACS Show. This year we’re 
featuring 53 educational sessions in 10 easy-to-
follow tracks on the topics that help retailers thrive 
in today’s marketplace. 

Bring your team and attend all of the educational 
sessions that are applicable to your business — this 
way you won’t miss out on best practices and 
information that will help you grow. You and your 
team will learn from thought leaders and visionary 
thinkers who will cover topics that will help you 
protect your competitive position. 

Register
Today!

Register for   this year’s 
NACS Show at 

nacsshow.com —  
see you in Atlanta!
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       Taking
     minimum   to the
                             maximum
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Generally speaking, in 
retail, most of the frontline 
staff are paid the minimum 
wage rate or slightly higher.  
This is nothing new—this has 
been the case since I worked 
in retail as a young student.  
The fast food industry and 
many others pay similar 
wages.  So in the context of 
these low wage rates, what 
can retailers expect of their 
employees, especially in light 
of the fact that many of these 
frontline staff are the only 
interaction points with the 
millions of customers who 
visit our stores daily?  There 
are hundreds of consultants 
who study “touch points” and 
frontline staff are by far the 
most influential of these. 

Stepping back from wage rates for 
the time being, what is the customer 
experience expected of frontline staff?  
For ease of review, the picture below 
shows some research of manager 
expectations of staff, and staff 
expectations for themselves.

Manager 
 - Be reliable (show up for work) 
 - Be honest 
 - Follow the rules (e.g., no texting) 
 - Be customer-friendly 
 - Be careful with age verification 
 - Prevent theft

Staff 
 - Be treated fairly 
 - Be in a safe environment 
 - Be trained properly 
 - Be acknowledged 
 - Be valued 

What is surprising in this 
research is neither group said to “be 
knowledgeable”.  Are these frontline 
staff members in the business of 
following procedures and “just doing” 
or are they engaged to sell more 
products in the store?

Stop and think about that for a 
moment.

In most cases, not all, staff have 
30% to 40% idle time where they are 
not serving customers.  Night shift 
idle time skyrockets to almost 70%.  
What is the staff doing during this 
idle time?  More importantly, what is 
the expectation of staff during these 
idle minutes?  Sweep the floor, fill 
the pop coolers, face products on the 
shelves, clean the washrooms—the 
list could go on, but surely that does 
not occupy every idle minute. 

 
Surprisingly, what should be 

high on the list is merchandising 
the store (re-facing product, re-
stocking shelves, cleaning shelves, 
checking for stale-dated product, 
product rotation, etc.), but it is barely 
mentioned as an expectation.  Even 
more shocking is that managers have 
very little expectation that their staff 
have product knowledge.  I am not 
talking about whether the customer’s 
cigarette brand is behind this flap or 
that flap (although that knowledge is 
important for speed of service); I am 
referring to what the product is, why 
it is different and who typically buys 
it, how it should be sold, and what 
marketing messages could be used to 
sell it.

So, here is the first big question to 
ponder.

Is it the frontline staff ’s fault that 
they don’t have product knowledge 
or is it the manager’s fault for not 
having expectations of them to learn 
about the products?  What makes 
them different and who is most likely 
to buy them? This is information 
that would assist in the up-selling 
dialogue.  When a customer 
purchases a chocolate and peanut 
butter product, staff could easily refer 
them to the new chocolate bar that is 
delicious also.

The second big question is this: 
What does frontline staff need to have 
to be able to sell more effectively?  

Knowledge would be a starting 
point.  When customers visit Home 
Depot, there is always someone 
around to show them where to find 
what they are looking for.  How does 
the staff know the 30,000+ products 
in the store?  Likewise, should a staff 
member know where the 2,000+ 
products are in a convenience store?  
I was once at a major convenience 
chain that had signs in the window 
offering two beverages for the price 
of one.  I asked where the beverages 
were (after I could not easily find 
them) and the clerk told me the store 
did not sell that one.  Confused and 
admittedly believing he was wrong, 
I looked further to find the beverage 
on the bottom-most shelf in the 
cooler.  I took the product to the clerk 
where he then mentioned he didn’t 
know the store sold them.  I pointed 
to the sign in the window and said 
surely the store would not advertise 
something it doesn’t have.

I subsequently asked how long 
he had worked at the store and he 
said two years.  A national branded 
product, on feature, advertised in 
the window, and the frontline clerk, 
or as I refer to them, the front-line 
influencer, told me the store didn’t 
carry the product.  In the business of 
flying to the moon, I would expect 
someone to say, “Houston, we have a 
problem.”

Consider Starbucks for example. 
What are the expectations of the 
baristas?  Their knowledge of coffee 
is amazing, and they work for 
minimum wage plus 20 cents an hour.  
Furthermore, their founder refutes 
the notion that they are in the coffee 
business by asserting they are in the 
experience business.

What makes the difference? I 
argue expectations of the staff and, 
secondly, having resources available 
for them to learn efficiently and 
conveniently, and in their medium.  
The old approach— “read this 
binder”—is passé.  In this digital era, 
people’s attention spans are much 
smaller and communication, 
a.k.a noise, is much larger.

Targets to aim for would 
be another suggestion, 
whether they are 
individual or team 
targets: “We are 
going to sell 100 
of these this 
week.”  At least 
this approach 
causes focus on 
specific products 
where the staff 
member might 
take the initiative 
to learn more 
about them. 

  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Or better, ask a team member who has 
sold more of them what his secret is.  

Another one might be offering 
some incentive to sell, whether it be 
cinema tickets, paid time off or a 
small percentage of the profit earned 
by meeting the target.  From research, 
monetary incentives time after time 
have demonstrated consistently that 
they only work in the short term, not 
over the long term.  So I recommend 
using different incentives instead of 
only monetary ones.

Time to learn might be a third.  
But wait, what about the 40% idle 
time staff have while in the store?  
Couldn’t that time be used to 
review key messaging and product 
placement, and practice up-selling?  
When I go to McDonald’s, it is 
almost perfect execution delivered 
by minimum wage staff when they 
ask, “Would you like fries with your 
hamburger?” or “Would you like a 
combo?”  How many times have you 
heard “Do you need a lighter today 
with your cigarette purchase?” What 
if that conversation was extended 
with product knowledge? “These 
           lighters are the best-selling 
                   quality that offer 2,000 
                         lights for a $1.29?”

                           I remember when 
                            loyalty cards were 
                               being mentioned 
                                 every time I 
                                    purchased gas. 
                                Behind the scenes, 
                                   there were 
                                significant bonuses 
                                 being paid to staff 
                                   to encourage 
                                 customers to sign 
                                up. In the last year 
                                   or so, I can’t 
                                 remember a time 
                                    when someone 
                                    asked me if I 
                                      wanted to sign 
                                        up, as I do not 
                                             use loyalty 
                                            cards when 
                                             I pay at any 
                                             gas station.

The intent of this article is not 
to devalue the thousands of staff 
members hard at work; just the 
opposite.  The article’s purpose is 
to stimulate discussion amongst 
managers to encourage learning, 
create sales targets, incentives and 
recognition so that staff can be 
motivated to sell versus the act of 
just taking money for purchases at 
the till.  In addition, the act and art 
of up-selling create dialogue with the 
customer and, in most cases, create 
more positive customer experiences 
worth talking about.

I often am reminded that the 
best designed stores with the most 
modern equipment can easily be beat 
by warm, genuine and energetic staff 
in a traditional convenience store.  
Up-selling and suggestive selling 
should be second nature.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
As I edit this article before press, 
I can’t help thinking about my last 
night’s experience.  As I paid for my 
gas, a new clerk in a newly-remodeled 
store asked me if I wanted a carwash 
and whether I wanted to sign up for 
a loyalty card to save on gas.  He got 
the incremental $10 from me on the 
carwash (and if I was his manager 
I would have given him a big hug). 
I couldn’t stop thinking about why 
this event occurred and whether 
it had something to do with a new 
store, new manager and well-defined 
and fresh expectations!

Minimum
wage

doesn’t
mean

minimal
effort.
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Cashews are commonly sold 
in c-stores.  Most people think of 
cashews as delicious and expensive, 
a favourite treat during the holidays, 
when dishes are filled with them.   
However, most people don’t know 
how nutritious these nuts or 
superfoods are.  

Cashews come from the cashew 
tree, which is native to Brazil.  Most 
cashews today come from tropical 
climates such as South America, India 
and East Africa. The kidney-shaped 
nut (as shown in the picture) is 
encased in a fruit-like cashew apple.

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Although we are most familiar 
with the seed or the cashew nut of 
this evergreen tree, people of the 
Amazon rainforest use the bark and 
leaves to deal with digestive issues, 
inflammation and diabetes.  
 
HEAlTH BENEFITS

The cashew nut is prized for its 
incredible nutritional value. It has 
an optimal balance of carbohydrates, 
protein and fats, making it an 
excellent snack option.  It is one of the 
highest sources of tree nut protein, 
at 18.2 grams per 100.  In addition, 
it contains many minerals such as 
calcium, magnesium, potassium 
phosphorus, iron and zinc.  Its high 
mineral content makes 
it a great choice 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
to improve bone health.  Cashews are 
rich in oleic acid, an essential fatty 
acid that is effective in managing 
cholesterol and promoting heart 
health.  Cashews are also known to 
be effective for cancer prevention, as 
they are a source of antioxidants and 
vitamins that help to eliminate free 
radical damage in the body.  Cashews 
are the best source of dietary copper 
needed for breakdown of fat and 
proper brain function.  
 
WHERE TO INCluDE 
CASHEWS

This versatile snack can be enjoyed 
by itself or added to trail mix, 
smoothie recipes, yogurt, cereal and 
salads.  Cashews can be blended into 
a milk that can be used as a non-dairy 
option.  Cashews can also be made 
into nut butter and make an excellent 
addition to any breakfast.

When looking for more healthy 
choices in snacks, it makes sense 
to include cashews as part of your 
convenience snack selection.  Imagine 
the next customer who buys cashews 
in your store.  You say, “Do you know 
cashews are a superfood…”  

Now you have the facts supporting 
why more of your customers should  
                  buy cashews!

 ...a superfood 
          we sell 
        every day
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There are many factors required 
to drive high levels of customer 
satisfaction and loyalty within 
a convenience channel retailer, 
aspects such as ensuring that 
the correct products are sorted 
within the store, in-demand 
items are in stock and that the 
price point is affordable to the 
local customer base.  All of these 
areas are well known, planned 
and invested in within Category 
Management processes and teams.  
However, in addition to these is 
the requirement for a positive, 
enjoyable store environment 
provided to the customer, and the 
main drivers of a positive in-store 
experience are the employees.

The question then becomes: 
What is being done to motivate 
and inspire high levels of employee 
satisfaction?

To answer this question 
we have to look at a number 
of key areas: employee safety, 
transparent incentive programs, 
in-store support and flexibility 
in the workplace, all of which are 
required to ensure a positive staff 
environment and reduce employee 
attrition, which in turn drives 
improved performance and greater 
levels of customer service. 

 
SAFETY 

With the rapid growth in 
convenience store numbers and the 
fact that a high majority of these 
stores are being built in urban 
and city-limit areas, there comes a 
greater risk to employee safety.  It 
is imperative to provide a secure 
working environment in order to 
achieve satisfactory levels of staff 
morale and retention.  This can 
be achieved with the provision of 
enclosed cash areas for late night 
operation, installed cameras and 
additional alarms.  Often employees 
believe that employers care more 
about the safety of the store 
inventory and on-site cash than they 
do the wellbeing of the staff; this is 
something that has to be addressed 
in order to drive true employee 
loyalty. 
 
INCENTIvE PROGRAMS

Many retailers offer 
compensation or bonus 
opportunities; however, these can 
often be against hard-to-achieve 
targets or goals that are far from 
clear.  In order to truly incentivise 
employees, it is crucial that targets 
are set against areas that drive 
customer satisfaction, and are 
transparent and achievable to the 
employee.

Where incentive plans can really 
affect customer experience is when 
bonuses are provided based on 
customer feedback or social media 
commentary.  These may be slightly 
harder to measure compared to 
standard operational indicators; 
however, in a digital marketing 
world where online reviews are 
constantly utilized, it should be a 
key area of any incentive program.  
Employees should be incentivised 
for encouraging customer 
engagement online or in-store, and 
then the results monitored.  This is 
more significant than ever, as often 
consumers will review local stores 
online and select the retailer with 
the highest average rating, or with 
the most positive reviews.

To supplement any customer-
based incentive, it is also important 
to ensure operational metrics are 
known and used to allow additional 
bonus opportunity.  Sales per hour, 
inventory loss, staff productivity, 
shelf stocking (availability) and item 
ring-through rates are all examples 
of metrics that can be used as 
part of a compensation program.

In parallel to this, it is key that the 
store environment and employee 
appearance are also monitored and 
used as factors within the reward 
plan.  Something as simple as 
introducing uniforms will provide 
an element of consistency and pride 
in the employees, all adding to a 
positive and professional working 
environment and in-store aesthetic 
for the customer.

Finally, additional perks can 
be offered (sponsored by C.P.G. 
partners) to drive employee 
performance, such as prizes, 
gifts and merchandise based on 
display quality and accuracy of 
deployment.  For example, should a 
seasonal or event-based promotion 
be launched within the store 
environment, employees could 
be incented with prizes based on 
execution success.  Huge amounts of 
money are invested in promotional 
strategy and yet without successful 
compliance, monitored over time, 
results can be lower than expected, 
affecting forecasted R.O.I.  Small 
incentives to the store teams become 
an excellent investment to drive 
results. 
 
IN-STORE SuPPORT

If productivity gains are a key 
driver to potential bonus payments, 
there is a need to provide the 
required tools to the store team 
to improve performance.  Mobile 
solutions now provide analytics 
and schematics at the store level to 
aid employees with execution of 
product placement and awareness 
of items they may need to replenish.  
Utilizing this time of analysis and 
solutions can not only lead to 
productivity gains, but also allow 
the staff to understand how they 
are performing against plan.  In 
addition to store improvement, and 
therefore greater levels of customer 
support and satisfaction, it also 
provides a greater level of trust 
within the store.  Often in the past, 
store teams have felt that corporate 
(regardless of ownership model)  
dictates to the store, whereas a more 
collaborative approach results in 
the benefit of centralized decision-
making with localized store 
knowledge. 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
FlExIBIlITY AND 
MANAGEMENT

On top of security and incentive 
programs, it is also important 
to eliminate potential autocratic 
approaches to management within 
the store.  This approach doesn’t 
tend to work in the minimum 
wage environment, as it drives a 
barrier between the store team 
and leadership.  Ways of avoiding 
these conceivable challenges are to 
implement tactics for boosting team 
morale, such as providing flexibility 
in working hours whenever 
possible.  It is often small, relatively 
minimal cost gestures that can drive 
spirits quickly without affecting the 
bottom line. 

 
IN SuMMARY 

As more customers look to 
convenience stores to meet 
their shopping needs, there is a 
requirement to ensure employee 
retention in order to provide 
a more familiar, positive in-
store environment.  Security, 
incentives and a more collaborative 
management approach will go a 
long way to achieving this.  Any 
associated costs to ensure these 
initiatives are successful can be 
easily recouped by improved 
employee productivity, which in 
turn can reduce in-store issues 
and drive longer-term customer 
retention.  

Word of mouth, albeit being 
recorded electronically in today’s 
environment, is more important 
than ever before, and employee 
attitude can be the difference 
between winning and losing at the 
counter.

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

54 cstorelife.com

    Engaging  
 Retail
    Staff



57fall 201356 cstorelife.com

 
 
by Manske and Grey, 2013

We are often confronted with 
staff members who underperform, 
who don’t live up to their potential, 
you know, the ones who fail to use 
their gifts and talents.  We normally 
turn to motivation techniques like 
giving them praise, appreciation 
and compliments to get them 
contributing.  In the book, The 
Motivation Myth, authors Jonathan 
Manske and Mattison Grey say we are 
wasting our time with our motivation 
attempts.

They write that managers should 
be focused on acknowledgement and 
not compliments.  Acknowledgement 
is very different from praise, 
appreciation, compliments, etc., as 
it is objective whereas the others are 
subjective.  Objective simply means 
the facts are the facts. 

 
 

It is better explained by the authors’ 
examples:

 
  Compliment: 

“The project is wonderful; you are 
so smart.” 
 
Appreciation: 
“I really appreciate your 
completing this project on time.” 
 
Validation: 
“I see that you have given this 
project a lot of effort and thought.” 
 
Affirmation: 
“I think you deserve all the credit 
for this successful project.”

  Thanking: 
“Thank you for putting all your 
time and effort into this project.” 
 
Recognition: 
“It is clear you are a very talented 
project manager.” 

  Praise: 
“Awesome job.”

  Champion: 
“I told the CEO that you were the 
right person for this project.” 
 
Cheerleading:  
“I knew you could do it.”

All of the above involve opinion 
or judgment—our opinion and our 
judgment.

Acknowledgement is factual 
and puts all the attention on the 
other person (not we who are doing 
the praising).  
 
Example: 

“You completed the project on time” 
is different than “I am pleased that you 
completed the project on time.”

When people get acknowledged, 
they get to see what they really did 
instead of hearing someone else’s 
opinion of what they really did.  The 
authors describe that a person who has 
been acknowledged feels appreciated, 
validated and recognized.  They can 
recognize their achievement without 
any baggage.  They get to praise 
themselves.  They get to be their own 
cheerleaders.  Together, this builds 
self-confidence, self-worth, self-esteem 
and a belief in their own ability.  They 
can clearly recognize what should be 
done the next time to produce the 
desired results.  

 

Other characteristics of 
acknowledgement:

Pure Acknowledgement is simply 
stating what happened or what result 
was produced.

Acknowledgement is about 
something that is finished or complete.

Acknowledgment shows we are 
paying attention. 

Acknowledgement needs to be 
specific, e.g., what result was produced.

Acknowledgement is about facts.
The best acknowledgements are 

short, simple, and usually about one 
thing. 
 
HOW TO ACKNOWlEDGE

So with that theory behind us, 
we first have to decide what to 
acknowledge.  Then, decide how to 
make the message as effective as we 
can.  The best way is to listen to staff.  
Surprisingly, the authors found that 
when we listen, staff will tell us in 
their conversation what they want 
to be acknowledged for.  The trick is 
providing effective messaging back 
to them without falling into the trap 
of involving ourselves in the message.  
The dreaded “I think, I believe, etc.” is 
putting us (with use of the word “I”) in 
the message and not focusing entirely 
on them.  Remember to put energy 
with an acknowledgement and also that 
acknowledgement does not require a 
response. 
 
ACKNOWlEDGEMENT 
AS FEEDBACK

There is tremendous value in not 
only acknowledging what worked but 
also what didn’t work.  Remember, 
acknowledgement is about facts.  It is 
not subjective and therefore there is 
nothing to argue with.  Acknowledging 
without judging is a safe haven for staff 
to try again to achieve the result. 
 
SElF-ACKNOWlEDGEMENT

We need to acknowledge our own 
achievements.  It builds our feelings of 
well-being, self-confidence, optimism, 
happiness and self-worth.  The same 
rules above apply: state what was done 
without opinion or judgment. 
 
ACKNOWlEDGEMENT IN 
lEADERSHIP

It is often said management is 
about managing processes and not 
people, as people are not “things”.  
Using acknowledgement regularly in 
our management approach allows 
employees to take a clear look at their 
accomplishments.   Creating more 
openness with people and teams allows 
growth amongst the individuals and 
team.  Acknowledgement allows people 
to learn from their successes and from 
their mistakes.

Think about it for one second.  
When we eliminate staff ’s fear of 
punishment or embarrassment, 
we automatically increase 
communication, productivity, 
receptivity and connection with all 
our staff members!  It also raises their 
level of creativity and performance.  
However, typical change management 
finds managers pushing people 
through levels of resistance instead 
of creating openness.  Pushing only 
creates more levels of resistance, 
clearly a self-defeating proposition! 
 
ACKNOWlEDGEMENT 
IN SAlES

Acknowledgement is also applicable 
in sales.  It helps us create authentic 
relationships.   We need to listen to 
the customer (in the same way we 
listen to staff, as described above), 
and look for a few simple things 
to acknowledge them for.  It costs 
nothing and improves our customer 
relationship and experience. 

So there we have it:  the latest 
views on how to motivate people.  
Old habits are hard to break, but 
we can start by listening carefully 
to our conversations and counting 
how many times we use the word 
“I”.  I love the expressions “practice 
makes perfect”, and “progress not 
perfection”!  It is never too late to 
start practising acknowledgment!
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If so, READ THIS NOTICE as your LEGAL RIGHTS may be affected.

The Lawsuits

A number of class action lawsuits were started across Canada against Cadbury, Hershey, Nestlé and Mars entities, and 
ITWAL Limited (a distributor). The lawsuits claim that the defendants conspired to fix or maintain prices for chocolate 
products in Canada, causing chocolate buyers to pay artificially high prices for chocolate products.

The Settlements

The lawsuits have now been settled, and the settlements were approved by the courts in Ontario, British Columbia and 
Quebec for all of Canada.  The defendants deny any wrongdoing and the settlements represent a compromise of disputed 
claims.  Together, the defendants, Cadbury Adams Canada Inc., Hershey Canada Inc., Nestlé Canada Inc., and Mars Canada 
Inc., paid $23.2 million for the benefit of persons who bought Cadbury, Hershey, Nestlé and/or Mars chocolate products 
in Canada between February 1, 2001 and December 31, 2008.  After deduction of court-approved expenses, there is 
approximately $17.3 million available for distribution. 

Who is eligible to receive money?

The courts have approved a plan to distribute the available money to commercial purchasers and consumers with 
chocolate product purchases between October 1, 2005 and September 30, 2007.  For consumers to claim, they must have 
purchased at least $1,000 in chocolate products during that period.

Recognizing that not all consumers will have this level of purchases, consumers not eligible for direct compensation 
will be indirectly compensated through a distribution of 10% of the settlement funds available for distribution to the 
following organizations: Consumers Association of Canada; Public Interest Advocacy Centre; Phelps Centre for the 
Study of Government and Business (University of British Columbia); Centre for Interuniversity Research and Analysis of 
Organizations; and Rotman Institute for International Business (University of Toronto).  The monies received by these 
organizations will be used to finance activities aimed at promoting a more competitive marketplace, consumer education 
and advocacy, and research and other educational activities related to competition law and policy.  The remaining 90% of 
settlement funds available for distribution will be allocated for direct payment to commercial purchasers and consumers 
whose claims are approved.

How are payments calculated?

The settlement monies reflect a percentage of the defendants’ chocolate product sales during the October 1, 2005 to 
September 30, 2007 period.  Class counsel was of the view that the evidence of the alleged conduct was stronger during 
this period.  Eligible commercial purchasers and consumers will recover a percentage of their chocolate product purchases 
during that period.  The maximum payable for claims by consumers not supported by purchase records is $50.  

How do I apply to receive money?
To be eligible to receive money, you must submit a properly completed claim online at www.chocolateclassaction.com 
no later than December 15, 2013.  If you do not have Internet access, please call 1-866-432-5534.

We encourage all commercial purchasers and those consumers who purchased at least $1,000 in Cadbury, Hershey, 
Nestlé and/or Mars chocolate products in Canada between October 1, 2005 and September 30, 2007 to make claims.

Who represents my interests in the lawsuits?

The following firms represent the interests of purchasers of chocolate products: Camp Fiorante Matthews Mogerman and 
Branch MacMaster LLP (BC); Siskinds Desmeules (QC); and Siskinds LLP and Sutts, Strosberg LLP (all provinces other 
than BC and QC).  Their contact information is available online at www.chocolateclassaction.com.
This notice has been approved by the courts.

or call toll-free 1-800-461-6166 ext. 2446.

DID YOU BUY ANY CADBURY, HERSHEY, NESTLÉ OR MARS CHOCOLATE PRODUCTS 
BETWEEN FEBRUARY 1, 2001 AND DECEMBER 31, 2008?

QUESTIONS? VISIT www.chocolateclassaction.com, email chocolate@nptricepoint.com 
or call toll-free 1-866-432-5534.
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Major League Baseball trademarks and copyrights are used with permission of Major League Baseball Properties, Inc.  Visit MLB.com
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When you talk to staff or 
new applicants, one of the most 
important and basic questions is, 
or should be: Why do you want to 
work here?  Followed by: What do 
you think you would most enjoy at 
this job?  The answer should involve 
the fact that convenience stores 
serve 10 million people a day in 
Canada, making our industry one 
of the most customer-interacting 
businesses in the world. So PEOPLE 
would be a good answer to start 
with—I love working with people!

                           At the intersection 
                           of one’s choice of job 
                                 are four critical 
                                     questions: 
                                   What is your 
                                     passion, your 
                                        purpose, your 
                                     expectation of  
                                        pay, and what 
                                      kind of people 
                                       would you like 
                                       to work with? 
                                         Whether you 
                                       love your job 
                                     has a profound 
                                      effect on your 
                                   entire life. If you 
                                  don’t, mornings 
                                 before work seem 
                            terrible, days drag on, 
                               and evenings when 
                         you return home are as 
                         bad as the morning 
                    before you arrive at work.  

                     The combination of 
             passion, purpose, pay and 
    people should allow you to narrow 
your options to obvious choices. 
Without being too clichéd(ish) find 
what you love and love what you do.  
This is your choice, that being the 
individual, and not the employer – 
although there are high expectations 
of what employers should provide.  
Companies should provide growth 
opportunities to enable staff to learn 
and progress. Companies should 
provide recognition on a regular basis 
to reinforce that good deeds will not 
go unnoticed. And companies should 
provide a trusting environment that 
reflects a caring attitude for their staff, 
their customers, and their products 
or services.

 
 
 

 

 
HOW DO YOu 
DETERMINE WHETHER 
YOuR EMPlOYEES ARE 
ENGAGED?

Ask that four basic questions be 
scored on a scale of 1 = not so much, 
to 5 = strongly agree.

Pride:
I am proud to work for my 

organization. 

Satisfaction:
Overall I am extremely satisfied with 

my organization as a place to work.

Advocacy: 
I would gladly refer a good friend 

or family member to my organization 
for employment.

Retention: 
I rarely think of looking for a new 

job with another organization.
 

Scores in the high 15 to 20 range 
indicate an engaged employee. 
Scores in the mid 10 to 14 range 
indicate an employee in neutral. 
 Scores in the low 1 to 9 range 
indicate a disengaged employee.

Happiness does not equate to 
engagement.  Many people who 
have found the intersection between 
passion, purpose, pay and people 
spend plenty of time complaining.  
They complain because they care.  At 
the same time you can have a team 
that appears completely happy, but is 
completely disengaged from its work.

Engaged employees without 
adequate direction may produce a 
lot of activity but not necessarily the 
results the company is looking for.

Here is another line of research 
that can help you understand staff 
engagement. Ask your staff the 
following questions.

1.  What do you think our mission is?
2.  What are you doing today to get 

us there?
        Many employees can answer 

question 1 effectively.  But question 
2 identifies those that are engaged 
and those that are in neutral or 
disengaged.

Remember, engaged teams with 
clear objectives get things done.

Engagement has been a buzzword for 
a long time. Companies that have good 
levels of staff engagement produce 
five times the shareholder value. What 
is engagement? In simple and clichéd 
terms, it is going above the call of duty— 
or what your job description says.  
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