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Still #1 and growing 
at a healthy pace!
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40% Less Sodium Original Beef Jerky
The original. Lean strips of 100% beef, 
smoked over mesquite, piled into a bag 
and just waiting for something wild to 
happen and with 40% reduced sodium. 
Need we say more?

Original Beef Jerky Tender Strips
They’re 100% real beef, slow smoked 
over mesquite and formed to give 
you a long lasting, tender, jerky taste. 
There are lots of strips in every package 
– a party just waitin’ to happen.

Original Turkey Jerky
A little something different. Solid strips 
of lean, white meat, turkey breast 
seasoned and smoked over mesquite. 
This little beauty is 98% fat free with 
no added MSG. Perfect.

Three NEW Profi t Builders
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Join the conversation! We'd love to hear from you. 
If you've got something to say, want to comment on our 
magazine or have some advice for other retailers, please 
email us at info@cstore.com

I don’t care about the penny myself, but, 
boy, some of our customers do. I just 
smile and point at the government card. 
If you keep it light, joke a bit, they end 
up understanding. That’s my advice.

Ann, Chatham, ON

Thank you for the article on independent 
supplier programs [pg 60, New Year 2013]. 
A lot of good information right at the 
time we are thinking about what we can 
do. You asked what we would like to see. 
I guess I would just like help knowing 
what is already out there.

Tiernan, Regina, SK

Bob Rae has class.

Jean-Claude, Laval, QC

I worried about the plastic 
bag ban in Toronto. They 
weren’t even thinking! They 
weren’t thinking about store 
owners or customers.

Estelle, Etobicoke, ON

I don’t care what you say. 
Online lotteries are going to 
hurt us sometime.

Afi, Hamilton, ON

In “Winning Combination” [pg 52, New 
Year 2013], you say some retailers think 
high turnover, low pay, low skills and low 
motivation make problems with training 
frontline staff. Well fixing that is easy. 
Our frontline staff is great! We personally 
feel that the more time you invest in 
them, the more they will do for the store. 
They know why you can’t pay them top 
dollar, but they know you are doing all 
you can. Our customers love our friendly 
and knowledgeable staff. We love them 
too!

Amy and Frank, Halifax, NS
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This issue’s comic is a satiric look at the convenience industry as we know it today. 
We are constantly told what is bad for us, and it seems that is almost everything. In 
the new bestseller on health, Fat Chance by Robert Lustig, the well-respected Harvard 
doctor makes the claim that the root of our health problems is sugar.

I don’t know about you, but I love sugar. Fat Chance says sugar is to be hated, and 
the author builds convincing arguments to prove his point. Once you wade through the 
complex chemistry, the gist of his argument is simple: Sugar is in almost everything, 
whether in natural or added form. Dr. Lustig explains, for instance, that orange juice is 
bad but oranges in their natural form (complete with the fibre and pulp) are good—
because the fibre/pulp and the sugar of the juice counteract for a net positive gain. 

The lesson here is that I can still have something I love while staying healthy if 
I rethink a little the way in which I enjoy it, and am given a choice. That translates to 
more than just oranges.

The other day I was reading a tobacco company website and its claims (supported, 
again, by well-respected doctors) that nicotine is not the biggest cause in tobacco of 
heart-related diseases, but rather the toxins released in the smoke. It is not surprising 
that tobacco companies are looking for a safer way to deliver nicotine, one without the 
harmful toxins.

Like them, most suppliers are seeking means to provide healthier alternatives. Some 
are even taking bold steps to tell you, through product labelling and media campaigns, 
how to determine what is good and, perhaps, not so good for you.

We are delighted to feature for you in this issue one of the most exciting campaigns 
out there. Coca-Cola is a remarkable example of taking the initiative in consumer 
education and encouragement. This household name beverage with the largest brand 
awareness worldwide talked to us candidly about the bold leadership steps it is taking in 
its category to develop healthier alternatives as well as communicate the contents of the 
brands we all grew up with. We can learn a great deal here. 

How does establishing a health initiative impact c-stores? Given we are the largest 
single source retailers of cigarettes, beverages, chips, confectionery, sugary and salty 
snacks, the very least c-store retailers should do is be informed that our customers are 
looking for healthier alternatives. It is in everyone’s best interest to understand how 
frontline staff can assist in educating consumers, and how choice is what matters most. 
Let’s turn the “bad” into something that is good for all of us.

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

 
 
 
 
 
 
 
 
 
 

 
 

The Canadian Convenience 
Stores Association is pleased 
with the stiff penalties against 
contraband tobacco proposed by 
the federal government.

Public Safety Minister Vic 
Toews and Health Minister 
Leona Aglukkaq announced 
proposed additions to the 
Criminal Code in March. 
Changes would include a new 
maximum penalty for a first 
offence – six months in prison 
for a summary conviction and 
five years imprisonment for an 
indictable offence.

The federal government would 
also create a new 50-officer 
RCMP anti-contraband force to 
target illegal tobacco sales.

Both the increased penalties 
and the 50-officer RCMP task 
force were requested in the 
CCSA’s submission to the federal 
Finance Committee last year. 
They were also the focal point of 
a November press conference 
held by the CCSA and the 
regional associations in Ottawa.  

CCSA president Alex Scholten 
said that the penalties and 
additional policing are important, 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
adding that he was pleased with 
how closely the 
government listened to the 
CCSA’s brief on the issue.

But he said true progress 
on illegal tobacco production 
and distribution comes from 
different jurisdictions working 
together, not just policing and 
penalties in one area.

“They really need to address 
the root cause and not the 
symptoms,” said Scholten. 

Because contraband tobacco 
thrives by crossing many 
borders, the CCSA 
supports the creation of a joint 
commission 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

of federal and provincial 
governments with added 
representatives from First 
Nations and the U.S. 
government. Together, the 
groups would create strategies 
to eliminate the production, 
shipping and selling of illegal 
tobacco products.  
Scholten said he understands the 
comments of Aboriginal leaders 
who are doubtful about the 
proposed Criminal Code changes. 

“I feel they’re approaching 
it all wrong,” Lloyd Phillips, a 
chief on the Mohawk Council 
of Kahnawake told PostMedia 
in March. “They’re trying to 
come down with a heavy hand, 
and trying to stop the industry 
strictly from a law enforcement 
point of view.”

Lloyd said improved 
regulation and more co-
operation between Canada and 
the U.S. would be more effective.

“What he’s asking for is exactly 
what we’re asking for,” said 
Scholten. “Let’s address the issue 
instead of the symptoms.”

While several provinces are 
considering taxing or restricting food 
and beverages deemed to be unhealthy, 
strict regulations aren’t the right way to 
encourage healthier lifestyles, says CCSA 
president Alex Scholten.

Scholten pointed to New York 
City, where Mayor Michael Bloomberg 
announced a ban on sugary sodas larger 
than 16 ounces sold in restaurants, sports 
arenas, movie theatres and from street 
carts in order to address the issue of obesity.

Set to take effect March 12, a Manhattan 
Supreme Court justice threw out the 
regulation the day before, ruling the ban 
“arbitrary and capricious”.

Scholten said governments, vendors 
and associations like the CCSA must 
work together to take a comprehensive 
look at healthier eating and ways to 
encourage healthier choices.

“The issue is very complex,” he said. 
“Focussing on just one product category 
is not an appropriate way to address such 
issues.”

In additional to addressing the need 
for increased education and awareness, 
Scholten said a better approach would be 
to acknowledge that customers should 
have the freedom to choose what they 
want based upon their lifestyle, and that 
retailers and suppliers should provide 

customers with the nutritional 
information and a wide range of 
products to support whichever choice 
they make. 

He gave the example of CocaCola and 
their new Coming Together campaign, 
which seeks to educate people about the 
importance of making informed choices 
and balancing “calories in” with “calories 
out.”  Coke offers customers different kinds 
of soda and also offers water, vitamin-
infused water and juices and recommends 
that consumers choose the appropriate 
product for them (calories in) based 
upon their level of activity (calories out). 
With the right information and enough 

selection, the consumer can make an 
appropriate choice and buy accordingly.

Providing enough options for 
customers, whether they want a treat or 
whether they’re looking for something 
nutritious, makes good business sense for 
retailers as well, said Scholten.

“Retailers should offer a wide range 
of products so they can meet the needs 
and demands of all of their customers,” 
he said. “This offers an opportunity for 
them to actually sell more.”

 
 
 
 
 
 

CCSA’s State of the Industry gala has 
now joined the NACDA annual summit 
to form the 2013 National Convenience 
Industry Summit, taking place in 
Montreal this Oct. 22 to Oct. 24.

This will be the first joint conference 
since the groups announced plans to 
affiliate in late 2012.

“We’re looking at combining the best 
of both events,” said CCSA president Alex 
Scholten.

The summit will have valuable 
information for retailers, distributors 
and vendors. Highlights will include 
an assessment of industry trends and 
averages based upon extensive surveying 
of the industry, an examination of 
economic conditions and their impact 
on the industry as well as an in-depth 
analysis of store operations in both 
Canada and around the world.

Participants to the event also have 
the opportunity to network and discuss 
important matters by joining NACDA’s 

Industrial Business Xchange, a series of 
one-on-one discussions with your most 
important trading partners. 

Retailers, distributors and vendors / 
suppliers working in one of the most 
regulated (if not over-regulated) 
industries in Canada, will also want 
to sit in on the event’s Government 
Relations (GR) meetings.  The GR 
committee will discuss the impact of 
different government policies on product 
categories and different aspects of the 
industry.

 “We’re hoping that through this 
combined event, retailers, distributors 
and vendors / suppliers will get 
maximum value,” said Scholten.  
 
 
 

The selection of Couche-Tard CEO 
Alain Bouchard as Canada’s Outstanding 
CEO of the Year for 2012 is an honour for 
the entire convenience store industry, says 
CCSA president Alex Scholten.

Bouchard was presented the award 
by Bennett Jones, founding sponsor 

Caldwell Partners 
and media 
sponsor the 
National Post. 
Both Scholten 
and QCSA 
president Michel 
Gadbois were at 
the ceremony to 

help recognize Bouchard’s tremendous 
leadership and how that leadership has 
put Couche-Tard and the industry on the 
map in Canada and around the world.

In their introduction, presenters 
outlined how Bouchard had grown 
Alimentation Couche-Tard Inc. from a 
single c-store in Saint Jérôme, Que., into 
a network of 12,000 stores (including 
licensees) around the world. Last year 
Couche-Tard achieved revenues of more 
than $19.2 billion. 

Scholten said the award not only 
recognizes Bouchard’s phenomenal 
success but also the importance of the 
c-store industry in Canada.  

“It’s a recognition that the industry is 
very important to Canadian business,” he 
said. “Seeing it grow especially through 
Couche-Tard’s actions is very exciting for 
us in the industry.”

CCSA pleased by proposed 
contraband penalties, 
encourages governments
to work together

Alain Bouchard’s 
win is a win 
for all retailers

Mark your calendars: 
CCSA and NACDA to 
hold 2013 National 
Convenience Industry 
Summit this October
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 Nicholby’s
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 Wendy Kadlovski - Treasurer
 Nicholby’s

 Jiries Rabba - Secretary
 Rabba Fine Foods

 Bruce Watson
 Mac’s Convenience Stores

 Ian Richardson
 Suncor Energy Products

 Jamie Arnold
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 Chris Wilcox
 Quickie Convenience Stores

 Rami Reda
 Big Bee Convenience Stores

 Solomon Kim
 Kitchen Food Fair

 Don Cha
 OKBA

 Noah Aychental
 Gateway Newstands Inc.

 Abdul Jiwani
 Kes Oil Distributors

 Steve Tennant
 Hasty Market

Follow the OCSA on
Find OCSA tweets at: @OntarioCStores

WHAT'S
NEW
WITH THE

OCSA

CCSA

Free our beer!

I T ’S THE LAW

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

This spring is an important one for 
Ontario c-store retailers. If anything will 
get the government to change its mind 
about beer and wine sales in c-stores, it 
will be this spring’s Free Our Beer petition 
launched by the OCSA.

Last year, c-store owner Joanne 
McMurchy began her own petition in her 
hamlet of Vanessa, Ontario. Supported 
by the OCSA, the petition gained 112,500 
signatures to become the largest single 
petition in the province’s history.

This year the OCSA is launching a 
highly-organized petition which will 
again ask the province to respect the 
wishes of voters and allow beer and wine 
to be sold in c-stores.

For this petition the OCSA has a 
big, big number in mind – one million 
signatures.

 
 

 
 
 
 
 
 

 “If one million Ontarians stand in line 
and sign this petition, politicians will have 
to listen,” said OCSA CEO Dave Bryans.

Getting customers to sign the petition 
won’t be hard – a 2011 Angus-Reid poll 
found that 60% of Ontarians, or three 
in five, supported the selling of beer and 
wine by more kinds of retailers.

But getting to the petition on every 
c-store counter in Ontario won’t be 
easy. While about 1,900 chain stores and 
between 1,500 to 2,000 independent 
c-stores were ready to carry the kit at 
press time, retailers who don’t have a kit 
yet will need to request one.

To request a kit, simply visit 
www.freeourbeer.ca or the OCSA 
web site at www.conveniencestores.ca. 
You can also call the OCSA office at 
905-845-9152 or email 
info@conveniencestores.ca.

 “This is the biggest opportunity for 
small business to weigh in on the future,” 
said Bryans, who estimates that the OCSA 
handed out 500 to 600 petition kits at 
this March’s Convenience U CARWACS 
conference alone.  

The provincial Liberals, under 
newly-chosen premier Kathleen Wynne, 
currently hold a minority government.  
An election soon is likely, and Bryans 
reminds retailers that the run-up to an 
election is when voters and their opinions 
make the biggest impact.

Bryans noted that a few years ago, 
before Free Our Beer started, no one 
spoke about beer and alcohol sales in 
convenience stores.

“Today every political party has to talk 
about it wherever they go,” he said.

The OCSA will also release an 
economic study done by the University of 
Waterloo showing the economic benefits 
of allowing retail stores to sell liquor. 
Pollsters Angus-Reid will also survey 
Ontarians again on their feelings toward 
beer and wine sales in c-stores.

The Free our Beer petition runs from 
March 15 to May 15. The eight-week 
period to collect signatures is double last 
year’s month-long petition.

Bryans encourages every retailer to use 
every day possible of those eight weeks 
to collect as many customer signatures 
as possible. Working together, retailers 
can provide customers with the products 
they want and at the same time improve 
their business by carrying those popular 
products.

“There is no other product to carry us 
through to the future,” Bryans said.

About 200 c-stores in Ontario already 
sell alcohol. Independent studies have also 
shown that c-store retailers do a better 
job of keeping age-restricted products 
like alcohol and tobacco from minors 
than the government-run LCBO or the 
foreign-owned Beer Store.

For your Free Our Beer petition kit, 
visit www.freeourbeer.ca or the OCSA 
web site at www.conveniencestores.ca. 
You can also call the OCSA office at 
905-845-9152 or email 
info@conveniencestores.ca. 

 
 
 
 
 
 
 
 
 
 
 

Not all age-verification programs 
are the same. OCSA CEO Dave Bryans 
wants to remind Ontario c-store retailers 
that only We Expect I.D. is authorized 
by the Canadian Convenience Stores 
Association (CCSA) as the official age 
verification program for all c-stores in 
Ontario.

Owned by c-store retailers in Ontario 
and across Canada, We Expect I.D. has 
worked with and garnered the support 
of health boards across Ontario, as well 
as many health agencies and health 
ministries across the country.

We Expect I.D. has helped retailers 
maintain an impeccable standard when 
it comes to age verification. Independent 
studies have shown that c-store retailers 
do a better job of keeping age-restricted 
products away from minors than the 
LCBO or the Beer Store do.

Bryans reminds Ontario c-stores that 
training employees and protecting their 
businesses’ ability to sell age-restricted 
products is as easy as visiting www.
we-expect-id.com . Interactive tutorials 
teach employees everything about age-
restricted products and age verification. 
The website also coaches employees 
on how to successfully communicate 
with customers who want to buy age-
restricted products.

We Expect I.D. will also be working 
with Imperial Tobacco and National 
Smokeless Tobacco later this year to 
have c-store retailers sign an agreement 
that they will not sell to minors. Bryans 
encourages all retailers to get involved 
with the new agreement. 

 
 
 
 
The city of Toronto did not ban plastic 
bags in convenience stores at the 
beginning of this year. In the fall of 2012 
the OCSA and the Canadian Plastics 
Industry Association told the city that 
the ban, which the city council suddenly 
decided on in June of 2012, could be 
challenged in court.

At the end of November, after receiving 
confidential legal advice from a lawyer, 
Toronto council decided to drop the ban.

Now the city’s public works department is 
preparing a recommendation for council 
in July, when councillors will revisit the 
issue of single-use plastic bags. Helping the 
public works department with a recom-
mendation is a consultation committee, 
and on that committee is the OCSA.

“The OCSA is at the table,” said OCSA 
CEO Dave Bryans.

Bryans said the committee is looking 
at four possible options: keep everything 
the way it is now, go back to charging a 
nickel for a plastic bag, create a total ban 
or “other options.”

Bryans said the OCSA wants to keep 
everything the way it is now. Bryans also 
noted that the OCSA doesn’t have an 
objection to charging a nickel per bag, 
although the city shouldn’t be telling 
retailers how to spend the nickel. 

He also noted that plastic bag 
purchases dropped by about 53% when 
the five-cent plastic bag fee was in effect. 

Whichever decision the city makes 
could have a ripple effect across Ontario, 
Bryans said.

“All the municipalities are watching,” 
he said. 

The OCSA is also at the table as a 
parliamentary committee studies a bill 
which would require all gas pumps in 
Ontario to be pre-pay.

Liberal MPP Mike Colle’s private 
member’s bill would result in financial 
hardship for retailers and inconvenience for 
customers said OCSA CEO Dave Bryans.

Bryans noted that it can cost retailers 
from $5,000 to $10,000 to turn one gas 
pump into a pre-pay pump. He said the 
costs would be especially difficult for rural 
and/or independent c-stores to cover. 
Also, in-store sales fall when a c-store 
uses pre-pay pumps. Bryans said in 
British Columbia in-store sales went 
down 15% to 20%.

The committee will present their 
recommendation to the Ontario 
legislature in June. In the meantime, both 
the OCSA and the Canadian Independent 
Petroleum Marketers Association 
(CIPMA) are making their voices heard.

Bryans said any retailer who sells gas 
needs to get involved, since government 
will understand the issue better if they 
hear firsthand from retailers about how 
pre-pay has hurt their business. 

“You can’t change the laws once they’re 
passed,” he said.

The OCSA is also in pre-budget 
consultations with the provincial 
government on the issue of contraband. 
OCSA CEO Dave Bryans said the OCSA 
supports federal Bill S-16, which brings 
in tougher contraband tobacco measures. 
The bill includes several measures that the 
Canadian Convenience Stores Association 
(CCSA) asked for, including mandatory 
minimum sentences for trafficking in 
contraband tobacco and the creation of a 
50-officer RCMP anti-contraband force. 

The OCSA has been encouraging the 
Ontario government, particularly the 
Ministry of Finance, to support these 
tougher measures. Bryans said he believes 
governments are moving in the right 
direction.

“The future looks bright on fighting 
contraband,” he said.

The OCSA “Robbery Prevention 
and Employee Safety” seminar was 
standing room only at the Convenience 
U CARWACS show March 6, said OCSA 
CEO Dave Bryans.

Presented by CrimeStoppers and the 
Toronto Police Services’ Hold-Up Squad, 
the discussion covered how to prevent 

robberies and employee theft, as well as 
strategies to make stores safer including 
sight lines, lighting, and placement of 
windows.

Bryans noted that in many 
neighbourhoods the convenience store 
is the only building still open at night, 
which can make it a target of would-be 
thieves.        by visiting 

            www.freeourbeer.ca, 
       the OCSA web site at 
       www.conveniencestores.ca, 
        or by calling the OCSA office 
          at 905 845 9152 or email 
     info@conveniencestores.ca

Toronto’s plastic bag 
debate continues

* * * * * *

* * *
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Contact Michel 
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 Alain Duchaine
 Le groupe Harnois 

 Pascal Laporte
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QCSA

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

As the government studies 
different can and bottle collection 
programs, the AQDA is in talks with 
industry leaders and 
RECYC-QUÉBEC to make sure 
c-store retailers have their interests 
represented. 

 In 2012, the previous Liberal 
government announced that deposits 
for aluminum, glass and plastic 
soft drink and beer cans would be 
10 cents, up from the previous 5 
cents. But Yves-François Blanchet, 
current PQ minister of Sustainable 
Development, Environment, Wildlife 
and Parks has instead decided to 
research the issue further through a 
comparative study. 
 
 
 

 
 
 
 

RECYC-QUÉBEC, which 
handles the recycling of orphan 
materials such as returned beer 
cans and large appliances, wants 
to double the recycling fees 

companies currently pay.
Eco-enterprises Quebec, the 

private non-profit organization 
which finances municipal services 
for the recycling of containers, 
packaging and printed materials, 
is meeting with politicians to make 
sure that recycling costs are spread 
out more evenly among everyone. 
The AQDA will be working with 
Éco Entreprises Québec on this 
issue. 

The official end date of the 
penny was Feb. 4, 2013. The QCSA 
wants to remind retailers of the 
following facts as the penny slowly 
says goodbye:

The penny is still legal tender. 
The government has just stopped 
producing them.

Retailers must still accept 
pennies from customers. 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 

Round up all cash transactions 
ending in .06 or more.  
For example : if a customer’s 
purchase comes 
out to $2.86, 
they must pay 
$2.90 if using cash. 

There is no need 
to round up 
purchases made with 
debit or credit cards.

 
 
 
 
 

The Quebec Convenience Stores 
Association has taken a leading 
role in fighting contraband 
tobacco, as well as fighting the 
high credit card fees, some of the 
highest in the world, that Quebec 
retailers face.

But the QCSA doesn’t just fight 
on two issues. It also seeks out 
new possibilities for the c-store 
industry in Quebec and keeps 
a watchful eye on government 
legislation that could affect 
retailers. 

Beer prices, gas margins, ATM 
rules and taxes on sodas and 
energy drinks…these are all issues 
the QCSA is working on right 
now. Learn more:

 
 

The QCSA is in talks with 
the Association Québécoise des 
Indépendants du Pétrole (AQUIP) 
on what minimum and maximum 
gas margins in Quebec would 
look like.

AQUIP would like the 
government to legislate gasoline 
prices in the province by setting 
a minimum and maximum gas 
price to prevent price wars. 
The QCSA is examining how these 
strategies would affect the profits  
of c-store gas retailers.

 

Quebec’s Health Minister 
Réjean Hébert is in favour of a 
tax on pop and energy drinks. On 
March 9 of this year, Hébert called 
sugared beverages and energy 
drinks “the cigarette of the 21st 
century” and estimated that a tax 
on the beverages could push down 
consumption as much as 10%.

The Quebec Coalition on 
Weight-Related Problems 
recommended to the previous 
Liberal government in 2011 that a 
tax be put on all pop and energy 
drinks. They argue that with a 
tax of $0.01 per litre, $8.6 million 
could be raised annually and 
re-invested in health promotion, 
especially at schools.

At a price of a penny per fluid 
ounce, the cost of a can of pop 
would go up 13 cents, while a 
two-litre bottle would increase by 
70 cents. 
 
 
 
 
 

 
 

Bill 194 would change the 
minimum liquor sales price, 
including indexing the minimum 
price to the inflation rate of food. 
This indexing would make the 
price rise faster. Bill 194 would 
also raise the current floor price of 
beer to something closer to 

 
 
 
 
 
 
 
 
the current market price.  The 
QCSA is in talks with brewers’ 
associations over the bill. 
 

 
 
 
 
 
 

Effective January 1 of this year, 
Bill 128, the Money Services 
Business Act, came into effect.  
All retailers who stock their own 
ATMs should be following these 
rules now: 

-You must register your 
business with the Autorité des 
marchés financiers.

- You must provide a list of 
employees who have access to the 
ATM and include their personal 
information and any past offenses.

- Owners or employees with 
access to the ATM must have 
security clearances from the 
Sûreté du Québec.

The annual fee per company is 
$607 per class and $202 per ATM. 
An approval decal will be placed 
on each approved ATM.

 

Goodbye to 
the penny

Tax on pop 
and energy 
drinks

Can and 
bottle 
deposits

Sharing 
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recycling 
cost

New rules 
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margins

Beer 
minimum 
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Contact Andrew 
Unit #1013, 7445-132nd Street,
Surrey, BC V3W 1J8 
Telephone: 778.987.4440
email: 
andrew@conveniencestores.ca

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

 Victor Vrsnik -
 Director WCSA
 7-Eleven Inc.

 Joel Skulsky - Director WCSA
 Husky Energy

 Kim Jones - Director WCSA
 Suncor Energy

 Dene Hargreaves - Director WCSA
 Winks Plus

 John Crandell - Director WCSA
 Non-voting Director
 Bic World

 Jeffrey Bakun - Director WCSA
 Non-voting Director
 Chairman, Member Services   
 Committee
 Rothmans Benson & Hedges Inc.

 Mark Hopper - Director WCSA
 Parkland Fuel Corporation

 Chuck Arcand - 
 Core-Mark (Non-voting)  
 Core-Mark

 Henry Arsenault - Treasurer WCSA
 Non-voting Director
 Direct Plus Food Group

 Andrew Klukas - President
 andrew@conveniencestores.ca

WHAT'S
NEW
WITH THE
WCSA

CCSA

WCSA members have a strong 
advocate in WCSA president 
Andrew Klukas, especially on the 
important topic of late-night retail 
safety. 

Klukas, a member of the 
Canadian Society of Safety 
Engineers and former policy 
advisor to WorkSafe BC, had ten 
years of consulting experience, 
including designing occupational 
health and safety programs and 
strategies for several industry 
groups, when he joined the WCSA 
in 2012.  One of his past projects 
was designing and developing the 
safety training program for the 
Vancouver Organizing Committee 
for the 2010 Olympic Games.  

Klukas has Masters degrees 
in both philosophy and public 
administration and is a former 
Director of the Institute of Public 
Administration of Canada, 

Vancouver Region.  
Looking back over the last 

year, Klukas said 2012 has been 
an important year for the WCSA, 
which reincorporated under 
federal legislation and signed an 
affiliation agreement with the 
Canadian Convenience Stores 
Association and the three other 
regional associations.   “The 
association has begun to redefine 
and to clarify its purpose and its 
role amongst its regional partners.  
It was both challenging and 
exciting and it was an honour to 
contribute to what promised to be 
a bright future for the association 
and the industry.” 

 

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

Andrew Klukas, 
WCSA president

2013 SOI survey 
is quick, easy and 

very important

  Western
       butt
    study

The WCSA – reaching 
out across the West

 

Does one little State of the 
Industry (SOI) survey matter? 
Yes! And this year, filling out the 
SOI survey is easier and quicker 
than ever. 
 
 
 
 
 
 
 
 
 

WCSA president Andrew Klukas 
said that this year the CCSA is 
developing a separate survey for 
smaller retailers who do not keep 
the type of financial information 
asked for in past surveys.  This 
shorter survey should take no 
more than 10 minutes to complete 
and is expected add extremely 
valuable information for vendors 
and distributors regarding the 

perceptions and experiences of 
retailers.  However, the standard 
survey remains the backbone of the 
State of the Industry report, 
and the longer survey will still be 
available for those who prefer the 
long form.

Klukas said that the information 
from the annual survey has 
important benefits at a time when 
many retailers are struggling to grow 
their business or even to get by: 

-  Vendors and distributors will 
be able to refine and improve 
the quality of their services to 
retailers to help increase profit 
margins at store levels.

-  Governments often make 
decisions without knowing the 
impact on retailers. The CCSA 
and its regional partners use 
SOI findings to work with 
governments and prevent 
further over-regulation.    

-  The information from the 
SOI also reveals the impact 
of unfair business practices, 
such as the manufacture and 
sale of contraband tobacco, on 
c-stores. This illegal trade put 
around 2000 honest retailers 
out of business in Ontario 
and Quebec. The WCSA is 
working with the CCSA to 
make sure it doesn’t happen in 
Western Canada.   

-  The SOI shows where other 
retail channels are encroaching 
on c-store sales, allowing 
retailers to develop strategies 
to protect their business. 

-  Finally, the published SOI 
report allows retailers to 
compare themselves against 
the rest of the industry.   

Visit www.thewcsa.com for more 
details on how to complete the SOI 
survey.

 
 
 

 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Contraband remains a top priority 
for the Western Convenience Stores 
Association. Contraband tobacco 
is sold without applicable taxes and 
from locations that do not require 
age verification – typically in 
packages that lack warning labels. 

 
 
 

Besides taking business away 
from honest retailers who legally 
sell tobacco, contraband tobacco 

also poses a significant threat to 
public safety through its affiliations 
with organized crime. 

Contraband tobacco also 
weakens the impact of any tobacco 
reduction strategy federal or 
provincial governments attempt to 
initiate and reduces provincial and 
federal government revenues due to 
tax evasion.   

“Our goal is to keep contraband 
out of the West,” said Klukas. “We 
hope to complete a comprehensive 
butt study across the region to get a 
baseline on the level of contraband 
tobacco in the West.  This will allow 
us to more easily identify increases 
in contraband and act quickly to 
ensure that action is taken to put a 
stop to its expansion.”  

 
 
 
 
 

This year the WCSA wants to 
remind customers, retailers and 
government of the important role 
c-stores play in communities and 
of the tremendous potential for 
productive partnerships.

While details haven’t been 
finalized for each province, every 
province in the West can expect 
a campaign this year. In British 
Columbia, the WCSA is planning 
one-day in-store events to educate 
politicians and community leaders 
about:

 The contribution c-stores make 
to their communities in terms of 
service and employment; the high 
standards in place to prevent the sale 
of age restricted products to youth. 

The availability of healthy choice 
foods in the c-store channel; the 

 
 
 
 
 
 
potential benefits of using  
consultation and partnership instead 
of legislation to achieve constructive 
goals in a way that can benefit 
everyone; that good corporate 
citizenship is a hallmark of the 
c-store industry.

WCSA president Andrew Klukas 
said the WCSA would like to partner 
with select charities in each case and 
donate proceeds from the event to 
the charities.  There is also a desire 
to involve vendors in support of the 
campaigns.  “The c-store day concept 
was pioneered in the Atlantic region 
and is something we want to build 
on as just one example of the benefits 
of our new affiliation.”

In Alberta, the WCSA will work 
with retailers, communities and the 
government to highlight responsible 

community retailing. The Alberta 
government is concerned about 
rising tobacco consumption among 
the province’s youth – they want 
to tighten up age verification 
requirements and are looking at 
new restrictions on sales of tobacco 
products. 

Alberta currently relies on federal 
government inspectors to enforce age 
verification requirements. They have 
also shown interest, however, in We 
Expect I.D., the CCSA’s top-quality 
age verification program. We Expect 
I.D. training has worked so well that 
independent studies have shown 
c-store retailers outperforming 
both the government-run liquor 
stores when it comes to responsible 
retailing.

While the details of the Alberta 
campaign had not been finalized as 
of press time, the goal is to show that 
responsible community retailing 
helps everyone – communities, the 
government and retailers.
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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

After two very successful 
tournaments last year, the Atlantic 
Convenience Stores Association 
(ACSA) and NACDA are teaming 
up again to play together, work 
together and help the community.

The joint ACSA-NACDA golf 
tournaments are great opportunities 

for retailers, 
distributors and manufacturers 
to meet, play and talk informally, 
said ACSA president Mike 
Hammoud.

This year the Maritimes 
Children’s Charity 
Golf Classic takes 
place Thursday June 13 at the 
Fox Creek Golf Club in Dieppe, 
near Moncton. It’s the same 
location as last year. 

“Register early or you’ll miss 
out on a great opportunity,” said 
Hammoud, adding that the spots 
are limited.

Retailers aren’t the only ones 
who get an opportunity through 
the tournament either. Funds raised 
through the tournament go to help 
the Moncton Boys & Girls Club. 
This local charity provides a safe 

                                        and positive
                                environment
                                   for children to
                                  develop good
                          relationships and
                      skills for life.
                          Meanwhile, the
                      Newfoundland  &
                        Labrador Children's 

                             Charity Golf Classic
                             takes place
                           Thursday June 27 

                              at the Clovelly Golf
                           Club in St. John's,
                          Newfoundland &
                              Labrador.
                          This tournament
                           supports a local 
                         children’s charity
                        as well.

Contraband tobacco is having a 
negative impact across the country, 
but all four Atlantic provinces have 
chosen to increase taxes on legal 
tobacco products. The ACSA was 
very disappointed to learn about the 
decisions.

“Given the fact that illegal 
contraband tobacco can be found 
in every community of Atlantic 
Canada, we are both surprised 
and disappointed that provincial 
governments arbitrarily increased 
taxes on legal product,” said 
ACSA president Mike Hammoud.  
“Criminals and smokers who 
buy from criminals are the only 
beneficiary of this increase. Retailers, 
taxpayers and government will all 
lose. There are no taxes collected on 
illegal contraband tobacco.”

The federal government has 
announced proposed changes 
to the Criminal Code to combat 
contraband, including stiffer 
penalties for first offences and 
creating a 50-officer RCMP 
task force dedicated to fighting 
contraband.

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

While speaking with Nova 
Scotia finance minister Maureen 
MacDonald, Hammoud had to 
bring up the issue of age-restricted 
energy drinks.

“It has nothing to do with the 
budget but it has everything to do 
with our business,” he said.

Doctors Nova Scotia wants energy 
drinks to be age-restricted products. 
Hammoud said c-stores represent 
70% of energy sale drinks in the 
province and need to be consulted 
before the government makes any 
decision. He added that Doctors 
Nova Scotia doesn’t have any 
scientific studies to back up their 
recommendation. 

Energy drinks are already labeled 
with warnings and recommended 
ages. Other popular beverages 
contain more caffeine, like a Tim 
Horton’s Iced Capp, but are not 
being considered for age restriction.  
Hammoud said energy drink 
vendors and retailers must be able 
to share their information with the 
government.

“We as an association are working 
on this file and it’s an important file 
to us,” he said.

With an election coming this 
year, the ACSA is reaching out to 
Nova Scotia’s political parties. ACSA 
president Mike Hammoud has met 
with Stephen McNeil, the leader 
of the Liberal Party. The Liberals 
were leading in the polls as of press 
time. Hammoud said he has also 
met with Jamie Baillie, leader of the 
Progressive Conservatives.

 

The ACSA is still working on 
convincing the New Brunswick 
government to bring in a 
minimum margin on gas. The 
province only has a maximum gas 
margin, which Hammoud says 
does not protect retailers the way a 
minimum margin does. 

Accounting, tax and financial 
consultants Grant Thornton are 
completing an independent study on 
the state of the retail gasoline industry 
in New Brunswick. Hammoud hopes 
the information collected will show 
the New Brunswick government how 
necessary a minimum gas margin is. 
Nova Scotia and PEI have minimum 
gas margins already.

The ACSA is also asking 
for a review of gas margins in 
Newfoundland and Labrador.  They 
also want Newfoundland and 
Labrador retailers to get a fair deal 
when it comes to beer bottle returns. 
The ACSA has asked the government 
for a retailer handling fee for beer 
bottle returns.  Retailers are the only 
ones in the beer bottle return process 
who don’t get paid for the returns.

The ACSA State of the Industry 
(SOI) surveys give Atlantic retailers 
the information they need to succeed. 
Sales figures and store counts, as well 
as benchmark information across 
product categories help retailers learn 
where the threats and opportunities 
are. The SOI also shows the ACSA 
where retailers need the most help, so 
the association can plan accordingly.

But it’s not always easy to fill out a 
detailed form, especially if you don’t 
have all the figures the SOI usually 
asks for.

This year, the survey will include 
a shorter, more general form for 
retailers who don’t have detailed 
financial information to share. 
You might not have precise store 
data at your fingertips, but your 
observations as a retailer are still 
very valuable to the ACSA.

If you don’t already have an 
SOI survey, contact the ACSA at 
Hammoud@conveniencestores.ca 
to get yours today!
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available 
now! 
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but largely “accidental monopoly”, 
created by the departure of 
Drug and most Grocery.  You’ve 
heard me say, and I continue to 
believe, that our relationship 
with consumers may be our most 
powerful potential differentiator 
– but more on this later.

What I am arguing today… is 
that our continued reliance on 
“convenience” as our primary 
channel differentiator is likely an 
unsustainable business strategy 
for many retailers.  My worry is 
that the simple convenience of 
our locations may no longer be 
sufficient to attract an increasing 
number of consumers.  Without 
doubt, we need to replace the 
losses we’re experiencing from 
declines in the performance 
of our current destination 
categories.  And we need to do 
that soon.

That certainly doesn’t mean we 
should abandon “convenience”, 
but rather… that we need to be 
seen as convenient to substantially 
more customers than those who 
see us that way today.  In short, 
we need more clients and we need 
new destination categories in 
our stores to get those additional 
clients to come.

Acquiring the rights to sell Beer 
and Wine (in those provinces 
where we don’t currently have 
that right) will clearly drive 
additional destination traffic into 
our stores.  It’s simply the best 
answer we’ve got.

I won’t bother you with the 
math, but we all know that in 
largely fixed-cost businesses like 
ours, Beer and Wine will matter 
for three important reasons: 
 
 
 
 
 

 
 1.  New consumers in our 

stores, motivated to 
visit based upon a new 
destination category, not 
only purchase the new 
category...they make 
coincident impulse 
purchases.

 2.  We also gain higher 
average sales from 
existing customers 
who take advantage 
of the convenience of 
purchasing the new 
destination category…in 
addition to their regular 
purchases.

 3.  Profitability improves 
exponentially because 
our operating costs 
remain largely fixed and 
our variable costs are 
easily absorbed by the 
margin earned on these 
incremental sales.

 It’s not a solution to all of our 
problems, but it sure would be a 
big step in a positive direction.  

Your Ontario Convenience 
Stores Association has finally 
managed to get Beer and Wine 
back onto the political radar.  It’s 
about time we did.  We know 
that 67% of adult Ontarians 
have already said they want the 
convenience of purchasing Beer 
and Wine from us.  We can prove 
that our performance on age 
testing (and subsequently refusing 
sales to minors) is significantly 
better than either the LCBO or 
Beer Store.  People are now asking 
why the current government is 
intent on spending $100 million 
to build 70 new LCBO’s when 
convenience stores already have 
the bricks and mortar in place. 

Against this backdrop our 
political leaders have recently 
begun to describe their positions 
on the issue.  Tim Hudak (the 
leader of the Ontario PC’s) 
and his colleagues have been 
particularly supportive of our 
position.  The other leaders 
however…. seem to be currently 
hoping that we’ll just let this  

 
 
 
issue go away.  And please 
don’t be fooled.  The recent 
announcement by the Liberals 
of a “pilot test” in 10 Ontario 
grocery stores – when over 200 
Ontario convenience stores 
already sell alcohol under an  
agency agreement…. is nothing 
but an attempt to create the 
perception that something is 
being done to appease you.  

Of course you know that we 
can’t let this issue go away…. and 
if more of our political leaders 
understood the difficultly small 
business in our channel was 
experiencing in Ontario they’d 
understand exactly why this was 
the case.  On the contrary, we 
need to double our efforts in 
helping all Ontario politicians 
to understand why expanding 
distribution of Beer & Wine into 
convenience stores is exactly the 
right idea.  

To do that, we need your help.  
We need as many Ontario citizens 
as possible to communicate 
their desire to see this happen.  
The first step is to visit www.
freeourbeer.ca.  Please do it 
right now.

Every person reading this 
article has a chance to contribute.  
Those who agree that Beer 
and Wine should also be sold 
by responsible community 
convenience stores should click 
on the petition tab and fill out 
their name, email and postal code. 

Every retailer should click on 
the “Retailers” tab to download 
and print copies of the blank 
petition form.  Have them ready 
on your front counter and engage 
your customers in a discussion 
that encourages them to support 
you by signing.  Mail or fax the 
completed petition forms to the 
OCSA as indicated on the bottom 
of the form. 
 
 
 
 

 
 
 
 
 
 
 
 

If you do business with 
convenience stores you’ll already 
appreciate the difficulty we’ll 
have in reaching many of our 
Independent members.  If you 
can help get this message out as a 
sales rep, or distributor, or in your 
cash and carry – you’ll be doing 
your customers a wonderful 
service.

This is particularly important 
now because it seems certain that 
we’ll have an election in Ontario 
in 2013.  Our issue currently has 
profile and some momentum.  
That’s good.  To gain the 
support we need however, we 
must capture the attention of 
politicians by demonstrating 
that we’re not just some special 
interest group, but that our views 
represent the considered opinions 
of a substantial portion of the 
Ontario electorate.  

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

I drove by an Auto Mall the 
other day.  I’m sure that we’ve 
all seen these retail installations.  
They are a large collection of 
different automotive dealers who 
have erected their showrooms 
adjacent to one another – even 
though they are all in direct 
competition for the same 
automotive consumer.  

I imagine that some strategist 
has argued that trading off the 
advantages of a single (perhaps 
more desirable), location against 

the advantages of exposing their 
products to a much broader 
potential group of consumers – is 
a winning strategy.

This evolution in retailing by 
car dealerships, and our own 
problems with channel blurring 
(to me at least), seems related.  
It wasn’t the adjacency of their 
locations that caused me to 
consider this.  It was the reality 
that other than the vehicle itself, 
there is an absence of meaningful 
factors that allow consumers to 

differentiate between individual 
car dealers.  So, if the cars you sell 
are popular that year, you’ve got 
a good business, if they are not, 
you don’t.

With the hours of operation 
and in-store product mix now 
largely similar between the 
various channels in our industry, 
is “convenience” still the critical 
differentiator it has been?  Clearly 
convenience had better remain 
                                     important – 
                                    because our 

products are largely identical and 
our prices are generally higher 
than competing channels.  

But I wonder - does it really 
matter to our consumers where 
they buy milk?  Or eggs?  Or 
where they buy confections, 
lottery and beverages?  I’m not so 
sure it does.

To be fair, petroleum 
availability is a clear differentiator, 
as is a well-executed food 
service program.  And tobacco 
certainly…. given the fortunate,  

18 cstorelife.com



21spring 201320 cstorelife.com20 cstorelife.com 21spring 2013

In a time when c-stores and their suppliers are seen as the 
enemy in the public fight against obesity, one industry leader is 
showing us all how to be the hero.

Think about it. The world’s leading beverage company has 
been making successful decisions for the past 125 years. 
Who better than Coca-Cola to rely upon for the research and 
innovation that could help turn the tide in health?

a b

    Healthier c-stores
    Healthier choices

Healthier customers

Coming
 Together

The obesity challenge
It is a problem, and on its 

own it is not going away. The 
global obesity epidemic has 6.8 
million of us—that is, Canadian 
adults—overweight and an 
additional 4.5 million morbidly 
obese in a world where 1.4 billion 
adults are overweight and obese. 
Children fare no better: 1.6 
Canadian children are considered 
overweight or obese. Just those 
under the age of five, globally, are 
said to number over 42 million. 
The World Health Organization 
(WHO) calls childhood obesity 
“one of the most serious public 
health challenges of the twenty-
first century.” It warns that adult 
overweight and obesity “are 
linked to more deaths worldwide 

than underweight” and that the 
phenomenon will soon replace 
both under-nutrition and 
infectious diseases as the most 
significant public health concerns. 

It is a growing problem. 
Since 1980, obesity rates have 
doubled. It was only in 1997, a 
mere 16 years ago, that the WHO 
recognized obesity as a global 
epidemic. It was not a case of 
simply being unrecognized in the 
centuries before the late twentieth; 
it simply was not there. 

It is a complex problem. Food 
and activity choices are just that: 
choices. This is not a problem 
that taxes or regulations will solve. 
(Few ever are.) 

 

How did we get here?
The formula for obesity is 

straightforward enough. Add 
foods that are high in fat, salt 
and calories to low physical 
activity, and there you have it. 
The WHO reminds us, “Obesity 
is preventable.” That puts it 
in the realm of lifestyle, and 
lifestyle encompasses freedom 
and choice. Informed choices are 
the best choices, and that part 
of it would seem simple. It is 
not. This is an information age, 
thanks to the Internet, but when 
it comes to nutrition, it could 
be called a misinformation age. 
Myths abound.

What is not a myth is that the 
best choices are not always, or 
often, being made by consumers. 
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The implications

So what? What does it matter 
that one in ten people are 
dangerously overweight and the 
rate is rising? 

In the first place, the economic 
burden is huge. The Parliament 
of Canada’s “The Obesity 
Epidemic in Canada” tells us it 
has reached an estimated $4.3 
billion in the direct costs of 
treating heart disease, stroke, 
diabetes, osteoarthritis and cancer 
through hospital and other health 
care, physician and other health 
professional services, medication 
and research. Add to those the 
indirect costs in years of life and 
activity days lost and it becomes 
a problem the country cannot 
afford.

The flip side of that is what a 
healthy and happy population, 
making sound nutritional and 
activity choices, could accomplish. 

 
Who makes the decision 
about what is healthy?

Thus, the epidemic affects us all. 
But who decides what is healthy? 
We are in the realm of lifestyle, 
and that means choices—and the 
freedom to make those choices. 

The government has a role in 
informed choice. Canada’s Food 
Guide is packed with information 
on healthy eating. It encourages 
regular physical activity, and even 
more can be learned in Canada’s 
Physical Activity Guides. Health 
Canada vets products through 
Health Check so consumers 
can instantly identify healthier 
options. It provides a great deal 
of excellent information in many 
forms. 
 
 
 

 
 
 
 

But it seems not to stop there. 
Proposed fat taxes, size limits and 
advertising restrictions show 
that governments and interest 
groups think they need to make 
the decision for us about what is 
healthy and what is not.

What we know as retailers is 
that every limit and restriction set 
by the government, often at the 
behest of interest groups, affects 
our bottom line at the same time 
it affects our customers’ freedom 
of choice. 

Do we need another set of 
regulations, another tax, another 
limit on consumer choice to 
explain to our customers, record 
and remit? 

What if we could satisfy 
consumer demand, avoid yet 
another excess in regulation, 
and help our customers make 
healthier choices—all at the same 
time? 

What would that take?  

From challenge 
to lasting solution

In the few short weeks since 
its launch, an unprecedented 
campaign south of the border is 
making great strides.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

What Coca-Cola knows is that 
consumers, in an epidemic that 
has to do with lifestyle, need no 
limits and regulations to make 
changes. They need education, 
information and encouragement.

 
 
 
 
 
 
 
 

They need assistance from food 
and beverage manufacturers, food 
and beverage retailers, and others 
collaborating to educate them on 
how to opt for the best food and 
beverage choices. 

Coca-Cola’s innovative 
ads reinforce the company’s 
commitment “to bring people 
together to help fight obesity.” The 
world leader vows “to continue to 
educate, innovate and act to help 
people lead active, healthy lives.”

One of the innovations directly 
partners with retailers.

 
 
 

There is more coming this 
year, and we can watch for it as it 
unfolds, beginning in April. The 
buzz has begun already, however. 

“Overcoming obesity won't 
be easy,” says Coca-Cola, “and 
it will take all of us—business, 
government and communities—
working together. The Coca-Cola 
Company has an important role 
in this fight. Together, with willing 
partners, we will succeed.”

Coca-Cola tells us, the c-store 
industry, “We are excited about 
our upcoming launch and hope 
you will join us in these efforts 
and consider sharing what we're 
doing to make stand against   
          obesity.”

 
Clear on Calories 
Vending Program

In “Clear on Calories”, 
vending machine labels will 
feature calorie information 
for each beverage 
selection, giving people the 
choices, information and 
encouragement they need to 
opt for the beverages that are 
right for them and for their 
families. 

 
 
 
Coming Together

Coca-Cola debuted 
its “Coming Together” 
advertisement in January, a 
highly engaging, colourful, 
packed-with-information 
two-minute piece that 
communicates the Coca-Cola 
story, what has been done 
and what is being done, 
and educates viewers about 
calories and obesity. 

In the best of advertising—
advertising designed to 
remind and connect—myths 
are exploded, advice is given 
and information provided in a 
highly entertaining format.  

Be Ok
 A week later, the company 

premiered “Be Ok”, in which 
it is “perfectly clear right up 
front” how many calories 
are in a can of Coca-Cola. 
It encourages consumers to 
be mindful that all calories 
count in weight management 
including those in Coca-Cola 
products and in all foods 
and beverages. In the most 
entertaining portion of the 
spot, people are encouraged 
to have fun burning those 
calories off. Consumers are 
encouraged to match calories 
to physical activity.

23spring 2013

CStore Life and the CCSA saw something revolutionary happening this year in the 
manufacturing community, with strong implications for retail. We decided it was worth a very 
close look, and so we were pleased to have the opportunity to sit down with John Guarino, 
president of Coca-Cola Refreshments Canada, in his Toronto office to talk about it.

A conversation with 
the president of Coca-Cola 
Refreshments Canada
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We began with the US campaign, 
the “Coming Together” and 
“Be Ok” advertisements that 
debuted south of the border in 
January. What is the Canadian 
perspective? 

“So far we’re very happy with 
it; we’re very encouraged by 
reaction to it from pretty much 

all parties: 
consumers, 
customers,  
people within 
public policy, 
governments,” 
Mr. Guarino 
tells us. 
“Obesity is very 
complicated, 
a little bit 
emotional, and 
certainly we felt 
we needed to 
be involved in 
that discourse 
and I think with 
this campaign 
it certainly 
happened.” 

He points to 
overall positive 
feedback 
and good 
educational 
aspects from 
which much can 
be taken away. 
The first piece, 
“talking about 
what we’ve 
done, putting 

it together,” worked to begin the 
discussion, “because maybe we 
haven’t communicated effectively 
all the things Coca-Cola has 
done over the years.” The second 
addresses calories in and calories 
out and energy balance, “trying 
to get some of the discussion 
around that.”  
 

 
 
 
 

Mr. Guarino is clear: “Because 
obesity is so complicated it’s 
not going to be solved by 
one party, by one person, by 
government. Really, it’s going 
to require everyone working 
together—government, 
NGOs, health professionals, 
food manufacturers, drinks 
manufacturers— everybody 
needs to be working together 
on this as opposed to somebody 
thinking they have the answer to 
a very complicated problem on 
their own.” 

He is looking forward to this 
message coming to Canada. 
“We’re very excited about it, and 
here in Canada we’re looking at 
doing it in the second quarter.” 
What will it look like? “It will 
be very similar to the US one 
and just obviously a little 
Canadianized with our facts here 
and our partners here, and it’s all 
good.”

What is especially good is 
that, as Mr. Guarino puts it, “It’s 
certainly got the debate going.”

“It has certainly brought it 
to the forefront. Of course you 
have detractors who are always 
out there somewhere that aren’t 
going to appreciate what you’re 
doing, but most of it is a good 
discussion.” And it leads to some 
big questions about the fight 
against obesity: “What does it 
mean? Where do we go?”

“The truth is we’ve learned 
a lot of things over the recent 
past and one is maybe people 
did not realize what we were 
doing and what some of the 
facts were,” Mr. Guarino notes. 
“This is a platform for us to do 

that, and of course we’ve always 
engaged with government and 
health professionals trying to 
work through some of these 
issues.” He points to Coca-Cola 
initiatives that span decades and 
have led the way for the beverage 
industry: pulling full-calorie 
beverages from primary and 
secondary education facilities, 
being upfront in terms of 
labelling, nutritional values and 
calories on Coke’s packaging. 
“We have done many good things 
and even today you look at 
trademark Coke and, in Canada, 
40% of it is low-calorie and diet 
and Diet Coke and Coke Zero. 
Overall, our portfolio, including 
juices, is between 20 and 25% low 
calorie” (since juices are naturally 
sweetened). “The move toward 
low and no-calorie is huge 
and it’s been huge for awhile. I 
think people just really have not 
realized, until we put it out there, 
that we provide the choice.” 

That choice is staggering. “We 
have something that has zero 
calories, we provide something 
that has regular calories, we 
have some other products that 
may have 15 calories. Our wide 
variety of beverages gives choice, 
and you have to make a decision 
about that based on your own 
personal circumstances of what 
you consume and what your 
energy burn is.” Consumers can 
make the “right decision of when 
you want a water and when you 
want a Coke, when you want a 
Coke Zero or a vitaminwater 
Zero. That’s a very personal 
choice to each individual 
situation. So a lot of it is about 
choice.”

And what Coca-Cola is 
promoting is informed choice, 
letting people know what they 
are choosing. “We have done a 
lot of research over the years.” 
Some of that research shows that 
people do not know how many 
calories they take in a day, how 
many they should take in a day. 
They don’t know how many 
calories are in their favourite 
foods and beverages. “You ask  

 
 
 
 
 
 
 
a consumer how many calories 
does a can of Coke have, and you’d 
be surprised the answers you get. 
They say hundreds and hundreds 
and hundreds, and that’s not right. 
It’s 160 in that can.” 

“So it is about education and 
that’s why you can’t just leave it 
to one part of society. Everybody 
has to work together, retailers, 
manufacturers, government, 
schools. This is big. We’re all in it.”

What can c-stores look 
forward to in all this?

“Once we launch the campaign 
here in Canada, we’re going 
to look for links to customer 
programs. We’ll be out to our 
customers, large and small, 
and talking about what we’re 
doing, why we’re doing it, and 
then, more importantly, how 
we can engage with them and 
how they can engage with their 
customers because that’s really 
the forefront of that transaction.” 
Part of it, for instance, will be 
putting up educational material, 
encouraging healthier decisions 
and providing choice. Choice 
is especially important. “It’s 
important that there is choice 
at the point of sale in terms of 
product, package size, diets and 
regulars.” He asks store owners, 
“Just what is the choice you’re 
offering?”  
 
 
 
 
 
 
 
 

“Particularly in convenience,” 
Mr. Guarino acknowledges, “it’s 
always about grab and go, in 
terms of a beverage and a snack 
and just having a balance, a 
choice of snacks.” He offers a few 
examples. “We do Coke Zero with 
a chocolate bar, other times there 
is a sandwich, but also a salad to 
go with a vitaminwater. In the 
morning we can have Minute Maid 
juice together with something else.” 
It is all about variety. And it will 
take some work. 

 
 
 

“What’s important in the 
largest categories is we may need 
to stretch 
ourselves as 
suppliers, 
and the stores 
may need 
to stretch 
themselves 
in thinking 
about what 
we need 
to offer.” 
A broader 
choice is 
important 
“even if it’s 
not going to 
be one of my 
top selling 
three things 
that day” and 
that will take 
partnering. 
“We’re very 
keen to work 
together as 
we do today 
with all the 
stores and talk about how can 
we help, what are the offerings 
we can do, what can we do on 
education, how can we better 
partner in putting together the 
lunchtime salad you have in your 
refrigerator with a vitaminwater 
Zero or a Coke Zero and just give 
people a choice.”  
 

 
 

“I think it is the role of all of 
us to provide that choice and 
hopefully the education is there 
so people can make informed 
choices about what they want 
to consume and how they will 
eventually burn that off and have 
that balance between calories in 
and calories out and determine 
what kinds of calories they want 
and when because all calories 
count. They all count. No matter 
where they come from, they 
count. And it’s not about singling 
out any one thing and saying if 
you stop doing that or you do 
less of this or you eat less of this 
or drink less of this you’ll be fine. 
It’s not that. It’s the balance.” 

In the end, it looks good for 
both consumers and c-stores:

“We have a great experience 
with all the convenience 
operators and working together 
on industry concerns over the 
years. Certainly within the 
convenience industry we know 
that very often the store owners 
are at the forefront of a lot of  

 
 
 
 
things that they’re being asked 
to do.” Regulations and taxes 
take their toll, and “it all ends up 
back on the store owner, who 
meanwhile is trying to run a 
business.”  This campaign can 
help. 

“Anything we can do to make 
it easier and help the store 
owner get out there and get that 
message across without it being 
a burden, that’s really what we’d 
like to do. I’m sure working 
together we can figure it out.”  

In the end, it’s about all of 
us. “Obesity is such a broad 
problem, the more we can bring 
attention to it so that we can 
make some traction against it 
the better. Given the high level of 
traffic convenience stores see, it’s 
a great point for education. It’s a 
very natural fit.” 

…it’s going to 
require everyone 
working together…

…maybe people 
did not realize what 
we were doing…

This is big. 
We're all in it. …we may need to 

stretch ourselves…

…a natural fit
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Thus those companies 
working hard to meet 
and maintain the 
requirements find it is 
worth it. It helps 
consumers find and 
identify them, and it 
is scrupulously fair. 

(Health Check notes it is “the only 
non-profit, independent and neutral food 
information program in the country.”)

What impact does the program have? 
One example is sodium. Health Check 
has removed 800,000 kg of salt (enough 

to fill 88 dump trucks) from the Canadian 
food supply. “Many food companies and 
restaurants are either currently working 
on reducing the amount of salt and/or fat 
in their food products and menu items 
or have already done so.” Health Check is 
making Canadians healthier, since, as the 
program puts it, “Healthy eating is one of 
the most important things you can do to 
improve your overall health.”

The program encourages consumers 
to read the Nutrition Facts found on 
food packaging, to ask for nutrition 
information, and to cook with fresh 

and healthy ingredients. It is aware, 
however, that time is tight for many 
consumers. “People are busy, people are 
on the road, and so they should have 
access to healthy food wherever they are,” 
Stephanie Lawrence, Assistant Director 
of Communications and Marketing for 
Health Check, told CStore Life in a recent 
interview.

C-stores provide that access with 
grab-and-go items, and one success story 
comes out of British Columbia.

It’s not easy.
 Companies work hard, notes Canada’s Heart and 

Stroke Foundation, to merit a Health Check symbol 
on their food packaging. Nutrient criteria are based 
on recommendations in Canada’s Food Guide 
and include limits on total fat, saturated fat, trans 
fat, sodium and sugar, and requirements for fibre, 
protein, vitamins and minerals. That symbol, once 
earned and in place, though, is a quick reference 
that guarantees those criteria and helps consumers 
make healthy choices.

Local
Sustainable 
Healthy

Chef Marcus Von 
Albrecht is the 
energetic and 
engaging creator of a 
company that makes 
good and healthy food 
affordable, accessible 
and sustainable. 

Mava Foods was 
launched in 2007, 
with a focus on health 
and planet conscious 
products. Burnaby 
and Vancouver benefit 
from its Meals on 
Wheels program for 
seniors. It provides 
hot and cold lunches 
to 71 schools. 
Consumers can find 
Mava Foods products 
in c-stores, grocery 
stores and delis 
across 
British Columbia. 

Two of Mava’s 
wraps and three 
entrees, the latter 
available in Mac’s 
Convenience Stores, 
have been Health 
Check certified.

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Chef Marcus Von Albrecht 
is the creator and culinary 
driving force behind Mava 
Foods of Richmond, British 
Columbia. Mava has earned 
the Health Check symbol on 
three 275g grab-and-go items, 
Szechuan Beef and Vegetables 
in a spicy Szechuan sauce on 
rice, Curried Vegetables and 
Tofu in a Thai curry sauce on 
rice, and Alberta Beef Stew with 
vegetables in a slow-cooked 
broth. These are the first home 
meal replacements to ever 
meet the strict Health Check 
nutritional guidelines, and 
they are available now in Mac’s 
Convenience 
Stores in 
British 
Columbia.  
 
 
 
 
 

 
 
 
 
 
 
 
 

 
 
 

“What about the rest of the 
country?” CStore Life asked 
Chef Von Albrecht this month. 
He assures us he has plans to 
move into other provinces. 
There is interest in Alberta and 
Ontario, for instance, in Mava 
products. “The growth is there.” 
But what makes Mava different 
is also what makes that growth 
a careful process. “Mac’s took 
two years,” he explains, and the 
long setup comes because Mava 
insists upon not only healthy 
products, but sustainable 
processes, local fresh ingredients 
and great taste.

Let’s talk about that.
We know the food is healthy. 

Health Check says so, and that 
is no small thing. Lab testing, 
licensing and 
random audits 
ensure consumers 
are getting high 
standards.

Sustainable 
processes are seen 
in Mava’s attitude 
toward packaging. 
Already using recyclable 
materials, by the end of 
this year, the company 
hopes every one of its 
containers will be 
sugar cane based. 

Local fresh 
ingredients are key 
to Mava’s popularity 
and come in the form 
of non-medicated high quality 
proteins from Alberta and 
vegetables that are 
locally sourced 
and “not just peas 
and corn”—meals 
feature kale, 
rhubarb and 
organic tomatoes, 
for instance. Most 
of the produce, in 
fact, is organic, and produce 
changes as the seasons change.  

 
 
 
 
 
 
 
If the great interest in Mava 
that is shown in Ontario comes 
to fruition, the company would 
need to give thought to an 
Ontario production facility. “It 
would be nice to open facilities 
that use local produce,” the chef 
told us. 
Great taste is a given, thanks 
to local, fresh and healthy 
ingredients and fine chefs. But 
how about once it leaves the 
Mava kitchens? “We’ve been able 
to come up with a formula for a 
meal that is frozen and shipped 
frozen, and when reheated tastes  
like freshly made. The vegetables 
                                 are still al 
                                    dente,

                                nothing is 
                                   overcooked. 
                                       It tastes 
                                    good,” says 
                                     Chef Von 
                                      Albrecht. 

                                      For 
                  further information, 
please see healthcheck.org and  
               mavafoods.com.

27spring  2013
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She’s on her way to the cooler 
to pick up a jug of milk, only 
a jug of milk, and nothing can 
break that busy customer’s 
stride. Nothing, that is, more 
effectively than a pre-pack.  
 
WHAT ARE PRE-PACKS?

Pre-packs, or shipper displays, 
pre-built displays, display cases 
or shippers, are those typically 
cardboard, typically eye-level 
temporary stands, the bright and 
colourful displays that feature 
pricing, product launches, 
brand extensions, movie tie-ins, 
consumer contests and more.  
Pre-packs arrive already filled 
with product. You position them 
right in your aisle, right in the 
way of foot traffic, and that is 
why they work. 

Your busy customer, surprised 
with a point of interruption, has 
no choice but to look, and if the 
display catches her fancy, you’ve 
made an impulse sale.  
 
 
 
 
 
 
 
 
 

 
 
Along with the extra revenue 
they generate, the already-
packed-with-product aspect 
means convenience and labour 
savings for you. Some even come 
with incentives. If you agree to 
buy certain pre-packs, you get 
perhaps extra product to sell, or, 
say, a high-end sports jersey as a 
reward.

On the supplier side, pre-
packs reduce material, inventory 
and shipping costs while 
ensuring the product itself gets 
high visibility. “Taking out the 
guesswork” of merchandising 
at the retailer end, they require 
minimum setup and, no matter 
what the environment, the 
product virtually sells itself. 

If you have been in business 
for awhile, you know all about 
pre-packs and the benefits 
they provide both you and 
your suppliers. You also know 
that sales of these units have 
drastically declined in the last 
few years.

Have you wondered why? Why 
are there not more pre-packs 
in c-stores doing some of your 
selling for you? 

 
THE CHALLENGES

The greatest challenge to pre-
packs, as you may have come to 
realize over the last few years, is 
getting them. They are stocked 
by only a handful of wholesalers, 
and that handful stocks them 
only if they have been pre-
ordered by merchandisers who 
get detailed orders to deliver 
them. If you shop for your 
store inventory at a discount 
warehouse such as Costco, 
you have little hope of getting 
pre-packs. Anything beyond the 
simple counter box for candy is 
simply not available from those 
types of suppliers. 

Suppliers, for understandable 
reasons, take the line of least 
resistance when it comes to 
deciding who gets pre-packs.  
 

 
 
 
 
 
 
The easiest way for wholesalers 
to get them in stores is to deal 
with large chain retailers that 
require each of their stores 
to accept and set up a certain 
number of them. In that way, 
quantities are fixed, selling is to 
one buyer rather than many and 
orders are predictable.

Thus availability to the 
smaller retailer is an issue. Also 
there is price. Often the price 
offering, even with an incentive, 
is not attractive enough to 
get you to buy it. Sometimes 
minimum order requirements 
can break the deal.

Awareness is another area that 
needs work. Were you aware 
pre-packs are a possibility to 
increase sales? Even if you were, 
others may not be, especially 
if they are new to the industry, 
and suppliers and their 
representatives need to sell the 
concept to merchants in order to 
sell their product to consumers.

Store standards sometimes 
prevent the offers. Pre-packs 
may be considered obstructions 
and disallowed in larger stores. 
There may be no room for them 
in smaller establishments.

And finally, pre-packs are 
not always used properly. At 
times, the pre-packs are bought 
but not set up as shipped. The 
product is transferred to fill 
store shelves, and the stands are 
thrown out. With those stands 
go the advertising, point of 
interruption and visibility they 
provide—in other words, all the 
sales benefits.

Overcome the challenges, 
though, and pre-packs have a 
bright future.

 
 
 
 
 

  What 
happened
   to the
pre-packs?

28 cstorelife.com
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Product information contained herein is intended to ensure that you, distributors and retailers of tobacco products, 
possess proper and correct information on the products you offer for sale. This information is not intended for use in 
promoting tobacco products to consumers and any such use is formally prohibited. Must not be posted within sight of consumers. 
In this advertisement, the words “consumer”, and “shopper” and any form thereof, strictly refer to adult tobacco consumers and adult tobacco 
shoppers, further to the legal age of majority in the various provinces across Canada, and in any case always refer to adult tobacco shoppers 
of 19 years or older.

At ITCO, the ATSM used to be a specialty representative who worked 

exclusively with the hospitality industry. Recently, ATSMs have been 

given more responsibilities. Now they are also available in urban areas 

to assist evening and night staff at targeted retail locations, as well  

as employees in duty free shops.

Q. Has the way you go about your day changed?

A. Yes. It’s definitely different. Now I deal with convenience store  

retailers as well. They are used to structure and dealing with Reps  

by appointment during the day. Night coverage has added another 

level to what I do and to the service my retailers receive. I believe  

I play an important role in helping them grow their business  

in the tobacco category.

Q. Are the retailers and clerks receptive to night coverage?

A. From my experience, yeah, absolutely. TMARs do a great job  

by day by doing a lot of the groundwork and educating the day  

staff. My role as an Adult Tobacco Shopper Marketing Account  

Representative is different and complementary because night  

coverage allows for a whole new way to reach out to staff that  

we did not normally get to speak with before. It’s nice to be  

able to educate them on brand features and key messages. 

 Derek Mancini 

Adult Tobacco Shopper Marketing Account Representative, Calgary, AB

THE KEY TO SUCCESS IS A STRONG BUSINESS RELATIONSHIP 

Now more than ever, your Account Representatives can  

provide you with important information about ITCO  

products, offers and opportunities. They have the  

knowledge and the tools to help you grow your ITCO  

product business in your specific market. Now more  

than ever, they are well equipped to bring you valuable  

information relevant to your tobacco business.  

And that makes sense.

Speak with your TMAR or ATSM to find out more about  

how they can help you grow your business.
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WHAT LIES AHEAD?

The latest in paperboard 
structure technology makes 
possible pre-packs that ship 
more efficiently than traditional 
such displays. Expandable, 
interlocking, stackable, modular 
and retractable displays with 
folding and interchangeable 
wings, shelves, trays and panels 
allow unlimited configuration, 
hold more product than ever 
before, and save shipping 
footprint and costs.

These are good for the 
wholesaler and good for 
you. Let’s look again at those 
challenges and see if we can 
come up with solutions.

 
AVAILABILITY

Think about finding a 
distributor, if you do not 
already have one. Find out 
what that type of 
inventory supplier can 
do for you. Ask that a 
representative stop in to 
show you what display 
deals are out there and 
available to your 
store. Agree to 
purchase a few, and 
see for yourself 
whether they work. 

 
PRICE

Variety shippers are 
something you might 
ask a representative 
about. These allow you 
to introduce several 
flavours of a product 
without having to 
purchase a large 
minimum quantity of 
one particular flavour. 
You get a chance to see 
what sells best without 
the guesswork or the big 
investment. 

 
 
 

 
 
AWARENESS

Look around. What displays 
appeal to you when you are in a 
large chain retailer? Would that 
sort of display work for you? Ask 
your distributor for the specific 
types that strike you as effective. 
Be clear about what you want. 
Be clear, too, that you wish to 
know what else is available. 
Retailer interest in pre-packs will 
increase wholesaler interest in 
promoting and providing them. 

 
STORE STANDARDS

Countertop displays are not as 
effective a point of interruption 
as a floor display, but eliminate 
the need to clutter the aisles. 
Set near the cash register, 
they encourage impulse buys, 
introduce new products and 
announce promotions and 
contests. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
End cap displays take advantage 
of existing space at the end of 
each aisle, and fit neatly onto 
your shelving units.

 
PROPER USE

Eye-catching graphics and 
structural creativity are key 
these days to getting customer 
attention, and designers are 
going out of their way to build 
award-winning displays. Along 
with those looks must go ease of 
setup, sturdiness and footprint 
reduction, however, or they 
become just another clumsy 
(and expensive) bit of clutter. 
Try out a nicely designed pre-
pack, setting it up exactly as 
specified, and see whether your 
impulse sales increase. 

Ask your wholesaler/
distributor representatives about 
pre-packs. Put on a little 
pressure. If more c-store owners 
                        demand these 
                     effective selling tools, 
                            more will be 
                    supplied. They have 
                      the potential to do 
                                    both your 
                                       suppliers 
                                      and you a 
                                        great deal 
                                       of good!
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Source 1 Nielsen Market Track, FDM+GM+WC+C&G, Last 52 week period ending 25-Aug-2012
Source 2 Nielsen Market Track, FDM+GM+WC+C&G, Last 52 week period ending 25-Aug-2012
©2013 BIC Inc., Toronto, ON M3N 1W2

Nirvana: © 2012 NIRVANA, Rush: © 2012 Anthem Entertainment Group, Inc., Van Halen: © 2012 VAN HALEN, 
Depeche Mode: © 2012 Venusnote Limited, Aerosmith: ©2012 Rag Doll Merchandising, Inc. All Rights Reserved., 
Sublime: ©2013 SUBLIME, Maroon 5: © 2012 Maroon 5 Partners 

More quality, more designs, more profitsMore quality, more designs, more profits

More quality, more designs, more profits Plus de qualité, plus de designs, plus de profitsMore quality, more designs, more profits

4-tier Display 
UPC: 0 00 70330 63426 8

Order from your local whole-
saler today! 

BIC Rock Bands 
Series is a top 
selling design!1

BIC is Canada’s #1 
selling brand 
of lighters!2 

BIC1212026 RockBand_TradeAd_En 9x11.25.indd   1 01/02/13   9:25 AM

TOBACCO

ADVERTISING

NOT AVAILABLE

IN DIGITAL

MEDIUM



37spring 201336 cstorelife.com

 

“Casa Cubana is a consumer-
centric organization and is 
committed to work with its 
trade partners to build the 
business and create a positive 
experience at the point of sales,” 
says Christian Hinse, VP Sales & 
Marketing. 

Exactly a year to the day 
from the introduction of those 
e-vaporizers, CStore Life spoke 
with Casa Cubana’s team: Mr. 
Hinse, Augustin Hébert, Isabelle 
Haché and Patrice Beauchemin. 

Mr. Hébert gave us a quick 
snapshot of the e-vaporizer 
category in Canada. 

 

“This category is very exciting 
for us in terms of helping bring 
innovation to convenience 
stores and has generated 
important net new revenues and 
profit for our trade partners.”
To begin, there is the category 
name. Many call the product 
an electronic cigarette, “but we 
prefer to call it an electronic va-
porizer.” In Canada, as of March 
2009, the import, sale and ad-
vertising of electronic cigarettes 
containing nicotine are banned, 
while non-nicotine e-vaporizers 
(i.e. VAPUR) are legal and may 
be sold and advertised.

The category began with 
the introduction of a very 
expensive device. “A few years 
ago we saw the first offer on the 
Canadian market, which was 
approximately $99. 
 

 
 
It was a rechargeable device 
with nicotine and with a very 
exclusive distribution, just a 
few tobacco specialists. Then 
through time we saw a better 
distribution but it was still very 
limited. So the offer was not 
adapted for the mass market.” 
 
Differentiation

Casa Cubana identified an 
opportunity to introduce an 
offer at an optimal price point 
for daily consumption. “So 
this is the basis from which we 
started to plan,” says Mr. Hébert. 
The company worked on its 
strategy to provide industry 
stakeholders with the most 
relevant proposition. 

36 cstorelife.com

   quick
    rise
The

Privately owned and operated since 
1998, Casa Cubana is Canada’s fastest-

growing importer and distributor of 
quality cigars, tobacco accessories 

and convenience products. Featuring a team of more than 125 employees, Casa Cubana’s experienced 
sales professionals provide consistent service to the Canadian c-store and food networks. 

With a diverse portfolio of products that include best-selling cigarillos, flavoured and premium cigars, 
premium coffee and most recently electronic vaporizers, Casa Cubana provides wholesale, retail and 
corporate accounts from coast to coast with a comprehensive selection of quality 
products at the industry’s most competitive prices.

of a new
  category

Delivering innovation and growth in one short year
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Front row (left to right): Jacques Renaud, General Manager, is a professional accountant with over 40 years in accounting firms as well as 
business acquisitions, consulting and general management. André Dunn, Owner, is a real businessman with over 45 years operating businesses in 
many fields, and close to 15 years of experience in the cigar business. Isabelle Haché, National Sales Director, has over 10 years of experience in 
sales management and trade marketing strategies. 

Back row (left to right): Augustin Hébert (MBA - International Business), Business Development Director, has over 9 years in sales 
management and marketing mix strategies. Patrice Beauchemin, National Corporate Account Director, has over 15 years of experience in 
sales management and corporate accounts management. Christian Hinse, Vice-President, Sales & Marketing, has 30 years of experience 
in the tobacco business from sales management, marketing and corporate strategies to training and trade relations. 

 
 
 
 
 

 

This is when VAPUR, a 
premium e-vaporizer was born, 
early in 2012:

On one end, offering to 
retailers a net new category 
of revenue and profit, simple 
inventory to manage, and 
aesthetic merchandising POS 
material that makes the store 
look good, with consistent trade 
support across Canada. 

On the other, offering a 
new, trendy flavourable social 
consumption experience that 
no other category can offer to 
consumers, including top quality 
components. 

“As a matter of fact, all VAPUR 
components were tested over a 
long period of time. We obviously 
had the option to launch a 
cheaper product, but part of 
our strategic positioning is to 
commit to quality. There is no 
second chance at making a good 
first impression, and we want 
consumers to come back!” 
 
Who is buying?

The target buyers are those 
adults looking for a new sociable 
experience. Added to that is 
the flavour experience. VAPUR 
was the first brand introduced 
in Canada with an optimal 
assortment of flavours. Those six 
proven and consumer-appreciated 
flavours are cherry (Cherry 
Bomb), menthol (Menthol 
Burst), grape (Grape Sensation), 
classique (Classique Originale), 
vanilla (Vanilla Kiss) and café 
(Café Latté).  
 
 
 
 
 

Social media
“Throughout the last year, 

approximately 25,000 fans ‘liked’ 
our Facebook page, translating 
into many more visitors and 
customers. Thus, it became clear 
that many consumers were willing 
to consider VAPUR’s proposition.”

VAPUR met the needs of an 
even larger group of consumers 
than first targeted, and quickly 
grew in popularity. 

 
Margins

CStore Life asked the team 
about sales margins. “Well, that is 
actually quite interesting because 
if we take into consideration 
other categories, traditional 
cigarettes for example, we 
understand that retailers usually 
apply margins of 10 to 12% With 
VAPUR, retailers benefit from a 
suggested retail margin of 30% 
with an interesting volume.” 

Success was nearly immediate. 
Millions of units were sold in the 
mere nine months from April 1 to 
December 31. Recognition, too, 
was immediate. “You saw a lot of 
small entrepreneurs, a lot of small 
businesspeople, who wanted to 
leverage the opportunity but this 
was mainly local competitive 
players in the industry. Retailers 
had numerous offers introduced 
to them but they quickly 
understood that it was better 
to work with a national, well-
established and respected partner. 
Our philosophy is simple: we are 
in the business for the long term 
and we will continue to look for 
growth opportunities for our 
retailers and distributors.” 

Part of VAPUR's success 
has been industry support: 
“From the earliest stage of 
the launch, several corporate 
chains, wholesalers as well as 
independent owners, supported 
our offer and Casa Cubana is 
thankful for that,” explains Mr. 
Beauchemin. “Consumers were 
able to find VAPUR in more  
than 12,000 locations across the 
country,” adds Ms. Haché. 

At the same time, many 
corporate accounts, many 
different retailers, were looking 
for the “new category”, the one 
that would come along and 
generate consumer interest and 
store profits, bring back margins, 
bring back revenues. The 
e-vaporizer category answered 
that need. 

“This is a very new, exciting 
industry to compete in,” says 
the team. At this stage, Casa 
Cubana is still working on 
gaining distribution and building 
consumer awareness. The 
company believes it has yet to see 
the full potential of this category: 
“We pay particular attention 
to the American market’s 
performance, since it has proven 
to be successful over the past 
few years. Some actually believe 
that consumption of e-cigarettes 
(with nicotine) has the potential 
to outpace traditional cigarettes 
within the next decade in the 
United States,” notes Mr. Hébert. 
 
Want to carry VAPUR?

Retailers can get VAPUR via 
their wholesaler or contact Casa 
Cubana at 1-877-606-1806. 

Casa Cubana’s team wants “to 
take this opportunity to thank all 
retailers and distributors for their 
continued and valued support.”

Our conversation ended on this 
promising note: “VAPUR is only 
the first step into the game. There 
is a lot more to come from Casa 
Cubana! Stay tuned!”
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“I can reach your customers,” the pitch begins, 
a fast-paced presentation packed with convincing 
statistics, charts and projections. Punctuated with the 
logos of your competitors, the sales call fosters a sense 
of panic, yet another “watch out” to jolt you awake at 
night while you ponder an execution strategy.

Delivered by tech firms promoting their mobile 
apps and coupons, these calls are more frequent 
and not likely to recede any time soon. When your 
industry generates two-thirds-of-a-trillion dollars in 
annual sales (according to NACS State of the Industry 
data for 2011), you tend to attract a lot of attention.

It’s not a matter of declining their calls. You intuitively 

understand the value inherent in the mobile 
space — after all, you’ve yet to see a teen or 
twentysomething self-serve a frozen carbonated 
beverage in your store without pausing at some point 
to deliver a text message. So the ability to push mobile 
offers to consumers and drive traffic to your store is 
one of great value. 

The digital age has descended forcefully and non-
participation is not an option. But as you sift through 
the offers for sending out mobile coupons — the 
many, many offers — understanding what you stand 
to gain as well as lose can be the difference between 
short-term success and long-term pain.

 Mobile couponing
  offers retailers a 
  wealth of opportunities
   but risks abound if
  they take the wrong
     approach — or worse
   yet, do nothing at all.

        The promises
are alluring, especially for those 
     new to the digital space.Who's your data?

40 cstorelife.com

By  Jerry Soverinsky
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“Mobile couponing is the 
only technology that you can 
use to target an individual 
who is not at your site, getting 
them to come back and engage 
in a particular behavior,” said 
Rick Sales, president of Eliot, 
Maine-based Abierto Networks, 
a digital solutions provider for 
the convenience store industry. 
“It’s unique beyond other loyalty 
technologies.”

And for Abierto, the most 
successful deployment is one 
that increases store traffic while 
building basket size. “If you get 
rid of the clutter, these are the 
two things c-stores want to do,” 
Sales said. To those ends, mobile 
couponing is far superior to 
traditional couponing, for when 
properly deployed, it allows for the 
collection of valuable consumer 
data that not just delivers metrics 
on the current program’s success, 
but helps optimize returns on 
future ones, too. 
 
Big Data. Smart 
Couponing. 

“Couponing is not just about 
the offer you send but about 
the data you can collect on your 
customers,” said Larry Jackson, 
managing director of Columbia, 
Maryland-based Good to Go 
Markets. “Our program gathers 
information about what our 
customers are purchasing and 
we then direct coupons to those 
people who will best respond.”

For Abierto, that’s precisely 
the capability that it rolls into 
its mobile marketing solutions, 
which help operators optimize 
customer retention and sales. 
 “[Understanding] behavior at 
the time of redemption tells the 
retailer quite a bit for their future 
promotional activities,” Sales 
said. “We collect buying behavior 
… Redemption is important 
and we can see if someone is 
drinking coffee, maybe we’ll turn 
them into a breakfast consumer. 
And we can maybe migrate them 
to lunch, too.” 

It’s a “Big Data” approach that 
yields tremendous insights 
for the owner of the data And 
therein lies the biggest opportunity 
and challenge for retailers: owning 
and interpreting their customer 
data. “The advent of mobile is 
changing the lines of 
communication for retailers and 
brands,” said Richard K. Crone, 
CEO at San Carlos, California-
based Crone Consulting LLC, 
an independent advisory  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
specializing in mobile payments. 
“The retailer wants to control 
the merchandising experience, 
but the brand wants to have 
direct contact, too … This is 
unconventional, brands didn’t  
used to enroll customers directly 
into their own loyalty programs.”  

Data Mine
If you’ve spent any time 

browsing for smartphone apps, 
you know firsthand: With 
hundreds of thousands 
(millions?) of apps to choose 
from, companies are fighting for 
customers to download and use 
their app, a closed-loop platform  
that allows unprecedented 
insights into consumer 
behavior and a direct line of     
communication. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

As a result, while you might 
not think mobile couponing is 
for you, according to Sales, you 
don’t have much choice.

“The risk for c-stores [not 
participating] is that leading-
edge retailers are working with 
a number of tools to provide a 

more targeted approach 
to the consumer,” he said. 
“The average c-store chain is 
therefore at risk to losing share 
to their direct competitors … 
If you don’t have a strategy, 
you’re ignoring a large part of 
your consumer base and you’re 
kidding yourself if you don’t 
think your competitors —  
and that’s convenience, drug and 
mass [merchandise] — 
are taking advantage.” 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Deichler said Murphy is focused 
on a digital coupon 
program and is currently testing 
a proprietary option. But one of 
the company’s biggest challenges 
is working with the customer data 
that his company collects. And 
make no mistake, it is Big Data.

 Couponing is not just about 
          the offer you send but 
        about the data you can 
   collect on your customers.

 
 
 
Coupons. Ugh.

“Couponing is very 
interesting,” said Bill Deichler, 
payment solutions manager at 
Murphy USA. “Typically, the big 
 
 
 
 
 
 
 
 
 
 
couponing has always come 
from manufacturers; it’s a 
way for them to move higher 
volumes and cover the burden.” 
 
 
 
 
 
 
 
 

By “cover the burden,” Deichler 
is referring to CPG companies 
assuming the cost of the discounts, 
because he readily concedes that 
the traditional couponing model 
for the retailer is anything but 
burden-free. “At one point, we 
had 20 people on the payroll who 
 
 
 
 
 
 
 
 
 
 
sorted coupons,” Deichler said 
(Murphy USA has 1,165 stores), 
“We were doing $1 million in 
coupons every month.” 
 
 
 
 
 
 
 
 

Eventually, Murphy began 
outsourcing paper coupon 
processing to a clearinghouse, 
“but it’s still a major pain the 
butt,” Deichler said.
 
Benefits of Mobile

To help relieve the pain, enter 
the digital coupon, which offers 
a number of efficiencies for the 
retailer, beyond just reducing 
administrative burdens. “With 
paper coupons, a customer 
could photocopy 20 copies and 
get retailers to take each one, but 
after they hit the redemption 
house, only one would get paid,” 
explained Gray Taylor, executive 
director of PCATS and payment 
consultant to NACS. “But 
mobile eliminates that fraud, it’s 
fully authenticated.”

And with the ability to market 
to customers in real-time and at 
modest cost, store promotions 
no longer have to be a fingers-
crossed proposition, where a 
season’s worth of advertising    
     dollars is spent with the hope 
          of a profitable return. 

Dipping Your Toe in the Water
Not yet ready to participate actively in mobile couponing? Ibotta (ibotta.com) offers a 

consumer-friendly app that gives shoppers the opportunity to earn cash credit when buying 
select products at stores that Ibotta supports. Retailers aren’t charged a fee for participating 
in the program, but Ibotta also controls customer data as well as the offers that it distributes, 
which are funded by its brand partners. 

The company is actively onboarding “preferred partner” stores, which would receive 
prioritization within the app, including geo-fencing and geo-prompting capabilities. Stay tuned.
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“We do 40 to 50 million 
transactions a month in our 
chain; our quantity of data 
is extremely large,” he said. 
“Success here will depend on 
how well you can massage the 
data, getting it to real time and 
pushing offers out to customers 
with a relevant offer when 
they’re in a strategic position — 
which can mean [when they’re 
near] your store or about to go 
to a competitor.” 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

For Crone, mining that Big 
Data allows a retailer to not just 
respond to previous customer 
behavior, but to tap into future 
intent, too. For that, he said, the 
truly forward-thinking operator 
will integrate a shopping list 
with a couponing program.

“Think of it: Whoever 
controls the list has a view to 
customer intent in a way that 
was never available before,” he 
said.  That retailer would “know 
abandonment rates, the velocity  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

of the products in the baskets, 
and they could impact their 
just-in-time inventory control 
systems in ways never before 
possible. This is a big deal.

“We could then graduate from 
the mindset — the old view — 
that the only way to provide 
incentive [to a consumer] is 
with a coupon.”  
 
Getting It Right

While owning and therefore 
controlling the data is critical 
to success, the data pool will 
be inconsequential without 
an application that engages 
consumer interaction. In other 
words, consumers won’t play 
Pong if your competition is 
offering Madden NFL 13.

“U.I. (user interface) really 
matters here,” Crone said. 
“Mobile allows consumers to 
carry the brand in their hand, 
but most retailers haven’t 
integrated U.I. into the [mobile] 
merchandising experience. 
Those who do will win big 
time. And those who don’t will 
have a tough time developing 
a CRM (customer relationship 
management) model.”

And while Crone is familiar 
with the refrain that consumers 
want a simple mobile experience 
and therefore won’t carry 
around, much less use, mobile 
couponing apps from multiple 
retailers, he dismisses that 
concern as short-sighted. 

“How hard will it be to open 
your app if all you need to say is, 
‘Siri, open the [insert your store 
name here] app,’” he said. “It 
won’t be hard.”

As you know from those 
repeated sales calls, getting started 
is not hampered by a lack of 
choice. For those stores seeking 
a dedicated presence within the 
mobile space, Koupon Media 
offers retailers and brands a 
platform that allows them to 
create, manage, deliver and track 

and collect data on digital offers. 
Mobile app redemption comes 
either through the retailer’s 
existing app or through Koupon 
Media’s POS Independent White-
Label app.

With either option, retailers 
can receive and redeem coupons 
from CPG manufacturers, after 
which they can gain access 
to location- and time-based 
analytics that show what their 
customers were doing prior to 
shopping for their products.

“We provide a ton of Big 
Data analytics, more than 20 
attributes on every redemption,” 
said TJ Person, CEO of Koupon 
Media. “We can then lower 
[subsequent] offers to people 
who already redeemed, and we 
can increase the offer to those 
who didn’t respond. Those are 
deep analytics.”

It’s a sophisticated approach 
that integrates cleanly with POS 
or operates as a standalone while 
allowing offers to be published 
across multiple media properties 
(Facebook, Twitter, email, a 
company website).

While the data handling 
capabilities are impressive, 
retailers are charged a fee based 
on the number of services they 
use, an a la carte approach that’s 
common with suppliers and a 
main reason Murphy has decided 
to go it alone in the space by 
developing its own program.

“With digital couponing, 
you’re looking at a lot cheaper 
costs [than paper coupons], 
but you still have to pay [third 
parties] to push it out there, 
and it can be a nickel or a dime 
per coupon just to distribute 
them,” Deichler said. “So digital 
couponing sounds like a savings 
but there are still expenses to 
the retailer. And you get back to 
the data feeds, too — who owns 
the lists?” 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Conclusion

For now, the mobile 
couponing landscape is far from 
mature, with new opportunities 
that continue to emerge. 

“This segment of marketing 
is the wild, wild West at the 
moment,” Jackson said. “The 
companies that are doing it 
now and that are gathering that 
data to determine what their 
customers want will be the ones 
around in 10 to 20 years.”

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The key word is action, Taylor of 
PCATS insists, who urges 
retailers to adopt a strategy and 
participate — or else risk losing 
out to other channels.

“If we’re the last man in on 
this boat, we’re going to suffer 
sales declines and we’ll be forced 
to jump in just to get those sales 
back, Taylor said. “We can’t 
afford that.”

 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
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.

Larry Jackson of Good 
to Go Markets offers a few 
tips for retailers looking 
to deliver mobile offers. 
KEEP THINGS BRIEF 
“Today’s world is based on 140 characters or less,” 
he said. “Present offers in a way that helps your 
customers quickly understand them.”
DON'T BE A NUDGE
“Don’t send an offer every day, it will turn people off,” 
he said. Jackson said he sends targeted offers once 
a week or twice a month.
GATHER DATA EVERYWHERE
Jackson advises leveraging data from other 
sources, such as on a company Facebook page. 
“It’s an inexpensive way to gather data and apply 
it to mobile.”

FREE
DRINK

If you want to know more about mobile 
coupons and what’s next in the payments 
landscape, THE Tech EVENT (formerly 
NACStech) is the top source for these 
topics and other technology education, 
information and solutions benefiting 
the convenience retailing industry. 2013 
attendees will be introduced to material 
that stretches the mind and challenges 
the conventional wisdom of industry IT 
leaders and professionals. The following 
topics — and more! —  will be explored: 
 

	 •	The	future	of	technology
	 •	IT’s	role	corporate	strategy
	 •		Advanced	use	of	loyalty	and	business	

social media
	 •			Data	security	and	payments
	 •	Supply	chain
	 •	Human	software

You will be introduced to education and 
information that stretches the mind and 
challenges the conventional wisdom of 
industry IT leaders and professionals. For 
more info and to register visit nacsonline.
com/techevent.

Want More Tech?
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C-stores in the United States have been accused of underestimating their 
customers. They assume, says one specialist, their customers are less concerned 
with health than with the “comfort” of junk food. They do not grasp that “many might 
appreciate a tasty but healthy option just at the point when impulse and efficiency 
directs them to a convenience store.” They are not helping, but actively hindering 
the consumer wish to become healthy by eating healthy fare. The push for healthy 
lifestyles is everywhere, but c-stores, stuck in the past, do not get it.

That is in the US, though. We’re much better in Canada.
49spring  2013
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Not according to the news. 
You may have read, heard or 
seen reports of the recent “food 
desert” phenomenon featured in 
Canadian media outlets—reports 
beginning mostly in the autumn 
of 2012, although the definition 
has been around since at least the 
early 1990s. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

The 2012 stories domino-ed, 
with quotes from residents telling 
of real everyday hardships, experts 
analysing the various causes, 
social agencies asking for public 
and government assistance and 
politicians promising change. 

Disturbingly, food deserts, 
those wastelands of urban (under)
development, include areas 
provisioned by c-stores.

How can a community with 
a c-store on every corner be 
considered a food desert? 
 
 
 
 
 
 
 
 

Let’s look at the official  
definition. The food deserts to 
which the media is paying so 
much attention just now are 
regions, usually parts of big cities, 
in which there is low access to 
healthy affordable food retailers. 
The critical part of the definition 
is that “they are serviced by 
fast food restaurants and 
convenience stores.” An even more 
uncomplimentary indictment 
goes like this: Grocery stores on 
the edge of food deserts “leave 
residents dependent [emphasis 
added] on convenience stores or 
fast-food outlets.”

“How awful for them,” says the 
reader.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Yes, at first glance, the definition 
itself, as presented in mainstream 
media, can be seen as a slam. 
That there are “only c-stores” and 
fast-food joints in these deserts 
assumes we are the c-stores of 
decades ago, offering only pop 
and chips and overpriced dusty 
cans of beans. It assumes we are 
the c-stores of the first paragraph 
of this article.

We know we are something 
altogether different these days. We 
know convenience means more 
than junk. It means convenience 
of the best kind; it means c-stores 
offering busy families exactly what 
they need to maintain the lifestyle 
they choose to pursue.

But how can we change media 
and public perception of what we 
are? How can we go from being  
part of the problem to part of the  
 

 
 
solution in the eyes of that 
reader saying “how awful”, 
in the eyes of the social 
worker asking, “What can 
we do to bring in food?”, 
in the eyes of our customers, 
many of whom are denizens 
of the food desert?

An analysis of what 
researchers and medical 
officers of health are saying 
about food deserts 
themselves shows how we 
can come to be seen as not part 
of the shifting desert sands, but as 
an oasis. We need only take some 
initiative.  
 
THE DESERT PROBLEMS; 
THE OASIS SOLUTIONS 

Desert problem: With grocery 
stores on the edges of food 
deserts, residents of those deserts 
find it “expensive and time-
consuming” to get there. Those 
who are dependent upon public 
transit, biking or walking, and 
especially those with mobility 
issues, have the worst of it. 

Oasis solution:  C-stores, situated 
as they are in most neighbourhoods, 
usually right on the corner, are 
easily accessed by all. That’s a great 
beginning.

Desert problem: “The milk 
will be more expensive,” says the 
researcher quoted in one national 
newspaper.

Oasis solution: C-stores working 
together in cooperative buying 
groups, or buying from a distributor 
that allows group deals, can keep 
costs low on such staples as milk 
and bread, and even fresh produce. 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 

Desert problem: “You won’t be 
getting a wide selection, if any, of 
fruits and vegetables,” says that 
researcher.

Oasis solution: This is a significant 
one. You, too, might have trouble 
getting a wide selection of fruits 
and vegetables, but you can offer as 
much as is available to you. There 
is something more, however, to 
consider. Food-oriented initiatives are 
being considered by the public health 
units of big cities. These range from 
farmers’ markets to mobile trucks 
of fresh food to community bake 
ovens to abandoned lots converted 
to gardens and lifting the ban on 
backyard chicken coops. Instead of 
thinking of these as competition, 
how can you make them part of your 
oasis strategy? Is your parking lot 
big enough to hold a mobile truck, 
making a deal with that provider 
possible? Do you have shelf space to 
feature local produce and baking? Is 
the abandoned lot next to you fit for a 
community garden? Might you start 
that initiative? Any of these, especially 
if you can get press coverage, will 
make you a hero in your community, 
and a visible oasis. 
 
 
 
 
 
 
 
 
 
 
 

Desert problem: The links 
between good food and good 
health are not immediately 
apparent to all, especially to those 
living in food deserts.

Oasis solution: The hopeful part 
of the “food desert” definition, 
the part we have not yet touched 
upon, is that it is sometimes merely 
perception on the part of consumers: 
“Mental attitude or food knowledge 
of the consumer may prevent 
them accessing fresh vegetables.” A 
consumer who knows little about 
cooking, or one who places no 
importance upon eating right, is in 
a food desert even if surrounded by 
farmers’ markets. There are steps you 
can take to 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
increase food knowledge. Be 
sure to feature any healthy food 
advertising provided to your store by 
manufacturers and suppliers. Also see 
our “10 easy ways” list to the right. 
We have said it before: People need 
help to create good habits. You can 
provide that help without making 
anyone feel their choices have been 
taken away. On the contrary: you are 
providing greater choice!

Desert problem: Getting fresh 
food from store to home is 
difficult for some.

Oasis solution: Are you in a 
position to offer home delivery 
of purchases? If you are in a 
designated food desert, you 
might consider the cost of wages 
for a delivery person versus the 
advantages of being seen as a 
merchant offering real solutions to 
community problems.

 
 
 
 

Desert problem: Food deserts 
are not only about fruits and 
vegetables. They also include 
a lack of whole grains and low 
fat and low calorie options in 
processed food.

Oasis solution: Ensure you choose 
whole grain, low fat and low calorie 
options in the bread, dairy, snack 
and grab-and-go meals and treats 
you order from suppliers. Let them 
know you need to be able to provide 
your customers these necessary 
nutrients. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Desert problem: Solutions are 
often seen in the media as simply 
getting more grocery stores into 
neighbourhoods to “save” citizens 
from c-stores and fast food.

Oasis solution: Make yourself 
available to the media to talk 
about what you are doing to 
improve heath and choice in your 
community. Talking to the media 
is the most effective and least costly 
form of advertising available to 
you. If word gets out that you are 
part of the solution, perceptions 
can change. People right in your 
neighbourhood may not have 
considered your store as one that 
can meet their healthy food needs. 
Show them what they are missing.

 
OUR LIST OF 10 EASY WAYS TO 
BE A HEALTHIER STORE IS WORTH 
ANOTHER LOOK. AND WE HAVE 
ADDED AN IMPORTANT 11TH!

 1.  Prominently feature colourful advertising that 
promotes healthy choices. 

  
 2.  Large portion packages are great for parties but 

a problem for individuals. Make the eye-level 
snack packages on your shelves those that are 
single serving or, say, 100-calorie size. 

 3.  For snacks, feature string cheese, low-fat beef 
jerky, unsalted nuts, fresh fruit and vegetables, 
baked crisp snacks, low-fat yoghurt, individual 
granola bars, and sugarless gum and mints. The 
list of good choices is longer than most people 
think. 

 4.  For meals, if your store permits, offer sushi, 
salads, wraps and sandwiches. Feature grilled 
vegetables for fillings, and whole wheat breads.

 5.  For your thirsty customers, feature milk, 
juice, water, and some flavourful low-calorie 
sweeteners/whiteners for their coffee and tea.

 
  6.  Place packages of dried fruit in the same section 

as the chocolate bars so an alternative is close at 
hand.

  7.  In the baked goods section, ensure you 
have oatmeal, date-filled, and raisin cookie 
alternatives to chocolate chip.

 
  8.  Have low-fat, low-calorie, high fibre muffins 

among your breakfast choices, as well as whole 
grain cereals and yoghurt. 

  9.  Add a fruit stand. Apples, oranges, bananas and 
mangos, for instance, nicely arranged, make 
attractive and healthy grab-and-go snacks.

 
 10.  Say something positive. A simple greeting of 

“Great choice!” will do wonders for the self-
esteem of a customer who has chosen a healthy 
snack.

 
 11.  If you are in a food desert, let your community 

know that you offer healthy food at reasonable 
prices. Be an oasis. 
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in TL everyday pieces  
represent +50% of sales

Investing in big brand 
promotions in the strongest 
growing segment have the 
highest sales upside  
in your store.1

is the #1 Pieces 
Brand in Canada

Leveraging the strength 
of integrated M&M’S® 
promotions drives TL 
category growth by 
+2.5%2

Make sure to have M&M’S® displays and open stock available  
in your store so your consumers have the best chance to WIN!*
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M&M’S® Core Mixed Singles 228 ct.
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Once a question is known, it is 
possible to tailor a report to  
not only provide the correct 
answer, but also to deliver 
enough flexibility to enable true 
insight to the problem.  It is 
imperative to find the balance 
between providing too much 
information and not enough, 
too much flexibility and a rigid 
response.  We are problem solvers 
and simply need the correct tools 
to drive success.  These answers 
need to be delivered to us before 
we start the day and open the 
doors of the store, ready to serve a 
customer base in a hurry.

Our expectations have started 
to evolve.  We have become a 
generation of consumers of 
information, we have moved away 
from gathering and searching for 
the next piece of valuable data.  
We expect it to be delivered 
 to us based on our preferences, 
our needs and our objectives.  
Social and personal solutions 
have raised the bar and we need 
to meet these new expectations 
within our daily work life. 
This has made it imperative 
that business solutions 
provide alerts and 
configured interfaces to 
ensure accurate insight 
delivery in a rapidly 
moving world.   
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
We need to be able to find answers 
at the touch of a button (or 
screen), share information to 
parts of the business in most need 
and we have demands that this is 
achievable in one place. 
 
THE RECOMMENDATION

Solutions leveraging cloud-
based functionality, delivering 
tailored flexible insight and 
alerts to a user specific interface, 
updated and available when 
required based on role.  Analytics 
used to be the privilege of the 
corporate user, yet it’s clear that 
this insight and knowledge is 
needed at the store level more 
than ever.  With the common use 
of Smart Phones and Tablets, 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
store teams can now access 
information that will help with 
product selection, stocking, 
promotion and merchandising 
execution where it matters most.

How can the needs of the 
customer be met if they can react 
more quickly and intelligently 
than the store personnel?  
Companies and store owners 
that embrace a new generation 
of technology will finally enable 
their teams to win in an extremely 
competitive landscape by planning 
pro-actively instead of reacting 
when it is too late.

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

 
 
 
 
 
 

Convenience stores are under 
more pressure than ever based 
on greater expectations from a 
demanding customer base, an 
extremely competitive landscape 
and a difficult economy.  All 
of these challenges are driving 
store owners and corporate 
organizations to rethink their 
Category Management strategy 
and use of data to meet new 
customer needs.

As customers look to 
‘one stop shop’ as a means 
to fulfil their weekly basket 
spend, the expectation for the 
convenience store has never 
been more vital.  Within any 
urban neighbourhood, these 
stores can be found everywhere; 
resulting in low levels of loyalty 
and a high amount of customer 
substitution.  This has caused 
a battle to gain and retain 
customers, through offering 
complimentary varieties of 
products, while ensuring 
attractive aesthetics and a 
positive in-store environment.  
Customers migrating from larger 
big-box mass-merchants and 
grocers are expecting the same 
experience in the smaller format.  
Therefore it is no coincidence 
that these stores are looking to 
their head offices, franchisors 
and corporate buying groups 
to help provide Insight from 
the newly adopted data sources 
within this channel.

 
 
 
 
 
 
 

 
 
As data availability grows, the 
demand for more granular and 
frequent analysis is pressurizing 
business teams to centralize, 
in order to create ‘one version 
of the truth’.  This pressure has 
been common place over the last 
several years; however, the key 
difference now is that users are 
demanding insight, not purely 
a data repository.  The time 
required to analyse large volumes 
of data in order to identify 
opportunities and potential 
threats is considered time wasted.  
This area of the business requires 
automation in order to free up 
valuable resources, so that they 
may utilize this time making 
business decisions, driving 
strategy, and providing support 
and guidance to their stores.  It 
is clear that business insight is 
starting to evolve at a number of 
levels of the organization, not just 
centrally but also at the customer 
facing level.

This pressure and new levels of 
customer expectation are leading 
to three key challenges within the 
industry: 

 1.  Customer Insight is needed at 
the catchment level, in order 
to drive product assortment 
and merchandising decisions 
to enable customer loyalty. 

 2.  Solutions need to be mobile 
so that they can be leveraged 
by Field Agents and Store 
Teams and available on 
demand on any device.

 3.  Insights need to be delivered 
pro-actively to the user, 
based on each store's unique 
challenges and environment 
as quickly and easily as 
possible.

 

 

These key requirements are 
inspiring businesses in relation 
to how they think about data, 
information, and insight.  Static 
reports have become too rigid 
within a flexible, constantly 
changing environment, and 
data deep-dives are far too 
time-consuming.  None of 
these enable a decentralized 
approach to insight delivery 
and consumption. In what has 
become a mobile workforce, it 
is no longer acceptable to only 
glean insight when sitting behind 
a desk in the office.  Social media 
has evolved our expectations that 
information needs to be delivered 
directly to us, as and when it 
changes, or when it potentially 
affects our lives.  We have started 
to expect the same within the 
business world, regardless of being 
based in a head office or store 
environment.

SO WHAT 
IS THE ANSWER?

It is clear that what is needed 
is pro-active analytics, designed 
specifically to meet the need of 
the individual user / store and 
the role that they fulfill.  That 
information needs to be readily 
available and in a format that 
makes the identification of 
opportunities or risk simple to 
consume.  When in a busy store 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
environment, it is essential that 
this insight can be accessed 
extremely quickly and then acted 
on without affecting customer 
service or daily store routine.

More and more retailers 
are looking to cloud-based 
solutions in order to meet the 
demanding needs of corporate, 
field and store teams. Utilizing 
these types of solutions enables 
access to insight on any device, 
at any time, ensuring that the 
key information required to 
formulate correct decisions is 
always nearby.  These reporting 
solutions need to be designed 
to deliver answers to specific 
business questions, such as:

 -  ‘how do I optimize my 
assortment at the store level?’

 -  ‘are my promotions efficient 
and executed correctly?’

 -  ‘is the pricing ladder optimal 
for my category and the 
income level of my customer 
base?’

 -  ‘are my products 
merchandised correctly?’

 -  ‘do I have enough inventory 
to meet local demand?”

 -  ‘is there an external 
event that may affect my 
store (sporting, weather, 
conference etc…)?”
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Convenient 

Insight
By Shaun Bossons, 
Executive Vice President - Sales
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Do your part as a convenience store owner to help free our beer. 
Visit www.freeourbeer.ca and download the petition for your customers to sign.

Every store needs to collect 300 to 500 signatures to make it work.

For more information please call 905.845.9152 or email info@conveniencestores.ca

 
 
 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 

 
 
 
Bill S-16, an Act to amend the Criminal 
Code (trafficking in contraband tobacco) 
is the result of five years of listening to 
petitioners, including the CCSA and 
the regional associations. A federal task 
force was created in 2008 and has since 
implemented strategies that include 
joint agreements with the US to target 
smuggling, and an education campaign. 
The new bill is strongly advocated by 
Public Safety Minister Vic Toews and 
Health Minister Leona Aglukkaq, who 
co-chaired a March 5 news conference, 
the day of the bill’s first reading, to 
discuss its implications. 

They cite particularly health concerns 
and contraband tobacco’s fuelling of the 
growth of organized criminal networks  
and the related illegal drugs and guns 
this brings to communities.  
 At the same time, they announced that 
additional resources are being provided to 
the RCMP to give the teeth to the new 

 
legislation. A 50-officer-strong anti-
contraband force has been created to do 
its part to halt the contraband trade. What 
that force will have behind it are clear 
definitions of what constitutes trafficking, 
and some tough minimum penalties.

 
CLEAR DEFINITIONS 

“No person shall sell, offer for sale, 
transport, deliver, distribute or have in 
their possession for the purpose of sale a 
tobacco product, or raw leaf tobacco that 
is not packaged, unless it is stamped...,”  
says the amendment.  
 
 
 
 
 
 
 
 
 
 
 
 
 

TOUGH PENALTIES
The maximum penalty for a 

first offence is six months 
imprisonment for a summary 
conviction and five years for an 
indictable offence. Mandatory 
minimum sentences are proposed 
in the bill for repeat offenders 
caught with large volumes of 
contraband. That is over 10,000 
cigarettes (50 cartons) or 
10 kilograms of other tobacco 
products. The minimum for a 
second conviction with large 
volumes is 90 days, for a third is 
180 days, and for subsequent 
convictions, two years. The 
crackdown thus focuses on the big 
players in the contraband game. 

EFFECTIVENESS
Spokespersons from the tobacco 

industry and from the Kahnawake 
Mohawk Council agree that stepped-up 
law enforcement is good, but argue that 
the federal government has failed to 
address the problem’s source. They want 
to see a solution that brings everyone to 
the table, and they warn of a “push-back” 
if the new RCMP anti-contraband unit 
takes action without consultation with 
all stakeholders. 

The CCSA is heartily applauding both 
the legislation and the beefed-up RCMP  

 
task force. Both were 
recommendations made in 
the CCSA’s 2013 pre-budget 
submission to the federal government. 
  “This is a significant victory for 
Canada’s convenience store industry, but 
also a necessary resource for the RCMP 
so that they can continue to keep our 
communities safe,” says Alex Scholten, 
President of the CCSA. 
At the same time, the CCSA agrees that 
a solution involves bringing everyone 
to the table. It is on record as stating all 
levels of government and 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 First Nations representatives need to be 
among the stakeholders at that table. 
 
AT STAKE

Much is at stake, but let’s look first at 
the numbers.

The problem is described as being 
approximately 20% of the market. The 
market sits at $8 billion; 20% of the 
market is $1.6 billion. Divide that by 
numbers of cigarettes and you come up 
with 80 cents lost profit per pack that  
might be returned to the c-store industry 
with legal sales. In total, this returns 
between $25 and $50 million in welcome 
profit to a c-store channel beset by razor-
thin margins, high fees and taxes,  
 

 
and over-regulation on top of the battle 
against contraband.

And then there are the community 
tragedies that can be wrestled if an 
effective anti-contraband strategy 
is implemented. “Baggies of cheap, 
illegal tobacco can make it easier for 
children and teens to get cigarettes into 
their hands and start smoking, which 
obviously has a negative impact on their 
health,” says Minister Aglukkaq. 

“Tobacco trafficking is a serious threat 
to the public safety of Canadians, our 
communities and our economy,” says 
Minister Toews. “Contraband tobacco 
fuels the growth of organized criminal 
networks, contributing to the increased 
availability of illegal drugs and guns in 
our communities.”

Mr. Scholten agrees with the 
ministers’ assessments. “Contraband 
tobacco poses a serious threat to 
community safety in all regions of 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Canada, through its ties to organized 
crime as well as the accessibility of illegal 
tobacco by minors. This announcement 
shows that the government is dedicated 
to rectifying this serious public safety 
issue.” 

The CCSA looks forward to 
continuing its dialogue with the federal 
government, particularly, it says, around 
how to bring all levels of government 
and First Nations representation to the 
table to develop a long-term solution 
“to eliminate contraband tobacco from 
Canadian communities.” 

CStore Life will be watching with 
interest the effectiveness of the new law 
as it rolls out. What is at stake here is 
huge: communities, livelihoods, and the 
health and safety of all. 

Legislation introduced 
at the federal level 

in Canada this month 
creates a new Criminal 

Code offence for 
trafficking in contraband 

tobacco and sets 
mandatory minimum 
prison sentences for 

offenders. 
 
 
 
 
 
 
 
 
 
 
 
 

The long-awaited 
amendment to the 

Criminal Code, seen by 
some as “drastic action,” 
keeps promises made as 
part of the 2011 federal 

Conservative election 
platform.

    A new federal 
       contraband law
What is at stake?
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Working together suppliers, wholesale distributors and retailers meet 
once a year to discuss improving the supply chain to convenience stores. 
2013 Summit, Montreal, Canada. October 22-24.
www.nacdasummit.ca   www.ccsasummit.ca 

CCSA and NACDA
join together and present 

the 2013 Summit

One Industry, One Summit
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TRUST ME,
ITS GOOD FOR YOU

 
 
 
 
 
 

Credit card fees remain this year 
on the list of our top 5 hot topics. 
Canadian c-store operators have 
been waiting since June for results 
of the May 2012 independent 
Competition Tribunal hearing 
that featured the Canadian 
Competition Bureau’s submission 

to that body detailing the degree 
of credit-card-fee burden retailers 
bear and the lack of transparency 
that has kept consumers in the 
dark about it (CSL Vol. 4, Iss. 4). 

We feared the issue was lost in 
bureaucracy. We are delighted to 
report, however, that it is neither 
forgotten nor lost.

NOT FORGOTTEN
CStore Life was pleased this 

month to speak with Liberal 
Senator Pierrette Ringuette of 
Edmunston, New Brunswick, 
about her role in the battle to cap 
credit card fees. On December 11, 
Senator Ringuette tabled Senate 
Public Bill S-215, An Act to Amend 
the Payment Card Networks Act 
(credit card acceptance fees).  

 
ANYTHING BUT LOST

One day in 2007, the senator was 
driving from New Brunswick back 
to her Ottawa office and listening 
to the CBC. A representative of 
the Retail Council was being 
interviewed, and highlighting 
 
 
 
 

merchant costs. Senator Ringuette 
was immediately interested. “So 
when I got to the office, I made 
contact with the Retail Council 
and we met. From then on I 
have been a staunch advocate 
against those high fees.” She adds, 
encouragingly, “And I will remain 
so until the issue is resolved.

Senator Ringuette reviewed what 
was happening in other countries 
in the world, and found that 
Canada was one of those paying 
the most. She looked to Australia, 
also facing high fees. “Their Federal 

Reserve, in 2006, 
put a cap on those 
fees even though 
Visa, MasterCard  
 
 
 
 
 
 
 
 
 
 
 
and their financial 
institutions were 
vehemently against 
it.” 

Those 
institutions, says 
the senator,  

“could not prove at that time to 
the Australian Federal Reserve 
that what they were charging 
to merchants was a fair and 
justifiable cost. So at that time they 
put on a cap, the same cap I have 
in my recent bill, S-215…. Now, 
the Australian legislation says that 
the caps on these fees have to be 
reviewed every three years. Since 
then they have done two reviews 
and they have maintained the cap 
at the same level, i.e., Visa and 
MasterCard have not proven to 
the Federal Reserve that they had 
additional costs and would require 
an increase in those caps.”  

So this is seen to be working in 
Australia?

“Yes, it is definitely working.” 
 

BILL S-215
It is straightforward enough. 

The new bill “amends the Payment 
Card Networks Act in order to 
limit the fees that participants in a 
designated payment card network 
require from merchants who 
accept payment by credit card.”  
Merchants will pay a tariff limited 
to 0.5% of the transaction value. 
Government entities—federal, 
provincial, municipal, including 

crown corporations—pay 0.3%, 
and charities pay nothing, 0%. 

THE IMPLICATIONS
If Bill S-215 passes, Canadian 

retailers and consumers will save 
$7 billion a year in excess fees. 
 
Here is how the senator puts it:
  The merchants are paying, 

and the Canadian consumers 
are paying whether or not 
they use these credit cards. 
And these excessive fees, from 
0.5% where they should be, 
just like in Australia, to an 
average of 3 to 3.5%, are $7 
billion a year. It is currently 
$9 billion. It should be at 
 
 
 
 
 
 
 
 
 
 
 
$2 billion. That $7 billion 
excess equals $18 million a 
day. Now, if you look at the 
30% increase announced by 
Visa as of the first of April, 
and then you add on the 20% 
from MasterCard as of the 
first of July, you’re going to 
go from $18 million a day in 
excessive fees to 24.

Would even an already rich 
industry voluntarily give up $24 
million a day in excess fees? 

“Absolutely not. They have 
people lobbying constantly on the 
hill against this.” 

But the senator has a battle 
plan. “I believe, being persistent, 
being vocal, myself, including 
the merchants and Canadian 
consumers, at the end of the day 
a government will say, ‘Enough of 
this. Let’s be reasonable’.”

That is hope for our retailers.
“But they need to be vocal,” the 

senator counters. “When I started 
this, we were making really good 
progress and putting pressure 
on the government. But all of a 
sudden, one of the players in the 
game, the Canadian Federation 
of Independent Business, decided 
to play ball with the Minister of 
Finance, Flaherty, and instead of 
having a cap on these fees, we got 
a voluntary code of conduct that 
accomplished absolutely nothing.” 
She adds, “The proof is in the 
pudding, with Visa increasing their 
fees by 30% and MasterCard by 20.” 

The senator worries about our 
independent businesspeople: 
“So unfortunately, probably you 
have a lot of people reading your 
magazine who think the Canadian 
Federation of Independent 
Business is on their side on this. 
I have a different experience with 
them.” 

Our readers do need to know 
this.

 “Absolutely,” agrees the senator. 
“They are paying the membership 
fees for these guys and gals to 
represent them, their interests, and 
it is not happening.”

WHAT COMES NExT?
At press time, the bill was 

expected to go before the senate, 
and the appointed Tory critic, in 
the next week and to committee by 
May. “And then hopefully we will 
have all the time needed to have all 
the witnesses who want to appear 
and voice their opinion on the 
bill,” says the senator. 

A CALL TO ACTION
“I’m a stubborn one, so I will 

keep at this until the issue is really 
resolved. One of the good things 
about the senate is the length. 
I don’t have to worry about an 
election throwing away all that 
I have done so far.” The senator 
laughs. “So I can keep at it for the 
next nineteen years!” She predicts 
it will not take quite that long. “I 
think sooner than later we should 
have the bill in place, but I need all 
of your merchants’ support.”

Senator Ringuette outlines a 
workable call to action for anyone 
affected by high credit card fees 
– that’s every Canadian: “They 
need to send emails, letters to the 
Minister of Finance, and a copy to 
me, so that we can also follow up 
with them. The minister needs to 
know that this is serious business.”

Write to: 
The Honourable 
James M. Flaherty, PC, MP, 
Minister of Finance
House of Commons Centre Block 
Building - Room 435-S 
Ottawa, Ontario K1A 0A6
Email: flaherty.j@parl.gc.ca

Send a copy to: 
The Honourable 
Pierrette Ringuette, 
Senate of Canada
140 Wellington St, Room 104
Victoria Building
Ottawa, Ontario K1A 0A4 
Email: ringup@sen.parl.gc.ca

A cap on credit 
card fees that
makes sense
An interview with Senator Pierrette Ringuette
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The writing is on the  wall. 
Beginning December 1 in 
Australia, tobacco companies 
will be required to sell their 
products in dark brown 
wrappers with no corporate 
logos, colours, imagery 
or trademarks, and using 
standardized print sizes, fonts 
and placements for brand 
name. Colour and imagery are 
limited to tax-paid stamps and 
to gruesome health warnings 
covering 90% of the back of 
the pack and 75% of the front. 
Text content is limited to a grim 
listing of toxic constituents. 

 
 
 

 
 
 
 
 
 
 
 

Why? The idea is to reduce 
tobacco consumption by 
eliminating the “attractive and 
misleading” packaging that is said 
to promote it. 

Does attractive brand 
packaging promote smoking? 
No direct evidence of either the 
lure of logos or the repellence 
of plain packaging has been 
put forth, nor is it likely to be. 
Without displays or advertising 
possible, today’s consumers do 
not see any packaging until they 
purchase a pack and have it in 
hand, so a study would be tough 
to conduct. Plain pack campaign 
surveys show that young people 
do not like plain packs and prefer 
branded images, but critics point 
out that if plain packs are the only 
type available, consumers will buy 
them. It is the product they want, 
not the package.  

 
 
 
 
 
 
 
 

Is brand packaging misleading? 
“Current tobacco packaging 
is neither misleading nor 
deceptive—health warnings are 
on every pack—but the same 
cannot be said of contraband, 
plain packaged products, which 
are completely unregulated,” 
says the American Legislative 
Exchange Council (ALEC). 

And that is the fear: that 
anything plain packaged is more 
vulnerable to counterfeiting 
and generic labelling. Put aside 
the fact that these encourage 
increased criminal activity. They 
lead also to lower prices, and 
thus to increased consumption, 
say tobacco companies, with 
the surprising support of health 
service data. (Surprising, because 
health service associations tend to 
back plain packaging.) 

An around- 
the-world up 
update on plain 
packaging 
                  What happens next when 
             tobacco companies lose their appeals? 

Even so, at present it appears 
Australia’s plain packaging law 
will set a precedent. How is it 
playing out in the rest of the 
world?

Although the proposal was first 
developed right here in Canada 
circa 1994, lobbying and other 
factors have delayed acceptance 
for nearly two decades. Australia, 
then, has been the first to pass 
legislation. Tobacco companies, 
border agencies, anti-smoking-
control groups, free market 
agencies and small business 
owners hope it is the last.

That hope is slim, however, 
with worldwide interest piqued 
and health associations including 
the World Health Organization 
onside. Canada, Norway, France 
and India are among countries 
considering the move to brown 
or black plain packaging and 
actively working on regulations 
at some level, even though 
facing opposition. Opposition is 
stronger in the European Union, 
the United States and New 
Zealand.

The tobacco companies are 
not taking the assault on the 
trademark, their “most valuable 
asset” (according to the ALEC), 
and upon their intellectual 
property rights lying down. The 
Australian legislation, though, 
is a first win in the crusade, not 
against smoking, but against free 
market principles and consumer 
freedom.
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The Health Warning on the material:
i) occupies at least 10% of the area of the material
ii) is clearly visible at all times
iii) is in bold black lettering on a white background 

surrounded by a black border
iv) contains a text that occupies not less than 60% 

and no more than 70% of the area in which it is 
displayed

v) is bilingual

Cadre noir : 9.0000 in x 1.1125 in = 10.0125 in2

Cadre (60 %) : 8.5871 in x 0.6996 in = 6.0075 in2

Cadre (70 %) : 8.6937 in x 0.8062 in = 7.0088 in2

Cadre du texte légal : 8.6937 in x 0.7149 in = 6.2148 in2
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