
1spring/summer 2014

THE OFFICIAL PUBLICATION OF THE 
CANADIAN CONVENIENCE STORES ASSOCIATION

Summer/Fall 2014 
Volume 6 : Issue 5

The Voice of Convenience
www.cstorelife.com

      FOOD
   SERVICE IN
CONVENIENCE
       StORES

 In
sid

e

Convenience Innovatio
n Awards - pg48

  SOI Report -
 pg52 



3fall 20142 cstorelife.com

AGE

RESTRICTED

ADVERTISING

AGE

RESTRICTED

ADVERTISING



5fall 20144 cstorelife.com

AUTOMOTIVE
OILS

C
AN

D
Y 

EN
D

 

C
AP

 R
AC

K

B
RE

AD

COOKIE/CRK R

HBC
GM

M
U

LT
I

SN
AC

K 
RK

NUTS
SALTY

HANGING 
CANDY

GOURMET CHIPS

MEAT SNACKS/JERKY

CLEANING
PAPER

PET FOOD

M
EA

T
SN

AC
K N

U
TS

 &
 

SE
ED

S

FROZEN BEVERAGE & SOFT SERVE
HOT

FOOD BAKED 
GOODS

ENERGY 
DRINKS

MAPS F’REAL ICE CREAM

SUNGLASSES

GRAB HEAT AND EAT FOOD SERVICEC
AS

H
RE

G
IS

TE
R

RE
AD

Y 
TO

 
EA

T 
H

O
T 

FO
O

D

DAIRY

LI
G

H
TE

RS
/

IM
PU

LS
E 

B
U

Y 
IT

EM
S

DELI COOLERITEMS

CIGARETTES, 
CIGARS & OTHER 

TOBACCO 
PRODUCTS

HANGING 
CANDY

HANGING 
CANDY

HANGING 
CANDY

HANGING 
CANDY

COFFEE

FRESH SANDWICHES/
DRINKS/YOGURT/ENTREES

RETAIL
BEVERAGE

Contact your local Core-Mark o�  ce
email: carcand@core-mark.com

   Total Category Management
                 for everything you need

www.core-mark.com

Ontario
1 (877) 864-0285

NW Ontario/Sask.
1 (800) 665-7575

Manitoba
 1 (800) 982-7552

Calgary
1 (800) 242-8402

Vancouver
1 (800) 663-9963

CORE-MARK- CAT MANGMNT2014.indd   1 9/23/14   4:28 PM

AGE

RESTRICTED

ADVERTISING



7fall 20146 cstorelife.com

    Bridging the 
 Foodservice gap

12

24

14

30

36

18

38

16

20

32

10

22

articLes
22 t  Frankly Funk: When the punishment
  REALLY doesn't fit the crime
24 t           "The Perfect Customer":
  Taking full advantage of quality OTP
27 t CCSA is proactive on e-cigarettes
30 t Fresh Prepared Foods in Convenience
32 t Understanding Shopper Insights
36 t The New Frontier: The fifth dimension of data
38 t Bridging the Foodservice Gap
42 t A Conversation About Welch's Fruit Snacks
44 t CCSA Lobby Day
48 t Convenience Innovation Award Winners
52 t State of the Industry Report

ccsa
10t  The Greatest Challenge

ocsa
12 t  Irrefutable proof that we 

need to Free Our Beer

Qcsa
14 t  Summit retailers, 

manufacturers and 
distributors consulted on 
priorities 

Wcsa
16 t  Next steps in Healthy 

Choices

acsa
18 t  C-Store Day: Huge 

growth, huge success

nacda
20 t  Summit Highlights

contents
neWs FroM 

the associations

FocUs
Page 30 - Fresh Prepared Foods in Convenience  

      When the 
pUnishMent reaLLY
   dosen't Fit
the criMe

         Fresh 
   prepared
      Foods in
 convenience

  takINg Full 
aDVaNtagE OF 
   qualIty OtP

     tHE 
NEW 
  FRONtIER:



 

9fall 20148 cstorelife.com

QCSA
QUEBEC CONVENIENCE STORES 
ASSOCIATION

 
CStore Life Inc. 
466 Speers Road, 3rd floor
Oakville, ON L6K 3W9 
Telephone: (905) 808-9615 
www.cstorelife.com

CSTORE LIFE is a magazine 
published to enhance business 
knowledge and the lives of Canadian 
convenience store retailers and 
employees.

CSTORE LIFE is published six times 
per year and is distributed direct-to-
store by Ryder Logistics and/or your 
local wholesale distributor.

The opinions expressed in CSTORE 
LIFE are the views of the respective 
writers and/or advertisers and do 
not necessarily reflect the views and 
opinions of the CCSA, its members 
or affiliates.

CSTORE LIFE accepts no responsibility 
for advertisers' claims... transparencies 
or other materials. At CSTORE LIFE 
we hold your personal information in 
strictest confidence, in full accordance 
with provincial privacy guidelines. 
CSTORE LIFE, CSTORE LIFE CANADA, 
LA VOIX DU DÉPANNEUR, LA VOIX DU 
DÉPANNEUR CANADA, CSL and LVDD 
and other CSTORE LIFE product/service 
names and logos are trademarks and 
service marks of CSTORE LIFE INC. 
Other third-party trademarks belong to 
their respective owners. Any use of the 
CSTORE LIFE INC. marks is prohibited 
without express written permission.  

 
 

Convenience Stores Trade Magazine 
Not for Public Distribution

FOR ADVERTISING 
SPACE CONTACT: 
SANDY KARRYS

Telephone: (905) 808-9615 
Email: sandy@cstorelife.com

On Our Minds

We just returned from the convenience industry gathering in Ottawa, where the CCSA 
held its first Government Lobby Day and NACDA and CCSA co-hosted their Summit 
at which retailers, wholesalers and suppliers listened to some thought-provoking 
presentations. This was the first meeting held after the CCSA and NACDA agreed to 
affiliate and work towards strengthening the industry by having one voice. 

In short, the events, content and collaboration were excellent.

Several industry experts discussed changing Canadian consumer behaviour and 
provided insights into what this means for the convenience store industry. Yes, there 
was discussion on the impact of channel blurring (one comment indicated this has 
been a problem for the past 20 years), but the majority of presentations indicated a 
strong future for convenience retailers.   

One thought that resonated was the picture of a duck in the middle of the road. 
The visual supported the theory that if the duck stayed there, it would be hit and 
killed, but if the duck moved to one side of the road, it would be safe and able to 
continue. The analogy is that, as a business owner, you cannot be in the middle of the 
road; you have to stand for something that customers appreciate and value. Whether 
it is offering fresh food, hours of operation, value pricing, your store has to stand for 
something. There is no middle ground, or you will eventually be put out of business.

This issue highlights some interesting facts and figures showcased in the CCSA 
Annual State of the Industry Report (SoI) and discusses the importance of having a 
food offering at your store: Bridging the Food Service Gap.  

We were proud to see passionate retailers talking to federal politicians about the 
issues of contraband, credit card fees and over-regulation.  Seeing the industry’s 
strength conveyed by a membership that includes both chain and independent stores 
was a delight. As one single-store retailer put it, “While I was nervous before the 
meetings, I realized that many people, including politicians, worked or have family 
who worked in convenience stores.” He added, “While our industry might not be 
the most glamorous, it is a strong contributor to the economy, and our future looks 
great.” 

Hope to see you at next year’s event. The future does look great!

Best selling…

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

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

 Marc Gagnon, Distribution Chair
 W. R. McRae Co. 

 Ron Funk, Treasurer
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 Andrew Docherty
 Suncor Energy 

 Raymond Bouchard
 Metro Richelieu Inc. 

 David Button
 North Atlantic Petroleum

 Doug Hartl
 Mac’s Convenience Stores

 Steven Karrys
 Karrys Bros., Limited

 Mark Kinnin
 MacEwen Petroleum

 Francis Lapointe
 Alimentation Couche-Tard

 Jason Lutes
 Magnetic Hill Irving

 Craig Pardy
 Needs Convenience Stores

 Don Ste. Marie
 Canadian Tire Gas

 Victor Vrsnik
 7-Eleven Canada  
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As you heard at the summit in 
September, the CCSA’s Roadmap to 
Growth, developed with research 
partner IMI International, is a practical, 
operational guide for CCSA members, 
showing them how they can improve 
sales and generate growth. 

CCSA Chair Tom Moher explains, 
“One of the key themes of the 
Roadmap is to shift the conversation 
from convenience being a type of store 

to a much broader view of convenience 
being considered as a shopping 
occasion… Understanding more about 
the choices shoppers make in our stores 
and competing channels is critical to 
drive future strategies and day-to-day 
operations of the business.”

The initial phase of the Roadmap 
project gives c-store operators three 
general action steps to improve their 
business operations. 

Step 1 is delivering the basics

	 •  Offer a convenient location

	 •  Allow the shopper to get in and 
out of the store quickly

	 •  Ensure products are fresh and 
have not reached their best 
before date

	 •  Offer reasonable everyday prices
Step 2 is building on the core

	 •  Offer a safe, trusted environment
 •  Ensure stores are clean/

uncluttered

	 •  Make it easy to find the products 
they want

Step 3 is new growth opportunities

	 •  Expand how consumers view 
convenience store retail in order 
to compete and drive a greater 
share of total convenience 
shopping occasions 

	 •  Look at what new growth 
opportunities may be available 

“It’s really important our industry 
continues to work together to uncover 
new learnings about our customers 
and their convenience occasions and 
to share ideas and best practices,” says 
CCSA Vice Chair Andrew Docherty. 

 

 CCSA President Scholten adds, “As 
an industry we need to recognize our 
customers’ needs are changing and we 
need to embrace the change and put 
plans in place to capitalize on future 
growth opportunities.

“The shopper perception survey 
is just the first step. The Roadmap 
to Growth project will continue 
over the next five years with the 
CCSA working closely with the 
manufacturing community to partner 
on studies to support convenience 
retailers with new learning and 
best practice recommendations. We 
know our manufacturing partners 
have studies and best practice 
recommendations of their own and 
we want to combine those with our 
own insights to prepare simple-to-
understand operational guides for 
convenience retailers on how they can 
grow their business.” 

All Roadmap to Growth report 
studies will be widely communicated 
to retailers across the country 
through presentations at association 
events, on association websites and 
newsletters and through feature 
stories in CStore Life.

The Small Business Matters 
Coalition, comprised of over 20 small 
business retail trade associations 
including the CCSA, reminds us that 
“credit card swipe fees charged to 
Canadian retailers are amongst the 
highest in the world—ranging from 
1.5 to 4% of a purchase. Particularly 
for small business, these costs pose 
the greatest challenge to their ability 
to compete effectively and continue 
serving communities across Canada.”

Credit card fees impact both retailers 
and consumers.

“The impact of these high fees 
constrains the ability of all retailers 
to invest in their businesses and 
communities and their ability to hire 
new employees in the communities they 
serve. Also these fees result in increased 
consumer prices, even for those 
consumers paying by cash or debit.” 

The Coalition urges the Government 
of Canada to cap credit card swipe fees 
and bring fairness and transparency to 
the payments industry.

 
uNDERStaNDINg tHE 
ElECtRONIC CIgaREttE 
maRkEtPlaCE

Retailers and consumers are 
asking many questions surrounding 
the, at present, bewildering sales of 
e-cigarettes. 
The answers begin with a look at the 
law. 

In Canada, the sale of nicotine-
loaded e-cigarettes is authorized only 
if the product is licensed by Health 
Canada. Convenience store retailers are 
permitted to sell non-nicotine versions, 
and currently there is no age-restriction 
on those. It is illegal in Canada to make 
any health claims about e-cigarettes, for 
example, suggesting they are smoking 
cessation tools, unless the claim is 
approved by Health Canada.

Some recommended best practices 
for sale can help you show your 
commitment to responsible retailing 
practices. Keep in mind that c-store 
operators are responsible retailers 
and conduct more face-to-face age-

verification checks than anyone in 
the world. You are uniquely placed to 
effectively deal with the new category, 
even unclear as it is.

1.  Convenience retailers should not 
sell nicotine e-cigarettes that are 
not approved by Health Canada.

2.  Convenience retailers should 
follow the applicable federal, 
provincial and municipal laws for 
verifying the age of purchasers of 
tobacco and apply those standards 
to the sale of non-nicotine 
e-cigarettes.

3.  Convenience retailers should 
always ask any person who looks 
to be under the age of 25 to 
provide valid, government-issued 
photo ID to establish proof of age. 

4.  Convenience retailers should 
ensure all staff members are 
properly and regularly trained on 
age-verification practices provided 
through education tools like the 
CCSA’s We Expect ID training 
program.

5.  Convenience retailers should 
display all proper signage, 
including posters, stickers and 
decals, such as those offered 
through the We Expect ID 
program, conveying the message 
that your store will sell age-
restricted products only to age-of-
majority customers who can show 
proper ID. 
 
 
 
 
 

the 
greatest 
chaLLenge

roadMap 
to groWth 
project 
Moves 

ForWard

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

 ★ ★ ★ ★ ★

 ★ ★ ★ ★ ★

 ★ ★ ★ ★ ★



13fall 201412 cstorelife.com

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

OCSA Board of Directors
    Ron Funk - Chair
 Nicholby’s

 Anthony DiMaulo - Vice Chair
 Pioneer Energy

 Jiries Rabba - Secretary
 Rabba Fine Foods

 Wendy Kadlovski - Treasurer
 Nicholby’s

 Bruce Watson
 Mac’s Convenience Stores

 Ian Richardson
 Suncor Energy

 Chris Wilcox
 Quickie Convenience Stores

 Jamie Arnold
 Little Short Stop Stores

 Rami Reda
 Big Bee Convenience Stores

 Solomon Kim
 Kitchen Food Fair

 Don Cha
 OKBA

 Noah Aychental
 Gateway Newstands Inc.

 Steve Tennant
 Hasty Market

 Terry Yaldo
 Midway Convenience

 Victor Vrsnik
 7-Eleven Canada

Follow the OCSA on
Find OCSA tweets at: @OntarioCStores
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“inefficiencies and disadvantages for 
purchasers of alcoholic beverages”, and 
imposing “distortions”. 

“It is time to end all that,” states Mr. 
Bryans. He puts it very simply. “There 
is nothing wrong with getting 12 cold 
cans of beer at a convenience store on a 
Sunday night.” And the only way to be 
able to do that is to open the market.

The C.D. Howe Institute commentary 
ends as strongly as it begins:

 “These changes will widen the 
choices available to Ontario consumers, 
reduce prices of alcoholic beverages, 
improve the competitiveness of 
Ontario’s wineries and breweries, 
and generate more revenue for the 
government, while protecting the health 
and safety of its citizens.” 
 
 
 
 
ENERgy DRINkS

“It came out of the blue,” Mr. Bryans 
told us at the end of August. Toronto City 
Council tabled a Notice 
of Motion to place significant restrictions 
on the sale of energy drinks in the City of 
Toronto.

“If such a decision was taken 
by Council, it would have negative 
consequences on our business and 
thousands of small family-run 
convenience stores in Toronto,” Mr. 
Bryans explained in a letter to Council the 
next day.  “Our members have sold and 
continue to sell all manner of caffeinated 
beverages, from coffee to cola, responsibly. 
The last thing our members need is 
further needless restrictions on our ability 
to sell a legal product that has already 
been reviewed by the experts at Health 
Canada.”

Mr. Bryans reminded us, at the same 

time, that it’s a slippery slope. “It’s not 
only here. They then move to Hamilton, 
Windsor, Ottawa, harassing each of 
the councils to follow Toronto’s lead. If 
you don’t win in Toronto, it will be no 
different than the plastic bag ban. If we 
had not threatened legal action, plastic 
bags would have been banned in Toronto 
and then it would have spread to the rest 
of Ontario.”

He knows what’s coming. “It is shaping 
up to be the same sort of fight. First you 
have a legal product that has no more 
caffeine than a cup of coffee, and the 
health groups are saying ‘let’s ban it.’ It’s 
getting crazy. Tobacco, sugar, vapour, 
energy drinks: how many more things 
do we have to sit back and have over-
regulated?” 

There are already more inspections in 
the convenience sector than in any other. 
“Surprise labour audits, lottery, health 
boards, tobacco, underage shoppers, 
local municipalities, they come in waves; 
no wonder owners are afraid to talk to 
anyone who looks like an inspector. They 
feel they will be entrapped, because, 
remember, you are talking 80% new 
Canadian, and English for many is a 
second language. No one wants to train or 
help them; they just want to attack them.”

An energy drink ban is just another 
attack. 
 
 

 
VaPOuR IS NOt “E”

“We don’t sell e-cigarettes,” explained 
Mr. Bryans when we asked about the 
recent e-cigarette fuss.  “E-cigarettes 
are sold in the US and contain nicotine. 
Those are not sold in Ontario.” He 
sees where the confusion arises: “The 
health groups are saying we should 

ban e-cigarettes. Well, there aren’t any 
in the convenience sector. But they are 
grouping everything under that word, 
including non-nicotine vapour. Vapour 
in our stores is flavoured water drawn 
over a heat cylinder. No nicotine at 
all. No tobacco taxes. Nothing to do 
with tobacco except that it looks like a 
cigarette.” And yet the myth prevails. 
“They want non-nicotine vapour 
banned under e-cigarettes, locked up 
behind the counter and age restricted as 
if it is a tobacco product.” 

As with energy drinks, it is yet 
another legal product that c-store 
owners would have to hide behind a 
wall if outside interests have their way. 
 
 

 
agE tEStINg REmINDER

“Please continue to remind your 
managers, employees and operations 
groups that zero tolerance should be 
the norm,” says Mr. Bryans. “We are still 
seeing stores making mistakes.”

 
 

 
OCSa lObby Day

Building on the success of the OCSA’s 
event last year, this year’s Lobby Day 
will be held on Monday, November 3, 
at Queen’s Park in Toronto. The event 
will see many retailers attending MPP 
meetings discussing c-store industry 
issues and strengths, followed by 
an evening reception. Mr. Bryans is 
clear about the impact it will have: 
“We will be explaining to politicians 
the importance of our channel to the 
Ontario economy.”

Uncorking a Strange Brew: The Need 
for More Competition in Ontario’s 
Alcoholic Beverage Retailing System 
is a new commentary by the C.D. 
Howe Institute, a highly respected 

nonpartisan 
policy advisor. 
It begins with 
a bang: 

“The lack of 
competition 
in Ontario’s 
alcoholic 
beverage 
retailing is 
causing higher 
prices and less 
choice for 
consumers 
as well as 

reduced government revenues. 
The province should create a more 
competitive retail market by 
allowing wine and beer sales in 
grocery and convenience stores 
as well as other retail outlets.”

 The study goes on to explain 
what OCSA members already 
know, and what you need to tell 
your customers: “Three large 
brewers own The Beer Store, 
which dominates retailing of 
beer...” (Those three, the report 
calls a “quasi-monopoly”.) Just as 
important, and an often-missed 
fact: “The provincial government 
does not have an ownership stake 
in The Beer Store.” (Customers 
tend to confuse The Beer Store as 
being something like the LCBO.)

Recommendations that the 
Ontario government create a 

more competitive system for alcoholic 
beverage marketing come from the study’s 
in-depth looks at the history of that 
marketing, the social and trade issues 
surrounding it, and comparisons of the 
prices of domestic and international 
brands sold in Quebec to those sold in 
Ontario. Firstly, and of the most 
relevance to the c-store industry, the 
study recommends that Ontario allow 
sales of wine and beer in grocery and 
convenience stores, as in Quebec, as a 
start to increasing choices available and 
reducing prices for Ontario consumers 
as well as improving competitiveness 
and generating more revenue for the 
government. 

On the strength of this report, and 
given what he has seen in the Free 
Our Beer battle, Dave Bryans, CEO 
of the OCSA, now tells CStore Life, 
“The objective of the OCSA from here 
on in is to dismantle The Beer Store 
and open up the beer market for our 
members in Ontario, no different 
than in Quebec. As a first step, it is 
time to get rid of this foreign-owned 
monopoly and open up the market 
to the convenience sector and to craft 
brewers and have us become partners 
with one another.” 

He points to what happens in 
Quebec: “Those three foreign owners 
are our best partners in Quebec. They 
deliver beer to over 7,000 convenience 
stores in that province. In Ontario you 
     have to drive to their 450 locations 
        to get the same products.” 

       The C.D. Howe Institute 
    commentary agrees that the Ontario 
         model should be more like 
      Quebec’s. It shows the Ontario 
          model for what it is: “The Beer 
        Store’s quasi-monopoly of beer 
         retailing is also an anachronism. 
             What started as a marketing 
            cooperative of small brewers 
                to limit beer consumption has 
                 turned into a chain that three 
                    large brewing companies 
                 own… It limits the ability 
                 of smaller brewers to market 
                 their products themselves.” 

                  “No other province,” it 
                 says, “has granted quasi- 
                   monopoly retail rights to 
                  the private sector with  
                  respect to beer distribution.” 

                    It calls what is in place 
                   a “patchwork”, “outdated”, 
                  “enmeshed in legal 
                    restrictions”, suffering from 

irreFUtaBLe 
prooF that 
We need to 

Free oUr Beer

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

 ★ ★ ★ ★ ★

 ★ ★ ★ ★ ★

 ★ ★ ★ ★ ★

 ★ ★ ★ ★ ★
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Contact Michel 
1 Holiday Ave., East Tower,
Suite 501, 
Pt-Claire, QC H9R 5N3
Telephone: 514.695.8284
Fax: 514.630.6989
email: 
gadbois@conveniencestores.ca

QCSA Board of Directors
    Michel Gadbois, Président

    Jacques Beaudry
 Beau-soir

 Luc Blais
 Boni-Soir – Voisin 

 Francis Lapointe
 Couche-Tard

 Alain Duchaine 
 Le Groupe Harnois

 Guylaine Plante
 Pétro-Canada 

 Denise Lafleur 
 Quickie Convenience Stores

 Zude Le
 Tabagie St-Féréol 

 Pascal Laporte, Chair
 Réseau GLP & Cie 

 Yvon Bruneau
 Club Entrepôt Provigo 

 Jacques Falardeau
 Groupe Sagamie 

 Marc-André Lanouette
 Sonic 

QCSA
QUEBEC CONVENIENCE STORES 
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Needless to say, this vast project 
involves a high degree of preparation 
and research, and a key ingredient 
to its success is the consultation and 
participation of retailers, manufacturers 
and distributors. 

That is where the first QCSA C-Store 
Summit comes in: to consult industry 
members and to do so in the presence 
of Quebec government representatives 
such as Mr. Jean-Denis Girard, Quebec 
Minister for Small and Medium 
Enterprises, Regulatory Streamlining 
and Regional Economic Development, 
who has accepted the invitation to be 
the event’s keynote speaker and whose 
riding is… Trois-Rivières.  
 
 
 
 
 

aDVISORy VOtE ON 
PRIORItIES 

To ensure that the Green Paper 
adheres perfectly to the concerns of the 
industry and most importantly, to show 
the government a united front, the 
QCSA invites retailers, manufacturers 
and distributors to participate in an 
advisory vote on the priorities set 
forward. 

In the morning session, the 
association will present about 20 
proposed measures under 4 categories 
of demands that were previously 
validated during pre-summit meetings 
with retailers in several regions. 

Thus, in category 1, "Increase 
revenue," the participants will be 
invited to identify priorities (on a scale 
of 1 to 5) on 10 different measures 
proposed and presented. This session 
will make use of an interactive voting 
system that will display live participant 
vote results, many of whom will be 
grouped by region. 

 
 

a gROWINg POlItICal 
mOmENtum 

Through the C-Store Summit, the 
leadership approach taken by the QCSA 
with the Green Paper project will gain 
strength and credibility: participation 
of major industry players, the presence 
of numerous retail associations that 
support the process, the presence of 
the Deputy Minister of Deregulation. 
All this while the new majority 
government in Quebec is conducting a 
new round of budget cuts and putting 
more emphasis than ever on regulatory 
reforms as a way to jumpstart the 
economy and cope with the challenge 
of fixing the precarious state of 
Quebec’s public finances. 

It is therefore key that all engaged 
stakeholders—be they retailers, 
manufacturers or distributors—show 
up and participate in large numbers 
at this important event, the first ever 
C-Store Summit on October 27 in 
Trois-Rivières (online reservation at 
www.aqda.ca). 

As you can see, the deregulation 
train is leaving the station. Don’t wait 
to jump aboard the bandwagon! 

 

The Quebec c-store industry 
is looking forward to a historic 
rendezvous on October 27 in Trois-
Rivières, Québec, to determine which of 
the QCSA’s demands and priorities will 
become part of its first deregulation 
Green Paper set to be released in early 
2015. This key event represents a 
significant step in uniting the industry 
under one strong and articulate voice 
aimed at the government, politicians 
and policy-makers. 
 
 
 
 
 

 
 
 
 
FROm uNaNImOuS mOtION 
tO gREEN PaPER 

Why a Green Paper? Where did this 
idea come from? Let’s look back. 

On February 19 of this year, 50 
Quebec retailers gathered in the 
National Assembly’s chamber during 
the first C-Store Day organized by the 
QCSA. After highlighting their presence 
and welcoming retailers, attending 
MNAs voted unanimously on a motion 
recognizing the legitimacy 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
of the retailers’ demand for a lighter, 
modernized regulation. This success 
became the starting block of the Green 
Paper operation. 

To build on such openness and 
support, the QCSA announced 
shortly afterwards, during the April 
provincial election campaign, its 

intention to do its homework by 
publishing a year from now a Green 
Paper on the need and opportunity 
of deregulation for the convenience 
retail industry. This key policy paper 
is a tool to foster deregulation aimed 
at improving the c-store business 
environment as well as its best practices 
and overall social responsibility. 
The document will include both 
an inspiring vision of a prosperous 
industry capable of creating jobs and 
wealth as well as a point of convergence 
for all the detailed measures envisioned 
to enhance the sector’s dynamism and 
its social role. 

QUéBec c-store 
sUMMit retaiLers, 

ManUFactUrers 
and distriBUtors 

consULted on 
Qcsa’s priorities

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

On February 19th, 2014, the QCSA invited 50 
retailers to the National Assembly in Quebec City to 
attend a parliamentary working session. They were 
pleased to see MNAs adopting a unanimous motion 
confirming the legitimacy of retailers’ demands 
towards a lighter, updated regulation framework.

During the following election campaign in April, 
electoral candidates from all parties publicly 
reinforced their support of the QCSA’s stance 
towards lighter, better regulation. From left to 
right: Gilles Lehouillier, owner of LeHouillier Gas 
Bar in Sherbrooke, Pierre-Luc Boulanger, defeated 
Mégantic CAQ candidate, Ghislain Bolduc, elected 
Mégantic Liberal candidate, Stephane Goulet, owner, 
Dépanneur Voisin in Nantes.

In July, Michel Gadbois, QCSA President, met with 
Jean-Denis Girard, Quebec Minister for Small and 
Medium Enterprises, Regulatory Streamlining and 
Regional Economic Development. Shortly after, he 
confirmed his participation at the QCSA C-Store 
Summit on behalf of the Quebec government.

 ★ ★ ★ ★ ★

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

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

 David Bunney - Secretary
 Parkland Fuel Corporation

 Barry Rideout - Director
 Winks Plus 

 Woody Stelnicki - Director
 Calgary Co-operative Association  
 Limited

 John Crandell - Treasurer
 Non-voting Director
 Bic Inc. 

 Kim Jones - Director
 Suncor Energy Products

 Jeffrey Bakun
 Non-voting Director
 Rothmans Benson & Hedges

 Duncan McArthur -  Director 
 Husky Energy

 Kim Trowbridge - Vice Chair
 Small Retail

 Chuck Arcand 
 Non-voting Director  
 Core-Mark

 Scott Sibbet - Director   
 Gas King Oil Co. Ltd.
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growing interest in the project.” 
How can you get involved? You can 

reach Mr. Klukas for more information at 
Andrew@conveniencestores.ca. Check out 
the Facebook page at https://www.facebook.
com/pages/Health-Choice-Community-
Store-Program/1499203606994864.  

 
SaFE COmmuNIty REtaIlER 
PROgRam

Mr. Klukas spent time in early September 
in Manitoba and Saskatchewan preparing for 
the WCSA’s launch of the Safe Community 
Retailer Program. 

The program will give retailers access to an 
online self-audit tool and accompanying User 
Guide. It covers the elements of a robbery and  
                                        violence prevention 
                                     program, with a special 
                                   focus on late-night safety 
                                         including topics like 
                                       visibility, surveillance 
                                     cameras, signage, 
                                        controlling access to the      
                                          building and staff, cash 
                                          handling, staff training,  
                                             and personal security. 

 

The program incorporates the proven 
elements of Crime Prevention Through 
Environmental Design. Retailers and their 
staff will be able to work their way through 
this user-friendly program at their own 
pace; every time they stop in their busy 
day, it will automatically save so they can 
go back and continue. The program will 
also serve as an excellent orientation and 
training tool for new staff. It will allow 
the uploading of photographs or capture 
via smartphone, and setting of priorities 
and timelines to make sure everything 
that needs to be done gets done. When 
completed, retailers will be able to submit 
a summary copy of the completed program 
to the WCSA and receive a window decal 
recognizing their participation in the 
program. In British Columbia, where many 
late-night retailers are required to complete 
an audit, the program will help retailers 
prepare to pass it.  

The program is being tested for 
usability, and representatives from various 
Workers’ Compensation Boards have 
been invited to provide comment on its 
contents. The WCSA hopes to formally 
announce the tested program at its State of 
the Industry event in October. 

 
 
 
 
CRImE PREVENtION FOR Small 
REtaIl: CREatINg a SaFE aND 
SECuRE ENVIRONmENt FOR  
   EmPlOyEES aND tHE PublIC 

         In another safety-oriented initiative, 
         the WCSA is launching an online 
              occupational health and safety 
           training program for employers and 
            staff. This interactive program will 
         allow users to work their way through 
        it in the order they choose, and to use 
    the virtual environment to incorporate 

elements of experiential learning. As there 
is something to be learned from both right 
and wrong choices, users are drawn (rather 
than pushed) through a learning experience 
that encourages experimentation. “Some 
online training is boring,” explains Mr. 
Klukas. “You might as well have a binder to 
flip through. This is specifically designed 
not to be boring but, rather, to be engaging 
and interesting.” Once it is completed, a 
self-audit checklist will pop up so learners 
can apply what has been learned in the 
context of their actual store. It will reinforce 
the training by taking the learner out of 
the virtual world and back into the real 
world. “Our goal has been to get beyond the 
presentation of information and learning 
and to stimulate development of new 
behaviours. That’s the difference between 
education and training, and in many 
respects this program gets us there.” 
 
 
 
 
StatE OF tHE INDuStRy

You are invited to attend the WCSA’s 
State of the Industry conference October 
20-21 at the Commonwealth Hall and 
Conference Centre in Calgary, Alberta. 
Contact the WCSA at 778-987-4440 or 
go to www.thewcsa.com for registration 
information.

The Healthy Together Convenience Store 
program was run initially, branded under, 
and in partnership with, The Bridge Family 
and Youth Services Society. To maintain the 
momentum of this highly successful project, 
WCSA President Andrew Klukas will be 
inviting retailers to participate in the next 
phase. The focus will be on inviting creative 
ideas from a range of convenience stores 
across the region. 

The initial pilot was very comprehensive, 
involving engagement with families, 
training for the storekeepers and support 
from a dietician; that multi-dimensionality 
was possible because it was focused at one 
site. “What we want to do now is to test 
individual elements of the strategy—in 
particular, the information that is created  

around the store by, for example, the signage 
that is put out and placement of products. 
We would like to work with retailers to test 
these components.” Rather than selecting 
retailers, Mr. Klukas would like to give 
retailers the opportunity to participate in 
a friendly competition of ideas. “We will 
set out the guidelines, and have set up 
a Facebook page to make 
information accessible. The 
initial selection of sites will 
be limited to keep the project 
manageable, but the program 
strategy that eventually 
emerges will be open to all.” 

He is hopeful about the 
degree of interaction this 
will generate: “Subject to 
basic program parameters, 
we would like this to be interactive, and 
to learn how different retailers in varied 
environments embrace the challenge of 
promoting healthy choices. For example, 
some retailers might have a relationship 
with a nearby school through sponsorship 
of a sports team. They might have some 
fantastic ideas about working with the 
school to help educate school kids about 
healthier snacks. I want to accommodate 
creativity on the part of the retailers 
because what we’ve learned so far is that 
all convenience stores are different, and 
we are still at an early stage of program 
development and have much to learn 
about what works and what doesn’t.” 

The goal for now is to have 16 to 20 
stores representing all four Western 
provinces and to invite government 
agencies to become involved. The 
first phase was a 10-week project. 
It was intensely focused, and 
the WCSA expects a report in 
time for its October 20 State 
of the Industry event in 
Calgary. This next pilot will 

extend well in to 2015 to allow time for 
retailers to\ experiment, learn and share 
their experience.

This “Phase 2” pilot will not be branded 
under The Bridge but will be a WCSA-led 
project called Healthy Choice – Community 
Store Program. The focus will be on choice 
in two senses of the term: the choices 

that are available in the 
store and the choices that 
customers actively make. 
“We want to consider the 
impact on the consumer a 
little bit more now, and this 
aligns with some elements 
of the Roadmap to Success 
initiative. The Facebook 
page will help with that. 
People can go there to get 

information and contribute discussion of  
the project and allow us to gauge the level of 
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Contact Michael 
#B - 100 Ilsley Ave.,
Dartmouth, NS B3B 1L3
Telephone: 902.880.9733
Fax: 905.849.9947
email: 
hammoud@conveniencestores.ca

ACSA Board of Directors
 Warren Maynard - Chair 
 Ultramar Ltd. - N.S.

 Jason Lutes
 Magnetic Hill Irving - N.B.

 David Button
 North Atlantic Petroleum - N.L.

 Terry Moore
 RiteSTOP & Co-op Express - N.B.

 Chris Scholten
 Scholten's Gas & Groceries - N.B.

 Brent Sweet
 Brent's Convenience - N.L.

 Craig Pardy - 
 Vice Chair & Treasurer  
 Needs Convenience - N.S.

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

 Tony Diab
 Express Way - N.S.

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

 Glenn Sullivan
 Clarenville Orange Store - N.L.

 Nathan Woodland
 Circle K Convenience Stores - N.S.
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and community leaders work behind 
the counter and get an appreciation for 
how hard we work—and the direct impact 
we have on the community.”

Jeff Lenard, who is with the U.S. 
National Association of Convenience 
Stores (NACS), was on hand to see how 
things were going. He said his hope 
is that one day American politicians can 
participate in similar activities at their 
local convenience stores.

“Store operators [in the United States] 
are interested in today because it’s a model 
we can carry forward that they are doing 
very well here,” he said.

This year Convenience Store Day has 
grown from 9 stores to more than 50 
stores across the Atlantic Provinces, and 
the fundraising has increased from $9,000 
in 2013 to more than $40,000 in 2014, 
with pledges still coming in at press time.

“We are onto something,” said Mr. 
Hammoud at the end of the day. “We 
anticipate this becoming a must-do event 
for local community leaders.” 
 

 
 
2014 aCSa StatE OF INDuStRy 
& REtaIl CONVENIENCE 
aWaRDS FINalIStS

 
President's Award for Corporate 
Convenience Store Operator of the Year
 -  Paul Mahar, Need’s Convenience, 

Nova Scotia
 -  Derrick Stuckey, Kelligrews   

Orangestore, Newfoundland
 -  Dave Morgan, Frecker Drive Circle K, 

Newfoundland
 

President's Award for Independent 
Convenience Store Operator of the Year

-  Al Sutherland, Big Al’s Convenience, 
Nova Scotia 

-  Brian LeBlanc, Petro-Canada, 
New Brunswick

-  Lee El-Rabahi, Hydrostone 

Groceteria, Nova Scotia
-  Leno Ribahi, Leno’s Stop Shop, 

Nova Scotia
-  Larry and Jacinta Arsenault, Elmsdale 

Corner Store, Prince Edward Island

Emerging Convenience Store Business/
Operator of the Year

-  Belinda Nason, The Tracy Store, New 
Brunswick

-  Bob Carmichael, Stratford Petro-
Canada, Prince Edward Island 

-  Jenny and Trevor Rodrigues, Needs 
Convenience, Nova Scotia

The Industry Partner and Leader Award 
(Non-Regulatory)

- Atlantic Lottery Corporation
- Coca-Cola Refreshments
- Karic Sales (Red Bull)

The Industry Partner and Leader Award 
(Regulatory)

-  Finance Minister Diana Whalen, 
Nova Scotia

-  Senator Pierrette Ringuette, 
New Brunswick

-  Minister Bruce Northrup, 
New Brunswick

Innovative Beverage
- Dasani Drops
- Pepsi Next
- Bomb Energy Drink

Innovative Food
-  Aero Bubbles Tablet Bar (Caramel/

Strawberry)
- Power Bar Protein Plus
- Stride Sour Patch Kids Gum
-  Cadbury Dairy Milk Caramel 

Popcorn 

Winners to be announced on 
November 5, 2014.

August 27, 2014, was a great day for 
Atlantic Canada.

More than 90 community leaders 
and elected officials worked behind 
the counter at local convenience stores 
throughout Atlantic Canada and raised a 
lot of money for local charity.

The event was the third annual 
Convenience Store Day organized by the 
ACSA. 

One of the goals of the event was to 
recognize the community contribution of 
convenience stores.

This happened in spades. 

In New Brunswick, politicians from 
all parties came out to make campaign 
announcements. Liberal leader Brian 
Gallant (and now New Brunswick's new 
Premier) announced cuts to taxes and a 
commitment to fight contraband tobacco 
at a local convenience store in Fredericton.

In Moncton, PC leader and Premier 
David Alward announced that his 
government would do more to help 
business and job creation. He made a 
generous donation himself to Children’s 
Wish. At yet another local convenience 
store, NDP leader Dominic Cardy worked 
alongside c-store employees and also 
announced small business initiatives.

In Halifax, city councillor Matt 
Whitman took part for the second year in 
a row.

“This small business is key to this 
neighbourhood; it’s probably the  
backbone,” he said. “A lot of things happen 
here. People meet people and it’s kind of 
this community, so we need to let these 
convenience stores and these communities 
know they’re important to us.”

Megan Leslie, an MP from Halifax, 
said convenience stores provide a familiar 
atmosphere: “People who come in, it 
actually is the place where everybody 
knows your name, and that’s kind of nice.” 

She said a lot has changed since the last 
time she worked a cash register. “Even just 
having a computerized cash register—I’m 
not that old, I don’t know when this 
happened.”

Mike Hammoud, President of the 
ACSA, was very pleased with the event. 
He told reporters, “Convenience store 
operators really are an integral part of 
every community where they’re located. 
They’re hardworking businesspeople who 
employ thousands and they make untold 
contributions to community events. 
Convenience Store Day is a small way of 
recognizing their hard work and  
community spirit. It is always fun and  
interesting to see political decision-makers 

 
 
 
 

              atLantic 
        convenience       
            store daY: 
      hUge groWth,     
      hUge sUccess

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

 ★ ★ ★ ★ ★

1: Premier David Alward at Berry Mills Shell in New 
Brunswick

2: Opposition leader Brian Gallant (and now New 
Brunswick's new Premier) at Scholten’s Grocery in 
Fredericton, New Brunswick

3: Jeff Lenard of NACS is interviewed at Hydrostone 
Groceteria in Halifax, Nova Scotia

4: Finance Minister Diana Whalen at Lacewood Circle 
K, in Halifax, Nova Scotia

5: Tony Ince, Minister of Communities, Culture and 
Heritage, with Shane Dafoe, owner of Newsbreak Cafe 
and Convenience in Dartmouth, Nova Scotia
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Understanding WHO your customer 
is, WHAT they want, WHERE they 
come from, and HOW to connect with 
them: that’s the very basis of storytelling, 
and “telling a more compelling story” 
was a dominant theme of the 2014 
National Convenience Industry Summit 
held September 17 and 18 in Ottawa.

“From John Wright on the changing 
demographics of Canada, to Neil Bearse 
on understanding social media, to 
Joanne Thomas Yaccato on how to reach 
women, there were a few dominant 
themes that came to the fore,” NACDA 
President Anne Kothawala told us the 
day after the big event.

“Content, context, culture, telling 
stories: these are the keys to unlocking a 
vibrant future for the c-store industry.” 

Why “telling stories”, exactly?
“We need to do a better job as an 

industry in telling a more compelling 
story to several stakeholders,” Ms. 
Kothawala explained.

“Consumers and our employees need 
to better understand the involvement 
of our industry in the communities 
we serve, understand that we are 
truly a community hub. We need to 
better engage with our employees 
when it comes to social media and use 
their ideas, particularly our younger 
employees to see what they think 
resonates well with our customers. 
With government, politicians need to 
be educated about the reach and impact 
our industry has from coast to coast. 
After all, we serve their constituents.”

She was clear about how we need to 
begin. “We need to be more conscious 
of who we are telling our story to, and 
make it relevant to their life.” 
 
kEEP It RElEVaNt

“The face of Canada is changing and 
we need to keep up,” said Ms. Kothawala. 
“As an example, the largest immigrant 
population is from the Philippines, and 
they don’t drink milk for the most part.

“Increasingly, consumers are looking 
for healthier products but also alternatives 
such as almond and soy milk, and ethnic 
foods. The one retail category that is 
significantly up according to Nielsen is 
ethnic grocery stores. Depending on the 
community you are serving, there are 
opportunities to offer products that they 
are looking for.” 
 
 
 

REaCH Out tO WOmEN
“In terms of women, they don’t feel that 

convenience stores are a place for them,” 
Ms. Kothawala pointed out. “They don’t 
find them inviting, they feel they are a 
landmine of guilt-inducing food options 
and they feel that for the most part the 
customer service is lacking. Employees 
don’t make eye contact or engage them. 
Parking is often poorly lit. Washrooms are 
often not as clean as they should be.” She 
also noted that products are often placed 
in a way that doesn’t make sense to them, 
and causes issues for the children that they 
often have in tow, demanding all sorts of 
sugar! 

Okay. These are things that need 
improving, but why for women 
specifically?

“Women notice everything!” replied 
Ms. Kothawala. “C-stores can make some 
fairly straightforward changes to make 
their stores more appealing to not only 
women, but all consumers. After all, the 
research shows that if you make it female-
friendly you make it everyone-friendly. 
Focus on offering healthier, fresher foods. 
Women equate healthy with fresh and 
whole foods. For them it is not about what 
the product doesn’t have—low salt, low 
sugar—but about what it does have—
whole grain, fresh ingredients.

“We need to get the right products to 
our consumers in the right way.” 
 
makE aND EmbRaCE 
CHaNgE—EVERyWHERE

With the face of Canada changing, it 
is important that our employees better 
reflect that, as do our stores, in making 
sure we are relevant to the communities 
we serve.

Relevance begins in the community, 
but does not stop there. Ms. Kothawala 
reminded us, “It is challenging 

for the channel to be relevant to 
women and ethnic populations when 
these demographics are seriously 
underrepresented at senior levels.”

She is very optimistic, however. “The 
good news is that there is a whole lot of 
content and research available through 
CCSA, the regions and NACDA that 
can assist the industry in meeting the 
needs of their ever-changing consumer.”

 
 
ONE VOICE

This Summit was the first after the 
formal affiliation of the CCSA and 
NACDA, and the fact that it was in 
Ottawa was no accident. 

Summit Co-Chair and CCSA 
Director Andrew Docherty said in 
his opening address, “We need the 
attention of the federal government, 
just as they need ours. We need to 
connect with them as they have 
control over issues that go directly to 
our bottom line. By gathering here 
in the nation’s capital, we are helping 
to deliver these messages to the 
audiences that need to hear them. We 
are driving a stake into the ground 

that underscores our importance to 
Canadians and those who seek to 
represent them.”

His NACDA counterpart and Summit 
Co-Chair John Connors underscored 
the connections possible in Ottawa, and 
through the Summit. “We have built 
a program that provides many, many 
opportunities to connect with one another 
and with senior business leaders.” 

Ms. Kothawala’s closing speech 
included a nod to those connections. 
“Strong networking opportunities have 
been a draw to Summits past, and this one 
was no different. We brought retailers, 
distributors and manufacturers together 
in an informal setting on multiple 
occasions. 

“These are excellent examples of 
networking benefits—and the payback 
will be tremendous. Improved knowledge 
of and access to business contacts—and 
the sharing of information and best 
practices—creates a real feeling of one 
industry that is cohesive and stands 
together. I think we can all agree this is 
something vital in this competitive age.” 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 
 
 
 
 
 
 
 

ExCEllENt FEEDbaCk
Ms. Kothawala was heartened by the 

highly positive feedback received at the 
end of the whirlwind two days.

“All in all, based on the completed 
feedback forms, attendees said this 
was the best Summit ever from a 
content perspective. They learned a 
great deal that they can take back to 
their businesses and apply. On that 
metric, the Summit delivered, providing 
relevant content, in the right context, 
through a cultural lens.”

It bodes well. 
As Ms. Kothawala put it, “Let’s hope 

this is just the beginning of many more 
great stories for our industry to tell!”

a n n e  K o t h a w a l a ~ P R E S I D E N T Coast to Coast
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It’s likely that you’ve participated in a 
discussion on the subject of crime and 
punishment at some point in your life. I’m 
sure you’ll remember this happening. The 
debate can go either way. The punishment 
either seems too severe or too lenient for 
the crime that has been committed. It’s 
never about the fact that a crime has been 
committed; it’s just about whether the 
punishment fits.

But how do you feel when your 
Ontario government punishes 
individuals who have NEVER 
committed a crime? 

That is an outcome under the Smoke 
Free Ontario Act, which is currently the 
cause of much fear and concern among 
our storeowners. To restore fairness and 
integrity into the manner under which 
the Smoke Free Act is applied, we need 
to fix this. 

Responsible community retailing 
is the cornerstone of our convenience 
store operating model. That obligation 
encompasses an array of socially 
responsible behaviours in our stores—
including our refusal to sell age-
restricted products to persons under 
the legal age. We train our employees 
on age-testing procedures and the 
techniques to be used when refusing a 
sale. Sometimes, despite our best efforts, 
an employee makes a mistake.

If a mistake like this occurs twice in 
any five-year period, our store loses the 
right to sell tobacco products for a six-
month period. As the financial viability 
of many of our stores is a consequence 
of the traffic-generating power of 
tobacco and the resulting margins, 
this punishment will often cause an 
“offending” store to close. Our Ontario 
government doesn’t apply this sort of 
punishment to other age-restricted 
retail locations… like the Beer Store or 
LCBO. Oddly, it’s only for convenience 
stores. While clearly unfair, this fact 
is unfortunately not relevant to our 
discussion today.

So, let me get us back on track. If 
an age-restricted sales violation were 
to be committed by a convenience 
store employee, it remains a crime 
regardless of whether or not it was 
a mistake. We have absolutely no 
disagreement with that position. 

Invariably, neither the storeowner 
nor the landlord who may own the 
physical premises (often completely 
independently from the business itself) 
was involved in the commission of this 
offence. In fact, the storeowner is likely 
to have done everything in his power 
to train the employee and enforce 
the appropriate behaviour in order to 
prevent the offence from occurring in 
the first place. But since the 
employee is often the only 
one charged, any due 
diligence defence available 
to the storeowner is irrelevant. 
You simply can’t have your day in court 
unless you are the one charged. 

Not surprisingly, employees are 
unlikely to tell storeowners that they 
have been charged—for fear of losing 
their jobs.

 On the commission of a second 
offence (by this, or any other employee) 
the punishment is absolute and the 
store tobacco sales prohibition takes 
immediate effect. It’s important to 
remember that this may well be the first 
time the storeowner has even heard that 
his employee(s) was/were involved in 
committing an offence. He has had no 
day in court, no opportunity to defend 
himself, no chance to deal with a rogue 
employee, nothing. He and all other 
entirely innocent employees at this 
location simply lose their livelihoods.

Now, let’s consider the landlord’s 
circumstances. The physical space, 
both sized and configured for a 
typical convenience store, is likely not 
well suited to alternative retail uses. 
Contracts that a landlord may have with 
other retailers within a mall location 
may effectively limit alternative uses 
altogether. The landlord is forced to sit 
on a vacated space for the duration of 
the sales prohibition, bereft of rental 
income.

I’m certain you are finding it hard to 
believe that what I’m describing could 
even be possible. Yet, let me assure 
you that it is happening right now in 
Ontario.

Every reasonable person can see the 
proper fix...  

 1.  Employees have committed an 
offence when they sell age-restricted 
products to a minor. Period. Pay 
the fine and smarten up. Repeated 
offences trigger escalating penalties. 
I suppose an available defence 
should be one of being forced to 
do so under duress. Perhaps some 
additional form of defence might be 
available if the underage purchaser 
had fraudulently obtained or 
counterfeited government-issued 
identification.

 2.  Storeowners have committed an 
offence if after several employee 
convictions within a five-year 
period they then become subject 
to vicarious (indirect) liability 
provisions and are unable to 
demonstrate an 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

adequate due diligence defence.  
The prohibition stays with the person 
as a storeowner with no punishment 
transferred to the landlord or franchisor. 
The cost to a storeowner of not being 
able to be in his own store (or having to 
replace himself behind the counter with 
additional staff) is, by itself, enormous. 
Repeated offences trigger escalating 
penalties.

3.   Landlords and Franchisors simply 
shouldn’t be able to commit an 
offence under this act by virtue 
of any simple association unless 
they find themselves in the role of 
employee or storeowner.

There are only two more things 
that you need to know. The first is that 
the Smoke Free Ontario Act expressly 
provides for a due diligence defence. 
This is a defence based upon an 
employer doing everything one might 
reasonably expect to 
ensure that his 
employees 
are compliant 
with the law. 
But if the 
employer (or 
storeowner) is 
not charged, 
he is prevented 
from rendering 
this defence.

The second 
thing you need 
to know is that 
this is a relatively 
recent problem… 
even though the 
Smoke Free 
Ontario Act has 
been in force for 
years.  

Until about one year ago, the 
ministry did not seem to grant 
automatic prohibitions on the sales of 
tobacco unless two convictions were 
registered against the storeowner 
directly. In order to obtain a conviction 
against the storeowner, his due diligence 
defence needed to fail. This, of course, 
seems entirely reasonable to me, and I 
suspect to most of you.

So what changed? Who decided 
that a convenience storeowner should 
be punished without ever having been 
convicted of committing a crime? And if 
he did commit a crime, punishing him 
without having any obligation to listen 
to his defence or obtain a conviction is 
just plain wrong.

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

frankly

23fall 2014

                          When the 
                  pUnishMent reaLLY
                       dosen't Fit
                           the criMe



25fall 201424 cstorelife.com

following the prudent and necessary 
steps of learning about the current 
regulatory requirements, they were, 
in my opinion,” says Mr. O’Shea, 
“above the rest of the companies in 
the Canadian industry. It should be 
noted Smoke NV is the first and only 
company to initiate the clinical trial 
process, a necessary step towards being 
approved.” 

He adds, “For House of Horvath, 
it is imperative that the decisions we 
make about a product meet the high 
level of scrutiny our chain buyers, 
wholesale partners and consumers 
require. If the suppliers do the proper 
due diligence on the front end, this 
goes a long way to remove the worry 
and concern about a product for the 
buyer. Neither of us wants to be at odds 
with the government’s agenda, nor do 
we want to be in a position to have a 
product withdrawn from the market. 
This has indeed happened to one of the 
products in this segment.” 

Mr. O’Shea could not speak more 
favourably of Smoke NV. “House of 
Horvath is confident that Smoke NV 
has met the highest standards of the 
industry, and is fully compliant with 
the current Canadian Regulatory 
guidelines. In our view, Smoke NV is 
the benchmark for the e-cigarette in 
Canada, a product we are confident 
             will be around this category 
                     for a long time.”

Most pointedly, Mr. O’Shea repeats, 
“They are a physician-based company. 
They understand what a clinical trial is.” 

They also understand due diligence. 
We at CStore Life were delighted 
that Mr. Mohamedali of Alberta’s 
Smoke NV agreed to talk us through 
the research process his company 
underwent before it even considered 
manufacturing e-cigarettes. It included 
field trips to Chinese factories, and 

 
 
 
 
 
 
 
 
 
 
rigorous investigation of glues, 
batteries and product testing 
procedures. 

“We said,” Mr. Mohamedali told 
us, “if any pharmaceutical or natural 
health product were to be introduced 
into the market, there is a set of 
guidelines that have to be followed. 
One of those is called an establishment 
licence. To get this, you need to have 
a certain process in place which talks 
about recall procedure, distribution 
records, batch numbers, lot numbers, 
etc. Part of what we did initially was 
say, ‘Look, we want to follow this 
standard.’ Our goal at the end of the 
day was to put together a clinical trial. 
In order for us to get to that point, we 
would have to do these things anyway.”

These things are typically what a 
pharmaceutical company has to do. 
Mr. Mohamedali asked, “Why should 
we be any different? This is a product 
people ingest; it should have the same 
standards.”

That degree of rigour goes a long 
way for you, and for your customer. 
As Mr. O’Shea puts it, “There are a 
lot of disreputable products in the 
marketplace that maybe shouldn’t be 
there. You owe it to the consumer to do 
this work. If I do my work on the front 
end, I take the pressure off the buyer to 
make a decision as to whether this is a 
good product. I know the regulations. 
I know what the fallout can be. 
And I am endorsing a product that, in my 
view, stands head and shoulders above 
the rest in terms of its due diligence.”

Mr. Mohamedali agrees and adds, 
“The relationship with House of 
Horvath is obviously a perfect fit for 
us and allows them to do what they 
are good at: being out in the market 
and the relationship with vendors. For 
us, it allows us to focus more on the 
technical side of things in research and 
development.” 

It’s a perfect fit that ultimately leads   
               to the perfect customer!

 

The Other Tobacco Products, or 
OTP, category is a small but vital 
contributor to the success of the 
Convenience and Gas industry.

No company knows this better than 
Toronto’s House of Horvath, with 80 
years of history in cigars. Colm O’Shea, 
Executive Vice-President of House of 
Horvath, reminded us of this C&G 
profit generator when we spoke with 
him for this issue. 

“It is a well-known fact that the OTP 
category is a lucrative base for C&G, 
but more notable is the products in this 
category are niche products and draw 
customers through the front door. A 
store with an expanded OTP section 
becomes a destination.” He notes 
something else that c-store owners 
know: These consumers are high value 
buyers. “OTP items are generally some 
of the highest valued products in the 
store; consequently these buyers are 
not shy about buying other products 
outside their category. They are, in fact, 
the perfect customer!”

The OTP category has seen the 
greatest level of change over the past 
10 years, from the introduction of 
smaller formats (mini cigarillos) to the 
introduction of traditional flavours for 
adult consumers.

Notwithstanding these changes, 
during the past three to five years this 
segment is host to the newest entrant 
in the category: e-vaporizers, also 
known as e-cigarettes. It is the tobacco 
buyer who is responsible for making 
e-vaporizer decisions. 

“The simple but fundamental 
relationship of the tobacco buyer being 
responsible for e-cigarettes allowed us 
at House of Horvath to explore this 
emerging category.” Along with the 
relationship of the OTP buyer and the 
category, e-vaporizers share some of 
the same regulatory challenges faced by 
other OTP products. 

House of Horvath is very familiar 
with government regulatory process. 

What we can learn from House of 
Horvath is something of its patience 
and timing. For another article in this 
 
 
 
 
 
 
 
 
 
 
 
 
 
issue, Alain Bouchard of Alimentation 
Couche-Tard told us, “You do not want 
to be too early, 
and you have 
to be patient, 
but you do 
not want to 
be last” when 
it comes to introducing 
a category. Here is the 
House of Horvath version 
of fulfilling that aphorism.

For three years, House of Horvath 
“sat on the sidelines” observing the 
store level activity of e-cigarettes. “We 
watched as the e-cigarette category 
transformed from a ‘new’ almost 
‘faddy’ product to a mature and almost 
traditional category,” explains Mr. 
O’Shea. In the CCSA 2013 State of 
the Industry Report, anti-smoking 
products ranked no. 1 of the top 10 
growth categories in c-stores. 

A year and a half into that process, 
House of Horvath started its search for 
a suitable e-cigarette company. 

“We knew that as this category 
slipped in front of the eyes of 
government regulators, the only 
product worth pursuing 
was one that met 
 
 
 
 
 
 
 
 
 
 
 
 

the stringent government standards of 
today and would be prepared to meet 
the government standards of tomorrow. 
Fortunately for House of Horvath, a 
Canadian e-cigarette company, Smoke 
NV, was looking for a full service sales 
team to support its brand.”

Mr. O’Shea liked that the company 
was Canadian, and thus would adhere 
to Canadian standards. He was struck, 
though, by Smoke NV’s approach: 
“When we first met the principals of 
the company, I will never forget the 
first words from Shanu Mohamedali, 
Smoke NV’s President. He said, ‘The 
first telephone call I made when we 
started our company was to Health 
Canada.’ My ears perked up.”

When another Smoke NV colleague, 
Dr. Inderpreet Rai, Medical Director, 
added, “We are a physician-based 
company,” the two men had Mr. 
O’Shea’s full attention. 

All OTP companies know the value 
of government relations, and that 
understanding the regulatory climate 
             is a must. “Since Smoke NV had 
                                begun its business 
                                               model by 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

ELECTRONIC VAPORIzERS – 
SETTING THE BAR HIGHER 

E-VaPORIzERS 
may lOOk tHE 
SamE, but tHE 
SImIlaRItIES 
END tHERE… 

 
E-lIquID 
  Ensure e-liquid does not include 

di-ethylene glycol, which can 
also be found in antifreeze and 
has been shown to be a harmful 
inhalant.

  Check that there is no 
non-food-grade propylene 
glycol.

   Ensure no cross contamination 
of drugs such as nicotine during 
the manufacturing process. 
Canadian manufacturers do not 
cross contaminate. 

   Check that manufacturers 
provide Material Safety Data 
Sheets for their e-liquid. 

 
battERIES & CHaRgERS
   Ensure batteries have UN 38.3 

certification.
  Check that manufacturers 

provide Material Safety Data 
Sheets for their batteries. 

   Ensure batteries are no higher 
than 4.2 volts.

  Ensure batteries are stamped 
with the manufacturers’ 
markings, which identify where 
the battery is from, where it is 
made, watt hours, etc. 

   Check that chargers are CSA/
CUL approved. 

 
VaPORIzERS 
   Ensure the highest standard of 

manufacturing processes and 
materials. Some manufacturers, 
for instance, use toxic glue (that 
when heated gives off cyanide) 
to attach atomizers. High quality 
Canadian manufacturers use a 
natural tree-sap paste.  

   Work with manufacturers who 
take the initiative and time to 
ensure their products are as 
safe as possible.

   Ensure wires are not loose 
or frayed, as this as risks the 
explosions or short circuits you 
may have read about in the 
news. 

 
tEStINg PROCESS 
   Be aware of manufacturing 

facilities’ testing processes. 
Avoid anything that is tested by 
actual mouth-on-cartridge. High 
quality Canadian manufacturers 
employ a hygienic automated 
tester. 

 
COmPlIaNCE 
  Manufacturers should abide 

by Establishment License 
Guidelines, which include Recall 
Procedure, Complaints Handling 
and Distribution Records, and 
batch, lot and expiry numbers. 

  takINg Full 
aDVaNtagE OF 
   qualIty OtP

“THE PERFECT CUSTOMER”
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It’s a grey area. The World Health 
Organization (WHO) cites unproven health 
claims and toxins after scientists advise 
them that the products could save hun-
dreds of millions of lives.  Health groups 
decry them as gateway products while some 
doctors are stating publicly that there is 
no evidence of this whatsoever. Former 
smokers praise them as effective cessation 
tools. While the WHO is calling for their 
strict regulation, including banning sales 
to minors and prohibiting indoor use, little 
regulation surrounds their use in Canada. 
Sales of e-cigarettes are banned in 13 of the 
59 countries that regulate the devices. They 
are banned on city property in Toronto, 
Ontario, and banned entirely in Red Deer, 
Alberta. They are called everything from a 
“health disaster” (WHO) to a product “that 
might cut tobacco-related deaths and ill-
ness” (WebMD).

And so with controversy swirling 
around electronic cigarettes, the CCSA 
decided in August to be proactive. 

"In the absence of formal regulations 
regarding the handling and sale of these 
products, we have drafted best-practice 
recommendations for convenience store re-
tailers," said CCSA President Alex Scholten.

The Association's policy notes that no 
e-cigarettes containing nicotine have been 
approved for sale by Health Canada and 
all such products are therefore illegal for 
sale in Canada. Non-nicotine e-cigarettes 
are legal for sale; however the association 
recommends that retailers use the same 
age-verification practices when selling 
e-cigarettes as they do with the sale of 
tobacco and lottery items.

"Our retailers are responsible and con-
duct more age verification checks than any 
other business," said Mr. Scholten. 

 "While e-cigarettes that do not 
contain nicotine are permitted for sale in 
Canada, we recommend that retailers not 
sell such products to minors."

This policy is aligned with the As-
sociation's We Expect I.D. program, which 
requires convenience store owners to train 
all staff in government-approved age-veri-
fication practices and display all proper We 
Expect I.D. signage to promote awareness of 
these practices.

The CCSA is asking health boards as 
well as municipal, provincial and federal 
representatives to consult with retailers as 
part of their discussions on e-cigarette poli-
cies, and encouraging a national standard 
approach for the handling and sale of these 
products.

"Our preference would be for a na-
tional policy on the handling and sale of e-
cigarettes brought forward by the Govern-
ment of Canada so that regulations could 
be consistently applied across the country," 
explained Mr. Scholten. "More clarification 
on the handling and sale of these products 
is needed, and we'd like to work with 
decision-makers to achieve this clarity."

CCSa IS PROaCtIVE 
ON E-CIgaREttES

 
the CCSa’s best-practice
recommendations:

1.  Convenience retailers should not 
sell nicotine e-cigarettes that are 
not approved by Health Canada.

2.  Convenience retailers should fol-
low the applicable federal, 
provincial and municipal laws for 
verifying the age of purchasers 
of tobacco and apply those stan-
dards to the sale of non-nicotine 
e-cigarettes.

3.  Convenience retailers should al-
ways ask any person who looks to 
be under the age of 25 to provide 
valid, government-issued photo 
ID to establish proof of age.

4.  Convenience retailers should en-
sure all staff are properly and reg-
ularly trained on age-verification 
practices provided through edu-
cation tools like the CCSA’s We 
Expect ID training program which 
is designed to ensure conve-
nience store employees under-
stand all federal and provincial 
laws related to the sale of age-
restricted products.

5.  Convenience retailers should 
display all proper signage, 
including posters, stickers 
and decals, such as those 
offered through the We Expect ID 
program, conveying the message 
that your store will not sell age-
restricted products to minors 
and will only sell age-restricted 
products to customers who can 
show proper ID.
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Tim Hortons made the decision 
to produce its bagels and donuts at a 
central food commissary. They are fast 
frozen to lock in moisture and then 
shipped to stores in the frozen state. 
At the store, ovens rapidly thaw the 
product and signs advertise “fresh”.

Neither does the term “fresh” 
necessarily mean “made today with 
fresh ingredients”. Many packaged fresh 
products have a shelf life of two to 
three days. 

There is no industry standard 
definition for what fresh is and what it 
is not.

But consistency is key. One of the 
biggest challenges for major chains 
is offering consistency in their fresh 
products. There are simply too many 
variables, some of which could cause 
harm to buying customers, e.g., 
foodborne bacteria, and as such, chains 
typically rely on the food commissary 
model for their food products.

For independent retailers, offering 
a “fresh program” makes a lot of sense 
if customer traffic can support it. This 
is commonly found in convenience 
retail in European markets where 
independents buy French-style 
loaves daily and make prepared 
sandwiches with a lot of simplicity and 
standardization, e.g., ham and Swiss on 
white with butter. They typically make 
these sandwiches after the morning 
rush and before the noon rush, and 
wrap them with cellophane so the 
customer can easily see what is inside. 
On one of my store visits, the retailer 
told me he made and sold about 200 
sandwiches a day from Monday to 
Friday to serve to neighborhood office 
workers. When these sandwiches are 
sold, retailers gain ancillary sales of 
other snack items and beverages. The 
average gross margin profile on these 
sales exceeds $4, or $800 a day in 
newly-created gross margin.

Independents and chains alike, 
however, typically rely on food 
commissary product offerings. Full 
service wholesalers also offer some  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
prepared sandwiches and snack items 
from food commissaries. The downside 
is there are typically no allowances 
for unsold product, and retailers must 
meet minimum delivery requirements. 

One of Canada’s largest convenience 
retailers, Petro-Canada, invested in 
design-built facilities (the Neighbours 
concept) and the latest food service 
equipment to offer fresh sandwiches 
prepared while-you-wait. The stores 
won several awards including the most 
prestigious “Retailer of the Year Award” 
for these forward-thinking designs and 
their selection and tasty offers. They, 
however, required significant labour to 
keep the brand promise. After several 
years, the return on investment was 
poor and Petro-Canada decided to 
retro-fit approximately 15 with the 
A&W food offering. 

Key lessons here are when you 
are in the business of providing a 
complete food offering including 
fresh-when-ordered, you have to be 
prepared for food write-offs and high 
labour costs. You have to be prepared 
for slow customer adoption (despite 
the quality and value) as consumers 
in Ontario, for example, are slower 
to adopt purchasing fresh food from 
a gas marketer than those in Western 
Canada. Both 7-Eleven and Mac’s have 
robust food offerings in Western 
                 Canadian provinces.

 

In a recent speech, Alain Bouchard, 
Executive Chair of Alimentation Couche-
Tard, commented that his vision is for 
next week, not 10 years, and the trick is 
to identify what consumers want and 
how they evolve every day. He added 
that he entered the bakery market too 
early and it was a disaster. You do not 
want to be too early, he advised, and you 
have to be patient, but you do not want 
to be last. He commented that suppliers 
can help you make the right decisions 
and timing of those decisions. Change 
is everywhere and specific reference was 
made to changes in newspapers, where 
sales have gone from 100 a day to 10. 
People are using tablets to read the news, 
and the lost traffic has to be replaced 
with something. Most importantly, 
Mr. Bouchard offered this insight: 
“Foodservice is a must—if you don’t 
have foodservice, too bad, you lose.”

Do retailers have the stomach for 
the investment, the patience, and 
the 7-days-a-week, 365-days-a-year 
commitment to consistency, quality 
and presentation? Or is the alternative 
of relying on a food commissary 
for fresh or continued offer of gas-
flushed packaged product the right 
solution for your store? The answer 
lies first and foremost in asking your 
customers whether they would support 
a fresh program, evaluating nearby 
competition, and asking yourself 
whether you have the gotta-wanna 
attitude as well as motivated sales staff 
to help you build the category.

“Too bad, you lose” is a powerful 
statement from the man who built a 
network of over 12,000 convenience 
stores around the world from his 
humble beginnings of one store in 
Quebec in 1980.

  

One of the more difficult 
categories to manage in 
convenience is fresh prepared 
foods. 

Keep in mind that “fresh 
prepared”, or “freshly prepared”, 
has different meanings. “Fresh” 
in a fast-food setting does not 
necessarily mean “prepared 
right there and then”, but could 
reference freshly prepared 
products made at a food 
commissary (a large common 
food production system) away 
from the store. This is the 
7-Eleven model, where freshly 
prepared foods are served in 
stores that receive daily delivery. 
These sandwiches are fresh, but 
not made in store. 

         Fresh 
   prepared
      Foods in
 convenience
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It is said that the pace at which  
shopping behaviour is changing is 
accelerating—how customers shop 
is very different from a year ago, and 
worlds apart from five years ago. 
Expectations are constantly increasing 
and the cycles are shorter.

It is important to understand what 
the key buying triggers are and when 
these triggers change. Triggers are very 
different across different customer 
groups. These groups are motivated by 
different offers and they perceive value 
in very different ways. It is more about 
understanding the differences between 
different customer groups, as opposed 
to any single thing that you need to 
understand about all of them.  

The reality is that shoppers at 
different life stages are facing vastly 
different changes than they were a 
decade ago. For example, retirees have 
to deal with reduced income from this 
period of extremely low interest rates. 
They are more value-conscious than 
ever before and their mindsets are to 
protect savings to provide for them 
living longer. The rapid growth of dollar 
stores supports these thrifty shoppers 
from all age and income groups. Parents 
who were empty nesters are seeing 
children return home from school 
either unemployed or with lower than 
expected incomes in their first jobs. This 
is causing more needs in the household 
and these consumers have totally 
different aspirations than previous 
generations. Consider living with 
millennials who are heavily influenced 
by social, digital and personal 
recommendations. They change quickly 
and get bored easily: a tough challenge 
for parents and marketers.

7-Eleven thinks of itself not as a 
convenience store but a convenient 
store. Each carries products that are not 
carried at every 7-Eleven store because 
each neighbourhood is different. To 
help customers find its products,  
7-Eleven launched an app last year that 
allows customers to determine which 
store has which products. The app has 
a feature that allows customers to tell 
7-Eleven what they really want and need 
from their neighbourhood store. Called 
the idea hub, it is there that customers 
give feedback to 7-Eleven management 
on what is missing.  

Consider that today’s customer in 
your checkout line could either be 
online looking at competitor offers, 
reviewing ratings on your store and  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
or the product they are purchasing, or 
reading a referral from a friend. For 
other retailing industries, they could be 
doing research all online or in-store, or 
a combination of both. The key point 
is that customers are more empowered 
and much more intelligent than they 
once were, and retailers need to provide 
a transparent and trustworthy shopping 
experience. Insult pricing found on 
sundries such as HABA, batteries, and 
grocery staples should be a thing of the 
past in convenience stores.  

These multiple touch-points make 
understanding shopping behaviour a 
continual objective, and not a once-a-
year objective. Retailers need to focus 
relentlessly on learning and be adept 
in turning what has been learned into 
action. If you have the perspective that 
you have it all figured out, then you are 
either delusional or obsolete or both.  

Retailers can no longer pay attention 
just to what customers are buying. It 
is as important to understand how the 
customers are buying it, how they are 
talking about it, whom they are sharing 
it with and even where they 
are sharing it. The 
Coca-Cola sharing 
happiness campaign is an 
important marketing piece 
that reflects this need. Albeit a 
bold ambition, initial feedback 
shows engaged consumers.  

While many independent retailers do 
not have the resources or sophistication 
to dig deep into customer behaviour, 
suppliers have insights that are helpful 
to store layout, category presentation, 
promotional opportunities and 
suggested pricing. All retailers, 
regardless of size and ownership control, 
should at the very least be engaged  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
with consumer promotions. Supporting 
pre-packs that are promoted with large 
media spends and good plan-o-gram 
execution (like products grouped 
together, as an example) will certainly 
help improve sales.

Finally, there is always the 
conversation with your customers 
to help understand shopper 
insights. Why did they choose 
your store today? Did they find 
everything they were looking 
for? What could your store do 
differently to be more relevant 
in their busy lives?

      Understanding
               shopper   insights
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As the Internet evolved in its early 
days, many believed that we would 
have two worlds around us: our 
physical world and a digital world. 
Look at people today. They are actively 
texting, visiting social media sites and 
researching as part of everyday life, in 
fact, part of every hour they are awake. 
I can remember a time when it was 
phone calls and meetings only, and 
researching meant going to the library 
and first looking in the encyclopedia. 

In our wired world, even the most 
basic human behaviour leaves a 
powerful data trail. Digital footprints 
are being left by the phone calls we 
make, the websites we visit, and 
everything else we do online when 
we view, click, email, buy, sell, post or 
share. These footprints offer marketers 
insights and capabilities to offer more 
relevant messages that influence sales 
and loyalty.

However, understanding big data 
today is not only about the four 
dimensions of data: offline behaviour, 
online behaviour, offline social 
behaviour and online social behaviour. 
It moves to a fifth dimension, a 
holistic view of all this data that can 
provide unprecedented insights into 
consumers. It allows companies to 
offer new levels of customization, 
personalization and innovation. The 
one-size-fits-all paradigm is already a 
thing of the past. The ability to surprise 
and delight customers is the new 
frontier of competitive advantage. 

YouTube is a good example of a 
company exploring the fifth dimension. 
Understanding holistic data, YouTube 
is developing a deeper understanding 
of potential audiences and the 
addictive properties of content. It then 
designs programs that inspire sharing, 
interaction and viewing on-the-go. 
More views, more eyeballs, more 
advertising revenue.

How does this relate to the 
convenience offer? 

One thing for sure is that 
convenience stores, more than any 
other forms of retail, are impulse  
centres. Our stores have high foot 
traffic to learn from, and these 
on-their-feet consumers are not 
alternatively going to the Internet to 
purchase the impulse goods they get 
from us. 

Think about the dilemma electronics 
bricks-and-mortar retailers face. 
Consumers research products, visit 
stores, make decisions and seek the 
best prices online from e-retailers that 
do not have the overheads associated 
with retail. Called shadow-retailing, 
which is successful retailing without a 
storefront, this form of selling is  
putting many established retailers out 
of business by taking advantage of the 
massive consumer shift in purchasing 
behaviour. 

Convenience retailing, for the 
most part, is protected from this. 
Impulse means “now” and immediate 
consumption—products on-the-go are 
the cornerstones of the convenience 
offer. But how has the convenience 
offer changed? Is it a new gondola 
stacked with fresh fruit or a cooler 
unit filled with gas-flushed packaged 
sandwiches meeting the needs of 
time-starved customers? In a world 
where research shows consumers will 
pay more for quality, how has the 
convenience offer responded to this 
quality direction? Are we to assume 
that the majority of c-store customers 
are blue-collar workers? Is the BMW 
owner at the gas pump paying 
premium margins for high-octane fuel 
a minority customer not interested in 
buying anything else? 

How does collecting the data of 
convenience customers help us with 
some predicative capabilities? First, 
there are few retailers that have the 
loyalty-card capability to collect data, 
let alone the software to manipulate 
the massive results and the analysis 
to understand it. Beyond overcoming 
the lack of this capability, which will 
improve over time, what can be learned 
from other retailers who are already 
doing it?

Adjacent sellers are products that 
are typically bought at the same time 
(e.g., chip dip and potato chips). There 
are few convenience retailers willing 
to invest the capital to redesign their 
stores to make these combinations easy 
to grab and buy—but it is one recipe 
for c-store success. 

Demand for good-for-you 
products is increasing; there is no 
doubt about that. However, it is hard 
to find a “better for you” product 
section in a small convenience floor 
layout. Typically, these products are 
intermingled amongst other products 
in broad category planograms. In other 
words, the customer has to search for 
it, which goes against the “easy to grab 
(find and access), buy and go” formula 
for success.

As major retailers such as Walmart 
experiment with smaller store formats 
(Walmart refers to them as Walmart 
Neighborhood Market and Walmart 
Express), it will be interesting to see 
how these stores are designed and 
merchandised using a holistic view of 
customer behaviour. 

What will be the change agent for 
c-store operators? Not e-commerce, but 
more likely competition from large-
scale retailers that move into smaller-
footprint retailing with innovation in 
design and merchandising. Product 
innovation will be left to the brands 
that are allocating tremendous 
resources understanding the fifth 
dimension of data. For brands, the goal 
of defining a better brand experience 
must include retailing merchandising 
aids and sales clerk knowledge. 

It will be the new frontier of the 
physical and the digital, our two worlds 
together, that will work for us.

The fifth dimension of data

     tHE 
NEW 
  FRONtIER:



39fall 201438 cstorelife.com

Convenience stores have changed significantly 
over the last couple of decades, but perhaps the 
biggest evolution has been in foodservice. It used to 
be that most stores didn’t carry anything edible that 
didn’t come prepackaged and require a minute or two 
in the microwave. Today, many convenience stores 
boast restaurant-quality operations with extensive 
menus and fresh food made to order. Foodservice 
now accounts for nearly one out of every five dollars 
spent inside the average convenience store, according 
to NACS State of the Industry (SOI) data from 2013.

So what has driven this evolution? For one thing: 
Sinking tobacco sales. As the smoking rate in the 
United States has dropped (to just 18% last year 
according to the U.S. Centers for Disease Control and 
Prevention), convenience stores’ tobacco business has 
suffered. Cigarette sales fell 3.5% and profitability 
in the category dove 5.7% last year, according to SOI 
data. One way stores seem to be fighting back is by 
replacing an optional vice (cigarettes) with a basic 
need (food).

“There’s been this greater shift to ramp up on 
foodservice to make up for the loss of sales in 
tobacco,” said Karen Brosseau Slaby, brand manager 
for Food Away from Home at Home Market Foods, a 
provider of entrees, appetizers and snacks for retail 
and foodservice customers. 

The average convenience store’s sales of food 
prepared on-site grew 8.6% year over year in 2013, 
according to SOI data. Even more impressive, 
operators increased the category’s profitability by 
10%. The average store brought in nearly $20,000 
in sales from its prepared food operation, and with 
gross margins of nearly 60% — higher than that of 
cold dispensed beverages and rivaling that of hot 
dispensed beverages — nearly $12,000 of that went 
straight to the bottom line.

 
SuCCESS NOt aCROSS tHE bOaRD

But success in prepared food is long overdue for 
convenience retailers. “This has traditionally been a 
lagging industry when it comes down to foodservice 
innovation,” said foodservice and retail consultant 
Joseph G. Chiovera, a member of the NACS 
Foodservice Committee. 

Chiovera likens the situation to the one the 
industry found itself in with coffee back in the 
early 2000s, when McDonald’s upgraded its brew 
and launched a line of specialty drinks. “We all of 
a sudden woke up with a sense of urgency around 
coffee because we were down 10 cups a day,” he said. 

This time, though, the threat isn’t just coming 
from outside the industry. While QSRs and fast-
casual restaurants have undoubtedly upped their 
game over the past decade, a few convenience stores, 
including Pennsylvania-based Sheetz, Wawa and 
Rutter’s, have been quietly building best-in-class 
prepared food operations.  “A few companies have 
led the way and blazed the trail when it comes to 
foodservice,” Chiovera said. “This hasn’t happened 
overnight; it has been going on for quite some time.”

Other stores seem to have been caught on their 
heels, and the industry’s foodservice success has not 
been equal across the board. Prepared food sales 
of the top quartile performers are nearly 2.5 times 
higher than at those in the bottom quartile, and top 
quartile performers earn nearly $10,000 more in 
gross profit dollars from the category than those in 
the bottom quartile, according to SOI data.

“This isn’t just a ‘Cokes and smokes’ business 
anymore, and if you’re relying on fuel, you’re not 
paying much attention to the NACS data out there,” 
Chiovera said. If prepared food is indeed the wave of 
the future for convenience retailing, it seems some 
stores have a ways to go to catch up. 

 
PlayINg CatCH-uP

While the payoff for a good food prepared on-site 
program is high, it doesn’t come without a price. 
Stores whose operations are lagging will need to 
make investments in equipment, personnel and 
training — and those don’t come cheap.

“Before you get involved in food, you need the 
human resources, the financial resources and the   
commitment to get it done,” Chiovera said. “You         
       really have to take a look to see if everyone 
                     has the intestinal fortitude to go along 
                                   for the ride.”

    Bridging the 
   Foodservice gap

                           While some c-stores reap the benefits of 
         best-in-class foodservice operations, others lag 
                                      when it comes to food prepared on-site. 

Fact:
  Prepared food sales of the top 
quartile performers are nearly 
2.5 times higher than at those 
in the bottom quartile.

(Source: NACS State of the Industry Report of 2013 Data)
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GROSS 
MARGIN %

AVG. GM$
 PER STORE

GM 
CONTRIBUTION %

INDUSTRY GROSS MARGINS
2012 vs 2013

57.64%
58.69%

$129,048 

$148,776

14.26% 16.76%

(Source: NACS State of the Industry Report of 2013 Data)

INDUSTRY SALES  
2012 vs 2013

(Source: NACS State of the Industry Report of 2013 Data)

% of sales Avg. Store Sales

2012 2013 2012 2013

60.5% 63.9% $223,872 $253,476

It’s also essential that the folks at the top of the 
ladder understand what a commitment to foodservice 
will take. “Make sure you have the proper leadership,” 
Chiovera said. “Make sure you have a person or the 
people who can navigate those waters and that they 
have a plan. Whether you have one store or 10 stores or 
100 stores, you’ve got to have a plan.”

What separates stores with successful foodservice 
operations from those whose food prepared on-
site options are still limited or nonexistent is often 
just their commitment, Chiovera said. “It’s strictly 
culture and foundation. You have to do the blocking 
and tackling. You have to commit to a foodservice 
mentality,” he said.

Stores also need to find their foodservice niche. 
“It’s so much more than replication. You have to 
understand who you are,” Chiovera said. With so many 
options out there, it’s not enough for stores to offer the 
same items customers can get down the block. They 
need to differentiate their menus. “Everybody knows 
that hole-in-the-wall place that has the best tacos. 
They’ve mastered what they do well, and eventually 
people find their way there,” he said. 

While food prepared on-site can certainly be a 
source of profit, it unfortunately won’t work for every 
convenience store concept or every location. Some 
stores are simply located on the wrong side of the 
street or surrounded by too much competition to 
launch a successful foodservice program, Chiovera 
said. And some operators simply aren’t ready to handle 
all the moving parts of a foodservice operation.

“There’s a reason why more people fail in 
foodservice than in any other business in the world,” 
Chiovera said. “You’re dealing with commodities, 
branding, service, people and trying to satisfy the 
needs of your customers in the face of an exorbitant 
amount of competition.” 
 
bREak IN WItH bREakFaSt

Still, convenience stores looking to expand or start 
up their food prepared on-site programs have one 
advantage over the QSR competition: traffic. “We have 
just as many if not more customers than they do — 
getting cigarettes, coffee, their gasoline, lottery tickets,” 
Chiovera said. The challenge is getting those customers 
to add a food item to their normal purchase. 

To do that, Chiovera said stores need to meet 
customers where they are — the morning. “Companies 
that are really focusing on the breakfast daypart are the 
people that are really starting to see success,” he said. 

Because breakfast and coffee go hand-in-hand, 
stores hoping to make it in foodservice need to take a 
long, hard look at their hot beverage programs, too. 
“You can’t serve cheap, bad coffee anymore; you just 
can’t,” Chiovera stressed.

Many customers are already purchasing it, so coffee 
is a great starting point for bundles — pairing with a 
breakfast sandwich or hash browns for a discounted 
price.  “Once you own the morning, you own the day,” 
Chiovera said.  

 
COSt VS maRgIN

For stores that have seen success with breakfast and 
want to break into other dayparts, easy-to-build items 
like sandwiches can be a great place to start. 

To lure lunch customers away from QSRs, 
convenience stores should offer items at a lower price 
point, said Home Market Foods’ Brosseau, adding that 
one way to keep costs down is by choosing bold flavors 
that can stand on their own without the “lettuce, pickle 
and special sauce.”

              When Speedway wanted to test a chicken 
             patty sandwich similar to the kind offered at 
                    many QSRs, Home Market Foods came up 
                   with a buffalo chicken patty that could be 
                       prepared without condiments and held in 
                   a hot case to cut down on labor. 

                   Brosseau said bundling, introductory 
                 promotions and bringing back popular items 
            for a limited time can also help to drive 
                 purchases. She also suggests stores tie food 
                         prepared on-site in with their loyalty 
                              programs. “If they’re always coming 
                            in and buying a breakfast sandwich, 
                                give them an offer to come back and 
                              get a lunch item,” she said.

                                But Chiovera cautions that stores 
                               should keep an eye on maintaining 
                           margins as well as moving units.

                            Karen Suter, director of foodservice 
                       sales for Tulkoff Food Products, a 
                  manufacturer of condiments and sauces, 
                     said one way convenience stores can 
             increase margins on their foodservice items is 
by choosing better ingredients, adding high-quality  
condiments and using premium carriers. 

“You can provide a turkey, lettuce and tomato 
with a packet of mayonnaise and charge 
$2.50, but if you take a nice focaccia and 
add chipotle aioli and use a better cut 
of turkey, you can get close to $5 for 
it,” she said. “You might be paying 
15 cents an ounce for the chipotle 
aioli rather than pennies for the 
mayo, but you can get it back from 
your customer.”

Ultimately, though, Brosseau said 
consumers value the same qualities 
in food from convenience stores as in 
food from anywhere else. “People are 
looking for fresh and clean, and that isn’t 
new,” she said. 

Chiovera adds one last criteria: consistency. “You’re 
only as good as your last meal, bottom line,” he said.

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

Category 
Definition
FOOD PREPARED ON-SITE
 - Chicken
 - Mexican
 - Pizza
 - Shrimp
  -          Hot Dogs/Roller Grill
    Products
 - Hamburgers
 - Sandwiches/Wraps
 - Frozen Treats
 - Bakery
 - Soup and Salad
 - Other Cuisine

NACS category definitions 
can be used to establish 
performance benchmarks 
and a framework for 
retailers and suppliers to 
discuss market performance 
comparisons. For more 
NACS category definitions 
visit nacsonline.com/
categorydefinitions

PER STORE, PER MONTH SALES
2011 2012 2013 2014

$15,000

$20,000

$22,500

(Source: CSX LLC, csxllc.com)

JAN FEB MAR APR MAY JUNE  JULY AUG SEP OCT NOV DEC

$25,000

$17,500
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When we searched this month for a 
better-for-you product to recommend for 
your shelves, we found we needed to look 
no further than Welch’s Fruit Snacks. Made 
with real fruit, low-calorie, zero fat, gluten-
free, kid-and-adult-friendly, perfect as 
grab-and-go and for lunchboxes, they have 
convenience written all over them. 

We wanted to know more. Where should 
they be sold in our stores? What are the price 
points? What is coming up for the brand?

Welch’s directed us to Josh Shapiro, Vice 
President of Marketing for The Promotion 
In Motion Companies, Inc. in Allendale, 
New Jersey, and we were pleased he took 
the time to answer our many questions.  
 
a lONg aND 
DIStINguISHED HIStORy

Promotion In Motion manufactures 
and markets Welch’s Fruit Snacks under 
license from Welch’s. (Promotion In Motion 
also markets a variety of other snacks and 
confections.) Welch’s, the juice brand, goes 
back to 1869, with many historic firsts and 
wide public recognition. The licence for 
Welch’s Fruit Snacks went to Promotion In 
Motion in 2000. Shortly thereafter, the product 
was launched in the US and Canada. Welch’s 
today is the number one fruit snack brand 
in the US and Canada, and thus “America’s 
favourite back-to-school fruit snack.” 
 

PRICE POINtS IDEal FOR tHE 
CONVENIENCE OFFER

“We have two pack types that make the 
most sense for convenience,” Mr. Shapiro 
told us. The 175-gram bag is designed 
to retail from $1.69 to $1.99. The 64-
gram bag is designed for the $.89 to $1 
price point. Both sell well in c-stores, 
the bigger size because it is a popular 
price point and competes well with other 
hanging peg bags. The smaller size is 
perfect in a tray near the cash register or 
with $1 sets. The margins are robust.  
 
WHO buyS WElCH’S? 

The short answer is “everyone.”
“The beauty of Welch’s is that, as a 

brand, it appeals to a wide variety of 
people,” Mr. Shapiro explained. “In 
convenience stores the target audience is 
‘the typical convenience store consumer,’ 
adults over 18, making it the perfect on-
the-go treat. We consider it a smart snack 
choice because it has no fat, no gluten, 
is made with real fruit, and contains no 
preservatives. Consumers also know the 
brand as something moms buy for kids. 
The brand plays to multiple audiences. We 
do equally well in convenience stores for 
adults buying on-the-go treats as we do in 
grocery sections where people are buying 
for their kids. It really is dual targeting.”  
 

gOOD-FOR-yOu bENEFItS
While not positioned as a health food, 

this is a smarter snack choice. “Real fruit 
puree is the first ingredient in Welch’s fruit 
snacks,” Mr. Shapiro noted. “The small 
fruit snack packs are 80 calories. The larger 
are 130 calories per serving. From many 
perspectives, they are a smart and delicious 
snack choice.”  
 
WHERE SHOulD tHEy bE SOlD?

“Some c-stores have better-for-you 
sections,” said Mr. Shapiro, “however, we 
find that the brand performs best when it 
is in the confection set, even though we do 
not consider ourselves a pure confection 
item. When you hang the 175-gram pack 
with other non-chocolate sweet snacks, this 
is the place it will be most successful.”  
 
COmINg uP

Welch’s Fruit ’n Yogurt Snacks are bite-
sized treats made with real fruit and coated 
in a creamy shelf-stable yogurt. The pegged 
bags are set for launch in 2015.

“We are focusing on getting the current 
items distributed and on shelf across 
the country and then adding these,” Mr. 
Shapiro said, and then he gave us some 
good news for the good-for-you category: 

“We are always working on flavour 
innovations.”

CONVENIENT aND DElICIOUS

a conversation aBoUt 
WeLch’s FrUit snacKs
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The CCSA held its first Federal 
Government Lobby Day in Ottawa 
on September 16. Twenty-six retailers 
(regional, national chains and 
independents) from across the country 
converged in the capital to meet with 
46 Members of Parliament. Equipped 
with a well-prepared agenda, those 
retailers left for various government 
buildings for a full day of meetings that 
started at 9 am.

The event could not have been 
scheduled for a better time. Politicians 
were just returning from summer recess 
and made the time despite their busy 
schedules. With a federal election only a 
year away, they were eager to meet with 
retailers from their electoral ridings. 

At the same time, the Conservative 
government is busy announcing its 
initiatives to stimulate the economy 
and job creation, including making 
announcements on credit card fees and 
business over-regulation. The Prime 
Minister has stated, in fact, that out-
dated regulation—red tape—is “the 
silent killer of jobs”.

Retailers gathered in groups of 
three or four for 30-minute meetings 
typically led by the president of the 
national or regional convenience 
store association, who introduced 
the retailers and provided a brief 

background of the issues. After 
these introductions, the retailers’ 
nervousness (present especially for 
meeting Members of Parliament for the 
first time) quickly disappeared as they 
became engaged on the issues directly 
impacting their businesses. 

MPs were genuinely interested in 
learning more of the key issues that 
impact retailers’ businesses. Three 
central issues that were often discussed 
were the concerns of contraband 
tobacco and ineffective government 
action, credit card fees and over-
regulation of small business including 
the concerns surrounding regulating 
energy drinks and e-cigarettes. 

Some MPs tweeted pictures of these 
meetings on their Twitter accounts—a 
sign that social media will play a much 
larger role in next year’s elections. The 
CCSA embraced the new media as well, 
creating the hash tag #cstoreonthehill 
to spread the day’s message. 
 
REtaIlER StORIES

For Terry Yaldo, an independent 
retailer with one store located in 
Windsor, Ontario, his local MP agreed 
to a meeting to discuss the issues 
in more detail and to come up with 
recommendations he could bring 
back to Ottawa. After the meetings, 
Mr. Yaldo commented, “It was funny 
that during the day in almost all of 
my meetings, the MPs either knew 
someone who worked at a c-store or 
had a family member working in the 
c-store community.” He added, “Being 
a one-store operator, CCSA’s Lobby 
Day gives me a voice that I can’t have 
fighting the fight by myself.”

 Noah Aychental, representing a 
chain of over 400 convenience stores 
located in Canada and the US, enjoyed 
the opportunity to talk to politicians 
about the importance of the industry, 
“an industry that many do not think 
highly of ” and the job of convenience 
store operator. 

Eager to discuss the over-regulation 
of business, including the most recent 
concerns in the City of Toronto where 
regulations were considered to restrict 
energy drink sales, was Don Cha, 
representing the Korean Business 
Association. He wanted to ensure that 
politicians understand that c-stores 
have a strong voice with the thousands 
of customers who visit their stores 
every day. More regulations restrict 
a free market enterprise. He was 
passionate about reduction in credit 
and debit card fees that are a significant 
cost to the system and reduce profits. 
Asking to reduce credit/debit card fees 
or alternatively allowing retailers to  
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
charge a premium to customers using 
these payment systems was a topic for 
discussion.

 Steve Tennant, representing a 
regional chain of over 200 stores in 
the Greater Toronto Area, wanted 
to demonstrate the importance of 
the c-store, to educate MPs on what 
our business does and the number 
of people we see every day. His 
key messages were on the topics of 
contraband tobacco, credit card fees 
and over-regulation. His goal was to 
get the politicians knowledgeable and 
engaged on the issues, and hopefully 
have them become messengers to other 
politicians. At one meeting, an MP 
committed to talking to the Minister 
responsible and requested more  
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
information. Mr. Tennant 
commented, “Your best successes 
are with people that you have built 
relationships with. We need to build 
relationships with our local MPs.” 
He emphasized that whatever we do in 
raising concerns with politicians, we 
must frame the problem in the public’s 
best interests. “If not, the purpose of 
the meeting and outcome will most 
likely be lost.” 
 

gENuINE CONCERN
These MP-retailer meetings were a 

start to an ongoing dialogue that moves 
from Ottawa to the regional ridings. 
Follow-up meetings in the local 
ridings where the MPs are voted into 
power are required to keep politicians 
engaged on the issues. Retailers must 
not only be knowledgeable of the 
problem definition but they must have 
possible solutions at hand when the 
              fundamental question is asked: 
                         How do we solve this?

 
 

                                Overall, the first 
                                 annual CCSA Lobby  
                                  Day in Ottawa was 
                                     a tremendous 
                                success. Collectively,  
                                   retailers were 
                                encouraged by the 
                           quality of the questions 
                               being asked and 
the genuine concern expressed by the 
Members of Parliament they met. 

After the meetings finished, a 
reception was held for over 200 people, 
including Members of Parliament, 
Senators and Parliamentary Assistants. 
Retailers, distributors and 
manufacturers to the industry   
      joined CCSA, NACDA and regional 
                 association presidents in 
              greeting these guests with great 
                food, drink and a take-home 
               bag filled with convenience 
              product goodies.

               Alex Scholten, President 
            of the CCSA, told us he is very 
         pleased by the impressive turnout 
            of retailers in the CCSA’s first 
          Lobby Day. Mr. Scholten stated, 
            “I remember coming to Ottawa 
           for the first time about three and 
                a half years ago and trying 
             to promote industry and issue 
          awareness. It wasn’t easy to get 
             anyone’s attention. That’s 
       why having a large group of retailers, 
            distributors and manufacturers 
        working together this year was 
           so important. Together, we are 
      able to make a stronger case and 
       can make certain our politicians 
    hear from us. We have to keep 
        in mind that without our input 
or feedback, we can’t expect them to 
consider our concerns when they make 
decisions. We need to give them the 
facts and information needed. Our first 
Lobby Day has placed us in a very good 
position and we will certainly repeat 
this type of engagement in the future.” 

Retailers have a choice either to 
be part of the solution by attending 
these types of meetings with their local 
politicians, or to be silent and have 
their specific concerns remain unheard. 
The more retailers can discuss local 
or national issues with their elected 
local politicians, the more engaged the 
politicians will be by remembering 
examples in their neighbourhoods.

      CCSa 
  
 
 
  lObby 
         Day
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The recent Lay’s potato chip promotion, 
wherein consumers voted for the best 
flavour, had 50 million responses in North 
America, a ten-fold increase from the year 
before. Like all interactive campaigns, there 
were both positive and negative comments 
flowing in the dialogue. Researching for 
this article, I visited a small number of 
convenience and drug stores, asking about 
the potato chip promotion. I was shocked 
that many did not know anything about it, 
and the few that did, knew about it from 
customer dialogue, not manufacturer or 
retailer communications. More alarming 
was that the “vote for your favourite chip” 
display was set up in these stores.

The big lesson here is 50 million 
responses is big news, big consumer 
engagement with poor staff engagement 
(albeit from my small research sample). 
The retail experience was defined only by 
the physical presence of the cardboard 
flavour display set up by the Lay’s driver. 
Store staff members were not engaged in 
the promotion, despite the product being 
available in their stores.

During my research, I asked retailers 
whether they had tried any of the new 
flavours. Only one retail clerk provided 
me an answer (others provided me blank 
stares) and she replied “no” but said her 
customers preferred one particular flavour 
of the four. While this staff-customer 
engagement is not momentous, it is 
better than having no knowledge at all. In 
thinking about it, what kind of business are 
we running if we expect customers to train 
our staff on product promotions?

Richard Branson, the highly successful 
entrepreneur who built Virgin among many 
other companies, says it best: “It is my 
conviction that what we call ‘shareholder 
value’ is best defined by how strongly 
employees and customers feel about your 
brand.” 

This begs the question: What is your 
physical store and, more importantly, your 
staff communicating about your brand? 
In the most simple and profound terms, 
what is your brand communicating? Is it 
cleanliness, fresh, friendly, always open 
to serve? Having it clearly articulated and 

understood helps staff project your message 
so that customers can receive, embrace 
and value it. This is the path to building 
customer loyalty. Your brand’s ultimate 
value is how it makes your customers feel.

The word “convenient” has become 
generic and is no longer profound enough 
to stand on its own. Messaging such as 
“conveniently open” and “open 24/7” 
requires updating to strengthen your brand 
promise in this competitive marketplace.

What will your brand message be? How 
will you reinforce this message inside and 
outside the store? How will you ensure your 
staff members understand it and live out its 
promise every day while interacting with 
your customers? How will you ensure your 
staff members have the tools, knowledge 
and support to project your brand promise? 

Answers to these questions are necessary 
to ensure your prosperity. Working better 
starts with better communication, better 
collaboration.

   better 
 together
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Collaboration is at the root of successfully marketing 
your business today. Your brand—what your store 
represents—is a lot bigger than convincing your 
customers that you are better than the guy down the 
street. Collaboration moves well beyond employer-
employee relationships, and involves your customers 
directly. Social media has given your customers the 
power to comment on and help define your brand. I am 
not suggesting that convenience stores are the buzz of 
social media today, but products being sold in our stores 
are creating significant customer engagement—both 
positively and negatively. 
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The CCSA and CStore Life hope 
you have not been approached to 
purchase electronic sales suppression 
(ESS) software, also called “zappers” 
or phantomware. The Canada 
Revenue Agency (CRA) knows it is 
being marketed and sold to Canadian  
 
 
 
 
 
businesses, and so has introduced 
new measures of which you should 
be aware.

Legislation came into force early 
in 2014 to administer monetary 
penalties and criminal offences under 
the Excise Tax Act, in respect of GST/
HST, and the Income Tax  
 

 
 
 
 
 
 
 
 
 

Act to address the underreporting 
of revenues such software illegally 
makes possible.

The software, according to the 
CRA, “selectively deletes or modifies 
sales transactions in point-of-sale 
systems (for example, electronic cash 
registers) and business accounting 
systems, leaving no record of the 
original transaction. Tax on the  
 
 
 
 
 
 
 
 
 
income earned in those transactions 
is not reported or remitted to the 
CRA.” 
 
It’S COStly

As the practice contributes to the 
underground economy and hurts 
businesses that follow the rules, the 
    penalties are severe. 

Businesses that use, possess, or 
acquire ESS software face $5,000 
in fines on the first infraction 
and $50,000 on any subsequent 
infraction.

Anyone who manufactures, 
develops, sells, possesses for sale, 
offers for sale, or otherwise makes 
available ESS software faces $10,000 
on the first infraction and $100,000 
on any subsequent infraction.  
 
It’S CRImINal

Under the new legislation, 
businesses or others that use, possess, 
acquire, manufacture, develop, sell, 
offer for sale, or otherwise make 
available ESS software, if facing a 
summary conviction, will be levied 
a fine of at least $10,000 and up to 
$500,000, or imprisonment for up to 
two years, or both. If convicted of an 
indictable offence, they will be levied 
a fine of at least $50,000 and up to $1 
million, or imprisonment for up to 
five years, or both. 
 
 
 
 
 
 
 
 

makE SuRE yOu COmPly
The CRA provides for you a clear 

list of what to do (and what not to 
do): “Do not use, possess, or acquire 
ESS software. Do not manufacture, 
develop, sell, possess for sale, offer 
for sale or otherwise make available 
ESS software. If you possess ESS 
software, delete it from your system 
or otherwise destroy the software. 
If you have used ESS software to 
delete sales, stop doing so and correct 
your records to undo your previous 
deletions. If you are acquiring a new 
POS system, obtain assurances from 
your software provider that the new 
POS system does not contain ESS 
programming. For your existing 
POS system, contact your software 
provider and obtain assurance from 
them that your POS system does not 
contain ESS programming. Keep a 
record of any assurances you receive 
and document any other steps you 
have taken to ensure you do not 
possess ESS software.”

For further details, go to 
www.cra.gc.ca/gncy/bdgt/2013 
qa08-eng.html and 
http://www.cra-arc.gc.ca/gncy/lrt 
ess-sev-eng.html. 

aVOIDINg
       ESS
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Congratulations,
Convenience Innovation 

award winners!
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For this issue, we spoke with Zanyar 
Farhadi, Executive Officer/National 
Quality System Manager at the Port 
Coquitlam, British Columbia, Office of 
National Energy Equipment Inc.

National Energy Equipment Inc. 
is an authorized service provider that 
has long helped ensure the accuracy of 
measurement devices such as gasoline  
            pumps to the benefit of  
                     consumers and retailers. 

Mr. Farhadi is concerned that 
retailers may not understand what a 
new law that went into effect on 
August 1 will require.

The law is a series of changes to 
the Weights and Measures Act and 
Regulations. The changes make 
inspections of some measurement 
devices, such as gasoline pumps and 
scales, mandatory. 

Mr. Farhadi sent out to his clients 
brochures and posters to explain the 
changes. He told us he is happy to 
provide the information, as well, to our 
readers to ensure everyone knows what 
is now required.  
 
NEW INSPECtION StICkER

Inspected measuring devices are 
identified by an inspection sticker. 
Starting August 1, a new version of 
this sticker must appear on inspected 
devices. “You will continue to see 
the previous inspection stickers for a 
while,” says Mr. Farhadi, “even past the 
date for re-inspection. This does not 
necessarily mean there is an issue with 
the device; it is because not all devices 
are due for mandatory inspections 
right away.”
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HOW tO DEtERmINE 
WHEtHER a mEaSuRINg 
DEVICE IS DuE FOR ItS FIRSt 
maNDatORy INSPECtION

As of August 1, measuring devices 
in two sectors must now be inspected 
at regular intervals.

Retail petroleum: Mandatory 
inspection frequency for gasoline and 
diesel dispensers/refuellers/bulk meters 
is two years; mandatory inspection 
frequency for propane dispensers 
is one year.

Downstream petroleum: Mandatory 
inspection frequency for all 
downstream petroleum devices is two 
years.

 Mr. Farhadi recommends that to 
determine the date of a first mandatory 
inspection, you go to 

http://www.ic.gc.ca/app/mc/
asp/srch/dueDateSearch.html. He 
says, “It is great tool developed by 
Measurement Canada.” 
 
gEt It RIgHt!

New mandatory inspections are 
being phased in, and you need to get it 
right. Measurements must not favour 
retailer or customer. They must be 
exact to the specifications given for 
each device. The new law imposes 
penalties for non-compliance of up to 
$2,000 and court-imposed fines of up 
to $10,000 for minor offences, up to 
$25,000 for major offences and up to 
$50,000 for repeat offenders. 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 
 
 
gEt It FIxED!

Any weighing or measuring 
device found to be inaccurate 
needs to be repaired, and in 
some cases taken out of service 
until those repairs are made.

Many service companies 
can repair weighing and 
measuring devices. Those 
that are authorized service 
providers (such as National 
Energy Equipment Inc.) 
can also inspect and certify 
devices, and affix a 
government sticker on 
Measurement Canada's 
behalf immediately after the 
device has been brought back 
into compliance. 
 
REtaIl FOOD

Of special interest to c-stores, 
too, is that the new inspection 
frequency for POS scales, computing 
scales, platform scales and overhead 
rail scales is five years.Accuracy: It’s Your 

Responsibility – A guide for 
businesses is available at 
http://www.ic.gc.ca/eic/site
mc-mc.nsf/eng/lm03959.html.
Learn how often your devices 
need to be inspected at 
http://www.ic.gc.ca/eic/site 
mc-mc.nsf/eng/lm04707.html.
Learn how Measurement 
Canada monitors the accuracy 
of measuring devices at 
http://www.ic.gc.ca/eic/site 
mc-mc.nsf/eng/h_lm00005.
html. 
Laws and Requirements are 
detailed at 
http://www.ic.gc.ca/eic/site 
mc-mc.nsf/eng/lm00116.html

WHat yOu 
NEED tO kNOW

CHANGES TO THE WEIGHTS AND MEASURES ACT
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The convenience store industry in Canada is 
comprised of independent and chain sites with 
and without gas. In 2013, the total number of 
sites operating in Canada was 25,449.

ConvenienCe Store Count 
national and ProvinCial

Convenience stores are an integral part of the 
communities they serve in urban, suburban and 
rural settings. In fact, the 26 per cent of the 
industry that operates in rural communities are 
often the sole providers of essential goods and 
services like milk, bread, gasoline, ATMs and  
postal services.

ConvenienCe Store loCationS in Canada 
national and ProvinCial

indePendent and Chain Controlled Site numberS 
national and ProvinCial

Want to know how big the 

convenience store industry is 

and how important we are to 

Canada's economy? Look no 

further than to CCSA's 2014 

Industry Facts and Figures   

 report. Excerpts from that  

  report are included here.
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Convenience stores continue to be an important 
economic driver in Canada, employing some 217,453 
full-time and part-time workers.

emPloyment in the ConvenienCe Store induStry 
national

The following data outlines the revenue collected 
by convenience stores for federal and provincial 
governments in Canada on certain product and service 
categories within the convenience store industry. These 
taxes represent 17 per cent of all government revenues 
collected under the noted categories. On average each 
convenience store in Canada collected $716,566 for 
federal and provincial  governments in 2013. 

tax revenue ColleCted For Government by 
ConvenienCe StoreS in Canada

TOTAL TAX REVENUE ON GOODS AND SERVICES 
COLLECTED BY C-STORES FOR GOVERNMENT 

FEDERAL PROVINCIAL TOTAL

Goods and services tax 2,474,444,523 3,493,165,023 5,967,609,546

Motive fuel tax 2,800,143,266 4,319,840,857 7,119,984,124

Tobacco excise tax 2,777,621,300 1,666,572,780 4,444,194,080

Alcoholic beverage excise tax 144,420,235 103,262,305 247,682,540

Lottery tickets 51,885,679 404,544,238 456,429,917

TOTAL 8,248,515,004 9,987,385,203 18,235,900,207

STORE AVERAGE 324,119 392,447 716,566

For many newcomers the convenience store industry represents an introduction to business in Canada. 
Nationally, one quarter of all convenience stores are owned by those of Asian, Arabic or Indo-Pakistani descent. 
The following numbers are a break-down of the ethnicities most represented in the industry.

ethniCity oF ownerS in the ConvenienCe Store 
induStry  reGional and national

ConvenienCe Store SaleS 
by ProvinCe and reGion

Sales in the convenience store industry in Canada reached $55.6 billion in 2013. The following data provide 
national, provincial and regional sales figures.

Convenience 
Stores Sales

Convenience 
Stores with 
Gas Sales

Combined

CANADA  $9,871  $45,589  $55,460 

Newfoundland  $343  $1,152  $1,495 

PEI  $1  $298  $299 

Nova Scotia  $401  $1,491  $1,892 

New Brunswick  $118  $1,449  $1,567 

Quebec  $2,032  $9,495  $11,528 

Ontario  $4,260  $15,519  $19,779 

Manitoba  $548  $2,044  $2,592 

Saskatchewan  $194  $2,627  $2,821 

Alberta  $1,011  $6,066  $7,077 

British Columbia  $963  $5,447  $6,410 

ATLANTIC  $863  $4,391  $5,253 

QUEBEC  $2,032  $9,495  $11,528 

ONTARIO  $4,260  $15,519  $19,779 

WESTERN  $2,716  $16,184  $18,899 
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