
THE OFFICIAL PUBLICATION OF THE 
CANADIAN CONVENIENCE STORES ASSOCIATION

Summer 2013 
Volume 5 : Issue 3

The Voice of Convenience
www.cstorelife.com

THE VALUE OF DATA
                                     - making 

                                               cents of it



3summer 2013

48

54

42
23

Features
 23 t Big Data

Inspiration
 42 t Supporting Survivorship

Articles
 18 t Is My Store Data Worth Anything
 46 t Debate to Discount or Not 
 36 t Price Wars
 48 t New President of NACDA
 54 t New Data

Association Updates
 10 t What's new with the CCSA
 12 t What's new with the OCSA
 14 t What's new with the QCSA
 16 t What's new with the WCSA
 18 t What's new with the ACSA

Contents & 
Features

Supporting
survivorship!

New Data
TOBACCO

ADVERTISING

NOT AVAILABLE

IN DIGITAL

MEDIUM



TOBACCO

ADVERTISING

NOT AVAILABLE

IN DIGITAL

MEDIUM

TOBACCO

ADVERTISING

NOT AVAILABLE

IN DIGITAL

MEDIUM



 

7summer 20136 cstorelife.com

 
CStore Life Inc. 
466 Speers Road, 3rd floor
Oakville, ON L6K 3W9 
Telephone: (905) 845-8189 
www.cstorelife.com

 
CSTORE LIFE is a magazine 
published to enhance business 
knowledge and the lives of 
Canadian convenience store 
retailers and employees.
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direct-to-store by Ryder Logistics 
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On Our Mind
Coconut water category

is growing at 133%1 

ZICO® Original is 100% pure coconut water. With as much
potassium as a small banana, it has low acidity, no fat,

no sugar added, and no cholesterol.
ZICO® is the refreshing way to replenish and hydrate*.

1 Nielsen, Last 52 Weeks, August 2012. 
*Claims vary by product flavour and size.
® / TM ZICO LLC, used under license. 

 330mL: Original
 414mL: Original, Chocolate & Latte
  1L: Original & Chocolate

SKUs to be launched:  

*Source: DASANI DROPS Central Location Test, 
Summit Research, March 2011.

®/MD The Coca-Cola Company,
used under license.

•  Zero Calorie flavour available in 4 delicious varieties:
• Cherry Pomegranate • Grape
• Mixed Berry • Pink Lemonade

•  DASANI® DROPS™ outperformed the leading 
competitor on purchase intent, particularly with 
females, who tend to be the primary 
consumers of this category.*
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There is much chatter these days on the importance of gathering data and 
analyzing it to gain competitive advantage.  In the 1990s, Walmart was gathering an 
immense amount of data that some believed was more information stored than the US 
government.  Walmart provided suppliers free access to this information so they could 
improve their supply chains and sales programs. 

Today, 20 years later, the battle is raging on the importance of customer loyalty 
data—who has it, what is its significance and how much is it worth?  In the convenience 
industry, the petroleum channel retailers have millions of consumers signed up to 
their loyalty cards. Offering substantial discounts on immediate gas purchases as well 
as rewards on all other purchases has encouraged their use. Bundling loyalty cards 
with credit card issuers has made it a one-step convenience for the users.  (Research 
indicates that many loyalty cards are not used on a frequent basis because of the hassle 
of locating one of the 8 to 10 loyalty cards that consumers have in their wallets.)

What started off with the motive to attract and retain customers has turned into 
a major revenue source for retailers.  Among other information, suppliers want to 
learn more about who is buying their products, who is trying their products and, most 
importantly, who has tried their products and has adopted them over competitive 
brands.  This customer behaviour is insightful if the customer uses the loyalty card 
frequently to purchase his product needs at one of the locations within the same chain 
capturing this information.  For the heavily regulated and restricted tobacco industry, 
this has a “wow” factor.

For those retailers that do not have the capability or infrastructure to support 
loyalty programs, there is the old-fashioned virtue of outstanding customer service.  
Recognizing customers by name, knowing their purchasing habits, having their product 
available always are collectively effective means to attract and keep loyal customers. 

I, as well as many others, love great service over price, and the simplicity and 
convenience that my local neighbourhood store offers. 

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

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

CCSA Board of Directors
    Brian Morrissey, Chair
 Needs  Convenience Stores

 Arnold Kimmel, Vice-Chair
 Quickie Convenience Stores

 Ron Funk, Treasurer
 Nicholby’s

 Jacques Beaudry
 JP Beaudry Ltd

 Doug Hartl
 Mac’s Convenience Stores

 Tom Moher
 Mac’s Convenience Stores

 Andrew Docherty
 Suncor Energy

 Jason Lutes
 Magnetic Hill

 Dave Collins
 Wilson Fuel Co.

 Victor Vrsnik
 7-Eleven Inc.

WHAT'S
NEW
WITH THE

CCSA

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

“Virtually every province in Canada 
has increased its tax rates, with the 
notable exception of Ontario.” Alex 
Scholten, CCSA president, points this 
month to some “rather disturbing 
tax increases despite what we’ve 
been promoting in terms of the 
implications of tax increases.” He is 
worried. The fact that the government 
is aware that higher taxes result 
in higher contraband trafficking 
means the government thinks it has 
contraband under control.

“New Brunswick,” says Mr. 
Scholten, “is the best example of 
that.” New Brunswick’s finance

 minister met with ACSA president 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Mike Hammoud and others in pre-
budget consultations and made it 
very clear that the province would 
not be increasing taxes. His reasoning 
was sound. The last time taxes were 
increased, the province saw a marked 
reduction in the amount of revenue 
it collected. The reason for that was 
contraband. 

Despite this, after the consultations, 
New Brunswick implemented yet 
another tax increase. “We were quite 
shocked by that,” allows Mr. Scholten.

“The problem we’re facing is that 
governments seem to recognize the 
fact that taxes and contraband are 
 
 
 
 

linked. Taxes go up, contraband goes 
up. Even so, they are still increasing 
taxes because in some ways they 
think they have it under control with 
the new fines and criminal offence 
penalties they are putting in place.” 

Those fines and penalties were 
announced by the ministers of public 
safety and public health, Vic Toews 
and Leona Aglukkaq, at a press 
conference a few weeks before the 
formal federal budget came out. 

Mr. Scholten was in Ottawa recently 
for senate hearings, and the testimony 
he and the senate heard from RCMP 
and border security officers was that 
this is still very much a serious issue. 
It may appear to be under control 
one day, but on the next it is found to 
be “displaced”. The problem merely 
appears elsewhere. He explains it this 
way: The Cornwall border crossing 
moved from Cornwall Island to the 
mainland. What did that do? It forced 
the traffickers to move, albeit  
slowly and obviously, to another 
location. Seemingly unrelated, a huge 
seizure last year of raw leaf tobacco 
from China has had a significant 
impact on the packages produced 
 
 
 
 
 

in the last several months. Both, 
however, are positive steps, and the 
level of contraband has been deemed 
to have declined. As the police have 
some success, the level of contraband 
goes down for the time being. But the 
taxes going back up again creates a 
further incentive for the black market. 
Mr. Scholten concludes, “Although 
we have been successful in convincing 
government to increase penalties 
and to put more enforcement on 
the street, it’s really focusing on the 
symptoms and not the disease. The 

disease itself is the fact that we’ve got 
a rampant contraband trafficking 
organization with organized crime. 
It’s not going to go away, and 
we need to find better solutions 
to address the issue. What we’re 
promoting is a cooperative effort 
between the provinces, the federal 
government, Aboriginal leadership, 
law enforcement, US government 
leadership and all stakeholders 
including retailers being at the table to 
discuss how this issue can be resolved 
once and for all.”

Is anyone listening? “Well, it’s 
interesting, because after the new 
penalties were introduced in the 
media, some of the Aboriginal leaders 
came out and said this is the wrong 
way to approach this issue.” Those 
leaders, of course, were concerned 
about the organized crime aspect of 
the problem, that it involves weapons, 
drugs, human trafficking. But to have 
put those kinds of penalties in place 
without consulting all stakeholders 
and without looking for longer term 
solutions ensures it is never going 

to fully address and solve the issue. 
Thus it resonates with the Aboriginal 
community, with provincial 
leadership, most notably Quebec, and 
with others. There is a need to have 
more broad-based discussions on how 
to handle the issue, a need to now 
convince those others. “I think there 
is support for that kind of approach, 
and we’re going to be promoting 
that in the coming months with 
campaigns.” 
 
 

 

The National Convenience 
Industry Summit (NCIS) is a 
combination of CCSA’s SOI 
and NACDA’s Summit. The 
CCSA/NACDA are presently in 
discussion regarding a proposed 
affiliation that will bring the two 
organizations closer together.In 
order to streamline activities and 
offer maximum value and benefit 
to members of both the CCSA 
and NACDA. “With affiliation of 
our organizations on the table, 
we wanted to take advantage of 
the opportunity and review how 
we conduct events with an eye to 
ensuring we create something that 

will be supported and valued by all,” 
says Scholten. 

What is exciting is the chance to 
combine retail information with 
distributor information. CCSA’s 
related organization in the US 
is NACS. Mr. Scholten had an 
opportunity to attend the NACS state 
of the industry address in Chicago last 
month. Having been established for 
50 years, NACS has had a full-scale 
research and information committee 
in place for several years. “The level of 
information they are able to generate 
from the industry is fantastic,” says 
Mr. Scholten. The advantage is that 
they are then able to provide retailers, 
distributors and vendors deep 
insight on what is happening in the 
industry: “What’s going up, what’s 
coming down, which areas retailers 
should focus on, what the vendors 
and distributors should be looking 
at in terms of what can most benefit 
their client base and therefore their 
sales.” The message is that Canada, 
which has not had an association in 
place for nearly as long and so does 
not have as fulsome a research team 
together, could greatly benefit from 
juxtaposition with the NACS model. 

“We struggle year in and year out to 
get the information we need from 
the industry to be able to provide 
insight back to them. A NACDA and 
CCSA affiliation promises to allow 
us to get more information from 
retailers, distributors and vendors. 
That information should be extremely 
valuable to everybody in the industry 
and could potentially increase 
profitability and improve operation 
effectiveness and efficiency. It is a call 
to arms if you will. We need to get 
this kind of information so that we 
can help everybody in the industry 
understand what’s going on.” 

At present, information collection 
is done via survey. “We have good 
uptake from the retail chains, the 
national chains, but what we really 
have to start generating is more 
interest from the independents and 
the smaller regional chains to take 
part so that we can get a better picture 
of the entire industry,” Mr. Scholten 
tells us. “It is very valuable to the 
other retailers, to the distributors and 
to the manufacturers to understand 
all parts of the industry.”

Higher tobacco
taxes mean more 
contraband

The 
October 
summit:
benefiting 
from 
affiliation

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

OCSA Board of Directors
    Ron Funk - Chair
 Nicholby’s

 Anthony DiMaulo - Vice Chair
 Pioneer Energy

 Wendy Kadlovski - Treasurer
 Nicholby’s

 Jiries Rabba - Secretary
 Rabba Fine Foods

 Bruce Watson
 Mac’s Convenience Stores

 Ian Richardson
 Suncor Energy Products

 Jamie Arnold
 Little Short Stop Stores

 Chris Wilcox
 Quickie Convenience Stores

 Rami Reda
 Big Bee Convenience Stores

 Solomon Kim
 Kitchen Food Fair

 Don Cha
 OKBA

 Noah Aychental
 Gateway Newstands Inc.

 Abdul Jiwani
 Kes Oil Distributors

 Steve Tennant
 Hasty Market

Follow the OCSA on
Find OCSA tweets at: @OntarioCStores

WHAT'S
NEW
WITH THE

OCSA

CCSA

Free our beer!

Jayesh’s Law is a private member’s bill 
put forth by MPP Mike Colle that would 
force prepay for gasoline purchases at the 
pump throughout Ontario for drive-off 
safety. A committee has been assigned 
to it. The OCSA has met with many 
committee members and explained that it 
is not against Jayesh’s Law, that it is instead 
against imposing it on all customers 
throughout Ontario. Many family-run 
gas sites in rural Ontario, for instance, 
cannot afford $10,000 a pump to convert. 
Family-run rural gas bars are at the mercy 
of margin. “They’ve never been able to 
upgrade, so let’s not inconvenience all of 

 
 
 
 
 
 
them. In some parts of Ontario, it would 
leave municipalities without gasoline. 
Let’s not send those at border cities across 
the river to pump their own gas and have 
freedom of choice. And let’s not send 
our customers (because you’ve changed 
the buying patterns to fill their car) to 
pay at the pump and then drive off to a 
competitive store to buy their daily needs,” 
argues Mr. Bryans. 

He suggests implementing Jayesh’s Law 
in a more constructive way. Mr. Bryans sits 
on the Ministry of Labour small business 
task force educating retailers on the 
need to train their employees in security. 

Employers must hang a poster in every 
store’s staff room, lunch room or sign-in 
room about employee rights and the 
right to speak up if they feel something is 
not right in the business model. “I would 
encourage small business to do so and 
we’re trying to educate them through 
CStore Life and other communications 
to understand the requirements that they 
have to protect the employee.”  
 
 
 
 

 
 

 
 

 
Mr. Bryans sits on the Ontario 

Healthy Kids Panel that recommends to 
government how to look long term at a 
healthier lifestyle for Ontarians, including 
no marketing of certain items to kids 
under 12 by manufacturers (or anyone). 
One area of huge concern to the OCSA is 
point of sale; a) we only have one cash one 
line b) our stores are somewhere between 
300 sq ft and 3,000 sq ft so sightlines and 
proximity to the cash are very hard to 
define when someone tries to regulate. And 
we don’t separate our customers into age 
groups. They all shop at the same counter.   

The OCSA is strongly committed 
to working with the government on a 
healthier lifestyle, communication and 
education, and Mr. Bryans notes, “When 
three million people visit a c-store every 
day we could be the answer, even using the 

power wall at the back to start promoting 
alternative and healthier lifestyles to the 
public instead of trying to pick where 
everything should be located around the 
store. Point of sale is very subjective.” 

“With more young people shopping 
at convenience stores than anywhere else 
in this country, it’s for the government 
to work with us on how do we educate 
the retailer on alternative products and 
healthier choices and also the consumers 
that come into our stores, whether they 
come from a high school at lunch time or 
on a weekend into our sites.” 

In planning at press time is a mid-June 
field trip with key policy advisers in the 
field where invited politicians will visit an 
array of stores in downtown Toronto and 
see for themselves what the in-store looks 
like and how it be could affected by hasty 
legislation. “When I offered to take them 
on the road they were more than willing,” 
says Mr. Bryans. “The OCSA will lead on 
the file and we will gladly work with the 
ministries on it because we’re here for the 
long haul.” 

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

President of the OCSA, Dave Bryans, 
congratulates the provincial government 
for listening. “We have worked very 
aggressively and very professionally with 
the government and also with retailers, 
consumers and municipalities throughout 
Ontario to ensure the government 
understood that if they were to increase 
tobacco taxes it would drive our customers 
further into the contraband business.” 
When the government recognized that and 
listened, it made the choice not to do any 
damage to small business. “At the same 
time,” says Mr. Bryans, “we’ve reached out 

and said the OCSA wants to be part of 
the solutions and work with government 
on how to fix contraband. And they 
understand that.” 

In a time when nearly everywhere else 
in Canada tobacco taxes have gone up 
$4 and even $8 a carton, the OCSA and 
our members worked hard to convince 
Ontario to hold the line until such time 
that the growth of contraband tobacco 
in the province can be minimized. How 
was it done? “We covered that in many 
areas,” explains Mr. Bryans. The first 
was an in-store iPad campaign. Ridings 
influential in minimizing any potential tax 
increase and encouraging government to 
work on contraband, the first two being 
those of the Minister of Finance and the 
Premier, were identified. Politicians were 
asked to understand the issue from the 
customer point of view. The iPad on the 
counter was interactive, with five simple 
questions (the entire package put together 
by CStore Life). Letters were automatically 
sent from the iPad as customers agreed 
to do so, asking the government to fix 
contraband in their community. The 
second strategy: “We engaged about 65 
municipal councils throughout Ontario 
in letters to the Minister of Finance and 
the Premier starting last July.” Coverage 
was approximately 45% of the local voting 

population and  all done by different 
municipal or city councils. The OCSA 
presented to them and attended their 
events. All of this activity allowed for 
proper management of the tobacco files. 
“Convenience stores sell about 90% of 
all cigarettes in Ontario, so it’s a very 
important file to us.” Not only that, from 
an in-store impulse sales perspective, 
customers come in daily if not more 
often to purchase their tobacco needs 
and often impulse items are sold to them. 
The OCSA finds it is important to work 
with retailers, government, municipalities 
and all partners to stop the growth of 
contraband and bring some normalcy back 
to the c-store business. At the same time, 
the OCSA board is not against tobacco 
taxation longer 
term, but “only 
after we’ve 
fixed the 
contraband 
issue, where 
35% of our 
business goes 
today to 
traffickers.” 
 
 
 
 

 
 

Until the end of May there were 
petitions in over 3,000 stores in Ontario 
asking customers in every community 
    whether they would like the government 
             to look at a better retailing model 
          for alcohol as has been seen in other 
             provinces such as British Columbia, 
                 Alberta, Newfoundland and 
            Labrador and Quebec. Mr. Bryans 
      notes, “We’re seeing record numbers 
    of people standing in line in convenience 
stores throughout Ontario in every 
community weighing in.” Up to 400,000 

 
 
 
signatures are expected, all to be 
catalogued by municipality and electoral 
riding so that every politician can be told 
how many people in their communities 
want to see more access to beer and wine. 
“We’re not saying privatize the LCBO,” 
Mr. Bryans assures us. “I think the LCBO 
is a great shopping experience, but what 
our customers are saying is that they 
want more access to a cold beer on a hot 
summer day or a bottle of wine on 
Sunday night when company drops in.” 
Today’s c-stores in Ontario have  

 
 
 
demonstrated, through We Expect I.D., 
that we are better at age testing than 
LCBOs and beer stores. “The time has 
come for the evolution of retail.”  
It is important to note that there are 
217 LCBO agency stores managed by 
family-run c-store operators already, “and 
they are doing a wonderful job of selling 
alcohol in the province of Ontario. This 
can be expanded in a more robust way 
going forward.” 

 
 

   The Ontario 
       budget – 
  ‘No Tobacco 
 Tax Increase’

FreeOurBeer.ca

 
 
 
 
 

The OSCA did threaten to sue Toronto 
over the proposed plastic bag ban,  that 
is “until the city of Toronto realized that 
small business is a little more passionate 
than they are.” Today the OCSA is 
participating in a consultation process 
with the city of Toronto, which includes 
advocates, plastic bag manufacturers, 
small business operators and business 
associations as well as such bodies as the 
Toronto BIA. Four recommendations are 
on the table. The OCSA has weighed in on 
the first, status quo, saying leaving things 
as they are is fine, and the second: Retailers 
that want to charge a nickel a bag should 
be allowed to and decide for themselves 
on the use of the profits. The OCSA also 
supports the third, which focuses on the 
four Rs, encouraging recycling, reusing and 
recovering as well as reducing. It asks that 
the city implement a broader education 
program in that regard. The fourth, the 
‘bag ban’, could not be more forcefully 
opposed by the OCSA. “If we don’t win or 
manage this battle, it will be in Hamilton, 
Ottawa, and Windsor next.”

 

 

The 
city of
Toronto 
plastic
bag ban

Jayesh’s Law: Fuel 
theft is a crime

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

QCSA Board of Directors
    Francis Lapointe 

Couche-Tard

 Denise Lafleur 
 Quickie Convenience Stores

 Jacques Beaudry
 Beau-soir

 Sylvain Fontaine 
 Sonic

 Zude Le
 Tabagie King 

 Alain Duchaine
 Le groupe Harnois 

 Pascal Laporte
 Réseau GLP & Cie. 

WHAT'S
NEW
WITH THE

QCSA

CCSA

Le Salon Dépanneurs, épicieries 
& cie “the best event designed for 
retailers in Québec” held mid-
April at the Palais des congrès de 
Montréal addressed retailer issues, 
provided quality education, expert 
panels, and effective networking, 
and marked the latest in market 
trends.  Back for its third year 
and supported and attended by 
industry leaders, every large chain 
of note and many independents, 
it was bigger and better than ever, 
a “renewed success” according to 
QCSA president Michel Gadbois.

A new QCSA board is in place 
after the association’s recent AGM. 
Welcomed is Pascal Laporte of 
Réseau GLP et Cie. and Alain 
Duchaine of Le Groupe Harnois. 
CStore Life congratulates all the 
board members. You can find them 
listed in the contact sidebar on the 
right of this page. 

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

You spoke, and your association, 
government and distributors/
collectors listened! As of May 6, 
retailers will see greater frequency 
and quality in the collection of 
non-refillable bottles and cans. 
Philippe Batani, CEO, Quebec 
Brewers Association, outlined for 
CStore Life how the process came 
about: “During the last few years we 
heard demands from the retailers 
that the number of non-reusable 

containers was 
increasing so that  
the frequency of 
the visits for pickup

 
service at the retail 
points should 
increase too. 
We took the time 

needed to analyze this system and 
make the right changes. It is not an 
easy task to change an entire system, 
to transfer responsibility between 
companies!” 

But that is just what they did. 
The 9,000 retail points in the 
province that collect bottles and 
cans will see big changes in the 
collection of non-refillable cans 
and bottles. First of all, the bottles 
from the major breweries will be 
collected by Molson Coors Canada 
and Labatt Breweries distributors. 
Molson Coors collects the coloured 
bottles, and Labatt the clear. 

The focus is only on the non-
refillable bottles and cans. The 
refillable bottles – the standard glass 
beer bottles – will continue to be 
collected as before. Aluminum cans 
will be collected by Recycan Inc.

Glass represented 80% of the 
volume Recycan was collecting 
before May 6 in what Mr. Batani 
explains was a closed system. “Now 
we will transfer all the glass under 
the responsibility of the brewers, 
and Recycan will focus only on 
aluminum cans. By doing that, 
first we will be able to increase 
significantly the frequency of 
the recovery of the glass because 
Molson and Labatt’s have a 
frequency of passage at the points 
that is much higher than 
Recycan, and at the same 
time we will be able to 
increase also significantly 
the capacity of Recycan to 
recover cans. So on one 
side glass will be recovered 
through a very high 
quality service for the 
retailers and cans will be 
subject to an also very 
specific service by Recycan 
by which we will increase 
the frequency across all 
the regions of Quebec.”

The change at the retail level 
involves only sorting: bottles will 
need to be sorted and stored by 
colour in order for the system to  
work efficiently. 

How are the changes being 
received? It is early days, but already 
Mr. Batani and his organization 
are receiving very good comments. 
“It is unanimous across the 
retailers that what we are doing 
will respond to their demands for 
higher quality service.” The retailers 
have responded well along with 
their associations. Government 
representatives are pleased with 
what they are calling “a very good 
move.” Mr. Batani tells us, “It was a 
step in the right direction.” He goes 
on to note particularly, “We received 
very good comments from our 
primary clients, the retailers, and 
they are a very important part of the 
system. They are an essential part of 
the system.”

 
The Quebec Brewers Association 
wanted to ensure the system of 
recovery of cans and bottles was 
properly adapted to respond to 
retailer demands, and it appears to 
have been successful. But there is 
more. Even though the system is 
in place and getting good reviews, 
the Brewers Association will not sit 
back. “We will follow up with the 
retailers on a regular basis to get 
their comments on the changes.”  
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

The association is eager to keep 
up the good work. “There will 
be follow-up. We will track the 
efficiency of the system at a very 
detailed level on a regional basis so 
we will be able to make the right 
changes as we go on and as we hear 
comments from the retailers.”Bottle 

and can 
collection

Renewed 
success 
at Salon
DEC

New
Board

Philippe Batani, 
CEO, Quebec Brewers 
Association

Retailers were informed of the good 
news of a better system of bottle and can 
recovery by letter
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Contact Andrew 
Unit #1013, 7445-132nd Street,
Surrey, BC V3W 1J8 
Telephone: 778.987.4440
email: 
andrew@conveniencestores.ca

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

 Victor Vrsnik -
 Director WCSA
 7-Eleven Inc.

 Joel Skulsky - Director WCSA
 Husky Energy

 Kim Jones - Director WCSA
 Suncor Energy

 Dene Hargreaves - Director WCSA
 Winks Plus

 John Crandell - Director WCSA
 Non-voting Director
 Bic World

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

 Kim Trowbridge - Director WCSA
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 Core-Mark
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 Non-voting Director
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 Andrew Klukas - President
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WHAT'S
NEW
WITH THE
WCSA

CCSA

The WCSA asked Abacus Data 
to survey 1,004 Canadians about 
their perceptions of small business 
and the results provide a great deal 
of insight. Those surveyed were 
first identified as “influencers”—
people who pay attention to news 
media and are likely to discuss 
politics and current affairs with 
those around them. Although 
the survey was limited to British 
Columbia as part of pre-election 
research in that province, public 
perceptions in other provinces are 
probably quite similar. 

Most of those surveyed value the 
contribution of small businesses 
to the province’s economy and 
recognize the difficult economic 
situation they face. They blame 
decisions made by the provincial 
government for that situation.

The reputation c-stores enjoy 
is mixed. Generally positive, 
there are opportunities to better 
communicate the efforts c-stores 
are making, for instance, to  
introduce fresh foods. C-stores 
are viewed as “close to home and 
there when they need them.” 

Dependability, convenience and 
accessibility are cited as brand 
strengths. 

Few responders to the survey 
think it is a good time at present 
to start a business in BC. Many 
believe, though, that BC small  
businesses face the same amount  
of rules and regulations as 
other Western Canada stores. 
That is another opportunity for 
communication—the reality is 
that BC stores face roughly twice 
the number of regulations than 
stores in other Western provinces.

Responders overall feel 
their c-stores are part of their 
community and responsible 
retailers. “The public trusts 
convenience stores to sell age-
restricted products like tobacco.”

Most responders are aware of 
the illegality of the possession 
and sale of contraband tobacco. 
However, younger respondents 
are less aware and many consider 
contraband tobacco to be a minor 
problem. This could simply reflect 
the fact that little contraband is 
actually sold in British Columbia. 

This is yet another area for 
increased communication. The 
WCSA is considering a study of 
cigarette butts in various locations 
across the West to confirm that is 
the case and to establish a baseline 
for contraband consumption. 

Many respondents are aware 
retailers are charged for every 
credit card transaction. Many 
believe the fees to be too high, and 
also unfair. Half believe those fees 
have a major impact on the prices 
consumers pay. Many support a 
federal government review.

British Columbians, it is 
interesting to note, are most 
concerned about health care, the 
economy and jobs, in that order. 

Although the survey shows 
that voters of all political stripes 
support small business, it is 
unclear whether they actually 
think of most convenience stores 
as small businesses. In order to 
make that connection, the WCSA 
will launch a grassroots member 
drive and awareness campaign.

The WCSA will be looking to 
strengthen its ties to small and 
independent c-store owners and 
has recently added representation 
for small retailer chains to its 

 
 
 
 
 
 
 
board. As part of an “Engaged 
Retailer” strategy “we want to 
connect with them, especially 
those in key electoral ridings, 
and give them the ability to have a 

greater voice in the face of  
government decisions that affect 
them.” Mr. Klukas could tell us 
only a little at press time about 
this initiative of developing the 
grassroots to engage retailer 
strategy, but it looks very 
promising.

Online training programs 
usually fail to take advantage of 
the potential for interactivity. 
“The interactivity starts at the 
fingers and ends at the wrist with 
the click of a mouse, and learners 
may just as well be turning page 
after page of static material,” says 
WCSA president Andrew Klukas. 
“We think online training can be 
done better.” 

 Studies show that employees 
who are engaged and having fun 
throughout a training program 
retain more knowledge and for 
longer periods of time than those 
who are not as engaged. It just 
makes sense—being involved 
and entertained by the training 
process makes us want to learn the 
material in front of us!

 The WCSA's upcoming new 
online program takes that to heart. 
“We believe training should be 
engaging, fun, and create long-
lasting results in employees, 
while being easy to manage and 
cost-effective for managers,” says 
Mr. Klukas. “Our goal has been to 
design an interactive and enjoyable 
learning experience that actually 
sinks in and has a lasting impact.”

 The new training programs will 
use gamification techniques to 
make the materials both enjoyable 
and effective because the learning 
is driven in part by the employee’s

 
 

own curiosity. Learners will be 
engaged throughout the process 
because they will have a hand 
in the outcome, to some degree, 
as they immerse themselves in 
interactive scenes.

 The complete program 
will work a bit like a game-
board. Learners will encounter a 
convenience store environment 
containing jump points that lead 
them through various training 
scenarios. The first pieces of the 
program are undergoing final 
testing. A robbery prevention 
scenario unfolds from a scene 
behind the sales counter. A scene 
from outside the store challenges 
the learner to identify and correct 
various situations outside the 
store that expose the store to risk 
of criminal activity. The goal is 
to demonstrate how to harden 
the target to ensure the safety of 
employees and the public.

 The new programs should
                    launch later this 

                        year and will be freely 
                        accessible to WCSA 
members        members.

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

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

Online 
training

Survey results

Engaging 
the grassroots
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ACSA Board of Directors
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NEW
WITH THE

ACSA

CCSA

 
 
 
 
 

The ACSA’s golf tournament, the 
Maritime and Newfoundland Golf 
Tournament, is set for June 12 and 13. 
The Annual General Meeting is 
June 12 at the Crown Plaza Hotel in 
Moncton. All ACSA members are 
strongly encouraged to attend.

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

After months of meeting with 
the Newfoundland and Labrador 
Ministers, the ACSA finally got a 
face-to-face meeting with the new 
finance minister to discuss beer 
margins and bottle return handling 
fees last month. The ACSA has been 
asking for consideration of a bottle 
handling fee for taking back bottles 
that are returned to c-stores, and to  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
get the margins that are currently 
around 7 and 7.5% on the sale 
of beer to 10%. “We’re awaiting a 
response from the minister,” explains 
ACSA president Mike Hammoud. 
“My hope is that I’ll be calling you 
back and saying here’s the response.” 
At press time, there had been no 
ministerial response. 

The ACSA has refreshed its logo. 
The new look is colourful and clear. 
 
 
 

 
 

At the same time, the ACSA has 
built a whole new webpage with 
some engaging, user-friendly and 

interactive features. Launched in 
May, it coincides with another 
media platform, the association’s 
new Twitter handle. Visit the website 
at theacsa.ca. Follow the 
association on Twitter by 
searching @TheACSA. 

The website has many 
features, one of the most 
important involving 
membership. Becoming 
a member of the ACSA 
has never been easier. 
Industry members can 
visit the membership 
section on the website 
and access the easy-to- 
complete forms. 
 
 
 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

The ACSA Industry Conference 
and Awards Gala is not until late 
autumn, but the nomination process 
is in place right now. If you have 
not already nominated a product 
or a person for this year’s event, 
which is happening on Wednesday, 
November 6, at the Halifax Marriott 
Harbourfront Hotel, now is the time  

 
to do it. It is important to recognize 
the best in the industry. Deserving 
c-store operators, individuals or 
products can be nominated for
     •  President's Award for 

Convenience Store Operator 
of the Year

     •  Emerging Convenience Store 
Business/Operator of the Year 

     •  The Industry Partner 
and Leader Award (Non-
Regulatory)

     •  The Industry Partner and 
Leader Award (Regulatory)

     •  Innovative Beverage
     •  Innovative Food
     •  Innovative Product (Non-Food 

or Beverage)

Tobacco 
tax increase

The ACSA gets
new logo

and webpage

Industry conference

Provincial roundup

Golf tournament and 
AGM

“In all four provinces there is a 
lot going on,” says Mr. Hammoud. 
“In Newfoundland and Labrador 
we’re working on those beer 
margins. In New Brunswick we are 
still aggressively working on the 
minimum gas margin issue. We 
should by the end of May have our 
study completed on the gas industry 
in the province of New Brunswick. 
We commissioned a study on the 

 
 
 
 feasibility and sustainability of 
the industry without having the 
minimum gas margins and how it 
is affecting retailers in the province. 
Our hope is that it will give us 
the information we need to go to 
government and say look, it’s not 
working. Here’s a report that shows 
that it is not working, so we need to 
fix it. The system is broken. We’ve 
been telling them for years that it’s  

 
 
 
broken. We are working in PEI to get 
broader access to beverage alcohol. 
In Nova Scotia, there is a lot of work 
going on to examine the illegal 
contraband tobacco issue, to educate 
on the facts of energy drinks and to 
be ready, with grassroots retailers for 
the Provincial election, which could 
be announced any date.”

Pictured at the 2012 golf tournament are, left to right, Warren Maynard, Chair of the ACSA; 
Mike Hammoud, President of the ACSA; Rick Graham, Petro Canada.
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in every individual store at that time.  
If people think that a chain store’s 
data can serve as a proxy for all 
retailers, it can’t.  They would be wise 
to remember that there are cheaper, 
scientifically distributed and more 
comprehensive sets of panel data 
already available elsewhere.  And yes, 
panel data has its own limitations.

So where will it end?  In my 
view the market is undergoing an 
evolution as we speak.  Some of 
the larger and more sophisticated 
retailers (with competencies I’ve 
already described) will soon become 
“outsourced laboratories” for the 
manufacturers interested in the 
detailed understanding of the cause 
and effect relationship of their 
specific in-store actions.   

And what about the rest of us?  
We’ll be eventually aggregated 
into a data warehouse having our 
shipments fed in by our supply chain.   
Is that a good idea?  You bet it is.  
It’s efficient, scalable and is already 
being done in the c-store industry 
in the U.S. for more than a decade.  
Better decisions will be made by 
manufacturers that will lead to more 
relevant offers to consumers in our 
channel.  

Those stores who can execute in-
store strategies as the result of what  
 
 
 
 
 
 
 
the manufacturers have learned 
will be trade program participants.  
Those who can’t (or won’t) execute 
will be on the outside.

So what’s the value of a single 
store’s data?  A great amount of 
money…assuming you’re using 
your data to make better decisions 
for your business.  But not much 
I’m sorry to tell you, unless of 
course you can help manufacturers 
reach consumers directly, or care to 
set up shop as one of their future 
laboratories.

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

FUNK
frankly

R o n  F u n k

 
 
 
 
 
 

 

 

Data.  Everyone is talking about 
it.  Of course we worry about what’s 
being collected, how it’s being 
used and how its use affects the 
privacy rights we are entitled to as 
individuals.  Think about the data 
that populates our health records 
to determine whether different 
medications we might be taking are 
compatible.  Consider the data that is 
collected to match organ donors with 
individuals who require transplants. 
Some data is clearly good.

Of course data can also be 
collected in order to develop a 
financial profile of you that can be 
used to steal your identity.   Is that 
data bad?  Of course it’s not.  It’s 
simply ordinary data that is being 
used for criminal purposes.  It’s that 
same data that is used to see if you 
qualify for a car loan, or a mortgage, 
or where your pay cheque should be 
deposited.

There is no good or bad data per 
se; it’s the intended use of that data 
that matters.  In fact today, data 
is being used to assist in decision-
making in just about every facet 
of your life – whether you know it 
or not.  

 
 
 
 
 

 
 
 

Let’s get one more thing clear 
before we begin.  Data is largely 
boring and arguably useless until 
human intelligence is applied 
to organizing it - such that 
information is created.  Even then, 
the information assembled is often 
useless unless it ultimately informs 
decision-making to produce a 
positive outcome.  In business, we 
largely think of a positive outcome in 
economic terms.

Manufacturers have been 
collecting data for centuries.  At a 
macro level, they examine product 
sales history within the context of 
category performance to determine 
production forecasts, sales budgets, 
pricing power and financial plans.  
They collect consumer data, 
population demographics, 
competitive and substitute product 
 
 
 
 
 
 
 
performance.  They couple this 
with data they’ve collected to 
develop an understanding of specific 
consumer preferences.  This helps 
them to determine what they should 
be doing to build their businesses.

Retailers do it too.  Although the 
largest department stores began years 
ago with branded credit cards (a nice 
business in and of itself), loyalty 
card programs are just a more recent 
evolution in the methods used to 
collect data.  I’m a big fan of loyalty 
cards.  Not because I collect on them 
 

 
 very often, but because I love the 
idea that businesses can reach a 
consumer directly with an offer that 
is uniquely relevant.  

Unfortunately, most data (or 
should I say information) is still 
being used retrospectively.  Much like 
a report card...a road map of where 
you’ve been.  At its most effective, 
the information supplied by data 
should help to tell you how to get 
to where you want to go...and give 
you real time course corrections 
along the way.  Much like the GPS 
system in my car.  It’s important to 
remember that someone still has to 
decide where we want to go, but data, 
properly organized into meaningful 
information, helps to ensure that 
you’ll get there.

In recent years, manufacturers 
have been looking for data solutions 
to contribute to better decision-
making.  Better decisions can be 
made when the information 
 
 
 
 
 
 
 
 produced is timely, accurate, framed 
within a relevant context and 
widespread in its coverage of the area 
being measured.   In other words, 
they’d like it now, they’d like it all 
and they’d like it from everyone.

Of course, achieving such 
an objective is a monumental 
undertaking.  While it may be the 
perfect solution, with 23,000 c-store 
retailers, differing POS systems, 
brand matching between stores for  
 
 
 

 
 
consolidation purposes, some stores 
scanning, others not – I’m not sure 
an ROI exists on an investment to fix 
a problem of that size.  

So substitutes were created.  Firms 
developed businesses that captured 
data from a panel of stores that were 
selected to be representative of the 
market as a whole.  This is much the 
same as the methodology used to tell  
us who is leading in the polls coming 
up to an election.   You didn’t think 
you were the only one they didn’t 
call, did you?

More recently, larger retailers with 
numerous sites, sophisticated POS 
systems and the internal competence 
to build analytics into 
 their reporting, have been helping 
manufacturers to understand the 
impact of decisions made in their 
stores.  As you might expect, this help 
often comes with a fee attached  
– as it should.  

The costs to execute in-store 
strategies on this basis however 
must produce a positive economic 
outcome for the manufacturer - 
that exceeds his or her internal rate 
of return.  Unfortunately, the ROI 
on this investment will largely be 
calculated by using only the actual 
stores involved.  This is because 
strategies succeed or fail within the 
context of what else is happening  
 
 
 
 

18 cstorelife.com

Is my store data   worth anything?
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Movie promotion has arrived!The
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Movie-viewing is the most popular 
social sharing occasion 

(Penetration and Frequency)

40% of consumers polled recalled 
past M&M’S® movie promotions1

M&M’S® Brand is the chocolate LEADER 
in theatre presence (60-65% of ages 25-54 

visit at least once in last 12 months2

“Collect 8 and Get 2” Mechanic 
drives frequency on FC

11% lift in M&M’S® Chocolate candies Evday FC3, 
and 25% lift in M&M’S® Chocolate candies Evday 
IC4 NAC over 12 weeks during last Movie Promo

57% of M&M’S® consumers purchase 
at min 4 packs over the summer

1  Mars Canada Inc. Study, Hotspex study August 25th, 2011.
2  Data as of Spring 2011 for Cineplex Theatres: PMB 2011 Spring 2-Year Readership and Product Database.

3  NielsenMarket Track, NAC, M&M’S Evday FC  4 weeks over 12 week span versus 4 weeks rest of the year, P/E May 7th – July 2nd, 2011.
4  Nielsen Market Track, NAC, M&M’S Evday IC  P/E May 7th – July 2nd, 2011.

*  Collect & mail in 8 complete pouch tops from specially marked M&M’S® &/or MALTESERS® Pouches (100g -120g &/ or 162g-400g), with return stamped, self addressed envelope (Name & Address), to M&M’S® & MALTESERS® Collect and Get, PO Box 300, Mississauga, Ontario, 
L4T 3B6 to receive 2 Adult General Admission Movie Tickets (ARV $19.00CDN). Movie theatre chain subject to postal code provided. Tickets subject to theatre chain’s conditions of use. 1 Request / outer mailing envelope. Limit 2 requests / household. Offer valid in Canada only. Requests must 

be postmarked on or before Dec. 31/13. No facsimiles. Not responsible for lost, late or misdirected requests. Requests & Pouch tops including over submissions become property of Mars Canada Inc & will not be returned. Delivery = 6-8 weeks. Go to facebook.com/mmscanada for details.

® Registered Trademarks © Mars Canada Inc., 2013.

Movie-viewing is the most popular 
social sharing occasion 

Movie-viewing is the most popular 
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©

1 Mars Canada Inc. Study, Hotspex study August 25, 2011.
2 Nielsen Market Track, NAC, M&M’S Everyday IC P/E May 7 – July 2, 2011.
3 Nielsen Market Track, NAC, M&M’S Everyday IC Singles $vol 12Wks (12Wks P/E July 28 2012 vs P/E July 2 2011).

*  NO PURCHASE. Look inside special marked packs for Code. Go to www.facebook.com/mmscanada for Offi cial Rules and Instant Win Prize details. Overall odds of winning 1:10 [movie ticket (1:200), 
secondary prizes (1:11)]. For free wrapper: mail self-addressed stamped envelope to: M&M’S® & MALTESERS® Movie Contest, 5225 Satellite Drive Mississauga, ON L4W 5P9. One request per outer 
mailing envelope. Skill-testing question required. Contest ends January 30, 2014. Open only to residents of Canada, 13 years or older. 

® Registered Trademarks. © Mars Canada Inc., 2013. All rights reserved.

MOVIE PROMOTION HAS ARRIVED!
Don’t miss out on having this amazing promotion in your store!

THE

MOVIE 
TICKET

*
A

PLUS thousands of other prizes!

ENTER AT facebook.com/mmscanada

WIN
CHANCES TO

*1IN10WIN

CONSUMERS COULD

M&M’S® Chocolate Candies 
Rank Top of the Charts

40% of consumers polled recalled past M&M’S® movie promotions1

25% lift in M&M’S® Chocolate Candies Everyday IC2 NAC 
over 12 weeks during past movie promotion

Everyday singles grew +48% within the M&M’S® movie promotion 
timeframe3

DRIVE SALES with M&M’S® Movie Promotion 
Flashed Packaging

02518 Cstore MMS movie v1.indd   1 13-07-19   2:46 PM
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June 17, 2013 
 
Honourable Doug Horner, MLA 
President of Treasury Board and Minister of Finance 
#423 Legislature Building, 10800 – 97 Avenue 
Edmonton, AB  T5K 2B6 
 
 
Dear Minister Horner: 
 
On behalf of the National Convenience Stores Distributors Association (NACDA), it has been brought 
to my attention, following discussions the ministry has had with some of our members that the 
Government of Alberta is looking at a change on the way Provincial Tobacco Tax (PTT) is collected in 
the province.  
 
By way of introduction, NACDA represents independent distributors to convenience retailers across 
Canada and in Alberta and has done so since 1955. As business owners, we understand the 
challenges facing both business and government; however, we are deeply concerned about any 
policy change made to the collection of PTT in the province. 
 
For our members in Alberta, who are hardworking and honest taxpayers who contribute to the local 
economy, changing the way the PTT is collected would have disastrous repercussions. We do not 
believe it is the goal of our government to further harm small businesses, yet by changing the way the 
PTT is collected, the impact on wholesalers would range from lay-offs to potential business closures.  
 
Furthermore, we also believe this policy change could cause a ripple effect with disastrous impacts 
across Canada. The convenience industry is already faced with many legislative and regulative 
challenges that create multiple difficulties for our members. The possible changes on PTT collection 
will completely disrupt the industry’s supply chain, cash flow, and business model.  As the Minister of 
Finance, if your ministry is looking to change the way PTT is collected, you have the responsibility to 
consult with all invested parties on the issue, and the power to stop this proposal before it becomes a 
major business and financial problem for wholesalers in Alberta.  
 
We thank you for your attention to this matter, and appreciate your response to this situation given 
the recent discussions. We would appreciate the opportunity to meet with you and work together on 
this very important issue. I will follow-up with you later this week to arrange a time so we can meet to 
clarify the situation and any intentions from the Alberta government. 
 
 
Sincerely, 
 
 

 
p.p. Greg Gauthier, President 
 
 
About NACDA:  
The National Convenience Stores Distributors Association, better known as NACDA, represents the interests of 
the majority of convenience store distributors (such as convenience stores and small grocery stores) in Canada. 
Most of these distributors are family-owned businesses, which have been in operation for many decades and 
ensure the delivery of products, including tobacco products, everywhere in Canada to their 30,000 clients. 
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By Jerry Soverinskey

NACDA found itself very concerned this past month about proposed changes to Provincial 
Tobacco Tax collection in Alberta. Outlined in a letter to the finance minister is the organization's 
official stance on the issue.
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The scenario is becoming increasingly familiar: You’re browsing the 
Internet, scanning the homepage of your favourite blog, when a popup ad 
appears. It’s for the 2014 Honda CR-V and it’s inviting you to test drive the 
model at a store just a block from your home.

Uncanny, you think. You’ve been researching new cars, and the Honda in 
particular had caught your attention. 
In fact, you were browsing the automaker’s site just the other day. 

And it gets more interesting…

     Big Data opportunities 
offer key competitive advantages for  
        convenience store retailers.  

24 cstorelife.com 25summer 2013
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gigabytes of data, the equivalent of 
about 20 million four-drawer filing 
cabinets full of text.

And that’s just internal data. While 
your company is collecting gigabytes 
of information, companies like Waze 
— a combination social media/GPS 
service that relies on crowd sourcing 
to generate real-time navigation 
services to drivers — is generating 
exabytes (one billion gigabytes) 
and more quantities of information 
gathered from its global community 
of 41 million drivers. Opt-in 
participants (“Wazers”) contribute 
real-time driving information as they 
use the app, sharing traffic speed, 
accident information, police sightings 
and more with other Wazers.

So while you’re collecting 
information on your existing 
customers, Waze is gathering details 
about who drives by your stores, 
when they drive by and whether 
they make any stops along the way. 
Tapping into both databases yields a 
tremendous amount of information 
for the convenience store retailer, 
who can understand not just past and 
present behaviour but future intent.

“You’re able to get predictive,” 
said Gray Taylor, executive director 
of PCATS and payments consultant 
to NACS. “So if Waze knows that 
Customer A drives by your store 
every day, how can you get him to 
stop in your store? It presents clear 
business opportunities.”  
 
 
 

KNOwING YOUR CUSTOMER
For some, gathering information 

from multiple sources represents the 
true predictive power of Big Data. Pat 
Lewis, owner of Twin Falls, Idaho-
based Oasis Stop ’N Go convenience 
stores and the founder of KickBack 
Rewards Systems, a loyalty systems 
provider for the c-store industry, said a 
true Big Data initiative pools data sets 
from disparate databases into a data 
warehouse, creating a new data set. 

“That’s where all the 
enlightenment and innovation comes 
from,” he said. “With second, third or 
fourth sets of data, you can uncover 
information that your loyalty 
program doesn’t provide.”

For instance, while your loyalty 
program might allow you to 
understand detailed shopping 
behaviour about your individual 
customers, it [likely] doesn’t provide 
household income. “But there are 
available databases I can draw from, 
if I put your address in, which will 
give me a home estimate and through 
an average formula, I can take an 
educated guess and shape offers 
accordingly,” Lewis said. 

Such numerical calculations 
ironically allow retailers to establish 
a more personal relationship 
with customers, something Lewis 
says is missing from today’s retail 
environment.

“We’ve really moved away from 
knowing your customer to a very 
fast-paced [environment where the 
customer] is nameless,” he said. Such 
an evolution places the convenience 
retailer at a huge disadvantage, 
especially with the incursion of Big  

 
 
 
Box retailers into the convenience 
space, which are able to draw market 
share simply by price. And therein 
lies the greatest opportunity for a Big 
Data approach.

“It allows us to understand our 
customers in every possible way, 
to make sure that our offers are 
relevant,” Lewis said. This includes 
customizing 
“every aspect of 
operations, from 
store design to 
site selection to 
product offer 
and promotional 
offering… It 
means really 
engaging and 
satisfying the 
customer.”

And while 
the approach 
might sound 
proactive, it’s actually a response 
to contemporary consumer 
expectations.

“Millennials are expecting to have 
customized communications for 
themselves when they’re shopping,” 
said Giovanni DeMeo, vice president 
of global marketing for Interactions 
Marketing, an experiential marketing 
company. “They want to be targeted 
individually — without the creep 
factor — receiving tailored messages.”

 

Perhaps you return online the next 
day. A popup ad appears inviting you 
again to test drive the 2014 Honda 
CR-V at your local dealer — and this 
time, the offer includes an incentive: 
Receive a $25 gift card from your 
favourite Italian restaurant, after you 
test drive the new car. 

Of course, the details may change 
— substitute shoes, a vacation rental 
 
 
 
 
 
 
 
 
in the Poconos or mortgage 
refinancing for the CR-V — but the 
execution plays out similarly. Your 
laptop or tablet or smartphone is 
no longer a reactive instrument 
responding to your input, but a 
thoughtful, interactive tool that 
understands your behaviour and 
proposes relevant offers that speak to 
your interests and motivations.

That’s Big Data at work, a trending 
buzzword and operational strategy 
that’s overhauling the way companies 
market themselves as they leverage 
billions of consumer data touch 
points to shape and refine their 
offers. While it’s tempting to lump 
it into other tech-focused offerings, 
there’s one major distinction:  
 

Big Data’s acceptance is not 
prospective but concrete, with 
firms of all sizes already leveraging 
the power of information to work 
smarter and more efficiently. For the 
c-store retailer, that means the ability 
to increase basket size, trip frequency 
and customer base — tangible 
returns that comprise the trifecta of 
retailing success.

But make no mistake: The Big 
Data approach is not a trending fad 
but the evolution of a culture that 
has placed the consumer, not the 
retailer, in control. And how you 
respond to that dynamic will likely 
affect your long-term success as 
you battle for market share of your 
corner and beyond.

“The consumer has massive 
amounts of information and power 
today and is really in control,” said 
Vikram Sharma, CEO of Chicago-
based ShopLocal, a multi-channel 
marketing services company that 
offers innovative digital solutions 
that connect advertisers and 
consumers. As a result, the one-size-
fits-all print or TV ad no longer 
offers viable connections. “Over the 
past 10 years, consumption habits 
have changed,” he said. “It’s all about 
personalization and to win, you must 
be able to do one-to-one marketing 
and do it across multiple touch 
points.”

The challenge, Sharma said, is 
finding and communicating with 
that consumer, a proposition that has 
become increasingly difficult. “Today, 
a consumer sees roughly 3,000 ad 
 
 

 
 
 
 
 
impressions a day … That’s a massive 
amount of clutter; so the challenge is 
not just getting the message out but 
getting it out precisely.”

 
wHAT IT MEANS FOR YOU

Enter Big Data, which when 
harnessed and tapped effectively, 
yields a tremendous amount of 
power to reach and engage your 
target audience. You already 
understand this intuitively with your 
POS system, which collects far more 
information than ever before. 

“Data is no longer reported just 
at the total store or category level. 
Instead, since the cost of data storage 
has dropped dramatically in recent 
years (with rapid improvements in 
POS and storage technologies), it is 
much more feasible for convenience 
retailers to collect transaction-level 
and customer data,” said Marek 
Polonski, head of convenience and 
grocery for Applied Predictive 
Technologies, a Washington, D.C.-
based strategic consulting and 
enterprise software company.

The challenge, though, is 
deciphering the staggering amounts 
of information.

Four years ago — ancient history 
in technology years — many 
industries already averaged more 
than 1 petabyte in stored data per 
company, according to research 
conducted by the McKinsey Global 
Institute. That’s one million  
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“Today, a consumer 
sees roughly 3,000 ad 
impressions a day… 
That’s a massive 
amount of clutter; so 
the challenge is not just 
getting the message 
out but getting it out 
precisely.”

Big Data is not a trending fad 
but the evolution of a culture 

that has placed the consumer, 
not the retailer, in control.
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SCALABLE AND RELEVANT

If delivering on those expectations 
seems more theoretical than 
actionable — or at least impractical 
for those without dedicated IT 
teams — rest assured the approach is 
scalable and relevant for retailers of 
all sizes.

“While larger retailers may have 
access to a wider breadth of data, 
smaller retailers can use their sales 
and transaction data to improve their 
decision-making processes,” Polonski 
said. The key is to analyze purchasing 
patterns to increase basket size.

An example: If you discover 
80% of hot dog purchases include 
a soft drink purchase, instead of 
discounting that combination 
(margin negative, Polonski said, 
since it discounts a likely full price 
sale), “the retailer could attempt to 
drive larger baskets by discounting a 
second hot dog with the purchase of a 
soda and the first hot dog.”

For retailers partnering with a 
loyalty program like Lewis’ KickBack 
Rewards, the customization gets 
more personalized. For instance, the 
program can track customers who 
purchase fuel but usually bypass 
coming into the store. When those 
customers swipe their loyalty card 
at the pump, a promotional offer 
redeemable inside the store can be 
triggered.

“We do that and it’s a winner 
almost every time,” Lewis said, adding 
the offer can be printed on a receipt, 
sent via SMS to a cell phone or even 
broadcast via pump screen. “We 
can reorder the commercials to run 
so that they’re appropriate for the 
customer,” he said. 
 
 
 
 
 
 
 

ACTIONABLE STEPS
These personalized offers can be 

extended whenever a customer swipes 
a loyalty card, including in-store. 
“If I can identify a customer when 
he enters the store [via a loyalty 
program, for instance] … I can 
create a customer offer based on that 
information …That’s a good place to 
start; I don’t think anyone is doing a 
good job in [the store],” Lewis said. 

Perfecting those offers is an 
ongoing refinement process, one 
that requires diligence and critical 
analysis. “Retailers that are currently 
driving the greatest value from their 
Big Data are taking a test-and-learn 
approach to each business decision,” 
Polonski said. “Before launching 
any initiative across their chain, 
these retailers first test the impact 
in a small subset of stores and 
compare those results to a group of 
scientifically matched control stores.”

Doing so allows them to optimize 
the impact of each program by 
location while avoiding costly 
rollouts that otherwise might prove 
unsuccessful, he said. 
 
PARTNERING FOR SUCCESS

When it comes to an actionable 
Big Data plan, there’s no shortage 
of options. While you can take 
productive steps by independently 
analyzing your POS data, you can of 
course opt to partner with a loyalty 
program like KickBack or third-party 
services that specialize in helping 
you unlock Big Data potential. And 
the latter isn’t necessarily a more 
expensive route than going alone, 
especially when you factor in ROI.

“Retailers today aren’t making big 
investments in analytics; they use 
service providers to give them tools 
without making investments,” DeMeo 
said. “So size has been somewhat 
mitigated and costs are not out of 
hand. It takes less time and money to 
process the data to generate answers 
and recommendations.”

While there are a number of 
solutions providers, partnering with 
one that understands the convenience 
channel can help optimize your 
returns. “A solutions provider that 
has experience in the [c-store] space 
knows and understands what types 
of data are important and how to 
decipher it to provide meaning,” 
explained Drew Mize, COO of 
Arlington, Texas-based Pinnacle  
 

 

 
 
Corporation, which provides 
technology solutions to convenience 
store operators and fuel marketers.

To that end, Pinnacle offers 
Enterprise Performance Management 
(EPM), a real-time business 
intelligence tool that distills 
consumer data into a comprehensive 
suite of reports that yield insights 
about every phase of operations, 
including marketing, inventory 
control and loss prevention. The 
focus is on helping the c-store 
operator make better, quicker and 
more informed decisions, with 
ongoing analysis that allows them to 
adapt to incoming data. “To be truly 
effective with loyalty, [for example] 
Big Data should continuously 
monitor behaviour,” Mize said. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
UNLOCKING YOUR 
POTENTIAL

However you choose to pursue 
Big Data opportunities, the choices 
are many, notes Tim Suther, chief 
marketing and strategy officer for Little 
Rock, Arkansas-based Acxiom, an 
enterprise data, analytics and software 
as a service company. As such, he says 
it’s important to keep in mind two key 
principles that tie in concepts offered 
from Lewis and Taylor: 
 
 
 

 
 
 
 

“One, in a world of many choices for 
marketers, remember that [in addition 
to] the traditional ideas of price-, 
distribution- or innovation-based 
competition, there’s a fourth option 
and that’s competing on customer 
intimacy,” Suther said. “Increasingly, 
marketers will ground their strategy 
in customer intimacy, so evaluate Big 
Data choices by how well they advance 
your knowledge of customer behaviour, 
attitudes and values.”

“And second, dig deeper than what is 
or what was; focus also on what’s likely 
to be,” Suther advised. “Know that and 
you’ll be able to market, allocate and 
assort far more effectively.”

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

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

Big Data Cheat Sheet
Pat Lewis of Oasis Stop ’N Go and Kick Back Rewards offers 
these four tips for finding your way in the world of Big Data:

•  Don’t Complicate Things: “Keep it simple; there is a lot of 
low-hanging fruit out there. The key is to have a program 
with a base offering.”

•  Perk Up: “Sweeten your offers with program-specific 
promotions.”

•  Be Relevant: “Get the right offer to the right customer at 
the right time.”

•  Match Game: “Make sure everything aligns with your own 
business objectives.”

“Big Data allows us 
to understand our
customers in every 
possible way, to 
make sure that our 
offers are relevant.”
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Travelling abroad
      Convenience retailing 
                     in Brazil

On my first trip to Brazil, I was 
amazed to learn that approximately 
380,000 locations sell tobacco.  Of the 
380,000 tobacco retailing locations, 
less than 30,000 are chain stores; the 
remainder are independent businesses.

All are not convenience stores (where 
tobacco is mainly sold in Canada) but 
a mixture of small tobacco kiosks, 
newsstands, c-stores, gas stations, bars 
and bakeries.  Only 15% of c-stores 
sell petroleum in the country.  Bakeries 
account for approximately 65,000 
locations and primarily sell freshly baked 
goods but also offer sweets, snacks, drinks 
and cigarettes.  Cigarettes represent about 
7% of the total revenue at bakeries.  The 
top three category sales in convenience 
stores are cigarettes (40%), beer (23%) 
and soft drinks (13%).  The largest 
growing c-store category offerings are 
fresh baked goods and fresh coffee, as 
traditional hot dog and coffee machines 
have been replaced.

 

At first, I thought I heard 38,000 
locations sell tobacco, not 380,000.  
Adding to my disbelief, confusion and 
amazement was that the majority of 
these stores receive weekly DSD delivery 
with a minimum carton purchase of 
two (not 20…).  I couldn’t believe that a 
cost-efficient distribution infrastructure 
was possible and practical for 380,000 
locations.  

The 100-plus cigarette sku’s available 
in Canada are simplified to less than 20 
sku’s (mainly sold in 20 packs) in Brazil.  
The DSD model is exclusive to tobacco 
and to add further to my amazement was 
that many locations offer exclusivity to 
one manufacturer.  The largest cigarette 
manufacturer has approximately a 60% 
market share – that was once closer to 
80%.  I wasn’t sure if I was seeing trends 
in the future of tobacco retailing in 
Canada. 

Approximately 20% of the adult 
population are tobacco consumers.  As 
in Canada, the Brazilian government has 
instituted highly restrictive advertising 
laws, mandatory health warnings on 
packaging, and has banned smoking 
in many locations.  A unique tobacco 
innovation comprised of a flavour  
 
 

 
 
 
capsule embedded in the cigarette filter 
allows consumers to crush the bead when  
desired, adding flavour to their smoking 
experience.  Surprisingly, the Brazilian 
government has legislated a complete ban 
on all flavour agents in tobacco (started in 
late 2013) including menthol!  This is the 
first country to do so.  

Retailers can, however, 
continue to display tobacco 
in their stores.

Local retailing has a new 
meaning in the highly densely 
populated areas in Brazil. 
I found four pharmacies located 
within one city block serving the 
neighbourhood.  Self-service small 
and larger size supermarkets are 
colourfully merchandised and provide a 
great shopping experience.  
High incidences of theft limit product 
opportunities in traditional 
convenience stores.

The country and the people are 
beautiful and friendly.  The upcoming 
World Cup and Olympics are helping 
transform the retail landscape.  

More exciting things to come…

Aircraft photo by: 
Jelle vd Wolf / Shutterstock.com 
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1  Source: Nielsen Market Track, FDM+GM+WC+C&G, Last 52 weeks period ending 12-Jan-2013 
2  Source: Nielsen Market Track, C&G, Last 52 week period ending 12-Jan-2013
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The 2012 grocery store 
price wars saw Walmart 
and Target squeezing the 
Canadian incumbents and 
forcing all food retailers to 
shift their price points lower. 
Milk, meat, fruit, vegetables 
and bread: the staples were 
slashed to attract/steal 
customers. Who are the 
winners and losers in this 
war?

Producers have the 
potential to be winners, with 
at least a steady market, but 
a low customer price often 
means low commodity prices. 
 
 
 
  
 
 

Consumers ostensibly win, 
since they get lower prices 
and stalled inflation. But if 
the independents in their 
communities are forced out 
of business by an inability 
to keep up (or down, in this 
case) with the giants, it is 
a win for monopolies, and 
thus for lack of choice, lack 
of competition and lack of 
convenience, instead.

C-stores with buying 
power, those who are part 
of large chains, can reduce 
inventory costs in order to 
handle the lower consumer 
prices. Independents have a 
harder time, and need to be 
creative, flexible and lean to 
survive.

For c-stores in the UK, 
with its dense population 
and smaller land mass, the 
situation is particularly 
grim. “… convenience 
store retailers are becoming 
increasingly concerned about 
the impact of the multiples 
on the market, in particular 
their buying power, which 
is leading to the demise of 
independents,” according to 
one ministry report. Those 
c-stores in the UK bought 
out by or affiliated with large 
chains can do well enough 
when prices are falling, 
leveraging buying power to 
maintain a  margin. Increased 
consumer demand for local 
shopping locations and  
greater convenience might be 
the only saving factor for the 
little guys. 

 
 
 
 
 
 
 
 
 
 

In the US, slashed prices 
are often being offered only 
to loyalty card holders, 
making the wars more about 
retention than attraction. 
C-stores are attempting to 
keep up with loyalty card 
programs of their own.

C-stores in Canada are 
being impacted by grocery 
store price cuts of 10 to 25% 
and such innovative battle 
strategies as extra discounts 
for shoppers currently on 
employment insurance 
benefits. Competition is 
forecasted to increase as US 
Target stores enter the fray. 
Those independents, however, 
who can ride it out have a 
ray of hope: history shows 
that the loser in a price war 
is sometimes the giant that 
started it. 

Volatile weather that wipes out crops 
with sudden frost, tornado and fire. 
Higher livestock feed prices. Greater crop 
input costs.

These and more had Canadian 
consumers anxious at the beginning of 
the year about soaring food prices. 
with food inflation in the country running 
in 2011 at 4.3% (1.4% above the overall 
rate of inflation), but wages not keeping 
up, the situation looked grim. 

And then came the wars.

      The
    grocery
       store 
     price
     wars— 
  and you
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     What plain       
  packaging
     means to you

The implications 
   for c-stores

Australia has set the precedent. On December 1, tobacco companies that sell in that 
country were required to wrap their products in plain packaging. Cigarette packs are 
indistinguishable from one another except for the brand name displayed discretely in plain 
font. Graphic health warning images loom large. 

Global economic forecasters see countries around the world adopting plain packaging 
in a domino effect. Giving little consideration to the arguments that plain packaging does 
nothing to prevent smoking, that the practice invites counterfeiting (crime) and generic 
labelling (lower prices) and violates free market principles, intellectual property rights and 
consumer freedom, legislators around the world will bow to calls for ever greater controls 
and vote for yet another regulation in an overly regulated industry.

What happens at the retail level?

 
 
 
 
 
 
CONVENIENCE IS CUT

Your customer asks for his 
favourite brand. Today, you are 
reaching for a pack he cannot 
see and that you have to unlock 
in some fashion. Tomorrow, 
you will be reaching for a pack 
that will need to be carefully 
double-checked to ensure it is the 
requested brand. With no logo 
visible, nothing will instantly 
show you that you have grabbed 
the right one. The customer, too, 
will need to double-check the 
name once the pack is in hand. 
In an industry where the average 
customer visit is two minutes, 
even the few seconds the two sets 
of double-checking require will 
add up significantly. But even that 
is a conservative view. A recent 
Rural Shops Alliance study in the 
UK found the length of serving 
time more than doubles, and staff 
errors increase by an incredible 
400%. As well, clerks were 
found to spend much more time 
with their backs to customers, 
increasing security risks to 
themselves and the store.  
 
 
 
 
 

 
 
 
CAPITAL COSTS RISE

You have already invested in a 
screening method, thanks to the 
display ban. With serving time 
and security risks increasing, 
you will need to think about the 
newest forms of technology that 
involve automated selection or, at 
the very least, a separator system 
that places the onus on the loader 
to do the double-checking rather 
than the clerk. 
 
PRICES FALL

Brand names exist for a reason. 
That reason is reputation. A 
brand name says consistency, 
quality and value, and says it 
often in one word or picture. 
Consumers will pay more for a 
brand name, because they know 
what they are getting. Cigarette 
smokers are amongst the most 
brand-loyal consumers in the 
world. If brand premium is 
reduced, the price of cigarettes 
falls as manufacturers lose 
their investments in their 
very reputations. The loss to 
tobacco companies of consumer 
attachment to brand means steep 
financial shortfalls and nearly 
irreparable goodwill damage. 
The fall of legitimate corporations 
does not mean a tobacco-free 
world, as plain packaging 
advocates would have it. It means 
unregulated chaos. 

The suppliers are not the 
only ones hurt. The Montreal 
Economic Institute notes that 
hundreds of c-stores in Canada 
closed when display bans were 
legislated. Hundreds more are 
at risk if there is no difference 
discernible between the brands 
they offer and generic or 
counterfeit products.

The final blow is borne by the 
consumer. It is estimated that the 
lower prices brought about by 
“genericizing” will appeal most 
to those who can least afford 
to smoke and who suffer the 
most from it: the poor, the very 
young and the elderly. This is the 
direct opposite of the purported 
benefits said to be derived from 
plain packaging.
 
CONTRABAND TRAFFIC 
INCREASES

It is hard enough these days 
to battle the effects of tobacco 
smuggling, where loss of market 
share is just the beginning. A 
counterfeiter needs not even to 
try when reproducing a plain 
package. As counterfeiting 
gets easier, crime rates rise. 
Contraband tobacco traffic is tied 
to organized crime, gun violence 
and further types of criminal 
activity.  
 
 
 
 
 

 
 

Rather than address the 
taxation problems that keep 
smugglers in business, legislators 
look for the answer in brown 
paper and plain fonts, tools that 
make counterfeiting both cheap 
and easy. 
 
wHAT ABOUT YOU?

What is your take on this 
situation? Tell us what you 
are seeing and hearing at your 
counter. Do you fear plain 
packaging legislation? Do you 
welcome it? Give us and your 
fellow c-store owners and 
operators the benefit of your 
insight. We will highlight your 
understanding of this industry-
changer in a future issue.
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On October 11, 2013, 
five teams of cyclists will leave 
Toronto, Ontario, for Austin, Texas. 
They will ride the 3,200 kilometres 
in eight days, cycling non-stop 
     24 hours per day, rain or shine, 
          day and night. Each rider 
          will do six hours at a time, 
               with a break of 24 hours 
                      between stints. 
                   Team members are 
                    relayed in via support 
                   vehicle. The ride is 
                      tracked online. 
                    Excitement is high.

 
       And the results are amazing.

Supporting                    survivorship!
  Mac’s sponsors
   the Wellspring
  Peloton Challenge
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2013’s event is the second 
annual Wellspring Peloton 
Challenge. The 2012 event, with 
26 riders, was the first and was 
expected to raise $250,000 for 
Wellspring, a network of cancer 
support centres in the Greater 
Toronto Area. It instead raised a 
massive $420,000. 

CStore Life spoke with 
Tom Moher, Vice President 
of Operations for Mac’s 
Convenience Stores, and an 
organizer of, supporter of, and 
participant in the event. We asked 
him how the ride came about.

“We modelled it on a ride 
called Cancervive that had been 
taking place in Calgary, Alberta.” 
That ride benefits the Wellspring 
network in Calgary. “Six of us 
participated in that ride to learn 
all about how they do it. We came 
back with the idea of organizing 
our own Toronto ride.” 
 
 
 

 
 
 
 
 
 
 
 
 
 
 

 

 

The Toronto to Austin ride 
raises awareness and support 
for the Wellspring network in 
Toronto, which itself provides 
real, meaningful support to those 
suffering from cancer, individuals 
and their families. Tom explains 
that that support comes “in 
many ways, shapes and forms. 
They provide psychological 
support, physical support, 
financial support. Really it is 
an organization that focuses on 
promoting survivorship.”

Tom was one of the 26 cyclists 
in that first peloton, and will be 
riding this fall in the second. 

“One of the things I think we 
all need to do within whatever 
aspect of life we are in—I just 
happen to be involved in the 
convenience industry—is to  
look for opportunities to give 
back, because indeed we are very 
fortunate on a daily basis and 
there are people out there who 
are less fortunate.”

Each team sponsors a warrior. 
Warriors are those currently 
undergoing cancer treatments or 
just finished with them. There are 
five for this year’s event, and each 
team gets to know its warrior well.

Each team, at the same time, 
gets to know one another well. 
The riders are encouraged to 
train together every weekend so 
they are in top form by October.

During the ride itself, riders 
and volunteers keep up a daily 
blog. GPS trackers allow family, 
friends and supporters to go 
online and track the ride live as 
it unfolds. These components 
add engagement and excitement 
for the hundreds of supporters 
at home. Onsite Supporters 
cheering at the beginning and 
end of the race, according to 
Wellspring representatives, 
number over a hundred. 
 

 
 
MAC’S

Mac’s Convenience Stores 
gives back through much more 
than Tom’s participation. Mac’s 
sponsors a team and provides 
its promotional van as a support 
vehicle that “follows whatever 
team of riders is on the road at 
any particular time, essentially 
following the peloton all the way 
from Toronto down to Austin,” 
says Tom. The van ensures the 
riders arrive safely in Texas.

Mac’s also promotes the ride on 
its in-store network digital screen. 
 
A CALL TO ACTION

You’d like to get involved? 
Wonderful! 

“This is a truly amazing event,” 
encourages Tom. “I was fortunate 
to be part of this and see 
firsthand the incredible effort put 
in by all the riders and volunteers 
involved.” He also had the 
opportunity to meet individuals 
who used the Wellspring 
services, as some were on hand 
to welcome the group to Texas. 
He was moved by their strength: 
“Cycling from Toronto to Austin 
is indeed a challenge but the 
individuals who face cancer have 
a much tougher road. It was 
great to meet individuals who, 
with the incredible support of 
Wellspring, are able to overcome 
the daily challenges associated 
with this disease, truly a group of 
inspirational people.”
 
THE CSTORE CHALLENGE

C-stores, suppliers, distributors 
and CStore Life – we can all get 
on board with a first-time CStore 
Challenge! 

Visit www.wellspring.ca/
tomcstorechallenge and add your 
support to Tom’s ride! His personal 
goal is $20,000, an ambitious 
doubling of the minimum 
commitment of $10,000. 
 
 
 
 

 
 
 
 
 
 

 
 
 
 
If every one of our stores and 
suppliers contributed $10, Tom 
would have $270,000 to turn 
over to Wellspring this October! 
Imagine the healing and hope 
that could bring! Let’s do it!

CStore Life wishes Tom and 
the entire peloton fine weather 
and surpassed goals! 

How to donate $10 
(or more!): Go to 
www.wellspring.ca/
tomcstorechallenge and 
follow the prompts. 
Donating is easy, your 
income tax receipt and 
a thank you will arrive 
in your email inbox, 
and your name (or your 
store’s name – your choice) 
will be listed among the 
sponsors. And, if you like, 
write to us at info@cstorelife.
com and tell us why you made 
your donation. We’d love to 
hear whether you are on board 
because Wellspring has touched 
your life, Tom’s story motivated 
you, or you are excited about a 
c-store community effort that is 
doing such great good! 

WELLSPRING
Founded in a welcoming coach 
house in 1992, Wellspring is 
an innovative and growing 
network of community-based 
cancer support centres that 
collectively offer over 50 
different programs. Wellspring 
provides support, coping 
skills, and education at no 
charge and without need of 
medical referral to individuals, 
family members and 
professional caregivers living 
with cancer. Find Wellspring at 
www.wellspring.ca. Find the 
Wellspring Peloton Challenge 
at www.wellspringride.ca.
 

MAC'S
Mac’s Convenience Stores has 
served Canadians since 1961 
in hundreds of communities. 
Mac’s is proud to support the 
Wellspring Peloton Challenge. 
Visit Mac’s at www.macs.ca.
 

PELOTON
A peloton is a group of cyclists 
riding in a formation that 
intensifies slipstreaming and 
reduces air resistance to 
conserve energy and increase 
efficiency.
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One example illustrates it 
very well. Although a discount 
promotion can generate an 
average gross lift of 310%, only 
45% may be truly incremental 
when cannibalization is taken 
into account. In many cases, when 
all factors are considered, the 
promotional margin is negative. 

Would you rather make a gift 
of a discount or product based 
on, say, loyalty card data that tells 
you this customer is a great 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 customer than to offer discounts 
to the public at large? Discounts 
to loyal customers reward them 
for their loyalty, make them feel 
special, spark impulse purchases 
and provide further data, and 
thus insight, for you and your 
suppliers and manufacturers. 

How do those suppliers and 
manufacturers feel about the 
discounting of impulse items? 
The argument for discounting, 
on the manufacturer side, 
says, “If competing products 
are discounted, then they are 
perceived to be a better value. We 
should encourage the discounting 
of our product.” In the end, 
however, research shows that 
manufacturers prefer to do 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 business with stores that tend not 
to discount. Manufacturers invest 
a great deal in reputation—in 
providing quality and consistency 
and in advertising that quality 
and consistency to consumers. 
Discounting is ultimately 
perceived as cheapening. A quality 
product offered at a fair price is 
seen as the best value.  

Remember, too, that for 
you, the retailer, discounting 
is successful when it expands 
category sales. For the 
manufacturer, discounting is 
successful when it increases 
product sales even (or, more 
to the point, especially) at 
the expense of other brands. 
Discounting is not successful 
for the manufacturer when it 
cannibalizes its own sales at other 
            stores, and that is another 
              risk that can be added to 
                      potential perceived 
                     cheapening. 

                          Does the nature 
                            of competition 
                               mean you need 
                                 either to play 
                                   or to lose? 
                                Does the fact 
                                   that you are 
                               now competing 
                               against grocery 
                                 stores and 
                          pharmacies mean 
                      you need to join the 
                               game? Not 
                                 necessarily. 
                                    Taking the 
                                     long view, if 
                                      every store 
                                       discounts 
                                      its impulse 
                                     items lower 
                                   than the one 
                                      before it,

                             then everyone 
                                loses, including 
                                the customer. 
                                  No margin 
                            means no profits, 
             and impulse is all about 
increasing profits. 

All the experts agree on one 
type of impulse item discounting. 
That is the discounting you 
do when you are overstocked, 
find yourself with some very 
slightly damaged packaging, or 
are attempting to rid yourself 
of the last of an unpopular line 
of goods. There is no argument 
against moving otherwise 
unmovable stock. 
 

 

In the end, maintaining fair 
prices, keeping the premises 
clean and attractive, taking every 
opportunity to promote and 
advertise, and above all, providing 
the convenience your customers 
seek, are strategies that go beyond 
discounts to keep your store 
profitable.

 The debate:
              To discount or not to discount
                            impulse items“Impulse 

buying occurs 
when a consumer 
experiences a 
sudden, often 
powerful and 
persistent urge 
to buy something 
immediately.” – 
The Asian Journal 
of Business 
Management 
Studies

 

 
 

 One of the oldest ideas in 
retail, possibly beginning with the 
pickle barrel in neighbourhood 
stores of the 1800s, is to sell an 
extra or impulse item at the 
counter, at the point when the 
customer is ready to pay. Instant 
gratification, emotional needs, 
time crunches and distraction 
are cited as reasons impulse 
purchasing makes up a whopping 
53% of all retail purchases.  

 

 

 

Impulse items can be brought 
to the customer’s attention at 
the counter, as is traditional, or 
through in-store static or video 
display advertising. Snacks, 
beverages, toys and gadgets are 
among the most popular of 
impulse items. 

Conventional wisdom says the 
customer is more likely to pick up 
the item if it is discounted. But is 
this really the case? Do you need 
to discount an impulse item?

Is it necessary to discount a 
bottle of water when it is 40°C 
outside? 
 
 
 
 
 
 

Let’s take a look.
It is rather obvious that there 

is no need to discount a bottle 
of water when the pavement 
is shimmering in a July heat 
wave. But what about offering 
a discount on two bottles? The 
customer will buy one bottle no 
matter the price, if it is fair and 
if he wants it, but it will be hard 
to turn down a deal on two even 
if he did not intend to buy more 
than one. He sees value in the 
bulk buy. 
What about chocolate? Will a 
customer buy two chocolate 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
bars if she wants a treat and  
perceives value? Is she buying on 
price or loyalty to a chocolate 
brand? 

Some consultants think 
discounting impulse items 
is unnecessary as long as the 
pricing is fair and competitive. 
They allow, though, that with 
competitors out there doing 
it, careful thought needs to be 
given to the practice. It forces the 
question: Should a c-store owner 
engage in the discounting game 
or spend more time, money and 
effort on displays, cleanliness, 
friendliness and everyday fair 
pricing?

There is more to be said for 
the latter than you might think. 
External factors play a big part  
 

in impulse buying. The physical 
attractiveness of a store has been 
shown to have a high correlation 
with impulse buys. A customer 
will leave a store in which he 
feels stressed or claustrophobic 
before he can be persuaded to buy 
anything on impulse. Clear aisles, 
clean floors, shelves, counters 
and windows, and attractive 
advertising create an environment 
that influences consumer buying, 
making placement and promotion 
more important than price. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Price still has its place. Some 
discounting on certain product 
categories works better than 
others, and that adds a further 
dimension to the discussion. 
Cold beverages in the summer, 
hot beverages in the winter: these 
are just two categories in which 
instant gratification plays a big 
part, and for which a discount, 
especially in a two-for-one or 
bundled deal, can work. 

What is in it for you?
Does discounting mean 

cannibalization or lift? By what 
percentage do you expect to 
increase your sales through 
this impulse promotional 
discounting? Research shows that 
a retailer needs to be very careful 
about this. 
  

A quick summary:
The impulse item discount 
debate

PROS
	 •		Customers	like	

discounts
	 •		Discounts	for	bulk	

buys (two or more) are 
perceived as value

	 •		Discounting	can	
generate lift

	 •		Discounts	can	be	
rewards for loyalty

	 •		Discounts	are	effective	
means by which to deal 
with overstocked or 
slightly damaged goods

CONS
	 •		Placement	and	

promotion are more 
important than price

	 •		Discounts	are	seen	as	
cheapening the product

	 •		Discounting	can	mean	
cannibalization of 
profits

	 •		Manufacturers	tend	not	
to like discounts

	 •		Discounts	can	snowball	
so that no one profits
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CStore Life pulled Greg Gauthier away from an extremely busy schedule 
for a half hour this month to chat with us about challenges, priorities and 
goals in the retail industry. 

What makes Mr. Gauthier so busy? He is a retailer—co-owner of an 
ambitious location on Stoney Lake in The Kawarthas—and the new 
president of the National Convenience Stores Distributors Association of 
Canada (NACDA). 

We are not sorry for having taken him away from his duties. We learned 
a great deal in those 30 minutes, and we are happy to pass on to you some 
valuable information from an interesting perspective.

49summer 201348 cstorelife.com
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THE CHALLENGES  
IN RETAIL

“As a family, we are retailers,” 
begins Mr. Gauthier. His wife 
Leslie has owned retail businesses 
in the Northeast US for years, 
a family business, and he is a 
retailer as well. “In looking at my 
role as president of NACDA, I 
know very much what it is like to 
be on the other side of the fence, 
being a retailer, a smaller retailer 
and a family business.”

The couple and business 
partner Craig Phillips assumed 
ownership of the market on 
Stoney Lake this past spring. “It 
is a very different retail business,” 
says Mr. Gauthier. It is a full 
service market that provides 
groceries, butcher shop, a bakery, 
ice cream and a pub-style 
restaurant, and so convenience in 
the fullest sense. 

It has its complexities. Stoney 
Lake is a cottage community. 
“It is obviously seasonal, so you 
open the first weekend of May 
and you’ve got three and a half 
months to do the most you can 
do until you close October 31st. 
It is a pure sprint combined with 
the stamina of a marathoner.”

This seasonal aspect may 
change, as several residents have 
become year-rounders, causing 
the store to look at potentially 
providing services into the off-
season, but that is in thought only 
right now.  
 
 
 
 
 
 
 

 

Overcoming a second difficulty, 
competition, has been a great 
deal of hard work. “I think as a 
business one of the things we 
have had to do, especially for a 
market like ours and having the 
potential conveniences in  
surrounding towns that have all 
of the larger chains, is to establish 
a philosophy that focuses 100% 
on customer service. Making it 
an event when people come to 
visit you, create a destination spot 
and not simply a location to do 
convenience shopping.” 

An event? Given hard work 
on the part of the new owners, 
the market has indeed become 
somewhat of a destination spot. 
“We have partnered with a local 
microbrewery in Peterborough 
and created a private label beer 
called the Stoney Lake Craft Ale 
that is exclusive to our facility. 
We have partnered with a local 
and renowned butcher shop in 
Peterborough called Franz’s to 
provide us with the best cuts of 
meat on a weekly basis. The same 
program is being launched for 
produce in the coming weeks and 
we have launched our concierge 
service.”

A concierge service in a c-store 
market?  Mr. Gauthier describes 
the concept: “A lot of our clientele 
are GTA folks or people from 
other areas, and frankly the last 
thing they want to be doing is 
shopping when they come up for 
their three or four days or spend 
the day before departing stocking 
up and so we have created a 
pre-order system where they can 
order virtually anything from 
fresh baking to meats to groceries, 
and in the next few weeks we 
hope they will even be able to 
order our new beer.” [As you have 
read, NACDA and CCSA are both 
lobbying strongly for this at the 
provincial government level.]

“Our concept is to have it all 
available for them as they drive 
up on a Friday afternoon.” 

Stoney Lake boasts 
approximately a thousand islands, 
of which 800 are inhabited. “A lot 
of these folks are parking their 
cars and taking off by boat and 
we try to have everything ready 
for them for their departure.” 

What the market is best known 
for at present, however, is its 
baking. “We do all of our baking 
from scratch in our facility. We 
have a full-time baker with us 
for the season. We are renowned 
for our pies and Chelsea buns.” 
That part of the business was 
a matter of building on prior 
success. “The bread itself was 
already here. The individual who 
started Stoney Lake Market was 
a wonderful customer service 
person who knew his customers, 
and people would come as much 
to speak with him as they would 
to purchase things in the store. I 
think we have picked up on his 
brand as an individual and now 
we have added new features to 
the business and are taking it to 
the next level. In fact, this past 
weekend we used the bottling of 
our new private label beer as a 
major component of introducing 
Stoney Lake Market as a major 
brand on the lake. The event had 
over 380 attendees, our beer was 
being served, the name Stoney 
Lake Market was mentioned 
all night long and our butcher 
partner turned out to be the 
catering company. Not bad for a 
$400 investment.”

It is working well.  “We could 
not be happier with where we 
are at in these first couple of 
months. It’s a lot of work for my 
family, and a lot of work for our 
business partner, but our thought 
process is that if we can do this 
right this summer then our goal 
is to replicate it as a cottage-based 
business in other locations as we 
move forward.”

“Our issues are what every 
small business faces. One of the 
issues we find is that we are still 
a small business. It is hard for us 
to order like the bigger guys. We 
don’t need the large case sizes and 

 
 
 
 
so on. This is something that we 
are working through as things 
progress and, again, my wife and 
business partner both have been 
in the retail business for over 20 
years, and are doing a great job 
at putting some of these things 
together in relation to turning it 
into much more of a process and 
understanding the logistics side of 
the business as well.”

“Now, as president of NACDA, 
I am hoping to bring the issues of 
these smaller but busy businesses 
to my members and help create 
better ways for these businesses to 
succeed.”

THE CHALLENGES  
IN DISTRIBUTING

“There are several challenges 
for distributors at this point. 
As the president of NACDA, 
it would be great to be able to 
get all of the tobacco products 
back on wholesale trucks. I 
think that would help our 
members as we continue to 
look at ways to increase revenue 
and profitability. It hurts when 
you are missing a big chunk of 
the market share, and if it is 
not on your truck, it makes it 
difficult.” Another challenge is the 
continued rash of consolidation. 
“That is consolidation of all the 
sectors—wholesale, retail and 
manufacturing. Some companies 
have strengths in a few but it 
is challenging. It is an even 
greater challenge to the smaller 
distributors." 
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“If you look at it on the retailer 
side, you see the mergers and so 
the market is shrinking while 
it expands for the big guys. 
For us as distributors, that is a 
challenge as we move forward. As 
the manufacturers consolidate, 
it reduces the spend. I think as 
an association, NACDA, those 
are some of the key areas that 
are challenges for us in today’s 
marketplace.”

The issues that are the 
priorities at present: “Tobacco 
tax is obviously a huge issue; 
contraband continues to be an 
issue and frankly will continue 
to be. It continues to be one 
that we truly have to work 
through together with the retail 
community. As far as government 
is concerned, we absolutely 
need to make sure we continue 
working towards making it a level 
playing field.”

On the confectionary side, 
“I think the issues for us as 
wholesalers and distributors are 
the labelling complexities, the 
grey market, and the world of 
obesity. Products are changing. 
I think we need to change with 
the times as well. We need to 
figure out ways to work with the 
manufacturers as well as with the 
retailers. That’s where we are at 
right now. We need to make sure 
government understands how 
changes they make affect all of us 
in this industry.”

WHAT THE NEW LEADER 
BRINGS TO NACDA

Mr. Gauthier owns his own 
company, ONE Direct. He was 
recently president and CEO of 
the Canadian Pharmaceutical 
Distribution Network (CPDN). 
“Although it was not an 
association per se, it was run 
as a not-for-profit. We handled 
the complete order-to-cash 
distribution on behalf of multiple 
pharmaceutical manufacturers 
across the country specific to the  

 
 
 
hospital marketplace.” There are 
similarities, he tells us, as to where 
CPDN was, where NACDA was, 
where CPDN is, where NACDA 
is. “We have seen consolidation at 
the pharmaceutical manufacturer 
level. On the wholesale 
distributor level, if you look at the 
pharmaceutical industry, there are 
virtually only two distributors left 
besides CPDN. The consolidation 
of manufacturers, the changes 
in distribution requirements, 
the requirements for how 
medications are being delivered, 
the new types of medications that 
are being launched, have created 
the need for a wholesaler to 
become all-encompassing. I have 
been through that process.”

Part of Mr. Gauthier’s role 
at CPDN was “to try to figure 
out whether we could retain 
the value proposition in who 
and what we were, and to try 
to reduce costs in the delivery 
of the pharmaceuticals for the 
manufacturer as well as for the 
hospital. The difference in my 
world was that it was actually 
owned by the manufacturers, 
and we had 20 plus manufactures 
that were part of the program. 
We had to do a lot of the same 
things that we have to do here 
at NACDA. Not everybody is of 
the same size who is part of your 
program. You’ve got the little 
guys, you’ve got the medium-
sized guys and you’ve got the 
really large guys that are part of 
the program and sometimes it is 
the little guys who need the most 
help and the bigger guys are in it 
because they need to be in it. The 
value proposition or the strategic 
implications were very different 
for many of the members. I 
think we were quite successful at 
CPDN in maintaining our base of 
manufacturers that were part of 
the network.”

All in all, that is a great 
deal of experience on the 
wholesaler-distributor side, and it 
complements years of consultant 
work for multiple companies. 
“The old adage of herding cats 
is nothing new to me. I see some 
of that as I walk into this role as 
well.”

And it didn’t scare him off?
“No. In fact I am excited as 

to where NACDA is at this stage 
of life. I see a lot of opportunity 
for NACDA as we start to move 
forward. I am pleased with 
the fact that we are having 
conversations in and around 
affiliation but I am also very 
pleased that we did not jump into 
it too quickly. We all believe it is 
the right thing; we just need to 
make sure that when it is done it 
is done for the right reasons.”

COMMON GROUND
Mr. Gauthier believes retailers 

and wholesalers are dealing 
with many of the same issues. 
“Consolidation of manufacturers 
affects us both right now. Many 
of the government issues are very 
similar. We are dealing with many 
of the same people. Cost savings, 
our value proposition and our 
strategic position is required and 
justified as we go forward. I know 
the affiliation between NACDA 
and CCSA continues to be 
discussed for all the right reasons. 
We need to be able to work 
together and work on the issues 
we both have. Having said that, 
we are both very different in some 
of our needs, but I think those 
aspects will sort themselves out as 
we continue to work together.”

What is required to work 
together?

“First and foremost: 
communication. We need to be 
able to communicate with each 
other about the right issues. 
Secondary to that, I think the one 
area that potentially was lacking 
as we were rolling into the actual 
affiliation but one that is going to 
be taken care of is that we need to 
 

create a very strong and specific 
strategic plan: a plan that speaks 
to all of our needs, the funding 
models and long term viability 
of our associations. This includes 
a willingness to work together. I 
think as long as we communicate, 
as long as we have a good plan in 
place that is going to take care of 
both of our groups, and a true 
willingness to work together on 
all of the issues, I see us heading 
down a very positive road.” 

“Finally, we also have to 
understand that as much as we 
have a lot in common, we also 
have very different groups that 
we are managing or working 
with. NACDA is a national 
organization. It is our intent to 
remain a national 
organization. We 
want to, in fact, 
add to our value 
proposition. We 
want to make 
sure that the 
wholesalers, the 
manufacturers 
and the retailers 
see us as an 
association 
providing a 
value service and 
offering for both 
our members and 
our affiliates. We 
are not only event 
coordinators.” 
 
THE FUTURE

What would make Mr. Gauthier 
proud in, say, three years? “It 
would be NACDA being viewed 
by the industry as an association 
that has added value to its 
members, that continues to be 
recognized by the membership 
as a necessity, continues to be a 
good corporate citizen, becomes 
affiliated with the convenience 
store community, continues to 
provide for the manufacturers, 
and last but not least, while the 
market seems to be shrinking in  
 
 
 

 
 
numbers of companies, I think it 
is important for NACDA 
to continue to increase its 
membership as we go forward.”

That is an impressive list—
impressive but doable. “I think 
what I bring to the table, what 
I have been successful at in 
the past, is strategic business 
development and growth. I 
have begun right out of the 
gate working with several 
wholesalers and distributors who 
are currently no longer or are 
not members of NACDA. I am 
working to bring them into the 
fold or back to the fold so that 
we truly have a strong national 

presence from coast to coast. It is 
my goal to focus on strengthening 
our Western business base. With 
the announcement of the Sobey's/
Safeway acquisition and possibly 
other Western retail acquisitions 
we need to become an asset in 
Western Canada. We are quite 
strong east of Manitoba but the 
goal for us moving forward is 
to really have a coast to coast 
presence and be strong in every 
province in Canada. We are 
going to work hard to make that 
happen.”
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It’s becoming increasingly 
apparent that the convenience 
store channel is looking to become 
more advanced when it comes to 
the utilization of data, especially in 
the area of Category Management 
and Supply Chain optimization. 

For many years, large store-
format retailers have used Point 
of Sale and Inventory data to 
make decisions that support the 
Assortment, Space and Supply 
Chain process.  Investment has been 
made in Category Management 
resources, process consultancy and 
supporting solutions to help drive 
improved category performance, 
leading to customer satisfaction.  
Now, with the change in consumer 
shopping behaviour moving 
towards a more ‘convenient shop’ 
approach, smaller retail channels 
are looking to follow suit in order 
to compete.  This has now become a 
critical, priority area, as convenience 
store operators are looking to 
ensure they optimize their business 
in order to keep costs low, preserve 
cash and have the right assortment 
for their consumer.

Shoppers have changed, and this 
is forcing the retailers that they 
are now purchasing from to follow 
suit.  They are more knowledgeable, 
have greater levels of diversity and 
demand more for their dollar than 
ever before, resulting in higher 
expectations on the convenience 
store retailer.  Due to high levels of 
transferability, based on a less loyal 
consumer base, customers are now 
expecting similar levels of product 
choice, availability and service that 
they received in major retailers, but 
now in the small store format.

However, in order for 
convenience and small store-
format retailers to adopt these new 
principles and approaches, there are 
a number of challenges that need to 
be overcome:

-  The capture, cleansing and 
centralization of Point of Sale 
data from owned and also 
franchisee stores

-  The introduction of category 
management principles that 
drive value whilst being simple 
enough to ensure user adoption

-  The creation of a value added 
service to store managers and 
owners that provides proactive 
opportunity highlighting that 
doesn’t take them away from the 
customer

-   Building a ‘win-win’ scenario 
with C.P.G. partners through 
category collaboration and 
‘common’ data / insight sharing

There is one key area that needs 
resolution in order to drive success 
and that is data.  Data has become 
the fuel of the retail industry and 
without using it properly and 
efficiently, retailers will lose their 
competitive edge.  Therefore the 
capture, utilization and execution 
of available datasets is essential 
to drive value for all three major 
participants: the store, the 
manufacturer and the corporate 
entity. 
 
SO, wHERE DO RETAILERS 
NEED TO START?

The first phase of any successful 
Category Management initiative is 
capturing the Point of Sale data at 
the store level and then ensuring 
this can be centralized into a 
consistent format.  Although this 
sounds like a relatively straight 
forward process, complications 
often occur in the form of data 
inaccuracy, inconsistency and gaps.  
It is essential that retailers work 
with data partners with a proven 
track record and a strong data 
resources team used to working 
within a retail data environment.

Secondly, once the data is 
consolidated, the next step is start to 
build a process that will utilize the 
information and provide 
 
 

insight to multiple business areas, 
both internal and external.  When 
conducting a full category review, 
or everyday category health check, 
certain boxes need to be ticked to 
ensure performance goals are being 
met.  This results in all parties 
working from the same knowledge 
bank, and driving conversational 
insight designed with one goal 
in mind, category success.  It is 
extremely important that this data 
is easily accessible and updated on a 
frequent basis to ensure that when 
accessed, confidence is high that it is 
accurate and up-to-date in order to 
make the correct business decisions.

The next priority is ensuring that 
store managers receive information 
that can be consumed easily and is 
delivered in a manner that enables 
them to make rapid decisions, 
whilst maintaining service levels.  
In-store employees do not have 
time for deep-dive analysis, or 
evaluation of multiple reports; what 
they need is rapid delivery of key 
opportunities. Proactive targeting 
of areas of threat or opportunity 
that alerts them when action needs 
to be taken.  Small store managers, 
especially independent store owners, 
now need the insight and support 
that their larger, more powerful 
competitors have taken advantage 
of for years in order to remain 
competitive.

Finally, only when the retailer and 
the manufacturer truly collaborate, 
will the category and the customer 
benefit.  Often, when working with 
large manufacturers, we will be told 
how once they receive the data they 
still have to invest in solutions to 
understand it, and people to interact 
with it.  They also then have to 
ensure they fully understand 
the expectations and business 
requirements of the retailer to help 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
shape what they deliver in return.  
This is all knowledge that can 
easily be lost as attrition occurs 
within the workforce, or categories 
dynamically shift.  All of this can 
lead to confusion, misunderstanding 
and reduced success.

If the manufacturer has to make 
a significant investment to partner 
with a retailer, then the least they 
should expect is clear direction and 
consistent insight.  This enables 
better communication, reduced 
cost of manual data interaction and 
removes any miscommunication 
that may currently occur.  The 
optimal way of overcoming these 
challenges is for the retailer and 
manufacturer to utilize a common 
solution and similar insight.

In a constantly changing 
customer and market environment, 
the only way c-store retailers can 
compete, and meet the needs of 
a new type of consumer, is an 
investment in data, process and 
solutions.  It’s imperative that 
retailers understand the needs 
of the store, the head office team 
and also the manufacturer before 
introducing category and data 
processes.  The introduction of a 
collaborative program that benefits 
all three parties will lead to success 
at all levels; strategic planning, 
customer satisfaction, brand and 
category growth and an improved 
bottom line.

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

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

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

프란트라인 고객서비스의 중요성
급변하는 편의점사업 경영 환경 하에서 우수한 프란트라인 고객 서비스의 제공하여부는 편의접업소 성패의 결정적 요인이 될 수도 있습니다. 고객 서비스
란 고객을 만족시키는 업소와 종사원들의 모든 활동을 의미함으로서 고객 불만사항의 처리, 고객들에게 미소짓는 것 등을 넘어서는 개념입니다. 즉, 고객
서비스란 기존의 관행을 넘어서서 고객을 만족시키기 위해서 최대한의 노력을 하는 것이며, 비용을 감수하고서라도 고객에게 이익을 주는 의사결정을 할 
수 있는 것을 의미합니다. 고객 서비스는 이익을 위한 투자의 개념이지, 결코 비용의 개념이 아니며, 많은 분야에서 고객 서비스의 효과가 나타나게 되어 
무엇보다도 장기적으로 고객유지가 가능하게 된다는 것이 가장 큰 효과입니다. 부적절하고 무계획적인 고객 서비스는 과다한 비용을 초래하지만, 적절한 
고객 서비스는 대단히 가치가 있으며 어느 사이즈에 업소에서도 실천이 가능합니다. 그리고 무엇보다도 고객 서비스는 편의점 사업을 위한 마케팅과 경
영 도구가 된다는 사실을 인식해야 합니다.
이러한 좋은 서비스를 받은 고객들은 업소에 대한 얘기를 다른 고객들에게 호평을 하게 되므로 마케팅 활성화가 가능한 것으로, 즉 새로운 고객 유치에 가
장 비용이 적게 드는 방법은 소문을 통한 방법이라는 점에 유의해야 할 필요성이 있습니다. 또한 훌륭한 고객 서비스를 제공하면, 전 직원 및 헬퍼들이 고
객만족에 헌신 할 수 있게 되므로 경영이 보다 수월하게 되며, 그 결과로 생산성 향상과 이익 향상으로 이어지게 되는데, 이는 영업주와 종사원 모두가 같
은 목표를 위해 협력하기 때문입니다. 
고객 서비스의 마지막 단계이자 완성의 단계는 고객 충성도를 계속 유지시키는 고객 유지 프로그램을 기획하고 실행함으로서 기존 고객을 통해 새로운 고
객을 연결시키는 마케팅의 기회이자 수단으로 활용되는 점을 인식해야합니다. 다음은 피플인사이트에 출처의 성공하는 고객서비스 시스템 구축을 위한 7
단계 입니다.

1단계: 영업주의 의지와 열정
 - 경영주의 고객서비스 시스템 비전 수립 – 경영주와 종사원 모두가 공감하고 공유하는 고객서비스 및 고객 유지에 대한 업소의 비전이나 사명 작성 
및 공표

2단계: 고객 이해
 -  고객을 상세하게 알고 있어야 할 뿐만 아니라 고객에 관한 전반적인 사항을 이해해야 하므로 항상 고객에게 주의와 관심, 고객이 필요로 하는 것을 

알아볼 수 있는 계획을 세워야 함
 - 고객에 대한 정보를 얻는 가장 효과적인 방법은 직접 고객에게 묻는 것임

3단계: 서비스의 질적 기준 개발
 -  일반적으로 고객서비스는 무형적인 것으로 이해하고 있음
 - 하지만 서비스 업무의 프로세스를 살펴보면 개선의 여지가 있는 각 업소마다 고유의 업무형태가 있음
 - 통상적인 서비스 업무처리 절차의 기준이 설정되면, 종사원들은 훌륭한 서비스를 제공할 수 있으며, 이는 측정되는 것은 실천된다는 것을 의미함

4단계: 유능한 직원 고용, 훈련, 보상
 -  유능하고 자질있는 종사원이 훌륭한 고객 서비스와 효과적인 고객유지 프로그램을 제공할 수 있으며, 서비스를 직접 제공하는 종사원들의 전문성이 

서비스 수준을 결정함
 -  종사원들이 고객서비스와 고객유지에 최선을 다하도록 훈련시켜야 하며, 특히 업소의 서비스 기준이 무엇인지를 분명하게 이해하도록 훈련시키는 것이 

중요함
 -  훌륭한 종사원들에게 적절하게 보상을 해야 할 필요성이 있음. 이는 종사원들이 업소를 찾는 고객과 만나는 첫번째 접촉자들이며, 종사원에 의해 고

객의 재방문이 이루어지며, 종사원들이 바로 고객의 눈과 마음에 비치는 업소와 같기 때문임

5단계: 훌륭한 업무 수행에 대한 보상
 -  보상과 교육훈련 강화를 통하여 종사원들의 업무 수행능력을 향상시킬수 있다는 점을 명심하여야 함
 -  종사원 뿐만 아니라 고객의 훌륭한 행위에 대해서도 보상해야 하는데, 종사원과 마찬가지로 고객도 인정받고 싶어하기 때문임
 -  항상 고객에게 감사하고 있다는 것을 알림으로서 고객을 장기적으로 유지할 수 있으며, 새로운 고객도 확보될 수 있음

6단계: 고객과의 관계 지속
 -  항상 고객과 접촉하여 그들의 의견을 들을 수 있도록 지속적인 조사가 필요함
 -  고객과 업소와의 관계는 구매가 일어난 이후부터 실제적으로 발생하는 것임
 -  이때가 고객유지 프로그램을 실행해야 하는 때이고, 고객도 얼마나 세심한 배려를 해 주는지를 측정할 수 있는 때이므로, 고객과 업소 모두에게 이익

이 되는 방안을 모색하여 고객 충성도를 높여나가야 함

7단계: 지속적인 개선
 -  친절하고 이용하기 쉬운 고객서비스 시스템을 개발하고, 유능한 직원을 고용, 훈련하여 고객을 만족시키기 위해서 최선의 노력을 하여도, 어떠한 시

스템이나 프로그램도 완벽할 수 없다는 것을 고려하여 끊임없는 개선의 노력을 기울여야 함
 -  업소와 경영주의 끊임없는 개선 노력은 고객과 종사원들에게 긍정적으로 보일 것이며, 현재보다 더욱 더 발전하려는 모습으로 변해 갈 것임. 그리하

여 개선의 노력을 더하는 만큼 서비스도 나아질 것이고, 결과적으로 고객의 만족도가 높아져 사업의 번창과 수익창출이 용이할 것임
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BUT THAT IS ALL I NEED
FROM THIS PLACE!

WAIT, YOU NEED 
TO BUY SOMETHING ELSE!
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If you are standing still, you are falling behind, say the professionals.   

More to the point in our industry, if you are not attracting new customers, you will not be around long. 

How do retailers attract new customers? “Price,” is the quick answer, but is that it? We are 
experiencing economic times that make price, difficult as it may be to see at a glance, not a first 
priority. Why? Wouldn’t price (specifically low price) be exactly what people are looking for in hard 
times? The experts say no. In a cash-strapped society, people turn to big box and grocery stores 
looking for value.

61summer 201360 cstorelife.com

Why is it  so difficult ?
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and outside advertising (virtual or 
physical) are the most effective means 
by which to get the message to your 
present and potential customers that 
you offer something fresh, something 
fun, something they must try—
something innovative.

 
IS THERE A wIN/wIN?

“Real innovation is something the 
customer will pay for.” If you listen 
carefully and choose innovations that 
are either already working for another 
retailer or that seem a perfect fit for 
you, then you, your supplier and your 
customers are all winners.

Sometimes the introduction of 
innovations comes down first to 
imagination:

C-store drive-through windows 
are one of the latest innovations 
sweeping the US. Store staff takes 
orders and hands bread and milk 
through car windows. Can you 
imagine that? 

In Asia, c-stores are the place 
customers go to pay utility bills, purchase 
cinema tickets, print digital camera 
pictures, and make and receive money 
transfers through bank-style in-store 
technology. Can you imagine that?

Reduced packaging is a British 
innovation that goes so far as zero 
packaging in at least one c-store. It is 
facilitated by a savvy customer base 
that brings in its own reusable boxes, 
bottles and bags. Can you imagine that?

In New York, fingerprinting is used 
as ID to purchase c-store goods. No 
cards, no cash. Can you imagine that?

In Korea, c-stores have gone 
virtual, allowing commuters to scan 
QR codes into their phones and pay 
online, then find their items waiting 
for them, already delivered to their 
homes by the time they arrive. Can 
you imagine that?

 
 
 
 
 
 
 
 
 

 
SOLUTIONS

Use what you already know, says 
one industry advisor. You know your 
customers; you know your business. 
Think about ways to, for instance, 
up the sales of the fresh fruit you 
are now getting in because of the 
focus on health these days. Would 
presenting more like the grocery 
stores do—in a segmented cooling 
unit or in baskets—make customers 
more comfortable with the idea of 
buying fresh produce from you? It 
works for some c-stores. 

Remember that everything in your 
store was once an innovation: the 
magazine rack, the pre-pack display, 
the coffee corner, the sunglasses 
stand. Innovation changes the way 
consumers shop every day.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 
When merely lowering prices 
to compete against big box and 
grocery stores is a “margin erosion 
strategy rather than a value 
strategy” as one industry writer puts 
it, “…retailers and manufacturers 
need to explore and find new and 
innovative ways of filling consumer 
needs.” Look around, listen carefully 
to what your suppliers have to 
offer, listen to what your customers 
are saying about their needs, and 
embrace innovation. It could be 
your lifeline.

 

 
 

 
VALUE’S DEFINITION

Big box and grocery stores, 
with their buying clout and chain 
efficiencies, can keep prices so low 
that any smaller store, yours for 
instance, would go under in no time 
were it to attempt to do the same. But 
value is not always, or not only, low 
prices. Not at all. 

Value is also taste, healthiness, 
quality, appearance, packaging, the 
elusive must-have factor and, most of 
all in the c-store setting, convenience. 
These things come from innovation, 
and it is innovation that is the real 
answer to “How do retailers attract 
new customers?” 

 
 
 
 

 

 
INNOVATION

We can all appreciate the 
importance of innovation even as it 
frightens us to some degree. To some 
degree: some say innovation is the 
scariest thing in the industry. What 
if we try something that does not 
work? A recent US news roundup 
of “marketing fiascos” reminds us 
of New Coke, the eight-track tape 
player, rabbit jerky and clear beer, 
innovations that failed in rather big 
ways. (Had you even heard of the last 
two? I hadn’t either…) We know how 
the story ends, though, in each case. 
It is with the good news of the success 
of the second (or third or tenth) 
tries: Coke Classic, MP3 technology, 
popular chicken/saucy/spicy jerky 
products and light beers.

 We are not quite so vulnerable in  
retail as in manufacturing when it 
comes to innovation. Note that those 
examples are manufacturer and not 
retailer examples. Retailers have the 
option of looking around before 
trying something, of being sold on 
it first—by the manufacturer—and 
so taking less of a risk. When new 
dispensers, new packaging, new 
displays and new technologies are 
available, it is our manufacturers and 
suppliers who must sell us on the 
idea, and it is sometimes very hard 
work for them.

 
THE HURDLES 
MANUFACTURERS FACE IN 
GETTING THEIR PRODUCTS 
ON YOUR SHELVES

A manufacturer, especially a start-
up, will not have an easy time getting 
you to listen to a new idea. Let’s face 
it, you’re busy. You are up to your ears 
in handling what is already working 
well. You are bombarded with ideas, 
deals and appeals.  They need to 
find a way to stand out in a sea of 
selection. They need to get your 
attention.  
 
 
 
 
 
 
 

 
 
They need to develop a pitch you will 
listen to, offer product samples or an 
outline (if it is technology they are 
selling) and ensure you have a way 
of getting in touch after you have 
thought about it for awhile. 

They need to have data to back up 
their claims. They need to know how 
you operate and how your customers 
think. They need to be able to show 
you they have what it takes to keep up 
with demand if it is a product, and 
that they can provide service if it is 
technology.

They need to be persistent. 

 
THE HURDLES YOU FACE 
IN INTRODUCING PRODUCT 
INNOVATION

Innovation is change, and change 
is never easy. 

The innovations that have been 
sold to you must then be sold to 
your customers. Promotions, say the 
experts, are the way to get this done.  
Product displays, initial lower prices, 
     collaborations with other retailers  
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