




 



"In order to ween themselves off tobacco, they really do have to have other compelling offers" such as 
fresh foods, said David Bishop, managing partner of Balvor LLC, a Chicago-based sales-and-marketing 
consultancy. He said he believes more convenience stores will move quickly toward becoming 
destinations for food and drink service on the go, which have higher margins than packaged goods.

To take one example, some of the best-performing U.S. retail operators generate 10% of sales from 
coffee and other hot beverages, Mr. Bishop said. That's more than double the typical contribution from 
those drinks. "There's a lot of headroom or opportunity for retailers to improve their business."

Canadian convenience-store operators say one of the key opportunities is selling beer and wine. 
Currently, only corner stores in Quebec and parts of Newfoundland and Labrador are allowed to sell 
booze. The liquor combined contributes 16.1% to sales and 8.5% to gross margin, says a survey of 
operators last year.

"All convenience stores in Canada should have access to these products," the CSSA report says, adding 
liquor stores are diversifying their merchandise and competing more with convenience stores.

Corner stores in P.E.I. are now applying for licences to sell alcohol. Operators in other provinces may 
also renew their efforts to get the same approval.
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