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STOCK-UP MARCH/APRIL REBATE OFFER

DRINK POSITIVE! =

Earn a $10 Rebate* when you stock up %) o 4
on 100% Natural Lipton Iced Tea products. | .., H i
Plus, qualify for a chance to WIN a Kindle Fire!

Simply purchase a minimum 5 cases of 20 0z. 100% Natural
Lipton Iced Tea products on a single invoice from March 1, 2012
through April 30, 2012 and get a $10 rebate (maximum one (1)
$10 rebate per store).

PLUS, automatically be entered to WIN
a Color Multi-Touch 7" Wi-Fi Kindle Fire
with Leather Cover!

All 20 oz. 100% Natural Lipton Iced Tea flavors, both regular
and diet, count toward your qualifying purchase.

*Rebate Information: Consolidated Buying Company will issue the incremental
rebate for those sites that qualify by buying 5 cases of qualifying Lipton products.

COMPLETE THE INFORMATION BELOW FOR YOUR CHANCE TO WIN

NAME:

(PLEASE PRINT NEATLY OR TYPE) REQUIREMENTS

$10 rebate and drawing entry for one Kindle Fire

BUSINESS NAVE: is subject to verification and confirmation of
invoice submitted.
i Multiple invoice purchases will not be accepted.
Entry will not be processed without the proper
Ci: Sk zp: invoice as a support document.
prone: ¢ ) ax: ( ) All qualifying entry forms must be received
PLEASE PROVIDE STREET ADDRESS; UPS® IS UNABLE TO DELIVER TO P.0. BOXES by May 31, 2012 for drawing to be held on
June 15, 2012. Entry forms received after
All entries must be received by 5/31/12. Entry forms received after 5/31/12 may not be processed or acknowledged. May 31st do not qualify for rebate or
Rebates will be reflected on your rebate check. Any questions please call 248-322-5450. drawing and will not be processed.
Mail or fax completed form along with a copy of your invoice to: Limit one entry per store location.
LIPTON FULFILLMENT CENTER Maximum one (1) $10 rebate per store.

40 W. Silverdome Industrial Park e Pontiac, Ml 48342 ¢ Phone: 248-322-5450 ¢ Fax: 248-322-5454
#PC747PCDELE



INSIDE VIEW Pam Romeli

Welcome to the new C Square Magazine. The name change reflects a stron-
ger connection with www.myCsquare.com to offer you the ultimate c-store
package: print, web and in-person learning and program opportunities.

While we’ve done some cosmetic renovations, our main objective remains the
same: to deliver strategies, tactics and tools you can use. Each issue we seek to
bring you new ideas on how to make your store run smoother, with the end goal
being to help optimize your business.

You’'ll find our first view on how to do that in our Cover Story on p.9. If you
don’t already have a solid connection with your wholesaler, now’s a great time
to strengthen that bond. It’s actually something that should come easy: ask
someone to help. Somehow, though, we get so wrapped up in our own to-do list,
we forget to maximize what others have to offer. Today’s wholesalers have a lot
to offer.

From newly developed custom tools, store resets to new products, whole-
salers are more focused on c-stores, and independents specifically, than ever
before. Know what is at your disposal—ask.

Ask what’s new in the marketplace, what kind of planogram and reset oppor-
tunities exist, and what your rep sees that is working well for other stores. The
more you ask, the more you know. They want to help you. Their business is only
as good as your business.

The same philosophy holds true for beverage reps. Most are now in the midst
of store resets, prepping for the busy summer selling season. Dive into the cold
vault story on p.14 to learn all the hottest beverage trends first and then talk
to your rep to see which products might be right for your store. Listen to what
they have to say.

Two independent owners who are great at listening to their partners—and
customers—are Sue and Tom Tibbits. Our featured members in this issue, they
share great insights on customizing to the surrounding neighborhood. They
have it down to a science.

We hope you find inspiration in all the stories in this issue and find some new
energy for your store.

- Much success,

EzﬂéﬂﬁLg

Pam Romeli

romeli@cbuying.com
Vice President of Retail Division
CBC
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BITE INTO PROFITS FROM A
$1 BILLION BRAND

Finally, our biggest ice cream brand is in the world’s biggest ice cream market

« Magnum is Unilever’s #1 ice cream brand

. ‘ . . . . -
MAGH .-ﬂ - Made with Belgian chocolate and silky vanilla ﬁj
Ll T bean ice cream 1!

+ Metallic packaging brings premium appeal to your
T : freezer and excitement to your customers
- y

« Embossed “M” on Magnum Classic shell brings
sophistication to indulgence

« Millions of dollars in ad and promotions support
will drive consumers to freezers

Your Favorite Candy’s
Now an Ice Cream

PEANUT BUTTER ICE CREAM wirs REESE'S® PEANUT BUTTER , :
REESE'S® trad k and trade dress, the P t Butter Cup D dO
SWIRL bippeo i & MILK CHOCOLATE rLavoren COATING R e e e oo It octer Clp Design and Orange




COMMUNITY An idea-sharing forum

TOM TERRONO
CBC Learning Center
Instructor

Terrono@
cbclearningcenter.com

Tom Terrono’s
operational and financial
management expertise
stems from more than
42 years working in

the convenience store
industry as a manager,
owner and consultant.

THE QUEST FOR
A BETTER DEAL

I was looking over questions and notes from retail-

ers at my most recent seminar and noticed one ques-
tion kept popping up more than any other: How can I
get better deals from vendors?

Ahhhh, I thought, the quest for a better deal. I get
that. The thought process is that if you can simply
purchase product at a better price, you will make more
money. Sounds like a simple enough approach to
increasing profits.

It is the most obvious thing to ask for, but it is
someone else’s doing. Much of a retailer’s buying price
depends on volume purchases and getting a better
deal may not be in the cards.

My advice is to make sure you do not mistake buy-
ing price as the only means to arrive at a profit.

What I mean is that gross profit isn’t always about
buying. Buying price is certainly important. Selling
price is important. Even more important than both the
beginning (buying price) and the end game (selling
price) is what goes on in the middle—the in-between.
LANDING IN THE MIDDLE

The in-between is where things are often missed;
where there is always room for improvement. You

6 MAGAZINE | March/April 2012

have to manage your business in-between the buying
price and selling price to maximize gross profits.

One key area to focus on, especially if you believe
your gross profit is off-the-mark is SHRINK. Many
people don’t believe they have much stolen from
their store, or don’t want to admit it is happening.
am here to tell you it is happening. It even hap-
pened to me as an owner.

If you know the price is right and you know what
you are buying it for and the math still isn’t work-
ing, it is going to be theft. You may not want to
admit it, but the problem has to be theft. Shrink will
result in low profit.

Resolving shrink issues is one of the best places
to focus. It’s an excellent way for single store own-
ers, who may not be able to better their buying
price, to impact store profits. Above that, go back
and review your buying group participation. Focus
on increasing your level of participation to help low-
er buying price as well as concentrate on improving
overall operations.

www.myCsqguare.com



Ingredients: water,
natural flavorings, &

UNTOLD WEALTH.

Now you can make every element of
your c-store much more profitable.
Learn how—by tapping into the only
online community of successful c-store
operators, experts, and suppliers from
around the country. C Square, the town
square of C-store resources. And
here’s an ingredient you’ll really like:
your membership is free.

Find out more at myCsquare.com

SQUARE
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WHAT HAVE YOU

DONE FOR ME

By Renee Pas

Wholesalers serve a vital link between retailers
and products/services/goods. Use them wisely and
they serve as your most dedicated employee. They
are your eyes and ears in the field, helping your store
remain properly set and ready to go with the right

MAGAZINE | March/April 2012

products, full stock and great merchandising.

Don’t quite view your wholesaler in that light?
They may be an underutilized resource. Tap into the
full resources wholesalers offer—it’s a simple, effec-
tive way to upgrade operations.

www.myCsguare.com



COVER STORY wholesale connection

WHY YOU CAN SKIP THE CLUB TRIP

A complete line is something retailers can expect
their wholesaler to deliver better than club ware-
house stores. “We offer a full line of items,” said John
Dean at Dearborn Wholesalers, Chicago. “At a club
warehouse store, you would choose from what was
available. They might not have that box of Snickers.
We offer a 97% fill rate on orders and we handle new
products much faster.”

Especially when it comes to new items, speed to
shelf is critical, noted Dean. “Some things are only
hot for a short period, so you want that hot item on
the shelf as soon as possible. We help retailers get a
jump on those new items by getting them in stores
on a timely basis. Consumers look to c-stores for
those hot new items.”

PRIME TIME PROMOTIONS

Most wholesalers have set promotional programs
that offer discounted product to stores. For example,
Dearborn releases the Dearborn Discounter every
three weeks, with price promotions and new items on
the market. Every Buying Group also offers special
buy-down opportunities to retailers.

Promotions are a tool that is used a lot, Dean
noted. It gives stores a chance to offer something to
customers at a reduced price.

Buying better is an area Dean believes retailers
could improve upon. “Most retailers could be even
wiser about promotional programs,” he said. “It’s a
smart thing for retailers to do: Buy product cheaper, so
after the promotion ends, they have extra product that
they bought cheaper that now sells for regular price.”

Savvy retailers take advantage of times
when they can buy product cheaper: stock
up during promotional buy downs

“Single store retailers that opt for club stores over
a wholesaler may be missing out on all the advan-
tages that wholesalers offer,” said Pam Romeli, vice
president of retail division for Consolidated Buy-
ing Company, Oak Brook, Ill. “Much like the retail
convenience business, wholesalers also face fierce
competition, a loss of margins and the need to con-
tinuously up the ante. Wholesalers now offer more
customized services than ever before. Ensure your
business is taking advantage of what’s available.”

For retailers concerned about hitting minimums
with their wholesaler, Romeli advised looking at
what is purchased via a club warehouse that could
be purchased through the wholesaler instead. Often
times that can be the difference in reaching any
minimum required.

BEST WHOLESALER PROGRAMS

Dean added that Dearborn reps continually focus
on helping retailers see these kinds of ways to im-
prove business. “It’s a plus to both of us if business
improves.”

FACE TIME

Every store needs a little tweaking and some spe-
cial attention. Work with your wholesaler to set up
a regular schedule for store reviews. “Every retailer
should demand face time with their wholesaler
representative on a regular basis,” said Marty Glick,
Harold Levinson Associates Inc., Farmingdale, NY.
“We merchandise stores twice a year, no extra fee.”

Harold Levinson’s merchandising process
includes a complete re-examination of all prod-
ucts and seeing how things could be better moved
around the store. One goal that stores appreci-
ate during the process is that all product already

C SQUARE MAGAZINE | March/April 2012
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COVER STORY wholesale connection

|
CSQUARE HAS MORE!

Buying group members
could receive hundreds
of additional dollars in
rebates and incentives
by participating in
wholesaler partner pro-
grams. An easy way to
get started is by viewing
the list of wholesalers
that serve your area at
www.myCsquare.com.
Click on the Marketplace
section and go to the
Regional listing to view
the wholesaler informa-
tion in your area.

purchased is kept; underneath that there may be a
note about what is believed to be a better replace-
ment item when that stock clears out. For example,
switching from a 32-ounce size of ketchup down to
a 12-ounce size.

Eby-Brown works with stores in a similar fashion,
suggesting new items, refreshing planograms and
helping stores stay on top of best selling items in their
area. “Our category specialists call on stores every
other week,” said Mike McCormack, Eby-Brown Co,,
Naperville, Ill. “They spend time helping their custom-
ers look for ways to improve their business.”

McCormack said staying up to date with new
items and replacing discontinued items can prove

ship position, our foodservice category management
team developed the programs and created the plano-
grams, anchored by our Wakefield fresh sandwiches,
that guided our customers into this very important
c-store segment.”

Several other wholesalers are focused on food as
well, making wholesalers an easy go-to partner for
retailers seeking new entry points into foodservice.
That area was listed as a prime expansion push for
wholesalers in Convenience Store News’ Top 25 Con-
venience Wholesalers Report.

Foodservice topped the list for the 60% of whole-
salers expanding product categories. Other areas
included produce and fresh offerings, bread, milk,

Foodservice topped the list for the 60% of
wholesalers expanding product categories.

to be a challenge. Eby-Brown helps retailers stay
on top of this opportunity in many ways, including
sending e-mail alerts for new and incoming prod-
ucts in a vehicle called Speed to Market.

FOODSERVICE

Foodservice is a big effort at Eby-Brown right
now, said McCormack. “Early on, we recognized that
many of our customers did not have the resources
needed to enter into foodservice. Taking a leader-

12 C SQUARE MAGAZINE | March/April 2012

beverages and natural/organic selections.

Wholesalers are also more focused on expanding
their business with single stores, according to the
report. It stated that while the majority of a wholesal-
er’s business is convenience chains, wholesalers are
increasing their sales to single stores. The current
split is 53% chains vs. 47% single stores, compared
with 46% for single stores the year prior.

www.myCsqguare.com
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- BIC® Lighter is *1 in America!* :
A leader at the register in sales, proﬁts, . &
t_ . safety, quality and value.

. BIC)7%

BIC® Lighter offers several lines of exclusive
designs, including our latest Animal Series.

biclighter.com |1-800-546-1111 ext. 2461 for more information

Find us on Facehook
Facebook.com/bicflickers
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COLD VAULT

CLIFF NOTES on

COLD VAULT

Make the most of current trends in
your summer beverage line-up.

By Renee Pas

14 C SQUARE MAGAZINE | March/April 2012



ow do you figure out what’s worth the space

in your cold vault? When to jump on the lat-

est new products? We’ve researched the lat-
est product data, category trends and overall beverage
stats to help you decide what’s worthy of a spot in your
cold vault this summer.

THE BIG SQUEEZE

Category management is key to maintaining the
perfect cold vault set. Since the quantity of new prod-
ucts continues to rise, establishing a solid plan for
rotating in new beverages is a must.

Beverage-makers plan to launch even more new
products this year than the year prior, according
to Beverage Industry’s New Product Development
survey. Nearly 60% of beverage-makers reported
expanding new releases for 2012, with water and juice
products ranking high on the list.

While the new products continue to roll in,
retailers like Clifford Lowe of Sabetha Ampride in
Sabetha, Kan., are busy figuring out where to put it

C SQUARE MAGAZINE | March/April 2012

all. “We look for ‘dead’ items,” said Lowe, “and try to
see if a new item might fit in that spot.”

New items rotate in and out all year, with an annual
beverage reset occurring in February. In partnership
with their primary beverage vendor, Lowe and the
Sabetha Ampride team work to fine-tune the cooler set.

They remain open to tweaking for new products.
“We try anything,” said Lowe. “If it doesn’t go, we
take it out and put something else in. If it’s a really
hot item, we generally can tell within a few weeks.”

PEAK POPULARITY

One that many feel may just prove that hot new
item for this year is coconut water. Coconut water
continues to beat year-after-year sales records, with
some brands nearly quadrupling sales volumes in
the past two years according to industry reports. It’s
a hot item in the cold vault and one that many feel
is just reaching its stride as a mainstream product.

The category began growing in the United States in

2009, mostly in health and natural food stores. Some

www.myCsquare.com 15



Fastest Growing
Single Serve Beverages

Dollar Analysis

CATEGORY PCYA*
Energy Drinks 16.1%
Sports Drinks 15.3%

RTD tea/coffee 10.8%

Unit Analysis

CATEGORY PCYA*
Sports Drinks 18.7%
Energy Drinks 16.9%
RTD tea/coffee 14.2%

*percent change vs. year prior
in c-stores.

Source: CSP Magazine

wondered if coconut water would grow as fast and

furious as vitamin water when that category peaked
and went mainstream, noted Ed Thomas with O.N.E.
Coconut Water, Los Angeles, Calif. All the major
beverage companies took notice of the segment; some
even made investments in brands. PepsiCo is invested
in O.N.E. Coconut Water, while Coca-Cola took a stake
in Zico Coconut Water, Hermosa Beach, Calif.

That kind of quick interest and buy-in of an emerg-
ing category emphasizes the importance of jumping
on new beverage growth. “That never would have

something new a chance. C-store operators have a
huge opportunity here.”

Coconut water is still at the infancy stage, said
Thomas. “There is still time to get on board. This is
still a lot of upside and it’s a fantastic opportunity.
Data now shows males are heavy users of coconut
water, drinking it as a post-workout sports drink. “This
is the same guy who's drinking Gatorade,” he said. “It’s
a perfect consumer for c-stores.”

The other bonus Thomas pointed out during a C
Square Ask the Expert session is that customers will

Getting in front of new products means
capturing higher profits early in the life cycle.

happened 10 years ago,” said Thomas. What’s different
today is that when a new category starts to emerge,

all industry eyes are on that segment to determine

the right timing to jump in. C-store owners play their
own role in that game, trying to determine the right
products to stock, when to add them to a set and when
to opt out.

“C-store operators tend to be shy going into these
types of niche beverages,” noted Thomas. “My ad-
vice is to leave some space available for new, emerg-
ing brands. Don’t tie up all your flexible space. Give

16 C SQUARE MAGAZINE | March/April 2012

begin to make your store a destination for innovation
if you dedicate a shelf in the cold vault to emerging
product segments, such as healthy beverages. Getting
in front of new products means capturing higher prof-
its early in the life cycle.

FAST GROWTH

The coconut water niche fits right into what con-
tinues to be a growth-driven segment in the bever-
age cooler: energy, sports drinks and ready-to-drink
teas. Thomas recommends stocking coconut waters
with sports drinks, since it most aligns with that

www.myCsquare.com




STOCK-UP APRIL REBATE OFFER
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Earn a $10 Rebate* when you stock up on Muscle Milk products
during the month of April, 2012.

Plus, qualify for a chance to WIN an Apple iPod Nano with Watchband!

Simply purchase 5 cases of 14 oz. Muscle Milk on a single invoice during
the month of April, 2012 and get a $10 rebate. Purchase must include a
minimum one (1) case each of Vanilla Latte and Cookies N Créme.
(Maximum one (1) $10 rebate per store).

PLUS, automatically be entered to WIN an
Apple iPod 8GB Nano with Watchband!

All 14 oz. Muscle Milk flavors, regular and light, count toward your
qualifying purchase.

*Rebate Information: Consolidated Buying Company will issue the incremental rebate for those sites that qualify by buying 5 cases of qualifying Muscle Milk products.

COMPLETE THE INFORMATION BELOW FOR YOUR CHANCE TO WIN

. (PLEASE PRINT NEATLY OR TYPE) REQUIREMENTS
$10 rebate and drawing entry for an Apple
BUSINESS NAME: iPod Nano with Watchband
is subject to verification and confirmation of
ADDRESS: invoice submitted.
Multiple invoice purchases will not be accepted.
CITY: STATE: 2P: Entry will not be processed without the proper

invoice as a support document.

PHONE: ( ) Fax: ( )
PLEASE PROVIDE STREET ADDRESS; UPS® IS UNABLE TO DELIVER TO P.0. BOXES

All qualifying entry forms must be received

by May 31, 2012 for drawing to be held on

June 15, 2012. Entry forms received after
May 31st do not qualify for rebate or
drawing and will not be processed.

All entries must be received by 5/31/12. Entry forms received after 5/31/12 may not be processed or acknowledged.
Rebates will be reflected on your rebate check. Any questions please call 248-322-5450.

Mail or fax completed form along with a copy of your invoice to: Niitloocleniny Ineristoraocation
MUSCLE MILK FULFILLMENT CENTER Maximum one (1) $10 rebate per store.

40 W. Silverdome Industrial Park ¢ Pontiac, Ml 48342 ¢ Phone: 248-322-5450 ¢ Fax: 248-322-5454
#PC752/PCDELE
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category as a body-fuel replacement versus placing

it in the water door.

Energy drinks and sports drinks rank as the fast-
growing beverage segments, both in terms of dol-
lars and units. Ready-to-drink coffee/tea products
come in a close third. According to Symphony/

IRI Group data published in CSP Magazine, energy
drinks had a 16% dollar sales growth in c-stores ver-
sus one year ago. Sports drinks rose 15% and RTD
tea/coffee rose nearly 11%.

Those strong double-digit increases continue
when looking at unit sales. Sports drinks topped en-
ergy drinks in unit growth, with nearly 19% growth;
compared to energy drink’s 17% growth and the 14%
growth attributed to RTD tea/coffee.

The positive dollar and unit growth in these
segments makes it an even more important area to
merchandise properly.

ANTI-ENERGY

On the flip side of the energy market rests “relax-
ation beverages.” This still up-and-coming wave of
products are said to take the edge off of stress and
anxiety through herbal, plant or hormonal ingredi-

C SQUARE MAGAZINE | March/April 2012

ents. More than 100 new relaxation beverages have
hit the market in the past few years, according to
market-research firm Datamonitor.

With names like Vacation in a Bottle, Mini Chill
and Dream Water, the niche is an interesting
complement to energy drinks. There are also relax-
ation “shots”, billed as offering a non-alcoholic way
to reduce stress.

Just under 400 different types of relaxation
drinks are expected to be on the market in 2011.

It’s an already established category, according to
industry research firm IBISWorld, which predicts
the segment will continue to grow as an alternative
to sleep aids.

CORE CONNECTION

While new items certainly drive interest, it is wise
to never forget about your core. It’s really the same
principle driving all the “core” workouts at the gym
as of late. The key is to focus on the main area for
optimal performance.

And the backbone of any cooler set is a solid
lineup of carbonated soft drinks (CSDs). Even
though CSDs have been losing share to other cold
vault subcategories, like energy drinks, CSDs remain
the cold vault frontrunner with nearly a 41% share of
packaged beverage dollar sales, according to Nielsen
Co. data. The next closest category is alternative bev-
erages (fueled by energy drinks), with a 19% share.

CSDs remain must-haves and chief among them is
Mountain Dew.

DEW IT

Mountain Dew may be the most powerful carbon-
ated soft drink (CSD) in c-stores. The c-store sales
behind this product make it a key item to review the
facing counts in your cold vault set. wwwww

Sales of 20 oz. single-serve Mountain Dew at
c-stores easily outrank all other 20 oz. items. The
numbers show that during the first quarter of 2011 20
oz. Mountain Dew sales hit $157 million at c-stores,
according to SymphonyIRI Group data published
in CSP Magazine. That’s compared to $99 million in
sales for the next closest 20 oz item—Coke Classic. B

|
WANT MORE ON COCONUT WATER

Read the full commentary about
coconut water trends posted at
www.myCsqguare.com. Just click on
Ask the Expert. Then add your take
on the subject.

www.myCsquare.com




STOCK-UP MARCH REBATE OFFER
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Earn a $20 Rebate* when you
stock-upon qualifying Starbucks products.

I|"“,.,...:li-
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Plus, qualify for a chance to WIN a Sony Alpha NEX-3 Camera!

Simply purchase a minimum 10 cases of 15 0z., 13.7 oz. and 12 oz.
qualifying Starbucks products on a single invoice during the month of
March, 2012 and get a $20 rebate. Purchase must include a minimum
one (1) case of each Refreshers flavor, and one (1) case of 15 oz.
DoubleShot White Chocolate. (Maximum one (1) $20 rebate per store)

PLUS, automatically be entered to WIN
a Sony Alpha NEX-3 Camera!

All 15 oz. DoubleShot Energy, 13.7 oz. Frappuccino,
and 12 oz. Refreshers, in all flavors, both regular and light,
count toward your qualifying purchase.

*Rebate Information: Consolidated Buying Company will issue the incremental
rebate for those sites that qualify by buying 10 cases of qualifying Starbucks products.

COMPLETE THE INFORMATION BELOW FOR YOUR CHANCE TO WIN

NAME:

(PLEASE PRINT NEATLY OR TYPE)

BUSINESS NAME:

ADDRESS:

CITY: STATE: ZIP:

pHONE: ) 7x )

PLEASE PROVIDE STREET ADDRESS; UPS® IS UNABLE TO DELIVER TO P.0. BOXES

All entries must be received by 4/30/12. Entry forms received after 4/30/12 may not be processed or acknowledged.
Rebates will be reflected on your rebate check. Any questions please call 248-322-5450.

Mail or fax completed form along with a copy of your invoice to:

40 W. Silverdome Industrial Park ¢ Pontiac, Ml 48342 ¢ Phone: 248-322-5450 e Fax: 248-322-5454

REQUIREMENTS

$20 rebate and drawing entry for one Sony Alpha
NEX-3 Camera is subject to verification and
confirmation of invoice submitted.
Multiple invoice purchases will not be accepted.
Entry will not be processed without the proper
invoice as a support document.

All qualifying entry forms must be received
by April 30, 2012 for drawing to be held on
May 15, 2012. Entry forms received after
April 30th do not qualify for rebate or
drawing and will not be processed.

Limit one entry per store location.
Maximum one (1) $20 rebate per store.

#PC749/PCDELE
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gle-store owners like Sue and Tom Tibbits are
d to hearing advice on how to make their store
success: Connect with the core customer. Appeal
to the local community. Capitalize on being small.
Focus on niche marketing.

Guess what? The Tibbits are proving that all
those things that are supposed to be an advantage
to running a single store actually are an advantage.
Tom and his wife Sue are testament to the notion
that establishing a local connection pays off.

HOW THEY DO IT

The primary rule at Leino’s Gas and Goods is to
give customers what they want. “If someone comes
in and asks for a particular item, we say OK,” said
Tom. “Then we go and get it.”

He recognizes that ability to deliver exactly what
customers want as a key advantage over competi-
tion. There is no complicated system of corporate
approvals, no hierarchy or various levels to seek
permission to stock something. Tom’s ability to con-
trol and act on those decisions means the store can
stock items for customers much faster than chain
competitors.

That’s a big bonus in the small town of Washburn,

MEMBER PROFILE Leino’s Gas and Goods

eino’s Gas and Goods excels at
rving out niche opportunities.
an art form owners Sue and
Tibbits have perfected.

Wis., where the store
resides. The popula-
tion is 2,500 and the
nearest Wal-Mart is
20 minutes away. It’s a
little town in northern
Wisconsin surround-
ed by lots of state
forest land. “You kind
of have to want to be
here,” Tom said.

“Our business is
very, very local,” Tom
added. “One of the

ways we are able to

keep our customer
base is by catering to that niche. That has been key.”
So when a customer wanted a specific beer brand,
Tom talked to the beer rep and was able to stock
that brand for the customer, saving them the round
trip drive time to the nearest big town and at the
same time earning a loyal customer in return. “That
is the advantage we have over the big guys,” said

Tom. “People are aware of it.”

LEINO’S GAS AND GOODS C-STORE KEY STATS

C SQUARE MAGAZINE | March/April 2012
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UNDERSTANDING THE COMMUNITY
Tom describes himself as more of the front man

at Leino’s Gas and Goods, giving much of the credit
to his wife Sue for keeping the business successful.
He likes to say he simply married into the business.
Sue grew up in the business, having worked at the
store since she was 12 years old. She now has two
grown children of her own, who both occasionally
work at the store. As the owner, she has a unique per-
spective for the business as well as the community.
“She understands the community so well,” said
Tom. “The business would not succeed without her.”

STORE SNAPSHOTS
From cappuccino to
quick eats, Leino’s
Gas an Goods strives
to give customers
what they want. Sue
Tibbits (top right), a
second-generation
store owner, has also
perfected the art of
building strong local
partnerships.

The expansiveness of categories means that even
people who get their gas somewhere else may stop
in at Leino’s for a different need. The store serves
as that kind of small town phenomenon where the
community relies on it as their video store, candy
store, fishing bait store and more.

In fact, the kids at the elementary school were up-
set when they thought their Leino’s was going away
back in the early 1990s. That was when the store
changed hands and the Union 76 brand changed to
Amoco. That kind of local passion for the store is
why Sue and Tom stuck with the Leino’s name.

People do business with
people they know, like and trust.

It was Sue who decided to get into more whole
food offerings at the store, something many would
feel is a bit of a stretch for a small store in a small
town. But that is exactly the kind of product that
Sue enjoys being able to offer the community—
niche items that are otherwise not easily available.

As gluten-free items are becoming a bit more
mainstream, the store has received positive feed-
back on stocking them. An even bigger win comes
with the fact that people are willing to pay more for
these kind of niche items, noted Tom.

C SQUARE MAGAZINE | March/April 2012

“We are part of the community, we decided to
continue with the Leino’s name,” said Tom.

The Leino name stems from original owner Melvin
Leino, Sue’s father, who started the company in 1952.
Melvin, who recently turned 9o, started as a bulk oil
distributor. He eventually bought a one-bay gas sta-
tion, which he converted to a c-store in the 70s.

BRANCHING OUT

The Tibbits continue to work hard at maintain-
ing their role in the community. That role includes
supporting local businesses, manufacturers and

www.myCsqguare.com



BRINGING

Real Innovation

TO THE MEAT SNACKS CATEGORY

e All natural, higher quality jerky

e Simpler ingredients, better flavor*
e New and improved packaging

*Versus Current Oberto Jerky

OBERTO BRANDS | SALES@OBERTO.COM | (877) 234-7905



TIPS ON CREATING MORE
LOCAL CONNECTIONS

Small stores can create

a competitive advantage
by tuning in with the
surrounding community.
Two ways to create more
local connections:

Focus on special interests.
The Tibbits began stock-
ing more whole foods
after becoming familiar
with gluten intolerance
via a family friend. They
take every opportunity
to order specific items
based on customer
requests.

Understand where your
store fits in. Even those
who don’t purchase gas
at the Tibbits’ store end
up with another reason
to stop in, such as
developing pictures or
renewing their license
plate. The store fills a
need for customers that
don’t want to drive
outside the local town
if it’s not necessary.

h

vendors. The store sells milk and ice cream from

the dairy in town, family-owned Tetzner’s Diary;
gourmet sandwiches from the the local upscale eat-
ery Good Thyme; pizzas, lasagnas and soups from
nearby Racheli’s Deli; and specialty brats and meat
snacks from Sixth Street Market, an old-world style
meat market in a neighboring town.

Customers can also find beer from the local brew-
ery, South Shore Brewery, in the cold vault and even
purchase a CD from local musicians.

The community-centered approach continues
with the variety of services the store offers. Visitors
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A photo processing machine also went into the
store a couple of months ago. That saves customers
from driving the 20-mile trip to Wal-Mart, the next
closest spot to print photos.

In the summer, customers welcome the sight of
the Giant Panda, a Chinese food truck that shows
up once a week from nearby Hayward, Wis.

“We try to jam every corner of the store store with
something,” said Tibbits. “We have to do that to
survive.” He takes a serious look at all areas at least
monthly, asking: What are we doing wrong? What
can we do different?

We try to jam every corner of
the store with something.

can also stop in at Leino’s to register their boat,
ATV or snowmobile, and pick up information about
area trails.

The idea is to fill whatever voids they can find,
said Tom. “The more income streams, the better.”

They fill whatever voids they find. “The more
income streams, the better,” said Tom.
ADD-ONS

They have found some unique ways of adding to
their business, such as recently taking on license
plate renewals for the state of Wisconsin.
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AHEAD OF THE GAME

Because both he and his wife are at the store six
to seven days a week, he feels on top of what’s hap-
pening at store level. It also easily creates strong
ties with customers. There is an old adage that read-
ily applies to the Tibbits approach to business. It
goes like this: People do business with people they
know, like and trust.

The Tibbits have all three qualities, which is cer-
tain to continue to work in their favor to keep their
business a success. B

www.myCsqguare.com
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Limited Time Flavor—
While Supplies Last
Order Now!

45 ct Mentos Rolls Strawberry Lime
Counter Display #80330

Approximate Display Cost: $26.00

Receive an additional 2% rebate on all of
your Perfetti VanMelle purchases through
your buying group.*

*Purchase from a buying group approved wholesaler
for your purchases to be tracked for the rebate.




FEATURED SUPPLIER: Kellogg’s

MOVE OVER, BUBBA

...and make way for Healthy Habit
Females and other secondary
customers in convenience

26
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Convenience stores aren’t built
on truck drivers, Joe six packs and
smokers alone. Just ask any of the
37% of Healthy Habit Females age 25
and under, 60% of Young and Active
Males under age 25, and 60% of Busy
Bee Families with kids younger than
18 years old who visit c-stores once a
week or more, according to data from
Schawk Inc. and Mintel.

“C-store retailers know that they can-
not simply rely on ‘Bubba’ for their fu-
ture sales,” said Steven J. Montgomery,
president of b2b Solutions, LLC, Lake
Forest, Ill. “The cigarette category that
Bubba is known to be a heavier buyer

“Females are more likely to be
interested in healthy foods and snacks
than their male counterparts,” said
Montgomery.

One particular subset of the Health
Habit Female worthy of attention are
young Latino women, typically age 24,
which are the fastest growing c-store
customer segment, according to David
Brewster, president, David Brewster
Design, Wadsworth, Ohio.

EATING HEALTHIER

Research from NPD Group/Crest in-
dicates that over 70% of Americans are
trying to eat healthier, which makes a

Test the new Special K line of Cracker
Chips in both the main snack area and
healthy snack area—see where it sells best.

in is declining. They have to appeal

to a broad range of customers. And in
order to keep them coming, retailers
have to change their historic position-
ing to broaden that appeal.”

SHOPPERS TO AIM FOR

One of the most important second-
ary shopper categories to aim for is
Healthy Habit Females, Montgomery
said. Among this young demographic,
40% purchase hot foods and 75% buy
sweet and salty snacks—and that
makes them an ideal target for tasty,
guilt-free treats like Kellogg’s new line
of Special K Cracker Chips, now avail-
able in Sea Salt and Cheddar flavors.

snack like Special K Cracker Chips at-
tractive: They represent a good source
of fiber and contain only 110 calories
per bag. Plus, they generated over $100
million in sales in their first 7 months,
per Nielsen FDMx data.

Montgomery recommends test-
ing the new Special K line of Cracker
Chips in both the main snack area and
healthy snack area to determine where
it sells the best.

Brewster further suggests placing
Special K Cracker Chips “at the food
service counter, so it’s assocated with

fresh foods.”

Building your business with trusted brands™

www.myCsquare.com
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VIEW FROM THE FIELD: Terry Lambert

TERRY LAMBERT
CBC Learning Center
Instructor

Lambert@cbuying.com

Terry Lambert is a CBC
Learning Center seminar
instructor as well as an
active convenience retailer,
operating two suburban
Chicago locations and a
jobber partnership.

Terry is 100% focused
on helping retailers just
like you overcome today’s
business challenges
by learning how to
identify and embrace
opportunities.
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ADVANTAGE: Small Store

The latest c-store data shows that single-store
operators are growing faster than overall c-stores. In
case you didn’t know, we dominate (doesn’t always
feel like that, I know).

The reality is that single-store operators account
for 62.9% of stores in the convenience retailing
industry according to the latest NACS/Nielsen Con-
venience Industry Store Count.

That’s a lot of single operators.

WHAT IT MEANS

It’s important to realize that we have strength in
numbers; independent operators are strong, re-
sourceful businesspeople. Sometimes we need to
remind ourselves of that.

Look around at all the advantages you have as an
independent.

A big one, I think, is the ability to adapt to trends
quickly. As an independent, there are few layers of
corporate red tape to sort through if you want to
make a change. For most of us, if we want a new
product, we make the decision and add it.

I push myself to keep trying new things. It’s great
when it shakes out in your favor and proves worth
doing. I'm always on the hunt for the next new thing.
Good ways to do that are reading magazines like

this one, pulling out ads and information when you
see something that interests you or something that’s
working at another store.

It’s just as important to watch and judge when to
pull back.

Watch the turns on new items. See how many
cases a week you are selling of the item. Is it in the
Top 10? It’s sometimes a hard thing to know when
to scale back, but each product needs to generate
enough dollars out of that square footage to justify it
being in the store.

GUT CHECK

First, however, be willing to try new things.

Ask yourself, do you take advantage of being able
to implement change fast? Do you jump on new
products when they become available, or are you
slow to try new things?

Look to see where you can capitalize on being an
independent operator. Maybe customize more to
your neighborhood or try not to be so quick to say
“no” when that next new product comes your way ...
give it chance.

Be the store that’s known as a trend-setter, not a
trend follower.

Want to hear more ideas, tips and tactics? Check out Terry’s Retail Tips on
www.mycsquare.com. Simply click on Retail Tip Videos and choose from 20 different episodes.
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A FRESH MAKEOVER IS

A more attractive partnership

is even better. When you

team with CITGO you get an
unmatched commitment to
building your business. We've
got a bold, dynamic new look.
But what hasn’t changed is

our unprecedented service

and support. From marketing
programs you can tailor to your
local markets, to a spirit of open
dialog and idea sharing, we'’re
driven to help you succeed. To
learn more about how CITGO can
make you look even better, email
us at cmktsales@citgo.com.




BEST IDEAS from this issue

THINK SHRINK

You know your product buying price. You know
the selling price. If the math still isn’t working to
your favor, the problem is going to be theft. That is
the No.1 spot to focus on if you want to impact store
profits.

MORE ON P. 9

STAY TIMELY

Rely on your wholesaler to make sure you get a
jump on new items. Consumers look to c-stores for

what’s hot and trendy.

Some items are only hot for a short period, so you
want that hot item on the shelf as soon as possible.

MORE ON P. 9

RESET REGULARLY

Set up a regular time
to have your wholesaler
come in and review and
reset your store. This
generally free service
gives your store extra
attention, offers you face
time with people in-the-
know and ensures you
re-examine products at
least twice a year.
A re-examination of
products allows you to
see how things could
be better moved around

the store.
MORE ON P. 10

BUY PROMOS

Stock up on wholesaler promotions. That way even
when the promotional period ends for customers, you
keep selling product at the discounted cost. It’s an

easy way to bring greater proﬁts to your store.
Wholesalers now offer more customized services
than ever before. Ask to make sure your business is
taking full advantage of what’s available.
MORE ON P. 10
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MONTHLY CHECK-UP

Ask yourself every month: What are we doing
wrong? What are we doing right? Pausing regularly
to take a serious look at all areas will keep you on top
of what’s happening at the store level.

Another tip to staying ahead: keep reading
C Square magazine and check out additional tips and
trends online at www.myCsquare.com.

MORE ON P. 24

FOOD PUSH
Thinking of
expanding into

LOCAL, LOCAL, LOCAL

It is so simple. Just

ice? .
foodservice? Many listen to what customers

wholesalers are placing want and give it to them.

a greater emphasis Independent operators
Tom and Sue Tibbits

have that strategy down

on food programs for
c-stores. Even better,
they are focused more on | 14 5 science. When a cus-
independents now as well.

MORE ON P. 12

|

tomer asks for a specific
beer brand, they stock
it. The customer buys it.

Win-win.

They also strive to
stock locally. There is
milk and ice cream from
the locally-owned dairy,
gourmet soups and sand-
wiches from a local eat-
ery and specialty meats
from the local deli.

MORE ON P. 22

www.myCsqguare.com
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What if you could trade a counterfeit for

THE REAL THING?

#

If you’ve ever bought a c-store
training CD, you know they’re
not all the same. Either they’re \
from CBC Learning Center or

they’re pale imitations.

While others try, they just can’t match our
industry-leading CD courses. Only CBC
Learning Center offers the depth, relevance,
ease of learning, and practicality to help you
generate results for your store immediately.
That’s why we’re making this unprecedented
offer: announcing Training Trade-In Month.

WE’LL REPLACE ONE OF THEI

Send us one of their c-store training CDs.

: ‘ . . ! Tl .i';f, :
ONE OF OURS. FREE.

il
In return, we’'ll send you a brand new c-store
training CD from CBC Learning Center. Not
an abbreviated promotional sample—but a
full-length, 30-minute course developed by
successful c-store owners for c-store owners.

There’s no catch. No obligation. No hidden

charges. We just think you'll agree that ours ﬁ
is the best training CD in the c-store industry. gm

You've got nothing to lose except a disc you
didn’t want anyway.

DON’T WAIT! TRAINING TRADE-IN MONTH JUST E_)&LfENbED TO MARCH 31!

Your name:

Address:

Phone: Email:

Send this form with your trade-in disc to: CBC Learning Center, Attention: Trade-In Program,
P.O. Box 5286, Oak Brook, IL 60522

CBC Learning Center at C Square = myCsquare.com
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CAUTION: One bad fall
can cost your business.

Fast Fact: Nine million disabling slips and falls
occur each year, averaging $20,953 per claim:

The best way to avoid risks to your customers and
employees is to capture dirt and contaminants before they
are tracked throughout your facility, and regularly remove
them. A customized Cintas floor care program does that.

Mats | Mops | Chemicals | Tile & Carpet

*National Safety Council Study

Safe Floor Solutions | Clean Restroom Solutions | Clean Kitchen Solutions





