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THE POWER
OF NACS
Our audience is part of a U.S. industry of
more than 154,000 convenience stores
with retailers who rely on information
and insights from NACS to make them
stronger and more profitable, whether
through delivering new products to their
customers or executing cutting-edge
best practices.
Through customized and integrated
marketing opportunities—including the
industry’s premier buying event, the
NACS Show—NACS helps you build relationships with retailers who are innovating and evolving the convenience and fuel
retailing industry.
With precision targeting—we know the
name and job title of everyone we reach—
we have personal relationships with
the most influential audience of highly
engaged decision makers.
NACS is the power that delivers.

201-500 stores

30

companies
representing

500+ stores

51-200 stores

9,764

17

companies
representing

83

companies
representing

stores

23,453

7,523

stores

stores

NACS RETAIL MEMBER
REPRESENTATION
C-STORE

11-50 stores

306

companies
representing

7,269
stores

1-10 stores

1,384

companies
representing

3,452
stores

Our strength is our membership. NACS
is a chief advocate, representing more
than 1,820 retail companies operating
more than 100,000 convenience stores
in the United States and internationally.
For them, NACS has been a trusted
partner for strategic information, data
and trends for more than 55 years.
Only NACS can connect you with the
top decision makers of the $547.8 billion
convenience and fuel retailing industry.
(Source: July 2016 NACS membership report)
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THE MAGAZINE
CELEBRATING
15 YEARS
IN 2017!

TRUSTED ADVISOR,
INDUSTRY CHAMPION

The award-winning NACS Magazine features
thought-provoking and insightful articles that focus on
trends, best practices, metrics and advocacy for the
convenience and fuel retailing industry. We don’t just
report on the news, we make the news.
As a trusted advisor and industry champion, our
partnership with our members makes our paid readers
highly poised for engagement with your advertising
messages and brand.

VISIBLE AND TIMELY
The NACS team collaborated with us to best
achieve our brand advertising objectives using a
mix of media platforms,
including NACS Online and
NACS Magazine, helping
us target the exact audience we wanted to speak
to, at the right time, to get
the best results.”
— Jacqui Cintron, Vice President of Marketing
Whirley-DrinkWorks!

NACS Magazine is the only publication in the industry
that reaches convenience retailers the first week of
every month.

AWARD-WINNING

Subscribers aren’t the only ones who notice our sleek
design and captivating content. NACS Magazine has
received national and international recognition in
both editorial and design by winning Association
Media & Publishing Excel Awards, ASTRID Awards
(International) and APEX Awards.

REVENUE DRIVER: BEVERAGE REFILL PROGRAMS DELIVER TO THE BOTTOM LINE

nacsonline.com

THE ASSOCIATION FOR CONVENIENCE & FUEL RETAILING

ANNUAL
FOODSERVICE
ISSUE

IN EVERY ISSUE
CategoryClose-Up
THE SNACK KING

The salty snack category continues to dominate sales and snacking opportunities
at convenience stores.
BY SARAH HAMAKER

I

n the search for more convenience and
speed, consumers are enjoying snacks
throughout the day in lieu of traditional meals. This need has translated into
robust salty snack sales at convenience stores.
“Much of the success in the salty
snack category can be attributed to
people replacing meals with salty snacks,” said
Stephan Mecklenburg, NACS research coordinator.
“The category as a whole saw significant upward
movement in terms of in-store sales last year.”
Sales numbers confirm the steady success of salty
snacks at convenience stores. Last year, sales registered a 6% uptick with an 11.2% bump in annual gross
profit dollars, according to the NACS State of the
Industry Report of 2014 Data. Convenience stores are
gobbling up the market share for salty snacks, which
jumped to 23.2% in 2014. Those advances accelerated
salty snacks to a $5.8 billion category for the industry.
Across the country, retailers are reporting strong
sales. “Salty snacks is a category that’s seen significant increases over the past couple of years,” said
Adam Goddard with
Pine State Trading, a
Just the Facts:
distributor for Sam’s
Food Stores in Rocky
In 2014, salty snack sales
Hill, Connecticut. “A
registered a 6% uptick
big reason for this is
with an 11.2% bump in
the shift from c-stores
annual gross profit dolbeing mini grocery
lars, according to the
stores to becoming
NACS State of the Industry
more of a quick
Report of 2014 Data.
grab-and-go place.
Many c-stores have
re-merchandised their stores to gear toward a quick,
impulsive, consumable product like salty snacks.”
Salty snacks are up 15% at the 11 corporately owned
Road Runner Stores. “It’s been a great year for us in

Staff training and sound processes help
you protect the public health.
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salty snacks,” said Samantha Maloch, director of
merchandising for the retailer, headquartered in
North Little Rock, Arkansas.
At Max Fuel Xpress locations, salty snacks have
jumped 8% over last year. “Over the past five years,
we’ve added more shelf space for salty snacks
because of rising sales,” said Karen McGregor,
director of c-store operations for the 21-unit chain
based in Hopkinsville, Kentucky.
Some retailers point to specific reasons for the
category’s positive growth. Salty snacks have been
selling well at CJ Express, which has two locations in
Marysville, Kansas. Stacy McGrath, general
manager, attributed some of the sales to one store’s
proximity to the highway. “People like to stock up on
salty snacks for their road trips, and since we’re right
by the highway, they shop here,” she said.
At Fulton’s Fountain Market in Fountain, Michigan, salty snack sales “have been up quite a bit this
year because of the summer tourist season,” said
manager Nan Fenner. “People like to treat themselves to salty snacks while on vacation.”

A Crunchy Snack

One segment of salty snacks registering significant interest and growth has been nuts and
seeds, which holds the fourth most
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LUNCHTIME LOYALTY
6 FOODSERVICE
EXPERTS TELL ALL
EURO GARAGES GROWS

By listening to customers — and mom — this family retailer found foodservice success.
BY AL HEBERT

W

Category
Definition
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The retail learning curve was gentle, he added, thanks
to the Goodies’ staff. “We are very fortunate that we
have great people working for us. The manager, the
cook and night manager have been at the store six to
seven years. I’m absolutely blessed to have that kind
of staff.”
As for the customers, most are blue-collar workers
from the area, as well as local fishermen traveling to
Lake Hudson. These customers keep coming back
thanks to the personal attention the Goodies staff
gives them. “It’s a small-town feel. People appreciate
a smile and a handshake,” Rains explained.
As newly minted convenience store owners, the
Rains family learned a few lessons immediately : “Food
and service keep customers coming back, and you can’t

109
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For Reeder’s, that image
became a retro art deco
sign with a modern flair.

SHARING INDUSTRY KNOWLEDGE AND CONNECTIONS

After 53 years, Reeder’s shed its branded affiliation,
a strategic move that its owners believe provides the
best chance of future success.
BY JERRY SOVERINSKY

R

eeder’s Auto and Tire Center is an anomaly. A
family-run business in Tulsa, Oklahoma, since 1961,
it offers full-service fill-ups — a labor-intensive
practice about as common today as sub-$2per-gallon gasoline prices. And there’s an
onsite service station, with a full-time crew
that’s anchored by 39-year veteran Tom,
displaying a peerless corporate loyalty that
contrasts sharply with the convenience store industry’s high
employee turnover rate.
Such distinctions have become trademark characteristics for
the third-generation family-run business, whose current
co-owner, Cheryl Reeder, knows nearly all of the store’s customers, if not by first name, then by vehicle type.
But with 43 QuikTrip convenience stores blanketing Tulsa,
Oklahoma (and another 25 in the surrounding area), there’s no
denying that Reeder’s faces stiff competition. It could use any
available brand advantage to bolster its presence among a sea of
Big Name stores.
So it may come as a surprise to learn that Reeder’s recently
shed its branded affiliation with Phillips 66 — a 10-year relationship (which followed 43 years of carrying the Texaco
brand) that ended amicably, yet now presents Reeder’s
without a heavyweight corporate name or the marketing
advantages of selling branded fuel.
“Strategically [as our contract with Phillips 66 came up for
renewal] we began looking closely at things. We considered
whether we could continue to grow our business without
having a large corporate brand,” said Ross Ledbetter,
Cheryl’s husband and co-owner of Reeder’s. “Phillips was a
good partner for us and they have a high quality product.
But we’re in the big retailer’s [QuikTrip] backyard and we
wanted to see if we could establish an unbranded name.”
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P&L Due Diligence

Ledbetter said their analysis was exhaustive
but far from conclusive. “Our decision to switch
wasn’t made years ago; it was nearly last-minute,” he said. We were negotiating with [Phillips] and other distributors, and it wasn’t an
easy decision. Our family had been a very loyal
seller of branded fuel for 53 years.”
Reeder and Ledbetter conducted cash flow
analyses and P&L projections, fully aware of
the challenges that awaited them.
“Just releasing a brand doesn’t mean you’re
going to hit a home run,” Ledbetter said. “Our
due diligence forced us to look at what we
wanted to achieve,” especially the impact on
what has become the number one industry
scourge: credit card fees. “When we set out to do
this, we wanted our credit card analysis to show
a break even,” he said.
“We first looked at the number of credit cards
that the [Phillips] brand was bringing us …
and then talked directly to our
customers,” Ledbetter said.
“There were some loyal Phillips
66 fuel card customers, but
most were using cash back or
loyalty cards.”
Ledbetter also looked at how
long his customers had been using
their branded Phillips cards. Most
had activated those cards in 2003,
when Reeder’s switched from
Texaco to Phillips.
“That told us that they
changed cards to shop here. By
looking at the data and speaking
with our customers, we believed
we could overcome the branded
card market,” Ledbetter said.
“We assumed that they would
take the next step to switch with
us — and so far, we’ve seen that
they have.”
Another major consideration
for operators seeking to become
independent is fuel availability,
though Reeder’s location
minimized that concern.

20 MAY 2015

SOCIAL
SCENE

Rains created the Goodies
Facebook page once food
became a major focus of the
business. But he was curious
as to how many folks were actually paying attention to his
posts. So Rains developed an
experiment to figure it out: “I
knocked my gas prices down
to a ridiculously low price
for a four-hour period and I
got 6,000 Facebook views,”
explained Rains.

To expand on the success, the family is branding its
wings and adding new flavors to the menu. “People
were already driving 30 miles to get our wings. My
brother and I came up with the name Wicked Wingz,”
along with a new logo and marketing strategy, Rains
said. “Mom approved it, and we will be offering eight
different flavors.”
Initially, Goodies was selling about 1,600 wings
weekly without any type of promotion. Rains said
that once the kitchen expansion is complete, he
expects Wicked Wingz to take off.

Catering to the Masses

In addition to offering great food for all dayparts,
Goodies has also found success through catering
— another reason behind the kitchen expansion.
“In the fall of 2013 we started
catering,” said Rains, adding
that many local
businesses are
customers. “We did
a lot parties over
the holidays, and
we’re doing wedding
receptions. The
community has
been good to us.”
Goodies also
provides box
lunches for
workers at the nearby MidAmerican Industrial Park, one of
the largest industrial parks in the
United States. “Workers come through
on their way to work at 6 am or 7 am. We
wanted to offer them something good so

Food Find

The secret to Goodies’ successful
foodservice program is a passion for
making great food. “The food part of
the business is something we enjoy.
Mom makes a terrific cobbler. …
Charlene, our cook, was here
before we took over; she’s in her
early 70s. She’s still going strong,”
Raines said.
In fact, Goodies is
making big changes
to better handle the
additional food
volume. At press time,
an extensive kitchen expansion, as
well as the addition of outdoor seating,
was underway. “We’ll have music.
Customers can sit outside, enjoy the weather
and eat,” said Rains.
While tweaking the menu, one foodservice item
became an unexpected success: chicken wings.

nacsonline.com

they don’t have to leave [work] to
find lunch. They wanted something
good to eat that was affordable.
That’s how the box lunch started,”
he said. “We get orders for 30 to 50
meals, deliver them , and they pass
them out.”
In addition to having a successful
foodservice program, Goodies
keeps store shelves stocked with
merchandise typically found at the
local grocery store, which can be a
long drive for some of the more rural
Pryor residents.
“The grocery store in Pryor moved
to the other end of town. People
didn’t want to drive all the way into
town. … We’re now offering about a
100 grocery items,” Rains said.
“There’s everything from dog food to
eggs. If a customer down the road
needs eggs in the middle of making
pancakes, we’re here.”
Rains said that Goodies is going
to continue evolving with the
needs of customers. He credits the
store’s success to a few things: “You
constantly have to reinvent
yourself — and listen to Mom.”

BRANCHING
OUT

Just three short years after buying Goodies, Rains was asked
to consider another location.
“Rogers State University asked
us to come and run the deli at
the Pryor campus. This is a new
branch of the business that
allows us to do more food,”
Rains said.
Goodies met the challenge:
Today, the retailer offers good
food to college students who
don’t often have a lot of money
to spend on food. “We wanted
students to come in and eat
without affecting their pocketbook,” said Rains, noting that
they’ve offered pizza and hot dog
buffets, and sell deli sandwiches.
“We’re experimenting with
different things,” he said. “It’s a
service to the university. We’ve
also been offered a chance to do
all the catering at the college,
and now those kids drive by the
store on their way home. We get
a lot of new customers because
they know our food.”

Al Hebert is the Gas Station Gourmet and
showcases America’s culinary treasure — gas
station cuisine. TV host Hebert shares these
stories and on occasion, a recipe or two at
GasStationGourmet.com. He is a regular
NACS Magazine contributor, bringing foodservice ideas to readers.

NACS Magazine
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InsideWashington
The president has proposed a 2016 budget: What should you care about?
BY ANNA READY

“Fuel wasn’t really a
concern for us, we have
multiple nearby options,” Ledbetter said.
“But someone looking to
switch [to unbranded]
must look at how many
terminals they have to
choose from.”
Ledbetter said his fuel
prices have remained consistent, which has allowed
Reeder’s to be price
competitive. “We’re just
one station surrounded by
the largest fuel retailers,
but fuel pricing is allowing us to be competitive.”

The president’s budget for fiscal
year 2016 contains the budget
message of the president,
information on his priorities and
budget overviews organized
by agency.

Rebranding

With the decision to become independent
finalized, Reeder and Ledbetter focused their
attention on rebranding their store. Despite
strong name presence in their community, they
wanted to establish a distinct yet familiar image,
reassuring their existing customers while
attracting new ones.
“You need to put money into your imaging,”
Reeder said, adding that it took several months
working closely with a design firm to come up with
just the right look. “When you’re thinking about
becoming your own brand, if you don’t have
marketing experience, you need to know you’re
doing it right to get the consumer to recognize you.”

O

n February 2, President Obama
introduced a $3.99 trillion
budget for fiscal year 2016 that
is designed to pay for middleclass tax breaks and includes a
six-year infrastructure plan
with $650 billion in revenues
from tax increases, in addition
to another $1.15 trillion in other spending.
Several proposals from the president’s budget
would impact convenience retailers:

Taxes

The president’s budget would make permanent the
Work Opportunity Tax Credit (WOTC) tax incentive
to employers of individuals from certain targeted
22 MARCH 2015

groups, including veterans, ex-felons and beneficiaries
of government programs helping the poor.
His budget would also preclude S corporation
shareholder-employees from avoiding payroll
taxes by withdrawing income as distributions
rather than compensation.

LIFO Inventory Accounting

The budget would repeal the use of the last in, first
out (LIFO) inventory accounting method for federal
income tax purposes. Taxpayers who currently use
the LIFO method would be required to change their
method of inventory accounting, resulting in the
inclusion in income of prior-years’ LIFO inventory
reserves (the amount of income deferred under the
LIFO method). The resulting adjustment — which is

nacsonline.com

NACS Magazine JANUARY 2014 11

Ideas2Go
A round-up of innovative ideas from
convenience stores across the country
as well as emerging concepts that
redefine convenience retailing.

2/19/15 8:16 AM

Inside Washington
A look at NACS advocacy on Capitol Hill
and the top issues influencing the future
of the industry, such as menu labeling,
data security and labor.

Mobile: New in 2017!
NACS Magazine’s new-and-improved digital edition and
mobile app offers crisp, brilliant resolution, enhanced video
storytelling and new ways for retailers to engage with your
advertising. Reach readers whenever and wherever they may
be with dynamic new advertising opportunities both on the
Adobe app platform and at NACSMagazine.com.

NEW!

21
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Gas Station Gourmet
A monthly spotlight on foodservicefocused retailers from around
the country.

002_FrontDep.indd 22

Global Trends
An in-depth look at the trends shaping the
international convenience marketplace.

rely on gas to make a living. We
learned that pretty quickly,” he
said. “The cash flow is significant,
but you don’t get to keep it. That’s
not something we knew.”
After taking over Goodies, the
family began looking at ways to
offer customers a unique
experience, beginning with the
menu. “We served everything
from sandwiches, hamburgers
and wings to homemade ribs
cooked daily. We saw our
customer base increase 20%. So
we sat down as a family and
decided to make food our focus.”

MIXED MESSAGES

IDEAS 2 GO

INDEPENDENT
STREAK

The Goodies crew includes its longtime chef, Charlene Patrick (left), store owner Ryan Rains and manager Tari Ables.

hen a convenience store
came up for sale
in rural Pryor,
Oklahoma, the
Rains family
saw a great
opportunity.
And even though no one in the family had any retail
experience, they were confident they could take the
store to a whole new level.
Before entering the business, Ryan Rains, an
insurance claims adjuster, spent most of his time
away from home traveling from one natural disaster
location to another. His father and brother — both
dentists in Pryor — saw Goodies Convenience Store
as an investment opportunity, so Rains abandoned
the insurance business and jumped on the chance to
run the store and spend more time with his family.
“We took over on March 1, 2012,” said Rains. Today,
Rains takes care of the day-to-day operations while
the rest of his family are silent partners.

Learning Curve

Category Close-Up
NACS State of the Industry data and
Convenience Tracking Program research
enhances supplier and retailer insights
in this focus on top in-store categories
such as tobacco, beer and snacks.
QuickHits

Goodies is known for its
small-town vibe and local
food favorites such as BBQ
and chicken wings.

OH GOODIE!

satisfy a salty snack occasion that
popular position in the category with
INDUSTRY SALES
has a health benefit, and nuts offer
13.8% of salty snack sales, according
2013 VS 2014
that option,” said Beth Jarocki,
to NACS State of the Industry (SOI)
customer vice president, convedata. In addition, anecdotal retailer
% of Sales
nience at the Kraft Foods Group.
evidence shows that the segment is
“While the convenience channel
one to watch. “The growth within the
3.85%
3.70%
has primarily engaged male shopcategory has been in nuts, especially
pers, we see a huge opportunity with
pistachios and almonds, and
2013
2014
female shoppers looking for betterhealthier products like trail mixes,”
for-you options,” said James Richter,
said Ryan Razowsky, general
Avg. Store Sales
vice president of sales for Angie’s
manager of four Shell locations and
BOOMCHICKAPOP.
one Fillinup store located through$71,536
$77,612
“More consumers have a desire for
out the Chicago area, which are
healthy snack choices that deliver on
under Rmarts management.
2013
2014
taste and quality,” added Dan Morgan,
“Peanuts, especially hot/spicy
senior vice president and chief sales
flavored ones, are flying off the shelf,”
% of Stores Selling
officer for Snyder’s-Lance. “Consumpointed out Tony Longo, owner of
ers’ eating routines are evolving and
Lindbergh & Ladue BP in Creve
99.79%
99.68%
the way they think about their
Coeur, Missouri. Popular flavors in
snacking choices is also changing.”
peanuts include chipotle and
2013
2014
jalapeno. At CJ Express, seeds are
(Source: NACS State of the
popular, especially during the
Flavor Profile
Industry Report of 2014 Data)
summer. “We’re the only place in
Given the versatility of
town that carries as many flavors of
salty snacks and
seeds,” said McGrath. Popular seed flavors include
Millennials’ craving for new flavor
dill pickle, ranch, BBQ and bacon. For Max Fuel
sensations, suppliers churn out new
Xpress, nuts have been doing extremely well, with
flavors in this category at a rapid clip.
flavors like jalapeno and no-salt peanuts, which are
“We’re seeing a lot of chips with flavors
SALTY SNACKS
popular among the soccer mom demographic,
like maple bacon and Sriracha ranch
driving sales.
because Millennial customers
> Potato Chips
These retailers said the perceived
respond to new and exciting flavor
> Tortilla/Corn Chips
better-for-you sheen of nuts and
profiles,” said Mecklenburg with
> Pretzels
seeds has propelled interest in
NACS. “This flavor trend goes beyond
> Nuts/Seeds
the segment. “People are
chips and has extended to popcorn, as
> Packaged Ready-to-eat
looking for something to
well as other subcategories.”
Popcorn
“Now that snacking makes up about
> Crackers
> Other Salty Snacks
half of eating occasions, variety is even
> Puffed Cheese
more important,” said Jim Breen,
> Mixed
founder and CEO of Live Better
Brands/Way Better Snacks. “Bold
NACS category definitions
flavors are very much on trend as
can be used to establish
consumers are looking for more
performance benchmarks and
exciting and satisfying snack
a framework for retailers and
experiences.” The brand’s
suppliers to discuss market
Sriracha-flavored chips is the
performance comparisons.
For more NACS category
fastest-selling item in the brand
definitions visit nacsonline.
portfolio.
com/categorydefinitions.
Hot and spicy continues to be a
national flavor trend, and different

PHOTOS COURTESY OF TRACY CLARK AT OKO PRODUCTIONS.
PHOTOS COURTESY OF TRACY CLARK AT OKO PRODUCTIONS.

FOOD
SAFETY

GasStationGourmet

SALTY SNACKS

JULY 2016
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THE AUDIENCE

(Source: December
2015 BPA Statement,
BPA International)

NACS offers a quality audience and our BPA statement reinforces our
positioning. By choice, NACS Magazine precision targets headquarter decision makers which are updated annually by name and title—including the
thousands of exclusive industry buyers who attend the NACS Show.
• NACS Magazine’s circulation is 100% paid—the only paid circulation
publication in the industry.
• NACS Magazine has the highest percent of circulation by name and title
in the industry (98.5%), reassuring our advertisers that our readers are
the group with buying power.
• NACS Magazine’s circulation is 100% first-year qualified—the highest in
the convenience channel. Our names and titles are the freshest and most
accurate, while other publications fill their circulations with obsolete
readers verified every two or three years.

PRECISION
TARGETED
AUDIENCE

Most of my successes in our
c-store comes from NACS;
they consistency help us hit
home runs and we are the
leaders in our market and
can react to new trends.”
— Kent Couch, CEO, Stop and Go

85%

say NACS
Magazine provides
thought leadership

72%

of readers take action
after seeing an ad

1 out of 10

purchased or ordered a product/
service after seeing an ad

READERSHIP FACTS

90%

61%

believe NACS
Magazine is
attractive/
professionallooking

of recipients share
their copies of
NACS Magazine
with a colleague

90%
say NACS
Magazine covers the most
up-to-date
industry trends

90%

feel that the information
is presented in a credible/
authoritative way

Readers spend an average of

45 mins

on each issue

A typical subscriber saves their
copies of NACS Magazine for

6.4 months

(Source: 2015 Readex Reader Study)
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2017 EDITORIAL CALENDAR
JANUARY

FEBRUARY

MARCH

COOL NEW PRODUCTS GUIDE *

NACS Leadership Forum

15TH ANNIVERSARY ISSUE

Ad Close:12/2/16
Materials Due: 12/9/16

Ad Close: 1/6/17
Materials Due: 1/12/17

Ad Close: 2/3/17
Materials Due: 2/9/17

• Leadership
• Foodservice
• Category Close-Up: Ice Cream/Frozen Novelties

• Alternative Fuels
• Plan Profitable Menus
• Category Close-Up: General Merchandise; Liquor

Bonus Distribution: NACS Leadership Forum;
NGA Show; Convenience Distribution Marketplace;
NAFEM Show

Bonus Distribution: NACS HR Forum; NACS Government
Relations Conference; SNAXPO; Gulf Coast Food & Fuel
Expo; NACS Convenience Summit - Asia

• Direct Store Operating Expenses
• Tobacco Deeming Rules
• Category Close-Up: Other Tobacco Products;
Health & Beauty Care
Bonus Distribution: NRF Big Show; NATSO Show;
Winter Fancy Food Show; Tobacco Plus Expo

APRIL
NACS State of the Industry Summit
COOL NEW PRODUCTS GUIDE*
Ad Close: 3/3/17
Materials Due: 3/8/17
• Shopper Segmenting
• Monetize POS Data
• Category Close-Up: Alternative Snacks; Hot
Dispensed Beverages
Bonus Distribution: NACS SOI Summit; Conexxus Annual
Conference; NATO Show; The Car Wash Show; WPMCA
Trade Show; Fuels Institute Spring Meeting; M-PACT

JULY
THE FOODSERVICE ISSUE
COOL NEW PRODUCTS GUIDE*
Ad Close: 6/5/17
Materials Due: 6/12/17
• Investing in Foodservice
• Importance of Fresh
• Category Close-Up: Frozen Dispensed Beverages
Bonus Distribution: National Coalition of Associations
of 7-Eleven Franchisees Show

OCTOBER
NACS SHOW ISSUE
COOL NEW PRODUCTS GUIDE*
Ad Close: 9/5/17
Materials Due: 9/12/17
• Innovation/Disruption
• Supply Chain
• Category Close-Up: Beer
Bonus Distribution: NACS Show

*C
 ool New Products Guide deadlines can be found on page 9.

MAY

JUNE

THE CATEGORY MANAGEMENT ISSUE

NACS Insight Convenience Summit-Europe

Ad Close: 4/5/17
Materials Due: 4/11/17

Ad Close: 5/4/17
Materials Due: 5/10/17

• Snacking Trends
• Best Practices in Cat Man
• Category Close-Up: Candy; Packaged Sweet
Snacks

• NACS SOI Summit coverage
• Working with Suppliers
• Category Close-Up: Cold Dispensed Beverages;
Grocery

Bonus Distribution: NRA Show; Sweets & Snacks Expo;
Southwest Fuel & Convenience Expo

Bonus Distribution: NACS Insight Convenience
Summit-Europe; Vapor Expo; IDDBA Show; FMI
Connect/United Fresh Show

AUGUST
NACS SHOW: FIRST GLIMPSE
AD STUDY
Ad Close: 7/6/17
Materials Due: 7/12/17
• Loyalty
• Vending
• Category Close-Up: Packaged Beverages
Bonus Distribution: Multicultural Retail 360 Summit

NOVEMBER
POST-NACS SHOW WRAP-UP
Ad Close: 10/3/17
Materials Due: 10/11/17
• NACS Show Coverage
• Time of Day Merchandising
• Category Close-Up: Wine
Bonus Distribution: SIGMA Annual Meeting; Pack
Expo International

SEPTEMBER
PRE-NACS SHOW ISSUE
Ad Close: 8/7/17
Materials Due: 8/11/17
• Real Estate
• Telling the Brand Story
• Category Close-Up: Salty Snacks; Food
Prepared Onsite
Bonus Distribution: Pacific Oil Conference

DECEMBER
Ad Close: 11/3/17
Materials Due: 11/10/17
• Employee Training
• Self-Scanning
• Category Close-Up: Cigarettes

Hunter Club members
receive exclusive rates.
Contact your sales rep
for details.

NACS Magazine doesn’t just report the news, we make the
news. We help shape the polices and minds on Capitol
Hill and share insightful analysis and unbiased leadership in
every issue, making NACS Magazine the #1 trusted source of
information for decision makers in the convenience industry.

C-stores
deepen their
commitment to
corporate giving.

NACS MAGAZINE
ADVERTISING RATES (GROSS)
4-COLOR ADS
SIZE

Sweet
Charity

1x

PRESHOW 1x

SHOW 1x

3x

6x

12x

FULL
PAGE

$5,565

$6,120

$6,680

$5,250

$4,935

$4,620

2/3 PAGE

$4,460

$4,900

$5,355

$4,200

$3,885

$3,675

1/2 PAGE

$4,200

$4,620

$5,040

$3,885

$3,675

$3,465

1/3 PAGE

$3,255

$3,580

$3,905

$3,045

$2,835

$2,625

1/4 PAGE

$2,570

$2,830

$3,085

$2,415

$2,260

$2,100

By Carol Angrisani

G

iving back to communities is a core value for
convenience stores. By supporting local and national
charities, c-stores strengthen the areas they serve—and
build customer loyalty.
More than three in four companies (78%) support five or more
charities in their communities, according to a NACS member survey
conducted in September 2014. And 83% of member companies have
been involved in charitable giving for more than 10 years.
Additionally, NACS consumer surveys show that more than one in
five consumers (22%) who say they don’t want a convenience store
built in their area would support one if they knew it contributed to
local charities.
“The good news is that the overwhelming percentage of convenience
stores already are engaged in charitable giving,” said Jeff Lenard, vice
president of strategic industry initiatives at NACS. “It’s just a matter
of telling your story to the community.” In-store signage and other
forms of advertising are among the ways to accomplish this.
C-stores that have philanthropy initiatives in place benefit from
improved customer engagement. Many consumers make buying
decisions based just as much on how they feel about a company as on
how they feel about the products and services it provides. When a
company supports social or environmental issues, Americans say
they would have a more positive image of that company (91%), be
more likely to trust it (87%) and be more loyal (87%), according to the
2015 Cone Communications/Ebiquity Global Corporate Social
Responsibility study.

NACS Magazine

ontinued growth in sales of healthier, nutritious foods in c-stores and other retail
locations underscores the need for new retail strategies that capitalize on current
changes in consumer demand. To help our members develop those strategies, NACS
has led an effort to create and communicate new opportunities for convenience
retailers to expand their selection of better-for-you offers and, as a result, grow their businesses.

As part of this effort, NACS commissioned the 2015 Hudson
Institute report, “Health and Wellness Trends and Strategies
for the Convenience Store Sector,” to identify opportunities for
the convenience store channel. The research was clear: “By
focusing on products and messaging that meet the need for
healthier products—on-the-go, breakfast and kid-targeted—
convenience stores can drive significant new growth.” (NACS
shared much of this research in our October 2015 cover story,
“Blending Health and Convenience.”)
All of the information uncovered in the report was
enlightening, but we needed to put the insights to the test, so
we implemented in-market tests designed to assess the business
value of specific better-for-you merchandising and marketing
strategies. We connected several NACS retail members with
Cornell Food and Brand Lab behavioral economists and the
Project on Nutrition and Wellness to create a series of in-store
pilots. Each of the test scenarios we tried focused on growing
healthier food and beverage sales, but with operating simplicity
and low- to no-cost of implementation.
Eight concrete tactics were uncovered and form the basis
of our new toolkit, “Ideas That Work to Grow Better-for-You
Sales,” and are shared below.

Grab Them Immediately

1x

PRESHOW 1x

SHOW 1x

3x

6x

12x

2 PAGE
4-COLOR

$10,025

$11,030

$12,035

$9,450

$8,925

$8,400

EIGHT LOW-COST—AND PROVEN—TACTICS FOR HOW
C-STORE OPERATORS CAN GROW THEIR HEALTHY OFFER.
By Jeff Lenard and Carolyn Schnare

30 AUGUST 2016

1/2 PAGE
4-COLOR

$5,565

$6,120

$6,680

$5,250

$4,935

103

C

SPREADS
SIZE

SEPTEMBER 2016

Offer a “grab-and-go” area at the
entrance of your store with a small
selection of healthier snacks and
better-for-you items. This
immediately sets the tone for your
offer throughout the entire store.
Items could include fruit, vegetables, water, yogurt, milk, eggs,
100% juices and whole-grain breads.
IMPLEMENTATION: Convenience is one of the key drivers of food
behavior, so make the most of it. Merchandising quick, easy
to eat, healthy snacks in areas with heavy traffic (front of
store), or that are frequent destinations inside the store (drink
coolers), will increase purchase of those items.

Product can be displayed in a fresh case, endcap or in baskets
or bins, as long as it is clearly visible as customers enter the
store. Be sure to display a variety of items (a display of just
bananas is not enough!) so it is clear that customers have a
choice of options.
Bundle together healthy items (e.g. bottled water, fruit
and a yogurt or low-calorie sandwich), bag them and provide
a quick grab-and-go lunch. A prominent display shows and
reminds customers that these items are available inside the
store, which helps prime customers to make healthier choices
during future visits.

Variety Sells Produce

Provide at least three varieties of precut packaged fruits and vegetables in
the cooler or in the upfront “fresh case.”
IMPLEMENTATION: When given choices,

even limited choices, consumers are
more likely to purchase an item than if
they are given only one option. The same
holds true for pre-cut packaged fruits
and vegetables. Consumers seeking
fresh-cut produce will be more likely to
purchase these items when they see a
variety of choices, whether in serving size or in the specific
produce options.
Merchandise the pre-cut options at or near eye level, both
for parents and kids, and use signage to emphasize availability.
Emphasizing the portability of these products is also helpful,
as fresh-cut produce in cups are great snack items to place in
a car beverage holder.
Display these items prominently to take advantage of
increased convenience, both in terms of access and ease of
eating. Provide at least three options that offer customers a
choice, which gives them a sense of control over their
decisions and demonstrates that you are committed to
offering a selection.

nacsonline.com

NACS Magazine

AUGUST 2016

31

$4,620

HIGH IMPACT OPTIONS

PREMIUM POSITIONS
SIZE

1x

PRESHOW 1x

SHOW 1x

3x

6x

12x

INSIDE FRONT

$7,770

$8,550

$9,325

$7,245

$6,670

$6,145

INSIDE BACK

$7,770

$8,550

$9,325

$7,245

$6,670

$6,145

BACK

$8,295

$9,125

$9,950

$7,770

$7,245

$6,670

NACS Magazine advertising specifications can be found
at NACSmagazine.com/specs.

. 	Cover or body barn doors
(or French doors)
. Cover gatefolds and body gatefolds
. Outserts and inserts
. Cover tip/flap
. Bellybands
. And more!

Contact your sales representative for details.
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COOL NEW PRODUCTS
There’s no better place than NACS Media to debut your
new product, service or technology. With multiple platforms at your fingertips—print, online, mobile, the Cool
New Products Preview Room at the NACS Show—your new
product will reach retail decision makers looking to stock
their stores with what’s new and cool in the channel.

SHOWCASE YOUR COOL NEW PRODUCT
IN ANY OF THESE CATEGORIES:

. New to the Industry
. New Design
. New Flavors
. New Services
. New Technology
. Health & Wellness
. Green (Eco-Friendly)

1

COOL NEW PRODUCTS GUIDE
IN NACS MAGAZINE
2

NEW FLAVORS

3

INTRODUCING REESE’S PIECES CUPS

4
5
6

PRODUCT: Reese’s Pieces Cups
COMPANY: The Hershey Company
Reese’s Pieces Peanut Butter Cups bring together two Reese’s brand
favorites in one cup; it’s the perfect peanut butter cup bursting with
delicious Reese’s Pieces candy in every bite. Reese’s Pieces Peanut Butter
Cups will be available in standard two-cup size 1.5-oz. (SRP $1.29), and in
king two-cup Big Cup™ size 2.8-oz. (SRP $1.99).

This special supplement devoted to new products, services and packaging appears quarterly in NACS Magazine (January, April, July and
October). The advertorial-style guide gives your product high-level
exposure in a dedicated special section.
BONUS: The price of every quarter- or half-page print ad includes three months of
exposure at NACS Online—NACS Magazine’s most cost effective advertising offer!

1

		Product Image

2 Category

3

Headline

5 Company Name

4 Product Name

6 Promotional Copy

COOL NEW PRODUCTS SPOTLIGHT

If you’ve placed your Cool New
Product ad in NACS Magazine,
you’re eligible to appear on the
NACS Daily e-newsletter—a daily
source of news e-mailed to more
than more than 56,000 convenience industry opt-in subscribers
each business day of the week. Ads
are available weekly or monthly.
Rate: $1,000/ two weeks (net)

COOL NEW PRODUCTS
PREVIEW ROOM

NACS MAGAZINE COOL
NEW PRODUCTS GUIDE
ADVERTISING RATES (NET)
SIZE

PRICE

1/4 PAGE AD

$1,000

1/4 PAGE AD (NACS SHOW ISSUE)

$1,200

1/2 PAGE AD

$1,800

1/2 PAGE AD (NACS SHOW ISSUE)

$2,000

(NACS Show exhibitors only)

ISSUE

AD CLOSE

MATERIALS DUE

JANUARY

12/2/16

12/9/16

APRIL

3/3/17

3/8/17

JULY

6/5/17

6/12/17

OCTOBER (NACS Show)

9/5/17

9/12/17

The Cool New Products Preview Room is the top destination for attendees to discover emerging trends and the
latest and greatest new products available for convenience store shelves. NACS Show buyers use hand-held
scanners to scan products as they walk through the room
and create their own customized product lists.
Rate: Visit nacsshow.com/marketing for pricing

BONUS: Buy 3 Cool New Product ads and receive the 4th FREE!

BONUS: If you appear in the room, you’ll also receive
a 25% discount off of a Cool New Product ad in NACS
Magazine’s NACS Show issue.

Rose Johnson
Digital & Print Production Manager
NACS
1600 Duke Street
Alexandria, VA 22314
(703) 518-4218
production@nacsonline.com

COOL NEW PRODUCTS PREVIEW
ROOM VIDEO KIOSK AD
(NACS Show exhibitors only)

REQUIREMENTS AND SPECIFICATIONS

Cool New Product Ad deadlines and specifications can be found at
nacsonline.com/coolnewproductsspecs

PLEASE SEND ALL MATERIALS TO:

COOL NEW
PRODUCTS

IN 2015,

Located in a high-traffic area inside the Cool New
Products Preview Room at the NACS Show, the
42” video screen includes a rotation of 30-second
commercials about new products, services and
technologies debuting at the NACS Show.
Rate: $700 (net)

the Cool New Products
Preview Room
featured 311 products
and services.

is consistently ranked
the #1 section in
NACS Magazine.
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NACS DAILY
Make regular contact with
more than 56,000 stakeholders
in the convenience industry
by investing in an exclusive
ad opportunities in the NACS
Daily e-Newsletter. The NACS
Daily satisfies the highest
caliber of industry thought
leaders every morning, five
days a week, by delivering a
concisely written daily dose
of up-to-the-minute industry
news, weekly fuel data and
legislative topics vital to the
health of the industry.

1

LEADERBOARD BANNER AD

DOUBLE
TILE AD

2
DOUBLE
TILE AD

100%
Share
of Voice

Send your press releases to
news@nacsonline.com for
complimentary inclusion in
the Member News section
of the NACS Daily and
NACS Online.

4

3

MEDIUM BANNER AD

SINGLE
TILE AD

ENGAGED AUDIENCE

90%+

66%

of NACS Daily subscribers
have taken some form of
action after reading

say it “provides valuable
information I can’t get
anywhere else”

276,142

71%

Average monthly
impressions

of NACS Daily readers
purchase products/
services for their company

590

Average monthly clickthrus for Leaderboard Ad

20.42%

56,800
Opt-in subscribers

Open rate

(Sources: NACS Daily Readex Survey; e-Campaign: Urchin Web Analytics, June 2014-May 2015)

ADVERTISING RATES (NET)
SIZE

TWO
WEEK
PRICE

NACS Show
(Sept/Oct)

SPECS

1

LEADERBOARD BANNER

$2,850

$3,600

728 x 90 pixels

2

DOUBLE TILE AD

$1,850

$2,600

160 x 160 pixels

3

MEDIUM BANNER AD

$1,600

$2,350

450 x 75 pixels

4

SINGLE TILE AD

$950

$1,700

160 x 80 pixels

COOL NEW PRODUCT SPOTLIGHT*

$1,000

SEE BELOW*

* If you place a Cool New Product print ad in NACS Magazine’s Cool New Product
Guide, you are eligible to purchase this high-impact position in the e-Newsletter. We use
the product image you submitted for the print ad and link it to your ad at NACS Online.

SPECIFICATIONS

. Ad Properties: RGB, 72 dpi
. F ile Type: GIF, animated GIF* or JPEG
(name files with appropriate extension)
. F ile Size: No more than 40K

*Animated GIFs may not display in some
e-mail clients, including Microsoft Outlook, so place your ad’s “call to action”
on the first screen if you are submitting
an animated GIF.

DELIVERY OF MATERIALS

Please send ad files, including click-thru
URL, no less than five days before start
date to: production@nacsonline.com.
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NACS ONLINE
NACS Online (nacsonline.com) is the leading 24-hour
resource for the convenience and fuel retailing industry.
Spotlight your brand where key executives come every
day to find current industry news, updates on pressing
legislative issues and important information about
signature events, including the NACS Show.
As a responsively designed website, NACS Online will
optimize your ads for viewing on any desktop or mobile
device, increasing your overall ad exposure across platforms. Showcase your assets, create brand awareness
and maximize your ad impact and lead generation at
NACS Online.

CAPTIVATED AUDIENCE

59,771

256,686

Average number of
unique monthly visits

Average number of
monthly impressions

130

Average monthly
click-thrus for
Super Leaderboard,
Square Button ads

2:06

Average time spent
on NACS Online

105,573
Average number of
monthly visits

(Source: GoogleAnalytics)

NACS ONLINE
ADVERTISING RATES (NET)
2-WEEK PRICING
1X

3X

6X

12X

NACS SHOW MONTHS
(SEPT & OCT)

DESKTOP

MOBILE

SUPER LEADERBOARD
BANNER
(SUBMIT 2 SIZES)

$1,200

$1,150

$1,000

$890

$1,950

970 x 90 pixels

450 x 75 pixels

MEDIUM RECTANGLE AD
(SUBMIT 1 SIZE)

$790

$765

$740

$650

$1,386

300 x 250 pixels

300 x 250 pixels

SQUARE BUTTON AD
(SUBMIT 2 SIZES)

$475

$450

$425

$380

$750

200 x 200 pixels

160 x 160 pixels

SIZE

All ads are run-of-site with placement on NACSOnline.com and NACSShow.com. All ad spots offer a maximum 5-ad rotation/20%
share of voice.

SPECIFICATIONS

. Ad Properties: RGB, 72 dpi
. File Type: GIF, animated GIF or JPEG
(name files with appropriate extension)
. File Size: No more than 40K

DELIVERY OF MATERIALS

Please send ad files, including click-thru
URL, no less than 5 days prior to start date
to: production@nacsonline.com.
To ensure maximum exposure on all
devices, NACS no longer offers rich media
ads and Flash ads are not recommended.

NACS SHOW AUDIENCE
(SEPTEMBER, OCTOBER)

552,569

113,661

Average number of
unique monthly visitors

Average number of
monthly impressions

51%
New visits

2:14

Average time
spent on site

198,852
Average number of
monthly visits

(Source: Google Analytics, September
2015 – October 2015)
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NACS SHOW
The NACS Show is the convenience and fuel retailing industry’s
premier buying event, drawing more than 24,392 attendees, 1,264
exhibitors and 9,308 buyers in 2015! Ranked as the #1 trade show
in North America with the highest net buying influence, you’ll want
to invest in official NACS Show products and take advantage of this
amazing buying power.
As the convenience retiling industry’s premier event, the NACS
Show offers opportunities for buyers and sellers to come together,
conduct business and learn from one another—all in an environment
rich with new ideas and partnerships. For retailers and suppliers
interested in the growth of their business, the NACS Show is a can’tmiss event.

ONLY NACS

offers direct, official
access to this
dynamic audience of
engaged buyers.

TOP 20 RETAILERS AT THE NACS SHOW
Sunoco, Inc.
Kwik Trip, Inc.
Sheetz, Inc.
Love’s Travel Stops
CST Brands, Inc.
RaceTrac Petroleum, Inc.
Pilot Travel Centers LLC
The Kroger Co.
Chevron Corporation
ExxonMobil Fuels Marketing

CHS Inc. (CENEX)
Murphy USA
QuikTrip Corporation
Stripes LLC
United Pacific
Maverik, Inc.
Cumberland Gulf
Kum & Go, L.C.
Marine Corps Exchange
Rutter’s

2017 NACS SHOW
When: Oct. 17-20, 2017
Where: McCormick Place, Chicago, IL
NACSShow.com

THE NUMBERS

410,000

1,200+

net sq. ft. expo in 2016

exhibiting companies

$19.4

10.5

million
The average retailer’s
planned expenditure over
12 months, based on what
they saw at the Show

average number of hours retailers spend
on the NACS Show expo, compared to
the trade show average of 9.5 hours
(Sources: Exhibit Surveys Inc.; 2015 NACS Show Attendee Survey)

NACS MAGAZINE
(NACS SHOW ISSUES)

AUGUST: FIRST GLIMPSE

A first look at general session speakers, educational session topics, pre-Show
planning tips, and what’s new at the 2017 NACS Show.
Ad space deadline: June 26, 2017
Ad materials deadline: July 6, 2017

COOL NEW PRODUCTS GUIDE:
OCTOBER NACS SHOW ISSUE
NEW FLAVORS

SEPTEMBER: PRE-NACS SHOW

Buyers use this issue for planning their experience the NACS Show. Your
ad can include the NACS Show logo and your booth number to help you
drive traffic.
Ad space deadline: July 27, 2017
Ad materials deadline: August 7, 2017

KIDS AND GROWN-UPS LOVE IT SO,
THE HAPPY WORLD OF HARIBO

PRODUCT: Calypso Cream Cigarillos
COMPANY: Swisher Sweets

PRODUCT: HARIBO Gold-Bears and Sour Gold-Bears
COMPANY: HARIBO of America, Inc.

Experience the enchanting blend of Swisher Sweets new Calypso Cream
cigarillos. The limited edition Swisher Sweets Calypso Cream features an
unexpected blend of oranges and sweet cream, with a slight hint of
blueberry to complete the taste journey. They are packaged in resealable
2-count foil pouches with the “Sealed Fresh” guarantee, and are available
in “2 for 99¢”and “Save on 2” options. Visit www.swishersweets.com.

Founded more than 90 years ago, HARIBO Gold-Bears has become the #1
selling gummi bear and have launched a full line of products including
everything from Happy Cola to Sour S’ghetti and now our Latest Package
Sensation, Gold-Bears and Sour Gold-Bears in Resealable Stand Up Bags.
Call (800) 638-BEAR or visit www.haribo.com.

NEW TECHNOLOGY

The biggest and most visible issue of the year!
This issue is seen everywhere at the Show—in publication bins, on the chairs
of more than 3,500 attendees at the Opening General Session, at the Cool
New Products Preview Room and at the NACS Show Product Bag booth.
Reach NACS Show buyers twice: the first week of October when buyers
receive mailed magazines and again at the Show where more than 7,000
copies are distributed.
Ad space deadline: August 28, 2017
Ad materials deadline: September 5, 2017

NEW TO THE INDUSTRY

BIG NEWS FOR BREAKFAST!
PRODUCT: New BIG AZ Breakfast Sandwiches
COMPANY: AdvancePierre Foods
Your customers wake up hungry! Offer them the same BIG value brand in the morning that captures their business and satisfies their appetites at lunch. BIG AZ breakfast
sandwiches are loaded with craveable flavors and hunger-satisfying proteins, piled high on tender, home-style buttermilk biscuits. Featuring the new 2X Double Sausage and
Cheese Biscuit and Breakfast Stacker Biscuit sandwiches. Each sandwich is hand-assembled and wrapped in crisp white butcher paper for fresh-made appeal. Sell hot from a
sandwich warmer or microwaved on demand from the cold case. These big, bold sandwiches grab attention and make sales. Add BIG AZ Breakfast Sandwiches to your
morning menu and watch your sales rise! Four-hour hot hold time, 14-day refrigerated shelf life. Visit www.advancepierre.com.

NEW TO THE INDUSTRY

TOP TEN COOL NEW PRODUCT
PICK 2014

NEW PACKAGES INCREASE
FOODSERVICE SALES

PRODUCT: Micro Flamingo Display
COMPANY: FIFO Wireless

PRODUCT: Wave of the Future in Packaging
COMPANY: Anchor Packaging, Inc.

The Micro Flamingo Display is the newest edition to FIFO Wireless’ very
successful cell phone accessories program. It holds 82 single units of
the perfect mix of accessories for cellphones and tablets such as USB
cables, car and home chargers, auxiliary cables and hands-free. This
cutting edge attractive point of sale display is designed, engineered
and assembled in the USA. With the new Micro Flamingo Display you
are guaranteed to make an excellent profit margin, featuring a lifetime
manufacturer warranty. Call (800) 922-1602, email sales@fifousa.com,
or visit www.fifousa.com.

MicroRaves® 16, 24, and 32oz 9” x 6” “WAVE” series containers designed
with smooth sides and eating on the go. Spoon-able inside and shiny black
outside attract impulse buyers with modern, contemporary design. Three
leak-resistant, no fogging, lids fit each of polypropylene bases. PP and RPET
dome lids provide unobstructed view of food contents. Flat RPET lid is perfect
for portion control and low profile items. Use in hot case, in microwave, or
chilled display. Versatile packages with mix & match lids provide the perfect
solution for grab ‘n go or make-to-order offerings. Visit www.anchorpac.com
or call (800) 467-3900.

62
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OCTOBER: NACS SHOW

NEW DESIGN

SWISHER SWEETS CALYPSO
CREAM AVAILABLE JULY 1ST

JULY 2015

NEW TO THE INDUSTRY

NEW TO THE INDUSTRY

REDUCE RISK AND COST WITH
K-STICK LADDERLESS SIGN
HANGING SYSTEM

TURN COOLER DOOR HANDLES
INTO BILLBOARDS WITH NEW
K-ADS

PRODUCT: K-Stick
COMPANY: Kinter

PRODUCT: K-Ads
COMPANY: Kinter

Ladders are dangerous. Dangerous is expensive. Create a safer workplace
with the K-Stick Ladderless Sign Hanging System. It’s lightweight and
easy-to-use, and works with all ceiling types, windows and walls. To get
on the stick, contact a KinterCare specialist at (800) 323-2389 or visit
www.kstick.com

K-Ads enables advertising to be mounted on in-store cooler door handles,
creating a win for marketers and retailers. With K-Ads you can reach
consumers at the most critical point in their decision process: the
point-of-purchase. This new medium is so powerful and effective, it’s
almost unfair. It’s way beyond P.O.P. It’s mind control. To harness the
power of K-Ads, contact a KinterCare specialist at (800) 323-2389 or visit
www.kads.com

nacsonline.com
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This special supplement of new products, services and packaging innovations
appears in the October NACS Show issue. Your ad is also placed on NACS Online
for three months—October, November and December—for even more exposure!
Ad space deadline: August 22, 2017
Ad materials deadline: August 28, 2017

NOVEMBER: POST-NACS SHOW

Includes the most comprehensive Post-NACS Show coverage of any industry
publication—including the Top 10 Cool New Products—and highlights the trends
and topics featured at the Show. Keep the momentum of the NACS Show going
by advertising in this issue!
Ad space deadline: September 29, 2017
Ad materials deadline: October 5, 2017

BONUS: Advertise in three NACS Show issues and receive a lower ad rate per ad. Advertise in the October NACS Show issue, and receive 50% off ads in the
NACS Show Daily newspaper and the NACS Show Onsite Guide.
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NACS SHOW

THE ONLY
OFFICIAL
SHOW DAILY
NACS SHOW
DAILY NEWSPAPER

(NACS SHOW EXHIBITORS ONLY)
NACS offers the only official NACS Show Daily.
Providing all the day’s news of the Show—it’s
delivered by hand to NACS Show attendees each
morning, seen in distribution bins throughout
convention center, and found in racks at the top
Welcome to the Show D
five NACS Show-sponsored hotels. One price
T
pays for your ad to appear in all three day’s editions. 8,000+ copies are distributed daily, based
SNACKING
EVERY DAY.
on estimated buyer attendance.
Ad space deadline: September 4, 2017
Ad materials deadline: September 13, 2017
Publication dates: October 18, 19, 20
Premium positions are also available.
OFFICIAL
DAILY
NEWSPAPER

nacsshow.com

TUESDAY | OCTOBER 18, 2016

INSIDE TECHNOLOGY EDGE PAGE 3 COOL NEW PRODUCTS PAGE 16 PLANNING YOUR SCHEDULE PAGE 22

SEE WHAT’S NEW
BOOTH 1663

Untitled-5 1

Quitting
to win

9/25/2015 3:17:00 PM

General Session speaker
uses humor to deliver
a message

Expo, educational opportunities, enthusiasm await attendees

he NACS Show returns
to Las Vegas for 2015,
and it offers a fresh
look at all of the latest
developments in the world of
convenience and fuel retailing,
with new educational topics, new
products in the 410,000-squarefoot expo and new services and
technology highlighted throughout the convention center.
“This is shaping up to be a
record-breaking show both attendance-wise and supplier-wise. I

GRAB ‘N’ GO

IS

think that bodes well for everyone
attending,” said NACS Chairman
Steve Loehr, vice president of operations support for Kwik Trip Inc.
One feature being introduced
at the NACS Show this year is the
New Exhibitor Area, in the Central
Hall, booths 3300-3499, which
highlights products and services
from almost 200 new exhibitors.
See the related story on page 20.
See the best of the latest items
on display throughout the expo at
one of the NACS Show’s favorite

hot spots the Cool New Product
Preview Room. Attendees use
handheld scanners to capture product details, exhibitor booth numbers and contact information, and
leave with a printout of all the items
they scanned. Attendees also can
vote for their favorite new products
in the room and track the results.
See the related story on page 16.
“The Cool New Products Preview Room is a must for all retailers
to see,” Loehr said. “It is one of

see WELCOME, page 3

o you want to become
a more successful
manager and make
your store more profitable? Walk away. Quit.
Keynote speaker Connie
Podesta will turn your stick-toitiveness
upside
down with
her unique
brand of
humor and
logic when
she offers
her perspective
Connie Podesta
on success
during today’s General
Session, at 10:00 am at the
Paradise Event Center in the

see QUITTING, page PB

GET EVERYTHING YOU NEED TO HIT THE GROUND RUNNING TODAY AT THE NACS SHOW. PAGES XX-XX

COMPANY
FRONT PAGE BANNER
PAGE 1

Join us at Booth 4122.
hersheysconvenience.com

Untitled-4 1

9/25/2015 4:03:14 PM

BONUS: Receive 50% off your ad in the NACS Show Daily when you also
advertise in the October NACS Show issue of NACS Magazine.

NACS SHOW ONSITE GUIDE
(NACS SHOW EXHIBITORS ONLY)

This is the industry’s leading buyer’s guide, onsite
and after the NACS Show. The guide features
important NACS Show information, a daily schedule of events, education session descriptions, the
Technology Edge insert and a list of all of the
exhibitors. The publication is distributed at registraNACS Show Onsite Guide
tion and at multiple distribution points throughout
the convention center. 12,000+ copies are distributed, based on estimated buyer attendance.
Ad space deadline: August 31, 2017
Ad materials deadline: September 7, 2017
Premium positions are also available.
Scan and connect
with the NACS Show
Mobile App!

FPO

Wm. Wrigley Jr. Company

BONUS: Receive 50% off your ad in the NACS Show Onsite Guide when
you advertise in the October NACS Show issue of NACS Magazine.

Visit www.nacsshow.com/marketing for
advertising sizes, rates and specifications.

NACS SHOW ONLINE
EXHIBITOR DIRECTORY
MY SHOW PLANNER
NACS SHOW MOBILE APP
MAPYOURSHOW.COM

Hunter Club members
receive exclusive offers.
Contact your sales rep
for details.

MAXIMIZE
your NACS
Show exposure!

(NACS SHOW EXHIBITORS ONLY)
Buyers use the digital version of the NACS Show Exhibitor Directory, NACS
Show floor plan and the My Show Planner to research exhibitors while planning for the Show. It is the only complete resource for exhibitor information
updated in real time before, during and after the Show. This online planning
tool syncs automatically with the NACS Show Mobile App, and all exhibitor
information can be viewed on that platform as well.
Enhance your exhibitor profile by adding your company logo, product images
and press releases—for free. Move your company to the top of search results
when attendees search for keywords and product categories. Showcase your
product images or videos on the directory homepage. Purchase leads of NACS
Show attendees who have added you to their NACS Show plan, and more!
Visit nacsonline.com/NACSShowOnlineExhibitorDirectoryMediaKit
for marketing packages on this dynamic digital NACS Show resource!

22 years of showcasing the
convenience and fuel retailing
industry’s brightest ideas.

NACS SHOW PRODUCT BAG

NACS IDEAS 2 GO GUIDE

Place your product, promotional item or literature in the NACS Show Product
Bag! Retailers can’t wait to pick up the bag to discover new products that could
increase in-store sales. On day one of the expo, 3,000 product bags will be
distributed from the NACS Show Product Bag booth to retailer attendees. The
bag also includes a “thank you” list of items, with your company name, logo and
booth number. The bag holds a limited amount of products, so sign up early!
Product sample deadline: August 11, 2017

Your full-page, four-color ad will be seen by buyers attending one of the
most popular General Sessions at the NACS Show: the “Ideas 2 Go” video
debut. The guide, featuring innovative convenience stores highlighted
in the video, will be placed on the chairs of nearly 3,500 attendees. The
guide also mails with the November Post-NACS Show issue of NACS
Magazine. Additionally, the guide will be distributed at 2018 NACS
signature events: the NACS Leadership Forum and the NACS State of the
Industry Summit. 22,000 total copies will be distributed.
Ad space deadline: September 1, 2017
Ad materials deadline: September 8, 2017

(NACS SHOW EXHIBITORS ONLY)

(NACS SHOW EXHIBITORS ONLY)
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NACS EVENTS
NACS hosts world-class events every year,
both in the United States and internationally,
that provide multiple opportunities for our
advertisers to reach our targeted audience of
engaged convenience store industry leaders
and decision-makers.

NACS LEADERSHIP
FORUM

NACS STATE OF THE
INDUSTRY SUMMIT

February 15-17, 2017
Fontainbleau Miami
Miami Beach, Florida
nacsonline.com/leadershipforum

April 4-6, 2017
Hyatt Regency O’Hare
Rosemont, IL
nacsonline.com/soisummit

This invitation-only event brings together top
retailers and suppliers for thought leadership
and vision-setting for the ever-changing convenience and fuel retailing landscape.

The only event of the year where retailers gain
access to the latest industry trends and metrics in essential topic areas such as finance,
store operations, merchandising and fuel sales.
The Summit brings together business experts,
economists and top performers to help break
down and explain the latest data and offer
insights into the opportunities and the watchouts for convenience and fuel retailers.

MARKETING OPPORTUNITIES

. 2016 Ideas 2 Go Guide (distributed at the event)
. February 2017 NACS Magazine (distributed at
the event)

. 2017 Leadership Forum Onsite Guide
. Top-to-Top Appointments
.April 2017 NACS Magazine: post-event coverage
. Cool New Products Showcase (Hunter Club only)

MARKETING OPPORTUNITIES

. 2016 Ideas 2 Go Guide (distributed at the event)
. April 2017 NACS Magazine (distributed at
Opening General Session)

.June 2017 NACS Magazine (post-event coverage)
. Cool New Products Showcase (Hunter Club only)

NACS INSIGHT
CONVENIENCE
SUMMIT - EUROPE
June 11–16, 2017
Zurich, Switzerland
London, England
conveniencesummit.com
This event brings together an international audience of
convenience store retailers to share ideas and key issues
driving business today. A comprehensive overview of
strategic industry developments, and best-in-class
international retailer case studies are highlighted at the
event, along with local store tours.

MARKETING OPPORTUNITIES

. 2016 Ideas 2 Go Guide (distributed at the event)
. June 2017 NACS Magazine (distributed at the event)
. NACS Insight Convenience Summit – Europe

NACS CONVENIENCE
SUMMIT - ASIA
March 20-24, 2017
Sapporo and Tokyo, Japan
nacsonline.com/csa
As part of a refined international event strategy,
NACS is introducing a new global event to the Asian
market: Convenience Summit - Asia. Taking place in
Sapporo and Tokyo, Japan, the event brings the best
of the NACS Global Forum and the NACS Insight
Convenience Summit – Europe, featuring thought
leadership, store tours and opportunities to build
strategic relationships in the Asian market.

MARKETING OPPORTUNITIES

. March 2017 NACS Magazine (distributed at event)
. May 2017 NACS Magazine (post-event coverage)

Onsite Guide (distributed at the event)

. Cool New Products Showcase (conference
sponsors only)

. August 2017 NACS Magazine (post-event coverage)

NACS MAGAZINE IS ALSO DISTRIBUTED AT THESE OTHER NACS EVENTS:
NACS Government
Relations Conference
March 2017

NACS Human
Resources Forum
March 2017

Connexxus Annual
Conference
April 2017

Fuels Institute
Annual Meeting
April 2017
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NEW FOR 2017
CUSTOM BRANDED
CONTENT

The weekly NACS Convenience
Matters podcast talks about
what we see at stores and
what the future may hold for
our industry.

NACS has a solid understanding of which of our platforms will allow you to not only reach an audience, but
build thought-leadership for your company. Partner with
NACS to find your platform, tailor your message and hit
your goals through methods like webinars and podcasts,
and much more.

NO TIME LIKE

UNDERSTANDING SHIFTING CONSUMER
PREFERENCES AROUND SNACKING CAN
MAXIMIZE INCREMENTAL SALES AND PROFITS.

Within NACS Magazine, the Convenience Intelligence
Media Partnership provides companies with an exclusive
print platform to highlight achievements and products
—all alongside topics and top-notch editorial content in
key issues of NACS Magazine.

NEW!

The NACS Webinar Series
provides a new platform
for you to spotlight your
thought leadership in an
interactive setting.

This article was written by NACS with support from Mondelez
International, a NACS Hunter Club member.

SNACK

BY JERRY SOVERINSKY
“Snack time never ends,” declared The
New York Times just a few years back, recognition that a cultural shift has changed
American consumption habits. The iconic image of families sitting down together
to enjoy an evening meal has been transformed: that grainy, black and white photograph of mom, dad and two or three kids
is but a memory. In its place is the soccer
mom shuttling a snack-centric carpool of
kids, the cramped office cubicle littered
with an arsenal of snacks, and a highway
of rush hour commuters, each sipping
from ever-larger commuter mugs while
nibbling on sandwiches and anything else
that can be toted conveniently while onthe-go.
“The eating habits of Americans are undergoing a wholesale change as snacking
becomes more a part of the daily routine,”
NACS reported in its 2013 State of the Industry Report. “In fact, 24/7 snacking is becoming the new normal for today’s consumers.” Gone is the structure of three square
meals a day as people seek instant gratification — eating what they want, where they
want and when they want, whether for a
quick energy boost, to fuel themselves in
lieu of a full meal or indulge in a treat.
Americans’ collective palate has
changed, too, with snacking no longer
relegated to candy bars and chips. A rising prioritization on health and nutrition

TIME
40 JUNE 2015

NACS Magazine

JUNE 2015
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This article was written by NACS with support from R.J. Reynolds
Tobacco Company, a NACS Hunter Club member.

ed,

form
Be In

E
TAKT I O N
Building a relationship with
elected officials and sharing
your voice on issues that
affect your business can
make a difference.

Talk to us to get started on
building thought-leadership
around your brand.

The increases are taking place at all
hours — early morning, morning, afternoon, evening and late evening — evidence that positions snacking as more
than just a pocket change impulse purchase and one meriting consideration
equal to a meal.

nacsonline.com

AC

DIFFERENTIATE
YOURSELF.

has spawned a new subcategory of snacking products; to optimize snack sales, the
convenience retailer must accommodate
both the masses with traditional snacks
and up-and-coming niche snackers with
healthier alternatives.
“It is a cultural shift,” said Kelly Weikel,
director of consumer insights for research firm Technomic Inc., to the Penton
Restaurant Group. “We are calling snacking the fourth daypart.”
That characterization may be an understatement. Indeed, American consumers are devouring snacks, a reflection of
changing social dynamics whose decline
in the number of structured meals has
been accompanied by a commensurate
rise in snack occasions. Between 2010 and
2013, daily snack frequency has increased
among consumers who snack multiple
times each day (according to IRI State of
the Snack Industry data, April 2013):
• 3 or 4 times: +12%
• 5 or 6 times: +2%
• 7 or more times: +1%
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resident Ronald Reagan, known as a master
communicator, was not
a man to leave matters to
chance. He famously
and artfully said: “To sit back hoping that someday, some way, someone will make things right is to go on
feeding the crocodile, hoping he will
eat you last — but eat you he will.”
This sentiment is one that transfers well to the convenience store
industry, where regulation and legislation can considerably influence
a retailer’s bottom line. Elected officials at all levels of government
(federal, state and local) wield powerful influence over many of your
most profitable products — including, of course, tobacco. Sales of tobacco products comprise more
than 37% of in-store revenue dollars for convenience stores, according to the most recent NACS State
of the Industry data, so it’s a category well worth protecting.
In the words of Reagan, to ensure
that you are not eaten by the crocodile, proactively building and
maintaining relationships with
elected officials is critical so that
any eventual legislative action is
balanced with your business interests in mind. That’s not just wishful
thinking: This advice has yielded
proven results.
“Over the past five years there
have been 112 proposals to increase
cigarette taxes at the state level,
of which 97 were defeated,” said
Steve Kottak, director of external
relations, trade marketing, for
R.J. Reynolds Tobacco Company
(RJRT). “This strong track record
NACS Magazine

AUGUST 2015
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The Convenience Intelligence Media Partnership
is a customized, editorial feature in NACS Magazine
that allows you to showcase your category insights
and talk directly to influential retailers about how
you can help grow their businesses.

CONTACTS
STACEY DODGE
Director of Advertising Sales
Southeast
703.518.4211
SDODGE@NACSONLINE.COM
JENNIFER NICHOLS
National Advertising Manager
Northeast
703.518.4276
JNICHOLS@NACSONLINE.COM
SANDY SMITH
National Sales Manager
Midwest & West
703.518.4277
SSMITH@NACSONLINE.COM

1600 Duke Street Alexandria, VA 22314
(703) 684-3600; nacsonline.com

