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“Convenience stores are successfully capturing on-the-go
dining occasions through ubiquitous presence, quick in/
out accessibility, and the benefit of one-stop shopping
with fuel purchase. Moving forward, challenges exist for
c-store foodservice to be considered an alternative to
traditional restaurant dining.”

— Julia Gallo-Torres, Category Manager, Foodservice

In this report we answer the key questions:

BUY THIS
= Why should c-store foodservice integrate health into its menu? REPORT NOW

= How can convenience store foodservice operators improve atmosphere?
= How can c-store foodservice improve upon its inherent convenience proposition?

VISIT:

Convenience stores are successfully capturing dining occasions through ubiquitous presence, quick in/ store. minte| .Ccom
out accessibility, and the benefit of one-stop shopping with fuel purchase. In fact, Mintel finds that 70%
of respondents buy prepared food at c-stores. However, as a foodservice entity, there’s more that c-
stores can do to compete more directly with restaurants. High-quality food offerings, greater variety, CALL
and a well-defined foodservice brand are key attributes that will give rise to the “convenience EMEA

+44 (0) 20 7606 4533

restaurant.” Aside from the menu, stores that focus on providing a welcoming dining space or
gathering space will be in the best position for market growth. In 2012, Mintel estimated the U.S.
convenience store foodservice market to be worth some $25.5 billion, with a forecast for 28% growth

by 2017. Brazil
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This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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VISIT: store.mintel.com
BUY TH I S CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

REPORT NOW Americas +1 (312) 943 5250 | APAC +61 (0) 2 8284 8100

EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


http://oxygen.mintel.com//display/store/637632/
mailto:oxygen@mintel.com

MINTEL

[ ]
Convenience Store Foodservice - US - April 2013

The above prices are correct at the time of publication, but are subject to

Report Price: £2466.89 | $3995.00 | €3133.71 R iy

Figure 11: Convenience store foodservice compared to fast food, December 2012
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Fan chart forecast
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Figure 20: Population by age, 2008-18

Families are a factor to market growth
Figure 21: Number of households, by presence of own children, 2002-12
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Hispanics important to future market development
Figure 22: Population, by Hispanic origin, 2008-18
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Key points

C-store market is highly fragmented
Figure 23: Leading convenience store companies, by store count, May 2012

Convenience store usage
Figure 24: Convenience stores where consumers have shopped at in the last four weeks, August 2011-August 2012

Men prefer 7-Eleven
Figure 25: Convenience stores where consumers have shopped at in the last four weeks, by gender, August 2011-August 2012

Regional brands attract older consumers
Figure 26: Convenience stores where consumers have shopped at in the last four weeks, by age, August 2011-August 2012

7-Eleven popular among Hispanics

Figure 27: Convenience stores where consumers have shopped at in the last four weeks, by race/Hispanic origin, August 2011-August
2012

“Weekend Cooks” over index in c-store usage

Figure 28: Convenience stores where consumers have shopped at in the last four weeks, by food lifestyle segmentation*, August
2011-August 2012

“The Invincibles” are more likely to shop c-stores

Figure 29: Convenience stores where consumers have shopped at in the last four weeks, by health & wellbeing segmentation*, August
2011-August 2012

Frequency of c-store visits
Figure 30: Frequency of visiting convenience stores in the last four weeks, by gender, August 2011-August 2012

18-24s show an uptick in 10+ monthly visits to c-stores
Figure 31: Frequency of visiting convenience stores in the last four weeks, by age, August 2011-August 2012

Selected Companies

7-Eleven

Circle K

QuikTrip (QT)

Wawa Inc.

Casey’s General Stores

Susser Holdings Corp.

Sheetz

Concepts to watch

Answering the demand for drive-thru service

Answering the demand for healthy items
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Answering the demand for fresh, quality foods

Marketing Strategies: Industry Application

Overview
Defining the c-store foodservice platform

7-Eleven: Fresh food focus
Figure 32: 7-Eleven promotional offer, March 2013

Figure 33: 7-Eleven app, March 2013
Wawa: Quality focus
Figure 34: Wawa promotional offer, March 2013
Figure 35: Wawa Hoagie Stats ‘n Facts, March 2013
Pilot Flying J: Focus on variety
Figure 36: Pilot Flying J Restaurant Brands, March 2013
Figure 37: Pilot Flying J blog, August 2012

Marketing Strategies: Consumer Perspective

Key points
Majority of c-store foodservice users want tangible offers

Figure 38: Effective marketing strategies, December 2012

Tangible offers are best way to target older c-store foodservice consumers
Figure 39: Any Effectiveness marketing strategies, by age, December 2012

CHAID analysis

Methodology
Figure 40: Convenience store foodservice—CHAID—Tree output, December 2012

Figure 41: Effective marketing strategies of convenience stores—CHAID—Table output, December 2012

Convenience Store Foodservice Usage

Key points
Convenience store foodservice usage is strong

Figure 42: Convenience store foodservice usage, December 2012

Men aged 18-34 over index in usage of convenience store foodservice
Figure 43: Convenience store foodservice usage, by gender and age, December 2012

Middle-income groups are more likely users of c-store foodservice
Figure 44: Convenience store foodservice usage, by household income, December 2012

Families are more apt to buy c-store foodservice
Figure 45: Convenience store foodservice usage, by presence of children in household, December 2012

Reasons to Buy C-store Foodservice

Key points

It’s all about convenience
Figure 46: Reasons for convenience store foodservice purchases, December 2012

Convenience and foodservice selection attract men aged 18-34
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Figure 47: Reasons for convenience store foodservice purchases, by gender and age, December 2012

Families like the selection of fountain beverages
Figure 48: Reasons for convenience store foodservice purchases, by presence of children in household, December 2012

Desired Attributes for C-store Foodservice

Key points
Greatest demand for higher-quality food offerings
Figure 49: Desired attributes for convenience store foodservice, December 2012

Younger users want drive-thru/delivery, older users want better in-store dining experience
Figure 50: Desired attributes for convenience store foodservice, by gender and age, December 2012

Attract highly affluent users with unique food options
Figure 51: Desired attributes for convenience store foodservice, by household income, December 2012

Drive-thru is an important attribute for users in Marketing to the Senses demographic
Figure 52: Desired attributes for convenience store foodservice, by very effective marketing strategies, December 2012

Restaurant Concepts Desired by C-store Users

Key points
Sandwich and coffeehouse concepts have the strongest potential
Figure 53: Desired types of restaurant brand concepts, December 2012

Women drawn to bakery-café concepts
Figure 54: Desired types of restaurant brand concepts, by gender, December 2012

Coffeehouse concepts appeal to older users
Figure 55: Desired types of restaurant brand concepts, by age, December 2012

Core 18-34 male users want better burger concepts at c-stores
Figure 56: Desired types of restaurant brand concepts, by gender and age, December 2012

Highly affluent interested in better burgers; low-income users want family concepts
Figure 57: Desired types of restaurant brand concepts, by household income, December 2012

Tech-savvy users want more pizza concepts available at c-stores
Figure 58: Desired types of restaurant brand concepts, by very effective marketing strategies, December 2012

Interest in Types of Food and Drinks

Key points
Cold beverages and hot foods top list of desired food and drinks
Figure 59: Types of food and drinks desired at c-store foodservice, December 2012

Women looking for snack sizing and healthy choices
Figure 60: Types of food and drinks desired at c-store foodservice, by gender, December 2012

Young women give priority to health food, while young men have interest in breakfast
Figure 61: Types of food and drinks desired at c-store foodservice, by gender and age, December 2012

Marketing to the Senses group over indexes in wanting unique menu items
Figure 62: Types of food and drinks desired at c-store foodservice, by very effective marketing strategies, December 2012

C-store Foodservice Compared to Fast Food
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Key points
C-store foodservice largely perceived as same as fast food
Figure 63: Convenience store foodservice compared to fast food, December 2012

C-store foodservice succeeds with convenient locations
Figure 64: Better than fast food restaurants, by gender and age, December 2012

Areas for improvement: Variety of menu options
Figure 65: Worse than fast food restaurants, by gender and age, December 2012

Impact of Hispanic Origin

Overview
Hispanics over index in c-store foodservice usage

Figure 66: Convenience store foodservice usage, by Hispanic origin, December 2012

Hispanics like food options at c-stores
Figure 67: Reasons for convenience store foodservice purchases, by Hispanic origin, December 2012

Hispanics desire familiar restaurant brand concepts
Figure 68: Desired attributes for convenience store foodservice, by Hispanic origin, December 2012

Coffeehouse/donut shops most popular among Hispanics
Figure 69: Desired types of restaurant brand concepts, by Hispanic origin, December 2012

Hispanics are interested in nutritional information
Figure 70: Types of food and drinks desired at c-store foodservice, by Hispanic origin, December 2012

Appendix: Consumer Tables

Figure 71: Convenience stores where consumers have shopped at in the last four weeks, by household income, August 2011-August
2012
Figure 72: Frequency of visiting convenience stores in the last four weeks, by food lifestyle segmentation, August 2011-August 2012

Figure 73: Frequency of visiting convenience stores in the last four weeks, by health & well-being segmentation, August 2011-August
2012

Figure 74: Any Effectiveness marketing strategies, by household income, December 2012

Figure 75: Types of food and drinks desired at c-store foodservice, December 2012

Figure 76: Types of food and drinks desired at c-store foodservice, by household income, December 2012

Appendix: Simmons Segmentation Definitions

Food lifestyle segmentation system

Health and well-being segments

Appendix: Trade Associations

VISIT: store.mintel.com
BUY TH I S CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

REPORT NOW Americas +1 (312) 943 5250 | APAC +61 (0) 2 8284 8100

EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


http://oxygen.mintel.com//display/store/637632/
mailto:oxygen@mintel.com

	Convenience Store Foodservice - US - April 2013
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Scope and Themes
	Executive Summary
	Issues in the Market
	Insights and Opportunities
	Trend Applications
	Market Size and Forecast
	Market Drivers
	Competitive Context
	Convenience Store Brands
	Selected Companies
	Marketing Strategies: Industry Application
	Marketing Strategies: Consumer Perspective
	Convenience Store Foodservice Usage
	Reasons to Buy C-store Foodservice
	Desired Attributes for C-store Foodservice
	Restaurant Concepts Desired by C-store Users
	Interest in Types of Food and Drinks
	C-store Foodservice Compared to Fast Food
	Impact of Hispanic Origin
	Appendix: Consumer Tables
	Appendix: Simmons Segmentation Definitions
	Appendix: Trade Associations



