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“Quick stops to pick up a few items or get gasoline are the
primary reasons that consumers visit convenience stores.
While convenience stores have a reputation for unhealthy

food, many are improving their offerings to provide
healthier alternatives appealing to shifting consumer

tastes, hoping to encourage more visits.”
– Ali Lipson, Senior Retail & Apparel Analyst

This report looks at the following areas:

• Why do people visit convenience stores?
• What is the impact of the growing Hispanic population?
• How are convenience stores innovating?
• What can c-stores do to encourage more visits?

Total convenience store retail sales reached $127 billion in 2013, and are expected to increase by
nearly 4% in 2014. Convenience store retail sales are expected to rise between 2013 and 2018. Many
factors impact the profitability of convenience stores, including consumer confidence and
unemployment. Meanwhile, concerns about obesity and health have created demand for healthier
offerings at convenience stores. In addition, the rising Hispanic population will likely contribute to
growth in this market.

This report builds on the analysis presented in Mintel’s Convenience Stores—US, August 2012,
Attitudes Toward Convenience Store Shopping—US, April 2011, and Convenience Stores—US, May
2009. Mintel’s Convenience Store Foodservice—US, March 2014 is an important companion to this
report. Other related reports include Blacks and Convenience Stores—US, February 2012 and Hispanics
and Convenience Stores—US, February 2012.

For the purposes of this report, Mintel defines convenience stores as establishments that retail a limited
line of goods, primarily groceries and ready-to-consume beverages and snacks, in easily accessible
locations. The majority of convenience stores also sell motor fuel.
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Figure 107: Circle K usage or awareness, by demographics, January 2014
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2014
Figure 119: Circle K—Activities done—I follow/like the brand on social media because, by demographics, January 2014

Figure 120: Circle K—Activities done—I have researched the brand on social media to, by demographics, January 2014

Figure 121: ampm—Activities done—I have looked up/talked about this brand online on social media, by demographics, January 2014

Figure 122: ampm—Activities done—I have contacted/interacted with the brand online on social media to, by demographics, January
2014
Figure 123: ampm—Activities done—I follow/like the brand on social media because, by demographics, January 2014

Figure 124: ampm—Activities done—I have researched the brand on social media to, by demographics, January 2014

Figure 125: Wawa—Activities done—I have looked up/talked about this brand online on social media, by demographics, January 2014

Figure 126: Wawa—Activities done—I have contacted/interacted with the brand online on social media to, by demographics, January
2014
Figure 127: Wawa—Activities done—I have researched the brand on social media to, by demographics, January 2014

Figure 128: Casey’s General Store—Activities done—I have looked up/talked about this brand online on social media, by demographics,
January 2014
Figure 129: Casey’s General Store—Activities done—I have contacted/interacted with the brand online on social media to, by
demographics, January 2014
Figure 130: Casey’s General Store—Activities done—I have researched the brand on social media to, by demographics, January 2014

Figure 131: Speedway SuperAmerica—Activities done—I have looked up/talked about this brand online on social media, by
demographics, January 2014
Figure 132: Speedway SuperAmerica—Activities done—I have contacted/interacted with the brand online on social media to, by
demographics, January 2014
Figure 133: Speedway SuperAmerica—Activities done—I follow/like the brand on social media because, by demographics, January
2014
Figure 134: Speedway SuperAmerica—Activities done—I have researched the brand on social media to, by demographics, January
2014

Online conversations
Figure 135: Number of mentions for selected convenience stores, Feb. 1, 2013-Jan. 31, 2014

Figure 136: Number of mentions for selected convenience stores, Feb. 1, 2013-Jan. 31, 2014

Figure 137: Online mentions around selected convenience stores, by month, Feb. 1, 2013-Jan. 31, 2014

Figure 138: Online mentions around selected convenience stores, by page type, Feb. 1, 2013-Jan. 31, 2014

Figure 139: Topics of discussion among the selected convenience stores, Feb. 1, 2013-Jan. 31, 2014

Appendix – Trade Associations

Report Price: £2466.89 | $3995.00 | €3133.71

Convenience Stores - US - March 2014

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://oxygen.mintel.com//display/store/680628/
mailto:oxygen@mintel.com

	Convenience Stores - US - March 2014
	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 and Insights
	Trend Application
	Market Size and Forecast
	Market Drivers
	Competitive Context
	Retailer Overview
	Innovations and Innovators
	Marketing Strategies
	Social Media—Convenience Stores
	Convenience Store Shopping Frequency
	Reasons for Visiting Convenience Stores
	Items Purchased at Convenience Stores
	Reasons for Choosing Convenience Stores
	Innovations/Improvements Desired
	Attitudes Toward Convenience Stores
	Impact of Race and Hispanic Origin
	Cluster Analysis
	Appendix – Other Useful Consumer Tables
	Appendix – Social Media
	Appendix – Trade Associations



