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“Convenience store shopping is almost universal, and there
is an increasing need for chains to adapt their products,

services and stores to suit the individual needs of different
communities. As competition heats up in developed cities,

and expands into new ones, developing business models to
suit local needs will become increasingly important.”

– Matthew Crabbe, Director of Research, Asia-
Pacific

This report looks at the following areas:

• Why are convenience stores continuing to see faster outlet and sales growth than any
other retail sector?

• How are convenience stores generally increasing in size, selling a wider variety of
products and providing consumers with more services than before?

• Which retail chains are innovating and growing fastest in the sector?
• How are convenience stores increasingly integrating into the online-to-offline trend in

modern grocery retail in China?
• What do consumers like about convenience stores, and which products and services do

they buy the most often?
• What do consumers dislike about convenience stores, and therefore what can they do to

become more competitive?
• What are consumers’ attitudes towards convenience stores, and their shopping habits

and preferences?

Part of the wider product and service offering is the growing role for convenience stores in acting as
online-to-offline retail delivery points. This can help stores to provide more products and services, but
also create a new way for convenience stores to engage with their consumers, including via loyalty
schemes and social media.

Providing more in-store catering is a continuing trend, but consumers are also demanding bigger,
cleaner and brighter stores, with more variety of products, friendlier staff and more competitive pricing,
including private label. Convenience stores can no longer rely on convenience alone, and must also
compete across a wider spectrum of brand offerings.
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Figure 27: Consumer use of convenience stores, January 2015

Figure 28: Consumer use of convenience stores, by demographics, January 2015
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Not all cities, or city districts, are the same!

Key points

Opportunities to widen product, and price-point, variety
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Regional product mix adaptation shows potential for development
Figure 31: Products bought at convenience stores in the last 6 months, By tier one cities, January 2015

Figure 32: Products bought at convenience stores in the last 6 months, By tier two and three cities, January 2015
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The Consumer – Shopping at Convenience Stores

The Consumer – Products Bought at Convenience Stores
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Consumers want more quality, range and competitive prices
Figure 41: Store features chosen by consumers as encouraging them to shop at a convenience store more often, January 2015

Demographics matter in convenience store business strategy
Figure 42: Store features chosen by consumers as encouraging them to shop at a convenience store more often, by gender and age
group, January 2015

The richer consumers get, the more they want
Figure 43: Store features chosen by consumers as encouraging them to shop at a convenience store more often, by monthly household
income group, January 2015

For convenience stores, no two cities are alike
Figure 44: Store features chosen by consumers as encouraging them to shop at a convenience store more often, By tier one cities,
January 2015
Figure 45: Store features chosen by consumers as encouraging them to shop at a convenience store more often, By tier two and three
cities, January 2015
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Poor customer service, poor hygiene and high prices are major put-offs
Figure 46: Aspects of convenience stores visited in the last 6 months that consumers dislike, January 2015

Younger consumers are those hardest to please
Figure 47: Aspects of convenience stores visited in the last 6 months that consumers dislike, by gender and age group, January 2015

The higher the income, the harder consumers are to please
Figure 48: Aspects of convenience stores visited in the last 6 months that consumers dislike, by monthly household income group,
January 2015

Long queues an issue in tier one cities
Figure 49: Aspects of convenience stores visited in the last 6 months that consumers dislike, By tier one cities, January 2015
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The Consumer – Choice Factors
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Staff attitude and store hygiene more a lower tier issue
Figure 50: Aspects of convenience stores visited in the last 6 months that consumers dislike, By tier two and three cities, January 2015

Key points

More options, more ambience and more loyalty schemes in demand
Figure 51: Consumer attitudes to convenience stores, January 2015

Figure 52: China – Total convenience store industry retail sales revenues and number of outlets, 2009-19

The Consumer – Attitudes to Convenience Stores

Appendix – Market Size and Forecast
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