
At least not to some brands who ignore c-store sales when evaluating 
their national advertising.  Is yours one of them?  Learn how to ensure 
your brand’s media investments are making an impact in the critically 
important but under-measured convenience channel.

CONVENIENCE 
DOESN’T MATTER

FOR MORE INFORMATION VISIT 
GSTV.COM

OR CONTACT 
DATA@GSTV.COM
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Convenience stores are more important than ever. In-store sales reached $237  
billion in 2017, the 15th straight year of record growth for the channel. According  
to Nielsen, by 2021, convenience is the only bricks-and-mortar retail channel  
predicted to gain share of consumer spend.

The importance of convenience stores goes beyond product distribution – c-stores  
are also a vital waypoint for a brand’s best customers. For many brands, convenience 
store shoppers are the heaviest purchasers across all retail channels. In the beer  
category, for example, recent data from InfoScout show that while high-frequency 
c-store shoppers make up just 7% of all households, they’re responsible for 45%  
of all beer category spend.

CONVENIENCE 

IS KING

CONVENIENCE SHOPPERS  SPEND MORE ACROSS ALL RETAIL CHANNELS

CANDY

1.2x
SPORTS & ENERGY

1.9x
SOFT DRINK

1.5x

BEER

2.3x
CHIPS

1.3x
MEAT SNACKS

1.4x

Source: InfoScout Mobile Panel- Past 52 wks. 9/82015

Source: NACS

US CONVENIENCE STORE SALES 
IN-STORE (BILLIONS)

2009 2011 2013 2015 2017

$182.4
$195.0

$204.0

$225.8
$237.0
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Advertising is a great way for CPG companies to drive sales in this increasingly  
essential venue, but measuring impact can be tricky.  Marketers typically rely on  
aggregated loyalty card data or home scanning panels to assess CPG ad effective-
ness, but these methods fall short for convenience stores. Convenience retailers  
aren’t included in major loyalty card databases, and, according to NACS, nearly 
80% of the merchandise c-stores sell is consumed within an hour of purchase  
(making home-scanning unlikely).

This means that, for many brand marketers, convenience doesn’t matter when  
evaluating the effects of brand advertising campaigns and assessing media ROI.  
Sales at convenience stores are simply left out of the equation. Appropriately  
accounting for the channel is just too… inconvenient.

The implications of this measurement gap are significant. It means that some  
brand marketers aren’t being held accountable for driving results in a critical  
sales channel.  And it also means media dollars aren’t being optimized to support  
high-value c-store shoppers.

CLOSING  
THE  

MEASUREMENT 
GAP 

5 QUESTIONS TO 
ASK WHEN  

EVALUATING 
YOUR BRAND’S  

ADVERTISING

1
2
3
4
5

Can I see c-store sales lift for our most 
recent campaign?

Do results reflect lift in consumer sales  
(not shipments)?

Does the data set include a broad sample  
of c-stores nationally?

Does the data set come from a home-scanning 
panel that under-represents c-store sales?

Was c-store sales performance considered 
when developing this campaign? Or just 
channels with loyalty card data?
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So how can brands make sure their ad dollars are working hard enough for them  
at the convenience store?

First, brand marketers must ensure that their advertising strategy provides for direct 
support of the convenience channel.  There are many ways to achieve this direct 
media support, including video advertising on fuel dispenser screens just steps 
away from the c-store.

Second, advertisers promoting brands with significant c-store distribution must make 
sure campaign measurement accounts for the complete incremental sales impact of 
the advertising in all retail channels, including, of course, convenience stores.  And 
they shouldn’t have to wait 3 months or even a year for results from a media mix 
model.  CPG advertisers on GSTV’s national video network are able to see sales lift 
broken down by convenience, grocery, drug and other channels thanks to a novel 
measurement approach developed in partnership with IRi. 

Brand stakeholders with accountability for convenience store sales deserve more  
from their brand’s media budgets.  Those budgets will work harder with greater  
channel focus and more complete measurement.  After all – convenience matters!

BRAND STAKEHOLDERS WITH  
ACCOUNTABILITY FOR CONVENIENCE 
STORE SALES DESERVE MORE FROM 
THEIR BRAND’S MEDIA BUDGETS”

“
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GSTV is a data-driven video advertising network at fuel retailers nationwide, reaching 
consumers at over 18,000 convenience stores.  To measure the impact of advertising 
on its screens, GSTV has partnered with IRi to develop a rigorous methodology to 
assess incremental in-store sales lift attributable to GSTV campaigns.

APPROACH
IRi calculates a GSTV influence score (weighted impressions) for each retail 
store within 15 minutes of a GSTV, accounting for the factor below.

DATA & METRICS
SKU-level (data from IRi’s POS + IRi Market Advantage databases are analyzed 
across thousands of retailers in the measured channels (which can include c-stores, 
grocery, drug and Walmart). The model quantifies volume sales driven by GSTV,  
expressed as incremental $, % lift, or contribution.

THE MODEL
The store-level, cross-sectional regression isolates GSTV impact, controlling for:  
ACV, retailer, price, promotion, geography, weather, and competitive activity.

• Broad c-store coverage
• Not biased against immediate consumption
• Post-campaign results 
• Controls for other media, seasonality, regionality
• Accounts for non-linear impact for proximity

IRI then observes product sales by store and develops a cross-sectional  
regression model to isolate and quantify GSTV campaign impact.
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