
Last year at this time, 
OCSA hosted a very 
successful event at 
Queens Park in Toronto  
getting face-to-face 
meetings between 

politicians and retailers and outlining many key issues facing our 
Members. There’s been an election since then and we are taking 
the opportunity to reinforce the importance of our industry and 
the significance of our contributions to the economy to the new 
parliamentarians. 

Members are welcome to join the OCSA group and if 
interested, please contact Donna Montminy:  
☎ (905) 845-9152 - Email: <donnam@conveniencestores.ca> !
http://twitter.com/OntarioCStores

OCSA LOBBY DAY  
QUEENS PARK 
MONDAY, NOVEMBER 3, 2014

C.D. Howe Institute study suggests grocery,  
c-stores and others should be allowed to sell wine 
and beer. 
Adult consumers in Ontario are mature, educated and want to 
be treated as such and they want to have free options to choose 
where and when they can purchase wine and beer. There have 
been a few changes implemented with Ontario wines being sold 
at farmers markets for example which are not the most 
convenient locations for sellers or buyers. There is now a plan to 
build essentially LCBO boutiques in some grocery stores too. 

Many of Ontario consumers have travelled in Canada and 
elsewhere and seen in other provinces, states and countries how  
things do not collapse because it is much easier to buy wine and 
beer. They simply do not understand why they are being treated 
this way. 

The Ontario retail system for wine and beer is archaic; 
fundamentally untouched since Prohibition ended in 1927. 
Ontario allows very restricted distribution by wineries and 
breweries, holds a firm brace on liquor sales through the 
government owned LCBO, permits a fixed group of off-winery 
wine outlets in reality, two large enterprises – and allows beer 
sales controlled by a monopolistic private retailer - The Beer 
Store - which in reality is owned by three multinational 
controlling organizations - Belgium’s Anheuser-Busch InBev SA 
(which owns Labatt), Molson Coors Brewing Co. and Sleeman 
Breweries Ltd., which is owned by Japan’s Sapporo. You know 
that the profits these companies earn do not stay in Canada. 

The government earns huge funds from this arrangement 
and the government it seems is quite happy to leave things as 
they are. The LCBO alone poured $1.74-billion into Queen’s 
Park in 2013 so it is no wonder why.  

The C.D. Howe Institute independent study indicates that if 
the business was opened up to more retailers, consumers could 

pay less for their 
choices AND that 
would increase 
sales which 
generate 
additional tax 
revenue for the 
government 

which is facing a $12.5-
billion deficit.  

So the bottom line is 
that consumers would prefer 
to be able to stop by their 
local convenience store to purchase wine or beer. OCSA 
members in fact already successfully operate many of the 219 
LCBO agency stores in Ontario. And our members will invest to 
securely upgrade their locations, as needed - and be ready to 
hire and train additional staff. The economic impact of this 
decision would be very positive. 

OCSA developed the We Expect ID program to assist and 
train our convenience store operators and their employees in 
upholding the law by ensuring that any product restricted to 
minors will not be sold to minors. This program has achieved 
excellent results. Our members (and their staff) have proven 
that they are responsible community retailers. They are trained 
and diligent managing their businesses - particularly regarding 
any Age-Restricted products.That list includes tobacco, lottery, 
fireworks, adult publications and alcohol. 

Many provinces have moved away from the monopolistic 
government controlled retail system and are seeing increased 
tax revenues without increased management or distribution 
costs.  

What is intriguing is how The Beer Store particularly and 
the LCBO are reacting to what they see as a threat from C-store 
retailers. They seem afraid to face healthy competition that will 
give consumers what they want, stimulate professional 
marketing and merchandising, create jobs and boost sales - all 
of which will translate into increased tax revenue for the cash-
strapped provincial government. We have over 400,000 
petitions signed by Ontarians wanting this to happen. And we 
have an ongoing commitment to diligently work with all 
involved to achieve a mutually agreeable resolution. All we are 
asking for is the chance to prove the point!

Ontario Convenience Stores Association        Suite 217 - 466 Speers Road, Oakville, Ontario  L6K 3W9 
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Keeping the pressure 
on the government to 
sell Beer & Wine in 
local C- stores

Mac’s Convenience Store, Agency store 
for LCBO and The Beer Store, 
Collingwood, Ontario

ONTARIO MUNICIPAL ELECTION DAY  MONDAY, OCTOBER 27, 2014

The AGM is a formal gathering for 
Members to review our 
performance over the past year. It 
is also a great networking 
opportunity to learn our plans to 
address key issues for this year. 
There is a Member Breakfast 
starting at 08:30AM. 

The meeting will start at 9:00 AM to conduct the official 
business. Members are asked to register in advance.  
Contact Donna Montminy: 
☎ (905) 845-9152 or email: donnam@conveniencestores.ca.

OCSA ANNUAL GENERAL MEETING 
WEDNESDAY, NOVEMBER 20, 2014

8:30AM-10:30AM Member Breakfast 
9:00AM  AGM !
Rattlesnake Point Golf Club 
5407 Regional Road 25 
Milton, Ontario 
(Bronte Rd.  between 407 & 401)
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E-cigarettes/Vapour - Issues and Opportunities 
E-cigarette and Vapour products are new to the Canadian marketplace and are not yet specifically covered by various laws – but they 
will be in time.  

  E-cigarettes that contain nicotine have not been approved for sale in Canada at this time. 
There is much concern about E-cigarettes and Vapour products around the world and specifically here in Canada 

and  Ontario. The Toronto Board of Health voted unanimously to ask City Council to address this under the Smoke Free 
Act within six (6) months, essentially to enforce retail display bans and Age Restriction controls against minors as well 
as restricting smoking locations of ‘E’ and Vapour products.  Right now, OCSA has this file under careful review as these 
products directly affect our Members and their best interests but the wheels of legislation run slow. 

In the absence of formal regulations regarding the handling and sale of these products, the CCSA including OCSA - being 
Responsible Community Retailers - decided to be proactive taking the position that these products should be controlled and 
restricted and not sold to minors; i.e. be treated as regular tobacco products. The association has decided not to wait and 
implement now best-practice recommendations. These have been distributed to our Members. We are 

working on our next steps on this file; how to best approach the government. 
The Associations’ are adopting a best practices policy noting that no e-cigarettes containing nicotine 

have been approved for sale by Health Canada and all such products are therefore illegal for sale in 
the country. Non-nicotine e-cigarettes are legal for sale in Canada, however, regardless of any legislation yet to be 
approved, we are recommending that our Members use the same age-verification practices in our We-Expect-ID 
program when selling e-cigarettes and vapour products, treating them as they do with the sale of tobacco and lottery items. These 
products should be restricted from sale to minors and we are confident our members will implement this effective immediately. 

It is illegal in Canada to make any health claim about e-cigarettes or perceived benefits. You cannot suggest that e-cigarettes can be 
useful as smoking cessation tools unless approved by Health Canada. But it is important to note that non-nicotine-loaded e-cigarettes 
are not strictly subject to age-restriction legislation at the moment. This is another issue that needs to be addressed but we advocate 
that all e-cigarettes be treated the same - and be restricted to minors. 

All these issues become more complex as, to date, OCSA has not been contacted by any supplier groups for these products. As seen 
in contraband tobacco activity there are many other serious issues that need to be addressed, not the least of which is Quality Control. 
packaging/informational labelling and the legitimacy of the supplier.   

It is vitally important that all staff are appraised of the issues being addressed. They are the front-line enforcers.

Safety First – Training is key…      Part 1 !
Speed plays a large role within our industry, impacting our operations on several different levels.  The marketing 
team is always looking for “speed to shelf” with new products and new ways of grabbing the customer’s attention. 
The Operations folks are always looking to improve the speed of service to better serve the needs of customers while 
the IT organization fights the good fight of keeping up with the lightning speed of technology. 

In our never stop, make-it-happen-yesterday world, we cannot lose sight of our responsibility to slow the world down enough to 
provide our employees with the foundation they need to work safely. Proper safety training supported by a qualified training mentor 
and all of the right training resources will create a solid foundation for your team members to flourish in the work environment.    

It does not take long for those in the world of retail to understand the value of hiring the best qualified person possible. A store 
staffed with individuals with all the right skills, positive attitudes, and an understanding of the importance of safety is a low 
maintenance and highly productive store. Stores staffed with individuals who require a higher level of supervision and receive 
inadequate training demand so much more of your resources and usually fail to meet your expectations. Consider all the time and 
money invested in our recruiting efforts to find the individuals with the right skills and motivation. We defeat ourselves by investing 
time and money in getting the right person if we fail to provide them the safety training they need to maintain a safe work environment. 

Safety should be our first concern when we introduce a new person to our work environment.  Here is where self discipline comes 
into play. Due to the nature of our business, in most cases we hire based on an immediate need versus recruiting an individual as a 
means of improving the strength of our front line people. Our industry always seems to be reactionary in our hiring practices. We wait 
until we need “a person to cover third shift” before we take the proper time required to fill the spot. The formula for failure is to hire an 
individual out of need, and then throw the person into a checkout 

As Loss Prevention professionals or Operation leaders, it is important that we help our front line managers understand the value 
and the greater return of making sure our new hires understand what it means to work safely before we count on them to work 
unsupervised.  

As an industry, we must put the brakes on this “warm body” approach to filling time slots on the work schedule. The immediate 
return may prevent the store manager from working that specific Saturday night, but at what expense in the long run?   

We need to properly equip our new hires through appropriate and timely training practices. It is a matter of culture. Organizations 
who teach training first versus throwing a warm body to the wolves are going to reap significant rewards. And not just for the short 
term. Proper training increases the odds of success and, perhaps, future advancement. You may find that person is the next employee 
who will rise through the ranks of your organization. If your culture is one that tends to be short sighted, and does not place a premium 
on safety training then plan on spending a great deal of time processing new hire paperwork. The employees with the skills needed for 

our industry are looking for organizations that offer the greatest potential for success. Working in a safe environment is one 
of the first points any qualified individual will look for when searching for a job. !
Sean Sportun, ICPS 
Manager, Security & Loss Prevention, Mac’s Convenience Store    sean.sportun@macs.ca 
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WIN UP TO $15,000 INSTANTLY
The prize targets range from $2 - $5,000. Multiple  
targets can be hit in a single play and each target  
hit adds to the total prize!

CUSTOMIZE THE EXPERIENCE 
Players can use an NHL® Lotto selection slip to choose 
their NHL® team and/or Lotto Numbers. A player from 
the NHL® team chosen will be taking shots on net.

WIN UP TO $100,000 IN THE 
NIGHTLY DRAW
Every night, one NHL® team and five Lotto Numbers 
are drawn. Win by matching the NHL team and/or the 
Lotto Numbers as per the NHL Lotto Draw Prize  
Structure.

© NHL and the NHL® Shield are registered trademarks of the National Hockey League. All NHL® logos and marks and NHL® team logos and marks depicted herein are the property of the NHL® and the respective 
teams and may not be reproduced without the prior written consent of NHL® Enterprises, L.O. © NHL 2014. All Right Reserved. Ce document est aussi disponible en français en composant le 1-800-387-0104.

COMPLIANCE
CHARGING ADDITIONAL FEES
Occasionally OLG will receive complaints from customers 
advising they were charged additional fees when they 
purchased lottery tickets from a retailer. When these situations 
are investigated, we usually discover a retailer has passed 
along a charge relating to the customer’s use of either a debit 
or credit card to make their lottery purchase. OLG’s position is 
retailers can use discretion as to whether they pass along debit 
or credit card fees to their customers. However if retailers were  

to increase the fees they pass along then they would be in breach 
of OLG’s Retail Policy Manual, as follows;

RETAIL POLICY 5.5 CHARGING ADDITIONAL FEES
Retailers and their staff must not charge customers any additional 
fees relating to the sale or validation of OLG authorized lottery 
tickets/products or services. Fees related to the customer’s use 
of debit or credit cards for purchases, which may or may not 
include lottery tickets, are at the discretion of the retailer.
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Retailer Identification - New Penalty To Be Introduced

NEWS FROM

Retailer Conduct:

Description:

Retailer Identification Improvements 

New Retailer Identification Penalty – Starting November 3rd, 2014

Retailer Policy 2.2 - Retailer Identification, has been in place since 2008. This policy requires retailers to 
ensure the full legal name of all staff members who handle lottery products have been provided to OLG. 
Names must be provided as they appear on government issued identification, and should be listed only once. 

Names are to be provided using the Retailer Identification function on the lottery terminal or by calling 
OLG for retailers who use an Instant Ticket Device (ITD).

Since 2008 penalties have rarely been applied for non-compliance because OLG did not have a solution 
giving retailers the ability to review all names on record for their location.

On June 24, OLG introduced new software on all lottery terminals and Instant Ticket Devices, enabling 
retailers to print a list of all employees already identified to OLG. By simply printing this list, retailers or 
store managers can easily see if names need to be added or removed. 

Working with our regulator, the Alcohol and Gaming Commission of Ontario (AGCO), OLG has 
prepared the following penalty 8.21 for inclusion in our Retailer Policy Manual. This goes into effect on 
November 3rd, 2014.

Retailers and staff do not properly identify themselves to OLG as instructed before handling lottery tickets/products (5 
year rolling history).

Failure to ensure the names of all retailers and staff who handle lottery tickets/products appear on the list available from 
the ExM lottery terminal or Instant Ticket Device.

If you have any questions about the content/changes please contact the OLG Support Centre at 1 800 387 0104.

2nd Violation:

- Warning Letter
- $50 Fee

3rd Violation:

- Warning Letter
- $100 Fee

4th Violation:
- Penalties range depending 

on the outcome of an 
investigation

- Warning Letter up to 
termination of Retailer 
Agreement

1st Violation:

- Warning Letter
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