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cer of GPM Investments, which oper-
ates the Fas Mart and Shore Stop
stores. “It was 200 stores. Boom!”

And more boom: The 2004 move
has helped fuel double-digit sales
increases year after year, set Fas Mart on
a path of expansion and bolstered the
company’s reputation in the highly com-
petitive Mid-Atlantic market.

Knowing the Customer
Lauded for its fresh fried chicken and
robust coffee program, Fas Mart takes
equal pride these days in the technol-
ogy and innovative marketing that
enable the company to really know
customers—perhaps more than they
know themselves.

Ninety Fas Mart locations offer a
loyalty program in which customers
can swipe a keychain tag at the pump
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have the ability to target these con-
sumers and their purchase behaviors.”

Since July, sales have grown 11%
to 14% in stores where the loyalty
program has been in place.

Fas Mart also focuses on key traf-
fic-driving categories, including cig-
arettes, gasoline, packaged beverages
and dairy. When it comes to pricing
milk, for example, Fas Mart is look-
ing to beat the supermarket, not just
other convenience stores, says Quick.
“Consumers know what they paid for
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Vision of Freshness

Even before Fas Mart got its new
Valero look, “fresh” was a company
buzzword. The chickens arrive at the
stores unfrozen and no more than 10
days old. They are so fresh that McCo-
mas jokes about having to pluck the
birds on the spot.

But now, the company is making
over even its vision of freshness with new
offerings of salads, fruits and just-baked
pastries. “Our core customers love the
fried chicken,” says McComas, “but we
have a whole lot of customers that are
looking for a fresher alternative.”

And the reinvention of Fas Mart
isn’t stopping there. Even its beloved
chicken menu is getting a new look.
Some stores are now offering rotis-
serie chickens that are hot, golden
and—of course—fresh. [ |



