
April 2018

PAGE 4

6TH ANNUAL 

GHRCF 
CHARITY GOLF 
TOURNAMENT
Happy Anniversary to 
the GHRA Warehouse 
PAGE 9

How Harassment Laws Affect 
Your Convenience Store
Page 13



2Vol. 5 Issue 4

President’s Notes

GHRA BOARD
OF DIRECTORS

Lehjatali Momin
President

Asif Davwa
Senior Vice President

Tajddin Momin 
Negotiation - Chairman

Vice President

Nizarali Momin
Honorary Secretary

Mubarak Dhukka
Treasurer 

Sherali Haiderali
Warehouse Chairman

Samer Ali
Warehouse Vice Chairman

Mahemood Momin
Warehouse Honorary 

Secretary

Firdous Ali
Warehouse Treasurer

Arifali Momin
Director

Barkatali Momin
Director

Hussain Visnani
Director

The last 6 years have been the most rewarding years of my career. To be your 
president through one of the greatest times of growth in our history has been 
tough, challenging and worth every moment!  I want to personally thank each and 
every one of you for the wonderful opportunity you have given me.  Thank you.

I would also like to apologize for any short comings during my term.  I have always 
held GHRA in high esteem and wanted only the best for all of us. Many times during 
this thought-provoking year, I did what I thought was best for our community, our 
business and the people who support us. I humbly ask that you recognize that I 
did my best.

Our business is changing and it is changing rapidly.  The things I learned as 
president of this great organizations are important to our future.  We must change 
our business with the times.  We must look to our industry to see the future and then 
determine how we will fit in it.  Those decisions need to be made early because it
is too hard to make the change once it is upon us.  In doing so, to help this 
organization grow we must recognize that our strength is in our unity.  Without 
it, we send a message to anyone we work with that we are fragmented. Our 
organization has more room for growth and that growth will come from supporting 
every program at GHRA.  The company is only as strong as its members and to 
build a strong Mazboot institution it takes business and personal ethics.

Thank you again for an amazing year of learning and growth.

- Diamond Jubilee Mubarak

Dear Members,

Lehjatali Momin
Thank You,
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A story of 
cooperative ambition

"Profits are more important than the
cooperative, but it is important for those 
profits to have cooperative in them..."

MILLION
BY OCT.18

Mahemood Momin, Honorary Secretary  
GHRA Warehouse and Distribution center
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Asif Davwa
Senior Vice President

Director's Notes

Austin, Texas – 
Like other small 
business owners, 
the members of 
GHRA desire 
lower operating 
costs.  After all, 
whether driven by 
broader economic 
inflation or other 
factors, the costs 
to run a business 

trend upward each year.  Lawmakers 
can either help lower costs or, through 
unwitting rationalization, wrongly 
increase costs by increasing mandates, 
regulations, or taxes.  Those officials and 
the way they are selected for office – 
elections – truly matter.  So, let’s take a 
look at the recent primary elections and 
some areas served by GHRA member 
stores.  

First, focusing on statewide officials, 
approximately 1 million Democrats voted 
and 1.5 million Republicans voted in 
their respective primaries.  U.S. Senator 
Ted Cruz earned twice as many votes 
in his primary relative to the Democrat 
standard-bearer.  Governor Abbott 
earned three times the votes as the 
Democrat leader.  Similarly, Lt Governor 
Dan Patrick received 50% more votes 
than the total of both Democrats in 
their primary.   These results suggest 
continued Republican domination in 
the November General Election this 
autumn.  Relating to fuel pumps and 
other regulatory oversight, incumbent 
Agriculture Commissioner Sid Miller 
easily defeated his two challengers and 
will serve another four year term.  Miller 
earned roughly 56% of the vote while 
the two challengers received a combined 
44%.  

Second, consider area federal-level 

Election Updates From Austin
race results:  

•  Pasadena/Galena/
SE Houston/Jacinto 
City.  Vacated by long-
time Congressman 
Gene Green, current 
State Senator Sylvia 
Garcia handily won the 
Democratic nomination 
and will win again this 
November to take this 
federal seat.  

•  Bellaire & West 
University Place.  
Incumbent John Culberson 
won his primary and will likely win in 
November, after his General Election 
opponent will be determined in a run-
off election next month. 

•  Northern-Western Harris County.  
Vacated by Congressman Ted Poe, 
current State Representative Kevin 
Roberts and Dan Crenshaw will 
face each other in a run-off election 
next month toward becoming the 
new Congressman representing a 
vast district that includes Kingwood, 
Humble, and far North and West 
Harris County.  

Third, consider area state-level race 
results:  

•  Fort Bend County/Bellaire 
Areas.  Incumbent State Senator 
Joan Huffman easily defeated her 
challenger and will return to the state 
senate.  

•  Bellaire & West University.  
Although Governor Abbott endorsed 
her opponent, incumbent Sarah 
Davis won her primary race and 
will very likely win in November and 
retain her legislative seat.

•  Chambers & South Galveston 
Counties.  Although Governor Abbott 
endorsed him, incumbent Wayne 

Faircloth lost his primary race to 
challenger Mayes Middleton, who is 
certain to win in November and take 
a seat in the legislature next session.  

•  Montgomery County.  Although 
Governor Abbott endorsed her 
opponent, incumbent Sarah Davis 
won her primary race and will very 
likely win in November and retain her 
legislative seat.

•  Cypress Area.  Auto dealer Sam 
Harless outright won the Republican 
Primary and will coast to victory 
to represent this northwest Harris 
County district.  

The ability of GHRA members to 
efficiently serve consumer demand 
is protected when Texas laws and 
regulations are tailored at reasonable 
cost levels and for rational objectives.   
We care about the specific individuals 
that take office in all three branches 
of government.  Your GHRA Board 
of Directors is committed to properly 
managing the evolving electoral 
landscape to maintain positive bipartisan 
working relationships at the state 
Capitol.

As always, the GHRA will closely 
monitor new laws, policies, and other 
matters that are important to you.  
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Spring is here, 
winter is 
behind us 

and I cannot wait to 
get into the summer 
selling season! 
Are you ready? 
Make certain 
you are building 
your inventory 
properly. Look at 
your store like a 

potential customer would. Is it clean? 
Are all the lights working properly? All of 
your products fresh and merchandised 
properly? Are you increasing your staff 
or have the right team in place? Take the 

In Balance

Mike Thompson
Chief Executive Officer

time to look at your store and ask yourself 
if it is ready to take on the summer selling 
season. This is the best time to do those 
little things you may not have the time to 
do during your busiest months of the year. 

I would also like to remind everyone 
that store safety should be a top priority. 
While we cannot keep criminals away 
from our stores all together, there are 
many things we can do to deter these 
criminals from targeting our businesses. 
I encourage everyone to go to our 
website click on the safety and security 
tab and download the GHRA Safety and 
Loss Prevention booklet and watch the 
short video clips on robbery prevention. 
Constantly train your staff on the use of 

safety procedures. Make sure they know 
how to handle all potential situations in 
the store; stay prepared.

The convenience store industry in 
Houston continues to show growth. With 
the tools we have at our disposal through 
GHRA and the GHRA Warehouse to 
compete in this market, I am confident we 
are on track for another very successful 
year together. We will continue to improve 
our competitive stance in the market 
with our great marketing platforms. Your 
feedback and suggestions are always 
welcome. I look forward to a great 
summer selling season! 

The future is bright for GHRA!

The following is a paid advertisement

Your customer look for Gatorade
Not only do they want to drink it immediately but they also want it for a future need as well.

Building a display in your store increases your sales and makes you a remembered and preferred 
destination for your customers.

See your Pepsi sales representative to build an amazing Gatorade Display this month!

New Items Fuel Growth!
Flavored malt beverages (FMB) deliver growth to the beer category.  The value/high 

alcoholic FMB segment over indexes with the core C-Store shopper and has shown rapid 
annual growth.  Another large segment fueling strong growth is Mexican Imports.   

MillerCoors 2018 New Items fill these growing core shopper needs.  
Ensure your store satisfies what your customers are looking for with these new items.    

Leverage the strength and speed of GHRA by adding these items to your cooler set today.  
Work with your local MillerCoors Sales Rep on pricing and availability.

Arnold Palmer
 Spiked Half & Half 

 24oz singles and 6pk CN 

Sol
 24oz singles, 6pk LN 

and 32oz Glass

Two Hats 
 Pineapple and Lime

6 pk 16oz CN

Steel Reserve 
 Blue Razz

24oz singles

Redd’s Wicked
Redd’s Wicked Watermelon

24oz singles

Spiked Tea 
is Growing

Choose 4
Flavors

New Beer
Drinkers

Big Media
Plan!

High
Velocity
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Community

Thank you, members, for your 
support and joining us on 
the celebration of the GHRA 

Warehouse 2nd Anniversary; the 
outcome was overwhelming. 

It has been a pleasure serving you 
throughout the last 2 years and with the 
constant feedback of the members like 
you, we have managed to continuously 
improve our business. We are committed 
to providing you the best products and 
services. 

Your business is much appreciated, 
and we will do our very best to continue 
to meet your needs.

Happy 2nd Anniversary to the
GHRA Warehouse!
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There are hole sponsorships lunch 
sponsors, bag sponsors , raffle sponsors 
and more!

The GHRCF Board of Directors would 
like to thank the Red Bull Beverage 
company for its chief sponsorship and all 
of the sponsors this year and throughout 
the last 6 years.  We would also like to 
thank the Sweetwater Country Club, all 
participating golfers and our members 
who support this event every year.  Thank 
you all! 

The beautiful Sweetwater 
Country Club in Sugar Land, is 
being spruced up and prepped 
for the Charity classic on April 
23rd, 2018. The "shotgun" 
start time will be 9 am. GHRCF 
will provide lunch after play 
with a raffle for various prizes 
and a drawing.   Players can 
participate in winning some 
great prizes including an 
iWatch, GoPro, bikes and 
luggage along with the grand 
prize of a 4-day cruise out 
of Galveston! Prizes for 1st, 2nd, and 
3rd place will be awarded at the end of 
play after lunch as well as prizes for the 
longest drive, closest to the pin and more.  
Members, Suppliers, peace officers from 
the Harris County Sheriff’s Department, 
the Houston Police Department, the City 
of Richmond and the City of Stafford will 
be on hand to share in the fun and raise 
money for this worthy charity!  Individual 
registration is $200 and teams may 
register for $750.

The Greater 
Houston 
Retailers 

Charitable 
Foundation 
(GHRCF) was 
created to provide 
programs that 
contribute to the 
safety of Houston 
area Peace Officers 
and Firefighters, 
and is devoted to 

providing financial support to the families 
of Houston Area Peace Officers and 
Firefighters who lose their lives in the line 
of duty. An annual tradition since 2012, 
the GHRCF Golf Tournament is one of the 
largest charitable events of its kind in the 
Houston area with this year's tournament 
looking to raise over $100,000. Since 
its inception, GHRCF has raised over 
$350,000 and has provided financial 
support to 11 families who have lost a 
loved one in the line of duty.  This year’s 
tournament is destined to be a success. 

Feature

Bill Pitocco
Vice President

6th Annual Charity Golf Tournament

The following is a paid advertisement

UNIT COST: $1.58
SRP: $2.49

MARGIN: 36%

CONTACT US AT 972-586-2754 • IMMLATINO.COM
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Food Service

2018 Food Service Report
From experience to delivery to healthy 

options, foodservice trends are evolving 
faster than ever. As a result, c-stores are 
ramping up innovation to keep pace with 
the competition.

By Erin Del Conte, Senior Editor
In 2018, expect to see foodservice 

operators scrambling to differentiate 
their offerings on everything from price to 
quality to technology and innovation.

NPD Group, a global information 
company, forecasts flat to sluggish traffic 
growth for foodservice operators in 2018. 
Operators are looking to change that 
trajectory in a variety of ways, including 
focusing on the lower end of the price 
spectrum. McDonald’s, for example 
introduced a $1 $2 $3 Dollar Menu this 
January to better compete on value.

The NPD Group predicts limited 
time only (LTO) items will be a major 
strategy for food operators as they target 
infrequent buyers, as will encouraging 
customer visits via loyalty programs.

Expect customers to be even more 
strapped for time, meaning the demand 
for convenience especially around the 
dinner daypart will grow. NPD Group 
predicts delivered meals will be a source 
of growth for certain retailers, along 
with other convenient meal solutions. 
Customers will also be looking to order 
digitally via text messages and mobile 
apps, but one size doesn’t fit all.

Rather, for convenience stores, 
realizing what foodservice solutions best 
meet the expectations of its customers 
will be as important to operational 
success in 2018 as it has been in the 
past.

Nearly 50% of dinners purchased from 
a restaurant are consumed at home, 
and many in-home meals are a blend of 
dishes people prepare alongside ready-
to-eat meals purchased at a foodservice 

By Erin Rigik Del Conte

establishment, according to the NPD 
Group.

As new channels such as online 
grocery ordering disrupt food shopping, 
the ways in which retailers must 
appeal to customers are changing. 
Excellent customer service will be a key 
consideration for customers.

MILLENNIALS LEAD THE WAY
Eric Richard, education coordinator, 

for the International Dairy Deli Bakery 
Association (IDDBA) noted crafting an 
experience is a must for brick-and-mortar 
retailers and something Gen Z—and 
Millennials especially—are demanding.

“They want to go into a store and 
learn. They want to sample. They want 
to taste new flavors and new ingredients. 
That’s something you can’t get online,” 
Richards said.

Creating an experience lends itself 
to another trend: transparency. Let 
customers know what ingredients 
are used. If a retailer bakes its own 
bread, it can better engage consumers 
by highlighting the ingredients, the 
simplicity and freshness of the goods, 
Richards said. Let customers see 
employees making the food and allow for 
customization.

“Traditional brick and mortars are really 

going to see this resurgence and it’s 
because new competition is making them 
maximize their potential as destinations,” 
said Richards.

In different channels, Millennials have 
been driving the demand for ethnic 
cuisine the last few years. According to 
IDDBA’s “What’s in Store 2018” report, 
almost 45% of Millennials identify as 
ethnic or multicultural, making the 
generation the most diverse in U.S. 
history. Millennials the most likely 
generation to incorporate a customized 
eating approach, like meal planning, 
using paleo and other diets, and 
purchasing local and environmentally-
friendly products.

Millennials’ spending power hit $3.5 
trillion in 2017, and they will account for 
nearly 30% of consumer-packaged goods 
(CPG) purchased by 2020. Richard also 
explained that Gen X and boomers are 
adventurous in choosing what items they 
purchase.

Drilling deeper, Millennials hunger more 
for single-serving options, such as a mini 
pie or slice of cake slice rather than a 
whole, full-size dessert, said Richards.

“They don’t want to commit to that 
without tasting it. Also, they might not 
have a big family or a large group to 
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feed,” Richards said. “So buying a large-
size product doesn’t make a lot of sense 
for them.”

Millennials are also a group of U.S. 
consumers pushing for fresher product, 
more transparency and foods derived 
from local sources. They shop the 
perimeters of grocery stores instead 
of going right for dry goods like past 
generations. They want to know the origin 
of where their food comes from.

“If a chain is able to potentially work 
with a local producer, local grower and 
able to offer those products in the store, 
that’s a big plus,” Richards said. This 
allows the store to craft a story about the 
food being created or grown nearby.

“You can build this whole story-telling 
component of the store and that really 
connects with a lot of people,” he added.

In addition, IDDBA’s report indicated 
meal kits are particularly appealing to 
younger adults—43% of purchases are 
from consumers between 18-34—and 
men are more likely to purchase them 
than women and households with children 
at home. Convenience operators are in 
a unique position to craft their own meal 
kits using items from the c-store, Richards 
pointed out.

Mike Kostyo, a researcher and senior 
publications manager for Datassential, 
concurred that because c-stores have 
both foodservice and CPG options, they 
should look for more opportunities to 
combine those two categories in ways 
that customers increasingly prefer.

Breakfast is also in high demand. 
“C-stores are in a great position to really 
capture that breakfast crowd by looking 
beyond just doughnuts and coffee to 
having a robust coffee program and really 
robust breakfast sandwich program made 
to order…It’s building that experience and 
allowing people to customize their food 
purchases,” Richards said.

HEALTHY GROWS STRONGER
The definition of healthy continues to 

evolve. Kostyo explained that we began 
with Healthy 1.0—low-fat and low-calorie, 

and moved to the feel-good terms of 
Healthy 2.0, like organic and local, to the 
functional benefits of Healthy 3.0, focused 
on terms like “protein-enhanced” and 
“energy-enriched.”

“Now we’re really reaching peak 
Healthy 3.0, particularly in regard to 
protein, which is now called out in so 
many of the products found at c-stores 
—jerkies, trail mixes, smoothies, etc.,” 
Kostyo said. Next up, c-stores should 
prepare for the next generation of 
functional foods, like algae- or seaweed-
based energy bars, drinks made with 
adaptogens that reportedly help the body 
respond to stress, and prebiotic yogurts 
that support the growth of probiotics, he 
said.

Clean labeling with natural ingredients 
is also top of mind for food customers, 
said Richards. “We’re seeing this 
continued shift where people are okay 
with certain ingredients that in the past 
maybe they shied away from, like real 
sugar. They want real ingredients,” 
Richards said.

HIGH TECH ON DECK
An omnichannel approach using 

online, social media, as well as traditional 
marketing is key. As Amazon and other 
companies disrupt traditional retail, 
considering delivery, mobile ordering and 

the ways “convenience” is changing are 
crucial.

“It could be online shopping with a 
delivery component or it could be online 
shopping with the pickup component…It’s 
really important to offer as many different 
options as possible to consumers and 
not pigeonhole the store into one style of 
operation,” Richard’s said.

“Technology is going to move into the 
food space at an unprecedented rate 
and a lot of things that sound far-fetched 
today will be a normalized in only a few 
years,” said Kostyo. “Self-driving cars and 
delivery robots are already on the roads 
and sidewalks.

Digital voice assistants are about to 
truly be everywhere. Amazon is opening 
up its Alexa platform so that third-party 
manufacturers can incorporate it into 
wearables like headphones and fitness 
devices, while Google is partnering 
with a number of companies to put its 
Google Assistant into cars and kitchen 
appliances.”

Kostyo noted nearly one-third of 
Millennials prefer using a self-order kiosk 
to ordering it from a human. “Even if 
you don’t roll out these technologies in 
2018, this should be the year you start 
preparing for them and taking them 
seriously,” he said. 

Food Service
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How Harassment Laws Affect Your 
Convenience Store

Convenience stores – perhaps more 
than other retail environments – are 
bound by many different laws and 
regulations. To stay in business, you 
have to comply with safety regulations, 
age-restricted sales laws, guidelines for 
lotto sales, anti-money laundering rules, 
and the list goes on and on. Just as 
important as the laws that are specific to 
convenience stores are ones that apply 
to all types of businesses. Discrimination 
and harassment laws should be your 
highest priority.

Which Harassment Laws Apply 
to My Store?

Federal laws enforced by the Equal 
Employment Opportunity Commission 
(EEOC) apply to all employers in the 
United States. There may be additional 
state and local laws that also apply to 
you. The EEOC defines harassment as 
“…unwelcome conduct that is based 
on race, color, religion, sex (including 
pregnancy), national origin, age (40 or 
older), disability or genetic information. 
Harassment becomes unlawful where 

1)  enduring the offensive conduct 
becomes a condition of continued 
employment, or 

2)  the conduct is severe or pervasive 
enough to create a work 
environment that a reasonable 
person would consider intimidating, 
hostile, or abusive.” It’s important to 
remember that conduct that may not 
be specifically forbidden by law can 
still be considered harassment.

What Can Happen if You Don’t 
Follow Harassment Laws?

Legally, your business could be 
charged by the EEOC or sued by 

Human Resources

By Ready Convenience, Employee Management

a victim of harassment if you don’t 
follow harassment and discrimination 
laws. According to the EEOC, nearly 
150,000 lawsuits alleging workplace 
discrimination or harassment were 
brought against companies in a single 
year. From those cases, victims 
received a total of over $450 million in 
settlements. Managers, supervisors, 
and HR staff members can be held 
personally liable for harassment 
that occurs under their supervision. 
Harassment can ruin your business, 
and it can have dire consequences 
even when it doesn’t reach the level of 
charges and lawsuits. When harassment 
occurs, staff morale decreases, turnover 
increases, and customer service suffers.

How Can You Protect Your 
Business from Harassment?

Protecting your business starts with 
awareness, and awareness leads to 

prevention. The more your employees 
know about harassment, the better 
prepared they’ll be to recognize 
inappropriate conduct, and report it when 
necessary. Comprehensive harassment 
training must be mandatory for all staff 
members and managers. 
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GHRA All-in-one Rack
$2 Value Line

Shippers on Sides

Technology

BOSTON -- In-vehicle-payment 
company Pay By Car has released a 
new payment solution that uses E-ZPass 
tollway transponders to facilitate nontoll 
transactions, such as pumping gas, paying 
for a car wash or even paying for in-store 
items at the pump.

Anyone with an E-ZPass transponder 
in their car can enroll in Pay By Car. 
The E-ZPass Group is made up of toll 
entities in 17 states, from the East Coast 
to the Midwest, that operate the E-ZPass 
electronic toll-collection program. The first 
step is for consumers to enroll in the Pay 
By Car program online. RFID sensors 
installed by Pay By Car at the gas pump 
can sense whenever enrolled E-ZPass 
transponders are within range. Customers 
then receive an SMS text asking them to 

buying gas. Retailers could use the tech 
to allow customers to order and pay for 
food from the pump, a car wash or even 
automotive care.

Pay By Car is not finished expanding, 
according to Condon, who said the 
company is in talks with states with 
other toll programs, such as California 
and Florida. Condon also said that the 
company already has a retail partner with 
“a number of gas stations and convenience 
stores in the Northeast,” though the identity 
of the retailer has not been made public.

“There are tens of millions of people with 
toll transponders,” said Condon, “and if 
we can enroll people in our program, it’s a 
great fit.” 

confirm which gas pump they are using. 
Once the customer confirms, the pump is 
ready and payment is made afterwards 
automatically. The customer does not need 
to take out their card or cash.

The Pay By Car program is in the pilot 
phase while the tech is being released, 
and Pay By Car is making RFID sensor 
installation easier for retailers who want to 
try out the tech on their gas pumps. “Our 
initial model is that we’re not charging 
the retailers anything at all,” CEO Kevin 
Condon told CSP Daily News. “I think once 
we develop a value and we can prove to 
retailers that it’s worth having it in there, 
then they’ll be happy to pay for it. But in the 
beginning, we take up that cost.”

 The Pay By Car automatic payment 
function does not have to be limited to 

Pay By Car Rolls Out Frictionless 
Mobile Payment
Pilot program comes at no charge to retailers 
By Jackson Lewis

The following is a paid advertisement

The Lays display will 
be backed by local 
advertising to help drive 
customer purchases 
*Place in high traffic 
location*

$2 Hot n Spicy Baken-Ets, 
Hot Fries, Sabritones

Lays Prepacked 
Weekender
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Safety

By Debbie Williams

Convenience stores have long 
been favorite targets for robbery, as 
well as less dangerous – but equally 
frustrating – crimes such as loitering and 
shoplifting.  In addition, with hundreds 
of people rushing in and out every day, 
the possibility of simple accidents always 
exists.

But owners are not without options.  
For every potential danger facing a 
convenience store owner, employee or 
customer, there are several common-
sense steps owners can take to keep 
people safe and stores profitable.

Prepare for a robbery ahead of 
time

One of the most effective means of 
mitigating the danger and potential loss 
associated with robbery is to have a solid 
plan in place before anything happens, 
and invest in the equipment and training 
necessary to carry that plan out.

Store set-up 
Arrange the position of displays, 

signage, window heights, counter 
heights, and both interior and exterior 
lighting to maximize visibility.  This will 
allow employees to keep a sharp eye on 
anyone inside or near the store, and will 
allow those outside the store to see in, 
discouraging crime.

Surveillance 
A quality CCTV system with highly 

visible cameras and signage informing 
customers they are being recorded acts 
both as a strong crime deterrent, and as 
an aid in prosecution should a crime occur.

Employee training 
Train all employees thoroughly 

regarding security procedures, how 
to react during a robbery, how to note 
suspicious behavior prior to a crime 
occurring, and how to properly handle 
cash and products so as to lessen the 
chance of making your store a target.

Cash handling 
Preferably, equip your store with a 

drop safe on a timer, which automatically 
secures all large bills, leaving only a small 
amount ($50 or less) in the drawer at 
any time.  Post signage clearly indicating 
employees have no access to the safe.  
When making bank deposits, do so 
inconspicuously and at various times 
during the day, so no obvious pattern can 
be noted.

Prevent robberies by reducing 
loitering

Often, robbers will “case” a store hours 
or days before perpetrating a robbery.  
Once they have decided to move forward 
with their crime, they may come in and 
spend time browsing the aisles as they 
work up the nerve to actually commit it.

Do not tolerate loitering 
Display signage that warns people not 

to loiter outside your store, and call the 
police if anyone ignores this warning.

Do not inadvertently encourage 
loitering 

If possible, remove things from the 
store or property that encourage people 
to “hang out” in or around the store, 
such as video game machines and pay 
phones.

Business Know How: Keeping Your 
Convenience Store Safe
While owning and operating a convenience store is an exciting and 
potentially profitable venture, it carries with it an inherent level of risk. And 
this risk is not limited to financial loss.
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React appropriately if a robbery 
occurs

If a robbery occurs, it is important that 
any employees in the store at the time 
know how to handle themselves and the 
situation so as to minimize the possibility 
of violence.

Have a plan 
As noted above, training is vital.  All 

employees should be comfortable enough 
with the procedures to be able to handle 
a stressful situation without breaking 
down.  Post a height chart by the door 
to aid in later identification.  Make sure 
everyone knows how to instantly open 
the cash drawer.  Do not keep weapons 
in the store as your employee is the only 
one likely to suffer if they pull a gun on 
a robber.  Teach your employees to be 
“good victims.”

Be a good victim 
A robber is going to be very nervous 

and agitated.  They are unlikely to desire 
a confrontation, they just want the money.  
To remain safe, stay very calm.  Do not 
resist the robber in any way. Don't lie or 
try to stall the robber.  Do not stare at 
them or make any obvious observations 
indicating you will be identifying them.  
Simply give them what they want as 
quickly as possible and allow them to 
leave the store.

Be a good witness 
After the robber has left and the police 

have been called, take time to note 
down everything you can recall about the 
incident, the individual involved, and any 
vehicle they may have used.  Every detail 
could be important.  If other employees or 
customers were in the store at the time of 
the robbery, ask them to do the same, or 
obtain their contact information so police 
can speak to them later.

An unexpected danger: 
Storefront car crashes

On average, about 20 cars crash into 
the fronts of convenience stores every 
day, according to a study conducted by 
Texas A&M University.  The high number 
of cars pulling in and out of a store 

parking lot every day, combined with the 
common nose-in perpendicular parking 
spots designed for convenience makes 
this an ongoing potential danger.  

While financial loss is of obvious 
concern, serious injury or even death are 
a possibility since a car crashing through 
the front of a convenience store will likely 
end up right where the customers are 
lined up to pay for their purchases.

Change parking configurations
 If possible, adjust the orientation of 

the parking lot to eliminate parking spots 
directly in front of the main store, facing 
the building. (This may not always be 
practical or possible.)

Eliminate “tire stops” 
Short, beveled concrete beams placed 

at the end of a parking spot seem like 
they should work to help stop a car 
moving too far into the space.  Instead, 
however, they tend to serve as a ramp 
to launch a car up and over the curb and 
into the front doors or display windows of 
the store.

Install adequate crash barriers 
Steel and concrete posts (or bollards), 

appropriately installed between the 
parking spaces and the front of the store, 
can stop a car on impact, preventing a 
much more serious accident.   

Prevent slip and fall injuries
While seemingly less serious than 

robbery or dramatic car crashes, simple 
slips trips and falls account for over 65% 
of all injury-related workdays missed by 
employees, costing employers over $70 
billion annually in lost productivity and 
compensation, according to statistics 
compiled by Consolidated Floor Safety.

That's nothing to ignore.
Keep the store and lot neat and clean 
Eliminate trip hazards, de-clutter aisles, 

and remove any trash in the parking lot 
routinely.  This not only provides a more 
appealing shopping environment, it also 
helps prevents accidents.

Stay on top of snow and ice removal 
If your store is in a cold climate, keep 

plenty of ice melt handy along with 
shovels or other snow-removal equipment 
to keep the walkway and parking lot safe 
for vehicles and pedestrians.

Clean up spills immediately – 
Make sure any spills are cleaned up 
immediately, and proper “wet floor” 
signage is displayed any time the floor 
has been mopped.

By staying aware of potential threats, 
and acting proactively to control or 
prevent them, convenience store 
owners can maximize the look, feel, and 
profitability of their stores. 

Safety
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Industry News

 Finding a Way For HBA

From top-selling lines like cold 
remedies, toothpaste and cosmetics to 
a wide variety of lower-volume SKUs, 
health and beauty aids (HBA) as a 
c-store category will remain strong—and 
sensitive to package size, type of store 
location and local demographics.

Some segments within the HBA 
category continue to do well in c-stores. 
For example, convenience store sales 
of internal analgesic tablets—medicines 
used to relieve pain—increased 2.76% to 
$382 million during the 52 weeks ending 
Dec. 31, 2017, according to IRI scan 
data. Comparably, cold/allergy/sinus 
tablets/packets accounted for nearly $150 
million in the c-store channel during the 
same period, an 8.63% hike over the 
previous year.

“With HBC, smaller pack sizes are 
definitely a plus, with some emphasis on 
organic grooming items and the hand-

By CSD Staff

sanitizer area,” said Mary Sonatore, retail 
buyer and merchandiser for Northwest 
Petroleum in Houston, Texas, a branded 
fuel retailer and an official fuel partner of 
Shell and Phillips 66 with 35 locations, 
including 18 Q Mart convenience stores. 
“Trends that I have seen are in travel-size 
grooming items and single-dose OTC 
(over-the-counter) items. I expect to see 
the same trends in 2018.”

SHOPPING PATTERNS
“The first thing we need to know is: 

How is the customer shopping the store?” 
said Steve Montgomery, president of b2b 
Solutions LLC, in Lake Forest, Ill. “That 
means, is their store a highway location? 
A neighborhood location? A combination 
thereof? Because that will drive what the 
consumer may be looking for to make 
that quick purchase in HBA.”

Category management will continue to 
be another key HBA profit measure.

“Most retailers are very good at adding 
products, but not very good at eliminating 
them. And so my advice would be to go 
through your sales history and determine 
what is selling and what isn’t selling,” said 
Montgomery.

Sometimes, raising your HBA profile is 
just attitude.

“How you think about a category 
defines the limits of how far you can 
grow it,” said Ryan Mathews, the founder 
and principal of Black Monk Consulting 
in Eastpointe, Mich. “Most convenience 
stores limit their ability to grow the health 
& beauty aids category by thinking about 
it as a section consumers only use on 
a ‘fill-in’ or ‘emergency’ basis. In other 
words, most c-store operators assume 
that consumers would prefer to make 
HBA purchases somewhere— maybe 
anywhere else—besides their stores.”

Retailers can stock things parents 
need, from individual packs of Kleenex 
and smaller, portable hand sanitizers 
to limited cosmetic lines popular with 
students. A store near a construction 
zone might beacon a display of first-aid 
and skin-care items.

“But that is precisely why you have to 
practice smart merchandising and make 
the space you have effectively work for 
you,” said Mathews. 

The following is a paid advertisement
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You can’t please everyone all the time. 
Customers will have problems sometimes 
– maybe the coffee doesn’t taste right, the 
soda machine is out of ice, the pump is 
going too slow, or the line is too long. The 
list of potential guest service problems is 
as diverse as your customers themselves. 
Sometimes, customers will have 
legitimate complaints that you and your 
staff can correct. Other times, issues are 
unavoidable. And sometimes, a customer 
may just be having a bad day and feels 
like complaining. The key to all guest 
service problems is to be proactive.

What Does It Mean to Be 
Proactive?

Being proactive is different than 
being prepared. Being prepared means 
employees can handle issues when 
customers complain. Being proactive 
means employees can handle issues 
before they even become problems. 
Here’s how:

• Know your customers. You and 
your staff know better than anyone 
what c-store customers need. After all, 

to seek it out before it happens. Shifting 
employee thinking to be more proactive 
takes training. Identify problem areas 
in the store and give employees real-
life strategies to spot and take care of 
issues before they happen. Explain why 
it’s important. Not only does proactive 
guest service improve customer 
satisfaction, avoiding problems is often 
much easier than solving them!

• Hire with proactive guest service 
in mind. Some people are better able 
to think proactively than others. As 
part of your hiring process, practice 
behavioral interviewing. Questions that 
focus on past behaviors rather than 
past experiences will yield more telling 
answers. Behaviors are formed over 
time through repetition. If an individual 
has done something in the past, they’re 
more likely to repeat it in the future. 
Instead of asking yes or no questions, 
ask for specific examples of past 
behaviors that would be a good fit for 
your proactive guest service strategy. 

their general need for convenience is 
the cornerstone of your business. You 
should also get to know your regular 
customers personally. When you 
understand why customers come in, 

what they’re looking for, and how they 
expect to be treated, you can anticipate 
their needs and deliver exceptional 
guest service.

• Support proactive guest service 
with training. Today’s employees 
generally have a reactive mindset. 
They’re much more likely to wait for a 
problem to come to them than they are 

Proactive Guest Service
By Ready Convenience

The following is a paid advertisement

Please support the following Blue Bunny Distributors

Inside Houston
Tastee Kreme  Ice Cream

713-290-0123

Outside Houston
Pete Dimas Enterprises LLC.

 281-227-0033

For Service Call
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TABC

Now Available
See your Coca-Cola 

Rep to order

New Item

A. Bentley Nettle
TABC Executive Director

It’s an extremely 
sad fact, but 
Texas has the 

second-highest 
number of human 
trafficking cases 

in the country. Many of these cases 
involve young women who have been 
smuggled into the United States and 
forced or coerced into working in the 
sex trade under the pretense that worse 
things will befall them if they seek help. 
This is a state of affairs which cannot 
stand, and the Texas Alcoholic Beverage 
Commission is committed to eradicating 
human trafficking in our state’s bars, 
restaurants, and nightclubs.

One question I hear often is, “Why 
is TABC concerned about human 
trafficking?” After all, one of our most 
visible duties is licensing and regulating 
the businesses which manufacture, 
distribute, and sell alcohol in Texas. 
What some don’t realize is that TABC is 
also a law enforcement agency, and our 
200-plus commissioned peace officers 
are responsible for ensuring public 

safety is maintained in the more than 
50,000 licensed alcohol retailers and our 
communities in the state.

This includes a small number of TABC-
licensed locations where organized 
criminal groups use legitimate business 
to cover their illegal activities. Over the 
years, TABC has taken part in dozens of 
investigations into allegations of human 
trafficking at licensed bars, clubs, and 
restaurants. Because we are able to 
inspect, covertly or openly, any licensed 
business at any time, our officers are 
able to provide valuable intelligence to 
the multiple investigative agencies and 
tasks forces we partner with. This has led 
to some notable successes, such as the 
2004 case in which TABC agents rescued 
more than 120 women and girls who were 
enslaved and forced into prostitution in 
the Houston area.

Even so, we can’t win this fight without 
your help. Throughout 2018, you’ll hear 
about our partnerships with members of 
the alcoholic beverage industry, who are 
helping to eradicate human trafficking 
in Texas. TABC is working with alcohol 

distributors and wholesalers around the 
state to train their employees on the 
warning signs of human trafficking. Any 
employee who spots potential human 
trafficking in a TABC-licensed business 
can then report it to us for a follow-up 
investigation.

We’re also asking the industry to 
help us identify businesses where 
illegal activity may be taking place. 
Concerned citizens who suspect human 
trafficking should call the National Human 
Trafficking Hotline at 1-888-373-7888, or 
report illegal activity via the TABC:Mobile 
smartphone app.

Allowing human trafficking to 
continue at licensed businesses not 
only endangers the victims, it makes 
business less safe for law-abiding 
industry members and their customers. 
By working together with law enforcement 
agencies, our alcoholic beverage industry 
partners, and the public, TABC will end 
the scourge of human trafficking once and 
for all. 

TABC: Working to end human 
trafficking in Texas businesses

The following is a paid advertisement
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Announcements

GHRA ONLINE
CLASSIFIEDS

WWW.GHRAONLINE.COM
Under Other Services 

Absolutely FREE for
GHRA members. 

Members can now  
list businesses or 

equipment for sale on the 
GHRA Website!

WE’RE ONLINE
WWW.GHRAONLINE.COM

All GHRA  
announcements and 
publications will be

 posted online. 

Members are  
encouraged to visit the 

GHRA website on a 
regular basis for up to date 

information and latest 
publications. 

TCEQ Manadatory Underground Storage 
Tank (UST) A/B Operators Training 

GHRA is excited to provide this online training, for the price of only $65.

•  Members purchasing online training   
   will receive a unique code from GHRA. 
•  This training takes about 4-6 hours 
   and must be completed within 30 days 
   from start of training. 
•  Payment options: Money order or 
   deduct $65 from your quarterly rebate. 

REGISTRATION FORM IS AVAILABLE 
at www.ghraonline.com

Learn2Serve:
Food Safety Principles Training + 

Texas Food Safety Manager Bundle Package
To register for this Health class please visit

www.learn2serve.com/
texas-food-safety-certification 

Sales/enrollment: 1-888-395-6920

Learn2Serve: 
TABC Seller-Server Training Exam

To register for this TABC Class please visit
www.learn2serve.com/

online-tabc-certification 

Lehjatali Momin  | Warehouse Chairman

Various positions 
available

Please visit ghraonline.com for 
a complete listing of all available positions 

CAREER OPPORTUNITIES

NOW
HIRING





Welcome
On behalf of the board of directors and staff at GHRA, 
please welcome our newest members as of April 2018:

New Member Introductions

Members

THE ROCKING G OIL COMPANY
MARSHALS GROCERY

GULF FOOD MART
SURFSIDE FOOD MART

SUGAR VALLEY SUPERMARKET
SWIFT MART

AIRPORT SHELL/CHURCHS 4853
BUBBA'S

GRANTS FOOD MART
AMPM EXPRESS

L & P MARKET
VMAX
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SIMPLIFY YOUR CASH 
HANDLING

1-800-888-2129
cashmanagersales@dunbararmored.com

The following is a paid advertisement

New Member Introductions
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The following is a paid advertisement

50 qty.Catlow Hardware Kit

CASE OF TWELVE (70120, 10 Micron)

Absorbent Pads

Cim-Tek FiltersCatlow Nozzle

NOZZLES SWIVELS BREAK-A-WAYS FUEL HOSESFILTERS

KEYPADS/OVERLAYSWHIP HOSES RECEIPT PAPER/TONER MISC.

sales@petsolinc.com petsolinc.com 1-800-880-9582

FOR ALL THE PARTS THAT MATTER

(includes: Nozzle, Swivel, Hose, Breakaway)

(Unleaded 3/4” & Diesel 3/4”)

CALL YOUR LOCAL OFFICE FOR PRICING
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The following is a paid advertisement

NO Application Fees
Monthly Fees
Batch Header Fees
Programming Fees
Annual Fees

Pay at the Pump
Nooruddin Khawja: 832-419-7071
Amir Ali Charania: 281-323-8500
Rasool Virani: 713-409-7919
Office: 281-565-2425
Fax: 281-565-2423

UNIVERSAL MERCHANT PROCESSING
12603 Southwest Freeway, Suite 265, Stafford, TX 77477

www.UniversalMerchantProcessing.com

If you are not
with us, you are 
paying too much!

.24-Hour Approvals.24/7 Merchant Support.Free Statement Analysts.Accepts all cards including
    Voyager and Wright Express

Free Credit Card Terminals
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GHRA WELCOMES 
BLUE RHINO TO THE FAMILY!

KEITH RAMSEY
(972)207-9228

KRamsey@BlueRhino.com
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CALL MOIZ MERCHANT TODAY FOR YOUR FREE QUOTE AT 
281-295-5380

Cell: 832-283-4246
Fax: 1-888-506-6022

Property,  Liabil i ty,  Workman’s Comp, Underground Tank,
Flood,  Windstorm and Many more

LOCATED INSIDE GHRA OFFICE
12790 SOUTH KIRKWOOD RD HOUSTON TEXAS, 77477

COMMERCIAL HOME AUTO

YOU WILL BE PLEASED WITH OUR SERVICE AND PRODUCTS, SO CALL 
US TODAY

GHRA MAIN OFFICE
12790 South Kirkwood Rd. 
Stafford, TX 77477 
Ph. 281.295.5300
Fax. 281.295.5399

GHRA WAREHOUSE 
7110 Bellerive Dr.
Houston, TX 77036 

Ph. 281.295.5333 
Fx. 281.295.5347
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www.ghraonline.com

Poster #1:
Dasani 1-Liter Bottles

Poster #2:
Dr Pepper 20oz Bottles

Poster #3:
Red Bull 12oz Cans

Spanner Board:
Gatorade 28oz Bottles

COMING UP: 
MAY PROMOTIONS


