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One of the most important jobs we all have is to lead each other towards unity. 
Building solidarity is essential, especially in competitive times, and we all know it 
can be challenging. 

Your GHRA board and staff work hard every day to do the things we need to do to 
build and foster that unity. It’s important to note these things and to remind us all 
of how that personal sacrifice got us to where we are today and will continue to be 
what compels us towards the future.

We work extremely hard to keep members informed. Publications like this magazine 
coupled with our online portal, email system and text messaging system seek to
apprise you of every decision that will affect your business. Be sure to capitalize 
on these efforts. These communication vehicles seek to not only inform you but 
to unify us!

One place that unity can be on display this month is the GHRA tradeshow. This 
year the show will be held on August 29th and the theme this year is “Its Fiesta 
Time”. Its also a time to keep yourself informed. The supplier community will be out 
in full force at the show. This is our time to showcase the unity  we have invested in 
and to support the efforts of this great organization.  Encourage  each other to fully  
participate in this premier event in Houston, Texas.  We want your feedback too.  
We look for your thoughts, comments and opinions all the time and will continue 
to do so.

Bringing people together is not only a GHRA concept. It is a concept our community
has embraced for years. We know how to do it; it is ingrained in us.  I look forward
to continuing these traditions together and showcasing our unity!

Diamond Jubilee Mubarak!

Dear Members,

Tajddin Momin
Thank you for your support,
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As everyone 
can clearly 
see, the 

costs on consumer 
goods have 
been on a brisk 
upward move over 
the last several 
months. There 
are a multitude 
of factors driving 
these costs up 

and there is little indication that the trend 
will slow anytime soon. For us, being a 
retailer that typically sells 5,000+ SKUs 
and trades in several different consumer 
categories, we will be the most vulnerable 
and can expect to be the most negatively 
impacted by these cost changes. Being 
a part of one of the largest major retail 
associations in the country does provide 
you some protections from these cost 
changes but at the end of the day, costs 
will go up creating a need to review and 
refine your retail strategies. 

In Balance

Mike Thompson
Chief Executive Officer

As a convenience store retailer, the 
use of traditional tactics in changing 
retail after cost increases should be 
reconsidered. Conventional thought 
dictates we adjust retails to maintain 
margin within a category. This long-
established way of amending retail to 
cost simply does not support long-term 
sustainability of our industry or our 
businesses. 

Making changes to retail is part science 
and part ingenuity. We have to be skillful 
when determining changes in our retail 
strategy. Our customers are keenly 
aware of what they are willing to pay 
for products and we need to be just as 
keen in knowing the best retail position 
to market from. There are many factors 
to consider when making these changes. 
Consumer demographics, competitor 
retail strategies, competitive environment, 
store location, overall store marketing 
strategy and the future value proposition 
of each category are just a few things to 
consider when making necessary retail 
adjustments.

You should always know where your 
store is currently situated relative to the 
industry retail environment. Continue 
to monitor your primary competitors 
retail strategies in every category. 
Focus your retail strategy on the value 
of convenience. Study and recognize 
mainstream margin structures but at 
the same time, look for opportunities to 
improve your margins where you can.

GHRA does provide a great tool that 
outlines retail suggestions on most of 
your DSD products. I highly encourage 
you to review those suggestions on your 
GHRA portal as new costs are constantly 
being implemented in our market. 
Please reach out to us if you have any 
questions on your retail strategy. As 
always, we continue to fight hard to keep 
your product costs down and keep your 
business competitive in an extremely 
competitive market.

The future is bright for GHRA! 

The following is a paid advertisement

Brand media-to-shelf 
will drive consumer engagement

*Place in high traffic location*

$2.00 Chester’s Puff Corn 
Butter/Cheddar/Hot

*Place on All-In-One Rack*

Lays Prepacked 
WeekenderAll-in-one Rack

$2 Value Line
Shippers on Sides
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Community

Seat of the Ismaili Imamat

The Seat of the Ismaili Imamat was 
established in Lisbon by Mawlana Hazar 
Imam at the invitation of the Portuguese 
government. This reflects the strong 
historical ties that have developed over 
generations. During the ceremony, 
Mawlana Hazar Imam remarked about 
the long-standing relationship.

“I am grateful for the government of 
Portugal for inviting me to establish the 
Seat within its territory. Over the years, 
the Portuguese have shown friendship, 
understanding, and a warm welcome to 
the Jamat as well as to the Imamat,” he 
said. “Ours is a relationship grounded in 
the shared values of religious freedom, 
tolerance, and pluralism. I believe, 
alongside strengthening the Imamat’s 
capacities, this will also enable our 
institutions to make a constructive and 
beneficial contribution to areas of mutual 
interest.”

This is the first time in the Ismaili 
Imamat’s 1,400-year history that a Seat 
has been established following a treaty 
with a sovereign non-Muslim country, 
making the designation a milestone 
moment for the global Ismaili community. 
Mawlana Hazar Imam highlighted the 
significance of the agreement on a global 
scale, as well as to the Jamat, during his 
remarks.

“Establishing a Seat in Portugal will 
also provide a platform for enhancing 
international relationships and taking 
them in new directions. At this time I 
wish to acknowledge the diligent work 
of many murids who over the years 
have contributed to the process that has 
resulted in this milestone agreement 
with Portugal,” Hazar Imam said. “It is 
my hope that the Jamat will share in my 
happiness over the accomplishment of 
this significant milestone which I believe 
will strengthen the Imamat’s capacity to 

By the ismaili.org

fulfil its mandate of ensuring the Jamat’s 
safety, security, and quality of life.”

The notion of a Seat goes back to 
the time of Prophet Muhammad (peace 
be upon him and his family), whose 
residence in Medina served both as a 
seat and a mosque. Hazrat Ali, during 
his reign as the first Imam and the fourth 
Caliph of the nascent Muslim Ummah, 
established his Seat in Kufa, Iraq. In 
the Fatimid caliphal era, the Seat of the 
Ismaili Imamat moved from Raqqadah 
in Qayrawan (now Tunisia), first to al-
Mahdiyya, and thereafter to al-Mansurriya 
and eventually to al-Qahira (now Cairo) in 
Egypt, a city founded by Mawlana Hazar 
Imam’s ancestor, our 14th Imam, Caliph 
al-Mu’izz.

In Ismaili tradition, the notion of the 
Seat of the Imamat corresponds to the 
Imam’s physical presence. Depending 
on the requirements of the Imamat and 
the Ismaili community, it is the Imam’s 
prerogative formally to designate a Seat 
in one or more locations.

Historically, including during the periods 

when they ruled over territories and 
peoples, Ismaili Imams have engaged in 
global diplomatic relations, with the Seat 
serving as the locus of such relations. In 
the modern era, the Imamat collaborates 
with national governments, regional 
and international institutions, and civil 
society organisations, to fulfil its mandate, 
which includes to guide the Jamat, and 
to improve the quality of life around the 
world.

The official designation of the Seat’s 
premises follows a series of significant 
developments in the relationship between 
Portugal and the Ismaili Imamat and 
builds on accords with the Republic of 
Portugal, the first of which was signed in 
2005 and thereafter in 2008 and 2009.

In June 2015, Portugal welcomed the 
establishment of the Seat of the Ismaili 
Imamat in Lisbon. The Agreement 
signed on that occasion, represents a 
pioneering gesture that underlines the 
values of tolerance, cooperation, and 
mutual respect. It provides an enabling 
framework that will facilitate the global 

Seat of the Ismaili Imamat
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work of the Ismaili Imamat and marks the 
first such accord in the Imamat’s modern 
history and is a historic milestone. The 
premises at Rua Marquês de Fronteira, 
home of the Seat, provides a long-term 
base from which the Imamat will address 
complex international requirements and 
challenges.

In his address to the Portuguese 
Parliament on 10 July 2018, Mawlana 
Hazar Imam referred to the Seat as a 
“committed global institution” and spoke 
of the meaning and impact it will have, 
remarking “Lisbon, already a leading 
international crossroads city, will also now 
serve as a central connecting point for the 
global Ismaili community.” He reaffirmed 
the magnitude of the decision to establish 
a Seat in Portugal “taken after much 
reflection and consultation” saying that 
“it represents a true milestone moment in 
the long history of the Imamat.”

This milestone moment is also 

recognised by Portugal and its people. 
At the Parliamentary address yesterday, 
His Excellency Eduardo Ferro Rodrigues, 
the President of the Assembly of the 
Republic, referred to the Diamond Jubilee 
of Mawlana Hazar Imam as well as this 
historic occasion as “the high point, even 
a historic point of projection of the Ismaili 
community and Portugal.” He went on to 
say “that celebration, and that all of this 
is celebrated here, and the fact that the 
headquarters of the Ismaili Imamat is 
going to be established here – is historic, 
it gives us great pride, great pleasure, but 
also great responsibility.” His Excellency 
also shared his hope of what these 
events will bring for Portugal saying, 
“Your visit here and your establishment 
here, shows how we would like to project 
ourselves in the international community 
as a bridge-building country. We offer 
you our heartiest congratulations at this 
high point in history. We hope that your 

presence in Portugal will be a catalyst for 
energy and joint work for the creation of 
more fair, more open, and more pluralist 
societies.”

To mark the significance of the 
occasion, a gift — a meticulously 
detailed coloured print depicting the 
Qajar monarch Fath Ali Shah — was 
presented to Mawlana Hazar Imam on 
behalf of the global Jamat. The print, 
with its exquisite detailing and saturated 
colours, evokes the powerful impression 
of the monumental imperial enthronement 
scenes.

The coloured aquatint on paper depicts 
the Qajar ruler Fath Ali Shah enthroned 
with princes, noblemen, ministers, foreign 
ambassadors, and envoys. The print is 
one of a series of reduced copies of life-
size wall paintings completed in 1812-13, 
evoking the splendour and glory of Fath 
Ali Shah’s reign at the Court of Persia in 
the late 18th and early 19th centuries. 

For Service Inside Houston Call: 
Tastee Kreme Ice Cream

713-290-0123

The following is a paid advertisement

Community
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suppliers, the more value we bring to the 
market.  The more we can educate our 
partners on our capabilities and needs, 
the better planning we can do on behalf 
of our members. The convenience store 
industry requires a long-term focus, 
consistent messaging and a ‘slow and 
steady’ approach. Expectations need 
to remain high and partners need to be 
ready to spend time in the market and 
build personal relationships with all levels 
of the organization, in particularly the 
members.  “To make a significant impact 
in this market, as an industry, we need to 
collaborate and work together to share 
costs, gain traction, create continual 
excitement and ultimately carve out more 
market share and increase our average 
margins. The GHRA trade show is a 
catalyst for this effort” Says Mr. Momin. 
Come and spend the day at this year’s 
show. Hers some helpful tips on how to 
have a successful show this yea:

Before the show: Make a list of the 
goals you want to achieve by visiting 
the show. Include your own personal 
goals and those of your company. Every 
subsequent decision that you make 

Theirs is a positive sentiment about the 
GHRA tradeshow that has really helped 
build our momentum with current and 
future supply partners.  We want to 
maintain that momentum with another 
grand show this year”.  The theme for 
the 2018 trade show is “Its Fiesta Time”. 
GHRA Will again feature it’s “your mart” 
prototype fully stocked and ready to 
supply your every need.  Plus, again 
this year, the Big Madre brand and food 
service operation will be in full swing  so 
be sure to come buy and get a GHRA 
exclusive marinade, certified angus beef, 
Fajita taco on us!  I had the opportunity 
to discuss the model c-store and all the 
tradeshow has to offer with Barkat Ali 
Momin, Board Treasurer of GHRA and 
chairman of the tradeshow committee.  
“These events are all part  of our strategy 
to highlight and educate our partners 
and our members about each other’s 
diverse offerings and raise the profile 
of the independent operator within the 
convenience store industry and here in 
South Texas”, says Mr. Momin.    The 
more we can educate our members on 
what offerings are available from these 

The GHRA trade show is a premier 
trade show event in Texas.  
Together with our suppliers, we are 

generating great excitement regarding 
our organization and the opportunities 
we provide for manufacturers to market 
their products. As a result, our show 
attracts many more suppliers than it 
can accommodate.  Still, members who 
attend are very pleased with the products 
that are showcased and the access they 
have to industry intelligence that is found 
among our supply partners. Suppliers 
who do attend are very pleased with the 
attendance and with the sales results 
they get from the show! Attendance from 
GHRA members last year was over

2000 (members, managers and guests)
and these folks are active buyer, often 
making deals on the spot for products 
and other opportunities to drive business 
together!

The large-scale trade show focuses its 
efforts on the members and the needs 
they have with individual suppliers.  
GHRA’s president, Tajddin Momin  said 
“ Our tradeshow builds on the positive 
response we have had over the years. 

Feature

Its Fiesta Time at The GHRA Trade Show
By GHRA Staff
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should put you closer to achieving your 
goals

During the show: Let exhibitors know 
that you are on a tight schedule. They 
want to make the best use of their time 
as well, and will gladly cut to the chase 
with you. You might have to push a little 
bit to get the answers for questions you 
really want. Sometimes booth staff simply 

do not have the answers you require. In 
that case, ask who you should contact at 
their firm for follow up. Trade shows are 
the ideal opportunity to gather information 
about what your competitors are doing. 
It's often the first glimpse you'll get of new 
product releases, special programs, or 
fresh marketing initiatives. Make a point 
to talk with the booth staff, but don't ask 
overly technical or pointed questions. 
More likely than not, the exhibitors won't 
be prepared to answer them, and you'll 
be tipping your hand as a more-than-
casually interested attendee.  Keep your 
eyes open for networking opportunities. 
Industry leaders haunt trade shows, and 
they're great people to know.  

Take regular breaks to hydrate and 
make notes. The notes will help you 
write your trip report, and the water will 
keep you healthy and moving.   After the 
show:  Long hours on the trade show 
floor are enough to wipe anybody out. But 
before you flop down on the bed for forty 
well-deserved winks, take some time to 
organize the information you've gathered. 
Be sure to follow up with new contacts 
and vendors after the show. Having a 
clear plan of action will make sure that the 
time you spent at the show was a worth-
while investment.

Thank you for your support and we look 
forward to seeing all of you on August 
29th at NRG Stadium! 

Overall odds: 1 in 2.88 (including break-even prizes). Must be 18 or older to purchase a ticket. PLAY RESPONSIBLY.

Feature
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Food Service

Private Label Brands in C-stores Largely 
Centered Around Foodservice

NATIONAL REPORT — While 
consolidation is making the biggest 
convenience store chains even bigger, 
the top 10 convenience store chains 
still make up less than 27 percent of the 
U.S. store total and the top 100 chains 
less than 65 percent, according to the 
Convenience Store News Top 100.

This means that smaller regional 
chains and independent operators 
have the opportunity to grow and thrive, 
strengthening their brand identities in the 
marketplace.

When it comes to private brands, a 
retailer's size has everything to do with 
its approach. A chain like 7-Eleven Inc. 
can justify investment in a much wider 
assortment of own-brand consumer 
packaged goods (CPGs), notes industry 
consultant Steven J. Montgomery, 
president of Lake Forest, Ill.-based B2B 
Solutions.

Meanwhile, smaller convenience store 
chains tend to carry a limited number of 
store brand food and beverage CPGs, 
instead differentiating themselves 
through their private-branded foodservice 
offerings and their “total store” brand, 
which encompasses factors like 
customer service, touch-screen ordering, 
loyalty program discounts and store 
environment.

A March 2017 study released by 
NACS, the Association for Convenience 
& Fuel Retailing, showed that consumers 
increasingly select a fuel station 
based on the quality of the associated 
convenience store’s food offerings. A 
total of 8 percent of consumers who 
said they went into a c-store said they 
bought a sandwich or meal — a portion 
that jumped to 13 percent for consumers 
aged 18 to 34.

By Convenience Store News

Stephen Young, vice president of 
strategic business development for 
Bakkavor, a manufacturer of private 
brand fresh-prepared food like hummus 
and burritos, said that c-store retailers 
prefer to focus on foodservice because 
the margins for sandwiches and burritos, 
and especially for the accompanying 
soda pop and chips, are much higher 
than for gasoline.

"The c-store industry has constantly 
evolved to meet the changing needs 
of its customers," Montgomery added. 
"Convenience stores have changed from 
being places to go for replacement or 
fill-in grocery items to being sources of 
refreshment and foodservice."

Many of the most food-focused c-store 
retailers are based in Pennsylvania, and 
that's no coincidence, according to Steve 
Hartman, president and CEO of Rutter's, 
a York, Pa.-headquartered chain.

For many decades since the ending 
of Prohibition in 1933, Pennsylvania 
restricted the sale of wine, beer and 
spirits to state-controlled stores. 
Prevented from selling beer, a 
longstanding staple of U.S. convenience 
stores, Pennsylvania c-stores 
differentiated themselves through their 
standout fresh-prepared food and 
private-branded nonalcoholic beverages, 
Hartman explained.

Equally important, several 
Pennsylvania convenience store chains, 
including Wawa and Rutter's, began as 
dairies. So fresh own-brand milk and 
other dairy items formed the foundation 
of these retailers’ product assortments.

SMART BRANDING & 
MERCHANDISING

Salt Lake City-based Maverik shedded 

its former Wild West theme a few years 
ago for an adventure theme that would 
better resonate with millennials and 
sports enthusiasts who visit the Rocky 
Mountain region.

With that, the retailer offers a small 
selection of private brand CPGS, 
including Glacier Rain bottled spring 
water and Tracker Snacks candy, each 
in packaging that reflects passion for the 
outdoors.

"We look at categories where we have 
an opportunity to offer better prices to the 
consumer," Aaron Simpson, Maverik chief 
marketing officer, noted. "We don’t have 
many private label products."

Maverik's main food focus is in the 
fresh realm. The retailer's own BonFire 
brand consists primarily of many fresh-
prepared offerings, including a particularly 
robust selection of hearty grab-and-go 
sandwiches that can be taken on a 
rock-climbing excursion or fishing trip, 
for example. The BonFire brand also 
includes snack chips and a few other 
shelf-stable snack products.

Despite the retailer's outdoor-adventure 
brand positioning, Maverik, like other 
convenience stores, has to be all things to 
all people, according to Simpson. A large 
proportion of c-stores' core customers are 
still blue-collar individuals who come in to 
pick up beer and cigarettes.

Bakkavor's Young, for one, believes 
that c-stores could do more to address 
the needs of millennial parents. Healthful 



11Vol. 5 Issue 8

grab-and-go snacks and meals aimed 
at children would help bring in these 
customers, he noted.

MOVE OVER, QSRS
At a time when supermarket chains 

are looking to simplify and speed up 
shopping for customers, convenience 
stores have a distinct advantage: 
Their considerably smaller size allows 
customers to get in and out much 

faster. This is true even though c-stores 
are getting bigger in order for retailers 
to expand their foodservice and seating 
areas. 

Larger foodservice footprints help food-
oriented c-store chains not only compete 
with one another but also see quick-
service restaurants (QSRs) as major 
competitors.

 "We can sell Big Madres Tacos y 

Torta's that we think are better, quicker 
and more convenient and we can also 
give you 100's of beverage choices" 
says Doug Boone, GHRA Branded food 
service Manager.C-stores are evolving 
and transforming the fast-casual dining 
landscape, according to Hartman. "We 
are really much more of a disruptor than a 
disruptee," he said. 

The following is a paid advertisement

Food Service
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his employees frequently to give them 
customer service pointers and ways 
to improve their skills. This is just one 
example of how important it is to influence 
and motivate your staff in and out of your 

store. 
According to the 2013 

Convenience Store 
Human Resources Study 
by Convenience Store 
Decisions and Humetrics, 
100 convenience store 
chains offered insights 
about employee hiring 
trends, among other 
things. When asked 
about the tools employers 
use to screen the best 
job applicants, responses 
show that more 
employers are using 
more screening tools. 
The top screening tools 
used are: 

• Criminal background records checks
•  In-house or outside service reference/

background checks
• Third-party drug testing
The study also suggests that 

convenience store owners should set 
clear expectations for their employees, 
provide the necessary skills and remove 
obstacles to help their staff reach their 
best performance. 

Hiring the right staff for your store 
gives you the potential to enhance your 
business and give you time for other 
projects. Tools such as background 
checks and clear guidelines can help you 
find a motivated staff that will help your 
business. 

Your Staff: The Face of Your Convenience Store
Owning a convenience store can be a demanding. How do you 
hire the right staff to lower your burden?

Like owning any retail store, owning a 
convenience store can be a demanding 
job.

To reap the rewards of your position, 
it’s important to hire the right staff for 
your store to lower your 
burdens and allow you to 
delegate tasks easier.

Ideally, you want to 
invest in your staff to 
handle day-to-day tasks 
so that you have more 
time to focus your energy 
on big picture projects for 
your business. 

It’s vital to your 
business’s success to 
take the time to hire 
exceptional employees. 
One experience with 
a rude or unhelpful 
employee can end a 
customer’s loyalty to your 
store.

Invest in your employees
According to an article in the Harvard 

Business Review by MIT's Sloan School 
of Management Associate Professor 
Zeynep Ton, investing in your employees 
is necessary to see your business does 
well. 

“It’s the low-paid employee who notices 
that there are too many customers waiting 
in the checkout and offers to open an 
additional cash register,” Ton said. “When 
retailers don’t invest in human capital, 
operational execution suffers and the 
company pays with lower sales and lower 
profits than it could have had.” 

Ton also explains the importance of 
human connection at a convenience 
store, “It’s the employee who can read 

Human Resources

By Debbie Williams

from a familiar customer’s face that he’s 
had a bad day and could use a friendly 
smile. It’s also the employee who can turn 
a customer off — maybe permanently 
— by being rude or even just not very 

helpful. It’s the people who make you 
want to shop here even though you can 
easily buy the same stuff there.”

The face of your business
Chances are, you won’t be in your store 

every day. You might not be in your store 
at all. Take Tushar Popat, for example. 
Popat lives in California and owns a 
QuickStop convenience store in Michigan. 
He tracks the entire day-to-day operations 
via multiple, strategically placed video 
cameras inside and outside of the store 
that stream directly to his computer. 
Because Popat cannot physically be in 
the store, his employees are the face of 
his business.

He said that he reviews his staff’s 
customer interactions each day and calls 
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Technology

Technology 
has changed the 
way consumers 
behave. And, to 
be successful, 
it is a good idea 
for retailers to be 

aware of these new ways of interacting 
and shopping—and to adjust strategies 
appropriately.

Some major consumer trends are 
shaping the way that retailers do business. 
Mobile has become the dominant platform 
for accessing the web, and consumers 
are extremely informed and information-
hungry. Customers are also assertive 
shoppers, knowing how to price-compare 
and then swiftly act on the information. 
People expect information to be up-to-date 
and accessible 24/7, and increasingly, 
Americans are searching based on 
location, thanks to mobile devices that are 
location-aware.

Consumer habits increase 
importance of accuracy in listings

When out and about, consumers 
searching for locations on mobile phones 
is a ubiquitous practice—where’s the 
nearest Mexican restaurant, department 
store or gas station? In order to get the 
most out of consumer interest, retailers are 
regularly checking in and making sure the 
listings for their businesses are accurate. 
The address, business hours and phone 
number, for instance, need to be up-to-date 
so that if someone stops by or calls, they’ll 
be able to come in or get someone on the 
phone.

Going even further, once these 
consumers find what they’re looking for, 
newer mobile technologies can be used to 
send them location-based promotions or 
discounts, too.

In short: technology surrounding retail 
locations online is advancing, and it’s more 
important than ever for retailers to keep 
up. One way retailers can keep up is by 
ensuring that their listings are up-to-date 
and accurate.

Getting help with listings
Taking on the task of ensuring listing 

accuracy can be a big endeavor—with 
numerous search engines, publishers 
and maps, each listing would need to be 
updated individually with different login 
information. This would work out to be an 
intensely time-consuming task on its own, 
but thankfully, there are some solutions. 
Working with a partner or a listing 
management officer can help, for instance.

Listings management solutions that 
ensure retail listings from thousands of 
gas stations across the United States 
are accurate, up-to-date and syndicated 
across leading online publishers can help 
with in convenience store segment. Listing 
accuracy is especially important in the fuel 
and c-store industries, because two brands 
can be part of the same location—fuel 
brand and c-store brand—and precision 
accuracy is needed to ensure that 
customers get to the exact location they’re 
looking for, no matter what digital map 
they’re looking it.

One solution, GasBuddy Business 
Pages Listings Management, is the 
outcome of a partnership with Navads, a 
global marketing platform that manages 
local listings. Navads has partnerships with 
different listings partners such as Google, 
Waze and Apple, which rely on correct 
listings information.

Previously, listing information could 
include basic profile information, but much 
of the information was crowd-sourced by 
users rather than provided by the retailer 

Boost Traffic with Today’s On-the-Go Consumer
Why more accurate listings are important
By GasBuddy Business Pages

directly. According to GasBuddy, 70% of all 
online listings are wrong, and 50% of users 
lose trust when listings are wrong. When 
a retailer submits its address and directory 
information, GasBuddy and Navads check 
everything to ensure complete listing 
accuracy, as well as manually drop the 
pins to ensure they’re correctly placed on 
maps.

With updated methodology and more 
efficient tracking and listing technology 
available, retailers can glean additional 
benefits. By making your business easy to 
find, the listing will attract new consumers 
(who could become loyal repeat 
customers).

Besides consumer reaction, though, 
there is another incentive for companies 
to up their game in the information 
department: the search engines are 
watching. It’s common knowledge that 
Google, the grandfather of search engines, 
tracks people’s locations. One way it does 
this is by analyzing the entities of nearby 
locations. If gas stations and convenience 
stores provide updated listings, they 
are more likely to have their businesses 
appear in “near me” searches. Beyond the 
potential for more traffic and customers, 
accurate listings improve overall search 
rankings on search engines—retailers with 
accurate listings will show up higher in 
searches.

It’s easier than ever for retailers to 
ensure their information is correct—
improving their chances to be found by a 
tech-savvy customer base that is eager 
to find what they are looking for in close 
proximity.

Updating location information and 
ensuring customers can find a location 
when they need to is a great business 
move—for retailers and consumers alike.



14 Vol. 5 Issue 8

Safety

July 06, 2018 | Brought to you by International of Packaged Ice Association

When news broke about numerous 
batches of romaine lettuce linked to an 
E. coli outbreak, consumers panicked 
as grocery stores and restaurants swiftly 
pulled the leafy green from their shelves 
and kitchens.

This latest outbreak is just one of an 
unfortunately long string of foodborne 
illness issues over the years, from tainted 
peanut butter to spinach and more that 
have sickened many and even killed 
others.

Just as consumers want to know 
more about how their food is grown and 
where it comes from, they also want to 
be assured that it is safe. As such, the 
Food Safety Modernization Act (FSMA), 
signed into law by former President 
Barack Obama in 2011, remains an 
important guideline and mission for all 
food producers—and that includes those 
who make ice.

Even though it’s just frozen water, 
ice can harbor pathogens just like any 
piece of romaine lettuce. So how can 
and should a convenience store or other 
retailer maintain ice safety in stores and 
throughout multiple locations? Here are a 
few easy steps.

Step 1: Buy safe ice
Some retailers prefer to buy packaged 

ice to mitigate risks posed by the 
improper handling of ice and regular 
cleaning required when using ice 
machines. When doing this, it’s important 
to buy this ice from the safest source.

The International of Packaged Ice 
Association has worked hard to set and 
ensure that the packaged ice, block 
ice and other specialty ice produced 
by its members meet stringent sanitary 
manufacturing standards. These 
Packaged Ice Quality Control Standards, 
or PIQCS, are in full compliance 
with FSMA and cover everything 
from personnel hygiene, food safety 
training and best practices during the 

manufacturing process, to standards 
for clean and safe facilities, food grade 
contact surfaces, equipment and utensils, 
drinking water and more.

The standards also include guidelines 
for documenting and implementing a pest 
control program; bacteriological testing 
of the finished product; food security 
and crisis management procedures; 
supervision and record-keeping; recall 
plan establishment and annual mock 
recalls; in-house self-audits; date/lot 
coding of packaging for traceability and 
maintaining a clean and safe warehouse 
and distribution operation. Even the 
plastic packaging used for the ice must 
be food grade and meet labeling laws. On 
top of that, PIQCS also follows all of the 
pre-requisites for HACCP and HACCP 
as a double duty when it comes to food 
safety.

Studies show that these standards 
set forth and maintained by the IPIA 
have successfully prevented foodborne 
illness outbreaks for over 20 years. 
By purchasing packaged ice from an 
IPIA member, c-stores and other retail 
operators of all types can rest assured 
that their ice they want to use for their 
fountain service, slushies, smoothies and 
more is safe as step one in an overall ice 
safety program.

Step 2: Handle all types of ice 
correctly

Even when using safe, packaged ice, 
the handling of this ice needs to be just 
as regimented as handling ice from an 
ice machine Where the scooping function 
alone is one of the primary vehicles of 
contamination.

Strictly enforced operating procedures 
and employee training must be 
implemented to prevent contamination 
that can occur by simply opening a 
package of ice and pouring or otherwise 
transferring the cubes to another bin or 
container.

Step 3: Clean and maintain 
ice machines and related equipment 
regularly

Taking a glance at inspection records 
for many foodservice facilities, it’s clear 
that ice machines are regularly cited for 
not meeting cleanliness standards—being 
dirty, harboring mold or having a misused 
ice scoop, for instance.

On average, the cleaning and sanitizing 
of ice machines should occur on a 
monthly, if not weekly, basis, in high-
use, humid or dusty environments. If 
these standards are not laid out by the 
manufacturer or installer, it’s up to the 
retailer to set them and conduct the 
proper training and cleanliness checks to 
make sure they are met.

When cleaning and sanitizing an ice 
machine, the ice bin will need to be 
emptied first. Then, pay attention to 
cleaning the fan filter; all the food contact 
surfaces including the water lines, ice 
spray cups and of course the ice bin 
itself will need cleaning and sanitizing. 
Follow recommended in line water filter 
replacement frequency if you have one 
installed. 

By purchasing packaged ice from an 
IPIA member, handling ice correctly in 
stores and maintaining and sanitizing 
equipment, c-stores and other retailers 
can be assured they are serving safe ice. 
This means that consumers, too, 
can rest assured 
knowing that 
the ice in 
their food 
is safe. 

3 Ways to Ensure Your Ice is Safe for Consumers
Ice is ice—Or is it?
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Industry News

Three in Four C-store Retailers Report In-Store 
Sales Up Over the First Six Months of 2018

ALEXANDRIA, Va. — Expanded 
assortments of healthy snack and drink 
options drove positive revenue growth 
for convenience store retailers in the 
first six months of the year, according to 
a survey by NACS, the Association for 
Convenience & Fueling.

More than three in four (79 percent) 
convenience retailers said in-store sales 
increased over the first six months of 
the year compared to the same time 
last year, and more than half (56 
percent) said their fuel sales increased 
compared to last year, according to 
the quarterly NACS Retailer Sentiment 
Survey.

Conversely, only 7 percent of 
retailers said that in-store sales 
declined and only 19 percent said 
fuels sales declined.

C-stores sell nearly 80 percent of 
the fuel purchased in the United States 
and conduct an estimated 165 million 
transactions a day, making the industry a 
good indicator for trends related to travel 
and consumer spending, according to 
NACS.

The focus on fresh and healthy items 
is helping to boost sales, according to 
the survey, and retailers plan to dedicate 
more sales space to the items. Retailers 
cited the addition or expansion of the 
following items in their stores:

•  Health bars: 45 percent of retailers 
added or significantly expanded over 
the first half of 2018

•  Fresh fruit/vegetables: 41 percent 
of retailers added or significantly 
expanded over the first half of 2018

•  Packaged salads: 37 percent 
of retailers added or significantly 
expanded over the first half of 2018

•  Nuts/trail mix: 35 percent of retailers 

By csnews.com

added or significantly expanded over 
the first half of 2018

Tulsa, Okla.-based Muskogee Creek 
Nation Travel Plazas noted healthy 
snacks is driving in-store sales, according 
to NACS, which added the alternative 
snacks category, driven by protein- and 
energy-rich items, is one of the faster 
growing categories in the convenience 
retailing industry.

At J.R.'s Country Stores, based in 
Pueblo, Colo., foodservice is expected to 
draw customers — a trend carrying over 
from last year.

According to NACS, foodservice 
powered in-store growth for U.S. 
convenience stores with 22.5 percent of 
in-store sales and 33.9 percent of gross 
profit dollars. Prepared food accounted 
for 69 percent of total foodservice sales. 

In the survey, retailers also cited their 
core offer of delivering value and choice 
for consumers, whether for healthy or 
indulgent food and beverage options.

"Fresh salads and smoothies, along 
with burgers and fries, seem to be the 
big winners so far in 2018 — the full 
spectrum of pleasure food vs. healthy 
options," said Dennis McCartney at 
Landhope Farms, based in Kennett 

Square, Pa.
Healthier options are also hitting the 

cold vault. The survey found that retailers 
are devoting more cooler space to 
lower-calorie and lower-sugar beverages 
options, especially waters.

Notably, during the first six months of 
2018:

•  54 percent of retailers said they added 
flavored/enhanced waters; and

•  52 percent of retailers said they 
added regular bottled water.

As NACS noted, water also figures 
prominently in sales growth, with 46 
percent of retailers expecting more 
still bottled water sales to increase 
and 42 percent expecting sparkling 
bottled water sales to increase.

In addition to in-store offers, 
retailers said sales growth will be 
fueled by generally low gas prices, 
warm summer weather and strong 
consumer confidence. With these 

factors in place, retailer confidence has 
increased, with a record 86 percent of 
convenience retailers indicating they are 
optimistic about their business prospects 
over the third quarter, up three points 
from last quarter and tied for the highest 
measured since NACS debuted the 
retailer sentiment survey in 2015.

Convenience retailers also are 
optimistic on a broader economic level. 
Approximately three in four retailers are 
optimistic about the economy and the 
convenience store industry.

The quarterly NACS Retailer Sentiment 
Survey tracks retailer sentiment related 
to their businesses, the industry and 
the economy. A total of 74-member 
companies, representing a cumulative 
2,106 stores, participated in the July 2018 
survey. 
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Education

Need employees? Who doesn’t 
these days? With a tight labor market, 
competition for good employees is just as 
fierce as competition for loyal customers. 
To fill the open positions at your store, 
you have to go beyond the traditional 
“help wanted” system. Keep reading for 
some fresh ideas on convenience store 
employee recruitment.

Step Up Your Referral Incentives
If you don’t offer an incentive for 

employees who refer people for open 
positions, start one. If you do offer one, 
but it’s not producing results, re-think it. 
The most common incentive is cash for 
an employee who refers someone who 
is hired and then stays for over three 
months or so. That can be effective tool in 
employee recruitment, but it usually gets 
stale fairly quickly. Consider non-cash 
incentives, such as a preferred schedule 
or a comp day. Employees aren’t the 
only source for employment referrals. 
Give your business card to vendors, 
customers, and people in other industries 
who provide you with good service. You 
never know who might be looking for a 
job or know someone who is.

Catch the Boomerangs
With turnover so high in the 

convenience store industry, you 
probably have a long list of previous 
employees who left your store to pursue 
other opportunities. Use this list as an 

appealing are things like a positive work 
environment, a robust employee training 
program, career opportunities, flexibility 
for family, or even the simple feeling of 
being part of a team.

Get Involved Where Your Employees 
Live

A little community service goes a 
long way. Many business owners and 
managers tend to focus their community 
service in their immediate area, but it 
could help your employee recruitment 
efforts to fill needs where your employees 
live, not just where your customers 
live. Survey your current employees 
about needs in their neighborhoods, 
churches, and schools. Fill the need as 
best you can and spread the word about 
employment opportunities while you’re at 
it. 

employee recruitment 
tool. Keep in touch 
with employees who 
left on good terms and 
who you’d like to have 
back on your team. 
They may have found 
that grass isn’t greener 
wherever they went 
and would appreciate 
working for someone 
who appreciates them 
enough to think about 
them for open positions.

Develop an 
Internship Program

A job in the convenience store industry 
has a lot to offer to students. Reach out 
to high schools, community colleges, 
and universities in your area to find out 
how you can offer paid internships where 
students earn a wage and get credit for 
their time at your store. If you recruit 
through internships, make sure your 
interns have opportunities to learn about 
various aspects of your business, such 
as merchandising, supply chain, loss 
prevention, and logistics.

Toot Your Own Horn
What do you offer that other employers 

don’t? Effective employee recruitment 
is about selling yourself. Offering 
higher pay isn’t the only way to attract 
new employees. What can be equally 

Think Outside the Help Wanted Box
By Ready Convenience

The following is a paid advertisement

Featured Service Providers
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TABC

AUSTIN – A new public service 
video from the Texas Alcoholic 
Beverage Commission hopes to 
educate parents and incoming 
college students on the dangers 
of alcohol before the fall semester 
begins.

"My Story: Fall Semester" is a 
five-minute video which chronicles 
several weeks in the life of a new 
college student. The video explores 
the student's daily life and that of 
his roommate, both of which take 
a tragic turn after an alcohol-fueled 
party. The video includes several 
tips on ways parents can help 
their students avoid the dangers 
of drinking and emphasizes the 
importance of communication during 
this critical state of a young person's 
life.

Underage drinking and hazing 
rituals are among the top public 
safety concerns at Texas colleges. 
According to a 2017 study by 
the Texas Department of State 
Health Services, more than 73 
percent of Texas college students 
report consuming at least one 
alcoholic beverage within the past year. 
Additionally, a survey by StopHazing.
org reports that more than half of college 
students involved in clubs, teams and 
organizations have experienced hazing, 
with participating in drinking games 
making up more than 25 percent of all 
hazing rituals.

"We have already seen the tragic 
results of excessive drinking coupled with 
hazing," TABC Chairman Kevin Lilly said. 

"These senseless acts have no place on 
a Texas college campus. I'm confident 
that TABC can work with campus 
authorities, prevention groups and 
parents to eliminate this leading cause of 
injury and death among young Texans."

"My Story: Fall Semester" was made 
possible by grant funding from the 
Texas Department of Transportation and 
is available for viewing on the TABC 
YouTube channel at: http://www.youtube.
com/tabcchannel. A second video, "It's 

Just Easier," detailing the dangers of 
allowing minors to drink at a parent's 
home, is available at the same location.

For information on the videos or other 
educational materials available for the 
public, please contact TABC's Education 
and Prevention Division at (512) 206-
3420.

Contact:
Chris Porter
TABC Public Information Officer
(512) 206-3462

TABC debuts new videos encouraging 
parents to talk to their kids about alcohol 
before they leave for college
By Bentley Nettles, TABC Executive Director
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Government Relations

Austin, Texas – Focusing on matters 
that are important to your business, 
consider two matters developing from the 
hand of government:  (1) a proposal to 
increase costs on all Houston businesses, 
and (2) the minimum age to buy tobacco 
products.    

First, activist groups are seeking to 
increase the costs to operate businesses 
located within the city limits of Houston.  
These groups strongly desire a new local 
law that would require businesses 
located in Houston to give all private 
sector employees several days – 
likely eight days – of paid “sick” leave 
per year (basically, paid time off).  
Obviously, such a law would increase 
the costs to operate a business in 
Houston or factor into the decision 
whether to open a business in 
Houston.  Can this happen in Texas?  
Yes, indeed, but as you will read 
below, stronger forces will seek to 
stop enactment of such a law.  

In Austin, for example, without truly 
considering input from employers, the 
individuals that dominate the Austin 
city council passed a local law to be 
effective on October 1 that will require 
businesses to give all employees in the 
city eight days of paid sick leave per year.  
The Democrats that populate Austin’s 
city government simply seek to move 
outside the proper role of government 
and wrongly inject themselves into the 
private sector economy.    Prior to the city 
council vote, a city councilman made the 
following illustrative statement as part 
of the open meeting discussion on the 
mandatory paid sick leave matter:  

“The Travis County Democratic Party 
passed a unanimous resolution in 
support, but this last week the Texas 
Democratic Party, so the statewide 

organization, have signed on in 
support of this ordinance.  Their 
statewide platform is a minimum of 
seven paid sick days for all workers 
in the state so this lines up pretty well 
with that, as well as local democratic 
clubs, the Progressive Democrats 
of Central Texas, that chapter.  The 
Austin Democrats posted last night as 
well as the Liberal Democrats of Austin 
ordinance that we have right here.” 

The Houston Chapter of the Democratic 
Socialists of America (DSA) recently 
endorsed a campaign to pass a similar 
local law that will impact every private 
employer located in Houston.  Here is 
their stated position targeting business: 

“Our comrades in Austin DSA have 
shown through their inspirational work, 
how we can win a transformative 
reform for the working class in the 
South … We believe, though, that 
by educating and calling working 
class folks of Houston to action, City 
of Houston leaders will be forced to 
listen to their struggles and pass this 
ordinance … Now is the time for us 
to go on the offensive and demand 
what should be given to workers as a 
right!  Every single worker deserves 
Paid Sick Leave!  Houston DSA will 

work tirelessly until the City of Houston 
passes its own such ordinance.”  
Businesses that would be harmed by 

Austin’s new ordinance filed a lawsuit that 
is currently under appellate court review.  
The Attorney General of Texas has also 
entered the litigation in support of the 
employers and against the City of Austin.  
The outcome of that litigation will directly 
relate to the drive to adopt a similar 
ordinance in Houston.  

Moreover, after adoption of 
the Austin paid leave ordinance, 
employers and other stakeholders 
asked for help from state legislators.  
More than 20 statewide associations, 
including the National Federation of 
Independent Business, will support 
state legislation that will overturn the 
city ordinance.  This legislation will 
be one of the top five initiatives of the 
Texas Legislature.  

Second, during recent years interest 
groups always failed in their attempts 

to pass state-level legislation that would 
increase the age requirement to purchase 
tobacco from 18 up to 21 years of age.  
Using a different level of government, San 
Antonio passed a local law effective on 
October 1 making it illegal to sell tobacco 
or vapor products to anyone under the 
age of 21.  Now, ignoring the traditional 
role of government, the Austin city council 
is considering the same action.  To stop 
this local activism, the Texas Legislature 
will deliberate overturning such local laws. 

These changes in law are important 
to your business interests.  Your Board 
of Directors and professional staff at 
GHRA are committed to diligently working 
to enhance and protect your C-store 
business interests.  As always, GHRA will 
closely monitor new laws, policies, and 
other matters that are important to you. 

Government Relations:  News Update
By Steve Koebele – Attorney & Government Relations Counsel
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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 August 2018:

New Member Introductions

Members

SUPER K STORE
LA MANARCA MEAT MARKET #2

COUNTRY PANTRY #11
MR. EXPRESS

NEW TIME MART
MR. EXPRESS

BREEZE MARKET #51
PRIME SPORT #22

A M MINI MART # 23
SUNSHINE GROCERIES #16

RICKS GROCERY
RUSH 2

WALLISVILLE EXPRESS
NEIGHBORHOOD FOOD MART

TOWN AND COUNTRY
ON THE WAY EXXON
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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

The following is a paid advertisement

The following is a paid advertisement

www.ghraonline.com

Poster #1:
28oz Gatorade Bottles

Poster #2:
12oz Red Bull Cans

Poster #3:
1-Liter Dasani Bottles

Spanner Board:
Pepsi 20oz Bottles

COMING UP: 
SEPTEMBER PROMOTIONS


