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Together as a company, we have been delivering great results in all that we do.
Our company programs continue to provide relevant products at the right time to
South Texas Convenience store customers. Our Warehouse continues to shine
and support member business’s. Customer visits are up, pricing is stabilized
and we’re managing inventory and in-stock well. Sales continue to grow and
we continue to provide members with a share of the earnings! Our food service
offering will feature bold designs, quality food, excellent technological capabilities
along with a labor model that maximizes customer service while also maximizing
your return. All of these efforts create value across the supply chain, from raw
materials to our shoppers, ultimately creating the member value we work so hard
to accomplish.
We are using our strengths to help others. People in our communities also share
in our commitment to excellence, not only through the products we market but
through your superior customer service and providing the greater Houston area
with assistance during times of crisis and challenge. Those efforts help elevate
our company and our community to a respected level among our customers, city
leaders and supply partners. The jobs we have created and the growth we have
experienced has provided for our own families along with our staff and suppliers
families as well.
When anyone shines a light on GHRA and see’s the choices we have made, the
jobs we have created, the growth we have shared and the actions we take every
day, we know they will like what they see. That’s why I continue to believe in
GHRA, the members, the board, the staff and all of those people who support us
every day. You and they are the secret to our success
This is our moment. 2018 is the time where the difference we fought so hard to
make will shine brightly for all to see. You are truly part of something bigger than
all of us and we thank you for your support.

Thank You,

Lehjatali Momin

Director
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Director's Notes

D

ear GHRA
members,
Wishing
you a most
wonderful, happy,
super-duper New
Year!
I want all of us
to share in the
idea of building
Mahemood Momin
an iconic and
Honorary Secretary
powerful new
GHRA Warehouse and
year together; A
Distribution center
year that will be
the biggest year in the history of GHRA
and a legendary one when we look back
on it. We know that every great dream
begins with a dreamer. What we must
know is that we are the dreamers and
we know that we have dreamed big
as a community! We do not need an
alarm clock to wake us from this dream
because our passion has woken us
up. That dream is what will motivate us
and drive us to reaching a single goal
in 2018! During our town hall meetings
in December of 2017, we shared that
dream; we set for ourselves that singular
goal. That goal is to reach $30 million
in sales per month by October 2018. A
goal is a dream with a deadline. A goal
causes a chain reaction of thoughts,
events, and outcomes. It is a catalyst, a
spark that sets the fire that creates the
heat to see things differently and leads
us to extraordinary results. But vision
without action is merely a dream. Action
without vision just passes the time.
Vision with action will help us achieve
the goal. Some people simply dream of
success, while other people get up every
morning, stay focused, work hard and
make it happen.
This is the essence of what will make
this year, above every other year in the
past and the future, a legendary one.
As we work to build this iconic year and
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to achieve this goal together, always
remember, we have within us the
strength, the patience, and the passion
for achieving it. I know this because I
know that GHRA members are not those
who work to reach the number set. We
are the ones who create the mindset
that leads to the best numbers! Our
resolution to focus on this goal will bring
forth a new revolution. Our focus will
create a steel-strong, powerful tenacity
that will be etched in the history of our
company and in the marketplace. Such
a powerful resolution is unbreakable and
will consciously keep the resolution at
the forefront of our actions. By this we
will achieve our singular goal.
We must always ask ourselves if
we are pushing ourselves to the limit.
I will tell you when we stretch our
limits, our limits expand, and when we
further stretch our expanded limits, our
expanded limits will further expand. The
further we keep stretching our expanded
limits we realize that our limits are really
limitless. “Choti soch aur pav ki moch
insaan ko dur jane nehin deti. » If we
change the way we look at things, the
things we look at change. If there is
no struggle, there is no progress. That
progress is ours to make!! Still, there will
be a time where we may feel stagnant.
That is the time for us to transform
our stagnation with consistency in
progression. If we do not practice
continuous consistency in daily life, then
recession will give us depression.
We are in charge of our fate, we set
the sails each day so that we will reach
our destination. In this way, depression
will not visit GHRA. We know that
because we support each other. And
supporting each other is the seed that
grows into the strongest resolve. Being
connected to likeminded people and
people who are masters in a particular
field will provide an unique support that

enhances our resolve. Lets face it,
some people in our life will try to sink our
resolution as MANTHRA and SHAKUNI.
The MANTHRA and SHAKUNI will object
us again and again from our resolution.
But before they give us objection, recruit
the support of KRISHNA to slay the
objection in advance.
The key to success is to focus our
conscious mind on goals we desire not
things we fear. We don't know any other
way but to wake up every day armed
with our convictions, not yielding them
to the threat of weak confidence and to
the power and force of people who might
despise us. Do not agree with the person
who is spreading negative propaganda.
Prove them wrong by providing them the
results and the facts.
Our competition is spreading rumors
that the GHRA Warehouse is going
out of business soon. That’s not true.
This monument we have built to our
great community will be right here even
after 10 generations, making front page
headlines about our success. We will
remember 2018 as a legendary one.
Today, our warehouse is open for the
non GHRA members and we are starting
aggressive marketing soon.

MILLION
BY OCT.18
3

Director's Notes
As many of you know, the GHRA
Board Members spend many hours a
week working to make our Warehouse
and Distribution Center a great place
for our members to shop for their
product needs. Through this work, we
have heard from many of our Members
who provide important feedback so
that we can continue to improve our
performance. There are some recurring
comments or concerns we hear from
time to time that we would like to
address:
CONCERN: GHRA Warehouse does
not carry enough products.
REALITY: GHRA Warehouse carries
6998 items. 22% increase from March
2017.
CONCERN: GHRA Warehouse has
many Out-of-Stocks.
REALITY: We continuously manage to
a 96% In-Stock!
CONCERN: GHRA Warehouse has
very few Cooler/Freezer items.
REALITY: We have over 192 Cooler/
Freezer items and we are the largest

distributor of Deli Express products.
There will be over 100 new Cooler/
Freezer items added very soon!
CONCERN: The GHRA App does not
scan all products.
REALITY: This was an issue prior
to us moving into our new software
system in August. All items now scan!
Please log out and Log in to sync
database.
CONCERN:There are many short
dated products in the warehouse
REALITY: With the implementation of
the new software, this issue has been
completely resolved!
CONCERN:GHRA does not reset
stores.
REALITY: We have always reset
stores. Our reset teams are out
resetting stores every day and are
completing resets based on a priority
basis.
Our sales growth is 168% in 2017
compared to 2016 and this year we are
set to grow sales equally as much. Other
than the sales numbers we will deliver

the extraordinary news. The news which
will make every one of us proud and it
will drop the jaws of the competitors.
We have started Hershey’s retailer
rebate program which was available
to the chain stores only. Thanks to the
warehouse. 280 single store owners
are enrolled in the program for 2018.
Members will make extra minimum 5%
on Hershey items just because they
are buying from GHRA warehouse and
enrolled in the Hershey’s retailer rebate
program.
Vision without action is merely a
dream. Action without vision just passes
the time. Vision with action will help us
achieve the goal.
If we do not want to be forgotten as
soon as we are dead than either writes
something worth reading or be a part
of the goal, 30 Million a month by
October 2018, which will be worth
writing. The dream of the future is better
than the history of the past. The past
cannot be changed. The future is yet in
your power. 

THERE IS NO COMPETITION,
WE ARE THE COMPETITION.
The following is a paid advertisement

COMING UP:

MARCH PROMOTIONS
Spanner Board: Pepsi 20oz Bottles
Poster #1: Gatorade 28oz Bottles
Poster #2: Red Bull 12oz cans
Poster #3: Fiji 1-Liter Bottles
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In Balance

Houston Police Department
“March on Crime”

I

want to remind
everyone that
the Houston
Police Department
will be holding
their “March on
Crime” program in
a few short weeks.
Even if your
store is not within
Mike Thompson
the city limits of
Chief Executive Officer
Houston, you could
be a target of
criminal activity. If you are in the city limits
of Houston, during March, The Houston
Police Department will visit your store
to confirm that your store is registered

with the city and to verify compliance
all city permits and safety ordinances.
Recently we sat down with the Houston
Police Department to discuss how we
can work together to reduce crimes being
committed in our stores. Through those
discussions it is clear that convenience
stores that follow the safety procedures
described in the Houston convenience
store ordinance are much less likely
to experience criminal activity. There
is no guarantee that criminals will not
target your business but we all can take
specific actions that reduce our stores or
employees being a victim of crime.
Please look for the eight ‘Pillars of
Safety’ on page X of this edition of GHRA

in Action. The pillars are described in the
city’s ordinance and can help prevent you
from becoming a crime victim:
Safety should always be on your mind
and part of your daily routine. Train your
employees on safety regularly. There
are great safety training videos available
on-line through the Houston Police
Department and the GHRA website.
http://www.youtube.com/playlist?list=PL
6330D7669B17715C
Remember, the Houston Police
Department will be visiting your store
during March. Be prepared, stay
prepared!
The future is bright for GHRA! 

City of Houston’s eight “Pillars of Strength”
1.) (Section 28-402) Registration of Convenience Store
All convenience stores located in the City of Houston are required by
ordinance to register with the Houston police Department.
2.) Section 28-403) Employee, Manager, and Supervisor training
All employees, managers, and supervisors are required to view the
Training Video provided by the Police Department. The packet that
all stores will receive once they register, contains the internet link to
the video.
3.) (Section 28-404) Trespass Affidavit
All Convenience Stores must have a Trespass Affidavit on file
with the Houston Police Department. You can submit the original
Notarized Trespass Affidavit form and Complainant Data Sheet to
your nearest storefront or substation for filing. A copy of the affidavit
only must be posted at the Convenience Store in a place always
accessible to public view. You may call the Convenience Store
Registration Unit if you have any questions concerning Trespass
Affidavit.
4.) (Section 28-405) Security Signs and Height Strip
All Convenience Stores must have “No Loitering” and “No
Trespassing” signs in at least two inch lettering or larger, in English
and Spanish, posted on the front, sides, and rear of the store.
Convenience Stores must also have height strips posted at all public
exits.
5.) (Section 28-406) Unobstructed Visibility
All Convenience Stores shall maintain an unobstructed line of sight
allowing a clear view of and from the cash register and sales area.
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Windows and doors must be clear of all items that would obstruct a
clear view from three feet above the ground to at least six feet above
the ground.
6.) ( Section 28-407) Alarm System
All Convenience Stores must have a Silent Panic or Hold-up Alarm
System with a valid alarm permit. The Alarm must have at least one
panic button hidden from the view of the customers, but within reach
of the cash register. All Convenience Stores must have signs or
decals posted at entrances and exits indication that such a system
is in use.
7.) ( Section 28-408) Drop Safe
All Convenience Stores shall have a drop safe on the premises
bolted to the floor. A convenience store shall have a cash
accountability policy and shall have signs posted stating that
employees cannot open the safe and that the employees have
minimum cash on hand.
8.) ( Section 28-409) Surveillance Camera System
A convenience store shall have a minimum of two surveillance
cameras which are color, digital, and high-resolution. One camera
viewing the counter/register area and the other camera viewing
the main entrance/exit area with date and time the recording. The
entrance/exit area camera shall be placed to provide a clear and
identifiable full frame of an individual's face. The cameras shall be
operated at all times. A library shall be kept of the recordings for
not less than 30 days. Signs must be posted at all public doorways
indicating that surveillance cameras are in use.
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GHRA Outreach

Engaging our Government
By Steve Koebele – Attorney & Government Relations Counsel

Austin, Texas – A central initiative of
your GHRA Board of Directors and staff
for 2018 is to ensure a positive working
relationship with the leadership at the
Texas Alcoholic Beverage Commission
(TABC). Additionally, your association
is engaging with relevant legislators to
make sure that the legal framework is
fair and reasonable. These efforts are
a part of GHRA’s commitment to help
you deliver first-class service to your
customers and run a thriving business.
GHRA President Lehjatali Momin
and fellow Board members Asif Davwa,
Nizarali Momin, and Tajddin Momin
recently participated in a roundtable
discussion with the new leadership of
the TABC. This meeting gave our GHRA
representatives the opportunity to weigh
in on TABC's mission, policies, and
performance. As the state’s regulator
of the alcoholic beverage industry, the
TABC is charged with helping eligible
persons to obtain the necessary licenses
or permits to do business while ensuring
industry members remain in compliance
with the laws put in place by the Texas
Legislature.
TABC Chairman Kevin Lilly and TABC
Executive Director Bentley Nettles
described the reorganization of the state
agency’s executive leadership. Mr.
Nettles said, “We’re asking our partners
in the industry to let us know how we
can improve our job performance moving
forward. Additionally, we’re asking them
to identify things that we're doing right so
we can ensure those best practices are
emulated across the state.”
Mr. Nettles unveiled a new policy
that allows the TABC is issue written
warnings instead of automatic sanctions
for certain regulatory violations
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Pictured left to right: Nizarali Momin, Tajddin Momin, Lehjatali Momin, TABC Executive Director Bentley Nettles,
TABC Director of External Relations Jared Staples, Mike Thompson, and Asif Davwa.

by convenience store owners and
employees. This new policy gives
the TABC greater flexibility to help
businesses achieve and stay in
compliance with alcoholic beverage
laws. However, activities that risk
public safety (beyond mere regulatory
violations) will still be subject to citations
or penalties. GHRA Board members
discussed the online license and permit
renewal process, which delivers easier
access to the TABC permitting system
for C-store owners and reduces errors in
application paperwork.
Moving forward, because of the
growth in the number of businesses
in Texas, TABC permit numbers will
increase from 6 digits to 7 digits. Any
business that manufactures, distributes,
or sells alcohol in Texas is required
by law to obtain a TABC license or
permit. Existing permit holders will
continue to operate under their current
permit number. However, all new TABC
licenses or permits will now have 7 digits
instead of 6. This enables millions of
unique number combinations and allows
the industry to grow for years to come.

The TABC is now undergoing a
year-long examination by a separate
legislative agency: the Texas Sunset
Advisory Commission. The examination
and potential changes in law will
focus on marketing and pricing of
alcoholic beverages by convenience
stores and other retailers, modernizing
agency technology, updating the legal
framework, and providing more certainty
in administration and enforcement.
Mr. Nettles noted, “This roundtable
discussion serves as a forum for
agency leaders, industry members,
and lawmakers to express their ideas
about the path forward for TABC
during this important time.” GHRA
President Lehjatali Momin expressed
his appreciation that TABC leaders
provide the time and opportunity for
the discussion. Senior Vice President
Asif Davwa delivered the GHRA
commitment to a positive open channel
of communication and continuing the
productive dialog.
As always, the GHRA will closely
monitor new laws, policies, and other
matters that are important to you.
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Community

Rays of Light Comes to Houston
By The.Ismaili

His Highness the Aga Khan marked
60 years as Imam (spiritual leader) of
the Shia Ismaili Muslims on July 11th,
2017. As a part of the celebrations of
His Highness’s Diamond Jubilee, the
Ismaili community is relaunching “Rays
of Light,” an exhibition depicting his
commitment through the past 60 years
to uphold the Ismaili Imamat’s mandate
of improving the human condition. His
humanitarian work has benefitted all;
regardless of gender, race, religion,
or nationality. This exhibition offers a
glimpse of that work. "Rays of Light"
made its debut in December 2008
during His Highness's Golden Jubilee
celebrations. Its unique layout offers
to visitors a multi-sensory experience
of 250 photographs, evocative music,
and multimedia presentations. Ten years
later now, the relaunched exhibition
includes technological enhancements

to provide for viewers more extensive
insights into the scope and scale of
the work undertaken by the Aga Khan
Development Network (AKDN) under His
Highness’s direction. Numerous visitors
have commented on their emotionally

uplifting and educational experience in
understanding the role of the Imamat,
Imamat Institutions, and AKDN, through
the five major themes of Inspiring

Hope, Engaging in Dialogue, Fostering
Harmony, Reaffirming Identity, and
Enlightenment.
The exhibition has travelled to France,
Portugal, the United States of America,
the United Kingdom, the United Arab
Emirates, Uganda, Canada, Tanzania,
Kenya, Australia and New Zealand,
with viewings in multiple cities in some
countries. Appreciation of its content
and concept has extended beyond
the Ismaili community. The journey of
“Rays of Light” continues now with His
Highness’ Diamond Jubilee.
The exhibition was a complete
success in Houston in December.
GHRA sponsored a walk though
with staff and suppliers. Afterwards,
participants spoke about what
the exhibition and how they were
overwhelmed at the amount of charity
one man could be so responsible for. 

The following is a paid advertisement

LIMITED TIME
Café De Olla Flavored Coffee
Café De Olla Flavored Cappuccino

SHARE the WARMTH of FAMILY.
© 2017 Community Coffee Company

Increase your flavored coffee sales with Community® Café De Olla coffee,
a traditional Mexican blend of cinnamon, andsubtle notes of dark chocolate
and vanilla.
Visit CommunityCoffee.com/ForBusiness or call 800-525-5583.
We offer quick and reliable ordering, delivery and service to help improve your coffee sales.
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Feature

You Were Part of History

T

wo years
ago this
month, the
GHRA Warehouse
and Distribution
center opened for
business! It was
agreat day for
all of us and the
community and
city embraced
the hope we all
Sherali Haiderali,
had
for its future.
GHRA Warehouse
Chairman
If you recall, we
held a ribbon cutting ceremony and
Representative Wu was thrilled he
was able join in our celebration of this
momentous occasion. We all worked
tirelessly to advance the cause of small
business, to lift the burdens of the small
operator, and to speak fearlessly on
behalf of our needs as businessmen

and woman dedicated to serving their
customers. The turnout was more than
we expected and your overall positive
comments were inspiring. It was a proud
day for us all!
We left the grand opening on a high
note as we looked to the future and
positive results of this venture. From
that moment, we have held ourselves
accountable and as a result can stand a
little taller, to lift our eyes and stretch our
minds towards a greater knowledge and
understanding of the Convenience Store
Distribution business and the leverage
we, as a whole, now possess. Armed with
this knowledge, this is the time for us to
strengthen our unity and be strong, to
move forward without hesitation, knowing
well the meaning, the breadth, and the
importance of our mission. It is the time
to be found keeping the choices we have
made and the policies and procedures

we have set forth to ensure our success.
We will accomplish many great things
together, things that upon reflection might
even amaze us.
As we reflect on that day in February
2 years ago, let us all contemplate the
momentum we have. Momentum that
comes from the faith, the prayers, the
efforts, and the dedicated service of
every member in this organization. We
are humbly grateful for what has been
accomplished. As we reflect on that day,
let us all look to the future with a confident
knowing that the heavy lifting is behind
us. Now, what we do with this amazing
operation is up to us!
As we have said to each of you along
the way, we thank you for your great
and dedicated service. The success
and dedication of the community, and
all GHRA members, shines today with a
dazzling luster. Thank you all. 

The following is a paid advertisement
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Food Service

Big Madres – Built to optimize

T

he
conveniencestore
foodservice
landscape has
undergone a
transformation
in recent years.
Where there used
to be only roller grill
Doug Boone
GHRA Food Service Manager or microwavable
options, there are
now full-service and grab-and go options
made to order with fresh ingredients.
But with these increased options for
foodservice programs comes the cost
to support them and, in turn, many
important decisions for c-store owners.
GHRA will be rolling out its proprietary
offering, Big Madre’s in the very near
future. The offering will be sure to assist
members in optimizing profits through
both method and menu.
Here are some of the many helpful
components the offering will assist with..
Eliminating waste and streamlining
costs. Of course, eliminating food
waste and streamlining labor costs
is key for saving money. Utilizing
technology solutions to track what
foods are selling best can be helpful
for planning how much food should be
prepared, and ensuring equipment is
covered by good warranties is ideal
for ensuring minimal downtime. Our
sate of the art POS system will provide
statistics across the supply chain that
drive decision making around inventory
levels, selling frequency and profit! This
will assist all of us in providing consumers
with the products they want, at the right
price for them and for our margin needs.
Labor costs can be held in check by
employing more self-service equipment,
such as open-fronted heated cabinets
and sandwich slides. You’ll see these
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efficient components in Big Madre’s.
We’ll also be offering a much higher
food quality to our consumers. Now
more than ever, c-stores need to offer
quality food if they want to compete.
Consumers have nearly limitless options
for where to eat, and for c-stores to
keep up, they need to be offering food
consumers crave. Big Madres will offer
high quality Hispanic foods that will attract
customers and keep them coming back.
This can mean not only offering specific
menu items, but also ensuring freshness
and proper temperatures—after all, no
one wants a wilted salad or a room-

temperature fajita.
By offering choices that are fresh
and delicious, members won’t have to
offer dozens of items simply to ensure
something will stick. Market research has
and will reveal what foods customers
want—and just as importantly—when
they want it. .
Dayparts are blurring more and more,
thanks to consumers’ busy lives and
tendency to graze all day instead of
settling in for more structured meals.

Keeping up with this type of consumer
behavior is crucial for c-store foodservice
and wil be important to how our offering
matures over time. Doing more with less
can simply mean offering a variety of
grab-and go options that are tasty and
fast. Ready-to-go food should be wellpresented, too. Modern merchandising
and display equipment looks much more
decorative than previous iterations, and
LED lighting can be color-tuned to display
food at its best. GHRA will have a hot
and cold grab and go feature that will not
only serve the customer well, but it will
also serve as a marketing platform while
we build out other components of the
program that will allow us to offer Big
Madres to more members.
“Doing more with less” may make it
seem necessary to cut certain offerings,
but rather than trimming the selection
in a Big Madre’s, we will be better
served by leaning into what consumers
want—great tasting food that’s available
conveniently.
And because many c-stores are
24/7 operations, it’s essential to use
equipment that will be able to keep up
with demand and so we’ve researched
this need extensively for you. We
know that when a piece of equipment
goes down, it’s money lost. Choosing
equipment that is high quality and
versatile and that will make food look
appealing is key.
For c-stores, there is a lot of opportunity
to leverage existing space, and creating
the right environment to attract repeat
customers is crucial. Big Madre’s will
do just that for you. Plus, while cutting
down on labor and waste is important, it’s
more lucrative to implement technologies
and equipment that maximize efficiency
while offering the foods consumers want.
Instead of feeling like a cutback, the
foodservice program will take flight. 
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TABC

Working for the alcoholic beverage industry
The alcoholic
beverage industry
in Texas contributes
well over $40
billion to the state’s
economy while
placing more than
$2 billion in taxes to
the state treasury
A. Bentley Nettles
every year.
TABC Executive Director
This incredible
economic engine has provided jobs,
income, and opportunities unheard of
when the Texas Alcoholic Beverage
Commission was originally formed in
1935.
Over the ensuing decades, TABC has
played an important role in regulating
this dynamic industry. Now, as we begin
a new chapter in the agency’s history,
TABC’s employees are working toward
a common goal: Ensuring alcoholic
beverage industry members have the
tools they need to contribute to the state’s
economy while remaining in compliance
with the laws put in place by the Texas
Legislature. Given the complexity of the
industry, state law, and market forces, this
can be a daunting challenge. However, I
feel we’ve made some important inroads
in the past few months.
Since bringing new leadership on board
last summer, TABC has worked to create
new lines of communication between
the agency and those we regulate. In
addition to a number of small-scale
meetings with industry trade groups here
in Austin, we’ve taken our show on the
road, travelling to areas around the state
to meet with industry members and their
elected state representatives. The point
of these meetings is twofold: First, we
want to share directly with you the steps
we’re taking to increase efficiency at the
agency. Secondly, and most importantly,
we want to hear about your ideas,
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comments, and concerns. The work we
do as regulators cannot be done in a
vacuum. We rely upon our partners in
the alcoholic beverage industry to tell us
how our actions are affecting operations.
In cases when our processes can be
improved, we want to hear about it. If
something we’ve done has helped your
business succeed, we want to build
upon that practice and make it even
better for the more than 50,000 licensed
businesses across Texas.
These collaborations with industry
members have already borne fruit. In the
last several months, we’ve heard your
input and have made changes intended
to help businesses stay in compliance
with state law. For example, we recently
instituted a new warning system which
allows our auditors to issue written
warnings instead of citations for a number
of non-public safety-related violations.
In addition to freeing up our personnel
to focus on more serious violations, this
warning system allows businesses in
violation to correct those deficiencies
without the added strain of a court case
or civil fee.
Another important improvement
– particularly to the malt beverage
industry – is the reduced wait time
for label approval applications. At the
beginning of 2017, certain malt beverage
manufacturers were waiting more than
40 days for TABC to approve their label
applications. After listening to your
feedback, we looked for ways to break
through the backlog that had built up
thanks to these high wait times. With the
assistance of multiple TABC divisions, our
Label Approval office was able to work
through the backlog, reducing total wait
times from 40 days to (in most cases)
less than 6. This obviously has a huge
impact on manufacturers’ ability to get
seasonal and specialty products onto

store shelves sooner. Moving forward,
TABC will look for new ways to ensure
wait times for all label approvals, license
and permits are reduced as much as
possible.
These are just a few of the changes
we’ve made in the last several months.
You can be assured that more is coming.
Above all, I want to stress that we’re
committed to working with the industry,
instead of simply regulating from afar.
This agency exists to serve you. Your
cooperation and input is vital to our
success, and our ability to enforce the
laws of this state helps ensure success
for the industry as a whole.
In cases where our policies or
processes are lacking, we will improve.
If there are ways we can reduce costs –
both for taxpayers and industry members
– we will do so. While TABC cannot
change the law, we can look for ways to
enforce the law in a way that is efficient
and equitable for all involved.
As we move ahead, we will regularly
reach out to industry members for
feedback. This agency exists because
of you, and we’ll be relying on you to tell
us and our elected leaders how we’re
doing. One such opportunity for feedback
is TABC’s Sunset review, which is taking
place this year. Feedback from the
industry is an important part of the Sunset
process, and it gives you an opportunity
to directly impact TABC’s operations,
policies, and authority in the future. Visit
the Sunset Commission’s website at
https://www.sunset.texas.gov/how-sunsetworks/how-participate to find out how you
can participate.
In closing, I’d like to thank each of
you for all you do for Texas’ economy.
Working together, we can continue to
foster a successful and safe alcoholic
beverage industry. 
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Human Resources

Sexual Harassment 101 for
Convenience Stores
By By Carol Wood - Homebase

How to handle sexual harassment
claims can be overwhelming and
terrifying for every business — from small
convenience stores to large corporations
serving the market. But it shouldn’t be.
Regrettably, at some point, some who
run these stores may become aware
of sexual harassment. Here are a few
tips that will help you address sexual
harassment quickly and successfully.

BRIEF HISTORY OF SEXUAL
HARASSMENT

The Civil Rights Movement and
subsequent Title VII of the Civil Rights
Act made it illegal to discriminate against
employees on the basis of sex. As an
outcome of this act, it became illegal to
sexually harass employees.
This act also created the U.S. Equal
Employment Opportunity Commission
(EEOC). The EEOC is a government
agency responsible for enforcing federal
laws around discrimination in the
workplace because of a person’s race,
color, religion, sex (including pregnancy,
gender identity and sexual orientation),
national origin, age (40 or older),
disability, or genetic information.
Failing to be up-to-date on EEOC
guidance can result in harm to your
employees and your business. In 2016,
the EEOC resolved 97,443 charges
and secured more than $480 million for
victims of discrimination.
Laws enforced by the EEOC apply
to all types of work situations, including
hiring, firing, promotions, harassment,
training, wages and benefits. The EEOC
also protects those who have been
exposed to such discrimination.
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WHAT IS SEXUAL
HARASSMENT?

Sexual harassment means, simply,
unwanted sexual advances in the
workplace.
One type of sexual harassment is “quid
pro quo,” meaning “this for that.” This
is what people most think of when they
think of sexual harassment. These would
be situations where sexual favors are
a requirement for employment actions.
“If you don’t sleep with me, I’ll fire you”
would be a textbook example of quid pro
quo sexual harassment.
The other type of sexual harassment
is creating a “hostile work environment.”
A hostile work environment is where
employees around you create an
environment with unwanted sexual
content. For example, if an employee
posts pictures of women in bathing
suits, it may create a “hostile work
environment” for female employees in
the office.
Sexual harassment is likely to happen.
As we are now seeing in the news,

sexual harassment affects every industry
— from the media to politics to business.
The public tends not to see the
frequency of these incidents because it
is kept confidential for the most part. But
typical HR departments do receive many
complaints. A conservative rule of thumb
is to estimate, on average, one sexual
harassment complaint a year for every 50
employees. If you have 10 employees,
within five years, it is likely you will
receive a complaint.

DOCUMENTING A COMPLAINT
PROTECTS YOU

The No. 1 mistake managers make
with sexual harassment is avoiding it.
I have seen many managers receive
a complaint, quickly determine the
complaint does not justify more action,
and then dismiss the issue without
documenting the complaint or the
rationale for dismissing the issue.
Say an employee is complaining that
she doesn’t want to be scheduled with
another employee. He’s always asking
her out for a date and it is making her
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uncomfortable. What should you do?
While it might seem minor, it should
be treated as a complaint of sexual
harassment and be documented and
investigated. Documenting a complaint
doesn’t mean it is definitely harassment.
It simply enables the manager to track
the facts: whether or not harassment
occurred, or if there is even sufficient
evidence to conclude it is harassment.
Remember, it’s the manager’s
obligation not only to protect the
business, but also the people involved.
So, you are better off documenting even
the most minor incidents rather than
brushing them off.

RESOLVE POTENTIAL
HARASSMENT ISSUES BEFORE
MAKING ANY ACCOMMODATIONS

Well-meaning managers sometimes
alter the employee shifts or schedules
in an attempt to resolve a harassment
complaint, but that could be seen as
retaliatory action against an employee

who has made a complaint. As I
mentioned above, the first step is to
document the complaint. Once this
is done, you should work with those
involved to address the issue.
Here’s an example of steps you might
take to resolve the issue:
• Conducting a prompt and thorough
investigation into the complaint that
maintains the confidentiality of those
involved as much as you can. The
investigation doesn’t need to be more
than talking one-on-one to the parties
involved and any apparent witnesses
to determine facts.
• Disciplining the harasser and/
or requiring them to participate in
training, depending on what you find.
• Reminding the person being
investigated that they must not
retaliate in any way against the
complainant.
• Documenting the investigation and
the action taken.

Make sure you document each of these
steps. Often, any one of these steps puts
an end to the issue and improves the
working environment for your employees.
If the harassment continues, more serious
action may be required.
Should you receive or become aware
of a potential harassment complaint,
address it head-on. By adhering to a strict
rule of documenting the facts of even
complaints that are determined to be
invalid, you can protect your employees
and your business. 

The following is a paid advertisement
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Adopting Technology for Tomorrow

The most savvy convenience retailers are applying automation that puts the
focus on the customer.
By David Bennett, Senior Editor

Inventorying, loyalty perks, customer
engagement, forecourt marketing and
supply chain strategies carry weight in a
successful convenience store operation.
How developed each segment is and
how well it functions more often than not
depends on the degree of technology
that’s attached.
It’s unlikely that the rise
of online predators such as
Amazon will be the endgame for
convenience retailers. Instead,
c-stores might find themselves
on the endangered list because
of their failure to react swiftly to
technological advances in the
industry.
Stacy Smollin Schwartz,
a professor of marketing at
Rutgers University, teaches
introductory and digital marketing
courses to undergraduates,
MBAs and executives.
Schwartz explained that
for retailers to be customercentric, they should adopt an
omnichannel approach, based on the
premise that regardless of “internal
company silos,” consumers see a
brand as one store, regardless of
which physical or virtual check-out line
they happen to choose for a particular
transaction, at a particular point in time.
Today’s consumers fluidly flow between
channels—in-store experiences are used
to make mobile purchases and mobile
content (especially social media) is
consulted when making in-store purchase
decisions.
Employing technology that engages
today’s consumers, while fully meeting
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their expectations, should be a c-store’s
ultimate objective.
“If adopted as part of a customercentric strategy, digital technologies
become simply another platform on
which to communicate and connect with
customers,” said Schwartz. “Human
relationship building is enhanced because

quality experience regardless of channel
preferences among demographic groups
or individuals,” said Schwartz. “That
said, we are seeing the use of new tools
that further bridge the digital/in-store
experiences… augmented reality tools
bring digital shopping benefits into the
physical retail space, and the appearance
of a physical retail space within
a digital environment. And,
the use of ‘beacons’ allows
in-store triggers to generate
digital communications such as
coupons and other promotional
notifications.”

INTERNET OF THINGS TO
COME

As the operating needs of
retailers become more high-tech,
technological solutions have
come to market more rapidly.
In the last few years, much of
that technology has migrated
to the Internet of Things (IoT).
IoT basically refers to a growing
network of everyday devices—
the company is treating that human
beyond computers—that are connected
being as a single person, regardless of
and can share information and perform
how he or she happens to interact with
tasks, even when no one is around.
the company at a given time, for a given
The growth of IoT will continue to take
transaction.”
over more facets of U.S. business. In
A customer-centric approach can add
fact, IoT devices connected to the internet
value to a company by enabling it to
will more than triple by 2020, to 34 billion
differentiate itself from competitors that
from 10 billion devices today, according
don’t offer the same shopping experience. to the recently published “The Internet of
More and more, convenience retailers are Things Ecosystem Research Report” by
implementing the newest technology to
John Greenough and Jonathan Camhi of
create a positive consumer experience at BI Intelligence. Broken down, IoT devices
the point-of-sale (POS) and post-sale.
will account for 24 billion, while traditional
“If a c-store retailer stays customercomputing devices (e.g. smartphones,
centric, then it can maintain a consistent
tablets, smartwatches, etc.) will comprise
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the other 10 billion.
Other findings from the study include:
• Nearly $6 trillion will be spent on IoT
solutions over the next five years.
• Businesses will be the top adopter of
IoT solutions because they will use
IoT to: 1.) lower operating costs; 2.)
increase productivity; and 3.) expand
to new markets or develop new
product offerings.
• Governments will be the secondlargest adopters, while consumers will
be the group least transformed by the
IoT.

is different. Having a system that’s
streamlined, efficient and actually works
is a big plus. Some can be found at
digital food-ordering kiosks within certain
c-stores and others are part of selfcheckout stations dotting the convenience
channel landscape.
Merchant Customer Exchange (MCX)
a consortium formed by major retailers,
including Walmart, RaceTrac, Sheetz and
Wawa, for years tried to launch CurrentC
without much success. A closed loopstyle, retailer-led mobile payment platform
that relied on users linking their checking
account to the system, bypassing Visa
MOBILE PAYS
and MasterCard.
Arguably, nowhere can a retailer
CurrentC was intended to store
engage technological-savvy consumers
and automatically apply exclusive
with a higher rate of engagement than
offers, coupons and promotions from
at the POS—depending on system
participating merchants during the
capabilities.
payment process—an anomaly among
A recent survey from Boston Retail
Partners, a technology consultancy, found mobile wallets such as Android Pay,
that retailers want the POS to improve the Apple Pay and Samsung Pay.
When J.P. Morgan Chase agreed in
customer’s overall experience. A major
March 2017 to acquire MCX’s payments
focus is on customer identification and
an improved shopping experience (70%), technology last month, the project was
officially labeled dead. Instead, J.P.
customer mobile experience alignment
(57%) and giving sales associates mobile Morgan Chase says it has acquired MCX
to help bring Chase Pay to more retailers.
tools to better perform their jobs (46%).
While the big players continue to lay
Other concerns include managing data
claims to mobile wallet terrains, some
in real time (33%) and the customer’s inc-stores are satisfying their customers’
store experience (26%).
need for speed by offering their own pay
Of course, every mobile wallet

programs.
Savannah, Ga.-based Parker’s
currently operates more than 45 c-stores
throughout Georgia and South Carolina.
Six months ago, the c-store chain rolled
out its mobile payment program to a
receptive customer base.
“The success has been built on the
convenience and speed of using Parker’s
MobilePay. Our customers love that they
can forget their wallets at home and
that the transaction speed is so quick,”
said Jeff Bush, director of operations for
Parker’s. “Our MobilePay application has
been a great accomplishment for our
company that our customers can’t get
enough of.”
When motorists pull up to the pump,
they open the Parker’s app, tap the
MobilePay button, enter the pump
number, their customer pin number, and
then the pump is activated. “App, Tap,
Pump, Pin,” said Bush, referring to the
straightforward sequence to remember.
“We see the expansion of MobilePay as
the future of payment everywhere,” said
Bush. “I predict you will see a much larger
attrition from debit cards in the future as
our customers become more comfortable
using their mobile devices to complete
transactions. Once customers try it out
they are hooked.” 

The following is a paid advertisement
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For Service Call
Outside Houston
Pete Dimas Enterprises LLC.

281-227-0033
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Inside Houston
Tastee Kreme Ice Cream

713-290-0123
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When Cash is King, Safety Rules

From smart safes to best practices in ATM location and cash drawer
management, savvy c-store retailers work to keep employees and customers
safe from would-be thieves.
By Brad Perkins, Contributing Editor

Rumors of cash’s demise have been
swirling for years. But if cash were no
longer king, the lengths thieves go to get
it would also have decreased.
Technological advances plus
increasingly bold thieves mean that even
with chip-based Europay, Mastercard
and Visa, ATMs, mobile apps that sync to
ATMs and technologically-advanced cash
drawers that link to security cameras or
smart safes becoming more prevalent,
skimming, fraud and theft are still a risk.
Keeping cash safe is as important as
keeping customers and employees safe.
“Our No. 1 priority is taking care of our
guests and ensuring we provide a safe
environment for our team members,”
said Terry Adkinson, chief operating
officer for Kent Kwik, which operates 43
convenience stores throughout Texas,
Oklahoma and New Mexico. “We make
them truly understand we’re looking out
for their safety as well as guest safety.”
Doing so includes taking preventative
measures to make sure ATMs and cash
drawers are not compromised.
“From the merchant’s perspective, if
customers are realizing an ATM is not
safe in that store, shoppers will stop
going to that store,” said Bruce Renard,
executive director of the National ATM
Council.

NOT TOO VISIBLE

ATM placement is an important part of
mitigating risk.
“It’s a balancing act,” Renard said. “You
want the machine visible and accessible
so people know it’s there, but you also
want it visible and accessible by store
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personnel so they can keep an eye on it.
You don’t want to have it next to a window
where someone can drive through the
window or an outer wall and crash into
the machine.”
Crash-and-grabs are the most visible
ways to steal money from an ATM. But
they are also one of the most easily
deterred.
“Probably 20 years ago we had a
crash-and-grab where they backed into
our store and put chains around our ATM
and tried to remove it,” Adkinson said.
“But the way we secure our ATMs now—
we use two- or three-inch diameter bolts
and put four in the bottom of the ATM with
massive tie downs into the concrete—if
you wrap a chain around it, you’re not
going to yank it out. You may get the front
panel out, but you’re not going to get the
safe.”
Deterred from crash-and-grabs, thieves
target fraud and skimming. They’re not
the most dangerous to the physical store,
but are incredibly damaging to a store’s
reputation—and to its customers. And
while skimmers used to be shoddy
plastic devices that were easily
detected, now they can involve
tiny pieces hidden in the card
reader, even smaller
cameras, bluetooth and
even Wi-Fi. Therefore,
monitoring the
ATM becomes
even more critical.
“We have a person
internally who manages all of
our ATMs—money, reconciliation,

skimming; they are checked on a weekly
basis by an internal person at company,”
said Adkinson. “We don’t allow managers
to fill ATMs. We have a gentleman who
does that for us.”
Skimming has become rare, according
to the National ATM Council’s 2017 U.S.
Retail ATM Skimming Survey, in which
nine of 10 survey participants “reported
never having encountered a single
skimming device on their ATM routes for
years.”
But it still happens. Last month devices
were found on ATMs at gas stations in
Massachusetts, Florida and Washington.
That’s why the National ATM Council
publishes an anti-skimming guide that
includes monitoring the ATM, watching
whether people are lingering too long
at the machine or not doing anything
that resembles a transaction and having
customers cover their hands when
entering their PINs.
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SAFEGUARDING YOUR CASH

Monitoring safety and security of the
register can be even more important for
the business and as a crime deterrent.
With so many ways to open the register,
from brute force to no-sale transactions
and any number of things that could go
wrong moving the money, retailers can
help avoid losses by setting storage
guidelines, using smart safes and tills
and being vigilant about monitoring them.
“We only authorize $100 in each
register between 12 a.m.-6 a.m. and
that’s mostly the time we’d have a
robbery,” Adkinson said. “Between 6
a.m.-12 a.m., we allow $150 in each
register and we drop any bill greater than
$20 (into a safe) on a daily basis.”
Restricting the amount of cash in the
drawer, removing large bills into a safe
quickly and putting up “less than X dollars
in the register” signage around the store
can be great deterrents.
“Your risk of loss in a robbery goes
down significantly when there’s very little
cash in the drawer,” said Brent Chadwick,
chief financial officer at Plaid Pantry, who
also advocates signage around the store
indicating a low cash amount.
At Kent Kwik, the district managers
perform weekly cash audits, while at
Plaid Pantry with 110 c-stores in the
Portland, Ore. area, the task of moving
the money to the bank was transferred

from the managers to an armored car
that picks up the cash directly from the
safe each week. They’re the only ones
who have access to the safe.
“Just from a general safety and theft
standpoint it’s a huge benefit,” Chadwick
said.
Plaid Pantry used to have the
managers deliver the cash to the bank,
which left the company open to a number
of issues, so it decided to partner with
Brink’s on its Tidel cash management
system. The move allowed managers to
focus more on the store, while reducing
overall risk of theft and loss.
“The alternatives are not pretty,”
said Chadwick. “It is definitely a good
investment and a good resource to have.”
Making cash management a part of all
employee training and staying abreast of
cash security advances can help store
owners see the importance of policies
and technological help at the register and
ATM.
“We have attended loss prevention
meetings annually and listened to loss
prevention best practices,” Adkinson said.
“[It] helps us do a better job in procedures
and trying to be proactive instead of
reactive.”
Best Practices in Preventing Theft
Convenience stores can implement a
number high- and/or low-tech security
measures to help minimize theft. Here

are a few:
• Key Security: The simplest form of
cash management, in which drawers
can only be opened by a key that is
trusted to only the managers and is
stored in a safe place.
• Money Management Systems:
Keeping small amounts in the register,
using a safe to store larger bills and
investing in a till cover so that the
money is not exposed as it’s moved to
the back office.
• Limit No-Sale transactions and use
software that can identify when they
occur.
• Invest in additional security features
like under counter mounting brackets
or hasps that move the cash drawer
below the counter so they can’t be
seen. Hasps can lock the drawers
open or closed, taking away the
reason for the thief to open the drawer
and avoiding destruction as well as
theft.
• Intelligent cash drawers keep track
of all the money in the drawer,
compare it to the transaction log,
and can send alerts to management
when a discrepancy occurs. This can
eliminate training issues or sticky
fingers and can be tied to security
cameras so managers and owners
can review the specific time an issue
took place. 
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Industry News

Sam's Club closing 4 stores in Texas
and 63 across the U.S.
By Maria Halkias, Retail Writer - Dallas news

Walmart is closing four Sam's Clubs
in Texas and 63 others among its 660
U.S. warehouse store fleet. Ten of the
stores being closed will be turned into
e-commerce fulfillment centers, Sam's
said Thursday afternoon.
The news comes as Walmart said
Thursday it will use federal tax savings
to increase wages and benefits and pay
one-time bonuses.
In Texas, three Sam's stores in Houston
and one in San Antonio are closing, said
spokeswoman Anne Hatfield. Walmart
operates 85 Sam's Clubs in Texas.
While no formal statement has been
issued by Sam's Club, the company
shared an email that went out to
employees Thursday from Sam's Club
CEO John Furner. The first conversion
to a fulfillment center will be in Memphis,
Furner said. The others haven't yet been
identified, Hatfield said. Sam's Club so far
has operated its online business with only
two fulfillment centers, one in Fort Worth
and another in Swedesboro, N.J.
Sam's Club's biggest competitor is
Costco, which has average store sales

that are twice that of a
Sam's Club.
The closings in
Houston and San
Antonio are less
surprising given that
they are tough markets
for retailers of grocery
and consumable items.
Both cities are the two
largest markets for San
Antonio-based H-E-B.
Sam's has overbuilt,
Furner said in the email
to employees. "After
a thorough review, it
became clear we had built clubs in some
locations that impacted other clubs and
where population had not grown as
anticipated. We've decided to right-size
our fleet and better align our locations
with our strategy."
According to social media posts, Sam's
Clubs are also closing in Cincinnati,
Memphis and several other cities.
Sam's responded to a critical tweet
saying it hadn't told employees of

closings first: "After a thorough review
of our existing portfolio, we've decided to
close a series of clubs and better align
our locations with our strategy. Closing
clubs is never easy, and we're committed
to working with impacted members and
associates through this transition."
On average, a Sam's Club employs
about 150 people. Furner told employees
the plan is to place as many of them as
possible at nearby locations. Others will
receive severance pay. 
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A Better Path to Inventorying

Gaining control over store inventory is a necessary step to boosting your
bottom line.
By Ed Collupy

When store operators talk about
inventory and cash management I
always hear them talk about it in terms
of accountability, control and operational
improvement. How they get there, even
with similar objectives, isn’t always the
same. Many put technology to use,
prioritizing what’s important to them
and later widening the circle to learn
more about their system to make further
improvements.

CIRCLING THE SUPPLY CHAIN

Sam Nino, operator of Cabazon Fuel
Centers in Southern California, described
his inventory management process to me
as a circle of activities that need to work
together. That’s exactly how I describe the
procurement-to-pay process.
Each step in the inventory management
supply chain has its own processes and
opportunity to put technology to work—
let’s move around the circle and look at a
few of them.
Vendor Management. Centrally
managing vendors and the items that
are authorized for each store is a key
component and putting to use the
Price Book functionality of your backoffice system is a step that can help
to ensure availability of product for
the store personnel to place an order.
There are case studies throughout the
industry where retailers have stopped
unauthorized inventory by disallowing
open item purchases, resulting in
immediate inventory control and vendors’
unauthorized items are immediately
returned.
Ordering. A colleague of mine says
“the prize” that comes about from
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taking progressive steps in inventory
management is Computer Assisted
Ordering (CAO). But before you get
there most back-office solutions support
different types of orders:
• The ability to walk the c-store and
order against the authorized Price
Book.
• The ability to copy or re-use a prior
order.
•V
 iew a theoretical on-hand during the
order process as well as the last few
weeks of sales history.
At a recent gathering of industry
back-office solution users, they learned
more about implementing some form of
automated ordering capability.
For those already on this journey there
was advice to take it in steps—ensuring
first that new inventory processes have
been mastered in terms of execution

and timeliness. CAO offers the most
return on investment for any inventory
management technology implementation
that a c-store might be pondering.
Receiving. With the use of technology/
processes comes a great opportunity to
introduce and automate policies that are
critical to managing vendors delivering
product. Earlier identification of cost
discrepancies is an opportunity in the
receiving process that can’t be minimized.
When a vendor delivers, in most backoffice systems, the store staff will have
immediate visibility of a cost from the
central Price Book being different
from the vendor’s invoice. Nino noted
vendor controls like these “gives you
accountability.”
Adjustments & Counts. There are many
types of modifications that need to be
made to maintain an accurate store level
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inventory: returns/credits, transfers and
waste. Entry of adjustments into your
system is critical to maintain an accurate
perpetual inventory.
Having the capability to report on
adjustments helps identify causes of
margin erosion and true shrinkage
allowing for action planning.
Inventory counts are completed based
on your inventory management method—
full c-store, partial count, category and/or
item level filters. Your back-office system
should help track sales during the count
process. Counts also allow you to see
the result in shrinkage and overages as a
performance measure and guide.
Invoices. A true time saver at store
level and an overall business process
improvement that Donna Perkins, Price
Book manager at E-Z Stop Foodmarts,
spoke about when she led the recent
Conexxus webinar “How Much Can You
Save with Electronic Data” is importing an
electronic invoice from wholesalers and
direct delivery vendors.
This system-based process allows
for the tracking of transactions from
ordering to receiving to returns and
audits. Identification of cost and quantity
discrepancies before the vendor leaves
the c-store allows these exceptions to
be identified and resolved before they
update your financial system and reduce
overpayment.
Perkins reported that with just one
vendor they have saved over $23,000/
year and knows that this will grow as they
continue importing new vendor invoices.

A HANDFUL OF USES

Using a hand-held terminal during
the inventory management process is
a key technology that many grocery
wholesalers and back-office solutions
offer to improve inventory accuracy. A
solution that is integrated with the Price
Book will enable further efficiencies.
“Time is everything,” said Nino, who
has been able to delegate the receiving
process to cashiers because using the
hand-held is “simple and easy to do.”
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His hand-held uses a docking station to
upload data but he knows that wireless
devices and real-time updates are
available.
The hand-held is best used to complete
the inventory management circle:
•D
 isplay calculated on-hands when
ordering.
•R
 eceiving against the order once the
items are delivered.
•M
 atching the order and receiving to
the e-invoice.
•F
 acilitate faster and more accurate
counts.
A hand-held device also removes
duplication of effort, in terms of matching
and counting manually against the order
and/or paper or e-invoice and then
requiring entry into another system. The
introduction of substitution products or
unauthorized products prior to arriving at
the point of sale (POS) is prevented.
Brandy Clark of Clark’s Pump N Shop
refers to the proverb “time is money”
when she points to the inventory
management processes she uses along
with what’s close at hand, her smart
phone or tablet, wherever and whenever
she needs information.
Nino sees the day when he and his
employees will use a tablet in the ordering
process that will “keep operations as
streamlined as possible.”

receipts figures to make a day seem
in balance, when in fact it was not.
Analyzing back-office and auto-imported
POS data that auto-calculates the overshorts accordingly made it quick and easy
to see the discrepancies.
Clark utilizes the c-store analytics
module of her back-office solution and
reports that cashier performance has
improved at her 62 stores. She said,
“Using a cashier heat map enables
monitoring of incidents by cashier by
store allowing us to address training or
shrink issues.”
Her back-office system collects
transaction data from the POS and with
its heat map capabilities report using
“different colors to quickly show us when
a store/cashier’s average has shot up. It’s
a quick and easy way to spot a problem.”
Inventory and cash controls within
a closed-loop system are necessary
in successful operations. With strong
processes supported by technology,
managers can close the gaps in the
supply chain cycle and let the pennies
add up quickly to significant dollar
savings. 

EVERY PENNY COUNTS

Smart operators make it a point to
follow Ben Franklin’s “a penny saved is
a penny earned” advice when it comes
to business. Technology-based cash
management practices are able to quickly
identify actionable steps to bring more
than pennies back to the bottom line of
your store operation.
One back-office solution provider
consultant recently told me that working
with his customer and the system
brought to light and resolved a longstanding problem.
Their previous method of reconciling
money orders left a hole allowing the
store manager to manipulate sales and
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New Member Introductions
New Member Introductions

Welcome
Members
On behalf of the board of directors and staff at GHRA,
please welcome our newest members as of February 2017:

MAX FOOD MART

QUICK STOP

STAR STOP 98

EASY LANE FOOD MART #11

BUNNY STOP #1

V STOP 1

CHELSEA HARBOR FOOD MART

DISNEY FOOD STORE

FUEL MAXX #40

TIDWELL CONOCO

KIRKWOOD FOOD MART

JJ'S FOOD MART

EXCELLENT STOP

B & G FOOD STORE

MEGA FUEL #21

JJ'S MART

VEGAS MINI MART

LA MINIMIX

TIME OUT FOOD MART
The following is a paid advertisement

SIMPLIFY YOUR CASH
HANDLING

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

CAREER OPPORTUNITIES
Lehjatali Momin | Warehouse Chairman

NOW
HIRING



All GHRA
announcements and
publications will be
posted online.

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

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.

To register for this Health class please visit
www.learn2serve.com/
texas-food-safety-certification

Members are
encouraged to visit the
GHRA website on a
regular basis for up to date
information and latest
publications.

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!

REGISTRATION FORM IS AVAILABLE
at www.ghraonline.com

Learn2Serve:
Food Safety Principles Training +
Texas Food Safety Manager Bundle Package

WE’RE ONLINE

WWW.GHRAONLINE.COM

Learn2Serve:
TABC Seller-Server Training Exam

To register for this TABC Class please visit
www.learn2serve.com/
online-tabc-certification

Sales/enrollment: 1-888-395-6920
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'
GHRA
partners • members• community

GREATER HOUSTON RETAILERS
COOPERATIVE ASSOC IATION, INC.

Thank vou for
�- uour sunport! -SAVE THE DATE
WAREHOUSE 2ND ANNIVERSARY APPRECIATION EVENT

FEBRUARY 24TH • 11AM - 2PM
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INVENTORY MANAGEMENT

Nielsen: Expanding Variety & Healthy
By Convenience Store News

An effective loss prevention program
focuses on various technologies, data
and initiatives to detect known losses and
potential opportunities for loss. Although
the use of both data and technology
has increased dramatically over the
years, they alone cannot effectively
determine how well a store manager is
running a particular location or how well
store associates are adhering to policy,
procedure and store operations.
That is where a store audit comes in.
We believe that the store audit is the
cornerstone of a great loss prevention
program. An effective audit provides
critical, first hand information on how;
• An individual location is operating
according to business processes
• Associates are doing with
understanding their roles and
responsibilities
• Susceptible a location is to potential
loss of inventory, monies or sales

• Management is doing with
regards to operating the
business unit according to
plan
Audits conducted by internal
parties, though, can often
be taxing on time and labor
resources, as those internal
resources who conduct audits
often do so as part of their
overall business function.
However, unlike an in-house
audit, a third-party auditor
enters a location for the sole
purpose of conducting the audit. They are
not interrupted by the need to complete a
sale, conduct an employment interview or
deal with other store situations. Through
experience, a third party auditor will
also know that those within the retail
unit should not be interrupted unless
necessary, allowing the retail associates
to focus on customer service and sales.

The use of a third party audit can bring
great value to any retail organization.
Retailers have seen that using a third
party to conduct all audits throughout an
organization or supplementing a third
party for some of the audits brings a fresh
set of eyes and a different approach to
the research, review, and analysis of
store results, which can lead to reduced
loss and overall earnings improvement. 
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New Item

In Market 3/5/2018
See your Coca-Cola Rep to order
Vol. 5 Issue 2
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The following is a paid advertisement

GO BIG WITH
World’s Championship BBQ Cook-Off ● February 22-24
Houston Livestock Show and Rodeo ● February 27 – March 18

As a Heritage Partner, Miller Lite has exclusive rights to use the
name and logo of The Houston Livestock Show and Rodeo.
Your store can activate this partnership by building Miller Lite
Rodeo displays beginning February 1 through March 18.
Start today by working with your Miller Lite distributor on plans
to make sure your store is stocked up for this year’s Rodeo.

OR

6pk 16oz Can
Suggest Retail:

$7.49

12pk 12oz Can
Suggest Retail:

$12.99

Premium 6pk/12pk are price sensitive and
have high shopper reach – BE COMPETITIVE
Check with your local Miller Lite distributor on current costs
and competitive retail recommendations
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Support Houston Livestock Show and
Rodeo with Promotional Display Sign

Vol. 5 Issue 2
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FOR ALL THE PARTS THAT MATTER

NOZZLES

SWIVELS

WHIP HOSES

BREAK-A-WAYS

RECEIPT PAPER/TONER

Catlow Hardware Kit

(includes: Nozzle, Swivel, Hose, Breakaway)

FILTERS

KEYPADS/OVERLAYS

MISC.

50 qty.

Absorbent Pads

Catlow Nozzle

Cim-Tek Filters

(Unleaded 3/4” & Diesel 3/4”)

sales@petsolinc.com

FUEL HOSES

CASE OF TWELVE (70120, 10 Micron)

petsolinc.com

1-800-880-9582

CALL YOUR LOCAL OFFICE FOR PRICING

Vol. 5 Issue 2
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Free Credit Card Terminals

NO
.

..

Application Fees
Monthly Fees
Batch Header Fees
Programming Fees
Annual Fees

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

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

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

Vol. 5 Issue 2
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C-Store Broker

Land Sites Also Available For Sale - Call for more information and pricing

Listing #
126
125
110
109
108
104

Volumes
City
18K Gal/$50K Inside
East Texas
20K Gal/$40K Inside
Silsbee
25K Gal/$90K Inside
Beaumont
$65K Inside
Beaumont
35K Gal/$40K Inside Humble, TX – Old FM 1960
40K Gal/$60K Inside
Houston – Hwy 6

Off Lease/Closed
Address + Zip
114
623 Pasadena Blvd, 77506
113
101 East Main Street, 77531
112
2810 Market Street, 77520
111
1475 Washington Blvd, 77705
106
5505 Hwy 90, 77494

Dan Alexander
Mobile: (281) 974-6008
Office: (713) 473-7200, ext. 5
dan@texascres.com
www.texascres.com

City
Pasadena
Clute
Baytown
Beaumont
Katy

Better Exposure, Quicker Sale, Less Hassle, Confidentiality

The following is a paid advertisement

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

COMMERCIAL

HOME

AUTO

Property, Liability, Workman’s Comp, Underground Tank,
Flood, Windstorm and Many more

YOU WILL BE PLEASED WITH OUR SERVICE AND PRODUCTS, SO CALL
US TODAY
CALL MOIZ MERCHANT TODAY FOR YOUR FREE QUOTE AT
281-295-5380
Cell: 832-283-4246
Fax: 1-888-506-6022

GHRA MAIN OFFICE
12790 South Kirkwood Rd.
Stafford, TX 77477
Ph. 281.295.5300
Fax. 281.295.5399
28

GHRA WAREHOUSE
7110 Bellerive Dr.
Houston, TX 77036
Ph. 281.295.5333

www.ghraonline.com

Fx. 281.295.5347
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