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January Storefront Set-Up

JANUARY SPANNER BOARDS
20 ft.

15 ft.

Red Bull
12oz Cans

Retail Buy 2 for $5.00
Invoice Cost $44.40

JANUARY POSTERS
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Aquafina

Core Power

Minute Maid

1-Liter Bottles
Retail 2 for $2.00
Invoice Cost $10.00

11.5oz & 14oz Bottles
Retail Buy 1 Get 1 Free
Invoice Cost $11.52

15.2oz Bottles
Retail 2 for $3.00
Invoice Cost $22.56
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GHRA BOARD
OF DIRECTORS

President’s Notes
Dear Members,

Lehjatali Momin
President

Asif Davwa
Senior Vice President

During our history, we have experienced and successfully navigated several
periods of unpredictability. Still, my confidence in our company is greater than
ever. Through those experiences, our company, our commitment and our unity is
even stronger and more relevant today! We are experiencing tremendous growth;
growth that is challenging all of us in areas of our operations, technology and
more. Still, our commitment to the long-term success of our entire company is
unwavering.
I am constantly reminded of this commitment as I watch the current board of
directors working long hours and the past presidents support of our direction.

Tajddin Momin
Negotiation - Chairman
Vice President

Nizarali Momin
Honorary Secretary

Mubarak Dhukka

We must always recognize that our success is not entitled, it is something we earn
and we must earn it every day. We are sensitive to the needs of our members and
are at work laying a foundation that not only supports our future vision, but one that
exceeds your expectations.

Warehouse Chairman

Our vision for our future will not falter based on the volatility of any one given
moment. We will positively mange through every challenging environment just as
we have in the past. We are so proud to be part of this endeavor together with
you.

Samer Ali

Thank you for your support over the years and we wish you great success in 2018.

Treasurer

Sherali Haiderali

Warehouse Vice Chairman

Mahemood Momin
Warehouse Honorary
Secretary

Firdous Ali

Thank You,

Lehjatali Momin

Warehouse Treasurer

Arifali Momin
Director

Barkatali Momin
Director

Hussain Visnani
Director
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In Balance

H

appy New
Year!
What
will the new year
bring? When we
began the year
last January, we
could not have
predicted all of the
events that would
occur that year.
Mike Thompson
Local events like
Chief Executive Officer
Hurricane Harvey
and the ensuing flooding that is still fresh
on our minds with some of us continuing

to recover. Many national and political
events that have influenced the opinions
and behaviors of our shoppers like never
before. One thing is for sure, the world
we live in continues to change.
How we adapt to that change will
define our future. It is important to ask
ourselves, how will we adjust and use
the inevitable changes to make us
better, stronger and more proficient in
managing our businesses and personal
endeavors? There is not always a clear
path to success. Success comes with
hard work and a dedication to succeed
no matter what challenges we face.

GHRA members working together as
a team has enabled us to be resilient in
times of change. We have proven year
after year that together we can achieve
more. Our accomplishments have been
numerous over the years. We are a part
of something very special and there is
no reason to believe we cannot attain
the same success in 2018. Whatever
comes our way this year, I know we will
engage and own it!
I look forward to what is ahead…
The future is bright for GHRA! 
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COMING UP:

FEBRUARY PROMOTIONS
Spanner Board:

Dr Pepper 20oz Bottles

Poster #1:

Monster 16oz Cans

Poster #2:

Snapple 16oz Bottles

Poster #3:

Dasani 1-Liter Bottles
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GHRA Outreach

GHRCF Hosts its First Peace Officers
Appreciation Luncheon
By Bill Pitocco

I

n 2010, the Greater Houston Retailers
Cooperative Association (GHRA) and
its member stores were looking for
a way to give back to the communities
where they live and work. From this
aspiration, GHRA formed the Greater
Houston Retailers Charitable Foundation
(GHRCF) to provide funding to the
families of Houston area peace officers
and firefighters who lose their life in the
line of duty.
On December 7, 2017, GHRCF
hosted its first Peace Officers Holiday
Appreciation Luncheon at Hilton Post
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Oak. There were over 130 dignitaries
in attendance with peace officers, fire
fighters and other city officials throughout
the Greater Houston Area. This event was
exceptionally special because of all those
heroes and their families who sacrifice
so much to protect us. This was the day
to reflect and build the inspiration to give
back and show gratitude to the peace
officers and fire fighters of Houston and
other surrounding communities.
Special guest speakers at this amazing
event were Houston Fire Chief Samuel
Peña, Houston Police Department’s

Assistant Chief of Police Pedro Lopez Jr.
and Sheriff Ed Gonzalez from the Harris
County Sheriff’s Office.
The GHRCF Luncheon created an
opportunity for everyone to show their
appreciation to peace officers and
fire fighters around the Houston area.
GHRA vendor partners, volunteers and
staff joined this event, and continued to
demonstrate their unwavering support of
GHRCF and what it does to give back to
the community.
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Community

Southeast Jamat Assembles 80,000
Meals to Fight Hunger
By The.Ismaili

With the spirit of Thanksgiving,
more than 500 Ismaili volunteers, aged
eight years and above, gathered at
the Atlanta Northeast Jamatkhana to
fight hunger and food insecurity in
metro-Atlanta. The Ismaili Council
for the Southeastern United States,
in partnership with the
Atlanta Community Food
Bank (ACFB) and Feeding
Children Everywhere,
organized the 60 for 60:
I-CERV Day of Service, with
the goal of preparing 60,000
meals in commemoration
of Mawlana Hazar Imam’s
Diamond Jubilee.
Wearing I-CERV T-shirts and
hairnets, volunteers carefully
filled bags with dry rice, lentils,
dehydrated vegetables, and
Himalayan salt; the ingredients
for a nutritious jambalaya.
Bags were sealed, boxed, and
stacked, ready to be delivered
to the ACFB. In just the first of three
shifts, 27,000 meals were assembled,
resulting in the organizers escalating the
day’s goal to 80,000 meals.
Cheers and laughter filled the lobby of
the Jamatkhana, as teams raced to pack
the most number of meals. Five-year-old
Alayna Punjani’s face lit up as she rung
a little, red bell, indicating that her team
had filled yet another box of food. While
Alayna could not believe that there were
children her age who do not have food,
she was delighted to be able to help
them.
Murad Abdullah, President of the Ismaili
Council for the Southeastern United
States, praised the spirit of voluntarism in
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the Jamat by announcing that it took just
48 hours to fill up the 600 volunteer slots
for this event.
While addressing the volunteers at the
event, Charlotte J. Nash, Chairperson
of the Gwinnett County Board of
Commissioners said: “It’s nice to be

here and see the Ismaili community
working together as volunteers to help
fight the problem of hunger, particularly
hunger of children. The responsibility to
serve others is such a strong tradition
in the Ismaili community, and I am very
inspired by what I saw today.” She
received a loud cheer as she challenged
the volunteers to pack 200,000 meals
in 2018, in commemoration of the
bicentennial of Gwinnett County.
Representing the ACFB, President
and Chief Executive Officer Kyle Waide
said, “One in four children in our state
of Georgia live in homes where they
don’t have enough food. I am excited to
take thousands of meals from this event

back to the ACFB to feed hungry people
across our region. Packing 80,000 meals,
to help families in need this holiday
season, is such an incredible example of
how everyday citizens can make a huge
impact on our community.”
Expressing his appreciation of I-CERV
volunteers, Waide continued,
“The Ismaili Muslim community
has been committed for many
years to improving the living
conditions of all people. That
dedication and commitment
has been evident around the
world and it has been evident
in our own backyard. The
Ismaili community has been
a great partner of ours at the
ACFB and they are making a
tremendous difference. We
are so thankful for this effort,
and excited to see what the
community will do in the
future.”
Zahir Ladhani, Vice
President of the Ismaili Council for the
United States, commented that the
majority of the USA Jamat was either
born in this country or has lived here for
over a decade. “We are a fabric of the
United States. As part of the ethic of our
faith, we ask, what do we do for our own
community, and what do we do for the
broader communities that we live in. This
event is a small part of what we can do
as a Jamat. We will see that as we grow
further, the Jamat will continue working
within the greater community in other
areas, and on an even more intellectual
level.”
Volunteer Asma Jaria helped with
the event’s registration. She said
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Community
I-CERV’s 60 for 60 project is important
to her personally, as one of her goals
for this jubilee year is civic engagement
and community service. By partnering
with the ACFB and Feeding Children
Everywhere, this project incorporates
both these aims. Asma further shared,
“Community service is important to me
because it is a way for me to connect with
my community and my faith.”
High school students and friends, Zenia
Lakhani and Farzeen Daredia noticed
how well the Jamat united in this project.
Farzeen said, “This project allowed our
community to come together as one
family, and work together for the same
goal as one Ummah. This is an ethical
value that our Imam stresses.” Zenia
continued, “There was a little girl named
Rozi at our table, who was helping me
seal the packages. I thought it was really
cool to see how even people younger
than me can have an impact and help
out. This helps them feel that they too are

a part of our community. My grandma
was also helping, so we had people from
all varieties of the age spectrum, and I
thought that was really cool.”
The event also attracted volunteers
from the greater community. David
Schoenberg with Temple Sinai, and
Second Helpings Atlanta attended this
event. For him, it was a way to build
bridges with another local community
towards a common greater cause.
Sharing the Ismaili community’s ethic of
service, he said, “Service is the purpose
of my being; that’s why we are on this
planet.”
To accommodate more Jamati
members who wanted to contribute
and to make a bigger impact in the
local community, a food drive was also
organized where Jamati members
donated non-perishable foods for the
ACFB. Nimat Virji decided to help seniors
participate in this food drive by offering
to purchase canned foods on their

behalf. In just a matter of a few days,
she collected enough funds to purchase
about 350 cans of food from these funds.
She said, “It was such a joy for me to help
seniors participate in this event.” In total,
almost 1,500 lbs of food were collected in
Jamatkhanas of the Metro Atlanta area.
The Atlanta Community Food Bank
is one of the largest hunger relief
organizations in the Southeast, serving a
network of 700 partner organizations to
distribute food to over 750,000 individuals
in the region.
Feeding Children Everywhere aims to
provide healthy meals to children, seniors
and veterans in need, and to create
awareness of hunger. The organization
aims to help build a hunger-free world.
In 2016, Feeding Children Everywhere
hosted over 510 projects, similar to
I-CERV’s Day of Service, resulting in
the distribution of 18 million meals, both
domestically and internationally. 
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More Than Just a Magazine

A

s people
think
about
their goals for
the upcoming
year, it is the
perfect time
for reflecting
on what they
accomplished
in the previous
Bill Pitocco
year. For us at
Vice President
GHRA, 2018 will
bring new success as the fruits of our
labor in 2017 pay off. As we look forward
to reaping the benefits of our work
together, it’s also a time for people to
reflect on the adventures they’ve had, the
time they’ve spent with loved ones, and
the many ways you’ve managed to leave
your mark on the world.
One of the ways we can reflect on 2017
is the GHRA in Action magazine. The
humble roots of the magazine were born
from a need to communicate our partner
specials to you; to provide you with an
opportunity to promote a product that
was relevant in the market at a time when
consumers were shopping for it and for
the cost of those products to be reduced
and passed on to every member location.
Our vendor partners were excited too.
The original flyer was a way to reach 1/3rd
of the south Texas convenience market
with a single ad feature, maximizing the
reach of the advertisement and providing
a lead in for the salesman who you work
with every day. As communication
become more and more sophisticated and
then focused on the web, the magazine
now provides a hard copy of relevant
stories and information important to GHRA
members as it relates to the industry and
the organization itself.
There has always been something
magical about this small marketing tool.
When we think about it, it has been a
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huge part of our growth at GHRA and
even helped lift the organization from its
modest beginnings to what it is today. It is
no longer simply a communication vehicle
for promotions but it serves as a unifier,
something that not only brings us together
in our work and in our industry but
something that also produces revenue for
the organization too. The marketing tool
has always been “In Action” working to
bind us, not only as industry professionals
but as a community of people serving the
convenience customer. This includes
our vendor partners, advertisers and
contributing writers, too. Many small
supply partners who have advertised
with us over the years have become
successful small business people, that
in turn provide for their families. The
print shop and the people who finish the
product along with those who put it in the
box and mail it to you, this magazine has
a larger purpose than simply stories and
ad features. The Center, the non profit
organization that puts the magazines
in the boxes to get mailed to you, has

empowered individuals with intellectual
and developmental disabilities to live
meaningful, dignified lives filled with
opportunity. This community supplies
them with one of those opportunities
through the monthly magazine. It helps
provide a purpose for all involved in it
and creates that family feeling that goes
beyond a business relationship.
As you plan your goals for 2018, I hope
you indulge in the opportunity to share
the stories of the many adventures we’ve
had in 2017. For inspiration, you can read
some of the great stories from past GHRA
in Action articles, like our feature articles,
our community and outreach articles,
our warehouse news, our tradeshow
recaps, our food service offering and our
charitable endeavors through GHRCF
Although it was certainly an incredible
year for all of us involved in GHRA In
Action, we are looking forward to making
2018 even better and we look forward to
the wonders 2018 is sure to bring.
Thank you for your support, energy,
enthusiasm and work! 
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Food Service

Dazzling Customers Across All Dayparts
By Convenience Store Decisions

Research shows that consumers are
increasingly turning to convenience
stores for their meals. In its September
2017 “North American Convenience
Store Consumer Study,” consulting firm
AlixPartners reported that the frequency
of consumers purchasing a meal at a
c-store has increased by 13.2% since
2012.
Consumers who participated in the
study also indicated that foodservice
is now the primary driver for their instore purchases in the past 12 months.
The top factors consumers consider in
selecting a c-store to purchase a meal
are price, quality, speed and variety.
Older consumers are heavily focused
on location and convenience, while
Millennials and Gen X both identify
price and food quality as their top
considerations.
At the same time, however, there is
also a large percentage of the population
who still view c-stores as simply snack
stops. According to Eric Dzwonczyk,
co-head of the restaurant practice at
AlixPartners, by beefing up their menus
and using every opportunity to promote
their mealtime food offerings, retailers
around the country are demonstrating
that it is possible to break through that
mindset.
“In some markets, certain convenience
stores have raised the bar for foodservice
by showing consumers what good really
looks like,” he said. “To compete, others
need to catch up.”

GRAB AND GO

Though made-to-order immediately
communicates freshness and generates
buzz, stores that don’t have the space,
labor or budget for it don’t have to be left
out, said Dzwonczyk. Instead c-stores
with off-site proprietary kitchens or
commissaries that deliver food to the
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stores or even stores that have strong
relationships with quality-oriented outside
suppliers can become foodservice
leaders in their markets.
Kwik Trip, which has 550 convenience
stores in Wisconsin and Minnesota, is
a prime example of a grab-and-go-only
operation that has firmly established itself
as a food destination in its markets. In
fact, when the company recently acquired
PDQ Stores in the Wisconsin cities of
Madison and Milwaukee, customers came
in looking for their favorite sandwiches
and burgers.

Kwik Trip is no stranger to fresh
foodservice. The company has been
focusing on this category for the past
15 years. Grab-and-go is the route Kwik
Trip took because that is what customers
want.
“Our customers expect the speed of
grab-and-go,” said Paul Servais, Kwik
Trip’s retail foodservice director. “If we
would switch, it would be painful, even if
we ask them to only wait for an additional
three to five minutes.”
With the goal of getting more
consistently good food out in less time,
every year Kwik Trip budgets between
$1 million and $2 million for store
kitchen equipment upgrades. Recently,
the company replaced its Turbo Chef

ovens with an upgraded TurboChef I3
Convection/Microwave model.
“We’re constantly reinvesting in our
stores,” said Servais.
While some customers are looking
for “better for you” sandwiches, salads
and snacks, many still want their pizza,
cheeseburger and chocolate milk, Servais
said. Where the health trend is going
for a growing number of consumers, he
predicted, is toward “clean” ingredients—
without GMOs or anything artificial.

FRESH IS BEST

Burritos are a signature item that
carries through the breakfast, lunch
and dinner dayparts at Kent Oil Co.’s
Kent Kwik Convenience Stores in west
Texas, New Mexico and Oklahoma.
Five different breakfast varieties are
available, made-to-order in-store at 16
of the chain’s 44 locations and delivered
daily from the company’s proprietary
commissary for the rest.
“We emphasize freshness in all of
our stores,” said Stormy Williams,
Kent Kwik’s director of operations—
foodservice division. “In our advertising
for our stores that don’t prepare their
own food we point out that it is made
fresh in our own commissary.”
Since April, the chain has been
featuring breakfast, lunch and dinner
bowls. For breakfast, the bowls may be
composed of seasoned potatoes, bacon,
sausage or chorizo, egg and cheese or
sausage with white gravy. Lunch and
dinner choices are meat loaf or pot roast
with mashed potatoes, gravy and corn.
Breakfast is still the most popular meal
of the day at Kent Kwik, but the lunch
daypart is growing, especially in the 16
made-to-order locations that offer burgers
and fries and chicken tenders. To build
dinner business, the retailer promotes a
chicken tender meal for four people. 
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Human Resources

What You Can Do to Improve
Employee Retention
By John Waldmann, Homebase – CS News

Your employees are your business.
They greet and serve your customers,
open and close the shop, handle the
money, and work alongside you in your
convenience store. Each night, they
leave, and each morning, you hope they
come back.
There are a lot of other employers that
would love to hire your employees. In the
city of Houston, there are around 650
job postings a day just on Craigslist for
hourly workers. In Los Angeles, there
are 800 postings. Each day!
You’ve got to ensure that your
employees are happy, or they might
look elsewhere. So, what are the
driving motivators for employees to
change jobs, and what can you do to
improve employee retention?

New York. Last-minute changes can
make income and life unpredictable for
workers. Creating consistent weekly
schedules, weeks in advance, is a
big win if you’re looking to improve
employee retention.
Look for a software provider that
enables you to create reusable
scheduling templates, inform your

BE CONSISTENT

Recently, Reuters profiled an employee
at McDonald’s whose work hours
fluctuate almost weekly, which is a
common practice now getting attention
from politicians in states like Oregon and
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INCENTIVIZE RESULTS

Even when times are busy (always),
don’t forget to reward your star
performers. Results that go unnoticed can
be very deflating to employees and gives
them a reason to start looking elsewhere.
Look at ways to keep track of employees
who consistently perform.
For example, acknowledge
their on-time arrivals (some
software solutions can track this
automatically) and reward them
with a small token of appreciation.
Your employees will appreciate
the recognition and feel inspired to
continue their efforts.

COMMUNICATE!

CREATE FLEXIBLE WORKING
HOURS

There’s a lot of chatter about
millennials and how to manage them.
More than two-thirds of all serviceindustry employees are under 35 years
old, and three out of 10 are between
the ages of 19 and 26. Often, they’re
students balancing inconsistent study
schedules, or people working multiple
jobs.
Millennials value flexibility, and being
flexible to your employees’ personal
obligations when building a schedule will
greatly improve their satisfaction. Better
yet, provide them with the ability to give
input into their start and end times.

watch your employees’ contentment and
productivity rise.

employees of their schedule weeks
in advance, and enable employees to
submit requests for time off or trade a
shift with a colleague.

OFFER TRAINING

Professional development is a
powerful way of keeping employees
happy and productive. Can you offer
your employees training in some
new skills? Can they work in another
department one day a week, or move
over entirely, in order to see a new part
of the business? Is there a relevant
seminar or class they want to take that
might also improve their work?
Think outside the box and you’ll

Last but definitely not least,
communication is fundamental to
any relationship, and it is particularly
important in the workplace. Some
messages need to be communicated
verbally and in-person, like feedback
on how an employee is doing at their
job. But other messages can be delivered
electronically.
Most small businesses still handle
time-off or shift trade requests on paper
or verbally, and these can easily get lost
or forgotten. Putting systems in place that
improve the ability to quickly and clearly
communicate with employees can have a
huge impact on their output.
Reducing employee turnover should
be a goal for all convenience store
owners and managers. If you follow these
suggestions, your employees will want to
remain with you. And you'll be glad they
did. 

10

Technology

Drive Foot Traffic for Gas Stations and
Convenience Stores with Accurate Listings
Increase market share by participating in today’s digital ecosystem
By Convenience Store News

Convenience stores have evolved to
become destinations for more than just
fuel. Whether customers want coffee and
a snack during the morning commute or
a fresh meal for lunch, a clean restroom
during a road trip or a spare phone
charger for their car, c-stores provide a
range of essential products and services
for the more than 160 million drivers who
visit daily.
With c-stores in every state of the
country, it’s no surprise that consumer
habits vary by region. According to recent
research from Kantar, gasoline purchases
are especially likely to motivate trips to
c-stores in the Midwest and the South.
Drivers in the Northeast, however, are
more likely than other regions to stop on
the way home from work or to purchase
a meal.
When deciding where to go, today’s
hyper-connected consumers frequently
turn to digital solutions. Seventy-seven
percent of Americans own smartphones—
including 92% of those ages 18 to 29—
and a few taps of the screen is all it takes
to locate and assess the quality of nearby

stations. Consumers can examine fuel
prices, ratings and reviews and check
to see if stations have the necessary
amenities. Are the restrooms clean?
What do their peers say about the
customer service and the coffee?
These details work together to form
perceptions that influence consumer
behavior.
Retailers have a tremendous
opportunity to boost their reputation
and increase market share by
participating in this digital ecosystem.
But prior to utilizing advanced
strategies for consumer engagement,
reputation management and locationbased marketing, they must ensure
visibility through accurate listings.
Unfortunately, some retailers have been
left in the dark. Companies who operate in
cooperative, co-branded arrangements—
one brand providing the fuel, and another
operating the store—have faced a more
specific challenge: Which name and logo
should represent the store online?
The simple answer is both. If only the
fuel brand is visible, then it is unable to

benefit from the foot traffic that might be
generated from a partner store that is now
hidden online. If the situation is reversed,
then the c-store loses a significant source
of potential traffic as consumers are
unable to find the fuel brand online.
GasBuddy, the mobile app that helps
drivers search and locate cheap gas,
amenities and the best-rated locations,
now allows c-stores and fuel operators
to co-brand as part of their listings
management solution—showcasing the
logos, names and amenities of each. 
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Safety

5 Safety Tips for Retailers Working Alone
By SafetyLine

Retail workers when they are working
alone are classified under the work
alone definition set by the Canadian
government. Unlike typical retail workers,
they face a unique and increased set of
hazards that typical retail workers do not,
including accidents without immediate
aid, and being subject to threats or even
violence. The Canadian government
regulates working alone, and several
provinces stipulate that employers must
conduct check-ins at pre-specified
intervals for these employees. Even
still, there are certain precautions these
workers can take that can ensure their
safety.
Here are 5 safety tips for retail
employees that can help mitigate the risks
they undertake from working alone, which
may even save their life:

1. Make eye contact and
greet with every customer.
This is more than good
customer service – it allows
staff to keep an eye on
shoppers without being
obvious.
2. Post signs letting
customers know very little
cash is kept on the premises,
and schedule bank runs during
daylight hours and when more
than one person is working.
3. Avoid emptying the garbage when
only one employee is on staff or at night,
especially when bins are not in well-lit
areas.
4. Limit the number of available entry
or exit doors, especially at night. Close
and lock back or side entrances.

5. Post emergency phone numbers in
a convenient location and add a onetouch emergency button as part of the
building security system.
Following these safety precautions will
reduce opportunities for criminal behavior
and improve the safety of employees
working alone in a retail setting. 
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Industry News

7-Eleven Tests App for Ordering, Delivery,
In-Store Pickup
By Convenience Store News

7-Eleven Inc. is testing on-demand
ordering for delivery or in-store pickup
at select Dallas stores with its new
7-ElevenNow smartphone app.
Currently being tested in 10 downtown
and uptown 7-Eleven stores, 7
ElevenNow is expected to roll out to other
U.S. locations in 2018. Customers in
the Dallas area who sign up for the new
service will receive free delivery on their
first order. The app can be downloaded
from Google Play or Apple app stores.
“Today’s digitally savvy consumer
expects a wide range of options right at
their fingertips, and 7-Eleven is delivering
on that promise,” said 7-Eleven Chief
Digital Officer Gurmeet Singh. “We
continuously ask our consumers how
we can make their lives better, and
7-ElevenNow is a proprietary solution
to their on-demand needs. The app will
enable our customers to get the products
they want, when and where they want
them, quickly and conveniently. This is
redefining convenience.”
When ordering items through
7-ElevenNow, 7-Eleven customers can
choose to receive direct delivery to their
location or pick up their prepared order
at the participating store of their choice
within the 7-ElevenNow footprint.
A selection of snacks, cosmetics, gift
cards, home goods, beverages and
hundreds of other products are available
for purchase on the app.
To use the 7-ElevenNow interface,
shoppers open the application and
choose which option they prefer: delivery
or pick up.
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Customers can pay for both delivery
and pick up via the app.
7-ElevenNow is one of several new
services implemented by the 7-Eleven
digital team as part of a companywide
digital transformation, which includes the
technology customers experience, as well
as the technology that works behind the
scenes.
Other recent digital releases include
the recent expansion of the 7Rewards
app-based customer loyalty program,
now available on a wider range eligible
purchases, and the launch of 7 Eleven
Bot on Messenger, which allows
consumers to engage with the brand from
within Facebook.
Other customer-centric 7-Eleven
innovations include the expanded
availability of Amazon Lockers for in-store
package pickup, Amazon Cash in more
than 8,000 locations, and BillPay, an app
powered by PayNearMe, to help cash
users pay for a variety of bills at 7-Eleven
stores. 

Delivery

If delivery is selected, the app will
auto-locate the nearest participating store
and, once the order is placed, send it to a
courier service. The courier then picks up
the customer’s prepped products at the
store and delivers them to the customer’s
location.

Pick Up

If shoppers choose pick up, they select
the items they want as well as the store
they prefer for pick up. The order will be
waiting for them at the register.
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Education

FDA Wants to Put Anti-Smoking
Ads in C-Stores
POS advertising to combat 'triggers' for cigarette smokers
By Convenience Store News

The U.S. Food and Drug Administration
wants to bring its latest smoking cessation
education campaign into convenience
stores.
The FDA announced Dec. 11 that the
new campaign will encourage cigarette
smokers to quit through messages
of support that underscore the health
benefits of quitting. These messages, it
said, will be displayed "in and around gas
stations and convenience stores, retail
locations where smokers face a multitude
of triggers and that typically feature
cigarette advertisements."
The Every Try Counts campaign targets
smokers ages 25-54 who have attempted launches next month in 35 U.S. markets
and features print, digital, radio and outto quit smoking in the past year but were
of-home ads, such as billboards.
unsuccessful. The two-year campaign

"Tobacco companies have long used
advertisements at convenience stores
and gas stations to promote their
products, and we plan to use that same
space to embolden smokers to quit
instead," said FDA Commissioner Scott
Gottlieb.
Ads will be placed in various locations
at the point-of-sale, including at the gas
pump, front door and cash register and
on shelves, the FDA said. Studies show
that in-store displays and other tobacco
advertisements can trigger unplanned
cigarette purchases, making quitting
more difficult. Placing ads in those same
locations will help to disrupt the urge
to purchase cigarettes and encourage
another attempt at quitting instead. 

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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Government Relations
Government Relations

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

Austin, Texas – Happy New Year to all
GHRA members, families, and friends!
The members of GHRA and the
customers that we serve all support
a positive business environment that
allows for the delivery of excellent
customer service every day. Our ability
to meet consumer demand is enhanced
when Texas laws and regulations are
tailored for reasonable and rational
objectives. Thus, the specific individuals
that form the membership of the Texas
legislature and executive leadership are
very important.
With New Year 2018 now in full swing,
the candidates for the upcoming primary
elections have filed for office and are
working the campaign trail seeking
support to win government positions.
Looking forward, please consider the
following 2018 dates of interest:

funded stalwart protector
of small businesses and
their consumers. Likewise,
both Attorney General Ken
Paxton and Comptroller
Glenn Hegar are well
positioned because no
candidate filed against them
in the primary and each
faces only token opposition
in the November general
election.
As the most intriguing and surprising
candidacy, Jerry Patterson – the former
Commissioner of the General Land
Office for 12 years – has resurfaced to
challenge his successor, the current
Commissioner with a popular last
name: George P. Bush. Using the
Alamo as his campaign cornerstone,
Patterson will attempt to say Bush
created mismanagement of the Alamo
M
 onday, February 5 – Last day for
by certain nonprofit groups that are
you to register to vote.
not openly transparent government
 Tuesday, February 20 – First day of operations and is seeking to revise the
early voting.
history of the Alamo. Bush holds more
than $3 million in his campaign bank
F
 riday, March 2 – Last day of early
account. The holder of this office serves
voting.
 Tuesday, March 6 – Primary election as, among other duties, a key rebuilding
stakeholder after a hurricane or storm.
day.
As most relevant to GHRA members
Starting at the top of the ballot,
and their families, the state House of
incumbents such as U.S. Senator
Representatives is the arena of most
Ted Cruz, Governor Greg Abbott, and
importance. Why? For two reasons.
Lieutenant Governor Dan Patrick – each First, the statewide offices such as the
enjoying widespread approval and high
Governor and Lieutenant Governor are
poll ratings among Republicans – have
very likely to remain occupied by the
opponents. However, you can fully
same persons, respectively Greg Abbott
expect that these three incumbents will
and Dan Patrick. Second, the state
win and remain in office. Governor
Senate is likewise very stable and will
Abbott has more than $45 million in his
not materially change. However, given
campaign bank account. Lieutenant
that the current Speaker of the House
Governor Dan Patrick is very well
is retiring from the state legislature, the
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150 members of the House will select a
new Speaker.
So, the upcoming primary elections
for the House Chamber are critically
important. For example, in a district in
far northwest Harris County, incumbent
Valoree Swanson is challenged by
insurance agent James Wilson. In a
district that covers Bellaire and West
University Place, incumbent Sarah Davis
is challenged by attorney Susanna
Dokupil. As a general election example,
in a Fort Bend County district just north
of Rosenberg incumbent John Zerwas
is challenged by community activist
Meghan Scoggins. Several other state
House districts throughout the GHRA
region in Southeast Texas will also
involve spirited contests. Incumbents
generally win reelection, by good
challengers to those incumbents can win
offices by running effective campaigns.
Thus, a mix of incumbent and new
legislators will elect the new Speaker of
the House.
Your GHRA Board of Directors is
committed to properly managing the
changing landscape to maintain positive
bipartisan working relationships at the
state Capitol. As always, the GHRA will
closely monitor new laws, policies, and
other matters that are important to you.
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New Member Introductions

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

SUNNY'S GROCERY & TOBACCO

GREENS MART

J & J DRIVE IN GROCERY

ROMAN FOREST MARKET

KATY EXPRESS

B P FOOD STORE

MAX FOOD MART

CROSBY STOP N DRIVE

PEARLAND EXPRESS

JR'S MARKET

BROAD MINI MART

FUEL DEPOT #36

NEIGHBOR MART

HANDY STOP GROCERY

SHOP N GO

SMART SHOP FOOD MART

ONE STOP #2

EXPRESS MART 4

COUNTRY CORNER #1

FANNIN FOOD MART

KINGSLAND FOOD MART

COUNTRY CORNER #2

SHAVER 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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Merchandising Ideas

Nielsen: Expanding Variety & Healthy
Options Present Opportunities Across
All 'Individual Snacking' Categories
By Convenience Store News

With increasingly on-the-go lifestyles,
Americans are reaching for snacks to
satisfy their hunger cravings between
meals, and some are using them to
replace meals entirely.
According to market researcher
Nielsen, the individual snacking category
reached $33 billion this year, and from
2013 to 2016, all individual snacking
subcategories saw sales increases.
Individual bars (including health,
meal replacement, performance, weight
management, and cereal/granola bars)
have seen the strongest dollar growth
at an increase of $633 million, followed
by jerky at an increase of $547 million.
Individual cookies/crackers round out the
top three with a gain of $469 million.
Dairy snacks alone account for almost
a quarter (22 percent) of individual
snacking category dollars. However,
other subcategories, including salty
snacks (up 6 percent), cookies/crackers
(up 6 percent), jerky (up 5 percent) and
produce (up 5 percent), are also leading
growth in the individual snacking market,
Nielsen reported.
While growth is occurring across
both traditional and healthy snack
subcategories, products that call attention
to specific healthful claims are driving the
strongest uptick in sales. For example,
snacking products that are non-GMO
lead the way with an 18.2-percent surge
in dollar sales for each of the past five
years. In the No. 2 and No. 3 spots are
snacking products free of artificial colors/
flavors (up 16.2 percent) and no/reduced
sugar claims (up 11.3 percent).
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Merchandising Ideas
Comparatively, the average snack
product has seen a dollar sales increase
of only 1.2 percent.
Nielsen also found that annual
household spending on individually
packaged snacks has increased 1.1
percent over the previous year, with
almost every household in the U.S.
(98 percent) purchasing these items
at least once for quick and convenient
consumption.
Households today spend an average
of $133 annually on individual snack
items, purchasing them almost twice
monthly (22.3 times per year) across
subcategories. Large families —
specifically those with five or more
members — index the highest out of all
household groups, purchasing 16 percent
more individually packaged snacks than
the average family.
When it comes to consumers striving
to make healthier lifestyle choices,
convenience is still king. When shoppers
make quick trips to the convenience
store, they are purchasing less healthy
options, possibly because the healthy
assortment they are accustomed to at
conventional stores is not available,
according to Nielsen. However, with
44.2 percent of consumers willing to pay
premium prices at convenience stores,
there is an opportunity to grow healthier

snacking options in this channel, the
researcher noted.
Additionally, 33 percent of convenience
store shoppers plan to purchase fresh
food at convenience stores in the future,
opening up the opportunity for innovation
to reach the consumer on this trip type,
Nielsen added.
Nielsen defines individual snacking as:
• Jerky
• Dairy (individually wrapped cheese,
yogurt cups, ice cream cones and
cups)
• Confection (single-serve candy)
• Salty snacks (salty snacks under 3.5

ounces, snack mixes under 5 ounces)
• Fresh-cut fruits and vegetables
(with or without a UPC) under 10
ounces; single-serve refrigerated fruit
smoothies and fruit jars/cups
• Bars (all health, meal replacement,
performance, weight management,
cereal/granola bars)
• Cookies/crackers (under 4 ounces)
• Nuts/seeds (under 5 ounces)
• Sweet snacks (under two servings)
• other (fruit snacks, snack combos with
meat or cheese, snack combos with
dip). 

The following is a paid advertisement

Please support the following Blue Bunny Distributors

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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The following is a paid advertisement

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
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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
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MANUFACTURE, REPAIR AND MAINTENANCE
ALL KINDS OF ELECTRIC SIGNS

WE ARE SPECIALIZED IN
INTERIOR & EXTERIOR SIGNS
BANNERS, POSTERS, LOGO DESIGNS
LARGE FORMAT PRINTING
CHANNEL LETTERS, POLE SIGNS,
CANOPY BRANDING, INSIDE BRANDING
AND MUCH MORE....
Sohil Maknojia
PRESIDENT

website : avonsigns.com
ADDRESS :
8825 SOLON ROAD, SUITE E2
HOUSTON, TX 77064

Vol. 5 Issue 1

info@avonsigns.com
OFFICE : 832-649-7534

FAX 832-912-4103
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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
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GHRA WAREHOUSE
7110 Bellerive Dr.
Houston, TX 77036
Ph. 281.295.5333

www.ghraonline.com

Fx. 281.295.5347
Vol. 4 Issue 3

