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“A leader’s job is to look into the future and see the company, not as it is, but as it
should be.” When you look into a telescope, the lens shows you only the view of
what you pointed it towards. It is zoomed in on what it wants to see; its focused on
its subject. Good leaders know the importance of holding on to that vision when
times are tough. They resist succumbing to fear, have faith, and keep their eye
fixed on where they’re headed. They focus on solutions and possibilities. They
focus on finding a way. That’s how they follow through and exceed expectations.
Our members continue to exceed our expectations. You continue to drive us
towards our shared vision, a vision whose origins were founded in the early 1900’s
with the idea of cooperatives and built on years of partnership and cooperation.
Not only are we succeeding in our vision, we are growing beyond it too. This
has been an amazing year for us. Our 2018 tradeshow again surpassed our
expectations! Our DSD programs and partnerships are producing gains in volume
and in revenue. Our warehouse processes are refined and solid while our margins
and sales continue to grow. We have the first true prototype built in the market and
are about to open our very first Big Madre’s, GHRA’s own food service brand. We
have dedicated directors, hardworking employees and eager supply partners. I
am proud to be a part of this community and building the business vision we have
for it!
Human beings have an inherent need for a clear sense of direction and purpose
in life. We long to commit to something bigger and more important than ourselves.
This is our GHRA and through it you are making a contribution to the community
and to the world. Commitment to that vision, commitment to seeing our company
as it should be rather than how it maybe now is a powerful and long term promise.
With that level of passion, even against all odds and adversity, we will continue to
make progress, continue to grow and say to ourselves “We knew it could be done,
and we were the people to do it”.

Thank you for your support,

Tajddin Momin

Moez Maredia
Director

Noordin Maredia
Director
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In Balance

I

t was great to
see everyone
at the GHRA
Tradeshow! It is
amazing how far
we have come
in the last few
years together.
With the addition
of our warehouse
Mike Thompson
and distribution
Chief Executive Officer
center, we have
added many new suppliers and service
providers to the exhibition. Each year, we
completely sell out of our available space
and attendance continues to climb. Next
year will be even more exciting!
It is extremely important that each of
us spend the time and effort to keep
ourselves up to date on all aspects of
our industry. New brands, packaging,

flavors, and categories are continuing
to be developed and marketed to our
shoppers. If you have been in the
business for any length of time, you will
know that the merchandising inside the
store is quite different than it was just
5-10 years ago. Shoppers are buying in
many different ways today. They have
more choices of stores to choose from
and being competitive is not just having
the best price. Staying on top of trends
and consumer preferences takes your
dedication to see and experience new
products and items through venues
like the GHRA Tradeshow. If you have
multiple stores, it is important that
you send your management team to
experience it for themselves. Continue
to be a ‘student’ of the industry. Know
that you don’t know everything you
should know about operating a great

convenience store.
There are many ways to stay on top
of our industry trends. GHRA provides
many insights and the GHRA Tradeshow
is always a great local and relevant
way for most of our stores to engage
in industry education. NACS is another
great resource for learning about our
industry. I highly encourage everyone to
attend the NACS Show this year in Las
Vegas. Every time I return from NACS, I
incorporate new ideas and learnings from
my experience there. There are many
publications and on-line resources to
gain knowledge on how to manage many
different aspects of your business. Take
advantage of every resource to keep your
competitive edge!
Stay focused on sales… take
advantage of the remainder of the
summer selling season!
The future is bright for GHRA! 

The following is a paid advertisement

All-in-one Rack
$1.69 Tostitos/Cheetos
-Shippers on Sides

NFL Prepacked
Weekender

Texans Tostitos
Weekender

$1.69 Tostitos Salsa
Ranchera, Salsa Verde,
Flamin’ Hot Cheetos, Small
Salsa & Cheese Dip
*Place on All-In-One Rack*

Brand media-to-shelf will
drive consumer
engagement
*Place in high traffic
location*
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Texans Tostitos
Will drive incremental
sales. For game day
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Community

New Austin Jamatkhana
By Bill Pitocco

C

ongratulations to our Austin area
brothers and sister on the opening
of the newest Jamatkhana in
Austin Texas. GHRA board of directors
were on hand for the opening ceremonies
along with Texas Gov. Greg Abbott.
This is the first purpose-built interfaith
center in Cedar Park for the community.
The Ismaili Jamatkhana at 2401 South
Lakeline Boulevard is the newest prayer
and gathering place that community
leaders say was built specially to promote
an understanding of Islam and other
religions. “Their value is bringing people
of different backgrounds together and
building knowledge of one another and

their religious traditions,” said Omar
Sanji, communications coordinator for
the Aga Khan Council for the Southwest
United States. “So it’s a place for Ismailis
to get to know our neighbors from all
walks of life better and for them to know
us better.” GHRA President Tajdinn
Momin and Vice President Firdous Ali
attended the opening on August 7th
along with Barkat Fazal, National Council
President of the United States, Murad
Ajani, President of Southwest Council,
and Faisal Momin, Honorary Secretary
of Southwest Council. “I have a great
sense of pride in our community and
I am proud to have been a part of the
opening in Austin”. President Momin said.
Austin has had a Jamatkhana off North
Lamar Boulevard for years and the rented
space has been used as neighborhood
gathering place for outreach and civic
programming, including voter registration
drives, food drives and guest speakers.
But the community hasn’t had a place
to really be able to bring the community
together. GHRA Vice President Firdous
Ali said, “ the new Jamat kana is a huge

part of the Austin communities growth
and future. What we learn about religion
comes through our service; how we care
for the Jamatkhana; what happens in
Jamatkhana. This opening means those
traditions will be passed on to another
generation”. The new Jamatkhana in
Cedar Park will serve as the principal
place of congregation and prayer for the
Ismaili community in the Austin area.
“Jamat kana was always a place for us,
as kids, to hang out. It became a social
space. That was an important part of
my personal religious education and I’m
so happy and excited for future Austin
area youth to experience this”! President
Momin added. 

The following is a paid advertisement

Ice Cream & Fruit Bars

HIGH QUALITY, on the lower price!
Full DSD at your store!

We have taken the refreshing
blend of Hispanic fruit juice
drinks and

Contact us at 713-290-0123
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Freezers FREE of
Charge!!!
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Feature

Houston Strong!

Doing business in the greatest city in America
(adapted from Colliers International report on Houston)

America’s
fourth-largest city
spent the last year
recovering from
Hurricane Harvey’s
landing in August
of 2017. A recordbreaking 50 inches
of rainfall and
severe flooding
Bill Pitocco
slammed the Texas
Vice President
Gulf Coast, jolting
the economy and disrupting businesses
and daily life. GHRA members and
businesses were affected and in various
ways including a few locations that closed
for good. But the Bayou City proved
resilient, with recovery efforts bringing
the city back to pre-hurricane growth.
With Harvey behind us and a growing
population of skilled workers at its
disposal, Houston is poised for continued
economic expansion in 2018.
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Population and Employment

Texas suburbs, including those around
Houston, made up half of the U.S.’
fastest-growing cities between 2015
and 2016, according to the U.S. Census
Bureau. Analysts project the Greater
Houston Area’s population will grow by
2.3% in 2018. Hundreds of thousands
of Ismaili Muslims live in the U.S. and
Canada, with Houston having the largest
population. Houston’s availability of jobs
has supported its booming population.
Known for its high concentration of
energy companies, Houston’s economy
has diversified. An expanding array of
healthcare companies, a number of tech
startups and major companies have set
up shop in Houston. The city ranks third
in the U.S. for the most Fortune 500
HQs, with 20 companies on the 2017 list.
Local economists forecast an additional
45,000 jobs in 2018, and they expect
that number to increase annually through

2021. Houston has also been a favorable
destination for recent college graduates.
The city made the No. 1 spot on Money’s
“Best City for College Graduates” list for
its affordable housing and abundance
of entry-level positions. The majority
of Houston’s population over the age
of 25 holds a high school diploma, and
those with college or graduate degrees
outnumber residents who have less than
a high school education.

Industrial and Energy Sectors

Despite a fall in oil prices in 2014,
energy still plays a large role in
the creation of jobs and wealth in
Houston. Four of the city’s Fortune
500 companies, Phillips 66, Conoco
Phillips, Enterprise Products Partners
and Plains GP Holdings, are in the
energy industry. All major oil and gas
companies have operations in the area,
including ExxonMobil, BP America and
Shell Oil Co. U.S. energy consumption
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Feature
is expected to grow at an average
annual rate of 0.2% through 2040, and
year-over-year oil exploration and gas
exploration are up in the U.S. by 80%
and 109%, respectively. Texas is also the
largest chemical-producing state, with
the sector generating $172B in annual
revenue. The Houston Ship Channel
is the largest petrochemical complex
in the U.S., and the industry employs
more than 100,000 workers directly,
with another 500,000 related jobs in
the state. Beyond energy and chemical
production, e-commerce has claimed
a large piece of Houston’s industrial
inventory. Not only are companies
like Amazon establishing distribution
centers in Houston, third-party logistics
companies are investing in warehouse
space to meet the growing demand from
e-retailers. Oakmont Industrial Group,
for instance, has a speculative 700K
SF warehouse under construction to
support e-commerce activity. Plus, the
city continues to enjoy the continued
growth of the 140,000 square foot GHRA
warehouse and distribution center on
Bellerive dr. Industrial vacancies hovered
around 5.4% while leasing activity
increased 11.8% over the quarter from
5M SF in Q3 to 5.6M SF in Q4 of 2017.

Currently, 6.4M SF of industrial space is
under construction in Houston, according
to Colliers International.

Retail and Office

While Hurricane Harvey caused
significant property damage, Houston’s
real estate market is strong. Combined
with a positive economic outlook,
sectors like retail and office are ready
to rebound. After oil prices dropped in
2014, Houston’s office market posted
six straight quarters of negative net
absorption. The fourth quarter broke the
streak, with the office market posting
673K SF of positive absorption. Office
construction continues to lag behind
medical, retail and industrial. Harvey did
little to impact office inventory, with less
than 7% of buildings reporting damage.
Any initial disruptions the historic storm
had on the retail industry has been short
term. While spending fell 58.7% following
the event, reconstruction efforts brought
spending back to pre-event levels,
according to the Colliers International
report. Houston’s average retail vacancy
rate remained steady at 5.6% between
quarters and increased from 5.4% in Q4
2016. Houston had 15.8M SF of vacant
retail space on the market in Q4, with
single-tenant retail boasting the lowest

vacancy rate of 1.7%, followed by theme/
entertainment at 3.3%, lifestyle centers at
3.8%, power centers at 4.1% and malls
at 4.5%. There is 2.9M SF of retail under
construction. The majority of projects
under construction are in the outlying
suburban submarkets adjacent to growing
residential developments.

Faith

Houston responded to a devasting
storm by coming together; uniting itself
for the common good of its citizens and
preparing itself for growth beyond preHarvey levels. We can thank God for
that and to do so, the city will open an
Ismaili center in the near future. “The
Aga Khan’s decision to locate the first
center in Houston is a golden reflection
of the city itself and of all Ismailis,”
Says Mayor Sylvester Turner. “Ismailis
believe in pluralism, tolerance, openness,
development, education and cultural
engagement, making the Center a
perfect fit for the most diverse city in the
United States, where neighbors helping
neighbors is one of our distinguishing
traits and cultural engagement is an
everyday part of our lives.”
Together, we are Houston Strong! 

The following is a paid advertisement
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Food Service

Making the Most of Your Foodservice Program
By Convenience Store News

Foodservice continues to serve
as a key point of differentiation for
convenience stores. Keeping the
menu fresh requires innovation as
well as a keen eye for new products
and emerging consumer trends. At
the 2018 NAG Conference, hear from
three leading retailers that are leading
the pack when it comes to thinking
outside the box to drive food sales.
Few categories offer convenience
store retailers a brighter financial future
than foodservice. But there is one
catch: foodservice must be done well.
In fact, food quality, the experience at a
convenience store and the presentation
of the food itself ranked higher to
customers than price, according to a
report by the NPD Group.
That is an extremely powerful
message, but when you look at the
industry’s leaders in foodservice, this isn’t
simply a message, it is the mission.
In the highly-competitive foodservice
industry, c-store retailers must do
everything possible to entice customers
to try new products and return for more,
without negatively impacting why the
stores exist: to provide convenience.

Doing More with Less

Foodservice remains a high growth
category for convenience store owners.
Given the category’s enormous profit
potential, operators must embrace
foodservice to attract a steady stream of
customers.

Learn to Be Great

When it comes to foodservice, among
the key learnings for convenience store
owners is that whatever level of food you
feel comfortable delivering—the simplest
or the most complicated—focus on fresh,
quality and value. But the ultimate piece
is consistency. You have to be able to
deliver great food consistently.
For the longest time, c-stores were
ahead of the game in morning and
afternoon meal occasions, but what has
happened over time is that the quickservice channel caught up. Customers
thought of c-stores as the place to get a
quick coffee and a bakery item, and it was
a great meal. But with more restaurants
getting involved in morning sales and
offering an upscale product, they are
drawing more traffic and it is coming at
the expense of c-stores.
How convenience store owners

respond will determine their level of
success in the competitive foodservice
business. What’s more, this doesn’t
necessarily need to be elegant upscale
menu items. It’s whatever you feel
you can do consistently. If you are
comfortable selling sandwiches, sell the
best sandwiches you can. If it’s fried
chicken, have the best fried chicken in
the market. It is a rigorous endeavor, but
this is where our industry is going and
it’s certainly what the market leaders are
currently doing.
It’s not easy, but when you do it
consistently, you’re rewarded with a
stream of repeat business, and that is
how you set yourself up for a successful
future. 

The following is a paid advertisement

Inside Houston

For Service Call: Tastee Kreme Ice Cream
713-290-0123
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Human Resources

How to Overcome the Labor Crisis
By Ready Convenience

The labor pool is shrinking Unemployment is low, businesses are growing,
more students are going on to college,
and another baby boomer retires every
nine seconds. One study predicts that
from 2017 to 2027, the nation faces a
shortage of 8.2 million workers, the most
substantial shortfall in at least 50 years.
There are very few industries that aren’t
in the midst of – or at least on the verge
of – a labor crisis, and businesses such
as convenience stores are really feeling
the pinch.
The best strategy to overcome
your staffing challenges is actually a
combination of three separate strategies:
implement creative recruiting, hire
employees for potential, and train to
retain.

Implement Creative Recruiting

Gone are the days when a sign in the
window will lead to an influx of potential
candidates. You have to think outside the
“help wanted” box. Here are a few ideas:
• If you don’t offer an incentive for
employees who refer people for open
positions, start one. If you do offer
one, but it’s not producing results, rethink it.
• Keep a list of employees who leave
on good terms with you, and use it
as a recruitment tool. The grass isn’t
always greener at the next job, and
these boomerang employees may
jump at the opportunity to come back.
• Develop an internship program.
Focus on interns who want to learn
about business principles such as
merchandising, supply chain, loss
prevention, and logistics.
• Sell yourself. Offering higher pay
isn’t the only way to attract new
employees. What else do you have to
offer that other employers don’t?
• Get involved where your employees
live. Many business owners and
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managers tend to focus their
community service efforts in their
immediate area, but it could help your
recruitment efforts to fill needs where
your employees live, not just where
your customers live.

Hire Right

When you’re faced with a labor crisis,
it’s tempting to hire any warm body that
can fill out an application. This might
fill a spot in the short-term, but it won’t
solve your problem in the long-term.
Follow these tips to interview and hire
applicantswho have a better chance of
sticking around:
• Prepare for the interview. The time
you spend up front will save you more
time later.
• Treat applicants like customers. Model
your customer service philosophy
throughout your interviewing process.
• Ask questions that reveal an
applicant’s fit for your operation. Give
applicants scenarios that might really
happen in the position they’re applying
for and see how they respond.
• Focus on attitude over experience.

Skills can be taught, but you can’t
change an employee’s personality.
• Be honest and realistic. Tout the
benefits of working at your store, but
don’t oversell it.

Train to Retain

Training reduces turnover. Be sure your
ongoing training program is focused on
retaining quality employees from their
very first day. Include these five training
approaches.
• Orientation training: Set new
employees up for success.
• On-the-Job training: Blend online
training with opportunities for
employees to practice what they’ve
learned.
• Career progression training: Use
your learning management system to
create custom advancement paths.
• Refresher training: Protect your
business, employees, and customers
with refresher courses on compliance
and safety issues.
• Training through leadership: You are
the most effective training tool in your
store. Lead by example. 
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Technology

How to Maximize the Final Touchpoint
in Your Customer Journey
By ZipLine

Consumers are drawn to shopping
experiences that foster relationships
and provide value beyond the purchase.
Today’s most successful brand
relationships gain traction at every
touchpoint throughout the customer
journey. Payment and rewards programs
can help to seamlessly and instinctively
strengthen the bond between the
consumer and the brand to create what
every merchant seeks: loyalty.
Case studies in success
ZipLine studied several national
convenience store chains with distinct
brands and specialties, analyzing the
behavior of more than 122,000 enrolled
program members over a 12-month period
across 1,350 store locations. Whether the
chain’s focus was fresh food or fast fuel,
they all shared one thing in common: when
they implemented a combined private label
debit and loyalty program, they enjoyed
greater enrollment, more participation
and higher sales than with their previous
iterations of payment or loyalty alone.
Building revenue in stages
One 70-store chain offered a payment
program without traditional loyalty elements
for several years. Upon launching the
program, this retailer saw a 33% purchase
lift across 350,000 additional transactions
and 2.9 million gallons of fuel. In-store
team members contributed to the success
of this launch by acting as program
advocates, which encouraged welldistributed adoption across all stores.
Building on the success of their payment
program, the chain launched its loyalty
program a few years later, increasing
monthly enrollment in the payment
program by 68%. After the first month of
participation, customers increased their
program usage by 30%, providing even
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greater lift in overall sales for the chain.
Generating excitement with refreshed
marketing
In another success story, a 180-store
chain with locations throughout the
mid-Atlantic nearly doubled its projected
transactions per store per month by going
to market with a combined private label
debit and loyalty program.
Leveraging ZipLine’s consumer
engagement team, the chain executed
a comprehensive marketing strategy
that included weekly email segmentation
campaigns, paid digital advertising and
point-of-purchase materials. All program
messaging consistently highlighted
the distinct and meaningful benefits
of seamlessly combined payment and
rewards.
By successfully communicating the
one-swipe ease of the program, this
brand increased monthly enrollment in the
payment program by 110%, and customers

increased their program usage, resulting
in 22% more transactions per member to
date.
Relationship building is everything
Consumers expect quick, simple and
rewarding purchasing experiences and
will shop where they find them. Paymentforward loyalty programs that seamlessly
combine private label debit and rewards
are becoming part of that expectation.
And they’re a proven way to help build
the relationships necessary to capture the
loyalty of today’s consumers. In the end,
merchants who fail to take advantage of
the relationship-building opportunities
provided by the current payment and
rewards trend may soon be left behind.
For a more detailed look at the case
study data and to get a how-to guide on
implementing a successful loyalty program,
sign up here to receive ZipLine’s latest
white paper. 
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Safety

How To Succeed At Food Safety

Best practices in food safety start with training and a food safety culture
from the top down.
By Francine Shaw, president of Savvy Food Safety Inc.

Chipotle recently made news again for
a food safety outbreak at an Ohio location
that sickened 500+ people. Tainted
romaine lettuce, pre-cut produce, and
sandwich wraps have also been making
headlines for sickening consumers.
Foodborne illness incidents are 100%
preventable, and could be avoided if food
businesses adopted a food safety culture,
providing ongoing education/training
and implementing proper food safety
protocols.
Foodborne illness is a widespread,
serious problem, sickening 48 million
people, hospitalizing 5,000, and killing
3,000 in the U.S. annually.
Follow these tips to create a food safety
culture as a c-store operator:
• Start at the top. Ensure that company
leaders are setting a good example
for employees to follow. When food
safety culture starts with buy-in from
leadership, employees understand
that food safety is a priority, and are
more likely to take it seriously.
• Explain why. It’s not enough to tell
employees that they need to do
specific things in the name of food
safety (e.g., not cut raw poultry on
the same board as ready-to-eat
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foods, take the internal temperatures
of foods, etc.) Explain to employees
why it’s so important to follow each
protocol so they understand the
reasoning behind the rules.
• Provide ongoing food safety training.
Food safety training and education
should be an ongoing effort. Train
all employees, emphasizing why
food safety is a huge priority for your
organization. Provide continuous
updates and refresher courses to
keep food safety “rules” top-of-mind.
• Hire a third-party food safety expert.
It’s invaluable to have an objective,
third-party expert inspect your
facilities at regular intervals, provide
food safety training, and ensure that
all food safety protocols are being
followed.
• Conduct in-person training sessions.
Do in-person trainings with a food
safety expert—at least initially.
Face-to-face interactions can help
engage employees, emphasize key
points and create a more memorable
learning experience. Online training is
helpful for refreshers and reminders
throughout the year.
• Provide the proper equipment. Stock

your commercial kitchen with the
necessary tools to safely prepare and
serve food. For instance, ensure there
are food thermometers at every work
station so employees can easily (and
regularly) check the temperatures of
the foods they’re preparing.
• Conduct self-inspections. Inspection
will confirm all staff members are
complying with proper food safety
protocols. Emphasize that food safety
should be taken seriously—every day,
every shift, with every meal.
• Don’t allow employees to work when
ill. Norovirus is a highly contagious
illness that can be spread easily and
quickly. If employees are vomiting or
have diarrhea, they should not work.
No exceptions – even if you’re busy
and short-staffed.
• Avoid careless mistakes. Employees
should know that even seemingly
“minor” mistakes could sicken (or even
kill) guests.
• Wash your hands. Insist on proper
and regular hand washing—before
every shift, after using the restroom
or emptying trash, after touching raw
food, money, cellphones, doorknobs,
menus, etc. 
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Industry News

Packaged Beverages Trend Upward
By Scott McKinney, Contributing Editor | csnews.com

Consumer demand for healthier
beverage options continues to spur
development in the convenience store
cooler. Low-sugar beverages with
straightforward ingredients such as
flavored waters, sparkling waters and
ready-to-drink coffees continue to
deliver sales.
Health-conscious consumers are the
driving force behind the dominant trends
in the packaged beverage category
over the past year, according to industry
analysts and convenience store beverage
category managers.
“The two mega-trends most impacting
beverage consumption today are
consumer demand for healthier
refreshment and variety,” said Gary
Hemphill, managing director of research
for Beverage Marketing Corp. (BMC).
“Due to this, the marketplace continues
to splinter with a steady onslaught of
new product introductions as well as new
categories emerging.”
The National Association of
Convenience Stores reported this past
April that packaged beverages continue
to be a leading source of revenue (15.8%)
and gross profit (20.1%) for convenience
stores, with enhanced water showing the
strongest annual increase in 2017 (9.1%).
Other segments with year-on-year
growth in convenience stores include
ready-to-drink iced teas (3.5%),
alternative beverages (3.5%) and bottled
water (0.6%).
America’s per capita consumption
of bottled water in 2017 exceeded 42
gallons, a 12% advantage over the
consumption of carbonated drinks.
Ready-to-drink (RTD) coffee
outperformed all other segments, with
12.3% increase in sales volume and
14.4% increase in retail sales. Enhanced
water also saw double-digit growth,
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according to BMC.
In convenience stores, PET/still-bottled
water dominated the bottled water
segment, accounting for $11.8 billion in
sales for the 52-week period ending May
20, 2018, according to scan data from
Chicago-based IRI, while sparkling water
accounted for nearly $2.6 billion.

SIMPLER INGREDIENTS

U.S. consumers continue to seek
out healthier alternatives to traditional
carbonated soft drinks and energy
drinks. Much of the supply for consumer
demands has been provided by smaller,
niche segments in the market: per BMC’s
research, RTD coffee and enhanced
water saw double-digit growth in 2017.
VERC Enterprises, based in eastern
Massachusetts, operates 26 stores
in Massachusetts and southern New
Hampshire. Meghann Eaton, category
manager for beverages at VERC
Enterprises, saw parallels with the
national trend of steady growth in
sparkling beverages and RTD coffee.
“Sparkling water has always been a

healthy growing category for us, with
15% year-to-date growth,” said Eaton.
“This year we added one liter sparkling
water to a few sets, which has brought in
new customers to the category without
eating into the half-liter or 20-ounce
market.” Eaton attributes sparkling
water’s popularity to customers who seek
healthy drinks, but still want a carbonated
refreshment.
RTD coffee has also been a reliable
generator for the New England chain over
the past calendar year.
“Starbucks is still the top dog for us,”
said Eaton. “The whole brand does well,
from Frappuccino and double shots, to
cold brews. We expanded space in the
doors for this category from two shelves
to at least half a door.”
The new health-savvy consumer is
choosing cold brew coffee over highsugar energy drinks, according to
Matthew Barry, senior beverages
analyst at Euromonitor International.
“Cold brews tend to be much lower in
sugar than energy drinks, or even other
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Industry News
forms of RTD coffee, so you can get a
similar energy burst in a healthier way,”
Barry said. “At the same time, there
is also an incredible quantity of new
products entering the category from both
large and small players. That means both
more space being devoted to cold brews
as well as just a better variety of options
for consumers to choose from.”
David Hallman, senior category
manager at Kum & Go, a West Des
Moines, Iowa-based convenience store
chain with more than 400 stores in 11
Midwestern states, reiterated the impact
health concerns have on the packaged
beverage market.
“The main driver of growth in flavored
and sparkling water is health-conscious
consumers,” said Hallman. “People
are more interested in the product
nutritionals than ever before, and are
looking to consume products with cleaner
ingredients and fewer categories.”
This trend has contributed to an uptick
in flavored waters, sparkling waters and
cold brew coffee sales at Kum & Go.
Hallman said that cold brew coffees have
improved since the beginning of the year,
corresponding with a rapid rise in iced

coffee sales over the past two years, and
the chain will likely increase space for
new cold brew coffee items in 2019.

base of New England. “People are trying
to cut their soda intake, but want the
carbonated taste still. That’s why Polar’s
crazy fun flavors do so well,” Eaton said.
ON THE BUBBLE
Polar offers a wide selection of flavors,
Sparkling and flavored waters have
including natural flavors such as pink
been driving factors behind the growth
grapefruit, lemon and black cherry, as
of bottled water, according to Alexander
well as limited edition seasonal offerings.
Esposito, another research analyst at
The brand excels at reaching out to its
Euromonitor International.
“While in the past sparkling waters have customer base through a diverse array
of media, said Eaton, contributing to its
been a relatively niche product in the
American bottled water scene, especially popularity in the Northeast.
Traditional carbonated beverage
compared to European markets, they are
companies are also responding to the
now moving out of the premium niche
high demand for sparkling water.
they once occupied and are gaining
Pepsi earlier this year introduced its
mainstream popularity,” said Esposito.
bubly sparkling brand, while Coca-Cola’s
Despite La Croix’s nationwide growth,
Dasani sparkling water and Nestlé
Eaton said the beverage drew lackluster
Waters’ host of regional sparkling brands
results at VERC.
are all performing well, according to
“We carried La Croix last year, as
BMC’s Hemphill. “Sparkling water is hot
singles in the cooler, but it didn’t move
right now, so most of the leading brands
well,” she said. “We may have been
are experiencing strong growth.”
too early for New England, so I would
Indeed, one of Coke’s fastest growing
like to try them again in 2019.” Instead,
Polar Beverages and Poland Springs are lines of products in the U.S. has been
sparkling water, anchored by DASANI
the standout sparkling water sellers in
Sparkling, smartwater sparkling and Topo
VERC’s coolers.
Chico. 
Polar’s line of sparkling waters has an
especially strong following in its home
The following is a paid advertisement

A WINNING COMBINATION!
Contact Scott Lewis
Sales Manager

Mobile: 832.390.7308
E-Mail: scott.lewis@bordendairy.com
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Education

Proposed Tobacco Regulations

O

n July
28, 2017,
the FDA
indicated that
harm reduction
would be strongly
embraced—
and even
encouraged—with
the announcement
Bill Pitocco
of a new regulatory
Vice President
program that seeks
to lower smoking rates and encourage
smokers toward alternatives.
“Envisioning a world where cigarettes
would no longer create or sustain
addiction, and where adults who
still need or want nicotine could get
it from alternative and less-harmful
sources, needs to be the cornerstone
of our efforts,” Gottlieb said in the
announcement. “We believe it’s vital that
we pursue this common ground.”
The FDA dropped a number of
regulatory announcements to support this
new goal, including:
• Extending deeming application
deadlines for noncombustible
products.
• Exploring a requirement to lower
nicotine levels in cigarettes.

•E
 xploring the role of flavors in tobacco
and nicotine products.
• Intentions to issue product standards
for electronic cigarette and vaping
devices.
“We need to make sure we strike the
right balance between FDA fulfilling its
vital consumer protection role while also
fostering innovation when it comes to
potentially less harmful forms of nicotine
delivery,” said Gottlieb.
Another aspect of the July
announcement that got the e-cig
industry’s attention was the plan to issue
an ANPRM seeking public comments
on flavors—both the role flavors play in
attracting youth and if they could play a
role in encouraging smokers to transition
to less harmful products.
“This is the first time the FDA [is saying
they] want to see what role flavors play in
the importance of adult smokers wanting
to quit,” said Gregory Conley, president
of the American Vaping Association,
Stratford, Conn.
The vaping segment isn’t the only
one that would be affected by flavor
regulations: The FDA specifically cited
menthol in the flavors its gathering
comments on. That means menthol
regulations could still be on the table.

“It’s interesting that flavors and menthol
were only mentioned once in this
announcement,” said Bonnie Herzog,
managing director of consumer equity
research for Wells Fargo Securities, New
York. “I don’t think an outright ban is
likely.”
One of the biggest headlines in the
FDA’s new plan was the intention to
explore lowering nicotine levels in
cigarettes. The FDA plans to “begin a
public dialogue about lowering nicotine
levels in combustible cigarettes to
nonaddictive levels through achievable
product standards” and will soon issue
an ANPRM for public comments on the
potential health benefits and unintended
consequences of doing so.
“Because nicotine lives at the core of
both the problem and the solution to the
question of addiction, addressing the
addictive levels of nicotine in combustible
cigarettes must be part of the FDA’s
strategy for addressing the devastating,
addiction crisis that is threatening
American families,” Gottlieb said.
It should be noted that while it is
within the FDA’s purview to lower the
nicotine levels in cigarettes, Congress
has prohibited the agency from lowering
nicotine levels to zero. 

The following is a paid advertisement
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Outreach

GHRA Supports Mayor Turner
By Bill Pitocco

H

ouston Mayor Sylvester Turner is
uniting Democrats, Republicans,
business leaders, unions,
community groups and thousands of
Houstonians to improve roads, make
neighborhoods safer, support our public
schools and give business owners and
working people a better chance to get
ahead.
GHRA supports Mayor Turner in his
efforts to unite us all and many other
initiatives he is working towards that help
independent Convenience store owners
and the community. In his 2018 State of
the city address, Mayor Turner offered his

support for the proposed Ismaili center in
Houston beginning 2019.
In support of these initiatives and
to help propel this agenda forward,
the GHRA board of directors held a
fundraising event for Mayor Turner in
early August. The event was held at
GHRA President Tajddin Momin’s home.
“It was an honor to host this event in
my home, on behalf of both he Ismaili
community and the GHRA business
community, and to work together with our
city leaders to help unify us and ensure
that “tomorrow will be better than today”.
Also in attendance at the event was all
of the GHRA board member and their
spouse along with (add who else was
there from EPG, AKDN ect)
It doesn’t matter to the Mayor whether
you are a Democrat or Republican or
whether you’re black, brown, white or
Asian. Whether you’re rich or poor or
in between; whether you’re educated
or uneducated. What matters to him is
that we are all Houstonians, and we will
stand and work for Houston and for its
future together. Mayor turner said, “many
people ask me, “How did Harvey change
us?” I would argue that Harvey didn’t

change us. It showed the world who we
are. We are each other’s keepers. We get
in boats and rescue on another. We feed
and clothe one another without a second
thought. We help each other to remediate
and to rebuild. We are very resilient
people working to build a more resilient
city we call Houston”. 

The following is a paid advertisement
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Government Relations

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

Austin, Texas – In GHRA government
relations columns, we typically look at
state-level matters at the intersection
of your business interests and Texas
public policy. This month, let’s looks at
activity by a smaller unit of government.
“Political subdivisions” – such as
counties, cities, school districts, river
authorities, university systems, and
much more – are government entities
created by the state, typically either in
the Texas Constitution or state statutes.
Taken collectively, all of these units of
government are designed in a more
localized geographic area to help area
individuals, workers, businesses, and
institutions. However, government
goods and services come at a cost and
those costs are significant to both your
residence and business location.
Take, for example, the Fort Bend
Independent School District and the big
growth of student enrollment, services,
and infrastructure to meet student
education needs. Based in the City of
Sugarland and geographically sitting just
Southwest of greater Houston, the Fort
Bend ISD has been on a spending spree
by selling public bonds to investors that
are repaid from taxes on property owned
by individuals and businesses located
within the school district boundaries:
• 2007 Bond Program. Voters located
within the Fort Bend ISD approved
a $428 million bond package on
November 6, 2007. While most of the
construction is completed, final work
is being completed on two projects
(Madden Elementary and Thornton
Middle School) from the 2007 bond
program.
• 2014 Bond Program. Fort Bend ISD
voters next approved a $484 million
bond package on November 4, 2014

Vol. 5 Issue 9

“to fund significant investments to
address the District’s growth, improve
safety and security in schools, and
upgrade the District’s technology
infrastructure.” Most of the funds were
used to build four new elementary
schools, adopt more safety measures,
and buy new technology tools.
• 2018 Bond Program. Earlier
this year, the trustees started a
“Facilities Master Planning” process
to ensure that the district would
continue to develop the best learning
environments and meet the District’s
strategic goals for students. Now,
coming in at almost $1 billion, last
month the Fort Bend ISD trustees
unanimously approved an election
for voter approval to sell $ 992.6
million in bonds to pay for new
capital construction, more safety and
security measures, and updates in
transportation and technology. The
in-person Early Voting period begins
next month on Monday, October 22,
and ends on Friday, November 2.
Election Day is Tuesday, November 6.

So, you can see both the multi-year
pattern of approval for spending on
construction projects, commitment to
maintaining infrastructure related to
student education, and the massive
amount of money involved. The trustees
and administration expect voters to
approve the 2018 bond program as a
first phase. A subsequent phase of still
more spending (about $705.2 million) is
anticipated in 2021. The school district
and Fort Bend County area are growing
so fast that the taxable base and value
of property have likewise continued to
increase. So, no massive tax increase
has been necessary because the highgrowth situation has swelled the tax
receipts of the Fort Bend ISD. Ultimately,
your residence and business property
taxes fuel government spending.
Your Board of Directors and
professional staff at GHRA are committed
to diligently working to enhance and
protect your C-store business interests.
As always, GHRA will closely monitor new
laws, policies, and other matters that are
important to you. 
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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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New Member Introductions

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

TIME EXPRESS # 3

GONZALES COMMUNITY STORE

SO # 11

CIRCLE A FOOD MART

24 SEVEN #31

NORTH POINT BUSINESS LLC

JULIA'S

TRINITY GROCERY

SWIFT MART

THE COW STORE

SPEEDY EXPRESS #39

CROSS ROADS CORNER STORE # 7

ALMEDA CHEVRON TRUCK STOP

The following is a paid advertisement
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Marketing

Football Mania and Back to School!
Is your store ready?

F

all is right
around the
corner and
its bringing lots of
excitement with it.
Football fans all
over the nation are
impatiently waiting
for the 99th season
of NFL to begin
Hamna Siddiqi
September 6,
GHRA Marketing Assistant 2018. Kids are also
back in school and teachers are thrilled
to begin the new school year. This gives
retailers a great opportunity to stock their
stores with relevant products and create
a one-stop-shop for their customers.
GHRA Warehouse and Distribution
Center has created a timely utility for our
members to find seasonal valuables in
our warehouse.
Football fans are ready to begin
tailgating and host BBQ parties. It’s
important to have products in your store
such as charcoal, disposable utensils,

cold beverages, chip and dip and various
snack items. With the dedicated support
NFL teams receive from their fans,
novelty products such as t-shirts, hats,
coffee mugs, key chains, are all products
that can increase your sales and a great
way to market the right products, at the
right time, to all the supporting fans!
Remember too, Kids are back in school
and college semesters have resumed.
Be sure to merchandise and keep store
shelves stocked with notebooks, folders,
pens, pencils and erasers. According to
National Retail Federation, parents spend
approximately $26.5 billion on school
supplies from K-12. That’s an average of
$669.28 per student. And these numbers
have increased by 5% from last year
where the average cost per student for
school supplies was $634.78.
Though Football season and backto-school are key factors this month,
Labor Day and upcoming cold and flu
season are other factors to keep in mind
as fall approaches. Labor Day is the

first Monday in the month of September
which is dedicated to the social and
economic achievements of the American
labor. We’d like to acknowledge all of our
hard working employees along with our
dedicated members for all the hard work
you do!
Cold and flu season will be upon us
soon. That means allergy season and lots
of coughs and sniffles. Be sure to carry
over the counter allergy relief and pain
medication that will help your consumers
get all their necessities at a one-stopshop.
Last but not least, GHRA Warehouse
and Distribution Center caters to our
members whether it’s back-to-school
supplies, cold and flu medication or
2018 Football kick-off! Stop by our Cash
and Carry to find ‘New Items’ at the
warehouse, monthly promotional deals,
and products that fit your needs all year
round. Be sure to check our GHRA App
for product updates and monthly deals!
Stay tuned for more with GHRA! 

The following is a paid advertisement

NEW FROM OAK FARMS
4 Flavors of 5.3 oz.
Cottage Cheese with Real Fruit

8 oz. Sour Cream

See your Oak Farms Salesperson today!
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COMING UP:
OCTOBER PROMOTIONS

Spanner Board:

Monster 16oz Cans

Poster #1:

20oz Dr Pepper Bottles

Poster #2:

28oz Gatorade Bottles

Poster #3:

20oz Vitamin Water
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

