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After strong growth in 2017 and early 2018, global economic activity slowed down in the
second half of last year, reflecting a confluence of factors affecting major economies.
China’s growth declined and increased trade tensions with the United States ensued.
The euro area economy lost momentum and car production in Germany was disrupted
by the introduction of new emission standards; investment dropped in Italy and natural
disasters hurt activity in Japan. Conditions have eased in 2019 as the US Federal
Reserve signaled a more accommodative monetary policy stance and markets
became more optimistic about a US–China trade deal, but they remain slightly more
restrictive than in the fall.
SO WHAT! What does all this have to do with GHRA and the convenience store
industry?
All of these changes have an effect on our shoppers’ purchase habits and how they
spend. They impact consumer confidence and how our shoppers feel about spending
extra money beyond their immediate needs. After taxes, housing, transportation,
health care, entertainment and utilities, shoppers have about 5% of their paychecks
available for typical c-store purchases like cigarettes, snacks and refreshments. On
an average $55,000 a year salary, after taxes, our shoppers have about $2,255 a year
left to spend with us - that’s $6.17 a day.
Competition for the convenience store customer is fierce. All of us are not competing
daily for the $6.17. Rather, we are competing for the customer count!! The number
of customers with $6.17 to spend is the goal! Retailers, including mass merchants,
wholesale clubs, dollar stores, drug stores, fast food, coffee shops, and grocery stores
vie for customer count. In a market of fierce competition for convenience customers,
we need to provide the type of service that sets our stores apart from the competition.
That service, that unparalleled spirit of service makes all the difference in the world
when shoppers are looking for a place to spend their hard-earned pay. Once consumers
develop a preference for our stores, or extra services, they come back to the store
more often and spend those dollars with us.
As we attract and retain customers, the entire company grows – the warehouse grows,
the DSD business grows, our services business grows and the company itself uses
the results as investment in the future. The economic situation of today demands
that we provide shoppers with something above and beyond the products we offer. I
know this community and I know that there is no chain (yet) that can provide the kind
of service to consumers that we can. We all salute your hard work and thank you for
your support.

Sohail Ali
Director

Riyazali Momin
Director
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Thank you for your support.

Firdous Ali
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On My Mind

W

e're
halfway
through
the year (happy
4th of July)!
Around this time,
I tend to go back
and reflect on my
goals for the year,
both personal and
Bill Pitocco
business. I think
CEO
about what’s been
accomplished, and what still needs to
be done before the end of the year! As
I look back on this year, I got a burst of
motivation and inspiration!!!
2019 is turning out to be a big growth
year for GHRA while at the same time, a
foundational year as well. We are seeing
growth in all areas of our business. Our
distribution business is strong due to
your continued support and patronage.
Under the watchful eye of our operations
manager Aaron Schutz, our costs to
deliver to your stores are lower per case

than they have been since we opened!
Our product mix is shifting due to your
increased patronage of non-tobacco
items and that is providing a nice lift to
our distribution margins (which we share
with you at the end of the year)! At the
same time, the foundational items of the
future are coming together. We will have
a big announcement very soon: one that
will give us a longer-term vision into the
future. Our marketing leader, Debbie
Briese, who comes to us from CST
(Valero) has set in motion a number of
new programs that will bear fruit ($$’s) in
the months and years to come. Our new
items management and communication
systems, our planograms and number
of direct supplied vendors is up! Plus,
on the DSD front, having a seasoned
professional in Ruben Valdez managing
the business, we are seeing volume
growth on our platforms and continued
growth for the partners who utilize them.
That should mean more customer traffic
overall to GHRA stores! We are seeing a

shift in sales this year due to our platform
support and GHRA is up beyond the
growth in the market itself!
Internally, your cooperative is growing
in other ways too. Our employee
attraction and retention programs are
changing. Romina Kadiwal is hard at work
on programs like these as we become a
larger part of the supply chain. Attracting
industry talent is important as well as
maintaining our community profile and
GHRA is in position to be an area leader
in human resources.
Of course, there are many more folks
here at the company at work on your
behalf too. In speaking with them, they
are very passionate about ensuring
you get the best service in the business
for us. I assure you, each of these
employees is dedicated to making the
store life easier.
Our members are our mission!
Thank you so much for your support
and have a great second half of the
year. 

The following is a paid advertisement
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IMAMAT DAY MUBARAK!
On the special occasion of Imamat Day,
the GHRA Board of Directors & Staff
wishes you and your family with prayers for
peace, happiness, and barakat. Ameen.

Regards,

Firdous Ali

President, GHRA

In observance of Imamat Day,
GHRA Corporate Office will be close at 1:00 PM
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Feature

State of Industry 2019:

		 Change the Curve
Adapted from CSP story by Michael Wood Jr and Hank Armour

The convenience-store industry has a
long history of doing several things really
well: fast service, varied assortment,
new-product introductions, locating on
prime real estate—all the things that
make the channel “convenient.” But
the overriding characteristic that keeps
the c-store industry strong is individual
retailers’ willingness to evolve.
This is good news, especially because
this year’s NACS State of the Industry
Summit once again underscored the
S-curve. This graphic representation
of an entity’s maturation suggests that
every—or at least most—business or
industry goes through a growth phase,
a maturity phase and, as growth begins
to taper off, a saturation period. Unless it
evolves.
While the c-store industry saw another
year of record inside sales and industry
profits, there are several reasons to
believe some of the industry is on the
downturn of an S-curve.
Charlie McIlvaine, chairman and CEO
of Coen Oil Co., summed up those
reasons succinctly from the stage when
he said, “The bottom half of the industry is
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still a 10-year-old business model.” That
is how saturation sets in: by not getting
ahead of the trends, or even setting them.
And in this period of unprecedented
channel disruption, the need for c-store
retailers to keep up with the cutting edge
is paramount.
The numbers also show that those
who evolve can thrive. Many retailers in
the top quartile found that a strategy
focused on foodservice was the best
opportunity to improve profits—and
that helped lead to strong growth for
other categories such as packaged
beverages and snacks.
The products we sell also have
evolved. Look at entirely new
categories such as energy drinks
and the innovation within the water
category.

The point is, more than half of the
retailers in NACS’ data sample have not
yet fully realized the potential of some
key categories of the convenience-store
business. There’s still plenty of room
to grow sales if this bottom end of the
industry would embrace new strategies
and new technologies.
Sure, convenience is under attack
from all angles and all channels of retail.
It has come in product format, service
innovation and, significantly, technology
advancements. But there’s no reason the
c-store industry can’t maintain its edge by
embracing segments that are still growing
and leading some disruption of its own.
We have to work together to effectively
change the curve. 
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Government Relations

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

Austin, Texas –
GHRA member stores
throughout Southeast
Texas should invest
the time between now
and September 1 for
owner and employee training on three
key parts of a new important state law
that will impact tobacco and e-cigarette
sales. First, effective September 1,
Texas is raising the age restriction on
selling or giving tobacco and e-cigarette
products from 18 years old to 21 years
old. Importantly, as a “grandfather”
provision to accommodate tobacco
and e-cigarette purchasers who are
currently over age 18 but not yet 21
years old as of September 1, the new
law will allow sales to those individuals.
Specifically, after September 1, you
may still continue to sell cigarette,
e-cigarette, and tobacco products to
a person who was born on or before
August 31, 2001.
This change in law will require
renewed and specific training of all
C-store employees. This change in
law means that Texas is the 14th state
to raise the legal tobacco purchasing
age to 21 years old. So, a minor from
another state that still has an age limit
of 18 years old may be traveling in
Texas and does not fully observe the
posted 21-year age limit notice in your
store. That minor, say a 20 year old,
may confidently approach the clerk and
seek to buy a pack of cigarettes. We
trust that the clerk will have received
enough training and repeated training
so that no tobacco or e-cigarette is sold
to anyone under the age of 21.
Of note, the new law includes a
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specific exception for individual military
members. Underscoring the need
for training of C-store owners and
employees, the state law’s military
exception allows all members of the
military over the age of 18 with a valid
military ID to purchase tobacco. You
do not need to determine whether this
customer is on active military duty. The
sale is legal if the individual is over the
age of 18 and shows an apparently
valid military identification.
Second, a crucial part of the new law
relates to C-store employees properly
asking for proof of identification – a
Texas drivers license, another state
drivers license, a passport, or an
identification card issued by a state
government or U.S. government – that
shows a person’s age. The law says
you cannot sell or give any cigarette,
e-cigarette, or tobacco to someone
who is younger than 30 years of age
unless the person shows an apparently
valid proof of identification. The law
specifically says that “a retailer shall
adequately supervise and train the
retailer’s agents and employees to
prevent a violation” of this proof of
identification law.
Third, as of September 1, each
C-store and person who sells any
cigarette, e-cigarette, or tobacco
product is required by law to post a
sign in a location that is conspicuous
to all employees and customers and
that is close to the place at which the
cigarettes, e-cigarettes, or tobacco
products may be purchased. The sign
must include the following statement:
PURCHASING OR ATTEMPTING
TO PURCHASE CIGARETTES,

E-CIGARETTES, OR TOBACCO
PRODUCTS BY A PERSON UNDER
21 YEARS OF AGE IS PROHIBITED
BY LAW. SALE OR PROVISION
OF CIGARETTES, E-CIGARETTES,
OR TOBACCO PRODUCTS TO A
PERSON UNDER 21 YEARS OF
AGE IS PROHIBITED BY LAW.
UPON CONVICTION, A CLASS C
MISDEMEANOR, INCLUDING A FINE
OF UP TO $500, MAY BE IMPOSED.
VIOLATIONS MAY BE REPORTED
TO THE TEXAS COMPTROLLER'S
OFFICE BY CALLING 1-800-3458647. PREGNANT WOMEN SHOULD
NOT SMOKE. SMOKERS ARE MORE
LIKELY TO HAVE BABIES WHO ARE
BORN PREMATURE OR WITH LOW
BIRTH WEIGHT. THE PROHIBITIONS
ON THE PURCHASE OR ATTEMPT
TO PURCHASE DESCRIBED ABOVE
DO NOT APPLY TO A PERSON WHO
IS IN THE UNITED STATES MILITARY
FORCES OR STATE MILITARY
FORCES. THE PROHIBITIONS ON
THE PURCHASE OR ATTEMPT TO
PURCHASE DESCRIBED ABOVE
DO NOT APPLY TO A PERSON
WHO WAS BORN ON OR BEFORE
AUGUST 31, 2001.
The Texas Comptroller will determine
the design and size of this sign. Also,
the Comptroller will give the sign on
the request free of charge to retailers.
However, the Comptroller has the
option to charge distributors for the
sign.
As always, the GHRA board and
professional staff will closely monitor
new laws, policies, and other matters
that are of interest to you. 
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Human Resources

Managing Turnover in Your
Convenience Store
By Ready Convenience

The convenience store industry has
historically suffered from a high turnover
rate. With the job market tighter than ever,
keeping a full staff is likely to continue
to be a top challenge for owners and
managers. So, should you just resign
yourself to a turnover rate of over 50
percent? Of course not. Here’s how to
change that number for the better:

Determine an Acceptable Level of
Turnover
Retaining 100% of your convenience
store employees is not a realistic goal,
nor should it be. You will still have to let
people go when they’re not a good fit for
your team, and even loyal employees will
have to change jobs sometimes. Take a
look at what your turnover rate is now,
and set a goal to decrease it by a specific
percentage in the next period. You may
also want to set different goals based
on different position levels. Part-time
positions will likely have higher turnover
rates than management positions, for
example, and your retention goals should
reflect those differences.

Find the Why Behind Your
Turnover Rate

If you don’t know why you’re losing
employees, you need to find out. Dig

deep. If an employee leaves for “a better
opportunity,” find out why they were
looking for that opportunity in the first
place.

Connect the Dots between
Training and Turnover

Employees who feel capable, worthy,
and successful will be loyal to the
company that helps them feel that way.
Hard skills – such as how to merchandise
the shelves and use the POS system –
give employees the confidence they need
to do their jobs. Soft skills – such as time
management and problem-solving – help
employees achieve their true potential in
the workplace.

Give Employees What They Want
(It May Not Be What You Think)

The employer-employee dynamic has
shifted, and employees know it. The
truth is, you need them just as much as
they need you. To maintain a workforce
into the future, you must offer what other
employers don’t. This isn’t just about
money. Employees are more likely to stick
around if they feel appreciated and part of
a team. They want to work for a company
that shares their values and appreciate
their uniqueness. Be that company.
Improving your employee turnover rate
won’t happen overnight. Implement a
strategic and smart team building effort
and you will see it change over time. 

The following is a paid advertisement

For Service Call:

Inside Houston: Tastee Kreme Ice Cream

713-290-0123
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Food Service

Millennials Increase Their C-store
Foodservice Visits

C

onvenience
stores are
stepping
up to create
new foodservice
competition as
Americans get
busier.
According to a
new
GasBuddy
Doug Boone
GHRA Food Service Manager survey, foodservice
now makes up nearly 23 percent of sales
at c-stores nationwide, growing 3 percent
in the past five years. Additionally, 43
percent of millennials purchase more
food from c-stores today than three years
ago.
Approximately 56 percent of Americans
purchase meals at gas station c-stores
at least once a month, while younger
consumers purchase food at c-stores
more frequently, GasBuddy found. A
quarter of those aged 30-44 purchase
food five or more times per month, while
20 percent of those aged 18-29 purchase
food at c-stores three to four times per
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month.
Three quarters (75 percent) of
respondents believe c-store foodservice
has improved in the past five years.
"Convenience retailers with compelling
foodservice programs are a growing
threat to quick-service restaurants,"
said Frank Beard, convenience store
trends analyst at GasBuddy. "Data show
that people choose convenience stores
over fast food locations because of the
convenience of an all-in-one stop for fuel
and food, followed by a preference for
the taste of the food at c-stores. Couple
this with leading convenience brands like
Wawa and QuikTrip rapidly expanding
across the country, and fast food brands
will be forced to find innovative ways to
catch up."
Along with frequent visits to c-stores to
purchase meals comes increased dollar
spend. The study found that one in four
Americans spend $6 to $10 per week
on c-store foodservice, with nearly 20
percent of those aged 18-29 spending
$10 to $15 per week.

The most-preferred meals at both
c-stores and quick-service restaurants
include sandwiches or wraps; fresh
salad; pizza; burgers and fries; and fried
chicken.
"Convenience brands are wellpositioned to cater to consumer's tastes
because they aren't pigeon-holed into one
type of cuisine," Beard added. "Our study
found that younger Americans prefer
more variety, particularly with newer
menu items like burritos and pizzas."
Speed is a concern, as nearly one third
of consumers are only willing to wait five
minutes for their meal.
When asked what they dislike about
fast food establishments, consumers
named unhealthy options as their
top concern, followed by food quality,
restaurant cleanliness and limited food
and drink options.
If you are interested in getting your
piece of the pie call Doug Boone for more
information on Big Madre Tacos y Tortas.
Doug Boone
281-295-5363 
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The Big Madre brand will be marketed to Houston area
consumers who shop at GHRA Member stores.
• The brand will drive traffic to your store through shopper
loyalty.
• The loyalty will be to the brand and to your individual store.
• Excellence in food service builds greater revenue and better
overall margins.

Fresh.y.Fast

Footprint requires 120 square feet, with 12’ counter space

For more information

Contact Doug Boone, Food Service Manager
281-295-5300
Vol. 6 Issue 7
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Education

Tips for Overcoming the Overwhelming in
Convenience Store Management
By Ready Convenience

Staffing issues are some of the
biggest challenges in convenience store
management. Even the most effective
managers encounter stubborn personnel
obstacles—ones that won’t go away, but
continue to block the flow of business
and give rise to staff-training issues.
Many leave you feeling overwhelmed,
wondering how tasks that are seemingly
so simple sometimes feel impossible
to overcome. Here are a few common
examples, including solutions, that can
help you turn these situations around.

without being asked, pitching
in to help someone else,
going beyond the call of
duty — anything worthy of
recognition.

Challenge #2: I don’t
know how.

How many times a week
do you feel overwhelmed
by this employee response?
While it can be frustrating,
try not to respond with
something like “But I already told you
Challenge #1: That’s not my job.
how.” Down the road, the challenge
Have you ever watched a member
will only evolve into “I don’t remember
of your staff step over debris in your
how.” One of the keys to successful
entrance, not even bothering to pick it up? convenience store management is to deal
• Are your employees regularly at odds with small challenges while they’re still
small.
with each other?
The solution: Improve your
• Do you have to pull teeth to keep the
convenience store training on multi-step
store clean and tidy?
tasks with a three-part approach:
The solution: If the answer is yes to
• Tell the employee how to do it.
any of the previous questions, you need
to improve teamwork in your c-store.
• Show the employee yourself how to
Start by establishing incentives that
do it.
reward employees for taking initiative.
• Then have the employee do it. Follow
You be the judge. Award dollar bills or
up regularly to make sure he or she
some other prize for cleaning something
remains on track.

Challenge #3: I misunderstood.

It’s frustrating and time consuming to
give an employee an assignment, only
to discover later that he or she wasn’t
clear on what you wanted. Sometimes
you might feel like you have to go as far
as drawing the employee a picture. And
maybe you do.
The solution: Provide employees
with easy-to-read notes specific tasks,
or be sure they take good notes when
you make the assignment. Clarify their
understanding by having them read
the notes back to you. This way, both
sides win. You can make sure that your
instructions are complete and that your
employees are clear on how to proceed. 

The following is a paid advertisement

A WINNING COMBINATION!
Contact Kirby Selman
Mobile: 832.390.7308

E-Mail: : Kirby.selman@bordendairy.com
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Category Spotlight - Snacks

Global Trends in Sweets & Snacks
Making Their Way Stateside
By Danielle Romano, CS News

CHICAGO — The world is getting
increasingly smaller. What's trending and
successful in one part of the world can
now easily spread to other regions.
During an education session at the
recent Sweets and Snacks Expo, entitled
"Top 10 Global Snacks and Sweets
Trends for 2019," Mindy Herman of
Innova Market Insights examined the
latest trends from around the globe and
discussed how they are transitioning to
the U.S. market. Innova Market Insights
is a global knowledge provider in the food
and beverage industry.
According to the senior market analyst,
the top global snacks and sweets trends
are:

1. THE ADVENTUROUS
CONSUMER

Consumers love to discover new
flavors, Herman pointed out. This is true
of 66 percent of U.S. consumers, who
cite that products with discover claims
like "new" and "limited time only" and
products boasting unexpected flavors
heighten their appeal.

and snacks are right for them. Product
innovations that were most successful in
meeting consumers' needs in 2018 were
those boasting high protein (13 percent
of product launches), plant-based (9
percent), keto (6 percent), and paleo and
vegan (3 percent).

4. FEELING GOOD

2. ALTERNATIVES FOR ALL

As health remains at the center of
snacking innovation, smart claims are on
the rise, such as "no sugar added" and
"no artificial sweeteners" to showcase
products' lower calorie count. Vegan
isn't slowing down either as that claim
experienced average annual growth of
31 percent, while alternative proteins like
chickpeas, insects and brown rice are
making their way into more and more
products. "This shows that you can have
health and you can have indulgence,"
said Herman.

3. EATING FOR ME

Today's consumers are a finicky bunch
when it comes to choosing what sweets

Consumers say they snack for one
key reason: holistic well-being. Snacking
helps boost consumers' moods, provides
them with comfort and clears their mind,
Herman noted.

5. MAKING CONNECTIONS

Almost half of young consumers (43
percent) share pictures of what they
eat online; therefore they are more
interested in the experience confectionery
and snack manufacturers can provide.
Companies can take advantage of
this by encouraging "fans" to partake
in online flavor voting, or highlighting
product transparency with QR and smart
codes that link consumers to sustainable
products online. 

The following is a paid advertisement

Please contact Saman Distributors LLC
for your snack and candy needs at (323) 786-7865
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Marketing

Hurricane Business Plan
Whipping
winds, power
outages, torrential
downpours and
flooding –hurricane
season in Texas
brings about
dangerous weather
that impacts
homes, families
Hamna Siddiqi
and businesses.
GHRA Marketing Assistant
According to the
2019 Atlantic Hurricane Season Outlook,
Texas is expected to get over a dozen
name storms, along with four major
storms that are developing in the Atlantic
in 2019.
NOAA forecasts a 40% chance the
season stays within “normal” bounds —
12 named storms, of which six become
hurricanes, including three major
hurricanes — and equal chances (30%)
the season is below or above normal.
To assure you and your business are
prepared for hurricane season, we’ve
incorporated a hurricane business plan
that will help you better prepare for the
season:

1. Watch the weather forecast

 e sure to keep a close look out
b
on the weather forecast to stay
ahead of any potential damage and
hurricane activity taking place in the
surrounding areas

2. Stock up on inventory

 ake sure to have the proper
M
inventory in store for hurricane
season. GHRA Warehouse has
a variety of selection to help you
prepare for hurricane season. From
medicine, canned food items, flash
lights, non-perishable items, firstaid kit, lighters, candles and water,
we have it all
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3. Fill fuel tanks

if you have fire
pumps, vehicles
or emergency
generators, be sure to
fill the fuel tanks

4. D
 evelop detailed
employee contact
information

 eing able to contact
b
your employees
during a natural
disaster is important.
Whether it’s to assign
any instructions
or assist with
evacuation. be sure to have the
correct information for all staff

5. Protect important records

 lectronic and paperless records
e
can easily be protected, but any
paper records need to be moved to
a safe and dry area so they are not
damaged. It would also be helpful to
have duplicate copies of the record
and keeping it in a safe place.

6. Prepare for excess water

 xpect heavy rain fall and flooding
e
that is led by the hurricane. Make
sure the sump pumps in your store
are in working order. Clean the
catch basins and floor drainage to
expedite water removal to avoid
flooding within your area

7. Secure doors and windows

 eavy winds and rainfall have
h
the power to damage your store
significantly. Be sure to take
precautions to minimize the
damage that will take place by
placing boards on your windows
and securing doors to protect any
water from coming in or any window
breaking

8. Shut down equipment

to reduce the risk of fires and other
calamities, turn off the electricity
to all non-essential equipment and
shut down all production processes.
If you have pipes that carry
flammable liquids or gas, shut down
these pipes before the storm

9. Evacuate

 ne of the most important factors
o
to keep in mind while designing
your hurricane business plan is
evacuation for you as the business
operators and your employees. Be
sure to evacuate well before the
storm to allow plenty of time to get
to a secure location.

10. Make sure you are secured

 ven with the best preparations,
e
hurricanes can damage your
property and result in other
significant losses. To make sure
your business is able to survive the
storm and its aftermath, you have
the right insurance coverage. 
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New Member Introductions
New Member Introductions

Welcome
Members
On behalf of the Board of Directors and staff at GHRA,
please welcome our newest members as of July 2019:

PRIMESPOT # 36
HANDI PLUS # 15
24 SEVEN X
QUICK MART
DAY & NIGHT

JOY'S FOOD MART
OCEAN POINT
NEIGHBORS MINI MART
AIRPORT EXPRESS
CYPRESS PLAZA # 3

SO # 7
FOOD BUCKET # 1
FOOD BUCKET # 2
CLAY MART EXPRESS

The following is a paid advertisement

All-in-one Rack
XXVL

Prepacked
Weekender

$1.89 Doritos Nacho, Doritos Cool
Ranch, Smartfood White Cheddar
UPC’s – 42071, 42073, 43789
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NEW TCEQ UST FACILITY CLASS
A/B OPERATOR TRAINING
COURSES

Mandatory

GAS STATION OPERATORS MUST BE
RETRAINED WITH NEW COURSE BY 1/1/2020

PRICE: $65
ONLY FOR GHRA MEMBERS
REGISTER NOW FOR THE NEW (TCEQ APPROVED)
UST OPERATOR A/B TRAINING COURSE

COMPLETE THE REGISTRATION FORM AND
FAX /E-MAIL TO GHRA OFFICE
FAX: 281-295-5399 / MEMBERSHIP@GHRAONLINE.COM

Training Certificates from OLD UST Training
courses will not be accepted by the TCEQ after
1/1/2020.

Vol. 6 Issue 7
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Greater Houston Retailers Cooperative Association, Inc.
12790 South Kirkwood Road, Stafford, TX 77477
Office: 281‐295‐5300 Fax: 281‐295‐5399
www.ghraonline.com

UST TRAINING REGISTRATION FORM
New TCEQ Approved Courses for UST Facility Class A and B Operator Training
(All Gas Station operators must be retrained with the approved course by 01/01/2020)

GHRA is excited to offer the following exceptional low price for Members:

Online Training ‐ $65

Members purchasing online training will receive a unique code from GHRA
Online Training takes about 4‐6 hours and must be completed within 30 days from start of training

-

Please complete the following registration information:
GHRA #

_________________

Name of Trainee:
Email Address:

Store Name: _______________________________________________

_______________________________________________________________________
_________________________________________________________________________
(email is required, please print clearly)

Payment Options: (Select One) Please note: Payment is nonrefundable or transferrable

Money order
I authorize GHRA to deduct UST Operators training fees from my quarterly rebate check.
(ONLY VALID FOR MEMBERS WHO JOINED GHRA BEFORE DECEMBER 31, 2018)
Authorized Representative Name: _____________________________________________________
Authorized Representative Signature: ____________________________ Date: _________________
*One form per person registering for UST Online Training*
Complete and fax or e‐mail this form to GHRA office Fax # 281‐295‐5399 Email: membership@ghraonline.com

Office Use Only
Received Date

Verified By:

Payment Type:

Code Issued By:

Registration Code:

Code Issue Date:
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