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On behalf of the board of Directors, our CEO and staff and all the members who
support this great organization every day, a very plentiful September to you all.
Great leaders recognize the importance of their people. In our business, we are all
leaders; leaders of our stores, leaders of our community and leaders of the largest
organization of our kind, GHRA. Our vision is one of unlocking the human potential in
all of us and empowering us beyond that of an employee at a large corporation. We
want to hear from you and we want to listen, all in the effort to grow together and lead
each other to prosperity. Gathering the “wisdom of the community” can only produce
the best results and unlock the best ideas for our future!
Our mission upon our founding was a grass roots minded and synergistic approach to
provide our members with equal opportunity and connections to grow their investments
and our own community. This is still true today and as leaders, it is a concept we must
continually commit to. Today, our DSD business is strong but as leaders, we know
it can be even stronger. Our Warehouse business is thriving but we know as leaders
that it can flourish when all of us buy from ourselves regularly. Our Proprietary food
service operation is growing and it can grow bigger and faster when we take the lead
and make it happen! Plus, after hearing from many of you about the pressures in this
market and beyond, GHRA is working on a project to help unlock the door to the future
and celebrate the heroic work you do every day!
By working together and using our collective brain power, we will not only grow our
business but we will help grow our local economies and our communities, leaving a
lasting, positive effect on the world that we work in every day. I am committed to that;
our board is committed to that and we know you, our members are committed to that.

Thank you for your support.

Firdous Ali

Moez K. Maredia
Director

Sohail Ali
Director

Riyazali Momin
Director
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On My Mind

G

HRA
understands
our
members not
just because we
know them well.
We understand
them because
we are made
up of members;
Bill Pitocco
members govern
CEO
our company. We
have a level of expertise at the highest
points in the company that know what
it takes to operate a convenience store
every day! From opening the store,
staffing the store, ordering products,
receiving them and even changing the
paper out at the dispenser and more, we
understand! That’s why we are working
hard to develop even greater value; value
that allows each member’s life to be a
little easier. Certainly our 3% rebate and
the addition of snuff and cigars, and the

50¢ rebate on Cigarettes will help.
Thank you for your work, your patronage
and your dedication to your business and
to our collective business, GHRA.
We are hard at work on our 2020
programming. We are already seeing
new products, new concepts and new
ideas from our supply partners and look
forward to planning solid marketing
programs for 2020 that drive consumers
to your stores and add value to your
business! Plus, we continue to roll out
our proprietary food offering! We have
opened our 10th Big Madre location
and not only are the sales strong but
the consumer response is beyond our
imagination. Quality home-cooked
Mexican food at a convenient price is
making an impact wherever a Big Madre
opens! Consumers tell us that our food is
AMAZING and beyond what they expect
from a convenience store. That’s exactly
what we hoped for; a taste they want to
come back for and can only get from a
GHRA member store!

Next month, we will have an opportunity
to celebrate together at our yearly
tradeshow. This year’s atmosphere
leading up to the show already feels
different. Coming together to celebrate
where we are and where we are going
together is a sure sign of the company’s
ascent to new heights! We look forward
to seeing you all at the show and we
are hoping this year’s excitement will
translate into record breaking attendee
numbers!
There is so much more we are working
on; its exciting to be part of what’s
coming. We heard the heartbeat of our
next big offering at a meeting late in
August. As with any new baby, we plan
to do the reveal soon, and then let it grow
until its ready for the world!! Then, we will
surround it with the love GHRA gives to
all its ideas, and because of that we know
it will be a success.
Our members are always our mission!
Thank you for your support. 

The following is a paid advertisement
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Feature

TOBACCO 21 Effective September 1st
By Debbie Briese, GHRA Procurement & Marketing Manager

Age restrictions on buying cigarettes and other tobacco products are older than you may think. Over 100 years ago,
tobacco sales were banned for anyone under the age of 16, with some states increasing the minimum age to 21 prior
to World War I.
Fast forward to September 1st 2019 - Senate Bill 21 has raised the minimum age to purchase tobacco to 21 in
Texas.

Effective September 1, 2019 consumers under 21-years-of-age
will not be able to buy tobacco, cigarettes or e-cigarettes.
There are two exceptions:
1. Military members over age 18
(with valid military ID)
2. People who were born on or
before Aug. 31, 2001
The best defense against agerestricted sales mistakes is training!
Make sure all of your employees are
aware of the age restriction changes
to properly comply with the new law.
The new law prohibits the sale
of cigarettes, e-cigarettes, or any
tobacco product to someone who is
younger than 30 years old unless the
person properly shows valid proof of
identification.
Approved forms of identification
include the following IDs that show
a customer’s age:
• Texas drivers license
• Drivers license from another
state
• Passport
• Military ID
• State issued ID card
• US Government issued ID card
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The law requires the store to
properly supervise and train all
employees to prevent a violation of
the Proof of Identification Law.
All employees should know how
to verify an ID is valid:
• Check the expiration date
• Birthdate must be 8/31/2001 or
later
• Verify that picture on ID matches
the customer
• Inspect the ID – handle the ID
and look at it closely for signs of
fraud
If an employee in your store is
caught selling an age-restricted
product illegally, simply saying “I
checked the ID” is not a defense.
You have to be able to prove that
the ID you checked was reasonably
realistic and belonged to the person
presenting it.

Selling tobacco to someone
under 21 is a serious offense. Store
owners, managers, and employees
can all be charged with a Class C
misdemeanor violation with penalties
including:
• fine of up to $500
• jail time
• loss of the store’s license
Customers who attempt to buy
tobacco product for someone under
the age limit can also charged with a
Class C misdemeanor, and fined up to
$500.
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Feature
As of September 1st, stores selling
cigarettes, e-cigarettes, or tobacco
product are required by law to post a
sign in a location that is easily visible
to all employees and customers, and
that is close to where the cigarettes,
e-cigarettes, or tobacco products are

sold. The best location is likely ON
the cigarette fixture, in a place where
it will not cover product or required
manufacturer signage.
To ensure that all Members receive
the proper signage, they will be
included in the September sign kit.

English version

You will be able to easily post the
signage with the double-stick tape
attached to the sign.
Businesses selling tobacco products
are expected to have the correct
signage posted within 72 hours of
September 1st.

Spanish version

Signs must be printed in official dimension size of 8.5” x 14”
Vol. 6 Issue 9
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Food Service

Mine Your C-store's Hidden Gold
By Howland Blackiston, Principal, King-Casey (modified)

Most convenience store operators know
that foodservice sales should be one
of the fastest-growing, most profitable
segments of their business. They know
that excellent foodservice offers a way
to differentiate themselves from the
competition.
On the other hand, many operators
may not know the importance of having a
menu strategy and optimized
menu communications.
This is a pity because the
“opportunity to optimize” is
like a goldmine hidden in your
store.
The examples in this article
should bring that point home.

strategy and to prioritize specific menu
categories and individual items. The
design leveraged “hot zones” — those
menuboard areas where customers are
most likely to look first when ordering.
They should communicate your bestselling and most profitable items. Two
alternative menuboards were tested in
nine stores prior to system rollout. This

JAMBA JUICE
— TOTAL STORE
COMMUNICATIONS
The company had become
the market-leading “smoothie”
brand, but a major internal
research project uncovered
some disturbing facts. Consumers found
a disconnect between the “healthfulness”
branding objectives and the actual menu
communications. The menuboard was
difficult to navigate and/or understand,
and in-store communications were not
used to support the menu.
The first step was to develop a new
menu strategy. Menu categories and
items were evaluated and prioritized
based on sales and profits, industry trends
and consumer research. An analysis was
performed to determine which menu items
would stay (or go), how the items should
be merchandised, and how to leverage
store communications to achieve the
brand’s business objectives.
Next, new menuboard schematics
were designed to reflect the new menu
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validation testing resulted in increased
sales of high-profit items, higher incidence
of add-on sales, improved customer ease
of use, and stronger “healthfulness” brand
impression.
Finally, the team developed “path-topurchase” communications that reinforced
the new strategy. These communications
respond to the fact that consumers
have different behaviors, attitudes and
needs in different areas or zones of a
store. Understanding and leveraging
the “customer zone” concept is a major
differentiator for improving sales.

C-STORE PARTNER — A DATADRIVEN APPROACH
The biggest chicken chain you may
have never heard of was founded in
Louisiana 30 years ago, and has grown

rapidly recently. Krispy Krunchy Chicken
(KKC) now has 2,400 outlets in 46 states,
most of which are licensed c-stores.
Despite this growth, KKC knew it could do
better.
After a stakeholder survey found
unhappiness with the menuboards, KKC
pursued a path similar to our previous
example. They developed a new menu
strategy, used a data-driven
approach to optimize menu
communications, and had
consumers validate a selected
strategy that was rolled out via
digital menuboards.
Payback was immediate:
overall sales grew by
significant double-digits; sales
of high-profit, high-priority
items increased; incidence of
sides increased; and average
checks increased.
KKC CEO Neal Onebane
says: “Our new menu strategy
and the effective optimization
of menu communications has contributed
significantly to the growth in KKC sales
and profits.”
Connect the dots. If KKC had doubledigit growth, so did its c-store partners’
chicken sales.

LESSONS LEARNED
Based on the above examples, the key
takeaways for c-store operators are to:
use data-driven consumer research to
assess current offerings and identify new
menu offerings where needed; develop
a menu strategy that documents how
the food and beverage items you offer
will achieve your business goals; use the
menu strategy to prioritize, organize and
optimize your menuboard; and leverage
customer zones in your store to reinforce
menu strategy and communications. 
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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 9
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Education

Inside The Consumer Mind
By Convenience Store News

Getting to Know the C-Store Tobacco Buyer

Seven in 10 cigarette purchasers have tried e-cigarettes or vaping product
Despite the many challenges of the tobacco business — declining volume, new regulations,
legislative scrutiny, and more — it remains a crucial business for convenience store operators.
Cigarettes accounted for 28.5 percent of all in-store sales in the convenience channel last year,
while other tobacco products (OTP) accounted for 6.84 percent of in-store sales. The c-store
tobacco consumer, however, is evolving as new nicotine products continue to hit the market.
Here’s a look at some of the latest consumer insights around tobacco purchasing.
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Convenience Store News Announces
Winners of 2019 Best New Product Awards

Industry News

Adapted from August Convenience Store News article by Susan Durtschi, Past Times Marketing

The new age of convenience,
driven by millennials and
members of the Gen X and
Gen Z generations, has shaped
the new product trends in
convenience stores.

Items appropriate for Keto and
Judging for the 2019
paleo diets are included in the
CSNews Best New Products
mix of this year’s award
Awards was supervised by Past
winners. Many favorite and
Times Marketing, a New Yorkfamiliar brands have cleaned up
based consumer research and
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product testing firm. Contest
By Susan Durtschi, Past Times Marketing (Adapted from August Convenience Store News article)
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Convenience Store News Announces
Winners of 2019 Best New Product Awards

The 2019 Best New Products Awards winners are:

The 2019 Best New Products Awards winners are:

Alternative Snacks/Combo Packs: Duke’s Shorty & Cheese – Conagra Brands
Alternative Snacks/Combo
Duke’sBars
Shorty
Cheese
– Conagra
Candy/Chocolate:
Reese’sPacks:
Outrageous
–&
The
Hershey
Co. Brands
Candy/Chocolate:
Reese’s Outrageous
Bars – The
Hershey
Co. LLC/7 Days Croissant
Packaged
Sweet Snacks:
7 Days Croissants
– Epta
America
Packaged
Sweet Snacks:
7 Days
Croissants
– Epta America LLC/7 Days Croissant
Salty
Snacks/Chips:
Pringles
Wavy
– Kellogg’s
Salty Snacks/Nuts
Snacks/Chips:&Pringles
– Kellogg’s
Salty
Seeds:Wavy
DAVID
Pumpkin Pepitas Sea Salt/Green Chili with Lime – Conagra
Salty
Snacks/Nuts
&
Seeds:
DAVID
Pumpkin
PepitasSnap
Sea Salt/Green
Chili with
– Conagra Brands
Brands Overall Innovation: Rice Krispies Treats
Crackle Poppers
– Lime
Kellogg’s
Overall Innovation: Rice Krispies Treats Snap Crackle Poppers – Kellogg’s

Spe���� p�i��n� in Sep���b�� - se� pa�� 42 fo� mo�� in���m��i��!
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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 2019:

ZIP IN ZIP OUT
MARKET AT SHEPHERD INC
BINGO TRUCK STOP
HANDI KWIK FOOD MART
MODERN FOOD STORE
COVE COUNTRY STORE 2
PRIMESPOT # 21
HOUSTON NEWSTAND
OST FOOD MART
TRI CITY BEACH GROCERY

SMILLEYS FOOD STORE
SNAPPY'S MARKET # 5
SNAPPY'S MARKET # 6
SNAPPY'S MARKET # 7
LOCKWOOD GROCERY
JR'S MARKET
BIG'S 3818
BIG'S 3806
BIG'S 3814
BIG'S 3811

BIG'S 3819
BIG'S 3822
BIG'S 3820
BIG'S 3817
BIG'S 3815
BIG'S 3813
BIG'S 3823
BIG'S 3807
BIG'S 3812
BIG'S 3808

BIG'S 3821
BIG'S 3850
QUICK BUY
MVP FOOD STORE
FUEL MAXX # 49
KINGSPOINT MART
ANGELS ON THE WAY
KATY EXPRESS # 5
TELGE STOP

The following is a paid advertisement
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Marketing

Decorate your store for the fall season!

T

he summer
heat in
Houston is
sweltering with
high temperatures
and high humidity
percentages.
According to
Weather-us.
com, the average
Hamna Siddiqi
Houston summer
GHRA Marketing Assistant
temperature in
2019 was reported to be 95°F, with most
days crossing the 90°F temperature
mark. GHRA Warehouse was prepared
for the summer heat and hurricane
season by providing all the supplies your
c-store needs.
But now that the summer heat is
behind us, we prepare for the cool
fall evenings. The fall season brings
a feeling of something warm, comfort
and coziness. You want to make sure
the same feeling is reciprocated to your
customers and employees every time
they enter the c-store or drive by the
store front.
To get into the fall spirit, and create a
seasonal transition, here are some tips
you can apply to your c-store to increase
monthly sales:

Display top products:

You can use your POS system to
determine the products your customers
like and gather data of what their
shopping patterns look like. Display
the top selling, most popular items and
quick sale items towards the front of
the store, along with seasonal novelty
items that are useful for your customer.
It’s important to diversify the display
settings to attract potential customers
and help increase sales.

Play with seasonal decor:

Fall and winter seasons are truly the
most wonderful time of the year. Be sure
to play up the season by decorating the
storefronts, so customers are greeted
with seasonal cheer before entering your
c-store.

Adding the right sales banner:

A good strategy during this time can be
to highlight the products and promotions
in the store by placing signage that
communicates the promotions at the
point of purchase – on the display or
at the in-line product location. Keep in
mind, in-store promotional activity should
complement the GHRA spanner and
poster promotions.
Last but not least, be sure your store

Are you ready
for the Fall?
is clean. Customers prefer to find the
products they are looking for quickly,
so your shelf sets should be neat
and organized. Make sure your staff
recognizes that more traffic will require
more cleaning during the holiday time.
Make a schedule so that employees know
when they need to clean and organize.
As you add decorations and window
displays, try not to focus on a particular
religious holiday. Focusing on neutral
color schemes and generalized fall and
winter decorations can give the festive
holiday spirit without pushing a particular
holiday (decoration suggestions: orange
and brown leaves, winter bark, pumpkins,
pinecones, and any nature color decor).
Stay tuned for more with GHRA! 

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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GHRA Store Prototype Package

Save Thousands of Dollars $ $ $
Have you been thinking about redesigning or creating a new look for
your convenience store?
Each year members spend tens of thousands of dollars, and hours of their valuable time and energy,
attempting to come up with proficient new designs for their stores.
Together with a professional design company, we have created an incredible package that will suit all
of the needs for your store for just $1,000.00.

INCLUDED IN EACH PACKET FOR $1,000.00:

Internal Elevation - External Elevation - Floor Plan - Floor Framing Plan Equipment Layout Plan - Reflected Ceiling Plan - Electrical Plan - Plumbing
Plan - Floor Tile Plan - Furdown Plan
Please call Doug at 281-295-5363 for more information
~ We can offer you a FREE one-time consultation with the design company to help with any civil
concerns you may have.
~ Printed files can be mailed to members as soon as payment is received.
~ CAD files can be sent to your email and received electronically - depending upon your mailbox space
requirements
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CONTACT LOCAL REP

972-207-9228

NEW

24/7 INTERACTIVE
VOICE RESPONSE

1.800.258.7466, option 1*
24/7 ONLINE

BLUERHINO.COM/ORDERONLINE

AMERICA’S #1 BRAND OF PROPANE
Proud partner of
46
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Free Credit Card Terminals

NO
.

..

Application Fees
Monthly Fees
Batch Header Fees
Programming Fees
Annual Fees

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

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

Pay at the Pump
Nooruddin Khawja: 832-419-7071
Amir Ali Charania: 281-323-8500
Rasool Virani: 713-409-7919
Office: 281-565-2425
Fax: 281-565-2423

UNIVERSAL MERCHANT PROCESSING

12603 Southwest Freeway, Suite 265, Stafford, TX 77477

www.UniversalMerchantProcessing.com

Vol. 6 Issue 9
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APPROVED

pest control services

PF OER GSA STS T ATCI O NO
N
T
R
O
L
S & TRUCK STOPS
C A L L N A U S H A D T O DAY
832.786.9792

w w w . C o n q u e s t Pe s t S e r v i c e s . c o m
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PROTECT YOUR STORE.
We check for skimmers
with our TDA Facility Inspection.
Starting at $200!*
*price depends on size of store and number of dispensers

for more info: petsolinc.com or call: (800) 880-9582
ABILENE AUSTIN BEAUMONT CORPUS CHRISTI DFW HOUSTON RGV SAN ANTONIO TEMPLE TYLER VICTORIA
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Prices are subjected to change. Valid with processing only.
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Use this calendar to plan special marketing promotions this month

September

Sign up for a session and
start your journey with us!

Vol. 653
Issue 9

Vol. 653
Issue 9

"Someone is sitting in the
shade today because
someone planted a tree a
long time ago"
- Warren Buffett

THANK YOU FOR
YOUR SUPPORT!
Sign up for a session and
start your journey with us!

Quote of the month submitted by: Nasir Ali
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CAREER OPPORTUNITIES
Lehjatali Momin | Warehouse Chairman

All GHRA
announcements and
publications will be
posted online.

Various positions
available

NOW
HIRING



WE’RE ONLINE

WWW.GHRAONLINE.COM

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.

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

• This training takes about 4-6 hours

Under Other Services

and must be completed within 30 days

Absolutely FREE for
GHRA members.

from start of training.
• Payment options: Money order or

Members can now
list businesses or
equipment for sale on the
GHRA Website!

deduct $65 from your quarterly rebate.

REGISTRATION FORM IS AVAILABLE
at www.ghraonline.com

Learn2Serve:
Food Safety Principles Training +
Texas Food Safety Manager Bundle Package
To register for this Health class please visit
www.learn2serve.com/
texas-food-safety-certification

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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