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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 abundant October to you.  October is 
a big month for the convenience industry and for GHRA.  The NACS show opens on 
October 1st in Atlanta, Georgia.   We encourage everyone to attend. It’s a great way 
to keep yourself informed about new trends, new products and to learn more about 
what todays shoppers are looking for from the industry. We encourage you to attend 
the many seminars being offered at the show this year.  The information can give 
great insights on how to tackle the multitude of challenges we all face in managing our 
stores.

Then, on October 30th, right here in Houston Texas, GHRA will hold its 9th annual 
Tradeshow at NRG stadium. We will showcase new items coming to our market, new 
techniques to running a more successful convenience store and provide members 
with a look into the future of what GHRA is working on.  Plus, every year, our supplier 
booths include something you can’t get at any other tradeshow; personal service!  Our 
booths are filled with familiar faces; people who we work with every day and folks who 
are the top minds in the business!  Interacting with them, asking questions about the 
future of their companies, future trends, and future products will give you the tools to 
keep your business relevant in a fast-paced industry that’s changing every day.

There is more than one key to success.  Knowledge is one of them and these two 
events will certainly provide you with great knowledge about the future.  The second is 
taking action.  We all know that this community is very good at that!  
 Thank you for your continued support!

Dear Members,

Firdous Ali
Thank you for your support.
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Our business 
is very 
healthy.  

The 4th quarter of 
2019 looks to be 
just as strong as 
the entire year has 
been for GHRA. 
Our Corporate, 
Warehouse, Food 
Service and other 
business services 

are making an impact on what we do! Our 
warehouse and distribution company’s 
business has taken off, reaching new 
heights that we are all proud of.  Our 
costs to serve you have decreased and 
we are a very efficient distributor today. 
We have solid plans in place for the 
remainder of 2019 and well into 2020. We 
will see record sales over the next few 
years along with an increase in services 
we provide to help make the store life just 
a little easier. 

On My Mind

Bill Pitocco
CEO

Our DSD business is having another 
solid year of growth. We are well into 
planning for 2020 and we have some 
exciting campaigns for next year.  
Packaged beverage companies and 
retailers are challenged with limited 
organic growth in the most mature and 
largest categories yet there is still so 
much opportunity in this department.  
GHRA will be driving and evolving the 
categories to stay ahead of the newest 
trends and position our members for 
continued growth and margin! 

We have opened our 11th Big Madre 
location and we have another 6 in the 
pipeline!  Members who have built Big 
Madre stores are a critical part of building 
this brand together and paving the way 
for future stores to sell fresh food and 
even ready-to-eat Big Madre products.  
Responses from our customer feedback 
forms are very positive!  Consumers are 
saying they love the food, they love the 
price point and they say the quality is 

outstanding.  We look for the Big Madre 
brand and our next food service offering 
to further connect us with consumers 
and become a bigger part of the Houston 
market! 

 This is all great news and we look 
forward to sharing more with you this 
month at our 9th Annual tradeshow on 
October 30th 2019 at NRG stadium.  
Be sure to visit the booths where you’ll 
find the newest products, products of 
the future and information about the 
future of our supply partners and how 
their companies are evolving.  Plus, as 
President Firdous mentions in his opening 
article on page 3, you’ll meet with some 
of the smartest people in the business 
who not only call on GHRA but who 
continue to educate themselves on trends 
in your business and can help provide 
great insights on how to grow sales and 
increase customer satisfaction.    At 
GHRA, Members are our mission!  Thank 
you for your support. 

The following is a paid advertisement
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Feature

C-Store and Beyond – Moving 
Forward Together
By Debbie Briese, GHRA Procurement & Marketing Manager

As the little 
ones 
contemplate 

their Halloween 
costumes and 
anticipate all of the 
special goodies 
that abound this 

time of year, your GHRA Staff is busy 
finalizing the 2019 Tradeshow:  C-Store 
and Beyond; Moving Forward Together.

The GHRA 2019 Tradeshow will be 
held on Wednesday, October 30th 
at NRG Center.  This event will bring 
together our valued supplier partners 
and the GHRA community for a day 
full of buying and selling, learning, 
networking, and FUN.  

Over 150 suppliers will showcase 
their products and services as well as 
the latest industry trends.  This year’s 

show will feature a NEW ITEM area, 
highlighting recently introduced items 
or products being introduced in the 
near future.  

Also being featured at the show 
again this year will be the fully 
stocked “Your Mart” prototype store 
and Big Madre food service operation 
(including taco samples!).

For “shopping” efficiency, all of the 
warehouse suppliers will be grouped 
together on the show floor.  This year, 
Members will be able to pre-order 
by ship month a broad assortment 
of product deals and displays that 
ship via the GHRA Warehouse and 
Distribution Center, with deliveries 
occurring the first week of the month 
– December through March.

Top five reasons to attend the 
show:

#5 – Gain knowledge and exposure 
to new products, trends, and 
resources available for your store

#4 – Stimulate new and creative 
ways to support your business

#3 – Networking – meet vendors 
and other retailers that may expose 
you to new ways of thinking for your 
business success

#2 – Increase your PROFIT 
potential – take advantage of show 
discounts and product deals

#1 – Big Madre taco samples! 
You won’t want to miss the GHRA 

2019 Tradeshow, C-Store and Beyond 
– Moving Forward Together, as we 
build a stronger, more connected 
future. See you at the show! 
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Food Service

The C-store Industry's Small Operators 
Must Stand Out to Survive

NATIONAL REPORT — As the 
convenience store industry’s largest 
chains get bigger and bigger through 
acquisitions and organic growth, the 
industry’s independents and small 
operators are finding themselves under 
more and more pressure to survive.

But all hope is not lost if these operators 
can find a way to differentiate and stand 
out.

A farm stand-style market, a Native 
American menu, gumbo served by 
the gallon and a growler bar with live 
music — these are just some of the 
unique approaches being employed 
by the convenience store industry’s 
independents and small operators to 
set themselves apart from the large 
convenience store chains in the market.

A major asset of small operators is 
knowing the pulse of their community and 
how to support it, according to Marcos 
Castelán, co-founder of The Navio 
Group, a retail business consulting firm in 
Minneapolis.

“The best way for small convenience 
retailers to stand out is to double-down on 
the in-store experience,” said Castelán. 
“Large chains will rely on spreadsheets 
and reports to find out the trends of the 
area, but if a small store can actively keep 
a lookout for opportunities and engage 
with customers, there is little doubt an 
advantage can be built.”

Coupling that with friendly, personalized 
service is a recipe for small-operator 
success.

“While large chains will be relying on a 
huge, corporate HR and hiring structure, 
smaller chains can focus on finding 
talented and service-oriented individuals 
who are trained through shadowing 
the owner and witnessing their values, 

By Renée M. Covino, Convenience Store News

rather than clicking through a training 
video,” Castelán explained. “There is no 
substitute for a caring, intelligent and 
empowered workforce — all things that 
are harder to screen for when you are 
hiring hundreds rather than a handful.”

DISTINCT FOODSERVICE
One-of-a-kind foodservice can also be a 

focal point for small operators seeking to 
stand out.

Clinton Mini Mart in Salamanca, 
N.Y., features unique Native American 
foods on its menu the last Thursday of 
every month as a way of differentiation. 
Traditional Indian fare, such as fry bread 
with bean and salt pork, Indian tacos, 
corn soup and corn wheels with beans, 
are available for purchase in an otherwise 
traditional convenience store. Owner 
Marcelene Nephew’s inspiration is her 
mother, a “cook her whole life,” from the 
Cattaraugus Reservation, according to the 
Salamanca Press.

Tran Huonggian, the owner of Green 
Acres c-store in Pensacola, Fla., crafted 
a deli menu centered on her homemade 
gumbo recipe, which has now grown 
to a 100-gallon-per-week operation, 
thanks to word of mouth, according to 
the Pensacola News Journal. The single 
store’s hit gumbo recipe may result in 
expansion this year — in the form of a 
food truck.

Offering regional specialties and locally 
sourced menu items is an effective way 
for small convenience retailers to stand 
out vs. chains, according to Meaghan 
Brophy, senior retail analyst for Fit Small 
Business, a digital resource for small-
business owners.

“Anytime an independent store can 
source food ingredients or products 
locally, it’s a win,” she said. “Customers 

like supporting local businesses and 
knowing where their food comes from. 
Sourcing locally also cuts down on 
shipping costs and delivery times, which 
means fresher and faster food.”

MISTAKES TO AVOID
There are some ways small operators 

should not try to compete with the big 
players.

Independent retailers can almost never 
compete on price, according to Brophy. 
“Instead, embrace a higher price point, 
but support it using local goods and 
ingredients, and by providing top-notch 
service,” she said.

Casting a wide net also is not wise. 
“Rather than trying to cater to every 
consumer in the market as larger 
operators do, small retailers should 
identify and focus on their niche market 
to provide their core audience with an 
optimal experience,” advised Ryan Riggs, 
senior vice president of operations for All 
town Fresh, a new store concept from 
convenience store chain Global Partners 
LP. Currently, there are just two All town 
Fresh stores in operation.

“Leveraging service and one-on-one 
interactions with their local community 
allows smaller retailers to gain loyalty 
from the neighbors they serve and create 
their own authentic identity — instead of a 
chain copy,” Riggs continued.

Ultimately, local partnerships of all kinds 
are a great avenue for small operators 
and could lead to additional product 
opportunities as the business grows.

“Seeking out relationships with other 
small retailers is also a great way to learn 
best practices from operators that face the 
same challenges as you,” Riggs said. 



The following is a paid advertisement

Fresh.y.Fast

Footprint requires 120 square feet, with 12’ counter space 

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.

For more information
Contact Doug Boone, Food Service Manager

281-295-5300

The following is a paid advertisement
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2019  Tradeshow

IMPORTANT: GHRA Members or GHRA Member Employees who wish to attend the GHRA

tradeshow must complete the registration. 

 

Deadline to register for the Tradeshow is October 25th at 5:00PM. 
Onsite registration fee is $20.00.
 

Parking
Members are also requested to print the parking pass for complementary Parking. If you include

an e-mail with the registration, the parking pass will be e-mailed.

 

The parking pass MUST be printed and given to the parking attendant, otherwise you WILL
have to pay for parking. Simply showing the PDF on your phone won't be accepted. If you

don't have access to an e-mail account or printer, please contact us at 281-295-5300.

   1. Log into GHRA Member Portal (please use google chrome)

   2. Select 2019 Tradeshow on the left

   3. For multiple store owners use the drop down to select the store you wish to register.

      ** Owner only needs to register once, you're not required to register for every store**

   4. For single store owners, please select that store and register. 

   6. Once store is selected, click the orange REGISTER button on the right corner and fill in     

      the  information

    7. Click Register User on the bottom right to finish.

Follow the steps below to register for the 

2019 GHRA Tradeshow

Member Registration NOW OPEN!

Moving Forward Together!

C-STORE & BEYOND
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Category Spotlight

The CBD Opportunity in HBC
CANNABIDIOL (CBD) is all the rage 

these days, with a great deal of the 
consumer interest happening in the health 
and beauty care (HBC) category in the 
form of CBD topical products, tinctures, 
beauty items, oils, pills and more.

In a 2019 consumer research study 
it conducted, Nielsen found that in 
the health and wellness space, CBD 
products meet many of the same needs 
as traditional HBC categories, such as 
ailment treatment and general 
health and wellness.

Not to be confused with 
THC (tetrahydrocannabinol) 
marijuana products, CBD is a 
naturally occurring cannabinoid 
compound found in marijuana 
and hemp plants. Hem-pbased 
CBD products, which do 
not have any psychoactive 
effects, are what traditional 
manufacturers, retailers and 
consumers are so excited about.

The rise in hemp-based CBD 
products has been, in part, 
facilitated by the passage of the 
Farm Bill in December 2018, 
which removed hemp (and 
hemp-derived CBD) from the Schedule 
1 controlled substances list. This 
opened the door for retailers to sell non-
consumable, hemp-based CBD products 
with no legal risk.

Various industry estimates put domestic 
CBD sales for 2018 at a little more than 
$1 billion, with the prediction that it could 
be a $24 billion industry by 2023.

“One of the reasons consumers are 
so interested in CBD-infused products in 
health and beauty care items is due to 
the overall cultural shift underway in the 
U.S. to reduce one’s chemical exposure, 
selecting ‘cleaner’ personal care items 
with all-natural ingredients,” said Andy 
Rodosevich, CEO and co-founder of 

Adapted from article by Renee M. Covino, Convenience Store News, September 2019

Hemp Depot.
The warning to consumers and c-store 

operators alike is to keep in mind that not 
all CBD is natural and clean, Rodosevich 
told Convenience Store News. “Limit 
the CBD products you invest in to those 
that have third-party purity report lookup 
available with a QR code scan from each 
product’s package.”

Adam Smith, an advisor at Allied 
Corp., agrees that “the public has been 

searching for something that is clean, 
effective and affordable in order to help 
with daily ailments.”  Smith said there’s 
been a huge push throughout the U.S. to 
create a better-informed customer base. 
Thus, consumers are looking for more 
natural and organic methods of healing.

“The growing opioid epidemic is a 
major concern for the entire country and 
consumers are demanding different ways 
to cure their pain; they want something 
that works with their bodies and provides 
relief without all the side effects. CBD has 
been promoted as something that could 
be that solution,” he said. 

Industry insiders offered up ideas for 
how c-stores can take advantage of the 

CBD opportunity across the HBC category 
in their locations:

Smaller Packaging
Some believe that the most profitable 

opportunities for convenience stores 
can come from grab-and-go, smaller 
packaging at the checkout counter.  This 
is in contrast to the high price points and 
larger packaging (bottles) currently offered 
by online and drugstore retailers.

Along the same lines, Medterra CEO 
Jay Hartenback says the retailer 
is seeing “incredible velocity” 
at c-stores carrying its products 
due to targeted packaging and 
displays.

“To merchandise it correctly, 
we have created countertop 
displays that are designed 
to hold convenience store 
offerings — all under $20,” said 
Hartenback. “These smaller 
sizes have the same potency, 
but are offered at a lower price 
point, which is really resonating 
with on-the-go shoppers.”

Unique Items
CBD, as well as the multitude 

of other cannabinoids found 
in hemp, can be isolated by processors 
and infused into any product they want to 
create, Smith told CSNews.

“The primary type of products we are 
currently seeing  are oil-based tinctures,” 
he said. “However, there are a multitude 
of other products available because of 
technology that allows water solubility — 
like moisturizing lotions, mouth spray and 
muscle pain relief, to name a few.”

Other top CBD/HBC trends are salves 
for muscle and nerve pain, tinctures 
for helping with anxiety and sleep, and 
bath bombs used for relaxation and 
helping people lessen the after-effects 
of chemotherapy, according to Luke 
Dumond, a national CBD wholesaler.
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Category Spotlight

Demographics Driven
The businesses that currently excel in 

CBD product sales are varied and include 
chiropractors, pharmacies, smoke shops, 
salons, spas, holistic stores, and big-box 
retailers such as Walmart, Walgreens, 
CVS and Bed, Bath & Beyond, according 
to Stacy Self, vice president of marketing 
and business development for Miracle 
Nutritional Products, and touting third-
party testing for all of its CBD products.

C-store operators that scout the 
demographics of the areas surrounding 
their stores, as well as the businesses in 
the area that already sell CBD items, will 
have the best chance of excelling in the 
category, she said. “It is imperative to hit 
the right price point to match up with your 
consumer,” Self noted.

Additionally, c-stores in trade areas 
where Whole Foods stores are located 
should especially target CBD consumers 
in those areas, added James Savard, 
executive vice president for Metro 
Commercial, a Northeast retail brokerage 
firm. Areas like these tend to be affluent 
markets with a high percentage of college 

graduates, and would be very ripe 
for the latest CBD/HBC items, he 
said.

Everyday People
CBD consumers are no longer 

on the fringe; they are everyday 
people. “They are professionals, 
athletes and everyday people of 
all shapes, sizes and capabilities,” 
said Dr. Sean Callan, sr. vice 
president of innovation and 
operations at Ellipse Analytics, a 
lab that analyzes CBD products for 
accuracy and contaminants. “They 
are busy, they are running in to grab 
a few things, they see CBD near 
the register and perhaps they heard about 
it on the news or from friends. Perhaps 
they are headed home from the gym or 
to a busy meeting and are looking for 
something to take the edge off.”

This is what makes convenience stores 
the perfect place to introduce consumers 
to CBD, he believes, as c-stores attract 
everyday people. And he noted that where 
CBD products are headed falls right in line 
with what c-stores sell.

Homework & Training
Finding manufacturers who are 

compliant, do an exceptional job of 
product testing and have easy-to-
understand packaging can help c-stores 
get started.

From there, stores should offer a well-
merchandised hemp/CBD center with 
good callouts. Most importantly, train an 
educated staff because they are the last 
line of information for a consumer who 
may be learning about the category. 

Seeking Relief
Consumer interest in cannabis and cannabis-infused 
products is not just about recreation, according to Nielsen. 
The researcher recently reported that among U.S. adults 
who say they would l ikely consume cannabis if it were 
legally available, their top reasons are all  tied to ailment 
treatment or prevention. The reasons include:
• Treatment of chronic pain (85%)
• Improvement of mental health (82%)
• Treatment of minor injuries (81%)
• To aid sleep (77%)
• Relaxation (74%)
• Treatment of non-pain medical condition (63%)
• Prevention of diseases or ailments (60%)
• Improvement of physical health (58%)

The following is a paid advertisement

For Service Call: 
Inside Houston

Tastee Kreme Ice Cream
713-290-0123
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Education

“The customer is our top priority.” “We always strive to deliver 
excellent service.” “If we don’t take care of our customer, 
someone else will.” How many times have you heard customer 
service mantras like these or repeated them to your employees? 

A New Spin on Customer Service Training
By Convenience Store News

10 Creative Ways to Improve Customer Service Training
1.  Use an acronym to help employees remember important customer services steps, like this: GUEST: G – greet,  

U – understand, E – eye contact, S – speed of service, T – thank you. Introduce this concept through an online course 
and follow it up with pre-shift exercises.

2.  Play a game. Engage employees in a quick game of “hot potato” where you present different products or services 
customers want and employees say a feature or benefit while tossing a balloon around. Whoever the balloon goes 
to has to add to the description.

3.  Create a hall of fame. Celebrate your employees who deliver exceptional service by putting up a hall of fame with 
employee photos and positive comments from managers, other staff and, of course, customers.

4.  Role play. Preparation is often the key to keeping customers happy. When you spend a little time before each shift 
or at regular training sessions role-playing both positive and negative interactions, your employees will be more 
prepared to handle situations. Have employees play the role of both customer and associate.

5.  Recognize positive interactions. When you catch an employee delivering exceptional service, offer them sincere 
appreciation and praise. A little “thank you” goes a long way.

6.  Schedule refresher training. Customer service training is not a one-and-done proposition. Whether you use online 
learning, leader-led training, or a blended training approach, do it 
regularly to keep customer service strategies top-of-mind.

7.  Be a role model. The way you treat your employees determines 
how they’ll treat your customers. Practice exceptional service 
with your internal customers, too, starting from the very first 
interview.

8.  Implement a suggestion box. The key to this idea is to follow 
up on anything submitted. Get employees involved by putting a 
different employee in charge of suggestions every month.

9.  Mystery shop. It pays to use mystery shoppers to uncover hidden 
problems in your service delivery, but not all stores can afford 
the cost. Trade out mystery shopping services with other local 
businesses, such as restaurants and retail stores.

10.  Share stories. Employees are customers, too. During training 
sessions, ask employees to share their experiences as 
consumers with other businesses and brainstorm ways your 
store can replicate the good and prevent the bad.

The challenge of how to improve customer service training is 
not in phrasing your philosophy, but putting it into action. To do 
that, you need to engage your employees with a new training 
approach. Read below for some fresh ideas.
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Industry News

C-store Retailers Buoyant About 
Beverages After Strong Summer

Convenience store retailers saw the 
unofficial end of summer end on high note 
for beverage sales.

 In Wells Fargo Securities LLC's latest 
Beverage Buzz survey,          c-store 
retailers indicated beverage sales over the 
Labor Day weekend were up 4.1 percent 
year over year.

"In short, the collective mood from 
our retailer contacts was buoyant," said 
Bonnie Herzog, managing director of 
tobacco, beverage and convenience store 
research at Wells Fargo Securities.

 Notably, she added, one retailer said 
"the more seasonal vacation areas 
thrived" and "it was one of the best 
vacation seasons in many years."

The end-of-summer strength reinforces 
Wells Fargo Securities confidence in 
the U.S. beverages — and increases its 
confidence in the convenience channel, 
Herzog said.

Beverage Buzz surveys beverage 
retailers representing nearly 20,000 
c-stores. Key takeaways in the recent 
survey include:

• Non-alcoholic beverage sales 
increased by 3.5 percent year over 
year against a tough 5.4 percent 
comp last year, with several 
retailers calling out strong energy 
drink sales

Adapted from article in Convenience Store News, 9/9/19

Packaged Beverage Planograms 
available on the GHRA Portal

• Non-alcoholic beverage promotions 
were up 1.8 percent year over year 
although promos across energy 
were generally elevated

• Alcoholic beverage sales 
increased by 4.9 percent year over 
year, driven by strength across 
Constellation Brands' portfolio 
of import beers and continued 
momentum in flavored malt 
beverages/hard seltzers

• Looking specifically at energy 
drinks, retailers estimate that the 
segment grew by 9.3 percent year 
over year this Labor Day weekend. 

Emerging energy brands such as Bang 
led the jump. In addition, Red Bull saw a 
7.3-percent increases year over year.

"Retailers remain bullish on the energy 
category overall, with growth expectations 
for 2019 now up 8.3 percent," Herzog 
said, noting that is up "from already strong 
expectations for 7.8 percent in our Q2 
survey."

In addition, retailers were very upbeat 
on Bang's growth — although many are 
also increasingly mindful that Bang's 
distribution power continues to lag that of 
its peers. 
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Marketing

GHRA Warehouse prepares for the 
GHRA Tradeshow 2019 

The GHRA 
Warehouse 
and 

Distribution 
Center is excited 
to organize and 
coordinate our 
supplier partners 
to showcase their 
brands at the 
2019 GHRA trade 
show: C-Store and 

Beyond; Moving Forward Together! The 
GHRA trade show is a leading event in 
the Houston market that will be hosted at 
the NRG Stadium, October 30th, 2019.  
The trade show is a great place for our 
GHRA members to network, participate in 
special offers, and learn more about what 
the future holds for the c-stores industry 
from our valued suppliers. 

This will be the fourth GHRA trade 
show since the GHRA Warehouse 
opened in 2016.  This year’s event will 
be the biggest one yet in relation to 
warehouse vendor participation, products 
displayed, and show discounts offered.  

With the support of our members, we 
continue our growth as we move forward 
together. Despite the challenges from 
e-commerce competitors, customer 
buying habits and technology, GHRA 
c-store owners have managed to keep up 
with the changes in demand.  

People are driving less, smoking more 
and even though consumers may not 
eat as healthy as they claim to, they 
increasingly want clean, fresh food 
options between their sweet and salty 
binges. As a c-store operator, you want to 
make sure you are able to attend to the 
essential needs of the new customers, 
and what better place to learn more about 
the industry and its leading news than to 
attend the GHRA trade show with over 
150 vendors. 

As you walk around the GHRA trade 
show, be sure to stop and ask the 
exhibitors about the future of c-stores and 
our part in it. This networking opportunity 
will be beneficial to all of our GHRA 
members as it will provide them with tools 
and information on how to raise their 
profile as an independent store operator 

Hamna Siddiqi
GHRA Marketing Assistant 

within the c-store industry in Texas. 
Make a list of the goals you plan to 

achieve during your visit. The warehouse 
supplier partners have put together 
great bundle deals and discounts that 
you can only order the day of the show. 
The exhibitor’s want to make sure they 
communicate effectively but quickly, 
so be sure to ask all of your questions 
thoroughly. 

With our new product showcase that 
will display all new items, you will have 
the opportunity to pre-book new items for 
the first available ship date.  Ask about 
special promotions and fresh marketing 
initiatives. Be sure to take lots of notes to 
help you organize all of the information 
you’ve gathered. Be sure to follow up with 
vendors, account representatives and 
new contacts after the show. Attending 
the show with your goals in mind and 
being able to execute them will make the 
time you spent at the show a worthwhile 
investment. 

We look forward to seeing all of you at 
the GHRA Tradeshow this year! Welcome 
to the future … your future!

The following is a paid advertisement

Contact Kirby Selman
Mobile: 832.390.7308

E-Mail: : Kirby.selman@bordendairy.com

A WINNING COMBINATION!
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New Member Introductions

Welcome
On behalf of the Board of Directors and staff at GHRA, 

please welcome our newest members as of October 2019:

Members

BIG'S 3834
AIRTEX FOOD MART

EXXON EXPRESS MART
ALMEDA MARKET
HIGH FIVE STORE

BK MART
VILLAGE SHELL

BUDDY'S MINI MART
FUEL MAXX # 37

BREEZE MARKET # 52
MOTION MARKET

HUNTSVILLE EXXON
WAYSDIE MERCADO
CEDAR FOOD MART

GREEN CAYE CONVENIENCE STORE
COUNTRY MART

A & K FOOD STORE
STOP N STOP

MESA FOOD MART
FRANZ MARKET

NEW BROWNIE FOOD STORE
BEST HANDI STOP # 25

BUBBA'S
MASON EXPRESS

CLASSIC FUEL

The following is a paid advertisement


