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Happy holidays to all of you and thank you for an amazing 2019.

This month’s marks the end of the first nine months of my presidency and what I 
consider to be the job of a lifetime!

I have learned much in the past nine months and coupled that learning with a passion 
for our community and its future!

GHRA works so hard to advance the convenience store industry as a whole and to 
design programs and protocols to help each and every member store grow.

I’ve watched all GHRA entities grow and have seen our work in action at our member 
stores.  

I have also gotten to know many more of you and witnessed, firsthand, the tireless 
work you do to achieve your own goals and the communities’.

I am proud of what GHRA has accomplished and I’m proud of what I know will be 
another grand year in 2020.

I’m most proud because I know WE did this and that working together is the key to any 
achievement.

We are preparing to celebrate our 20th year of operation in 2020 and what a celebration 
it should be!

We are truly celebrating our uniqueness and the very special harmony we approach 
our business with. 

That is what makes us successful and your continued support of that accord is the key 
to us moving forward.

We look forward to a very strong 2020 for our member stores, GHRA and the entire 
convenience store business in general.

Dear Members,

Firdous Ali
Thank you for your support.
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As we come to 
the close of 
2019, I hope 

we all can reflect 
on our individual 
and collective 
achievements for 
the year knowing 
that we are now 
wiser, smarter and 
in a better position 
than we ever have 

been to move forward together!
GHRA will always be the premier 

cooperative that it started out to be. We 
have a great responsibility to you and 
the supplier in our DSD business and 
we will continue to drive best in class 
programs and initiatives to make that 
business grow!  Still, we are evolving and 

On My Mind

Bill Pitocco
GHRA CEO

changing for the better.  The communities’ 
experience as a cooperative has led to a 
better understanding of the retail supply 
chain.  That knowledge led to our building 
a warehouse and distribution center 
which provided the community another 
opportunity for growth.  You’ve evolved 
from being retailers to also becoming 
wholesalers.  The learnings from this 
endeavor have been phenomenal and 
in 2020, you’ll see the results of those 
learnings in the programs we will offer 
and the new business opportunities we 
will undertake.  Helping your business 
grow and providing you with the tools to 
make your lives just a little easier will be 
key objectives of ours.

2020 will be a year of celebrations for 
us.  It marks the 20th year of GHRA in the 
south Texas market.  Make no mistakes 

about it, we are not simply celebrating 
the 20th anniversary of a business.  We 
are celebrating 20 years of the unity that 
made that business possible.  Collectively 
we have accomplished many things and 
we have much, much more to do. Unity, 
working together and supporting each 
other is the most important aspect of our 
successes. 

Supporting GHRA and its objectives will 
be an important part of making all of our 
businesses strong and competitive for 
the future. Stay involved and let us know 
how we can improve our services to our 
Members. 

I wish everyone the best for 2020 and 
pray this is the most prosperous year for 
your business and your family. 

Save the
Date!

2020 GHRA
Townhall Meetings

Coming Up!

Tuesday, January 14th

Wednesday, January 15th

Thursday, January 16th

Friday, January 17th

Houston Southwest
Time: 8:30 p.m.
 

College Station
Time: 2:00 p.m.
 

Houston North
Time: 8:30 p.m.

Clearlake
Time: 8:30 p.m.

Beaumont
Time: 9:00 p.m.

Venue

details to be

followed
This is a business meeting, dinner will
be provided. Members are requested
to please attend. Thank you, GHRA
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The following is a paid advertisement

2020 GHRA
Membership Renewal

Available on the GHRA Member Portal. 

Please complete the online application and submit all

required documents.

Only Authorized Representatives are able to renew

each store(s) membership under their log in. 

Failure to renew your membership by December 15th

may result in loss of 2020 Q1 Rebate.

 

 

 

 

 

 

 

DEADLINE :  DECEMBER  15 ,  2019

If you cannot upload your documents, you can fax it

at 281-295-5399 (please call office to confirm receipt)

Required Documents

- DL copy of the Authorize Representative

- Data Disclosure form.

(download the pre-filled copy, type the back office name and ID,

sign it and then upload the document.) 
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Feature

GHRCF Supports the Houston Police 
Department and the Hispanic 
Officer of the Year Program
By Bill Pitocco, GHRA CEO

GHRCF was the Chief sponsor at 
this year’s Hispanic Officer of the Year 
event.  President Firdous Ali provided the 
welcome remarks and thanked all of the 
police officers at the event.

“We at The Greater Houston Retailers 
Cooperative Association and GHRCF 
want to thank the Houston Police 
Department’s Hispanic Officer of the Year 
Committee for the tremendous support 
of our Hispanic Officers. On behalf of our 
independently owned GHRA Member 
convenience stores in the city limits of 
Houston, I would like to congratulate 
today’s honorees and recipient of the 
Hispanic Officer of the Year” said Ali.  The 
president also let the guests know that 
the Ismaili community, though GHRA and 
the GHRCF, recognize the sacrifice the 
police make to protect the communities’ 

business’ which is the source of income 
for their families.  President Ali said, “We 
are extremely fortunate as citizens and 
business owners of this great city, to be 
served and protected by such a capable 
and brave police department. With such 
remarkable diversity that makes up our 
great city, it is important that we celebrate 
those who climb to the top of their 
profession and produce positive results 
while inspiring others to do the same.”   

GHRCF was recognized as the event 
underwriter and the GHRCF Logo was on 
the back page of the event program.  The 
company board of directors was on hand 
for the event along with the CEO and the 
rest of the management team.

The purpose of the Hispanic Officer 
of the Year program is to promote and 
elevate the professionalism of Hispanic 

Police Officers within the Houston Police 
Department.  The program also acts 
to provide an appropriate recognition 
function for the Hispanic Officer of the 
Year award recipient(s) and to provide 
scholarship funds to Houston Police 
Officers for the furtherance of educational 
opportunities for the benefit of the Law 
Enforcement Community, with emphasis 
to the specific needs of Hispanic Police 
Officers.  

“With the spirit of charity comes a 
responsibility on the part of those who 
channel the generosity into action”. 
Said Senior Vice President and GHRCF 
Chairman Arif Momin.  “We at GHRCF 
recognize the need to act in support of 
the Houston Police Department and are 
proud to sponsor HPD’s Hispanic officer 
of the Year!” said Momin. 



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

8 Vol. 6 Issue 12
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Food Service

Food Service in a 
Convenience Economy

We are living in a convenience 
economy, one in which consumers 
demand that their shopping experiences 
are quick, simple, and hassle-free. This 
should be a natural fit for convenience 
stores, right? Yes, of course – as long as 
you and your staff deliver what customers 
want, when they want it. One of the 
areas where this can be a challenge for 
convenience stores is with food service.

Research studies suggest that food 
service sales make up about 23% of 
sales in a convenience store, and that 
number is expected to continue to grow. 
To be successful with food service in a 
convenience economy, stores need to 
take a lesson from their quick-service 
restaurant competition. In that market, 
consumer expectations are met based on 
what’s called the “Great Eight of Quick 
Service.” Take a look:

1.  Speed. This is the number one 
customer demand in a convenience 
economy. They chose your store to 

By Ready Convenience

grab some food because they thought 
they could get in and out quickly. 
Disappoint them once, and they won’t 
likely give you another try.

2.  Accuracy. This applies the most 
to convenience stores with in-store 
food preparation, such as tacos, 
sandwiches, chicken, pizza, or 
salads. No matter what role you play 
in preparing an order, get it right the 
first time and every time.

3.  Quality. The convenience economy 
doesn’t mean consumers are willing 
to sacrifice quality for speed. In fact, 
demand for healthy food options in 
the convenience store food service 
market has never been higher.

4.  Value. Today’s consumers are willing 
to spend a little more to get quality 
items quickly. Loyalty programs 
that reward frequent customers can 
increase perceived value and allow 
you to offer products at profitable 
prices.

5.  Consistency. If a customer gets a 
made-to-order salad at your store 
today, they expect the same quality 
and ingredients the next time they 
come in. This applies to grab-and-go 
items, too. Consistency generates 
loyalty.

6.  Service. Service is your invisible 
product. Train your staff on specific 
sales and service strategies specific 
to food service.

7.  Atmosphere. A clean, friendly, and 
inviting store makes customers feel 
more confident that your food service 
offerings are fresh, wholesome, and 
prepared with food safety in mind.

8.  Personalization. Pay attention to 
food trends and make sure your food 
service offerings include options for 
the many different diets and healthy 
eating philosophies that are driving 
consumer decisions. 
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SALGIRAH MUBARAK

ON THE OCCASION OF OUR BELOVED
MAWLANA HAZAR IMAM'S BIRTHDAY,
GHRA BOARD OF DIRECTORS & STAFF

WISHES YOU AND YOUR FAMILY A
JOYOUS SALGIRAH MUBARAK!

ISMAILI CENTRE DUSHANBE TAJIKISTAN

Community
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Safety

‘Tis the Season for Crime
It may be fun to say “happy holidays” 

this time of year, but the reality for 
convenience store operators is that the 
time for criminal activity is just getting 
started. Crime increases across the board 
during the holiday season, and that is 
especially true in retail environments. 
Stores are busier, registers have more 
cash, and unsavory people just seem 
more brazen.

Criminal Risks to Your Convenience 
Store

The biggest risks for crime at your store 
include:

•  Robbery and theft. Being open 
long hours with a small number 
of employees have long made 
convenience stores targets for robbery 
and theft. During the holiday season, 
these crimes increase across all 
industries.

•  Skimming operations. Skimming 
occurs when thieves attach skimming 
devices to fuel pumps, ATMs, self-
checkout kiosks, and other point-of-
sale units. With more people on the go 
and in a rush, criminals are counting 
on people paying less attention when 
they use their cards.

By Ready Convenience

•  Phone scams. Like 
skimming thieves, 
phone scammers 
target convenience 
stores because 
they’re looking for 
easy targets with 
employees who are 
too busy to catch 
onto the trick. Phone 
scammers will claim 
to be from a prepaid 
card company, a 
utility, a vendor, 
or even someone 
from higher up in your own company, 
then scam employees into giving 
information or money.

•  Inside jobs. Many thieves, especially 
those associated with skimming 
or scamming rings, are master 
manipulators. Even your best 
employees may fall victim to the 
stories these criminals create to get 
help from the inside. Unfortunately, 
employees aren’t always innocent in 
these activities. Financial pressure 
of the holidays may make them more 
likely to give in to the temptation of 

what they think will be easy money. 
Employee theft is also an increased 
risk for convenience stores during the 
holiday season.

How to Reduce Your Risk
Here’s the good news about crime: 

you’re not powerless against it. Just 
because it’s more prevalent during the 
holiday season, doesn’t mean it has to 
happen to you. Get prepared now by 
communicating your policies, making sure 
your staff is fully trained on how to prevent 
different types of crime, and update 
your security and technology systems if 
necessary. 

For Service Call: 
Inside Houston: Tastee Kreme Ice Cream

713-290-0123

The following is a paid advertisement
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Sign up for a session and
start your journey with us!

T H A N K  Y O U  F O R

Y O U R  S U P P O R T !

Success is liking yourself,
liking what you do, and

liking how you do it.

- Maya Angelou

Quote of the month submitted by: Ajaz Maknojia - Member Services Supervisor
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Legislation

Texas Law Keeps Fuel-Pump 
Skimmer Sites Private
New legislation also sets up fraud center, best practices 
and civil penalties for businesses

AUSTIN, Texas —Texas officials are 
no longer reporting at which fueling 
sites they have found skimming devices, 
thanks to a new state law that seeks 
to bolster skimming prevention while 
avoiding a potential loss of business at 
affected sites.

Previously, the Texas Department of 
Agriculture (TDA) would publicly release 
the locations of where authorities 
had found skimmers. Retailers often 
criticized the practice because it could 
lead to a loss of business for weeks or 
months after the announcements.

“From their point of it, it was bad 
business to let people know that they'd 
been allowing skimmers in their pumps,” 
Sid Miller, commissioner of the TDA, 
told KPRC Click2Houston. 

Senate Bill 2119, which passed in 
June, switched the Weights & Measures 
and Fuel Quality programs from the 
TDA to the Texas Department of 
Licensing and Regulation.

House Bill (HB) 2945, which also 
passed in June under the sponsorship 
of Rep. Mary Ann Perez and went into 
effect in September, mandates that 
the information relating to gas-station 
skimmers is confidential and not subject 
to disclosure.

H.B. 2945 also requires fueling sites 
that find skimmers to report them within 
24 hours and implement best practices 
to reduce the risk of skimmers. It 

By Samantha Oller, Convenience Store People

established civil penalties for merchants 
who find but fail to report a skimming 
device, do not take corrective action 
or interfere in inspections of up to 
$5,000. The legislation also authorized 
the attorney general to establish a 
payment card fraud center where law 
enforcement agencies can plan and 
coordinate actions around payment card 
fraud, including skimmers.  

"This is a problem that Texas will 
take the lead on and become a model 
for other states,” Perez said at the 
time. “I appreciate the stakeholders 
coming together on this issue, but more 

importantly, the overwhelming support 
I have received from the Texas House 
of Representatives. I am proud that we, 
together as a body, will combat credit-
card skimming at gas pumps in Texas."

Perez’s representatives told KPRC 
that the privacy measure was added 
to H.B. 2945 to gain the support of 
the Texas Food & Fuel Association. 
State investigators had also reportedly 
been concerned that broadcasting 
skimmer locations was discouraging 
self-reporting by gas-station owners, 
who may have been afraid of losing 
business. 
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study found that this group is longing 
for retailers to provide an engaging 
in-store experience. In fact, when given 
the choice, the majority prefer shopping 
in-store vs. online,” said Interactions 
President Bharat Rupani.

Connecting With Gen Z
Foodservice can play a significant 

role in creating an engaging experience 
that speaks to Gen Zers. The latest 
Kids Dining Study from Chicago-
based Y-Pulse, a division of Olson 
Communications, found that Gen Z 
consumers are beginning to take a 
greater interest in c-stores as a food 
venue than consumers under the age of 
18 in previous years’ studies.

Given this group’s interest in quick 
ordering and grab-and-go foods, c-store 

retailers have an opportunity to secure a 
loyal customer base by injecting variety 
and interest into their foodservice 
menus with limited-time offers and 
seasonal items. Marketing healthier 
items as “fresh” on c-store menus can 
also go far in attracting the interest of 
this demographic.

Looking Ahead
Gen Z consumers, who are currently 

age 22 at the oldest, are sure to evolve 
as they get older. It will be at least 15 to 
20 years before they surpass the buying 
power of millennials, according to Don 
Stuart, managing director of Wilton, 
Conn.-based Cadent Consulting Group.

“While they are entering the workforce 
with the lowest unemployment rate

in the past several decades, incomes 

Industry News

Your New Customer
Generation Z longs for retailers to provide engaging
in-store experiences

 CONVENIENCE STORE operators 
would be wise to gain the loyalty 
of Generation Z, now the largest 
generational cohort. Gen Z, the 
generation after millennials, is made 
up of those born from the mid-1990s to 
the early 2000s. This group currently 
accounts for 25 percent of the U.S. 
population, making it a larger cohort 
than baby boomers or millennials. Gen 
Z also claims more than $40 billion 
in buying power, and prefers to shop 
in physical stores, according to San 
Diego-based Interactions’ recent Next 
Generation Retail study.

Some other interesting insights the 
study uncovered about Gen Zers are:

•  89 percent are very price-conscious 
and prefer to spend money on 
experiences vs. material items.

•  81 percent are willing to switch from 
their favorite brand if they find a 
similar product at a higher quality.

•  Three-quarters prefer to shop at 
retailers that provide an engaging 
in-store experience.

•  63 percent expect retailers to have a 
social media presence.

•  82 percent say the opinions of others 
on social media have influenced 
them to shop at a retailer they’ve 
never shopped at before.

“Generation Z is constantly connected 
to technology, which retailers may find 
intimidating to overcome when it comes 
to in-store engagement. However, our 

By Danielle Romano, Convenience Store News
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Industry News

are generally stagnant. However, 
we should not minimize the buying 
power influence that Zs wield, which 
is estimated to be north of $500 billion 
annually,” Stuart said.

Other forecasts for Generation Z 
include:

•  By 2020, this cohort will make up 
more than 40 percent of buying 
power, and it will be the top 
consumer group in seven to 10 
years.

•  The rise of digital has already 
positioned Gen Z to be “the most 
vocal and influential generation 
yet,” goPuff’s Gola stated. “While 
they may not be the ones funding 
their purchases, per se, their ability 
to influence what their friends and 
family might purchase is strong — 
almost viral,” he pointed out.

•  The in-store experience will become 
increasingly robust with technologies 
like voice search, geofencing and 
artificial intelligence (AI), as Gen Z 
demands a mix of both online and 
offline shopping experiences. 

 
What About Millennials? 
The second-largest generation is still very 
Valuable to the convenience channel 
 
While convenience store operators should be pondering 
ways to start building loyalty among Generation Z, they 
must keep their focus on the millennial generation as 
well. 
 
Millennials, currently the second-largest cohort behind 
Gen Z, are the most educated generation; they’re making 
more money than previous generation; and they’re more 
socially and fiscally aware than their forebears, according 
to Marketing Zen Group CEO Sharma Hyder. 
 
And what’s most important for retailers to understand is 
that millennials, those born between 1981 and 1996 (ages 
23 to 38 today) – are after a great value.  They want a 
great product, a great experience while getting that 
product, and a great price for the product. 

The following is a paid advertisement
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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 

 
 
 



18 Vol. 6 Issue 12

New Member Introductions

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

please welcome our newest members as of December 2019:

MembersMembers

BEST HANDI STOP 108
FALCON EXPRESS # 24

HILLCREST CORNER STORE # 2
CRAWDADS

FRIENDSWOOD GROCERY
TIME MART # 28

POINT BLANK FOOD MART

1 STOP # 8
AMIGO'S EXPRESS

ELAN # 5
AM & PM EXPRESS

PARK VIEW CHEVRON
CHECKPOINT # 10

The following is a paid advertisement

All-in-one Rack
XXVL

$2.99 Doritos Flamas, Dinamita, Rancheritos
UPC’s – 3132, 985, 1970 

Prepacked 
Weekender

PPW UPC – 29785  Weekender 
UPC’s – 43774, 21177  
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Marketing

Master and Mini Seasonal Opportunities 

Winter 
decore is 
up, check. 

Holiday lights are 
up, check.  Streets 
are filled with 
shoppers, check. 
The most wonderful 
and magical time 
of the year is finally 
here!  With the 
holiday season 

upon us, we aim to increase product 
sales for individual retailers by providing 
seasonal incentives. 

Mars Wrigley collected insights on 
important key factors on what’s important 
to shoppers at specific points in the 
season and developing a plan to utilize 
seasonal opportunities all year round 
and increase product sales. These 
recommendations are planned around:

•  Planning for seasonal items and 
promotions throughout the year 

•  Using the appropriate signage, shelf 
danglers and fonts to communicate 
clearly 

•  Introduce strategic merchandising 

tactics 
Here are some ways to promote 

seasonal products within the core 
holidays as a year-round opportunity to 
grow sales. Some examples include:  

•  A mixture of “master” and “mini” 
seasonal opportunities - There are 
8 national holidays that we celebrate 
throughout the year, which would be 
considered as a “master” seasonal 
opportunity, but don’t let that divert the 
other local events like the Houston 
Rodeo, Super Bowl or Renaissance 
festival to take away from celebrating 
the “mini” seasonal opportunity to 
increase sales. 

•  Start promoting seasonal items 
before the actual event - As a retail 
operator, you want to be proactive 
when communicating promotions to 
the consumers. Start communicating 
ahead of time for the mini seasonal 
events.

•  Is Summer the fifth season? – 
According to C-Store News, Retailers 
have the opportunity to drive sales 
from early May through Labor Day 
with "mini" celebrations like Memorial 

Hamna Siddiqi
GHRA Marketing Assistant 

Day, Father's Day, Fourth of July, 
back-to-school and Labor Day, 
including summer traditions like road 
trips, barbecues and a moment to 
enjoy a summer treat like ice cream.

"Consumers are using confections 
at mini and master moments to create 
celebrations year-round. This trend 
is growing, and we don't expect it to 
change," said Jim Dodge, vice president 
of convenience, Mars Wrigley. "C-store 
retailers have a great opportunity to 
capture the consumer and remind 
them why confections are vital to 
any celebration. In turn, retailers will 
drive sales and create a more exciting 
shopping experience."

Your GHRA Warehouse and 
Distribution Center is ready to support 
your seasonal events - whether they are 
“master” or “mini” events, you will find a 
broad assortment of candy and snack 
items, and can pair them with novelty 
merchandise as well to become a one-
stop shop for your customer’s seasonal 
shopping needs! 
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Sign up for a session and
start your journey with us!

Use this calendar to plan special marketing promotions this month
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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!

WE’RE ONLINE
WWW.GHRAONLINE.COM

All GHRA  
announcements and 
publications will be

 posted online. 

Members are  
encouraged to visit the 

GHRA website on a 
regular basis for up to date 

information and latest 
publications. 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. 

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 

Sales/enrollment: 1-888-395-6920

Learn2Serve: 
TABC Seller-Server Training Exam

To register for this TABC Class please visit
www.learn2serve.com/

online-tabc-certification 

Lehjatali Momin  | Warehouse Chairman

Various positions 
available

Please visit ghraonline.com for 
a complete listing of all available positions 

CAREER OPPORTUNITIES

NOW
HIRING






