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Firdous Ali
President

Arifali Momin
Senior Vice President

Shahid Maknojia
Vice President

Barkatali Momin
Honorary Secretary

Jamal Jivani
Treasurer

Samer Ali
Warehouse Chairman

Hussain Visnani
Warehouse Vice Chairman

On behalf of the board of Directors, our CEO and staff and all the members who support
this great organization every day, Happy Thanksgiving to all of you! We hope you
enjoyed the 9th annual GRHA tradeshow. Moving forward together is about big ideas
being integrated into the company at the right time! GHRA has thought big for years
and as a result, we not only provide a unique and consistent value to our members, we
provide value to south Texas consumers too. That value keeps consumers engaged
at our stores with relevant brands on sale at the right price and at the right time. Our
consumers have access to similar products that are promoted at large chains, grocery
stores and even mass merchandisers. They see these offerings in a unique way that
GHRA promotes them. Our success has been in differentiating ourselves from other
convenience store companies with these unique offerings, and by staying the course
in our marketing plans.
Thinking big is something we continue to do. As we look to the future of this great
company, we will be expanding into new areas of the convenience channel. Moving
forward together means understanding the highest and greatest needs of the company
and the community and strategically taking on new projects. These projects will again
be long-term strategies that will not only refresh the South Texas convenience store
landscape but will also reinvigorate our company and our member stores! Creating a
new image for consumers to identify with will give us the final advantage we need to
reach our consumers and deliver a clear and concise message. The most important
component of our growth; the one thing that has always been our common denominator,
is that we thought big together. Without our members and without the support you put
into those big initiatives, we wouldn’t have come as far as we have.
You have my commitment that we will continue to move forward together.

Imran P. Ali
Warehouse Treasurer

Noordin Maredia
Warehouse Honorary
Secretary

Thank you for your support.

Firdous Ali

Moez K. Maredia
Director

Sohail Ali
Director

Riyazali Momin
Director
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Ask me about the Future…
By Debbie Briese, GHRA Procurement & Marketing Manager

WOW - That was some tradeshow!
GHRA achieved another milestone
with their biggest event yet. Members
networked with a variety of supplier
partners in 145 booths, ordered from the
600+ warehouse items/deals available,
and sampled some tasty Big Madre
tacos, Krispy Krunchy Chicken, and Hunt
Brother’s Pizza. A peek into the future
was provided with the new item showcase
that featured over 200 items new to the
warehouse or coming soon from DSD
vendors. Positive feedback for the event
was received from Members and our
supplier partners.
Signs were everywhere at the
tradeshow prompting the question “ask
me about the future of…”.
Some of the plans that GHRA has
for the future were unveiled including
changes to the monthly GHRA In Action
magazine, expansion of the Big Madre

food program, a new fueling opportunity,
and the hint of even bigger things to
come!
The question also brings to mind
the near future, and the planning and
preparation that GHRA has underway for
your business in 2020.
Ruben Valdez, DSD and Business
Services Manager is leading the process
for direct-store-delivered vendors. He
is currently in the negotiation phase
with our supplier partners. Ruben
is currently reviewing and analyzing
the offers to ensure that our needs
are covered. His goal is to develop a
promotional calendar that will profitably
increase sales and drive customers to
GHRA locations. Once the promotional
calendar is finalized, Ruben will dig
into the mountains of data provided by
suppliers regarding 2019 volume by
brand. This will help him to determine

space allocation to update planograms
in preparation for 2020 resets that will
begin in January. Details for all 2020
DSD programming will be shared at the
Townhall Meetings.
On the warehouse side, Category
Managers Zeeshan Ali and Ric DeLeon
are busy preparing for 2020 as well.
They are sorting through all of the data
generated from your tradeshow orders
and are working with suppliers to process
the orders. They too are meeting with
suppliers to finalize 2020 programs and
ensure that GHRA is getting the best
costs available and staying on top of the
latest trends, all the while keeping up with
increasing volume.
The future is sure to bring opportunities
that will result in change. One thing will
never change… at GHRA, Members are
our mission. 
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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
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Top Trends at the 2019 NACS Show
By Food Business News, 10/3/19

Specialty foods are fueling sales at
convenience stores. The traditional “gas,
Cokes and smokes” model has evolved
to meet consumer demand for more
premium items, said Frank Beard, trends
analyst at GasBuddy, a Boston-based
technology company.
“Healthier options are showing up,” Mr.
Beard told Food Business News. “You’re
seeing a lot more transparency around
ingredients, nicer packaging and higher
quality alternatives for people who are
looking for that.”
Tight fuel margins and declining tobacco
sales have prompted retailers to make
over their menus. Food service accounts
for nearly 23% of in-store sales at
convenience stores, up 3% in the past five
years, and 56% of consumers said they
purchase meals at least monthly at gas
stations or convenience stores, according
to GasBuddy research.
Top convenience store chains are
“basically quick-service restaurants,”
serving made-to-order meals and singleorigin, bean-to-cup coffee, Mr. Beard said.
“All of these top retailers are not
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drawing people in with fuel and then trying
to sell them on higher-margin products
inside the store,” Mr. Beard said. “They
are drawing them in with food, and they
just happen to buy gas while they are
there. It’s a complete identity shift from
where the industry used to be.”
Convenience retailers are wellpositioned to capture market share from
quick-service restaurants. Ninety-three
per cent of Americans live within 10
minutes of a fuel or convenience store,
Mr. Beard said.
“When you look at convenience
retailing, you have an industry that has
154,000 stores,” he said. “Basically on
every best corner in every community
across the United States, they have for
decades secured the most convenient
locations.”
Consumers are eating on the go
more, too, he added. The majority of
total food expenditures occur away from
home, according to U.S. Department of
Agriculture data.
“A lot of people work multiple jobs,
may work nontraditional hours, or just

quite simply don’t have time to prepare
anything,” he said.
Millennial and Generation Z shoppers
helped push in-store sales at convenience
stores to $242 billion in 2018. Twenty per
cent of 18- to 29-year-olds purchase food
at convenience stores three to four times
a month and 25% of 30- to 44-year-olds
purchase food at convenience stores five
times or more per month. Additionally,
56% of 18- to 29-year-olds and 53%
of 30- to 44-year-olds prefer to buy
beverages at a convenience store versus
a drug or grocery store, according to
GasBuddy research.
"C-store chains are trying to offer more
diverse food options and emphasizing
quality, hoping to reduce the stigma
of 'gas station food,'" said Julia Taylor,
C-store segment leader for Cargill
Foodservice. "Our research showed that
portability is essential. C-stores should
explore ways to facilitate on-the-go eating
through bite-sized offerings and packaging
that supports dashboard dining." 
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Category Spotlight

Besting the HBA Competition
By Howard Riell, C-Store Decisions

As customers prioritize health, c-stores
are offering shoppers more health and
beauty aid (HBA) choices, including
products infused with cannabidiol (CBD).
HBAs in the c-store channel provide
an irresistible combination of consumer
motivators: the convenience people want
and the products they need. From health
maintenance to cosmetics, the magnets
drawing consumers to the HBA shelves
work in tandem — together with strong
retailing practices — to create a dynamic
department.
Despite heated competition, sales
figures illustrate the category’s strength in
convenience stores.
Market research firm IRI’s all scan
convenience store data for the latest 52
weeks ending July 14, 2019, show cold,
allergy and sinus tablets dollar sales
of $158 million, an increase of 5.9%.
Meanwhile cold, allergy and sinus liquids/
powders garnered $39.6 million in sales,
up 2.9%.

Health-Minded Shoppers

Today’s consumers are taking better
care of themselves, said Erin King, senior
category manager for 7-Eleven Inc.
“Trends are moving toward more

fitness, better eating and consumption of
vitamins and dietary supplements to aid
in the healthy maintenance of the body,”
King said.
HBA sales can vary in multiple ways,
King noted. “Our standard HBA set is 12
feet; however, some stores have limited
space, which means the HBA set can be
as small as four feet.”

Sales can also vary based on the
customer profile, King added, and items
should be merchandised within the
section to meet those specific customer
needs.
7-Eleven’s take on increasing HBA
volume is simply to provide shoppers with
more choices.
“To increase HBA sales,” King said,
“expanding the assortment and giving
additional space to the category is a good
place to start.”

Need-Driven Category

The 2018 federal “Farm Bill” legalized
the production of hemp, which essentially
legalized CBD on the federal level. The
result has been more HBA products
featuring CBD, which is touted as having
pain-management and calming properties.
“CBD is the hottest product (in HBA)

7

Vol. 6 Issue 11

Category Spotlight
right now,” said Mike Jackson, category
manager for Baltimore-based High’s,
which operates 49 c-stores in Mid-Atlantic
states. “Since it is fairly new to the c-store
market, sales are growing exponentially
each week. I think greater customer
awareness and knowledge have also
contributed to increased sales of CBD”
Jackson has found that HBA tends to be
a customer-need-driven category.
“If the customer comes into the store
with a headache, runny nose, etc., they
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generally go looking for something for
immediate relief.”
That said, he added, merchandising
seasonally-driven products near the pointof-sale (POS) ensures customers see the
product and may purchase immediately
instead of waiting to visit a larger retailer.
Jackson recommended c-store
operators carry multiple-dose packs.
“Make sure the retails are not too
outrageous as to make the customer feel
they are being taken advantage of when

making a purchase,” he said.
Selling only single-dose travel packs
limits who will purchase the product, he
added.
“Someone traveling will know they will
need at least a second dose that day to
relieve the symptoms, so if you only have
single dose retail packs, they may wait to
purchase the product from somewhere
else rather than buying multiple singledose packs.” 
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CommunitY

2019 AKF Walk
By the.ismaili

The 2019 AKF Walk / Run was
held on Sunday, October 13, 2019 at
Discovery Green in downtown Houston.
It was an incredible fun-filled day for
all ages. There was a fun Foam Run
for children under 18 years of age, a
walk to celebrate AKF and its work, live
entertainment by Urban Music Awards
recipient Raghav, a pumpkin patch,
face painting, balloon animals, mehndi/
henna design, and a silent auction
to raise critical funds for AKF. Police
Chief Art Acevedo made a special
appearance! Food vendors donated 100
percent of proceeds to the Foundation.
Participants received a swag bag with
goodies, free t-shirt, and a trophy for all
Foam Run participants.
Romina Kadiwal, GHRA’s Director of
Administration (HR& Finance), attended
the event. “GHRA and its Members
are proud supporters of Aga Khan
Foundation. This year again, GHRA was
a National – Changemaker Sponsor and
donated over $100,000. The foundation
partners with communities to improve
their quality of life and their work is very
well presented and showcased during
the walk. Partnership Walk is the place
where the Houston community gathers

Participating in the event:
Board of Directors: Firdous Ali, Arifali Momin, Sohail Ali, Riyazali Momin, Moez Maredia
GHRA Staff: Romina Kadiwal, Sonia Patel, Hamna Siddiqi, Mike Davis, Edgar Marquez, Nayan Ghimire,
Saleem Mahemood, Cammer Madrigal, Rizwan Davwa, and Khurram Mohd

to show their support for the Aga Khan
Foundation. It was a fun filled event
for all ages with great entertainment,
food and activities for kids. GHRA
would like to thank all its Members for
the continued support and donations
towards the Aga Khan Foundation.
Hamna Sidiqqi, GHRA Marketing
Assistant, also attended. “This was
my second year attending the AKF
Partnership walk with our GHRA team
and it was such a great experience! To
see all of the great work the foundation

has put towards making such a great
difference all around the globe truly
fills my heart. As an attendee, I was
able to visit the various booths, silent
auction and the great presentation that
was put together displaying the three
villages AKF has transformed as their
recent projects. From building schools,
universities, and hospitals, they’ve
served both their local community and
over 30 countries around the globe each
year! I look forward to attending the
walk next year!” 

The following is a paid advertisement

2020 GHRA Membership Renewal
now available on member portal!
Please complete the online application and submit
all required documents.
The deadline to complete the membership renewal
is December 15, 2019.
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Princess Zahra arrives in Houston to
receive Huffington Award
By the.ismaili

Princess Zahra and her daughter, Miss
Sara Boyden, arrived in Houston, Texas,
at the invitation of the Asia Society Texas
Center. Princess Zahra was honored with
the Huffington Award at the annual Award
Dinner held on October 10th.
She was recognized for her outstanding
contributions that have furthered
international understanding, uplifted lives,
and advanced health and education on a
global scale through her work with the Aga
Khan Development Network.
Earlier in the day, as a mark of great
respect, proclamations were received
from congressional leadership, the City of
Sugar Land, and Mayor Sylvester Turner
of the City of Houston. Mayor Turner
Princess Zahra and Miss Sara Boyden meet with President Al-Karim Alidina and Vice President Celina
proclaimed 10 October 2019 as Princess
Shariff of the Ismaili Council for the United States of America, upon their arrival into Houston.
Zahra Aga Khan Day.
PHOTO: AKBAR HAKIM
GHRA was represented at the event by
CEO Bill Pitocco and Board of Directors:
Shahid Maknojia, Treasurer Jamal Jivani, and Directors Moez Maredia, Sohail Ali,
President Firdous Ali, Senior Vice
Warehouse Vice Chairman Hussain
and Riyazali Momin. 
President Arifali Momin, Vice President
Visnani, Warehouse Treasurer Imran Ali,
The following is a paid advertisement

For Service Call:

Inside Houston
Tastee Kreme Ice Cream
713-290-0123
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Human Resources

Overcoming the Challenges of
Today's Retail Jobs Landscape
Adapted from Convenience Store News article by Melissa Kress

With unemployment in the United
States near a 50-year low, there are
more job openings today than there
are unemployed workers. This makes
it difficult to staff businesses, as
convenience store operators know all too
well.
In 2009, there were six workers for
every job opening. Today, it is almost even
at a one-to-one ratio, according to Aaron
Rolka, recruitment evangelist, employee
insights at Indeed.com, an employment
search engine.
The number of workers leaving their
jobs voluntarily is also at a 20-year high,
noted Rolka, although the statistics don't
apply across the retail spectrum, he said
during the NACS Show 2019 education
session titled "Navigating the Labor
Landscape."
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In 2019, more employees are realizing
that more attractive options may be
available and shopping around for
new positions. Retailers have found it
challenging to find and retain quality
workers.
One million retail jobs are listed on the
Indeed website, and 424,000 searches for
retail are performed on the site each day,
Rolka cited. However, "retail is changing
quickly and, as a result, so are those
talent needs," he noted.
Non-traditional retail jobs — such as
technology, warehouse and driver — have
seen 13 percent year-over-year growth
on Indeed.com. Meanwhile, 68 percent
of retailers are hiring for traditional retail
positions, such as store clerk or stocker.
Of those traditional job listings, Rolka
said 64 percent of them are open due to

employee turnover.
So, why are employees leaving their
jobs?
According to Rolka, the top reasons
cited include:
•
Not enough money
•
No career path
•
Feel underappreciated
•
Overworked
•
Not a good work/life balance 
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Marketing

Buy One, Get One Sales Event!

B

uy one, get
one sales
events have
been a successful
marketing idea in
the recent years.
From the fashion
industry to the
wholesale market,
buy one, get one
Hamna Siddiqi
is a quick way to
GHRA Marketing Assistant
move inventory
and generate cash flow. This sale method
works in a variety of ways: buy one, get
one free! Buy one, get one 50% off!, etc.
Regardless of your marketing choice, buy
one, get one, or BOGO for short, drives
rapid sales.
BOGO is important when you’re
moving items on sale or even introducing
a new item in the market. What better

way to do so than a buy one, get one
offer. For example, a Buy One, Get One
50% off promotion creates a perception
for your consumers that the price of
one product is reduced by half - when
in reality the entire purchase has been
reduced by 25%. BOGO’s can also help
increase profit because the discount only
applies to the second product – a single
product purchase remains at full retail
price.
According to Retail Small Business,
“The perception for the customer is that
they are getting a big deal.” And that is
what matters. BOGO is one of the best
"perception" offers you can use. But the
beauty of this offer is in its benefit to the
retailer.
If you advertise a 50% off sale in the
entire store, your end of the day sales
report will run as if you only sold one

item per receipt, which will take a drastic
effect on your daily sales margin, even if
your profit margins are set at 60%. It’s
important to select key items that have
particularly higher margins and apply the
BOGO sale method.
You can use BOGO to design your next
clearance and sales event. It will help
move inventory and generate rapid cash
flow. The psychology behind the deal is
“the price is marked off by half, this is a
great deal!” which in reality is the whole
concept behind the offer.
Be sure to check out our weekly new
items announcement in your email to
get insights on What’s New at GHRA
warehouse along with hot promotional
items! Be sure to check the GHRA App
for product updates and monthly deals!
Stay tuned for more with GHRA! 

The following is a paid advertisement

A WINNING
COMBINATION!
Contact Kirby Selman

Mobile: 832.493-4665
E-Mail: : Kirby.selman@bordendairy.com

12

Vol. 6 Issue 11

The following is a paid advertisement

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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New Member Introductions

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

BUZZY MARKET
HANDI KWIK FOOD MART
KORNER FOOD MART # 3
FALCON EXPRESS # 10
R & K FOOD MART
24 SEVEN CULLEN FOOD MART
SWIFT UVALDE

Z'S MART
EL CAMPO TRUCK STOP
SWINGBY # 6
HIGH FIVE STORE # 2
PINEY WOODS MART # 2
QUICK PICK FOOD STORE
KINGS MART

T C COUNTRY STORE
ALI'S CORNER
GRAB N GO # 3
MAX MART
HANDI STOP # 89

The following is a paid advertisement
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November Storefront Set-Up

FOR

1

GET

12oz

Need a
Boost?

SINGLES
ALL FLAVORS

2 for$2.00 2 for$4.00 2 for$3.00
or one at
regular
retail

or one at
regular
retail

Includes all 28oz
BodyArmor Sports
Drink bottles

Includes all Brisk
1 liter bottles
11-1-19 to 11-30-19

11-1-19 to 11-30-19

or one at
regular
retail

Includes all participating
Dr Pepper®, 7UP® or Canada
Dry® 2-liter products
11-1-19 to 11-30-19

NOVEMBER SPANNER BOARDS
20 ft.

GET

15 ft.

GET

12oz

FOR

SINGLES

FOR

12oz
SINGLES

ALL FLAVORS

ALL FLAVORS

Need a
Boost?
Red Bull 12oz Cans
Net Case Cost:Need
$44.40a

Feature Retail: 2Boost?
for $5.00
Blended Margin: 33.8%
Regular Retail / GM%: $3.39 (45.4%)
Promo Retail / GM%: $2.50 (26.0%)

NOVEMBER POSTERS
Brisk 1-Liter

Body Armor 28oz

Dr Pepper 2-Liter

Net Case Cost: $11.50

Net Case Cost: $15.00

Net Case Cost: $11.00

Feature Retail: 2 for $2.00

Feature Retail: 2 for $4.00

Feature Retail: 2 for $3.00

Blended Margin: 34%

Blended Margin: 43.9%

Blended Margin: 23.3%

Regular Retail / GM%: $1.49 (48.5%)

Regular Retail / GM%: $2.69 (53.5%)

Regular Retail / GM%: $2.39 (42.5%)

Promo Retail / GM%: $1.0 (23.3%)

Promo Retail / GM%: $2.00 (37.5%)

Promo Retail / GM%: $1.50 (8.3%)
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COMING UP:
DECEMBER PROMOTIONS

Spanner Board:
Dr Pepper 20oz

Poster #1:

16oz Monster

Poster #2:

2-Liter Coke

Poster #3:
Frito Lay

The following is a paid advertisement

LOCATED INSIDE GHRA OFFICE
12790 SOUTH KIRKWOOD RD HOUSTON TEXAS, 77477

COMMERCIAL

HOME

AUTO

Property, Liability, Workman’s Comp, Underground Tank,
Flood, Windstorm and Many more

YOU WILL BE PLEASED WITH OUR SERVICE AND PRODUCTS, SO CALL
US TODAY
CALL MOIZ MERCHANT TODAY FOR YOUR FREE QUOTE AT
281-295-5380
Cell: 832-283-4246
Fax: 1-888-506-6022

GHRA MAIN OFFICE
12790 South Kirkwood Rd.
Stafford, TX 77477
Ph. 281.295.5300
Fax. 281.295.5399

GHRA WAREHOUSE
7110 Bellerive Dr.
Houston, TX 77036
Ph. 281.295.5333

www.ghraonline.com

Fx. 281.295.5347

