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Firdous Ali
Thank you for your support.

Dear Members, 

We are certainly in challenging times, but as your business partner, we are committed to be a resource and 
advocate for you. GHRA is working closely with its suppliers to ensure our business needs are met.  We are 
also working with local government, business, and community partners to support you as the economy begins 
to restart.  It is imperative that we utilize strategies to be as prepared as possible to protect the health of our 
membership, our workforce and provide resources for business recovery at our member stores.  In an effort to 
assist with your own efforts, we will keep you updated regularly through our normal communication channels like 
this magazine, our weekly updates and more.

Our website is current and will be a resource to assist you. It will include federal, state, and local resources, 
information from local partners and important news updates to help members, their customers, and their families.  
Our corporate office is open.  If you need to come by to pick something up or speak to someone, we are here. Our 
warehouse continues to serve your needs and is open from 8:30 am to 6:00 pm to serve you!

Please reach out to us if you need something, we are here to serve and support you.   Our mission to serve you 
does not stop during times of struggle and unforeseen challenges.  We will magnify the mission to support you 
in times like this!

Presidents Notes
FIRDOUS ALI
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As I reflect on the last month, I realize how the country, the states, the cities, and individual companies were not 
adequately prepared for this pandemic. I also recognize how important it is be prepared for what comes next.  
As workers reenter the workforce and the need for fuel and food increases, we will need to be sure member 
stores are ready to meet those needs.  While this pandemic has been difficult, I am in awe of the work ethic and 
commitment to your businesses that you displayed these last few months.  You have kept your stores open and 
continued to provide necessary supplies to the people of Texas in a time when they needed it most.  I know this 
was hard on you.  Thank you for the work you did and continue to do to stay open.  The mayor and many folks 
at the city have expressed their thanks to GHRA and its members for their efforts.

 At the same time, I want to thank all the employees at our company.  We still have more to do and when I think 
about all we have done to keep everyone safe and to support our members stores, I am very proud.  Our staff 
stepped up during this time and continue to work for you, ensuring products were coming in, getting stocked, 
picked, loaded, and delivered to your stores.  The combined commitment to our work and to each other has 
brought us to new place and I look forward to seeing where we go from here.

At GHRA, our Members are our Mission – thank you for your support.

ON MY MIND
B I L L  P I T O C C O ,  G H R A  C E O

Bill Pitocco

O U R  M E M B E R S  A R E  A LW AY S  O U R  M I S S I O N !



#WeareAllinThisTogether

HOUSTON 
"VIRTUAL" IFTAR 

2020 FOOD PICK-UP

GHRA had the opportunity to donate and be a part of the Houston
"Virtual" Iftar on Saturday, May 9th at Bayou City along with keynote
speaker, Mayor Turner. 
 
GHRA Senior Vice President, Imran Ali and GHRA Treasurer, Sohail
Ali were onsite to represent GHRA.
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IMRAN ALI
Senior Vice President

2020 - 2021 GHRA EXECUTIVE COM
M

ITEE BOARD
FIRDOUS ALI

President

RIYAZALI MOMIN
Vice President

BARAKATALI MOMIN
Honorary Secretary

SOHAIL ALI
Treasurer

NOORDIN MAREDIA
Warehouse Chairman
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Food Service

Turning Grocery & Fast-Food Shoppers 
Into Convenience Foodservice Fans

As convenience store operators rise 
up in the foodservice echelon, and the 
lines between channels continue to 
blur, all foodservice retailers represent 
some form of competition to c-stores. 
But by recognizing what shoppers desire 
from their prepared food 
and beverage purchases, 
c-store operators can boost 
sales, improve customer 
satisfaction, and gain share 
from competitors.

Beth Brickel, senior research 
director on the Insights 
and Innovation Team at 
EnsembleIQ, parent company 
of Convenience Store News, 
shared insights gleaned from 
new exclusive research at the 
2019 CSNews Convenience 
Foodservice Exchange event.

The national study identified 
and created profiles of 
shoppers who primarily visit c-stores, 
grocery stores or fast food outlets, and 
then compared these profiles in regards 
to their thoughts on prepared foods 
and prepared beverages in various 
establishments.

On average, convenience stores 
scored well when shoppers evaluated the 
channel on key satisfaction drivers. Still, 
c-store performance could be improved in 
taste, freshness, food safety, appearance 
and quality. Customization also could use 
some improvement, particularly since this 
is becoming a standard expectation for 
the younger generations.

To improve sales, convenience retailers 
need to understand what prevents non-c-
store shoppers from making foodservice 
purchases at their stores. Food freshness 
and food quality top fast food and grocery 

By Angela Hanson, CS News

shoppers' lists of reasons not to buy 
c-store food. Fast food shoppers were 
also likely to cite a preference for other 
stores, or say that the food doesn't look 
good at c-stores. Grocery shoppers are 
concerned with a lack of healthy options.

Appealing to these consumers goes 
beyond changing the actual food. 
Perception matters as much as reality, 
with perceptions of freshness driven 
by store and merchandising cues, 
particularly store cleanliness and having 
a clear/uncluttered store, both of which 
were listed by 90 percent of study 
participants. The care and attention that 
employees give the store itself is an 
indicator to consumers of how they will 
approach food preparation. 

Better-for-you options and more 
choices are also among the factors that 
would prompt non-c-store shoppers to 
make a purchase. Offering "a selection of 
healthier options" was cited by 38 percent 
of grocery shoppers and 33 percent of 
fast food shoppers, while "wider variety" 
was cited by 35 percent of grocery 

shoppers and 30 percent of fast food 
shoppers.

Freshness continues to be paramount 
as well, with preparation date and 
freshness information emerging as a top 
motivator, listed by 39 percent of grocery 

shoppers and 34 percent 
of fast food shoppers. The 
ability to customize orders, 
information about how food is 
prepared, and "easier to eat 
while on the go" are other top 
motivators.

When it comes to the price 
and environment, grocery 
and fast food shoppers care 
about price and environment 
more than customer service, 
sales and promotions, or 
free samples. More than four 
in 10 non-c-store shoppers 
listed a cleaner store as 
being important (46 percent 

of grocery shoppers and 44 percent of 
fast food shoppers) and the same goes 
for lower prices (43 percent of grocery 
shoppers and 37 percent of fast food 
shoppers).

Purchase influence is foremost in the 
form of word of mouth, as 47 percent of 
shoppers listen to recommendations from 
friends or family when deciding where to 
purchase food and beverages. However, 
in today's forever-connected world, digital 
sources are important, too.

Nearly a third of shoppers report using 
restaurant review sites and 30 percent 
use mapping sites, which frequently offer 
much more than just directions. C-store 
shoppers are more likely to check social 
media compared to either grocery or fast 
food shoppers. 
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NEW
8.5ft Counter
SMALLER

Signup now and save $5000 
on startup license fee in 2020.
Call Doug Boone
Food Service Manager
281-295-5300
*2021 startup fee $7500

WWW.BIGMADRE.COM

20th LOCATION
OPENING SOON!



12 Vol. 7 Issue 6

enhancing the shopping 
experience in their 
stores, the research 
shows it is currently a 
less important factor, 
cited by only 4 percent 
of shoppers. Additionally, 
less than a quarter of 
survey participants (16 
percent) say that the 
speed of a shopping trip 
is critical for a positive 
shopping experience, 
indicating that quick and 
fast is not necessarily 
associated strongly with 
a positive shopping 
experience.

Once again, on the question of what 
defines a positive shopping experience, 
there are differing opinions among the 
generations. For instance:

•  Baby boomers are more likely than 
Gen Z, millennials and Gen X to 
rank price (cited by 71 percent of 
boomers), variety of products (44 
percent) and store cleanliness (36 
percent) as key factors for a positive 
shopping experience.

•  Millennials (24 percent) and Gen Xers 
(20 percent) are more likely to rate the 
quality of prepared food as a top three 
factor vs. 13 percent of baby boomers.

•  Baby boomers are less focused on a 
convenience retailer’s loyalty/rewards 
program (12 percent) vs. nearly a 
quarter of millennials (23 percent) and 
Gen X (20 percent).

•  Gen Z (20 percent) and millennials 
(16 percent) are more cognizant  of  
how fun a store is to shop vs. baby 
boomers (9 percent).

Are C-stores Measuring Up?
Good news for the convenience 

channel is that shoppers appear to be 
largely satisfied. In the eyes of many 
consumers, c-store operators improved 
their performance over the past year.

When survey respondents were asked 
to rate the c-store at which they shop 
most often on multiple attributes, the 
scores improved over 2019 overall. 
General convenience (at 80 percent) and 
speed of trip (at 76 percent) received the 
highest percent- ages of excellent and 
very good ratings.

 There are some areas for improvement, 
however. Just 58 percent rated their store 
highly on the fun-to-shop attribute, and 
just 56 percent gave high ratings to the 
price of products. Although these scores 
are an improvement from last year’s 
study, they are still at the bottom of the 
satisfaction list, indicating to retailers that 
more work needs to be done in these 
areas.

Education

Where Convenience Meets Experience
C-Store operators must think beyond transactions to attract today’s 
demanding shoppers

“CUSTOMER EXPERIENCE” is a 
buzzword in the convenience store 
industry right now, with several major 
retailers making this a strategic focus for 
2020. But what exactly does a positive 
customer experience mean to c-store 
shoppers? What’s most important to 
them?

The 2020 Convenience Store News 
Realities of the Aisle Study answers these 
questions, and much more. According 
to the exclusive 11th annual consumer 
study, which surveyed more than 1,500 
c-store shoppers in the United States, 
six in 10 say “shopping experience” is 
important when they’re deciding which 
stores to shop. Only 3 percent say it is 
not important at all.

Daily c-store shoppers maintain this 
position more than weekly or monthly 
shoppers. Sixty-six percent of daily 
shoppers say the shopping experience 
is very important or important vs. 59 
percent of weekly and monthly shoppers. 
This underscores the need for a positive 
shopping experience in order to attract 
more daily shoppers to your stores.

When defining what a positive shopping 
experience is, a myriad of factors come 
into play.

More than half of c-store shoppers 
(56 percent) put the price of products at 
the top of the list, followed by variety of 
products offered (34 percent) and general 
convenience (32 percent).  Other top 
factors include store cleanliness (cited 
by 26 percent), employee friendliness 
(21 percent), quality of prepared food (21 
percent), and loyalty/rewards program (20 
percent).

Interestingly, while technology is 
a leading way c-store operators are 

By Don Longo, Convenience Store News
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Education

of Gen X consider their usual c-store's 
quality of prepared food to be 
excellent or very good, compared to 
53 percent of baby boomers and 45 
percent of Gen Z.

Not surprisingly, daily c-store shoppers 
are more likely than weekly and monthly 
shoppers to give their most frequented 
c-store high marks across all attributes 
measured. The greatest disparities 
between these two groups are seen in 
employee helpfulness (a 13 point gap), 
loyalty/rewards program (12 points), 
variety of products (12 points), and fun to 
shop (12 points).

Drawing Customers In
More good news for the convenience 

channel is that its customer base makes 
a habit of visiting regularly: 75 percent of 
the shoppers surveyed visit a c-store at 
least once per week. This puts c-stores 
ahead of grocery stores and mass/
supercenters, as just 70 percent of 
the same shoppers visit each of those 
channels at least once a week.

Younger consumers are more likely be 
weekly c-store shoppers, with millennials 

(77 percent) and Gen X (79 percent) 
leading the way, compared to baby 
boomers (66 percent).

Men, in general, show a higher 
tendency to be influenced by various 
factors compared to women. Meanwhile, 
women are more likely to claim that no 
factor influenced them in their last visit.

Word of mouth and gas price apps 
are the only tactics that show equal and 
comparable influential power across 
every generational group surveyed in the 
study.

C-store retailers who want to turn their 
weekly and monthly shoppers into daily 
shoppers should examine their savings 
and promotional offers, which is a key 
difference between these groups. 

Increasing the frequency of existing 
customer visits is even more important 
when you consider that while nearly 
three in four c-store shoppers overall (74 
percent) typically visit the same store 
each time, daily shoppers are even more 
likely to be loyal (at 78 percent). 

The age of shoppers makes a 
difference, too. Generational variations 
include:

•   More millennials (82 percent), Gen X 
(81 percent) and baby boomers (76 
percent) rate their most frequented 
convenience store as excellent or 
very good on general convenience, 
compared to Gen Z (64 percent).

•   Millennials are more likely to give 
high ratings for speed of shopping 
trip (78 percent) than Gen Z (69 
percent), which indicates that younger 
consumers have higher expectations 
for convenience and speed.

•  Compared to the other generations, 
baby boomers are significantly less 
likely to give high ratings for variety of 
products offered and price of products.

•  Sixty-two percent of millennials and 
63 percent of Gen X give their c-store 
an excellent or very good rating on 
the fun-to-shop attribute, compared to 
45 percent of Gen Z shoppers and 40 
percent of baby boomers.

•  When it comes to fresh food, 64 
percent of millennials and 68 percent 
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Human Resources

Do Your Staffing Goals Focus on 
Attitude or Aptitude?
By Ready Convenience

Hiring: Set specific 
objectives for the type 
of person you want 
serving your customers. 
Emphasize attitude 
instead of skills. Skills can 
be developed — bring in 
employees with some job 
experience, then teach 
them the rest. But without 
a good attitude, they won’t 
be as open to learning 
more, being coached, 
and applying themselves. 
That’s why interviewing 
and hiring for attitude and 
training for skills has a greater long-term 
impact on your overall staffing goals. 
Hiring people with positive attitudes 
and the willingness to grow gives you a 
trainable workforce that can easily learn 
the skills needed. When your focus is just 
on skill, you’re setting up your new hires 
for failure.

Retention: Your job isn’t over once 
you attract and hire the good employees. 
Retention is key to winning the turnover 
battle. Put all employees on a career 
path, both through mentorship and a 
trackable and goals-driven online training 
program. Share your staffing goals with 
your current employees, and provide 
incentives and rewards for people who 
help you reach them. 

While your overall staffing goal is 
likely to maintain a full and functional 
staff, you’ll need to break that down 
into smaller goals. Start by looking at 
the three facets of the labor formula: 
recruitment, hiring, and retention.

Recruitment: Competition for good 
employees is tricky. Not only are you 
competing with other convenience 
stores, you’re also competing with other 
industries. Although it might not feel 
like it sometimes, it is possible to find 
candidates who will serve you and your 
customers well. You just need to know 
where to find them. Don’t just put the 
“Now Hiring” sign in the window and hope 
the perfect candidate sees it. Online ads 
may also be ineffective as they will often 
attract too many people. Instead, think 
outside the box. Offer incentives to your 
current staff, and even your most loyal 
customers, for referring applicants who 
are hired and stay on for at least 90 days. 
Good recruiting is the key to good hiring.

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

The following is a paid advertisement
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Soft Skills Training Every C-Store 
Employee Needs
By Ready Convenience 

employees how to adapt to changing 
circumstances within the boundaries of 
your policies and procedures.

#7 – Active listening. As a leader, 
your communication style should be one 
in which you listen more than you speak. 
Teach your employees active listening 
skills as well. This will lead to more 
questions, two-way communication, and a 
deeper understanding of each other.

#6 – Time management. Convenience 
store employees have to juggle shift-
specific tasks along with taking care 
of the needs of customers. To do this, 
they need time management skills in 
organizing, prioritizing, and multi-tasking.

#5 – Problem-solving. There’s no 
shortage of problems that come up 
in convenience stores. Employees 
may face problems with customers, 
teammates, vendors, or managers. 
Teaching employees a problem-solving 
strategy they can apply to many different 
situations will help them keep small 
problems from becoming big ones.

#4 – Product knowledge. Knowing 
the ins and outs of your product offerings 
may seem like a hard skill rather than a 

soft skill. However, answering customer 
questions, recommending complementary 
products, and fitting customers’ needs to 
the right products are all soft skills that 
you must teach.

#3 – Sensitivity. For the sake of your 
business, your team, and your customers, 
you must make sure you cover issues of 
diversity, sensitivity, and productive work 
environment as part of your soft skills 
training program.

#2 – Collaboration. Convenience 
store teams must work together toward 
common team goals. This requires 
collaboration, a soft skill that may not 
come naturally to all your employees. 
Even lone wolves can learn how to run 
with a pack, you just have to show them 
the benefits of teamwork.

#1 – Customer service. The number 
one soft skill for convenience store 
employees is customer service. All the 
soft skills in the list before this one relate 
to how employees handle interactions 
with customers, both positive and 
negative. It all comes down to exceeding 
customer expectations, and you can’t 
accomplish that without soft skills. 

An effective convenience store training 
program covers a lot of ground. Your 
employees obviously need to be trained 
on equipment specific to your business, 
compliance topics such as age-restricted 
sales, and safety issues such as robbery 
and skimming prevention. These are all 
examples of hard skills that employees 
must master to help keep your business 
running. They’re important, for sure, but 
they aren’t all-inclusive. For employees 
to implement those hard skills in 
conjunction with taking care of customers 
and working with their teammates, they 
also need a strong soft skills training 
foundation.

Top 10 List of Soft Skills for Employees
Soft skills are sometimes referred to 

as “people skills” or “interpersonal skills.” 
These skills relate to how employees 
handle interactions with others, rather 
than with a machine or a process. Soft 
skills training can often be challenging 
because it must teach subjective 
skills such as flexibility, judgment, and 
temperament. To improve the collective 
soft skills of your staff, make sure you’re 
training on these top 10 soft skills topics:

#10 – Situational awareness. A cool 
buzzword for paying attention to your 
surroundings, situational awareness 
is important for convenience store 
employees because it enhances safety 
and tunes employee into customer needs.

#9 – Attention to detail. When 
employees are trained to pay attention 
to details, they are more likely to follow 
procedures methodically and complete 
their tasks thoroughly.

#8 – Flexibility. Being flexible may 
seem contrary to being methodical, 
but it doesn’t have to be. Teach your 

Human Resources
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Dollars & Cents
Adapted from “Inside the Consumer Mind”, Convenience Store News

BY GENERATION

Paper or Plastic?

$14.96 
VS.

$12.56GEN XERS
aged 38-
53

$14.70

MILLENNIALS
aged 22- 37
$13.94

GEN ZERS
aged 18- 21
$11.45

BABY  
BOOMERS
aged 54-
72

$12.39

Looking at shopper frequency, the average c-store trip  
spend of daily shoppers vs. weekly and monthly shoppers  
is mere penniesapart.

$13.80 VS. $13.76

SPEND  
THE  

MOST

Males report a higher average
spend per convenience store visit
compared to females.

As convenience stores across the country amp up their offerings, shoppers are increasing their spending in the 
channel. The 2020 Convenience Store News Realities of the Aisle Study found that c-store shoppers estimate they 
spent $13.77 on their most recent  convenience store trip, not including the price of gasoline. This  represents an 
increase of $3.46 over 2019. Other payment-related findings from this year’s exclusive consumer study include:

C-stores are expanding their offerings, giving shoppers reasons to spend 
more per visit

When it comes to paying  for their purchases, c-store shoppers overall are most likely to pull out the 
plastic — debit cards, specifically.

For their most recent purchase:

42%

31%

17%

of shoppers say they paid
with a debit card
of shoppers say they paid 
with cash
of shoppers say they paid
with a credit card



The following is a paid advertisement

17Vol. 7 Issue 6

Consumers  
seek functional,  
convenient and  
enjoyable foods  

to meet their  
morning needs.

How We Start the Day

The number ofin-home prepared 
and consumedbreakfasts has 

declined in the last decade.
However, consumers aren’t 

skipping this mealmore often. 
There has been a nearly equal 

increase in morning snack 
occasions, as well as 

restaurant meals.

Easy access to food drives  
the decision-making process  
in many cases, as shown by  
the continued rise of
mobile ordering.

Source: Future of Morning, The NPD Group

Sustained growth is expected for portable  
and functional categories, such as:

“Busy schedules,  
mixed with good  

intentions and  
the need for fuel,  
shape what we  
eat and drink in  
the morning.”

—David Portalatin,  
NPD food industry advisor

102 50
billion billion

Consumers prioritize function and convenience  
in their morning consumption choices
Breakfast remains an institution in America, but consumers’ increasingly  
busy schedules are driving changes in how, why and where they consume  
foods and beverages in the morning. Newly released research shines
a light on the latest evolutions in breakfast. Among the findings:

In 2019,Americans  
consumed nearly

breakfasts morning snack  
occasions

Juices with  
functional benefits  
(i.e., energy)

Categories  
with protein  
(i.e., eggs)

Breakfast  
sandwiches

ORDER

Adapted from “Inside the Consumer Mind”, Convenience Store News



18 Vol. 7 Issue 6

Industry News

Remodeling on a Budget
Small operators can afford to have good design sense, too
Adapted from C-Store News article by Renée M. Covino

“Focus first on the functionality and then 
come back to the cosmetic needs.”

Prioritize the Areas That Need the 
Most Attention

The way Bona sees it, small operators 
must be honest with themselves 
and narrow down design priorities to 
necessity, even if they also want to 
prioritize a wish list. There is no point 
in installing new graphic elements and 
painting the walls if the restrooms are 
not in pristine condition, if the lighting 
is old and ineffective, if the flooring is 
permanently soiled and in bad condition, 
or if you have equipment that isn’t 
working.

Therefore, Bona believes smaller 
retailers should prioritize their investment 
in those areas that need the most 
attention and will have the greatest 
impact on guest experience.

Do a Declutter
Decluttering is the most effective 

and least expensive design exercise 
any retailer can do, according to Bona. 
Stores, all too often, fall victim to an 
overabundance of signage or “sign 
pollution,” which completely ignores the 
importance of the sight lines into stores 
that make customers feel safe, he told 
CSNews.

“Industrywide research, along with our 
own client research, shows us that when 
you can’t see into the store, customers 
— especially women — feel unsafe 
and are unwilling to go inside,” he said. 
“Once inside the store, every conceivable 
vendor shipper, promotional sign, sticker, 
dangler and any other imaginable piece 
of communication overwhelms the 
environment and creates information 
overload that drives many to just tune 
out.”

Use Flexibility to Your Advantage
The small operator can bring more 

flexibility, more uniqueness, more of who 
they are to their store design, according 
to Lawshe. “That is why, although 

a challenge, it is vital that the small 
operator not only recognize what makes 
them different, but they need to shout it 
from the mountaintops through excellent 
design,” he urged.

For smaller retailers, design does not 
need to be bold, but it does need to be 
relevant. Bona explains that the design 
should be “an accurate reflection of 
who you are and how you want your 
customers to think about you. It’s all 
about story-telling — telling your own 
individual story through design.”

Play to the Senses
The brick-and-mortar retail experience, 

whether it is that of a big chain or a 
single-store owner, should engage 
consumers in all their senses. Touch, 
taste and smell represent an in-person 
exclusive that online retailers cannot offer.

Bona agrees, noting that brick-
and-mortar stores have some unique 
opportunities.

“As a consumer, I can smell fresh-
baked cookies and I can control 
customizable options in-store, whereas 
with online, I really never know what I 
might get until I receive my order,” he 
pointed out. “The important role design 
plays in how the built environment 
appeals to all the senses will be key 
in creating unique and memorable 
experiences. To do that, brick-and-mortar 
stores, including smaller operators, 
need to be more engaging and must 
provide richer emotional connections with 
customers.” 

Big Convenience Store chains are 
making big strides around the in-store 
experience. It starts with store remodels.

With limited budgets, the industry’s 
small operators are clearly at a 
disadvantage, but they know they must 
keep pace. So, how can small operators 
remodel on a budget, getting the most 
bang for the least buck?

Two retail design experts gave 
Convenience Store News these savvy 
tips:

Start by Defining the Problem 
You Want to Solve

Are you dealing with deferred 
maintenance issues such as aged 
wall coverings, deteriorated flooring, 
ineffective lighting, inoperable fixtures, 
etc.? Or do you want to introduce a 
new merchandising category, expand 
a foodservice program, or add a new 
beverage offering? Or are you just trying 
to revitalize an aging asset in order to 
remain relevant and competitive in your 
local market?

“While we are all students of the world 
and are constantly seeking out and 
evaluating what other great retailers are 
doing, small operators must understand 
that design must serve a purpose. 
Otherwise, it can turn into a costly 
exercise with no meaningful return,” 
cautioned Joseph Bona, president of 
New York-based Bona Design Lab. “You 
can’t copy your way to design success. 
And you shouldn’t start by choosing paint 
colors, floor tiles or graphics.”

Many people look first at the cosmetic 
needs of a remodel, but that is actually 
the last thing an operator should look at, 
according to Michael Lawshe, president 
and CEO of Paragon Solutions, a retail 
design and investment-maximizing 
consulting firm based in Fort Worth, 
Texas.

“We first look at the underlying 
programs that can bring new 
opportunities and new profits,” he said. 



19Vol. 7 Issue 6

New Member Introductions

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

please welcome our newest members as of June 2020:

MembersMembers

QUICK LANE # 1
LAKEVIEW EXXON

SWINGBY # 3
249 EXPRESS MART

CLAY PORTER STORES GROUP LLC

CHAMPIONS MART
OCEAN POINT

BIG SHOT
DEER PARK BUZZY BEE

TIME MAXX #5

NEW SUPER K CORNER STORE
INDEPENDENCE FUEL STOP

GASHOPPER
ANTOINE FOOD MART

EXPRESS 146

The following is a paid advertisement

For details and qualifications, contact your  Farmer Brothers Coffee Representative, Travis Young
(469) 968-4198 - tyoung@farmerbros.com

Partner with Farmer Brothers and
receive 1 month of FREE product
after 6 months of partnership!
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THANK
YOU
MEMBERS
FOR
YOUR
SUPPORT

“Learn from yesterday, 
live for today, 

hope for tomorrow. 
The important thing is 

not to stop questioning.” 
 

- Albert Einstein

Quote of the month submitted by:
Sonia Momin,

Human Resources Assistant
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For Service Call: 
Inside Houston

Tastee Kreme Ice Cream
713-290-0123

The following is a paid advertisement

The following is a paid advertisement

Contact Kirby Selman
Mobile: 832-493-4665 

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

A WINNING COMBINATION!
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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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Category Spotlight

Packaged Facts, debate over the 
importance of breakfast over lunch and 
dinner has risen sharply, and the trend 
of between-meal snacking and multiple 
smaller daily meals is further affecting 
mealtime management.

The research firm’s recent Eating 
Trends: Mealtimes and Snacking study 
found that:

•  In terms of the three main meals, a 
significantly higher number of adults 
consider breakfast to be the most 
important meal of the day.

•  Over a 10-year period, the percentage 
of adults who eat several smaller meals 
throughout the day experienced a slight 
uptick.

When examining the role snacking plays 
in mealtime management, IRI’s State of 
the Snack Industry report concluded that 
afternoon and evening snacking frequency 
is most prevalent, but morning snacking 
frequency has increased 8 percentage 
points in four years.

Whether seeking a snack or a meal, 
60 percent of consumers are still highly 
motivated by fresh and not processed 
offerings, so both the snacking and 
mealtime landscapes continue to evolve to 
meet these needs, Lilla pointed out.

“In my opinion, traditional breakfast and 
lunch ‘meals’ are the least prioritized meals 
and are seeing snacks as a replacement,” 
he said. “Based on the always-connected, 
always-on-the-go lifestyle that consumers 
are living, coupled with the immediate- 
gratification options that evolve, we 
definitely see snacking occasions 
continuing to increase. The easier it is to 
fulfill a craving/snacking need, the more 
consumers will take part.”

Maximizing the Trend
As eating behaviors continue to morph, 

snack suppliers have a few key pieces of 

advice for convenience store retailers to 
meet need states across all dayparts.

For starters, Flipz’s Foray advises 
operators to recognize that more than 
demographics, life stage and lifestyle 
impact consumers’ level of snacking 
throughout the day.

As a general rule of thumb, c-store 
retailers should seek to accommodate 
consumer preferences with products that 
reflect their dietary needs and beliefs, she 
added.

“We will continue to see an evolution in 
snacking behavior and the approach to 
snacking,” Foray said. “We are seeing that 
product benefits, both nutritional and via 
packaging/sizing, are playing different roles 
for different consumers in their assessment 
of snacks. Snacking will continue to 
become more fragmented and more 
customized as consumer needs become 
more specified.”

With 65 percent of Americans saying 
that making it fun and easy to shop is 
important in their decisions of where to 
shop, Lilla offers a multi-pronged approach 
for retailers:

•  Inside the store, retailers should 
maximize the overarching consumer 
needs of convenience, impulse and 
on-demand.

•  However, it’s not just about what’s 
happening at the shelf: “Emerging 
snacker” shoppers look for new snacks, 
with heavy interaction at checkout and 
secondary displays.

“The shopper of tomorrow already cares 
about this today,” said Lilla. 

Snacks Are the New Meals

The line between meals and snacks is 
getting muddier.

Dining patterns are increasingly shifting 
away from the three-meals-per-day 
schedule, as snacking between meals and 
eating multiple smaller meals per day is on 
the rise.

“As consumers continue to lead busier 
days, which are fueled by always-on digital 
connectedness, snack times have become 
the new mealtimes,” said Marissa Foray, 
brand manager for Flipz, the maker of 
chocolate-covered pretzels. “Consumers 
are snacking three or more times a day. 
… With less time to prep, cook and eat a 
meal, consumers are reaching for ready-to-
eat snacks that are convenient while they 
are on the move.”

Consumers’ always-on-the-go lifestyles 
require ease and convenience, and 
snacking allows them to grab a quick bite 
virtually anywhere. The explosion of new, 
portable snacking options — as well as 
a large uptick in better-for-you snacking 
options being introduced over the past 
five to 10 years — has helped create new 
usage occasions and brought a greater 
amount of convenience, which ultimately 
helps enable the active lifestyle.

“Snackers have so many new convenient 
options to fulfill any snacking/craving 
need, at any given time,” pointed out Jeff 
Lilla, vice president, strategic channels 
for Amplify Snack Brands, whose portfolio 
includes such brands as Skinny Pop and 
Krave. “The convenience options are 
amazing.”

Mealtime Placeholders
With the surging fluidity and 

interchangeability of modern mealtimes, 
Americans are undoubtedly eating 
differently. So, do mealtimes still hold any 
ground with consumers?

According to market researcher 

By Danielle Romano, CS News
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PPP LoanOrganizer
The Calculating Wages Company
www.calculatingwages.com

SPECIAL!
GHRA Members get  

15% off 
small business  
editions with  
GHRA15Off
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NO Application Fees
Monthly Fees
Batch Header Fees
Programming Fees
Annual Fees

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

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

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

Free Credit Card Terminals
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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






