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Like so many of you, I look forward to this pandemic being behind us and for our country to be open and 
finding some sense of normalcy.  Until then, we still have work to do, and I am proud to say we are hard at it.  
Our focus has been on the immediate needs of the moment as it relates to the pandemic.  Still, we have been 
working on projects and programs that will ultimately benefit our members and we will be announcing them 
soon.  

There have been so many distractions this year, and through them all our membership has continued to 
support our company.  We are thankful to you and proud of it!  Through all the challenges we have faced 
together this year, we are stronger for it.  Problems become opportunities when the right people join to fix them.  
We have a great opportunity ahead and I look forward to finishing the year strong.

Our members are our Mission!

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 !



3Vol. 7 Issue 8

Firdous Ali

Dear Members, 
We are a month into the third quarter, and the fifth month of the coronavirus outbreak.  The South Texas 

market’s infection rate continues to rise, and almost daily we hear from our government officials at the city level 
and at the state level.   In light of this, GHRA remains focused on protecting our members and our employees’ 
health and safety and supporting efforts to limit the spread of the virus in our markets. At the same time, GHRA 
has been committed to the mutual growth of our businesses, just as we have been for the last 20 years. We are 
working on future offers to help you compete in this market and in this industry.  We are excited about sharing 
these with you in the very near future.  

Together we have reached heights we once dreamed of, and together we overcame all the barriers we were 
confronted with. As the year goes on, we will call on that power to be a force of good in the world.  So much good 
has already come from our business relationship. Not only have our mutual businesses grown, but our people 
continue to advance in social and human development efforts too.  In short, our unity and our commitment to each 
other has propelled us to this moment in time, and it is what will propel us through the remainder of this year. 

Even in the midst of this years’ difficulties, I am constantly inspired by our member’s strength and the joy they 
have as a result of community!  We know that this power comes from our faith and is built on the strength of our 
families.  We have known through the generations that we are a force in the world because of this, and as a result 
we are the generation who can unite the world if we continue to stick together!  Knowing all the good we have 
done together was born from our need to solve problems and commit to solving them.  We can take comfort in 
knowing that our success this year and in the years to come is a result of our resolve.   

Thank you to each member for your continued support.

Presidents Notes
FIRDOUS ALI
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Industry Report 2020 Deep Dive:
FOODSERVICE

Adapted from:  CSNews.com/Industry Report

Now a core component of many convenience store retailers' strategic plans, foodservice has solidified
itself as a critical puzzle piece in convenience retailing  success today. Foodservice sales growth last 
year doubled that of overall in-store growth, further underscoring its importance to the convenience 
channel.  In this special "Foodservice Deep Dive" report, a bonus supplement to the Convenience 
Store News 2020 Industry Report, we present exclusive data and  analysis of the prepared food and
dispensed beverage categories.

TToottaall IInndduussttrryy IInn--SSttoorree SSaalleess
(Sales in billions)

Foodservice has been steadily increasing its share of in-store sales over the past five years.

Total merchandise 
sales were up 
2.1% in 2019, 
while foodservice 
sales were up 
more than double 
that, at 5.2%.  Both 
figures represent 
the best increases 
since 2016.



The following is a paid advertisement

7Vol. 7 Issue 8

Foodservice trails 
only the cigarette 
category when it 
comes to bringing in 
the most in-store 
sales.

Last year’s 
foodservice 
category growth of 
5.2% marked a 
turnaround from 
slower growth the 
previous two years.

Base: 1,509 U.S. shoppers aged 18+ who shop convenience stores at least once a month
Source: Convenience Store News 2020 Realities of the Aisle Study

Beverages slightly 
eek out prepared 
foods as the most-
purchased 
foodservice items.

Base: 1,213 U.S.  shoppers  aged  18+  who purchased prepared food from a c-store in the past month
Source: Convenience Store News 2020 Realities of the Aisle Study

71%
Of shoppers say 

they were satisfied 
with their last 
prepared food 

purchase from a 
c-store – an 

increase of five 
points from 2019.

Only 4% were 
not satisfied.
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Technology

Retailers React to National Coin Shortage 
Amid Coronavirus Pandemic

The point of sale has a new struggle: 
COVID-19.

Last month, the Federal Reserve said 
the COVID-19 pandemic has "significantly 
disrupted the supply chain and normal 
circulation patterns for U.S. coin” and 
noted that coin deposits have declined 
significantly from depository institutions 
to the Federal Reserve, while the U.S. 
Mint’s coin production decreased due 
to measures put in place to protect its 
employees.

Meanwhile, The Centers for 
Disease Control and Prevention have 
recommended grocery or food retail 
workers encourage customers to use 
touchless payment options, when 
available, and minimize handling cash, 
credit cards, reward cards, and mobile 
devices, where possible.

Retailers both big and small are 
beginning to react. 

Kroger, Walmart, and Wawa are among 
several larger retailers responding to the 
shortage by asking for exact change, 
electronic payment, or by stopping the 
return of change altogether.

Wawa started requesting customers 
pay with credit, debit, the Wawa mobile 
app or exact change, if possible, last 
week, or, if feeling charitable, donate 
their change to The Wawa Foundation. 
The convenience store retailer also 
started allowing customers to exchange 
their rolled coins for bills at select Wawa 
stores.

CASHLESS PICKS UP SPEED
On top of the coin shortage, COVID-19 

has put cash under the microscope.
“It’s clear that the ‘new normal’ for 

businesses of all sizes is defined in part 
by a shift in consumer preference for 

Adapted from RIS News article By Jamie Grill-Goodman

e-commerce and contactless payments, 
which can help limit consumer exposure 
and promote social distancing during 
the pandemic,” said Jodie Kelley, CEO, 
of Electronic Transactions Association 
(ETA).

A survey of SMB owners conducted by 
the ETA found of the SMBs that accept 
debit and credit card payments, 48% 
have seen an increase in customers 
using or asking for contactless payments. 
In an earlier report from ETA and TSG 
released in March 2020, only 27% 
of SMBs had reported an increase in 
contactless payments usage.

Electronic payments have become 
more commonplace in recent years, with 
the coronavirus pandemic shining an 
even brighter spotlight on the tech.    

An overwhelming majority of people 
are connected, with 95% of survey 
respondents having connected devices 
and 85% having apps on their phones 
that can make payments, daVinci 
Payments found in national study 
conducted May 29-30, 2020.

However, as retailers both big and 
small begin to discourage cash and coin 
payments, resurging talk of a cashless 
society brings its own issues.  

Critics of retailers going cashless have 
noted that the move discriminates against 
unbanked shoppers, many of whom are 
primarily low-income shoppers who do 
not have a smartphone and/or access 
to credit lines or bank accounts. An 
estimated 6.5% of households in the U.S. 
were unbanked in 2017, according to the 
FDIC.

Amazon Go stores, known for their 
walk-in and walk-out cashierless checkout 
and cashless payment tech, fell under 

fire for not accepting cash. In response 
Amazon began accepting cash payment 
when it opened its 12th Amazon Go store 
last year.

U.S. states and cities have also 
moved to protect citizens from a move to 
cashless retail. Philadelphia, for example, 
became the first U.S. city to ban cashless 
stores last year, followed by New Jersey, 
which became the second state to ban 
cashless stores after Massachusetts 
banned them in 1978. 

While COVID-19 may be fueling a 
move to cashless society, for now the 
Federal Reserve said it’s “working on 
several fronts to mitigate the effects of 
low coin inventories,” including managing 
the allocation of existing Fed inventories, 
working with the Mint to minimize coin 
supply constraints and maximize coin 
production capacity, and encouraging 
depository institutions to order only 
the coin they need to meet near-term 
customer demand.

“Although the Federal Reserve is 
confident that the coin inventory issues 
will resolve once the economy opens 
more broadly and the coin supply chain 
returns to normal circulation patterns, 
we recognize that these measures alone 
will not be enough to resolve near-term 
issues,” it concluded. 
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subcategory experiencing a year-over-
year sales decrease. Gum is the only 
subcategory most affected by COVID-19, 
as its trips and sales are significantly 
down from a year ago.

Candy Basket Dollars & Units 
Growth

As with most categories, candy baskets 
have increased over the past few months, 
primarily in dollars per basket but also in 
units. A deeper dive indicates that many 
consumers are purchasing larger sizes in 
convenience, Koupon found.

Non-chocolate bars/packs have seen 
the biggest increase in dollars per basket, 
up 17 percent from the year-ago period. 
Chocolate bars/packs (14 percent), candy 
rolls (12 percent) and gum (12 percent) 
all showed solid improvement as well.

While gum trips and sales per store 
have declined significantly, basket dollars 
have improved at an encouraging rate, 
according to Koupon. Gum isn't growing 
in grocery either, which is attributable to 
a general decline in demand to a lower 

level of social engagement during the 
pandemic.

Candy Sales by Brand
Sales growth by candy brand provided 

insight into what is happening within the 
category across three different four-week 
periods: four weeks ending March 15; 
four weeks ending May 3; and four weeks 
ending June 21.

Koupon found that chocolate brands 
Reese's, M&M's, Snicker's and Hershey's 
continue to lead the overall category. 
Interestingly, Hershey's briefly improved 
share to number two before returning to 
the number four position.

Starburst, Skittles, SweeTarts and Life 
Savers are growing category share in line 
with the growth in non-chocolate bars and 
packs subcategory identified above, while 
Twix, Extra and Orbit are losing share.

Koupon expects to see continued 
growth in the candy category over the 
remainder of the year. 

Industry News

Less Social Engagement During Pandemic 
Takes Toll on Gum Category

Alcohol and tobacco have been key 
growth categories for the convenience 
channel over the past few months as 
the COVID-19 pandemic lingers on, 
driving in-store traffic and sales over the 
long term. Another key category where 
retailers are experiencing growth is 
candy.

According to new insights from Koupon, 
candy sales are growing 6 percent, and 
baskets with candy are experiencing a 
strong 14 percent increase in dollars from 
2019, aligning with the overall COVID-19 
era trend of inflated dollars per basket 
figures.

Larger chocolate bars and packs 
are witnessing strong growth, but non-
chocolate bars and packs are also 
pulling ahead and growing at a faster 
rate. Despite the growth of both, the 
purchasing of larger packs is contributing 
to a decrease of overall trips, which 
dipped 12 percent.

Although trips are down across all 
subcategories of candy, gum is the only 

By Convenience Store News
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Education

“Be Our Guest” in the Age of COVID-19

What’s the one element of doing 
businesses that hasn’t changed due to 
the pandemic? It’s your need to serve 
your customers. Right now, customer 
satisfaction may be more important than 
ever as you and your staff do more to 
keep your customers safe, happy, and 
loyal. Your staff can’t make this leap 
on their own – they need guidance, 
leadership, and a new spin on customer 
service training during the pandemic.

Use the Acronym “GUEST” for Service 
Training

“Be our GUEST” is a customer 
service training philosophy that teaches 
convenience store employees how to 
treat customers like the most important 
people in the store. Let’s see how we can 
adapt that concept for customer service 
excellence during COVID-19.

•  G stands for Greet – greet each 
customer as soon as they come in the 
door. People are craving interaction 
and recognition. Don’t miss this 
chance to make them feel welcome. 
Even if you’re helping another 
customer, glance at the new customer, 
nod, and wave if it’s appropriate.

•  U is for Understand – part of being 
an essential business during this 
time is understanding your changing 
customer needs. Stay tuned in to what 

By readyconvenience.com

customers expect from you in terms 
of safety, compliance, convenience, 
products, and service.

•  E is for Eye-contact – Making eye 
contact and using positive body 
language is even more important 
when you’re wearing a mask. Smiles 
still make a difference! Even if 
customers can’t see your face, a smile 
naturally changes your voice and eyes 
to make customers feel important and 
appreciated.

•  S stands for Speed of Service – You 
are still a “convenience” store after 
all, so customers expect to be served 

quickly and efficiently. However, safety 
comes first, so for everyone’s sake, do 
not let speed of service get in the way 
of social distancing requirements.

•  T is for Thank You – These two 
simple words are two of the most 
meaningful you can say to a customer. 
During these times, a sincere 
statement at the end of an interaction 
can carry a lot of weight. Something 
like, “Thank you for choosing our store 
today. Stay safe and we hope to see 
you again soon” tells customers you 
value them not just as patrons, but as 
people. 

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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Beer buying drives men to c-stores, while candy 
buying is a sweet spot for women 
With convenience stores selling about 80 percent of the fuel 
purchased in the United States, it’s no surprise that fuel is the top 
product purchased by c-store shoppers. But what else compels 
consumers to visit the nation’s nearly 153,000 c-stores? 
The 2020 Convenience Store News Realities of the Aisle Study, 
which surveyed 1,500-plus consumers who shop a c-store 
at least once a month, revealed the following: 

Aside from fuel, the top products purchased 
by c-store shoppers overall are: 

41% 

38% 37% 

Male c-store shoppers
are more likely than females 

to have in their baskets: 

What’s In Your Basket? 
By Convenience Store News   CSNEWS.com

Daily convenience 
store shoppers 
are more likely to 
be lottery players 
(37%) than weekly 
or monthly c-store 
shoppers (26%).

36% 

35% 
35% 

33% 

Female c-store shoppers
are more likely than males 
to have in their baskets: 

33% VS.24% 

More women than 
men purchase lottery 
tickets at c-stores: 

By age, baby 
boomers most like 
to try their luck: 
40% picked up a 
lottery ticket in the 
past month vs. 30% 
of Generation X, 27% 
of millennials and 
14% of Generation Z.  

Candy

Canned/
bottled soda Salty snacks

Sweet 
snacks

Fountain drinks
Snack packs

Milk

Lottery is also 
a strong driver 
of convenience 
store trips: 

29%
of c-store shoppers 
overall said they 
have purchased a 
lottery ticket in the 
past month.

Sports 
Drinks

Beer

Energy Drinks Milk

Sweet 
snacks

Canned/
bottled soda

Salty snacks Fountain
drinks
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Three-quarters of convenience store shoppers  
patronize the same store every time 
Loyalty appears to be a concept that resonates strongly with  
convenience store shoppers. The 2020 Convenience Store 
News Realities of the Aisle Study, which surveyed 1,500-plus 
consumers who shop a c-store at least once a month, revealed 
that more than seven in 10 shoppers patronize the same 
store every time. Furthermore, shoppers cite a loyalty 
program as the top element that has influenced their decision to visit  
a specific convenience store. Other key findings from the study 
include: 

of convenience 
store shoppers 
say they 
patronize the 
same store  
every time.  

of shoppers say they purchase in-store 
merchandise and/or foodservice 
every time they stop for fuel at a 
convenience store. And 35% say 
they do so almost every time. 

11%

74%

Daily c-store 
shoppers are 
especially 
loyal, with 

78%
visiting the 
same store 
each time.  

Loyalty 
program 

27%

On a daily basis, in-store-only
shopping trips occur more often 
at c-stores than fuel-only trips, or 

trips where both in-store items 
and fuel are purchased.

27% VS.16% 16% VS.

Men are more likely than women
to make daily c-store trips that include 

both fuel and in-store purchases — 

19% VS. 12% 
respectively.

Generationally, 
millennials and 

Generation X are 
more likely to make 

duel trips daily. 

MILLENNIALS 18% GENERATION Z 8%

GENERATION X 17% BABY BOOMERS 6%

Banners/
window signs 

25%

Mobile app 
promotion 

27%

SALE 
Water $1

Factors that were most influential
in getting shoppers to make an in-store 
purchase during a recent c-store trip to 
buy fuel include:  

A Loyal Bunch
By Convenience Store News   CSNEWS.com 
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JOIN OUR TEAM 

For more details visit 
 www.ghraonline.com

Cashier
Order Selector

Forklift Operators
Inventory Specialist

Driver (Class A)
Reset Specialist

Accounting Clerk

OPEN

POSITIONS

APPLY TODAY!

Submit your resume to 
careers@ghraonline.com
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Industry Report 2020 Deep Dive:
CANDY

Adapted from:  CSNews.com/Industry Report

Candy fulfills various need states for consumers — from satisfying a craving, to treating or 
rewarding themselves, to supporting their emotional wellbeing, to taking part in important holidays 
and celebrations. Below is exclusive data and analysis of the candy category.

CCaannddyy  FFiivvee--YYeeaarr  TTrreenndd::  SSaalleess

CCaannddyy  FFiivvee--YYeeaarr  TTrreenndd::  MMaarrggiinn

4%
Total industry 

sales growth of 

in 2019 was the 
category’s 

largest 
increase in the 
last five year.

Following a 
year of minimal 
growth in 2018, 

candy sales 
enjoyed a 
significant 
bump in 

2019

TOP 4
Reasons 

consumers buy 
confectionery 

in a c-store

Better
Variety

(of types and brands) Lower
Prices

Spur of
moment decision

Convenience
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The right to
hope is the most
powerful human

motivation I
know

AGA KHAN IV

Quote of the month submitted by : 

Sonia Manpuri Patel

GHRA Human Resources Administrator
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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 


