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Which categories are growing in your store, andhow much space should you dedicate to that growth?  
Which brands are growing within the categories, and which SKU’s are selling most and least? 

Each year, GHRA engages its supply partners in negotiating and planning to produce the following years operating
activities and promotional plans.  The process includes preparation and planning, defining the ground rules, a
justification process to clarify and confirm our actions internally and the bargaining and planning phase.  Since
1999, that process centered around our DSD business and the suppliers you have seen at trade shows over the
years.  The process has been refined to produce solid win–win plans for our members and our supply partners.

Since 2015, the scope of our work has drastically increased.   Today, GHRA plans and negotiates with over 300
suppliers to produce solid programming across our DSD and warehouse businesses.   We engage in retail
programming and focus our efforts on better costs, rebates and allowances, frequency of promotions and
advertising, and we collaborate with
our partners to include our charities, events, and your Grand Opening’s!.  
 
We are hard at work on all these items for 2021.  As we prepare next year’s planograms and promotions, members
can prepare themselves for the reset process by reviewing your sales by each category in the cooler.  

Knowing these numbers will prepare you to have productive conversations with the reset teams when they arrive
and help you set your store for maximum sales opportunities. 
 
It is also important to look at the presentation of your cooler.   Getting cooler sets right establishes an underlying
communication platform that allows you to “market” to consumers exactly what it is that you want to sell them.  It
takes consumers 4 to 6 seconds to make a purchase decision and when they know where an item is located in the
cooler and it is consistently in the same place, and in stock, they will come back to your store time and time again.
 
GHRA will be delivering additional value in 2021 through the development of new categories, emerging brand
programs and “speed to market” introductions on new items. These are changes to our offering that will produce
additional revenue for members. These are programs that originated from you, our members - you asked us to
seek new programs and new items on your behalf, and we have done just that.

Thank you for what you do for us every day and thank you in advance for your support in 2021.

Riyazali Momin 
.

A MESSAGE FROM THE GHRA

VICE PRESIDENT, RIYAZALI MOMIN

MARKETING & PROCUREMENT
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The Holiday season is upon us! As the hustle and bustle of the Thanksgiving and Christmas shopping gets 
under way, member stores are sure to see increased traffic and as a result, increased sales too.   As busy as we 
all will be, it is important to note that consumers will be making mental notes of the cleanliness of stores and the 
level of attention the store is giving to responsible standards of sanitization and social distancing.  I have been in 
many members stores this year and I am impressed with the level of attention you have given to the government 
orders for signage, plexiglass, social distancing, and safety in general.   

The GHRA Warehouse and Distribution center is well stocked on Covid related products.  Stock up today 
in preparations for the increased traffic.  Also, we will have several products to meet consumer needs for the 
season.  See the back of this magazine, page 30 and beyond, for special items, special pricing, and innovative 
new items you will want to have in stock this holiday season.  Plus, by now you should have received your 
“Tradeshow2Go” event kit.  Be sure to take advantage of all the great offers in the box, especially the new items.  
Speed to market is important for new items and many of our brand partners are introducing products to GHRA 
that they would have introduced at NACS. 

Every year, we thank our members for their support and for sharing their thoughts and ideas about the future.   
This year, all of us at GHRA want you to know our thank you is more sincere and heartfelt than ever before! 
Thank you for what you have done for us.  Employees across the company share the “members are our mission” 
passion and they truly appreciate the work you are doing at the stores, in the market, in government and in the 
community to keep your own business and ours alive.  Everyone I speak to understands the opportunities that 
lie ahead of us as an organization.  At the same time, they also see the greater opportunities that lie within us!  
Together, we will leverage those opportunities and a few years from now we will remember this tough year that 
simply made our resolve even tougher!

Because of you, our members, we will all be prepared when the economy begins booming again!

Thank you!

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  O U R  M I S S I O N !
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Add a subheading

GHRA MEETS WITH HARRIS
COUNTY REPRESENTATIVES

The GHRA Outreach team met with
representatives of the Harris County Sheriff’s
Office last month at the GHRA corporate
office, including Sheriff Ed Gonzales.
  
At the heart of the visit was the upcoming
elections and helping members be prepared for
sudden changes in an otherwise peaceful
environment.  Most important to store safety at
these times is communication flow and
empowering employees to do what’s best for the
business while they are on site.  “Staying
informed about situations in your area and
actively monitoring the news is important while,
at the same time, transferring information to
your managers and clerks empowers them to
act”, said GHRA Senior Vice President and
Outreach Chairman Imran Ali.

Empowering store staff to make decisions about
the immediate situation gives them the
confidence to do what’s right in the moment!  For
instance, just knowing they can close the
business early in the event of escalating violence
helps build their confidence and can save lives.

The discussion also centered around new
opportunities to connect member stores with
the Sheriff’s office, increased communication
and new crime analysis tools that can assist law
enforcement and members in working together
to minimize criminal opportunities.
  
Lastly, GHRA and the Sheriff’s office will be
putting together a “Coffee with Cops” program to
help members get to know their local police and
help police to get to know our members and
their customers.  GHRA President Firdous Ali said
“Safety starts with being proactive. Evaluating
the risks regarding your specific business ahead
of time minimizes the impact to your operation
and to your family.  Getting to know police
officers in the area and connecting them to your
customers is a smart way of being proactive and
protecting your business and family”
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INTRODUCING

TANVIR ALI

Tanvir Ali is a graduate from Michigan State University with a
Bachelor’s of Business Administration in Finance. He began his
career in Aerospace manufacturing and then transitioned to the
Chemical &  Petrochemical industry in 2011. With over ten years of
Corporate Finance & Treasury experience, Tanvir brings with him a
strong skill set in the area of finance, treasury, and information
technology. In the last five years, Tanvir has also had extensive
experience in the construction and management of convenience
stores and commercial retail projects. Tanvir aims to utilize his
proven leadership skills and expertise to further grow the
organization.

 PLEASE WELCOME THE NEW DIRECTORS 

JOINING THE GHRA BOARD

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

NAVEED ALI

Naveed Ali received his Bachelor’s degree in Business
Administrator, Supply Chain Management, from University of
Houston.  With a background in business analytics, he has strong
knowledge of industry and management principles as they pertain to
expansion, resource allocation, and production methods.  He is a
good listener, incorporating the opinions of valued team members
into policy and planning.  Naveed loves all sports and regularly
participates in cricket tournaments. He believes in healthy eating
habits and exercises consistently. This lifestyle helps him  maintain
positive energy in everyday life and to overcome stress.

NORAIN MOMIN

Norain Momin attended the University of Houston to purse a
Bachelor’s degree in Business Administration with a minor in Supply
Chain and Logistics. He has over 10 years of management
experience from working at a convenience store. Additionally, in the
last 7 years, Norain has gained relevant experience in imports and
distribution of merchandise. He believes that with his knowledge and
experience, he will provide value and contribute to the future growth
and success of the organization.
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Studying the Shifts in C-store Traffic
Exclusive shopper research examines pandemic-related traffic trends in 
the industry

Changes in daily routines due 
to the coronavirus pandemic 
and related COVID-19 business 
shutdowns and restrictions is the 
main reason why consumers are 
shopping less at convenience 
stores these days. More than half 
of consumers (52%) say they are 
shopping at c-stores less during 
the pandemic than previously, 
while only 14% are shopping more, 
according to a new, exclusive 
shopper study conducted by 
Convenience Store News on 
changes in shopping frequency 
and behavior in the convenience 
channel during the pandemic.

The survey was fielded from Aug. 
20 to Aug. 24, and responses were 
gathered from 504 convenience 
store shoppers

nationwide. To qualify, shoppers 
were required to be over 18 years 
old, reside in the U.S., and have 
shopped at c-stores during the 
COVID-19 pandemic. A mix of those 
who have shopped c-stores more, 
same, or less were included.

Before the virus began spreading 
globally and throughout the United 
States, more than half of the 
shoppers surveyed visited a c-store 
at least weekly (17% daily, 36% 
weekly). Male shoppers were more 
likely than females to shop a c-store 
daily. By generation, millennials and 
Generation X shoppers were more 
likely to shop daily compared to 
Generation Z and baby boomers.

Shopping Frequency
Except for early morning (6 a.m. 

Adapted from article by Don Longo, Convenience Store News

- 8:59 a.m.), all dayparts have experienced a 
drop in traffic during the pandemic, according 
to the research. The largest decreases are 
occurring over the lunch hour (down 7 points), 
rush hour (down 6 points) and evening (down 
6 points) — likely a result of the changes 
in daily work-related travel routes and 
schedules.

Comparing shopping occasions before 
the pandemic vs. during the pandemic, the 
breakfast and morning snack times are 
seeing the largest increase of shoppers 
stating that they “rarely” or “never” purchase 
from c-stores during these occasions. 
Meanwhile, lunch and dinner are seeing small 
bumps in the percentage of shoppers stating 
that they “regularly” purchase from c-stores 
during these occasions. Changing work 
routines and limited foodservice options are 
probable reasons for these shifts.

Looking at where else c-store customers 
are spending their dollars, four out of 10 
shoppers are using online grocery stores/ 
websites such as Amazon/Amazon Fresh, 
Peapod and Instacart more now than before 
the pandemic. Just 28% of all respondents 
said they do not shop online grocery stores/
websites.

Aside from convenience stores, the retail 
channels with the highest percentage of 
shoppers frequenting them less during 
the pandemic are supercenters (38%) and 
drugstores (38%).

Interestingly, Generation Z, millennials 
and Generation X shoppers are more likely 
to be shopping convenience stores to a 
greater extent during the pandemic than baby 
boomers, and by fairly significant margins. 
Between 15% and 19% of these younger 
age groups are shopping more at c-stores, 

Feature
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Feature

compared to only 7 percent of 
boomers. Conversely, a much 
higher percentage of boomers are 
shopping less at c-stores (58%) than 
millennials (52%), Gen Xers (45%) 
and Gen Z (42%).

Reasons for Not Shopping 
C-stores

Most of the reasons for not 
shopping a c-store during the 
pandemic are attributed to outside 
factors, such as changes in daily 
routine, trying to consolidate 
shopping trips, making fewer stops 
to refuel the car, traveling less for 
leisure, and eating at home more 
often. However, 29% of c-store 
shoppers don’t feel safe shopping 
in the channel, and 18% are 
not satisfied with the safety and 
sanitation measures implemented 
by their preferred c-store.

By gender, males and females 
demonstrate similar behaviors 
around shopping less at 
convenience stores. However, 
males are more likely to indicate 
they are not eating out as often and 
that their favorite c-store foodservice 
items are no longer available.

By generation, millennials and 
boomers are more likely than Gen 
Xers to say they are cutting back on 
c-store shopping in an attempt to 
reduce their shopping trips overall, 
and because they are not eating out 
as often.

Reasons for Shopping 
C-stores

Of the 14% of consumers who 
are shopping at convenience 
stores more during the pandemic, 
more than one-third attribute their 
increased trips to changes in their 
daily routine due to COVID-19 and/
or their choice to shop for groceries 
at a smaller store. 

Gen X shoppers are more likely 
than the other age groups to have 
increased shopping at c-stores 

because they are the only store 
open where they live, and because 
their preferred store offers pickup 
services. Boomers are more likely to 
have increased shopping at c-stores 
because they feel shopping there 
is safe. Millennials are more likely 
to cite that they are consolidating 
their shopping trips, while Gen Z 
shoppers are more likely to cite that 
they are shopping convenience 
stores more for carryout or delivered 
foodservice items.

Getting Shoppers Back In-
Store

The study also provides some 
insights on how c-store retailers can 
rebuild traffic. Of those surveyed, 
a significant majority (76%) do not 
expect to increase their shopping 
frequency at convenience stores 
in the next six months. However, 
a higher proportion (38%) expect 
to increase their trips once the 
pandemic is resolved.

Shoppers were asked how 
convenience stores could better 
support them during the pandemic. 
Requiring masks for both

shoppers and staff lead the list, 
followed by lowering prices and 
more thorough and overt cleaning 
protocols. Verbatim comments 
included:

•  “Enforce masks and clean more 
often. Store doesn’t smell clean.”

•  “Make sure everything is cleaned 
regularly, bring back the marked 
up and down aisles, and make 
sure people are wearing masks 
while in the store.”

•  “They need to pack their store of 
sanitizers to make sure that their 
customers can avoid acquiring 
the virus. Both customers and 
staff should be required to wear 
masks. And they need to enforce 
6-foot social distancing for 
customers.”

•  “For starters, I would like for 

them to be more aware that the pumps also need 
to be cleaned. They could also have hand sanitizer 
available at all times if possible.”

•  “Don’t wait till the shelves are fully empty to restock 
your inventory!”

•  “Have more deals — understand we are suffering, 
too.”

Addressing these issues could increase the likelihood 
that customers will return to shopping at their preferred 
c-store and make more trips in the future. 
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More Layers 
of Protection 

Convenience store owners and 
managers must continually emphasize 
the importance of food safety practices 
to their employees. Regular cleaning, 
avoiding cross-contamination, holding 
foods at proper temperatures, 
etc., will help c-stores avoid 
food safety breaches, including 
foodborne illness outbreaks, 
norovirus incidents, etc. Now, the 
ongoing COVID-19 pandemic 
means every foodservice 
business must add additional 
layers of safety protocols to their 
routines.  

Convenience store employees 
must embrace the new COVID-19 
protocols, including more 
frequent/thorough cleaning 
and disinfecting, enforcing 
social distancing, wearing 
personal protective equipment (PPE), 
implementing one-way traffic patterns, 
and limiting store capacity. These new 
COVID-19 protocols are in addition 
to basic food safety practices. Every 
employee, across every location and shift, 
must comply with these safety protocols 
to minimize risks. 

COVID-19 is clearly a long-term 
problem, requiring new protocols and 
ongoing vigilance. Convenience stores, 
like all food businesses, must make 
significant and continuous changes to 
help protect their employees and guests 
from contracting coronavirus. 

Minimize risk by doing the following:
Elevate your food safety culture. It’s 

not enough just to instruct employees to 
follow the rules. Instead, explain why the 
rules are so important, and employees 

By Francine L. Shaw, President, Savvy Food 
Safety Inc.

will be more likely to comply. Leadership 
must embrace and model this elevated 
culture and “walk the walk” by following 
the rules themselves (e.g., wearing 
PPE in the store, washing their hands 
frequently, etc.). 

Wash your hands. Handwashing is 
the No. 1 way to prevent the spread of 
disease, including COVID-19. Employees 
must wash their hands with soap and 
warm water for a minimum of 30 seconds. 
Wash hands frequently, including after 
using the restroom; coughing or sneezing; 
using cleaning products; or touching 
money, garbage, cellphones, doorknobs, 

or any other potentially contaminated 
surface. An alcohol-based hand sanitizer 
containing at least 60 percent alcohol can 
be used in between customer interactions 
(e.g., at the cash register), but isn’t a 
substitute for proper handwashing.

Train employees regularly. Ongoing 
training is essential and should include all 
protocols, from food safety basics to the 
new COVID-19 requirements. Be certain 
that all employees are compliant and 
take immediate corrective actions if they 
aren’t.

Don’t let employees work when sick. 
Don’t allow employees to work if they 
have a temperature of 100.4 or higher, 
or are showing symptoms of COVID-19, 
norovirus or other contagious illnesses. 
If employees have been exposed to 
COVID-19, they should self-quarantine 

for 14 days, per CDC guidelines.
Elevate cleaning and disinfecting 

efforts. Clean and disinfect your entire 
store — especially high-touch areas — 
throughout the day, using chemicals 
that meet Environmental Protection 
Agency standards for killing COVID-19. 
Frequently clean surfaces such as 
counters and high-touch items such as 
doorknobs, refrigerator door handles, 
coffee pots, and credit card keypads. 

Implement COVID-19 safety protocols. 
Require personal protective equipment 
(PPE) — including masks — based on 

recommendations from the 
CDC and your local jurisdiction. 
Limit store capacity to avoid 
crowds of people gathering. 
Enforce social distancing, 
ensuring that employees and 
customers remain 6 feet apart. 
Implement one-way traffic 
patterns. Place hand sanitizer 
(that contains at least 60 
percent alcohol) throughout 
customer service areas.

Post signs, barriers and other 
reminders of the COVID-19 
protocols.  Signs should 
reiterate social distancing 

guidelines, remind employees and 
customers to wear PPE, and encourage 
frequent handwashing. Add floor 
markings to reinforce proper social 
distancing and one-way traffic flow.

Ensure proper ventilation. Be certain 
that your facility’s ventilation systems 
operate properly. Increase circulation of 
outdoor air whenever possible by opening 
windows and doors.

While COVID-19 is obviously top of 
mind right now, don’t lose sight of other 
important food safety protocols. Train 
employees around COVID policies 
while also reinforcing the importance of 
basic food safety rules. It’s important for 
convenient stores to mitigate COVID-19 
risks, as well as other food safety 
breaches, to keep employees and guests 
safer. 

Food Service
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Introducing

Monthly

Including Tax

What is TallyQuick?

TallyQuick is a Back Office software exclusive to

GHRA members.

What is the difference between Modisoft 

and TallyQuick?

TallyQuick is the same as Modisoft Enterprise + with the

custom modules for GHRA members only..

What will happen to my data if I change

from Modisoft to Tallyquick?

You will not lose any data when you make the switch.

I am already paying a monthly fee with

Modisoft.  What happens if I switch to

TallyQuick?

Modisoft will switch your subscription cost to $45 from

the following month

In conjunction with 

Payroll Multistore Inventory Banking

**FREE 30 day
trial period for
non-modisoft
customers**
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Technology

Survey: Retailers of All Sizes Still Struggling to 
Achieve Outdoor EMV Compliance 

Financial and resource challenges — 
many of which have been compounded 
by the uncertainty of COVID-19 — pose a 
threat to fuel site operators upgrading to 
outdoor EMV.

In its third survey measuring the level 
of preparedness of the U.S. convenience 
and fuel retailing industry for the EMV 
liability shift for automated fueling 
dispensers (AFDs), Conexxus focused 
solely on outdoor EMV, including contact 
(when the card is inserted in the reader) 
and contactless, with an emphasis on the 
impacts of COVID-19 and the liability shift 
date change from October to April 2021.

The survey found that some progress is 
being made with contact EMV. Thirty-one 
percent of respondents indicted zero sites 
were deployed, an improvement from 52 
percent in the spring and 70 percent in 
summer 2019.

Operators with a store count of 50 or 
less are more likely to report 100 percent 
deployment, while complexity and other 
challenges continue to plague larger 
chains. A number of site owners/operators 

By Convenience Store News

are undecided 
(particularly those 
owning 10 store or 
less) about what to 
do with regards to 
upgrading, all citing 
financial concerns, 
exasperated due 
to COVID-19 
uncertainties and 
hardships.

The top reasons 
identified as 
challenges to 
getting 100 percent 
deployment 
include:

•  Financial challenges and technician 
availability (34 percent);

• Overall lack of software (30 percent);
• Lack of certifications (27 percent); and
• Effort/complexity (27 percent).
Although COVID-19 has exasperated 

challenges for operators, it has also 
served as a catalyst for contactless 
EMV at the forecourt, with a majority of 

operators (81 percent) saying they have 
implemented or plan to implement the 
technology.

Those operators who decided to 
not implement contactless EMV cited 
additional upgrades (60 percent), cost 
(40 percent) and other reasons, such 
as not much demand and not worth the 
investment, (30 percent) as top reasons. 
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Human Resources

What Does 
Gen Z Mean for 
Our Workplaces?

A whole new generation has arrived 
and is entering the workforce. Let’s get to 
know Gen Z.

By the numbers, they make up 23.4 
percent of the U.S. population and a third 
of the world population. It’s undeniable 
that they’re going to make a huge impact 
on the world, the economy and the 
workplace. 

Anticipating this, Network of Executive 
Women, in collaboration with Deloitte, 
recently released its Generation Z Report. 
Based on data from more than 1,500 
Gen Z respondents, the report separates 
the myths about Gen Zers from the 
facts, and takes a deep dive into how 
members of this generation will impact 
our workplaces.  

WHAT DO WE KNOW ABOUT 
GENERATION Z?

Most of us aren’t total strangers to this 
rising generation. Many of us have — or 
until recently had — Gen Zers in our 
homes. In fact, my own children are Gen 
Zers and that’s one of the reasons why 
I’ve found this generation so fascinating: 
the world they know is vastly different 
from the one I came up in.

They grew up totally immersed in 
technology; they watched their parents 
struggle financially during the most 
devastating points of the 2008 recession; 
and as they’ve grown, they’ve been 
cognizant of the rising costs of living and 
higher education.

Here are some of the key findings, in a 
nutshell:

•  Gen Zers don’t want to be put into a 
box: One key difference between Gen 
Zers and past generations is that while 
they’re willing to sacrifice some level 

By Sarah Alter, CS News

of personal fulfillment for financial 
stability, they aren’t interested in a job 
that puts them into a box. They want 
to expand their skills and actively seek 
opportunities to do so. 

•  Gen Zers are diverse…and they 
care about diversity: Gen Z is the 
most ethnically and racially diverse 
generation in history, but they’re also 
diverse in their sexual orientation and 
gender identity and expression. They 
prioritize diversity and look at it as 
more than just a box to be checked, 
and they expect diversity in marketing, 
and business, as well.

•  Gen Zers care about education: Gen 
Zers consider a traditional four-year 
college education highly important 
and are quickly becoming the most 
educated generation (and indebted) 
generation in history.

One of the most interesting findings to 
mOne of the most interesting findings to 
me is that Gen Zers are the generation 
most likely to demand a shift in the 
power dynamic between employees 
and employers. The report predicts that 
shrinking talent pools, combined with 
the need for next-generation skills, will 
put incoming employees into a position 
to ask for the things they want out of the 
workplace.

Gen Z is different from previous 
generations. Gen Zers don’t want to start 
their own businesses or work from home 
like the millennials who preceded them. 
What they do want is to lend their skills to 
companies that will offer them flexibility 

and the chance to act entrepreneurially 
in personalized, rather than cookie-cutter, 
roles. These young people are attracted 
to opportunities that will keep them 
interested while allowing them to continue 
developing their skills.

Organizations that want to attract young 
talent are going to need to change their 
approaches to hiring, developing and 
retaining their workforce. They’ll also 
need to focus on creating diverse and 
inclusive workplaces and consider their 
reputation with Gen Zers before they try 
to attract them. They may even need to 
create latticed career paths with multiple 
work formats, or introduce internal 
marketplaces to match projects to needed 
skillsets.

This sounds like drastic change, and 
if you know me, you also know that 
I’m not afraid of change. Businesses 
should be prepared to make changes to 
create workplaces that attract all kinds of 
employees and keep them happy, too. 

WHAT CAN WE LEARN FROM 
GENERATION Z?

As I’ve toured the country and 
discussed this groundbreaking report, I’ve 
thought a lot about the impact that Gen 
Zers are making on the world of work. 
There’s something very admirable, to me, 
about following one’s interests, staying 
true to one’s beliefs, and asking for what 
one wants in life. At work, too. Those are 
the hallmarks of this new generation, and 
I couldn’t be more excited to see what 
they’ll bring to the workplace. 
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Industry News

COVID-19 Pandemic Has Created a New 
Gas-Buying Landscape

With millions of Americans working 
and studying from home, cancelling 
international travel and generally 
upending their routines due to COVID-19, 
a new gas-buying landscape has 
emerged, according to a new report from 
GasBudddy. 

This summer, the average number of 
fuel transactions saw a smaller drop than 
expected, declining just 6 percent 
from June through August compared 
to summer 2019. The decrease 
was primarily driven by the growth 
of car sales, especially used cars, 
as consumers who live in cities and 
typically take mass transit sought to 
avoid close quarters on trains, buses 
and ride-shares. 

The number of consumers who left 
the city for the suburbs and require 
car transportation also contributed to 
the smaller drop.

Motorists are also changing when 
they buy gas. The shift to remote 
work led more drivers to fill up during 
typical work hours, with a 12-percent 
increase in gas purchases from 9 a.m. 
to 12 p.m., and a 27-percent decrease 
in purchases from 6 p.m. to 12 a.m. The 
usual morning commuting time was also 
affected, with a 12-percent decrease in 
fuel purchases from 4 a.m. to 7 a.m.

This trend was more pronounced in 
sprawling metropolitan areas such as Los 
Angeles, where midday fill-ups from 10 
a.m. to 2 p.m. rose 12 percent, while fill-
ups after 6 p.m. fell 16 percent and fill-ups 
from 4 a.m. to 7 a.m. fell 16 percent.

Fridays remained the busiest day to buy 
gas, continuing a trend from 2019.

“If remote work becomes a long-term 
reality, this could reshape the U.S. 

By Convenience Store News

c-store industry from demand levels to 
consumer habits,” said Patrick De Haan, 
head petroleum analyst at GasBuddy. 
“Removing limitations like having to 
commute to work or picking up the 
kids from soccer practice opens up the 
window of time as to when people run 
their errands, as evident by GasBuddy 
data that clearly shows a significant shift 

in when fuel transactions are occurring.”
Summer gas prices ranged from 40 

cents to 80 cents cheaper per gallon 
than the same months in 2019. This 
likely prompted consumers to buy 
more expensive, higher grade fuels, 
as midgrade fuel purchases rose 19 
percent and premium fuel purchases 
rose 8 percent. Overall regular grade fuel 
purchases decreased 3 percent. Retail 
diesel fuel purchases also saw a notable 
increase of 6 percent, likely caused by an 
increased in RV travel over the summer.

“Record low fuel prices and little-to-
no air travel led consumers to explore 

alternative and perceived safer vacation 
options, including road trips and RV 
rentals,” De Haan said. “If the pandemic 
continues, this trend will likely hold 
through the holidays and into the New 
Year. We could see increased sales in 
vehicle maintenance items as motorists 
get more out of their vehicles.”

The differing rates at which COVID-19 
cases spread through different 
regions of the United States served 
as another factor in changing 
demand. Later-hit areas such as the 
Southwest saw a downturn in fuel 
demand in June and July, prompting 
a 9-percent decline in transactions 
and a 10-percent decline in gallons 
purchased compared to regions 
that experienced their height of 
COVID-19 cases in April. This 
includes the Northeast, which saw a 
7-percent decrease in transactions 
but a 7-percent increase in gallons 
purchased.

Regions with large expanses of 
roadway and highly condensed 
regions made fewer transactions but 

purchased more gallons per transaction. 
Gas stations in the Rocky Mountains saw 
a 26-percent increase in the average 
number of gallons purchased, though 
average transactions were down nearly 
10 percent compared to last summer. 

This is particularly true in states where 
motorists need to drive for an extended 
period of time like Montana and Wyoming, 
as well as states where driving is minimal 
and drivers can afford to wait to fill up, 
such as Massachusetts and Connecticut, 
according to GasBuddy. All regions saw a 
reduction in travel compared to one year 
ago due to COVID-19. 
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BEER HITS HOME:
Category growth in challenging times
By CS News online

When buying  beer, consumer choice is driven by occasion.  In the midst of the ongoing pandemic, 
convenience stores have benefitted from an increase in at-home beer occasions resulting in additional beer 
stock-up trips.  In fact, from 3/7 – 7/11/2020, th ebeer category has been the #1 growth driver in 
convenience stores, growing $1.4B.  In this special category spotlight, Molson Coors presents exclusive data, 
trends and analysis of what’s driving today’s beer business.

Source:  Nielsen AOD Core database

* Source:  Nielsen Total US Convenience 2019-2018

* Source:  Convenience Store News 2020 Industry Report
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THE INNOVATION 
PARADOX:
50% of Beer Industry growth the past 
5 years has come from innovation, 
showing the importance of new 
brands and new items to the 
category.  However, nearly two-thirds 
of new items do not make it past 
year two, and three quarters of new 
items are delisted by year three.  This 
shows the importance of authorizing 
the right innovation.  New items 
should have a clear point of 
difference and provide incremental 
value to the category.

Source:  Nielsen Total US xAOC 2014-2019
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New Member Introductions

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

please welcome our newest members as of November 2020:

MembersMembers

RITESTOP # 3
HEMPSTEAD EXPRESS TRUCK STOP

TIDWELL QUICK MART
PALASOTA GROCERY

MASON FOOD MART # 1
SNAPPY MART
ROAD STAR # 2

The following is a paid advertisement

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

you can do. 
Your motivation
determines how

much you are
willing to do. Your
attitude determines
how well you do it

LOU HOLTZ

Quote of the month submitted by : 

Jaimin Maknojia

GHRA Membership Administrator
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EFFECTIVE DATE: November 1, 2020

A rather large piece of the increased profitability associated with purchasing directly from the manufacturer, much of 
which is passed along to you, comes from our accurate and timely distribution of tobacco promotions.  It is therefore 
a priority of the GHRA Warehouse and Distribution Center to get the right promotional product to the right stores at 
the right time.  To maximize profitability, we must accurately ship all assigned promotions within a designated time 
window.  This will require some changes to the way we handle tobacco promotions, including cigarettes, snuff and 
cigar promotional items.  

For Members contracted with Altria, RJ Reynolds and/or ITG, these promotional product and new item distributions 
will fulfill your agreements and qualify you for their rebates.

Members should consistently review promotional quantities with your Altria, RJ Reynolds and ITG representatives.

The revised GHRA Warehouse Tobacco Promotion Policy is as follows… 

• Members that have assigned GHRA Warehouse as their cigarette distributor must be set up at GHRA 
Warehouse with EFT banking information.

• Promotional tobacco product will be sold via delivery only.  Promotional tobacco product will no longer be 
available through Cash ‘n Carry.

• Promotional tobacco allocations (number of cartons, by store, by item) will be communicated to Members the 
week prior to the ship date to allow for desired ordering adjustments.

• Promotional tobacco allocations will be automatically processed and added to existing orders submitted.

• Members that don’t submit a delivery order will receive their promotional tobacco allocation on a special 
delivery, on their normal scheduled delivery day, based on your geographical location.

• All promotional tobacco allocations will be paid, via ACH, 3 days following delivery

• Delivery refusals will be documented and forwarded to cigarette manufacturers for removal from promotional 
ship lists.  This may result in reduction of rebates paid directly to Members by the manufacturer.

• GHRA cannot make adjustments to promo quantities.
• Questions regarding promo ship quantities should be addressed with your cigarette company rep

• Refusal of promotional tobacco delivery will be subject to a $25 fee

• No returns will be allowed / no credit will be provided for cigarette and cigar promotional product. Credits 
will be allowed for promotional Snuff product, upon product expiration, in accordance with the Snuff return 
policy.

Thank you for your support!

GHRA PROMOTIONAL TOBACCO ALLOCATION POLICY

866-928-3510
800-974-2227
888-474-9111
877-415-4100

PM USA, USST
RJ Reynolds, American Snuff

ITG
Liggett Vector Brands

CONTACTS FOR PROMO TOBACCO REVIEW
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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 publi-

cations will be
 posted online. 

Members are  
encouraged to visit the 

GHRA website on a 
regular basis for up to date 
information and latest publi-

cations. 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 




