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Firdous Ali

Dear Members, 

On behalf of the board of directors, our CEO, and entire staff we wish you a happy holiday season and a sincere thank you 
for your work and support in 2020.  As this year ends, I think we have all learned, even under duress and exhaustion, a crisis 
brings clarity about what is profoundly important. Though we have been through a tumultuous year to say the least, some 
things are clearer to me than ever before.

First, at GHRA, our Members Are Our Mission!! Everything we do starts with that thought and that will continue and 
become even clearer in 2021.  Our members are our mission in our DSD business, in our warehouse Business, in our food 
service business and in our upcoming future endeavors.  Everything we do is centered on the needs of our members, now 
and for the future. We are bringing industry experts into the company in key positions to produce better software, better 
technology, better buying and better retail programs.  The investments we make this year will not only produce more shared 
revenue for our members, but it will make us a faster nimbler company. Our 2021 plans include investments in all areas of the 
company; our DSD programming, our warehouse offerings, our food service plans and our future. 

Secondly, I am thankful for all the employees in your stores.  They came to work and continued to serve the people of 
South Texas and by doing so, kept your business open and your GHRA working too.  Which leads me to my third point of 
clarity, the employees and staff at GHRA.  Throughout this distressing experience, I have been inspired by the work our em-
ployees do to keep our member stores in stock and getting deliveries.  Even in the most difficult of moments last year, our 
employees stayed the course and got it done. The absolute best of all of us was on display!

The world needs humanity to be brave and step up now more than ever and I am proud to know, that right here in South 
Texas, our members, your staff and front line employees along with  the employees of GHRA rose to the occasion. 

2020 and this crisis has brought clarity about what is profoundly important. At GHRA it is our members.  Each of us in 
some way is part of the larger story of our success together.  “Our Members Are Our Mission”.  We believe this because we 
believe in you.

President's Notes
FIRDOUS ALI
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What a year!  2020 will be remembered forever as the year of a virus that knew no boundaries and for being 
the year of “what got canceled”.  We can only hope that it is also a year that we can look back on and know who 
the real heroes were in our world.  Our members and their teams rose to the occasion, providing consumers with 
alternate places to shop, products they couldn’t find in other channels, the best service and one special thing 
they can’t get at any chain store; you provided a ‘brotherly” welcome to millions of people who were tired, beat-
en down and on the brink of loneliness.  In doing so you kept your stores open, your sales moving forward and 
as a result, GHRA’s business grew and suppliers to our industry have come to know the value of our operation 
in the larger supply chain.

Thank you to our members.  We appreciate you!

At the same time, please know that as a result of your hard work, the employees and staff at GHRA were 
busier than ever.  The work you did in the market put more pressure on our team to find products, to negotiate 
costs, to lock down deals, receive product, pick it and ship it.  All of us here are thankful for the opportunity to 
serve you all and can only hope, as one family, that you see our dedication to you!

We are looking forward to an amazing 2021.  The best is yet to come.

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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2021 Outlook:  Your Candy Shop
By Eddie Perez, GHRA Category Manager

GHRA continues to evolve as a supplier with a 
growing list of benefits for our Members.  You 
currently experience great benefits through our DSD 
and Tobacco programs.  The center store area is the 
next level of opportunity for you to take advantage 
of in 2021.

Giving you the “best of the best” is the goal we have 
at GHRA and we will be developing a large portfolio 
of Planograms for you to take advantage of going 
into 2021!  In this segment we are highlighting 
Confections and a proven way to drive new volume 
and higher turns in your candy category! 

The Confection category has seen significant change 
and impact in 2020.  The consumer has changed for 
several reasons that are directly related to the 
pandemic we are all working through.  While 
Confections has experienced significant challenges, 
it is still your highest volume category after Tobacco 
and DSD sales.  The category is also a high margin 
percentage and dollar contributor to your bottom-
line profits.

Here at GHRA, the Category team has taken the 
time and energy to create a Best-in-Class 
Merchandising Program to drive sales and profits.

But first, lets look at what the category is doing YTD.  
The following insights identify the opportunities 
within the category as we go into 2021:

• The Category has grown slightly, driven by 
Chocolate and Non-Chocolate brands.

• Gum and Mint continues to struggle, but Mega 
Packs are driving some incremental sales.

• Chocolate and Non-Chocolate Single Size Bars 
continue to struggle across all Brands

The GHRA Confection plan also qualifies you to sign 
up for the several manufacturer Rebate programs:

• Mars Wrigley (Snickers, M&Ms, Five Gum, Extra, 
Skittles, Starburst and others)

• Hershey (Reese’s, Payday, Kit Kat, Ice Breakers, 
Twix and others)

• Ferrero (Tic Tac, Kinder, Ferrero, Butterfinger, 
Crunch, Baby Ruth and others)

• Ferrara (Sathers, Sweet Tarts, Trolli and others)

• Perfetti Van Melle (Mentos, Airhead and others)

• Mondelez (Trident, Halls and other salty SKUs)

Confection Dollar Change Pre vs Post COVID
Total U.S. C-Store 8 Months ending 11/08/20
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Follow GHRA’s data-driven 
Planograms magnifying STRIKE 
ZONE OPTIMIZATION and utilize 
POG Strip program. Strips (to be 
available in January) in 8’, 9’, 12’ 
and 16’.

Place Aisle Signage (in January 
sign kit) to drive awareness and 
improve aisle navigation.

3-5% Sales Growth
3% Rebate Opportunity

GHRA has developed a plan for you to drive 10-15% Confectionary sales growth and 
generate up to 7.5% rebates (approximately $3,600 per store annually).

Speed-to-Shelf on new items 
will drive trial and new sales.

1-3% Sales Growth

Carry the top 25 SKUs at the 
checkout area for impulse sales 

at #1 high-traffic location. 
5-10% Sales Growth

2% Rebate Opportunity

GHRA Confectionary Tools for Growth

Temporary, small inventory 
displays, tied to event or 
Brand marketing programs, 
will increase sales.

2-4% Sales Growth
1% Rebate Opportunity

Participate in Seasonal Program
1/2 % Rebate Opportunity
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Consumers Re-Shape Retail Food Trends
New research cites consumer behavior shifts and changing habits for what’s 
next in the food industry.

The Food Industry Association recently 
released its U.S. Grocery Shopper Trends 
report, which tracks consumer grocery 
shopping habits before the pandemic 
and attitude shifts that took place during 
COVID-19 and offers a glimpse of what 
might come next for the food industry.

For years, U.S. consumers have 
been spending more share of their food 
dollars at restaurants rather than stores. 
Then, as the coronavirus pandemic hit 
the United States, the retail food sector 
realized eight years of spending growth 
in just one month, while those same eight 
years saw the restaurant sector’s dollar 
growth collapse in a few tumultuous 
weeks.

To what extent consumers return to 
restaurants depends on myriad factors, 
such as how many remain solvent, how 
they manage capacity onsite and with 
carryout options, whether they blend 
adjacent lines of business, such as food 
retail into their portfolios, as well as 
how much consumers want to return to 
restaurants amid their own economic 
realities.

Safety and Cleanliness
Like convenience stores, grocery 

stores are essentials businesses and 
have remained opened throughout the 
pandemic, giving both retail channels an 
opportunity to communicate messages 
of trust and dedication to prioritizing 
customer and employee safety.

The FMI report found that hygiene 
and minimizing contact with others and 
the store itself rate high among grocery 
consumers.

A recent NACS consumer survey 
revealed similar sentiments around 

By Chris Blasinsky, NACS

consumer expectations for safety and 
cleanliness in convenience stores. The 
survey found that consumers want stores 
to:

•  Provide free hand sanitizer or 
disinfecting wipes at all entrances 
(68%) and gas pumps (67%)

•  Require all employees to wear masks 
(65%)

•  Require all stores to perform 
enhanced cleaning and disinfecting 
multiple times per day (65%)

•  Require all customers to stay six feet 
apart inside the store (60%)

•  Limit the number of customers 
allowed in the store at one time (57%)

•  Install screens or Plexiglas sneeze 
guards (57%)

•  Require all customers to wear masks 
(50%)

The NACS consumer survey also noted 
that consumer interest in concepts like 
cashierless checkout, curbside pickup 
and delivery has grown and attracted 
more interest during the past four months 
due to the safety benefits that these 
concepts can provide.

The Rise of Online
In early 2020, 14.5% of grocery 

spending was online, a significant 
increase over the previous year. However, 
COVID-19 greatly accelerated the move 
to online grocery shopping, with online 
spending doubling to 27.9% of all grocery 
spending during March and April.

The FMI report found that beyond 
more consumer dollars shifting to online 
grocery sales, 20% of consumers said 
they were shopping online for groceries 
for the first time, and many reported using 
curbside pickup for the first time.

“It is especially difficult at this moment 
to predict how ‘sticky’ this online usage 
will be. Many households have leaned on 
online grocery options in the past to solve 
short-term shopping challenges like injury 
or childbirth, only to revert to in-store 
habits,” notes the report, suggesting that 
if the pandemic proves to be different and 
more consumers remain online shoppers, 
it may be because online touchpoints 
will have performed better against 
obstacles such as a lack of control 
over substitutions, higher prices, out-
of-stocks and challenges with securing 
delivery/pickup windows—”or because 
in-store touchpoints will have become 
less attractive due to ongoing pandemic 
concerns.”

Leslie Sarasin, president and CEO of 
FMI, said in a press release that most 
consumers expect to return to their 
pre-pandemic levels of in-store grocery 
shopping, and more than a fourth of 
consumers expect to be ordering more 
groceries online in the future. “The 
food industry will continue to listen to 
consumers and let them guide us on how 
to best meet their changing household 
needs.” 

Food Service
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Payroll Multistore Inventory Banking

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

SWITCH OVER WITH
JUST ONE CLICK

NEW Back Off ice Software
Exclusively for  GHRA Members

$45 
Monthly

Including Tax

In conjunction with 

**FREE 30 day
trial period for
non-modisoft
customers**
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Creating a Positive First Impression
Like a field in baseball, the condition of 

your store affects how well you and your 
team perform. Think of it this way – your 
success depends on the perceptions 
customers form about your operation. 
Like the saying goes, you never get a 
second chance to make a positive first 
impression. With effective training and 
proper maintenance, you can make sure 
every first impression is a good one.

Outside Your Store
Your parking lot, pump area, and the 

outside your store are the first areas your 
customers will come in contact with. If 
these areas are unkempt or unattractive, 
customers may lose their motivation 
to make the trip inside for a bite to eat 
or other items. To make a positive first 
impression outside your store, train your 
staff on cleaning the fuel pump, sweeping 
the parking lot, and other general exterior 
store care. On a regular basis, inspect the 
outside of your store for problems such as:

•  Weeds, dead flowers, or litter in 
landscaped areas.

•  Broken or non-working lighting, 
including in lighted signs.

• Outdated or unauthorized signage.
• Full trash cans on fuel islands.
•  Empty or dirty squeegees, solvent, and 

paper towel dispensers.
•  Hazards in pavement, such as cracks 

or holes.
• Dirty windows.
• Doors that stick or don’t open properly.
Inside Your Store
When customers enter your store, what 

do they see? A clean and uncluttered 
store will make customers feel comfortable 
as they shop. To keep a positive first 
impression going on inside the store, train 
your staff on sales floor care, cleaning 
the shelves, and keeping the restroom 
clean. Keep an eye out for issues inside 
your store that will turn customers off and 

By Ready Convenience

potentially cost you 
sales, such as:

•  Shelves that are 
messy or poorly 
stocked.

•  Items that 
are placed on 
incorrect shelves.

•  Cluttered or 
disorganized 
checkout 
counters.

•  Outdated or 
damaged 
promotional 
signs.

• Crowded or dirty aisles.
Product Merchandising
Your merchandising efforts will be 

more effective when the inside and 
outside of your store is well taken care 
of. Merchandising is more than just 
stocking products. It’s about creating 

appealing displays that motivate a 
shopper to purchase an item on impulse 
or because it’s being offered at a great 
value. Merchandising displays also help 
you highlight seasonal and new products. 
Pay attention to the details, and track 
sales of targeted items to ensure your 
merchandising efforts are paying off. 

Education
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SHOPPING FREQUENCY AT CONVENIENCE STORES  
TODAY VS. BEFORE PANDEMIC

A look at how male and female c-store shoppers  
are responding to the pandemic
With more than 152,000 locations across the United 
States,  more people visit a convenience store each day 
than any  other brick-and-mortar retail outlet. In fact,
industry research  has shown that on average, half of
the U.S. population was
buying something at a c-store every day before the
coronavirus  pandemic hit. Now that Americans’ daily lives 
have been  upended by this highly contagious virus, it’s 
no surprise that  the convenience channel is feeling the
effects. A new, exclusive  c-store shopper study 
conducted by Convenience Store News  reveals some 
interesting differences in how male and female  shoppers 
are pivoting amidst the pandemic.

MEN are more likely than  
women to say they are  
shopping at convenience  
stores more today than  
before the pandemic.
WOMEN are more likely  
to say they are shopping
at c-stores about the same  
or less these days.

AMONG SHOPPERS WHO ARE FREQUENTING C-STORES  
LESS NOW THAN BEFORE THEPANDEMIC:

MORE MALE CONVENIENCE STORE SHOPPERS  
THAN FEMALES HAVE INCREASED THEIR USAGE  
OF DELIVERY SERVICES DURING THE PANDEMIC:

MALES

FEMALES

17%

11%

32%

36%

50%

53%

MORE ABOUT THE SAME LESS

MEN ARE MORE LIKELY  
TO CITE THAT THEY  
ARE NOT EATING OUT  
AS OFTEN:
39% OF MENVS.
26% OF WOMEN

#1
The NO. 1
cited reason  
by both  
genders is  
changes in  
their daily  
routine due  
to COVID-19.

61%
MALES

FEMALES

50%

WOMEN ARE MORE  
LIKELY TO CITE THAT  
THEY ARE TRYING TO  
CONSOLIDATE AND  
MAKE FEWER SHOPPING  
TRIPS OVERALL:
45% OF WOMENVS.
33% OF MEN

Significantly more male  
shoppers than females say 

they are now regularly
or occasionally using
delivery f rom a local
convenience store:

44% of men
vs. 27%  

of women

CCOOVVIIDD CCoonnttrraassttss
By Convenience Store News, CSNEWS.com
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Industry News

Pandemic Pain
Coronavirus and its resulting 
restrictions remain the convenience 
stores’ top hurdle

The coronavirus pandemic has wreaked havoc on all manners 
of retail over the past eight months, and c-stores have not been 
immune.

In fact, the illness and its resulting restrictions remain the 
channel’s top hurdle. Nearly two-thirds (64%) of c-store operators 
said that COVID-19 safety is one of the top challenges facing 
their business today—by far the highest of any other option, 
according to CSP’s 2020 Outlook Survey of retailers. That was 
followed by the ability to hire and retain necessary workforce 
(51%), employee turnover (34%) and growing traffic and store 
visits (27%), all challenges exacerbated by the pandemic.

Retailers have acted over the past few months to keep their 
associates and customers as safe as possible. Eighty-seven 
percent of operators said that they now require customers to 
wear masks inside their store(s), according to CSP’s survey. 
Of that 87%, 61% said they’ve mandated masks because it’s 
required by their state law, while 26% said it’s their own corporate 
policy. Beyond masks, 86% of retailers said they’ve installed 
plexiglass barriers at checkout counters.

No matter the effort, improving safety standards is essential to 
increasing consumer confidence in c-stores down the line, Donna 
Hood Crecca, principal for CSP sister research firm, Technomic, 
Chicago, said during Winsight Media’s 2020 Outlook Leadership 
Community.

By Brett Dworski and Hannah Prokop, CSP

“Elevated safety and sanitation measures really are crucial 
to generating trust and making consumers feel comfortable in 
patronizing c-stores,” she says.

The pandemic has made retailers feel anxious about their 
current and future finances as well. Nearly two thirds (64%) 
of operators said that they are at least somewhat concerned 
about the financial stability of their businesses because of the 
COVID-19 pandemic, according to CSP’s survey. And moving 
forward, 32% said that they expect the pandemic to have a 
negative impact on both their sales and traffic during 2021.

“I don’t see any recovery for Russell’s until mid-year 2021—
and that’s only if we’re not in a major pandemic,” says Ray Huff, 
president of HJB Convenience, doing business as Russell’s 
Express, Lakewood, Colo. “It eats me to no end that the rest of 
the world is wearing masks and has reopened and [the U.S.] 
hasn’t. It is absolutely ridiculous.”

Brad Duesler, founder and CEO of c-store equipment 
manufacturer Food Concepts Inc., Middleton, Wis., emphasized 
how retailers have an opportunity to make their brand become 
synonymous with safety.

This is done by following mandates for masks, in-store 
signage, plexiglass barriers and other precautionary measures, 
he said during Winsight Media’s 2020 Outlook Leadership 
Community.

“The iconic poster child for the pandemic is face masks, and 
branded face masks convey a strong message of safety,” he 
said as an example. “It shows your brand is committed to best 
practices.”

COVID-19 safety is a dark cloud that looms over every 
industry—not just c-stores. When that cloud will fade remains to 
be seen.

“I don’t expect a full [U.S.] recovery probably until two years 
out,” Huff says. “My outlook is negative for the next year, year 
and a half. But when it does start to come back, I do not know 
what that recovery will look like.” 

What are the top challenges facing your business today? How do you expect the COVID-19 pandemic to affect your 
sales and traffic in 2021?
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DECEMBER HOLIDAY PAGE

In Observance of the Christmas Holiday, the GHRA
Warehouse & Distribution Center will CLOSE EARLY
on Thursday, December 24th at 3 p.m. and will be
CLOSED on Friday, December 25th.

In Observance of the Christmas Holiday, the GHRA
Corporate Office will CLOSE EARLY on Thursday,
December 24th at 1 p.m. and will be CLOSED on
Friday, December 25th.

holiday communication

Corporate Office

Warehouse & Distribution Center

In Observance of New Year,
the GHRA Corporate Office 
 will be CLOSED on Friday,

January 1, 2021.

**All Friday deliveries will be delivered on Saturday, December 26th**

Stay safe, and Happy Holidays from GHRA
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Safety

Store Care – Are You Doing It Right?

Cleanliness is a factor of store care that may not be obvious 
when you keep up on it, but it sure grabs a customer’s attention 
when you don’t. How clean, picked up, and orderly you keep your 
store has a direct impact on the overall customer experience. 
This starts from the moment customers pull in the parking lot, so 
be sure your store care plan starts there and follows any path a 
customer may take.

Exterior Store Care
Keep your parking lot area free from litter and debris. Make 

sure your exterior care plan includes training employees on:
• Cleaning the trashcans
• Dumpster care
• Cleaning the parking lot
• Cleaning the fuel pumps
• Stocking the fuel island
Interior Store Care
Your customers may be in a hurry to get in and out of your 

store, but that doesn’t mean they won’t notice if things aren’t 
clean. Your interior store care plan should train employees on:

• Keeping merchandise displays neat and tidy.
• Cleaning the restroom
• Cleaning floor mats
• Sweeping and mopping
• Cleaning the shelves
• Cleaning the cooler
• Keeping shelves and the cooler stocked

By Readyconvenience.com

Foodservice Area
Cleanliness throughout the store is important, and it’s 

particularly critical around food and drinks. If you have self-
service areas, keep a close eye on them. One customer who 
leaves a mess can cost you a lot in lost food sales. In addition to 
near constant monitoring and tidying, the training plan for your 
foodservice area should include:

• Basic food safety and sanitation
• Beverage fountain cleaning
• Doughnut case cleaning
• Roller grill prep and cleaning
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Intro to Sales Manager
MEET BRET EMERY
GHRA Sales Manager

Bret Emery would like to express how excited and honored he is to

become a part of the Greater Houston Retailers Cooperative

Association team as the new Sales Manager. 

Bret graduated from the University of North Texas with a Bachelor’s

of Business Administration in Marketing. He began his professional

career at RJ Reynolds Tobacco Company where he spent the last 11

years before recently joining GHRA. Bret has an extensive

background in sales and talent development as well as deep

understanding of the C-store industry and the GHRA community. 

In his new role as Sales Manager, Bret will be responsible for

identifying, developing, and implementing a sales team in 2021 to

enhance the overall GHRA experience for our members. His goals

will be focused on providing each member with best in class

customer service while continuing to drive the business forward

with a more innovative, data-driven, and customer-centric

approach. 

Bret looks forward to building impactful relationships with all of the

members and staff at GHRA and you can expect to be hearing from

the Sales Team as we transition into 2021.

OUR MEMBERS ARE OUR MISSION!
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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 December 2020:

MembersMembers

AIRPORT SHELL
ALMEDA SWIFT MARKET

SEALY MART LLC
FUEL DEPOT # 27

CE KING OPERATIONS LLC
TIME MART # 30

T D’S SUPERMARKET
UNDERWOOD EXPRESS

GULF BANK MART
B K FOOD MART

RITESTOP 5
STRIKE 2

LITTLE CHIEF MINI MARKET
BIG KOUNTRY

FB MARKET

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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You need power,
only when you want

to do something
harmful, otherwise

love is enough to get
everything done. 

CHARL IE  CHAPL IN

Quote of the month submitted by : 

Murad Mithani

GHRA Member Services Representative
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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 




