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Thank You Members

For Your Support!

Where there is unity there is always victory. 
 – Publilius Syrus



The following is a paid advertisement
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Governor Greg Abbott issued an Executive Order (GA-34) lifting the mask mandate in Texas and increasing the 
capacity of all businesses and facilities in the state to 100 percent.  With the medical advancements of vaccines 
and antibody therapeutic drugs, the governor’s office is focused on restoring livelihoods and normalcy for Tex-
ans by opening Texas 100 percent.   He has also been clear that COVID-19 has not disappeared, and he is not 
asking us to abandon safe practices that we have mastered over the past year. Instead, he is reminding us that 
each person has a role to play in their safety and the safety of others. Most importantly, he is working to ensure 
that all businesses and families in Texas have the freedom to determine their destiny. 

With this in mind and with Springtime upon us, it is important to be prepared for even bigger customer traffic 
than last year.  Our suppliers anticipate a large increase in customers using convenience stores to fulfill their 
immediate needs. To be ahead of the game, look at individual categories and prepare to meet the needs of these 
returning consumers. Certainly, one of the most important categories will be your foodservice offerings. Stricter 
guidelines and a much higher expectation from consumers can be met with a little focus.  

Take some time to look at the store from the outside and ensure the premises are in good order.  Make sure signs 
are posted on how to stop the spread of COVID-19 and promote everyday protective measures.  All areas of 
the food establishment, including restrooms and waiting areas, should be properly cleaned, stocked, sanitized, 
or disinfected, as appropriate.  In this hot weather, Ice will be important to consumers – be sure your ice supplier 
and your ice merchandisers are prepared for their return.  Have the necessary sanitizers and disinfectants that 
meet EPA’s criteria for use against Covid available and use per label instructions to clean and disinfect the facility 
during hours of operation. Spend some time with employees to ensure they are trained properly on cleaning pro-
cedures and be sure all coolers, freezers, and hot and cold holding units are functioning properly.  These are just 
a few of the important things to do to ensure you meet consumer expectations and the new safety guideline. 

Most importantly to note is that the cleanliness and overall presentation of your foodservice offering may be 
what these returning consumers will use to determine where they shop for other needs, such as tobacco, adult 
beverages, and other immediate consumption items.

As your business grows, so does GHRA’s.  Our overall business is growing this year at a promising rate and the 
next 12 months look very promising. We are here to support you. 

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  O U R  M I S S I O N !
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FEATURE STORY

GHRA Directors In Action
Mayor Sylvester Turner and the Mayor's Health Equity Response (H.E.R.) Task Force
partnered with the Ismaili Council of Southwestern United States and the Greater Houston
Retailers Cooperative Association board members, at a food and water distribution. To read
the full article please scan the QR code.  

THANK YOU to GHRA member store Swift Mart 146 in La Porte, TX who also donated 10
pallets of water last month. 

"I want to give a big thank you to
the Ismaili community for once
again stepping up for our City in a
moment of crisis. The Ismaili
Council of Southwestern United
States and all of the other
organizations who partnered with
the H.E.R. Taskforce today are the
reason I am proud to be Mayor of
this resilient City."

“Alone we can do so little; together we can do so much” - Helen Keller

GHRA supported three different donation events to help with the winter storm relief

Feature
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FEATURE STORY

Providing Winter Storm Relief -  GHRA donated to the Community Food Distributions organized
through The Alliance, to provide food, water, and PPE to over 4,000 families living in Houston and Fort
Bend County.

GHRA President Fridous Ali, Senior Vice President Imran Ali, and
Warehouse Chairman Moez Maredia, in conjunction with the
Houston Mayor's office, distributed goods to about 250 families at
the Sterlingshire Apartments. 

Feature
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Foodservice sales are expected to 
rebound in 2021, especially for c-stores 
keeping pace with current trends — 

from comfort food to international and 
healthy fare, as well as new technology.

Since the COVID-19 pandemic 
arrived, it has steered the course of 
consumer trends with a heavy hand, 
advancing the adoption of technology 
while simultaneously altering food and 
beverage preferences and demands. 
Even as convenience store retailers 
rushed to adapt, food sales suffered at 
many c-stores.

Convenience foodservice sales 
overall declined an estimated 8.6% in 
2020, with prepared foods down 13%, 
according to Chicago-based research 
consulting firm Foodservice IP’s “2020 
C-Store Foodservice Report Reflecting 
COVID-19 Impact.”

But 2021 holds the promise of a major 
rebound. Foodservice IP predicted 
c-store foodservice will return to 
historical growth levels in the latter part 
of the year, and many retailers share the 
same optimism.

“I think, when this pandemic ends, 
sales are going to explode,” said Paul 
Servais, retail food service director for 
La Crosse, Wis.-based Kwik Trip, which 
operates 700-plus c-stores.

New trends and technology born out 
of the pandemic are expected to grow, 
and c-store retailers that have continued 
to invest in foodservice and update their 
food programs in line with current trends 
are poised to come out ahead.

“The trends that emerged as a result of 
the pandemic have quickly accelerated 
and are becoming a permanent part of 
our landscape,” said Raj Kapoor, senior 
vice president of food and beverage for 
7-Eleven.

One such trend is increased interest 
in comfort foods. As the pandemic 
brought mass upheaval and uncertainty, 
customers turned to foodservice 
favorites like pizza and fried chicken 
for comfort. Meanwhile, there’s also 
renewed interest in healthy, plant-
based and international options, as the 
definition of mainstream, ‘American’ 
comfort food continues to evolve.

The 2021 Foodservice Report
By Isabelle Gustafson, CStore Decisions

Technological disruption has brought 
sweeping changes, too. To facilitate 
food ordering during lockdowns and 
social distancing requirements, delivery, 
curbside pickup, mobile ordering and 
numerous other technologies have 
become an integral part of doing 
business for restaurants and c-stores 
alike.

The industry also doubled down on 
its dedication to sanitation and took 
huge strides to ensure the safety of both 
customers and employees.

Now, retailers are looking forward 
and positioning themselves to reap the 
rewards of foodservice success once the 
world begins to reopen.

While some speculate that customers, 
accustomed to home cooking during 
the pandemic, could be less inclined to 
return to dining on the go, Kwik Trip’s 
Servais expects just the opposite. “I 
don’t believe that for a minute,” he said. 
“Especially in the Midwest; people will 
return to their offices. People are going 
to be busier than ever making up for the 
lost year.” 

FOODSERVICE
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Business Intelligence Isn’t Just for the 
Big C-store Chains

Wouldn’t it be nice to know exactly 
what products are selling or not selling, 
what time of day they are being 
purchased, and what items are being 
bought together most often? Thanks to 
business intelligence (BI) technology, this 
information and much more is available 
to help convenience store retailers of 
every size make better decisions — and 
ultimately, boost profits.

The industry’s small operators and 
single-store owners often have more 
limited technology budgets vs. the larger 
chains, making data analysis seem 
overwhelming or out of reach. However, 
there are opportunities available, 
especially for those who are scanning and 
using a point-of-sale (POS) system.

Many POS vendors, especially those 
that work with smaller operators, provide 
basic analytics with a back-office system 
that allows operators to see how much 
they sold, what sold, what the profit is on 
it, and more.

“Most POS companies offer raw data 
extracts or reporting services,” Susheel 
Sethumadhavan, a principal in the 
advanced analytics practice at Kearney, 
a global strategy and management 
consulting firm based in Chicago, told 
Convenience Store News. “Simple MS 
Suite products with bolt-on BI platforms 
like PowerBI can work quite well.”

What BI technology enables operators 
to do is to take their data in its raw form 
and slice it into usable information to get 
details around what is selling, how and 
when inside the store.

Key data sources for any c-store 
business include the POS, back-office 
system and any loyalty programs, as 
well as fuel pump data, rewards and 
any data coming from a proprietary 
mobile app or third-party payment app, 
according to Brian Brinkmann, chief 
product and marketing officer at Agilence, 

a BI technology provider based in Mount 
Laurel Township, N.J.

“Small operators have access to the 
same types of data just like their larger 
counterparts,” Brinkmann noted. “The key 
piece is not just the data, but the marriage 
of various data sources to fully realize 
the value. A good option is to work with 
an analytics partner who will do the data 
integration, host the analytics solution, 
and provide expert advice. This is a cost-
effective option, particularly for smaller 
operators who need answers quickly and 
reliably.”

Whether it’s an in-house solution 
or working with SaaS (software as a 
service) providers and other third-party 
vendors, the best analytics solutions — 
especially for smaller operators — take 
out the complexity and make it easy to 
monitor what is going on inside the store, 
Brinkmann said. Many allow operators 
to log in to a dashboard to see detailed 
information, run reports and even receive 
automatic alerts for things that might 
require immediate action.

WHAT SHOULD I ANALYZE?
Once a c-store operator has the 

systems and vendor partners in place, 
the options to analyze their data and pull 

Adapted from article by By Tammy Mastroberte, Convenience Store News

insights are almost endless. However, 
industry experts say there are some 
important areas to begin with and these 
include inventory, volume and pricing. 
Knowing inventory can help a retailer 
both reduce out-of-stocks and eliminate 
products that are not selling.

“Start with volume — what products 
are selling week over week and at what 
volume,” Skupos co-founder and CEO 
Jake Bolling recommends. “Also, what is 
not selling and taking up expensive shelf 
space.”

Other areas to consider monitoring are:
•  Profit margin;
•  Sales and profit per square foot;
•  Expenses as its relates to sales;
•  Profits from promotions;
•  Fuel pump data; and
•  Lottery reconciliation.
Also, the more a retailer can know 

about its customers, the better they can 
understand what products to carry in the 
store. “Everything related to the customer 
is key,” Kearney’s Sethumadhavan said. 
“This includes shopping basket, customer 
preferences, customer profile based on 
history, location, gender, and household 
size.” 

TECHNOLOGY
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Keeping Sanitation & Safety 
at the Forefront

Safety and sanitation have always 
been important to customers in the 
convenience store space — whether it’s 
a well-lit parking lot for nighttime fuelers 
or a clean restroom when stopping inside. 
However, since the COVID-19 pandemic 
hit in March 2020, and as it continues to 
be an issue throughout the United States, 
concerns about safety and sanitation are 
more important than ever before to both 
c-store customers and employees. 

“We are seeing some COVID fatigue 
now in a new wave of research, and 
there are people being lax in a lot of 
the requirements,” said Nick Mercurio, 
executive vice president and service line 
head at Ipsos, a global market research 
company based in Paris, with offices in 
Seattle.

According to Ipsos’ Consumer Health 
and Safety Index study, there are actions 
and protocols that can and should be put 
into place for stores to send the message 
to customers that it is taking safety 
and sanitation seriously, and is actively 
working to keep the store, its customers 
and its employees safe — especially 
when there is foodservice involved.

 With the COVID-19 pandemic waging 
on, everyone expects to see c-store 
employees wearing masks, and some 
type of social distancing signage at the 
entrance and throughout the store — 
especially at checkout, said Mercurio. 
They also expect plexiglass at checkout 
and sanitizing wipes to be made 
available, especially if there are carts or 
baskets in the store.

“Things that specifically drive trust are 
hand sanitizer at the store entrance and 
the checkout area, and having employees 
wiping down high-traffic areas with 
disinfectant,” he explained, citing the 
company’s study where mystery shoppers 
went to a variety of retail locations, 
including c-stores.

The first wave of research was 
conducted in May and June 2020 when 
mystery shoppers visited major gas 
brands such as Chevron, Shell and 
BP. Then, in August and September, 
they went to specific convenience store 
brands, including 7-Eleven, Wawa, 
RaceTrac, Circle K, Kwik Trip and 
QuikTrip. The research also included 
grocery stores, big-box stores, financial 
services, and food and beverage.

Of the five segments studied, c-stores 
ranked at the bottom of the list when it 
came to health and safety standards and 
consumer trust. Grocery was at the top 
of the list, specifically the Whole Foods, 
Trader Joe’s, ShopRite and Costco 
chains.

During the mystery shoppers’ visits to 
c-stores, only 27 percent of locations had 
hand sanitizer inside the entrance and 
only 25 percent had it at the checkout 
— even though this is the No 1 driver of 
customer trust, according to the research.

Mercurio said c-store employees should 
also be wiping off payment terminals 
after each transaction, along with the 
counter space. For those selling gasoline, 

By Tammy Mastroberte, Convenience Store News

employees should routinely go out to 
the pumps and wipe them down so that 
customers can see them doing it.

“Brands have to perform actions that 
are highly visible, so customers actually 
see them doing it,” he explained. “Some 
brands may be saying they do a deep 
cleaning of the store every night, but I 
would recommend spending money on 
staff during the day so that when people 
come in, they see you cleaning the store.”

In fact, the study found that observing 
staff wiping down high-traffic areas is the 
No. 2 driver of consumer trust, but only 25 
percent of the mystery shops observed 
this happening.

In addition to trust, there are other 
factors that drive return visits when 
it comes to safety and sanitation. An 
important one is a contactless entrance 
with some type of automatic door. “I’ve 
seen people do this with foot openers that 
are quick and easy to install,” Mercurio 
said.

Another factor driving return visits is 
clean restrooms with a visible, up-to-date 
cleaning schedule posted for customers 
to see. “If they see the restroom is clean, 

SAFETY
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that is good. But if you have a schedule 
posted and they can see the last time it 
has been cleaned, that is a visible cue 
that you are taking health and sanitation 
seriously,” he added.

In the study, only 21 percent of c-stores 
had a visible cleaning schedule, which 
shows it is an opportunity to differentiate. 
The mystery shops also found that only 
83 percent of the c-stores visited had 
employees properly wearing masks in-
store — the No. 4 driver for return visits.

On the flip side, some of the highlights 
among brands that scored well in the 
research included employees not only 
wearing masks properly, but also wearing 
masks that were consistent (whether 
branded for the store or not). This offers 
a psychological cue to shoppers and 
increases overall confidence in the brand, 
Mercurio explained.

C-stores need to have clear protocols 
in place around safety and sanitation, 
and communicate them to every location 
rather than leaving it up to individual 
operators. They also need to ensure and 
measure compliance at the store level 

across their chains.
“You can’t manage what you don’t 

measure. Some brands do their own 
mystery shopping to ensure compliance 
and reward those who are doing it right, 
which is good,” Mercurio pointed out.

Overall, safety and sanitation are more 
important now than ever before and as 
customers take it more seriously, c-store 
operators need to do the same.

Research shows 62 percent of 
shoppers say that if a brand is not taking 
health and safety seriously, they would 
stop doing business with them, according 
to Mercurio.

“It’s also important to note that 25 
percent of customers said they would be 
willing to pay more for brands that are 
doing health and safety right,” he said. 

Contact Kirby Selman
Mobile: 832.493-4665

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

A WINNING
COMBINATION!

The following is a paid advertisement

SAFETY
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Do Your Staffing Goals Focus on 
Attitude or Aptitude?

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.

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. 

By ReadyconvenienceNews

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. 

HUMAN RESOURCES
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Welcome
On behalf of the Board of Directors and staff at GHRA, 
please welcome our newest members as of April 2021:

MembersMembers

DJ FOOD STORE
WOODLAND BUZZY BEE

RACE ONE
CORNER STOP

LEMUR EXPRESS # 11
STAR STOP # 107

HS27
PULL OVER

FUEL ZONE # 07
JACK’S GROCERY # 8

PRIMESPOT # 28
FASTRAC

BUILD YOURBUILD YOURBUILD YOUR
CAREER WITH US!CAREER WITH US!CAREER WITH US!

Submit your resume at careers@ghraonline.com

For more details visit us at www.ghraonline.com

VARIOUS OPEN POSTIONSVARIOUS OPEN POSTIONSVARIOUS OPEN POSTIONS

SWIFT 529
THE RIGHT CHOICE
KATY FOOD & FUEL

FUEL MAXX # 64



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

GHRA WAREHOUSE 
7110 Bellerive Dr.
Houston, TX 77036 

Ph. 281.295.5333 
Fx. 281.295.5347www.ghraonline.com




