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A Message from the
Honorary Secretary
B A R K A T A L I  M O M I N

These brands offer the same products and services as GHRA member stores. In most cases, the only thing that separates
us from the chain stores is our commitment to our customers. While many of these big brands do have aggressive
customer service campaigns, they can never match the passionate service GHRA members provide to their customers every
day! Still, that passion for our customers and our passion to serve this great city can be threatened if chains build around
us and dominate the marketing landscape with a single voice to those consumers. In doing so, they create a narrative in
the market for consumers to expect certain products and services at prices that seem too low for us to compete. They do
this by incorporating the losses on those products into an overall marketing strategy. Many times, this triggers a “reaction”
from a small store operator, and eventually, we cannot sustain the attack on our margins.

Major convenience store operators have been making moves in the Texas and South Texas market,
buying properties and existing stores for the last 5 years. The common theme among these
operators is the buyers are active, experienced, major players in the industry. Now, armed with
the locations and a well-known brand, they have begun an aggressive building campaign in our
backyard!  

As we have been building the country’s premier cooperative and connecting with our members internally, our competition
has been building a following with consumers externally.  After 21 years of hard work, consumers do not know who we are.
Today, we are not driving the communication to consumers, we are reacting to these large brand initiatives and as a result,
simply surviving. We build new stores, and we grow in numbers, but we move customers from one member store to another.
As a result, we are cannibalizing ourselves. It is hard to create the narrative in the market too. Individually, we speak to our
customers, but we are not creating the expectation consumers should demand of this channel. There are so many of us
that our message is ultimately unheard, it is more noise than a clear voice in the market. We continue to grow locally but
we are not expanding our operations beyond our market. We are not creating something that people know across the United
States and look forward to having in their town or neighborhood!

These are the problems we face today in the South Texas market and the good news is GHRA is used to solving problems.
In 1999 our members got together to solve price discrimination problems and forced spacing problems. It was not easy but
today, we cannot imagine a world without GHRA. Then again in 2015, we were faced with wholesale distribution issues and
we came together to solve those problems! Today, we could not imagine a world without the GHRA warehouse and
distribution center. There was an urgency in those moments, and we acted. As we reflect on that action, we remember the
struggles and the work we did to bring us all together. Today, there is an urgency in the moment, a problem that needs to
be addressed in the market and once again it appears that GHRA is the only one who can address it with action! 

We look forward to meeting with all members soon to unveil the solution to these problems and help our members flourish,
today and in the years to come.

Thank you, 

Barkatali Momin
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 2021 GHRA Election Report 

April 20, 2021  

President Firdous Ali, GHRA Board of Directors, and GHRA members, Ya Ali Madad. 

The GHRA Election Committee for the year 2021 would like to express our sincere gratitude and appreciation to 
the entire GHRA organization and its members for entrusting us with the important task of serving on the 
election committee.  

The GHRA election committee is a neutral committee organized pursuant to GHRA’s bylaws to ensure a fair 
election process that adheres to all election rules and regulations.  

There are four open director seats for this election term. We received a total of three nominations and all three 
are found to be in compliance with GHRA’s election rules and regulations. As a result, all three qualified 
nominees will fill three vacancies on the Board of Directors. These three qualified individuals are: 

 Imran Ali       Moez K Maredia     Navid K Karedia 

The three qualified nominees are now confirmed as directors. We congratulate them and wish them the very 
best on their voluntary service. 

The one vacancy will be selected by the GHRA Board of Directors. 

On behalf of myself, Gulam Gulamali, and attorney Anila Momin we give our sincere gratitude to the GHRA 
board for giving us the opportunity to serve on the committee and Romina Kadiwal for helping us through the 
process. 

Thank you and Ya Ali Madad. 

Sincerely, 
The Election Committee 
Rahim Maknojia, Chairman 
Gulam Gulamali 
Anila Momin 
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In a normal year, I would be thanking our members for their attendance at our annual general body meeting. 

I miss getting in a big room with all our members and talking about the business and the challenges that we 

will face together in the future. Although we will not be doing that this year, it won’t stop of us from moving 

forward together. 

We move forward together because of you, our members, and the fact that you support key initiatives. 

Whenever you support us, we are 100% successful and as a result, our company is growing. In fact, we are 

still growing at a faster pace than most companies can imagine. Keeping pace with that growth internally 

has been an amazing effort. People in our organization continue to come to work every day and ensure that 

we are working with program partners in our DSD, Warehouse and foodservice businesses to get you the 

best prices and the best programs in the market. People are working hard to take every phone call and listen 

to every concern and respond! People continue to rise and fill gaps where technology is deficient, or a new 

service needs to be provided. These people, our employees, want you to be successful so badly that they 

rise every day to serve you. We all recognize that all this is for you, our members, and that the only way we 

can survive in a market like ours is to move forward together. 

The future of this company is so great that I do not think any of us can truly envision it. What is on the 

horizon for members and for GHRA is so promising. We have the momentum to take on the whole United 

States, and there are few external threats in the market that we can’t tackle together! I know we can win 

those battles together. It’s where we do not have support that the chances of failure are much greater. It’s 

where we do not have support that we jeopardize this promising future and the makeup of our organization 

today. With your continued support of all our programs, DSD, Warehouse, Foodservice, and more, we 

commit to you, to rise up every day and serve this amazing organization. What you have accomplished over 

21 years is bigger than any individual and you accomplished this by working together! Thank you for that.

Our members are our mission!

Bill Pitocco

ON MY MIND
BILL PITOCCO, GHRA CEO

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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Visa & Mastercard Delay  
Swipe Fee Boost to 2022
Retail groups applaud the decision, but call for changes  
to the interchange fee system.
By Convenience Store News, CSNEWS.com

VISA INC. AND MASTERCARD INC. are pushing back their 
plans to raise swipe fees to April 2022.

The decision followed a plea by U.S. Senate Majority Whip 
Dick Durbin (D-Ill.), chair of the Senate Judiciary Committee, 
and U.S. Representative Peter Welch (D-Vt.) to the CEOs 
of Visa and Mastercard to not to raise interchange fee rates 
during the pandemic. It is the second consecutive year the 
financial companies agreed to a delay.

The plan, which was set to take effect this April, included 
higher fees for the card networks’ most prominent programs 
and for many online transactions, with estimated increases 
of $768 million a year for Visa and $383 million for 
Mastercard, according to payments consulting firm CMSPI.

The networks’ decision was welcomed by multiple groups. 
The Merchants Payments Coalition (MPC) — which 
represents retailers, supermarkets, convenience stores, 
gas stations and e-commerce providers — said Visa and 
Mastercard “did the right thing” in delaying the increase. 
However, the group is still calling on Congress and 
enforcement agencies to investigate how the credit card 
companies set their fees.

“The fact remains that credit card swipe fees paid by U.S. 
merchants are among the highest in the world. The way 

these fees are set shows how Visa and Mastercard’s market 
power allows them to charge more than any free and open 
market would bear,” MPC Counsel Doug Kantor said. “Rather 
than just delaying an increase, they need to lower these fees 
and encourage the banks that issue their cards to embrace 
competition and transparency. Since they haven’t shown 
any sign of doing that voluntarily, it’s time for Congress and 
enforcement agencies to take action.”

The National Retail Federation agrees that while “the last 
thing retailers needed in the middle of a pandemic was 
higher credit card swipe fees,” the increase should be 
cancelled altogether.

Convenience stores paid about $11.8 billion in credit card 
swipe fees in 2019, making it the second-highest operating 
cost after labor, according to NACS State of the Industry 
data.

“Convenience and fuel retailers welcome the news that Visa 
and Mastercard are taking into account the impact that 
their swipe-fee increases will have on essential businesses 
that have stayed open throughout the pandemic,” said 
Lyle Beckwith, NACS’ senior vice president of government 
relations. “With Americans already paying the highest swipe 
fees in the world, it is time for Visa and Mastercard to step 
back and let banks set their own prices.” 

FEATURE
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Putting the 
“Service” Back 
Into Foodservice
By Ready Convenience

Foodservice is nothing new to 
convenience stores, but the trend 
has accelerated in the past decade 
or so. It is estimated that in today’s 
c-store industry, nine out of 10 
stores offer some sort of food or 
beverage sales. 

Where growth is being noticed is with stores offering food 
that is prepared on-site. This goes way beyond the hot dog 
roller. C-stores are increasingly offering more diverse items, 
such as deli sandwiches, breakfast items, hamburgers, fresh 
pizza, grilled selections, salads, and soups.

THE FOODSERVICE SUCCESS

Restaurants rely on guest loyalty to keep their doors open. 
You have the same challenge when it comes to the long-
term profitability of your c-store Foodservice segment. 
Guest loyalty is at the core of any restaurant’s success. 
Restaurants that simply provide a product and service will 
be left behind. Today you must be “better than expected” 
versus “pretty good.” Guests have continued to become 
more selective and demanding. Satisfaction does not drive 
sales. Shooting for “satisfied” will spell demise. To thrive, 
restaurants must aim higher.

To succeed as a quick-service restaurant – or a c-store 
competing with quick-service restaurants – you must deliver 
hospitality and a customized experience to every guest. 
While they may only be at your counter for a few minutes, 
the experience needs to be unique. The success formula is 
simple to remember: S.H.A.Q.:

  SPEED

Guests want it quick — that’s why they’re at your 
counter and not a sit-down restaurant. They require 
speed, but not at the expense of other components.

  HOSPITALITY

Not only is it what you say, but it’s also how you say 
it. Hospitality screams: “We care!” It drives loyalty and 
frequency. It’s the emotional attachment you make with 
guests.

  ACCURACY

Deliver what guests want to buy, not what the company 
wants to sell. Guests are demanding and special 
requests have become the norm.

  QUALITY

Expectations have risen in the eyes of guests. 
Competitors continue to offer fresher, higher quality 
food. Guests want value and quality — period.

The formula is easy, but executing it every day takes training 
and practice. 

FOODSERVICE
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What You Need to Know  
About the Federal Tobacco Law
The legal age to buy tobacco was changed to 21 nationwide over 
a year ago. With over 375,000 tobacco retailers in the nation, this 
change has had a wide range of consequences that some convenience 
store employees are still trying to figure out. Get the facts below.

Visit wecard.org 
and find  
printable signs

By ReadyConvenience

WHAT THE FEDERAL TOBACCO LAW SAYS

According to the FDA, the federal “Tobacco 21” law makes 
it “illegal for a retailer to sell any tobacco product—
including cigarettes, cigars, and e-cigarettes—to anyone 
under 21. The new federal minimum age of sale applies to 
all retail establishments and persons with no exceptions.” 
The law covers many different tobacco products,including 
cigarettes, smokeless tobacco, hookah tobacco, cigars, pipe 
tobacco, e-cigarettes, and e-liquids, such as those used in 
vaping products.

WHEN THE TOBACCO LAW WENT INTO EFFECT

The law went into effect as soon as it was signed into law 
by the President on December 20, 2019. Before that date, 
19 states and Washington D.C. had already changed the 
legal age to buy tobacco to 21, and many more have since 
passed laws to be in alignment with federal law.

WHERE THE LAW APPLIES

The law applies everywhere throughout the United States 
and is regulated by the FDA. There are no exceptions 
for military personnel or people who were between the 
ages of 18 and 20 at the time the law passed. Any retailer 
in the nation is subject to the FDA’s compliance check 
inspections. However, inspection agencies below the 
federal level may only consider compliance laws based on 
their state and local regulations.

WHY THE LAW WAS ENACTED

A study conducted by the National Academy of Medicine 
in 2015 concluded that increasing the legal age to buy 
tobacco to 21 would prevent 223,000 deaths among people 

born between 2000 and 2019, including reducing lung 
cancer deaths by 50,000. Many advocacy groups, including 
the American Lung Association, lobbied state and federal 
governments to implement the change. To further bolster 
their case, studies from states that had already increased the 
age to 21 showed that those states had a 39% reduction in 
smoking among young adults aged 18 to 21.

HOW DO YOU COMPLY WITH THE LAW?

As a tobacco retailer, you have a legal obligation to comply 
with federal tobacco law. As an influential member of your 
community, you have an ethical responsibility to do what 
you can to reduce smoking in people under 21. Be proactive. 
Make sure your employees complete online tobacco sales 
training that covers the law and their responsibility to 
comply with it. At a minimum, employees should learn when 
to check ID, how to check ID, how to spot fraudulent ID, and 
how to refuse sales to customers who don’t have a valid 
ID. Don’t wait for your state’s agency or the FDA to do a 
compliance check at your store – hire your mystery shoppers 
to make sure your employees are following the law. 

TOBACCO NEWS
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Altria Gives Insights on 
Noncombustible Strategy
Cigarette volumes expected to decline as consumers  
switch to reduced-risk products.
By Hannah Prokop, CSP

The U.S. nicotine pool is resilient, down only 1% in the last 
five years on an equivalized volume basis, Goldman Sachs 
Managing Director Bonnie Herzog said.

Cigarette volume declines will likely accelerate, though, as 
smokers continue to shift to reduced-risk products. Herzog 
wrote about these findings in a research note following 
the New York-based investment banking company’s virtual 
investor meetings with Altria Group’s management team on 
March 24 and 25.

Herzog said while she came away encouraged from the 
meetings, the key challenge for Altria will be to not only 
keep its existing smokers and consumers within its reduced 
risk portfolio but also to attract smokers from competitors. 

Altria’s finding about total nicotine volume declines over 
the past five years suggests adult smokers that leave the 
cigarette category are migrating to other forms of nicotine, 
Herzog said.

“[Altria] says just over 50% of conventional cigarette 
smokers say they are interested in noncombustible options 
to move to that have the potential to reduce harm or 
exposure and that is satisfying,” Herzog said.

Part of Altria’s 10-year plan includes moving consumers 
to noncombustible options by developing and expanding 

on U.S. Food and Drug Administration-authorized 
noncombustible products.

The Richmond, VA-based tobacco company is known for its 
Marlboro cigarettes brand. It also has a stake in e-cigarette 
company Juul and is rolling out heat-not-burn device IQOS 
in the United States through an agreement with Philip Morris 
International, New York.

“With adult smoker demand for non-combustible 
alternatives, innovation and an appropriate regulatory 
framework, we have the opportunity to make more progress 
on reducing the harm caused by cigarettes in the next 10 
years than we have in the past 50,” Altria Group’s CEO 
Billy Gifford said in a statement on the company’s website 
detailing the 10-year vision.

The plan also includes preventing youth tobacco use, 
balancing investments in Marlboro with funding growth 
behind non-combustibles and leadership on the policy and 
regulatory level.

“While we broadly believe this transformation is the right 
strategy over the long-term, we remain concerned about 
[Altria’s] near-term performance,” Herzog wrote, due to 
downtrading, increased regulation risk and stepped-up 
spending as Altria executes its 10-year plan. 

TOBACCO NEWS
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Four Distinct Consumer Groups 
Emerge From the Pandemic
Reprinted from Convenience Store News

It has been more than a year since COVID-19 restrictions were 
put into place in the United States, and consumer shopping 
habits have changed dramatically.

According to COVID Consumer Journey: Passive to Panic, 
a new report from Acosta that breaks down changes in 
shopping behaviors among four distinct consumer groups 
that emerged as a result of the pandemic. 

The new consumer groups identified by Acosta include:

 » “Staying the Course,” skewing toward younger, 
employed males;

 » “Social Distancers,” skewing toward employed 
millennials and/or millennials with children;

 » “Hunkering Down,” leaning toward older and retired or 
unemployed individuals; and

 » “Panic Button,” more likely to be Gen-Xers with children 
or older individuals with no children.

“While we’ve seen significant growth in the number of 
consumers stocking up, shopping less and buying more 
online, our research indicates COVID concern level directly 
corresponds with changing shopping habits,” said Colin 
Stewart, executive vice president, Business Intelligence at 
Acosta. “In fact, 94 percent of the individuals in our ‘Panic 
Button’ segment, which reported the highest COVID concern 
level of 8.6 out of 10, stocked up on groceries, while only 
30 percent in the ‘Hunkering Down’ segment, with a lesser 
concern level of 7.4, did so. Similarly, 63 percent of the ‘Panic 
Button’ segment shopped more online during the pandemic, 
while only 25 percent of the ‘Social Distancers,’ with a 
concern level of 7.7, changed this behavior.”

COVID Consumer Journey: Passive to Panic provides a 
comprehensive analysis of the difference in shopping 
behaviors between the four consumer groups that emerged 
as a result of the pandemic, including:

SHOPPING BEHAVIOR CHANGES BY SEGMENT

 » The “Panic Button” segment, comprising 21 percent of 
shoppers, has high COVID concern and made significant 
and swift changes, like stocking up and shopping online.

 » The “Hunkering Down” segment, comprising 28 percent 
of shoppers, made moderate changes, including 
shopping less and spending less. 

 » The “Social Distancers” segment, comprising 28 percent 
of shoppers, made only small changes, like buying more 
groceries than usual. 

 » The “Staying the Course” segment, comprising 23 
percent of shoppers, made no real changes to their 
shopping habits and had less overall COVID concern.

POST-COVID SHOPPING HABITS

 » Shoppers in the “Panic Button” segment are most likely 
to stick with their new habits. Eighty-two percent plan 
to continue with at least some changed habits and 27 
percent plan to stick to all or most of their changed 
habits.

 » “Social Distancers” are most likely to revert to their pre-
pandemic shopping behaviors, with 29 percent planning 
to do so vs. 19 percent of “Hunkering Down” shoppers 
and 17 percent of “Panic Button” shoppers.

POST-COVID SHOPPING PRIORITIES

Looking at all shopper groups, product availability will be 
the top priority (60 percent), followed by lower prices (52 
percent) and customer safety (42 percent). While these 
remain most important to all shoppers, priorities will vary by 
the four segments:

 » Convenience, lower prices and good customer service 
will be even more important for “Staying the Course” 
shoppers. 

 » Customer safety and fast checkout will be more 
important to the “Social Distancers” segment.

 » Promotions, lower prices and the option for delivery will 
be higher priorities for “Hunkering Down” shoppers.

 » Product availability, customer safety and options for 
curbside pickup and delivery will be higher priorities for 
“Panic Button” shoppers.

COVID Consumer Journey: Passive to Panic was conducted 
online between Dec. 30-Jan 4.

Jacksonville-based Acosta is an integrated sales and 
marketing services provider. 

INDUSTRY NEWS
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Year-Over-Year U.S. Gas Sales Move 
Into Positive Territory for First 
Time Since Pandemic’s Start
Despite the boost, demand remains considerably below  
pre-pandemic levels.
By Convenience Store News

On the one-year anniversary of the major declines in 
gasoline sales due to stay-at-home orders prompted by 
COVID-19, year-on-year gasoline sales in the United States 
are positive for the first time since the pandemic began.

Despite this, demand is still less than pre-pandemic levels 
by a considerable margin, according to the latest data from 
OPIS by IHS Markit.

U.S. gasoline same-store sales in gallons for the week ending 
March 20 were 10.1 percent higher than the same week in 
2020, according to OPIS Demand, a weekly survey of more 
than 25,000 fuel stations across the country. At the same 
time, same-store gasoline sales were 16 percent below pre-
pandemic levels.

“The year-on-year increase in fuel demand from March 
2020 is certainly welcome news for the recovery of the 
economy and the beginning of the return to normal life for 
the American people,” said Brian Norris, executive director 
of retail fuels, OPIS by IHS Markit. “But the real measure of 
recovery will be a return to pre-pandemic levels. It’s there 
that progress remains slow and, looking at gasoline, we still 
have a long way to go.”

Prior to the week ending March 20, gasoline volumes 
primarily remained in the range of 15 percent to 18 percent 
below prior-year levels since the start of 2021, with the 
exception of the week ending Feb. 20, which experienced 
a year-on-year decline of 22.4 percent due to the impacts 
of a major winter storm that affected large areas of North 
America.

The cause of retail gasoline sales volume shifting into 
positive territory compared to one year ago is not a major 

increase in demand, but a reflection of the massive declines 
seen at the pump last year. The week ending March 21, 
2020 saw sales volumes fall below 2019 levels by 23.6 
percent. This was the first week in a four-week period that 
saw weekly U.S. gasoline sales volumes fall to the lowest 
levels since the early 1970s, reaching volumes that were 47.5 
percent behind prior-year levels the week ending April 11.

The current rebound is not uniform across the country. The 
Southwest surpassed 2020 volumes by 15 percent, while 
the Southeast did so by just 8.6 percent. This is largely due 
to many Southeastern states not mandating stay-at-home 
orders as quickly as the rest of the country did in 2020.

This regional disparity is further apparent when examining 
state-level data. In California, which saw some of the earliest 
declines in gallons sold, gasoline sales are up 14.6 percent, 
but volumes trail same-week 2019 by 22.7 percent on a 
same-store basis. However, in Florida, fuel retailers saw a 
6.4 percent increase vs. last year, but they only trail demand 
levels from 2019 by 11.2 percent.

Some speculate that “pent-up” demand could release in the 
summer as COVID-19 vaccinations increase, but long-term 
impacts on work, lifestyle and consumer habits have yet to 
be determined, OPIS noted.

“The logic that gasoline demand will suddenly and 
permanently return to pre-pandemic levels fails to take into 
account the lingering effects of unemployment, dramatic 
cuts in urban, suburban and rural events, and hybrid models 
for commuting that allow for more people working from 
home,” said Tom Kloza, global head of energy analysis, OPIS 
by IHS Markit. “Even as the country gets back to normal, we 
are still to discover what the ‘new normal’ means.” 

FUEL NEWS
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What could convenience stores and gas stations do regarding format and 
ambiance to entice you to visit them more frequently during these times?

When asked about 
the next six months,
the highest percentage 
of consumers — about  
39% — said they
will make one to 
two c-store visits 
per week.

Increased 
basket size 
has balanced  
the decline 
in trips.

Avg. Store Sales $ 
Avg. Basket $ 
Avg. Per Store
Transactions (Trips)

Source: AlixPartners
2021 Convenience Store Industry  
Outlook; PDI Insights

39%
32% 31%

25%
17% 16% 15%

There is Improve Improve Provide Offer outdoor food Offer Offer
nothing they cleanliness of health drive-thru and merchandise outdoor autonomous

could do the stores safety
protocols

and/or
curbside

kiosks for
purchasing

seating checkout

pickup products

Source: AlixPartners 2021 Convenience Store Industry Outlook

Note: Percentage totals exceed 100% due to respondents being able to select multiple options
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A large portion of 
consumers are still 
hesitant to return 

to c-stores, but 61% 
believe there are 

actions brands can 
take to get them to 
increase their visit 

frequency.

A Slow Climb
By Convenience Store News

Consumers are returning to c-stores little by little, but they come 
with new demands

Since the onset of the coronavirus pandemic in the United States, daily  
convenience store transactions have declined between 10 percent and 
25 percent year over year, according to the newly released AlixPartners 
2021 Convenience Store Industry Outlook. In this study of 1,001 U.S. 
adult consumers across all regions, demographics and income levels,  
29 percent of respondents said they didn’t make even one visit to a       
c-store in the past week. And when asked about the next six months,   
26 percent said they will stay away from c-stores for the time being. 
There is some good news for c-store operators, however: visit frequency 
overall is expected to increase in the near term, and consumers say 
there are some things retailers can do to entice them back.
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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

TCEQ Mandatory

TCEQ Mandatory

Underground Storage

Underground Storage

Tank (UST) A/B

Tank (UST) A/B

Operators Training

Operators Training

Members purchasing the 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. 
Pay by money order or deduct $65 from
your quarterly rebate.   

GHRA is excited to provide this online training,
for only $65.

R E G I S T R A T I O N  F O R M  I S  A V A I L A B L E  A T
W W W . G H R A O N L I N E . C O M

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

please welcome our new members:

CLAY FOOD MART #3

HANDI STOP #3

SWIFT

SPICE WORLD MARKET

RELIANCE FOOD MART

H & S DISCOUNT FOODS

BAY CITY QUICK MART

ANGELS ON THE WAY 5

STAR STOP 63

MID COUNTY EXPRESS

PICK N PAY

MR. EXPRESS

GREENHOUSE SWIFT

B. K. FOOD MART

RODEO TRAVEL CENTER

FUEL VALLEY

BAS BUSINESS INC

VETERANS MEMORIAL CHEVRON

WAYSIDE OPERATIONS LLC



GHRA CORPORATE OFFICE
12790 South Kirkwood Road
Stafford, Texas 77477
281.295.5300  Phone
281.295.5399  Fax

GHRA WAREHOUSE
7110 Bellerive Drive
Houston, Texas 77036
281.295.5333  Phone
281.295.5347  Fax


