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GHRA Directors Riyazali Momin ,  Tanvir Ali ,  Assistant Chief Bashir ,  GHRA CEO Brian

Trout ,  Council President Murad Ajani ,  GHRA Senior Vice President Imran Ali ,  

Chief Finner ,  GHRA President Firdous Ali ,  GHRA Honorary Secretary Barkatali Momin ,

GHRA Director Naveed Ali ,  and GHRA Treasurer Sohail Ali

D I R E C T O R S  I N  A C T I O N

GHRA Board of Directors had the pleasure of meeting the

new Houston Police Chief ,  Troy Finner .  Chief Finner was

accompanied by Houston ’s first Muslim Assistant Chief ,

Yasar Bashir .  Assistant Chief Bashir is one of the first

Muslims to hold this position in the country .

They joined the GHRA Board of Directors at the GHRA

corporate office to discuss how we can do our part in

making Houston safe .   
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GHRCF 
IN ACTION

GHRCF commits itself to provide financial support to the families of the Houston area Peace
Officers and Firefighters who lost their lives in the line of duty. GHRCF Board of Directors had
the pleasure of meeting Mrs. Tracey Sullivan, the wife of Sergeant Kaila Sullivan. Sergeant
Sullivan had served with the Nassau Bay Police Department for 16 years. She is survived by her
wife and son.
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Thank You Members

For Your Support!

Where there is unity there is always victory. 
 – Publilius Syrus
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Navid Karedia is the founder of Spades Hospitality LLC, a hospitality/real

estate company focused on commercial/residential development, real

estate, c-store, and hospitality management. Before devoting his work

full-time to Spades Hospitality, Navid graduated from the University of

Houston C.T Bauer College of Business with a Bachelor in Business

Management and a certificate in Construction Management. Initially,

Navid gained exposure in the hospitality industry by serving as a revenue

management consultant for his father's company. After learning the hotel

and c-store business operations, Navid headed various projects, such as

the Hampton Inn La Porte, Hyatt Place Austin Lakeway, Summer Lakes

Retail Center, Westinghouse C-store, Wilcrest C-store, and many others.

Additionally, Navid has been successful with great site selections,

financial analysis, and construction management of other developmental

projects. By gaining experience in hospitality, c-store, real estate, and

construction, Navid has taken Spades Hospitality to the next level by

expanding into different market segments. 

NAVID KAREDIA

WELCOME TO THE

GHRA BOARD 

OF DIRECTORS
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W E L C O M E  T O  G H R A

After going through a rigorous and wide-ranging selection process,
the Board of Directors would like to introduce Brian Trout as the new
CEO of GHRA. 

Brian is a 25+ year veteran of the Convenience Store, Gas Station,
and Refined Fuels industry. Brian has held a variety of functional
roles throughout his career and has led teams in different channels
of trade having worked with fuel distributors and jobbers, dealers,
franchisees, and company-owned company-operated retail stores.
His work experiences are diverse having worked with large publicly
traded companies like Amoco Oil Company and BP, large privately
held companies like 7-Eleven, smaller private firms such as
Thorntons, and private equity-backed companies like GPM
Investments and Brookwood Financial Partners. Brian was a
founding member of BW Gas & Convenience Holdings, LLC and
instrumental in growing the company from an idea to 150 stores in 3
years as well as developing the C-store brand Yesway. 

Brian is married to his wife Sheila of 27 years and together they
have four daughters ranging from 26 to 13 years of age. Brian and
Sheila will be relocating to the Houston area later this year. 

The Board of Directors warmly welcomes Brian to the role and wishes
him success. 

B R I A N  T R O U T ,  C E O
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4 Food and Beverage Trends  
for 2021: What Manufacturers  
Need to Know
Here are four trends and their potential impacts  
on food and beverage manufacturers.
By Ashley Sellers from Pall Corporation

2020 was an interesting year for both manufacturers 
and consumers, as the Coronavirus disease (COVID-19) 
transformed the way people shop and live. The pandemic 
and its impact on the global climate is ever-changing, and 
therefore consumer brands and manufacturers must remain 
agile to adapt quickly, while trying to stay on the pulse of 
the most popular trends.

Many countries around the world have requested its 
population curb the amount of social interaction between 
people and have suggested limits on public gatherings, 
dining out, out-of-home entertainment and more. As such, 
consumers have had the ability to turn inward and reflect 
on their priorities during what some may feel is an isolating 
time. Some have gotten creative, focusing on do-it-yourself 
projects and hobbies. Others have focused heavily on 
fitness. But, majority have focused on general health and 
immunity – with hand washing, face masks and social 
distancing becoming the norm.

In terms of COVID-19’s impact on the food and beverage 
industry, consumers are cooking at home and seeking food 
and ingredients that support overall health. It’s important 
to consider how these new behaviors will shape the future 
of the food and beverage industry for 2021 and beyond. 
Here are four trends and their potential impacts on food and 
beverage manufacturers.

1) Plant proteins go global. Plant-based food products are 
on the way to reaching world phenomenon status, as the 
trend is consistently evolving. UBS projects global growth to 
increase from $4.6 billion in 2018 to $85 billion in 2030, 
and a recent study from DuPont Nutrition and Health found 
that 52% of U.S. consumers are eating more plant-based 
foods because they believe it makes them healthier.

Its rising mainstream appeal will drive expansion to different 
regions and categories in 2021, including accelerated 
demand for new formats, plant proteins and more 

FOODSERVICE
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sophisticated alternatives. This means that manufacturers 
not only have to build a protein base, but must format and 
flavor it. For some manufacturers, this demand is outpacing 
the development of plant-based food technologies designed 
to combat the unique challenges associated with such 
products.

Plant proteins often bring bitterness, making taste 
modulators an often necessary addition. They can also be 
gritty or crumbly, creating a need for ingredients that create 
smoother and more cohesive formulations.

In order to preserve natural functionalities, the 
production process must minimize potential denaturation 
effects (thermal, chemical or mechanical) and prevent 
contamination (suspended solids, bioburden, fat). 
Manufacturers who master this will be able to grow their 
product demand.

2) Hard seltzer still maintaining popularity. Non-alcoholic 
and alcoholic drinks are starting to converge as consumers 
continue to look at ways to live healthier. A NielsenIQ 
study says that in 2019, sales of hard seltzer increased 
by 193% and malt-based cocktails increased by 574%. As 
such, diversification is occurring as brands add malt-based 
beverages to their portfolio.

3) Unique flavors continue to dominate the market. People 
around the world have been under orders to stay at-home or 
quarantine, therefore many are taking this time to channel 
their inner-chef and cooking meals at home to ensure that 
they stay healthy.

Consumers are expressing interest in healthier, immunity-
boosting foods that are lower in sugar. Immunity is one of 
the most talked about things right now given the current 
climate and flavors and ingredients such as turmeric, 
elderberry, echinacea and citrus are performing well.

Functional ingredients are also popular, for example, 
botanicals, spices and healing herbs such as turmeric, ginger, 
lavender and honey. These are ingredients consumers use as 
a quick way to instantly improve their diets.

On the flip-side, there are some not interested in cooking, 
and those with a penchant for dining-out are relying on 
easy-to-prepare meals or packaged goods to alleviate some 
of pressures associated with the current COVID-19 climate.

During stressful times, comfort food is a common 
indulgence for many. Right now, consumers are looking for 
products that influence the way they feel, boosting nostalgic 
and comfort food flavors that resonate with them. Think 
chocolate, ice cream, cereal, cookie dough and macaroni and 
cheese.

For manufacturers, the color, aroma and taste of their flavors 
must be exact and there is little room for error. Being able 
to stay on top of these new trends also means overcoming 
technological limitations and improving systems and 
processes for better quality and efficiency. 

4) Move over coconut oil. Olive oil is making a 
comeback. When health-conscious consumers began 
cooking with alternatives to canola and vegetable oil, the 
oil market became ripe for disruption, with coconut and 
avocado oil entering the market and growing rapidly. Paleo 
and keto diet trends have also grown in popularity, and as 
such, many consumers have started cooking again with  
real butter.

However, there has been a debate on whether or not 
medium-chain triglycerides (MCT)-rich products and 
flavored butter are as healthy as consumers have been led 
to believe. Although there is no clear evidence on whether 
they are good or bad, there is one fat backed with scientific 
evidence that it is good for your health -- extra-virgin  
olive oil.

Regardless of where consumers stand on the subject of 
which fats are healthier, olive oil has become and will 
continue to be a common pantry staple; according to 
ReportLinker.com, the global olive oil market is estimated to 
reach $13.8 billion by 2027.

As the pandemic continues, many consumers are limiting 
their shopping excursions, making them consider products 
that have a long shelf-life. That said, manufacturers 
producing olive oil must ensure that the product maintains 
its flavor and consistency, as well as shelf stability. 

FOODSERVICE
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AAA: U.S. Motorists Are  
Filling Up More Often
Driver demand for gasoline reaches the second  
highest point since mid-March 2020.
By Convenience Store News, CSNEWS.com

WASHINGTON, D.C. — Gasoline demand in the United States 
has risen to 9.1 million barrels per day, the second highest 
point since mid-March 2020, as drivers fill up their gas tanks 
more frequently.

This is also the highest spring demand reading released 
by the Energy Information Administration in two years, 
approximately 3 percent below the same week in 2019.

While both demand and supply have steadily increased 
over the past five weeks, weekly gasoline supply builds are 
trending less substantial, according to AAA. Supply saw 
growth of just 100,000 barrels of oil to 234.9 million barrels, 
most likely due to high consumer demand.

“The jump in demand to 9.1 million [barrels per day] 
combined with the small increase in supply pushed the 
national gas price average 2 cents more expensive on the 
week to $2.88,” said Jeanette McGee, AAA spokesperson. 

“This is the largest one-week national jump we’ve seen in 
five weeks.”

Strong refinery utilization and cheaper crude oil prices are 
the main factors keeping gasoline price jumps incremental. 
Thirty-five state price averages increased on the week, but 
the majority saw increases of just 1 to 3 cents.

The 10 largest weekly price increases occurred in Ohio (12 
cents), Delaware (8 cents), Kansas (5 cents), Nevada (5 
cents), Maryland (4 cents), New Jersey (4 cents), Montana (4 
cents), Idaho (4 cents), Washington (4 cents) and Michigan 
(4 cents).

The current 10 least expensive markets in the country are 
Mississippi ($2.56), Texas ($2.58), South Carolina ($2.59), 
Louisiana ($2.60), North Carolina ($2.62), Alabama ($2.63), 
Oklahoma ($2.65), Missouri ($2.66), Arkansas ($2.68) and 
Tennessee ($2.68). 

FUEL NEWS
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FDA to Work 
Toward Ban 
on Menthol 
Cigarettes &  
All Flavored 
Cigars Within 
the Next Year
After a decade of examining the 
issue, the agency says there is  
“strong evidence” that a ban will 
help tobacco users quit.
By Convenience Store News, CSNEWS.com

SILVER SPRING, Md. — After facing a regulatory fight at 
the local and state levels, menthol is now on the federal 
agenda.

On April 29, the Food and Drug Administration (FDA) said 
it is taking steps to ban menthol as a characterizing flavor 
in cigarettes and band all characterizing flavors — including 
menthol — in cigars within the next year.

“Banning menthol — the last allowable flavor — in 
cigarettes and banning all flavors in cigars will help save 
lives, particularly among those disproportionately affected 
by these deadly products. With these actions, the FDA 
will help significantly reduce youth initiation, increase the 
chances of smoking cessation among current smokers, and 
address health disparities experienced by communities of 
color, low-income populations, and LGBTQ+ individuals, all 
of whom are far more likely to use these tobacco products,” 
said Acting FDA Commissioner Janet Woodcock.

“Together, these actions represent powerful, science-based 
approaches that will have an extraordinary public health 
impact,” she added. “Armed with strong scientific evidence, 
and with full support from the administration, we believe 
these actions will launch us on a trajectory toward ending 
tobacco-related disease and death in the U.S.”

According the agency, there is “strong evidence” that a 
menthol ban will help tobacco users quit. The FDA pointed 
to studies that show menthol increases the appeal of 

tobacco and can lead to regular smoking, particularly among 
youth and young adults.

One study suggests that banning menthol cigarettes in 
the United States would lead an additional 923,000 
smokers to quit, including 230,000 African Americans in  
the first 13 to 17 months after a ban goes into effect, the 
agency added.

“For far too long, certain populations, including African 
Americans, have been targeted, and disproportionately 
impacted by tobacco use. Despite the tremendous progress 
we’ve made in getting people to stop smoking over the past 
55 years, that progress hasn’t been experienced by everyone 
equally,” said Mitch Zeller, director of the FDA’s Center for 
Tobacco Products.

“These flavor standards would reduce cigarette and cigar 
initiation and use, reduce health disparities, and promote 
health equity by addressing a significant and disparate 
source of harm,” Zeller added. “Taken together, these 
policies will help save lives and improve the public health of 
our country as we confront the leading cause of preventable 
disease and death.”

If implemented, the FDA’s enforcement of any ban on 
menthol cigarettes and all flavored cigars will only address 
manufacturers, distributors, wholesalers, importers and 
retailers — not consumers who use or possess menthol 
products.

YEARS-LONG QUESTION

The Family Smoking Prevention and Tobacco Control Act of 
2009 gave the FDA regulatory control over tobacco and any 
deemed tobacco products. Among its first actions was to 
remove flavored cigarettes — excluding menthol — from  
the market.

Since then there have been questions as to the future of 
menthol.

In a March 2011 report, the FDA’s Tobacco Product Scientific 
Advisory Committee (TPSAC), recommended that 
removing menthol cigarettes from the market would benefit 
public health. However, after several tobacco companies 
challenged the make-up of the TPSAC, and three years 
after U.S. District Court Judge Richard Leon in Washington, 
D.C., barred the agency from using the report ordered the 
FDA to reconstitute the tobacco panel, as Convenience Store 
News previously reported.

The agency has not made any moves on the issue since that 
July 2014 ruling. However, the FDA had until today, April 29, 
to respond in court to a citizens’ petition to ban menthol  
by disclosing whether the agency intends to pursue such  
a policy. 

TOBACCO NEWS
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The Human Side of  
Category Management
Category management is data driven. Your category management team 
looks at a variety of data sets to create a strategy for each product category. 
Consumer trends, purchasing history, inventory figures, profitability targets, 
and product turnover just scratch the surface of what goes in to every 
planogram your store receives. Numbers drive decisions in this facet of 
convenience store operation, but they don’t tell the whole story.  Category 
management also has a human side.

By ReadyConvenience

VENDOR RELATIONSHIPS

Category management is at the heart of vendor 
relationships. Your team negotiates pricing and promotions 
based on their category research. At the store level, 
managers and employees are entrusted to follow through 
with the agreements made with vendors at a higher level. 
If implementation falls short of expectations, relationships 
with vendors can suffer. This can lead to less profitable 
pricing structures and fewer promotional opportunities.

EMPLOYEE EFFICIENCY

Traffic flow is a consideration in category management 
plans. When planograms are implemented correctly, 
employees will be able to better manage customer 
experiences. They’ll spend less time directing customers and 
more time engaging them. Opportunities to upsell and make 
suggestions will be front and center, giving employees  

more ways to have a positive impact on store profitability. 
This leads to enhanced job security, career growth, and  
team morale.

CUSTOMER SATISFACTION

The customer sits at the center of every operational decision 
you make as a convenience store manager. Category 
management is no exception. An effective category plan 
helps to ensure that your store stocks what your customer 
wants, places it where your customer can easily find 
it, merchandises it along with complementary items that 
can enhance the overall customer experience, and charges 
a price that is both profitable for the store and value-driven 
for the customer.

With all the numbers that go into your convenience store’s 
category plan, it’s the people who implement it that define 
its success. That starts with you! 

EDUCATION
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Create a Positive Environment  
with Human Resources Training
There’s a mantra in the service industry that goes something like this: “If 
you’re not serving the customer directly, you better be serving someone 
who is.” The quality of service your customers receive is often directly tied 
to your employees’ satisfaction with their jobs. There’s a lot you can do 
to improve morale, but at the very core of the issue is creating a positive 
environment for everyone on your staff.

By ReadyConvenience

 » Sexual harassment training. Sexual harassment affects 
all aspects of the workplace. It is harmful, hostile, 
and creates an intimidating and difficult working 
environment. Employees need to know what sexual 
harassment is, the company’s zero tolerance policy 
against it, and how it can be prevented.

 » Diversity training. Changing demographics and a 
growing global marketplace have created a workforce 
that is culturally diverse. Training employees on diversity 
will help employees be sensitive to cultural differences 
and celebrate diversity. Employees need to know 
their legal obligations, the company’s policies against 
discrimination, and how to improve cross-cultural 
communication.

 » Training to prevent and respond to violence. Workplace 
violence can be a problem in any industry, and 
especially so in service jobs that involve the exchange 
of cash and late night hours where employees may be 
working alone. Employees must be trained to protect 
themselves against potential violence and prepared to 
respond if violence does occur.

 » FMLA training. The Family Medical Leave Act is an 
important part of employees’ rights, created to help 
employees maintain a work life balance. Employees 
need to know what the FMLA is, how it pertains to them, 
their responsibilities with regard to the law, and the 
steps they must take to apply for leave.

 » Training on health coverage options. Employees 
who don’t qualify for company sponsored healthcare 
coverage are eligible for policies purchased through 
the Affordable Care Act (ACA) Marketplace. Employees 
need to know how to access the Marketplace and  
their responsibilities for purchasing their own  
healthcare coverage.

When training employees on important HR topics, 
consistency and tracking are crucial. All employees 
must receive the same information, be assessed on their 
understanding, and have their progress tracked. 

It’s not enough for you to be trained on human resources 
issues yourself. Your staff needs to be trained, too. 
Providing human resources training not only clarifies 
employee responsibilities, it also shows that the company 
is committed to creating and maintaining a positive work 
environment. What should your HR training include? Here are 
a few must haves:

HUMAN RESOURCES
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Snacks Are 
Essential as 
Consumers 
Prepare to 
Break Out This 
Summer
Chips will be a part of nearly all 
activities, with two out of three  
consumers saying they prefer classic, 
traditional flavors.
By Convenience Store News, CSNEWS.com

PLANO, Texas — Memorial Day is the unofficial start to the 
summer, and however and wherever consumers choose to 
catch up on activities they missed out on in 2020, snacks 
will be a part of their plans.

Frito-Lay’s latest U.S. Snack Index found that eight in 10 
consumers have made plans for Memorial Day, including 
many activities outdoors like attending a barbecue, 
spending time at the park, visiting the beach, traveling, or 
playing sports. These results are a drastic difference to 2020 
when 82 percent of consumers noted they planned to stay 
at home alone for the holiday.

Additionally, 50 percent of vaccinated adults said they plan 
to spend time with people outside of their household for 
Memorial Day.

Regardless of consumers’ Memorial Day plans, the Snack 
Index found that snacks remain essential to summer. Eight 
in 10 of consumers cited summer snacks as a staple of the 
season (84 percent) or are essential to moments they enjoy 
(80 percent).

“Overall, the home continues to be central for snacking and 
gatherings; however, as the world reopens and vaccinations 
continue, consumers are venturing out again,” said Mike 
Del Pozzo, chief customer officer, Frito-Lay North America. 
“With salty snacks being the No. 1 food contributor to 
sales growth at retail, Frito-Lay is ready to meet consumer 
snacking demand wherever they snack.”

More highlights from Frito-Lay’s latest U.S. Snack 
Index include:

Even though in-person leisure and everyday activities this 
summer are coming back, some pandemic behaviors are 
here to stay.

 » More people are getting snacks in-person at the grocery 
store (a 14-point increase from 2020) and one-third (35 
percent) are picking up snacks at convenience stores.

 » However, online snack sales are up approximately 
73 percent year-over-year, and Frito-Lay anticipates 
e-commerce to double by 2025.

Consumers are trying both new snacks and bold flavors, 
but the classics remain a steady favorite.

 » The most important thing to consumers is convenience 
or having tried-and-true favorites (89 percent) when 
choosing a snack.

 » Chips are the top snack to stock up on for nearly all 
summer activities and two-in-three consumers say they 
prefer to stick with the classic, traditional flavors this 
summer.

 » However, Americans are getting more adventurous 
compared to 2020, with consumers preferring new, 
spicy and bold flavors (25 percent in 2020 vs. 32 
percent in 2021). This is exponentially higher among 
millennials and Gen Zers (45 percent).

Snacking habits and summer plans vary across the  
United States.

 » More than a quarter of consumers in Los Angeles (29 
percent), Baltimore and Washington, D.C. (27 percent), 
and Houston (26 percent) say they expect to snack 
more this summer compared to a typical, pre-pandemic 
summer.

 » Summer activities differ across markets as the world 
begins to open up. Los Angeles shows strong interest in 
spending more time among other people at restaurants, 
sporting events and concerts, while Dallas shows 
interest in spending more time outdoors this summer 
(63 percent).

Polling for Frito-Lay’s latest Snack Index was conducted 
online from April 28-30, sampling 2,199 adults nationwide.

Plano-based Frito-Lay North America is the $18 
billion convenient foods division of PepsiCo Inc., which is 
headquartered in Purchase, N.Y. 

CANDY & SNACKS
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BUILD YOUR
CAREER WITH US!
BUILD YOUR
CAREER WITH US!
BUILD YOUR
CAREER WITH US!

VARIOUS OPEN POSITIONSVARIOUS OPEN POSITIONSVARIOUS OPEN POSITIONS

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:

SUNNY FOOD MART

HWY 90 STORE

I M FOOD MART #7

SOUTHLAND MARKET

CROSSROAD FOOD MART

PIC WAY

NEW SAM’S CHEVRON SERVICE

KWICK STOP

EL CAMPO TRUCK STOP

STAR STOP 108



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


