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 A NOTE FROM THE CEO

B R I A N  T R O U T ,  C E O

 A NOTE FROM THE CEO

B R I A N  T R O U T ,  C E O

Greetings Members,

I want to start by thanking you for your continued support of GHRA and for attending the 

2021 Trade Show. I didn’t get to meet all of you, but I met many of you, and It was my pleasure 

to do so. 

Recently the C-store industry came together in Chicago, IL for the 2021 NACS convention. 

I was fortunate to attend the convention and hear from various thought leaders, industry 

experts, and vendor partners on the changing landscape of the Convenience Store channel 

and retail in general. 

As you all know very well, the past year and half has ushered in a strange new reality for 

retailers. The consumer behavior has shifted substantially and the retailer’s response to those 

shifts has been very swift. Also, the labor market has changed just as quickly with a shortage 

of people to fill available roles which is increasing the cost of labor. Retailers are working 

feverishly to increase their efficiency in operations, and one way the industry has responded 

is to double down on technology. Technology is an enabler for retailers, and the increased 

investment in technology by the retailing community is very evident and is an area where 

GHRA is also investing. I encourage all members to embrace and invest in technology at the 

store level that will enhance your operations and make operations more efficient. 

Technology such as a back-office system (TallyQuick), scanning at the register and the use of 

a price book to manage your purchasing and pricing will give you insight to your sales data 

such as average basket size, number of items in the basket, number of transactions per hour, 

by day, by week, etc… These metrics are used by the best-in-class retailers to analyze the 

business and improve sales, margin and profit. 

Vendor partners are now putting financial incentive programs together that encourage 

retailers to use these programs. The investment in technology will enable our members to 

participate in loyalty programs, mobile ordering, curbside pick up, and delivery. The future 

is now, and this is an area in which GHRA wants to participate, and we need you and all 

member’s to make this a reality. 

Wishing you all continued success and blessings,

Brian Trout

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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2022 GHRA 

MEMBERSHIP RENEWAL

DEADLINE - DECEMBER 15, 2021

AVAILABLE ON THE GHRA MEMBER PORTAL
 

Please complete the online application and sign all

required documents. 

 

Only Authorized Representatives can renew each

store(s) membership under their login. 
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T H A N K  Y O U  H E R O E S  -

M E M B E R S ,  E X H I B I T O R S ,

A N D  V O L U N T E E R S ,  F O R

M A K I N G  T H E  2 0 2 1

G H R A  T R A D E S H O W  A

G R E A T  S U C C E S S !
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Join our growing Family!Join our growing Family!
High ROI, low upfront costs
Ongoing training and support
Most owners have 2+ locations
Perfect for Owner/Operators

BigMadre.com
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FOODSERVICE

Why Big Madre Tacos y Tortas?
Adapted froman  article written by Mark Halliwell, CStore Decisions

After a tough 2020, the food service industry is making a 
comeback. Foodservice sales appear to have rebounded 
in the first three quarters of 2021. Nearly three-quarters of 
respondents say their category sales increased from January 
through September. Foodservice profits also experienced a 
turnaround during the first three quarters of 2021, with 72% 
of respondents reporting an increase vs. just 9% reporting a 
decrease. As recovery from the pandemic is ongoing, 80% 
of retailers expect to see their foodservice profits increase in 
2021 vs. just 5% who expect a decrease.

Hispanic/Latin Americans make up 43% of the Greater 
Houston area population. We believe more than 80% 
of Big Madre Customers are Hispanic/Latin blue-collar 
workers. “Studies show many Hispanics shop for daily 
needs, including snack and hot prepared food options in 
Convenience Stores.” Big Madre connects to the blue-collar 
Hispanic community with authentic Mexican food. 

What does Big Madre Tacos y Tortas have to offer you the 
member? Our offering is authentic Mexican food of the 
highest quality. Labor friendly, commissary items for our 
batch recipes, Big Madre POS, Big Madre Menu boards and 
quarterly marketing campaign equal Ease of Operation. 
Our support staff will help you make the most out of your 

Big Madre. Big Madre gives you strong brand recognition, 
consumer acceptance, marketing assistance, purchasing 
power, lower risk investment, on boarding assistance, in 
house training, ongoing operational support.

BY THE NUMBERS
At the end of 2019 we had 13 Big Madre locations up and 
running averaging $11,650 a month per location. In 2020, we 
opened 8 new Big Madre locations. At the end of 2020, our 
average monthly sales per store were $11,900 an increase 
of 2.15% increase over 2019. That is an impressive number 
considering we were in the middle of a pandemic and the 
food industry was down as a whole 9.9% for 2020. Fast 
forward to 2021. We currently have 24 locations open and 
running strong. Through the first 9 months of 2021 our 
average monthly sales per store are up 13.69% over 2020 
averaging $13,525 per store. 

CONCLUSION
It is your time to sign up for Big Madre Tacos y Tortas and 
enjoy everything it has to offer. Trust me, your customers 
will thank you for it.

Contact Doug Boone to learn more at dboone@ghraonline.
com or (281) 295-5363. 
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LI

MITED TIME!

2.2LBS OF DELICIOSO10 99$

BIGGESTBIGGEST
Burrito in Houston!
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INDUSTRY NEWS

Return of 
the Morning 
Customer Has 
C-Store Retailers 
Bullish on  
Year-End Sales
Operators are also optimistic about 
fuel sales and the viability of electric 
vehicle charging.

By Convenience Store News

Convenience store retailers are seeing strong sales return to 
pre-pandemic levels, and that is boosting their outlook for 
the remainder of the year.

According to the latest NACS Retailer Members survey, three 
in four operators (74 percent) expect year-end in-store sales 
to be better than 2020 and 67 percent expect in-store sales 
will top sales in 2019.

Only 11 percent of retailers expect their year-end in-store 
sales to fall below year-end 2020 sales and 13 percent 
anticipate sales will be lower than 2019.

Retailers are also optimistic about fuel sales. Sixty-seven 
percent expect fuel sales to be higher this year than last 

year, while 16 percent estimate that they will drop vs.  
2020 sales.

Opinions are more divided around 2021 fuel sales compared 
to those in 2019. Thirty-six percent of those surveyed said 
that sales will surpass totals from 2019, while 39 percent 
expect they will decrease.

The optimism related to 2021 sales is led by the return of the 
morning customer. The latest NACS Retailer Members survey 
found that 53 percent of convenience retailers said morning 
daypart sales increased compared to 2019, and 47 percent 
said lunch daypart sales increased.

The only time period that did not see a significant increase 
in sales compared to 2019 were late night hours. Only 24 
percent of retailers in the latest survey saw an increase in 
sales for the late night daypart.

Although convenience store operators are seeing strong 
sales that have returned to pre-pandemic levels, they are 
still concerned. Of those surveyed, 75 percent of retailers are 
concerned about the labor shortage and finding qualified 
candidates, and 60 percent are concerned about supply 
chain shortages.

Convenience stores, which sell an estimated 80 percent of 
the fuels purchased in the country, also are looking at the 
viability of electric vehicle (EV) charging at their locations as 
an opportunity, as well as a trepidation:

 � One in four retailers (25 percent) currently have an EV 
charger in at least one location and 36 percent said they 
are likely to install chargers within the next two years;

 � Forty-percent of operators do not have enough 
customers in their market to make EV charging viable; 
and

 � Twenty-five percent said that installing charging ports is 
too expensive, while 14 percent said their stores are not 
in optimal areas where EV owners charge their cars.

The space required to install chargers also was cited as an 
impediment by several retailers.

“The survey results confirm that our industry’s resilience 
and ability to pivot has helped carry us through some very 
difficult times. I am also optimistic about our industry’s 
future — and look forward to finding new solutions at 
the NACS Show this week in Chicago,” said NACS Chairman 
Kevin Smartt, who is CEO of Texas Born and Kwik Chek, 
operator of 48 c-stores across Texas and Oklahoma.

The NACS Retailer Survey was conducted in September 2021 
by NACS Research. Sixty-one retailer members, representing 
a cumulative 1,525 stores, participated in the survey.

Alexandria-based NACS is the global trade association 
dedicated to advancing convenience and fuel retailing. It has 
more than 1,500 retailer and 1,500 supplier members from 
more than 50 countries. 
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Visit 
STOPTHEFETHIKE.COM

Scan to 
TAKE ACTION NOW!

CONTACT YOUR REPRESENTATIVE TODAY.

© 2021 Altria Group Distribution Company

CONGRESS WANTS TO
MASSIVELY INCREASE

TOBACCO TAXES

In the year after the 
2009 FET hike went into 
e�ect, cigarette volume 
dropped 8.3%.  From 
2008 to 2020, total 
cigarette volume has 
dropped 35% nationwide.

Paid for by Altria Client Services LLC on behalf of Philip Morris USA, 
U.S. Smokeless Tobacco Co., John Middleton, and Helix Innovations. 

Orzechowski & Walker, “Tax Burden on Tobacco,” FY2020 ed. All stats by fiscal year.

DOWN
35%

TELL CONGRESS THAT YOU OPPOSE HIGHER TAXES!

Call
(844) 578-8593
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INDUSTRY NEWS

NATO: Retail Sales Could  
Take $800M Hit if Federal  
Tobacco Tax Increases Pass
A new study also found that any 
hikes would negatively impact state 
and local tax revenues and jobs.

By Convenience Store News

NATIONAL REPORT — A proposal to increase the federal 
excise tax on tobacco will do more than just impact adult 
consumers’ wallets. It will impact everything from retail sales 
to tax revenue to the overall national economy.

According to a study commissioned by the National 
Association of Tobacco Outlets (NATO) and compiled by 
Chmura Economics and Analytics, any hike to the federal 
cigarettes, tobacco and vapor taxes will have a significant 
negative economic impact on the national and state levels.

“The large federal tax increases proposed in the 
congressional reconciliation budget bill would have a 
significant negative economic impact not only on retail 
stores, distributors, and their employees, but also on states, 
cities and the local communities, NATO stated.

The Tobacco Tax Equity Act of 2021 would close tax code 
loopholes for tobacco products by increasing the federal 
tax rate on cigarettes, pegging it to inflation and setting 
the federal tax rate for all other tobacco products at this 
same level. It is part of the federal $3.5-trillion reconciliation 
package, as Convenience Store News previously reported.

Notably, an increase would result in an $801-million loss in 
retail sales; a $1.135-billion decrease in state and local tax 
revenue; 14,030 lost jobs; and a $1.679-billion loss to the 
national economy. Pointing to market data, the association 
said cigarette and other tobacco product sales account for 
more than one-third of in-store sales in U.S. convenience 
stores and roughly 90 percent of sales at tobacco outlets.

In addition, approximately 3.8 million employees nationwide 
work at stores that sell tobacco products. State and local 
excise taxes and sales taxes collected on these products are 
also critical revenue sources to state and localities across the 
nation, NATO stated.

“The proposed federal cigarette and tobacco product tax 
increases in the budget reconciliation bill would result in 
major market disruptions and substantial economic impacts. 
These disruptions and impacts would occur because 
the legislation would double the federal cigarette tax, a 
100-percent increase from $1.01 per pack to $2.02 per pack, 
while increasing the tax rates on other tobacco products by 
up to 2,000 percent,” NATO explained.

“Such drastic increases in federal excise tax rates will 
reduce sales, lead to employee terminations, cause lost 
wage income, decrease state and local excise and sales tax 
collections, and reduce annual Master Settlement Agreement 
payments to all U.S. states and territories (including the four 
separately settling states),” it added. 
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INDUSTRY NEWS

Report: 
Pandemic 
Boom Will 
Affect Better-
for-You Snacks 
Market for  
Years to Come
Products boasting claims like low 
carb, high protein, plant-based and 
clean label peaked at $39B in sales 
in 2020.
By Convenience Store News

ROCKVILLE, Md. — In 2020, more consumers looked to 
improve their health to prevent or lessen the severity of 
illness during the COVID-19 pandemic and choose better-for-
you snacks boasting health claims or label claims perceived 
to be healthier.

According to Packaged Facts’ new report, Better-for-You 
Snacks: Market Trends and Opportunities, sales of snacks 
boasting low carb, high protein, low/no sugar, lower fat, 

plant-based, clean label, whole grain, natural, and heart 
healthy claims that are perceived to be better for health 
reached $39 billion in 2020 on the strength of pandemic 
trends.

While sales in this market will decelerate over the next five 
years, the pandemic boom in 2020 will affect the market for 
years to come, according to Packaged Facts.

In Packaged Facts’ June 2021 National Online Consumer 
Survey, 31 percent of consumers reported that because 
of the coronavirus, they are increasing snacking activity, 
and these consumers are also somewhat more likely than 
average to express greater concerns about the pandemic 
and to have experienced more negative personal effects.

Better-for-You Snacks: Market Trends and 
Opportunities analyzes current retail sales, projects future 
sales, and examines trends across the U.S. market for snack 
foods with better-for-you claims, considering the current 
and longer-term impacts of the coronavirus pandemic.

Rockville-based Packaged Facts, a division of 
MarketResearch.com, publishes market intelligence on a 
wide range of consumer market topics, including consumer 
demographics and shopper insights, the food and beverage 
market, consumer financial products and services, consumer 
goods and retailing, and pet products and services. 
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FUEL NEWS

Prices at the Pump Are  
Highest Since October 2014
Rising crude oil prices and a slight 
uptick in demand push the national 
average to $3.27.

By Convenience Store News

After rising 7 cents on the week to $3.27 per gallon, the 
national average gas price reached its highest point since 
October 2014.

Surging crude oil prices, which recently rose above $80 per 
barrel before dropping slightly, are the primary factor, along 
with a slight increase in gasoline demand, reported AAA.

Crude oil rose in price after OPEC+, representing the 
Organization of the Petroleum Exporting Countries (OPEC), 
Russia and their allies, opted to maintain a 400,000 barrels 
per day production increase instead of producing 800,000 
barrels per day in November.

“The key driver for this recent rise in the price of gas is crude 
oil, which typically accounts for between 50 percent and 60 

percent of the price at the pump,” said AAA Spokesperson 
Andrew Gross. “And last week’s decision by OPEC and its 
oil-producing allies to not increase production further only 
exacerbated the upward momentum for crude oil prices.”

An Oct. 1 oil spill in a key pipeline supplying parts of the 
Southeast also led to tightened regional supplies.

The current national average of $3.27 is 10 cents more than 
one month ago, $1.09 more than one year ago, and 63 cents 
more than pre-pandemic in 2019.

The top 10 largest weekly increases occurred in Washington, 
D.C. (+17 cents), Kentucky (+15 cents), Indiana (+15 cents), 
Florida (+13 cents), Michigan (+12 cents), Alabama (+12 
cents), Tennessee (+12 cents), South Carolina (+11 cents), 
Illinois (+10 cents), and Delaware (+10 cents).

The current 10 most expensive markets are California ($4.44 
per gallon), Hawaii ($4.12), Nevada ($3.87), Washington 
($3.85), Oregon ($3.75), Idaho ($3.72), Alaska ($3.71), Utah 
($3.70), Colorado ($3.52), and Wyoming ($3.51). 
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CATEGORY SPOTLIGHT

PACKAGED
BEVERAGES

IINNDDUUSSTTRRYY  RREEPPOORRTT  22002211  DDEEEEPP  DDIIVVEE::

EExxcclluussiivvee  ddaattaa  aanndd  aannaallyyssiiss  
ooff  tthhee  ppaacckkaaggeedd  bbeevveerraaggee  
ccaatteeggoorryy  aatt  ccoonnvveenniieennccee  
ssttoorreess..AAddaa pptteedd  ffrroomm  AArrttiiccllee  bbyy  CCoonnvveenniieennccee  SSttoorree  NNeewwss
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CATEGORY SPOTLIGHT

At 13% of 
In-store 

sales, 
packaged 

beverages is 
still the 

3rd largest 
category 

inside the 
store, behind 

cigarettes 
and 

foodservice.
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HUMAN RESOURCES

NACS Show 
Rewind: 
Connecting 
with Employees 
Drives Customer 
Service
Executives from Love’s and Sheetz 
discuss the importance of company 
culture to build loyalty.

By Melissa Kress, Convenience Store News

It’s no secret that happy employees make happy customers. 
That’s something all convenience retailers know, including 
long-time industry players Love’s Travel Stops and Sheetz 
Inc., which took to the stage at the recent 2021 NACS 
Show to talk about the importance of culture and what 
culture means to them.

“[Culture] is really akin to the water in the aquarium,” Jenny 
Love Meyer, chief culture officer at Love’s, explained during 
the Oct. 5 “Building Customer Loyalty Through Employee 
Culture & Engagement” education session. “It’ always there. 
It’s invisible, but it needs to be nourished.”

At Love’s, the culture started with its employees and as the 
company continues to grow its network, having a culture 

for all team members to embrace becomes even more 
important.

“For Love’s, it’s a way that we can center our [employees] on 
our North Star,” Love Meyer said. “We are opening 30 to 40 
new locations each year, so we really need that North Star.”

At Sheetz, culture is about being fearless — taking risks, 
being resilient, and taking on challenges.

President and Chief Operating Officer Travis Sheetz said 
culture fills the gap between training and communication, 
especially as the company grows. “Culture is what people 
lean on when you are not there,” he said. “It is the backbone 
you rely on.”

Culture is more than a corporate buzzword; it is vital to 
employee engagement. For many, their job is about more 
than a paycheck, and culture goes to the heart of that, 
added Love Meyer.

And employee engagement goes hand-in-hand with 
customer service. “There is a direct correlation,” Sheetz said. 
“If the employees are not engaged and they don’t want to 
be there, it comes across the counter.”

MAKING THE EMPLOYEE CONNECTION
Taking the pulse of employees brings engagement full circle.

Love’s measuring sticks include annual surveys, year-over-
year benchmarks, retention and turnover rates, and referral 
bonuses. 

Connecting with employees may change with each 
generation, Sheetz noted. Gen Z and millennials care about 
social issues, work-life balance, and flexibility.

“Work not dominating an employee’s life has changed and 
it’s really important to the younger generation,” he said.

As employee expectations change, Gen Z and millennial 
employees are also more vocal about what they want, 
according to Love Meyer.

As with most companies, both Love’s and Sheetz learned a 
lot about their organizations and their employees during the 
COVID-19 pandemic. 

For Love’s, how the company handled the pandemic 
validated the organization and its team members, the chief 
culture officer shared. 

The pandemic additionally stressed the importance of 
culture.

“We have put deposits into the culture piggybank and one 
day, you may need to make a withdrawal,” Sheetz said. “We 
needed to do that, not only with COVID but with staffing 
issues, and our team stepped up.”

The 2021 NACS Show took place Oct. 5-8 at McCormick 
Place in Chicago.
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T H A N K  Y O U  T O  A L L  O U R  S P O N S O R S !



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




