
GHRA Cooler Reset

Fuel Maxx Joins Effort 
to Expand Electric 
Vehicle Charging 
Across Texas

C-Store Retailers 
Report Higher 
2021 Sales

GHRA In Action
O U R  M E M B E R S  A R E  O U R  M I S S I O N ! VOL. 9  |  FEBRUARY 2022



03FEBRUARY 2022  |   G H R A  I N  AC T I O Nghraonline.com

In This Issue
FEBRUARY 2022

05  A NOTE FROM THE CEO

08  FOODSERVICE

10  INDUSTRY NEWS

12  COOLER RESET

14  HUMAN RESOURCES

16  MARKETING

17  FUEL

25  NEW MEMBER INTRODUCTION

27  PROMOS IN ACTION

33  WAREHOUSE FEATURES

> p.14

> p.08 > p.10

> p.17



05FEBRUARY 2022  |   G H R A  I N  AC T I O Nghraonline.com

 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,

This year GHRA is focusing on some key initiatives, the first of which is the warehouse 

operations and product availability. As you all know very well the supply chain challenges 

continue and GHRA is not immune. We have been expanding the procurement efforts and 

working to establish new supply avenues, while maintaining the existing vendor relationships 

for the products your customers want. Our goal is to have the products you want when you 

want them, and the team is committed to achieving that goal. We are also working on a new 

warehouse ordering app and should have that available for use very soon.

Another key initiative is the member services team. We are implementing a photo recognition 

software that will streamline review and verification of the DSD vendor programs. The cooler 

and cold vault planogramming and reset process is also in full swing and will be coming to 

your store soon. 

We are very close to launching a fuel distribution program for GHRA and look forward to 

adding this incredibly valuable program for our members and we are finalizing the c-store 

brand elements that will help GHRA members communicate directly with consumers on a 

broad scale.

We are very excited by the opportunity these initiatives bring to our membership and look 

forward to working with you to increase your marketing capabilities in the greater Houston 

market.

We thank you for your continued support and we wish you continued blessings as we work 

together to deliver a fantastic 2022.

Sincerely,

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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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

Ten Reasons Why C-Store 
Foodservice Is Poised for a  
Record Year
CHARLOTTE, N.C. — Despite ongoing challenges, 
convenience stores should feel optimistic about the future 
of foodservice, according to Joyce Baird, strategic account 
manager at research and consulting firm Foodservice IP.

During a presentation at the recent 2021 Convenience 
Store News Convenience Foodservice Exchange event, she 
discussed various factors affecting the current convenience 
foodservice market and steps retailers can take to boost 
their programs.

1. Been There, Done That
“We’ve been there, we’ve done this, we’ve been through 
crises,” Baird said, pointing to major historical events such as 
the 1918 Spanish Flu, the stock market crash, and The Great 
Recession.

While all of these events had major effects on society, 
they weren’t the end of the world or of any retail channels. 

Similarly, retailers that persevere and deal with the 
effects of the COVID-19 pandemic, such as the labor crisis 
and disruptions to the supply chain, will eventually find 
themselves on the other side as things improve.

2. Prepared & Delivered Food Is Thriving
A wide range of away-from-home food options are taking 
off. Ghost kitchens, turnkey solutions and wholesaler/
distributor-provided commissaries are just a few examples 
of services that existed prior to the COVID-19 pandemic and 
are thriving now.

3. Ecommerce Has Accelerated During COVID-19
Consumers across all demographics have increased the 
number of foodservice purchases they make via ecommerce 
vs. more traditional means. And it isn’t just a temporary 
measure until the pandemic is over. Baird pointed to a 
retirement community that brought on a tech person 

By Angela Hanson, Senior Editor, Convenience Store News
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FOODSERVICE
specifically to teach residents how to use smartphones, 
including for delivery services.

To make the most of this, c-store retailers need to keep 
in mind the reasons customers purchase more through 
ecommerce (quality, cost savings, and convenience), and 
what will push them to purchase less (a poor experience or 
substituting other channels.)

4. Foodservice Is Necessary
In America, people plan going out to eat more than they 
plan anything else. Not everyone has time to prepare food, 
making the foodservice category necessary. 

Consumer sentiment is changing with age. “Bubba” is 
no longer the primary c-store customer, and younger 
consumers tend to view c-stores as places they can get 
anything, rather than falling back on the stereotype of bad 
gas station food.

5. C-store Foodservice Is Positioned to Fight for 
Share of Stomach
The foodservice category at c-stores is estimated to reach 
$12.2 billion in 2023, according to the Foodservice IP 2021 
Convenience Store Foodservice Report, with hot snacks, 
chicken and pizza leading the way.

With category growth comes competition growth. C-store 
operators should treat all food outlets  — including fast-food 
restaurants, regional quick-service restaurants (QSRs) and 
coffee/doughnut stores — as competition. Doing so will keep 
them better positioned to fight for share of stomach.

“Make sure you’re looking at what all is around you,”  
Baird said.

6. Seek Strategic Advisors, Not Vendors
Vendor partners shouldn’t just be companies that supply 
product, they should be advisors that know foodservice. 
Strong knowledge of how the category works is key, and 

they need to be aware of what keeps retailers up at night.

Retailers should expect supplier companies to do their 
homework and come to the table with solutions; know hard 
and soft costs, including detailed product information down 
to the last ingredient used; deliver product and service 
innovation, including good communication, trust and a 
willingness to bring new ideas such as marketing initiatives; 
mutual investment, with the ability to commit and reinvest in 
their business; and the willingness to prioritize the retailer.

Vendors should also be able to show they are already 
familiar with competitive offerings, provide fact-based 
evidence to support their ideas, and come up with two or 
three ideas that fit a c-store’s concept.

7. Rigorously Execute on the Restaurant Basics
A winning value proposition consists of consistently solid 
basics (including service, food and unit appearance) 
combined with resonating points of differentiation 
(such as customer lifestyle integration, hospitality, menu 
desirability, atmosphere, concept essence, and manager 
presence.) C-stores that position themselves to follow 
through on these basics will be in a solid competitive 
position.

8. Prepare for Post-COVID Changes  
Safety and cleanliness are part of the new foodservice 
reality. Customers may not even know they’re looking for 
these things, but still feel relieved when they see cleaning 
products inside a store.

Contagion concerns, poor ventilation and lack of masks are 
among the reasons customers give for not feeling safe in 
a store. Retailers need to have a plan for addressing these 
concerns to make their customers feel welcome.

9. Flexible Organizations Thrive in Uncertainty 
It’s impossible to know what is coming, but c-store operators 
are capable of planning for multiple outcomes, whereas a lot 
of companies just have one strategy.

Retailers should evaluate implementation steps, not just 
the end result, and remain a “stubbornly” agile and flexible 
culture. Basing their decisions on what’s happening in 
practice, not in theory, will lead to better outcomes.

10. The Forecast Is Bright  
C-stores experienced a negative impact in 2020 due to the 
pandemic, but they have had a leg up on competitors in 
2021, and will continue to, as essential businesses. They also 
benefit from consumers viewing them as similar to QSRs.

Looking ahead, foodservice will remain an integral part of 
c-store profitability and patron desires. Not all stores will 
be a fit for prepared food and dispensed beverages but, 
as a whole, the industry can expect good things from the 
category, according to Baird.  
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C-Store Retailers Report Higher 
2021 In-Store Sales Despite 
Pandemic-Related Challenges

said that sales to convenience retailers were higher in 2021 
relative to 2020. On the flip side, only 9 percent said sales 
were lower.

The survey also found that suppliers are very optimistic 
about 2022. Specifically, 75 percent believe their sales in the 
convenience channel will increase in 2022 and 71 percent say 
they will invest more in the channel this year. Only 3 percent 
will invest less.

Recent NACS surveys also found retailers and suppliers  
are optimistic about 2022.
By Convenience Store News

As the United States battled through the second year of  
a global pandemic, convenience store retailers saw sales  
tick up.

According to a NACS Pulse survey, two in three convenience 
retailers reported higher in-store sales in 2021 vs. 2020. By 
comparison, only 16 percent reported a decrease last year.

On the supply side, 63 percent of NACS supplier members 

INDUSTRY NEWS
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half of 2022 and 35 percent said it won’t happen until the 
first half of next year.

Retailers also expect both challenges to linger well into or 
beyond 2022. As the survey found, 40 percent said supply 
chain disruptions will no longer be a significant challenge in 
in the second half of this year, while 7 percent said they will 
never return to pre-pandemic normalcy.

They are even less optimistic about the labor challenges. 
Nearly one quarter of retailers said the labor shortage will 
no longer be a significant challenge in first half 2023 and 
nearly one in three retailers said the labor challenge “always 
will be a problem.”

When pointing to solutions to overcoming the labor 
challenges, retailers cited:

 � Offering higher pay;

 � Flexible scheduling;

 � Referral bonuses; and

 � Spending more time on the hiring process.

“Spend more time in the interview and on-boarding process. 
The costs are higher up-front, but it can help in reducing the 
percentage of hires who only show up for their first week 
and quit shortly afterward,” said Lonnie McQuirter, director 
of operations at 36 Lyn Refuel Station in Minneapolis.

Looking to the year ahead, convenience channel suppliers 
said several trends that emerged in 2021 will continue, 
including the growth of healthy options in stores, the 
expansion of delivery options and greater usage of mobile 
apps for ordering.

Most of all, retailers said that a continued focus on serving 
convenience and in some cases, redefining it, will pay out 
big dividends in 2022, according to NACS.

“It’s during the difficult times that you see the vendors that 
step up. Where there is a will, there is a way, and it always 
results in satisfying our customers 100 percent of the time, 
no matter what circumstances challenge the final product,” 
said Dennis McCartney, director of operations with Kennett 
Square, Pa.-based Landhope Corp. (dba Landhope Farms).

Adam De Caul, managing director of Caulco (dba Cauls), 
added COVID forced the St. George’s, Grenada, company to 
change its business model.

“We partnered with a health food supplier that has  
allowed us to migrate our store from a ‘snack and junk food’ 
stop to a premium food store. Now we have larger basket 
sizes, both in items and value, and larger gross profits,”  
De Caul said.

The NACS Member Pulse Surveys were conducted in 
December by NACS Research. A total of 67 retailer member 
companies and 87 supplier member companies participated 
in the surveys. 

As NACS reported, this marks the second strong year of 
suppliers investing in the c-store channel. A year ago, 63 
percent of supplier members said they would boost their 
investment in the channel.

Convenience retailers are also optimistic about prospects 
in 2022 and most expect strong sales in the first quarter. 
Part of the optimism could be driven by new or expanded 
offerings, according to NACS. Notably, 41 percent said they 
will offer frictionless/cashier-less checkout and 30 percent 
said they will offer app-based ordering/payment in this year.

For their part, suppliers point to continuing partnerships 
within the convenience channel for growing sales. Nearly 
two in three supplier members said they formed new 
relationships with retailers, which likely helped expand 
opportunities. As the survey found, 35 percent of suppliers 
said they increased SKUs in the channel and 31 percent said 
they entered new categories where they did not have a 
presence.

When it comes to challenges, it was no surprise survey 
respondents called out labor and supply chain issues.

Overall, 56 percent of suppliers are facing labor challenges, 
and the top three affecting their business are:

 � Lack of production/front-line employees (cited by 62 
percent of suppliers)

 � Offering competitive wages (51 percent)

 � Driver shortage (31 percent)

According to NACS, most suppliers said that they are facing 
supply chain challenges because of the truck driver shortage 
and inflationary pressures. They also said it’s going to take 
time until the supply chain is back to normal. Thirty-six 
percent of suppliers said that won’t happen until the second 

INDUSTRY NEWS
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GHRA COOLER RESET

updated 1/12/2022

GHRA Member #
Store Name
Owner/Mgr. Name
Date
Signature

Total # NCB Shelves Energy w/
Functional Tea Isotonic Water Enhanced 

Water Juice Juice 
Drinks Coffee Protein / 

Milk

My Shelving Allocations:       

233.1 175 175 175 175 175 175 175 175

Category Energy w/
Functional Tea Isotonic Water Enhanced 

Water Juice Juice 
Drinks Coffee Protein / 

Milk
Store 

Option

% Allocation 35.5% 7.2% 19.0% 13.0% 4.3% 6.0% 2.3% 6.0% 1.7% 5%
Total # NCB Shelves

23 8 1 1/2 4 1/2 3 1 1 1/2 1/2 1 1/2 1/2 1 $4,298
24 8 1/2 1 1/2 4 1/2 3 1 1 1/2 1/2 1 1/2 1/2 1 $4,485
25 9 2 5 3 1/2 1 1 1/2 1/2 1 1/2 1/2 1 1/2 $4,671
26 9 2 5 3 1/2 1 1 1/2 1/2 1 1/2 1/2 1 1/2 $4,858
27 9 1/2 2 5 3 1/2 1 1 1/2 1/2 1 1/2 1/2 1 1/2 $5,045
28 10 2 5 1/2 3 1/2 1 1 1/2 1/2 1 1/2 1/2 1 1/2 $5,232
29 10 1/2 2 5 1/2 4 1 1 1/2 1/2 1 1/2 1/2 1 1/2 $5,419
30 10 1/2 2 5 1/2 4 1 1/2 2 1/2 2 1/2 1 1/2 $5,606
31 11 2 6 4 1 1/2 2 1/2 2 1/2 1 1/2 $5,793
32 11 1/2 2 1/2 6 4 1 1/2 2 1/2 2 1/2 1 1/2 $5,979
33 11 1/2 2 1/2 6 1/2 4 1/2 1 1/2 2 1 2 1/2 1 1/2 $6,166
34 12 2 1/2 6 1/2 4 1/2 1 1/2 2 1 2 1/2 1 1/2 $6,353
35 12 1/2 2 1/2 6 1/2 4 1/2 1 1/2 2 1 2 1/2 2 $6,540
36 13 2 1/2 7 4 1/2 1 1/2 2 1 2 1/2 2 $6,727
37 13 2 1/2 7 5 1 1/2 2 1 2 1/2 2 $6,914
38 13 1/2 2 1/2 7 5 1 1/2 2 1/2 1 2 1/2 1/2 2 $7,101
39 14 3 7 1/2 5 1 1/2 2 1/2 1 2 1/2 1/2 2 $7,287
40 14 3 7 1/2 5 1 1/2 2 1/2 1 2 1/2 1/2 2 $7,474
41 14 1/2 3 8 5 1/2 2 2 1/2 1 2 1/2 1/2 2 $7,661
42 15 3 8 5 1/2 2 2 1/2 1 2 1/2 1/2 2 $7,848
43 15 1/2 3 8 5 1/2 2 2 1/2 1 2 1/2 1/2 2 $8,035
44 15 1/2 3 8 1/2 5 1/2 2 2 1/2 1 2 1/2 1 2 $8,222
45 16 3 8 1/2 6 2 2 1/2 1 2 1/2 1 2 1/2 $8,409
46 16 1/2 3 1/2 8 1/2 6 2 3 1 3 1 2 1/2 $8,595
47 16 1/2 3 1/2 9 6 2 3 1 3 1 2 1/2 $8,782
48 17 3 1/2 9 6 2 3 1 3 1 2 1/2 $8,969
49 17 1/2 3 1/2 9 1/2 6 1/2 2 3 1 3 1 2 1/2 $9,156
50 18 3 1/2 9 1/2 6 1/2 2 3 1 3 1 2 1/2 $9,343
51 18 3 1/2 9 1/2 6 1/2 2 3 1 3 1 2 1/2 $9,530
52 18 1/2 3 1/2 10 7 2 3 1 3 1 2 1/2 $9,717
53 19 4 10 7 2 1/2 3 1 3 1 2 1/2 $9,903
54 19 4 10 1/2 7 2 1/2 3 1 3 1 2 1/2 $10,090
55 19 1/2 4 10 1/2 7 2 1/2 3 1/2 1 1/2 3 1/2 1 3 $10,277
56 20 4 10 1/2 7 1/2 2 1/2 3 1/2 1 1/2 3 1/2 1 3 $10,464
57 20 1/2 4 11 7 1/2 2 1/2 3 1/2 1 1/2 3 1/2 1 3 $10,651
58 20 1/2 4 11 7 1/2 2 1/2 3 1/2 1 1/2 3 1/2 1 3 $10,838
59 21 4 11 7 1/2 2 1/2 3 1/2 1 1/2 3 1/2 1 3 $11,025
60 21 1/2 4 1/2 11 1/2 8 2 1/2 3 1/2 1 1/2 3 1/2 1 3 $11,211
61 21 1/2 4 1/2 11 1/2 8 2 1/2 3 1/2 1 1/2 3 1/2 1 3 $11,398
62 22 4 1/2 12 8 2 1/2 3 1/2 1 1/2 3 1/2 1 3 $11,585
63 22 1/2 4 1/2 12 8 2 1/2 4 1 1/2 4 1 3 $11,772
64 22 1/2 4 1/2 12 8 1/2 2 1/2 4 1 1/2 4 1 3 $11,959
65 23 4 1/2 12 1/2 8 1/2 3 4 1 1/2 4 1 3 1/2 $12,146
66 23 1/2 5 12 1/2 8 1/2 3 4 1 1/2 4 1 3 1/2 $12,333
67 24 5 12 1/2 8 1/2 3 4 1 1/2 4 1 3 1/2 $12,519
68 24 5 13 9 3 4 1 1/2 4 1 3 1/2 $12,706
69 24 1/2 5 13 9 3 4 1 1/2 4 1 3 1/2 $12,893
70 25 5 13 1/2 9 3 4 1 1/2 4 1 3 1/2 $13,080

Suggested Category Shelving Allocations

My Store Allocation Selections
*Store Option

 

Fill in Boxes Above

2022 GHRA NCB Plan-o-gram Allocation Sign-Up Form

APPROX. 
Annual 

Shelving 
Payment

Suggested Category Allocation
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GHRA COOLER RESET

2022 Packaged Beverage Resets

The approved GHRA Packaged Beverage planograms are 
posted on the Member Portal. Take some time to review the 
planograms to prepare for your reset.

Approved Member Option product will provide members 
with supplier funding for the space occupied by those items 
and may be promoted in our monthly magazine. Some items 
designated as Approved Member Option last year have 
earned their way into the 2022 planogram based upon sales 
and supplier programs.

 � To maximize cooler profitability, Member Option space 
should be limited to Approved Member Option items.

 � GHRA recommends that product not listed as an 
Approved Member Option item be merchandised outside 
of the cooler, in member-owned equipment.

 � Please check the GHRA portal for a list of Approved 
Member Option products. 

COVID-related labor issues have caused a delay to the 
onset of GHRA resets. Suppliers are reporting that reset 
employees are temporarily filling in for other roles, including 
production and delivery, while getting through the latest 
surge of the pandemic. Packaged Beverage Resets will begin 
in mid-February. The reset team will:

 � Set the cooler to the approved planogram per the space 
allocation provided by the member

 � Replace glides as needed – each supplier will provide 
their own replacement glides

 � Tag the back side of the cooler shelves to the correct 
item – each supplier will provide their own shelf labels

 � Remove all excess boxes/glides

 � Mark discontinued product for return or merchandise 
them in Member Option space

This is the biggest reset project in the South Texas market! 
Reset scheduling is designed to be fair to everyone involved. 
As resets begin, your Member Services representative will 
contact you one week prior to your scheduled reset to let 
you know when the team is coming. Once the team arrives, 
please allow them to reset your store. It is important that the 
resets are completed according to the schedule to ensure 
that all GHRA Member stores are reset in a timely manner.

Your Member Services rep will conduct a post-reset 
evaluation on their visit following the reset. Thank you for 
your continued support! 

GHRA Packaged Beverage 
planograms are designed to provide 
Members a plan to market product 
to consumers based on current 
market trends, in a manner that 
maximizes sales and profit.

The reset process begins with space allocation. This is 
ultimately decided by the Member. GHRA uses the Category 
Management process to provide guidance for space 
allocation that emphasizes the benefits of the category for 
the consumer and removes inefficiencies and unprofitable 
competition among brands and suppliers.

The 2022 Cooler Reset Form included in this magazine (and 
available on the Member portal) is a tool designed to help 
you easily accomplish this process.

1. Count the total number of non-carbonated product 
shelves in your cold vault.

GHRA planograms will account for 95% of the shelves 
with no more than 5% of the shelves designated as 
Member option space

Example: if you have 60 shelves total, you will have 57 
shelves that will follow GHRA planograms and 3 shelves 
for member option space

2. Complete the 2022 Cooler Reset Form with the 
percentage of space you want allocated to each 
category.

Note: a suggested space allocation by category is 
provided and corresponds to the suggested planogram by 
total number of cooler shelves.

3. If following the suggested space allocation by category, 
locate the number of shelves to be planogrammed in 
the column on the left – follow that line across the page 
for the number of shelves to be planogrammed in each 
category. You may need to move up or down ½ shelf 
based upon available planograms within a category.

4. If using a space allocation different from the suggestion, 
multiply the number of shelves to be planogrammed 
by the space allocation percentage to determine the 
number of shelves in each category.

Example: 30% of space for Energy with 60 shelves to be 
planogrammed; calculation is 60 x 30% = 18 shelves

The Space Allocation worksheet can be downloaded 
from the Member Portal and calculation will be done 
automatically by entering the total number of shelves & 
space allocation by category.
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Overcoming the Labor Crisis:  
Do More With Less

stores, tweaked the operating hours at roughly 75 locations 
where it made sense from a profitability standpoint.

“They’re not significant. We’re trying to shave them in the 
morning and the evening, and we’re even in the process of 
starting to restore those hours now,” Arko Chief Financial 
Officer Don Bassell said. “They’re being done strategically 
where it makes sense, where we’re having problems, but it 
wasn’t like cutting out massive hours. It was just being done 
where we had particular issues.”

Doing more with less labor has been a topic of conversation 
between Zebra Technologies and its customers not only in 
convenience, but also across retail, banking and healthcare.

“It’s been across the board in the last 18 months,” said 
Suresh Menon, senior vice president and general manager, 
software solutions at Zebra Technologies. “How can they do 
more with the staff they are finding hard to keep, staff that 

Optimizing operations and leaning on technology help  
c-store retailers press on.
By Convenience Store News

Like many convenience store retailers, Alimentation Couche-
Tard Inc. launched a hiring initiative this past spring. In early 
May, the parent company of Circle K advertised for 20,000 
open positions and filled nearly 19,700 by the end of the first 
quarter of its fiscal year 2022. Though it has since added to 
that number, challenges remain.

“It remains a difficult market and we still have stores that 
are affected by the labor disruption, and we can also see 
the effect of this labor shortage in many areas of our supply 
chain in North America,” Chief Financial Officer Claude 
Tessier said during the Laval, Quebec-based company’s 
earnings call on Sept. 1. “We’re trying to mitigate those 
impacts in our network.”

At Arko Corp., the parent company of Richmond, Va.-based 
GPM Investments LLC, some of its stores have been more 
significantly impacted by the labor crunch than others. The 
retailer, which has approximately 1,400 company-operated 

HUMAN RESOURCES
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is becoming more expensive, and having that same staff do 
more with less?”

According to Menon, convenience store operators can take 
several steps to deal with this new reality. Step one, he said, 
starts with more accurately predicting staffing requirements 
and scheduling the right number of staff for the predicted 
workload.

“Can we avoid overstaffing, which hits the bottom line, and 
can we avoid understaffing and provide the best customer 
experience?” he posed.

Traditionally, scheduling has fallen under the responsibilities 
of the store manager, who has had to juggle spreadsheets 
and figure out how to staff a store on the average Saturday 
afternoon over a holiday weekend, for example. This is 
where technology can play an important role — by providing 
optimized schedules built on a strong foundation of artificial 
intelligence (AI) and machine learning, Menon explained.

Artificial intelligence can be used to ensure the right 
staffing mix at the right time — which can be difficult when 
comparing this year to 2020 given the changes in consumer 
patterns and behaviors during the pandemic. According to 
Menon, this challenge can be avoided if the tech solution 
uses AI-based disruptive scheduling, a capability that 
was developed to take into account the unknown, such as 
hurricanes and snowstorms.

“Some of our customers in this space have seen, on average, 
store managers save anywhere from four to eight hours a 
week from the automation that comes with technology,” 
he said. “That allows the store manager to run a better 
operation.”

Artificial intelligence can also be used by c-stores to power 
autonomous checkout solutions.

Standard AI CEO Jordan Fisher notes that AI-powered 
“retrofits” of existing stores, powered by camera-based 
computer vision technology, enable retailers to rapidly 
deploy and deliver new shopping experiences in their 
existing stores without having to rebuild from the ground 
up for costly sensor fusion-based shelving and other similar 
overhauls. Solutions like Standard AI’s platform also allow 
associates to focus on other value-added tasks, such as 
restocking, interacting with customers, and helping shoppers 
find items.

Looking ahead, Fisher believes autonomous checkout will be 
one of the key pillars of the future of retail given the many 
benefits it brings for retailers, employees and customers. 

“It’s a way to deliver a transformed customer experience, 
lower operating costs, manage the labor shortage, and get 
people back to stores,” he said. “As people spend more time 
out in the world, technology like autonomous checkout can 
make shopping fast and enjoyable, offering some of the 
same benefits of ecommerce, like seamless checkout, with 
the added benefit of instant access to your goods.”

Efficiency Enhancements
Mobile workforce technology can help managers and 
employees do more with less as well.

As a multitasking tool, it allows c-stores to run more 
efficiently, according to Rob Klitsch, director of the retail, 
hospitality and foodservice practice at UKG.

Among the benefits, manager tasks formerly contained to 
a backroom computer are now done on the floor, allowing 
managers to be more present. Employees can keep up 
with required activities and track completion of daily tasks 
without retreating to the back office, and they can handle 
personal activities like clocking in and out from an app on 
their mobile device.

“A lot of applications that sit on some of the largest 
timekeeping platforms today help streamline everything 
from employee communications and employee surveys to 
task management,” Klitsch said. “Mobile access to schedules 
and employee shifts makes it easier than ever for employees 
to pick up open shifts, whether at a single location or across 
numerous stores within a set radius.”

This should be particularly appealing to store managers 
hoping to fill gaps in their schedules in near-real time, he 
pointed out.

“Ultimately, mobile technology creates far less restrictions 
around what can be accomplished and where, and that’s a 
critical factor when c-stores are short staffed and looking for 
ways to optimize all available labor,” said Klitsch.

In the end, if the question is how to streamline operations, 
the answer is technology, according to Klitsch. “Just think 
about the increased demand for mobile ordering and 
curbside pickup. Curbside requires more staff — not less 
— but you want to be able to accommodate customers. In 
order to support this operating model, you need to look at 
other ways to become more efficient,” he said. Technology 
provides those ways.

Retailers may invest in self-ordering kiosks, apps or alternate 
payment options that enable mobile checkout or let 
customers pay for fuel using their E-ZPass transponder. 

“Technology is enabling c-stores to redirect and optimize 
their labor — in and out of challenging times — while 
creating a frictionless or even contactless shopping 
experience for those who want it,” Klitsch said. “Staff can 
focus more on in-demand services like curbside, or behind-
the-scenes operations like foodservice and stocking coolers, 
or they can spend more time interacting with customers and 
delivering a differentiated shopping experience.

“It doesn’t quite matter where you shift your labor to, the 
point is that bringing new technology into play is going to 
allow you to innovate in new areas and continue to optimize 
on all fronts,” he added. “C-stores that invest in technology 
are in a position to remain agile.” 

HUMAN RESOURCES
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MARKETING

Leveraging the Customer 
Experience to Increase Sales

frequent your store for the same items. You can also 
step outside the punch card box and offer card holders 
a free donut with coffee, or free chips with a sandwich, 
or a multitude of other add-ons that reward them for 
their loyalty.

 � Rewards Apps: Loyalty cards are more often being 
replaced by phone apps, which cut down on the clutter 
on a key ring and make it more convenient for your 
customer. The app also opens up a wide variety of 
possibilities for rewards – from free items, to building up 
points for larger rewards and discounts on fuel. You can 
also push specific coupons to promote certain items and 
bring customers into your store.

Fuel Customers
Some of your best customers may never even enter your 
store, but they’re equally important to your business. Create 
a positive customer experience at the pump by properly 
maintaining exterior store care. There are plenty of options 
for purchasing fuel and you want customers to choose you, 
so make sure the area around your pumps is clean and 
well-maintained. Also be sure you’re taking advantage of 
any merchandising opportunities you have at the pump to 
try to drive some of those customers into your store. For 
example, if purchases indoors can lead to discounts at the 
pump, you definitely want your fuel customers to know this.

Train Your Staff to Leverage the Customer 
Experience
Suggestive selling is a way to leverage the customer 
experience in a way that both increases sales and improves 
service. When employees recommend items that are new 
to the store, on sale, or complement a customer’s purchase, 
everyone wins. The store adds to its bottom line, and 
customers leave the store feeling appreciated and valued. 
Employees may be hesitant to suggestively sell, but this 
apprehension can be overcome with the right training.  

By ReadyConvenience.com

The customer experience is the foundation of your 
convenience store. Without loyal customers and positive 
customer experiences, your store would not survive – which 
is why it is important to go above and beyond providing 
“good customer service.” You need to provide an  
experience that that’s not only satisfying, but leaves  
them wanting more.

Personalize the Customer Experience
Chances are, your store probably has at least a few regulars 
– those customers who stop in every morning for their cup 
of coffee or maybe in the afternoon for a quick bite to eat. 
It’s important to recognize those customers and provide 
them with an experience that makes them feel appreciated. 
Some ways to personalize the experience for them can 
include:

 � If you know their name, use it when speaking to them. 
Building a relationship with regular customers will make 
them feel more comfortable and welcome in your store.

 � Engage the customer in conversation when able – make 
them feel like they’re more than just another transaction.

 � Regular customers often have regular purchases; 
learn what items they usually buy so you can make 
recommendations based on those items.

Reward Customer Loyalty
It’s easier and more cost effective to maintain customer 
loyalty than to try to acquire new customers, which is why 
it’s important to provide a customer experience that will 
keep them coming back. Rewarding customers for their 
loyalty is an easy way to make them want to return and 
there are many ways you can do this.

 � Loyalty Cards: This tried-and-true method is an easy 
option if you don’t have the budget for building 
a custom app. The “Buy 10 Get One Free” offer is 
particularly appealing to the regular customers who 
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FUEL

Fuel Maxx Joins Effort to  
Expand Electric Vehicle  
Charging Across Texas

our mission to stay ahead of the curve,” said Afsha Maknojia, 
Fuel Maxx energy supervisor. “By providing convenience, 
comfort, and a unique experience Fuel Maxx will now begin 
its journey into alternative energy, with Francis Energy’s EV 
charging stations.”

Spring-based Fuel Maxx operated 65 locations in the 
Houston metropolitan area.

“Companies like Fuel Maxx have the vision to understand the 
additive value of offering EV charging to their customers. 
We look forward to building a long-lasting relationship,” 
Jankowsky added.

Tulsa, Okla.-based Francis Energy is the fourth largest 
owner and operator of direct current fast-charging stations. 
The Francis network includes more than 550 fast charging 
ports across more than 120 distinct locations in three states. 
The Francis network provides coverage every 50 miles in 
Oklahoma. 

Pact with Francis Energy will add fast chargers to three locations,  
with the possibility to add more.
By Convenience Store News

Fuel Maxx partnered with Francis Energy to add electric 
vehicle (EV) fast chargers to three locations in Houston.

The pact brings a fast-charging option to Fuel Maxx EV 
customers. It also expands Francis Energy’s EV charging 
network across Texas.

“Francis Energy is committed to eliminating range anxiety, 
which gives confidence to the increasing numbers of drivers 
making the switch from gas to electric vehicles,” said David 
Jankowsky, Francis Energy founder and CEO. “We are 
excited about building out our network in the nation’s fourth 
largest city and doing it with an incredible company like Fuel 
Maxx as a partner.”

The agreement leaves the door open to add the charges at 
additional Fuel Maxx stores sites in the future.

“Our goal as a company has always been to serve our 
customer’s needs. As the industry evolves, we will make it 



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


