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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,

GHRA is undergoing some significant changes as we grow towards our stated vision: To be 

the premier convenience store retailing cooperative in the United States. These changes will 

enable GHRA and its membership to be highly competitive in the Houston marketplace and 

beyond. We are expanding our capability across many fronts including the Warehouse  

cash & carry operation, warehouse distribution, gasoline distribution, branded C-store & 

food offers, and DSD supply negotiations. We are investing in technological advancements 

to make it easier for our members to interact with GHRA and to help our members operate 

more efficiently. 

Recently GHRA rolled out our new Core Values to the employees of the company. These 

Core Values have been established to guide the way GHRA operates, behaves, and treats 

Members, Suppliers, and Employees. The Core Values are:

Customer Focus  •  Integrity  •  Teamwork  •  Commitment

These values are the cornerstone of our operations as we develop a people first, continuous 

improvement, and fun culture. As we build our culture, we will live up to these values in 

everything we do. I invite you all to embrace these Core Values and culture to help us 

demonstrate why GHRA is the premier convenience store retailing cooperative in the  

United States.

We will be holding the annual GHRCF Golf Tournament on May 9th at the Sweetwater 

Country Club in Sugarland, TX to benefit the families of fallen police officers. This very 

worthy cause is near and dear to all of us in GHRA, and we aim to raise a significant amount 

this year. I encourage every member to consider donating. Every little bit goes a long way.

We will be holding our Annual General Body meeting on May 24th at the Stafford Center. 

Please mark the date on your calendar, and I look forward to seeing you all there. 

Thank you for your support and, as always, continued blessings!

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 !

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



06 G H R A  I N  AC T I O N   |   MAY 2022 ghraonline.com



07MAY 2022  |   G H R A  I N  AC T I O Nghraonline.com



08 G H R A  I N  AC T I O N   |   MAY 2022 ghraonline.com



09MAY 2022  |   G H R A  I N  AC T I O Nghraonline.com



TECHNOLOGY

Visa, Mastercard to  
Update Pump Limit Rules

Visa and Mastercard are planning to update rules regarding 
pump limits, as high gasoline prices are making it difficult for 
some drivers to fill up in one transaction, reports Bloomberg.

Beginning in next month, Visa will quadruple the maximum 
transaction amount that carries better interchange rates for 
purchases made with small-business and commercial cards, 
and it will raise the fraud-liability threshold to $175.

Mastercard now will preauthorize transactions to $175 for 
consumer cards and $500 for commercial cards.

The two credit card companies are implementing other fee 
changes that will take place in the coming weeks.

The company’s digital-enablement fee, which it charges on 
all online transactions, will increase to 0.2% of a purchase 
price from 0.1%, and Mastercard will charge a minimum of 
two cents per transaction. That means that, for a $50 online 
purchase, the fee will triple from half a cent to two cents.  
The fee will also be capped at 20 cents for online purchases 
over $1,000.

Mastercard also told Bloomberg that it will lower the fees 
it charges for any transaction under $5 by about 300 basis 
points. The company says it plans to lower the rates it 
charges hotels, rental-car companies, daycare facilities and 
casual dining restaurants.

Bloomberg reports that Mastercard is bundling more  
of its services into the digital-enablement fee, such as 
charges for mitigating fraud, preventing identity theft or 
verifying addresses. These types of practices have been 
criticized by retailers in the past as questionably legal  
tying arrangements.

Merit III retailers, which include convenience stores and 
supermarkets, will experience swipe fee increases starting 
this month.

Convenience retailers, gas stations, grocery stores and 
restaurants will be left out of Visa’s planned 10% reduction 
in swipe fees for retailers with $250,000 or less in Visa 
consumer credit volumes.

Visa is increasing online spending fees and will be the 
biggest changes in a decade, but the new charges were 

delayed due to the pandemic.

In a statement to Bloomberg, Visa said the increase can be 
avoided if retailers adopt some of its technologies designed 
to improve the security of a transaction.

“Any rate increases are largely avoidable and apply to 
transactions that are sent to Visa with insufficient data, are 
coded incorrectly, carry increased risk or are processed 
without using” the firm’s chip card technology, Visa said in 
the emailed statement.

Last week, the Merchants Payments Coalition (MPC) sent a 
letter to the House Financial Services Committee, asking the 
committee to go beyond examining overdraft fees and add 
swipe fees to their examination of bank fees.

“It’s just especially troubling given the level of inflation 
right now,” Stephanie Martz, general counsel of the National 
Retail Federation and an executive committee member for 
the Merchant Payments Coalition, said in an interview with 
Bloomberg. “We’re clawing our way to hang onto our slim 
margins as is. Given that these fees sometimes exceed what 
our margins are, we have to pass some of those rate raises 
onto consumers.”

The MPC represents retailers, supermarkets, convenience 
stores, gasoline stations, online merchants and others 
fighting for a more competitive and transparent card system 
that is fair to consumers and merchants. NACS is a founding 
member of the MPC.

In the U.S., credit card swipe fees remain one of the highest 
operating costs for convenience store retailers after labor, 
according to NACS State of the Industry data. The increase in 
consumer prices amounts to more than $700 a year for the 
average American family. Consumer preferences for more 
touch-free transactions and the coin circulation challenge in 
summer 2020 led to record debit and credit card usage at 
convenience stores. In 2020, 74.6% of all transactions were 
paid by plastic, and overall card fees paid by the convenience 
store industry were $10.7 billion, NACS SOI data indicate.

Join NACS for the State of the Industry Summit next week, 
April 12-14, at the Hyatt Regency O’Hare, Chicago. On 
Wednesday morning, Charlie McIlvaine, chairman and CEO 
of Coen Markets, will dissect 2021 operational and financial 
data and share his perspectives on how convenience retailers 
can foster long-term growth and operational efficiencies 
within their own companies. Later, John Benson, director, 
AlixPartners, will share essential insights that can help 
retailers understand where to focus investment, resources 
and energy in 2022 and beyond. Register for the SOI  
Summit today. 

By Convenience.org

In addition, the credit card 
companies are planning a slew  
of fee changes for merchants.
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FOODSERVICE

Meeting 
Consumers’ 
Changing 
Expectations Is 
Focus of 2022 
Convenience 
Foodservice 
Exchange

SAVANNAH, Ga. — “Convenience can mean a lot of things,” 
says Dana Zipser, managing director and principle at Rubber 
& Road Creative, a brand strategy and retail design firm 
working in the convenience store, restaurant and grocery 
industries, but mostly “it’s about meeting customers where 
they’re at.”

The ability to meet customers where they’re at will  
determine the success or failure of convenience stores as they 
compete with restaurants and grocery retailers for share of 
stomach, noted Zipser, a store design expert whose clients 
have included TravelCenters of America, Sheetz, Wendy’s  
and Denny’s.

Zipser and her colleague Brent White, design director 
for environments, will be featured speakers at this 
year’s Convenience Store News Convenience Foodservice 
Exchange event, to be held June 21-22 in Savannah, Ga.

The theme of this year’s event is “Strategies to Meet 
Consumers’ Changing Expectations of Convenience.” In a 

post-pandemic era, c-store operators are looking toward a 
future in which customers’ expectations have dramatically 
altered. The rise of work-from-home models, stay-in-and-
order-delivery, and a heightened preference for fresh food 
and better hygiene are pushing c-store retailers to reevaluate 
their foodservice operations.

“Drive-thrus, curbside, delivery — these are all ways retailers 
are [trying] to meet consumers’ changing needs,” said Zipser. 
“We’re even seeing more restaurants looking into their own 
proprietary delivery methods to bypass third-party services 
like DoorDash and UberEats.”

Zipser’s and White’s session, entitled “How to Take a Larger 
Bite Out of the Foodservice Market Share,” will provide 
insights for c-store retailers on how to gain more traction and 
sales with millennials and Generation Z consumers, and win 
market share from restaurants and grocery stores.

Several best-in-class convenience store chains are always 
rising to the challenge of the changing consumer, Zipser 
observed. “Retailers like Sheetz and Wawa pioneered made-
to-order fresh food. 7-Eleven is doing some interesting things 
and has shown a willingness to take risks. Regional chains 
like Parker’s are very innovative, too,” she noted.

“Above all, though, retailers must stay true to themselves as 
well,” she added. “It doesn’t make sense to put in a gourmet 
food program if that’s not what your customers desire.”

The seventh-annual Convenience Foodservice Exchange will 
explore how c-stores are working to satisfy consumers’ new 
definition of convenience. The agenda will tackle several key 
issues through these education sessions: 

 � No Labor. No Supply. No Problem! C-store branding 
expert Ernie Harker, the former marketing guru of 
Maverik, will launch the event with thoughts and 
perspectives to ignite retailers’ creativity and fuel ideas 
to defend and expand their foodservice programs today 
and in the future. 

 � Small Changes = Big Returns: A panel of retailers, 
including Enmarket’s Ryan Krebs and Huck’s Dave 
Grimes, will discuss how small changes in foodservice, 
when added together, can have a huge positive impact 
on profitability. 

 � The New Convenience Retailer: Our annual panel of 
retailer executives from some of the newest  
food-forward stores aimed at meeting the needs of  
the evolving consumer.

 � Menu Innovation for a New Breed of 
Convenience: Curby’s Express Market is a new concept 
that opened its first location in Lubbock, Texas, in 
February 2022. This new store format blends the 
speed of convenience with the high-quality food and 
beverages customers crave. Walking through key 
milestones from recipe development to equipment 
selection, layout and launch, this session will detail the 
menu development process of this fascinating concept. 

By Convenience Store News

Featured speaker Dana Zipser will 
advise attendees on how to take  
a larger bite out of foodservice  
market share.
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On the Road to Recovery

Overall Outlook for Business in 2022
On a scale of one to five — where 1 represents “Terrible, 
wake me up when it’s over” and 5 represents “It’s going to 
be our best year ever!” — a majority of large operators chose 
a rating of 4. Small operators were more divided, with 39% 
each choosing a rating of 3 or 4.

Expectations for Average Sales Per Store in 2022
Nearly two-thirds of all c-store retailers surveyed in this 
year’s Forecast Study project that their total sales per store 
will grow in 2022. Only 8% are bracing for a decline.

Forecast Study 2022
By Convenience Store News

A year ago, as the calendar turned the page to 2021, the 
COVID-19 pandemic was casting a big shadow over the 
convenience store industry’s outlook on the year ahead. 
Now, as the calendar turned the page to 2022, the pandemic 
is still ever-present, but the c-store industry’s retailers, 
suppliers and wholesalers have become pros at navigating 
detours and finding new routes to satisfy consumers’ 
changing expectations for convenient shopping. Here, we 
present exclusive data and analysis from the 20th annual 
Convenience Store News Forecast Study detailing the highs 
and lows projected for the industry in the year ahead.

2022 Retailer Forecast 
The c-store industry’s small operators (those operating 20 
stores or less) are feeling the continued unprecedented 
economic pressures brought on by the ongoing coronavirus 
pandemic more than large operators (21-plus stores). Only 
6% of small operators report a sunny disposition on the U.S. 
economy, compared to 50% of large operators.

INDUSTRY NEWS
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Unfortunately, labor is not the only major challenge 
convenience store retailers are having to contend with  
these days. 

Another issue top of mind is motor fuel prices. Ranked 
fifth last year, it is now the second-ranked issue of concern 
behind labor.

2022 Product Category Forecast
Compared to 2021, convenience store retailers largely expect 
to see more of the same for most product categories in 
2022, although the current supply chain disruptions and 
labor shortage have tempered optimism somewhat.

2022 Compared to 2021: Product Category 
Summary (Dollars)
C-store retailers are most optimistic that dollar sales will 
grow in the motor fuels, prepared food and other tobacco 
products categories this year. On the flip side, they are  
most pessimistic about the health and beauty care and 
cigarettes categories.

Expectations for Average Profits Per Store  
in 2022
Optimism for profit growth is slightly weaker, with just more 
than half of retailers expecting their total profits per store to 
increase this year, while 19% anticipate a decrease.

Anticipated Impact of Issues on Sales & 
Profitability in 2022
Even more so than last year when it was the second-ranked 
issue of concern, labor turnover and hiring is viewed by 
c-store retailers this year as the factor that will have the 
biggest impact on their sales and profitability. Nearly four in 
10 operators pegged this as their top concern, while 72% put 
it in their top three.

INDUSTRY NEWS

13MAY 2022  |   G H R A  I N  AC T I O Nghraonline.com



U.S. House Committee Calls  
on FTC to Address Channel  
Price Discrimination

A bipartisan coalition from the U.S. House of Representatives 
sent a letter to the Federal Trade Commission (FTC) 
requesting the agency investigate, and where appropriate, 
bring enforcement actions against economic discriminatory 
action that violates antitrust laws, including the FTC Act and 
the Robinson-Patman Act.

Channel price discrimination has a major impact on the 
convenience retailing industry, specifically because it can 
exacerbate supply chain issues, especially when it comes to 
packaged beverages.

The Robinson-Patman Act was added as an amendment 
to the Clayton Antitrust Act in 1936. It bans certain 
discriminatory prices, services and allowances in dealings 
between merchants. The Robinson-Patman Act has been 
largely unenforced for decades, but President Biden’s July 
2021 Executive Order on Competition directs federal agencies 
to enforce antitrust laws.

“The antitrust laws were designed to protect against 
anticompetitive economic discrimination and excessive 
concentration,” the letter states. “For example, the 
Robinson-Patman Act reflects Congress’ determination that 
discriminatory treatment among competitors is pernicious 
and should be prohibited. But current enforcement efforts 
have failed to address these anticompetitive harms, and 
judges have inappropriately limited the scope of the law 
despite clear statutory language. Despite Congress’ broad 
goals in 1936, the FTC has not brought a case under the 
Robinson-Patman Act in more than 20 years. …We urge 
the Commission to make enforcement against economic 
discrimination targeting small and medium-sized businesses a 
top priority.”

The letter describes market power abuses of dominant firms 
that leave ordinary businesses with less favorable pricing 
and price terms, less favorable supply, less favorable retail 
packaging and the inability to source products in  
short supply.

The bipartisan coalition was motivated by inequities during 
the COVID-19 pandemic caused by economic  
discrimination that had a disproportionate impact on  
inner-city and rural communities.

“COVID-19 has ravaged America, shuttering many small 
businesses and highlighting the anticompetitive effects of 
discriminatory pricing and product supply, especially for small 
groceries and bodegas. Such effects are passed right onto 
the consumers as these stores are often the only source for 
groceries, consumer goods or pharmaceuticals in small towns 
and big cities,” said U.S. Rep. Hakeem Jeffries (NY-08), the 
Democratic co-lead on the letter.

Last month, NACS filed comments with the FTC on channel 
price discrimination.

“Over many decades now, retailers in the convenience store 
channel have noticed that competitors in other channels, be it 
big box, grocery or dollar stores, are often able to offer these 
beverage products at retail at a lower cost than convenience 
retailers can obtain them wholesale,” wrote NACS.

Doug Kantor, NACS general counsel, argued in a letter to the 
editor published in the December 31, 2021, edition of The 
Wall Street Journal, that an old antitrust rule can spur retail 
competition and help eliminate price discrimination in the 
supply chain that favors certain retail channels over others 
when it comes to packaged beverages.

The Main Street Competition Coalition, which is committed  
to increasing competition in retail and wholesale markets  
and giving consumers real choice, praised the efforts of  
the congressional coalition. NACS is a founding member  
of the coalition. 

By Convenience.org

The convenience retail industry is 
victim to market power abuses of 
dominant firms.

GOVERNMENT RELATIONS
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2022 Atlantic Hurricane Season  
to Be Above Average Once Again

The 2022 Atlantic hurricane season is predicted to be above 
average for the 7th year in a row, according to Colorado 
State University researchers, reports the Washington Post.

There are signs that this year’s season will be busier than 
last year’s, including a lack of El Niño and warmer sea 
surface temperatures. The researchers say there will be 19 
named storms, compared to a recent average of 14.4.

Last year’s season produced 21 named stores, and although 
the researchers predict less named storms this year, they 
believe there will be a more active season this year in terms 
of metrics that consider storm intensity and duration.

“The team predicts that 2022 hurricane activity will be about 
130% of the average season from 1991-2020. By comparison, 
2021’s hurricane activity was about 120% of the average 
season,” said the outlook produced by the researchers.

The outlook predicts a 71% chance that a major hurricane 
will make landfall in the U.S.—a major hurricane has 
sustained winds of 111 mph or more. The risk of a major 
hurricane along the East and Gulf coasts and in the 
Caribbean is substantially elevated, compared with the 1990 

to 2020 average, the outlook said.

Craig Fugate, former administrator of the Federal 
Emergency Management Agency in the Obama 
Administration, shared in NACS Magazine that the pandemic 
has added another layer to emergency preparation.

“Especially in this time of COVID-19, retailers are pressed 
for time, but not preparing for a hurricane or other natural 
disaster will put them at a distinct disadvantage and will 
hamper their ability to re-open quickly.”

Fugate headlined a NACS webinar on how to plan and 
prepare for emergencies and how to use the NACS 
Convenience Store Emergency Planning and Job Aids. The 
resource is designed to help convenience retailers quickly 
and efficiently determine the best course of action for their 
teams to plan for an emergency and resume operations 
quickly and safely.

For more emergency planning resources, NACS Magazine 
articles and Convenience Matters podcast episodes,  
check out NACS’ Disaster and Emergency Preparedness 
topics page. 

By Convenience.org

This is the seventh straight year for a busier than usual season with a 71% 
chance a major storm makes landfall.

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

please welcome our new members:

BARBARA MAE  
FOOD MART

PIT STOP EXPRESS #3

PITSTOP EXPRESS #11

249 FOOD MART

A J MART

EXPRESS FOOD MART

STAR STOP 109

STAR STOP 125

STAR STOP 126

STAR STOP 127

STAR STOP 128

SUNSHINE FOOD MART #1

AMBURN FOOD MART

PRIMESPOT #29

PRIMESPOT #30

FRESCO MART

MARKET AT FAIRBANKS

IZZI MARKET #1

BENTKES FOOD MART

PATTISON FOOD MART

FRESHMART

FUEL MAXX #68

FUEL MAXX #70

The following is a paid advertisement

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
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GHRA CORPORATE OFFICE
12790 South Kirkwood Road
Stafford, Texas 77477
844.777.4472 (GHRA)  Phone
281.295.5399  Fax

GHRA WAREHOUSE
7110 Bellerive Drive
Houston, Texas 77036
844.777.4472 (GHRA)  Phone
281.295.5347  Fax


