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Greetings Members,
Welcome to Summer! I wanted to send a personal thank you to our members who attended the Annual
General Meeting on May 24th. It was great to see all of you and share updates on GHRA activities and
opportunities.
GHRA is committed to the success of our members, and we have been working very hard on several
initiatives to help improve the Members financial operations and to make all our members more effective in
the market. Our vision for GHRA is to be The premier convenience store retailing cooperative in the United
States. When we pull together and act in unison, we will dominate the market in every way possible.
First, as you are aware the Warehouse Operation is not performing to our standard. Our standard and our
want is for each Member of GHRA to use the warehouse exclusively for the merchandise you sell in your
stores. We want to be the only place you need to order product from and that when you do order it, we
deliver it. Even though the pandemic happened we must overcome the impact from it. We are working
very hard to address the procurement opportunities and our new head of the Warehouse is involved daily
with the procurement effort. We are reviewing everyday our in-stock position and chasing the vendors and
products needed. Our goal is to be 98% in stock on all products and we will meet this mark!
Second, we just announced the new c-store brand to the membership at the Annual General Body Meeting.
KUDOS is the next premium and distinctive brand in the United States, and we want you to be a part of the
brand so we can take the fight to the competition and make them regret being in Houston. With our scale
we can dominate the market and beyond.
Third, we have established GHRA Fuels to help our members get the lowest price possible for the fuel you
sell. We are very early in the development, and it will take some time for us to be approved by the major
brands to be a distributor. We can and will have an immediate impact for those members selling unbranded
fuel. We will do this in two ways: 1) by aggregating the unbranded fuel sales volume of the members to
get a contract commitment to below spot price and 2) by setting up a credit card network that will get
members credit card transaction cost to below 3 cents per transaction. Only unbranded gasoline sites can
participate in the credit card program. If you are selling branded fuel at your site, you are contractually
obligated to use the fuel brand credit card network.
I’d like to mention that with the help of the board, the members, the vendor community, and the staff,
GHRA held our annual Charity Golf Outing on May 9th to benefit the families of fallen police officers and
first responders who lost their lives in the line of duty. We had a record-breaking year raising just under
$100,000.00 for GHRCF. Thank you for all of those that supported this very worthy cause!
Thank you for your trust and your continued support and as always, continued blessings!
Sincerely,

Brian Trout
OUR MEMBERS ARE OUR MISSION!
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INDUSTRY NEWS

C-Store Retailers Should Prepare
for Tighter Overtime Rules
Convenience stores are also likely to see more workplace investigations.
By Convenience Store News

NATIONAL REPORT — Retailers should brace for a tougher
regulatory environment as the Biden Administration tightens
overtime rules and strengthens enforcement.

The federal moves are happening at the same time that
more states are passing employee-friendly legislation that
expands the work subject to overtime.

“Convenience stores are at special risk of overtime violations
because they have a substantial hourly worker base,”
said Marty Heller, a partner at Fisher & Phillips who has
represented convenience stores in wage and hour matters.

“Employers often overlook the fact that compliance with
the federal Fair Labor Standards Act doesn’t necessarily
mean compliance with state laws,” noted Heller. “This can
be a particular problem for employers that operate multiple
convenience stores in more than one state. We often see
pay policies that violate state laws in operations that have
recently expanded.”

The Biden Administration has already reversed some Trump
era initiatives meant to lower the hurdles required to exempt
workers from overtime. Heller anticipates additional moves
ahead. “What I expect to see moving forward is a new
attempt to raise the minimum salary level for exemptions.
Also, the DOL [U.S. Department of Labor] may change the
regulatory guidance for white collar exemptions.”
He also anticipates a substantial increase in the budget for
the Wage and Hour Division of the DOL. “We believe that
will lead to the hiring of new investigators. The immediate
impact for convenience stores will be more workplace
investigations,” he said.
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Risky Areas
Attorneys advise convenience store retailers to avoid these
high-risk practices:
Unrecorded Off-the-Clock Work
Some employees in the c-store industry fall into the practice
of checking out at the end of the day and then performing
additional tasks before going home. Others may work during
their lunch hour or before their morning check-in. “Retailers
ghra onl i ne.com
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need to ensure there is an effective policy and procedure for
employees to report work they complete outside of normal
work hours,” said Heller.
Unrecorded Remote Work
Employees working at home present special risks. “One
of the most common mistakes is failing to correctly track
remote workers’ time,” said Vicki Lambert, director of
ThePayrollAdvisor.com. “Sometimes, people will work off
the clock for a few minutes—maybe they check their emails
over dinner or make a phone call or two — and the employer
thinks that’s OK.” But employees must record even short
work-related tasks.
Unrecognized Stand-By Time
Retailers can stumble when negotiating the often-uncertain
level of labor requirements. “Very often, retail workers will
come to the stores in response to a manager’s order, but
are then told to stand by because they are not needed for
a while,” said Douglas E. Witte, who represents businesses
in labor and employment law matters at Boardman & Clark.
Employers must record and pay for what the legal world
calls “engaged to wait” time.
Incomplete Record Keeping
Time-pressed employers sometimes allow record-keeping
to fall through the cracks. “Problems can arise when an
hourly recording system is not sufficiently detailed, or not
contemporaneous,” said Matthew C. Heerde, principal at
Heerde Law in New York City. “Then, when an inspection
occurs, employers find themselves sorting through old
emails for evidence of work hours to prove an employee was
paid correctly.”
Unrecognized Joint Employment Status
Convenience store management sometimes fails to pay
overtime properly when they do not correctly aggregate
hours worked by an employee in more than one retail
location. The challenge here is to determine when the law

considers two outlets a single entity. “Joint employment can
be a very fact-intensive inquiry,” said Heller. “The regulatory
guidance on this is weak. But a lawyer can walk a retailer
through the case law specific to a situation.”
Failure to Pay for Unauthorized Work Hours
Employees must be compensated for all the time they
worked, even if some off-the-clock labor violates company
policy, said Lambert. Employers that wish to discipline
workers who put in extra time without permission must use
nonfinancial penalties such as verbal and written warnings,
personnel file notations, or termination if appropriate.
Improper Substitute Hours
In lieu of paying time-and-a-half for overtime, some
employers offer compensatory time off the following
week. This violates the law requiring overtime pay for labor
exceeding 40 hours in any single seven-day period.
Misclassification of Assistant Store Managers
Retailers often run afoul of the law by exempting upperlevel personnel who do not exercise sufficient management
duties. “A common mistake made with assistant managers
is to classify them as exempt under the executive exemption
even though they are not managing people,” said Heller.
“That doesn’t necessarily mean they cannot be classified
as exempt under the administrative exemption. But this is
something to look at closely. Employers cannot rely on job
title alone.”
Misclassification of Independent Contractors
While employers are not obligated to pay overtime to
independent contractors, it can be tough to determine just
who qualifies for that status. “The Trump Administration had
come up with a multipart test for independent contractor
status, which the Biden Administration rescinded,” said
Heller. “So, we’re back to where we were, which was mostly
relying upon guidance created by case law. The fact is that
it is very difficult to create a definitive set of rules on the
topic.” Attorneys advise having independent contractors
submit invoices for all work done and processing their
payments through accounts payable rather than payroll.
Avoiding Penalties
The employment law environment is changing in favor of
worker rights.
Employers and employees alike should be aware of the
common violations of overtime law and ensure compliance
before federal and state governments further tighten wage
and hour regulations.
“Now is really a good time for convenience stores to focus
on compliance,” advised Heller. “They should reach out to
whomever they work with on employment matters to have
them review company pay practices. Being preventative on
the front-end is a great way to catch something before it
becomes a liability.” 
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MARKETING

7 Strategies for Running a
Customer-Centric Business
By Ready Training Online

A customer-centric business is – you guessed it – focused
on the customer. This idea has become a bit of buzzword
in the business world, and for good reason. In theory, when
everything about your business revolves around the needs
of your customers, sales naturally follow. In practice, though,
being a customer-centric business is more about what you
do in real life than what you put down on paper. Here are
some ideas to be customer-centric in ways your customers
can truly see.
Communicate with your customers, and when you do, listen
more than you talk. No matter what type of business you
run, you must find ways to interact with customers directly.
Ask specific questions about how your company meets,
exceeds, or falls short of expectations.
Be proactive instead of reactive. A customer-centric
business leader knows that the best way to solve a
problem is to prevent it from happening in the first place.
If you wait to react to problems as they come up, you’ll be
constantly putting out fires and won’t have time to serve
your customer.
Be authentic in your marketing. Your marketing
strategies must be a reflection of your customer-centric
philosophy. To do this, maintain a genuine presence on
social media and use those channels to personally connect
10
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with your customers. Marketing is no longer a one-way
communication, it’s an opportunity to have a digital
conversation with your customers every day.
Build trust. Customers will not feel like your company is
centered around them if they don’t trust you. Trust can
be built directly and indirectly. Directly, make sure your
company keeps the promises you make to customers.
Indirectly, follow compliance procedures that inspire trust,
such as strict food safety and consumer data protection
guidelines.
Get involved with causes your customers care about. If
your business has a local storefront, go beyond the “donate
your change” jar. Adopt a local charity that truly makes a
difference in your community, and give customers ways to
participate in the charitable giving you do. If you’re a global
or national company, do the same thing on a larger scale.
Make them a part of your team. In a truly customercentric business, your employees are building meaningful
relationships with your customers. In this way, customers
are part of your team. Give them a role in your
employee recognition efforts or product development
research. The more involved customers are in your business,
the more loyal they will be. 
ghra onl i ne.com
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How to Handle
Harassment
Reports in Your
Convenience
Store
By Ready Convenience

You can’t know everything that goes on in your convenience
store. As a manager, though, what you don’t know can hurt
you. This is particularly true when it comes to harassment
in the workplace. If you have employees or other managers
who are creating a hostile work environment, you could be
held liable for not stopping it. Even if legal liability doesn’t
make its way to you, your store will almost certainly be
affected by poor morale and increased turnover. When you
handle harassment reports correctly, you may be able to
stop an isolated incident from becoming a full-blown crisis.

Your Role in Harassment Reporting
Harassment policies instruct employees to make a report if
they feel harassed or witness harassment. How you handle
reports of harassment is key to stopping harassment from
g h ra o nl i n e.com

escalating and preventing it from recurring. Follow these
guidelines when an employee comes to you to report
harassment:
 Take it seriously. It is your obligation to investigate
all harassment reports. Once an employee reports
harassment to you, you must own the process. Never
suggest that employees try to work things out on
their own.
 Give the employee who is making the report your full
attention. Show empathy and thank the person for
coming forward.
 Focus on the details. Reports of harassment are bound
to get emotional. You must be impartial, no matter who is
involved. Stay focused and take notes.
 Reiterate your company’s policy against retaliation. It
is against federal law for a company to retaliate against
an employee who reports harassment in good faith. Let
the reporting employee know that they will not suffer any
reprisals from the company for making the report.
 Follow company policy. Immediately inform your
supervisor of any and all harassment complaints.
Document all complaints and investigations in writing
and in accordance with your company’s policies.
Reports of harassment are an opportunity for you to
influence the culture of your company. Handling a report
following the guidelines above can help you both prevent
harassment and stop it immediately if it does occur. All
employees are entitled to a comfortable and hostile-free
work environment, and that starts with you. 
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FOODSERVICE

Consumer Adaptations Due to
Covid-19 Place Grab-and-Go
in a Strong Position
Grab-and-Go foods are ready-to-eat meals and snacks that are sold as an
alternative to traditional eating in cafés, bakeries, grocery shops, colleges,
hotels, and other businesses. They are often sold through self-service
refrigerators and food warmers. Only recently have they gained so much
popularity because previously they were thought of as ‘second-rate food’.
Grab-and-Go food services are very popular among
the younger generation, particularly millennials. A 2014
consumer trends study found out that whereas 19% of
average consumers select grab-and-go food items, nearly
30% of millennials purchase these items. The prevalence
of Grab-and-Go food services in the market can be seen
by the fact that there was an annual increase of 10.4%
between 2006 and 2014 in Grab-and-Go foods, according
to a Technomic study cited by an FMI about made-to-order
food’s share in grocery stores.
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According to Datassential – an organization dedicated
to helping food & beverage companies of all sizes and
segments innovate, sell, and plan for the future, backed
by the best data in the industry – more than one in five
consumers (22%) purchase Grab-and-Go foods from
convenience stores numerous times per week, exceeding the
16% who do so at grocery stores.
Considering their increasing popularity in today’s world,
Grab-and-Go hasn’t been without challenges during
ghra onl i ne.com
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Covid-19. One common question common among all
consumers – is Grab-and-Go safe considering the spread of
the virus?
Incorporating safety measures first, convenience store
personnel had to work on the safest packaging and display
of these foods to minimize customer concerns pertaining to
the safety and sanitization of the products. There was a shift
to pre-made foods that are pre-packed for an additional
element of safety.
The drastic shift that convenience stores had to go through
because of the pandemic had a major impact on the sales
and popularity of these food services. Convenience stores
had to critically analyze the market trends, traffic patterns,
and sales data to gain an understanding of where Grab-andGo food services stood when viewed from a consumer’s
perspective. The constraint on customers physically coming
in to purchase these products limited their sales as the
convenience stores shifted to a newer version of operations.
Also, due consideration had to be given to how these
products need to be promoted under the circumstances.
However, during these tough times, emphasis was given to
promoting Grab-and-Go services using technology. Ordering
through websites and mobile phones became a thing
and convenience stores weren’t slow to follow suit. These
C-stores innovatively designed promotions and campaigns
to improvise for the loss in sales.

other people in the store. The use of shared equipment like
spoons and tongs was also suspended. Due to this, the idea
of pre-packaged foods took root and many consumers were
comfortable with this option and it gained popularity.
While addressing these issues and the deteriorating
conditions of the pandemic, certain measures were taken
to cope with the problem, the suggestions of suppliers
were solicited and taken into consideration. Sandlin called
out to the suppliers and said “Suppliers can also help with
recommendations on what offers make [the] most sense to
be a Grab-and-Go offer.”

“Grab-and-Go has always been strong for us and
continues to be through the pandemic. This being said,
we know we need to play in every arena to be successful
long-term. Mobile ordering, curbside, MTO, etc., are all on
our radar,” said Paul Servais, the Foodservice Director of
Kwik Trip – Wisconsin.

Grab-and-Go food services were marketed through pointof-purchase and strategic positioning of the items. These
items were placed near items that were grouped like coffee
and other dispensed beverages. Employees were trained to
monitor out-of-stock situations without having to be in close
physical proximity. Warming carts were also strategically
placed near checkout areas. This way, the items were much
more visible to the customers and supported consumer
impulse buying.

The demand for grab-and-go will be there
because customers are always crunched for
time. More and more operators are wanting to
provide Grab-and-Go services, but they must do
it well if they want to be successful

Convenience store distributor Core-Mark launched programs
like turnkey grab-and-go foodservice solutions and
QuickEats Heat & Eat displays. Both offer the safety and
convenience of prepackaged items as well as the quality that
consumers demand. They include nationally branded options
for every daypart in beautiful display cases.

“Grab-and-Go has often been treated as a secondary offer
to made-to-order options, whether it is in the positioning
of grab-and-go warmers, packaging, maintaining the
appearance of freshness,” claimed Megan Sandlin, the
Customer Planning & Development Manager at Tyson Foods.
“As consumers have become more time-compressed in the
mornings and between dayparts, grab-and-go is a good way
to appeal to consumers looking for quick or a mini-meal.”

Convenience stores also had to provide an extremely clean
and disinfected environment, ensuring the wellness of their
employees and customers at the same time. Stores had
to bear the extra costs for employee hazard pay, cleaning,
protective gear as well as the loss in sales. “Passing along
price increases is going to be very difficult,” said David
Portalatin, a food analyst at The NPD Group.

As the dread and spread of the pandemic elevated, people
had their problems with Grab-and-Go food services. They
were wary of using these food services and convenience
stores had to deal with this problem. Stores went into
overdrive to provide their customers with safe and healthy
food services. They had to suspend self-service stations
and respect the customers’ wishes to limit their exposure to
g h ra o nl i n e.com

However, Grab-and-Go has been pretty successful in
recovering the losses it made during the pandemic as things
normalize once again. “The demand for grab-and-go will
be there because customers are always crunched for time,”
says Marcia Schurer, president, and CEO of foodservice
consultancy Culinary Connections, Chicago. “More and more
operators are wanting to do grab-and-go, but they must do
it well if they want to be successful.” 
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MERCHANDISING

The Importance of
Cross-Merchandising with
Top Snack Brands
When it comes to driving snack
purchases, familiarity is the name
of the game. Consumers want to
feel confident that they’re going to
love whichever convenience-store
foodservice offering they choose,
and when deciding which snack to
order, most shoppers (57%) say they
look for brands they already know
and love, according to Technomic’s
2021 Snacking Consumer Trend
Report.
By Convenience Store News & Petroleum

Recognizable brands can communicate quality at a glance—
and with a little strategizing, retailers can leverage them
to increase basket sizes, too. Cross-merchandising offers
an opportunity to compound the sales-driving power of
consumers’ favorite brands and can help introduce shoppers
to new products they’ll come back for again and again.

Making a Match
To craft a successful cross-promotion, retailers can look at
which brands and products are winning loyal customers and
pair them with compatible offerings their consumer base is
likely to love as well. Try pairing a beverage and a food item,
for example: According to Technomic’s Snacking report, 44%
of consumers’ snacking occasions included purchasing both
16

G H R A I N AC T ION | JU NE 2022

food and a drink. A food and beverage pairing featuring top
brands is a great way to meet this demand with an easy allin-one offering shoppers can choose at a glance.
Even for shoppers who aren’t necessarily entering the store
with the intention of purchasing both food and a drink,
cross-merchandising offers an opportunity to boost basket
sizes. Half of foodservice snack purchases are unplanned,
according to Technomic’s Snacking report, giving c-stores an
opportunity to encourage larger orders as shoppers peruse
the foodservice menu.

A Winning Pair
The top two snack types consumers say they’re
purchasing more of are “salty” and “sweet,” according to
Technomic’s Snacking report, and putting salty and sweet
together can increase the crave ability factor even more.
Try pairing ICEE® Frozen Novelty items with
SUPERPRETZEL® Bavarian All-in-One items, for example:
According to Technomic’s Snacking report, 37% of
consumers who purchase baked goods as sides or snacks
say they order pretzels at least occasionally, and 33% of
consumers who purchase desserts as snacks opt for frozen
novelties at least occasionally.
This pairing offers opportunities to mix and match, too.
Grab-and-go ICEE® Freeze Cups are available in Cherry, Blue
Raspberry and Frosted Lemonade, and ICEE® Float Cups
add in a swirl of vanilla ice cream to the classic Cherry and
Blue Raspberry cups. SUPERPRETZEL® Bavarian pretzels are
available as classic Soft Pretzels, Jumbo Soft Pretzels and
Soft Pretzel Braids. 
ghra onl i ne.com

g h ra o nl i n e.com

J UN E 2022 | G H R A I N AC T ION

17

The Texas Alcoholic Beverage Commission (TABC) is directing license
and permit holders who are required to post the following signs at their
business premises to post updated versions released by TABC.
These are the:
TABC Complaint Sign: Required for license and permit holders
that sell or serve to ultimate consumers.
Sec. 5.53(d) of the Alcoholic Beverage Code requires
any licensed or permitted business location in the state
that sells or serves alcoholic beverages to the ultimate
consumer to post the TABC Complaint Sign on their
premises.

Scan QR Code for
Compliant Sign

Human Trafficking Sign: Required for holders of a BG, BQ, MB,
N/NB/NE, BE, and BF license/permit without an FB Certificate.
A law passed during the 87th Legislative Session (HB
3721, 87R) requires certain businesses licensed or
permitted by the Texas Alcoholic Beverage
Commission to update the Human Trafficking Sign
posted at their locations so it includes contact
information for reporting suspicious activity to the
Texas Department of Public Safety.
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Scan QR Code for
Human Trafficking
Sign
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