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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 and welcome to the new school year! 

The beginning of a new school year conjures many emotions for people; personally, it brings into stark relief 

the realization my kids are growing up. My youngest started high school this year, marking a new era for us. 

The point is, time marches on and over time things do change. 

Over the last couple of month,s GHRA has implemented several changes at the warehouse to better serve 

you and to make it easier to do business with GHRA. Our new GHRA Warehouse ordering app is being very 

well received. If you have not yet downloaded the new ordering app, please do so. We are decommissioning 

all old versions of the app on September 1, 2022. 

GHRA launched the new Customer Service Call Center in August, and we are very excited by the early 

results. The feedback we have received from members has been very positive. I’d like to thank the members, 

the Board of Directors, and Warehouse team for their efforts bringing this initiative to life.

We are seeing improved product in stock conditions at the warehouse, and the non-tobacco sales in August 

were the highest level of sales yet. This is despite the challenges that still exist with the supply chain. 

Recently, I have learned from several companies they are expecting continued supply disruptions into  

Q2 2023. 

Lastly, I want to encourage all the members with unbranded fuel supply to reach out to Gary Aston,  

Director of Fuels, to discuss signing up for the credit card processing deal we have negotiated for your 

benefit. I believe you will see significant financial savings.

GHRA will continue to put the needs of the members front and center of our strategy as we evolve to 

provide the greatest support level possible for all our members.

Thank you for your trust and your continued 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 !
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2022 MIDYEAR 
REPORT CARD

After weathering a difficult 2020 as 
consumers stayed home during the worst 
of the COVID-19 pandemic, convenience 
store sales began to rebound in the first 
half of 2021 and by the time the calendar 
was ready to turn the page to a new year, 
almost all of the industry’s key product 
categories were on the upswing — many 
registering double-digit
sales gains for the year. 

The story for 2022 so far is a bit different, 
with some product categories still seeing 
positive momentum, but others feeling 
the negative effects of inflation, supply 
chain issues, continued staffing 
challenges, and record-high gas prices (as 
of press time). 

“Inflation is impacting every level of our 
business, from the cost of goods [to] 
rents we are asked to pay, cost of repairs 
and maintenance, and the wages we 
need to remain competitive,” the CEO of 
one roughly 100-store chain recently told
Convenience Store News. 

Inflation hit a 40-year high in June 2022, 
driven by record gas prices, according to 
the Consumer Price Index, an important 
economic metric. U.S. consumer prices 
overall jumped by 9.1 percent year over 
year, the largest increase seen since 
1981. 

The good news is that even as inflation climbed higher and 
drove up prices across the board, retail sales rose in June, 
according to the National Retail Federation (NRF), indicating that 
consumers may be modifying their shopping behavior, but 
they’re still spending. 

“Inflation has consumers modifying their spending behavior and 
prioritizing essentials like food, energy, and back-to-school 
items,” NRF President and CEO Matthew Shay observed. 

The exclusive Convenience Store News 2022 Midyear Report 
Card, compiled in partnership with NielsenIQ, looks at dollar 
sales and unit volume metrics for January through June 2022 to 
evaluate which product categories are gaining vs. losing amidst 
today’s challenges.10

A Mixed Bag – 2022 Mid-Year Report Card
The current challenges facing the c-store industry — from inflation to supply chain issues 
to high gas prices — are impacting key product categories in varied ways

By Linda Lisanti, Convenience Store News

Scan QR code to see full report

INDUSTRY NEWS
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FUEL

Industry Veteran Cautions Pump 
Prices Could Top $5 Again

than last year, but it could slow pump price decreases if the 
trend holds.

Additionally, total domestic gasoline stocks decreased by 3.3 
million barrels to 225.1 million barrels, signaling that higher 
demand reduced inventory last week.

New survey data from AAA finds that drivers almost two-
thirds (64 percent) of U.S. adults changed their driving 
habits or lifestyle since March, with 23 percent making 
“major changes.” The top three changes are:

1. Driving less

2. Combining errands

3. Reducing shopping or dining out.

On Aug. 1, the national average of $4.21 is 63 cents less than 
a month ago and $1.04 more than a year ago.

The nation’s top 10 largest weekly decreases are Colorado 
(22 cents), Kansas (22 cents), Ohio (22 cents), Nebraska 
(21 cents), Indiana (21 cents), Michigan (20 cents), Iowa (20 
cents), Illinois (19 cents), Oklahoma (19 cents) and Arizona 
(19 cents).

The nation’s top 10 least expensive markets are Texas 
($3.71), South Carolina ($3.73), Georgia ($3.76), Oklahoma 
($3.77), Arkansas ($3.77), Mississippi ($3.77), Tennessee 
($3.78), Alabama ($3.78), Louisiana ($3.82) and Kentucky 
($3.83).

The State of Crude Prices
At the close of the formal trading session on July 29, West 
Texas Intermediate increased by $2.20 to settle at $98.62. 
Crude prices increased last week as market concerns 
about weakening demand this summer eased after the EIA 
reported that total domestic crude stocks decreased by 
4.5 million barrels to 422.1 million barrels last week — 13.5 
million barrels lower than the storage level at the end of  
July 2021. 

Additionally, crude prices rose after the market adjusted 
its expectations for supply since the Organization of the 
Petroleum Exporting Countries (OPEC) and its allies, a group 
also known as OPEC+, will most likely announce its output 
will remain unchanged for September at its videoconference 
meeting on Aug. 3, according to AAA. 

By Convenience Store News

WASHINGTON, D.C. — Motorists have been paying less at 
the pump, but one convenience and gas veteran is raising 
concerns that lower gas prices may not be here to stay.

During an appearance on “Mornings with Maria” on Fox 
Business, Joe Petrowski, former CEO of Cumberland Farms 
Gulf Oil Group, said he is “absolutely certain” the United 
States will be in a recession.

Petrowski is currently an advisor to the chairman and 
director of Fuels at Yesway.

He added a recession usually comes along with “every 
energy crisis,” especially since energy is 7 percent of gross 
domestic product, the broadest measure of goods and 
services produced across the economy, reported The New 
York Post.

As a potential recession looms, crude prices are still below 
$100 per barrel, though rising on weakened consumer 
demand, and if that trend continues gas prices could once 
again top $5, Petrowski noted.

“I really do believe as we go through the summer we’re 
going to see crude reach back to $150 a barrel and oil before 
Labor Day will be at that level and retail gasoline prices 
will exceed $5 again,” Petrowski said. 

The State of Gas Prices
Petrowski is not the only one raising the caution flag over 
gas prices. Fueling up may also become more expensive as 
motorists take advantage of lower prices, according to AAA.

The association reported the national average for a gallon of 
gas fell to $4.21, down 14 cents since last week. But a slight 
uptick in gas demand as more people fuel up could end the 
steady drop in daily pump prices.

“We know that most American drivers have made significant 
changes in their driving habits to cope with high gas prices,” 
said Andrew Gross, AAA spokesperson. “But with gas below 
$4 a gallon at nearly half of the gas stations around the 
country, it’s possible that gas demand could rise.”

According to new data from the Energy Information 
Administration (EIA), gas demand increased from 8.52 
million barrels per day to 9.25 million barrels per day last 
week. The estimated rate is 80,000 barrels per day lower 

AAA notes the national average for a gallon of gas fell 14 cents  
since last week.
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Tobacco Category Feels  
the Impact of Inflation in Q2

Looking at segments, Nicotine Nuggets found smokeless 
nicotine remains strong, led by modern oral nicotine brands 
on! and ZYN.

As for electronic cigarettes, volume remains “broadly stable 
reflecting growth in flavored disposables and increased out-
switching from cigarettes,” Herzog noted.

Additionally, Goldman Sachs retailer and wholesaler 
contacts did not report any broad negative impact 
to JUUL from the Food and Drug Administration’s marketing 
denial order and subsequent judicial stay in late June.

“In fact, most respondents indicated that JUUL saw a 
short-term surge in sales following the ban which has since 
normalized,” she added.

However, the survey respondents remain concerned about 
a potential nicotine cap rule and related unintended 
consequences, but they believe it is too early to implement a 
change in their tobacco strategy given the policy could take 
several years to be implemented, according to Herzog.

She added consumers are also largely unaware of the 
proposed policy.

On June 21, the FDA said it would develop a proposed 
product standard to establish a maximum nicotine level. 
The goal of the rule, according to the agency, is to reduce 
underage tobacco use, addiction and death.

“The outlook is incrementally more cautious as retailers 
and wholesalers expressed increased concerns about 
inflation and higher gas prices — especially for low-income 
consumers — driving accelerating cigarette volume declines 
and downtrading activity, regulatory tightening and 
continued uncertainty around e-cigarettes,” Herzog said. 

By Convenience Store News

NEW YORK — The tobacco category has come up  
against headwinds.

According to the Goldman Sachs second quarter Nicotine 
Nuggets survey, higher gas prices and inflation started to 
take a toll on lower income/core tobacco consumers.

“Overall, our contacts are incrementally cautious and 
highlighted that cigarette volume declines accelerated, 
downtrading pressure intensified and pricing power is 
softening in Q2 as increased pressure on low-income 
consumers is forcing them to make trade-off decisions,”  
said Bonnie Herzog, managing director at Goldman Sachs.

Nicotine Nuggets surveys retailer and wholesaler contacts 
represents approximately 75,000 c-store retail locations 
across the United States, or roughly half of the total channel.

According to the quarterly survey, cigarette volume declines 
accelerated in the second quarter of 2022 reflecting 
increased pressure on low-income consumers forced to 
make trade-off decisions resulting in shifts to packs vs 
cartons, reduced tobacco purchase frequency and less  
store trips and lower spending per store trip on tobacco/
nicotine products.

Downtrading pressure intensified in the three-month period, 
with more than 70 period of respondents flagging this as a 
response to elevated retail gas prices, Herzog said.

In addition, pricing power softening as consumers have less 
money to spend on tobacco purchases. “Approximately 65 
percent of retailers noted manufacturers have less pricing 
power today than one-year ago, which is a marked shift 
from our previous surveys,” she said, pointing out it is a 
sharp increase from an approximately 30-percent average in 
prior surveys.

Higher gas prices are also affecting the core tobacco consumer,  
according to a recent Goldman Sachs survey.

TOBACCO
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CANDY & SNACKS

Hershey Reveals 
Outlook on 
Halloween 
Candy Shortages

“Seasonal consumer engagement is expected to remain 
high, and we expect high-single-digit sales growth for both 
our Halloween and holiday seasons,” Buck said during the 
company’s recent earnings call. “Despite this strong growth, 
we will not be able to fully meet consumer demand due to 
capacity constraints.”

However, Ashleigh Pollart, manager of content strategy 
and management at The Hershey Co., provided more 
context to the situation.

“We do anticipate high-single-digit growth for our 
Halloween and holiday seasons and will have even more 
seasonal products available to the consumer this year than 
last year,” Pollart said in a statement provided to CSP.

In 2021, total chocolate sales were up 9.2% while 
nonchocolate sales were up 14.5%, according to the National 
Confectioners Association (NCA). Suppliers had to keep 
up with this surge in candy sales during the pandemic. The 
Hershey, Pa.-based company uses the same manufacturing 
lines for its regular and seasonal products, which leads to 
capacity constraints.

“We made the decision in the spring (when we start making 
Halloween products) to focus on everyday products to 
improve on-shelf availability,” Pollart said. “This strategic 
decision was made not due to the reasons some outlets 
are reporting, but rather due to everyday and seasonal 
production occurring on the same lines and having to 
balance our everyday and seasonal portfolios. As in years 
past, our everyday, snack size assortment can be applied 
to seasonal displays if consumers just can’t get enough of 
our Halloween and holiday products. Moving forward, with 
higher inventory levels and more capacity, we believe we’ll 
be well positioned to deliver for the consumer whether 
they’re reaching for everyday or seasonal products.”

In addition to capacity constraints, the company is still 
struggling with disruptions along its supply chain, including 
higher dairy prices and scarce ingredients. Hershey sources 
ingredients from suppliers.

“Certainly, the Ukraine-Russia issue created some scarcity 
and issue with ingredients,” said Buck. “And more recently, 
there have been additional restrictions from Russia on the 
EU relative to natural gas. Germany will be impacted. That’s 
an area where we source a lot of equipment, supplies, as do 
many of our suppliers.”

Supply constraint could put pressure on the stock in the 
second half of the year, according to Buck. The shortage, 
however, is expected to be short-lived. Hershey anticipates  
it will have inventory back up to meet consumer demand 
into 2023.

The Hershey Co., based in Hershey, Pa., has more than 80 
brands around the world that drive $8 billion in annual 
revenues, including Hershey’s, Reese’s, Kit Kat, Jolly Rancher, 
Ice Breakers, SkinnyPop and Pirate’s Booty. 

By CSP Daily News

HERSHEY, Pa. — The Hershey Co. disclosed that there will 
not be a candy shortage this Halloween after a statement 
by Michele Buck, Hershey chairman and CEO, that led many 
to believe the company would not be able to produce 
enough candy for this year’s holiday.

Candy manufacturer walks back 
supply chain disruption claims.
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Connecting the Dots  
Between Internal and External 
Customer Loyalty

and your external customers – and that connection begins 
with you.

If external customer loyalty is built through service, then it’s 
your job to ensure that your employees are providing great 
customer service. Happy, loyal employees are much more 
likely to provide a customer with a positive guest experience 
than employees who feel underappreciated – and the cost 
of bad service can mean more than losing just that single 
customer.

How can you create happy, loyal employees? Here are a  
few tips:

 � Be a good leader – A good leader is often a coach rather 
than a boss, and fosters relationships built on respect and 
open communication.

 � Be loyal – You must demonstrate loyalty and trust in your 
employees before you can expect to receive it in return.

 � Engage employees – When employees feel like they have 
a purpose and some ownership in their jobs, they will feel 
more loyal to you and your business.

 � Train employees – Ensuring your employees know how 
to do their jobs well will increase their confidence and 
performance. Providing effective convenience store 
training also shows you’re willing to invest in your 
employees and their futures – which will improve customer 
service and employee retention. 

By Ready Training Online

Loyalty is what keeps you in business. Without the loyalty 
of your employees as well as your customers your business 
won’t succeed. There are many things you can do to improve 
loyalty, but first you need to understand the relationship 
between internal and external loyalty.

Internal Customer Loyalty
Your internal customers are exactly that – internal. These 
are your employees who keep your store running; gaining 
their loyalty is necessary for the success of your business. 
The spotlight often shines on what to do to improve your 
external customer loyalty, but it’s important to not forget 
about your internal customers. They interact with external 
customers every day, making their loyalty to your business 
equally important.

External Customer Loyalty
External customers are the customers who purchase your 
products and services, and your goal is to capture their 
loyalty and keep them coming back. External customer 
loyalty is built through service – customers who have 
positive interactions with your business and employees are 
much more likely to return and recommend your business to 
their friends.

The Internal/External Connection
There is a direct correlation between your internal customers 

MARKETING
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It’s ‘Full Speed Ahead’ for 
Convenience Store Retailers

“We want to ensure that we have proper floor density for 
the expo and would only expand the size of the expo if we 
can also bring along more buyers,” Lenard said. “While this 
strategy leads to a waiting list for companies seeking to 
exhibit, we want to ensure the long-term value of the NACS 
Show to all attendees.”

That doesn’t mean, however, that the attendance is sold out. 
“There’s plenty of room for more attendees!” added Lenard, 

With more than 45 education sessions, attendees will  
find content specifically designed to address their  
biggest challenges.

By Convenience Store News

Networking opportunities, products from 1,200-plus 
companies, education sessions and more are on tap for the 
2022 NACS Show, scheduled for Oct. 1-4 at the Las Vegas 
Convention Center.

Convenience Store News reached out to Jeff Lenard, vice 
president of strategic industry initiatives for NACS, who 
revealed the theme of this year’s event and shared insights 
about what’s in store.

“The themes selected for each year are determined after 
holding focus groups for what the industry most wants and 
needs both from the NACS Show and from NACS,” Lenard 
explained. “Last year, it was important to demonstrate how 
we are resilient and support each other and that led to the 
‘We Got This!’ theme. This year, we heard loud and clear that 
our industry can’t wait to innovate and find new ideas, so 
the theme is ‘Full Speed Ahead.’”

Numbers Trending Up for 2022 Show 
With a show floor of approximately 420,000 net square  
feet and more than 1,200 exhibitors, this year’s expo will  
be bigger than last year’s show — on par with its  
pre-COVID size.

“We did not hold a NACS Show in 2020, and in 2021 we 
slightly scaled back the expo in anticipation of decreased 
attendance because of COVID,” said Lenard, who noted 
that as of early July, the expo was “almost sold out” and 
expected to be a completely sold-out event this year.

The 2022 NACS Show is ready to help the industry innovate  
and find new ideas

INDUSTRY NEWS
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INDUSTRY NEWS
that are much more difficult to solve alone. And let’s face it, 
we have a lot of challenges to solve right now,” Patel said. 
“Every year, I have come back from the NACS Show with a 
renewed enthusiasm for what’s possible — and [with ideas 
about] how we can overcome our challenges with a new 
perspective to solve them.”

There are myriad reasons members of the convenience store 
industry attend the NACS Show.

“Everyone attends the NACS Show for different reasons. 
Some are looking for great new products or solutions on the 
amazing expo floor.

Some are looking to solve problems or challenges in 
the education sessions and in the networking sessions,” 
commented Annie St. Romain Gauthier, chief financial officer 
and co-CEO of St. Romain Oil Co. LLC (dba Y-Not Stop) in 
Mansura, La. “But we all have one thing in common: We 
are using the NACS Show as our strategic summit to help 
define how we will go to market in 2023. Every year, our 
team comes back energized about the possibilities for our 
business, and we get to work in making these ideas a reality 
to grow our business.” CSN 

who anticipates attendance will be back to pre- pandemic 
numbers.

“As of mid-June, attendance was tracking in line with 
previous years when we have the NACS Show in Las Vegas, 
and that’s great news,” he reported. “As we usually do, we 
are working with groups that represent both domestic and 
international buyers to help them facilitate registrations. 
... Our members are telling us that they are very excited to 
get together, and the early registration numbers reflect that 
enthusiasm.”

Content Designed to Tackle Challenges
What enthusiastic NACS Show attendees will discover 
are products and services from vendors representing six 
categories: Merchandise; Candy & Snacks; Technology; 
Facility Development & Store Operations; Fuel Equipment & 
Services; and Food Equipment & Foodservice Programs.

They will also find:

 � The Cool New Products Preview Room featuring 
novelties, trends and must-haves;

 � New Exhibitor Area where attendees can engage 
with the latest technology, products and companies 
entering the convenience store market;

 � 45-plus education sessions designed to deliver 
relevant and stimulating content;

 � Four hands-on training workshops created to help 
solve challenges unique to the industry’s smaller 
operators; and

 � Two pre-conference workshops called NACS Advanced 
Category Management Certification and the NACS 
Food Safety Conference. Registration can be done as 
an add-on when registering for the show and attendees 
must be registered for the show to attend a pre-
conference workshop.

“We know there are significant challenges facing retailers 
around the globe, from labor shortages, supply chain 
disruptions, inflation, an evolving energy landscape. And 
we are creating specific content to address those concerns 
so that the industry can move full speed ahead,” Lenard 
told CSNews. “There is always a focus on issues of most 
importance to retailers because our session topics are 
designed by retailers, specifically our Convention  
Content Committee.

There will be a focus on strategies to address the labor 
shortage and supply chain challenges, among many  
other topics.”

Delivering content that helps c-store retailers tackle the 
challenges they’re facing is always a NACS Show draw 
for attendees like JP Patel, vice president of the Strategic 
Alliance for Affiliated Store Owners of America, based in 
Fairhope, Ala.

“The NACS Show allows us to find solutions to problems 
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Convenience Store “Grab-and-Go”  
a Growing Meal Option

“Younger consumers have always seen the convenience 
store as ‘a place for anything and everything’ so, as those 
consumers age into family responsibilities, it makes sense 
for the convenience sector to grow with their needs.”

In addition to convenience, grab-and-go helps eliminate 
food waste, said Tania Long, a nutritionist at Mealfan. She 
also said cooking fatigue induced by the pandemic is giving 
the sector a boost.

A 2020 webinar by the Mattson consulting firm advised 
grocers and convenience stores to put together combo 
meals, offering consumers a one-stop approach to meal 
planning.

“This trend towards increased reliance on prepared meals is 
not going away,” Bennett Hirsch of Charlie’s Table Inc. said  
in an email, noting marketers know just how busy  
consumers are and are working to make grab-and-go 
options even easier.

For Reese Jackson, owner operator of Savor Training Co., 
grab-and-go from a convenience store is a no-brainer.

“There are three convenience stores I pass on the way to 
the grocery store. I can save time by just stopping at one of 
those, and usually it’s really simple to heat up. The natural 
next step is for those convenience stores to deliver. People 
will always choose the most convenient method if they 
are able to afford it and sometimes even when they can’t,” 
Jackson said. 

The convenience store long has been a place where one could grab a quick 
slushy on the way home from school or a bag of chips on the road. But a 
funny thing has happened: Those little stores with mostly junk food are 
transforming into meccas of grab-and-go meals – both the kind that can be 
eaten as is or quickly warmed for a hot meal.

“We are seeing both of these segments grow,” Kwik Trip 
foodservice director Paul Servais told Convenience Store 
News (May 16). The convenience store chain features its 
Kitchen Cravings Take Home Meals, which are prepared  
daily and include cooking instructions for selections like 
chicken casserole and beef stroganoff as well as several 
varieties of pasta.

Servais said the company was confident the take home 
meals program will grow over time.

And it’s not just singles who are opting for these meals, 
which generally are priced lower than restaurant takeout, 
but people buying for a whole family. The already prepared 
meals eliminate the time it takes to shop for ingredients as 
well as the process of cooking a meal from scratch.

An iSHOP survey indicated the grab-and-go phenomenon 
spans breakfast, lunch and dinner, especially now with more 
people working from home as a result of the pandemic.

“Convenience stores, especially in rural areas and food 
deserts, have often stood in for traditional grocery stores,” 
Nancy Jo Seaton of Seaton Food Consultants told The Food 
Institute. “They are well placed, near commuter hubs (bus 
and train stations), travel centers (gas stations) and often 
the last bastion of commerce before the roads turn from 
asphalt to dirt. This made them even more important during 
the pandemic for those who had limited range (walking 
distance) and funds (avoiding delivery fees).

By The Food Institute

FOODSERVICE
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