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Dear Members,
I want to personally thank you for attending the Town Hall meetings last month and for your unwavering support of our
company. We want what is best for you and we continually advocate for mutually beneficial programs within each segment
we operate.
I’m also excited about sharing time with all of you at the GHRA 20th Anniversary Gala at the end of February. We have
a lot to be thankful for, but this year the celebration is a testimony to something larger than our business’! What we are
celebrating today isn’t the fact that GHRA has been in business for 20 years. We are celebrating our commitment to each
other, our promise to our community and to each other, that lifts the entire community. What we are celebrating this year
is unity - from single store operators to multi-store chains, and that unity is what will define us right now and ensure we
accomplish all we still have to do together.
That unity is also responsible for the GHRA warehouse and Distribution Center. Four years ago, we opened a business that
has grown over 400%. I don’t recall another business growing that fast in four years and achieving what we have achieved.
We still have work to do to be the best and we are working hard to get there, but this February we want to celebrate that
4th anniversary with you at the warehouse. We are holding a 4th anniversary event to thank you for all you do for us and for
your support of this massive business we have become successful in! We’d like to see the best turnout we have had. Please
stop by and see our operation, our products, and certainly meet our friendly and hardworking staff!
Lastly, we are at work on new initiatives; big ideas that will help us compete in this market and beyond. We hope to share
more about this in the coming months and get your feedback. The future of our organization depends on the wisdom of this
community and we want to start putting that to use today!
Thank you for your continued support.
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ON MY MIND
BILL PITOCCO, GHRA CEO

Wow! January went by in a flash and February is going to be a very busy month for GHRA! Thank you all
for attending the Town Hall meetings last month and thank you for your response to what we
presented. This organization’s single greatest asset is its member and your commitment to each other.
I am constantly amazed at how you prove that commitment to each other in times like these.
There are two big events for us this month, the 20th anniversary GHRA Member Gala on February 29th
and the much-anticipated anniversary event at the GHRA warehouse! The GHRA Member Gala will be a
great place for all of us to celebrate our many accomplishments over the last several months and to reenergize
and unify ourselves to continue doing what is needed to improve our businesses in the future.
We have much to be proud of and we should spend some time together in celebration. Plus,
celebrating the opening of the GHRA Warehouse and Distribution Center is really a celebration of unity.
This project not only demonstrated our commitment to the convenience store industry in Houston, but
it solidifies our resolve to be here to stay. Our progress and achievements in the last four years verifies
our solidarity and desire to improve the experience and traditions of the independent convenience
store owner.
It is an exciting time to be a part of the GHRA family. You are our mission and we are working hard to
bring you pricing, programs, technology and more to prove it. Thank you for all you do for us!
Members are our mission!

Bill Pittocco

O U R M E M B E R S A R E A LW AY S O U R M I S S I O N !
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Feature

State of the Cigarette Department
at GHRA
By Ric DeLeon, Tobacco Category Manager

Since July 1, 2019, there have been
many changes at GHRA, specifically
within the Tobacco Department. As
many of you know, GHRA is now a direct
buying customer of the Big 4! We now
buy directly from Phillip Morris USA (PM
USA), RJ Reynolds Tobacco Company
(RAI), Imperial Tobacco Group (ITG),
and Liggett Vector Brands (LVB). This is
a product of GHRA becoming a Texas
Tax Stamping distributor, which has not
happened in the past 23 years here in
Houston.
With that being said, let’s take a look
at our business, starting with share…
At GHRA, PM USA has a 58% share of
GHRA business, RAI has 30%, ITG is at
9%, LVB at .2% and the balance at 4%.
The balance includes brands from KT&G,
Dosal Tobacco, Seneca, Xcaliber, etc.
Since July 2019, cigarette volume is up
50.2%, and we average more than 50,000
cartons per week.
GHRA increased its rebates to
members by becoming a direct buying
customer of the Big 4, as they align with
our warehouse and distribution center
by funding GHRA through contract
requirements, many of which mirror the
contracts that are signed at your stores.
GHRA has done a great job of fulfilling
most of the contract requirements,
however there are additional funding
opportunities available. Our main
opportunity is with Promotional Execution
with PM USA, RAI, and ITG (including
Snuff). Our goal is to get the right
promotions to the right stores with the
right quantities, at a level above 80%
accuracy. GHRA currently averages
74%. This can quickly be corrected
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with our GHRA Member stores
communicating with the Tobacco
Representatives when you are
getting too many promotions during
the month, which will maximize
rebates for GHRA, and YOU. You
can also communicate with GHRA
if you cannot reach your Tobacco
Representative, in a reasonable
time frame (minimum once per
quarter).
The new GHRA’s Tobacco Promo
Policy, effective in March of 2020,
will also assist GHRA in maximizing
rebates from the manufacturers.
We will begin testing the process
with a few members soon, so start
NOW communicating with your Tobacco
Representatives if you feel your store is
getting too many promotions, or you do
not want promotions at all!
Another opportunity for GHRA is getting
the right products into the warehouse,
which will maximize the return on YOUR
investment. As previously communicated,
we have been reviewing and will continue
to review the product mix we carry, in
order to get the right product in stock,
in the right quantities, to minimize out of
stock conditions at your stores. Similar
to the changes that are taking place with
the beverage coolers in your stores,
the tobacco department is lining up
with Partnered Companies, in order to
maximize our rebates like we do with
Pepsi/KDP. You should consider doing
the same with PM USA, RAI, ITG, & LVB
to maximize your rebates through their
contracts (i.e. MLSPP / EDLP). This unity
within GHRA will bring higher rebates
throughout the community.

Remember that fairness in pricing
is a key facet to all of the tobacco
companies’ contracts, and the easiest
way to have your contracts ended is by
not pricing products in line with contract
requirements. In speaking with one of the
4th Tier representatives recently, pricing
is key. “I don’t offer my products in stores
to be disruptive to their previously signed
agreements with the Big 4 companies,
we need a level playing field in order for
everyone to WIN.”
If you need assistance in getting your
promotions reduced or if you no longer
wish to receive your monthly promotions
please contact the companies directly:
PM USA @ 866- 928-3510
RAI @ 800-974-2227
ITG @ 888-474-9111
LVB @ 877- 415-4100
If you get no response in a reasonable
amount of time, please contact me at
rdeleon@GHRAonline.com. Thanks
for your continued support of GHRA
Warehouse & Distribution Center! 
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The following is a paid advertisement

GHRA 20th
Anniversary Gala
Celebrating 20 Years Of Unity
On Saturday, February 29, 2020
at 7:30 PM
Hilton Americas Downtown
1600 Lamar Street
Houston, TX 77010

Guest Speaker
Nooruddin (Rudy) Karson
Technology Entrepreneur and
Investor

Entertainment
Bluffmaster Gujjubhai
Gujarati Natak
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The following is a paid advertisement

The Big Madre brand will be marketed to Houston area
consumers who shop at GHRA Member stores.
• The brand will drive traffic to your store through shopper
loyalty.
• The loyalty will be to the brand and to your individual store.
• Excellence in food service builds greater revenue and better
overall margins.

Fresh.y.Fast

Footprint requires 120 square feet, with 12’ counter space

For more information

Contact Doug Boone, Food Service Manager
281-295-5300
10
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Food Service

America’s new favorite restaurants are
convenience stores
By Doug Boone, GHRA Food Service Manager

In "Vacation," National Lampoon's
1980s classic, Chevy Chase jokes, "I'm so
hungry. I could eat a sandwich from a gas
station."
But the convenience stores and
gas stations that dot America's retail
landscape have worked to improve their
dinners-to-go and coffee. Today, chains
like Sheetz, Wawa and Kwik Trip offer
meal kits, salads, keto snacks, Kombucha
and espressos.
That overhaul is driving convenience
stores' rise, unexpected survivors in an
industry suffering mass store closings
and shoppers shifting online. While
delivery from Amazon has redefined what
convenience means for many Americans,
the 24-hour, 3,230-average-square-foot
convenience store still fills a niche for
time-strapped customers searching for a
bite to eat and a fill up at the pump.
"It has absolutely been a hidden gem,"
said Jeff Williams, senior vice president
of retail services at Nielsen. "They are
demanding that consumers view them as
a destination for food."
Convenience stores have reinvented
their businesses to adjust to the changing
ways Americans eat. Snacking is
becoming consumers' preferred meal of
choice, and Americans are cooking fewer
of their dinners at home as they eat out or
order in from their couch.
To keep up, chains are hiring executives
from restaurants and expanding their
snack choices and prepared food in
kitchens on site.
Consumers, especially Millennials, are
not always willing to go to a quick-service
restaurant, a fast-food joint or walk around
a 40,000-square-foot grocery store,
analysts say. Instead, they'll often head to
a convenience store, where the average
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amount of time customers spend inside
the store is less than four minutes.
"People simply don't have the time
to sit down a whole meal at night like
they used to," said Carl Rick, leadership
development specialist at Kwik Trip, which
is building around 40 stores a year and
just opened its 700th. "The more places
there are where people can duck in,
be out in three minutes with milk, eggs,
maybe a sandwich, something to drink—
those places are doing very well."
Over the past decade, convenience
chains have increased sales inside their
stores by around 30%, according to the
National Association of Convenience
Stores, an industry advocacy group. Since
2000, the number of convenience stores
in the United States has grown by 28%.
In 1965, there were 5,000 convenience
stores in the United States. Today, there
are upward of 153,000 of these minimarts, more than all the grocery stores,
drug stores and dollar stores in this
country combined. 7-Eleven is the largest
US convenience store chain with more
than 9,000 outposts.
Around 93% of Americans live within 10
minutes of a convenience store, a highlyfragmented sector where regional chains
and mom-and-pops dominate. Close to
80% of convenience stores have a gas
station attached.
For years, convenience chains relied
on tobacco, soft drinks and fuel to draw
in customers, a business model often
known as "Cokes, smokes and gas." But
Americans today are smoking less and
steadily cutting out soda.
And increased regulations on tobacco
and the decline of sugary drinks will
continue to chip away at the areas
convenience stores have long relied on to

grow. This has forced convenience stores
to adapt.
"When we look at what's going to make
us competitive in the future, it's what's
going on inside the store," said Rick from
Kwik Trip.
Top chains see an opening to cater to
customers hunting for breakfast, a quick
snack or a prepared meal for dinner.
From 2009 to 2018, food service sales in
convenience stores grew at a higher rate
than any other area in the store, according
to the industry trade group.
Spending on food away from home
surpassed spending on food at Americans'
home for the first time in 2010, according
to the Department of Agriculture.
"Fewer people are making those big
grocery trips and more and more people
are buying individual meals," said Rick.
"We're looking to capitalize on that." Kwik
Trip sells eggs, milk, burgers and produce
and has been expanding its selection
of take-home dinners and fried chicken,
which it preps at kitchens in Wisconsin.
These food trends are pronounced
among Millennials, who eat out more
often and visit the grocery stores less
frequently than their parents, according to
the agency.
"Millennials exhibit a higher preference
for convenience" when it comes to buying
food, a 2017 USDA study found.
"Our bullseye is kind of that younger
age group — the late teens to the early
thirties for food and beverage," said Travis
Sheetz, chief operating officer at Sheetz,
a family-owned chain that has more than
600 stores on the East Coast and topped
$7 billion in sales last year. "They tend to
be much more accepting of eating at a
gas station." 
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Industry News

Category Forecast 2020
Greater Expectations

Adapted from article by Don Longo, Convenience Store News

Although the convenience store
industry’s retailers appear to be
largely less enthusiastic about their
business prospects in 2020, this year’s
Convenience Store News Forecast
Study findings show that they project
an overall industry sales increase of 3.8
percent in 2020 — slightly better than
the 3.4 percent increase projected a
year ago.
Among the product categories
forecasted to achieve the highest gains
are prepared food, packaged beverages
and alternative snacks. The lowest
percentage gains are projected in the
edible grocery and cigarettes categories.
Here are the individual category
forecasts for 2020, according to retailers:

TOBACCO
In the cigarettes category, a majority
of retailers see cloudy skies ahead.
More than seven in 10 (72.2%) expect
unit volume per store to decrease in
2020, up from 63 percent who said
the same one year ago. Just 16.7%
expect cigarette category unit volume to
increase, while 11.1 percent expect it to
stay the same.
Expectations for average dollar sales
are more mixed, with just over half of
retailers (50.9%) predicting a decrease
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— which is still a jump from the 40.7%
who predicted a sales decrease for 2019.
Nearly one-third (32.7%) expect cigarette
dollar sales will rise, while 16.4% believe
they will stay the same.
Retailers are split on whether to
maintain the status quo or downsize the
category: 35.9% expect to decrease
square footage for cigarettes this year,
while 54.7% plan for it to stay the same. A
mere 9.4% plan to give the category more
space.
Survey respondents noted that 2020
is likely to be just another year of
continued decline for cigarettes. However,
government regulation and the higher
purchasing age trend are expected
to have a noticeable effect. Cost also
continues to be a notable factor.
"This was the first time in years that
we have seen this many cost and tax
increases," one retailer commented.
"Eventually, pack costs and multiple
increases will sway cigarette smokers to
change their thought process and move
to alternative nicotine delivery systems
like vape and e-cig products.”
Although the popularity of Juul and
other vaping products is undoubtedly
having an impact on cigarette sales,
retailers also noted that existing and

potential flavor bans and restrictions
on where vaping products can be sold
bolster the outlook for cigarettes.
When it comes to the other tobacco
products (OTP) category, however, such
restrictions, as well as controversy over
vaping products' appeal to underage
consumers and vaping-related illnesses,
are shaking retailers' confidence in OTP.
Positive sentiment around OTP fell
several percentage points from a year
ago.
For 2020, nearly 55% of retailers
expect to see an increase in both OTP
unit volume per store and average dollar
sales. But pessimism is growing, with
30.2% predicting a decrease in unit
volume (compared to 13.1% last year)
and 28.3% predicting a decrease in dollar
sales (compared to 12.9% last year).
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Heading into 2020, survey respondents
predict net increases of 1.8% for OTP unit
volume and 2.3% for OTP dollar sales
this year.
Although the largest number of retailers
predict no change to OTP's square
footage (48.2%) or SKUs offered (39.6%),
the remainder are split on whether to
increase or decrease the category's floor
space and product offerings.
Bans on flavored vape products and
issues surrounding Juul, as well as
increased regulation and health concerns
from consumers, are the main reasons for
the predicted declines. On the other hand,
legalization of cannabis, nicotine delivery
alternatives and segment innovation
are among the factors bolstering some
retailers' optimism.
"This category is on the rise,"
predicted one retailer. "As many states
decriminalize marijuana, cigarillo sales
will continue to increase. Vape and
e-cigarette sales will continue to dominate
the category as Juul is regulated and new
smaller players enter the market."

PACKAGED BEVERAGES
In a turnaround from the previous year,
retailers are largely optimistic about the
packaged beverages category in 2020.
More than three-quarters of c-store
operators expect sales to increase, with
78.3% predicting a rise in average dollar
sales and 75.5% predicting a boost in unit
volume per store. This marks a significant
jump from 2019, when 52.4% of retailers
expected unit volume and dollar sales to
increase.
Operators predict net increases in the
packaged beverages category of 3.2% for
unit volume and 3.7% for dollar sales.
Just a quarter of retailers expect to
increase square footage for packaged
beverages in 2020, but 41.3% expect to
increase the number of SKUs they offer.
Energy drinks are among the top
beverage types driving category growth,
according to retailers. Sparkling waters,
flavored waters and overall innovation are
having an impact as well.
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BEER
Convenience
retailers that sell beer
and malt beverages
are noticeably more
positive about the
category’s sales
in 2020 than they
were for 2019, when
opinion was mixed
on whether to expect
improvements or just
more of the same.
This year, unit
volume per store is
expected to increase
according to 57.5%
of retailers, up from
35.3% who said the
same one year ago.
The percentage of
retailers who believe
average dollar sales
will rise jumped from
41.2% to 63.4%.
Retailers predict net increases of 2
percent in unit volume and 2.4% in dollar
sales.
Just 28.6% of retailers expect to
increase square footage for beer and malt
beverages, but 46.5% plan to increase
the number of SKUs they offer.

While the expansion of craft beer has
slowed in recent years, operators point to
continued variety within the category as
a growth driver. Seltzer is expected to be
the biggest category driver in 2020. Some
retailers also plan to explore growlers.
"Seltzers and local craft beer options
have created a new revival for c-store
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retailers," said one operator. "I don't see
this trend slacking as more and more
distributors enter the game to try and
keep up."

CANDY
Consumers still have a taste for
indulgence, despite increased emphasis
on better-for-you options, but c-store
operators are split on what this will mean
for candy sales in 2020.
Just 28.6% of retailers expect candy
unit volume per store to increase this
year, down from 43.1% who predicted it
would rise in 2019. Retailers are more
optimistic about dollar sales, with 46.5%
expecting an increase. This is only a
slight bump from a year ago, when 43.1%
predicted dollar sales would rise.
Nearly seven in 10 retailers (69%)
expect unit volume to stay the same
(compared to 45.1% a year ago), while
51.2% expect dollar sales to stay the
same (compared to 47.2% last year).
The overall expected net change for
the candy category is a 1.9% increase in
unit volume and a 2.2% increase in dollar
sales.
The majority of retailers expect no
change to their square footage devoted to
candy (73.2%) or to the number of candy
SKUs they offer (69%).
Cost increases and sugar becoming
less popular among consumers are
seen as hindrances. Meanwhile, product
innovation, variety, seasonal items and
the popularity of non-chocolate candy are
likely to have the biggest positive impact
on category sales.
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"Bar candies are on a decline, and
many retailers are looking to stop
guaranteeing their products, which has
never before happened in this category,“
one retailer observed. "I see retailers
cutting space for bar candies and
focusing more on peg and bag candies.
Specifically, sour candies."

expected dollar sales to increase.
Innovation and new products are
expected to have a positive impact on
sales. Spicy and bold flavors, as well as
better-for-you offerings, are among the
top trends.
The expected net change for the salty
snacks category is a 2.1% increase in
unit volume and a 2.6% increase in dollar
SNACKS
Numerous trends have retailers largely sales.
Most operators do not expect to make
expecting good things from the salty
a change to their square footage for salty
snacks category this year. Both unit
volume per store and average dollar sales snacks or the number of SKUs they offer,
will increase in 2020, according to 71.4% but 23.8% plan to increase salty snack
of retailers. This marks a significant jump SKUs.
In terms of the alternative snacks
from a year ago, when 41.2% expected
category, expectations this year are
unit volume to increase and 47.4%
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slightly lower, though sentiment remains
positive.More than two-thirds of retailers
expect growth, with 67.7% predicting

unit volume per store
will increase (up from
50% in 2019) and
68.6% predicting
average dollar sales
will increase (up from
58.8% last year).
The predicted
net change for the
alternative snacks
category is a 2.5%
increase in unit volume
and a 3.1% increase
in dollar sales.
Driving factors cited
by retailers are the
demand for healthier
products and the
performance of protein
snacks.
"Better-for-you is
in now," said one
retailer. "This category
is where many of
those SKUs sit. I see
this category continuing a small climb
year over year, as people want healthier

options in convenience."
Operators are split on whether to
expand the alternative snacks category in
their store(s): 45.7% expect to increase
the amount of square footage, while
another 45.7% do not plan to make any
change; 44.4% expect to increase the
number of SKUs, while 47.3% will keep
the same number of products.

EDIBLE GROCERY
Edible grocery in 2020 is projected to
be a mixed bag for convenience retailers.
This year’s study shows just 32.4% of
operators expect both unit volume per
store and average dollar sales to increase
(up from 18.7% and 25% a year ago,
respectively). However, 27% expect their
edible grocery sales to decline. This is a
significant jump from last year, when just
6.3% predicted edible grocery sales would
drop.
The predicted net change for the edible
grocery category is a 1.8% increase in
unit volume and a 1.6% increase in dollar
sales. 
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Vol. 7 Issue 2

15

Human Resources

Convenience Store Interviewing
Strategies
Adapted from article by Ready Convenience

Keeping a convenience store fully
staffed has always been a challenge,
and with low unemployment rates
right now, operators are really feeling
squeezed. Once you recruit potential
employees, the next step is interviewing
the people who seem like a good
fit. Follow these convenience store
interviewing strategies.

Take Your Time
Spending time preparing for an
interview may seem unrealistic. If you’re
understaffed, you’re probably filling in for
missing employees while your own to-do
list keeps growing. You may feel like
you barely have enough time to conduct
an interview let alone prepare for it. But
by preparing for the interview, you can
be more efficient during the interview.
Review the interviewee’s application
carefully and jot down questions that
apply specifically to their past positions, need to know about an applicant. Avoid
education, and life experience.
yes or no questions. Instead of asking,
Treat Applicants Like Customers “Are you comfortable handling customer
Whether you end up hiring the
complaints?” ask “If a customer
applicant or not, your customer service
complains about a mess in the restroom,
philosophy must be reflected in your
how would you respond?” How quickly
interviewing process. Treat potential
and coherently an applicant responds
employees like your best customers –
to open-ended questions is just as
greet them by name, make eye contact, important as the answers themselves.
thank them for coming in, and smile. You
Focus on Attitude Over Experience
never get a second chance to make a
Skills can be taught. You should
positive first impression – this applies to already have a convenience store
both customers and applicants.
training program in place to take care
Ask the Right Questions
of that. What you can’t teach is attitude.
Get the formalities of interviewing out
You can set expectations for how you
of the way quickly so you can move on
want employees to behave, but you’re
to questions that really tell you what you never going to change their innate
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personality. Hire applicants for their
potential to help you meet your goals,
likelihood to fit in with your team, and
eagerness to learn.

Be Honest
You want to find a perfect employee
just as much as the applicant wants to
find a great job, but be careful not to
oversell the position you’re hiring for.
Be clear and honest about job duties
and scheduling requirements and
look for confirmation that the applicant
understands. With that out of the
way, lay out what you have to offer,
such as your investment in employee
development and career advancement
opportunities. 
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Is Your Staff Ready for a Fuel Spill?
By Convenience Store News

A fuel spill is a serious safety hazard
at convenience store gas pumps.
Most stores will experience small spills
frequently, while large and potentially
catastrophic spills are much less
common. Causes of spills range from
small drops or splashes of fuel during
fill ups to large flows of fuel which may
happen as the result of a car accident
or other major event. For the safety of
everyone at your store, all employees
must be trained on how to properly
respond to the different types of fuel spills
that may occur at your store. Here’s what
they need to know:

all the pumps. These
are typically used in
the event of a fire
emergency, a large
spill, or if gas is flowing
and cannot be stopped.
Your fuel spill training
program must teach
employees the location
of the shut-offs, how to
use them, and when to
use them.

How to Use the Contents of Your
Fuel Spill Kit

Train your employees to follow the “4
Cs” of responding to fuel spills:
Control – How the flow of fuel is
controlled depends on the severity
of the incident. Large and potentially
catastrophic fuel spills require the use of
the emergency shut-off switch. Smaller
spills may require the employee to simply
shut off the one pump. Or, with minor
spills, the flow of fuel is controlled before
the employee even becomes aware of it.
Contain – Containing the fuel spill
starts with putting on all necessary
PPE to avoid direct contact with fuel.
Employees should then place cones or
tape off the area to keep people and
vehicles away from the spill. Booms,

Preparation is key to effectively
responding to any fuel spill. Your location
should have a fuel spill kit that includes
absorbent, blankets, booms or “pigs,”
collection bags, and personal protection
equipment (PPE) such as gloves,
goggles, and a safety vest. Fuel spill
kits come in different sizes with different
materials, so it’s important all employees
are familiar with the kit at your location.

Location of Emergency Shut Offs
All fuel locations have at least one
emergency shut-off switch or button
that will cut off the electricity to the fuel
equipment and stop the flow of fuel to

The Four Cs of
Responding to
Fuel Spills

blankets, or “pigs” from the spill kit will
keep the fuel from running off into nearby
drains or landscaping.
Clean up – Train employees to clean
up the spill using the absorbent material
from the fuel spill kit. The kit will include
instructions on how long to leave the
absorbent down. Make sure employees
know what to use to collect the absorbent
and how to dispose of it properly.
Communicate – Communication
occurs throughout the process of
responding to a fuel spill. Employees
must know your company’s procedures
on documenting fuel spills, talking with
customers, and notifying necessary
people. 
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For Service Call:

Inside Houston: Tastee Kreme Ice Cream

713-290-0123
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New Member Introductions

Welcome
Members
On behalf of the Board of Directors and staff at GHRA,
please welcome our newest members as of February 2020:

TIDWELL SUPERMARKET
BROADWAY CORNER STORE
LOCKWOOD FOOD STORE
GIBBY'S FOOD MART
GRAPELAND GROCERY
EASY LANE FOOD MART # 12

MY STOP # 2
SPACE FOOD MART
BAYTOWN MARKET
MAGIC FOOD # 2
FUEL MAXX # 62
SUPER MAX

EASY LANE FOOD MART # 13
KWIKS TOP
CLAY FOOD MART # 3
BIG 7 FOOD MARKET
ROADSTER # 1

The following is a paid advertisement
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Gathering Data in Today’s Retail Channel
GHRA
Warehouse’s
marketing and
procurement
team has created
marketing goals
and strategies
we want to work
towards in the new
year. Our team
Hamna Siddiqi
works with our
GHRA Marketing Assistant
supplier partners
daily to assure we are bringing in new
and trend setting products at competitive
pricing. Zeeshan Ali, Category Manager
for the warehouse stated “In order to
evaluate these trends, we are constantly
looking at data on a national, state level,
and city limit basis. After evaluating the
sales data, we look at the performance

rankings within the category and how that
channels in the c-store industry.”
Learning about product innovation
within different categories helps us adopt
a holistic planning approach that helps
us with improved targeting and smarter
spending all while finding new ways to
unlock retail potential within categories
like, snacks, candy, health and beauty,
automotive, tobacco, and so on.
Studying and evaluating data is
pertinent in todays retail channel.
According to Charlie Chappell, head of
Integrated Media and Communications
Planning at The Hershey Company
states, sharing data among partners and
connecting the “who saw what” to “who
bought what” can lead to better targeting
and stronger ROI (return on investment).
Retailers know how to drive sales within

their store. Insights-driven manufacturers
understand how to drive sales within their
category. By planning collaboratively,
they can reach new levels of growth. In
today’s complex retail setting, growth
requires collaboration and data sharing
across organizations to gain a deeper
understanding of what shoppers want.
GHRA Warehouse and Distribution
Center focuses on bringing forth quality
products, exceptional customer service,
and has created a one stop-shop for our
members. We are excited to celebrate
our 4-year warehouse anniversary in
the month of February with an all week
long promotional event, which will begin
February 24th until February 29th. We
hope to see you all there! Stay tuned for
more with GHRA! 

The following is a paid advertisement
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Use this calendar to plan special marketing promotions this month

Sign up for a session and
start your journey with us!
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