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OUTREACH
A Message From The GHRA
Senior Vice President, Imran P. Ali
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Our company's influence has brought awareness of the challenges we face as business owners
Our companies influence has brought awareness of the challenges we face as business owners
and operators in the market and has brought about positive change. As the new Vice Chairman
and operators in the market and has brought about positive change. As the new Vice Chairman
for Outreach, I intend to build on the great success of the past. In addition to those concerns,
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With all we do in Outreach, GHRA continues to garner a better reputation and more recognition
With all we do in Outreach, GHRA continues to garner a better reputation and more recognition
than ever before. We thank you for your support and continued expectation that we make this a
than ever before. We thank you for your support and continued expectation that we make this a
priority of our company!
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ON MY MIND
BILL PITOCCO, GHRA CEO

October of 2020 will not be a normal October. This year, the NACS show was cancelled for the first time
in 20 years. Plus, GHRA will not be holding its own trade show, a premier event in Houston Texas! To keep
the spirit of the show alive, the staff came up with a brilliant idea and we hope you will enjoy it. It is the GHRA
Tradeshow2Go and we have worked hard to bring it to life for you.
Even though the industry traditions of October will not be in place, I still encourage members to constantly
operate as “students” of the industry. Continue to discover new business opportunities, new items and stay on
top of the hottest trends. When we learn what todays shoppers are looking for, we can be their place of choice
to buy it based on our superior service! The future of your business and ours will depend on how we incorporate
these new ideas and trends into our offerings and stay relevant with Houston shoppers. At GHRA, we too, strive
to constantly discover new ways to provide value to your businesses. We are building better programs for 2021
and bringing in new products for our Warehouse and Distribution Center. The Big Madre brand continues to
grow and consumers give it high marks, not only in food taste and cost but also with the one secret ingredient
that you all provide every day - and that is customer service (thank you).
Lastly, there is still a big celebration at the end of this month. Halloween will close out October and still drive
consumers to look for candy, energy drinks and beer to celebrate. See this month’s Warehouse feature items
towards the back of this magazine for great consumer offers for Halloween. Then, use the remainder of October
to prepare for the winter selling season. Be sure your coffee equipment and hot beverage offerings are tuned up
and cleaned up. Plus, your warehouse and distribution center has items like Chapstick, knit caps, ice scrapers,
gloves and much more.
Even though October will not be normal this year, we can use this month to prepare, not only for our business
but also for the times ahead. Halloween will give way to the Presidential elections and immediately following
that, we begin the season of thanks and gratitude. I think we would all agree that we all have a lot to be thankful
for this year - most of all our immediate families, and the larger GHRA family too!
Our members are our Mission!

Bill Pitocco
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Monthly

Introducing

$45

EASY TO USE

Including Tax

NEW Back Office Software
Exclusively for GHRA Members
SWITCH OVER WITH JUST ONE CLICK

Payroll

Multistore

Inventory

Banking

FIND OUT MORE ON

www.tallyquick.com or
www.modisoft.com

What is TallyQuick?
TallyQuick is a Back Office software exclusive to

**FREE 30 day
trial period for
non-modisoft
customers**

GHRA members.

What is the difference between Modisoft
and TallyQuick?
TallyQuick is the same as Modisoft Enterprise + with the
custom modules for GHRA members only..

What will happen to my data if I change
from Modisoft to Tallyquick?
You will not lose any data when you make the switch.

I am already paying a monthly fee with
Modisoft.

In conjunction with

What happens if I switch to

TallyQuick?
Modisoft will switch your subscription cost to $45 from
the following month
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Feature

GHRA
Tradeshow2Go
2020
By Debbie Briese, GHRA Procurement and Marketing Manager

The effort to slow the spread of
COVID-19 has temporarily halted faceto-face meetings and industry events as
states have banned large gatherings and
organizations have put travel on hold.
With the safety of our Members,
employees, and suppliers a top priority,
GHRA has made the difficult decision
to not proceed with a live, in-person
tradeshow for 2020.
Instead, GHRA is hosting a
“Tradeshow2Go”. Each store will be
mailed an event kit - a box containing
a magazine that features our supplier
partners and numerous promotional
opportunities, as well as samples or
swag items from participating vendors.
The pandemic has created a year of
significant disruption, but it is important
to keep our businesses moving forward.
Through the years, the annual GHRA
Tradeshow has provided a place for our
suppliers to present their company’s
strategy and products to our 2,000-plus
members in an atmosphere conducive to
buying.
Although the format for this event
will be significantly different from
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GHRA Tradeshows in past years,
the benefits that the event offers will
remain unchanged – Members will
gain knowledge and exposure to
new products, trends, and resources,
as well as new and creative ways to
support your businesses. There will
also be opportunities to increase your
profit potential by taking advantage of
Tradeshow2Go discounts and product
deals. The one thing that the 2020
GHRA Tradeshow2Go will not be able
to provide members is a sample of our
tasty Big Madre tacos!
As an essential business, GHRA
and the GHRA member stores have
demonstrated who we are and how we
serve the communities in which we live
and work. We have quickly adapted
to the changing needs of our everchanging environment.
We are confident that the 2020
Tradeshow2Go event will be a great
success for both the GHRA members
and suppliers who participate.
Be on the lookout for your GHRA 2020
Tradeshow2Go box at the end
of October. 
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Food Service

Convenience Stores
Are Eating Into Fast
Food's Market Share
By Alicia Kelso, Forbes

If there is any indication as to just
how blurred the lines are becoming
in the foodservice space, consider
the increasing threat to restaurants
from gas station convenience
stores.
Players in this category have
spent the past few years evolving
their food offerings beyond the
stereotypical, hours-old hot
dogs on a roller grill and the
effort is likely eating into quickservice restaurants' market
share. According to a new study
from the National Association of
Convenience Stores, foodservice
sales now make up 23% of sales at
convenience stores in the U.S.—a
3% increase throughout the past
five years.
Further, a new report from
smartphone app GasBuddy shows
that 56% of Americans purchase
meals at least once a month at gas
station convenience stores, with
younger consumers doing so most
frequently.
“Convenience retailers with
compelling foodservice programs
are a growing threat to quickservice restaurants,” Frank Beard,
convenience store trends analyst
at GasBuddy, said in a news
release. “Data show that people
choose convenience stores over
fast food locations because of the
convenience of an all-in-one stop
for fuel and food, followed by a
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7-Eleven is hardly the only convenience store chasing
these on-the-go consumers. As the GasBuddy study
shows, Wawa, QuickTrip, Casey’s and others are also
stepping up their foodservice games, and therefore
continuing to erode categorical lines. Casey’s, for
example, now has a pizza parlor and bakery, while
QuickTrip has added made-to-order sub sandwiches in
two markets. Wawa even began offering catering earlier
this month, showing off its robust menu of hoagies,
sides and breakfast in what can only be perceived as a
direct competitive threat to the restaurant space.
Christian Pratt, Alltown Fresh’s category manager
preference for the taste of the food
of snacks, told trade publication Convenience Store
at c-stores.”
Decisions this week that more consumers are looking
Not only is convenience a factor
for healthier/functional alternatives to the traditional
in this new-ish competitive set,
convenience-store offerings. Simultaneously, the
but so, too, is the upgraded food
number of millennials shopping at convenience stores is
offerings at these types of locations. growing, according to Mike Jackson, category manager
Just last week, for example,
at High’s Stores.
7-Eleven launched nearly 100 new
This would seem to present a perfect storm of
food and beverage items in 125
opportunity for convenience chains to upgrade their
Los Angeles-area stores, from
offerings. Perhaps the bigger question is how will QSRs
Shroom Crisps and Bobo’s Oat
respond to the added threat?
Bars to salmon jerky and Brew Dr.
Wendy’s is taking a bit of an “if you can’t beat ‘em,
Kombucha.
join ‘em” approach, today announcing a partnership with
In the company's release, Chris
GasBuddy to launch a new feature called “Badges.”
Harkness, vice president of new
Wendy’s is the first brand to collaborate with the app.
business development, said
According to a press release, Badges enable brands
the goal with this test is to give
to get their message in front of drivers deciding where
customers drinks and snacks they
to make a pit stop. The feature uses GPS-based,
might not expect to find at the
first-party data to connect the app’s users to Wendy’s
convenience chain.
locations that are either attached to or within immediate
This could be a big deal for a
proximity of the 150,000 gas stations on the app and,
couple of reasons. One, if the test
perhaps more importantly, in front of the 70 million
is successful, 7-Eleven has an
users of the app.
enormous footprint—11,800 stores
“Consumers have more choice than ever as to where
in North America—that could draw
to get a meal. GasBuddy provides us a unique way to
snack-seeking, health-conscious
reach millions of drivers during the planning portion of
consumers away from traditional
their trips to keep Wendy’s top-of-mind in a seamless
quick-service establishments. For
and relevant way,” Jimmy Bennett, senior director of
context, Taco Bell, the fourth largest Media and Social at Wendy’s, said in the release.
U.S. chain by sales, has about half
The demand for convenience isn’t going away. This
as many units.
means as consumers navigate their busy, on-the-go
Two, there just happen to be more lifestyles and increasingly make impulsive decisions as
snack-seeking, health-conscious
a result, convenience stores offering everything from
consumers than ever. Datassential
fuel to ice to upgraded menus may have a bit of an
estimates that consumers eat about advantage. However, this new partnership proves that
four to five snacks a day now–a big Wendy’s isn’t willing to relinquish its advantage on the
opportunity for any establishment
food part. 
offering food and drink.
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Safety

CDC Advises on Enforcement
of Mask-Wearing Rules
The goal is safety for both employees and customers
By NACS online

The U.S. Centers for Disease Control
(CDC) advises that everyone wear a mask
in public to slow the spread of COVID-19,
but enforcing face mask policies has quickly
become contentious. Many businesses
have faced verbal confrontations and even
violence from people refusing to follow
recommended guidelines.
Although no government agency regulates
masks or cloth face coverings, more than
30 states mandate that people must wear
masks or face coverings in public. In
response to incidents that have arisen in
businesses involving customers who don’t
wish to comply with these mandates, the
CDC has created a website that offers
strategies for avoiding a violent response
when asking customers to wear masks and
follow social distancing rules.
According to the CDC, workplace violence
is defined as “violent acts, including physical
assaults and threats of assault, directed
toward persons at work or on duty.” While
threats and assaults can happen anywhere,
they’re more likely to occur in retail, services

and other customer-based businesses.
Conflict resolution is the process of finding
a peaceful end to a conflict or argument.
A non-violent response is a peaceful
approach to a situation in which a person
is aggressive or threatening. It involves
remaining calm, giving the person space
and making sure other people in the area
are not touching the person or trying to
forcibly remove them.
According to a CNN report, the CDC’s No.
1 suggestion is “Don't argue with a customer
if they make threats or become violent.”
Earlier this month, a man in Pennsylvania
was charged with shooting at an employee
after being asked to wear a mask in a cigar
shop. Last month Walmart, Home Depot
and CVS, among other retailers, announced
they would still serve customers who refuse
to wear masks. Walmart has instructed
managers to ask non-masked customers
if they’d like a complimentary mask. If they
refuse, they’re advised to let them continue
shopping. 

The following is a paid advertisement

The CDC’s Basic Dos
and Don’ts for Employees
to Prevent Workplace
Violence include:
• Don’t argue with
customers if they make
threats or become
violent.
• Don’t attempt to force
anyone who appears
upset or violent to follow
COVID-19 prevention
policies or other policies
or practices related to
COVID-19, including
limits on numbers of
household or food
products.
• Do attend all employerprovided training on how
to recognize, avoid and
respond to potentially
violent situations.
• Do report perceived
threats or acts of
violence to the manager
or supervisor, following
any existing policies that
may be in place.
• Do remain aware of
and support coworkers
and customers if a
threatening or violent
situation occurs. 

For Service Call:
Inside Houston

Tastee Kreme Ice Cream  713-290-0123
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Industry News

Convenience Stores Are Poised to Play a
Leading Role in Economic Recovery
By Melissa Kress, CS News

This year is turning out to be like no
other. As the COVID-19 pandemic keeps
its grip on the United States, many are
looking for a return to normalcy.
In his keynote presentation at the
Conexxus 2020 Annual Education and
Strategy Conference, Gene Marks,
owner and operator of Marks Group
PC, said in his 25 years of running a
business, he has never seen such an
unprecedented amount of uncertainty. Mix
in an election — the entire U.S. House
of Representatives, one-third of the U.S.
Senate and the U.S. presidency — and
you end up with a lot of question marks.
Still, retail businesses have a
responsibility to their customers, their
suppliers and their employees to make
the right decisions. To that end, data
and metrics are helpful in determining
investments and making hiring plans
around them.
"As a business owner, you have to
know these things, so you can make
your plans going forward," Marks
said, explaining that some of the key
metrics he follows are restaurant
reservations through OpenTable's State
of the Industry index, travel passenger
numbers through the Transportation
Security Administration, purchasing
decisions through the Institute of Supply
Management, and the metrics of the
National Federation of Independent
Business' Small Business Index.
"You have to have your index, your
metric — a good three, four or five ones,"
Marks said, noting that he follows seven.
"You have to know as an owner of a
business where the economy is going,
so you can time your investments and
hiring."
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ON THE FRONT LINES
When and how the U.S. economic
recovery happens remains up in the air.
But when it does happen, convenience
stores will be on the front lines, according
to Lori Stillman, vice president of research
for industry trade association NACS.
"I personally believe the convenience
landscape is uniquely positioned in the
midst of the pandemic to lead in the
economic recovery of retail," Stillman
said in her presentation at the Conexxus
virtual event.
Although no one is sure if it will be
a U-shaped recovery or a V-shaped
recovery, there are a few things the
c-store industry does know, she said.
For starters, there are very few retail
channels, if any, that have the potential
to more deeply seed the loyalty of its
shoppers than the convenience channel,
according to Stillman.
"When you start to stack up the
strategic advantage of our industry, you
start to see a pretty impressive list that is
pretty difficult to beat," she pointed out.
Among the items on this list are:
• Half of the U.S. population is in a
convenience store daily;
• With almost 160,000 locations, the
channel is where consumers need it
to be;
• The size of the format drives a
streamlined assortment;
• C-stores lead with strong offers in
many categories; and
• C-stores are "woven into the fabric" of
their communities, driving consumer
loyalty.
"When I think about the outlook for
our industry, despite the incredibly

challenging times we find ourselves
in, I see nothing but excitement and
opportunity ahead," Stillman said.
Looking at the challenges currently
facing the industry, COVID-19 has
fundamentally changed consumer
behavior and the pandemic is reshaping
the channel's future, she noted. Over the
past five months, c-store operators have
learned that loyalty matters, dayparts
are evolving, consumers are demanding
contactless payment options, and the
channel needs to think beyond fuel — to
name just a few.
Several headwinds also carried over
from last year and will not go away
when the pandemic challenges subside,
said Stillman. They include swipe fees,
labor, forecourt conversion, technology
upgrades, ecommerce, and tobacco sales
and profits.
Heading into 2021, she believes the
channel should focus, and execute well,
on:
1. The future of payments;
2. Shopper loyalty and engagement;
3. Store design and layout;
4. Assortment; and
5. Community.
"All of this can help us not just survive,
but really thrive, in whatever the new or
now normal is going to be," Stillman said.
Based in Alexandria, Va., Conexxus
is a nonprofit, member-driven
technology organization dedicated to
the development and implementation of
standards, technologies innovation and
advocacy for the convenience store and
retail fueling market. 
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Human Resources

Does “Normal”
Feel Like a
Moving Target?
By NACS online

As a convenience store manager, you
already knew how to adapt to change
before 2020. Now, as you’ve had to
redefine “normal” so many times this
year, you’re getting even better at hitting
a moving target. This is the plight for
many essential businesses. It’s not just
about surviving through a crisis, it’s about
thriving beyond it.

Convenience Store Leadership

customers’ changing expectations. If you
simply do the minimum of what everyone
else is doing, you’ll eventually get left
behind.

Don’t abandon your core
principles.

Your business model has to change to
As a convenience store leader, it’s up to
keep
up with a dynamic state of normal,
you to position your operation – and your
but
you
shouldn’t let that compromise
staff – for future success even during
who
you
are as a company or a person.
volatile times. Follow these guidelines:
If
being
a
customer-centric business and
Accept that you’re living in a new
maintaining
an unwavering commitment
world.
to
excellence
drove your decision making
If you keep waiting for things to get
last
year,
those
principles should continue
back to the normal that existed at the
to
guide
you
today.
beginning of the year, you’re going to find
yourself stuck. To be successful now and
later, you have to embrace the idea that
you’re going to continue to be faced with
unprecedented challenges. You must
learn to be proactive.

Look for opportunities to grow.

Treat your staff like the essential
employees they are.

As you already know, being an
essential business can be both a blessing

and curse. Your employees are feeling
the effects of this, too. Honor that by
showing empathy, providing resources,
and improving your convenience store
training to ensure employees know how
to be both safe and successful.

How to Normalize a Changing
Normal
The one thing you can count on right
now is that you’re not alone. Other
convenience stores, as well as most other
businesses, are in a constant state of
adaptation right now. Not having a new
normal may very well be what is actually
normal for quite some time. When you
and your staff anticipate further changes
rather than resist them, you’ll be better
able to serve your customers and your
community. 

The following is a paid advertisement

It may seem like turbulent times are not
well-suited to questioning the status quo,
but the future of your convenience store
depends on you becoming stronger rather
than just getting by. Remember, adapting
to a ever-changing normal is a challenge
for your customers, too. When you appeal
to their shifting needs, you’ll help your
community cope while also inspiring
customer loyalty. How consumers view
safety is different than it was several
months ago. They view health and
wellness differently, too. You’ll stand
above your competition when you exceed
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Human Resources

Why
Employees
Leave
By Ready Convenience

Staffing challenges have changed in
the last several months, but employee
turnover in the convenience store is
still a problem for managers. Creative
recruitment strategies and smart hiring
practices can help you fill your open
spots, but then what? Understanding why
employees leave will help you improve
retention and, eventually, grow your team.
Take a look.
Understanding Why Employees Leave
is the Key to Retention
Consider these reasons why
employees leave, and think about how
they may apply to your store.

They are fleeing a toxic
environment. Employees, especially

those working in the service industry,
will often prefer to move on to another
company rather than report harassment
or other challenges with teammates or

supervisors. You can’t be everywhere
all the time, so it’s important you check
in with employees at all levels to ensure
there aren’t issues affecting team
morale that you’re not aware of. Stay
away from generic questions such as
“How’s everything going?” Ask specific
questions and, more importantly, listen
to employees’ answers and investigate
potential issues. You can’t grow your
team if you’re not providing a productive
work environment for everyone.

paths. Who knows, they may even decide
to stick around and develop their career
Training for convenience store employees with you.
Their life circumstances have
does more than just teach people how
changed. Sometimes, employees don’t
to complete tasks. It shows employees
want to leave but they feel like they have
that the company wants them to
succeed. When your training is lackluster, to. They may lose their transportation or
child care. They may need to make more
incomplete, or outdated, you’re setting
money or work different hours. If it’s at all
employees up to fail. Who wants to stay
possible – and fair to other employees –
in a place where they’re failing?
try to work with these employees. If it’s
They don’t see future success
for themselves. When you think about not, keep in touch with them for future
opportunities.
employee retention, think about it in
Sometimes you’ll know exactly what
both the short-term and the long-term.
causes an employee to leave. When
Employees want to succeed. Even if
you don’t, find out with comprehensive
they don’t see themselves as pursuing
exit interviews. Employees are never as
a lifetime career in the c-store industry,
honest as they are when they’re on their
they likely have some kind of career
development goals. Help employees see way out the door. Use what you learn
from exiting employees to grow your team
that there are many skills they can learn
at your store that apply to a variety of life in the future. 

They weren’t trained to succeed.

The following is a paid advertisement

Please contact Saman Distributors LLC
for your snack and candy needs at (323) 786-7865
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Industry News

Highlights from
Tobacco Retailer
Survey
By Hannah Prokop, CSP Daily News

Cigarette volume sales in the United
States are expected to be less negative
than previously expected – and retailers
are more positive in their outlook for the
broader tobacco industry, a survey from
Goldman Sachs’ has found.
The Nicotine Nuggets survey relates
to the second quarter of the year and
represents about 105,000 conveniencestore locations across the country,
according to Bonnie Herzog, managing
director of Goldman Sachs, New York.

Continued strong pantry loading
Retailers expect continued strong
pantry loading of cartons and multi-packs
of cigarettes, versus the typical singlepack purchase, Herzog said.
Consumers are likely going for bigger
packs they try to keep trips to a minimum
during the pandemic. Nearly 75% of
respondents continue to see consumers
making fewer trips to the store,
purchasing larger pack sizes, and using
digital coupons when available.
There are, however, signs of normalcy
returning. One retailer noted people are
getting of being cooped up, especially
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as the weather
improves.
Underlying U.S.
cigarette industry
volumes are still
expected to be
negative but have improved. Volumes
should be down 4%, versus a previously
expected 5% decrease, Herzog said.

Increased consumption of
tobacco/nicotine
With more people working from home
because of the COVID-19 pandemic,
more people are smoking tobacco and
nicotine products, Herzog said.
Retailers also expect continued
economic pressures will cause more
e-cigarette users to revert back to
combustible cigarettes – especially deep
discount or fourth tier cigarettes because
they are cheaper, the survey found.
Some retailers said the category
will keep declining though once the
coronavirus slows and the government
stimulus payments expire.

Little consumer pushback on
price increase
Despite the maker
of Marlboro cigarettes,
Richmond, VA-based
Altria, raising its prices
slightly on cigarettes, there
was little to no consumer
pushback, Herzog said.
Most survey
respondents said cigarette
manufacturers’ pricing
power has not changed
much compared to last

year. About 46% said pricing power was
the same, 22% said a little less, 16% said
a little more, 8% said significantly less
and 8% said significantly more.

Improved retailer sentiment
More than half of the retailers said they
are now more positive in their outlook for
the tobacco industry, compared to about
30% in April, Herzog said. Consumers
are finding ways to support their tobacco
habits despite logistical or income
challenges and more are discovering oral
nicotine as an option, she said.
Retailers believe the pandemic
encourages more tobacco use given
higher stress levels and social distancing
orders, which makes it easier for people
to use tobacco more freely, according to
the survey.
There still are some concerns among
retailers, however.
Retailers cited concerns about lost
opportunities in cigars as demand has
remained strong through the pandemic,
but suppliers are very limited, to the
point of out-of-stocks for some retailers.
Other problems retailers noted in the
survey were further potential excise tax
increases, potential for more states to
enact flavor bans, poor merchandising
support by the major cigarette and
e-cigarette manufacturers and reacceleration of the pandemic leading to
fewer store trips. 
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Industry News

PMTA Deadline: What Do
Retailers Need to Know?
By Hannah Prokop, CSP Daily News

A court order required tobacco
manufacturers to submit tobacco
products subject to the premarket
tobacco application (PMTA) process
by September 9th. So, what do
convenience-store retailers need to know
following this deadline?
The U.S. Food and Drug Administration
(FDA) said on September 4th that
companies have already asked for an
extension; however, it has not granted the
requests from individual manufacturers
and importers.
Here are four things retailers should
know about the process moving
forward…

1. FDA will make PTMA list public
Although some e-cigarette companies
like Juul Labs and E-Alternative
Solutions made public which products
they submitted for PMTA review, not all
companies have done so.
The FDA said it will make public a list of
the tobacco products subject to the PMTA
deadline of September 9th but has also
said doing so will take some time.
Manufacturers of cigars, pipe tobacco,
electronic cigarettes, vapor products,
hookahs, alternative nicotine products
and heated tobacco products introduced
after February 15, 2007 were required
to file substantial equivalence (SE) or
PMTA marketing authorization requests
by September 9th. The deadline was
originally May 12, 2020, but the FDA
provided more time due to the COVID-19
pandemic.
So far, the FDA has received
applications for about 2,000 deemed
products, of which about 40% have been
resolved.
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2. FDA is not granting
extensions
Since the PMTA deadline was extended
due to COVID-19, the FDA has received
multiple requests for an additional
extensions of the September 9th
deadline from individual manufacturers
and importers, as well as from certain
industry groups, citing the pandemic,
recent natural disasters and other
circumstances.
These extensions have not been
granted, the FDA said on September 4th,
but the agency intends to take each firm’s
individual circumstances into account as
it considers PMTAs that are submitted
by the deadline. The FDA encouraged
each firm to identify any content that may
be missing from their application and
clearly explain how COVID-19 or another
circumstance has prevented them from
providing such information. They should
also provide a time frame by when they
will submit the missing information to the
FDA.
The FDA said it would take into account
relevant considerations in deciding
whether to initiate enforcement action
against a particular product as the oneyear period for review comes to an end in
September 2021.

3. Premium Cigars are an
exception
In accordance with the court order, the
FDA will not enforce the premarket review
requirement against manufacturers
of premium cigars that do not submit
premarket applications for these products
by September 9th. A premium cigar is
defined as one that meets the following
criteria, the FDA said, which includes:

• Is wrapped in whole tobacco leaf
• Contains a 100% leaf tobacco binder
• Contains at least 50% (of the filler by
weight) long filler tobacco
• Is handmade or hand rolled
• Has no filter, nontobacco tip or
nontobacco mouthpiece
• Does not have a characterizing flavor
other than tobacco
• Contains only tobacco, water
and vegetable gum with no other
ingredients or additives
• Weights more than 6 pounds per
1,000 units

4 Enforcement for products
For products with timely
applications, the FDA may continue
to defer enforcement of the premarket
requirements for up to one year through
September 9th, 2021, unless a negative
action is issued by the FDA on an
application during that time.
However, deemed products not
submitted by the deadline must be pulled
from shelves, or retailers and suppliers
could face enforcement actions.
The FDA asked for patience as it works
through making a list of the companies
that have submitted PMTAs on time, and
suggested, in the meantime, retailers
refer to public statements made by
companies or to contact the companies
directly to get information about
applications they may have submitted. 

GHRA Warehouse has verified
that manufacturers of product
lines we currently stock (Vuse,
Juul, Riptide, Blu, MyBlu, and
Bidi) have submitted their PMTA
applications in a timely manner.
Epic’s has claimed exemption
from PMTA qualification because
they are not tobacco-derived.
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Industry Report 2020 Deep Dive:

TOBACCO

Adapted from: CSNews.com/Industry Report
Despite new regulations further challenging the business, tobacco
remains a top moneymaker for the nation's convenience stores.
Combined, the cigarettes and other tobacco products (OTP)
categories account for more than 35 percent of all in-store sales in
the convenience channel. In this special “Tobacco Deep Dive”
report, a bonus supplement to the Convenience Store News 2020
Industry Report, we present exclusive data and analysis of the
cigarettes and OTP categories.

Base: 1,509 U.S. shoppers aged
18+ who shop convenience stores
at least once a month
Source: Convenience Store News
2020 Realities of the Aisle Study
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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 October 2020:

FUEL ZONE #05

ROAD TRIP

GRAB N GO #5

FUEL ZONE #06

SUNNY'S 360

A J FOOD STORE # 3

FUEL ZONE

JULIA'S #3

PRIME MART #52

SHOP N GO 4

POPIN 4

EXPRESS FOOD MART

CHERRY

POPIN 5

LA PORTE FOOD MART

FUEL MAXX #28

WAYSIDE FOOD MART

DEE BEST FOOD MART

HOBBY EXPRESS TRUCK STOP

HAMNER' S COUNTRY STORE

GRAB N GO

SHOP N CARRY
The following is a paid advertisement

A WINNING
COMBINATION!
Contact Kirby Selman

Mobile: 832.493-4665
E-Mail: : Kirby.selman@bordendairy.com
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GHRA PROMOTIONAL TOBACCO ALLOCATION POLICY
EFFECTIVE DATE: November 1, 2020
A rather large piece of the increased profitability associated with purchasing directly from the manufacturer, much of
which is passed along to you, comes from our accurate and timely distribution of tobacco promotions. It is therefore
a priority of the GHRA Warehouse and Distribution Center to get the right promotional product to the right stores at
the right time. To maximize profitability, we must accurately ship all assigned promotions within a designated time
window. This will require some changes to the way we handle tobacco promotions, including cigarettes, snuff and
cigar promotional items.
For Members contracted with Altria, RJ Reynolds and/or ITG, these promotional product and new item distributions
will fulfill your agreements and qualify you for their rebates.
Members should consistently review promotional quantities with your Altria, RJ Reynolds and ITG representatives.
The revised GHRA Warehouse Tobacco Promotion Policy is as follows…
• Members that have assigned GHRA Warehouse as their cigarette distributor must be set up at GHRA
Warehouse with EFT banking information.
• Promotional tobacco product will be sold via delivery only. Promotional tobacco product will no longer be
available through Cash ‘n Carry.
• Promotional tobacco allocations (number of cartons, by store, by item) will be communicated to Members the
week prior to the ship date to allow for desired ordering adjustments.
• Promotional tobacco allocations will be automatically processed and added to existing orders submitted.
• Members that don’t submit a delivery order will receive their promotional tobacco allocation on a special
delivery, on their normal scheduled delivery day, based on your geographical location.
• All promotional tobacco allocations will be paid, via ACH, 3 days following delivery
• Delivery refusals will be documented and forwarded to cigarette manufacturers for removal from promotional
ship lists. This may result in reduction of rebates paid directly to Members by the manufacturer.
• GHRA cannot make adjustments to promo quantities.
• Questions regarding promo ship quantities should be addressed with your cigarette company rep
• Refusal of promotional tobacco delivery will be subject to a $25 fee
• No returns will be allowed / no credit will be provided for cigarette and cigar promotional product. Credits
will be allowed for promotional Snuff product, upon product expiration, in accordance with the Snuff return
policy.
Thank you for your support!

CONTACTS FOR PROMO TOBACCO REVIEW
PM USA, USST
RJ Reynolds, American Snuff
ITG
Liggett Vector Brands
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866-928-3510
800-974-2227
888-474-9111
877-415-4100
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Marketing

The Sweetest Time of
the Year!
By: Hamna Siddiqi, Marketing Assistant

It is the sweetest time of the year as
we approach Halloween, leading into
the holiday season! The majority of
consumers are planning to scare up
a creative yet safe way of celebrating
with friends and family. With the social
distancing norm, Halloween may feel
different as consumers decide on how
they will celebrate.
A Harris Poll survey, recently conducted
on behalf of NCA, showed that 74%
of millennial moms and young parents
stated Halloween is more important than
ever this year as Americans are looking
forward to the first major holiday to add
some normalcy and joy to what has been
an unprecedented time.
"Consumers report that they will be
getting creative throughout the month of
October to make sure
that they can stay safe and still enjoy
the Halloween season," said NCA
President and CEO John Downs. "The
results of our research reveal a deeply
rooted enthusiasm for Halloween, even
if it means that people have to rethink
their approach this year because of the

COVID-19 pandemic."
In a separate survey conducted by The
Harris Poll, the majority of respondents
stated they can't imagine Halloween
without chocolate, candy, and trickor-treating. As parents get creative
with indoor activities such as pumpkin
carvings, baking pumpkin and other
sweet goods, it’s important to have a
product mix in your store to serve the
consumer needs. Be sure to check out
your GHRA Warehouse for all of your
seasonal holiday shopping!
C-stores have taken a lead as an
alternative place to shop as more people
continue to work from home, avoid long
lines at the grocery stores, and need
to make a quick stop. Providing your
customer with exactly what they need,
plus more will lead to building long term
customers.
Finally, as we prepare for the holiday
festivities and the Texas cold, be sure to
have plenty of cold
and flu supplies in your store. Thank
you to all of our members for your
continued support! 

GHRA Warehouse
Hershey Halloween Candy Display

The Halloween season
accounts for about $4.6
billion in confectionery
sales each year.
NATIONAL
CONFECTIONERS
ASSOCIATION

New items are added at the warehouse every
week. And some items are moved to inactive status.
Be sure to sync your app/Cypher Lab unit prior to creating
an order to ensure you have the most up-to-date product
assortment available.

Don’t forget…

SYNC your GHRA APP / CYPHER LAB WEEKLY!
Vol. 7 Issue 10
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Winners of 2020 Best New Products Awards
Adapted from article by Susan Durtschi, Past Times Marketing, Convenience Store Mews

A record number of entries in the 2020 Convenience Store News Best New Products Awards
contest resulted in some keen competition among suppliers jockeying to introduce the most
innovative new items to the convenience store industry in the past year.
From among nearly 100 entries, consumer judges chose 38 products new to convenience
store shelves for recognition in the 24th annual competition. The Best New Products Awards
program recognizes the marketers that introduced the most innovative, high-quality
products that meet consumers’ evolving needs and fit a convenience store’s value
proposition.
Entries were rated and awarded points by consumers based on the criteria of taste, value,
convenience, healthfulness, ingredients, preparation requirements, appearance and
packaging. Judging was supervised and tallied by Past Times Marketing, a New York-based
consumer research and product-testing firm.
You can count on your GHRA warehouse to offer you a great selection of items awarded the
2020 Best New Products title!
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OTHER TOBACCO

Velo Nicotine Lozenges
R.J. Reynolds Vapor Products

#26430 (Dark Mint)
#26431 (Mint)
#26432 (Berry)
#26433 (Crema)

ALTERNATIVE SNACKS/BARS
ONE Peanut Butter Cup;
ONE Brands

#26688

JUICE DRINKS

CANDY/CHOCOLATE

OKF Watermelon with Aloe
OKF Aloe Vera King

KIT KAT Duos Mint + Dark Chocolate
The Hershey Co.

#25993

#25875 (standard)
#25874 (King)

SALTY SNACKS
CANDY/GUM
REV Energy Gum
Peppermint
Rev Gum

Chex Mix MAX’D Spicy Dill
General Mills

#25566

#26087

CANDY/NON-CHOCOLATE
Starburst Swirlers
Cherry-Lemon
Mars, Inc.

NUTS & SEEDS

Wonderful Pistachios No Shells Honey Rst
The Wonderful Company

#25638

#26314
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New Item Shelf Tag Program
In an effort for our GHRA stores to achieve best-in-class speed-to-market
efficiencies, your monthly sign kit will include GHRA Warehouse shelf
labels for new items that were introduced the prior month.
Be sure to check out the “What’s New at GHRA” weekly email to find
information about the latest products added to the GHRA Warehouse
and Distribution Center. These are the items for which you will receive
shelf tags in your next monthly sign kit.
You will receive monthly tags for the latest innovation items from our
suppliers, as well as alternative items for products anticipated to be
unavailable for an undetermined amount of time.
October is the first month of the New Item Shelf Tag program and will
contain tags for new items set up within the last 90 days.
Tags for “alternative” product will include the following. A full list is
available on the GHRA portal, in the “Planogram” section.
NEW PRODUCT LINE
El Monterrey Burritos (8 items)
Kingsford Varietal Charcoal (6 items)
Charcoal Chef Lighter Fluid
Pocas Noodle Cups (4 items)
Tapatio Spicy Noodle Cups (4 items)
Skippy Peanut Butter
Hydrogen Peroxide #26692
Rubbing Alcohol 70% (2 sizes)
Golden State Trans Fluid Type A
Zapps Evil Eye Chips
Fabuloso 33.8oz (3 scents)
Axe Spray (3 new scents)
Crunch Singles & Share Pack (2 sizes)
Tide Pods 9-pack
Laffy Taffy Bites #26531
Nerds Rope Rainbow #26535
Drank Original Purple
Biomax & Fantastic Spray (2 brands)
Sweetarts Ropes Bites #26533
Clear Cups 50ct / 7oz #26784
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ALTERNATE FOR
Don Miguel Burritos
Kingsford Standard Charcoal
Warren Charcoal Starter
Nissin Noodle Cups
Nissin Noodle Cups
Jif Peanut Butter
Hydrogen Peroxide #12427
Rubbing Alcohol 50%
Approved Trans Fluid
Zapps Voodoo Chips
Fabuloso 22oz, 16.9oz
Axe Spray (Temptation, Refreshed, Peace)
Nestle Crunch Standard & King Size
Tide Pods 5-pack
Wonka Laffy Taffy 3Flavor #18005
Nerds Rope Rainbow #10356
Drank Extreme Relaxation
Clorox Clean-Up Disinfectant Spray
Sweetarts Mini Chewy Berry #24952
Plastic Clear Cups 30ct / 8oz #16306
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The following is a paid advertisement

TOP COMMUNICATIONINFLUENCES*

WAYS TO ADVOCATE
Stay informed about tobacco taxes and
restrictions in your area.
Regularly check your city or town
website and local newspapers so you
are aware of policies being considered.
Get to know your legislators. Find out
who is on your city council and make
an appointment to meet with them
face-to-face so they can learn about
your business and your employees.
Talk to your Altria rep about
opportunities to take action!
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If I have seen
further, it is by
standing on
the shoulders
of giants
ISAAC NEWTON

Quote of the month submitted by :
Debbie Briese
GHRA Procurement and Marketing Manager
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WE’RE ONLINE

WWW.GHRAONLINE.COM

All GHRA
announcements and
publications will be
posted online.

TCEQ Manadatory Underground Storage
Tank (UST) A/B Operators Training
GHRA is excited to provide this online training, for the price of only $65.
• Members purchasing online training
will receive a unique code from GHRA.

Members are
encouraged to visit the
GHRA website on a
regular basis for up to date
information and latest
publications.

GHRA ONLINE
CLASSIFIEDS
WWW.GHRAONLINE.COM

Under Other Services

• This training takes about 4-6 hours
and must be completed within 30 days

Absolutely FREE for
GHRA members.

from start of training.
• Payment options: Money order or

Members can now
list businesses or
equipment for sale on the
GHRA Website!

deduct $65 from your quarterly rebate.

REGISTRATION FORM IS AVAILABLE
at www.ghraonline.com

Learn2Serve:
Food Safety Principles Training +
Texas Food Safety Manager Bundle Package
To register for this Health class please visit
www.learn2serve.com/
texas-food-safety-certification

Learn2Serve:
TABC Seller-Server Training Exam

To register for this TABC Class please visit
www.learn2serve.com/
online-tabc-certification

Sales/enrollment: 1-888-395-6920
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