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7-Elevens Rise To The 
Occasion During Sandy
       When Superstorm Sandy pum-
meled the northeast United States in late
October, leaving many neighborhoods
without power in its path, 7-Eleven
stores throughout the
hardest hit areas from
Maryland to New Eng-
land remained open to
serve their communities.
The local media was
awash with stories of 7-
Elevens being the only
stores open immediately
after the storm—some running on gen-
erators and allowing customers to
recharge cell phones, some operating
completely in the dark with flashlights,
but all offering much-needed supplies
like batteries, bread, water, and coffee.
Many customers even took to social
media outlets to show their gratitude,
sending messages of thanks to these 7-
Eleven stores via Facebook and Twitter. 

Counterfeit 5-hour 
ENERGY Ring Shut Down
        Living Essentials, LLC, distributor of
5-hour ENERGY, recently discovered
counterfeit 5-hour ENERGY products
circulating in the marketplace. The com-

pany acted swiftly to identify and halt the
counterfeiting operation by filing suits in
U.S. Federal District courts in both Cali-
fornia and New York. As a result of this
action, Living Essentials was able to find
the counterfeiters' factory and shut it
down. The company also said it was able
to execute court orders that permitted it
to seize large quantities of fake product

from numerous locations, as well as the
machinery used by the counterfeiters to
package the counterfeits. Living Essentials
has asked the authorities—including law
enforcement— to investigate and prose-
cute anyone involved in knowingly pro-
ducing, distributing and selling coun-
terfeit 5-hour ENERGY.
       The National Coalition has advised
franchisees to promptly check all 5-hour
ENERGY product in their stores and re-
move the counterfeits from shelves, as
several 7-Eleven stores in New York,
California, Maryland, and elsewhere
have had counterfeit product seized by
court order. These stores have, or will be,
named as defendants in the litigation.
        Franchisees can identify counterfeit 5-
hour ENERGY in four main ways:
1. There is a pimple mark on the cap of the

authentic bottle, but not on the counter-
feit bottle, although the National Coali-
tion has been advised that even some
counterfeit product has the pimple on
the cap.

2. The counterfeit bottles are slightly
shorter.

3. There is a typo on the extra strength
berry flavor on the list of ingredients—

“Aer Superstorm Sandy struck,
7-Eleven stores throughout the
hardest hit areas remained open
to serve their communities.”

continued on page 18
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     As part of the largest c-store system in the industry, 7-Eleven franchisees are “In It To Win It!” Join us
at the world-renowned five diamond Venetian Hotel and Casino Resort in Las Vegas for five days of
business building opportunities and loads of family friendly activities and entertainment!
     Franchisees: Take a well-earned break from your stores and meet up with friend and col-
leagues to network, get the latest 7-Eleven information, and view the latest products and
deals from our vendor community.
     Vendors: Meet and mingle with your 7-Eleven customers and showcase your best mer-
chandise at the two-day trade show. Major sponsor opportunities are also available.
     The Venue: Located in the center of the Las Vegas Strip, The Venetian is inspired by the
art and architectural beauty of Venice—Italy's most romantic city. In fact, The Venetian has
faithfully re-created such historic landmarks as the Campanile Tower, St. Mark's Square, the
Rialto Bridge and Doge's Palace. Arched bridges, piazzas and cobblestone pathways are also in-
corporated throughout the hotel, and visitors can stroll inside and outside along canals teeming
with authentic gondolas steered by singing gondoliers.
     Golf: The Joe Saraceno Charity Golf Tournament Benefiting Hire Heroes USA will be held at the
Tournament Players Club (TPC) Las Vegas. From the stunning backdrop of Red Rock Canyon to the
rugged natural landscape, TPC Las Vegas golf course (formerly TPC Canyons) is the premier PGA
Tour facility in Las Vegas and has been heralded by Golf Digest as one of the “Best Places to Play.”
     Brochures with more information and registration forms will be mailed in March 2013. Fran-
chisees and exhibitors will also be able to register online. More information is coming soon!

2012 NCASEF Trade Show Exhibitors
Acosta Sales & Mktg • Activate Drinks • Advantage Sales & Mktg • Altria Group Dist. Co. • American Licorice Company • Anheuser
Busch Inc. • Aon Risk Solutions • BIC Corporation • Blue Bunny Ice Cream • Bolthouse Farms • Bon Appetit Danish Co. • Borden
Dairy Company • Boston Beer • BSN • Campbell Sales Co. • Coca Cola Refreshments • Coca Cola Refreshments • Common-
wealth Altadis Inc. • ConAgra Foods • Crown Imports LLC • Crunchies Food Company • Dean Foods • Diageo Guinness USA • Dr
Pepper Snapple Group • Eagle Beverage Products • Eastland Food Corp • Ecolab • Ezaki Glico USA Coporation • Ferrero USA Inc.
• FM Facilities Maintenance • Fred Beverages • General Mills Inc. • Good L Corp • Good2GO mobile • Hangover Joe's Inc. • Heineken USA •
Hostess • I.Gear Pugs • InComm • Innovations Ventures LLC/ Hour Energy • Insight Beverages • Iowa Rotocast Plastics • Jack Link's Beef
Jerky • JFC International Inc. • Johanna Foods • Just Born Inc. • Kan PAK Inc. • Kellogg • Kraft Foods • Kretek International • Leer Inc. •
LFP Publishing Group LLC • Liggett Vector Brands • Logic Technology • Lorilland Tobacco Company • Lowrider Sunglasses • Marley
Beverages • MARS Ice Cream • McLane Company Inc. • Mike's Hard Lemonade • MillerCoors Brewing Co.
• Modern Smoke • MONSTER Energy Company • Morinaga America Inc • Mother Parkers Tea and Coffee
• Movies U Buy • Nat Sherman Inc • National Tobacco Company • Nestle DSD/Dreyers • Nestle Professional
• Nestle Purina PetCare • Nestle Waters NA • Neuro Brands LLC • New
Image Global • Pabst Beer • Pabst Brewing Company • PATCO Food
Safety Consultants • PepsiCo • Perfetti Van Melle USA • Pro View
Foods • Promotion in Motion Inc. • Red Bull North America • Red Bull
North America • Rich Products Corp. • RJ Reynolds Tobacco Co. • Ruiz
Food Products • Santa Fe Natural Tobacco Co. • Schnair Sales & Service
Inc • Shamrock Farms • Simply Orange/Coca Cola Refreshments
• SK Energy • Smokers Best Group • Snuff Skins • Snyders Lance
Inc • Sunny Delight Beverages • Swedish Match • Swisher
International • TAG Bob Hart Agency Inc • The Hershey Com-
pany • TNT/Crossmark • TOMRA • TSN West LLC • UniFirst
• Unilever Ice Cream • US Nutrition Met RX • Vapor Corp •
Vita Coco • Wai Lana • Wilshe Enterprises LLC/TPR Holdings

Mark Your Calendars And Make Plans To Attend!
The National Coalition Of Associations Of 7-Eleven Franchisees

38th Annual Convention & Trade Show

    

The Venetian 
Hotel and Casino 

Las Vegas! 
July 14-18, 

2013
Trade Show: 

July 17-18
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At 82 years of age Karam Dhaliwal is the elder
statesman of the NCASEF Board. His retirement
makes space at the officer’s table for new vice
chair Jas Dhillon.

Vice chairmen elected at the NCASEF Board of
Director’s Meeting in Memphis include new
vice chairman Jas Dhillon, FOA of Greater Los
Angeles, and incumbents Roger St. George,
Pacific Northwest FOA, and Jay Singh, Presi-
dent, Southern Nevada/Las Vegas FOA.

“Artificial Flavors” is spelled “Art ficial.”
4. The counterfeit product tastes and smells

different than the authentic product.
        If you are named as a defendant in this
litigation, National Coalition General
Counsel Arnold Hauptman strongly advises
that you contact your attorney immediately.

Is Hostess Dead? 
Long Live The Twinkie
        After struggling to remain profitable
for several years, Hostess Brands—the
maker of Twinkies and Ding Dongs—is out
of business. The company began shutting
down operations in late November after
last-minute mediation with its bakers union
failed. While the company blamed its de-
mise on a crippling strike started on No-
vember 9 by the union, many analysts agree
mismanagement was the real culprit.
        According to an arti-
cle in Forbes, “Hostess
has been sold at least
three times since the
1980s, racking up debt

and shedding profitable assets along the way
with each successive merger. The company
filed for bankruptcy in 2004, and again in
2011. Little thought was given to the line of
products, which, frankly, began to seem a
bit dated in the age of the gourmet cupcake.”
        There is hope, however, that the
Twinkie may live on. Hostess said it's in talks
with 110 potential buyers for its brands,
which also include Ho-Hos, Drake’s Cakes,
and Wonder Bread. The very last shipment
of Twinkies from Hostess was delivered to
JEWEL-OSCO, a Midwest food and phar-
macy retailer, in mid-December.

NCASEF Urges Congress To
Support Menu-Labeling Bill
        National Coalition Chairman Bruce
Maples recently sent a letter to members of

Congress urging them to support a
measure that would exempt

convenience stores from
rigid and costly menu-la-
beling requirements set

Complete The NACS Survey, Get A Free Copy Of
The State Of The Industry Report And More
        The Independent Operator Section of the NACS State of the Industry Report (SOI) is a powerful
resource that allows c-store owners to benchmark your operation against those of your peers. The
report provides compiled data on all aspects of c-store sales and operations, including an industry
overview, sales and financial performance, merchandise sales, foodservice sales and trends, motor
fuels, store operations and top performers.
        7-Eleven franchisees are encouraged to participate in this renowned industry-wide study. By
completing the NACS Independent Operator Survey worksheet and submitting your data, you
will receive a free copy of the State of the Industry Report of 2012 Data when it becomes available
in June 2013. You will also receive a free downloadable copy of historical industry statistics in the
NACS Fact Book, also available this summer, and free admission for three to the NACS State of
the Industry Forum in Chicago April 9-11, 2013.
        All data provided is strictly confidential. NACS has been keeping confidentiality for over 40
years while reporting compiled data that is critical to understanding the convenience store industry. 
        Contact Zaneta Purvis at zpurvis@nacsonline.com if you have questions!

Visit http://nacsonline.com/
independentsurvey 

to complete the survey online
or download an Excel version.

continued on page 20





forth by the Patient Protection and Affordable
Care Act (PPACA). HR 6174, known as the
Common Sense Nutrition Disclosure Act of
2012, “outlines a less burdensome approach to
menu-labeling and includes language address-
ing the types of retail locations covered by fed-
eral menu-labeling requirements. The
legislation limits a provision in the health-
care law to establishments that derive 50 per-
cent or more of their revenue from food
intended for immediate consumption or pre-
pared and processed onsite. Prepackaged food
will not be considered in this equation, so most
convenience stores will be exempt under the
new legislation. HR 6174 maintains the spirit of
the new law’s transparency goals, while address-
ing the arbitrary—and surely unintended—
provisions that would negatively impact many
small businesses,” wrote Maples.

Western PA C-Store 
Battleground
       Shortly after SEI said it was stepping up
its presence in the Pittsburgh gas station and

continued from page 18

Merchants Appeal Swipe Fee Settlement
     Several merchants and retail trade groups are appealing a judge's preliminary ap-

proval of a class-action settlement over credit-card transaction fees imposed
by Visa and MasterCard. The plaintiffs, who have lobbied to derail the

$7.25 billion deal since it was unveiled in July, filed a notice of ap-
peal in federal court on November 27. The notice is the first step
in challenging U.S. District Court Judge John Gleeson's prelimi-
nary approval of the settlement.

The objecting plaintiffs specifically said in their notice they
take issue with a portion of the order that prevents mer-

chants "from challenging in any action or proceeding any
matter covered by" the settlement agreement, which has been

a sticking point for critics who say the deal
gives overly broad releases from future litiga-
tion to the payments networks. Critics includ-
ing Home Depot and the National Association
of Convenience Stores have also taken issue
with a provision that doesn't allow merchants
to opt out of rule changes that Visa and Mas-
terCard agreed to make two months after the
settlement gained preliminary approval.
     On December 10, a U.S. appeals court denied a request by the merchants to expedite
the appeals process, reported the Wall Street Journal. The Second Circuit Court of Ap-
peals said it was deferring briefing for an appeal of the settlement until the deal receives
final approval from the U.S. District Court in Brooklyn, where the litigation is currently
pending. A ruling on final approval is expected next year.

NJ, PA, MA Ponder Online Lottery Ticket Sales
     Pennsylvania's governor plans to expand the state’s lottery to keno and online
games, including online lottery ticket sales, to produce more revenue from the $3.5 bil-
lion lottery system that funds programs for the elderly, reported the Philadelphia Inquirer.
Governor Tom Corbett's administration made the statement as part of an update on its
talks with companies about privatizing the management of the lottery under a 20-year
agreement. The administration said expanding lottery gambling to keno and online
games are steps it could take with or without a private manager in place.
     In New Jersey, the state’s Department of Treasury has issued a Request for Proposal
to find a manager to grow lottery revenues, which may include online lottery ticket sales,
reported PhillyBurbs.com. Many convenience store owners interviewed by the news
website said they are very concerned online lottery ticket sales would affect their in-store
sales, as many customers who buy lottery tickets normally purchase other items like cig-
arettes or coffee.
     Massachusetts’ treasurer plans to ask the Legislature to eliminate restrictions on sell-
ing lottery tickets online, reported the Boston Globe. State Treasurer

Legislative Update

“Several merchants and
retail trade groups are
appealing a judge’s approval
of the $7.5 billion class
action swipe fee settlement.”

continued on page 30
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NCASEF Welcomes 
Chesapeake & Eastern 
Virginia FOAs!
The National Coalition is pleased to welcome two
new FOAs to the association: the Chesapeake FOA
and the Eastern Viriginia FOA. The Chesapeake FOA
has 38 members and is headed by President Stuart
Walters and Vice President Gerald Masters (above
right). The  Eastern Virginia FOA is headed by Presi-
dent Romy Singh (above left) and has 48 members.

continued on page 22





New Nestlé Waters Contest!
Win A Trip To The 2013 NCASEF Convention In Las Vegas!

Nestlé Waters is offering a trip for two to the National Coalition’s 2013 Annual Convention and Trade
Show in Las Vegas to the top winner of its Perrier and SanPellegrino contest. To qualify, your store 
must have the highest percentage increase in dollar sales (in your zone) over the base months in the
previous year for all Perrier Sparkling Natural Mineral Water and SanPellegrino Sparkling Fruit 

Beverages single-serve items from October 2012 to March 2013.
In addition, the top three 7-Eleven runner-up stores (2nd-4th) will receive electronic tablets

as prizes, and the top 7-Eleven store within each of the 13 zones will win a $300 gift card.

QUALIFYING PRODUCTS ARE: 
• Perrier 0.5-liter PET Original (SLIN# 0241401)
• Perrier 0.5-liter PET Citron (SLIN# 0243388)

• Perrier 0.5-liter PET Pink Grapefruit (SLIN# 0243727)
• SanPellegrino 330ml Limonata (SLIN# 0243497)
• SanPellegrino 330ml Aranciata (SLIN# 0245183)
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convenience store market, large Midwest
chain Speedway LLC is eyeing an expan-
sion into Western Pennsylvania, reported
the Pittsburgh Tribune-Review. Western
Pennsylvania's gas station and conven-
ience store market is among the most
competitive in the nation, experts have
said. In addition to a heavy presence of
GetGo, owned by O'Hara grocery store
chain Giant Eagle Inc., and Altoona-
based Sheetz Inc., there are a number of
smaller chains that sell branded gasoline,
and many independent retailers.
        SEI announced in October that it had
acquired 125 convenience stores in Pitts-
burgh and Cleveland from two compa-
nies—Handee Marts Inc. of Gibsonia and
EZ Energy USA Inc. of Seven Hills, Ohio.
That move was considered by experts to be
part of an ongoing battle between 7-Eleven
and Quebec-based Alimentation Couche-
Tard, which owns and franchises about
3,500 Circle K stores in the United States,
for dominance of the American market.

SEI Closes Purchase
Of 12 Fast Track Stores
       7-Eleven, Inc. said it has com-
pleted the purchase of 12 stores
from Fast Track, Inc. in Central
North Carolina. The seller is J. C.
Faw of Wilkesboro, N.C. Terms of the
agreement were not disclosed. The Fast
Track stores that are part of the purchase
are located in Elkin, King, Lexington,
Thomasville, Kernersville, Lewisville,
Clemmons, Winston-Salem, Hamp-
tonville, Claremont, Statesville and Union
Grove. Remodeling of these units to
transform them into 7-Eleven stores got
underway in late November, and rebrand-
ing is expected to be complete by mid-
February of 2013. These locations are in
close proximity to another acquisition SEI
made earlier this year—55 Sam’s Marts lo-
cations in the greater Charlotte area—and

complement 7-Eleven’s expansion in the
Tar Heel State.

7-Eleven Explodes
Across Thailand
       7-Eleven has become an inextricable
part of the landscape in Thailand and be-
yond, reports the Global Post. As the de-
veloping world’s pace of life more closely
resembles the Western rat race, 7-Eleven
is increasingly a source of instant nour-
ishment for Thais, Malaysians and Fil-
ipinos on the go. In Thailand, for instance,

continued from page 20
www.ncasef.com

Visit the National Coalition
Website, 

continued on page 24

“In ailand, 7-Eleven stores
have expanded by 500 units
per year and sometimes
face each other from across
Bangkok streets.”
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continued from page 22

the number of 7-Eleven franchises is
about 6,800—nearly neck-and-neck with
the United States’ 6,900 shops—all while
Thailand’s population stands at roughly
one-fifth the size of America’s. Addition-
ally, Thai 7-Eleven shops have expanded
by roughly 500 franchises per year and
sometimes face each other from across
Bangkok streets. Across Southeast Asia,
7-Eleven’s empire is growing: 1,300 stores
in Malaysia, where it is the No. 1 conven-

ience store, and 700-plus in the Philip-
pines. 

C-Store Traffic Declines 
In Quarter 3
        Total consumer traffic through con-
venience stores was down 2.1 percent in the
third quarter (July, August and September)
2012 versus the same quarter last year, re-

ported The NPD Group. NPD’s conven-
ience store market research reports that the
traffic decline was largely driven by lower
purchase frequency (5.9 visits per 30 days),
but was also influenced by a slight decline
in the overall reach of the channel (only
50.2 percent of consumers aged 16+).
       According to NPD’s Convenience
Store Monitor, the decline in third quar-
ter visits was typically more severe among

       The “food movement” is what author and
journalist Michael Pollan has used to describe
the politicization of food in America. Pollan, de-
scribed as a “liberal foodie intellectual” in a New
York Times book review, is out to dictate what we
eat and how it is produced. 
       Not too far from Pollan is Mark Bittman, an
Opinion columnist and the
New York Times Magazine’s
food columnist. Writing
after the November elec-
tions about the defeat of
the soda tax ballot initia-
tives in El Monte and Rich-
mond, California, he stated
that “added sugar is the to-
bacco of the 21st century, and we’re just waiting
for smoking-gun research that demonstrates
that excessive intake of sugar is addictive and
leads to obesity, diabetes and more.”
       Making sugar the tobacco of this cen-
tury is but one item on the food move-
ment’s agenda. Fortunately, the soda
tax ballot initiatives in El Monte and
Richmond were defeated during
the election this past November
due to the hard work of many small
businesses. 7-Eleven franchisees in
those cities, working together with the
American Beverage Association and
other allies, worked to educate the public,

businesses and elected officials on the costs of
these initiatives to small business and the con-
sumer—and their work paid off. In El Monte,
three out of four people voted against the new
tax; in Richmond, two out of three people re-
jected the measure.
       Another item on the food movement’s

agenda is genetically
modified organisms,
better known as
GMOs. While GMOs
have greatly bene-
fited the production
and quality of our
food, many believe

that GMOs are harmful
to humans, something science disagrees

with. Those who believe GMOs are
harmful introduced Proposition 37 in

California this election cycle, which
would have required packagers

to label foods with any genet-
ically modified ingredients.

This measure would have
added burdensome costs
to small businesses, but it

also would have allowed for
lawsuits to be brought

against anyone selling GMO
products without the identify-

ing labels. Like the soda tax ini-

tiatives, it too was defeated, but by a smaller
margin: 53 percent said no to the bill while 47
percent said yes. 
        While these defeats are good for businesses and
consumers, those who sponsored these propositions
are not going quietly into the night. So what is com-
ing in the years ahead? According to the San Fran-
cisco Chronicle, Dr. Jeff Ritterman, the city
councilman in Richmond who originally sponsored
their soda tax ballot measure, “is not bothered by
the loss, stating ‘We lost the election, but the move-
ment will eventually win.’” He has big plans for Cali-
fornia in the future: Ritterman’s goal is to see 14
cities put forth soda taxes by 2014, under the theory
that “stretching the beverage industry’s resources
thin might enable a few of the taxes to pass.”
       Make no mistake—these issues are not going
away, and when one city or state eventually
passes one of them, others will jump on the band-
wagon. As California goes, so goes the nation. 

The ‘Food Movement’ And The Sugar Tax Defeat
continued on page 26

By Jason Miko, Russell Communications
“Fortunately, soda tax ballot 
initiatives in El Monte and 
Richmond were defeated during
the November election due to 
the hard work of many small
businesses, including 7-Eleven
franchisees in those cities.”“In El Monte, three out of four

people voted against the tax; in
Richmond, two out of three  
people rejected the measure.”





major oil company-branded c-store
chains (especially those more overly de-
pendent upon gasoline), while small in-
dependent chains did slightly better. The
average check in the third quarter in-
creased 2.5 percent. This increase did not
appear to be driven by more items in the
basket, and was likely due to a combina-
tion of higher prices, larger sizes, or
changes in mix such as continued shift to
higher ticket categories.

Metro Detroit 7-Eleven
Stores On Selling Block
       A group of 11 Metro Detroit 7-
Eleven convenience stores worth nearly

$19 million is up for sale, reported
the Detroit News. The stores—which
represent about 7 percent of 7-
Elevens in Michigan—are unique
because of their locations and high
lease renewal rate, according to Mar-
cus & Millichap Real Estate Invest-
ment Service, which received the
exclusive listing for the properties.

With locations ranging from Howell to
Romulus, the stores are in high-traffic
areas at the intersection of two major
roads. The seller, a private partnership
that has owned the sites for more than 10
years, is seeking one buyer.

Portland-Area Toy Drive
       To make sure kids at Doernbecher
Children's Hospital received a toy this
holiday season, approximately 110 7-
Eleven stores in the greater Portland area
collected new, unwrapped toys and games
through December 16 in their first "Give
a Smile to a Child" toy drive. Each person

continued from page 24
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A Dunkin’ Donuts franchisee has partnered
with Hess Corporation to own and operate
Dunkin’ Donuts self-serve restaurants in 10
Hess locations in the greater Charleston,
S.C., area. • Burger King is testing a new
home and office delivery program in South
Florida and New York City. Customers can
place orders online at www.BKDelivers.com
or by calling 1-855-ORDER-BK. • Circle K
recently granted Atlanta-based c-store
chain Gas Express a master franchise
agreement, allowing Gas Express exclusive
Atlanta-area rights to the Circle K brand
for Clayton, Cobb, Coweta, DeKalb and
Fulton counties, reported CSP Daily News.
• Hy-Vee and Casey’s General Stores re-
cently launched a program that allows cus-
tomers to save $2 or more per gallon on
gasoline purchases at all Hy-Vee and
Casey’s stores through discounts to shop-
pers who buy grocery items featured in Hy-
Vee’s weekly Fuel Saver ad. • The
government of Saskatchewan, Canada has
incorporated safety practices to protect c-
store employees and the public during late
night retail hours into Bill 23, a measure
that amends the province’s Occupational
Health and Safety Act. • The market for
gluten-free foods and beverages continues
to grow faster than anticipated, reaching
$4.2 billion in 2012, for a compound an-
nual growth rate of 28 percent over the
2008-2012 period, according to a report
by Packaged Facts. • France’s new presi-
dent plans to increase the country’s beer
tax by 160 percent to generate revenue for
medical services and care for the elderly,
reported The New American. • Social
media interaction between a customer and
a brand drives immediate and long-term

continued on page 30
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continued on page 36

DON’T MISS OUT ON WOTC $$$
     The federal tax extender bill under consideration by Congress provides for the extension of
the Work Opportunity Tax Credit (WOTC). The WOTC can reduce an employer’s cost of doing

business by providing tax credits to offset the employer’s federal income
tax for hiring certain classes of employees, including military vet-

erans, food stamp recipients, and “disconnected” youth,
among others.

Many 7-Eleven franchisees have already ap-
plied for this tax credit and have reaped substantial
$$$ benefits from several thousand dollars to over

$100,000. The process for WOTC is unchanged and
quite simple, involving two basic forms that are in-
cluded in the standard franchisee new hire paper-
work—the Federal form 8850 and the Atlanta Tax

Credit Processing Center (ATCPC) WOTC Tax Credit Survey.
Interested storeowners simply need to have their new hires complete

these forms and mail them to the ATCPC using the pre-paid envelopes. 

“Small independent c-store 
chains did slightly better sales 
than major oil company-branded 
c-store chains in Q3.”
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       Earlier this year, SEI President and CEO Joe De-
Pinto laid out his vision to increase fresh foods
sales in all 7-Eleven stores to 20 percent of total
sales before the end of 2015. Since then, SEI’s fresh
foods management team has renewed its focus on
increasing sales, and zone leaders and local Store
Operation teams have been challenged to develop
plans to reach this goal. These teams are currently
working to identify and implement a plan that will
include such elements as franchisee training on
how to use important tools like ABC Analysis and
Food Service Analysis to drive fresh foods sales.
       Franchisees realize the effects declining ciga-
rette sales and margins—
as well as increased c-store competition—are
having on our

bottom lines. It is important that
we also understand the value of growing fresh
foods sales. Fresh foods category sales are growing
by 6 percent compared to an overall merchandise
sales increase of 2 percent. Selling fresh foods
gives us an edge over some other c-store competi-
tors, and at the same time provides our guests an
option to buy fresh foods in a convenient, fast and
friendly environment.
       In order to reach the 20 percent sales goal,
franchisees have to renew their focus on this cate-
gory and set growth targets in their stores. Fran-
chisees must also communicate to store staff the
importance of well-stocked roller grills, bakery
cases, and other fresh food products. Store cleanli-
ness is a major catalyst to fresh food growth, as

nobody likes to eat or shop in a dirty store, so we
must also make sure our stores are sparkling.
      If franchisees have a responsibility to increase

fresh foods sales, then SEI has to step up as well,
and should remodel all the older stores by giving
them a new and refreshing makeover. The com-
pany should further install the hot foods program
in all stores and develop a consistent nationwide
fresh/hot foods message to better communicate
our offerings to our customers.
       Stores are being told to sell more to the same
customer who has less disposable income than be-
fore. Menu offerings should be narrowed to make it
easier and quicker for customers to 

decide what they want. Stores presently have 10
different food offerings each on the roller grill, in
the hot food display, in the sandwich case and in
the fresh bakery case, and it is harder and confus-
ing for the guest to decide what to eat. Combo
deals bundling fresh foods with other high gross
profit items should be promoted on a national level
and backed by an aggressive media campaign to at-
tract more customers to our stores. We need more
new guests in our stores and it is time that SEI invest
heavily in this responsibility.
       Another key to the successful growth of fresh
foods is lower cost of goods, and SEI has an obliga-
tion to provide franchisees with the lowest cost of
fresh food items. The CDC delivery system has in-
creased the cost of fresh food products and de-

creased franchisee gross profit percent. DSD vendors
should deliver fresh food products at lower costs,
which will minimize labor and write-offs and in-
crease profits for stores (an average store will save
$6,500 per year by buying just hot dogs/Taquitos
from McLane). Zero retail accounting should be
done on all food products. Stores selling hot foods
have noticed more frequent visits by local Health
Department officials. These inspections are more
thorough and strict. Health officials closely monitor
the temperature of prepared foods, and franchisees
are held responsible for any violations. Food equip-
ment repair should be a top priority. SEI should pro-

vide stores with equipment that will help
sales associates serve fresh foods at the re-
quired temperatures. The roller grills
should have two preset heat settings to
heat hot dogs and tacos. The hot food
oven should be designed to cook all
foods evenly to the right temperatures,
as it is practically impossible to check
the temperature of each individual

chicken wing and every other cooked item.
       Hot food products should be proprietary and of
consistent quality to maintain customer loyalty.
Since managing the fresh food category increases
franchisees’ labor costs tremendously, SEI should
consider compensating franchisees for the in-
creased labor costs.
       The success of the fresh foods program in 7-
Eleven depends as much on SEI as it does on fran-
chisee execution at the store level. Without the
proper support from our franchisor, it will be much
more difficult to reach the 20 percent sales goal by
2015. Proper investments and working together as a
team will certainly help us get there.

INCREASING FRESH FOODS
SALES BY 2015
by Maninder Walia, President, Pacific Northwest FOA

“TO INCREAS
E FRESH FOO

DS SALES, SE
I MUST STEP

UP, GIVE ALL
 THE OLDER 

STORES A MAKEOVER, AN
D

INSTALL A FR
ESH FOODS P

ROGRAM WITH A CONSIS
-

TENT NATION
WIDE FRESH/H

OT FOODS MENU.”

MANINDER WALIA can be reached at 
253-861-6737 or 

maninderswalia@yahoo.com.
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continued from page 26

who donated received a collection of
coupons for free 7-Eleven favorites like
glazed donuts, Big Bite hot dogs, Go-Go
Taquitos, coffee, Big Gulps, and Slurpee
drinks. The offer was limited to one set of
coupons per guest.
       7-Eleven stores in the following Ore-
gon and Washington cities participated in
the toy drive: Oregon—Portland, Gre-
sham, Tigard, Tualatin, Beaverton, Aloha,
Sherwood, Hillsboro, Forest Grove, Salem,
Keizer, McMinnville, Wilsonville, Wood-
burn, Milwaukie, West Linn, Lake Os-
wego, Oregon City, Canby, Clackamas;
Washington—Vancouver, Camas and
Ridgefield.

7-Eleven Testing 
E-Commerce Lockers
       E-commerce delivery service
ShopRunner is testing its PickUpPoints
lockers in its home city of Philadelphia,
and 7-Eleven is among the chains partici-
pating in the program, reported Wired.
com. Consumers who order products
from ShopRunner’s more than 60 client re-
tailers can have the items delivered to the
lockers, and must show confirmation e-
mails or mobile phone bar codes to store

employees to pick up their orders. Earlier
in 2012, several West Coast 7-Eleven
stores participated in a similar locker pilot
program with Amazon.com.

7-Eleven Ranks On 
Entrepreneur Magazine's
Franchise 500 List
       7-Eleven has been ranked #4 on En-
trepreneur magazine's 2013 Franchise 500
list. Two other c-store chains also made
the list: ampm (#22) and Circle K (#36).
For the third consecutive year, Hampton

continued on page 70

Steven Grossman, who oversees the state lottery, discussed the pos-
sibility of selling tickets online during testimony in early December
before lawmakers who convened a revenue hearing at the State
House. Grossman said he is not seeking an appropriation to launch a
major online effort and is only looking for possible pilot projects that
would test the feasibility of online sales.

Beer Bill On Tap In Colorado
     A Colorado state representative is crafting legislation that would
allow some small-batch microbreweries to sell full-strength beer in
grocery and convenience stores in Colorado, reported the Colorado
Statesman. Rep. Kevin Priola (R-Henderson) pointed to skyrocketing
demand for micro beers in the state as inspiration for the measure.
Despite its growth and economic impact, the industry still represents
no more than 4.6 percent of beer brewed in Colorado, but Priola be-

lieves he can boost production and access to these
smaller, independently owned brews by offering legis-

lation that would permit smaller microbreweries to
sell their products in grocery and convenience

stores. The newspaper noted the beer battle has
been fought in at least four previous legislative
sessions, with attempts to permit sales at super-
markets and convenience stores failing each
time. The last attempt was in 2011.

Chicago Politician Proposes 
Age Restriction On Energy Drinks
     A Chicago lawmaker wants to ban the sale of energy drinks in
the Windy City to anyone under the age of 21, reported the Chicago
Sun-Times. City Alderman George Cardenas said he wants to sum-
mon health experts to testify before his committee on a series of re-
cent deaths around the nation of young people who chugged
caffeine-laced energy drinks. When asked why he proposed the ban
before letting the experts weigh in, Cardenas replied, “You start
with that premise because it brings more attention to the problem.
It’s a more serious conversation. If we just hold hearings, people
won’t take it seriously.”

Maryland County Bans Sugary Drinks
     A Howard County, Maryland executive recently moved to ban the
sale of high-sugar drinks like soda in parks, libraries and other county
properties and at county-sponsored events, reported the Baltimore
Sun. These sugary beverages would be replaced by healthier options
under the new rule. The sales and distribution ban—which mirrors ef-
forts nationally and that may be adopted by Baltimore City—is aimed
at reducing childhood obesity and raising awareness among parents
and adults about the health hazards of sugary drinks. The ban has
drawn criticism from soda-drinking citizens and the beverage industry,
which argues public officials should allow consumers to make choices
while emphasizing balanced diets and exercise. 

continued from page 20
Legislative Update

continued on page  74
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The Co-Prosperity Model: Franchisees, 7-Eleven, Inc., VendorsBY BRUCE MAPLES
EXECUTIVE CHAIRMAN, NCASEF

        The National Coalition and franchisees
place a very high value on relationships with
our vendor community. Our vendors pro-
vide the products that we sell in our stores,
and support our customers with brand
awareness. Every year, year after year, fran-
chisees are flooded with information on in-
novative new products, changes in pack-
aging and flavors, and line extensions on
successful product lines that help provide
incremental sales and profits for our stores.
        According to the industry experts, over
2,000 products are introduced into the con-
venience store channel each year. Fran-
chisees have provided and continue to
provide our vendor partners with the first
and best opportunity to place these prod-
ucts in our stores. You don’t have to look
very hard to find recent success stories that
include items like Chobani Yogurt, Takis
and electronic cigarettes. When Red Bull
was first released, stores were buying it,
paying cash and putting it on their cash re-
ports long before it was a recommended
item. Today with over 7,000 stores, there are
not many products 7-Eleven franchisees
don’t hear about, and with Retailer Initia-
tive, we will continue to make informed
buying decisions at the store level for each
of our own stores. 
        All of the new products we see create
excitement, solve a problem, or answer a
need for our guests. Vendor promotions and
consumer advertising play a huge part in
our guests’ awareness, and the franchisee’s
ability to contribute to the new item process
through Store Supported Items (SSIs) gives

us flexibility in our
product selection
and supports sales
through store-by-
store customization
of product sets.

        For franchisees, there is no more im-
portant relationship in our business than the
relationship between vendors, storeowners
and our franchisor. We are at our best when
we are working together to develop and
bring to market the right products for our
customers. With our wide distribution over
30 states, and our ever-developing distribu-
tion network and merchandise selections,
working together is the biggest advantage
we have over our competition. 
        Franchisees in their stores, interacting
with customers, end up being the best
source of knowledge and insight as to what
“our” guests are looking for and ultimately

what sells in our own stores. As 7-Eleven
grows to 10,000 stores, franchisees will be-
come even more critical to stay in touch
with the customer. For the system to be as
successful as it can be, FOA leadership that
communicates with vendors and 7-Eleven
is crucial to success. 
        When I first became NCASEF chair-
man my commitment to the Board was,
“To raise everyone’s sales and profits.” We
are all happy when we are making sales, sat-
isfying our guests, and answering their

needs. Vendors want to come back to our
stores with their hottest-selling products. It
is a win-win-win situation in which all par-
ties benefit and are motivated by the
prospect of growth and expansion.
        It sounds easy, yet the c-store business
has become so complicated today that there
is much more to a co-prosperity model
than just ordering, selling and getting paid.
It is important for everyone to know that
every morning when we pick up the MOT
(mobile operations terminal) we are mak-
ing the buying and merchandising deci-

sions for our stores. 
       Selling to 7-Eleven
is a three-pronged ap-
proach. Vendors want
to get their products
approved by SEI, and
they must stay involved with franchisees
to succeed. They also must follow through
on distribution, with the best cost of
goods, to remain in our stores. The fran-
chisee/ vendor relationship thus becomes

“A partnership between

franchisees, 7-Eleven and the

vendor community is the only

way we can continue to grow

same store sales at a rate that

outpaces the industry.

BRUCE MAPLES 
CAN BE REACHED AT

520-577-8711
nationaloffice@

ncasef.com
continued on page 36

“National Coalition activities offer vendors an excellent
return on investment.”



very important, even critical, to the sales
of the vendor’s products. 
       The National Coalition and our re-
gional FOA network are structured to
provide vendors with numerous oppor-
tunities to get in front of our franchisee
members. 
—Our Convention and Trade Show offers
access to franchisees in a relaxed, selling-
show environment that includes recom-
mended as well as non-recommended
vendors. This year’s show, scheduled for
July 14-18 in Las Vegas, is the NCASEF’s
38th Annual event.
—NCASEF Board of Directors’ Meetings
four times per year offer vendors the op-
portunity to present to our 80 Board
members, two from each of our 40 Fran-
chise Owner’s Associations that represent
franchisees from every part of the country. 
—At our Affiliate Member Program
meetings two times per year vendors have
the opportunity to meet with franchisee
leaders top-to-top and one-on-one to get
real-time feedback on their products, as
well as hear presentations from fran-

chisee leaders and from 7-Eleven senior
executives and industry professionals. We
now have over 150 companies in our Af-
filiate Member Program.
—Avanti Magazine is mailed six times per
year approximately 6,000 franchised stores,
the entire universe of franchisees, and our
website provides a great introduction to our
organization, as well as a great introduction
to all of our regional member organizations.
       All of these activities offer vendors
an excellent return on investment, and
can help support core products as well as
the new item process, but ultimately, the
way to sustain sales is to get the person in
the store with the MOT in his or her hand
to place the order, and continue to order
on a repeat basis. 
        My goal every day is to grow fran-
chisee sales and income. The more new in-
novative and hot-selling items we can get
in front of franchisees, the more we all ben-
efit. Same store sales growth is the bench-
mark for any successful company, and a
partnership between franchisees, 7-Eleven
and the vendor community is the only way
we can continue to grow same store sales
at a rate that outpaces the industry. 
        I wish everyone huge success in 2013,
and I would like to thank our vendors, our
NCASEF Board, our executive officers and
all of the franchisees who supported the
Coalition for all their hard work over the
past year.  
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The Co-Prosperity Model: Franchisees, 7-Eleven, Inc., Vendors
“Our objective is to
grow franchisee sales
and profits.” 

sales increases of up
to 30 percent, accord-
ing to a study by LoyaltyOne, Northwestern
and Ivey Business School. • Anheuser-
Busch InBev plans to extend its higher-al-
cohol line with the launch of Budweiser
“Black Crown” in early 2013, reported Ad-
vertising Age. The new brew contains 6
percent alcohol by volume. • Domino’s
Pizza recently launched its new Spanish-
language ordering app for smartphones,
offering a language alternative for Hispanic
consumers. • A new study by real-time
market research firm Paradigm Sample re-
veals that 71 percent of convenience store
shoppers would be willing to use mobile
wallets to pay for items using their mobile
phones and tablets. • Animal protection
organization Mercy For Animals announced
it has hidden-camera video that shows
Butterball employees abusing Thanksgiving
turkeys—kicking and stomping on birds,
dragging them by their wings and necks,
and throwing turkeys onto the ground. •
R.J. Reynolds has sued e-cigarette maker
SAS Technologies—which does business
as SaveASmoker.com—accusing the com-
pany of infringing on its Camel and Win-
ston brands with its “E-Liquid” products
named “Camell Tobacco” and “Winston,”
reported The Business Journal. • Seattle’s
Best Coffee, part of Starbucks Corporation,
recently unveiled a new small footprint
drive-thru and walk-up only store built for
speed. Standing at less than 600 square
feet, the mini store will allow Seattle’s Best
Coffee to serve the large and growing au-
dience of customers who get their coffee
on-the-go. • MapQuest has launched its
new Gas Prices mobile app for Android
and Apple, which helps drivers find the
cheapest gas in their area from their
smartphones. • NJOY Electronic Cigarettes
recently became the first e-cig company to
support the nationally recognized We Card
Program and join its Manufacturers Advi-
sory Council. • NCR Corporation said it will
be installing 10,000 SelfServ Checkout
lanes in more than 1,200 Walmart loca-
tions in the United States during 2013. •
The U.S. is poised to overtake Saudi Arabia

continued on page 40 
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Join The National Coalition
The strength of an independent trade association lies in its ability to promote, protect and
advance the best  interests of its members, something no single member or advisory
group can achieve. The independent trade association can create a better understanding
between its members and those with whom it deals. National Coalition offices are lo-
cated in Tucson, Arizona.  All queries and requests for information should be directed to:

National Coalition of Associations of 7-Eleven Franchisees
3561 East Sunrise Drive, Suite 135
Tucson, AZ 85718
Office 520-577-8711
Fax 520-577-4688
E-mail: nationaloffice@ncasef.com







        I think everyone would agree that SEI’s
goal of building fresh foods sales to 20 per-
cent of overall store sales is a great strategy. It
will help us make up for shrinking margins
in other critical categories that we’ve de-
pended on in the past, and it will help give us
an edge over the competition. While we have
the desire to accomplish this goal, it’s going
to require a huge team effort from both sides
to get the job done. We will also need large
investments in infrastructure and some
changes in the operational culture at the store
level, as well as at the corporate level.
       A good place to start would be to edu-
cate franchisees on how they benefit from
growing fresh foods sales. Storeowners need
to have tools that show how increasing an-
other 20 hot food items or selling five more
pizzas or selling six more sandwiches im-
pacts their bottom lines. We need the tools
to keep an eye on true gross profit after

writeoffs, how to make choices between dif-
ferent available SKUs, and how to optimize
our fresh food assortment. We also need a
step-by-step plan with the right product
mix and a road map of how to achieve the
20 percent goal.
        In terms of infrastructure, more needs
to be done to prepare our stores to be food-
friendly destinations. It’s been said many
times, but it can’t be said enough—SEI needs
to invest in our stores. When you go to the

competition, their
stores are up to date;
they look like food-
service destinations.
When you come to
our stores, many of

them look dated. That’s a big mind block
for our customers. Our guests look at us as
hot dog and beer destinations rather than
some place they can go to enjoy a quick
lunch of sandwiches, salads, or pizza. As
much as SEI is investing in opening new
locations and buying existing chains, the
company should not ignore the existing
stores and hope that the customer won’t

notice. Fresh food is a high margin busi-
ness, and we are required to make our
guests feel comfortable with the appear-
ance and cleanliness of our physical plant.
        SEI’s plan for uniform offerings
should be reconsidered. In down-
town San Francisco, for instance,
you could sell a bunch of sand-
wiches, but in another area
chicken wings may be a big seller.
It’s tough to have a uniform fresh
foods policy for the whole country.
SEI should allow franchisees to cus-
tomize their fresh food offerings to
fit what their customers want.
        We should also have different
fresh food offerings for each part of

the day. If we are to make fresh foods 20 per-
cent of our sales, we can’t just rely on lunch
sales. Selling chicken wings and some sand-
wiches at the lunch rush won’t get us there.
We need to have attractive offerings in the
morning and mid-day as well as some
evening offerings. We need to get more cre-
ative to cover the entire day. Field consultants
can help us by providing us the tools and as-
sistance we need to analyze how the fresh
foods business is growing. We could then
tweak it and make some individual decisions
at the store level. This way we could focus on
what products are working and stop wasting
resources on items that aren’t. 
        Clearly some stores will do phenomenal
food volumes and some can’t. In those that
can’t, to keep pushing the franchisee to con-
centrate on fresh foods is punitive and coun-
terproductive. Let’s turn those stores into
beer stores, grocery stores or tobacco stores,
whatever caters to their customers. The em-

The Fresh Foods Goal 
BY JIVTESH GILL
EXECUTIVE VICE CHAIRMAN, NCASEF

“In terms of infrastructure, 
more needs to be done to 
prepare our stores to be 

food-friendly destinations.”

“Fresh food is a high margin business, and we are required
to make our guests feel comfortable with the appearance
and cleanliness of our physical plant.”

JIVTESH GILL 
CAN BE REACHED AT

209-481-7445
j2jgill@aol.com
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phasis should be on determining which stores
can do well with fresh foods, and in the stores
that can’t, customize each store to cater to the
exisiting customer base.
        There should be no question in anyone’s
mind that we should be in the fresh foods
business—our survival depends on it. But we
need a cultural change. Cleanliness scores
have gone up, and we are getting some train-
ing on food handling, but SEI needs to give
franchisees a little more flexibility in how to
present their products and more flexibility to
decide what products to carry for their par-
ticular area. SEI needs to trust the franchisee
to do the right thing.
        In 2012 we did not see volumes of change
in 7-Eleven’s fresh food business. We trust SEI’s
fresh foods team, with Kelly Buckley as vice
president of Fresh Foods Innovation, and we
feel they have great ideas, but SEI also needs to
provide the proper remodeling support we

need to move forward with fresh foods. Fran-
chisees in general have a wait and see attitude
about what is going to happen, but we are really
waiting for some big-time resources and a huge
refreshment of our store base.
        Convenience is our ultimate advantage,
and we can fill the demand for freshness and
healthier choices—healthier than QSRs are
currently serving—but let’s speed up the
plans!  

“Clearly some stores will do 
phenomenal food volumes and
some can’t. In those that can’t, 
to keep pushing the franchisee 
to concentrate on fresh foods is
punitive and counterproductive.”

The Fresh Foods Goal
and Russia to be-
come the world’s
largest producer of oil by 2017 and be-
come energy self-sufficient by 2030, re-
ported the Financial Times. • Oil giant BP
will pay $4.5 billion in a settlement with
the U.S. government over the disastrous
2010 oil spill in the Gulf of Mexico and
plead guilty to criminal charges related to
the deaths of 11 workers and lying to
Congress, reported the Associated Press.
• Monthly sales at McDonald’s dropped
1.8 percent in October—the first such de-
crease for the quick-serve chain since
April 2003, reported the Los Angeles
Times. • Kraft Foods Group Inc.’s third-
quarter earnings jumped 13 percent as
progress toward a leaner cost structure

continued on page 46  
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Sell 29 times more in dollar sales when you stock Duracell
than when you stock only 7-Select Private Label!
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        It appears to me that many, if not most,
franchisees are now entering into store
agreements in a corporate capacity rather
than as individuals. On the other hand, most
franchisees who signed or renewed an agree-
ment some years ago are still operating as in-
dividuals. That’s probably because SEI only
began, a relatively short time ago, to enter
into new agreements with corporations or to
permit existing individual franchisees to
transfer his or her agreement to a corpora-
tion. In fact, two or more unrelated individ-
uals can be shareholders in such a
corporation with the consent of SEI. Should
those non-incorporated franchisees consider
assigning the agreement to a corporation?
        The answer is probably yes—but there
are both accounting and legal issues to con-
sider. Most accountants, in my experience,
would favor incorporation for tax benefits.
In fact, they would probably favor Limited
Liability Companies (LLCs) even more, but
at this time SEI will not enter into agree-
ments with an LLC, although this policy
may change in the near future. Attorneys, on
the other hand, will invariably recommend
conducting any business under the umbrella
of a corporation—and most assuredly, a 7-
Eleven store—for the following reasons. 
        Probably the biggest risk for any busi-
ness is that of personal injury to a third per-
son (not an employee for which Worker’s
Compensation comes into play) by reason
of the negligence of the owner. Even where
there has been no negligence, practical con-
siderations often dictate huge settlements to
avoid the risk of a jury verdict many times
the amount of the settlement.
        In today’s real world, a slip and fall in
your store or the sale of a tainted product

that results in a serious
injury or illness could
mean liability in the
millions of dollars.
Does that happen on a

frequent basis? No. Can it happen? Ab-
solutely, and you should make every effort
to protect your personal assets in the event
of such an occurrence. 
        You do have some protection under the
indemnity amendment of your store agree-
ment (Exhibit C) for personal injury to third
persons in the amount of $500,000 per oc-
currence, but that amount falls far short of
the amount of protection needed. Moreover,
there are certain exclusions from this indem-
nity, most notably with respect to the sale of
fresh foods after notification to you of a ven-
dor’s failure to either submit the product to a
microbiological test, or the actual failure of

the test. Any intentional act by you or your
employee (assault, etc.) is also excluded.
        Of course, additional private insurance
is available, and I have continuously urged
that franchisees obtain such insurance with
coverage of at least $1 million, and perhaps
$2 million. My experience however, is that
most owners either neglect to buy insurance
or simply can’t afford it.
        Operating under the protection of a
corporation would not—in the event of a
catastrophic injury to a customer—shield

you from the loss of your franchise business,
but there is not much that the business owns
since SEI owns or leases the premises and
leases the equipment. The real danger is the
loss of your other personal assets (home,
savings, investments) if an injured party gets
a judgment against you that exceeds the in-
demnified amount of $500,000.
        Transferring your store agreement to a
corporation in which the signatories on the
agreement are the only stockholders is not a
difficult or expensive process, but because of
specific language required by SEI that must
be incorporated into the Articles of Incorpo-
ration and By-Laws, and because of the
multi-step approval process by the SEI legal
department, the transfer should be handled

by an attorney. The rules are not complex.
For your purposes, the only shareholders of
the corporation can be the original signa-
tory(ies) to the store agreement; the only
business of the corporation is the operation
of one or more 7-Eleven stores; and no
shares may be issued, encumbered, assigned
or transferred without the prior written con-
sent of SEI. In other words, you cannot sell
all or any part of your interest in the fran-
chise by simply issuing shares of stock to a

Incorporation—Is It For You?

ARNOLD J.
HAUPTMAN 

CAN BE REACHED AT

516-541-7200
continued on page 44

BY ARNOLD J. HAUPTMAN, ESQ.
NCASEF GENERAL COUNSEL

“Probably the biggest risk for any business is that of personal 
injury to a third person by reason of the negligence of the owner.”

“Should non-
incorporated 
franchisees 
consider assigning their
agreement to a corporation? 
The answer is probably yes.” 



person not a signatory to the store agree-
ment or not subsequently approved by SEI.
        Once the store agreement is transferred
to a corporation, there will be the need to
also transfer your liquor, lottery, health, and
other licenses, but this is not a major prob-
lem and SEI will be of help to you.
        It is absolutely essential, to get the ben-
efit of corporate protection against personal
liability, that you hold your business out as
a corporate entity in an unmistakable man-
ner. This means that all business docu-
ments such as checks, letterheads, business
cards, etc., must have the corporate name
imprinted making sure the “Inc.” or “Corp”
is at the end of the name. It is also essential
that your vendors invoice you under the
corporate name and not your individual
name or 7-Eleven Store Number, and that
you sign all documents with your corporate
title. For instance “John Doe, President” or
“Jane Doe, Secretary.” Above all, avoid per-

sonally guaranteeing corporate debt if at all
possible. However, SEI will require that the
individuals guarantee any debt to SEI. 
        Also, keep in mind that you will be-
come an employee of the corporation and
therefore will be subject to withholding
taxes, FICA, Medicare, and the like. You
will also receive a W-2 at the end of the year. 
        This is a matter that should be given
serious thought. Any questions? Give me 
a call.  
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Incorporation—Is It For You?
allowed the com-
pany to pour more
money into advertising and increase
sales, the Wall Street Journal reported. •
Inventure Foods, Inc. reported third
quarter net revenues increased 24.2
percent, driven largely by a 41.5 percent
increase in its healthy/natural portfolio.
The company also said its gross profit in-
creased 47.8 percent. • Residents of
Washington and Colorado went to the
polls on November 6 and voted to legal-
ize recreational use of marijuana, mak-
ing them the first U.S. states to
decriminalize the practice. • Walgreen
Co. has launched its own line of house-
hold goods with no harmful chemicals.
The new “green” Ology brand products
hit the drugstore chain’s shelves in early

continued from page 40

continued on page 49 

“The protection of a corporation
would not—in the event of a cat-
astrophic injury to a customer—
shield you from the loss of your
franchise business, but could
help protect personal assets.”
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       Consequences. Life is full of them.
Some occur whether you are expecting
them or not. If you put your finger into a
flame, for instance, your finger will get
burned. While this may have been an un-
known consequence the first time, you
undoubtedly learned the consequence to
this action immediately afterwards. Fur-
thermore, you learned that the conse-
quence of the burned finger was the result
of your own action.
        As a 7-Eleven franchisee, one quickly
learns there are consequences to actions in
your store. If you for-

get to transmit an order, you do not receive
your product. The consequence is lost sales,
lost profits, and potentially lost customers.
While this is unfortunate, the franchisee
knows the consequence is his or her fault.

       There are good consequences, as
well. A franchisee that orders the proper
inventory, merchandises appropriately,
and has the correct staffing levels receives
the consequence of good sales and good
profitability.
       What frustrates franchisees, however,
is when the consequences affecting them
are not the result of their own doing.
There are too many examples of problems
caused at the corporate level that have a
negative impact on franchisees and store
operations. “Problems” roll downhill, as
the saying goes, and franchisees are al-
most always at the bottom.
       Every decision made in the Store Sup-
port Center appears to affect franchisees.
Seemingly small changes or problems that
seem innocent enough to a person sitting
in an office have massive consequences in
the stores. While a fix seems relatively
small to implement at a single store, the
time and resources spent in over 5,687
franchise stores is staggering.
       It seems 7-Eleven, Inc. does not ap-
preciate the consequences its employees’
actions have upon the franchise commu-
nity, because there seems to be a lack
consequences for the SEI employees who
cause the problems. There is an 800
pound gorilla in the room called "The
System" that no one seems to fully under-
stand, but it receives all the blame. New
store employees not receiving a paycheck
for weeks or even a month; tenured store

employees suddenly not receiving a pay-
check; promo master items not operating
properly; factoring of pre-booked items;
recommended items from the recom-
mended vendor factoring; EBT setup er-

rors; price change anomalies—these are
all problems coming from an SEI em-
ployee that require the franchisee to in-
vest his time or an employee’s time to fix.
       Does SEI realize that a $10 per hour
employee spending ten minutes to ad-
dress an SEI-caused problem costs the
franchise community $10,000 in lost net
income? What is the cost if franchisees or
their store managers must correct the
problem? What would it cost SEI to get it
right the first time?

       If you think I’m requesting account-
ability for the store operations we expect
to run smoothly, yet do not, you are right.
My comments are direct feedback from
the field, which every franchisor and
every businessman
should value. Fix my
problems and you’ve
gone a long way to-
wards fixing the sys-
tem.

PAYING THE PRICE FOR 
OTHER’S MISTAKES
BY ROGER ST. GEORGE
VICE CHAIRMAN

Vice Chairs’Forum

“There are too many 
examples of problems
caused at the central 

office level that have a
negative impact on 

franchisees and store
operations.”

November. • Panera
Bread was voted the
number one sandwich chain in a national
restaurant industry survey conducted by
Market Force. Subway was ranked 7th. •
In an effort to fight obesity, doctors in
Ontario, Canada are calling for graphic
warning labels—similar to those printed
on cigarette packs—to be placed on
high-calorie foods with low nutritional
value, reported The Telegram. • Starbucks
plans to buy tea store chain Teavana
Holdings for $620 million, reported
Reuters. Teavana has about 300 shop-
ping mall stores that sell loose-leaf, ex-
otic teas, and the coffee chain aims to
add tea bars that serve prepared drinks
in existing Teavana stores. • Pennsylva-
nia-based c-store chain Wawa plans to
open 30 new stores in northern New Jer-
sey in the near future, reported the
Bergen Record. The new locations will
bring Wawa closer to New York, where it
has no stores. • Donald Trump’s DJT
restaurant on the Las Vegas strip was
briefly shut down recently after health in-
spectors found violations including
month-old caviar and expired yogurt, re-

continued from page 44
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“Franchisees get frustrated when consequences 
affecting us are not the result of our own doing.”

ROGER 
ST. GEORGE

CAN BE REACHED AT

360-500-1248
saint@comcast.net



50 AVA N T I N O V E M B E R  |  D E C E M B E R  2 0 1 2

Vice Chairs’Forum continued from page 49

PRODUCT MIX AND CENTER 
OF THE STORE SALES PLAN
BY JAY SINGH
VICE CHAIRMAN

       I recently received an e-mail from one
of my field consultants regarding the cen-
ter of the store sales plan for the months of
January and February. The plan included
recommendations on what products to
add in certain parts of the store. Most of
the suggested items were for the snacks,
candy, HABA, and energy sections, and a
few were seasonal items like gloves, bean-
ies and fingerless mittens with descriptions
of different levels of funding provided by
vendors to support the promotions.
       From time to time all the stores get
these recommendations to help increase
sales for the center of the store. Most fran-
chisees follow all the suggestions according

to the requirements of their individual
stores, and continuously make decisions to
add and delete items. Snacks, confec-
tionery, and HABA do well in sales when
we put them on promotion, and the Mer-
chandising Department is diligent in try-

ing to negotiate the best possible deals to
drive sales for these categories.
        On the other hand, there are categories
in our stores—like stationery, soap/clean-
ing, auto supplies and non-foods—that do
not sell well. Some sub-categories in these
sections may have minimal sales, but most
of the stores carry them anyway in order to
follow the schematics. Periodically the
stores delete and add items after doing an
ABC Analysis, but these efforts do not re-
sult in good sales.
       School and home office supplies,
home products, and soap, detergents and
laundry products are items used in almost
every household, and most of our stores

are neighborhood stores—so the question
remains why 7-Eleven is not the estab-
lished destination for these products. Cus-
tomer feedback indicates that most of
these items are not well-priced compared
to our competition. A small size of laundry

detergent or bleach, for instance, costs way
more in 7-Eleven than at other retailers,
especially dollar and drug stores. It appears
that the dollar stores or other neighbor-
hood stores may have better prices on
these items than we do.
       The Merchandising Department has
a lot of work to do to improve the cost
and retail of some items in order to attract
more customers to our stores for these
categories. With the right retail, our ex-
isting customers would add these prod-
ucts to their shopping lists in future and
perhaps bring with them a typical market
basket ring.
       The center of the store is an important
part of our store if merchandised properly
and can definitely bring more profits on
top of our increasing fresh food sales. 
       On the eve of 2013 I would like to
thank all of our franchisee members, our
Board of Directors, and all of the elected
officers for your sup-
port and camaraderie
over the past year, and
wish everyone a solid
and profitable 2013.

Happy selling.

“The Merchandising Department has work to do to
improve retail costs of some grocer items to attract
customers to our stores.”

THANK YOU FOR ALLOWING 
ME TO SERVE
KARAM DHALIWAL
VICE CHAIRMAN

        I’ve had the honor of serving the fran-
chise community for 30 years, mostly with the
Southern California FOA and more recently

as a vice chairman of the National Coalition.
Over this time I’ve had the privilege of work-
ing with and befriending some of the most

hardworking and devoted franchisees in the
system. I’ve seen a lot of good times in 7-
Eleven, and helped out as much as I could

JAY SINGH
CAN BE REACHED AT

702-249-3301
jksingh2003@yahoo.com
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when we hit the rough patches. Now, at age 82,
it’s time for me to hang my hat, to move to the
backseat and enjoy the view. 
        I first took an active role in helping the
franchise community in 1982, when I joined
the Board of the Southern California FOA. I
served in many capacities, including as chair-
man of the scholarship committee. Then
about ten years ago Joe Saraceno asked me to
run and become his vice president. When Joe
passed away, I was voted in as president of the
association.
        I’ve done my best to help the franchise
community over the years, especially locally.
When I became president of the Southern
California FOA, I reached out to the other as-
sociations in my area—the FOA of Greater
Los Angeles, the San Diego FOA, and later the
Joe Saraceno FOA after they had formed—to

coordinate meetings with each other and SEI
management to resolve franchisee issues. The
four FOA presidents and officers would meet
occasionally to strategize, and we would even
attend each FOA’s events—trade shows, Holi-
day parties, and the like. The unity was good
for all of us. Working together as a unit, com-
municating and sharing information, I con-
sider that a breakthrough.
        It is precisely that type of relationship SEI
should strive harder to achieve with fran-
chisees. At the end of the day, the franchisees
are working hard to increase sales and gross
profits. If franchisees are successful, then the
company is successful. I think SEI manage-
ment needs to talk more openly with fran-
chisees and accept our input. We are partners
in this system, after all. Being on the front
lines, franchisees know what we need to satisfy
our customers’ needs and to move our busi-
ness forward. Open communication will be
one key to our continued success.
        As a Board member of the National
Coalition and as a vice chairman, I tried to ad-
vance the needs of the franchise community
and to strengthen our position within the 7-
Eleven universe. It wasn’t always easy, but I like
to think I’ve helped move the franchise com-
munity forward.

        Now that I’m out of the picture, I will con-
tinue to attend my local FOA meetings as a
franchisee. I wish our new president Nick
Bhuller the best of luck. If they need my advice,
I will give it. I will miss the National Coalition
because I have made many friends as a mem-
ber. In the National Coalition there hasn’t been
a president who hasn’t been courteous to me.
They all call me Mr. D, and I’ve had that nick-
name for so long I’ve forgotten that my first
name is Karam. I have close relationships with
many vendors. Several vendors have even sent
me nice e-mails once word got out that I was
stepping down, and I appreciate it. 
         I’m not walking away from the franchise
community. I’ve had a great time and will con-
tinue to have a great time. I hope to continue to
attend National Coalition meetings. I know I will
be welcomed by whomever the chairman is. I
will sit in the back and learn new things. I’ll be
the elder statesman, but don’t call me that be-
cause I’m not that old yet. I think I still have
about 15 years left in me. I’ve been very fortunate
because I’ve been doing
what I love what I do.
        Thank you again
for allowing me to
serve. It’s been a great
ride. 

THANK YOU FOR ALLOWING ME TO SERVE   continued from page 50

KARAM 
DHALIWAL

CAN BE REACHED AT

818-625-4036
kmd1948@yahoo.com

“I first took an active role

in serving the franchise

community in 1982, when

I joined the Board of the

Southern California FOA.”

Play The 
Name Game!
Look carefully at each
page in this issue.
Somewhere in this
magazine a line is hid-
den that contains the words $Name
Game Winner + person’s name +
city$. If you find this line, and if it con-
tains your name, call AVANTI’s Offices
at 215 750-0178 before the next
magazine is published, and win this
issue’s total. Uncollected money is au-
tomatically added to the next issue’s
total. NCASEF Members only. This
issue’s total: $100.







The reelection 
of President
Barak Obama
in the national
elections on No-
vember 6 all but as-
sures the enactment of
the Patient Protection and Af-
fordable Care Act (PPACA), or some
variation thereof, and enforcement of
its requirement that employers with
over 50 full-time equivalent employees
provide health insurance for all employ-
ees working over 30 hours per week or pay
a penalty. The year 2013 is the "setup" year,
and 2014 is the year for implementation of
the mandate that certain employers and
most individuals must purchase health in-
surance or pay a fine.
       As you know the PPACA, commonly
called Obamacare (or the federal health care
law), was passed under the Obama admin-
istration in 2010 to increase the number of
Americans with health insurance. The first
item the Act passed was patient protection.
It prohibits coverage denial for people with
pre-existing conditions, it sets up a series of
subsidies for people who cannot afford cov-
erage, and it created a state-based insurance
marketplace called the Health Benefit Ex-
change. 
       The purpose of the exchange is to 1) fa-
cilitate the purchase of qualified health
plans, and 2) provide a Small Business
Health Options Program Exchange (re-
ferred to as a “Shop Exchange”), which will
assist employers in enrolling employees in
small qualified health benefit plans. Each
state is responsible for establishing a single
exchange that performs both functions, or
creating a separate exchange. If the state
does not want to do it, the federal govern-
ment will provide its own version. The ex-

changes should be up and running in 2014,
and getting insurance through them could
bump the maximum tax credit to 50 percent
of employer contribution, up from the cur-
rent 35 percent.
     All employers classified as “large em-

ployers”—defined as 50 or more full-
time employees—will be required to
offer insurance. 7-Eleven franchisees
who are multiple owners and fran-

chisees who own businesses other than 7-
Elevens may be affected. It is the

combined number of employ-
ees in all your businesses that
determines whether or not you

as an employer will have to pay
insurance for your employees.

       Employers in the large employer class
are required to offer “essential health cover-
age” to ONLY their FULL-TIME EMPLOY-
EES. The definition of “essential” is
important. The Act requires a minimum
level of coverage, such as: 

1) ambulatory patient service; 2) emergency
services; 3) hospitalization; 4) maternity and
newborn care; 5) mental health and sub-
stance use disorder services; 6) prescription
drugs; 7) rehabilitative services; 8) labora-
tory services; 9) prevention and wellness
services and chronic disease management;
and 10) pediatric services, including oral
and vision care.
       The year 2013 is important. The task
for all employers is to establish whether you

are a “large employer” or a “small employer”
based on the number of workers you em-
ployed in 2013. If you are a small employer
you are exempt from offering health insur-
ance to full-time employees. If you are a
large employer, over the next year you must
decide whether or not it is prudent to pur-
chase coverage for your employees or pay
the prescribed penalty.

The Magic Formula
       So what makes a “large employer”? The
formula is Full-Timers + Part-Timers =
Full-Time Equivalents. Over 50 full-time
equivalents and you must provide insur-
ance.
1. A full-time employee is one who works 30
or more hours per week on average each
month.
2. To calculate the number of full-time
equivalents from your part-time employees,
add up all the hours worked by part-timers
per week, multiply times 4 weeks and divide

by 120 hours to find your number of full-
time equivalents. 
3. Seasonal workers who work less than 120
days per year are excluded from the calcu-
lation.
4. Add the number of full-timers you em-
ploy and the number of full-time equiva-
lents from your part-time workers
calculation.
5. If the answer is 50 or more, the employer

Vendor Guest Column
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By John Barbot 
President, Barbot Insurance Services

“Obama’s reelection all but assures that employers

with over 50 full-time equivalent employees will be

required to provide health insurance for all employees

working over 30 hours per week—or pay a penalty.”

The Patient Protection and

Affordable Care Act

continued on page 56



is subject to the mandate to provide health
coverage to all full-time workers (30 hours
or more a week) or pay a penalty.

Comparing Costs
       In some cases an employer may choose
not to provide health insurance and instead
pay the penalty for not doing so.
1. The annual penalty is $2,000 per full-time
employee in excess of 30 employees per year.
In other words, the first 30 full-time employ-
ees are excluded from the penalty calculation.
2. There is a possibility of an annual $3,000
penalty for each full-time employee if they
receive a subsidy under an exchange plan
because the “large employer” has a health

plan that constitutes minimum essen-

tial coverage, but the plan is inadequate or
unaffordable for the employee.
3. The cost for health insurance per em-
ployee currently is between $800-$1,200 per
month per employee or $9,600-$14,400 an-
nually per employee. You need to compare
this to the penalty of $2,000 per full-time
employee after the first 30 employees.
4. An employer paying the penalty would not
incur any administrative costs in order to
comply with the Act’s new regulations and
would not incur administrative costs associ-
ated with navigating the free choice voucher
system. Employees generally would have
wider array of choices by going to through the
exchange as individuals, and may be eligible
for federal government subsidies and credits
and thus lower their out-of-pocket expense.

Franchisees qualifying as a “large em-
ployer” need to assess the true costs of
either offering or not offering health
coverage in 2014. More issues may be in-
volved in considering whether or not to
offer insurance coverage, and I recom-
mended that any franchisee in this posi-

tion consult with an appropriate
professional before making such a de-
cision. We will continue to update you

on Obamacare as conditions of the leg-
islation become clearer, and enactment

becomes reality.

       John Barbot, president of Barbot Insur-
ance Services, works with franchisees in
Southern California. His offices are located at
9001 Grossmont Blvd, Ste 711, La Mesa, CA
91941. Contact him at 619 337-0290 or
jcbarbot@barbotins.com. 

ported the Associ-
ated Press. • If Wal-
mart were a country, it would be the 26th
largest economy in the world, according
to Business Insider. The big-box retailer
generated about $444 billion in sales in
its fiscal year 2012—which is $20 billion
more than Austria’s GDP. • Domino’s has
34 million different pizza combinations.
The national pizza chain said that’s what
it calculated when it began the process
of providing calorie information as re-
quired by the menu-labeling component
of Obama’s Affordable Care Act. • Con-
sumers spent 13 percent of their total re-
tail dollars at gas stations in October—a
slight increase compared to early 2011,
when it was 12.5 percent, reported

CSNews Online. • The governor of
Kentucky is considering raising the
state’s cigarette excise tax from 60
cents to $1 per pack of smokes, re-
ported the Kentucky Post. If passed,
the cigarette tax hike would be the
second since 2009, when it was dou-
bled from 30 cents a pack. • U.S. re-
tail sales climbed 13 percent to $59.1
billion during the Thanksgiving week-
end compared to the same four-day
period last year, reported the Dallas

continued from page 49
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How does PPACA calculate full-time equivalent employees?If a company employs 35 full-time workers (working anaverage of more than 30 hours per week) and 20 part-timers (working on average 24 hours per week, or 96 hours
per month each), these 20 part-timers are the equivalent of
16 full-time workers (20 part-timers x 96 hoursper month / 120 hours per month = 16 full-time equivalents). So for calculation pur-poses, this employer has 35 + 16 = 51full-time equivalents. In this case the em-ployer has 51 full-time equivalent employees,and would have to offer health insurance to all of its 35full-time employees.

What is the penalty for employers who donot offer coverage?
An employer with 80 employees will be subject to apenalty of $8,333 per month (80 - 30 = 50 x $2,000 / 12months). After 2014, the penalty payment would be in-dexed by the premium adjustment percentage for the cal-

endar year.
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Washington, D.C. FOA
M a r k  C h i o c h a n k i t m u n ,

P r e s i d e n t  

        Under normal circumstances, the 7-
Eleven system is one of the best systems out
there in the convenience store industry.
However, ever since our partner started to
concentrate more on growing numbers of
stores, it seems we are falling short on oper-
ations due to the lack of manpower through
acquisitions. Franchisees in our area have
been facing many obstacles on a day-to-day
basis, starting with the inability to get rev-
enue-generating equipment repaired in a
timely manner. The best example is when our
Turbo Chef Oven is down, it will cost us be-
tween $1,500 and $2,500 in lost sales per day,
and the average repair timeline for this equip-
ment is between two and seven days. This is
not the way we want to bank our future on
SEI's number one growth category. Improve-
ment is needed ASAP.
        Our ISP is the heart and soul of our op-
erations, and we cannot operate the store
without it. But still, every day a few of us will
have the ISP die on us. The ISPs in our area
are considered to be one of the oldest pieces
of equipment in our stores today. Further-

more, when franchisees have issues with the
Accounting Department or Facility Depart-
ment, the communication through CHD
Online often falls short or totally fails. An-
other great concern is that our areas seem to
be a pathway for upper management to get
through for their promotion—no one stays
around long enough to complete the tasks
they'd started.
        Franchisee moral and encroachment
also still our top concerns. With Super Storm
Sandy affecting the northeast area in mind,
our sales are running around a couple per-
centages up, with a little over 40 percent GP.

Kansas City FOA
F a i s a l  A s a d ,  P r e s i d e n t

        On October 16, 2012 Kansas City/St.
Louis was introduced to fresh foods. Our
new CDC vendor partner Fresh One delivers
sandwiches, donuts, cut fruit, fresh produce,
7-Select chips, beef jerky, cookies and
muffins every day from St Louis. Unfortu-
nately, the program started below satisfaction
for our guests and franchisees. Currently, our
fresh bakery is down 28 units APSD due to
issues with the quality of the glazed donuts
and logistics. For the first two weeks stores in
some cases did not receive deliveries, re-

The National Coalition’s Board

of Directors and Affiliate Mem-

bers met October 30-November

3 in Memphis, Tennessee at the

same time superstorm Sandy

touched down on the east coast,

destroying thousands of homes

and killing over 200 people.

Damage is estimated at over $70

billion. 7-Eleven owners in the

damaged areas rose to the occa-

sion, keeping their stores open,

without power in many areas, to

help out their neighbors in need. 

In Memphis, Board members
took on a range of topics, includ-

ing the new DVR system and its

implementation,  maintenance,
BT, CMR, billbacks, weights and
measures, accounting, Project E,

audits, CDC, fresh foods, and the

upcoming 7-Eleven Experience in
Las Vegas. SEI VP and Controller
Alicia Howell, Senior Director of

Revenue Accounting Brian Pad-
gett, and Senior VP East Opera-

tions Bill Engen gave
presentations to the Board and
answered questions.



AVA N T I N O V E M B E R  |  D E C E M B E R  2 0 1 2 59

ceived wrong deliveries, late deliveries and
poor quality on the glazed donuts every day,
which resulted in severe guest dissatisfaction
and a loss of sales for franchisees and SEI.
        The issues have been addressed, but
we do need more commitment from SEI
and our vendor partner. The irony of the
situation is that the delivery truck travels
250 miles on I-70 every day and has no
room for error (VTS, late production, qual-
ity and temperature). This needs to be SEI’s
top priority since our 20 percent fresh food
percent goal can't be achieved if produc-
tion and logistics have issues. Franchisees
are supporting the propriety program, but
it tests our patience daily. Numbers should
trend up after a launch, not the other way.
We do hope that SEI will review the flat
fees of $27 per delivery for CDC, especially
when sales numbers are nowhere near
where they need to be.
       Our Market became part of the Lone
Star Zone as of January 1, 2012 (previously

Heartland). We were recently notified
about another switch as of the New Year to
the Rocky Mountain Zone. Hopefully, we
will settle in this zone for future years. I
would like to welcome two new fran-
chisees to the KC market—Rao Chalasani
and Meghav Shah, who also joined the
KCFOA in September.

Delaware Valley FOA
M. Al Haffar, President

        The impact of Hurricane Sandy was
minimal on Pennsylvania and South New
Jersey stores, except for limited power out-

ages in some stores. A few
stores had no power for al-
most a week, while those
that didn't lose power ex-
perienced sales increases
of as much as 300 percent
during the post-hurricane
days. There was a huge
surge in coffee, ice, grill,
water and snack sales.
Some stores sold close to
14 times their daily average
of coffee. One store did
$13,000 in one day without
power and no register. 
        Delaware Valley FOA executives re-
cently met with our new zone leader to
welcome him to the area and discuss im-
proving store conditions and sales. We also
discussed the stores taken back by SEI re-
cently for various reasons. Our FOA will
host the new zone leader during our next
local meeting on December 6.

FOA Of Greater 
Los Angeles
K a t h y  Y o r k ,  P r e s i d e n t

       Officials of the City of El Monte re-
cently proposed a soda tax of one cent per
ounce for sugar-sweetened drinks, and put
the measure up for vote on the November
ballot. All of the franchisees in El Monte,
along with the 7-Eleven Franchisee PAC,
helped to defeat this measure.
       We are in the process of finalizing our
FOAGLA website to better communicate
with our members. I am getting feedback

about the new DVR surveillance system in
the stores. I am told that Asset Protection
is going into our stores to view the DVR
system without the franchisee’s knowledge
or consent. This is of great concern to us.
Asset Protection should contact the fran-
chisee first and let them know they want
to view the DVR.

       The FOAGLA's Christmas Party is on
December 8 this year, followed by our
tradeshow in January.

Central Valley FOA
S u k h i  S a n d h u ,  

V i c e  P r e s i d e n t

        As we say goodbye to 2012, let’s take a
moment to reflect back on the year. In 2012
Central Valley saw a significant change
among our Board members, and we ex-
panded to two Vice Presidents. We increased
our membership by adding seven new mem-

Retiring Vice Chairman Karam Dhaliwal said his
good-byes and thanked the Board.

Vice Chairman Jay Singh suggested printing voids
on a daily basis to review.

Vice Chairman Roger St. George wants more ac-
countability for problems in central accounting.

Coalition Chairman Bruce Maples with national franchise lawyer
Michael Dady, who was brought in by the Board to help franchisees

in the ongoing mediation on the DVR rules of implementation.

continued on page  61
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bers, four of which came from our four new
BCP sites. Store unit sales increased a steady
2.5 percent driven by Non-Alcoholic Bev-
erages (+8 percent), Services (+6 percent)
and Food Service (+4 percent).
        While we enjoyed each market’s effort
to put together local USEs in the past, there
is now concern shown by some FOA mem-
bers about the expense to attend SEI’s new
7-Eleven Experience in Las Vegas next year.
The franchisees who are attending are look-
ing forward to the new opportunity and ex-
perience. We had another successful trade
show in August, teaming up with the
Northern California FOA in Sacramento.
        In 2013 we will be holding our trade
show in the Spring in order to get ahead of
our summer selling season. Speaking of
seasons, stores have been busily resetting
stores getting ready for winter sales oppor-
tunities. We will end 2012 with our annual
holiday party, celebrating another success-
ful year with fellow franchisees, vendors
and SEI friends. May everyone have a safe
Holiday Season and a profitable 2013!

Chesapeake Bay FOA
Stuart  Walters ,  P r e s i d e nt

        As a newly formed FOA in the Hamp-
ton Roads area of Virginia, we primarily en-
compass Chesapeake, Norfolk, Suffolk, and
Virginia Beach. Our current membership

of 42 stores is represented by officers elected
in August of this year. We formed our FOA
as most are formed—to share knowledge,
ideas and discuss challenges that we collec-
tively face.
        While not a huge issue—it is an issue
just the same—we have been dealing with
fixtures inside the store. When one looks at
the small things like the glides used in our
vaults to neatly merchandise products, it
appears from field consultant and fran-
chisee feedback that these expensive items
are not being readily supplied by corporate.
I have heard we can purchase these at ap-
proximately $80 per box of 5 glides, or so-
licit them from vendors.
        Many franchisees have questioned
this without receiving an acceptable an-
swer. Is this not part of the fees we have
paid and are currently paying via advertis-
ing fees? Don't many companies look at the
positive presentation of their product as
the best advertisement? In fact, the mer-
chandising payments to cigarette compa-
nies are largely for the displaying of their
products in prominent positions. One
could further elaborate to encompass the
many previous market-supported POS
items that are now being charged to us by
corporate. I have always been taught to
"take care of the pennies, and the dollars
will take care of themselves." It sounds like
we need to take a look at the pennies we
are spending.

San Diego FOA
J i m  N u n n a l l y ,  P r e s i d e n t

        SEI shared some San Diego sales infor-
mation with me showing APSD merchan-
dise sales have grown over the 2010
numbers by approximately $400; customer
counts have grown by approximately 120

APSD; and Gross Profit APSD is up $120.
        Consolidated Market Rollout (CMR)
store image enhancements are now com-
pleted in 82 percent of stores, including the
introduction of the hot foods program into
these San Diego stores in 2012. Food serv-
ice APSD sales are up approximately $80
over 2010. Company-wide growth target
for foodservice is at +20 percent by 2015,
which would put us at an APSD of $875 in
fresh foods.
       San Diego and Southern California
stores have seen breaches issued for pric-
ing violations discovered on Weights and
Measures visits to stores. Pricing viola-
tions are primarily stemming from pro-
motions not working as programmed,
and signs making false statements on
pricing that have been created by SEI and
sent to stores. Franchisees have paid the
fines only to find themselves in double
jeopardy from our franchisor, as they then
receive a breach because it is a govern-

Pacific Northwest FOA President Maninder Walia
wants faster introduction of fresh foods.

Controller Alicia Howell, with Director of Mer-
chandise Accounting Aaron Stewart, furnished

the board with a complete explanation of factor-
ing.

Executive Vice Chairman Jivtesh Gill said fran-
chisees should request backup for each

backcharged item.

continued on page 63

continued from page 59

“In our race to 20,000 stores, we cannot 
neglect the needs of existing stores.”

Jivtesh Gill, Executive Vice Chairman
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ment agency issuing the “violation.”
Weights and Measures violations have
come to San Diego stores over the years
for as little as one pricing error in a store,
but stores have never—until this year—re-
ceived a breach from our franchisor be-
cause of it.
        The San Diego FOA hosted our Ven-
dor Appreciation Party on November 9 at
the local Mission Brewery. Food and bev-
erages were plentiful for those who at-
tended. Each year our association puts on
such an event to thank our vendors for their
support throughout the year. Past Vendor

Appreciation events had been held as tail-
gate parties prior to San Diego Padres base-
ball games, but the committee decided this
year to try a different venue. A good time
was had by all.
       The San Diego FOA’s 2013 newly
elected board will meet in December to
elect the officers for the upcoming year,
who will serve our membership for the
one-year term commencing January 1,
2013.

Suburban 
Washington FOA
P e t e  G r a g n a n o ,  P r e s i d e n t

        Market 2541 experienced sales in-
creases of 3.6 percent in October and 2.7
percent month-to-date in November, with
store sales averaging $5,013 and $4,700, re-
spectively. Transactions saw a $0.14 in-
crease in October and a $0.17 increase in
November compared to 2011. For October
the market averaged 1,166 customers per
day, which was flat compared to prior year,
but saw a +47 increase in November. Octo-

ber food service sales were $972 APSD, up
$26, and comprised 18 percent of total mer-
chandise sales. In November these sales
were $986 APSD (up $40), and were 18.2
percent of total merchandise sales.
        With regard to Market 2543, third
quarter T-counts were 1,223 APSD vs. 1,220
in 2011. Total Food Service increased to
$884 APSD vs. $858 APSD. Merchandise
sales with cigarettes were $5,239 in 2012,
compared to $5,118 in 2011; without ciga-
rettes the number broke down to $4,028 vs
$3,883. October sales were flat to 2011,
while November is down 3.8 percent. T-
counts in October were flat and are down
about 2 APSD in November.
        One issue plaguing franchisees in our
area deals with the monthly GEA visits. Ev-
idently, the GEAs underwent “recalibra-
tion,” and the “rules of the game” have been
changed without telling the franchisees.

continued on page 64

“The average

franchisee does not

understand billbacks.

we need training to

help us understand.”
—Pete Gragnano, President, suburban 

Washington FOA

SEI Senior VP Bill Engen said the company is trying
to address the foodservice needs of each region.

Baltimore FOA President Linda Haddaway wants
CDC bills only with deliveries.

SEI VP Franchising Frank Gambina said FCs are
being trained for business acumen.

Sacramento FOA President Jay Brar said fran-
chisees are receiving markup packages.

Franchise Lawyer J. Michael Dady spoke about
the franchisee/franchisor relationship.

Central Florida FOA President Fari Ishani said
vendors in BT areas are being told not to leave

invoice copies.

continued from page 61
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Stores are seeing scores drop 15-20 points
compared to past months for the same level
of cleanliness, resulting in failing scores, the
issuance of LONs, and a corresponding de-
crease in franchisee morale. A meeting has
been set up for mid-December with our
area’s Senior GEA to discuss the new scor-
ing and obtain de-
tailed information
as to what they are
grading, as the
scoring has clearly
moved beyond the
“eyes of the cus-
tomer.”
        On the legisla-
tive front, two is-
sues have surfaced
in our area that can
have a significant
and detrimental
impact on our
livelihoods. The first
deals with a proposal by the Maryland
Lottery for online sales. This initiative
has been put on hold after franchisees
and SEI attended a series of retailer meet-
ings conducted by the Lottery. With the
help of SEI’s lobbyist, the governor and
legislative leaders were alerted to Lottery’s
attempted quick implementation of this
concept without proper public hearings and
discussion. While the issue has been delayed,
it is only a matter of time before it will resur-
face.
        The second issue that can impact our
livelihood deals with proposed legislation
by Prince George’s County to regulate 24-
hour businesses, namely gas stations and
convenience stores. These regulations
would require, among other things, regis-
tration and training of owners and employ-
ees, cash handling limits, two-person
minimum staffing, and the installation of
HD security cameras, with fines up to $500
for violations. Again working with SEI’s lob-
byist, franchisees and local retailer and serv-
ice station associations met with the County
Executive and then with the sponsors of the
bill. As a result of our meetings, the legisla-

tion has been put on hold pending the for-
mation of a committee comprised of police,
legislators, and the impacted parties to de-
velop recommendations to improve
overnight safety.
        Our annual Holiday party will be held
on December 8 at the Clarion Hotel in Col-
lege Park. In addition, we have begun work

with the Baltimore and
Washington, D.C.
FOAs, under the um-
brella of the TriState
FOSE Association, on
our fourth annual Trade
Show to be held on April
24, 2013.

Cal-Neva
FOA

R i c h  R o s e ,  P r e s i d e n t

        Can you believe another year has gone
by? It’s been a whirlwind for a lot of us, and
I want to take this opportunity as the last re-
port for 2012 to highlight some of the suc-
cesses and struggles of the Cal-Neva FOA
this past year. Last March, due to the energy
and enthusiasm of Field Consultants Car-
olina Gonzales and Dorothy Claypool, our
Market focused its efforts to raise awareness
and money for the Muscular Dystrophy As-
sociation through the annual Shamrock
fundraiser. We set a goal to raise $30,000,
which was based upon our fellow 150 fran-
chisees in the Las Vegas area who raised that
amazing amount in 2011, and we hoped our
51 stores would be able to match that. We
are very proud to announce that we were
close to our goal and were able to contribute

considerably to this worthy organization.
        Following the success of the MDA
fundraiser, I was very pleased this September
when we decided to partner with David and
Ronda St. Onge to join the fight against
breast cancer. With a handful of stores par-
ticipating (and very little time to plan), we
were able to produce and sell pink “Save the
Ta-tas” t-shirts, as well as pledge cards for
employees and customers to donate towards
the efforts. Our goal was to raise $10,000, and
with everyone’s hard work and excitement we
were able to collect over $11,500 our very first
year. It is my sincere hope that we can con-
tinue to participate in years to come. 
        One of the most difficult moments we
have shared this past October was the pass-
ing of our very loved and respected Ben
Hedges. Ben and his wife Sheri became
franchisees in February 1986 when they

took over the Incline Village, Nevada 7-
Eleven and have thus have been an in-
tegral part of our community ever since.
Ben, the “Keeper of the Cooler” as he
was lovingly known by all that visited
the Incline store, will be deeply missed
as we continue to support Sheri and
their store in this very trying time. 
 As this year comes to an end and we
look to 2013 with anticipation and
promise, I want to personally thank

each and every fellow franchisee and ven-
dor for your continued support. I look for-
ward to working with all of you this New
Year, and I hope that it proves to be even
better than the last. 

San Francisco/
Monterey Bay FOA
J o e  G a l e a ,  P r e s i d e n t

        The stores in our area have had a very
good summer. The unusual warmer
weather has helped sales, as well as many
other factors. Our markets were actually
very active getting out to stores and showing
potential items that may increase sales. One
of our biggest pluses was an RC helicopter
that in many stores sold out in 2-3 days at
$30 each. This brought customers into our

continued from page 63

“Tired and 
worn stores do

not support foodservice sales. 
We need help in the form of
AQIP and remodels.”

Bruce Maples, NCASEF Chairman
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stores. It was a merchandising idea from
one of our recommended vendors that got
a lot of stores on board and contributed to
the sales increase. We’ve also enjoyed this
past summer being able to meet on a regu-

lar basis with our zone leader and market
manager to discuss growing our business.
In terms of financial performance, the Zone
was up 3.7 percent in sales during the last
two months, and locally stores averaged a
sales increase of 4 to 4.5 percent.
       Our golf tournament is scheduled for
June 3, 2013 and our trade show is on March
16, 2013 in Santa Clara.

Virginia FOA
W a q a r  S h e i k h

        We are fighting legislation in Prince
George’s County that will impose strict re-
quirements for c-stores that want to remain
open all night. Under the measure, stores
that do not qualify will be forced to close
during the night hours after midnight.
While we agree violent crimes at c-stores in
the county are a problem and there are
many robberies at night, we prefer the
county spend its resources in preventing the
crimes rather than making c-stores shut
down after midnight or go through a
lengthy qualification process to remain
open 24 hours.
        The county should look into real solu-
tions to the problem—stop bad people from
doing bad things instead of making stores
close at midnight. This type of regulation
not only affects our business, but it also af-
fects the public’s convenience. We have cus-
tomers that come into our stores after
midnight because they get out of work late
and need cigarettes or medicine for a sick
child, or they are on their way to work and
need a cup of coffee. This legislation will
hurt the public because we will not be able
to serve them if we are closed at night.
        Thanks to a great deal we were able to
get with the help of SEI’s travel office, we are
giving away 25 airline tickets to attend the
7-Eleven Experience in Las Vegas in Janu-
ary. Our FOA has members in the Patriot
and Liberty Zones, and between the two we
have hundreds of franchisees signed up to
go. These free airline tickets will be espe-
cially helpful to owners of low-volume
stores that want to attend, but really don’t
have the resources to go. I am encouraging

Virginia FOA franchisees to attend because
I believe we should support any event held
by SEI, the National Coalition or local
FOAs.
        We are holding our Holiday Party on
December 20. We expect a great turnout by
franchisees and our vendor partners. San
Francisco/Monterey Bay FOA President Joe
Galea will also be attending. I look forward
to closing out the year with my fellow fran-
chisees and colleagues.

Eastern Virginia FOA
R o m y  S i n g h ,  P r e s i d e n t

        The Eastern Virginia FOA (formerly
Hampton Roads FOA) represents fran-
chisees from Richmond to Virginia Beach.
This area is formally an all-corporate store
area, but is franchising at a very fast pace.
We currently have about 140 members.
        The EVFOA held its first meeting on
October 2, 2012, with more than 65 fran-
chisees in attendance. Brian Voss, Patriot
Zone Leader, and all four Market Managers
also attended. Guest speakers were Brian
Padgett, Sr. Director of Accounting, and Jim
Reavey, CEO of FM Facility Maintenance.
Brian Voss gave a presentation, and then
answered questions from franchisees con-
cerning day-to-day operations. Brian Pad-
gett and his team took numerous questions
from the floor, giving details on how to cor-
rect some problems franchisees have been
experiencing. Brian Voss and Brian Padgett
were very much informative.
        A new case system is coming in late
December or early January that will allow
franchisees to respond back on already
opened cases. The new system is called
“OPAS.” After many complaints, SEI has de-
cided to move customer service from
Manila to Lincoln, NE. Jim Reavey from
FM Facility Maintenance also gave a pres-
entation to show the improvement in the

continued on page 67 

Suburban Washington President Peter
Gragnano said GEA evaluation standards

have changed.

FOA of Greater LA Kathy York said billbacks need
to be checked on a regular basis.

Greater Bay FOA President Ray Dhaliwal said
franchisees must question the accuracy of de-

mand packages.

Southern Nevada Las Vegas VP Iris Yost ques-
tioned the accuracy of billback credits.
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maintenance system.
        All who attended the meeting agreed
that this was very productive and beneficial
for SEI and franchisees.

Sacramento 
Valley FOA
R a j  B r a r ,  P r e s i d e n t

        Franchisees are very much concerned
about the Inventory Variation Package,
specifically not receiving enough time to
verify the reports and particularly not get-
ting sufficient support from the SEI side.
Franchisees are also very concerned about
the cost of goods from the CDC delivery.
         Our Christmas Party was held on De-
cember 7, 2012. Overall, it was a very success-
ful event as we received great participation
from members, vendors, and also SEI. Our
association elections were held on November
21. The Board members were unchanged
from last year. In 2013, our annual trade show
will be held in association with the Central
Valley FOA during the month of March. Our
monthly association meeting will be held on
every third Tuesday of every month, and our
annual Christmas party in 2013 will be held
again in the month of December.
        SEI is being very aggressive in opening
new stores in Northern California. Out of
the new stores opened within the past year,
two have vastly underperformed in sales
versus expectations.

Rocky Mountain FOA
Wayne Mathews , Pres i d ent  

        What’s new in Colorado? In the past
few months the Rocky Mountain FOA was
busy hosting our fourth annual charity golf
event supporting the MDA, followed by our
second annual trade show, both held at the
beautiful Westin Resort in Westminster,
north of Denver. This year was another suc-
cess, raising $29,200 to support Colorado
kids with this terrible illness.
        We also participated in our first JDRF
shoe drive in conjunction with our fran-
chisor, thanks to the leadership of our Zone
Manager, Jason Heffelfinger. Jason reached
out to our FOA to participate and we were
pleased to support such a worthy cause.
Both SEI and the RMFOA were able to re-
ceive recognition at the walk in Denver, as
Matt Wilson from Coca-Cola brought us on
stage to recognize our efforts. With the ef-
forts of both corporate stores and our fran-
chise members we raised $32,613 for JDRF.
        On the flip side of our positive events,
we have been faced recently with audit sales
tax collection in a couple of cities in our
northern area. These cities attempted to
charge franchisees for what they claim are
uncollected sales tax on recommended items
set up by SEI, along with a use tax on daily
write-offs. With support of NCASEF Chair-
man Bruce Maples and support from SEI
and our local lobbyist Kathryn Works, we
were able to meet with the officials in these
cities and remove over $60,000 from one
city’s audit, which affected 20 stores. We are
very close to settling the second city’s audit
and look to save the two affected franchisees
over $30,000. We need to thank everyone
who has worked so hard to correct these un-
reasonable audits—SEI accounting, Bruce,
Kathryn, and the FOA Board along with our

members who were affected came together
to resolve these issues.
        On a more positive note, our FOA is
experiencing steady growth and is now at
171 members. We held our Holiday Party on
the 8th of December at the Hilton Garden
Inn in Denver. The night was filled with
great food and time spent with our franchise
community, dancing to our first live band,
which seemed to be enjoyed by most. We
also recognized our vendor of the year, and
again Coca-Cola was presented with our top
honor. We want to thank all our affiliate
members for their support of our members,
and look forward to a terrific 2013. 

Southern 
California FOA
N i c k  B h u l l a r ,  P r e s i d e n t

        According to the third quarter 2012 fi-
nancials for the Greater LA Zone—which is
for a total of 742 stores—merchandise sales
dollars were up 1.06 percent and gross profit
was up 100 basic points. Gross profit dollars
were up 3.5 percent and franchisee net in-
come was up 9.81 percent. Guest counts
were down 6 per day per store, and the av-
erage transaction was up $0.11. What cate-
gories drove these results? Non–Alcoholic
Beverages was up $76 and Snacks were up
$24. Cold Dispensed Beverages were up $20.
Food Service was up $12. Cigarettes were
down $64 and Hot Beverages were down

continued from page 65

Delaware Valley FOA President Al Hafar 
wants to know if the DVR cameras are for 

security or watching franchisees.

SEI Director of Merchandising Aaron Stewart said
the Manufacturer’s Information Packet (MIP) will

be delivered online in first quarter 2013.

National Coalition Board members spend three
days each quarter discussing the system’s prob-

lems and opportunities with their peers.

continued on page 68 



68 AVA N T I N O V E M B E R  |  D E C E M B E R  2 0 1 2

$20. Confectionary was also down about $5.
Inventory turnover was 21.1 compared to
20.0 last year third quarter.
        We are very excited to announce the
results of our November 15, 2012 election
with some new officers. After serving as a
Vice President for five consecutive years, I
have been honored to be elected president.
Our new vice president is Paul Lobana, and
the new secretary is Jawad Ursani, and the
treasurer is Rani Singh. All officers were
elected uncontested.
        We had a very successful Holiday
Party on December 8, 2012 at Universal
Studios, Hollywood. We had a great
turnout of 448 people to enjoy this exciting
time of year. We are hoping for a great
turnout at our trade show, which will be
held on May 22, 2013 at the Convention
Center in Pasadena, CA. 
        From the officers of the FOASC, we
would like to wish you all a Merry Christ-
mas and a very happy New Year. 

Pacific Nw FOA
Mand i n d e r  Wal i a ,  P r e s i d e nt

        Winter has arrived in the Pacific North-
west and so did the rainy weather. Merchan-

dise sales were up 2 percent for the months
of October and November. Overall GP per-
cent is up by 2.5 percent. The fiscal cliff
deadlock in Washington, D.C. is affecting
holiday spending, as families are being cau-
tious with their finances.
        Asset Protection has been issuing no-
tices to franchisees for “Inventory Adjust-
ments” ranging from $2,500 to $25,000 per
store. Franchisees are given 60 days to re-

spond to these
notices, but SEI’s
Asset Protection is not responding to fran-
chisees’ requests to explain these charges.
Some franchisees have been forced to pay
even after they disputed/disagreed these
unauthorized. SEI’s Asset Protection per-
sonnel are acting unilaterally in these mat-
ters—franchisees requests for negotiation
are denied or not responded to at all, leav-
ing them with no option other than to seek
legal help.
        DVR security cameras with remote ac-
cess are being installed in stores, regardless
of franchisees’ protests. The National Coali-
tion Board authorized its executive team to
file for mediation to stop SEI from remotely
accessing these cameras without franchisees’
authorization.
        Four new stores opened and are oper-
ated by 7-Eleven corporate. There are 35
stores, including 20 new stores, up for sale
in our state. SEI is looking into why the new
stores are not performing according to the
real estate department’s projections. Fran-
chisees are wondering whether or not to  at-
tend the 7-Eleven Experience in Las Vegas
from January 29 to February 1. SEI person-
nel are repeatedly calling franchisees to at-
tend the event.
        Franchisees believe SEI is not looking
out for their best interests, and that man-
agement is forcing their policies on them.
Lowering CDC delivery fees, increasing the
gas commission, removing the credit card

fees, stop issuing asset protection mark up
notices, start fixing broken store equip-
ment, provide fair accounting customer
service that will help franchisees in a timely
manner—these are some of the things fran-
chisees would like to see SEI do.
        Franchisees celebrated the Pacific NW
FOA’s lunch cruise holiday party sponsored
by Rockstar on December 7 aboard the
“Royal Mariner,” along with vendor partners

and members of the local 7-Eleven team.
Our annual trade show is on April 18, 2013
at the Embassy Suites, Seattle, WA. We wish
all the franchisees across the nation a very
happy, healthy and prosperous 2013.

Central Florida FOA
F a r i  I s h a n i ,  P r e s i d e n t

        BT is coming on hot and heavy in
Florida. Just about all of Florida is BT-
ready. We had a Board meeting recently,
and our market managers and North
Florida Zone Manager Ben Tison attended
to discuss our frustrations with BT, as well
as other issues.
        One of the problems we have with BT
is the fact that the vendors are being in-
structed by SEI not to leave any invoices at
the stores with the deliveries. This puts us
in a tough spot because we aren’t able to no-
tice if there are any discrepancies with the
BT invoices coming in through the com-
puter in the back room. In the early days of
BT the Pepsi and Coke drivers would leave
invoices at our stores, and when we com-
pared them to the BT invoices on the com-
puter we noticed a lot of inconsistencies in
the pricing. This is causing a lot of turmoil
in the franchise community. Franchisees
are asking and wondering why the BT cost
is higher than the invoice cost we get from
Coke and Pepsi when they make a delivery.

San Francisco/Monterey Bay Secretary Ann
Sekhon wants existing franchisees to have first
rights to stores that would impact their sales.

New England FOA President Dennis Lane advised
franchisees to get rid of the abort transaction key.

“7-Eleven stores now have a 99.5 percent revenue
equipment uptime.”

John Pavia, Senior VP, FM Facility Maintenance
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        Now that we’ve noticed this happens,
franchisees are asking why are we not in-
structing the vendors to leave an invoice so
these discrepancies and mistakes can be taken
care of. So far we have been experiencing a lot
of resistance from SEI—the company is not
willing to budge on this and keeps telling ven-
dors not to leave any invoices at the stores
when they deliver products. Franchisees are
wondering why SEI is so set against having
the invoicing done at the store level, especially
since we’ve already found so many mistakes.

If we have the invoice we can compare it to
the invoice on the BT computer.
        We’ve contacted National Coalition
Chairman Bruce Maples about this, and we
have surveyed other FOA presidents, and
everyone is scratching their heads wonder-
ing why SEI is not willing to allow vendors to
leave invoices at the store. SEI is telling fran-
chisees to open a CHD case if they discover
any inconsistencies with the BT invoices, but
not many storeowners are going to notice the
difference if they don’t get an invoice from the
driver at the time of delivery. We’re still work-
ing on resolving this.
        Another problem we’ve been having ever
since BT started and the “I” started to popu-
late, at the time of audits a lot of franchisees
have been experiencing unusual merchandise
shortages in their stores. We’ve also noticed
that the cost for the wine we get from our
CDC is a lot higher than the cost we could get
from buying directly from the distributor.
We’ve brought this issue up with SEI, and so
far have seen no resolution.

        There is a huge concern over how SEI is
opening up new stores close to existing stores.
SEI said it doesn’t believe the new stores will
impact the existing stores.
        Many franchisees are concerned about all
the Wawa stores opening up so aggressively in
the Orlando area. Also, we’re concerned that
our CDC is delivering the same donuts and
sandwiches to the RaceTrac stores in our area.
SEI agreed it is unacceptable and a conflict of
interest for our CDC to be delivering the same
donuts and sandwiches to our competitor.
         Our membership is growing—we’re up to
167 FOA members now—and we’ve scheduled
Board meetings for March 6, 2013 and June 5,
September 11, and December 4. Our trade
show will be held on June 20 and our Christmas
Party is scheduled for December 14.

FM’s John Pavia and Trevor Foster reported 
near completion of franchisee stores’ 
equipment list for the entire chain. 
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Hotels retained its number-one spot on
the list, followed by Subway and Jiffy
Lube. The rankings for all 500 companies
were determined using an exclusive for-
mula that takes into account objective
and quantifiable factors. The most im-
portant factors included financial
strength and stability, growth rate and
size of the system. All franchises were
given a cumulative score, and the 500
franchises with the highest cumulative
scores become the Franchise 500 in rank-
ing order.

       Together, the companies in the Fran-
chise 500 added 19,197 units between
2011 and 2012, almost double the growth
showed last year. According to the latest
figures from the International Franchise
Association (IFA), the franchising sector
accounted for approximately 3.4 percent
of the U.S. gross domestic product and
was worth more than $460 billion. Fran-
chise establishments were forecast to
have a net of 167,000 new jobs by the end
of the year.

Denmark To Cancel
World's First Fat Tax
       Denmark plans to scrap a fat tax it
introduced a little over a year ago in a
world first, saying the measure was costly
and failed to change Danes' eating habits,
reported AFP News Service. "The fat tax
and the extension of the chocolate tax—
the so-called sugar tax—has been criti-
cized for increasing prices for consumers,
increasing companies' administrative
costs and putting Danish jobs at risk," the
Danish tax ministry said in a statement.

Denmark’s previous right-wing govern-
ment introduced the fat tax in October
2011 to limit the population's intake of
fatty foods. The tax was levied on all
products containing saturated fats—from
butter and milk to pizzas, oils, meats and
pre-cooked foods.

College Students A 
Growing Customer Base
       College students, ages 18-24 made

351.4 million visits to convenience
stores and spent approximately $5.2
billion on c-store products in the
12-months ending June 2012, ac-
cording to a report by The NPD
Group, “Making the Grade: Student
Consumer Impact on the Retail

Fuels and Convenience Marketplace.”
With the population of full- and part-
time college students currently at 19 mil-
lion and their discretionary spending
reaching $76 billion last year—up $2 bil-
lion from the year before—the NPD re-
port finds that there is significant
opportunity for c-stores to attract these
young adults and build brand affinity.
Student c-store usage has grown across
virtually all spending components and
product dollars grew 15 percent over a
year ago, according to the NPD report.
The study also finds that 31.9 percent of
college students’ c-store purchases are an
impulse buy, compared to 22.7 percent of
other c-store shoppers’ purchases.

AAFD Fair Franchising
Standards Available
       The American Association of Fran-
chisees and Dealers (AAFD) announced
that the AAFD Fair Franchising Stan-
dards are now available in both print and
digital formats worldwide. This work, de-

Morning News. •
The Food and Drug
Administration said it is currently reviewing
the safety of energy drinks containing caf-
feine and other stimulants, reported CSP
Daily News. The FDA added it may require
regulatory action if evidence of a health risk
is found. • Restaurant and entertainment
chain Dave & Buster’s recently launched its
Charging Station app, which allows users to
reload their Power Cards from their Android
or iPhone mobile devices without the need
to wait in line or use an in-store kiosk. •
U.S. District Judge Gladys Kessler ruled in
late November that tobacco companies
must advertise that they “deliberately de-
ceived” Americans about the health dangers
of smoking and manipulated their products
to increase addiction, reported USA Today. •
Sandwich chain Charleys recently an-
nounced the winner of its inaugural em-
ployee GrillMaster Sandwich Competition:
the “Hot Hawaiian Chicken Sandwich” fea-
turing a pineapple habanero sauce will
debut on the Charleys’ menu nationwide in
2013. The contest was open to anyone
working at one of Charleys nearly 500 loca-
tions worldwide. • For its second quarter,
Circle K parent company Alimentation
Couche-Tard reported adjusted net earnings
increased 46.6 percent to $167.6 million. •
A Senate bill requiring online retailers to col-
lect sales tax from customers will be tacked
on the National Defense Authorization Act
for 2013, reported the Washington Times. •
According to GasBuddy.com, the national
average price for a gallon of gasoline in
2012 was $3.63, making it the most expen-
sive year for gasoline ever. • Congress is
considering replacing the $1 bill with a coin.
The Government Accountability Office esti-
mates the move could save the U.S. govern-
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“7-Eleven is #4 on Entrepreneur 
     Magazine’s 2013 Franchise 500 list.”
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veloped over the past 15 years by a broad
committee of leaders within the franchise
community, offers a blueprint to fair and
balanced franchise agreements and rela-
tionships.
       The standards provide franchise
owners and prospective franchise buyers
with objective criteria by which to judge
a franchise opportunity. Consistent with
the AAFD’s marketplace solutions to the
problems facing the franchising commu-
nity, the AAFD Fair Franchising Stan-
dards provide well-defined criteria to
identify and validate forward thinking
franchisors who respect the legitimate
rights and needs of their franchisees.

Foodservice A Growing
Category
        Foodservice is a key area of opportu-
nity for convenience stores, reveals a new
study by Technomic, “Market Intelligence
Report: Convenience Stores.” As revenues
from gasoline and tobacco products fall,
foodservice sales are increasingly becom-
ing convenience stores' most profitable
category. C-store foodservice is an $11 bil-
lion industry and the second largest retail
host foodservice category behind super-

markets. The c-store segment comprises
about 29 percent of retail foodservice and
almost 2 percent of the total foodservice
industry. Technomic projects that c-store
foodservice will grow nominally by 2.5
percent over each of the next two years.
        The report further reveals that more
than half of today's consumers (52 per-
cent) pick up snacks from prepared-food
sections of c-stores or mini-marts, com-
pared to 37 percent in 2010. Additionally,
almost one in four consumers (22 percent)
occasionally has breakfast from a c-store
during the week, compared to only 12 per-
cent three years ago. Furthermore, 13 per-

continued on page 76

NCASEF Makes Major Donation 
To Susan G. Komen For The Cure
Southern Arizona

The NCASEF, as part of its national charitable giving campaign, made a substantial donation of $70,562 to
Susan G. Komen for the Cure, Southern Arizona this past October. The funds were raised during the NCASEF’s
37th Annual Convention and Trade Show in Hawaii in July, and came from both live and silent auctions, as well
as a charity raffle. October has long been designated as Breast Cancer Awareness Month and the NCASEF
stepped up to the plate, providing one of the largest grants ever to the Southern Arizona chapter of Komen,
whose mission is “dedicated to combating breast cancer at every front.” 

Bruce Maples, national chairman of the NCASEF, presented the donation to Maria Elena Acuna, Interim
Executive Director and Mission Director of the Southern Arizona chapter
during a press conference. Maples stated, “Many members of our 7-
Eleven family across the country have been affected by breast cancer, and
being able to give back to an organization that fights every day to end
this terrible disease is gratifying. The National Coalition is headquartered
right here in Tucson, and all of our franchisees from across the country
place great value on supporting charities that are close to home.”

On behalf of the Southern Arizona chapter of Susan G. Komen, Execu-
tive Director Acuna said, “Words can’t describe how deeply grateful we are
for this contribution. Every day I receive a call from a woman—mother,
daughter, grandmother, granddaughter or friend—asking for help, and
this gift will support our efforts to give hope to those whom we serve, al-
lowing them to be at a wedding, graduation from high school, or even at
their child’s first birthday.”

Bruce Maples poses with workers at the Susan G. Komen for the Cure, Southern Arizona.

NCASEF Chairman Bruce Maples answered
questions from the media about the donation.

www.ncasef.com

Visit the National Coalition
Website, 
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Maryland Considers $1 Cig Tax
     A prominent health lobbyist in Maryland is urging lawmakers to
raise the state’s $2-a-pack cigarette tax to $3 during next year’s
General Assembly, reported The Washington Times. The increase
would move Maryland’s tax from the 11th highest in the nation to
the sixth highest. Maryland has raised its cigarette tax three times
since 1999, when the rate was just 36 cents a pack. It jumped to 66
cents that year, then to $1 in 2002 and to $2 in 2008. The lobbyist,
Vincent DeMarco, estimates that an increase to $3 would bring the
state an additional $100 million in annual revenue.

Cook County Passes $1-A-Pack Cig Tax Hike
     Cook County Commissioners in Illinois recently approved a $1
per pack cigarette tax increase, reported the Chicago Tribune. The
new cigarette tax kicks in on March 1, 2013, and will boost the
overall taxes on a pack of smokes in Chicago to $6.67—making it
just 19 cents shy of New York City’s nation-leading $6.86. This hike
follows a recent state increase of $1 per pack that went into effect
June 24, 2012. County officials expect the increase to raise $25.6
million next year, and said they have accounted for people who will
leave the county to buy cigarettes or quit smoking.

U.S. Supreme Court To Review Graphic Labels
     Five major tobacco manufacturers and a retail member of the
National Association of Tobacco Outlets (NATO) have filed a Peti-
tion for a Writ of Certiorari with the U.S. Supreme Court asking
the court to review the decision by the U.S. Circuit Court of Ap-
peals for the Sixth Circuit that upheld the constitutionality of the
FDA’s graphic cigarette health warnings and the FDA’s restrictions
on the marketing of cigarette and smoke-
less tobacco products.
     The petition filed by the
manufacturers and the NATO
retailer raises three questions
for the U.S. Supreme Court.
First, whether the FDA’s Family
Smoking Prevention and To-
bacco Control Act violates the

First Amendment of the U.S. Constitution by
mandating new health warnings on cigarette and smokeless to-
bacco packaging and advertisements, including the graphic picture
health warnings for cigarettes. Second, whether the Act violates the
First Amendment by imposing restraints on manufacturers’ speech
regarding modified-risk tobacco products. Third, does the Act violate
the First Amendment by banning the marketing of cigarettes and
smokeless tobacco products through sponsorships, free samples,
and free gifts.

Soda Sugar Taxes Nixed In California Cities
     On Election Day, November 6, voters in Richmond and El Monte,
Califiornia overwhelmingly rejected measures on each of the cities’
ballots that would have imposed taxes on sugary beverages. In
Richmond, voters ended the city's effort to become the first in the
nation to levy a fee on businesses that sell sodas and other sugary
drinks, reported the Contra Costa Times. With the goal of reducing
the obesity rate within Richmond, Measure N would have taxed
local merchants a penny per ounce on sales of beverages contain-
ing added sugar, a category comprising more than 700 products
and brands. It was estimated that Measure N would have generated
about $2 million to $4 million in annual revenue.
     Looking to stave off bankruptcy, El Monte officials placed Meas-
ure H on the November ballot, which would have implemented a
penny-per-ounce-sold charge on businesses that sell sugar-sweet-
ened beverages. The tax could have annually generated between $3
million and $7 million in general fund revenues for the cash-strapped
city facing significant financial hurdles ahead. Only 23 percent of vot-
ers had backed the initiative, reported the San Gabriel Valley Tribune.

California Voters Axe Food Labeling Bill
     A measure that would have required most foods made with ge-
netically engineered ingredients to be labeled in California was shot
down by voters during the November elections, reported the San
Francisco Chronicle. Proposition 37 would have required genetically
engineered foods to include labels on either the front or back of the

product. Supporters of the labeling law said
consumers have a right to know whether
food has been genetically altered, particularly
when the long-term health impacts are un-
clear. Opponents argued that the labels would
stigmatize foods that are scientifically proven
to be safe. Had the measure passed, Califor-
nia would have been the first state in the na-
tion to pass such an initiative.

“Beginning March 1, 2013 the tax on
cigarettes in Chicago will be $6.67, 
19 cents below NYC’s $6.86 per pack.”

www.ncasef.com

Visit the National Coalition
Website, 

Legislative Update





cent purchase breakfast from c-stores on
the weekends versus 7 percent previously.

Dollar Stores Add Cigarettes
       Dollar General plans to sell cigarettes
and other tobacco products in the major-
ity of its 10,000 U.S. stores by the middle
of 2013, reported The Tennessean. The
discount chain cited “competitive pres-
sures” and a perceived customer demand
for the move. Its main competitor, Family
Dollar Stores, began adding cigarettes to
its stores last year. As part of its decision,
Family Dollar said about a third of its cus-
tomers are smokers, compared with less
than 20 percent of the adult U.S. popula-
tion overall. Dollar General also noted

that its core customers are more likely to
smoke than the national average.
        Dollar General began testing tobacco
products in Nevada last year and added
them earlier this year in Florida to see how
they would impact sales. The company
found that the average purchase per cus-
tomer was $14 in stores where tobacco was
sold, versus an average of $11 otherwise.

The Online Brand 
Connection
        A new study by digital advertising
technology company SocialVibe reveals
that 70 percent of consumers actively en-
gaged in social media have made a pur-

chase as a result of being connected to a
brand online—whether on Facebook,
Twitter, YouTube, Pinterest or Google+.
The study also reveals that 61 percent of
consumers first consider the brands they
are connected with when shopping. “Con-
nections” in the study are defined as a con-
sumer choosing to connect with a brand
online through an action such as “liking”
the brand on Facebook, or “following” it on
Twitter, YouTube, Pinterest or Google+.
       Other key findings from the study:
20 percent of consumers connect with
brands because they’d like to receive spe-
cial offers, which suggests that they want
to repurchase with an offer or discount;
23 percent of consumers check back
weekly for updates on the brands they’re
connected to, with as many as 17 percent

continued from page 72 www.ncasef.com
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of consumers monitoring brands for up-
dates on a daily basis; and 37 percent of
consumers who build these online social
connections with brands also terminate
them by un-liking, un-following, etc.

Walgreens Hits The Road
With Fresh Foods
        Walgreens recently embarked on a
mobile tasting tour, providing samples of
its fresh foods and refreshments to Los
Angelenos where they work, live and play.
The Walgreens “Up Market: Fresh” expe-
rience was brought to consumers via a
custom-made, 40-foot bus that visited var-
ious Los Angeles locations between No-
vember 26 and December 5. The “Up

Market: Fresh” bus’ daily location and fea-
tured sample menu items were shared via
Twitter @upmarketfresh. Free tastings in-
cluded Walgreens-branded juices,
smoothies, frozen yogurt, and coffee.

Play At The Pump Lottery
Sales
       VeriFone Systems, Inc. announced
recently that the first U.S. lottery ticket
sale at the fuel pump was printed at a
Greater Minneapolis area convenience
store and gas station in November. Lot-
tery sales at the pump and other self-ser-
vice locations represent a major untapped
market segment for state lottery commis-
sions across the U.S., the company said.

        VeriFone and partner Linq3 have im-
plemented “play at the pump” at 9 locations
in Minneapolis under the auspices of the
Minnesota State Lottery. At gas pumps
equipped with VeriFone’s payment enabled

continued on page 78
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media solution, PAYMEDIA, consumers
can buy quick pick numbers for Powerball
and Mega Millions drawings utilizing debit
card payments at the same time they fill up
their tanks. The first sale was completed
November 13 at the Gramsie Mart on Rice
Street in Shoreview, Minn.

Retailers Moving To 
Paperless Receipts
        As consumers increasingly use their

smartphones for everyday
tasks, more stores and

banks are offering
to e-mail shoppers
their receipts rather
than giving them a
printed copy, re-
ported USA Today.
These electronic or

digital receipts—touted as green for saving
paper and convenient for saving time—
also enable retailers to market directly to
customers. Thirty-five percent of retailers
offer digital receipts, and half of them do
so at all their stores, according to a survey
of 3,900 retailers released earlier this year
by marketing firm Epsilon. The firm also
noted that digital receipts have proved to
boost sales.

Strong Outlook For Snack
Bar Market
       The U.S. snack bar market has grown
at twice the rate of other snack foods and
nearly three times the rate of the overall
packaged food sector over the past ten
years, according to a study by financial
service provider Rabobank Group. The
bank forecasts strong continued growth

in the category in the years ahead, pow-
ered by favorable consumption trends and
expanded distribution channels.
       In a new report titled "Never Eat
More Than You Can Lift," Rabobank re-
veals that the U.S. market for snack bars
has more than doubled to almost $6 bil-
lion over the last decade, with an average
CAGR of 6.4 percent. That far outpaces
the 3.5 percent CAGR of the $34 billion
savory snack market (i.e. chips and pret-
zels), and modest 2.4 percent growth of
the wider packaged food segment. Nei-
ther of the past two recessions had much
impact on snack bar category sales.
       Within the snack bar market—com-
prised of breakfast, energy and nutrition,
fruit, granola/muesli, and other bars—
Rabobank estimates that energy and nu-
trition bars account for more than one-
third of sales, which grew at a 9 percent
CAGR between 2007 and 2012. 
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SEI CLOSES TETCO DEAL
       In early November, SEI ac-
quired the retail and wholesale
dealer assets of San Antonio-
based TETCO, Inc., closing a
deal that was announced August
14. The assets include 163 com-
pany-operated convenience
stores in Utah and the Dallas-
Fort Worth, Austin and San Antonio
areas of Texas, plus fuel distribution to
TETCO's wholesale-dealers. The acqui-
sition signals a return to San An-
tonio for 7-Eleven, where
the company had oper-
ated stores until 1989.
       The combination of
TETCO's retail and
wholesale operations
makes this 7-Eleven's
largest acquisition since the
company accelerated its growth
plan four years ago. As part of this pur-
chase, 7-Eleven is acquiring TETCO's
motor fuel wholesale-dealer business
with some 500 customers. SEI said it
plans to retain and build the wholesale
gasoline business as an integral part of
7-Eleven's overall growth strategy.

HARBINGER TO
MAKE SIGNS FOR
NEW 7-ELEVENS

Sign manufacturer
Harbinger recently won a

contract to produce and install double-
faced LED-illuminated pylon signs for
more than 600 new 7-Eleven store loca-

tions, reported
CSP Daily News.
Harbinger will
provide turnkey
signage solutions,
including site
analysis and sur-
veys, permitting,
a r c h i t e c t u r a l

drawings, local code research and com-
pliance, brand-identity management
and sign fabrication and installation.
The company expects to

complete the work
for all 600 loca-

tions by March
of 2013. Ac-
cording to the
article, Harbin-

ger has also been
awarded a contract

to install new ATM sig-
nage in more than 900 7-Eleven

stores, at a rate of 50 stores per week
across the country.

FREE COFFEE WITH 
RED BULL FUELS BLACK 
FRIDAY SHOPPERS
       7-Elevens offered
Black Friday shop-
pers a one-two
energy punch: a
free cup of coffee
or hot beverage of
their choice with
the purchase of any
size Red Bull En-
ergy Drink includ-

ing the three new Editions flavors. The
"Grab a Can, Get a Cup" promotion ran
on Friday, November 23, from 12 a.m.
to 11:59 p.m. The first flavor exten-
sions, or "Editions," from Red Bull are
Sweet Cranberry, Fresh Lime and
Fruity Blueberry, and were available ex-
clusively at 7-Eleven stores through the
end of 2012. They will be introduced
nationally next March. 

OBAMA TAKES 7-ELECTION
VICTORY CUP

For the fourth time
in as many pres-
idential elec-

tions, SEI's cof-
fee-drinking cus-

tomers have cor-
rectly called the U.S.

presidential election
in its unscientific, un-

official, just-for-fun 7-
Election presidential coffee-cup poll.
7-Election results had President Barack
Obama out-cupping Republican chal-
lenger Mitt Romney handily, with 59
percent of the 7-Eleven caffeinated elec-

torate selecting blue Obama cups
over 41 percent for the red

Romney cups. The
coffee-cup poll
also indicated a
Democratic victory
in 31 out of the 34
states and the Dis-
trict of Columbia
where it operates and
franchises stores. 

SEI recently closed
on the TETCO deal
for 163 company-
operated stores in
Utah and Dallas.
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        San Francisco/Monterey Bay FOA Pres-
ident Joe Galea and FOA Treasurer Barbara
Galea, who own a beachfront 7-Eleven in
Santa Cruz, celebrated the 40th anniversary
of their franchise on September 5 in grand
fashion. Many franchisees would agree that
40 years in the system is a milestone in a 7-
Eleven storeowner’s career, one worthy of an
extravagant celebration like a trip to the Ba-
hamas or dinner at a glitzy restaurant with
family and friends. Joe and Barbara, how-
ever, celebrated this auspicious occasion in
style—with their minds, hearts and souls
dedicated to the very people responsible for
their success. They hosted a Customer Ap-
preciation Day.
        Joe and Barbara organized the gala
event that ran throughout the day. They col-
laborated with several key vendors and put
up several beautiful displays, and all of their
employees were extremely involved in the
celebration. They all worked very hard
throughout the day by keeping the store
sparkling clean and products displayed im-
maculately on every shelf.

        SEI was proud to support Joe and Bar-
bara's effort and enthusiastically participated
in the event. Both Market Manager Jasmeet
Singh and Field Consultant Brent Beling were
there in support. Our FOA vice president

Neil Khoury also visited their store to
lend a helping hand, and even brought
lunch for the employees. My husband
Ashok and I dropped by to celebrate
the anniversary and, despite the con-
stant stream of customers, we were
treated very graciously—like only Bar-
bara and Joe know how.

Joe and Barbara: the entire fran-
chise community and the Board and
members of the San Francisco/Mon-
terey Bay FOA send our heartiest con-
gratulations on your 40-year journey
with 7-Eleven, and our sincerest
wishes for many more!  

JOE & BARBARA GALEA CELEBRATE
40 YEARS AS FRANCHISEES

ment $4.4 billion
over 30 years. •
Three major adver-
tising industry groups recently filed a
“friend of the court” brief urging the U.S.
Supreme Court to hear an appeal of a key
First Amendment case challenging the ad-
vertising restrictions on tobacco products
found in the Family Smoking Prevention
and Tobacco Control Act of 2009, reported
CSP Daily News. • Cigarette use among
12-17 year olds nationwide dropped from
12.6 percent to 8.7 percent between 2002
and 2012, reveals a report by the Sub-
stance Abuse and Mental Health Services
Administration. The agency attributed the
decrease to the effectiveness of national
anti-smoking campaigns. • The Coca-Cola
Company and Select Milk Producers, Inc.
recently announced the acquisition of eq-
uity stakes in the newly-created Fair Oaks
Farms Brands, LLC to drive growth and ex-
pansion of Core Power high protein milk
shakes and to create a portfolio of brands
and products that feature dairy. • Star-
bucks said it plans to add at least 1,500
cafes in the U.S. over the next five years,
an increase of 13 percent. • The number
of U.S. households using food stamps
jumped to 14.9 million in 2011 from 13.6
million in 2010, according to the U.S. Cen-
sus. • BP said it has reached a long-term
lease agreement with Getty Properties
Corp. to convert a portfolio of up to 28
Getty-branded retail sites in New York and
New Jersey to the BP brand. • Utah’s at-
torney general is suing oil giant BP Amoco
for collecting state money to clean up
spills from leaky storage tanks under serv-
ice stations, reported the Daily Herald. The
state’s top lawman said BP helped itself to
state assistance for a dozen years until
2007. • Bowing to public outrage after it
was revealed that Starbucks only paid
£8.5m in corporation tax since it launc  hed
in Britain in 1998 while enjoying £3bn in
sales, the coffee chain has offered to pay
an extra £10m—on top of the tax it cur-
rently pays—to the British government
until it is “paying corporation tax at a ma-
terial rate,” reported The Telegraph. n

continued from page 70continued from page 78

By Sue Kumar, Board Member & Tradeshow Committee Chair, San Francisco/Monterey Bay FOA 

Market Manager Jasmeet Singh, Joe Galea, Barbara Galea and Field 
Consultant Brent Beling last month at Joe and Barb’s store in Santa Cruz.

Barbara and Joe in the early days.
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Red Bull Editions Debut 
At 7-Eleven
     Available in red, silver and blue cans, the new Red Bull Edi-
tions provide the same energy and functional benefits of the orig-
inal, but with the taste of sweet cranberry, fresh lime or fruity
blueberry. These are Red Bull's first new flavor extensions. From
early November to the end of 2012, 7-Eleven was the only re-
tailer to offer its customers the three new Red Bull Editions fla-
vors at its participating stores. The new flavors will launch
nationally in March.
     Energy drinks are the second largest beverage category in con-
venience stores and continue to gain share (Nielsen Scantrak
Data, latest 4.12 52 Wks Ending 8/11/2012). In 2011, 2.4 billion

cans of energy drinks were sold in the U.S.—4,500 cans per
minute. The energy drink category is projected by Mintel to grow
86 percent over the next five years to an $11.9 billion category in
the United States. Red Bull continues to lead the category globally
and is a primary investor in its growth.
     The Red Bull Editions are priced in line with Red Bull Energy
Drink, Red Bull Sugar Free and Red Bull Total Zero.

Realistic blu eCigs In Disposables
& Rechargeable Packs
     blu eCigs from Lorillard Technologies, Inc. offer an alternative
to smoking, with the look and feel of traditional cigarettes but
without the tobacco smoke, ash, or smell. blu eCigs also offer a
realistic recreational alternative to smok-
ing, creating a vapor “puff” that evapo-
rates within seconds. They are available in
convenient disposables or rechargeable
packs for regular use, with or without
nicotine, and in a variety of flavors. blu is
the market leader in providing innovative
technology for an improved consumer ex-
perience that enhances the social aspect
of e-cigarettes. The company is based in
Charlotte, NC, and blu eCigs flavors are
made in the USA. For more infor-
mation, visit www.blucigs.com.

NEW TROPICANA FARMSTAND 
2 FOR $3 EXCLUSIVE THROUGH JAN.

continued on page  86

     New Tropicana Farmstand, a chilled, 100 per-
cent fruit and vegetable juice with a great fruit-
forward taste, is a healthy solution for on-the-go
occasions, and a convenient way to get fruit and
vegetable servings. Each 8 oz. serving of Tropi-
cana Farmstand juice provides one serving of
fruit and one serving of vegetables—three com-
bined servings of fruit and vegetables in each 12
oz. mini bottle. Farmstand is currently available
in two delicious varieties—Strawberry Banana

and Pomegranate Blueberry—in 12 oz. eye-
catching clear PET bottles. The specially designed
neck shrink label reinforces the fruit and veg-
etable benefits, while allowing consumers to see
the colorful goodness inside.
     New Tropicana Farmstand 12 oz single-serve
will be available in 7-Eleven stores January 2013
at a special price of 2 for $3. 7-Eleven will be
the exclusive convenience and gas retailer carry-
ing this product in January.

blu eCigs have the look and feel
of traditional cigarettes.
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White Castle Original
Sliders Arrive At 
7-Eleven
     White Castle Cheeseburgers are now au-
thorized items by SEI and are making their way
into 7-Eleven stores throughout the U.S. These
precooked and frozen burgers can be sold from
your freezer doors as a take-home 6-pack or as
a 2-pack grab and go from your sandwich
cooler that can be reheated in your store’s mi-
crowave in less than 30 seconds.
     White Castle frozen products are avail-
able across the U.S. including Alaska and

Hawaii
through
conven-
ience stores,
grocery
stores, club

stores, and vending machines. White
Castle works with numerous distribu-
tors around the country delivering prod-
ucts to your 7-Eleven location.

Let White Castle’s brand recogni-
tion help you grow your frozen and
foodservice sales with the sandwiches
America craves. Contact Steve Ording at

614-559-2473 or via e-mail at Ordings@whitecastle.com
for more information.

NJOY Launches The NJOY Kings
Electronic cigarette company NJOY has announced the na-

tion-wide availability of its newest electronic cigarette—the NJOY
Kings, which offer the committed adult smoker an authentic look,
feel, flavor and packaging of a traditional tobacco cigarette. With
a retail price of $7.99, the NJOY Kings have two nicotine levels of
4.5 percent and 3.0 percent by volume, and come in both tradi-
tional and menthol flavors produced in the USA by NJOY's award-
winning Master Flavorist. With a soft paper feel, squeezable tip
and flip case packaging, the arrival of the NJOY Kings marks an

innovative shift in the e-cigarette industry. 

continued from page 85

NUTFFLES—MORE
THAN JUST A NUT!
     Nutffles are made with premium Belgian chocolate and are
not only a delicious treat, but have all natural ingredients and
are not made with any artificial colors or flavors. Nutffles are rich
in antioxidants and contain zero trans fats. Premium Chocolate is
growing twice as fast as everyday chocolate, and Nutffles are
ideal for consumers looking for grab-and-go convenience. Avail-
able at competitive retail price points to 7-Eleven stores in 36-
count displays and two varieties:

     • Red Velvet Truffles—Sur-
rounding each whole roasted almond
is a delicious Red Velvet filling and a
crispy cocoa wafer. Each Nutffle is
then sprinkled with crisped rice
and enrobed in the finest cream
cheese flavored Belgian choco-
late. (UIN# 071829; SLIN# 0140767)

    • Almond Truffles—Top quality
California grown almonds are the key ingredient to Almond
Nutffles. Surrounding each whole roasted nut is a delicious al-

mond praline filling and a crispy cocoa wafer. Each Almond
Nutffle is then sprinkled with crisped

rice and enrobed in the
finest Belgian chocolate.
(UIN# 098145 | SLIN#
0141003)

Nutffles, a premium 
chocolate changemaker.

White Castle
Cheeseburgers are
now authorized at

7-Eleven.

continued on page 88 

NJOY Kings simulate authentic
cigarette look and feel.
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     The NJOY Kings received the "Bestmodo" award from Gizmodo in
a head-to-head comparison with competitors. A recent Wells Fargo Se-
curities report called e-cigarettes "the wave of the future" in the to-
bacco category and noted that consumption of e-cigarettes could
outpace traditional cigarettes over the next decade. The NJOY Kings
answer the rising demand from the consumer seeking an experience
similar to smoking a traditional cigarette, but without the social stigma
that comes with tobacco. 

SK Energy Shots Deliver A Better
Source Of Energy
     SK Energy’s mission is to deliver a better source of energy, so
what’s been left out of SK Energy Shots is just as important as what’s

added in. Left out are common, controversial
industry ingredients like tau-
rine, guarana and ginseng. SK

Energy Shots also have no
sugars or calories,
so consumers
never feel the jit-
ters or crash—just
a smooth rush of
energy that really
works. What’s
added in are bene-

ficial ingredients like
antioxidants and Vi-
tamins, A, B6, B12, C
and E. Available in

Orange, Berry and Grape, SK Energy Shots are made with 100
percent natural flavors—and with a superior taste, SK was pre-
ferred in 9 out of 10 taste tests performed in samplings across the
U.S. against the leading competitor.
     Founded by Curtis “50 Cent” Jackson and social entrepre-
neur Chris Clarke, SK Energy is on a huge mission—to fight
world hunger through business. For every energy shot sold, the
company feeds a hungry child through the United Nations
World Food Programme. The give back component has been a
huge draw among a wide array of celebrities who are now
proud ambassadors of the brand—from Curtis “50 Cent” Jack-
son and Joan Rivers, to DJ Pauly D and Deepak Chopra.
     Athletes have had a huge draw to the SK brand, as well. The
company has partnerships with world-class athletes Wes Welker
and Miles Austin. 

Special Bug Juice Offer 
For 7-Eleven
     Bug Juice, the number one name in Kids’ Drink brands, is pleased
to announce a new $0.99-SRP, with a 53 percent gross at 7-Eleven!
Bug Juice has long been the category leader, with bright, vibrant col-
ors, exciting flavors and a name that kids of ALL ages love! The new
suggested retail price at 7-Eleven is sure to generate even greater
turns and profit in a growing category. Give kids the drink they ask for
by name—BUG JUICE!

Shake Up Your Sales With 
Special K Protein Shakes Offer

Attract more health-conscious customers to your store with
Kellogg’s hot deal on Special K Protein Shakes Milk

Chocolate and French Vanilla—$1.99 a bottle from
January 1 to February 28, 2013. 

Special K is a $1.7B brand with 95 percent con-
sumer awareness. The power of the Special K fran-
chise has grown with the introduction of more
on-target consumer solutions. Today, consumers are

trying to incorporate more positive nutrition into their
diet and continue to trust the Special K brand for satis-
fying choices.

Special K Protein Shakes are a delicious way to
meet the need of the 53 percent of consumers trying
to incorporate more protein into their diets. The Special

K Protein Shakes Milk Chocolate (UIN 194886, SLIN
245580) and French Vanilla (UIN 194837, SLIN 245581)
$1.99 Special Promomaster offer makes it easy to capitalize
on this consumer trend and add Special K Protein Shakes to

your beverage offering. Stock up
today!

continued from page 86

continued on page  90

SK Energy Shots do not contain 
controversial industry ingredients like 

taurine, guarana and ginseng.

Bug Juice is offering a $.99 SRP deal for 7-Eleven stores.

Kellogg’s Special K
Protein Shakes promo,

$1.99 a bottle.
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ANHUESER-BUSCH UNVEILS 2013 LINEUP

Healthier GoGo Squeez 
Applesauce Pouches

GoGo Squeez
brings the first
squeezable,
re-sealable,
100 percent

fruit, all-natural ap-
plesauce in a pouch to
the U.S. Since their in-
ception in 1998, French-

based Materne has used

patented technology to perfect the balance of healthy eating
and happiness on the go, selling billions of pouches world-
wide. GoGo Squeez is Kosher certified, uses BPA-free packag-
ing, is gluten free, wheat free, vegan friendly, has no added
colors or flavors, and contains no high fructose corn syrup. All
GoGo Squeez products are also free of the top eight common
allergens, including milk, egg, wheat, soy, tree nuts, peanuts, fish
and shellfish.

With an SRP of $0.99 and margin of 35 percent, GoGo
Squeez is available in a new 12-count tray in two flavors—Apple (SLIN
211552, UIN 134890) and Apple Cinnamon (SLIN 211553, UIN
134858). Additionally, each GoGo Squeez pouch has a shelf life of 12
months from the day it is manufactured.

continued from page  88

Highly
popular GoGo
Squeez has sold billions of
applesauce pouches worldwide.

     Anheuser-Busch is introducing several new products in
2013 that will help you boost your beer sales to new levels.
The launch of these new beers will be supported by nation-
wide media campaigns that include TV, digital, print, out-of-
home advertising, and radio.

Budweiser Black
Crown

A new 6 percent ABV golden
amber lager from Budweiser that is
distinctively flavorful, yet smooth and
drinkable. While rooted in Bud-
weiser’s authenticity, it also delivers a
modern, intriguing mark of distinc-
tion in its flavor and packaging. Black

Crown was born out of Project 12, a collaboration of Bud-
weiser’s 12 Brewmasters and sampled by
thousands this past summer. Available
on January 21, 2013.

Beck’s Sapphire
     A new addition to the Beck’s
family for 21-29 year old adult con-
sumers who are increasingly looking
for premium beers that complement
their trendy style and nighttime occa-

sions. Sapphire’s striking black glass bottle is sure to deliver a
bold statement on the shelf. Launched on December 31, 2012.

Shock Top Honeycrisp
Apple Wheat
     Shock Top introduces Honeycrisp
Apple Wheat—a unique, small-
batch hybrid of unfiltered Belgian
wheat beer brewed with sweet
cider to produce a brew that is
crisp, refreshing, and flavorful. A
seasonal beer perfect for spring-
time. Launching on January 7,
2013 and available until July 31, 2013. 

Bud Light Platinum Sleek Can
Introduction

The most successful new brand of
2012, Bud Light Platinum is now available

in a stylish sleek can emblazoned with
Bud Light’s iconic cobalt blue. This new
sleek can means customers can still have that
triple filtered, smooth finish and top-shelf taste
even during their most active nightlife experi-
ences. It’s the can that goes where other cans

can’t. Coming on January 28, 2013.

continued on page 92 
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MillerCoors Introduces
New Craft & FMB
Brands
     MillerCoors has unveiled the lat-
est additions to its craft and flavored
malt beverage (FMB) brands. FOD for
both brews is January 14, 2013.
     Third Shift Amber
Lager—Created by experimenting
MillerCoors brewers at the com-
pany’s Golden, Colorado brewery,
Third Shift Amber Lager has a sweet
malt finish with slight hop bitterness. Third Shift,
which has won two gold medals at major beer
competitions, targets the growing number of mainstream con-
sumers who are looking for ways to safely explore new flavors, but
are intimidated by the price and flavor profile of craft beers. Avail-
able in 6-pack bottles and 16oz cans, Third Shift Amber Lager is 5.3
percent ABV and will be supported by significant marketing media

in 2013.
Redd’s Apple Ale—The

beer is “Crisp like an Apple. Brewed
like an ale.” Redd’s
Apple Ale is a premium
apple-flavored ale that
delivers a refreshing,
just-right sweet taste.
With 165 calories per
12oz bottle, Redd’s
Apple Ale is available
in 6-pack bottles and
16oz cans and is

geared toward consumers who are looking for a sweet alternative
during beer occasions. FMBs sales were up 19 percent in 2012.
Redd’s Apple Ale will be supported by national and local media
campaigns through the summer of 2013. 

High-Quality Nat Sherman 
Cigarettes Come To 
7-Eleven
     Nat Sherman, maker of high quality cigarettes and tobacco
products, is bringing four of its top-selling cigarette brands 

to 7-Eleven.

• MCD—Nat Sherman’s quintessen-
tial brand featuring a mellow and distinctive
blend of only the finest 100 percent natural
tobaccos. A rich and full-bodied, 101mm
queen size brown paper cigarette, MCD has
an extremely loyal customer following and is
available in four styles—Full Flavor, Men-
thol, Gold, and Silver.

Cre-
ated nearly 40

years ago, MCD
was Nat Sherman’s first
filtered cigarette, and

still remains one of their most pop-
ular brands. MCD are the Roman
numerals for "1400," which rep-
resents the address of Nat Sher-
man’s first store, which opened in
1930 at 1400 Broadway in mid-
town Manhattan.

     • Hint Menthol—Nat Sher-
man’s Hint Menthol features a cubist style designed package that
complements its subtle yet refined taste. Meticulously crafted with
traditional blend of only the finest 100 percent natural tobaccos.
Hint Menthol’s unique cavity filter containing 100 percent pure men-
thol crystals disseminates a natural menthol flavor as the smoke
passes through.

    • Fantasia—Fantasia has always enjoyed a special status
among adult smokers. Designed by the matriarch of the Nat
Sherman family, Lautia Sherman, these cigarettes are simply one-
of-a-kind, with a gold filter tip, and accented by an array of styl-
ish colors (Pink, Red, Blue, Green, Yellow). Fantasia’s

distinctiveness is complemented by a char-
coal filter and a balanced blend of 100
percent natural tobacco. Fantasia offers
adult smokers an elegant smoking experi-
ence that only Nat Sherman can create. 

Naturals King—Naturals King is
designed for smokers of conventional
brands looking to upgrade to an Ameri-
can blend of the finest all-natural tobac-

continued from page 90

continued next page

MillerCoors is ramping up their craft
brew offerings in Q1 2013.
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cos. A white paper cigarette with cork
paper filter featuring a unique mix of bur-
ley and oriental tobaccos, Naturals King of-
fers an attractive and uncompromised
smoking experience for adult smokers who
are looking to “smoke less but better.”
Packaged in a convenient flip-top box
made of a heavy gauge board that helps
protect Naturals King. Unlike many Nat
Sherman cigarettes, Naturals King is an
85mm cigarette available in four styles:
Original, Yellow, Blue, and Menthol.

New Kleenex 
‘On The Go’ Packs
    Available now—convenient and easy to
carry Kleenex “On The Go” packs in auto

facial box 24-
count, a 16-
count Pocket
Pack display,
and a Wallet
Pack 2-pack.
Kleenex brand
facial tissue is
the unques-
tioned category
leader and en-
joys 99 percent brand recognition with
consumers. In fact, Kleenex can be found in

nearly half of U.S.
homes and repre-
sents about 50 per-
cent of all facial
tissue dollars spent.
Kleenex brand tis-
sues can be found
in nearly half of all
U.S. homes. Order
through McLane
today! 

Kleenex wallet packs are a
staple for every pocketbook.
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7-Eleven FOAC
Phone: 312-253-7342

January 17, 2013—General Meeting

January 24, 2013—Board Meeting

February 28, 2013—Board Meeting

March 21, 2013—Board Meeting

April 4, 2013—General Meeting

April 25, 2013—Board Meeting

May 30, 2013—Board Meeting

June 13, 2013—General Meeting

June 27, 2013—Board Meeting

July 25, 2013—Board Meeting

August 22, 2013—Board Meeting

September 12, 2013—General Meeting

Greater Bay FOA
Phone: 707-328-3960

January 15, 2013

February 19, 2013

March 19, 2013

April 16, 2013

May 21, 2013

June 18, 2013

July 16, 2013

August 20, 2013

September 17, 2013

October 15, 2013

November 19, 2013

December 17, 2013

FOA Of Greater 
Los Angeles
Phone: 619-726-9016

Location: Brea Embassy Suites

January 15, 2013

February 19, 2013

March 19, 2013

April 16, 2013

May 21, 2013

June 18, 2013

August 20, 2013

September 17, 2013

October 15, 2013

November 19, 2013

Franchise Owner’s Association 
Regional Board Meeting Dates
The following dates show planned regional FOA meetings. All franchisees and ven-
dors are invited. To attend, please call or e-mail ahead to verify meeting dates, times
and locations. 

Advertisers Index

Kleenex “On The Go” car packs
for driving convenience.

Naturals King provide a top-quality product
for the discerning smoker.
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San Diego FOA/
FOA Of Greater LA
3rd Annual Trade Show &
Golf Outing
Pechanga Resort & Casino
Temecula, California
DATE CHANGE: January 9-10, 2013
Phone: 619-726-9016

Metro New Jersey FOA
Annual Trade Show
Borgata Hotel and Casino
Atlantic City, New Jersey
February 19, 2013
Phone: 908-232-1336

San Francisco/Monterey Bay FOA
The Guardian Trade Show
Santa Clara Marriott
Santa Clara, California
March 9, 2013
Phone: 510-754-1113

Pacific Northwest FOA
Annual Trade Show
Embassy Suites
Seattle, Washington
April 18, 2013
Phone: 253-861-6737

7-Eleven FOAC
Annual Trade Show
Odeum Expo Center
Villa Park, Illinois
May 16, 2013
Phone: 312-253-7342

Greater Bay FOA
Trade Show
(location to be announced)
June 13, 2013
Phone: 707-328-3960

Greater Bay FOA
Golf Tournament
(location to be announced)
June 14, 2013
Phone: 707-328-3960

FOA Of Greater Los Angeles
Golf Tournament
Black Gold Golf Club
Yorba Linda, California
June 19, 2013
Phone: 619-726-9016

7-Eleven FOAC
Annual Golf Outing
(location to be announced)
August 28, 2013
Phone: 312-253-7342

7-Eleven FOAC
Holiday Trade Show & Party
Holiday Inn North Shore
Skokie, Illinois
November 7, 2013
Phone: 312-253-7342

Greater Bay FOA
Holiday Party
(location to be announced)
December 6, 2013
Phone: 707-328-3960

foa events

Join the National Coalition Board of Direc-
tors at a meeting in your area.  Member
Franchisees are welcome to attend Board
Meetings as observers.  Call 520-577-
8711 for exact times, meeting location
and hotel phone number.

National Coalition
Affiliate Meeting
Resort at Marina Village
Cape Coral, Florida
February 5-6, 2013

National Coalition
Board Of Directors Meeting
Resort at Marina Village
Cape Coral, Florida
February 7-9, 2013

NCASEF
board
meetings

National Coalition
Board Of Directors Meeting
New Orleans Marriott
New Orleans, Louisiana
May 9-11, 2013

National Coalition

Board Of Directors Meeting
The Venetian Las Vegas
Las Vegas, Nevada
July 12-14, 2013

National Coalition

38th Annual Convention

And Trade Show
The Venetian Las Vegas
Las Vegas, Nevada
July 14-18, 2013

National Coalition

Affiliate Meeting
Laguna Cliffs Marriott
Dana Point, California
October 22-23, 2013

National Coalition

Board Of Directors Meeting
Laguna Cliffs Marriott
Dana Point, California
October 24-26, 2013






