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FOA Of Southern 
California Donates To 
L.A. Children’s Hospital
        The FOA of Southern California
(FOASC) recently donated $20,711 to the
Los Angeles Children’s Hospital. The do-
nation comes from proceeds raised during
the FOA’s 27th Annual Charity Golf Tour-
nament, held at the Industry Hills Golf

Club at Pacific Palm Resorts on August 14.
7-Eleven vendors, FOASC members, cor-
porate donors and individuals all partici-
pated in the golf outing by paying a fee to
participate, proceeds of which went to-
ward the donation. The formal presenta-
tion of the check was made to Sara
Hackett, Senior Associate Director, Cause
Partnerships and Cause Marketing at the
Los Angeles Children’s Hospital.
       “The 7-Eleven family of Franchise

Owners Associations has a
long history of giving back
to the communities in
which we live and work,”
stated Nick Bhullar,
FOASC President. “So
many families, like mine,
are grateful for the work of
the dedicated doctors, spe-
cialists, nurses and others
who make Children’s Hos-
pital Los Angeles an excep-

continued on page 16
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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 located 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

From left to right: Byron Bennett; Sara Hackett, Senior Associate Director, Cause Partnerships and
Cause Marketing at the Los Angeles Children’s Hospital; Jassi Randhawa; J. B. Sethi; Paul Lobana, VP
FOASC; Bill Ball; Bruce Maples, National Chairman, National Coalition of Associations of 7-Eleven
Franchisees; Billu Samra; Nachhatar Bhullar, President FOASC; Narinder Dhillon; Rani Singh, Treasurer
FOASC; Jawad Ursani, Secretary FOASC; and Raj Tehlan, Office Manager FOASC.





16 AVA N T I J U LY |  A U G U S T  2 0 1 3

BEST PRACTICES
• To comply with Section 274A of the Immigra-
tion and Nationality Act (INA) employers must
verify the identity and employment authoriza-
tion of each person they hire, and complete and
retain a Form I-9, Employment Eligibility Verifica-
tion, for each employee.

• Have the employee complete Section 1 at the
time of hire by filling in the correct information
and signing and dating the form. The employer is
responsible for reviewing and ensuring that each
employee fully and properly completes Section 1.

• The employee must present to you an original
document or documents that show his or her iden-
tity and employment authorization within three
business days of the date employment begins. 

• Employers must retain an employee’s completed
Form I-9 for as long as the individual works for the
employer. Once the individual’s employment has
terminated, the employer must determine how

long after termination the Form I-9 must be re-
tained, which is either three years after the date of
hire, or one year after the date employment is ter-
minated, whichever is later.

• The Immigration and Nationality Act specifically
authorizes DHS, OSC, and DOL to in-
spect Forms I-9. DHS, OSC, and OLD
provide employers a minimum of
three days’ notice prior to inspect-
ing retained Forms I-9. 

PENALTIES
• If you have knowingly hired
unauthorized aliens (or are con-
tinuing to employ aliens knowing that they are or
have become unauthorized to work in the United
States) or discriminate, you may be ordered to
cease and desist from such activity and pay a civil
money penalty as follows:

—First Offense: Not less than $375 and not more

than $3,200 for each unauthorized alien

—Second Offense: Not less than $3,200 and not
more than $6,500 for each unauthorized alien

—Subsequent Offenses: Not less than $4,300 and
not more than $16,000 for each unauthorized alien

• Persons or entities who are convicted of having
engaged in a pattern or practice of knowingly hiring
unauthorized aliens may face fines of up to $3,000
per employee and/or six months imprisonment.

E-VERIFY
• E-Verify provides an automated link to federal
databases to help employers confirm the em-
ployment authorization of new hires. E-Verify is
free to employers and is available in all 50 states.

• After completing a Form I-9 for your new
employee, create a case in E-Verify. After

creating the case, you will receive a response
from E-Verify regarding the employment authori-
zation of the employee. In some cases, E-Verify
will provide a response indicating a tentative
non-confirmation of the employee’s employment
authorization. In the case of a tentative non-con-
firmation, both you and the employee must take
steps specified by E-Verify to resolve the status of
the case within the prescribed time period.

• If you use E-Verify for one employee, you must
then use for all new hires.  n

continued from page 14

tionally important place in our commu-
nity. Giving back to the hospital and the
dedicated men and women who perform
miracles there every day is a privilege and
honor,” Bhullar concluded. “We are
thrilled to accept this donation from the
FOASC,” stated Sara Hackett, Senior As-
sociate Director, Cause Partnerships and
Cause Marketing at the Los Angeles Chil-
dren’s Hospital. “This donation will be
used to provide for the
life-saving and life-serving
needs of the hospital and
allows us to continue pro-
viding excellent care to
those we serve,” she said.

SEI Keeping An Eye 
On Immigration Reform
        SEI recently hired Republican lobby-
ing powerhouse Mehlman Vogel Castag-
netti to monitor the Washington debate
over immigration reform, according to
public relations firm O’Dwyer’s. The move
comes after Immigration and Customs En-

forcement agents raided and seized 14 7-
Eleven stores in Virginia and Long Island
in June and charged the owners with em-
ploying and supplying false U.S. citizen
documents to more than 50 illegal immi-
grants. Bruce Mehlman, David Castagnetti
and Alex Vogel are spearheading an 11-
member lobbying team for SEI.

NCASEF To Hold Elections
        The National Coalition will hold elec-
tions for chairman, executive vice chair
and treasurer during the association’s
fourth quarter Board meeting October 24-

www.ncasef.com

Visit the National Coalition
Website, 

“NCASEF will hold elections for 
chairman, executive vice chairman and
treasurer at the Oct. 24-26 Board Meeting.”

continued on page 20

Form I-9 Compliance And Guidance
During its third quarter Board meeting in Las Vegas, The NCASEF 
invited employment law expert Robert D. Haws from the law firm
Gust Rosenfeld, P.L.C. to educate franchisees on how best to handle 
I-9 forms. Below are highlights from Mr. Haws’ presentation.



Hire Heroes USA Helps Military Personnel 
Reintegrate Into Civillian Life.

7-ELEVEN FRANCHISEES CAN RAISE FUNDS FOR HIRE HEROES 
THROUGH THE “HOME FOR THE HOLIDAYS” CAUSE EQUITY PROGRAM.

Order designated products from these companies during the months of 
November and December and a portion of each sale will be donated to 

Hire Heroes. Look for eligible products in the next issue of Avanti.



A Week To Remember!
The party that was the National Coalition Convention this year exploded with energy
when 1,500 franchisees and their families and over 800 vendors and SEI executives
descended on the Las Vegas Venetian Hotel and Casino
for five days of fun and business at the NCASEF’s 38th
annual event. From Sunday night at the Tao Beach Pool
reception, to the informative seminars with SEI and
Coalition officers, to the Tao Bar Party, the Joe Saraceno
Charity Golf Tournament and the grand banquet,
franchisees celebrated everything 7-Eleven. 

The National Coalition announced the largest
charitable donation in its history when Hire Heroes CEO
and founder Brian Stann accepted a check for a
$750,000 commitment from the NCASEF, 7-Eleven, Inc., and 14
vendor partners for a cause equity program that will run in
November and December 2013. During these months, to help
Hire Heroes, franchisees can purchase specific products that
when sold, a portion of the sale is donated to Hire Heroes. (See
page 17  for the companies supporting this program.) 

The fact that most franchisees are early risers was not
evident Tuesday night when franchisees kicked up their heels at
the Coalition’s Tao Bar Party at the famed location known for celebrities and being seen. It was a new
event added to the convention this year, and celebrated franchisees’ feeling of community with both
rock and roll plus Bollywood and Punjabi Indian music tracks.

The two most significant fundraising events of the convention, the Joe Saraceno Charity Golf
Tournament, and the NCASEF live and silent auctions, raised over $98,000 for Susan G. Komen For The
Cure, from franchisees and vendors present. It was a record fundraising for the event.

18 AVA N T I J U LY |  A U G U S T  2 0 1 3

Visit www.NCASEF.com, photo

gallery, 2013 Convention to view 

and download photos from 

the 2013 convention. 

continued on page 21
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A Heartfelt Thanks To Our 2013 Convention Sponsors
Diamond
McLane

Platinum
Coca-Cola Refreshments
PepsiCo
Unilever Ice Cream

Gold
Advantage Sales & 

Marketing
Altria Sales & Distribution
Anheuser-Busch
Dr Pepper Snapple Group
FM-Facility Maintenance
Kellogg's
Mars
Mondelez International

Nestlé Waters
Red Bull

Silver
Acosta Sales & Marketing
Bic Corporation
Bon Appetit
Crossmark Convenience
Heineken
Hershey
InComm
Jack Link's Beef Jerky
Kan-Pak
Kraft
Logic Technology
MillerCoors
Nestlé DSD
Nestlé USA
Perfetti Van Melle

Simply Orange
Snyder's Lance
Swedish Match
Swisher
Whitewave

Bronze
Aon Risk Solutions
Barbot Insurance
Blue Bunny Ice Cream
Borden Dairy
BSN
Campbell Sales
Commonwealth Altadis
ConAgra Foods
Dean Foods
Diageo-Guinness USA
Ferrero
Galaxy Distributors

General Mills
Inventure Foods
JFC International
Kretek
Lockton Companies
Monster Energy
Mother Parker’s
Nestlé Professional
Nestlé Purina Pet Care
Pabst Brewing Co
Patco Management, Inc.
Procter & Gamble
Pugs
Ruiz Foods
Shamrock Farms
Smokey Mountain Chew
Sunny Delight Beverages
United Brands

NCASEF Convention and Trade Show was a blast!
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continued from page 16

26 at the Laguna Cliffs Marriott in Dana
Point, California. Any franchisee interested
in running for any of these positions must
declare their intention to the NCASEF of-
fice prior to Friday, October 11. The
NCASEF by-laws do not allow nomina-
tions from the floor. The election commit-
tee, chaired by Jerry Sahnan, will hold a
candidates forum on Thursday evening,
October 24. Elections will be held on Fri-
day, October 25. All positions are for a two-
year term beginning January 2014. If you
have any questions contact Jerry Sahnan
directly at (602) 703-0711.

Oregon Lottery Introduces
7-Eleven Scratch Ticket
       The Oregon Lottery recently intro-

duced a licensed 7-Eleven
scratch-off game. The
tickets cost $2 each, and
have a top instant prize of
$77,111. The scratch-off
game also features a Big
Deal coupon at the bot-
tom—customers can
scratch the area for a

chance at a special offer
from 7-Eleven. 

High-Tech Urban Store
Model Opens In NYC
        SEI recently unveiled a new high-tech
urban store at 111 John Street in the heart
of New York City’s Financial District. The
store features an array of new concepts, in-
cluding touch-screen ordering, seating for
up to 25, free Wi-Fi, a huge flat-screen TV
and Amazon Lockers for customers to pick
up their online-ordered goods. 
        Located at the corner of John and Pearl
streets, the store also features beer tap-style
beverage dispensers and offers some

healthier menu options, including multi-
grain sandwiches, egg whites and specialty
salads, all of which can be made-to-order
at the fresh food counter with just the touch
of a screen. The location’s large-screen tel-
evision displays the weather, subway sched-
ules, sports statistics and stock information,
while the dining area boasts power outlets
so customers can charge their mobile
phones or laptops while they eat. The new
store concept does not have a vault—all
bottles and cans will be held in reach-in
open-air fixtures. 

Lawsuit Claims SEI 
Exploiting Franchisees
        Five New Jersey 7-Eleven franchisees
have filed a lawsuit against SEI alleging the
company classifies store operators as fran-
chisees “when they are in fact employees”
in order to boost its profits, reported the
New York Post. The suit, which is seeking
class-action status, alleges that SEI’s prac-
tices help it avoid paying costs like mini-

www.ncasef.com

Visit the National Coalition
Website, 

7-ELEVEN MAKES THE GRADE ON SEVERAL INDUSTRY LISTS
       7-Eleven has recently made it onto several c-store and retail industry lists ranking companies on
sales and growth, highlighting the strength and value of the company. The lists include:

Stores Top 100 Retailers
       7-Eleven is the highest-ranking c-store, coming in at No. 37 with $10.69 billion in U.S. sales last
year—a 7.5 percent increase compared to 2011. The company also clocked in with 7,672 U.S. stores in
2012, 6.3 percent more than the previous year.

Stores Hot 100 Retailers
       Ranked at No. 73, 7-Eleven is the largest c-store chain
among the Hot 100 Retailers in terms of sales and has
plans to double its North American footprint over the
next several years, both through takeovers of small operators and increased penetration of urban areas.
According to the magazine, “7-Eleven has also invested heavily in remodeling and renovating both its
own older units and acquired stores. It has been an industry leader in improving the quality and freshness
of its offerings along with increasing the amount of private label products.”

Convenience Store News
Top 100 Convenience Stores

       7-Eleven remains No. 1 on this year's CSNews Top 100 ranking—the most authoritative accounting
of the leading retail chains in the industry—adding more than 900 net stores to its U.S. lineup in 2012.
“The chain's total store count in the U.S. now stands at 7,760 locations, a net gain of 419 units compared
to last year's Top 100 report. Along with organic growth across multiple metropolitan areas, 7-Eleven
has been on an acquisition spree,” according to CSNews.

CSPedia Top 25
Convenience Store Chains

       With 8,200 North American locations, 7-Eleven took the No. 1 spot on CSPedia's list of top 25 con-
venience store chains. CSP Daily News noted a shift in growth tactics among the chains on the list, much
of it based on “smart growth,” which is less dramatic and involves buying and selling.  n

continued on page 22



Legal counsel Craig Kennedy led franchisees in a Labor Law seminar that clarified
and reemphasized I-9 policy and payment practices for franchisees. National Coalition
Chairman Bruce Maples and NCASEF officers delivered a state-of-the-coalition report,
and SEI Senior VP Bill Engen presented the latest store sales data, year-to-date
category sales, and fresh food strategy. 

SEI Senior VP, Social Media, Rob Chumley presented the new
urban store concept currently being tested in NYC. The new store
features redesigned areas for different day parts, a freshly-prepared-
food counter, and seating for up to 25 with WiFi access, touch screen
ordering, and a large informational flat screen TV. The new stores will
not have a vault, and will feature open-air beverage fixtures.

For most franchisees, the highlight of the convention was the
“In It To Win It” Trade Show, where more than 260 companies in
over 280 booths displayed their newest products and services
available to franchisees.

Fourty-three year franchisees Jack and Kathy Fuller were honored
with the special Chairman’s Recognition Award at the Grand Banquet,
and Coremark, and Anheuser Busch received the Chairman’s Award
for contributions to franchisees in 2013. 

Acosta Sales & Mktg
AdvancePierre Foods
Advantage Sales & Mktg
AgroLabs, Inc.
Altria Group Dist. Co.
Anheuser-Busch, Inc.
Aon Risk Services
Aquahydrate
Barbot Insurance Services
Barcel USA
Bic Consumer Products
Big Ideas Marketing
Blue Bunny Ice Cream Co.
Bon Appetit
Borden Dairy Company
Boston Beer
BSN
Campbell's North America
Coca-Cola Refreshments
Cold Star, Inc
ConAgra Foods
Constellation Brands
Copa di Vino
CROSSMARK Convenience
Crown Imports LLC
Crunchies Food Company
Dean Foods

Dr Pepper Snapple Group
E Fact Energy
Energy Lane
Europa Sports Products, Inc/SBI
Brands
Ezaki Glico USA Corporation
Ferrero USA, Inc.
FIFO Wireless
FIN Branding Group
FM Facility Maintenance
FUMA International, LLC
Fun Factory Candy
General Mills, Inc.
Good L Corp
good2GO Mobile
Gourmet Basics
HandStands
Haribo of America, Inc
Heineken USA
HLA Distributors
Home Market Foods, Inc.
In-Zone Brands, Inc.
InComm
Innovations Ventures, LLC/5-Hour
Energy
Insight Beverages, Inc
Jack Link's Beef Jerky

JFC International, Inc.
JOOSE Margaritas
Kan Pak
Kellogg's
Kidz Confections
KLN Family Brands
Kraft Foods Group, Inc.
Kretek International
Larry Flynt Publications (LFP)
LegalShield
Liggett Vector Brands Inc.
Lil' Drug Store Products
Lockton Companies, LLC
Logic Technology Dev. LLC
LOWRIDER Sunglasses
Mario Camacho Foods
MARS, Inc
Materne North America
McLane Company Inc.
Mike's Hard Lemonade Co.
MillerCoors Brewing Co.
Mobile Merchandisers
Mondelez International
MONSTER Energy Company
Morris National, Inc
Mother Parkers Tea & Coffee
Nat Sherman, Inc

National Merchandisers
National Tobacco Company
Navajo Manufacturing Co
Ne-Mo's Bakery, Inc
Nestle DSD/Dreyers
Nestle Professional
Nestle Purina PetCare
Nestle USA
Nestle Waters NA
Novelty Inc.
NRG Innovations, LLC
NuZee, Inc.
Pabst Brewing Co.
Paramount Farms
PepsiCo, Inc.
Perfetti Van Melle USA
Pinnacle Propane Express
Precise Nutrition Int'l, Inc.
Procter & Gamble
Pugs, Inc
Red Bull North America
RJ Reynolds Tobacco Co.
Royal Blunts
Ruiz Foods Inc.
Santa Fe Natural Tobacco Co.
Shamrock Farms
Simply Juices/Coca Cola Refreshments

Smokey Mountain Snuff, Inc
Snyder's Lance Inc.
Sugar Foods Corporation
Sunny Delight Beverages
Swedish Match North America, Inc.
Swisher International
The Hershey Company
Total Vapor
TSN West, LLC
Twang Partners, LTD
Twin Tiger USA
UniFirst Corp
Unilever Ice Cream
Uptime Sports Nutrition
US Nutrition - Met RX
Van Holten's
Volume Snacks
VOSS Water
VPX Sports Redline Energy
Wai Lana Snacks
White Castle
WhiteWave Foods
Xyience
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Support Our 2013 NCASEF Trade Show Exhibitors!

Anheuser-Busch
BIC
E.& J. Gallo Winery
General Mills

Mars
MET-Rx
MillerCoors
Mondelēz International

Nestlé Professional
Nestlé Waters
Perfetti Van Melle

Thanks!  The National Coalition extends a special thanks to the following companies
for supporting the 2013 Hire Heroes Cause Equity Program, Home For The Holidays:

Convention Photos!
See all the convention events and down-
load your souvenir photos from the 2013 
Convention at www.NCASEF.com, 2013 
Convention Photos tab.

Hershey
Kellogg’s
Wrigley

A Week To Remember - continued from page 18



mum and overtime wages as well as med-
ical, pension, and other employment-re-

lated benefits. “[7-Eleven] has
taken aggressive actions to
abuse contractual rights and

diminish franchisees’ value in
their own investment,” the suit al-

leges. “When a franchisor exercises so
much control over a franchisee, the rela-
tionship changes from that of franchisee to
employee,” Jerry Marks, the plaintiffs’
lawyer, told The Huffington Post.

Rocky Mountain FOA Raises
$40,000 For The MDA
        The Rocky Mountain FOA (RMFOA)
announced that it raised $40,000 for the
Muscular Dystrophy Association of Col-
orado during its 5th Annual Tournament
of Hope, held at the Colorado Springs
Country Club of Colorado on August 7.
Coca-Cola was the RMFOA’s event spon-
sor and 100 individuals—including 7-
Eleven vendors, members of the RMFOA,
and other corporate donors—participated
in the golf outing by paying a fee or making
a donation, proceeds of which went toward
the donation. A charity auction was also
part of the tournament, proceeds of which
were also included in the donation. The
formal presentation of the check was made
to Ryan Woodman, Executive Director at
the Muscular Dystrophy Association.
        “The Rocky Mountain FOA family of
7-Elevens gives back to the communities in
which we live and work,” stated Wayne
Matthews, President of the Rocky Mountain
FOA. “We are grateful for the research and
work that the dedicated staff of the MDA
does every single day and we are proud to
be able to make this donation to the Mus-
cular Dystrophy Association. Coming up
just before the annual MDA Telethon, we

continued from page 20

continued from page 20
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continued on page 24

       In early June, scores of retailers—including
7-Eleven, Inc.—walked away from “the largest
private antitrust class-action settlement in U.S.
history,” a proposed settlement of $7.25 billion,
and instead opted to file formal objections with
U.S. District Judge John Gleeson in Brooklyn. The
class-action settlement involves just about every
retailer in the country that accepts Visa and Mas-
terCard —about 7 million businesses. In this
convoluted and complex dance, the next move is
not expected until mid-September.
       Meanwhile, the U.S. District Court in Wash-
ington, D.C. recently ruled in favor of the Na-
tional Association of Convenience Stores (NACS)
and other retailers on the matter of debit card
swipe fee limits, arguing that the Federal Re-
serve did not follow Congress’ intent on imple-
menting required swipe fee reforms. NACS and
other retailers argued that “when the Federal
Reserve Board released its final rule on the
Durbin Amendment, the debit fees that the
largest banks were allowed to charge were far
higher than the law would allow. This resulted in

an approximate
22-cent per trans-
action fee—far above
the 7- to 12-cent fee origi-
nally proposed by the Fed.”
The Durbin Amendment, passed in the summer
of 2011, stated that swipe fees should be “rea-
sonable and proportional” in relation to the in-
cremental cost of any transaction. 
       For his part, Senator Richard Durbin (D-IL),
Assistant Majority Leader, issued a statement
saying “[The] decision by the Federal District
Court is a victory for consumers and small busi-
ness around the country and will lead to lower in-
terchange rates for billions of debit card
transactions each year. The Fed’s 2011 decision to
bend to the lobbying by the big banks and card
giants cost small business and consumers tens of
billions of dollars and did not do enough to rein
in the anti-competitive, anti-consumer practices
of Visa and MasterCard.” 
       Now, at an August hearing, U.S. District Court
Judge Richard Leon has paved the way for the
possibility of banks and card companies paying
back retailers millions in transaction fees tied to
debit cards. According to CSP.net, “Leon said he
could move ahead and vacate the current rules if
the Fed doesn’t present a viable option to quickly
make changes to the current system. He said he
wants the Fed to be ready by next week [late Au-
gust] to weigh in on how much time it needs to
rewrite the rules, signaling that he believes new
fees could be in place as soon as October.” Refer-
ring to the Federal Reserve’s Board of Governors,
Judge Leon said, “They can come from Nantucket,
they can come from where they are on vacation”
in order to make their decision.
       It is now up to the Federal Reserve to make
their next move, including the possibility of ap-
peal or rewriting their own rules.  n

SWIPE FEES AGAIN FRONT AND CENTER
By Jason Miko, NCASEF 

What began as a so-called “historic settlement” between
merchants and Visa and MasterCard on the issue of
swipe fees has resulted in a win for retailers.

“U.S. District Court in
Washington, D.C. recently
ruled in favor of the National
Association of Convenience
Stores and other retailers on the
matter of debit card swipe fee
limits, arguing that the Federal
Reserve did not follow Con-
gress’ intent on implementing
required swipe fee reforms.” 





Unilever iPad Raffle Winner: Franchisees 
Mohamad and Monrisa
Islam (Stores #13980,
13965, and 34032) pose
with Chad Keener from
Unilever as they are pre-
sented with an iPad tablet
they won as part of the
company’s raffle giveaway
during the NCASEF trade
show in Las Vegas, July 17-18.

hope this donation will encourage others to
give to the MDA as well,” Matthews said.
        “We are delighted to present this dona-
tion from the Rocky Mountain FOA,” stated
Scott Wohlman, RMFOA Treasurer. “This
donation will be used to continue the vital
research the MDA has been engaged in for
many years and it will contribute to allowing
those who suffer from muscle diseases to
lead meaningful and productive lives.”

C-Stores Good Source For
Grab-And-Go Snacks
       Convenience stores represent five
times their fair share when it comes to

continued from page 22

U.S. Judge Rejects Debit Card Swipe Fee Rules
         A district judge ruled on July 31 that the Federal Reserve didn’t have the authority to set a 21-
cent cap on debit-card transactions, reported Bloomberg. In his ruling, U.S. District Judge Richard
Leon said the Fed disregarded Congress’s intent when deciding how
much banks can charge merchants for debit-card transactions, re-
jecting Dodd-Frank-imposed regulations governing swipe fees.
Leon also said the rule, which has been in effect since October
2011, would remain in place pending new regulations or interim
standards. The decision, unless overturned on appeal, will force
regulators to revisit the debit card swipe fee rules.
         At a hearing in mid-August, Judge Leon threatened to further
crimp the once-lucrative swipe fee profit center for banks and credit-
card companies, saying they may need to reimburse retailers poten-
tially billions of dollars in debit-card transaction fees “that have been
collected but shouldn’t have been,” reported the Wall Street Journal.
Judge Leon leveled sharp criticism at the Fed, saying the central bank
must move quickly to lower fees that banks can charge merchants
when they swipe a customer’s debit card. The Fed responded to Judge
Leon’s decision by filing an appeal on Aug. 21.

‘50 Employees’ Part Of Affordable Care Act Delayed
         The Obama administration recently announced it is delaying until 2015 the requirement that
businesses with more than 50 employees provide health insurance to their workers or pay a
penalty, according to a report in USA Today. The announcement by the Internal Revenue Service
came after numerous complaints from businesses that the requirements were too complicated and
difficult to implement in time.
         Among other things, the delay gives the IRS more time to simplify reporting requirements, as
well as for businesses to get up to speed with reporting systems. The government still encourages
businesses to voluntarily begin reporting in 2014 so they will be ready for 2015. Business groups
had argued for months that the law created an administrative burden for businesses as they tried
to update technology and plan to offer health coverage to their employees without knowing how
much the coverage would cost.
         The delay does not change the individual mandate, which requires most Americans to pur-
chase insurance. Some consumers may receive subsidies to help them pay for the insurance de-
pending on their incomes. Other key parts of the law, including the health exchanges where
individuals can buy insurance, are on schedule. The exchanges will open on October 1.

Congressional Bills Would Define Full-Time Employees
         Two separate bills have been introduced in the U.S. House and Senate that seek to amend the
Affordable Care Act (ACA) to define full-time employees as those who work 40 hours per week, ac-
cording to reports by NACS Online and Nation’s Restaurant News. Currently, the ACA mandates that
employers with more than 50 full-time workers must provide health insurance to the full-time
employees, defined as those working an average of 30 hours per week or the “full-time equivalent”
of 130 hours per month.
         Senate Bill 118, called the “Forty Hours Is Full Time Act of 2013,” would redefine a full-time em-
ployee as one who works 40 hours a week or the full-time equivalent of 174 hours a month. Similarly,

Legislative Update

“Judge Leon ruled
that banks and
credit card 
companies may
need to reimburse
retailers billions
in debit-card
transaction fees.”
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According to the Washington Post, more re-
tailers are offering discounts to customers
who pay with cash as a way to save money
on credit card swipe fees. • The number of
retail health clinics in stores like CVS and
Walgreens rose 7 percent in the last
year—from 1,351 to 1,443—as more
retailers added facilities in anticipation of
uninsured Americans gaining health care
coverage under the Affordable Care Act,
reported Forbes. • Tech company VERGE Re-
tail recently launched Verge Promote, an
iPhone and Android smart phone app that
allows distributors to push the latest deal or
limited-time promotion to c-store retailers.
The app also allows retailers to choose
what type of promotions they receive and
to place orders for their stores directly from
their smart phones. • The U.S. Postal Service
is considering delivery of alcoholic bever-
ages to raise revenue and save money after
losing $16 billion last year, reported the As-
sociated Press. • A new Gallup poll reports
that over the past 21 years, Americans
have increasingly opted for wine over
beer. Since 1992, the percentage of Ameri-
cans who said wine is most often their drink
of choice rose from 27 percent to 35 percent
today, while the percentage who said the
same about beer dropped from 47 percent
to 36 percent today. • In the latest move to-
ward consolidation in the supermarket in-
dustry, grocery chain A&P is seeking to sell
itself after emerging from bankruptcy last
year, according to an internal memo to em-
ployees and people familiar with the matter,
reported the Wall Street Journal. • Low-price
grocery chain Aldi, which has locations in
32 states, is hoping to add 80 U.S. locations
per year while expanding beyond low-in-
come neighborhoods, reported the Des
Moines Register. • A new survey conducted

continued on page 42

Check Your Markdown Report Carefully!
By Paul Lobana, Vice President, FOA of Southern California 

You may not be aware of it, but the report for markdowns is just as impor-
tant as the S-18 or Merchandise Report or any other report. I'm saying this
because of an experience I had beginning in October 2012 that continued
until April of this year involving a computer glitch and markdowns for a ciga-
rette promotion.

Last October, when SEI updated our computer systems, one of their files
was corrupted for the markdowns on the “$2 off a two-pack of cigarettes”
deal. I didn't realize the glitch, but at the time I checked all my total mark-
downs and they matched with the Merchandising Report, so I was under

the impression that we were getting the
correct markdown.

On January 6, I had an audit and it
was short by $4,000. I decided to look
into the books and then I requested a re-

audit on January 22. The second audit came short another $1,800. I was confused. Why was this hap-
pening? Between October and January, I was short by almost $6,000. I then looked for an overage to
balance the shortage. I printed all the merchandising reports and S18s, and looked them over, but I
didn't find anything that could explain the shortages.
     In February, I requested another audit and my store came in another $6,000-$7,000 short. In March I
ordered yet another audit, and it came in $5,000 short. In total, between the end of October and the end of
March, I was about $19,000 short and pulling my hair out.
      On April 14, I requested help from some fellow franchisees, we looked over all the books, and still couldn't
find anything. By accident, my manager realized that the $2 off a two-pack of cigarettes deal was not on the
Markdown Report. We were giving $2 off to the customer, but in our books it was not reported as a markdown. 
     Once I discovered the source of the shortages, I made a call to my field consultant and she was nice
enough. I said that I could create a CSD but I wanted her to create a CSD to three departments. One was
the IT Department to fix the markdown so I wouldn’t have to wait long to get my money back. The sec-
ond, I wanted her to take the CSD to the Accounting people to correct my markdown and give me my
money back. Third, I requested she send it to Customer Service so that if anyone else had this problem
they could share my experience with them.
     The IT department corrected the problem the very next day. On April 16, I
received the corrected report that showed the markdown for the 2-pack pro-
motion. Accounting told my field consultant the refund would only go back 90
days, and I received an email from Accounting stating the same thing—be-
cause it was over 90 days, they cannot reimburse all of my markdowns. I called
and let them know this was not my problem. The IT people told me it was a
computer glitch that happened in October when they downloaded the files.
     When I told the Accounting people I was going to get my market man-
ager, my zone leader and maybe the National Coalition involved to get this
resolved, they pulled my Markdown Report year-to-date and compared it
with last year's markdown report. I had exactly $22,000 less markdown
for this year. They researched it in great detail and issued me a markdown
credit for $21,700, which balanced my books.
     The lessoned I learned: you can benefit from checking markdowns individu-
ally. The reality is that computers can make mistakes. If a promotional discount is passed onto the customer
and it isn't recorded correctly due to a computer glitch, the franchisee can see large shortages. I recommend
everyone look into individual markdowns in each category, whether it is a multi-pack cigarette deal or any
promotion. Gather all the data you can to support your claim, and get your credits back.  n

“The lesson I
learned is that
franchisees can
benefit from
checking mark-
downs individu-
ally, because
computers can
make mistakes.”

“Last October, a computer glitch on 
a cigarette deal caused me months 
of shortages and confusion.”





continued from page 24

grab-and-go snacking occasions, beating out gro-
cery stores and even discount stores, reports The
NPD Group. Every day 28 million people in the
U.S. eat a grab-and-go snack, accounting for bil-
lions of eatings each year. These buy-and-eat-
within-an-hour snacks are 50 percent more likely
to be eaten while traveling or in a car, which make
convenience stores a primary source for grab-
and-go snacks. Grab-and-go snacks represent 12
percent of all snack-oriented convenience foods
and are typically eaten between meals rather than
replacing meals, finds NPD’s SnackTrack, which
tracks snack food consumption daily in the U.S.
This “on-the-go” snacking behavior typically oc-
curs in the morning or midday and least often in
the evening. Young adults, ages 18 to 24, are the
most inclined toward the instant gratification
these types of snacks offer.

continued on page 30

NCASEF Welcomes The Greater Seattle FOA
The NCASEF welcomed the newly formed Greater Seattle FOA during its quarterly
Board meeting in July. Pictured here are Greater Seattle FOA members Harjinder Toor,
Sangam Motgi, Chander Shekhar, Vinod Shorey, Ajinder Handa (President), Raman
Kaushal, Avtar Rana (Vice President), and Prit Singh.





continued from page 28
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     FOA of Greater Los Angeles franchisees Tarlochan and
Regina Rangi, along with Kuldeep Dhaliwal, took time out of
their busy schedules to help out their community and the Rialto
Police Department during Rialto’s National Night Out event,
held on August 6. National Night Out is a community and police
event meant to increase awareness about police programs in
communities, such as drug prevention, town watch, neighbor-
hood watch, and other anti-crime efforts.

     Suppoorted by their Market team and vendors, the trio set

up a booth at the outdoor function and
gave away lots of products: 110 hot
dogs, 40 cases of water, 2,000 units of
Bimbo Bakery, 3,000 units of Frito Lay
snacks, 12 cases of juice, and 40 cases
of Monster Energy drinks.

     This was a great event in the blocked
off streets in front of the Rialto Police
Department. The turnout of Rialto citizens

was over 2,000, and
everyone in attendance enjoyed the
evening. Other booths, as well as rides
and games for kids, were available.
Mayor Deborah Robertson and Rialto
council members spoke to the crowd and
thanked everyone for making it a great
National Night Out.  n

FOAGLA MEMBERS PARTICIPATE IN NATIONAL NIGHT OUT

7-Eleven Stores In Taiwan
Selling Large TVs
        President Chain Store Corp., the op-
erator of 7-Eleven stores in Taiwan, said it
has sold more than 10,000 7-Eleven
branded large, web-connected
TVs made by electronics com-
pany Hon Hai, reported the
Wall Street Journal. President
Chain Store and Hon Hai, which
also manufactures parts for
Apple Inc. products, said they may

also cooperate in making 7-Eleven-
branded smartphones and tablets in the fu-
ture. Customers can buy the
7-Eleven-branded TVs by placing orders
on the 7-Eleven website or at more than
4,800 outlets in Taiwan. The 40-inch TV
sells for 12,888 New Taiwan dollars ($430),

the 60-inch for NT$39,900
($1,333) and the 70-inch
for NT$69,900 ($2,336).
The TVs are preloaded
with links to the 7-
Eleven online store and
Facebook page.

7-Eleven, Other Retailers
Sue Visa, MasterCard
        SEI has joined other retailers to sue
Visa Inc. and MasterCard Inc. over swipe
fees after rejecting a multibillion-dollar set-
tlement in the antitrust case, reported
Bloomberg. About 30 retailers have filed
lawsuits in federal court in Manhattan
against the card companies and several
major banks.
       SEI is among more than 7,000 com-
panies that have dropped out of the pro-

continued on page 32
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posed $7.25 billion settlement over fees,
which are borne by merchants when cus-
tomers use credit cards. The settlement,
under consideration by a federal judge in
Brooklyn, New York, would put to rest
about eight years of litigation in the na-
tionwide suit. Dozens of retailers have
said they’re opposed to the accord be-
cause it would give Visa and MasterCard
too much freedom to raise rates in the fu-
ture. The case is 7-Eleven Inc. v. Visa Inc.,
13-cv-4442, U.S. District Court, Southern
District of New York (Manhattan).

Visa, MasterCard 
Refuse To Drop Swipe 
Fee Settlement

Visa Inc. and Master-
Card Inc. will pursue a

multibillion-dollar
antitrust settle-
ment with U.S.

merchants over
credit card
fees even

though opposi-
tion to the deal reached a level that would
have allowed the card firms to walk away,
reported Bloomberg. U.S. retailers ac-
counting for more than 25 percent of the
total volume of credit card purchases have
decided to opt out of the settlement,
meeting a threshold that permitted the
card firms to back out. The settlement—

subject to a judge’s final approval on Sep-
tember 12 in federal court in Brooklyn,
New York—would end a lawsuit brought
on behalf of millions of U.S. businesses
over allegations that Visa, MasterCard,
and some of the country’s largest banks
fixed rates for the interchange fees paid by
merchants that accept those credit cards.

Seven&I Q1 Profit Up 
9.5 Percent
       SEI parent company Seven and I
Holdings posted a 9.5 percent rise in first-
quarter profit, which was its highest on
record for the traditionally dull March-
May period, reported Reuters. Buoyed by
an expansion of its store network,

Seven&I left its full-
year operating profit
forecast for the year
to February un-
changed at a record
$3.41 billion, in line
with forecasts.
Japanese c-store op-
erators are now
reaping the rewards

of aggressively opening new outlets in re-
cent years, and taking business from su-
permarkets by expanding their lineup of
prepared foods and private-label prod-
ucts. Seven and I has been generating an-
nual record profits for two years, but the
first-quarter result marked its first record
high for that specific period since 2007.
       Seven & I CEO Toshifumi Suzuki
told Bloomberg. in a separate interview
that he plans to renew his focus on the
U.S., where with the right management
and expansion strategy, the number of 7-
Eleven stores could increase to almost
30,000. “Our U.S. business has entered the
growth stage,” Suzuki said. “We will raise
the quality of stores,” he said, and acqui-
sitions will continue. SEI expects a record
operating profit of $540 million this fiscal
year, according to the report, a 13 percent
increase from last year. 

Banks Take Swipe-Fee 
Battle To States
        Banks and payment networks are
pressing state lawmakers to bar retailers
from charging customers more to pay with
credit cards than with debit cards or cash,
reported Bloomberg. The laws’ supporters
say they are trying to protect consumers
from unfair costs when they make pur-
chases with credit cards. Utah has already
passed a law banning such surcharges, and
New Jersey may follow suit. In all, about 20
state legislatures are weighing legislation
related to payment cards, according to the
American Bankers Association.
        The move is an extension of a decade-
long fight between retailers and members
of the payments industry over swipe fees
for debit and credit cards. Because retailers
generally have to pay more to banks when
their customers use credit cards than when
they buy with debit cards, the banks are
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“Seven & I CEO Toshifumi Suzuki
told Bloomberg that with the right
management and expansion strategy,
the number of 7-Eleven stores in the
U.S. could increase to 30,000.” 





the House measure—HR 2988, also known as the “Forty Hours Is Full Time
Act of 2013”—would define full-time workers for the purposes of the em-
ployer mandate in the ACA as those working 40 hours per week.
         “The new health care law creates a perverse incentive for businesses
to cut their employees’ hours so they are no longer considered ‘full time.’ If
its definition of a full-time worker as someone who works only 30 hours a
week is allowed to go into effect, millions of American workers could find
their hours, and their earnings, reduced. This simply doesn’t make sense,”
said Senator Susan Collins (R-ME), who introduced SB 118.

Illinois Bans Use Of E-Cigs By Minors
         Illinois Governor Pat Quinn recently signed legislation that prohibits
the use of electronic cigarettes by anyone under age 18, reported the Asso-
ciated Press. The new law applies to electronic cigarettes and other alterna-

tive nicotine products.
State Senator John Mulroe
of Chicago, the bill’s spon-
sor, said governments ban
minors from buying other
forms of nicotine, and e-
cigarettes should be no ex-
ception. He added that the

new law, which kicks in on January 1, helps the state government “keep up
with the advancements” in the ways nicotine is being sold. 

Massachusetts Moves To Ban E-Cig Sales 
To Minors
         A bill currently in the Massachusetts legislature aims to ban children
and teens from buying electronic cigarettes, reported the Associated

Press. The bill would restrict the sale of any tobacco or nicotine delivery
product to minors and prohibit use of the products on public school
grounds. The measure would also apply existing state public and work-
place smoking bans to electronic cigarette use and restrict the distribution
of product samples. The bill’s chief sponsor told the newswire service the
goal of the legislation is to modernize Massachusetts’ tobacco laws which
don’t take into account the rising popularity of electronic cigarettes.

NYC Mayor Targets E-Cigs
         New York City Mayor Michael Bloomberg is working to limit the use
of e-cigarettes in the five boroughs, reported FoxNews.com. In a draft of
three tobacco-related bills soon to be voted on by the City Council, the
new definition of “tobacco products” under city law would be changed to
include e-cigarettes and related components, parts and accessories. If the
ordinances pass, the display of e-cigarettes and smokeless tobacco would
be banned in retail stores. Also, while tobacco and menthol flavored e-
cigarettes would still be available in retail stores, all other flavored e-ciga-
rettes could only be sold in age-restricted “tobacco bars.”
         The original version of the bills, drafted by the Health Department at
Mayor Bloomberg’s request, did not include any position on e-cigarettes.
The bills’ changes also include raising the legal age for buying tobacco to
21, prohibiting the display of cigarette advertising in stores, and creating
a higher price floor for cigarette packages.

NYC’s Big-Soda Ban Unconstitutional
         A mid-level New York State appeals court recently ruled that New
York City’s Board of Health exceeded its legal authority when it voted last
year to put a size limit on soft drinks served in restaurants, theaters, stadi-
ums, sidewalk food carts, and many other places, reported the Associated

continued from page 24
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trying to prevent stores from steering buy-
ers to debit transactions.

Mass. Increases 
Gas And Cig Taxes
        Massachusetts’ gasoline tax jumped 3
cents on August 1, from 21 cents per gallon
to 24 cents reported the Associated Press.
The state’s cigarette tax also increased $1 on
that date, from $2.51 per pack to $3.51 per
pack. The new taxes were part of a trans-
portation finance bill approved by the State
Legislature over the veto of Governor Deval

Patrick. He had sought a further increase in
the gas tax if tolls on the western portion of
the Mass. Turnpike come down in 2017.

Eight More States 
Increase Gas Tax
        Eight states have recently increased
their gas tax, reported CNNMoney, citing a
report from the Institute on Taxa-
tion and Economic Policy. The
largest boost was in Wyoming,
which raised its gas tax by 10 cents
a gallon, followed by Connecticut,

California, Maryland, Kentucky, Nebraska,
Georgia and North Carolina. The increases
went into effect on July 1. Meanwhile gas
taxes in Virginia and Vermont have gone
down down. The federal gas tax has re-
mained unchanged at 18.4
cents per gallon since 1993,
despite a 55

continued on page  74
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“Massachusetts and Illi-
nois have both moved to
deny e-cig sales to minors.”
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What A Convention! Hire Heroes And The Urban Store ConceptBY BRUCE MAPLES
EXECUTIVE CHAIRMAN, NCASEF

       Something special happens when
7-Eleven franchisees get together at the
National Coalition Convention and
Trade Show, an event that has taken
place for 38 years. The very nature of
our business demands that franchisees
talk to each other, share information,
network, and learn as much as we can
about our system and our industry. I
am pleased to say at the 2013 National
Convention and Trade Show at the Ve-
netian Hotel and Casino in Las Vegas in
July we had a record turnout, with more
than 1500 franchisees and their families
and 800 of our vendor partners attend-
ing. In all, the 2013 trade show had over
280 booths and 60 major sponsors over
the four-and-a-half-day show. I would
like to thank all of our major sponsor
and exhibitor partners for your support,
as it is your support that makes our
franchisee convention possible.
       We have announced the National
Coalition’s 39th convention will be at
the beautiful Dolphin Hotel at Walt
Disney World in Orlando, Florida, July
12-16, 2014. We will be doing some-
thing very special at this event, so mark
your calendar for 2014. I hope to see
you there.
       One of the highlights of our 2013
convention was the announcement that
the National Coalition, in cooperation
with 7-Eleven, Inc. and 15 of our vendor
partners, is part of an effort that will
raise over $750,000 for Hire Heroes

USA, a very special
organization that
conducts work-
shops and semi-
nars to provide job
assistance that

helps military veterans and their families
reintegrate into civilian life. This is the
single largest contribution ever made by
the National Coalition to any group, and
I would like to thank personally 7-
Eleven, Inc., and the 15 participating
vendor companies for their strong sup-
port: Hershey, Kellogg’s, Wrigley, An-
heuser-Busch, E&J Gallo Winery, BIC,
MillerCoors, Nestlé Professional, Mars,
Mondelēz International, Perfetti Van
Melle, MET-Rx, General Mills, PepsiCo
and Nestlé Waters.
       Over a two-month period—No-

vember and December, 2013—the par-
ticipating vendors will offer Hire Heroes
products that franchisees can order for
their stores. A portion of each product
sold to guests will be donated to the Hire
Heroes organization. The incredible
commitment and support from the fran-
chisee community has enabled this pro-
gram to grow in each of the last three
years. (To see what products will be eli-
gible in November and December to
support Hire Heroes, see the Septem-

ber/October issue of Avanti.)
       Over the four years that we have
been involved, the National Coalition,
7-Eleven and vendor partners have now
raised more than $1.3 million through
donations and cause equity programs
for Hire Heroes USA. With initial do-
nations, since 2010, Hire Heroes has
gotten nearly 1,000 veterans hired,
completed 5,000 professional resumes,

and conducted 86 workshops at 26
bases for more than 1,100 service mem-
bers and spouses. We are proud of this
accomplishment, and of our support of
the individuals who protect our coun-
try and keep us strong. 
       Our good work and convention
fundraising did not stop there. During
the live and silent auctions at our
Wednesday evening event, franchisees
and vendor attendees in one night
raised $98,000 for Susan G. Komen For

“I would like to thank all of 
our major sponsor and 

exhibitor partners for your
support, as it is your support

that makes our franchisee
convention possible.”

BRUCE MAPLES 
CAN BE REACHED AT

520-577-8711 or
nationaloffice@

ncasef.com
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“The 2013 National Convention and Trade Show at the Venetian
Hotel and Casino in Las Vegas in July had a record turnout.”



The
Cure. 
       One compelling role the National
Coalition can play for franchisees is to
provide access to 7-Eleven, Inc. senior
management at our convention. During
his presentation on the “state-of-the-sys-
tem” to franchisees, SEI Senior VP Bill
Engen described dollar sales growth in
Zones across the country, reviewed sales
data, customer counts and the fastest

growing categories, and took an hour
and a half of questions from franchisees. 
       Senior VP Social Media Rob Chum-
ley gave perhaps the most interesting SEI
presentation at the convention on the
new Urban Store Concept, the test store
for which is now open at 111 John Street
in New York City. Two more—one each
in Chicago and San Francisco—will open
before the end of the year.
       These stores embody 7-Eleven’s
newest concepts for downtown city
stores and a new urban store design.
New ideas being incorporated and
tested in NYC include redesigned store
parts for fruits and veggies and ready-
to-eat meals, beer, refrigerated bever-
ages and snacks, sweet and salty snacks,
candy and household goods, and HBC.
Even more interesting, fresh meals will
be prepared on-site, stores will have a

“recharge” area with seating and WiFi,
customers can order at a kiosk, and
there will be a foodservice counter. The
new concept store does not have a vault,
as all bottles and cans will be held in
reach-in fixtures. Digital displays are
used for an external sign, a register POS,
menu boards, the Slurpee machine
door, and the seating area. 
       So much more happened at the na-
tional convention and trade show! I am
pleased to announce that for the first time
we have posted all of the photos taken by
the NCASEF photographer at the con-
vention on our website. Visit www.
ncasef.com to take a look at your friends
and colleagues and download those you
want for your collection. I’m looking for-
ward to seeing everyone at next year’s
show in Orlando. 

“The National Coalition’s 39th
convention will be at the
beautiful Dolphin Hotel at 
Disney World in Orlando,
Florida, July 12-16, 2014.”

What A Convention! Hire Heroes And The Urban Store Concept
continued from page 37







        Recently, a lot has changed about how
we look at certain functions within our busi-
ness. For a long time many franchisees have
not been concerned about employee files or
about maintaining I-9s for every employee.
Now we have come under a magnifying glass
from ICE (Immigration and Customs En-
forcement), the Department of Justice, and
Homeland Security due to the actions of
some franchisees in Long Island and Vir-
ginia. We are aware that the Justice Depart-
ment has closed some stores and issued
subpoenas to many franchisees on the East
Coast to check their employee records.
        SEI has also come under harsh criti-
cism and review by these government agen-
cies, and more recently franchisees were
notified by SEI that they were going to come
into our stores to review our I-9s and make
sure all of our employees are well docu-
mented. At the time it was a bit of a shock
for everyone, and there was a lot of conver-
sation within the franchisee community
about the validity of the request or whether
it should even be allowed based on our
Franchise Agreement. 
        During this time the Na-
tional Coalition and many
FOAs sought legal consulta-
tions and we spent a lot of
time communicating with
SEI. After much debate and consideration,
given the gravity of the situation with ICE and
Homeland Security, and the importance of
our image among consumers, we concluded
we should cooperate with SEI’s I-9 review re-
quest, but only with a clear process in place.
We requested that SEI look at current em-
ployees only, nothing be done in secret, the
review would take place in the presence of the
franchisee, no documents would be removed

from the store, no
copies of any docu-
ments would be
made, and there
would be no em-
ployee interviews. 

        At the time, the National Coalition is-
sued a statement and we made sure we edu-
cated all of our peers and local leadership on
the review process so they could educate
their local stores. Once the I-9 reviews
started on July 1, we verified with the stores
that were reviewed that the process was in-
deed being done correctly. Like any big proj-
ect, there were some incidents where the
process wasn't followed as outlined, but they
were corrected immediately upon coming to
our attention and the National Coalition
having a conversation with SEI. 

       Since the I-9 re-
view weighed heavily
on the minds of all
franchisees, the Na-
tional Coalition invited
Robert Haws from Gust Rosenfeld
P.L.C. to the July Board meeting to edu-
cate us on the process. He discussed the law
governing the I-9 form and made sure we
were compliant with all of the requirements
of hiring an employee so that we won't have
any surprises moving forward. 
        So what should franchisees do now?
The investigation is ongoing. I urge everyone
not to take the I-9 situation lightly. If you
haven't filled out I-9s in the past, fill them out

now to save yourself headaches later. Use the
current date and be compliant from now on.
We all know that on the ISP we have a de-
tailed hiring package. Within that kit, there's
detailed information on filling out the I-9
form and what the requirements are. Fran-
chisees should go through that kit step-by-
step and make sure that all documents are in
order. Some other points you should follow:
• Don’t accept expired documents. 
• Leave the original I-9s in the store in which
the employee was hired.
• Retain the I-9 for as long as the individual
works for you.

• Be consistent—you should have
one policy for everyone. If you

make copies of IDs
and other documents

for one employee,
you have to make
copies for all your
employees.
• Do not make
multiple copies of

I-9s for each store if the em-
ployee happens to work at more than

one store. His/her employment file should be
only at the store where hired.
        Also, you should be aware that there are
penalties for hiring unauthorized aliens,
some of them quite severe. The first offense
is a fine of $375 to $3,200 for each unautho-
rized alien. The second offense is a $3,200 to
$6,500 fine for each unauthorized alien. Sub-

The Importance Of I-9 Compliance
BY JIVTESH GILL, EXECUTIVE VICE CHAIRMAN, NCASEF

“If you haven't been filling 
out I-9s in the past, fill 

them out now to save 
yourself headaches later. 

Use the current date and be 
compliant from now on.”

JIVTESH GILL 
CAN BE REACHED AT

209-481-7445 or
j2jgill@aol.com
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“The investigation is ongoing. I urge
everyone not take the I-9 situation lightly.”



sequent offenses are $4,300 to $16,000 for
each unauthorized alien. If you fail to prop-
erly complete, retain and/or make available
for inspection your I-9s as required by law,
you may face civil money penalties of $110
to $1,100 for each violation. If you knowingly
hire or continue to employ unauthorized
aliens, you may face fines of up to $3,000 per
employee and/or six months imprisonment.
        Robert Haws recommends that we use
E-Verify, which is a great free tool from the
federal government that provides an auto-
mated link to federal databases to help em-
ployers confirm the employment auth-
orization of new hires, and it’s free. E-Verify
helps protect us against fake documents, but
again, if you use it for one employee you
have to use it for all.
        Depending on the outcome of the cur-
rent government investigations, there could
be more subpoenas coming. In light of all
of these events, I want to go on record and
state that in my fourteen years as a fran-

chisee, the vast majority of franchisees I've
met are law abiding, honest and upstanding
business people. We need to be more vocal
about all of the good things we do within
our communities and how we've become a
part of the national fabric as far helping to
grow the national economy. We are hard
working people who set out every day to
honestly earn the money we make. We can’t
allow a few dishonest franchisees to ruin
our reputation, and that of our brand.
        Please call me at 209-481-7445 if you
have questions about this topic.  

by Research Now and
commissioned by Fuels
America reveals that
Americans overwhelmingly support renew-
able fuels and the U.S. government’s Renew-
able Fuel Standard (RFS), reported CSNews
Online. • Midwest c-store Casey’s General
Store said it will not sell energy shots and pills
to anyone under the age of 18, reported CBS
St. Louis. • Consumers are eating burgers
more often than ever before, with 95 percent
of those surveyed saying they eat burgers at
least once a month—and cravings are driving
this high consumption, according to new re-
search from Technomic. • Drake’s cakes—
which include Coffee Cakes, Devil Dogs, Ring
Dings and Yodels—are set to return to store
shelves in September, reported the Associated
Press. McKee Foods Corp., which makes Little
Debbie snack cakes, snapped up Drake’s
cakes from rival Hostess Brands after the
company went out of business last year. • The
American Medical Association has officially
recognized obesity as a disease, a move that
could induce physicians to pay more attention
to the condition and spur more insurers to pay

“E-Verify, a great FREE tool
from the federal government,
helps employers confirm the
employment authorization
of new hires.”

The Importance Of I-9 Compliance continued from page 41

continued on page 56

continued from page 26

Verify Employee I-9 Information For Free Online: Franchisees can take advantage of a new free
government website to E-Verify employee records by visiting http://www.uscis.gov/. Look for VERIFI-
CATION (on the right-hand side), then “E-Verify Home Page.”
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       The May/June issue of Avanti con-
tained an interesting article by former
General Counsel for NCASEF, Arnold J.
(Arnie) Hauptman, Esq., regarding the
maintenance provisions of the Franchise
Agreement between franchisees and 7-
Eleven, Inc. (SEI). Arnie’s article described
the potential liability to SEI for injuries to
7-Eleven customers in franchised stores
due to the excessive control exercised over
the franchisees by SEI. If you have not read
his article yet, I recommend it to you.
       While reading Arnie’s article, I was re-
minded of the many, many franchisees
who have complained to me they have had
difficulty during inspections of their stores
by Customer Experience Consultants
(CECs) using the Cleanliness Evaluation
Forms when the condition of their
stores—including the flooring and the
equipment—is so bad it is very difficult or
impossible to clean properly. At the most
recent NCASEF convention in Las Vegas,
one franchisee reported her store floor tiles
were so old and had been waxed so many
times they were “fossilized.” Over the
years, other franchisees have told me their
drink dispensaries and other machines
were so old they could not be cleaned even
with hours of scrubbing with every kind of
cleaner and lots of “elbow grease.”
       When franchisees are marked down
for problems with ongoing store condi-
tions by the CECs, some rightfully believe
they are being penalized for the failure of
SEI to properly repair and/or replace the

building struc-
ture, paint, floor-
ing and/or equip-
ment. When a
customer sees

badly deteriorated building surfaces, tiles,
paint, and equipment, the customer’s ex-
perience naturally suffers. Should the fran-
chisee suffer poor customer experience
and low marks on their cleanliness evalu-
ations for the failure and/or refusal of SEI
to remodel the store and/or repair or re-
place equipment? Of course not.
       Franchisees with older stores and
equipment frequently request new equip-
ment or a remodel of their store from SEI
but are routinely put off by field consult-

ants and market managers who say it is not
in the budget, or to wait a year or two or
five. If SEI has the funds to build a brand
new 7-Eleven store a block away from an
existing store, funds should be available to
remodel older stores or replace decrepit
and/or inoperable equipment.
        SEI claims it can repair and replace
badly deteriorated building structures, ma-
terials, and equipment at its whim. Paragraph

20(d) of the Franchise Agreement provides: 
       “20(d) Maintenance Performed By or
Through Us. When we consider it neces-
sary during the Term of this Agreement,
we agree to: (1) repaint and repair the in-
terior and exterior of the Store; (2) replace
the 7-Eleven Equipment, including cash
registers and point-of-sale computers; (3)
replace plate glass windows and front
doors; (4) replace the floor covering, exte-
rior walls, roof, foundation, and parking
lot; (5) maintain the structural soundness
of the Store; and (6) maintain the HVAC
Equipment. You hereby consent to the
foregoing. We may charge you for any of
the repairs or replacements contemplated
by this Paragraph 20(d) if, in our reason-
able opinion, your abuse or neglect makes
them necessary.”
       Other provisions of the Franchise
Agreement demonstrate the obligations of
SEI to repair and replace worn out floor-
ing, paint, and equipment are not wholly
discretionary. SEI has made it clear that the

“uniform presentation of a high quality 7-
Eleven Image is critical to the customer’s
perception of the 7-Eleven System…” [see
paragraph 1(a)(1) of the Franchise Agree-
ment]. This sentence, written by SEI in its
Franchise Agreement, clearly demon-
strates SEI’s recognition of the importance
of the 7-Eleven Image. The maintenance
of the 7-Eleven Image obviously is not a

7-Eleven, Inc.’s Duty To Act Reasonably In Remodeling The Store And Repairing And Replacing EquipmentBY CRAIG P. KENNEDY, ESQ. 
GENERAL COUNSEL, NCASEF 

“When franchisees are marked down for problems with 
ongoing store conditions, some rightfully believe they are
being penalized for the failure of the company to maintain
the building and equipment.”

continued on page 46

CRAIG P. KENNEDY
CAN BE REACHED AT

714-557-3600 or
ckennedy@mtbklaw.com



one-way street. If it is important for the
franchisee to present a high quality 7-
Eleven Image, it is likewise just as impor-
tant for SEI to perform its obligations of
repair and replacement of the Stores’ im-
provements and equipment in order to im-
press customers. SEI admits as much in the
Franchise Agreement in paragraph 1(a)(4)
in the 2004 Franchise Agreement and
paragraph 1(a) (5) in the 2012 Franchise
Agreement which provides (in part) as fol-
lows: “We also agree to contribute to the
value of the 7-Eleven Service Mark and
brand by fulfilling those duties and tasks
assigned to us in this Agreement as our re-
sponsibility within the 7-Eleven System.”
       In paragraph 8, SEI agrees it may re-
place equipment at its option, as follows:
       “We may, at our option, remove or re-
place any of the 7-Eleven Equipment or

add new 7-Eleven Equipment, including
cash registers and point of sale computers
and 7-Eleven Equipment of a type or cate-
gory other than currently exists. Any new
or additional 7-Eleven Equipment will be
added to the list of 7-Eleven Equipment on
Exhibit B or we agree to otherwise provide
you with electronic or written notice of
such changes to the 7-Eleven Equipment.

You agree to, at all times use, as required,
all 7-Eleven Equipment currently in the
Store or that we add to the Store. We may
provide you with replacement Equipment
if certain Equipment is damaged or be-
comes inoperable. If you fail to promptly
return the damaged or inoperable equip-
ment to us, we may charge you for the cost
of the replacement Equipment by debiting
your Open Account.
        Note the use of the word “may” instead
of “shall.” This reflects an attempt to couch
responsibility to remodel the store or to in-
stall new equipment completely its own
choice. However, under contract law, the
fact the Franchise Agreement entitles SEI
to use its discretion does not give it the
right to unlimited and unfettered discre-
tion. SEI must not act unreasonably in
choosing whether or not to repair the store

7-Eleven, Inc.’s Duty To Act Reasonably  continued from page 45

“Franchisees should not suffer
poor customer experience and
low marks on cleanliness
evaluations for the failure
and/or refusal of SEI to
remodel the store or repair
and replace equipment.”

continued next page



and/or replace equipment. SEI—the party
who is given a discretionary power in the
Franchise Agreement to do something to
protect its own interests—may not use that
power to unreasonably or unfairly harm the
franchisee or to deprive the franchisee of
the benefits of the Franchise Agreement.
Stated another way, SEI must exercise its de-
cisions whether to remodel the store and/or
replace equipment in a reasonable manner.
        When the language in paragraph 20(a)
giving SEI the right to make the decision on
these matters is considered in light of SEI’s
responsibilities to help to maintain the 7-
Eleven Image and to contribute to the
branding of the 7-Eleven Mark, it cannot

hide behind its prefer-
ence when a franchisee’s
store is badly in need of
repairs, remodeling, or
replacement of equip-
ment. This is especially
true when SEI’s CECs
mark the franchisee down
on the Cleanliness Evalua-
tion for conditions caused by
SEI’s failure to fulfill its duties to the
franchisee.
       No one can argue that when SEI allows
“fossilized” flooring, inoperable equip-
ment, or peeling paint to exist in a store
that SEI is exercising its discretion under

paragraph 20 in a reason-
able manner.
       When a franchisee receives a Letter of
Notification (LON), or worse, a Notice of

Material Breach (NMB) be-
cause of a low Cleanliness Eval-
uation score, and the problems
stem from a failure or refusal of
SEI to properly maintain the
store or replace aging equip-
ment pursuant to the high stan-
dards of the 7-Eleven Image, that
franchisee should send a letter

back to SEI stating the problems
with the cleanliness of the store are a direct
result of SEI’s failure to properly maintain
the store and its equipment. It is good pol-
icy, for the health of your business, if ever
you receive an LON, that you respond in
writing to document your situation. 

“SEI must exercise its decisions whether to remodel the
store and/or replace equipment in a reasonable manner.”
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        “Good news about someone never gets
past the door, but bad news will travel a
thousand leagues away.” (author unknown)
        First, I want to say what needs to be said
and hasn’t been said in the past few weeks:
Thank you and good work to all franchisees
and field team members who toil away in
support and execution of the 7-Eleven sys-
tem, whether it is by being in the store or be-
hind a desk at OAP in Dallas.
        Lately, all we’ve been hearing are nega-
tive stories and reports about the actions of
a tiny group of store operators. This ragtag
group of rogue reprobates has caused dam-
age to all franchisees, the 7-Eleven brand,
and the system from which each of us earns
our living. The old saying, “It takes a lifetime
to build a good reputation and only a few
hours to destroy it,” rings true—the long-
term damage to our brand image caused by
this scandal may be incalculable.
        Even more disturbing is the deafening
silence from Dallas. Except for a buried
quote or two, I have not heard one mur-
mured syllable about the hard-working,
honest franchisees who are supported by
their field consultants, market managers and
Zone teams. This is troubling. I think it is
long past due that the good news regarding
who 7-Eleven franchisees are and what we
do—day in and day out—be proclaimed,
highlighted and heralded.
        A good opportunity to spread this mes-
sage would have been on 7-Eleven Day, with a
quote from SEI to the media saying: "7-Eleven,
Inc. thanks our franchisees, area licensees, ven-
dor partners and all of our employees for

working so hard each
and every day to satisfy
the needs of our guests
and especially today in
celebrating 7-Eleven

Day. And a very big thank you to you, our
Guests, for your loyalty by shopping at your
neighborhood 7-Eleven stores." I strongly be-
lieve a message like this would go a very long
way in re-establishing our good reputation as
an honest brand, as honest business people,
and as valuable members of the
communities we serve.
        Our business,
by its very nature, is
often portrayed as “danger-
ous” and “high crime,” and
there is truth to this. When
an employee is senselessly injured or killed
in a store, we all suffer, our industry suffers,
and our families worry for our own safety.
That is why franchisees so often respond
proactively—donating to and recognizing
families who suffer in these tragedies.
        Is it now time to go further, to take a
more proactive approach to tragic news in
our system and our industry? As responsible
retailers, we already regulate smoking and

alcohol sales, and we have already proven we
can affect public opinion when we publicize
through our stores. An anti-crime and anti-
violence message is most appropriate com-
ing from those affected by violent acts.
        All throughout the United States on a
daily basis, individual franchisees and fran-
chise groups are engaged and involved in com-
munity efforts. Of the 40 NCASEF FOA
members, most have charity events and donate
some time and effort to positive causes. MDA,
St. Judes, Hire Heroes, and numerous other
local charities have benefitted from franchisee

fundraising. Just recently, the
Chicagoland FOA was
honored with a ribbon cut-
ting for their donations

and work at a local hospital. In
August, the Rocky Mountain

FOA raised $40,000 for MDA,
and the Southern California FOA donated
$20,711 to the Los Angeles Children’s Hospital.
At the July 2013 Las Vegas convention, local
FOAs, vendors and individual franchisees
banded together and raised over $60,000 for
Susan G. Koman For The Cure.

       The National Coalition has started to
capture these stories and publicize with
news releases the selfless and dedicated ac-
tions of franchisees on a national stage. I
guarantee that there are many more “posi-
tive” stories about franchisees than negative
ones, but it is up to us to bring attention to
these acts and highlight the contributions
we make in our local communities.
       I extend my sincerest gratitude and
thanks to all of our franchisees and our field
teams for everything they do each and
every day. 

MANAGING THE MESSAGE WHEN 
THE MEDIA WON’T 
BY JAS DHILLON
VICE CHAIRMAN, NCASEF

Vice Chairs’Forum

JAS DHILLON
CAN BE REACHED AT

818-571-1711 
or 

jasdhillon@
rocketmail.com

“Thank you and good work to all franchisees 
and field team members who toil away in 
support and execution of the 7-Eleven system.”

“All throughout the
United States individual
franchisees and 
franchise groups are 
engaged and involved 
in community efforts.”









Vice Chairs’Forum
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SHARING THE COST OF SEI’S 
FOODSERVICE GOALS 
BY ROGER ST. GEORGE
VICE CHAIRMAN, NCASEF

        Our franchisor has a stated goal of
growing Fresh Food sales to 20 percent of
total in-store sales. This emphasis to em-
brace the Fresh Food category is due to SEI
recognizing the inevitable demise of ciga-
rette sales due to tax increases by local and
state governments, and now even the fed-
eral government with its proposed $1 per
pack tax hike. As we have all witnessed, our
cigarette customers are ceasing their his-
toric purchase and consumption patterns.
        SEI is therefore seeking to replace these
lost sales and profits through the Fresh
Food category. This is a huge goal and a
monumental shift in the traditional 7-
Eleven business model. So far it seems SEI
has taken a “Field of Dreams” approach—
if they build it, customers will come. This
approach has produced mixed results.
        One of the flaws stems from the fact
that the current franchise agreement places
a disproportionate cost burden on the
franchisee. For instance, SEI has
the contractual obligation to
install equipment in the
store, including items
needed to provide foodser-
vice. This is a one-time finite
expense with enormous amortized tax
benefits for SEI. The franchisee, on the other
hand, is left to grapple with increasing labor
costs that occur with every fresh food trans-
action. The franchisee agreement must be
changed to allow a portion of franchisee
labor costs to be shared with SEI.
        Second, it is very difficult to manage the
Fresh Food category inventory. Again, SEI
has taken an “if you build they will come” ap-
proach. Due to the extremely short shelf life

imposed on the prod-
ucts, writeoffs on sand-
wiches and salads are
high. Field consultants
are demanding display

cases be filled daily to entice our customers
to believe the product is fresh and of phe-
nomenal quality. Franchisees are forced to
spend money on labor to order, stock and
dispose of unsold product daily. In order for
our foodservice to truly work, SEI must de-
velop the fresh food our customer truly wants
to purchase with a reasonable shelf life to re-
duce write-offs. Our customers have never
believed we are offering a fresh product.
        Third, SEI needs to remove the obsta-
cles for franchisees to embrace Fresh Food

category management. The retail account-
ing method for Roller Grill and Hot

Food items needs to be aban-
doned in favor of a markup
process when the item is
sold. Too many times the

item count is wrong because the product is
packaged by weight and not item count.
Too many times franchisees know their
employees are not recording write-offs
prior to disposing of hot dogs, taquitos, and
other Hot Food items. Our employees for-
get to write off items that they have been
encouraged to sample due to the hustle and
bustle of the stores. This can result in the
counterproductive instructions to cease
sampling or even cease writing off out-of-
date product. SEI is concerned that some

franchisees may not accurately report sales,
but the Asset Protection Department has
demonstrated it has the technology to catch
dishonest franchisees.
        Another obstacle is the need to forecast
easily. While the Roller Grill forecast system
seems adequate, the Hot Food forecast
process is woefully lacking. The two-hour
sales data is contrary to the one-hour shelf
life of most of the Hot Food items. The
process to review the previous four weeks of
sales is tedious and difficult. If SEI truly be-
lieves Hot Food is the future to replace lost
cigarette revenues, franchisees must have
the support needed to succeed.
        Additionally, SEI needs to advertise the
Fresh Foods offering. The excuses provided
in the past are inadequate. SEI has previ-
ously said stores were not clean enough to
invite guests to visit. SEI has suspended the
monthly GEA inspections and reduced the
frequency to twice a quarter due to the im-
proved average score of 80 percent. An-
other excuse for lack of advertising is the
lack of the Hot Food offerings in enough
stores. SEI has a timeline for the addition of

the Hot Foods program across the nation
and is rapidly adding Hot Foods to many
stores. What is the critical mass needed be-
fore SEI will begin advertising this product?
Many of our suppliers spend more on ad-
vertising one new item than SEI spends in
one year advertising 7-Eleven, including
the cost of point of purchase materials sent
to the store, which in many cases is also
paid for by the supplier community.
        Is Fresh Foods a field of dreams, or
truly the future of 7-Eleven? 

ROGER 
ST. GEORGE

CAN BE REACHED AT

360-500-1248
saint@comcast.net

“Franchisees grapple
with increasing labor
costs that occur with
every fresh food
transaction.”

“For our foodservice to truly work, we must 
develop the fresh food our customer wants 

with a reasonable shelf life to reduce write-offs.”





Vendor Guest Column
TA X B R E A K

Don’t Miss Out On The Work 
Opportunity Tax Credit Program
By Paige Burton, Director Of Public Relations, TaxBreak

       TaxBreak is proud to be the chosen tax credit service
provider for all 7-Eleven corporate and franchise locations. We
are excited to extend our corporate service offerings and low
corporate rate to every franchise owner.
       With over fifteen years’ experience and 75,000 client loca-
tions nationwide, TaxBreak has solidified its efforts as the in-
dustry leader in tax credit recovery. Our team of dedicated
professionals is unmatched and this is easily
measured with the amount of
cash flow we drive to our clients’
bottom-line.
       Typically, one in five new
hires (on food stamps or govern-
ment assistance) may qualify their
employer for a Work Opportunity
Tax Credit (WOTC) worth up to
$9,600. 7-Eleven corporate stores
have already reduced their tax lia-
bility by tens of thousands of dol-
lars, simply by taking advantage of
this program. 
       7-Eleven has negotiated a very
low rate of 10 percent for our WOTC
service. This is a success-based pro-
gram, meaning we will screen all new
hires for free. Franchise owners are
only billed if we find Work Opportu-
nity Tax Credits for their locations. If
we do not find the franchisee any
credits, they will not owe us a penny!

       Since this partnership started in March, we have been
working diligently to sign up and begin processing all franchise
locations. However, this has proven to be a challenge. Previ-
ously, the WOTC program was handled on a corporate level.
Many franchise owners are not aware of the change, while oth-
ers have never taken advantage of the tax credit program. Now
is the time for each franchisee owner to maximize the benefits
this partnership has to offer.

Common Franchise Owner Questions

1. How do you get my new hire information?
When you hire a new employee, please have them fill out Tax Form 8850
and our Tax Credit Questionnaire. Mail the forms, along with a copy of
the employee’s driver’s license or State ID to our processing center. When
you sign up with TaxBreak, we provide you with pre-paid postage en-
velopes to help make the process easier.

2. Who receives the credit?
      You and your franchise receive the credit. 

3. Who pays for this credit?
      Each franchise owner will be billed, but only if a credit was recovered. There is no 

financial risk.

4. How does TaxBreak receive my payroll information?
      7-Eleven Corporate will send TaxBreak payroll information once a year.

5. What are the deadlines?
      TaxBreak has 28 days from each employee’s start dates to get their information in for screen-

ing. It is important to note that it is a 28 day deadline from the start date, not the hire date.

6. How can I tell if my employee qualifies?
      There is no way to tell if your new hire will qualify by the answers that they check on their

forms. Even if it appears an employee may not qualify, send in their information. There are
thousands of federal and state zone and geographical credits that have to be searched in our
extensive database.

7. When will I get my tax credits?
      For a 12-month calendar year ending on December 31, you will receive credit information in

February of the following year, and the credits can be awarded to you on your income tax that
is due in April. All paperwork and tax reports you will need are provided by TaxBreak.
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“One in five new
hires may qualify
their employer for a
Work Opportunity
Tax Credit (WOTC)
worth up to 9,600.”
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        Our partnership with 7-Eleven
now allows for a more franchise-
friendly tax credit program. Every fran-
chise owner has complete control. Each
owner will have access to all their ac-
count information and have the ability

to access the status of

all processed em-
ployees. Further-
more, reporting and

dashboards make it easy
to understand how the tax credit pro-
gram is working.
       Signing up and processing is easy,
but it is very important to understand
the program in order to best utilize
our services. “Common Franchise
Owner Questions” explains how to
sign up and provides a list of answers
to commonly asked questions from 7-

Eleven franchise owners. 

HOW TO SIGN UP
       All TaxBreak signup forms and
processing forms for employees are
conveniently located on the 7-Hub site.
The pathway is as follows:

7-Hub → Stores →Human Resources
and Training→Employee Manage-
ment→WOTC
       Locate the Franchisee Set-Up
Forms in the TaxBreak folder. The
folder contains the following docu-
ments needed to set up your account:
• Franchise Client Service Agreement 
• Franchise Specific Power-of-Attorney
• Franchise New Client Information  

Form
       Please print these forms and mail
them back to the Tax Credit Process-
ing Center at P.O. Box 8427, Gadsden,
AL 35902.
       After forms are mailed, please
email a request for your Welcome
Packet to 711@taxbreakcredits.com.
Use “Request for (store number)” in
the subject line. In the case of multiple
locations, list all store numbers. 

Contact Paige Burton at 256-388-
0246 or pburton@taxbreakcredits.com
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“7-Eleven has negotiated a very low rate

of 10 percent for our WOTC service.”

“Franchise owners

are only billed if

TaxBreak finds

Work Opportunity

Tax Credits for

their stores.”

for treatments, reported the
New York Times. • The per-
centage of adult smokers in the U.S. dropped to
18 percent in 2012 from 19 percent in 2011, ac-
cording to the Centers for Disease Control and
Prevention. • In an effort to be known for more
than just coffee, Starbucks has been experi-
menting with handcrafted sodas in stores in At-
lanta and Austin, Texas, reported the Wall Street
Journal. Its new drinks, made with a carbonation
machine, come in such varieties as lemon ale,
spiced root beer and ginger ale. • Sandwich chain
Subway recently revealed plans to add more
than 10,000 new stores worldwide by 2017,
with the goal of getting to 100,000 by 2030, re-
ported Bloomberg. The chain presently has
39,500 restaurants globally. • Several retailers—
including 7-Eleven, Cumberland Farms, Tedeschi
Food Shops, CVS, Duane Reade, Kmart, Rite Aid,
and Walgreens—refused to carry the August
issue of Rolling Stone magazine because it fea-
tured Boston bombing suspect Dzhokhar Tsar-
naev on its cover, reported USA Today. • Vanilla is
the favorite ice cream flavor among Americans
for a second year in a row, and premium ice
cream is a top seller while frozen yogurt posts a
steady increase in demand, reveals the second
annual survey of International Ice Cream Associa-
tion member companies. • Trader Joe’s is North
America’s favorite grocery store based on cus-
tomer satisfaction, according to a new study
conducted by Market Force Information. Publix
Super Markets and Whole Foods Market
rounded out the top three. All three received high
marks for courteous staff, inviting atmosphere
and high-quality produce. • Almost one-fifth of
the attendees at this year’s franchise expo in New
York City were international franchisees seek-
ing to bring American brands to their countries,
reported CNNMoney. • U.S. private-sector fran-
chise jobs increased by 27,910 during the month
of June 2013—an increase over the 19,160 jobs
added in May, according to the ADP National
Franchise Report. • Coca-Cola brands represent
approximately 88 percent of Slurpee volume at
7-Eleven, with Coke Classic and Fanta Wild
Cherry representing 49 percent of total sales. •
Electronic cigarette manufacturer LOGIC Technol-
ogy recently added former Altria senior vice pres-
ident Miguel Martin to its executive team in the
role of president. • The Florida Lottery topped $5
billion in sales for the first time during the fiscal
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Join The National Coalition
The strength of an independent trade association lies in its ability to promote, protect and ad-
vance 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 mem-
bers and those with whom it deals. National Coalition offices are located 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
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FOA Of Greater Los Angeles
Kathy York, President
        Our Zone is awaiting the conversion to the BT hybrid model. We understand it will start in
September and take a couple of months to roll out. We are looking forward to working with our
vendors again and being able to receive the items our customers have wanted that we were unable
to deliver.
        Our Zone has rolled out Hot Foods to more stores. The information I am receiving is no store
is reaching the goal of $150 per day. It seems to me we need a plan from the Merchandising De-
partment and POS material from SEI to assist us in getting the word out to our customers. SEI
needs to look at some of the older stores and ask themselves, “Would you buy hot foods from an
older store that has not had a physical plant upgrade and floors on the inside that haven't been re-
placed in 40 years?” There is only so much we can do
on the inside. We need curb appeal to get customers in
our stores, and once they are in the store the floors
need to be clean and in good condition.

New England FOA
Dennis Lane, President
        7-Eleven Day continues to grow year-after-year, bringing more and more footsteps through
our doors. In New England, where advertising is scarce, it is one event that gets plenty of coverage
in the press, and in recent years social media more than anything else has driven more and more
people into our stores on July 11.
        The other benefit of 7-Eleven Day is that it gives our franchisees an opportunity to strut
their stuff and showcase the pride that we take in our brand—and no one else has Slurpee, so it
is truly our day and something that our competitors cannot compete against.
        Issues facing the franchise community in New England continue to include communication.
Market managers continue to manage the markets without administrative assistance. They do
it all. An administrative assistant would be an investment in the market and free up market man-
agers to communicate better and focus on sales, not standing in line at Fed Ex.
        Recently, several FOA presidents including myself met with a consulting group formed by
five high-level retired 7-Eleven executives. This private company has years of experience working
within SEI and has the expertise to assist with HQIA packages and price changes. They are ex-
perts in their fields. Please feel free to reach out to me for their contact info.

JULY•AUGUST    Las Vegas, Nevada

National Coalition Chairman Bruce
Maples said 7-Eleven is under the mi-
croscope of the government, the
media, and public opinion.

National Counsel Craig Kennedy said
that government investigators would
look at I-9s going back three years.

“An I-9 issue could
affect the acquisition
of another store.”

—Craig Kennedy,
General Counsel,
NCASEF
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San Diego FOA
Bic Sidhu, President
       The San Diego market's second
quarter 2013 compared to second
quarter 2012 has been experiencing a
positive sales growth trend. Our mer-
chandise sales were up $174 APSD,
gross profit was up $60, and inventory
turns were at 19.4. The market
showed our YTD sales margin at 39.5
percent, an increase of 0.5 percent
compared to the previous year. The
innovative introduction of Mini Tacos,
Corn Dogs, and Mozzarella Sticks to the
Hot Foods category resulted in an increase
of $11 APSD. The Food Service category
saw an increase of $26 APSD, Non-Alco-
holic Beverages topped the category in in-
crease for $47 APSD. The bundling of the
sandwich with Coke and water resulted in
both categories seeing an increase. The
promo offer in the snacks category on nu-
tritional bars, chips, cookies, and salty
snacks resulted in an increase of $29. 
        The Business Transformation Hybrid
Model (currently in place in Texas and
Florida) will be expanded to Las Vegas, San
Diego and the Pacific Northwest Zone. Ex-
pansion will begin in Q4 2013, with most
activity occurring in Q1 2014. 
        Our FOA monthly meetings have been
experiencing high attendance. We had a
successful golf tournament in June and do-
nated $10,000 to the Warrior Foundation.
Our Holiday Party is on Saturday, Decem-
ber 7 at the Harrah’s Rincon Casino. 

Cal-Neva FOA
Richard Rose, President
        This is the toughest President’s Report
that I have ever written. The last few weeks
have been difficult, as we have heard through
the media and from the federal government
that the integrity of our business has been
compromised. In its wake we find ourselves
trying to defend our business and right the 

wrong that has been done. As I write this re
port, I have found positive comments to
write about our Reno-Tahoe market area.
On the bright side it has been reported that
our market is leading the Zone for sales in-
creases over the last two years. Another

positive fact is that even in the waning 100
Days of Summer, sales continue to be good
and we are hoping to have enough saved to
survive the colder months. The only nega-
tive was that unfortunately, two of our mar-
ket’s franchised stores were given back to
SEI at the height of our selling season. 
         The Cal-Neva FOA will host its 11th an-
nual Lou Magnotti Golf Classic on August 16,
2013. Lou was the Cal-Neva’s Vice President
when he was taken from us while snow mo-
biling. His love for the children with Muscular
Dystrophy was the impetus that helped to start
this classic. Fun, food and competition will be
the note of the day during this golf tournament
that will be held in Minden, Nevada.

Our next event is the Breast Cancer
Fundraiser, Save the Tatas, that will be
held in October. We will join this im-
portant nationwide venture in the fight
against breast cancer. We hope you will
also join us in this worthwhile event. 

Washington, D.C. FOA
Mark Chiochankitmun,
President

The unfortunate incidents involv-
ing our system in Long Island and Vir-

ginia have caused us to focus less on our
main business. Instead, we are now paying
more attention to things being reviewed by
SEI, because we risk facing a breach if we
don't get it right. Currently, many fran-
chisees throughout the country are dealing

with the signature re-
quest on Franchisee
Record-Keeping Certi-
fications to SEI, due to
the lack of completion
on their I-9s.

All and all, we are
finding that commu-
nications within our
system is no longer a
two-way street, and
we believe this should
be improved immedi-

ately. The mood around our area is busi-
ness as usual, but more and more stores are
facing declines in sales and GP each and
every day, which is unheard of in the past
for Washington, D.C. 

Pacific Northwest FOA
Maninder Walia, President
       I hope it has been a great summer for
franchisees across the nation. The Pacific
Northwest Zone had a good summer-sell-
ing season this year—merchandise sales
was up 7.2 percent and GP percent in-
creased for the month of June. About 40
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“If you do not
have I-9s for all

your employees,
create them now

to avoid future
problems.” 

—Jivtesh Gill, 
Executive Vice

Chairman

Vice Chairman Jay Singh emphasized the impor-
tance of correct reporting and I-9 compliance.

continued on page 60
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more stores are being equipped with Hot
Foods starting in August. Mozzarella cheese
sticks are selling good in Hot Food stores.
Strawberry Lemonade Gatorade and Soda
Shaq have helped increase Non-Alcoholic
category sales. The SEI team is actively
working on implementing BT in our mar-
kets, but franchisees have not received any
information on the changes or benefits of
the new delivery system.
        Franchisees are still concerned about the
inconsistencies among GEA inspectors, and
the time spent looking into microscopic
cleaning details. Hand washing and wearing
gloves before serving hot dogs and Taquitos
or other food is another area of concern for
franchisees of low volume stores, who nor-
mally have only one sales associate working
behind the register. This increases the trans-
action time and affects convenience and
quick check out. Franchisees also are con-
cerned about too much intrusion by the 7-
Eleven team members in managing everyday
store operations. No changes have been made
to deliver hot dogs/taquitos/tobacco by
McLane. These and many other products are
still being delivered by the CDC at an in-
creased cost to the stores.

        Shelf tags for pricing have arrived in our
stores and franchisees can now print them
from the store ISP every week. After McLane
stopped fixing price stickers, the Pacific NW
FOA demanded that 7-Eleven provide fran-
chisees price tags for every product in the
store, as it has increased franchisees’ labor
cost. We thank SEI's IT team led by Grant
Allen for their hard work in bringing this
project to fruition.

        The Pacific NW FOA’s charity golf tour-
nament was held on August 13 at the Harbor
Pointe Golf Club in Mukilteo, Washington.
About 150 vendor partners, franchisees and
7-Eleven team members participated. It was
a great event and everyone enjoyed a great
game of golf and raised money for the charity.
The Pacific NW FOA thanks all the vendor
partners for making this year's event success-
ful. Our FOA holiday party is on December
7 (Saturday) in Seattle. All FOA members
and vendor partners are invited to attend.
Formal invitations will be sent to everybody
as soon as the venue is finalized.

Sacramento Valley FOA
Jay Brar, President
        The buzz in our area is Hot Foods. Area
franchisees seem to be very excited with this
new addition, which generates average sales
of $150 per day. Currently we have more than
13 stores in the market and at least 31 stores
in the Zone with Hot Foods, and the program
is making a huge difference in their daily sales.
At plus 7.03 percent, food service was the
largest growth category in the market. The Hot
Foods category was up 50 percent. Overall, in

the Fresh Foods category in the
Metro Area (Bay Area), numbers
were reported as follows: Total Fresh
Foods—$449.02; Fresh Sand-
wiches—$65.78; Hot Foods—
$14.09; Grill—4127.39; Total
Bakery—$159.55; and Total Cold—
$82.28. All data is $PSD (per sales
day) as of June 2013.

Another buzz is shelf tags, which
will be delivered to stores by the end of Au-
gust. However, store operators will need to go
over the training materials and clean up the
Manage Deleted Items in the Weekly Mer-
chandising Cycle. All training materials can
be found on 7-HUB. 
        Although area franchisees were a bit dis-
appointed at having just a few really hot sum-
mer days, sales were up 3.3 percent in the
market nonetheless.

        In the past few months, area franchisees
have been grappling with issues such as en-
croachment, I-9 verifications, the CDC and
cleanliness inspections. There is no doubt in
my mind that with the National Coalition lead-
ership team's help franchisees will soon operate
in a more stress-free and secured manner.
        Franchisees have a lot on their plates in
regard to future plans. New sales plan items
include: $1 Coffee Wednesdays, which starts
next month; the new co-branded Pillsbury
Cinnamon Roll, which begins on September

SEI Director Franchise Relations Eric
DeFrancisco pledged stronger communi-
cations with franchisees.

Greater Bay FOA President Ray Dhaliwal
urged franchisees to eliminate the un-
known by following I-9 regulations.

“Over 60 percent of the
people purchasing stores 
are existing franchisees.”

—Bruce Maples, 
Chairman, NCASEF
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FOA of Greater LA President Kathy York
said the BT hybrid model will replace the
consolidated model currently in use in
Southern California.
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2 (this is our first served-warm Fresh Bakery
item); the new Diablo Chicken Ranch Sand-
wich served on pretzel bread, which begins
this month; and for the grill—new French
Toast Sausage Roller; and Caramel Apple
Mini Donuts, which begins on September 9.
The future plans seem to be very promising.
I wish all franchisees the best of luck.

Suburban 
Washington FOA
Pete Gragnano, President
        July and August in the Washington, D.C.
area has been cooler than normal. This has led
to lower customer counts and a decrease in
sales compared to last year’s hot weather.

        On the legislative front, the Prince
George’s County Council has passed a bill
that will regulate 24-hour businesses, namely
gas stations and convenience stores. These
regulations would require, among other
things, registration and training of owners
and employees, cash handling limits, the in-
stallation of HD security cameras, and re-
quirement of a “trespass affidavit.” Fines up
to $500 for violations and potential loss of
occupancy and use permits will be used to
insure compliance. Working with SEI’s lob-
byist, franchisees—as well as local retailer
and service station associations—have sent
a letter to the County Executive requesting
that he veto the bill because of its detrimen-
tal impact to small businesses.
        In an effort to give back to the local
communities and our customers, and work-
ing with one of our local vendor partners, our
association supplied the water consumed by
all of the players participating in the
Ethiopian Football Federation soccer tourna-
ment held at the University of Maryland from
June 30 to July 4.
       In conjunction with the FOAs of Wash-

ington, D.C. and Baltimore, and under the
umbrella of the TriState FOSE Association,
we will be holding our 5th annual charity
golf tournament benefiting the Johns Hop-
kins Children’s Center on September 25 at
the Little Bennett Golf Course in Clarks-
burg, MD.

Columbia Pacific FOA
Bill Huffman, President

        The Columbia Pacific FOA has wel-
comed five new Board Members this year.
They are: John (Harbarjon) Ghotra, Junaid
Akhtar, Stan Singh, Tim Jewsbury and Suzy
Ho. Both Stan and Tim are on the NBLC, so
we have great representation on our Board.
       Sales in Oregon and Southwest Wash-
ington for the first six months of 2013 are
up 4.95 percent. Gross Income is up 5.3 per-
cent, and net income is up $1,556 for this 6-
month period.
        Current issues effecting franchisees are
I-9s, maintenance charges, underperforming
stores, “Red” scores on the multiple qualifi-
cation scorecard, and pressure by field con-
sultants to comply with the ever-changing
7-Eleven Business System. Stores in South-
ern Oregon are dealing with soft sales due to
thick smoke and severe unhealthy air quality
conditions caused by tremendous forest fires
throughout the region.
        Market 2363 has a new Market Manager,
Chris Bill, who has been an outstanding field
consultant for almost 20 years in Market
2361. We welcome her to our market.

San Diego FOA President Bic Siddhu said
hot foods needed to be tracked by unit,
not weight.

UFOLI President Phil Castaldo reported
that additional Long Island franchisees
had records subpoenaed.

Joe Saraceno FOA Vice President Matt
Mattu said his FOA was working with Zone
management on maintenance charges.

“Penalties for I-9 infrac-
tions depend on size
of the business, good
faith, seriousness of
the infraction, and
work history.”
—Robert D. Haws, Esq.

Gust Rosenfeld, PLC

Labor Lawyer Robert D. Haws said the
best practice is to keep I-9s together on
file in the stores in which the employees
were hired.

JULY•AUGUST
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        Our John Wilkerson Memorial Golf
Tournament was held August 2 in Salem with
almost 100 golfers attending. The weather co-
operated and a great time was had by all. Our
next event is a General Membership meeting
on October 10 in Portland.

Baltimore FOA
Linda Haddaway, President
       For many of us, the 100 Days of Sum-
mer are our most profitable time of the year.
We look forward to these hot days, which
bring everyone outdoors and into our
stores. Summer months traditionally have
higher customer counts, but not this year. In
fact, Baltimore has suffered with decreased
customers counts YTD, which equates to
sales decreases YTD. We were hoping for a
warmer August, but halfway into the month
our weather is unseasonably cool and we
again have had many rainy days.
        Lack of advertising, bad weather and a
still recovering economy have not played
well for our business. Encroachment has
been a continuing hot topic that has had a
negative impact on existing stores.
        Our charity golf outing is scheduled for
September 25. Our proceeds are donated to
the Johns Hopkins Children's Center. This
event is hosted together with the Washing-
ton, D.C. and Suburban Washington FOAs.
Last year we raised $18,000 and we hope to
increase that amount this year.

Las Vegas FOA
Jay Singh, President
        The Las Vegas economy is finally seeing
some signs of recovery. Home prices have
gone up double digits, but are still not up to
previous levels. The workforce is moving back
to town. Few new homes are being built. Both
markets are up in merchandise sales, espe-
cially in food service. Hot Foods has been
rolled out in about 70 stores. The BT hybrid
model will be rolled in some stores in Octo-
ber, and the rest of the stores will get it in

2014. Our annual charity golf tournament will
be held on September 20, 2013. Our Tabletop
Trade Show will be on December 6. Below are
the figures for both markets.
• Market 1607: Sales versus 2012 are up 1.61
percent; without Cigs 1.59 percent; Guest
Count is plus 5 APSD; Gasoline is up 4.99
percent; GP$ 0.79 percent
• Market 1608: Sales versus 2012 are up 0.59
percent; without Cigs 1.62 percent; Guest
Count is plus 1 APSD; Gasoline is up 10.06
percent; GP$ 0.52 percent
• Market 1607 Top Five Categories: Non-Al-
coholic Beverages plus $24.60; Alcohol plus
$22.60; Tobacco plus $11.70; Food Service
plus 11.10; Snacks plus 10.70
• Market 1608 Top Five Categories: Alcohol
plus $22.00, Non-Alcoholic Beverages plus
$21.40; Food Service plus $12.20; Tobacco
plus 11.20; Snacks plus 11.20

• Market 1607 Bottom 5 Categories: Cold
Disp ($11.70)—still cycling reduced retail on
Big Gulp; Dairy ($10.00); HBC ($6.30); Pkg
Foods ($3.60); Refrigerated Products ($1.10)
• Market 1608 Bottom 5 Categories: Cold
Disp ($11.80); Dairy ($9.90); Cigs ($7.40);
HBC ($5.90); Frozen Treats ($2.40)

Delaware Valley FOA
M. Al Haffar, President
        Sales increases vary from store-to-store,
averaging 5 percent, and many have remained
flat. Some stores have experienced a spike of
10 percent or more when a nearby Wawa is
shut down for a one-day quick remodel.
        Our local CDC has experienced many
inconsistencies related to huge shortages,
misspicks, overages, and short-coded prod-
ucts. This was reported to a local SEI office,

Eastern Virginia FOA President Romy
Singh said his FOA has requested a meet-
ing with the Zone manager every quarter.

The Coalition accepted the membership
of the Greater Seattle FOA and President
AJ Jamda and VP Avtar Rana.

Rocky Mountain FOA President Wayne
Matthews reported raising $40,000 for
MDA in the FOA’s golf tournament.

Vice Chairman Jas Dhillon said fran-
chisees should get an e-mail automati-
cally if their store goes under equity.
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“We have asked SEI to change the split to 60-40 for
low-volume stores.” —Bruce Maples, NCASEF Chairman

continued from page 62
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which claims to be aware of the issue and is
working to fix it.
        Many stores have complained about the
temperature control exercised centrally by
SEI and the locked control panels. Stores are
not able to modify heating/cooling store
temperatures, causing a stressful work envi-
ronment for our employees and creating an
unpleasant shopping experience for our cus-
tomers. Candies are melting on store shelves,
impacting product quality. A presentation by

SEI Asset protection about lottery reconcili-
ation was very useful to our members during
our local meeting held recently.

Rocky Mountain FOA 
Wayne Mathews, President
        So what has happened in Colorado since
my last report? While I draw a blank as soon
as I attempt to put it all in words for this report,
I remind myself we have had a very busy sum-
mer as an FOA with multiple functions and a
couple of new programs we are working on.
        We started summer off with our family
picnic in Denver in June with good food,
good friends and a couple of clowns. No, not
them—real clowns who provided fun for all,
balloons and face painting for the kids.
Shortly after, we began our first FOA ad cam-
paign for our franchisees via fifteen bus signs
throughout the Denver area and three bill-
boards in Colorado Springs, all rotating over
July, August and September. The jury is still
out on how effective it will be, but the early
feedback is positive.

        As summer comes to an end, the
RMFOA held our annual charity golf day for
the MDA at the Country Club at Cheyenne
Mountain. What a beautiful course and great
staff at the resort. We are pleased to report we
had our best event yet—with 112 golfers par-
ticipating we raised $40,000 for the MDA.
Thanks to everyone who participated and
our sponsors, who not only took the time to
come out, but opened their wallets and do-
nated to such a great cause.

        The following day we held our third an-
nual trade show at the Hotel Elegante, for-
merly the Crown Plaza in Colorado Springs.
Again, we were pleased with the support of
our vendor partners who came
out to participate in record
numbers, making this our
biggest show to date. Franchisee
participation was at an all-time
high along with their families,
managers and SEI market man-
agers and field consultants all
coming out to support the event.
I also want to thank our
NCASEF Chairman Bruce
Maples for taking time to come
out and support both our golf
day and trade show.
        We are working on next
year now and look forward to
seeing even more of you here in
Colorado next August. From a technical and
communication aspect, we are working on
development of our RMFOA App for smart
phones to improve communication and

awareness of all the events of our association.
Look for it to be up over the next few weeks.
Thanks again to all who support our FOA.

Kansas City FOA 
Faisal Asad, President 
        Franchisees in Market 1951 are grateful
to SEI and the NCASEF for addressing the
CDS issue. Franchisees are expressing posi-
tive and constructive energy about their

stores as we work with the local SEI leader-
ship. We hope SEI adds more stores in this
region and revamps the image of our current
stores (25 to 30 years old) so we can present

our guests with the up-
graded 7-Eleven experi-
ence and take our fair
share from Qt. Adding
new equipment to our
stores that cater to cur-
rent trends (guest wants)
will definitely add more
to our bottom line prof-
its. Such equipment in-
cludes new fountain
machines, fresh tea
brewers and Hot Foods!

Our FOA is facilitat-
ing workshops in col-
laboration with field
consultants and fran-

chisees to sync, addressing different busi-
ness fundamentals and analyzing reports
that are leading towards progressive devel-

Central Florida FOA Fari Ishani said the
relationship between stores and manage-
ment was strained with recent arrests. 

General Counsel Craig Kennedy advised
franchisees to respond in writing to equity
and cleanliness breaches.

New England FOA President Dennis Lane
said government law will trump whatever
is said in the franchise agreement.
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“They are
field con-
sultants,
not field
generals.”

(overheard
at the July
12-13, 2013
Board
Meeting)



66 AVA N T I J U LY |  A U G U S T  2 0 1 3

opment. Our GEA scores are the highest in
the Zone so far, and sales plans are executed
at their best.
        The weather has not supported our ef-
forts compared to last year. We have had
snowstorms in May, 60 to 70 degree temper-
atures in August, and rain for weeks.
       I am personally grateful to all the fran-
chisees and SEI in Market 1951 for their
willingness to step up and take the lead in
the best interest of our brand. We look for-
ward to more good things happening for
KC/STL guests and our 7-Eleven brand.

Central 
California FOA
Sunny S. Chauhan,
President
        August has been a soft sales month, with
much cooler temperatures compared to last
year at the same time. Average temperature was
in the 90s through August 14, 2013 compared
to 110 degrees plus weather at the same time
in 2012. August MTD, market sales are flat at
0.4 percent, but Thursday and Friday were up
5.7 percent and 3.2 percent, respectively.
        Hot Foods is the major project being
worked on in our market, and we currently
have 11 stores with Hot Foods equipment in-
stalled. Prospective franchisees, along with a
sales associate, are being trained at the pilot
store before having the Hot Foods program
implemented in their stores. In addition, the
field consultants are working 6-7 days pro-
viding additional training at the store with
all the sales associates and the franchisee on
the first day of launch of the Hot Foods pro-
gram. Franchisees, along with our market
manager and his team, are excited about this
program being an addition to our fresh foods
category and are very optimistic that it will
be a winner. The market will have 20 Hot
Foods stores open and selling by the end of
August. Our market goal is to reach $150
APSD as quickly as possible. So far, the week
ending August 4 we closed at $154.72 APSD,
and the week ending August 11 we closed at
$130.41 with 11 stores selling.
        Total merchandise sales in the market is
up in July 7.6 percent YTD, total merchandise
gross profit through second quarter of 2013 is
at 40.1 percent, inventory turns are at 17.9,
and PSA 17. Food Service APSD dollars are
at $348 through the second quarter of 2013.
        Franchisees who want to grow their
store base in the system are very frustrated
with the new multiple criteria in place that—
along with the analytics and matrixes—
makes it a very cumbersome, difficult and
lengthy process. Stores that continued to be

all Green under the old multiple criteria are
Red under the new criteria. In addition, the
new financial checklist is a huge burden.
Franchisees want SEI senior management to
revisit this and streamline the process.
        Our GEA evaluation scores continue to
drop as a result of recent changes in the GEA
team in our market area. Franchisees are con-
cerned and want to know if all of the GEA
personnel are calibrated to the same stan-
dards. We had a very productive ZLC meet-
ing with our new Zone leader Nancy Taylor
on July 25 in Pleasanton, where attendance
by FOA presidents, vice presidents, and select
franchisees was in full swing. There were sev-
eral presentations by SEI personnel and we
had open roundtable discussions on many
key items like FM Maintenance, CDC and
Logistics, GEA Evaluations, and the new
Multiple Criteria. 

Eastern Virginia FOA
Romy Singh, President
        Our FOA met with CDC management
recently to talk about ongoing franchisee is-
sues with shortages and on-time deliveries.
CDC officials took the issues very seriously
and promised to look into every one. Our
group also met with our Zone Leader recently,
and we told him about our ongoing issues to
date. Communication was the number issue.
We also discussed the need to have this type
of Zone meeting every quarter. He promised
to meet with us every quarter. Besides the
Zone Leader, there were three market man-
agers at the meeting, and the discussions went
very well. We talked about several issues, in-
cluding accounting and gas pricing, and he
promised us he would get back to us with an-
swers by the next Zone meeting.
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UFOLI Treasurer Ram Ramachandran said
the pressure on Long Island franchisees
was intense.

Sacramento Valley FOA President Jay Brar
said franchisees are very excited about
the hot foods program.

FOAC President Joe Rossi said the FOA
has been invited to ribbon-cut the dedica-
tion of a new hospital wing. continued on page 68

continued from page 65 “We are partners. If we
solve things together, the
better it is.”

—Bill Huffman, President,
Columbia Pacific FOA



Sell 29 times more in dollar sales when you stock Duracell
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        Our FOA had a picnic on August 11 at
Mount Trashmore Park in Virginia Beach. It
was a very successful event. More than 100
franchisees and their families, as well as our
market managers and their families, at-
tended. We will have our Holiday Party On
December 7 in Virginia Beach. We hope to
have all our market managers and our Zone
Leader attend. Our FOA now has 89 mem-
bers, the largest in the mid-East area, and we
are working hard to increase membership.

Central Valley FOA
Sukhi Sandhu, Vice President
        2013 continues to be a soft year, with
sales up 1.6 percent. Our strongest category
growth is led by Non-Alcoholic beverages, up
8 percent, no doubt due to the multiple deals
in the vault. Fresh foods is up almost 2 per-
cent as we start to roll out the Hot Foods pro-
gram in our area. This rollout comes with
some franchisee hesitation due to its impact
on our labor, and it’s ability to deliver to our
bottom line. In some areas installs have been
put on hold due to Health Department issues,

but stores that have been installed are aver-
aging $141 PSD and growing each week. Al-
though there are numerous items available in
the Hot Foods program, we still can’t toast
our sandwiches or breakfast sandwiches. The
quality of the product seems to go downhill
fast, even within the time allotted. 
        Along with Hot Food installs, stores are
getting the “trimmed down version” of the
coffee upgrade. Even with keeping the exist-
ing counters and counter top, the new urns

do look sharp. Some
franchisees have
concerns that the
number of urns al-
lotted to each store is
not enough to keep
up with coffee rush.
While the numbers
may pencil out, the
practical execution
proves difficult.

F r a n c h i s e e s ’
focus seems to be pulled in so many differ-
ent directions away from sales these days.
Emphasis is on the urgency of chasing
points for GEA scores, crossing all the “t”s
and dotting all the “i”s on I-9s, and “red” or
“green” on the POS analytics report. What
are the “averages” anyway? I wish we had
more time to really focus on first day execu-
tion, the Power of One and the new coffee
tool, but franchisees are finding their time
and their manager’s time being spent more
and more in the office instead of on the sales
floor so we can become “average” operators.
Programs are necessary if they help us run

a more efficient business, but going from
one extreme to another can be detrimental
to our sales and profits.

Northern California FOA
Raj Brar, President
       In the financial area, merchandise sales
are pretty flat. The Hot Foods program is
turning out to be quite a challenge—not
enough sales and the cost of the foods is too
high, including the cost of labor. All told,
area franchisees are not making much
money off the program. Franchisees are
very concerned about their bottom lines and
sales. Franchisees are also concerned about
the I-9 fiasco and the image of our system
throughout the country. In lighter news, we
are having our Christmas party on Decem-
ber 6, and I extend an open invitation for all
to attend. 

FOA Chicagoland 
Joe Rossi, President
        The FOAC's Annual Charity Golf Out-
ing was on Thursday, August 22nd at St. An-
drew's Golf and Country Club in West
Chicago. What an event! We hosted over 200
vendors, fellow franchisees, and friends in a
nice day out on the course. The FOAC thanks
all of our sponsors for their continuous con-
tributions to this year's golf outing. We are
proud to support the Ann and Robert H.
Lurie Children's Hospital of Chicago, the
BTB Foundation, and the Gift of Hope:
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“Franchisees
want to know
that the local
FOAs and the
National
Coalition are
behind them.”
—Joe Galea,

President,
SF/MB FOA

Columbia Pacific President Bill Huffman
reported a 7-Eleven branded lottery
game in Oregon.

Northeast FOA President Neil Shah said
that the image of 7-Eleven has to be man-
aged very carefully.

Phoenix Vice President Rick Underwood
said his area has had immigration investi-
gations for some time.

continued on page 70

continued from page 66
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Organ and Tissue Network. We look forward
to having everyone at our Annual Charity
Golf Outing next year! 
        On Wednesday, August 21 the FOAC
was honored with a ribbon cutting at the Ann
and Robert H. Lurie Children's Hospital of
Chicago for their Snow City Art Wing.
        The FOAC is excited to announce our
Holiday Trade Show on Wednesday, Novem-
ber 6 at the Holiday Inn North Shore. Last
year's event was so well-attended that we are
expanding our space to accommodate all of
our trade show vendors, our franchisees, and
guests. The event begins with the trade show
starting at 2 pm to 5:30 pm in the ballroom,
followed by a cocktail hour in the atrium,
awards ceremony, and dinner and entertain-
ment to follow! We invite you to join us to
celebrate the year with us. We have a busy
year ahead and wish everyone the best of
luck! Happy selling.

Virginia FOA
Waqar Sheikh, President
        SEI announced the dates for its 2014 7-
Eleven Experience event earlier this year in
order to give franchisees more time to make
arrangements to attend. As it did with this
year’s 7-Eleven Experience, the
Virginia FOA is encouraging all
of its members to attend. We
strongly believe that franchisees
should support any 7-Eleven
event—whether it’s organized by
our FOAs or the National Coali-
tion or corporate—because it
helps strengthen our brand and
we get to learn about the latest
news, programs, and products
coming from the 7-Eleven sys-
tem. Our FOA paid for 25 mem-
bers to attend the 7-Eleven
Experience this year, and we plan
to do the same next year.
        We had a very good trade
show in June and we are planning next year's
trade show to be around March. We have

meetings every month and we recently at-
tended the NBLC event held in Virginia. Mr.
Bill Landon was there and we had the oppor-
tunity to discuss with him issues our fran-
chisees are facing. He very carefully listened
to us and promised to resolve as many issues
as he could. We are looking forward to his
promises, and hopefully one by one our is-
sues will be addressed. The weather has not
been very friendly so we don't have high
sales increases, just static or I would say low.
We are looking forward to a good winter and
next year.

Central Florida FOA
Fari Ishani, President
        Lately, we have become discouraged
with the NBLC meetings because the top SEI
managers and officers have not been attend-
ing. So the morale is down. Everybody feels
as though they are basically wasting time by
going to the meetings and participating in
the conference calls because all we talk about
are the issues but we can't get any answers
and the meetings get postponed time and
again. It is very disappointing that SEI is
doing this. I would like to see 7-Eleven take
the NBLC as seriously franchisees do.

Our FOA mem-
bership has grown
from 160 to 187
members. We have
our election com-
ing up in Decem-
ber for the new
Board. We also
have a trade show
that is scheduled
for February 24,
2014. 

We have a lot of
frustrated fran-
chisees ever since
the turmoil up
north. The rela-

tionship between SEI and the local FOAs has
somewhat deteriorated. We are not getting

the same communication or support that we
used to get with SEI because their focus is on
other matters. It's touch and go on a daily
basis, and this has franchisees on edge. We
used to be able to get SEI to participate in our
Board meetings. Lately, it seems like any time
we call any SEI people like Loss Prevention
or Accounting they cancel on us and don't
want to participate. There is a lot of tension
in the air and it's causing anxiety. We don't
know SEI's intention when they come to the
store. Everyone is afraid that one day they're
going to get a breach or they'll have their store
taken over by 7-Eleven without any notice. 
        Sales this summer depend on the area—
some areas are up and some are down. Some
of the franchisees were not too happy about
the $0.99 Slurpee and $0.99 Big Gulp promo-
tion. It somewhat affected our Slurpee GP
and everyone thought that Florida should not
have participated in this promotion because
we are such a hot state. We do have a lot of
growth in our area, which makes some of the
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Denver FOA President Robert Marquez
said the vendor approval process is only
the first step in getting franchisees to
purchase products.

Chesapeake Bay FOA President Stuart
Walters said that recent events have hurt
7-Eleven’s image in the mid-Atlantic area.

“The decision on

the mediation

over the DVR

issue has been

postponed

indefinitely

while SEI

concentrates on

responding to

issues at hand.”

continued on page 72
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franchisees uncomfortable because of
encroachment.

Joe Saraceno FOA
Matt Mattu, 
Vice President
        The Joe Saraceno FOA had some
very severe concerns about maintenance
charges. Zone Leader Norman Hower
was invited to one of our meetings—
along with our market managers, field
consultants, and GEA representatives—
to make sure that our concerns were
heard and implemented. In this meeting
there were more than 8 personnel just
from FM Facility Maintenance, and
after listening to all the problems that
franchisees were facing, the president
and owner of FM took a stand and re-
tired the supervisor that same night.
This is the type of good response we
need from our vendors.
        Zone Leader Norman Hower
showed a strong interest in developing
an active communication and bridging
that gap of relationships with fran-
chisees that is non-existent at present.
        The Form I-9 is a big issue for
most of the franchisees, and 7-Eleven
has been very helpful in explaining at
the meetings how they can assist us. I
am happy to report that there were no
LONS or breaches involved.
        My personal goal is to have all the
Southern California FOAs come to-
gether on our short- and long-term is-
sues and discuss them where all the
franchisees can participate under one
roof. Success will only be achieved with
UNITY and we all know that, so let’s
make it happen. At our meetings, our
focus is to have specific questions for 7-
Eleven and obtain written answers so
that we don't discuss the same issues at
every meeting. 
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continued from page 34
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percent increase in the cost of road build-
ing over the last 20 years.

McDonald’s Franchisees
Rebel Against Chain

A franchisee revolt is
brewing at McDonald’s,
according to Bloomberg.
Store operators say the

company, looking to improve its bottom
line, is increasingly charging them too
much to operate their restaurants—includ-
ing rent, remodeling and fees for training
and software. The rising costs are making
franchisees, who operate almost 90 percent
of the chain’s more than 14,100 U.S. loca-
tions, less likely to open new restaurants
and refurbish them, potentially constrain-
ing sales. The tensions between McDonald’s
and its franchisees come as the company
struggles to sell burgers in the U.S. and grow
after consumer confidence fell in July. Mc-
Donald’s CEO said economic weakness
would hurt results for the rest of the year.

County Requires Security
Cameras At C-Stores
         The Prince George's County Council in
Maryland recently approved a measure re-
quiring convenience stores and gas stations
to add security cameras and drop boxes to try
and reduce robberies, reported Fox5DC.com.
The new law requires c-stores and gas stations
with overnight operating hours to have a sur-
veillance system with at least three cameras
that can record 24 hours at a time. Stores
must also have drop safes bolted to
the floor. The new rules will take ef-
fect in mid-September, but business
owners have a grace period of one
year to install two cameras—one
each above the cash register and en-
trance. In three years, they have to
install a third camera trained on the

exterior parking lot. After that, they could be
fined $100 for the first offense and up to a
$1,000 for the fourth offense.

Baltimore New 
Battleground For C-Stores
        Competition among convenience store
chains in the Baltimore area has heated up
as retailers vie to win over consumers by re-
defining and expanding "convenience," re-
ported the Baltimore Sun. Chains such as
7-Eleven, Baltimore's own Royal Farms,
and Pennsylvania's Wawa are rushing to
build new stores, remodel existing ones,
boost assortments of meals-to-go and,
more often than not, sell gas out front.
        7-Eleven has aggressive plans for the
Baltimore area as part of a new rapid ex-
pansion strategy. The chain, which opened
more than 1,000 stores in the North Amer-
ica last year, plans to open eight to 12 new
stores a year in the Baltimore area. Twenty-
five stores opened in Maryland last year, in-
cluding five in Baltimore county or city,
and 7-Eleven plans to open 19 Maryland
stores this year, including seven in Balti-
more county or city.

Hispanics More Likely 
To Purchase Groceries
At Convenience  Stores
         U.S. Hispanics are more likely to pur-
chase grocery foods, dairy, and bread from
convenience stores than non-Hispanics, re-
ports The NPD Group. Additionally, Span-
ish-dominant Hispanics are more likely to

make grocery item purchases at c-
stores than other Hispanics, accord-
ing to the NPD report “The C-Store
Hispanic Shopper,” which examines
the typical convenience store shop-
ping behavior of Hispanics by level
of acculturation and how it com-

continued on page 76
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Press. The ban would have stopped the sale of many high-calorie bever-
ages in containers bigger than 16 ounces. In a unanimous opinion, the
four-judge panel of the state Supreme Court Appellate Division said that
the health board was acting too much like a legislature when it created
the limit. It said parts of the new rules were clearly political or economic
considerations, rather than health concerns. The judges wrote that while
the board had the power to ban “inherently harmful” foodstuffs from
being served to the public, sweetened beverages didn’t fall into that cate-
gory. 

NYC Polystyrene Foam Foodservice Ban
         Local lawmakers in New
York City have announced a bill
to ban the sale of polystyrene
foam foodservice products, a de-
cision that will negatively impact
thousands of New York City busi-
nesses, as well as millions of local
consumers and taxpayers, the
American Chemistry Council
(ACC) said in a released state-
ment. The proposal, supported by
the Bloomberg administration,
has the potential to cost New
York City and state nearly $100
million per year and will do little to reduce solid waste, the association
said. Additionally, with a ban in place, the group said New York restau-
rants would need to purchase more expensive alternatives. Beyond the
economic impact, the ACC said polystyrene foam foodservice is lighter and
more energy efficient than its most common alternatives. 

Long Island Town Ponders Changes 
To C-Store Rules
         The Huntington Town Board in New York is considering more changes
to its convenience store regulations—this time as they pertain to stores
in shopping centers, reported Long Island Newsday. In June 2011, the
town board unanimously approved a code change that imposed new rules
on applications for free-standing convenience stores, which triggered a
lawsuit from 7-Eleven. The new proposal requires stores less than 10,000
square feet and located in shopping centers to have a minimum lot area of
25,000 square feet. Currently, there is no lot-size requirement for these
stores.
         After the town approved new c-store re-
quirements in 2011, SEI sued the town, arguing
the regulations would “greatly impact 7-Eleven’s
ability to construct new free-standing stores,”

according to court documents. In a statement, 7-Eleven told the newspa-
per it is “aware that the Town is considering legislation that would include
new restrictions on convenience store uses located within shopping cen-
ters. 7-Eleven reserves any further comments until the final legislation
has been made public.”

CT Gas Stations Must Change Nozzles
         In the next two years, virtually every gas station in Connecticut will
have to change the nozzles on its pumps to disconnect the vapor-recovery
systems required by the Clean Air Act of 1991, the Hartford Courant re-
ported. Those Stage II vapor recovery systems—a bellows or a disk near
the handle—are no longer needed because of advances in car gas valves.
In fact, the older nozzles actually work against the new technology, caus-
ing leakage of the same volatile organic compounds and toxins they were
once meant to prevent, according to a state report. Decommissioning—
or disconnecting the system—of any vapor recovery equipment is re-

quired by July 1, 2015.

Liquor Reform Moves Forward In PA
 The Pennsylvania state fiscal year ended recently with historic

progress on liquor privatization and beer modernization, according to
the Free My Beer campaign. Following Governor Tom Corbett’s plea for

meaningful reforms to Pennsylvania’s Prohibition-era beer and liquor
sale restrictions, the State House of Representatives passed significant

reforms that included eliminating the ban on beer sales where gas is also
dispensed (“the beer-gas prohibition”). The Pennsylvania Senate
achieved yet another historic milestone after it passed a liquor privatiza-
tion and beer modernization amendment that also included the beer-gas
fix. As the current session of the General Assembly came to a close with no
resolution on this issue, the Free My Beer campaign said it expects to con-
tinue gathering support for changes in the law before the General Assem-
bly returns in mid-September.

Michigan Online Lottery Put On Hold
         The Michigan Lottery has indefinitely halted plans to sell tickets and
offer games on the Internet after skeptical lawmakers blocked funding to
launch an online lottery in early 2014, reported the Lansing State Journal.
Governor Rick Snyder asked for nearly $3.4 million in the next state
budget to implement the iLottery as a way to pump more money into
public schools by keeping the lottery relevant for people used to buying
products online. The Republican-led Legislature refused to go along be-
cause some legislators worried about increased gambling addiction, per-
sonal debt, and a potential hit to brick-and-mortar stores currently

participating in the
lottery. The Snyder

Legislative Update
continued from page 34

“e American
Chemistry
Council said a
polystyrene
ban would do
little to reduce
solid waste.”

“Michigan legislators moved to protect small
businesses by halting online lottery plans.”
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pares to non-Hispanics. The study also
finds that on average, U.S. Hispanics make
almost two more visits a month than non-
Hispanics to major oil chain convenience
stores, and nearly one more visit over a 30-
day period to traditional c-stores than non-
Hispanics. For some Hispanics, c-stores
supplement or substitute grocery stores.

Majority Of C-Stores 
Expect Increased 
Foodservice Sales
        Almost two-thirds of convenience
store operators—chains and single-store
owners—expect to see their foodservice
sales increase by the end of this year, up
slightly from 2012, reported CSNews On-
line, citing data from the Convenience
Store News 2013 Foodservice Study. This
number jumps to 75 percent for chains
alone. Only 4.4 percent of retailers predict
2013 sales will decrease, while one-third
expects them to hold steady with last year’s
sales. Profitability is up for operators, as
60.3 percent expect to find an increased
bottom-line foodservice profit this year,
compared to 54.7 percent in 2012. Nearly
30 percent expect to match last year’s profit
numbers. CSNews conducted its annual

Foodservice Study in June to collect in-
depth data on foodservice and build upon
the category data collected for the CSNews
2013 Industry Report, published in June.

Wal-Mart Settles With 
U.S. Labor Department
         Big-box retailer Wal-Mart Stores, Inc.,
has entered into a corporate-wide settle-
ment agreement with the U.S. Department
of Labor to improve safety and health con-
ditions in all 2,857 Wal-Mart and Sam’s Club
stores under federal jurisdiction. The settle-
ment, which resolves two enforcement cases
that began in 2011, includes provisions for
the Bentonville, Ark.-based retailer to en-
hance safety and health practices and train-
ing related to trash compactors, cleaning
chemicals and hazard communications cor-
porate-wide. “This settlement will help to
keep thousands of exposed Wal-Mart work-
ers safe and healthy on the job,” said Assis-
tant Secretary of Labor for Occupational
Safety and Health Dr. David Michaels. “We
hope this sends a strong message that the
law requires employers to provide safe
working conditions, and OSHA will use all
the tools at our disposal to ensure that all
employers follow the law.”

year that ended June 30,
reported the Miami Her-
ald. In two fiscal years,
the Florida Lottery has increased sales by $1 bil-
lion. • Dunkin’ Donuts announced it has signed
its first Southern California multi-unit store de-
velopment agreements with four franchise
groups for a total commitment of 45 new restau-
rants. The company said its long-term goal is to
have more than 15,000 Dunkin’ Donuts restau-
rants in the United States. • Japanese c-store
chain Family Mart is looking to revamp its image
into a fine food destination by offering creative
new dishes featuring beef imported from the
U.S., reported High Plains Midwest AG Journal. •
Thousands of fast-food workers from restaurants
such as McDonald’s and Wendy’s walked off the
job in late July to protest for higher pay, reported
Bloomberg. Employees of fast-food eateries went
on strike in New York City, Chicago, St. Louis, De-
troit, Milwaukee, Kansas City, Missouri, and Flint,
Michigan, and also demanded the right to form a
union without retaliation. • A review conducted
by the Food and Drug Administration concludes
that menthol cigarettes likely pose a greater
public health risk than regular cigarettes, the
Associated Press reported. However, the FDA did
not make a recommendation on whether to limit
or ban menthol in cigarettes. • A study published
in the PLoS One journal indicates that e-ciga-

continued from page 56

administration may still be able to create the iLottery by spending other
money in the lottery budget.

Texas Simplifies Sales Tax On 
Single-Sized Snacks
         Texas Senate Bill 1151 will simplify sales tax collection for conven-
ience stores and other businesses that sell snacks in individual-sized serv-
ings, according to global tax services firm Ryan. Beginning September 1,
sales tax will be due on all sales of single-sized servings of chips; nuts;
crackers; breakfast, granola, yogurt, and protein bars; and other snacks as
provided below. Single-sized servings are packages labeled as one serving
or packages that contain less than 2.5 ounces (if the package does not

state servings). For sales tax purposes, taxable “snacks” are as follows:
• Breakfast bars, granola bars, nutrition bars, sports bars, protein bars, or
yogurt bars (not labeled and marketed as candy);
• Snack mix or trail mix;
• Nuts (candy-coated nuts are taxable, regardless of size, unles purchased
with food stamps);
• Popped popcorn; and
• Chips, crackers, or hard pretzels.
          No tax is due on cartons or bags containing several single-sized servings
of snacks. In addition, single-sized servings of other groceries are not taxable
unless sold by a restaurant or business that provides tables and chairs.  

Legislative Update
continued from page 74
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Replacing Styrofoam Cups
        Dunkin’ Donuts is testing a replace-
ment for its signature foam coffee cups as
more municipalities pass laws banning the
use of these containers, reported the Boston
Globe. The company is testing a double-
walled paper cup at five locations in Brook-
line, Massachusetts, where a ban on
disposable polystyrene—better known as
Styrofoam—in packaging for food and bev-
erages kicks in on December 1. The new
Dunkin’ cups, which contain a plastic liner,
address municipal foam bans but probably
will not be recycled. So far, only one
Dunkin’ Donuts in New York and two lo-
cations in Maine facing similar foam bans
plan to follow the Brookline stores and
switch to the new cups.

FDA Considers Banning
Online Sales Of E-Cigs
       The Food and Drug Administration
is considering a ban on online sales of
electronic cigarettes as it prepares a pack-
age of proposed regulations for the in-

creasingly popular devices, reported the
Wall Street Journal. The FDA met with e-
cigarette makers recently to hear their
views on regulations for the industry.
During the "listening sessions" at FDA
headquarters in Silver Spring, Maryland,
company executives discussed with the
FDA an online-sales ban to keep e-ciga-
rettes out of the hands of minors and
whether the minimum legal age for buy-
ing them should be 18 or 19. The agency
is also reviewing television, radio and
print advertising standards for the prod-

ucts. The FDA is expected to formally un-
veil its proposals in October.

Consumers Shop 
C-Stores As Regularly 
As Supermarkets
        A survey con-
ducted by Social Sci-
ence Research
Solutions (SSRS)
reveals that 25
percent of con-
sumers reported they
shop in a convenience
store more or as frequently
as they shop at the supermarket or
grocery store. When asked how often they
shop in a convenience store, 59 percent of
the respondents reported more than once a
week, with that number increasing to over
70 percent among 18-44 year olds. Only 6
percent of the respondents stated they
never shop in a c-store. The survey also
found that most of the c-store shoppers are
married (48 percent), employed (63 per-
cent), with the majority (80 percent) living

in metro regions of the country.
Among the top purchases at

c-stores are drinks such as soda,
bottled water or juice (29 per-
cent); or snacks and candy (21
percent). Other purchases in-

cluded gas (12 percent); milk or dairy
products (11 percent); and cigarettes (10
percent). One third of all respondents (33
percent) stated that it was important for a
c-store to carry ethnic branded products,
such as Indian, Chinese, or Spanish foods.
The number rose to 41 percent among 18-
34 year olds. When shopping in a c-store,
35 percent reported that it is important to
know a person by name when doing busi-
ness. The percentage increases to 39 per-
cent among those consumers in the 35-44
year old age demographic.

Mega Millions’ Larger
Jackpots
         The Mega Millions multi-state lottery
game has been redesigned to offer bigger
starting jackpots and better overall odds, the
Pennsylvania Lottery announced in a released

statement. As of October 22, the updated
Mega Millions game will offer a
starting jackpot of $15 million, up

from $12 million, which grows by at
least $5 million every time the jackpot

rolls. Additionally, the expanded
Megaplier option will allow non-jackpot

prizes to be multiplied by a factor of five—up
from the current maximum of four. This in-
creases the top, non-jackpot prize to $5 mil-
lion. The ticket price remains $1. The
Megaplier option price also remains $1.
        Under the new Mega Millions game
matrix, the overall odds of winning any
Mega Millions prize will improve to 1-in-
14.71 from 1-in-40, making an estimated
three times as many winners. 

Colorado Lottery 
Record-Breaking Year
        The Colorado Lottery posted record
annual sales of $545.3 million in the fiscal
year ending June 30, 2012, thanks to
record-setting Mega Millions jackpots in
March and the highest-ever annual sales of
Scratch tickets. Sales for the year increased
5.1 percent from the previous year, the
agency announced. Scratch ticket sales
were up 5.6 percent from the previous year’s
sales, generating a record $364 million.
Jackpot games sales were up 4.1 percent
from previous year’s sales generating $181
million. When the Mega Millions jackpot
hit a record $656 million on March 30, the
Colorado Lottery sold more than $17.7
million during the jackpot run, which ran
from January 27 through March 30.

“e FDA is preparing proposed
regulations for e-cigs sales.”
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rettes lead to cessa-
tion of conventional
cigarettes among people who are not
planning to quit smoking. • Costco is
where North America prefers to fill their gas
tanks, according to a new study by Market
Force Information. Wholesale clubs once
again beat out traditional gas stations in
popularity, with Sam’s Club coming in sec-
ond. C-store chains QuikTrip, Wawa and
RaceTrac came in third, fourth and fifth
place, respectively. • McDonald’s took the
No. 1 spot in QSR Magazine’s annual “The
QSR 50” list, which ranks the top 50 quick-
service and fast-casual restaurants by do-
mestic sales. The burger chain generated
$35 billion in 2012—nearly triple the sales
earned by Subway, which ranked No. 2. • A
single engine airplane recently made an
emergency landing in the parking lot of a
Wawa c-store near Shannon Airport in
Fredericksburg, Virginia, reported Freder-
icksburg.com. The pilot told authorities he
forgot to fuel his plane before taking off. •
A new study by eMarketer reveals that U.S.
mobile payments—transactions for goods
and services made by scanning, tapping,
swiping or checking in with a mobile phone
at the point-of-sale—are expected to top
$1 billion this year and increase to $58 bil-
lion by 2017. • In early August, Syracuse,
N.Y.-based Nice N Easy Grocery Shoppes
began requiring customers to show identi-
fication for purchases of all age-restricted
products (alcohol, tobacco products, and all
lotto and lottery items) without exception,
reported CSNews Online. • BCC Payments
LLC has introduced the enhanced EASYPAY,
a laundromat payment system that now
accepts coins, bills, loyalty cards, debit
cards, EBT cards, mobile payments, and
credit cards at a fixed 3.99 percent rate for
laundromat operators. • Taco Bell has dis-
continued its kids’ meals in an effort to
focus on an older clientele, reported the
Los Angeles Times. The Irvine-based brand
is the first fast-food restaurant chain to do

continued from page 76

continued on page 84

Federal Judge Rejects
Class Action Against SEI
      A federal judge recently dismissed a
proposed class action filed against SEI for
allegedly mislabeling its food products, re-
ported Legal Newsline. The U.S. District
Court judge for the North-
ern District of California
San Jose Division said in his
order that the plaintiffs were
not specific enough in their
allegations. Plaintiff Scott
Bishop, who filed the puta-
tive class action against SEI in
2012, alleged that the labeling on
several of the company’s food prod-
ucts, as well as websites related to the
products, contain statements amounting to
“misbranding” and “deception” in violation
of California and federal laws. The judge
rejected the argument, finding that the
plaintiffs failed to state a claim for a viola-
tion of the act. “This Court finds that the
Amended Complaint does not provide a
clear and particular account of the allegedly
fraudulent, deceptive, misrepresentative, or
otherwise unlawful statements,” the judge
wrote in his 11-page order.

Workers' Comp Benefits
And Employer Costs Rise
      After declining in the wake of the reces-
sion, workers’ compensation benefits paid
to injured workers and costs borne by em-
ployers increased in 2011 as the U.S. econ-
omy continued to recover, according to a
new report by the National Academy of So-
cial Insurance (NASI). Total benefits rose
by 3.5 percent to $60.2 billion. The benefits
include a 4.5 percent rise in medical care
spending to $29.9 billion and a 2.6 percent
rise in wage replacement benefits to $30.3

billion. Total costs to employers rose by 7.1
percent to $77.1 billion.
      The new report shows changes in cov-
erage, benefits, and employer costs for all
50 states and the District of Columbia.
State-level changes in 2011 include:
• Coverage and wages increased in all 50
states and the District of Columbia.

• Total benefits paid to injured
workers increased in 29 jurisdic-
tions. However, benefits as a per-
cent of total wages increased in
only 17.
• Employers’ costs of workers’
compensation as a percent of total

wages increased in 31 states, and remained
unchanged in four.
• The share of benefits paid for medical
care exceeded 50 percent in 33 states.

Will Drug Stores Be
The New C-Stores?
      Walgreens serves as a perfect example
of how the drug store is taking a bite out of
the supermarket and convenience channel
market share through expanded food and
beverage offerings, according to the Hart-
man Group's Shopping Topography report.
Walgreens is currently fully reimagining
the typical drug store experience through
its offering of fresh and high-quality pri-
vate-label foods.
      Consumers claim they still go to gro-
cery, club and mass stores for their weekly
or monthly stock-up trips, but during the
week go on fill-in trips to a variety of dif-
ferent channels depending on needs, occa-
sions, forgetfulness, and in the case of
immediate consumption, hunger and
thirst. Consumers will also stop at several
stores in one day. Drug is the most popular
channel for immediate consumption, with
24 percent of shoppers saying they last
shopped a drug store in this manner.  n

www.ncasef.com

Visit the National Coalition
Website, 
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EV CHARGING STATIONS IN NYC
        7-Eleven is the first retailer in New
York City to offer fast-charging services
for electric vehicle (EV) drivers, using en-
ergy storage solutions developed by Green
Charge Networks (GCN). The company
and GCN worked with the U.S. Depart-
ment of Energy and several utility com-
panies to leverage local solar generation
and energy storage. This enables
the use of high-powered
electric equipment, in-
cluding EV fast charg-
ers, while avoiding or
creating peak energy
times and high-en-
ergy prices. GCN’s en-
ergy storage system,
GreenStation, manages
the power consumption at
the 5820 Francis Lewis Boule-
vard 7-Eleven location in Flushing, N.Y. It
monitors the store’s load on a second-by-
second basis and counteracts peaks and
valleys by discharging and charging from
an internal ion battery bank. 

ARIZONA BEVERAGES’ SODA
SHAQ SUMMER CONTESTS
        SEI and AriZona Beverages held two
contests over the summer to generate buzz
for new Soda Shaq and to attract more
customers to 7-Eleven stores. One invited
fans to be on the lookout for a decal of
Shaq's giant shoes in participating 7-
Eleven locations across the country. Cus-
tomers were encouraged to "Try it on for
Size" by placing their feet inside the MVP's
Size 23 tracks, shooting a photo and up-
loading their photo with Shaq's decal on
Twitter or Instagram using @drinkarizona

and #sodashaq for a
chance to win some
sweet Shaq swag. Win-
ners were announced

weekly over a 10-week
period ending Sept. 3.

The other contest in-
vited consumers to participate

in the "Soda Shaq Golden Can" con-
test. Between August 14 and Sep-
tember 3 one golden can was
hidden at five different 7-Eleven
locations throughout the country.
7-Eleven customers, AriZona fans
and Shaquille O'Neal followers were all
encouraged to look for clues and search
#SodaShaqGold to find out where the
next golden can was hidden.
        The first Soda Shaq Golden Can was
found on Wednesday, August 14, 2013, in
Los Angeles by Arthur "Bo" Bartholomew.
Arthur won first prize (a Shaquille O'Neal
poster, a set of headphones and four cases
of Soda Shaq) and was automatically en-
tered to win the grand prize—a "meet and
greet" with Shaquille O'Neal including
round trip airfare for the winner and one
guest, one night hotel accommodation
and a $500 spending allowance.

SUMMER OF SNACKING
        SEI recently revealed the newest hot
snacks to join the mini-meal scene: Corn
Dog Bites, Mozzarella Sticks with a side of
Marinara Sauce, and Chicken Chipotle
Go-Go Taquitos. Snacking isn't a "special
dining occasion" anymore; it's the norm,
the company said in a released statement.
Americans typically eat more than 1,000
so-called snacks each year, or between
two and three each day, according to a
study by The NPD Group. The reasons for
choosing these mini-meals vary: lack of
time, a small-meals diet regimen, sudden
craving, afternoon pick-me-up or late-
night treat among them.
       Whatever the reason for this collec-
tive snack attack, SEI said 7-Eleven
stands ready to serve with choices that
range from savory to sweet and indul-

gent to better-for-you. Ear-
lier this year, SEI

added Breakfast
Empanada Bites
following the

successful launch
of its Mini Tacos last

year. Both snack-sized options have
gained a loyal following.

FREE SLURPEE DRINKS AND
DANCE PARTY ON 7-ELEVEN DAY
        SEI choreographed a super-cool cel-
ebration to mark 7-Eleven’s 86th birthday
on July 11, which included:
• Free small Slurpee drinks: A full 12
ounces, almost double the previous years'
7.11-ounce size. Offered from 11 a.m. to
7 p.m. at participating 7-Eleven stores.
• Slurpee Dance: YouTube dancing phe-

continued on page 84

“7-Eleven is the 
first retailer in 

NYC to offer fast-
charging  stations 

for electronic 
vehicles.”



away with kids’
meals altogether. •
According to a re-
port by Westwood Capital, 69 percent of
the jobs created in the second quarter of
2013 were in the three lowest-paying
sectors of the economy—retail trade, ad-
ministrative and waste services, and
leisure and hospitality. These jobs, which
account for 33 percent of all private sector
jobs, pay an average of $15.80 per hour. •
In what may be considered a strategy to
mitigate the higher health care costs that
will come as a result of the Affordable Care
Act, big-box retailer Walmart has in re-
cent months only been hiring temporary
workers at many of its U.S. stores, re-
ported Reuters. • Coca-Cola has intro-
duced a new bottle made entirely from
ice in Colombia, reported Time Magazine.
No word yet if the company plans to offer
the new frozen drinking vessel—which is
shaped like the traditional glass Coke bot-
tle and has the company’s name etched
into the ice—in other countries. • Re-
searchers from Yale University found that

binge drinking decreased by
22 percent among men liv-
ing in states that imple-

mented cigarette tax
increases, compared to male

smokers in other states, re-
ported FoxNews.com. Further-

more, men hit with the
cigarette tax hikes also reported

drinking less alcohol overall. •
Eighty-three percent of consumers

cited cravings as a main reason they pur-
chase food away from home, according to
a new whitepaper from research firm
Technomic. • Flowers Foods Inc. recently
completed its $355 million acquisition of
several breads, bakeries and other assets
from the company previously known as
Hostess Brands, reported the Associated
Press. The transaction includes the Won-
der, Nature’s Pride, Merita, Home Pride and

continued from page 80
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nom Nathan
Barnatt posted
his own ver-
sion of the
Slurpee dance,
as well as how-

to videos, on www.7-eleven.com
/slurpeedance and YouTube. Fans were
encouraged to download the Slurpee
Dance theme song, follow Nathan's lead
or make up their own moves, and post
to 7-Eleven's Facebook fan page, on
Twitter, YouTube or Vine.
• Star-Studded Birthday Beach Bash:
Actress Nikki Reed, best known for
playing Rosalie Hale in the "Twilight"
movie saga, threw a birthday beach
bash for 7-Eleven at a Malibu beach
house, complete with giant Slurpee cup
sandcastle art, music and, of course, the
Slurpee Dance.
        7-Eleven has celebrated its birth-
day on July 11 for decades, but it wasn't
until its 75th birthday in 2002 that its
stores began hosting birthday parties
coast-to-coast with free Slurpee drinks
for its customers.

DOLLAR DEALS  
ON ICED COFFEE
        SEI kicked off the summer by
adding Wednesday dollar deals on

Chillers Iced Coffee caffeinated cold bev-
erage treat. Every Wednesday beginning
June 26 until Labor Day, 7-Eleven offered
its medium iced coffee drink for $1.
Chillers Iced Coffee is available in most
stores next to Slurpee and Big Gulp self-
serve beverages. French Vanilla and
Mocha flavors are in most stores, al-
though Hazelnut and Colombian may be
available in some regions. The company
said it developed the summer promotion
after customers responded positively to
the $1 coffee Wednesdays last winter on
hot coffee drinks.

SNAPPLE LEMON DAZE 
AT 7-ELEVEN
         This summer, customers were able to
enjoy new Snapple Lemon Daze lemon-
ades exclusively at 7-Eleven
stores nationwide as part
of the company’s #Awe-
summer campaign.
Available in bottles
with eye-catching new
labels and three all-nat-
ural flavors—Lemon-
ade, Pink Lemonade
and Mango Lemon-
ade—Snapple Lemon Daze
lemonades have a suggested retail price
was $1.49, but were available with a value
offer of two bottles for $2.22 from June 24
to September 5.
        On August 20, SEI celebrated Na-
tional Lemonade Day by offering cus-
tomers a free bottle of Snapple Lemon
Daze. The company made a mobile
coupon for a free 16-ounce bottle of the
beverage available in 7-Eleven's app,
valid at participating locations.  







      

N
ew

 p
ro

du
ct

s 
an

d 
se

rv
ic

es
 fo

r 
7-

El
ev

en
 F

ra
nc

hi
se

es

Extra Strength Sour Apple 
5-hour ENERGY
     Living Essentials is adding a new flavor to its suc-
cessful line of energy shots: Sour Apple Extra
Strength 5-hour ENERGY. The new offering—which
will make its debut in September—will sport a
camouflage wrapper, and target hunters, fishermen
and other outdoor enthusiasts. The company is
planning an aggressive marketing campaign to
promote the new flavor. Television and social
media video targeting outdoor enthusiasts will be
rolled out just prior to the product’s availability on
store shelves.
     Sour Apple Extra Strength 5-hour ENERGY will be available in
pack sizes and displays suitable for any class of trade including con-
venience, food, drug, mass and specialty retail. Order Sour Apple
Extra Strength 5-hour ENERGY through McLane or contact your 5-
hour ENERGY sales representative.

LOGIC E-Cigs Secures Top 3
SKUs In U.S.

LOGIC Technology, makers
of premium electronic ciga-

rettes, an-
nounced the

results of Nielsen's Item Rank
Report indicating LOGIC is outperforming its com-
petitors in the second quarter of 2013 for sales per
point of distribution. According to a report ending
July 6, 2013, LOGIC ranked first, second and third
in SKUs for dollar sales per point distribution
across the United States. In addition to the top
three, LOGIC also holds nine of the top 14 SKUs
in the U.S. The Nielsen Item Rank Report is based
on sales from convenience stores nationwide. 
     The electronic cigarette industry is rapidly
growing and was recently reported to support
revenues reaching $600 million, projected to
reach $1 billion by year's end. According to Wells
Fargo Securities C-Store Scanner Data Summary,
LOGIC sales have risen 887 percent as of July 6,
2013 over the prior year in unit sales. 
     LOGIC e-cigarettes are available in dispos-
able and rechargeable versions at convenience

stores nationwide, as well as on the company's web site. For more
information about LOGIC Technology, visit www.LogicEcig.com. 

In Zone Brands Features 
Monsters Character Tops
   In Zone Brands recently launched its promotional Disney Pixar

Monsters University character tops for its TummyTickler juice drinks
to coincide with the release of the new Disney Pixar “Monsters Uni-
versity” movie. Now the popular Monsters University characters Mike,
Sully and Squishy can provide
both nutrition and a sense of
fun in school lunches on Tum-
myTickler bottles. The Disney
Pixar Monsters character tops
are available for regular pack-
out in Fall 2013 orders for
both TummyTickler and Tum-
myTickler Tots beverages.
     The Monsters University
spill-proof character tops are
included in the mix of char-
acter tops in the TummyTick-
ler 18-count case, double

HARIBO INTRODUCES 
SMURFS GUMMI CANDY

In preparation for the highly anticipated
“Smurfs 2” movie, the world’s largest maker of
gummi, licorice and marshmallow candy re-
cently debuted its first licensed product in the
U.S., adding Haribo Smurfs to its line of gummi
candies sold in America. Already popular in Ger-
many and France, Haribo Smurfs are strawberry
and raspberry-flavored gummi candies in the
shape of familiar Smurf characters, including
Papa Smurf and Smurfette. The gummies come
in the classic Smurfs blue color, with different
characters wearing red, white and yellow caps
on their heads. Haribo Smurfs are gluten and
fat-free, and are packaged in 4-oz. hanging bags
at a suggested retail price of $1.09-$1.69. 

continued on page 88

Sour Apple Extra
Strength targets

outdoor enthusiasts.

Haribo Smurfs gummies hit
stores just in time for the

“Smurfs 2” movie.
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Monster University characters Mike, Sully
and Squishy added as TummyTickler tops.



case, and triple case. The other beloved character tops in the cases will include popu-
lar Disney Princesses, Toy Story, and Fairies, along with Gullane Thomas the Train
characters, TCFC Strawberry Shortcake, Marvel superheroes and Viacom Dora the Ex-
plorer characters. These products are available now and retail for $2.99 each.

New Game Red Cigarillos
     Game is proud to announce the launch of its newest mild flavor
cigar: Game Red. Game Red has a Connecticut Shade wrapper
with a naturally sweet taste and is a fantastic compliment to
the other products in the Game Mild Line-up, including Silver,
Green, Blue, Black and Gold. All Game cigarillos use an aged
aromatic tobacco combined with a natural leaf wrapper to
make a winning pair. Game Red will be packaged in the
company’s resealable FoilFresh pouch at 2/99¢ and individ-
ual wrapped foil singles at 79¢.

Swedish Match 
Introduces Game 2/99¢
     Game recently announced its new offering of 2 for 99¢

cigarillos: consumers will receive 2 natural leaf cigarillos in
the company’s FoilFresh pouch for 99¢. This trial offer
launched in July 2013 and included the launch of Game
Red. Game Red is the latest addition to the Game Mild line-

up and offers consumers a cigarillo rolled in Connecti-
cut Shade wrapper with a naturally sweet taste. This
limited time offer will be available in 8 satisfying fla-
vors: White Grape (UIN 644450), Red (UIN 644344),
Gold (UIN 644835), Blue (UIN 644377), Black (UIN
644369), Green (UIN 644427), Silver (UIN 644443) and
Grape (UIN 644393). 

Cocktails Are Ready To Pour
United Brands Company recently launched its newest

innovation—Premium Quality JOOSE Cocktails featuring
JOOSE Screwdriver and JOOSE Hur-

ricane. JOOSE Screwdriver combines the zesty flavor
of oranges to create the authentic cocktail taste, and
makes enjoying the popular highball drink as easy as
popping the top and pouring. Using United Brands
Company’s advanced malt technology, JOOSE Hurricane
combines a complex blend of flavors including, pineap-
ple, a hint of lime, and sweet passionate fruit flavors. The
intricate blend of flavors creates a premium New Hurri-
cane taste, Orleans style.
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What to Expect When You’re
Expecting Competition
     The c-store landscape continues to change, but one
constant is competition between retailers for the market
basket of our guests. Unique store offerings, a clean, well-
lit and friendly environment, and the familiarity of an iconic
banner like 7-Eleven helps get customers in the door. Once
we get them in the store, having the right product assort-
ment keeps them coming back.

     Looking at OTP (Other Tobacco Products) there’s a
broad variance in what 7-Eleven stores carry. Sure, there
are regional brand preferences and individual store differ-
ences, but market-leading national brands tend to sell well
everywhere. That’s why it’s surprising that
distribution of several market-leading
cigar items are missing from the shelves
of many 7-Eleven stores. Those stores
aren’t just missing sales on leading
items, but also the market basket that
goes with frequent transactions.

     A quick look at Single Cigars illus-
trates the issue. A few of the top 10
items for c-stores in the market areas
7-Eleven serves show large gaps on
top national Items. Incidentally, “single
cigarillos” (including foil packaging of 1, 2
or 3 cigars) have been the fastest-growing
segment of cigars for some time now.

     If you’re expecting competition with other
c-stores (and who isn’t?), wouldn’t it make
sense to ensure you carried the top 5 to 10 national items?
It may be time to take a look at what you’re stocking, weed
out the slow movers, and make sure you’ve got a good as-
sortment of top items. Your next guest may not ask for
his/her brand, but a high percentage will shop where they
know it’s carried. Shouldn’t 7-Eleven be “their” store?

     If you’d like to see the list of top market items in your
area, please email aaron.choate@smna.com, OR contact
your local tobacco representative. 

Swedish Match’s new mild,
sweet tasting Game Red.

A Message From   
Swedish Match

Game’s limited-time 2 for 99¢
cigarillos offer includes 8 flavors.
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     JOOSE Cocktails are a new twist on pop-
ular and traditional drinks, and are now
available in all markets. Sold in 23.5-ounce
cans with 12 percent ABV, made with all natural
flavors, other packaging options will become
available in the near future. For more information
about JOOSE products call 1-855-JOOSE-UP
(566-7387) or visit www.drinkjoose.com.

‘Drink.Text.Win.’ With New 
Sprite Big Gulp Contest
     SEI has teamed up with Coca-Cola for a new contest designed to
increase sales for your store. The Sprite Big Gulp “Drink. Text. Win.” pro-
gram is exclusive to 7-Eleven and will drive traffic and repeat purchases
through valuable rewards and prizes! Here’s how it works: from Sep-
tember 4 to November 4, customers simply buy a 32-ounce Big Gulp,
text their code to 777483 and win cool stuff! Every code is rewarded
with digital prizes and instant-win music prizes, and every code is en-
tered into the grand prize sweepstake. Additionally, there will be double

entries every Wednesday to the grand prize sweepstake, and every fifth
code gives customers five bonus entries. 
     The Grand Prize is a trip for two to an exclusive private concert with
a Sprite artist In New Orleans. Instant Win and Rewards include: Mon-
ster Ncredible headphones, Live Nation Concert Cash, music down-
loads, free Sprite Big Gulp, $1 Off Sprite 20-ounce, ring tones,
wallpaper, and animated GIFs.

New JOOSE Margarita 12-Pack
     JOOSE Margarita is now available in a 12-pack with 12-ounce cans
(8 percent ABV). JOOSE Margarita, the world’s number one ready-to-
pour margarita, comes in three
different flavors: Classic,
Peach, and Strawberry. Using
new malt technology, the
Classic flavored malt beverage
combines traditional fla-
vors of a margarita in-
cluding tequila, triple
sec, lime, and salt by
using natural ingredi-
ents. This gives the United
Brands Company’s Classic margarita such an authentic flavor it satisfies
even the most discriminating margarita enthusiasts. JOOSE Margarita is
also available in the original 23.5-ounce cans (12 percent ABV).

Give Your Sales Muscle
With Rockin’ Refuel
     Rockin’ Refuel is unique milk beverage loaded with protein, cal-
cium, and nutrients, giving your active customers the healthy option
they crave. New to the lineup is Muscle Builder in Vanilla flavor
(McLane UIN 648790). Rockin’ Refuel Muscle Builder features 30

continued from page  88

     Swisher International and its premium cigar division, Royal Gold Cigars, have launched Gold Strike handmade
cigars, the first of four lines to be introduced by Royal Gold Cigars in the next few months. With three cigars in
each package, Gold Strike is available in two popular formats—Churchill (7x48) and Toro (6.25x50). They are
packaged in Swisher’s innovative, sealed-fresh pouches that are re-sealable to keep each cigar as fresh as the first.

     Handmade in Esteli, Nicaragua by master cigar rollers, Gold Strike cigars offer consumers a pleasing,
medium-bodied, premium cigar experience at an affordable price. The $6.75 to $6.99 per pouch suggested
retail price makes Gold Strike a nice high ring affordable to the widest possible segment of cigar smokers.

Sprite Big Gulp “Drink. Text. Win” drives traffic and repeat purchases.

Three flavors available in 12-pack cans.

continued on page 92
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grams of high quality protein, only 9 grams of
net carbs, 190 calories, is made with real milk,
is lactose free, and can be refrigerated up to
100 days. 

A 2013 Mintel report reveals a strong up-
ward trend in the number of consumers turn-
ing to high-protein products to aid in
satiety, weight management, and to
boost muscle recovery after a work-
out. This puts Rockin’ Refuel

in high demand. Visit Rock-
inRefuel.com for more in-

formation. 

Perrier Limited-
Edition Andy Warhol
Bottles
     This summer, Perrier Sparkling Natural
Mineral Water pays tribute to Andy
Warhol with a series of limited-edition
bottles inspired by the legendary pop
artist. In the 1980s Warhol created a
series of over 40 screen prints of Per-
rier bottles in a vibrant color palette
that have been replicated on specially-
designed Perrier bottles available wher-
ever Perrier is sold. The limited-edition

Perrier glass
bottles feature
four different
label designs and
seven different Warhol inspira-
tions, including some his most famous
quotes: “In the future everyone will be
world famous for fifteen minutes,” “Art
is what you can get away with,” and
“I have Social Disease. I have to go
out every night.”

In addition to the limited-edition
Warhol bottles, Perrier is also offering
the chance to win an original Andy
Warhol work of art as part of the Take
Home a Warhol sweepstakes. Until
September 30, consumers can enter to
win “Space Fruit: Lemons”—an origi-

nal screen print work created by Andy Warhol in 1978—by visiting
www.perrier.com/warhol.

Klondike Mrs. Field's Ice
Cream Cookie Sandwich
     It's summer time and what better way to cool

off than a Klondike Mrs. Field's Ice Cream
Cookie Sandwich? Ice Cream helps your

guests cool off in the hot heat and it's
a great comfort food, as well. This

premium ice cream sandwich
gives your guest the joy of having
vanilla ice cream, as well as two
Mrs. Fields chocolate chip cookies.

Cookies and ice cream—the perfect pair! This premium
cookie sandwich is a whopping 6 ounces and
retails for $2.99. Order today from your local
Unilever Ice Cream distributor (SLIN 190164).

Kretek Rolls Out
Shisha And Steam
Stones For 
Hookah Line
Kretek International, Inc. recently an-

nounced several new additions to its
lineup of Voodoo Hookah products. Joining

Voodoo traditional hookahs and new e-
hookahs are a full line of 20 shisha flavors with

matching flavors in Voodoo Steam Stones. The 20
exotic flavors are divided into 4 pre-packed collections of

tropical and blended fruit, berries, citrus, and
coconut. Flavors include
Guava Sunrise,
Chill Berry, and
Wet Kiss Mango.
Each flavor
combo is created
to deliver the per-
fect balance of top
quality hookah tobacco
and natural ingredients
for hookah lovers. 
     Voodoo steam stones are 100 percent natural mineral complex se-
lected for flavor and moisture absorption. Steam Stones produce no
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   Bring the taste of the Holidays to your coffee bar with
the number one seasonal flavor, Pumpkin Pie Spice

creamer. Rich with the fragrance of cinnamon and nutmeg,
International Delight Pumpkin Pie Spice will compliment
your other seasonal offers. Attract new coffee consumers
by offering them premium coffeehouse flavors and su-

perior value with International Delight Pumpkin Pie
Spice. Available in 192-count, Pumpkin Pie Spice

can be ordered through your normal
creamer supplier. CDC SLIN 231264;

McLane SLIN 231259.

INTERNATIONAL 
DELIGHT PUMPKIN PIE

SPICE IS BACK!

Rockin’ Refuel Muscle 
Builder in Vanilla.

Perrier limited-edition bottles
feature the art of Andy Warhol.

New Klondike Mrs.
Field's Ice Cream
Cookie Sandwich.

Kretek added 20 new
shisha flavors to its line of

personal hookahs.





smoke and contain no nicotine, but deliver all the exotic flavor of
Shisha. Ask your Kretek sales representative for details. Call 1-800-
358-8100, or email salesinfo@kretek.com.

GreenSmartLiving Unveils New
Packaging And Slogan
     GreensmartLiving, the electronic cigarette company that seeks
to protect the environment and consumers by providing a 100 per-
cent tobacco-free, smoke-free, recyclable and rechargeable elec-
tronic cigarette, is rolling out a new slogan in tandem with
changes to its branding and packaging. The new tagline—“Smart
alternatives for a better life”—aptly encompasses the company's
mission to create a positive human impact, improve quality of life,
and protect the environment through the provision of smart, simple
and effective life improvement choices.
     To this end, GreenSmartLiving rolled out new leaf-shape packag-

ing for its Restart Super E-Cigarette
S801 Starter Kit in January 2013. Sev-
eral months later, in April, the company
introduced similar leaf-shape packaging
for its Refuel E-Cig Cartridges S808 Refill
5-Pack. In coming months, the company
will unveil new product identities and a
new website that more clearly embody

the values of the brand.
The Restart Super E-Ciga-

rette S801 Starter Kit has a
wholesale cost of $9.95 and SRP

of $19.99. The Refuel E-Cig Car-
tridges S808 Refill 5-Pack has a wholesale
cost of $6.50 and SRP of $12.99, and is

available in several flavors: Regular, Menthol, Vanilla, Strawberry,
Peach, Clove and Acai Berry, as well as in a variety pack. GreenS-
martLiving is the only major electronic cigarette company to source the
nicotine in its High and Low strength e-cigarette cartridges
from non-tobacco plant origins, like tomato
plants. They also offer Zero nicotine strength
cartridges in Regular and Menthol flavors. 

AriZona Debuts Shaq
Cream Soda
     AriZona Beverages introduced its new all-nat-
ural line of cream sodas, Soda Shaq, to 7-Eleven
stores nationwide in June to kick off the summer

selling season. Made in partnership with basketball legend Shaquille
O'Neal, the Soda Shaq Cream Soda line is available in four flavors—
Vanilla, Blueberry, Strawberry and Orange. Soda Shaq contains no arti-
ficial flavors, colors or preservatives. Made with real Madagascar
Bourbon Vanilla extract and pure cane sugar at only 90 calories per
serving, so fans can satisfy their sweet tooth without the guilt.

Soda Shaq is easily identifiable with a
big, bold can design featuring the many
moods of the basketball giant in true
Shaq-a-licious form. Each flavor comes in
a vibrantly colored container, sporting
one of eight Shaq expressions ranging
from professional to playful. The Soda
Shaq line is available in 23.5-ounce cans
at a suggested retail price of 99 cents
per can. In addition to the new cream
sodas, AriZona Beverages held two con-
tests over the summer to generate buzz
for Soda Shaq and attract more cus-
tomers to 7-Eleven stores. 

Butternut bread brands, 20 bakeries and
36 depots. • New York Governor Andrew
M. Cuomo recently announced that Trel-
lis Earth Products, a manufacturer of sus-
tainable food service products, will move its manufacturing operations
from China and launch its first U.S. manufacturing facility outside of
Rochester with production to begin in 2014. • The U.S. Conference of
Mayors is begging the Obama administration to quit cracking down on
marijuana, reported The Atlantic. At their annual meeting in June, the
mayors unanimously adopted a resolution that “states and localities
should be able to set whatever marijuana policies work best to improve
the public safety and health of their communities.” • Wells Fargo securi-
ties analysts predict e-cigarettes are about to hit $1 billion in sales,
ABC News reported. While that’s only 1 percent of sales of traditional
cigarettes, the number of consumers who say they’ve tried e-smokes is
growing fast. The sale of e-cigarettes totaled just $500 million last
year. • A new report by the Dollar Coin Alliance reveals that replacing

$1 bills—which cost 5 cents to produce and have a 4.8 year lifes-
pan—with dollar coins—which cost 18 cents to make and last
30 years—could save taxpayers $13.8 billion over 30 years, re-
ported CNNMoney. • New research from Mintel reveals that while
only 7 percent of consumers identify themselves as vegetarian,

36 percent indicate the use of meat alternatives like tofu, tem-
peh and seitan. • Walmart announced it is kicking off the holi-
day season with free layaway and no opening fee Sept. 13
through Dec. 17 to save money for Americans.  n
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Soda Shaq cans carry one of 
eight Shaq expressions.

GreenSmartLiving’s the new 
ecologically-oriented e-cig.
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7-Eleven FOAC
Phone: 312-253-7342
September 12, 2013—General Meeting
September 26, 2013—Board Meeting
October 24, 2013—Board Meeting
November 21, 2013—Board Meeting
December 19, 2013—Board Meeting

Greater Bay FOA
Phone: 707-328-3960
September 17, 2013
October 15, 2013
November 19, 2013
December 17, 2013

South Nevada/Las Vegas FOA
Phone: 702-249-3301
September 12, 2013—Board Meeting
October 10, 2013—Board Meeting
November 7, 2013—Board Meeting
November 21, 2013—General Meeting & Elections

FOA Of Greater Los Angeles
Phone: 619-726-9016
Location: Brea Embassy Suites
September 17, 2013
October 15, 2013
November 19, 2013

San Francisco/Monterey Bay
Phone: 650-996-9479
September 10, 2013
October 8, 2013
November 12, 2013

Metro New Jersey FOA
Meetings Location: Akbar Restaurant in Edison, NJ
Phone: 908-232-1336
November 27, 2013

Pacific Northwest FOA
Phone: 253-861-6737
September 18, 2013
November 6, 2013

San Diego FOA
Phone: 619-713-2411
September 19, 2013
October 17, 2013
November 21, 2013

Cal-Neva FOA
Phone: 775-826-7111
September 18, 2013
October 16, 2013
November 20, 2013

Southern California FOA
Phone: 818-357-5985
September 18, 2013
October 16, 2013
November 20, 2013

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

Play The 
Name Game!
Look carefully at each page in this
issue. Somewhere in this magazine a
line is hidden that contains
the words $Name
Game Winner +
person’s name +
city$. If you find
this line, and if it
contains 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 automatically added to the next
issue’s total. NCASEF Members only.
This issue’s total: $100.
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UFOLI Golf Tournament
(location and date to be announced)
September 2013
Phone: 516-647-4617

South Nevada/Las Vegas FOA
Charity Golf Tournament
Desert Pines Golf Course
Las Vegas, Nevada
September 20, 2013
Phone: 702-769-2301

TriState FOSE Golf Outing
Little Bennett Golf Course
Clarksburg, Maryland
September 25, 2013
Phone: 301-572-6711

Metro New Jersey FOA
Trade Show
(location and date to be finalized)
Atlantic City, New Jersey
November 6-7 or 13-14, 2013
Phone: 908-232-1336

7-Eleven FOAC
Holiday Trade Show & Party
Holiday Inn North Shore
Skokie, Illinois
November 6, 2013
Phone: 312-253-7342

SF/MB FOA 
Holiday Party
Embassy Suites Milpitas
Milpitas, California
December 6, 2013
Phone: 510-754-1113

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

South Nevada/Las Vegas FOA
Table Top Trade Show &
Holiday Party
(location to be announced)
December 6, 2013
Phone: 702-769-2301

Metro New Jersey FOA
Holiday Party
(location and date to be announced)
December, 2013
Phone: 908-232-1336

Southern California FOA
Holiday Party
Ararat Banquet Hall
Granada Hills, California
December 7, 2013
Phone: 818-357-5985

Pacific Northwest FOA
Christmas Party & Trade
Show
(location to be announced)
December 7, 2013
Phone: 253-861-6737

San Diego FOA 
Holiday Party
Harrah’s Rincon Casino
Valley Center, California

December 7, 2013
Phone: 619-713-2411

Baltimore FOA
Holiday Party 2013
(location to be announced)
Baltimore, Maryland
December 12, 2013
Phone: 410-218-2939

Chesapeake Bay FOA
Vendor Trade Show
Virginia Beach Convention Center
Virginia Beach, Virginia
April 29, 2014
Phone: 757-650-2929

Southern California FOA
Trade Show
Pasadena Convention Center
Pasadena, California
May 21, 2014
Phone: 818-357-5985

foa events NCASEF
board
meetings

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
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