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Franchisees And 
California FOAs Sue SEI

Five California 7-Eleven storeowners,
and the FOA of Greater Los Angeles
(FOAGLA), representing the support of
every California FOA except Southern Cal-
ifornia, filed a lawsuit against SEI on July 11
in U.S. District Court for the Central Dis-
trict of California, Eastern Division, claim-
ing the company violated their rights as
franchisees and individuals under federal
and state laws. The plaintiffs—who include
NCASEF Vice Chairman Jas Dhillon, Fran-
chisee Gurtar Sandhu, Fresno FOA Presi-
dent Serge Haitayan, Greater
Bay FOA President Ray Dhali-
wal, and Franchisee Tarlochan
Rangi—allege racial discrimi-
nation, invasion of privacy and
illegal surveillance retaliation
against franchisees, and mis-
classification of employment re-
lationship with franchisees.

A central argument in
the complaint is that SEI is en-
gaging in "churning"—a ploy in
which franchisors terminate

franchise agreements in order
to resell locations for a

higher franchise fee.
The plaintiffs fur-

ther believe
that South
Asian fran-
chisees have
been churn-

ing targets through harassment, false accu-
sations and disenfranchisement, reported
the Los Angeles Times. Furthermore, the
lawsuit claims SEI diminished the role of the
franchisee from independent contractor
and small business owner to the role of a
low-level employee with no say in the oper-
ation of their store, according to Courthouse
News Service. 

An SEI spokeswoman told Courthouse

News: "The allegations made in this com-
plaint are false. 7-Eleven is proud of its very
diverse, independent franchisee population."

The plaintiffs, who are being repre-
sented by attorney Eric Schindler, are seek-
ing a court declaration that SEI has violated
state and federal laws in relation to its treat-
ment of franchisees.

Seven & I Reports 
Increased Profits

SEI parent company Seven and I Hold-
ings recently posted a 5.1 percent increase
in operating profits for the fiscal quarter
ending May 31, 2014, reported Reuters.

The company said its own-brand mer-
chandise helped drive growth, and its pre-
mium goods and fresh-brewed coffee
helped drive sales at its 7-Eleven Japan
convenience stores, which posted a 12 per-
cent operating profit rise. Seven and I said
it was still going ahead with plans for a
record expansion in the financial year to
next February with the opening of 1,200
new stores in Japan, despite a labor short-
age that has started to squeeze Japan's con-
struction and retail sectors. The company
kept its full-year operating profit forecast
unchanged at a record 356 billion yen, for
a 4.8 percent increase.

SEI Franchising 39 
West Virginia Stores

SEI has 39 stores in West Virginia
available for franchising, part of a group of
72 stores the company purchased from
Prima Marketing LLC in 2012, reported
the Charleston Daily Mail. Seven of the

continued on page 18

“7-Eleven Japan convenience stores
posted a 12 percent operating 
profit rise in Q2 2014.”



I was both shocked and awed re-
cently. Awed at the impressive outpouring
of support and celebration at the National

Coalition of Associations of 7-Eleven Franchisees’ Convention
and Tradeshow in Orlando Florida, and shocked by the buzz
surrounding the events that have led to litigation between fran-
chisees and SEI.
     I have spent nearly 30 years with 7-Eleven, with almost 25 as a
franchisee. During that time I was a witness to impressive growth,

an ill-fated LBO, an unavoid-
able bankruptcy and

eventual acquisition by
Seven-Eleven Japan. I
saw our business trans-
form from neighbor-
hood “git-n-go” stores
selling milk and gro-
ceries to desired desti-
nations offering a tasty
assortment of fresh and
exotic foods. I watched
7-Eleven and her fran-

chisees go from times of joy and prosperity characterized by mutual
trust and respect to periods of mistrust, suspicion and hostility.
     Over the course of my years in the system, I was privileged to
consult on numerous councils and committees. I was part of the
New Agreement Work Group (NAWG), National Advisory
Council (NAC), Presidents Leadership Council (PLC) and the
National Business Leadership Council (NBLC). On the last two
assignments, I served as a subcommittee franchisee co-chair. That
position with the NBLC included an invitation to participate on
the “steering committee,” which meets with senior management
several times per year. I was also a member of the NCASEF Board
of Directors.
     One constant theme kept reoccurring on every board I served:
when SEI wanted to implement a change in a process or a policy
because of perceived abuses by an extremely small minority of
franchisees, we loudly responded, “Don’t penalize everyone be-
cause of a few—address the bad apples separately!” For many
years this worked. Based on my time of service to the franchise
system I can honestly say, “You did not pick this fight.”

     Slowly, over the last several years, SEI has implemented plans
and schemes that caused heartache and pain for franchisees. I am
not writing to catalog everything; we all have our painful memories.
Once the ink was dry on the 2004 agreement—an agreement that
was born of litigation—the painful encroachments started. Every
National Coalition chairman since that time has attempted to seek
redress for franchisees. Some made small gains; most were rebuffed.
     The seminal incident that brings us to the events of today can
be traced to 2011: when the NBLC Franchise Systems Committee
learned of SEI’s intention to roll out the DVR security system that
included unrestricted remote access, your leadership became
alarmed. Most franchisees thought the upgrade was to replace an
aging 20-year-old VCR security system. Little did they know SEI’s
real plan. The DVR was not to protect guests and franchise em-
ployees, it was to enforce and intimidate more and more stringent
arbitrary standards upon franchisees.
     At the April 2012 NBLC steering committee meeting, after
very vocal discussions by all franchisees present, it became obvi-
ous that SEI had dug in their heels. They were going to proceed
with their plan regardless of any moral or legal issues. Defiantly,
one 7-Eleven vice president challenged the body as he abruptly
ended the meeting, “Do what you have to do. We are going to do
what we have to do.” 
     SEI seems to have adopted a strategy of MORE! This former
franchisee recommends franchisees adopt the strategy of
ENOUGH!
      Generally, I deplore using the courts to resolve disputes. A
healthy growing franchise system does not need to resort to litiga-
tion. If a strong relationship exists based on mutual trust and respect,
then any issue can be resolved with an amicable outcome. Like a
marriage, differences are a part of life. But,
with mutual submission to the greater good of
both parties, any obstacle can be overcome. I
hope it is not too late. However, remember:
YOU DID NOT PICK THIS FIGHT! 
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“Every National Coalition chairman since that time
has attempted to seek redress for franchisees.
Some made small gains; most were rebuffed.”

YOU DID NOT PICK THIS FIGHT
By Mike Foster, Franchisee Emeritus, St. Louis, Missouri

“Over the last several years,
SEI has implemented plans
and schemes that have
caused heartache and pain
for franchisees.”
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available stores are in Charleston, three are
in St. Albans, two are in South Charleston
and one is in Nitro. SEI held an open house
for potential franchisees on August 7 at a
7-Eleven in Charleston. The newspaper
stated franchise costs include a one-time
franchise fee that averages between
$50,000 and $120,000, as well as about
$28,000 for the store’s inventory and sup-
plies, licenses and a change fund. Qualified
retired veterans are eligible for a 20 percent
discount on their first store’s franchise fee.

7-Eleven On Stores
Top Lists

7-Eleven is one of two c-store chains to
make it onto Stores Magazine’s 2014 Top 100
Retailers list, coming in at No. 35. The other

c-store retailer, Canada-based Alimentation
Couche-Tard, ranked No. 82. The Top 100
Retailers are ranked by 52/53-week annual
retail sales. According to Stores Magazine, 7-
Eleven generated $11.625 billion in sales in
2013, an increase of 8.7 percent over 2012.
Walmart took the No. 1 spot, with $334.302
billion in U.S. sales in 2013. Supermarket
and c-store retailer Kroger ranked second,
with $93.598 billion in sales.

7-Eleven also earned a spot on Stores’
Hot 100 Retailers list, checking in at No. 45.
The Hot 100 Retailers is the annual ranking
of the nation’s fastest-growing retail com-
panies. Rankings are determined by in-
creases in domestic sales between 2012 and
2013. According to the list, 7-Eleven’s sales
increased 8.7 percent during that time.

NJ 7-Eleven Franchisee
FLSA Suit Moves Forward

Citing 7-Eleven's pervasive control of
its franchisees' operations, a Camden, New
Jersey federal judge recently denied a mo-
tion by SEI to dismiss franchisees' claims
that they are employees of the company
and have been denied compensation and
overtime pay in violation of the Fair Labor

Standards Act, reported the New Jersey
Law Journal. The judge found the plain-
tiffs—four New Jersey franchisees—pro-
vided sufficient evidence that they are
employees to survive SEI's motion to dis-
miss claims under the FLSA and the New
Jersey Wage and Hour Act. The plaintiffs
further claim in their suit that they are sub-
ject to harassment by SEI and are being
pressured to give up their franchises with-

What Comes First, The Mission Or The Men?
By Allison Talaske, Vice President, New England FOA 

In the Army, this fundamental question
of leadership is posed to every person who
wants to be a leader. This is a paradox be-
cause without your men (team), you cannot
complete your
mission, and
without a mis-
sion there is no
point in as-
sembling the men (team).
This philosophy rings
true for ANY organiza-
tion today.

The answer is it’s a trick question. An-
swer: Mission first, men always. Mission-
critical thinking and decision-making are
fundamental attributes of anyone wishing
to be a leader in any organization. One
must ask oneself, “Why do you want to be a
leader?” The motivation to lead should al-
ways be for the good of the whole and not
self-interest. The outcome of leading should
not be forcing change or ideas—creating
“political” spin—onto others. Change is
achieved by inspiring others through vision
and open, honest communication. It comes
down to the passion and what you believe
in and the integrity and character of the

leader. A leader’s actions speak louder than
their words.

Any organization without these attrib-
utes in their leaders will be on the verge of

failure. The or-
ganization is
only as strong as
it’s weakest
leader. Leaders

need to always keep in
mind they must move the
mission forward without

sacrificing the men com-
pleting it. Never lose sight of the big picture
and the goal to improve life for the group as a
whole. Leadership is the manifestation of the
truth through strength, integrity and charac-
ter. It is evolutionary and not revolutionary.
Great leaders evolve and continue to lead
over time.

The late Norman Schwarzkopf said,
“Leadership is a potent combination of
strategy and character. But if you must be
without one, be without strategy.” In the
absence of all
else, always be a
leader of high
moral character.

“The motivation to lead should
always be for the good of the
whole and not self-interest.”

ALLISON TALASKE
CAN BE REACHED AT

allisontalaske@me.com 
or 757-870-6709

“A New Jersey federal judge
recently denied a motion
by SEI to dismiss fran-
chisees' claims that they are
employees of the company.”

continued on page 20
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out compensation for the sub-
stantial equity they have built up
over many years.

The judge also denied SEI’s
motion to dismiss a count claiming
the company breached an implied
covenant of good faith and fair dealing and
that it violated the New Jersey Franchise Prac-
tices Act by holding franchisees to unreason-
able standards. However, the judge did grant
SEI’s motions to dismiss claims that the plain-
tiffs—who are all of Indian descent—were
discriminated against on the base of their eth-
nicity, in violation of the Law Against Dis-
crimination, and also granted the company's

motion to dismiss the plaintiffs' claim that
they were subject to constructive termination
under the New Jersey Franchise Practices Act. 

Margins At Gas Stations
Razor Thin

According to private company finan-
cial statements from 2013, the average pri-

vately-held gasoline station
made only two cents of profit
on each dollar of gas sales last
year, making it part of one of
the least profitable retail in-
dustries in the country, re-

ported Inc. Magazine. The publication
partnered with financial information com-
pany Sageworks to find out if gas stations
reap huge profits when gasoline prices go
up. Instead, the magazine discovered very
little of the money spent at the pump is
going into the pockets of the gas station
owners. According to the article, this mea-
ger 2 percent profit margin was actually the
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continued from page 18

The National Coalition of Associations of 7-

Eleven Franchises (NCASEF) and its partners made

two sizable donations to its charities of choice re-

cently at its national convention in Orlando,

Florida. Representatives from Swim Across

America (SAA), an organization dedicated

to fighting cancer and finding a cure for it,

and the Muscular Dystrophy Association

(MDA), which battles neuromuscular

diseases, were presented with checks

for $230,000 and $345,711 respectively

from the NCASEF leadership.

The charity donations for SAA were raised

through a series of activities at the convention includ-

ing the annual golf tournament, and both a silent and

live auction. Other funds for this donation came from

local Franchise Owner’s Association

(FOA) events held during the year

by the Texas FOA, Central Florida

FOA and San Diego FOA. The char-

ity donations for MDA were raised

through the annual mobile and can-

ister programs where 7-Eleven

guests are encouraged to make do-

nations in canisters placed on

checkout counters at 7-Eleven

stores throughout the year.

continued on page 22
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“e average privately-held gasoline station
made only two cents of profit on each dollar of
gas sales last year, according to Inc. Magazine.”
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strongest average margin that private
gas stations had seen in the past ten
years. ￼

McDonald's Labor 
Ruling Could Impact
Franchise Industry

The general counsel of the National
Labor Relations Board (NLRB) recently
ruled that McDonald’s qualifies as a joint
employer of workers at its franchise
restaurant locations, a decision that—if
upheld—could hold the company respon-
sible for employee conditions and ease the
fast food industry’s path toward unioniza-
tion, reported Fortune. McDonald’s said
it plans to contest the decision. The ruling
came in response to 181 unfair labor
practice complaints filed in New York by
the Fast Food Workers Committee, which
accused McDonald’s of retaliat-
ing against workers who
took part in organized ac-
tivity. Finding that 43 of
those complaints had
merit, the NLRB
general counsel
said that he
would include
McDonald’s as a
joint employer in
those cases going forward.

The ruling could spell potential up-
heaval for the fast food industry—which
for decades has largely operated under the
franchise structure—and for other fran-
chise systems, as well. According to Los
Angeles Times business columnist Michael
Hiltzik, the ruling punches a hole “in the
claim used by retailers and restaurant
chains to dodge responsibility for their
front-line workers: that working condi-
tions are set by the small businesses oper-
ating the franchises, not by corporate
headquarters.” He added, “McDonald's,

continued from page 20
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     Long before 7-Eleven started using the
CDC to deliver goods, there must have
been plenty of discussion and testing to
ensure the CDC was capable of taking on
its role. Input from various committees
must also have been taken into account,
aside from examining the then-existing
systems of distribution. In retrospect one
wonders whether the role dictated the or-
ganization, or the organization dictated
the role. I am making an endeavor to state
the role, functions, gains, and above all the
relevance, of the CDC.
     The infrastructure of the CDC was de-
veloped to provide daily distribution of
perishable merchandise like milk, hot
dogs, taquitos, burritos, and other fresh
food products, so as to reduce stocking
and provide smaller quantities for sales to
the stores. Besides this primary function,
other roles for the CDC included:
• Reduction in the cost of goods by nego-
tiating COG with vendors who do not now
need to supply to individual stores and
could in turn supply at a “Bulk Breaking
Point” where the supplies received from
the vendors are broken into store loads
and dispatched.
• Reduction in the minimum quantity that
the stores could order—smaller LDU due
to the distribution being on a daily basis.
• Better control of the foodservice items
being fresher and in stock; stores would
not have to wait for the McLane ordering

cycle.
• Remove the
middlemen to
save on costs.

Currently, the
CDC is deliver-
ing tobacco,
limited items of
confectionary,
limited drinks,
food, bakery,
and some other
items to stores
to provide con-
venient mer-
c h a n d i s i n g .

Some franchisees,
however, feel that
CDC has not de-
livered on many
of the points it
promised. 
     For instance,
most of the ven-
dors who were
supplying the
stores before the
CDC are still doing
the same without
any reduction in
their visits. Also,
the handling charges of these vendors are
much less than what the CDC charges. Fur-
thermore, the system of increasing the cost
with shortages reported by the stores was
not taken well by some franchisees. For
some time, the LDUs remained small, but
gradually were increased to even more than
the original LDUs of the original suppliers.
     There is a general feeling among the
franchisees that the new items not de-
signed to be part of the CDC distribution
were added and LDUs of the existing
items were raised exponentially to do
more business in terms of dollars, and
thus provide sustenance to the CDC. So,
they are questioning if there was ever a
monetary gain to the franchisee and if the
CDC ever fulfilled the role and charter that
it was designed to meet. 
     The need for quick delivery of high po-
tential items is driving some of the food-
service and convenience chains to create
their own distribution systems. Some, like
Kwik Trip and Sheetz, are investing in dis-
tribution centers and warehouses that ac-
commodate direct store delivery (DSD),
where the company ordering the product
is also the company delivering the prod-
uct and merchandis-
ing. In view of the
present environment,
is there a need to re-
align the CDC to meet
the aspirations and
our business needs? n

continued on page 24

The Role Of The CDC 
In Our Businesses
By AJ Handa, President, Greater Seattle FOA

“All the ven-
dors who were
supplying the
stores before
the CDC are
still working
with us in the
same way
without any
reduction of
their visits.”

AJ HANDA
CAN BE REACHED AT

425-308-1216 or 
ajinderhanda@

hotmail.com

“Is there a
need to 

realign the
CDC to

meet our
business
needs?”
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like many other franchisors, exercises rig-
orous control over almost all aspects of a
franchisee's operations—uniforms, food
quality and preparation, store design,
hours, prices.” But when the chips are down
and trouble arises, Hiltzik said, the fran-
chisors “claim that they just provide a big
umbrella under which thousands of small
businesses find some shade.”

IKEA Increases 
Minimum Wage

Furniture retailer Ikea is hiking the
minimum wage for its workers to an aver-
age $10.76 an hour, adjusted in different
areas for cost of living, CNN Money re-
ported. Ikea workers in Woodbridge, Vir-
ginia will get the highest—at $13.22 an
hour. Workers in Pittsburgh and West
Chester, Ohio will get the lowest, at $8.69.
The changes go into effect on January 1,
2015. On average, Ikea's pay change will be
a 17 percent increase, the company said.
Ikea will base the pay differences on the
MIT Living Wage Calculator, which takes
into account the cost of housing, food,
medical, transportation and taxes.

Banks Not Ready For 
Smart Credit Cards

Despite the hacking theft of some 40
million debit and credit card numbers from
Target last holiday season, most banks say
they are not yet ready to begin large-scale
distribution of the more secure cards that
are common in Europe, reported the Boston
Globe. Issuers have said the Target breach
has spurred them to work harder to
meet an October 2015 deadline to
replace the current cards with
ones whose microchips
generate unique codes
for every transaction.
The chip cards—also

continued from page 22

California Senate 
Approves Fair 
Franchising Bill

The California Senate recently voted
23 to 9 in favor of Senate Bill 610, a

measure that gives franchise owners more flexibility in managing their businesses. It
now awaits Governor Jerry Brown's signature to become law. Backers of Senate Bill 610
called the measure a boon to small business owners, giving them more freedom to sell
their franchises and making it more difficult for franchising parent companies to cancel
contracts, reported the Sacramento Bee. They said owners of franchises currently have
little leverage in shaping the terms under which they can run their stores. The measure,
which was sponsored by the American Association of Franchisees and Dealers, also
reinforces the right of franchisees to join and participate in franchisee associations.

California Minimum Wage Increase Kicks In
        California’s minimum wage rose one dollar on July 1 to $9 an hour, reported the
Los Angeles Times. The state's new minimum wage is the fourth highest in the country,
behind the District of Columbia at $9.50 an hour, Washington
state at $9.32 and Oregon at $9.10. California's minimum
wage is scheduled to rise again to $10 an hour on January 1,
2016. The city of San Francisco, which has the highest mini-
mum wage in California at $10.74 an hour, has put a measure
on the November local ballot to gradually raise it to $15 on
July 1, 2018, and index it with inflation. The Bay Area cities
of Oakland, Berkeley and Richmond are considering similar
moves. In Los Angeles, the City Council is working on a law
that would raise minimum wages for thousands of hotel
workers to at least $15.37 an hour starting July 2015.

Indiana C-Stores File Federal Appeal Over Cold Beer
        The Indiana Petroleum Marketers and Convenience Store Association (IPCA) an-
nounced recently that they will continue their legal challenging Indiana’s law governing
the sale of cold beer with an appeal in federal court, and a lawsuit in state court chal-
lenging Indiana’s alcohol law. Under the current law, convenience, grocery and pharmacy
stores are only allowed to sell beer warm, while their competitors in the carryout market
are allowed to sell beer cold. A U.S. District Court’s decision in June failed to overturn

this old law.
In the federal appeal filed in July in the U.S. Court of Appeals, Seventh Circuit,

IPCA and its members claim there is no rational basis to allow liquor stores to
hold a monopoly on cold beer, particularly when their compliance rate with

Indiana alcohol laws is so poor. In addition, the IPCA and its members have
filed a lawsuit in Marion County Superior Court claiming Indiana’s alcohol law re-

garding cold beer sales violates the Indiana Constitution. 

California’s new 
minimum wage is the
fourth highest in the
country, behind the
District of Columbia,

Washington state 
and Oregon. 
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        California, Maine, Massachu-
setts and Pennsylvania have each
introduced legislative bills in the
past several years regarding fair
franchising, and each of these bills
is geared toward creating more ac-
countability and stricter rules be-
tween franchisees and franchisors.
Although each bill is slightly different, the
overall focus is to improve the relationship
between franchisor and franchisee in a va-
riety of matters.
        For instance, the bills stipulate that a
franchisor must allow a substantial amount of
time for a franchisee to fix any failure of agree-
ments before termination, a franchisee would not be
obligated to remain open during unprofitable business hours, and a
franchisee would be free to join and participate with other fran-
chisees in associations. Of all the measures, Senate Bill 610 in Cali-
fornia and House Bill 1620 in Pennsylvania look the most promising
for success thus far. Here is the most recent information for each bill:
        California has introduced two bills—Senate Bill 610 and Assem-
bly Bill 1141. SB 610 focuses on protecting franchise relationships and
allowing storeowners to join franchisee associations. The bill also
seeks rights for franchisees regarding sales, transfers and terminations,
so a franchisor would not be permitted to waive any prior agreements
with their franchisee. This measure would also give individual fran-
chisee associations more leverage when it comes to negotiating agree-
ments and terms with franchisors. SB 610 passed the Senate on May
28, 2013 and was read for a second time on July 1, 2014. It was ordered
to a third reading on August 4. It passed the Assembly on August 14,
the Senate on August 22, and now awaits the governor’s signature. 
        The second bill in California, AB 1141, concentrates on increas-
ing and clarifying both termination and transferring rights for fran-
chisees. Unfortunately, the bill was filed with the chief clerk pursuant
to Joint Rule 56, meaning it was returned to the Chief Clerk of the

Assembly and will inevitably
be delayed. The Senate and
Assembly in California are
in session January through
August of each year. 

The latest news for Maine’s
fair franchising bill—Leg-
islative Document 1458—is
not looking good for fran-
chisees. The bill held
through the second year of
the legislative cycle to be fur-
ther studied, but in April of
this year it was “indefinitely
postponed,” as the House

agreed to put off the bill and ac-
companying papers. LD 1458 was
placed in legislative files and is
considered dead for now. This bill
would have allowed franchisees to
close their stores between 10pm
and 6am, renew their licenses
without an increase in fees or roy-

alties, and set their own prices on
products they sell. Maine’s legislature is in

session January through May of each year.
On June 10 of this year, Massachusetts

Senate Bill 73 (S73) was discharged to the Commit-
tee on Senate Ethics and Rules to further examine

the bill. Unfortunately, this often indicates that a bill will not be ad-
vancing. Bill S73 attempted to establish the need for a good cause in
any franchisee termination and to prohibit the restriction or inter-
ference of a franchise transfer. Some other details of the bill coincide
with Maine’s LD1458, such as allowing a franchisee to close during
the unprofitable hours of 10pm to 6am. Massachusetts’ legislature is
in session all year. 

        Pennsylvania House Bill 1620 is currently in the House’s Con-
sumer Affairs Committee, and has been since July 2013. This bill
would require that a franchisor provide a written notice to the fran-
chisee owner at least 120 days before establishing another nearby
franchisee. In addition, franchisees would be permitted to purchase
necessary items from a number of approved sources. Pennsylvania
does not currently have a franchise law; this bill aims to bring balance
between the franchisors and franchisees and make agreements be-
tween them more equitable and fair. There is no indication regarding
the next steps for the bill at this time. The Senate and Assembly in
Pennsylvania are not currently in session; they meet early January
and go through early July, and then again from mid-September to
mid-November.
        As with many legal processes, the journey of fair franchising leg-
islation has been gradual for these four states.
The bills in Maine and Massachusetts, and
the Assembly bill in California, do not ap-
pear to be moving forward. However, keep
your eyes on SB 610 in California and HB
1620 in Pennsylvania for their progression. 

CONTACT JASON 
520.232.9840 

jmiko@
russellpublic.com

“California Senate Bill 610, which
focuses on protecting franchise rela-
tionships and seeks rights for fran-
hisees regarding sales, transfers and
terminations, has passed and awaits
the governor’s signature.”

“Pennsylvania House

Bill 1620 would

require a franchisor

to provide written

notice to the fran-

chisee owner at

least 120 days be-

fore establishing a

nearby franchise.”
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Legislative Update
Fair Franchising Legislation 

In Four States
By Jason Miko, NCASEF



known as smart cards and EMV
cards—make it more difficult for
thieves to use fake cards made with
stolen data.

However, a report by a Boston-
based consultancy, Aite Group, esti-
mates 30 percent of credit cards and
nearly 60 percent of debit cards will
not have the new technology by Oc-
tober 2015. After that date, the pay-
ment processors Visa and Master-
Card have said, any card issuer or re-
tailer that has not adopted the new
technology will foot the bill for any
fraudulent transaction that could
have been prevented by EMV chips.

NACS Unveils Fresh 
Convenience Program

NACS and the United Fresh Produce
Association recently announced a new
partnership to significantly increase the
sales of fresh produce in convenience

stores. NACS and
United Fresh plan
to identify best
practices that can
be shared across
the industry to as-
sist convenience
store operators in
developing their
own fresh produce
supply chains and
in-store manage-
ment. With more
than 151,000 loca-
tions across the
country, conven-
ience stores are in-
creasingly seen as

a convenient destination for consumers to
buy fruit and vegetables. In 2013, produce
sales at convenience stores were up 16.7
percent, more than doubling the overall 7.3
percent growth rate of produce in the
United States.
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continued from page 24

The Coca-Cola Company and Monster Bev-
erage Corporation announced that they
have formed a long-term strategic partner-
ship that is expected to accelerate growth for
both companies in the fast-growing, global
energy drink category. As part of the deal,
Coca-Cola will transfer ownership of its
worldwide energy business to Monster,
and Monster will transfer its non-energy
business to Coca-Cola. • The number of job
applicants at Gap and Old Navy jumped 10
percent after Gap announced plans to raise
its hourly wage to $9 this year and $10
next year, reported Bloomberg. • The city of
Boston recently installed solar-powered
benches called "Soofas" that allow two
phones to be charged at a time and also col-
lect information like air quality and noise level
data, reported Dailytech.com. The city teamed
up with MIT Media Lab firm Changing En-
vironments to make the benches. • The
National Retail Federation calculated retail in-
dustry employment (excluding autos and
gasoline) increased by 27,000 jobs in July.
The NRF also calculated that retail gained
232,000 jobs year-over-year. • Americans
get 5 billion emails a day that are de-
signed to do nothing but sell them
things, and 70 percent of them are
viewed on mobile devices, according to
PYMNTS.com. • Circle K parent company Ali-
mentation Couche-Tard may continue its c-
store growth by teaming up with U.S.
supermarket chains like Kroger or Safeway
and operating their gas stations, reported the
Financial Post. • General Mills said it plans to
remove aspartame from its reduced-calo-
rie yogurt Yoplait Light and replace it with
sucralose, the sweetener used in Splenda, re-
ported the Associated Press. • NXT-ID has in-
troduced Wocket, a next generation smart
wallet designed to protect your identity with

continued on page 34

“NACS and
United Fresh
plan to identify
best practices
that can assist
convenience
store operators
in developing
their own fresh
produce supply
chains.”

www.ncasef.com
Visit the National Coalition’s

website at

Thanks For The Honor!
What a surprise it was to be invited to the 2014

NCASEF Convention and Trade Show. Visiting old

friends and acquaintances, plus making new ones, is

the biggest void we have felt since leaving our 7-Eleven

store in 2012. While leaving the 7-Eleven system was

not an easy decision, we recall with fondness the many

good people we met over the years, from customers

and franchisees to vendors, plus many SEI folks.

The highlight of the week was being invited to

the stage during the Grand Banquet for an award for

meritorious service to the system. We were deeply

humbled. We would like to thank the NCASEF Executive Board and

leadership team for the generous outpouring of friendship and support.

This business has always been about relationships—franchisee to

customer, franchisee to vendor, franchisee to their employees, and yes,

franchisee to SEI. May it always remain so!

—Mike and Cheryl Foster, St. Louis, Missouri

continued on page 30
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Family Dollar Expands
Beer & Wine Offerings

Family Dollar has been experimenting
with selling beer and wine at about 200 of
its stores this summer, and the results have
been strong enough for nationwide expan-
sion of the program, reported Bloomberg
Businessweek. The discount-store chain has
been stocking up on grocery items to spur
more business as the U.S. economy contin-
ues to batter its core, low-income cus-
tomers, who have been making fewer trips
there and spending less money. Family
Dollar announced the accelerated alcohol
strategy in mid-July after reporting another
weak quarter, with hopes that the strategy

will encourage customers to return to the
stores more frequently.

Higher Minimum Wage
Benefits Workers

A new study and interactive map re-
leased by international relief and develop-
ment organization Oxfam America shows
for the first time the real benefits in every
Congressional district in the country of a

$10.10 federal minimum wage. According
to the study, raising the minimum wage to
$10.10 will not only help millions of Amer-
ican workers earn an extra $1,300 a year—
enough to buy 10 weeks of groceries for a
family of four—but will also give nearly 14
million women in America, including 6
million working mothers, a raise; support
14 million American children in low-wage
families; provide nearly three million work-
ing single parents with greater financial se-
curity; and infuse about $32.6 billion into

the U.S. economy.
While a Con-

gressional Budget
Office report re-
leased earlier this

www.ncasef.com
Visit the National Coalition’s

website at

“Raising the minimum wage to $10.10 an
hour, an extra $1,300 a year, is enough to
buy 10 weeks of groceries for a family of four.”

continued on page 78
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BY JOE GALEA, EXECUTIVE CHAIRMAN, NCASEF

       Since becoming chairman of the Na-
tional Coalition, one of the issues that has
been brought to my attention consistently
has been the reclassification of 7-Eleven
franchisee operating expenses. This was
brought to SEI’s attention in February,
and at our Portland Board meeting in
May it became a bigger issue of concern
with franchisees. During our recent con-
vention in Orlando, many franchisees ex-
pressed the same concern as well as their
frustration because there really is no clear
understanding as to what expenses are al-
lowed anymore.
       Generally, up to about mid-2013, SEI
has pretty much accepted all of the oper-
ating expenses we’ve submitted in our fi-
nancials. But between then and now, SEI
has been examining the expenses we list
more closely and has been changing what
is allowed as operating expenses.
       Allowable operating expenses are
listed in our franchise agreement as Ex-
hibit F. The definition includes ten cate-
gories of expenses or credits permitted to
be charged against the Open Account.
But there is a catchall that allows other
miscellaneous expenditures as operating
expenses, which SEI has not disclosed to
the franchise community.
       Basically, some of the operating ex-
penses that were acceptable in the past SEI
is now disallowing. For instance, outside
landscaping and maintenance is clearly
permitted in the franchise agreement, but
in some cases it is being removed by SEI.
Interest on lines of credit used to maintain

minimum net worth
are now being voided
out. Travel expenses
between stores or to
meetings are being

looked at a lot closer. Group health in-
surance is now being disallowed, and
in some cases is being charged back,
along with telephone lines for the
stores. Anyone who may have pur-
chased a laptop or a computer for
home use pertaining to the business
is being declined when they try to list
it as an operating expense.
       There is concern among fran-
chisees that allowable operating ex-

penses are being decided arbitrarily, and
franchisees have no recourse to correct
the expenses they have already submitted.
Additionally, there is concern that once
these expenses are moved to unautho-
rized draws it is inflating the franchisee’s
income and not really reflecting the true
income of the store. The bigger question
is where can we draw the line in trying to
get this rectified.
       We consulted our general counsel Eric
Karp about this, and his understanding is

that under the franchise agreement SEI has
reserved the right to make a reasonable
judgment about whether a miscellaneous
expense is allowable regardless of the clas-
sification by the Internal Revenue Service.
We can argue whether their judgment is
reasonable or not, but in the agreement

they have expressed that they do reserve
this right, which they are apparently using.
       More worry is placed on franchisees
when they review these financials and see
these expenses being removed because SEI
has of late been using strong-arm tactics
for what could be considered curable in-
fractions. I have found out that in some
cases, if you do have one of these charges
that has been applied to Unauthorized
Draw, you should create a case within 72

JOE GALEA
CAN BE REACHED AT

831-426-4711 or
joeg@ncasef.com

“Since 
about 

mid-2013,
SEI has been

examining the expenses we list
more closely and has been

changing what is allowed as 
operating expenses.”

“There is concern among franchisees that allowable operating 
expenses are being decided arbitrarily, and franchisees have no
recourse to correct the expenses they have already submitted.”

A True Analysis Of Your Monthly Financial Statement 

continued on page 34



biometrics and replace
all the cards in your
wallet, with no smart phone required. • CFI
Group's Retail Satisfaction Barometer re-
veals that the use of mobile applications
for shopping purposes doubled in the
past year, with 41 percent of consumers ac-
tively using mobile apps while shopping. •
Drivers prefer to fuel their cars at grocery
stores and wholesale clubs rather than at
traditional gas stations, according to a study
by Market Force Information. • On August 1,
Minnesota’s minimum wage increased to
$8 from $6.15, the first of three annual hikes
that will push the state’s minimum wage to
$9.50 by 2016, reported the Pioneer Press. •
Toyota is launching its hydrogen fuel-cell
sedan in the U.S. next summer, reported PC
Magazine. The sedan features performance
similar to that of a gasoline-engine vehicle,
with a cruising range of 435 miles and a refu-
eling time of about three minutes. • Almost
1.2 million shoplifters and dishonest em-
ployees were apprehended in 2013 by just

continued from page 28

continued on page 49

hours to research and possibly reclassify.
This entire situation puts a burden on our
relationship with SEI because nothing is
clearly spelled out in terms of allowable op-
erating expenses. 
       Back in February, the National Coali-
tion reached out to SEI and offered to work
with them in trying to define a policy that
we could send out to all franchisees to clar-
ify it and make it work. The National
Coalition has shown, and continues to
show, our willingness to work with SEI co-
operatively on our national standards re-
garding operating expenses in order to
avoid the inconsistent application of these
standards in all parts of the country. We
will continue to work on a resolution to
this issue because it's probably the concern
I’m hearing most from franchisees and
represents the majority of the calls we re-
ceive at our national office. 
       I want to take this opportunity to
thank all of the franchisees, our vendor

partners, the executive team, my office
staff and the volunteers who worked to-
gether to make our national convention
and trade show in Orlando very success-
ful. My biggest enjoyment was being able
to actually communicate one-on-one with
a lot of folks and talk about our business.
Thank you all for the support you have
given to the National Coalition, and
please feel free to reach out to me any
time you may need assistance.  

Monthly Financial Statement
continued from page 33

“This entire situation puts a
burden on our relationship

with SEI because nothing 
is clearly spelled out in terms

of allowable operating 
expenses, even given the 

extensive IRS guidelines.”
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       On August 22, the National Coalition
filed a revised complaint to SEI’s new Se-
curity System and Monitoring Amend-
ment, which allows the company to
remotely monitor our stores via the new
DVR security surveillance system. The
circumstances leading up to this moment
began in 2012, when SEI first started
rolling out the new security system.
       Prior to the new system, all 7-Eleven
stores were equipped with a rather anti-
quated VHS security system, with the
camera recording system located in the
franchisee’s office. This system did not
give SEI the capability to monitor our
stores from a remote location, and the
security amendment to our franchise
agreement only allowed company per-
sonnel to enter our stores and review the
security camera recordings in cases in-
volving a slip and fall or a crime or casu-
alty or some other accident or law
enforcement need. SEI could do this
only with the consent of the franchisee,
and typically needed to ask to gain access
to the recordings.
       About two years ago, upon persistent
demand by franchisees to upgrade the se-
curity system in our stores because the
VHS system was so old, SEI spent some
$40 million to roll out a new, upgraded,
state-of-the-art DVR system to all stores
in the country. This new security system
features the latest surveillance camera
hardware with 24/7 digital audio and
video recording capabilities, and all the
videos are stored off-site. Additionally, the
new system monitors POS data and alerts
the Asset Protection folks in Dallas of any
nefarious activity. Even more importantly,
the new system then makes it possible for
SEI to remotely view any store in the
country, from Dallas, whenever it wants.

       Needless to say, the franchisee com-
munity is less than thrilled by this aspect
of the new DVR security system. Al-
though SEI still maintains they will use
video recorded by the DVR security sys-
tem only in cases involving crime, casu-

alty, slip and fall, or fraud by a franchisee
or his/her employee, we remain con-
cerned about SEI using that information
to monitor all aspects of a franchisee’s
store: when we come in, when we leave,
who has what uniform on, how long the
hotdogs have been on the grill, how long
the coffee has been out, which vendors
are coming into the store, and many other
in-store activities. It's like big brother
watching us all the time and they have all

that data to mine and potentially hold
against us at their will.
       After much discussion, the National
Coalition Board of Directors agreed that
the franchisee agreements we signed
didn’t give SEI the right to physically
watch us, 24 hours a day, every day of the
year. We agreed that unrestricted remote
access was not part of our original agree-
ments, and we voted to dispute it through
mediation in May 2012. After several
meetings and conference calls, the formal
mediation session actually took place in
December 2012, and we went through
some three or four rounds of back and
forth offers in an effort to find a middle
ground both sides could agree on.
       In the first few months of 2013, with
all the negative publicity on the East
Coast involving several franchisees, illegal
immigration and fraud, and ICE, Home-
land Security and the IRS, SEI pulled their
last offer from the mediation table. They
said they would not mediate again until
after the East Coast issues were settled. By
October 2013, there was no indication
that SEI was going to return to the medi-
ation table any time soon. In the mean-
time we were hearing franchisee-reported
incidents wherein the recordings from
the DVR security system were used by the
Operations team to confront franchisees
and say, “We've seen you do this,” or “We
saw a vendor standing there too long,” or
“Your employees managed the grill with-
out gloves.” Even as SEI was insisting they

“SEI maintains they will use video recorded by the DVR
security system only in cases involving crime, casualty,
slip and fall, or fraud by a franchisee or his/her employee.”

Finding Middle GroundOn The DVR Security System

continued on page 38

BY JIVTESH GILL, EXECUTIVE VICE CHAIRMAN, NCASEF

“The franchisee community
is threatened by the

prospect of being watched
round the clock.”



were not fishing for information to use
against us, and that they don’t have the
physical capacity to watch 8,000 stores,
some aggressive Operations team mem-
bers had looked at the recordings and
went into stores to intimidate franchisees.
       In October 2013, at our meeting in
Dana Point, the NCASEF Board decided
to move ahead and file a lawsuit on the
basis that remote viewing violated the
terms of the Security System and Moni-
toring Amendment. However, NCASEF
had a change in chairman, so the lawsuit
did not get filed at the time. At the first
meeting of this year in Dallas, the issue
was brought up again and the consensus
was to continue with the lawsuit. While
we were preparing it, SEI cancelled the
amendment and issued a notice saying
the 2014 amendment that we signed had
expired back in June 2013.
       Basically, SEI said we had no Security
System and Monitoring Amendment for
about a year. This seemed like a legal ma-

neuver on their part—to delay progress
on the mediation. When we asked to
eliminate the monthly fee, which pays for
the security system, SEI issued the current
amendment.
       We requested that the stores be given
time to review the new amendment and
not be forced to sign it right away. At the

same time, we revised the original com-
plaint to reflect that we don't agree with
the new Security System and Monitoring
Amendment, and we filed that amended
complaint in August.
       This is not a personal matter with the
company. We are hopeful that both sides
can find common ground, but we have

agreed to disagree and let legal minds set-
tle the matter. As franchisees we are over-
joyed at the prospect of help with theft,
accidents and slip and fall, and we under-
stand that intelligent use of new technol-
ogy inside the store helps our franchised
system move forward. SEI maintains on
their side that they won't use the informa-
tion collected by the DVR security system
to abuse or intimidate us, but we have
seen some evidence to the contrary.
       The thought of big brother looking
in on us every day and shaking their fin-
ger is disconcerting, but if both sides are
sincere in their efforts there is a good
possibility that we can come up with an
amendment that's acceptable. The ob-
jective of this action is to find a mutual
solution. We want to avoid prolonged
litigation, for the
good of the system,
the company, the re-
lationship and fran-
chisee moral.  

JIVTESH GILL 
CAN BE REACHED AT

209-481-7445 or
j2jgill@aol.com

“We remain concerned SEI
will use this information to

monitor all aspects of a
franchisee’s store.”

Finding Middle Ground...  continued from page 37
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       In my high school and college years,
I proudly worked in retail. Each of my
employers reminded me to always re-
spect the customer, because without
them, they would correctly say, I would
not have a job. In my later years as a
shopper, I have rarely encountered
someone who did not treat me with the
same measure of respect that I, having
been once been in their shoes, always
give them. On those occasions when I’m
not properly treated as a customer I
pause and say, “Excuse me. I’m a bit
confused. Perhaps you could help me?
Please remind me: Which one of us is
the customer?”
       In the case of SEI and the relation-
ship between McLane, FM Facility Main-
tenance, TNG GP, and other vendors on

the one hand, and the franchisees on the
other, your franchisor has been saying
one thing and doing another. "Watch
what we do, not what we say,” was the fa-
mous advice President Richard Nixon’s
first Attorney General, John Mitchell,
gave the press at the onset of the Nixon
presidency in 1969. This is good advice
for us to follow in examining what SEI is
saying and what it is doing in this area.

What SEI Says
Your franchise

agreement makes
plain that you are

the customer of McLane and other
suppliers. Section 15(g) of the franchise
agreement describes the franchisee as
the purchaser of the inventory for the
store. SEI takes the position that the
franchisee bears the risk of loss, theft
and spoilage with re-

spect to that inven-
tory, all of which are attributes
of a purchaser and owner of that inven-
tory. In addition, under the franchise
agreement, SEI pays McLane, the CDCs
and other vendors “on your behalf,”
meaning that it is paying your debt to
those vendors. This makes you the
buyer and the customer.
       These provisions of the franchise
agreement must be read in concert with
section 2 of the franchise agreement,
which states clearly and conspicuously
that the franchisee is an “independent
contractor” who is not only permitted,

but required to “control the manner and
the means of the operation of the Store.”
Of course, one of the central aspects of
the operation of the store is the pur-
chase of inventory. 
       For its part, SEI has repeatedly
stated that the franchisee and not SEI is

the customer of McLane. For example,
in emails sent by the Logistics
and Demand Management Team
on July 17, 2012 and March 26,
2013, SEI stated, “The 7-Eleven
Franchisee is the customer of
McLane… We want McLane and
the Franchisees to develop the rela-
tionship as business partners…” 
  In addition, under the franchise

agreement, SEI is required to use com-
mercially reasonable efforts to obtain
the lowest cost products and services
from each vendor on a market basket
basis. The market basis analysis is based
upon product mix, service area, pay-
ment terms and frequency of delivery.
In its letter to all franchisees dated July
25, 2011 announcing the five-year re-
newal of the McLane contract, SEI rep-
resented that all franchisees would have
the opportunity to improve their overall

ERIC H. KARP, ESQ., GENERAL COUNSEL TO NCASEF 

“Section 2 of the franchise 
agreement states clearly and 
conspicuously that the franchisee is
an ‘independent contractor’ who is
not only permitted, but required to
‘control the manner and the means
of the operation of the store.’” 

ERIC H. KARP 
CAN BE REACHED AT

617-423-7250 
ekarp@wkwrlaw.com

Who Is the Customer, Anyway?

continued on page 42

“Increasingly, SEI has been acting in a
manner that contradicts their assurances
that the franchisee is the customer.”



wholesale net cost, stating “we are com-
mitted to working aggressively to con-
tinue to lower our cost of goods…”

What SEI Does
       Increasingly, SEI has been acting in
a manner that contradicts their assur-
ances that the franchisee is the cus-
tomer, as if its assurances had never
been given and the relevant provisions
of the franchise agreement did not
exist. SEI leverages the fact that it has
the contractual relationship with
McLane, not to mention with many
other similar vendors who see SEI as
the gatekeeper, and thus has become
the party to whom these vendors must
listen and accommodate. This means
that the terms and conditions of the
economic relationship between the
franchisee as the customer and the sup-
plier as the seller have been taken over
by SEI. This has resulted in higher costs
of goods, increased labor costs, and
many inconveniences and operating in-
efficiencies to franchisees.
       • SEI has taken to actually placing
orders with McLane for inventory, to be
delivered to a store, without any prior
notice to or the consent of the fran-
chisee. This is not a case of SEI trying to
be helpful, because in many circum-
stances the inventory ordered is exces-
sive, and thus does not meet the needs
of the Store. 
       • Some franchisees are being told
that they cannot add items to their
McLane order without permission of
their FC. In one case, the franchisee re-

quested an opportunity to speak directly
to McLane, and was refused.
       • SEI is exercising increasing control
over when orders must be placed with
McLane and other suppliers—what day

of the week, as well as what time of day
they will be delivered and the route
McLane delivery trucks will travel in
making deliveries to franchisees.
       • On May 27, 2014, a Category
Manager for SEI announced that SEI has
decided to move the magazine whole-
sale supply for all store locations to TNG
GP. This change, which again, was im-
plemented without any consultation
with any franchisee, will result in higher
costs of newspapers to franchisees. In
addition, it violates the provision of the
franchise agreement that allows the
franchisee to purchase up to 15 percent
from Bona Fide Suppliers of his/her
choice.
       • On July 31, 2014, a Zone Mer-
chandiser for SEI announced a new
order and delivery schedule for New

England Ice Cream, which was to take
place 11 days later, and about which no
franchisee had been consulted.
       • One portion of the new FM Facil-
ity Maintenance contract requires all
franchisees to pay $62 per month as a
service contract for lighting. For some
franchisees, this is as much as 300 per-
cent of the actual cost of lighting main-
tenance services for their locations.
       • SEI repeatedly fails to ensure that
franchisees receive the kind of service to
which they are entitled from suppliers
and vendors as their customers. For ex-
ample, McLane deliveries often occur
inside the blackout windows (early
morning and lunchtime) and drivers
frequently fail to scan inventory in the
store, often doing it in the truck in order
to save time, which often create discrep-
ancies that are nearly impossible to re-
solve.
       • Prices charged by McLane and the
CDCs are in many instances higher than
the price at which the franchisee could
buy the same product at retail. One
franchisee (who shall remain nameless
for obvious reasons) reported that
McLane charged him $229.10 for a
candy shipment that could have been
purchased at Costco for less than $200.
This may violate the provision of the
franchise agreement that requires SEI to
make a commercially reasonable effort
to obtain the lowest cost of products and
services.
       It is well past time for SEI to match
its actions with its words, to treat fran-
chisees as independent contractors, to
insist that vendors and suppliers treat
franchisees as the customers they are,
and to stop treating franchisees as if they
were store managers. In the coming
weeks, we intend to bring these issues
front and center to SEI and all Recom-
mended Vendors. 
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continued from page 41

“This means that the terms and conditions of the economic
relationship between the franchisee as the customer and the
supplier as the seller have been taken over by SEI.”

Who Is The Customer, Anyway?
“SEI leverages the fact that
it has the contractual rela-
tionship with McLane, not
to mention with many other
similar vendors who see
SEI as the gatekeeper.”
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       Where do we go from here? This is the
big question percolating among members
of the franchise community, SEI, and even
within the vendor community.
       In 1967, Dr. Martin Luther King, Jr.
isolated himself from the demands of the
civil rights movement he helped found.
He rented a small house in Jamaica with
no telephone, and labored over his final
manuscript. In this prophetic work—en-
titled, Where Do We Go from Here:
Chaos or Community?—he lays out his
thoughts, plans, and dreams for America's
future, including the need for better jobs,
higher wages, decent housing, and quality
education.
        Sadly, the country still is not where Dr.
King would have wanted it to be. Why?
Simply put—corporate greed! This greed is
beginning to kill the American dream.
Think about the most recent financial melt-
down. Who and what caused it? A handful
of CEOs who put their self-inter-
est and greed over the greater
good. Millions of people lost
their homes, retirement savings,
pension plans and many other
investments, yet not a single
Wall Street CEO has gone to
prison, let alone been charged
with a crime. Finally, the U.S. government
had to step in and bring stability to financial
markets and calm world economies.
        This same virus of rapacious greed has
infected the very fabric of our once thriving

business model. Pol-
icy changes and revi-
sions to the franchise
agreement have effec-
tively taken millions
of dollars from fran-

chisees and moved it to SEI’s side of the
ledger, while sticking franchisees with many
expenses that previously belonged to the
company. Let’s take a look at what has come
our way in the last six years: 
• Fifty percent of the credit card swipe fee

expense, which is estimated to be well
over $80 million.

• Our gasoline income has been taken
away, estimated at over $50 million.

• Our 15-year agreement with no renewal
fees—gone.

• We now have a 10-year agreement, with
renewal fees that will cost hundreds and

thousands of dollars.
• A graduated split fee as much as 57 per-

cent in SEI's favor. Add the 1.75 percent
advertising fee and it is nearly 60 percent
for SEI and 40 percent to the franchisees.
And the more profitable a store is, the
more SEI takes.

• The Assured Gross Income (AGI) has
been eliminated, and there is ZERO relief
for the low volume stores.

• Colossal increases to franchise fees,

which wiped away most of our goodwill.
•Encroachment with uncontrolled and
senseless growth to pad SEI’s bottom line,
with millions of dollars in franchise fees,
all to benefit the company only.
      Okay, I will stop here. So ask yourself
if this is true or not, then ask your field
consultant, market manager, zone leader
or anyone in SEI—if they were the fran-
chisee, would they be happy?
       I did ask this question to the execu-
tive team in Los Angeles when they met
with us in June. The SEI senior executive
in the room answered, “These were poli-
cies. They should never have been there
in the first place and I don't know why
and or who put them there. We knew
these wouldn't be popular decisions.” Not
only were we told that the new agreement
is fair and balanced, he stated that “in cer-
tain stores the franchisee makes more
money than SEI!” 

       My thoughts and the thoughts of some
that gathered after the meeting was that
this administration is not going to do any-
thing to change these issues for the better-
ment of franchisees, and they will continue
to take more from us and stick us with
more expenses. In my opinion, the system
needs a complete overhaul with input from
real franchisees that seek real, deep and
lasting change for today and the future.

WHERE DO WE GO FROM HERE?
BY JAS DHILLON
VICE CHAIRMAN, NCASEF

JAS DHILLON
CAN BE REACHED AT

818-571-1711 
or 

jasdhillon@
rocketmail.com

“SEI needs to 
understand that 
the relationship is
EVERYTHING.”

“Restoring and healing the severely 
damaged relationship with franchisees 
must involve permanent, sincere and 
authentic change on the part of SEI.”

continued on page 49
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       SEI needs to first understand that
the relationship is EVERYTHING, and
that the actions of one of the parties
will always be viewed with suspicion if
the relationship is broken. Ultimately,
sales and profits suffer and no one
gains in the end. Temporary fixes on
small and major issues is not the an-
swer, and neither is a “slogan” or “new”
program.
       Restoring and healing the severely
damaged relationship with franchisees
must involve permanent, sincere and
authentic change on the part of SEI. A
revised checklist is not enough. The ad-
versarial aspect inherent in the current
agreement requires a totally new con-
tract—today! Band-Aid maintenance
and slap dash remodels must give way
to high quality investment in facilities
because our image begins at the curb.

True lowest cost of goods with absolute
transparency must also be the order of
the day. A former CEO of SEI, now long
retired, used to say, “Our job is to get
you the highest quality at the lowest
cost, and if we don’t shame on us. Your
job is to order and sell these products, if
you don’t shame on you.”
       Until SEI truly embraces and prac-
tices what it preaches in their servant
leadership culture, the slogan, "If you're
not serving an external customer, then
serve someone who is,” becomes empty
rhetoric. I want us to go where honest
and fruitful conversation can be the
norm and not the exception. I want a
happy, productive, prosperous and
growing franchise community and not
chaos. I’m sure you all want the same. 
       These are my thoughts, and I’d
love to hear yours. 

continued from page 47

23 large retailers who recov-
ered over $199 million from
these thieves, according to the 26th Annual Retail
Theft Survey conducted by Jack L. Hayes Interna-
tional. • The national average retail gasoline price
was $3.70 per gallon in early July, the highest
average heading into the Fourth of July holiday since
2008, according to the U.S. Energy Information Ad-
ministration. • According to a survey by A.T. Kearney,
90 percent of all U.S. retail sales still occur in
physical stores. Pure-play online retailers like
Amazon account for about 5 percent of total sales,
while another 5 percent go through the online chan-
nels of traditional brick-and-mortar stores like Wal-
mart and Best Buy. • Walgreens, which has been
increasing its grocery offerings, reported its
July sales jumped 6.1 percent compared to the
same month in fiscal 2013. The company also said its
comparable store front-end sales increased 1.1 per-
cent, while basket size increased 3.7 percent. • Cana-
dian c-store retailer Alimentation Couche-Tard
reported its fiscal year 2014 net earnings increased
21.6 percent compared to fiscal year 2013, and its

continued from page 34

continued on page 74
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     Retail Information Service Evolution
(RISE) is a new computer program devel-
oped by 7-Eleven that is currently being
tested in four stores across the country, in-
cluding mine in Anaheim, California. As
such, I thought I would share my impres-
sions of the new software.
      The purpose of RISE is to help franchisees
streamline cash reports, simplify the ordering
process, and better manage inventory. SEI pro-
vided a dedicated team to each test store to
help smooth out any bumps during the imple-
mentation, including seven people in Dallas
who are available 24/7 for support. Initial
download of the software took about six hours.
     As one of its major functions, RISE
streamlines the cash report. Rather than
going to multiple screens there is now one
main screen when you do your cash report.
There are also tabs you can open up without
leaving that screen, with multiple functions
for lotteries, POS systems and cash manage-
ment. This simplifies everything so you can
stay on one main page to process it.
     With RISE, I would say ordering is really
expedited. There are now more functions on
one page and it is more user friendly for the
order writer, because additional information
is available. From that standpoint it is much
easier to place an order. There are also mul-
tiple items on a screen rather than one item
per screen, which
makes ordering
faster. Addition-
ally, with this new
software the or-
ders are approved
every ten min-
utes automati-
cally so there is
no chance to for-

get. With the previous software you could
place an order and forget to approve it, then
the order would not arrive. Now, if you keep
ordering, the system automatically approves
the order every ten minutes. 
      RISE contains many improvements in in-
ventory management. For one, it tells you the
quantity of your inventory—it will tell you
how many days of product you have available,

when you are going to run out, and when your
next order date will be. So it lets the order
writer know, for instance, that your store is
going to run out of Monster Energy on
Wednesday and the next order date is Thurs-
day. This is a very positive improvement.
     It will also identify your best selling items,
your slow sellers and your dead items. It will
show you if you have an item that sells only
one unit per month, or if it would take ten
months to sell a particular item. It will show
you in real dollars how much inventory you
have sitting, the gross profit on a particular
item, and the amount of money tied up in

dead items. This
makes it easier for
you to focus on
your best sellers
and to cut down
on your dead
items. Overall,
RISE offers better
management of
your inventory. 

      The software update has added Hot Food
to the grill management tool. Previously, we
would have to input the numbers ourselves.
Now the system populates and gives you a
forecast on an automatic basis. It lets you
know your roller grill and hot food sales per
and gives you an automated suggested forecast
based on your real numbers that your staff can
follow. This helps cut down on write-offs.

      As you all know, we currently have an issue
in California where we cannot add three-digit
lottery packs. We can only go up to 99, but we
cannot go up to game numbers 111 or 220.
With the new software we will be able to add
up to four digits. First we're going to three and
eventually we'll have the ability to enter four
digits in five years’ time. Also, when you enter
the lotteries you are doing everything on one
screen. The lottery tool has a lot of efficiencies
built in, as does the rest of RISE, so you'll
spend less time doing paper work. 
     Once SEI is confident that the fran-
chisees in the pilot program don't have any
problems, RISE will be rolled out to all
franchisees nationwide. During this testing
period the company is asking for our opin-
ions and taking our suggestions for im-
provements. Once all the bugs are fixed and
changes are made, I
believe RISE will be a
very helpful tool to
help us manage our
stores. n

“RISE tells you the quantity 
of your inventory—how
many days of product you
have available, when you are
going to run out, and when
your next order date will be.”

New RISE Software Brings
Many Improvements
By Kevin Nijjar
Vice President, FOA of Greater Los Angeles

Franchisee Guest Column

KEVIN NIJJAR 
CAN BE REACHED AT

714-726-4300 or 
knijjar711@yahoo.com

“The purpose of the new RISE (Retail Information

Service Evolution) software is to help franchisees

streamline cash reports, simplify the ordering

process, and better manage inventory.”
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National Coalition Convention Combines 

Franchisee &Vendor Optimism
Five days of business, fun and entertainment marked the 

National Coalition’s 39th Annual Convention and Trade 

Show when franchisees converged on the Dolphin Hotel 

and Walt Disney World July 12-16 in Orlando, Florida.

Over 1,500 attendees including franchisees, vendors and their

families descended on the resort that has something for everyone,

including Mickey, Minnie, Donald, and a fabulous aura 

of honest, family fantasy entertainment, for over 80 years. 

For FOA leaders and NCASEF Board
members, the meeting before the con-
vention began on a serious note, with the
tackling of difficult issues at the National
Coalition Board Meeting for two days
prior to the convention. The mood
quickly shifted to one of business opti-
mism and sales when franchisees gath-
ered for seminars and the annual trade
show, where over 300 companies ready and willing

to share their wares displayed the latest
and greatest products for ordering.

On the first full day of the Convention,
Chairman Joe Galea, the NCASEF officers,
and General Counsel Eric Karp hosted fran-
chisee members in general sessions. Fran-
chisees were able to ask pointed questions
about recent public events involving 7-Eleven,
claims of churning, asset protection monitor-

ing, minimum wage increases, and how to get help
from the National Coalition and local FOAs.

Counsel Eric Karp’s Legal Seminar covered a
range of topics extremely important to franchisees,
including changes to the system, resources being
turned against franchisees, out of stocks, fresh food
standards, audits, FIWs, allowable operating ex-
penses, and how to respond to LONS and breaches.

The spirit of charitable giving was on 
display on the fourth night of the convention
when franchisees, vendors and Franchise Own-
ers Associations themselves ponied up over
$230,000 for the Coalition’s 2014 Charity, Swim
Across America. The money, raised through the
Coalition’s Joe Saraceno Charity Golf Tourna-
ment, silent and live auctions at the convention,
and Franchise Owner’s Association events in
Dallas, Central Florida and San Diego, will 
support SAA’s fight against cancer, and help
raise awareness for cancer research, prevention
and treatment. Over 28 years, with the help of
hundreds of volunteers and current and past
Olympians, SAA has raised approximately $50
million for cancer awareness and treatment,
largely through swim-related events.

The Muscular Dystrophy Association
(MDA), which battles neuromuscular dis-
eases, was presented with a check for
$345,711 from the NCASEF leadership. 
The charity donations for MDA were raised
through the annual mobile and canister 
programs where guests are encouraged to 
make canister donations.

Kellogg’s Mark Gramlich worked with
several FOAs on SAA events.
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PLATINUM
Coca-Cola 

Refreshments

McLane

PepsiCo

GOLD
Anheuser-Busch

FM Facility 
Maintenance 

Kellogg's 

MARS Chocolate, Ice Cream &
Wrigley’s

Nestlé USA Snacks & Confec-
tions

Nestlé Waters

Unilever Ice Cream

SILVER
Acosta

Advantage 
Sales & Mktg

Altria
Bon Appetit 
Crossmark 

Convenience 

Dr Pepper Snapple Group

FIN Branding Group
General Mills

GreenSmartLiving

Heineken USA
InComm

Jack Link's Beef Jerky 
Logic Technology

MillerCoors 

Mondelez International
Perfetti Van Melle USA 

Red Bull North America

Swisher International 

BRONZE
Aon Risk Services
Barbot Insurance

Bolthouse Farms
Bridgford Foods

Commonwealth Altadis 
Dean Foods

Diageo-Guinness USA 
Ferrero USA 

Kan Pak

Kraft Foods Group
Kretek International 

MONSTER 
Energy Company 

Mother Parkers 
Tea & Coffee 

Nestlé DSD/Dreyers 
Nestlé Professional 

Nestlé Purina PetCare 

PATCO Food Safety 

Pugs
Ruiz Food Products 

Shamrock Farms 

Snyder's Lance
Sunny Delight 

Beverages

Swedish Match North America
The Hershey Co.

Whitewave Foods

Anheuser Busch, Coca Cola USA,
and Swedish Match North America all
received the Chairman’s Recognition
Award for efforts above and beyond in
serving the franchised community.

In addressing franchisees Chairman
Joe Galea said, “Franchisee 
dissatisfaction does not affect the rise
of units or SEI revenue. Therefore, the
Coalition must become more strategic,
with plans, and not be just reactive.” 

Check the National Coalition 
website for news of next year’s 40th
Anniversary convention in Chicago!

During the day FM Facility Maintenance

President Trevor Foster, and VP John Pavia

gave a presentation on maintenance and an-

swered franchisee questions. Foster told fran-

chisees that dollars needing to be spent per

store is well below the NACS benchmark, and

uptime for all equipment in all 7-Eleven stores

is above 99 percent. He said that in the future,

all FM technicians will use global positioning

systems and complete real-time reporting on-

line for review by all interested parties.

Wednesday, the last day of the conven-

tion, accounting experts Norm Winslow and

Richard Schwarz of Ser-Vis-Etc., who perform

accounting for some 300 franchised stores in

California, answered any and all accounting

questions franchisees were able to ask. 

The blockbuster two-day NCASEF Trade

Show, always the highlight of the national 

convention, lived up to its billing with over

300 companies providing products ranging

from Lottery Apps that share proceeds with

franchisees, to new baked brownies and 

line extensions by the majority of major 

manufacturers.

On the last night of the convention during

the grand banquet, NCASEF honored several

franchisees and three manufacturers prior to

a blockbuster Disney Revue show with over

30 live actors. Franchisees Mike Foster from

St. Louis, and Gene and Bobbie Villigrana

from San Diego all received the Chairman’s

Leadership Award for their long-term 

contributions to the franchisee community. 

Convention 
Photos

If you attended the 2014 National Convention, take a look at the Convention 2014 Photos atwww.NCASEF.com. Download any photo you want!

A Massive Thanks To Our 
Major Sponsors and Exhibitors!
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July/August

Greater Seattle FOA
AJ Handa, President
        The quarter was marked with signifi-
cant activities that indicated our FOA is
doing extremely well. It takes a dedicated
team and a group of positive-minded fran-
chisees to achieve the things we did this
quarter. I give all the credit to the great fran-
chisees of our FOA who showed their trust
in us. We are all confident that we shall be
able to live up to their expectations.
        Our first FOA trade show was April 3,
2014. The unity and solidarity of our fran-

chisees was so evident that the vendors
could not help but praise it openly. This was
our first trade show, so there was some
doubt about the strength of our member-
ship. But as soon as the first rush of fran-
chisees entered the arena like a torrent, all
these apprehensions were set aside. In addi-
tion, our dedication to our vendors was very
apparent in terms of the number of orders
they received. They all left very happily
with a promise to be our dedicated long-
term partners. We are grateful to Mr. Jivtesh
Gill, NCASEF Executive Vice Chairman,
and Mr. Jay Singh, NCASEF Vice Chair-
man, who graced the occasion with their
presence and added much-needed strength
and momentum to the show.
       Our trade show was also a success in
other ways. A few weeks ago, a natural
calamity of a massive landslide took place
in Arlington, Washington. A large number
of lives were lost and it affected a vast seg-
ment of the community. At the trade show
we collected $2,000 in donations to pro-
vide help to the victims, and our decision
to collect voluntary contributions was
lauded by the community.
        Aside from our first trade show, we
had many other important events. For the

first time in Seattle, the top brass of the Pa-
cific Northwest Zone and top leadership of
the NCASEF met with the franchisees at a
general dinner meeting to address their
concerns. The most difficult questions were
put across in a logical manner to Zone
Leader Larry Hughes and Market Mangers
Holland Ricker and Dave Strachan. Most of
the questions were answered by Zone
Leader Larry Hughes and the market man-
agers in a good way. Not only general ques-
tions about our functionality, but also many

impromptu questions were wel-
comed by these guests. They also
had a one-on-one discussion with
a number of franchisees and prom-
ised them to look into their issues.
        The aim of having the 7-Eleven
hierarchy involved in solving our
day-to-day problems was fully
achieved. The great gesture of
NCASEF Chairman Mr. Joe Galea
and NCASEF Vice Chairman Mr.
Jay Singh accepting our invitation to
attend our general body meeting
went a long way to provide the meet-
ing a different and elevated status. We
all thank them for their tremendous
contribution to our success.
        The Greater Seattle FOA is now busy
with our next grand event: our golf tourna-
ment on July 28. Not settling for even the sec-
ond best, the FOA has chosen the Beer Creek
Country Club in Woodinville as the venue.
The golf course boasts of being Washington's
gem located in the Cascade Mountain
foothills, with lush green rolling terrain and
magnificent Jack Frei-designed championship
layout. Our all-out efforts are on to make this
event a grand success.
       Pacific NW Zone has some mix suc-
cess. Market 2360 has improvement in
fresh food +$37.80 PSD, but total Market
is down by $0.24 PSD. Market 2361 is
doing well in both, fresh food is up by
$41.13 and total Market is +$153.56.

Columbia Pacific FOA 
Bill Huffman, President
        Summer has arrived in the Northwest,
bringing both great weather and tourists, but
also forest fires and destruction. Early this
summer the city of Bend, Oregon lost homes
inside the urban boundaries and the forest fire
was visible from at least one 7-Eleven store. 
       The Columbia Pacific FOA enjoyed
hosting the National Coalition meeting in
Portland in May, which several of our
Board members attended. We certainly
hope everyone had a nice time in Portland
and we hope the National Coalition visits
the Rose City again.

        The John Wilkerson Memorial Golf
Tournament was held July 25. We had 106
golfers registered and the course—just outside
of Salem, Oregon—was praised by the players.
Mother Nature cooperated with sunny skies
and temperatures in the mid 80s.
        Current franchisee concerns include
the Security Amendment, surveys that have
been done via telephone by SEI, where can
the cost of the promotions be found, con-

cern about where the GEA survey will be
going in 2015, the lack of response by
McLane to franchisee requests to rationalize
delivery schedules, and what the 2019 con-
tract will look like.
        Sales in the Oregon stores were up 0.9
percent in June, and up 2.3 percent year-to-
date. Gross Profit was down 4.1 percent in
June and is down 0.7 percent YTD. Total
Selling Expenses are down 3.4 percent in
June, but up 2.2 percent YTD (inventory
variation year to date is down 17 percent).

Net income, before G&A, is down
9.3 percent in June and is down
15.4 percent YTD.

Rocky Mountain FOA
Wayne Mathews,
President

Wow, where has the time gone?
As I near the end of six years as
the President of the Rocky Moun-
tain Franchise Owners Associa-
tion, time seems to have passed
quickly. I look back when the
FOA was founded with our start-
ing membership at 18, and just

seven years later we are one of the largest
FOAs in the country with 200 members.
        The FOA, along with the National
Coalition and all of our members, sent a
message to SEI that the new GEA was un-
realistic. Our voices were heard and SEI
went back to the much shorter previous
form. It may not be perfect, but it’s far better
than the one rolled out early this year.

We are heading into our
annual charity golf event
to support MDA and our
fourth annual trade show,
with both looking to be
our biggest turnouts
again. Looking to the fu-
ture, we will be holding
elections for members in-
terested in joining the
FOA Board for the 2015-
2016 terms. We will be
sending out letters for

self-nominations for those wanting to serve
our membership. We will close the year
with our Holiday party, which will be a
great night to spend with fellow franchisees
and some of our vendor partners.
        We are asking members to provide their
email address and those with either an iPhone
or Android phone to download our free app
to get instant info on all the goings on with 7-
Eleven and our FOA. I want to close with re-
minding all members we have serious issues

“Unplugging
the DVR

would consti-
tute a viola-

tion of the
contract.”

—John Holland, Dady &
Gardner, NCASEF Counsel

July/August    Orlando, Florida

National Chairman Joe Galea said franchisees need to
“reset the relationship between the NCASEF and SEI.”

“The objective of any
mediation is to reach
an agreement.”

—Eric Karp, NCASEF General Counsel

General Counsel Eric Karp said franchisees
must respond to all LONs and breaches in
writing, without exception.

Executive Vice Chairman Jivtesh Gill said
breaches for out-of-stocks shows inconsis-
tent enforcement of standards.

Treasurer Maninder Walia gave an up-
date on the NCASEF’s financial position.

Board members from 39 of 43 Franchise Owner’s Associations met
July 10 & 11, prior to the 39th Annual Convention, to tackle a number
of difficult issues and share opportunities. Topics covered included the
DVR litigation, LONs for out-of-stocks, FIWs, GEA surveys, mainte-
nance, BT, ecigs, McLane deliveries, plus minimum wage increases,
and other legislative issues. Board members also handled a number of
business items including vice chairmens’ regional reports, the trea-
surer’s report, a Vendor Advisory Committee update, and a discussion
of charity involvement with MDA and Swim Across America.

continued on page 62
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that arise quite often, and we need to discuss
these issues at our quarterly meetings, so please
clear your calendar to attend. 

Cal-Neva FOA
Richard Rose, President
        This was a busy summer for the Cal-
Neva FOA and our Reno-Tahoe area. We
began the summer with the largest kick-off
ever in time and dollars invested in a promo-
tion with our vendor partner, Model Dairy.
Every store gave away at least one bike, with
many stores giving away two or more for a
total of 91 bikes. This promotion—while still
early to read—shows some great results, with
sales increasing for the first time this year in
this category and no double-digit decreases at
the start of the promotion. In the Frozen
Treats category we are showing strong
growth. On behalf of the Cal-Neva FOA, I say
thank you to Model Dairy, the Wheelhouse
Bike Store, E-Media and all the committee
members that put this together. The message
to other local vendors is that the Reno-Tahoe
area is primed and ready to work on cooper-
ative promotional campaigns.
        The Reno-Tahoe Market, which covers
Northern Nevada and Eastern California to

Redding, has shown a steady growth of 3 per-
cent monthly. This month, BT deliveries begin
in our area and many stores are eager to start
the process. Vendors have to understand that
under no circumstance are we not going to
service our customers, so if needed our stores
will do what we have to satisfy the customer.
I’m sure that when we look back at the intro-
duction of BT we will see the advantages, es-
pecially when we introduce RISE.

        The major concern for franchisees in our
area is that we are our vendors’ customers and
we are independent contractors, which will de-
termine the operation of our stores. It seems
some of our vendors and service vendors are
forgetting this. We are experiencing this atti-
tude and perception with delivery drivers, as
well as by vendor service representatives,
telling us that only field consultants can make
requests or changes. This is also the biggest
challenge we, as 7-Eleven franchisees, are ex-
periencing with our partner, SEI. Everyone,
vendors and SEI alike, must remember that we
are Independent contractors. 
        The Cal-Neva FOA said goodbye to a
long-term 7-Eleven franchisee when Jim and
Marilyn Lundy recently sold their store. We
extend to them good luck and best wishes.
We also welcome new 7-Eleven franchisees
to our Reno-Tahoe area: Chander Adlukha
and Harjinder and Sunny Kaur.

FOA Of Greater Los Angeles
Kathy York, President
        FOAGLA has been having town hall
meetings to reach out to as many franchisees
as possible. We are going to different cities in
hopes of getting attendance from people who

may not belong to any FOA. Matt
Mattu of the Joe Saraceno FOA and I
are partnering in this endeavor, and
will partner with Bic Siddhu of the
San Diego FOA when we head south.
The purpose of the meetings is to keep
all franchisees informed of current
topics and to get their feedback. Our
Zone is getting ready for RISE. Train-
ing begins in October.

Chesapeake Bay FOA
Stuart Walters, President
       I hope this report finds all doing well as
we approach the tail end of the summer. On
the East Coast, it hasn't been as hot or as
sunny as we have wanted, but life is hardly
ever rough when you live near a beach.
With all the things we deal with as fran-

continued from page 61

Vice Chairman Jas Dhillon reviewed the diffi-
culties franchisees are facing in challenging
SEI on independent contractor status, DVR
access and other legal issues. 

Cal-Neva FOA President Rich Rose said
franchisees must have advertising support
for products and promotions year round
on national as well as local media.

UFOLI President Phil Castaldo suggested
every franchisee change their license ad-
dress to their home or store.

Washington, D.C. FOA President Mark
Chiochankitmun protested the cost of
minimum wage increases for franchisees.

“LONs and Breaches for out-
of-stocks raises franchisee
concerns about the adequacy
of the delivery system.”

—Joe Galea, National Chairman

July/August

continued on page 64
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chisees, I sometimes feel like that Corona
commercial where they talk about finding
your own beach. So with that in mind, I'm
looking to provide you with a bit of beach,
metaphorically. 
        At our most recent FOA meetings we
discussed the great number of awesome deals
that were available at the National Coalition's
trade show a few weeks ago in Orlando,
Florida, as well as the deals we had at our local
show. Orlando is always a great place to have
a convention and trade show, given the vast
amount of meeting space and plenty of things
to see and do. I'm personally looking forward
to our own trade show for next year, as this
past year's was very successful with tons of
vendors and really good deals to be had. The
National Coalitio trade show and local FOA
shows are great venues to see new products
and get great deals. I especially enjoyed the
Reese's folding chair that was given out for or-
dering even better-priced Hershey’s and
Reese's products that I sell every day.
        At our most recent meeting, as with all,
we discussed local issues like labor, opera-
tions, government relations and of course, ac-

counting. One of the thorns in my side for
several years has been dealing with custom re-
tail invoice issues, otherwise known as pro-
cessing S-18s. For some unknown reason
various items entered into the merchandising
system are factored, usually creating an inven-
tory shortage for the franchisee unless the in-
voice corrections are processed before an
audit, but not any later than ninety days after
the invoice. Sounds like fun. It’s not some-
thing I've enjoyed dealing with, but losing
money is way worse. A couple of weeks ago, a
field consultant gave me a tip on how to elim-
inate the factoring I was experiencing—create
a CRP for the item that was factored. I went
into the pricing screen and kept the same
price as the SRP. However, for some reason
the CRP eliminated the factoring.
        I’d like to think I would have come up
with the idea myself to fix the factoring, but it
transpired through the increased communi-
cations encouraged by our market manager,
who put together a group of field consultants,
franchisees and others to discuss local issues
and find resolutions. For the same reasons
that our National Coalition meets with 7-
Eleven, local FOAs should seek to have ongo-
ing meetings with market managers, zone

leaders, and neighboring FOAs. The more av-
enues of effective communication we have,
the better the organization, and hopefully
everyone is finding their "beach." I can't say
that the tip that solved my S-18 issue gave me
my beach, but I was thankful for the informa-
tion as it likely gave me a little more time back
in my day to go to the beach! 

Washington, D.C. FOA
Mark Chiochankitmun,
President
        On July 1, the minimum wage in Wash-
ington, D.C. increased from $8.25 an hour to
$9.50 an hour, with an additional $1.00 an
hour increase per year for the next two years.
By the year 2016 the minimum wage in
Washington, D.C. will be at $11.50. This min-
imum wage increase will cost our franchisees
approximately $15,000 to $28,000 per year,
depending on the size of the payroll.
        The Washington, D.C. FOA has been
reaching out to NCASEF and SEI for help deal-
ing with this issue, which potentially will put a
big dent to our operational budgets and may
put many franchisees into financial hardship,
especially the low volume stores. The mini-
mum wage increase issue will also affect an ad-
ditional 38 states throughout the country in the
near future. The Washington, D.C. FOA lead-
ers had our first meeting with SEI on August 1
to analyze the current situation and develop ac-
tion plans. SEI understands the potential bur-
den minimum wage increases will have on our
franchisees, and our East Coast Operations
Senior Vice President Bill Engen and our Zone

Central Valley FOA President Sukhi Sandu
discussed changes in the new lighting
agreement.

FM President Trevor Foster said fran-
chisees now have 99.35 percent uptime
of all equipment in their stores.

Suburban Washington FOA President
Pete Gragnano said franchisees are con-
cerned about mimimum wage increases.

“The franchise
agreement says
franchisees have
the right to set
retail pricing.”
—Eric Karp, NCASEF General Counsel

Chesapeake Bay FOA Treasurer Brian 
Bonfiglio helped explain a solution for the
factoring problem with S-18s. continued on page 66
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Leader James Summers are committed to sup-
porting our franchisees on this matter. 
        While we know significant minimum
wage increases will certainly hurt us as small
business owners, we also realize that 76 per-
cent of the U.S. population supports these in-
creases (in D.C. 90 percent), which makes it
nearly impossible to oppose minimum wage
increases no matter where it is. 

        To help, SEI has developed an estimated
labor impact worksheet for franchisees to
identify their payroll impact. The company
has also issued a bi-weekly pricing optimiza-
tion survey of key items and competition for
franchisees to use, and is considering using a
targeted retail strategy—NOT a blanket retail
increase. Franchisees also insisted that SEI re-
visit and must do a better job on getting us the
lowest cost of goods both through the CDC
and Hybrid BT (McLane).
        Our next meeting with SEI is set for Au-
gust 26. As a president of the Washington, D.C.
FOA, I believe we are heading in the right di-
rection with SEI. However, I do not believe SEI
is aggressive enough on our recommend sug-
gested retail price increases to offset the mini-
mum wage increase. Also, SEI is hesitating to
use those extra profits generated from the price
increase as an incentive for franchisees to pro-
mote good guest service.
        BT is finally hitting home in D.C. and
franchisees are paying dearly with extra ex-
penses, as many of our employees have to be
out of the store for different training classes and
we have to cover their travel expenses, plus we
have to pay for extra coverage for in-store
learning. I hope all of the sweat, time and
money we spent on BT to populate the "I" will
reward us with sales and profit increases for
many more years to come.

       Washington, D.C. franchisees’ operat-
ing expenses has been blown by the mini-
mum wage increase and extra labor due to
the implementation of the Hybrid BT. How-
ever, our GP% is well above 40 percent and
we will survive. 

UFOLI
Jack W. Rugen, 
Vice President

UFOLI covers Markets 2421,
2422, 2423 and new Market 2424
(Manhattan)—in all, about 450
stores. In an attempt to pump-up
sales the Market Manager in 2422
has instituted a Minimum Retail
Price on cigarettes allowed by law
strategy that incorporates only

those stores south of the Long Island Express-
way (LIE) or South Shore stores. Stores on the
North side of the LIE (North Shore) are not
going with the program since the demograph-
ics are such that Minimum Legal Price (MLP)
is not warranted. The average store loses 2-3
GP% initially. Some stores are picking up 150
customers/day. Initial M/D hurts to the tune
of 2-3 percent, but by about 4 months

breakeven occurs, in many cases.
        It seems it is working for some stores,
but others are losing GP%, GP dollars al-
though their cigarette sales may have in-
creased. Some stores have opted out and
others have returned to SRP. However, the
tactics that the Zone Leader and Market
Manager have implemented fly in the face of

the franchise agreement's paragraph 15 (f),
where it clearly states that the franchisee is
the only one who sets retail prices. Zone
Leaders and Market Manager have used scare
tactics in order to force franchisees into this
price structure in total violation of every
agreement since 2004. The Nassau County
legislature is planning a measure to raise the
cigarette-purchase age to 21.
        Market 2421 has implemented the same
minimum retail price allowed by law policy,
also south of the LIE with similar results. 
        Market 2423 has mentioned it briefly, but
doesn't seem likely. At a recent Retailer Initia-
tive meeting, this MM had some very inter-
esting comments in regard to coffee flavors. It
seems the company has finally listened to the
franchisees in this region and is bringing back
some of the hot coffee flavors that were dis-
continued last year, and is extending the of-
fering of others like Pumpkin Spice. The
state’s new cigarette purchase age of 21 will be
effective January 1, 2015. Current purchase-
age is 19 years in Suffolk County.
        Cigarette discounting is not legal in
Manhattan. There are many new stores that
have been on the sales market for some time
with no suitors. A new cigarette purchase law
of 21 and discounting restrictions went into

effect August 1.
Speedway bought out the

Hess Marts, and QuikTrip
is planning to open many
sites on Long Island. We are
poised to re-capture some
of our cigarette sales from
CVS since their CEO issued
a major policy change on
not carrying cigarettes as of
October 1.

It seems the original plan of
the CDC to "give our cus-
tomers what they want,

when they want it" has fallen to the wayside. It
seems SEI is succumbing to pressure placed by
the vendors who support the CDC program
because dairy is not available on weekends—
the busiest time of the week. Fresh cut fruit and
other major items are also not available certain
times of the week. The Long Island/Queens

“CFA (Coalition of Franchise
Associations) and IFA (Inter-
national Franchise Associa-
tion) together filed suit on the
$15 minimum wage in Seattle.”

“Franchisees
should not be
forced into a
minimum price
structure for
cigarettes.”
—Jack Rugen, Vice
President, United Franchise
Owners Of Long Island

continued on page 68
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CDC was the first to come online in the mid
1990s and we may be the first to fail. In fact, the
Norris family has sold the business to
Lufthansa Sky Chefs. 
        Sales are beginning to trend upward. Most
likely it's the uptick in employment and opti-
mism about the economy.

Baltimore FOA
Barbara Graham, President
        Linda Haddaway, the president of the Bal-
timore FOA for many years, has sold her store
and has stepped down from her leadership role
in our association. She will be truly missed.
Everyone in our association wishes her the best
of luck. News in our area: we had the Doritos
Loaded launch, BT has arrived, and minimum
wages are on everyone's minds. Our FOA has
been working with the other FOAs in our area
on these issues.
        We will be having our annual charity golf
tournament on September 17, benefiting the
Johns Hopkins Children Center. We would like
to thank all of our vendors for their support. 

Suburban Washington FOA
Peter Gragnano, President
        It’s summer time in the Baltimore/Wash-
ington, D.C. area, which means hot and humid
temperatures, thereby driving an increase in
customer counts and vault sales.
        Business Transformation was intro-
duced in the Liberty Zone starting in June,
with the entire zone expected to be on BT by
the end of September. As with any new pro-
gram of this magnitude, there have been a
number of glitches that have hindered its in-
troduction. Ordering windows not opening
as expected, vendor deliveries outside of the
daily cutoff, and implementation mistakes
during the check-in process have all been
part of the learning curve for our area.
        McLane has seen its delivery window
shortened significantly by BT, and has re-
sponded by strictly following the delivery cri-
teria supposedly contained in its contract
with 7-Eleven. In many cases they now refuse
to bring chilled and/or frozen product into

the vault, and insist on following 7-Eleven’s
guidelines as to staging all cartons in a single
aisle, even to the extent of blocking access to
the coffee bar. To date, our franchisor has
been unable persuade McLane to return to
their prior delivery methods, thus causing an
increased workload at the stores.
        In addition to the implementation of BT,
stores in Washington, D.C. saw an increase in
the minimum wage from $8.25 to $9.50 effec-
tive July 1, while stores in neighboring Mont-
gomery and Prince George’s counties will face
a similar situation in October.
        Concerned with the impact on our bot-
tom line, franchisees met with Zone Leader
Jim Summers, Keith Jones of Governmental
Affairs, and Ellen Valentino, the company’s
local lobbyist, to discuss the issue. We were
given the bad news that nationally, approxi-
mately 75 percent of all voters favor an increase
in the minimum wage, and according to Ms.
Valentino, it is clearly possible that D.C. and its
surrounding Maryland counties may follow
the lead of Seattle and seek a $15 minimum
wage in the future.
        In our meeting with 7-Eleven, a number
of ideas were proposed by the franchisees to
mitigate our increased payroll expense. Pro-
posals such as adding a surcharge to every
transaction or changing the gross profit split
were rejected by our franchisor, who favors
price increases across selected categories after
performing competitive analyses. 
        While franchisees favor price increases
as a means of increasing revenues, our unique
situation—in which 7-Eleven splits the gross
profits with us—will cause the company to
reap a windfall, while the franchise commu-
nity barely covers its increased expense. We
have countered that if such a plan is imple-
mented, the company should give its share of
the increase back to the franchisees, or else

“Franchisees need an
organization that
utilizes the current
NCASEF structure
and provides feedback
to our franchisor.”

—Overheard at the National Board Meeting

Charity Coordinator Iris Yost asked FOAs
to donate during the live and silent auc-
tions for Swim Across America at the con-
vention. Franchisees and FOAs raised over
$230,000 for SAA and cancer research.

Baltimore FOA President Barbara Graham
questioned the direction of the new GEA
inspections.

Utah FOA President Zach Weatherman
said out-of-stocks could easily be caused
by McLane mispicks or other vendors
being unable to fulfill orders.

Convention Manager John Riggio de-
scribed the upcoming convention activi-
ties and registration for the Board.

continued on page 70
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the franchisees will have to “double” the in-
crease in order to remain whole. More meet-
ings have been scheduled to try to reach a
solution that is acceptable to all.
        Our annual summer event will take place
on August 28, where our members and a guest
are invited to attend a dinner theatre perform-
ance of The Pirates of Penzance.
        In conjunction with the Baltimore and
Washington, D.C., FOAs and under the um-
brella of the TriState FOSE Association, we will
be holding our sixth annual charity golf tour-
nament on September 17 at the Little Bennett
Golf Course in Clarksburg, Maryland, with the
proceeds once again being given to Johns Hop-
kins Children Center. 

Eastern Virginia FOA
Romy Singh, President
        Our FOA conducted a member's meeting
on June 23, which was attended by 109 fran-
chisees, our Zone leader and three market
managers. Members were given a chance to ask
questions and voice their concerns directly to
the Zone leader.
        The main concern raised by franchisees
was about field consultants. Our Zone leader
assured us Operations will look into this issue.
Some franchisees are also concerned with
FIWs issued by LP. We recommended that
franchisees use all their options before they ac-
knowledge an FIW.
        Our FOA is conducting a franchisee sur-
vey to pinpoint issues so we can pass them
along to the Operations team to fix. This sur-
vey will be mailed to all franchisees in our
Zone regardless of their FOA membership.

Pacific Northwest FOA
Maninder S. Walia, President
        Merchandise sales for Pacific Northwest-
region stores were up by 4 percent over the last
two months, with increases in Cold Dispensed
Beverages, Food Service, and Non-Alcoholic
Beverages fueled by Red Bull Summer series

limited edition cans. Declining GP% is still an
issue with a lot of stores in our area, with some
stores only averaging about 28 percent to 29
percent, making it difficult for franchisees to
employ more labor.
        The City of Seattle passed the minimum
wage bill, thereby raising the minimum wage
to $17.25 per hour in the next 10 years. Be-
ginning April 2015 all businesses employing
more than 500 employees will have to pay
$15 per hour. Unfortunately, individual fran-
chise owners employing 5-50 employees are
considered part of the large corporations and
will be required to pay the $15 per hour min-
imum wage. The International Franchise As-
sociation has filed a federal lawsuit against
the Seattle minimum wage law and the U.S.
Chamber of Commerce has also joined the
IFA lawsuit. The current minimum wage in

Washington State is $9.32. Payroll being the
major expense for franchisees, a lot of them
will not be able to operate their stores unless
SEI comes up with a solution to compensate
franchisees for this huge expense.
        Market 2360 welcomes their new Mar-
ket Manager, Ms. Theresa Sigurjonsson, and
wish her all the best in her new position.

Theresa replaces Mr. Holland
Ricker, who has been moved to mer-
chandising. Franchisees of Market
2360 are relieved and happy that Mr.
Holland Ricker has been moved to a
different position. 

We held our annual charity golf
tournament on August 12 at the
Redmond Ridge Golf Club. I would
like to thank all vendor partners
and franchisees that participated

and made it a successful event. This year's
charity tournament benefitted a local char-
ity called "Project Honduras." 
_______

PR ES I D ENT ’ S  R E PORTS
President’s Reports are published in

Avanti as a service to all franchisees for

the purpose of sharing information

from each FOA throughout the coun-

try. Topics include financial information

about your market or division; sales

performance, trends, and opportuni-

ties; changes, problems and issues in

your area; and FOA charitable events,

trade shows, golf tournaments, holiday

parties and other FOA activities. Each

FOA president is asked to prepare a

President’s Report in Avanti three

times per year.

“A new technology rollout will
allow FM to implement an
analyzed pricing system that
shows parameters on what
pricing should be.”

—Trevor Foster, President, FM Facility Maintenance

Bakersfield FOA President Yogi Solanki
emphasized the impact of minimum wage
increases on low volume stores.

Delaware Valley FOA President Al Haffar
questioned whether franchisees have
freedom of speech with managment.

Central Florida FOA President Fari Ishani
said franchisees need to research the va-
lidity of FIWs being issued. 
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Rhode Island Passes Minimum 
Wage Increase
        Rhode Island Governor Lincoln Chafee recently signed a bill
to increase the state's minimum wage by $1 to $9 an hour, re-
ported Reuters. The hike will take effect next year. Rhode Island
joins nine other states and the District of Columbia, including
neighboring Connecticut and Vermont, in passing state mini-

mum wage increases during the 2014
legislative session, according to the Na-
tional Conference of State Legislatures.
In June, Massachusetts Governor
Deval Patrick signed a law that will
raise the state's minimum wage to $11
per hour by 2017, the highest level of
any U.S. state. Also in June,
the Seattle City

Council approved a sharp hike in the city's
minimum wage to $15 an hour over the next
seven years. Seattle was the first major U.S. city
to commit to such a high base level of pay.

Two California Cities To 
Vote On Sugar Tax
       Residents of San Francisco and Berkeley
in California will vote this November on a
proposed tax on sugary drinks that would pay
for health and nutrition programs in both cities, re-
ported the Washington Post. The San Francisco Board of Super-
visors voted in late July to put the measure on November’s
ballot. If passed, sugary drinks would be taxed at a rate of 2 cents
per ounce. The Berkeley city council voted earlier in July to put
a 1 cent-per-ounce tax on the ballot. The taxes would be levied
on beverage distributors, meaning prices would appear higher
on store shelves. 

Sugar taxes don’t have a winning record when facing voters. Only
two state legislatures—Washington’s and Maine’s—have levied a tax
on beverages. Voters repealed those taxes at the ballot box just
months after each measure passed the legislature. Similar taxes
failed in the California cities of El Monte and Richmond in 2012.

New York City Loses Final Appeal Of
Large Soda Ban
        New York’s highest court recently refused to reinstate New
York City’s controversial limits on sales of jumbo sugary drinks, ex-
hausting the city’s final appeal and handing a major victory to the
American soft-drink industry, which bitterly opposed the plan, re-
ported the New York Times. In a 20-page opinion, the judge wrote
that the city’s Board of Health “exceeded the scope of its regulatory
authority” in enacting the proposal, which was championed by for-
mer Mayor Michael R. Bloomberg. Two lower courts had already
ruled against the city, saying it overreached in attempting to ban
the purchase of sugared drinks in containers larger than 16 ounces,
about the size of a medium coffee cup. The decision most likely will
be seen as a significant defeat for public health advocates who have

urged state and local governments to actively discourage the con-
sumption of high-calorie beverages, saying the drinks are prime
drivers of a nationwide epidemic of obesity.

House Rep Introduces Federal
Soda Tax Bill
A Connecticut lawmaker recently launched the first na-

tional effort in years to tax soda drinks, the latest
bid by regulators and politicians to stem rising

obesity and diabetes rates by curbing the con-
sumption of sugary drinks, reported Reuters.

Democratic Representative Rosa DeLauro
of Connecticut introduced the Sugar-Sweet-

ened Beverages Tax Act on July 30. The legisla-
tion would levy a one-cent tax on manufacturers for every
teaspoon of sugar in beverages. The law, which would exempt
drinks such as milk and 100 percent fruit juices, targets drinks
with significant amounts of added sugars. That would translate
into a tax of about 15 cents on a 20-ounce bottle of Coca-Cola.
        According to the article, DeLauro is under no illusion about
the chances that her measure will become law. She does not even
expect the bill to come to a vote. But she wants to bring the debate
to Washington for the first time in years, hoping it might help gal-
vanize local efforts to levy similar taxes.

NACS Asks U.S. Supreme Court To Hear
Swipe Fee Appeal
        The National Association of Convenience Stores (NACS),
along with several merchant associations and companies, recently
filed a writ of certiorari with the U.S. Supreme Court asking the

Legislative Update
continued from page 24

continued on page 74

San Francisco and Berkeley residents will vote this 
November on a proposed tax on sugary drinks to pay 

for health and nutrition programs in both cities.

A Connecticut law-
maker has launched a
national effort to tax

soda at 1 cent for each
teaspoon of sugar. 

www.ncasef.com
Visit the National Coalition’s

website at



74 AVANTI J U LY  |  AU G U S T  2 0 1 4

continued from page 72

fourth quarter 2014 net
earnings rose 10 per-
cent compared to the same quarter the previ-
ous year. • AVT, Inc. announced its new
Micro-Store Self-Service Systems, which
allow entrepreneurs to open a new busi-
ness with almost no overhead while attracting
customers and selling products 24-hours-a-
day through a combination online and auto-
mated store. • McDonald’s is testing a new
smartphone app in Columbus, Georgia that
allows users to place and pay for orders
thru their iPhones or Android-based devices,
reported the Ledger-Enquirer. • The U.S. Food
and Drug Administration said it is spending
$270 million on nearly 50 research projects to
determine the risks of e-cigarettes before
millions more Americans become hooked on
the devices, reported Reuters. • This year Wal-
Mart will open more smaller grocery and
convenience-type stores than supercenters,
reported the Wall Street Journal. The company
is also making a big push into gasoline, with
plans to add filling stations to some 2,000
new Wal-Mart stores in the coming years. •
Isis, the mobile digital wallet service in which
7-Eleven is a participating member, is chang-
ing its name in the wake of the rise of the ISIS
terrorist group which has quickly come to
prominence in Iraq, reported CNNMoney. The
new name has yet to be announced. • C-store
chain Wawa kicked off its expansion into
Southwest Florida by opening three new lo-
cations in Fort Meyers in July, reported News-
Press.com. Wawa has 43 stores open in
Florida—27 in Orlando and 16 in Tampa. •
New Orleans recently launched a pilot
program to collect and recycle cigarette
butts, reported the Associated Press. The
butts, which are made of cellulose acetate, will
be recycled into plastic pellets for industrial
use. • Automated retailing company AVT, Inc.
announced it is working with several compa-
nies to develop vending machines that
offer high-end items like gourmet food
and expensive jewelry in order to cater to
upscale customers. • Georgia Lottery officials

continued from page 49

continued on page 76

Court to hear their appeal of the D.C.
Circuit Court of Appeals ruling that up-
held the Federal Reserve’s debit swipe
fee rules. NACS initially challenged the
Fed’s swipe fee rules soon after they be-
came effective in 2011. The U.S. District
Court agreed with NACS that the Fed’s
rules did not follow the law, but the D.C.
Circuit later disagreed, which is why
NACS has now asked the Supreme
Court to decide the case.
Other groups litigating
the case along with
NACS are the Food Mar-
keting Institute, National
Restaurant Association,
National Retail Federa-
tion, Boscov’s depart-
ment stores and Miller
Oil Company.
        The Fed initially
proposed a debit swipe fee rule that was
largely consistent with the law passed by
Congress, limiting price-fixing by the
card companies and largest banks to re-
duce debit card swipe fees that mer-
chants and their customers pay. After
heavy lobbying by the banks, however,
the Fed abruptly changed its view of the
law and dramatically inflated the
amount of the fees that the big banks
could charge, NACS explained in a re-

leased statement. This caused
the fees that many busi-
nesses pay to go up rather
than down.

Attorneys 
General Call For
Tougher E-Cig 
Regulation

Now that the FDA
has proposed a new rule that
would extend the agency’s

tobacco authority to

regulate electronic cigarettes, 29 attor-
neys general—including from New
York and New England—are calling for
more stringent regulations, reported
Northeast Public Radio WAMC.org.
The attorneys general claim current
regulations do not go far enough to pro-
tect public health and particularly
young people from the harms of ciga-
rette smoking.

New York State At-
torney General Eric
Schneiderman claims e-
cigarettes contain and are
based on highly addictive
nicotine, which can be a
gateway to combustible
cigarette use. Among
other recommendations,
the attorneys general
pressed the FDA to pro-

hibit flavors in e-cigarettes and to re-
strict advertising and marketing for
e-cigarettes in the same manner as for
tobacco cigarettes. In New York, there
is an effort underway to add "electronic
cigarette" to the definition of "smoking,”
thus banning the smoking of e-ciga-
rettes in public areas where cigarette
and other tobacco smoking is already
prohibited. 

State Tobacco & E-Cig
Legislation Update
        So far this year, very few tobacco
and e-cigarette bills have been passed
and enacted into law, reported CSP’s To-
bacco E-News. This is despite the fact
that 25 state legislatures considered cig-
arette and/or tobacco tax-rate increases,
16 states debated bills to assess a tax on
e-cigarettes, and 14 states deliberated
bills to restrict the use of e-cigarettes
and vaping in public places.

continued on page 76

Legislative Update

Attorneys general
from 29 states are
calling for more
stringent e-cig

regulations, sim-
iliar to tobacco.

www.ncasef.com
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announced a record
$945 million trans-
ferred to the State Treasury’s Lottery for Educa-
tion Account this fiscal year, an increase of
$17.6 million over the previous year. All
Georgia Lottery profits go to pay for specific
educational programs. • Walmart has
opened six primary care clinics in Texas and
South Carolina, with plans to open six more by
the end of the year, in an effort to become a
primary medical care provider, reported the
New York Times. • Dunkin’ Brands, parent
company to Dunkin’ Donuts and Baskin-Rob-
bins, is doubling down on its own diversity ef-
forts in the franchising space by partnering
with the NAACP to connect people of color
with an in-depth look at the franchising busi-
ness model, reported QSR Magazine. • A Russ-
ian crime ring has amassed the largest
known collection of stolen Internet cre-
dentials, including 1.2 billion user name and
password combinations and more than 500
million email addresses, reported the New York
Times. The information was stolen from
420,000 websites, including household
names and small Internet sites. • A federal
judge recently ruled that a 2011 FDA commit-
tee report on menthol cigarettes is faulty
because three of the panel's members had
conflicts of interests, reported Reuters. The
judge barred the agency from using the
panel's findings, which said removing menthol
cigarettes from the market would benefit pub-
lic health. • C-store retailer Cumberland
Farms recently launched its free SmartPay
Check-Link Business payment program,
which enables business owners to save 10
cents on every gallon of gas for their fleet of
vehicles. • Food chains nationwide like Panera
Bread and Chipotle Mexican Grill are volun-
tarily looking for solutions to serving only an-
tibiotic-free meat amid worries that overuse
in factory farming is fostering antibiotic-resis-
tant bacterial strains. • R.J. Reynolds has
chosen Atlanta for a clinical trial of the
safety of secondhand smoke from elec-

continued from page 74

        Tobacco tax increases were proposed
but failed in Alabama, Florida, Hawaii,
Kansas, Kentucky, Maine, Maryland, Mis-
sissippi, Missouri, Nebraska, Oklahoma,
Oregon, Rhode Island, Tennessee, West
Virginia, Wisconsin and Wyoming.
Vermont enacted a 13-cent per
pack tax increase on ciga-
rettes/little cigars and
smokeless tobacco ef-
fective July 1, 2014, for a
new rate of $2.75 per pack.
        Those states with to-
bacco tax increase bills
still pending are:
• California—$2 per pack cigarette tax

increase.
• Massachusetts—bill to increase the tax

on other tobacco products to 45 per-
cent designated for a revenue study.

• Michigan—bill to tax moist snuff at 53
cents per ounce as opposed to the cur-
rent 32 percent tax rate.

• New York—$1.65-per-pack cigarette
tax increase.

• Ohio—60 cents per pack cigarette tax
increase over two years and 49 percent
tax on other tobacco products over two
years.

• Pennsylvania—bill to allow the City of
Philadelphia to assess a $2-per-pack cig-
arette tax to fund the Philadelphia Pub-
lic School District.

       Bills to assess a new tax on e-ciga-
rettes were proposed but not enacted in
Hawaii, Indiana, Kentucky, New Jersey,
Oklahoma, Oregon, Rhode Island,
South Carolina, Vermont and Washing-

ton. North Carolina enacted a
tax on nicotine in a solution

used for vaping products
at a rate of 5 cents per fluid
milliliter of consumable

nicotine solution product.
Those states with a

proposed e-cigarette tax
still pending include:
• Michigan—a tax of

15 cents per 1.5 milliliters on the nico-
tine solution in vapor products includ-
ing electronic cigarettes.

• New York—a 75 percent tobacco prod-
ucts excise tax on e-cigarettes.

• Ohio—a proposal to assess the $1.85-
per-pack cigarette tax on e-cigarettes.
Bills to restrict the use of e-cigarettes in
public places were proposed but failed
in Alaska, Hawaii, Kentucky, Louisiana,
Maryland, New York, Oregon, South
Carolina and Vermont. Minnesota en-
acted a law prohibiting the use of e-cig-
arettes in government-owned build-
ings and schools. Those states with e-
cigarette/vaping-use bills still pending
are California, Delaware, Massachu-
setts and Pennsylvania. 

continued on page 78
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The National Coalition Office 
Has Moved!
The strength of an independent trade association lies in
its ability to promote, protect and advance the best  inter-
ests of its members, something no single member or ad-
visory 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 Santa Cruz, California. 

NCASEF Offices
740 Front Street, Suite 170
Santa Cruz, CA 95060
Office 831-426-4711
Fax 831-426-4713
E-mail: nationaloffice@ncasef.com
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tronic cigarettes, re-
ported the Atlanta
Business Chronicle. • The Senate Appropria-
tions defense subcommittee recently ap-
proved a defense spending bill that would
eliminate the 25 percent discount that
members of the armed services enjoy
when buying tobacco products at commis-
saries and elsewhere, reported the Associ-
ated Press. • The National Retail Federation
recently announced the formation of the
Small Business Retail Council to organize,
recruit and engage Main Street merchants
and independent community retailers in
grassroots advocacy activities. • Alimentation
Couche-Tard announced it has acquired 55
Super Pantry convenience stores—51 in
Illinois and four in Indiana—from Tri Star
Marketing. Once the deal is finalized all of
the stores will be operated under the Circle K
brand. • New research from Mintel suggests
sales of craft beer (including craft-style
offerings) will reach $20 billion in 2014,
more than doubling sales of five years ago. •
Walmart has rolled out its "Savings
Catcher" grocery price-matching program
at all U.S. stores, reported The News & Ob-
server. The program offers a refund if cus-
tomers can prove that a name-brand item is
sold for a lower price at a competing store. •
Cold Stone Creamery announced it will
open seven new stores in Kenya over a
five-year period. The first location, in the
capital city of Nairobi, is scheduled to open
in late September 2014. • PepsiCo and The
Nature Conservancy have partnered on a
new program that will expand the avail-
ability of recycling bins at retail loca-
tions like gas stations and c-stores. The
aim of the program is to help grow the bev-
erage container recycling rate to 50 percent
by 2018. • Galen.me, which offers a combi-
nation of web-based and mobile applica-
tions that enable patients to price shop
for nearby doctors and clinics, has re-
cently launched its first trials in Cheyenne,
Wyoming. • Procter & Gamble plans to
cut as many as 100

continued from page 76
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year found that a minimum wage of $10.10
an hour could cost 500,000 jobs nation-
wide, the state-by-state hiring data released
in July by the Labor Department reveals
that the 13 states that raised their mini-
mum wages at the beginning of this year
are adding jobs at a faster pace than those
that did not, reported the Associated Press.
In those 13 states, the number of jobs grew
an average of 0.85 percent from January
through June. The average for the other 37
states was 0.61 percent. 

Dollar General, Dollar Tree
Bidding For Family Dollar

Discount chain Dollar Tree, Inc. re-
cently announced plans to purchase com-
petitor Family Dollar Stores, Inc. in a cash
and stock transaction worth about $8.5 bil-
lion. The deal, which has been unani-
mously approved by the Boards of
Directors of both companies, was expected
to close by early 2015. With the acquisition
of Family Dollar Stores, Dollar Tree would
have over 13,000 stores in 48 states and five
Canadian Provinces, sales of over $18 bil-
lion, and more than 145,000 associates. The
company said it would continue to operate
under the Dollar Tree, Deals, and Dollar
Tree Canada brands, and when this trans-
action is complete, it will also operate
under the Family Dollar brand. Many ana-
lysts believe this acquisition would put
Dollar Tree in a great position to negotiate
with suppliers on
price and be-
come a strong
competitor for
c o n v e n i e n c e
stores and other
discount retailers
like Walmart.

More re-
cently, Dollar
General stepped
in with its own

proposal to acquire Family Dollar Stores
for $78.50 per share in cash, in a transac-
tion valued at $9.7 billion. The proposal
was conveyed in mid-August to Family
Dollar’s Board of Directors. Dollar General
said the combination would solidify its po-
sition as the largest small-box discount re-
tailer in the U.S. with nearly 20,000 stores
in 46 states and sales of over $28 billion.

Study Shows U.S. Shoppers
Love Gift Cards

New consumer research from the Re-
tail Gift Card Association (RGCA) reveals
that Americans love giving and receiving
gift cards, which presents retailers with sig-
nificant incremental sales opportunities.
RGCA's key findings include:
• 77 percent of consumers have given a gift
card in the past year and 90 percent have

received at least one in the past year.
• Most consumers don't require a sale
or promotion to purchase a gift card.
• 65 percent of consumers prefer the
convenience of gift cards when giving
a gift from a group.
• Gift cards get shoppers in the door to
purchase more—72 percent do some
shopping for themselves when going
to a store or website to purchase a gift
card. Also, gift cards increase sales
during redemption—45 percent of

“Dollar Tree
and Dollar
General are
both bidding
to acquire
Family Dollar
Stores.”
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The Greater Seattle FOA recently col-
lected $2,050 at its first annual charity golf
tournament at Bear Creek Country Club in
Woodinville, Washington. This amount will
be donated to the Make-A-Wish Foundation,
an organization that grants one wish to
every child diagnosed with a life-threaten-
ing medical condition, whether they wish
for lunch with their favorite celebrity or for
their school's baseball field to be remade.
Make-A-Wish released the following state-
ment about the program:

“A wish come true helps children feel
stronger, more energetic, more willing and
able to battle their life-threatening med-
ical conditions. For many, the wish marks a
turning point in the fight against their ill-
nesses. Doctors, nurses and other health
professionals say the wish experience
works in concert with medicine to make
their patients feel better emotionally and

even physically. That is why wishes matter.
That is why we grant wishes.”

We would like to thank all the mem-
bers who participated in the tournament
and congratulate them for aiding us in such
a good cause. About 110 people partici-
pated in the event, including franchisees,
vendors, and our partners from 7-Eleven,
Inc. Our Zone Leader, Dr. Lawrence Hughes,
said this family (franchisees, vendors, and
SEI) needs to get together more often to
strengthen relationships. No doubt, the
best way to do this is through conjoined ef-
forts to do good in the community as one
organization. We look forward to our next
charity event in hopes that it will be even
more successful and fulfilling.

—AJ Handa, President, Greater Seattle FOA 

continued from page 78

Greater Seattle FOA Vice President
Avtar Rana, Greater Seattle FOA Presi-
dent AJ Handa, Make-A-Wish Founda-
tion Area Coordinator Liz Kent, Greater
Seattle FOA Secretary Charan Jit, and
Greater Seattle FOA Board member
Chander Shakhar

Greater Seattle FOA Golf Tournament Raises
Funds For Make-A-Wish Foundation

Various Greater Seattle FOA Board members and franchisees at the 
association’s first annual charity golf tournament.

Greater Seattle FOA Vice President
Dilbag S Rai, Greater Seattle FOA
Secretary Charan Jit, Zone Leader
Larry Hughes, and Greater Seattle
FOA President AJ Handa
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shoppers will spend more than the value of
the gift card when they redeem.

New York City Bans 
Tobacco Discounts

A ban on tobacco product discounts
in New York City went into effect on Au-
gust 1 after Altria, Lorillard, and Reynolds
American opted not to appeal a ruling by
a U.S. District Court judge, reported the
Winston-Salem Journal. The Big 3 had ar-
gued that not allowing discounts violated
their free-speech rights, and that city-level
limits were superseded by state and fed-
eral laws. The judge ruled in June that “the
ordinance only regulates an economic
transaction—the sale of tobacco products
below the listed price. It does not restrict
the dissemination of pricing information
and thus, it does not violate the First
Amendment.”

The discounts allow stores to sell to-
bacco products below list prices. Discounts
can include running sales, redeeming
coupons, offering bulk discounts or pro-
viding free lighters or other non-tobacco
products with purchases. Cigarettes sold in
New York are subject to a city tax of $1.50,
a state tax of $4.35—the highest in the
country—and the federal tax of $1.01, for
a total tax of $6.86. According to industry
analysts, discounting can be worth billions
of dollars a year industry-wide in the

United States. The three tobacco compa-
nies declined to comment when asked why
they decided to forego an appeal.

Dunkin’ Urges Cashiers 
To Upsell

In an effort to boost its sales later in the
day, Dunkin’ Brands is pushing cashiers to
upsell afternoon customers, reported the
Associated Press. While upselling is a com-
mon sales tactic, it’s not a strategy Dunkin’
has aggressively pushed in the past because
most of the chain’s business is in the morn-
ing when customers are in a rush and
speed is the top priority. Since customers
tend to be more relaxed in the afternoon,
the company said it sees an opportunity
wherein cashiers can take the extra few sec-
onds to ask customers if they want a
doughnut, cookie or even a sandwich along
with that coffee. Dunkin’ said upselling
would be emphasized in an upcoming talk
with U.S. franchisees.

First Target Mini-Store
Opens In Minneapolis

Target recently opened a 20,000-
square-foot TargetExpress store in Min-
neapolis near the University of Minnesota,
reported Minnesota Daily. In a space that’s
a fraction of an average Target’s size, Tar-

getExpress carries about
one-fifth of what its nor-
mal stores do, including
school supplies, groceries,
household items, home
décor and a small electron-
ics section. It also offers
fresh produce, meat, deli,
bakery, frozen and dry
food items, as well as cos-
metics, health and phar-
macy items. Prices are
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brands to focus on
about 80 brands—like
Tide—that generate 95 percent of the profits
and 90 percent of sales, reported the New York
Times. • A new scientific study by the medical
journal Addiction has found that electronic
cigarettes are less harmful than conven-
tional cigarettes to users and bystanders. • A
Spanish physicist has developed a new form of
ice cream that changes colors as it is licked, re-
ported Tech Times. The ice cream, called Xa-
maleon, starts pale blue and turns pink as
it is consumed, and tastes similar to tutti-frutti
ice cream. • SABMiller and Molson Coors Brew-
ing Company reported that MillerCoors sec-
ond quarter underlying net income grew
8.0 percent versus the same period in the prior
year, driven by positive pricing, sales mix and
cost savings. Total net sales increased 2.2 per-
cent. • An ongoing shopper behavior study con-
ducted by The Integer Group and M/A/R/C
Research shows that income does not deter-
mine shoppers' private-label preference, as
most shoppers across income groups say they
regularly compare prices between private label
and national brands. • QuikTrip Corp. has made
more than $1.5 million in payments to 47
disabled people for violations of the Americans
with Disabilities Act at its gas stations and c-
stores, reported TulsaWorld.com. The plaintiffs
claimed the stores had ramps that were too
steep and doors that were too difficult to open,
among other violations. • Solutionreach recently
launched a smartphone app—PatientReach
Mobile—that will help healthcare professionals
stay connected with their patients outside of the
practice environment by allowing HIPAA secure
SMS messaging to be exchanged between
provider and patient, complete with file or image
sharing and push notifications. • Accepting cli-
mate change science on its face, companies like
Pepsi, Coca-Cola, Kellogg’s, General Mills,
Mars, Nestlé, IBM and Microsoft are taking
steps in various ways to respond to climate
impacts affecting their supply chain business
and bottom line, reported U.S. News & World Re-
port. • Participating McDonald’s in South Florida
are testing a 60-second
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similar to local Target stores, but compar-
atively priced to competitors in the campus
area. As Target tests its inaugural small-
store format, it will openly solicit feedback
from students on product availability and
shopping experience. The company said

after experimenting with its mini-store,
TargetExpress could crop up in other
urban areas where there isn’t room for a
regular Target or CityTarget.

CVS Cigarette 
Ban Drives 
Down Revenues 

Although CVS Caremark
earned a lot of praise and

goodwill when it announced
in February that it would

stop selling cigarettes in its
7,700 stores, the move came
with a hefty price: the company
stands to lose $2 billion in rev-

enue over a full year, reported Bloomberg
BusinessWeek. In the second quarter, sales

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 it contains your
name, call AVANTI’s Offices at 215 750-0178
before the next magazine is published, and
win this issue’s total. NCASEF Members only. 

“CVS Caremark earned
a lot of praise and
goodwill, but stands to
lose $2 billion in rev-
enue over a full year,
for ceasing the sale of
cigarettes in its 7,700 stores.”
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Jas Dhillon, East Coast, Chicago, Kansas, Florida
jasdhillon@rocketmail.com
818.571.1711

Roger St. George, California
rdsaint@comcast.net
360-500-1248

Jay Singh, Seattle and Midwest
Jksingh2003@yahoo.com
702.249.3301

National Office  
nationaloffice@ncasef.com
831-426-4711

Having issues in your area? 
Have a problem with a vendor or with local management?

The National Coalition has 
Franchise Owner’s Association 

member organizations in all 31 states
in which 7-Eleven operates.

Want to talk?

Want to find the closest FOA to you? Visit www.NCASEF.com to contact one of 
the 42 local Franchise Owner’s Associations nationwide. Want to talk to someone at
the national level? Call the NCASEF Vice Chairman in your area:

National Coalition offices are located at 740 Front Street, Suite 170, Santa Cruz, CA 95060; 831-426-4711; nationaloffice@ncasef.com.
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at the front end of CVS stores—where the
cigarettes have been kept—dropped 0.4
percent. The article states CVS isn’t just
facing lost revenue from the sales of ciga-
rettes, it’s also losing money on all the other
stuff that those smokers might have

bought. Plus, CVS has locked itself out of
an emerging business when it didn’t stock
e-cigarettes at the time of its tobacco-free
announcement because it’s waiting for
guidance from the FDA before making a
decision about selling the vaping devices.

Reynolds 
Acquires Lorillard

Reynolds American Inc., maker of
Camel and Pall Mall cigarettes, agreed to buy
rival Lorillard Inc. for $27.4 billion including
debt, reported Bloomberg. The deal reduces
the 400-year-old U.S. tobacco industry to
two major competitors. Reynolds will pay a
mixture of cash and stock valuing each Lo-
rillard share at $68.88. British American To-
bacco Plc will maintain a 42 percent stake in
Reynolds, and Imperial Tobacco Group Plc
of the U.K. will acquire brands including
Kool and blu e-cigarettes for $7.1 billion. To-
gether, Reynolds and Lorillard have a market
value of about $58 billion and annual sales
of more than $13 billion.

Visa & MasterCard Face
Swipe Fee Case

Visa and MasterCard recently lost their
bid to dismiss more than 30 lawsuits by re-
tailers seeking potentially billions of dollars
in damages over swipe fees, reported
Bloomberg. Merchants including Target
and Macy’s pursued their cases after drop-
ping out of an earlier $5.7 billion settle-
ment over swipe fees. In July, a federal
judge in Brooklyn, New York, refused to
throw out those lawsuits. He also rejected
Visa’s request to dismiss a similar lawsuit
filed by Walmart seeking at least $5 billion
in damages.

The same judge in December 2013 ap-
proved the card companies’ settlement

with merchants nationwide following
years of antitrust litigation over the fees.
Dozens of large retailers appealed the
approval of the accord. Many also
dropped out of the deal and filed their
own lawsuits, contending it wasn’t
enough compensation for the hundreds
of billions of dollars in fees paid.

Japan’s C-Store Giants
Tower Over Smaller Rivals

As major convenience store chains in
Japan race to expand their networks
around the country, their smaller rivals are
falling behind, reported the Japan Times.
Seven-Eleven Japan Co., Lawson Inc. and
FamilyMart Co. each had growth in their
more than 10,000 domestic stores by the
end of May, while smaller c-store opera-
tors Circle K Sunkus Co. and Ministop
Co. saw their outlets decrease between
March and May. The decrease at Circle K
Sunkus was caused by a franchise shift to
Lawson, while Ministop closed unprof-
itable stores. More recently, Seven-
Eleven—a unit of retail giant Seven & I
Holdings Co.—has been stepping up ef-
forts to open stores in train stations. 

NORTHEAST FOA’S FIRST TRADE SHOW A TRIUMPH!
     It's a great pleasure and a proud moment for the Northeast FOA to announce that we had a
very successful first tradeshow on June 5 at the Hyatt Regency Cambridge in Cambridge, Massa-
chusetts. Despite the bad weather on that day, the show was very well attended by more than 100
franchisees and more that 35 vendors. 
     I would like to thank all the franchisees who showed up at the trade show, for being with us and
for taking the time out from your stores to attend the event. I'm confident that the contacts you
made at the trade show and the valuable knowledge you gained will help you continue to grow
your business and become even more profitable in the future. I'm so glad you were able to join us.
     I would also like to thank all three SEI Market Managers, plus NCASEF Chairman Joe Galea, Ex-
ecutive Vice Chair Jivtesh Gill, Vice Chairs Jay Singh and Roger St. George, Treasurer Maninder
Walia and Metro New Jersey FOA Vice President Hemang Patel for taking out time from their busy
schedules to attend our trade show.
     Last, but certainly by no means least, I would like to express our sincerest thanks and apprecia-
tion to all the vendors who have shown their commitment to our FOA by exhibit-
ing at our trade show. Thank you for your partnership and for helping to make
the 2014 NEFOA trade show such an enormous success.
     I extend my sincere gratitude to our FOA President Mohammed Malik and
other Board members for their hard work and dedication to making this trade
show immensely successful. Your efforts and time are truly appreciated and I
feel fortunate to have you guys on our team. Working together is the key to 
our success!

—Neil Shah, Northeast FOA Vice President

continued from page 84

“Merchants including Target and
Macy’s pursued their cases aer
dropping out of an earlier $5.7
billion settlement over swipe fees.”

FANTASTIC TURNOUT & SUPPORT AT SOUTHERN 
CALIFORNIA FOA CHARITY GOLF TOURNAMENT
     On August 20, the Southern California FOA held its 28th Annual Joe Saraceno Golf Tourna-
ment at the Pacific Palms Resort in the City of Industry. The proceeds of the event benefited two
great charities: the Children’s Hospital Los Angeles and Swim Across America. Both organizations
received a check for $11,711, totaling $23,422. The Greater LA Zone also contributed to the
fundraising effort with a check to the Children’s Hospital Los Angeles for $2,500.

     Many vendors, franchisees, and SEI senior management attended the event, which totaled over
150 golfers. Monster Energy, Anheuser-Busch, PepsiCo, and Frito Lay were the Diamond Sponsors.
SEI’s senior executive team—Darren Rebelez, Sean Duffy, Ena Williams, and Greg Franks—traveled
from Dallas to attend the event. Greater LA Zone Leader Norm Hower, along with all the Market
Managers, also came out to support the event. Former chairman Bruce Maples, Jivtish Gill
(NCASEF Executive Vice Chair), Jay Singh (NCASEF Vice Chair), and Roger St. George (NCASEF Vice
Chair) showed
their support and
attended the
event, too.

     It was truly a
day to remember
as vendors, fran-
chisees, and the
SEI team came
together to play
golf and support
two great chari-
ties. 
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PROBABLE CAUSE 
FOR A FREE SLURPEE
       This summer, for the 19th year, SEI
has partnered with local police depart-
ments to distribute up to 1 million free
Slurpee coupons through Operation
Chill, its popular community-service
program. Through Operation Chill, law
enforcement officers from participating
local police and sheriff departments
"ticket" youngsters who are caught in
random acts of kindness, good deeds or
positive community activities with free
Slurpee coupons. Appropriate "offenses"
might include helping another person,
wearing a bicycle helmet while riding or
skateboarding, deterring crime or partic-
ipating in a police athletic league. This
year, SEI distributed Operation Chill
coupons to approximately 700 agen-
cies—big-city police departments and
small-town forces alike—across the U.S.

7-ELEVEN DAY TURNS INTO
WEEKLONG CELEBRATION
       7-Eleven celebrated its 87th birth-
day this year with several days of free
offers, beginning on Friday, July 11, or
7-Eleven Day. Participating stores gave

away millions of small Slurpee drinks
between 11 a.m. and 7 p.m. on that day,
and each day through July 24 a coupon
for a different, free item was featured on
7-Eleven's smartphone app. The
promotion was initially slated
to end on July 19, but the
company extended it
after a technical glitch
with the offer section
of the 7-Eleven app
forced it to suspend the
program for two days.
The daily birthday offers
included a free Big Gulp
soft drink, M&M's Birthday
Cake Flavor candies, Grandma's
Cookies, Hostess Twinkies, Snickers or
Twix brand ice cream bar, Quaker
Chewy Yogurt snack bar, and a Pills-
bury cookie.

DOLLAR HOT DOG DAY 
AT 7-ELEVEN
       SEI celebrated National Hot Dog
Day on July 23 by offering $1 Quarter-
Pound Big Bite all-beef hot dogs. The
dollar dogs were available all day at par-
ticipating stores while supplies lasted.

Since 7-Eleven was still celebrat-
ing its birthday that day
with weeklong offers,

guests were able to
wash down their Big

Bite hot dog

with a free Big Gulp soft drink, which
was the day's free item featured on the
7-Eleven smartphone app. Since 1957,
July has been designated National Hot

Dog Month to celebrate the All-
American wiener and bun.

The National Hot Dog
and Sausage Council

estimates that Ameri-
cans eat more than
20 billion hot dogs
each year, almost 40

percent during the
peak hot dog season,

between Memorial Day
and Labor Day. 

20 PERCENT DISCOUNT
FOR MILITARY VETERANS
       Serious about growing its fran-
chisee ranks with qualified military vet-
erans, SEI announced it has increased
its franchising-fee discount to 20 per-
cent capped at $50,000 as an added in-
centive for qualified veterans who have
left the service in the last five years. The
company said it will continue to offer a
10 percent franchise fee discount to all
other military veterans who meet the
company’s franchisee qualifications. SEI
first instituted the incentive for retired
and separated veterans of the U.S.
Armed Forces in 2009 to help them
achieve the American dream of owning
one’s own business. 7-Eleven has been
recognized as a military-friendly com-
pany for its veteran hiring practices,
military veterans’ franchise program
and a charitable mission to support mil-
itary families. 

continued on page 89

Americans eat 
9 billion hot dogs each

year during the peak hot
dog season, between 

Memorial Day and 
Labor Day. 

guarantee for
customers who place lunch orders at the
drive-thru between noon and 1 p.m., re-
ported FoxNews.com. Patrons who do not
receive their meal within a minute get a free
lunch item on their next visit. • Sheetz had
to halt beer sales at its Shippensburg,
PA location shortly after receiving a liquor li-
cense because a local community group filed
an appeal against the Liquor Control Board's
decision to allow beer sales in the store, re-
ported The Patriot News. Sheetz is presently
fighting to get rules changed in the state to
allow c-stores to sell beer. • The California
Lottery has significantly upgraded its
“Lucky Retailers” online site to help lottery
players find retailers that sell the most win-
ning tickets, reported the Sacramento Bee. •
Consumption behaviors in the U.S. have
become less household-oriented and
more individualized than previous genera-
tions, and now over 50 percent of eating and
beverage occasions happen when consumers
are alone, according to The NPD Group. • Visa
Inc. announced it is helping U.S. fuel retailers
prevent credit and debit card fraud at the
pump with intelligent analytics that
identify higher-risk transactions that
may be fraudulent. • San Antonio-based CST
Brands has agreed to acquire Lehigh Gas, the
general partner of Pennsylvania-based
Lehigh Gas Partners, reported The Morning
Call. The deal combines two companies purs-
ing aggressive growth strategies in the con-
venience retail and motor fuels business. • LA
Top Distributor, a top provider of c- store
items in Los Angeles, has offered the
following advice on how c-stores
can improve their sales: make sure
the check-out area is clean and un-
cluttered, know your customer
base, make sure you’re always in
stock, and follow overall market
trends. • The Postal Service continues
to be mired in debt because of $5 bil-
lion in future retiree health care. n

CAROLINA 7-
ELEVENS OFFERING
CHEERWINE
SLURPEE
        Carolina Cheerwine
followers can find their fa-
vorite cherry-flavored bev-
erage in frozen form at 131 7-Eleven stores
in North and South Carolina. Cheerwine,
the “legendary soft drink of the South,” has
been described as best served bone-chill-
ing cold, which makes it a perfect new
Slurpee flavor. SEI began experimenting
with local flavors earlier this year with the
introduction of a Vernors Ginger Ale
Slurpee drink in its Michigan stores, which
drew enthusiastic crowds. Likewise,
Cheerwine aficionadas are discovering the
Slurpee version of their favorite. Other
local Slurpee flavors include Squirt in Los
Angeles-area 7-Eleven stores and Big Red
in greater San Antonio 7-Eleven outlets.

DORITOS LOADED SNACKS
& MTN DEW SOLAR
FLARE LAUNCH

On July 2, SEI and PepsiCo kicked off
the national launch of two complemen-
tary food and beverage product innova-

tions for 7-Eleven customers this
summer: Doritos Loaded, a bold,

new snack sensation, and Mtn
Dew Solar Flare, the first-ever exclu-
sive Mountain Dew flavor for 7-

Eleven’s Big Gulp
fountain drinks.
The products were
developed to be eas-
ily paired and were

launched with an integrated
marketing and consumer-en-
gagement program.

Doritos Loaded is trian-
gular in shape, loaded with
melted cheese and encrusted
with bold Doritos Nacho
Cheese flavor. The melted-
on-the-inside, crunchy-on-

the-outside, nacho cheese creation is a
portable, easy-to-eat hot snack. Doritos
Loaded can easily be paired with Mtn
Dew Solar Flare, which started to roll out
in May. The beverage has the bold citrus
flavor of Mountain Dew with a blast of
tropical punch. 

SEI’S VENTURE CAPITAL ARM
        Google has Google Ventures, Intel
has Intel Capital, and 7-Eleven has a ven-
ture capital arm, too, reported
Re/Code.net. Called 7-Ventures, the
company is using its investment arm to
back experimental food and beverage
startups, as well as tech companies that
can help it interact with customers in new
ways. According to the
article, 7-Eleven
“sees itself not
just as a place
to get a hot
dog or na-
chos, but
potentially
as the first or
last mile for
all manner of
commerce.” Since
7-Ventures launched in
August 2013, it has already invested in
customer loyalty firm Belly and KeyMe, a
digital locksmith startup. 

continued from 
page 88

7-Ventures 
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tomer loyalty firm Belly, 
and KeyMe, a digital 
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startup.

continued from 
page 82



blu eCigs Introduces Newest 
Flavor In Disposable Line

blu eCigs has launched the latest addition to its
disposable line of electronic cigarettes—Cherry

Crush. A long-time popular flavor in blu
Rechargeables, the disposable version of this
fan favorite is sure to stimulate consumer trial
among adult smokers.

blu Disposables are convenient and easy
to use. There’s nothing to recharge or to refill.
Users simply discard after use. Offering supe-
rior flavor and vapor production, the blu Cherry
Crush Disposable features the tangy, bold burst

of cherry. Cherry Crush will certainly be a hit with
both new and experienced e-cigarette users and
provide them with a unique vaping experience. For
more information about Cherry Crush Dispos-
ables, please contact your Lorillard representative.

Fresh Tasting Cakeballz 
With Extended Shelf Life
     Cakeballz—bite-sized pieces of cake cov-
ered in icing—are refreshing the category
with their unique production methods, great

taste and eye-catching packaging.
Until the introduction of Cakeballz,
finding a consistent, boutique bakery item
with an extended shelf life and a uniquely fresh

taste has been rare in the world of mass retail.
Available through many major distrib-

utors, Cakeballz (a product of National
Cake Ball Brands, LLC) have rolled
onto the scene and appeared in se-
lect 7-Eleven stores across the na-
tion. In their first two months, the

product has sold an impressive aver-
age of .65 units per day. The prod-
uct is offered in three original
flavors: Birthday Cake, Red Velvet,

and Chocolate, as well as several sea-
sonal/holiday offerings. The bite-
sized treats are shipped frozen, sold

at ambient temperatures and retain a
45-day shelf life.

    When sold at ambient temperature, the Cakeballz come 3 to a
pack, and are sold to retailers via display cases that contain 12,
3-count packages. Additionally, a new three-tier wire rack is now
also available. The SRP is $1.99 and is shipped through McLane.
Foir more information contact Sales@cakeballz.com.

Dippin’ Stix Return To 7-Eleven
     Dippin’ Stix is back in 7-Eleven and can ordered through
McLane. Available in two varieties—Sliced Apples & Caramel
(McLane UIN—508770; SLIN—175989) and Carrots & Ranch Dip
(McLane UIN—508762; SLIN—176166)—Dippin’ Stix is geared
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IS THAT
UNCLE SI’S
ICED TEA?
     Consumers can finally get
their hands on Uncle Si’s Iced
Tea, made popular by “Uncle”
Si Robertson of A&E’s Duck 
Dynasty fame. Brewed with
premium select teas, real juices
and natural ingredients, Uncle
Si’s Iced Tea fills broad-based
consumer demand for natural RTD beverages. Available in four
flavors—Sweet, Un-Sweet, Peach, and Half & Half (half iced
tea/half lemonade)—Uncle Si’s Iced Tea has attracted a lot of at-
tention since its official launch at the Duck Commander 500
NASCAR race on April 7 at the Texas Motor Speedway in Ft.
Worth. In fact, it has acquired a community of more than160,000
Facebook fans on www.facebook.com/DrinkUncleSi in the first

100 days since
launch. Distribution
of Uncle Si’s Iced Tea
is growing via a list
of key partners in-
cluding Prairie
Farms, Core-Mark,
US Foods, Choice
Brands, and Hiland
Dairy.

continued on page 92

blu Cherry Crush
Disposable is sure 

to be a hit with 
both new and 

current e-cig users.

Uncle Si’s Iced Tea by Si Robertson
of A&E’s Duck Dynasty fame.
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Bite-sized 
Cakeballz are 
already selling 
big in select 7-Eleven stores.
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toward the convenience channel with its
value price points of $1.69 or 2 for $30.
Consumers are trying to eat healthier (71
percent), and fruit and vegetable snacks
are a growing category. In fact, sliced

apple sales were up 42 percent last year. Take advantage of the sales
opportunities Dippin’ Stix offer. With a cost of $1.02, Dippin’ Stix gener-
ate GP$ of $0.57/$0.96 (2 for $3) and GP Margins of 36 percent/32
percent.

continued from page 91

Keebler Chips Deluxe Bite-Size
Cookies With M&M’s
     Continuing its tradition of creating intriguing flavor combina-
tions, the Kellogg’s Convenience Team has launched a new cookie:
Keebler Chips Deluxe Bite-Size Cookies with M&Ms leverages the
magic of Keebler and the popularity of M&M,s to bring busy con-
sumers a rich, fun-to-eat snack. 
     These extra-thick, rich and golden cookies are made with quality
ingredients and loaded with real chocolate chips and classic
M&M’s. Keebler Chips Deluxe Bite-Size
Cookies with M&Ms join a proven port-
folio of offerings and are an exciting ad-
dition to the sweet set. The product is
delivered in a 3-ounce grab ‘n go bag with
a punch hole for easy displaying or flow-
through carton for shelf display. For more
information, call 877-511-5777 or visit
www.kelloggsconvenience.com.

New Kellogg’s Krave Treat Bars
     Leveraging the huge popularity of Kellogg’s Krave Cereal, Kellogg
introduces Krave Treat Bars. Like the cereal, Kellogg’s Krave Treat Bars
are made with multi-grains and real chocolate, but takes it to a new
level by adding marshmallow crème to the S’mores flavor and choco-

late crème to the Brownie flavor.
Both of these bar varieties are
drizzled with chocolatey coating
and the Brownie Bar is topped

with chocolate chips. Order
Kellogg’s Krave Treat Bars
by the case with 8 units per
display carton with 8 car-
tons per case.

Pringles Tortilla Crisps Add Zest To
Salty Snacks Sales
     Just as the growth
of tortilla chips is out-
pacing the Total Chips
Segment*, Pringles in-
troduces Tortilla Crisps.
Packaged in the signa-
ture can, these flavorful
crisps have the familiar
saddle shape but are
bursting with crazy
fresh flavors like Truly
Original, Nacho Cheese,
and Southwestern Ranch. With great crunch, taste, and texture,
Pringles Tortilla Crisps offer real snack satisfaction. (*Nielsen Total
US XAOC 52 weeks ending June 15, 2013)

Gluten Free & Flavorful Special K
Popcorn Chips
     Special K Popcorn Chips are uniquely light and crispy oven baked
chips made with 100 percent real corn—and they’re gluten free!
Available in popular Butter and Ket-
tle Corn flavors,
Special K Popcorn
Chips leverages the
strong saleability of
popcorn with a great
tasting chip that ap-
peals to all consumers,
especially those looking
for gluten-free snacks.

ENJOY HIGHER SNACKS SALES WITH 
THESE NEW KELLOGG’S C-STORE PRODUCTS

continued on page 94Dippin’ Stix have re-launched 
in 7-Eleven.
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Green Dot ‘Send Money’ Feature
Streamlines Transfers
     Green Dot recently introduced “Send Money,” a feature allowing
personalized Green Dot cardholders to conveniently send money to U.S.
residents who have a Green Dot Bank issued card or PayPal account.
     The process is simple: Users log in to their account at greendot.com

and navigate to the “Send Money” feature within the
“Pay Bills & People” tab. Cardholders input the re-
cipient’s name, their email or mobile number, and
the total amount they’d like to send to the recipi-
ent. Senders also have an option to draft a short

message to accompany the funds. The recipient is
then notified via email or text that someone has sent
them money and can choose to load the money onto
an existing Green Dot Bank issued card, load the
money onto an existing PayPal account, get a new

Green Dot Prepaid debit card, or decline the transfer altogether.
     The new Green Dot Send Money feature streamlines the process of
sending cash to friends and family and is just another example of Green

Dot’s dedication to fulfilling the needs of its cardholders. For more info,
visit greendot.com.

Chef Robert Irvine’s Fit Crunch
Baked Bars Taste Incredible
     World-renowned Chef Robert Irvine and FortiFX founder/industry

pioneer Sean Perich have teamed up to create a
protein bar that provides real great-taste
and nutrition—Fit Crunch Baked Bars, the
only 6-layer baked bars on the planet. Each

bar delivers the highest quality
protein blend, starting with
Whey Protein Isolate. With low
sugar, Fit Crunch Baked Bars
eliminate the sugar spike while

making it easy to stay on track
with fitness goals. Additionally, the baking

technology provided by
Sean Perich
and the
gourmet in-

spired taste of Chef Robert Irvine
is what sets Fit Crunch Baked
Bars apart from the rest.

Swisher Sweets’ Limited 
Edition Cigarillos Only At 7-Eleven

Swisher Sweets has joined
the 7-Eleven FBO program to
offer its newest limited edition
cigarillos exclusively to 7-Eleven
franchise owners during Septem-
ber and October. 7-Eleven stores
will be the only place for adult
consumers to buy Swisher
Sweets Blazing Fire and Swisher
Sweets Arctic Ice cigarillos
through October.

These two new limited
edition cigarillos round out the im-
mensely popular Swisher Sweets
limited edition cigarillos intro-
duced throughout the year.
Swisher Sweets Blazing Fire has

continued from page 92

VAPORMONES NICOTINE 
FREE VAPING LIQUIDS
     Scientific Scents introduces Vapormones, innovative nico-
tine free e-liquid juices. Featuring direct response olfaction—
the newest technique in self-improvement—
Vapormones offers fourteen 10 mL for-
mulas, each affecting a particular target
region of the brain that is responsible for
a certain activity. Some of the targeted
activities include elevating mood, reduc-
ing stress and anxiety, increasing memory
and focus, facilitating natural pain relief,
lowering blood pressure, improving sex-
ual satisfaction, decreasing appetite, and
promoting fat burning.
     Vapormones are nicotine free, com-
pletely safe, natural vaping liquids. They
are created in an FDA registered USA
manufacturing facility in accordance 
with GMP standards. 

continued on page 97
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an intense cinnamon taste that’s both sweet and spicy. Swisher Sweets
Arctic Ice provides a cold and frosty blast of icy mint.
     Both limited edition cigarillos are available to ship to 7-Eleven stores
beginning September 1. They come in resealable 2-count pouches with
the “Sealed Fresh” guarantee, and are available in “2 for 99¢” and
“Save on 2” options. Swisher Sweets limited edition cigarillos are of-
fered only while supplies last, so get them while they’re hot (and cool). 
     For more information and to place your order today, contact your
Swisher representative at 1-800-874-9720.

Vital 4U Liquid Energy
& Screamin Energy
Back In 7-Eleven
     Vital 4U Liquid Energy and Screamin En-
ergy are back in 7-Eleven, and the response
has been exciting. All stores were offered free
6 units of each, and just about every store in

the 7-Eleven system has re-
ceived their free samples. Cus-
tomers are excited to have their
favorite Ginseng Drinks back in
7-Eleven. Remember to reorder
Vital 4U Liquid Energy (SLIN#
222063) and Screamin Energy
(SLIN# 221941) and give your
customers the Ginseng Drinks
they want when they come to

your store.
Liquid Energy is

available in the original Colombian Coffee Flavor and
Screamin Energy is available in the delicious Coffee Mocha
flavor. Both items are Ready-To-Drink straight from the pack-
age with no mixing necessary, and they do not need to be
added to water or a beverage. Easy to take with you any-
where you go, the Vital 4U Ginseng Drinks are worth giving
a try for your customers’ benefit.

continued from page 94

Vital 4U Liquid Energy and Screamin
Energy are now Recommended Items.

continued on page 98
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Boost Your Frozen Foods Sales
With New Stouffer’s Deal
     Take advantage of a hot new deal of-
fered by Nestlé Confections to increase
your frozen foods sales: Buy 2 Stouffer’s
Frozen Meals, Get 1 Stouffer’s New Mac
Cup Free! This deal runs September
through October and is available now
through McLane.
     Nestlé is the clear leader in the
frozen prepared foods cate-
gory, and Stouffer’s is the
undisputed leader in frozen
prepared meals. This deal of-
fers a Gross Profit of 55 percent.
     Customers can buy any two of the fol-
lowing Stouffer’s Frozen Meals: Stouffer’s
Macaroni and Cheese 12 oz. (SLIN
0180010); Stouffer’s Lasagna With Meat & Sauce 10 oz. (SLIN 0180011);
Stouffer’s French Bread Pepperoni Pizza 11.25 oz. (SLIN 0180130); Stouf-
fer’s French Bread Pizza Deluxe 12.375 oz. (SLIN 0180053); Stouffer’s
Macaroni & Beef In Tomato Sauce 12 oz. (SLIN 0180054); Lean Cuisine
Chicken Club Panini 6 oz. (SLIN 0180224); Stouffer’s French Bread Cheese
Pizza 10.375 oz. (SLIN 0180226); and get one free Stouffer’s Mac Cup
Cheesburger 12 oz. (SLIN 0180706) or Stouffer’s Mac Cup White Cheddar
Bacon 12 oz. (SLIN 0180707).

Kraft Unveils New Planters 
& Oscar Mayer Items
     Kraft introduces two new products designed to increase your protein
snack category sales.
     Planters Nut-rition Men’s Health Mix (UIN: 480772, SLIN:
303888) is arriving to stores in September. Expansion of the Planters
Nut-rition line will supercharge current category growth. Planters Nut-
rition is +155 percent YTD at 7-Eleven and Men’s Health Mix will help
bring new guests into the category, especially Millennials who over-

index with Planters Nut-rition. Planters Nut-rition Men’s Health Mix is
the perfect “better for me” snack—a high in protein and nutrient
dense offering for the
health-conscious, on-
the-go guest.
     With the introduc-
tion of Men’s Health
Mix, all Planters Nut-
rition items are now
$1.79 SRP. The
Planters Nut-rition
line includes Sustain-
ing Energy Mix Honey Nut
(UIN: 079855, SLIN:

continued from page 97

LOGIC E-Cigs Capture 
#1 Spot In C-Stores

LOGIC Technology, makers of premium
electronic cigarettes, announced the latest

results from Nielsen’s C-Track
Database, indicating that the
brand has captured the #1 posi-
tion in the U.S. for unit share in
convenience stores nationwide.
Additionally, LOGIC continues to
maintain a strong hold on the #2

rank for dollar share across the U.S.
     Currently, LOGIC leads the category in total U.S. unit share at 
24.3 percent. In total U.S. dollar share, LOGIC holds the #2 rank at 
22.9 percent. For more information on LOGIC Technology, visit
www.LogicEcig.com. LOGIC electronic cigarettes are available in dispos-
able and rechargeable versions and can be ordered for 7-Eleven stores
nationwide.

Smirnoff Ice Screwdriver 
Now In 16-Oz Cans
     Diageo-Guinness announced that its #1 Smirnoff Ice flavor nation-
ally—Smirnoff Ice Screwdriver—is now available in 16-ounce cans.
Smirnoff Ice Screwdriver has double digit growth across all channels.

Flavored Malt Beverages are 6 percent of the malt
beverage market, but had 21 percent of FMB
growth in 2013 (Nielsen 52wks ending 3/1/14). Ad-
ditionally, 16-ounce cans are the #1 size in c-stores
(Nielsen XAOC- CONV + LIQ). Display with FMBs
on your top shelf, or drive impulse purchases off
cold box sales. Contact your Smirnoff Ice Distributor
or call Annmarie Olind at 469-766-2528 for more
information.

SMOKEY MOUNTAIN SNUFF
THANKS 7-ELEVEN!

Smokey Mountain Herbal Snuff has partnered with
Richard Childress Racing and the No. 62 Chevrolet Ca-

maro of Brendan Gaughan for the NASCAR Nationwide Se-
ries O’Reilly Auto Parts Challenge on Saturday, November 1

at Texas Motor Speedway. During this event, as a way of saying
“Thank You” to its 7-Eleven Partners, the 7-Eleven logo will be
shown prominently on the upper quarter panels and decklid of
the No. 62 Smokey Mountain Snuff/7-Eleven Camaro.
     The event will be televised on ESPN2, MRN Radio and Sir-
iusXM NASCAR Channel 90 beginning at 3:30 PM ET on Satur-
day, November 1. Brendan Gaughan has made 25 starts at Texas
Motor Speedway across all three of NASCAR’s top touring divi-
sions since 2001and the Las Vegas, Nevada native has four wins
at the Fort Worth, Texas track, including 207 laps led.
     Please tune-in to cheer for the Smokey Mountain Snuff/7-
Eleven team! 

LOGIC has 
captured the #1 position for

unit share in c-stores nationwide.

Stock up on #1 Smirnoff Ice 
Screwdriver in 16-ounce cans.

continued on page 100
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Stouffer’s deal.
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new Planters Nut-rition Men’s Health

Mix and Oscar Mayer P3.
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302651), Sustaining Energy Mix Chocolate
Mix (UIN: 079822, SLIN: 302649), and
Heart Health Mix (UIN: 480756, SLIN:
303794).

Oscar Mayer P3 Protein Power
Pack contains three protein-rich foods to
help fuel an active lifestyle: Oscar Mayer Se-
lects Meat, Kraft Natural Cheese and
Planters Nuts. The protein snacking category

(string cheese, nuts, protein bars, protein drinks
and meat snacks) is growing strong at +5
percent, so don’t miss out on the Period 6
promo of “2 for $3” (regularly $1.79 each)
to grow your category sales.
     Oscar Mayer P3 is available in two vari-
eties: Turkey, Monterey Jack and Roasted Al-
monds (UIN: 126581, SLIN: 172009) and
Smoked Ham, Sharp Cheddar and Roasted
Almonds (UIN: 134007, SLIN: 172000). 

Movies U Buy Continues Scan
Based Trading For 7-Eleven
     Scan Based Trading (SBT) is becoming the
newest industry standard across the country
for retail stores. With SBT, Movies U Buy offers
their full product line of the highest selling
DVD and Bluray selections—at no cost to
your store until it sells. There are no inven-
tory costs and displays are maintained by
refilling based on sales data to maximize
sales. Take advantage of the latest SBT Holi-
day prebook! This promotion includes a selec-
tion of Bluray, TV Series on DVD, and DVD
Movies all at a $5.99 retail price point. Since
its introduction in November 2013, partici-
pating 7-Eleven stores have increased total
retail sales by 54 percent! 

continued from page 99

With SBT, Movies
U Buy offers their
selections at no

cost to your store
until movies sell.

Cal-Neva FOA
Phone: 775-826-7111
September 17
October 15
November 19
December 17

Central Florida FOA
Phone: 407-715-9998
September 10—Sarasota
October 9—Orlando
December 4—Lakeland

Columbia Pacific FOA
Phone: 503-984-1398
December—Board Meeting & Elections

FOA Of Greater LA
Phone: 951-766-7490 
August 19
September 16
October 21—Mini Trade Show
November 18
December—No Meeting

Greater Bay FOA
Phone: 707-328-3960
September 16
October 21
November 18

Greater Seattle FOA
Phone: 425-308-1216
September 03—Dinner Meeting
October 15—Board Meeting
November 12—Board Meeting
November 19—Dinner Meeting
December 06—Board Meeting

Metro New Jersey FOA
Phone: 908-232-1336
November 13—Vendors Welcomed

Pacific Northwest FOA
Phone: 253-861-6737
September 17—FOA Dinner Meeting
November 12— General Meeting

San Diego FOA
Phone: 619-713-2411
September 18—General/Safety Meeting
October 16—Monthly Board Meeting
November 20—Monthly Board Meeting

Southern California FOA
Phone: 818-357-5985
September 10
October 8
November 12
December 10

South Florida FOA
Phone: 954-465-6896
October 9—Board Meeting
November 13—Board Meeting
November TBD—General Meeting

San Francisco/Monterey
Bay FOA
Phone: 650-996-9479
September 9
October 14
November 11

Southern Nevada/
Las Vegas FOA
Phone: 702-249-3301
September 11—Board Meeting
September 25—Board Meeting
October 16—Board Meeting
November 6—Board Meeting
November 20—General Meeting/Elec-
tions

FOA Board Meeti ng Dates
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UFOLI Duffers’ Golf Classic
Timber Point Country Club
Great River, New York
September 4, 2014
Phone: 631-680-7611

Tristate FOSE
Golf Tournament
Little Bennett Golf Course
Clarksburg, Maryland
September 17, 2014
Phone: 301-572-6811

Southern Nevada/Las Vegas FOA
Golf Tournament
Rhodes Ranch Golf Course
Spring Valley, Nevada
October 2, 2014
Phone: 702-249-3301

7-Eleven FOAC
Holiday Trade Show & Party
Holiday Inn North Shore
Skokie, Illinois
November 5, 2014
Phone: 847-971-9457

FOA Of Greater LA
Holiday Party
(location and date to be announced)
December 2014
Phone: 951-766-7490

Southern Nevada/Las Vegas FOA
Holiday Party & Tabletop 
Trade Show
(location to be announced)
December 5, 2014
Phone: 702-249-3301

South Florida FOA
Tabletop Trade Show/
Holiday Party
(location to be announced)
December 5, 2014
Phone: 954-465-6896

Eastern Virginia FOA
Annual Christmas Party
(location to be announced)
December 5, 2014
Phone: 757-247-6152

Pacific Northwest FOA

Holiday Cruise Party
(location to be announced)
December 6, 2014
Phone: 253-861-6737

Southern California FOA

Annual Holiday Party
Disneyland Resort
Anaheim, California
December 6, 2014
Phone: 818-357-5985

Greater Bay FOA

Holiday Party
Marriott Oakland City Center
Oakland, California
December 6, 2014
Phone: 707-327-2989

San Diego FOA

Holiday Party
La Gran Terraza
San Diego, California
December 6, 2014
Phone: 619-713-2411

Greater Seattle FOA

Holiday Party
(location to be announced)
December 13, 2014
Phone: 425-308-1216

Central Florida FOA

Holiday Party
(location to be announced)
December 13, 2014
Phone: 407-715-9998

Virginia FOA

Holiday Party
(location to be announced)
December 15, 2014
Phone: 301-568-9216

San Francisco/
Monterey Bay FOA

The Guardian Trade Show
Santa Clara Marriott
Santa Clara, California
April 11, 2015
Phone: 510-754-1113

foa events

National Coalition

Affiliate Meeting
Hyatt Regency Maui Resort & Spa
Lahaina, Hawaii
October 28-29, 2014

National Coalition Board
of Directors Meeting
Hyatt Regency Maui Resort & Spa
Lahaina, Hawaii
October 30-31, 2014

NCASEF
board
meetings
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