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7-Eleven Remains Steady
On Franchise Times List
       7-Eleven has ranked #2 on the Fran-
chise Times Top 200+ list, which is the
only ranking by worldwide revenue and
locations of the largest 500 U.S.-based
franchise brands. For the
first time since the Fran-
chise Times Top 200+
list began in 1999, some
of the very largest brands
in franchising showed
year-over-year sales de-
clines or surprisingly
soft growth. No. 1 Mc-
Donald's and No. 3 Subway posted 
declines (1.5 percent and 3.2 percent, re-
spectively), while 7-Eleven remained un-
changed at approximately $85 billion in
worldwide sales and 3.6 percent increase
in locations to 55,801.

Cal-Neva FOA & SEI Help
Hungry Families
        The Cal-Neva FOA and 7-Eleven, Inc.
recently gave away free hot dogs and do-
nated $2,000 to a community program that
feeds hungry families, reported the Reno

Gazette-Journal. The FOA and SEI
donated 20 cases of quarter pound hot
dogs—enough to feed 800 people—to
St. Vincent's Dining Room. “We also
decided to make an additional finan-
cial donation of $2,000 in order to
help pay for at least another 800
meals,” said Rich Rose, president of
the Cal-Neva FOA. “We think St. Vin-

cent’s is doing so much in our community
to help people in need. We wanted to do our
part to give back to our community as well.”
The check was accepted just before the din-
ing room opened at 11:30 a.m. to serve the

continued on page 18

Get Avanti

Online!
The National Coalition is proud to

announce that vendors and fran-
chisees can now read AVANTI, the
digital version, online at Issuu.com
before you receive the printed copy!
To join the AVANTI distribution list
and receive a link to the latest issue
as soon as it is uploaded, send an
e-mail to debbie.avanti@verizon.net

with the subject field “AVANTI ONLINE”
and you will receive an email alert as soon as the digital magazine is
posted. Feel free to include your U.S. postal address in the e-mail if you
would also like to be placed on our AVANTI mailing list. AVANTI is also
available on the NCASEF website in pdf format at www.NCASEF.com.
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continued from page 16

growth of the group through its new and
existing store network. The retailer opened
856 stores, reaching a total of 18,092 stores

by the end of the half. Existing
stores saw robust like-for-like
(LFL) sales of 3.2 percent fol-
lowing improvements in qual-
ity and value.

The financials also re-
veal that 7-Eleven, Inc. experi-
enced a 3.6 percent increase in

group sales to US$12 billon and LFL sales
rose by 6.4 percent, driven by its com-
pelling food offering. The strong perform-
ance was further enhanced by the
exchange rate that led to a 38.8 percent in-
crease in operating income to US$0.3 bil-
lion. Although this half SEI reduced its
network to 8,255 stores, a decrease of 54
stores year-over-year, the company expects
to open an additional 292 stores by the end
of the financial year. Seven-Eleven Japan is
set to open an additional 844 stores in H2,
in line with H1.

C-Stores Encroaching 
On Supermarkets
       Across the country, convenience
stores and gas stations are making efforts
to offer more groceries and healthy
snacks, and to expand their menus of pre-
pared foods beyond the hot dog, reported
the San Antonio Express-News. 7-Eleven
has in recent years begun selling fresh sal-
ads and sandwich melts, while Pilot Fly-
ing J has launched the PJ Fresh
Marketplace with burgers, chicken wings,
fresh fruit and breakfast sandwiches. The
trend is especially strong in the East,
where fast-growing chains likes Sheetz
and Wawa have grocery aisles and lengthy
take-out menus in many stores, the report
states.

continued on page 20

COLUMBIA PACIFIC FRANCHISEES
HELP NEPAL EARTHQUAKE VICTIMS
After a devastating 8.1 magnitude earthquake struck Nepal in April,

killing 9,000 people and injuring more than 23,000, four Columbia 

Pacific franchisees teamed with their field consultant to donate money

to the Red Cross to aid in relief and rescue efforts in the country. Fran-

chisees Nirmal Shrestha, Ravinder Waraich, Mubashar Ali, and Sunny

Tanvir, along with their

field consultant Kyle

Rensmeyer (Market

2363) donated a total of

$5,511 to the cause. SEI

then matched their do-

nation, for a total of

$11,022 presented to the

Red Cross.

hot dogs on September 14. According to
the article, the $2,000 donation would be
enough to provide about 816 meals.

Seven & I Financials 
Reveal Robust 1st Half
        Seven & I Holdings reported a 4.5 per-
cent increase in group sales to US$44.2 bil-
lion in its first half year (H1) financials,

with a 7.1 percent sales increase from 7-
Eleven Japan, according to IGD.com.
Seven-Eleven Japan continued to drive the

www.ncasef.com

Visit the National Coalition 
Website:

The National Coalition Office 
Has Moved!
The strength of an independent trade association lies in its
ability to promote, protect and advance the best  interests of
its members, something no single member or advisory group
can achieve. The independent trade association can create a
better understanding between its members and those with
whom it deals. National Coalition offices are located in
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

Franchisee Ravinder Waraich, Market
Manager Kris Bill, franchisee Nirmal
Shrestha, and Field Consultant Kyle
Rensmeyer donated to the Red Cross
to help Nepal victims.

“Seven & I Holdings financials
reveal that 7-Eleven, Inc. experi-
enced a 3.6 percent increase in
group sales in the first half 2015.”
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continued on page

        The trend is in large part a response to
the increasingly hectic lives of consumers,
who often don’t have time to venture into
the labyrinth of a grocery store for their
dinner ingredients, analysts and industry
leaders say. Another factor is the shaky out-
look of gasoline and cigarette sales. As ve-
hicles become more fuel-efficient and
smoking rates drop, convenience stores are
looking for new sources of revenue. 

7-Eleven Receives CSNews
Award For Tech Innovation
        Convenience Store News recently named
7-Eleven as the winner of its annual Tech-
nology Implementation of the Year award.
The c-store trade publication said “7-

Eleven Inc. has had a banner year in terms
of technology and is being honored for its
multifaceted efforts.” Most of 7-Eleven’s
tech innovations involve its popular smart-
phone app and the company’s mobile first
strategy. These include incorporating the
7Rewards loyalty program, this year’s
week-long birthday celebration, the Sour
Patch Kids Slurpee promotion, and All Ac-
cess Chill. 7-Eleven was also cited for its

partnership with Postmates to offer on-de-
mand delivery via the Postmates app.

Better-For-You Sales
        Convenience stores are poised to cap-
italize on the growing trend of consumers
seeking healthy, more convenient products,
reported NACS Online, citing the results of
a new Hudson Institute study. According to
“Health & Wellness Trends and Strategies
for the Convenience Store Sector,” a report
commissioned by NACS, U.S. convenience

continued from page 18 www.ncasef.com

Visit the National Coalition 
Website:

“Convenience Store News recently named 
7-Eleven the winner of its annual Technology 
Implementation of the Year award.”

continued on page 22
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      The Greater Seattle FOA collected $5,711 for Swim

Across America (SAA) during its second annual charity

golf tournament held on August 3 at Bear Creek Coun-

try Club in Woodinville, Washington. This is more than

double what we collected last year. The Swim Across

America Foundation has a local partnership with the

Seattle Cancer Care Alliance. We are very proud to be

part of such a great cause. The golf outing was a huge

success. About 130 people participated in the event, in-

cluding franchisees, vendor partners, and our partners

from 7-Eleven, Inc. 

      We'd like to give a very special thanks to SEI’s

Jason Murray for helping us in every way pos-

sible. Also, we would like to extend our appre-

ciation to 7-Eleven personnel from Dallas and

Market 2360 for participating in such a huge

way. It was a great gesture towards the fran-

chise community. 

Mr. Jason Murray said this family (franchisees,

vendors, and 7-Eleven, Inc.) needs to get to-

gether more often to strengthen relationships.

The GSFOA also has a vision to bring fran-

chisees, vendor partners, and 7-Eleven, Inc. onto

one stage to achieve more. The best way to ac-

complish this is through conjoined efforts 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.
The Greater Seattle FOA presented a check for $5,711 to Swim Across America from funds
raised during their golf tournament held August 3.

Greater Seattle FOA Golf Outing
Benefits Swim Across America
By Ajinder Handa, President, Greater Seattle FOA

store operators can grow sales by
embracing the growing customer
segment that is demanding more
better-for-you items that can be
conveniently purchased.
        Convenience store shoppers
are consuming more healthy food items,
such as vegetables, fruits and healthy
snacks compared to a year ago, and 75 per-
cent of convenience store customers say
they are eating healthier than they used to,
the report reveals. Additionally, the num-
ber of convenience store shoppers inter-
ested in healthy foods that can be eaten
“on-the-go” has increased from 59 percent

to 66 percent in the past seven years, and
healthier snacking has become the norm.

Australia 7-Eleven Stores
In Wage Fraud Scandal
        A joint investigation by the Australian
Broadcasting Corporation (ABC) and

Fairfax Media recently uncovered evidence
that many of the 620 stores franchised
through 7-Eleven Stores Ltd in Australia
were involved in altering payrolls and sys-
tematically underpaying workers, reported
Agence France-Presse. The former head of
the Australian Competition and Con-
sumer Commission claimed that under the
7-Eleven model the only way franchisees
could make a living was by ripping off their
workers. Under the Australian franchise
agreement, the head office takes 57 percent
of gross profit and the franchisee gets the
rest, according to the ABC.

“According to a new NACS report,
c-store customers are asking for
more better-for-you items that can
be conveniently purchased.”

continued on page 62
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California Governor
Signs Franchisee Protection Bill
        Gov. Jerry Brown recently signed AB-525 into law, giving
franchisees across California more protections when purchasing,
transferring and terminating their franchise agreement, reported
The Davis Enterprise. The bill was supported by a coalition of
franchise owners and employee advocacy groups who reached a
historic compromise with the association representing the major
corporate chains.
        AB-525 modifies certain provisions in the Califor-
nia Franchise Relations Act and increases the protec-
tions franchise business owners have regarding major
chains terminating their franchise agreements. Existing
law allowed parent companies the ability to revoke ex-
isting contracts over minor issues. Around the state
there have been instances of small business franchisees
being terminated for unfair or arbitrary reasons by their corporate
parents due to small infractions.
        According to the Coalition of Franchisee Associations
(CFA), the new law amends the California Franchise Relations
Act as follows:

TERMINATION
• Changes good cause for termination from failure to comply with
“any lawful requirement of the franchise agreement” to failure to
“substantially comply with the lawful requirements of the fran-
chise agreement.”
• Changes 30-day notice and cure period to at least 60-day notice
and cure period. (Current immediate health and safety issues

without full cure period remain).

SALE AND TRANSFER
• Prohibits franchise agreements
from preventing the sale/transfer of
a franchise as long as transferee is
qualified under then-existing stan-
dards for new or renewing fran-
chises.
• Prohibits the sale without fran-
chisor written consent.
• Requires franchisee to notify
franchisor in writing prior to the
sale/transfer.
• Requires franchisors to communi-
cate standards required for approval
of new or renewing franchises.

• Mandates that franchisors must
notify franchisee of approval/disapproval of sale/transfer in writ-
ing within 60 days and if disapproved, must give reason. If not
disapproved within 60 days, it is considered approved.

TERMINATION/NON-RENEWAL
• Requires franchisors who terminate/fail to renew and take pos-
session of the premises to repurchase all resalable inventory, and
purchase equipment and fixtures at depreciated value.

— Applicable for legal ter-
minations and non-re-
newals.
— Previous law only re-
quired repurchase of in-
ventory in cases of
non-renewal or unlawful
termination.

• Requires franchisors who terminate/fail to renew improperly as
defined by the law to be liable for actual damages.

Senators Propose National 
Tobacco Age Of 21
        Ten U.S. senators have proposed a bill mandating a nation-
wide 21-year age limit for tobacco in order to block sales of the
products to young adults, reported U.S. News & World Report.
The senators, all Democrats, introduced the Tobacco to 21 Act in
late September. It would establish the new national age limit and
allow the Department of Health and Human Services to ensure
compliance. The new bill likely has no chance of becoming law
unless it’s embraced by a large number of Republicans, who cur-
rently control both chambers of Congress. However, it brings to
the federal level a struggle happening in statehouses and local
councils across the country.

Pennsylvania Bill Would Raise 
Smoking Age To 21
        A Pennsylvania lawmaker recently introduced a bill that
would raise the minimum age to buy tobacco products in the
state from 18 to 21, reported Philadelphia Magazine. State Rep.
Vanessa Lowery Brown’s House Bill 1628 will next be assigned
to a committee. Earlier this year, she was a co-sponsor on HB
954, a bill targeting the selling of vaping products to minors. She
has sponsored a variety of tobacco control bills during her four
terms in the house. Earlier this year, Hawaii became the first state
to raise the minimum age for tobacco purchases to 21. Closer to

continued from page 22

continued on page 54

AB-525 modifies certain 
provisions in the California
Franchise Relations Act and
increases the protections
franchise business owners

have regarding major 
chains terminating their 
franchise agreements.

Legislative Update

“Ten U.S. senators have
proposed a bill calling for a
nationwide 21-year-old age
limit for tobacco.”

www.ncasef.com

Visit the National Coalition 
Website:
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Foodservice sales are 19 percent of
the convenience store industry's
$213.5 billion in in-store sales, accord-
ing to a new Hudson Institute report. •
Amazon.com is now delivering wine,
beer and spirits to customers in Seattle
as part of its Prime Now speedy deliv-
ery service, reported Reuters. • C-store
retailers experienced a 6 percent in-
crease in beverage sales during Labor
Day weekend, signaling a strong sum-
mer overall at the cold vault, reported
CSP Daily News, citing a Wells Fargo Se-
curities survey. The study credits lower
gasoline prices, a decrease in promo-
tional pricing and good weather for
the boost in sales. • Roughly 86 percent
of today's gas stations are connected
with convenience stores, according to
data compiled by the U.S. Census Bureau.
The data also reveals that there are
112,000 places in the U.S. to fill your
tank–over 100,000 fewer than in 1967.
• The Seattle City Council is considering
requiring stickers on gas pumps telling
drivers that burning fuel contributes to
climate change, reported the Seattle
Times. • A St. Louis circuit judge recently
struck down the city’s minimum wage
law just hours before it was set to go into
effect, reported the St. Louis Post-Dis-
patch. A consortium of groups sued in
September to stop the city from insti-
tuting an $11 minimum wage by
2018, arguing the action conflicted with
current state law that sets the minimum
wage at $7.65. The judge declared the
wage hike void and out of step with state
law. • Uber recently launched its
UberEats food delivery service in
Washington, D.C., with plans to expand
the service to other cities in the near fu-
ture. • U.S. beer generates nearly $253

continued on page 36

The Strengths Of The
Low Volume Storeowner
M. Al Haffar  | Delaware Valley FOA

         It is my strong opinion that to make money,
and to keep making money, the owners of low vol-
ume stores must be highly skilled and keep better
control over their stores than those with higher traf-
fic and sales volume. Some of you may disagree
with me, but here is why: for low volume stores to

survive, the owner has to
run an extremely tight

ship, paying serious consider-
ations to every aspect of the
operation. They can't hide
mistakes, mishaps, or any
other screw-ups under the
rug of sales volume.

Forecasting an
order as accurately as
possible is a must with
a low volume store,
given our financial con-
straints, and especially
with the CDC where
write-offs have to be
kept to a minimum
level. Utilizing the ABC
analysis is essential in
this kind of environ-
ment, where aggressive
narrowing and deletion
has to be executed as
often as twice a month.
Product selection must
be carefully based on
what sells in the store
while considering the

top sellers in surrounding stores. We can’t afford to
have products languishing on our shelves!
        Paying attention to custom retails is crucial
to sustaining the customer base, as the customer
base is the most sensitive aspect of low volume
stores. Any small negative change can have a
huge impact on the store’s sales, so custom re-
tailing has to be carefully chosen up or down
based on the owner’s understanding of the spe-

cific store demographics and product selection for
repeat customers. 
         Since store expenses can affect the fran-
chisee’s bottom line by a great margin, aggressive
shopping and controlling of those expenses is very
important. The franchisee of a low volume store
must always look for better bargains when it comes
to trash collection, landscaping, snow removal, and
maintenance charges.
         Owners of lower volume stores are very in-
volved in every aspect of store operations and have
more knowledge of the odds and ends—the inner
workings of the stores—since they can't afford not
to. We can’t afford to pay six order writers and extra
sales associates, yet we can't neglect any part of
the store’s operation since it can't be sustained by
another part of the operation in this very tight ship.
For low volume storeowners that one bad audit can
be devastating and extremely hard to recover from.
Usually there is not much equity in the open ac-
count of a low volume store.
        I believe the difficulties that the franchisee
of a lower volume store is subjected to forces him
or her to become a more rounded operator. Fran-
chisees in this situation should be given higher
priority when it comes to acquiring another store,
because we have proven that we can handle the
complete operation of the store with very little fi-
nancial and staff flexibility. I believe it is time to
recognize those individuals in our community who
have shown the ability to keep up with the chal-
lenge of running low volume stores and have been
able to sustain themselves for quite a long time.
It is my opinion that with less attentive storeown-
ers many of our low volume 7-Eleven stores would
not continue to see the light of day. I would like to
recognize all low-volume storeowners and say
thank you. Only your well-defined efforts to
tighten the ship can keep it from sinking.

AL HAFFAR CAN BE REACHED AT

maherhaffar@yahoo.com or 610-306-7119

“Forecasting an
order as accu-
rately as possible
is a must with a
low volume store. 
Utilizing the ABC
analysis is essen-
tial in this kind of
environment,
where aggressive
narrowing and
deletion has to be
executed as often
as twice a month.”

www.ncasef.com

Visit the National Coalition 
Website:
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       As the end of 2015 quickly ap-
proaches, it’s a good time to look back
and reflect on our sales and profits. Sales
in many parts of the country have ex-
ceeded expectations with good levels of
sales increases, and the addition of hot
foods has brought new guests to our
stores via word of mouth. When I became
chairman in January 2014, my first order
of business was to strengthen communi-
cation with our partner, SEI. Since that
time we've developed a very open and
honest line of communication, and the
relationship has vastly improved. With
that said, we still have a way to go to get
the true value of our relationship.
       Looking forward to 2016, the main
topic on everyone's agenda is the mini-
mum wage increases occurring nation-
wide. It's affecting many stores with the
added expense to their payroll line. In
some cases, come the New Year we will
have stores being hit with a $3,000 per

month increase in payroll as a result of
the minimum wage increases. Given that
forecasters are predicting a wet and cold
winter, which normally means lower sales

and profits, many
stores are going to
struggle to stay afloat
financially. The end

result will most likely be that the fran-
chisees facing the minimum wage hikes
will cut back their labor hours, work
more hours in their stores themselves,
and operate with a skeleton crew.
       Another topic of discussion recently
has been the large number of promotions
we’ve been getting every month, and the
declining gross profit for stores. We un-
derstand that the promotions help us stay
ahead of the competition, and we have

indeed benefitted from the increased
sales and customer awareness that we are
offering some good deals at good prices.
However, with the majority of the “2 for”
promos franchisees end up losing gross
profits on the second item. In order for
the promotions to have a truly positive
impact on our store financials, we need

to obtain—as we have talked many times
before—the lowest possible cost of goods
from all of our suppliers. If all of this can
be put together, then stores will be able
to offset some of their increasing costs. 
       Nevertheless, we do have challenges
ahead of us in 2016. They are challenges
that are being created for us, either by the
politician, the corporation or the eco-
nomic climate. In addition to the mini-
mum wage increase, one of our biggest
concerns is the 2019 contract that looms
over us as we go about our daily business.
We are continuously challenged by oper-
ational changes to our system, most no-
tably the ordering, handling and selling of
hot foods. Also, for the first time in many
years 7-Eleven, Inc. has reduced its store
network in the United States by closing
more stores than it opened in 2015 for a
net loss of 54 stores to approximately
8,255 stores nationally. 
       Whatever changes we encounter, I
think it's extremely important that we all
stay focused, on our businesses and our
families, and that you communicate any
problems or concerns to your local FOA
groups and the National Coalition. We
on our end will continue to talk and meet
with our business partners to bring,
hopefully, mutually beneficial resolu-
tions. I am confident that we can all work
through this together.  

“In addition to minimum 
wage, one of our biggest 

concerns is the 2019 contract
that looms over us as we go
about our daily business.”

JOE GALEA
CAN BE REACHED AT

831-426-4711 or
joeg@ncasef.com

BY JOE GALEA, EXECUTIVE CHAIRMAN, NCASEF

Looking At 2015 And Into The Future Of 2016

“When I became chairman in January 2014, my firstorder of business was to strengthen communicationwith our partner, SEI. Since that timewe've developed a very open andhonest line of communication, andthe relationship has vastly improved.”
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        Minimum wage, one of the hottest is-
sues among the franchisee community, is
causing franchisees to have fear and skepti-
cism about the future. Folks are concerned
how this is going to impact the franchise
business model. In some areas, the mini-
mum wage is going to the $15 range over
the next five years, a good 40 to 50 percent
hike from where we are now. Franchisees
are highly concerned about our payroll, and
we are trying to do something about it. 
        We have been discussing the mini-
mum wage issue with SEI since last Febru-
ary when SEI executives first attended the
NCASEF board meeting and covered this
as part of their presentation. Since that time
SEI has created the Minimum Wage Com-
mittee of the National Business Leadership
Council (NBLC), which has been hard at
work trying to come up with solutions.
        The first issue for the NBLC committee
was to gather data and find out how much
elasticity we have on our retail pricing. A
survey was performed and SEI decided the
best immediate course of action was to in-
crease SRPs for the impacted stores three to
four weeks leading up to the day before the
minimum wage hike goes into affect. We fo-
cused on the hot bed areas impacted the
most—Seattle, San Francisco, Chicago,
Berkley and some smaller areas. The plan
was to increase SRPs through custom retails
in small batches raised over time. The prob-
lem is that custom retails take a lot more
time, and 50 percent of the profit goes to SEI.
We have made a huge request to SEI to com-
pensate franchisees, especially low-volume
storeowners, to deal with this problem.
        At the NBLC meeting in Dallas on Oc-
tober 6, SEI expanded the team to cover the

different functions  that
can help develop solu-
tions in the areas where
the minimum wage was
increased. The depart-

ment heads of Marketing, Mer-
chandising, and Planning were in-
cluded, and three additional zone
leaders were added (five total). 
        SEI’s plan is to develop a marketing
plan for each area to increase gross profits
to the stores, focusing on the stores cur-
rently being impacted. Seattle, where there
are about 30 stores that have the ultra high

minimum wage increase, is ground zero. On
February 15 of this year, minimum wage
rose to $9.32. In January 2016 it will increase
to $13, and then go to $15 in 2017. This is a
$5.68 increase from 2015 to 2017. 
       To help Seattle franchisees SEI has
looked at remodeling opportunities, help-
ing with the coffee launch, and supporting
the hot foods program from the market-
ing perspective, by sampling free of cost.
SEI is making an effort to support the

stores and we appreciate it, but the fact re-
mains that the franchisees are pulling in
all of this additional GP, and we need SEI
to reinvest their 50 percent of that addi-
tional GP back into the stores to offset the
additional payroll expense. 

This is a huge request for us, be-
cause a big part of the fresh foods
category is write-offs. If SEI will be
responsible for the PS17 write-offs,
franchisees will have more incen-
tive to really get behind the program

with ordering, refreshing the hot foods
and sandwich cases, and customer service.
When you take away the fear of write-offs,
the hesitation goes away so the franchisee
can order aggressively, and when you order
aggressively, you tend to focus on and build
the category. Franchisees on the committee
have requested that we try this as a test in
these hotbed areas and see what the results
are. This is a huge opportunity for SEI to step
in, take a chance, and really help franchisees.
        In the Seattle market, when you look at
the increase in compensation and the mer-
chandise gross profit, it is true that the gross
profit so far has gone up due to the SRP and
CRP activity. The initial increase in the min-
imum wage did not translate equally into
the compensation of payroll because some

of our employees are already above the min-
imum wage level. The next hike in mini-
mum wage is really going to impact us
because franchisees can’t raise SRPs indefi-
nitely. There is only so much elasticity in our
retails. At some point we start impacting
traffic counts, which we have worked really
hard to bring up over the last few years. 
       The bottom line is that payroll is the
biggest expense for franchisees, and the

continued on page 32

“If SEI will be responsible for the PS17 write-offs, franchisees will
have more incentive to really get behind the hot foods program.”

JIVTESH GILL 
CAN BE REACHED AT

209-481-7445 or
j2jgill@aol.com

BY JIVTESH GILL, EXECUTIVE VICE CHAIRMAN, NCASEF

Update On The Minimum Wage
“SEI’s plan for each area is to
to increase gross profits to the
stores, focusing on the stores
currently being impacted by 
the minimum wage hikes.”
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Update On The Minimum Wage continued from page 31

Jas Dhillon, East Coast, Chicago, Kansas, Florida
jasdhillon@rocketmail.com
818.571.1711

Hashim Syed, California
hj.syed@gmail.com
847-293-8551

Serge Hatiayan, Seattle and Midwest
sergez@comcast.net
559-355-4899

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

Having issues in your area? 

The National Coalition has 
Franchise Owner’s Association 

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

Want to talk?
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:

fact of the matter is that three out of four
Americans support minimum wage in-
creases. To keep the 7-Eleven system viable
and profitable for franchisees, it's impor-
tant that these fears are addressed by
changes to the system. 
       In our conversations with SEI man-
agement, they do understand the gravity
of this issue. Zone leaders are engaging

the FOA leadership. They have created a
team of FCs to go in and analyze stores
and look for opportunities in retails, mer-
chandising and SRP and CRP at the store
level. For the stores getting the support it
helps to impact their gross profit. We ap-
preciate the attention, but the question is,
is that enough? 
        It appears we have survived the first

wave, but we have exhausted most of the
tools in our bag. The problem with that is if
the competition around you is not moving
up, T counts suffer. Reinvesting with small
remodels, SRPs, CRPs, and hot foods and
coffee promotions is great, but in areas like
Seattle franchisees need more of a creative
financial solution to get through the next
wave of increases. 
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       The dictionary defines making com-
mon cause “as uniting one’s interest with
another’s.” This is another way of saying
that there are certain opportunities,
when two parties have similar interests
and concerns, to effectuate their goals
more effectively by working in concert,
collaboratively, cooperatively and in
good faith. Over the past 18 months, this
has been my mantra to your franchisor
on a wide range of issues.
       Recent developments in the state of
Florida and elsewhere concerning the
U.S. Food and Drug Administration’s To-
bacco Compliance Inspection programs
presents yet another excellent opportu-
nity for SEI and the National Coalition
to make common cause with what ap-
pears to be a great injustice being carried
out against both company-owned and
franchised stores.
       The State of Florida has entered into
an agreement with Information Systems
and Networks Corporation to conduct
undercover tobacco purchase inspec-
tions. More about this company can be
found at www.isncorp.com.
       With the onset of this new con-
tractor in Florida, the alleged
rates of noncompliance have sky-
rocketed to levels which call into
question the validity and relia-
bility of the methods being
employed by ISN, especially
when compared to non-
compliance rates in the

state of California, where ISN does not
operate and inspections are carried out
by the California Department of Health.
        In August of this year, we started to
bring this to the attention of the SEI legal
department through a series of emails.
Some of the facts uncovered with respect
to the ISN program, with the invaluable as-
sistance of Eric Donihoo, acting on behalf
of two Florida FOAs, are as follows:

Florida Results
• For the 12 months ended June 30, 2015
—11,573 shops were surveyed in Florida,
and the failure rate was 21.6 percent. 
—619 of those shops were 7-Eleven
stores, which had a failure rate of
20.2 percent, or less than the
Florida average overall.
• For the three months ended
June 30, 2015
—2,906 shops were surveyed
in Florida, and the failure rate

was 33.5 percent. 
—150 of those shops were 7-Eleven
stores, with a failure rate of 24.6 percent,
or substantially less than the Florida av-
erage overall.

California Results 
• For the 12 months ended June 30, 2015
—4,180 shops were surveyed in Califor-
nia and the failure rate was 3.1 percent. 
—158 of those shops were 7-Eleven
stores, which had a failure rate of 1.3 per-
cent, or less than the California average
overall.
• For the three months ended June 30,
2015
—1,295 shops were surveyed in Califor-
nia and the failure rate was 3.5 percent.
—48 of those shops were 7-Eleven stores,
which had a failure rate of 2.1 percent, or
less than the California average overall.

Franchised Stores v. 
Corporate Stores
       We drilled down into the specifics of
one particular market in Florida. In this

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

“Recent developments in the
state of Florida and elsewhere
concerning the U.S. Food and
Drug Administration’s Tobacco
Compliance Inspection pro-
grams presents an excellent 
opportunity for SEI and the 
National Coalition to fight a
common injustice.”

FDA Tobacco Compliance—An Opportunity For SEI And NCASEF To Make Common Cause

“Because corporate stores are consistently underperforming franchise stores, this is notexclusively a franchisee issue.”
continued on page 36
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market, 113 7-Eleven shops were sur-
veyed during the 12 months ended June
30, 2015.
• 24 of those stores were corporate,
which had a failure rate of 33.4 percent.
• 89 of those stores are franchised, which
had a collective failure rate of 31.4 per-
cent, or materially less than the corpo-
rate failure rate.

Overall Conclusions
• The California failure rates are quite
comparable to the Florida failure rate of
3.2 percent prior to the ISN contract.
• 7-Eleven stores are consistently outper-
forming statewide averages.
• 7-Eleven franchised stores consistently
outperform 7-Eleven corporate stores.
       Even this limited data shows that
this upward spike in alleged noncompli-
ance in Florida is based upon procedures
that need to be investigated because the
results are implausible and deeply sus-
pect. This also shows that the problem is
not just a 7-Eleven franchisee problem.
And because corporate stores are consis-
tently underperforming franchise stores,
this is not exclusively a franchisee issue.
       In my early August communication
to the SEI legal department, I specifically
requested that all current LONs and de-
fault letters issued on tobacco related
sales issues be rescinded, and that none
be issued until we jointly get to the bot-
tom of this problem.
       In early October, with my blessing,
Mr. Donihoo met with SEI officials, in-
cluding Mike Lover (Florida Zone
Leader VP), Tim Hall (Asset Protection)
and Mary McKaig (HR). By all accounts
the meeting was positive and cordial, in
recognition of the fact that SEI and its

franchisees have a
common enemy.
The franchisee rep-
resentatives re-
quested that LONs

and breaches stop, that all prior LONs
and breaches on tobacco issues be with-
drawn, and that the SEI legal depart-
ment work directly with me as your
General Counsel to develop separate
joint letters to deal with FDA notices for
warnings and civil penalties. I stand
ready to work with the SEI legal depart-
ment on these matters.
       I continue to urge SEI to recognize
the unassailable fact that the best strat-
egy is that we work together to find a
collaborative solution to this problem.
Over the last two months, and as of the
date of this writing, I have yet to receive
any specific promise of, or concrete par-
ticipation in, such collaborative efforts.
My hope is that by the time you read
this, SEI will have realized that the opti-
mal way to deal with an issue like this is
to make common cause with its hard-
working, law-abiding franchisees. Of
course, I will continue to keep you in-
formed. 

continued from page 35 “With the onset of Infor-mation Systems andNetworks Corporationto conduct undercovertobacco purchase in-spections, the allegedrates of tobacco noncompliance haveskyrocketed to levelswhich call into questionthe validity and reliability of the meth-ods being employed.”

billion in economic ac-
tivity and produces
$48.5 billion in tax revenue, according to a
study by the Beer Institute and the National
Beer Wholesalers Association. • C-store chain
Sheetz announced that it has partnered
with First Bankcard to offer its first private
label credit card–the Sheetz Personal Credit
Card–which expands credit card options, dis-
counts and rewards to its customers. • Japan
Tobacco Inc. is buying non-U.S. rights to the
Natural American Spirit cigarette brand from
Reynolds American Inc. for about $5 billion,
reported the Wall Street Journal. • Coca-Cola
Co. and its bottling partners expect to be re-
plenishing 100 percent of the water used
in their factories by the end of 2015, reach-
ing a longstanding conservation goal five years
ahead of schedule, reported Bloomberg Busi-
ness. • Seven-Eleven Japan, through an exclu-
sive distribution deal with Walt Disney Co., is
selling domestic advance tickets for “Star
Wars: The Force Awakens” from September 4
until mid-November, reported the Japan
Times. The film opens on December 18. • The
majority of U.S. consumers–62 percent–be-
lieve new credit cards being issued by
banks don’t go far enough to protect card
data or prevent fraud, reveals a new survey
released by the National Retail Federation.
Among those surveyed, 63 percent said chip-
and-PIN cards provide more data security
than cards that just use chip and signature. •
Average out-of-network ATM withdrawal
fees hit a new high of $4.52, up 21 percent
over the past five years as banks try to make up
for having lost money in other areas, reported
NBC News, citing data from BankRate.com. •
The Russian government now requires that
all gas stations in the country must be
equipped for electric-car charging by No-
vember 2016, reported Green Car Reports.
Gas-station owners will be required to cover all
costs of installing and operating the charging
stations. • The 500 largest American compa-
nies hold more than $2.1 trillion in accumu-

continued from page 26

continued on page 42

ERIC H. KARP 
CAN BE REACHED AT

617-423-7250 
ekarp@wkwrlaw.com

FDA Tobacco Compliance
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FOCUS ON THE 2019 AGREEMENT
SERGE HAITAYAN
NCASEF VICE CHAIRMAN, PRESIDENT, SIERRA FOA

       Some eight months ago, the officers
of the National Coalition met with 7-
Eleven, Inc. President Joe DePinto and
his top executives for only the second
time in as many years. It turned out to
be a very encouraging and frank discus-
sion, and we were promised a “holistic
review” of the next franchise contract
would begin soon and that NCASEF
leadership along with the CEO Round
Table would be involved.
       Several months passed and we
heard nothing more about the holistic
review. During the last NBLC meeting
in September, Joe DePinto announced
that we might have several different
contracts to sign when the new agree-
ment is distributed in 2019. That was
news to us because of their promise to
involve us in the holistic review of the
franchise agreement.

       We are adamant about being in-
volved in the new contract development
process because the one aspect we want
to protect is our independent contrac-
tor status. Recently, there have been
many cases in courts all around the

country regarding
the roles of fran-
chisors and fran-
chisees, especially
after the National

Labor Relations Board—the federal
government's main labor law enforce-
ment agency—decided to look further
into whether McDonald's Corp. is a
joint employer of its franchisees’ work-
ers. In California there are similar cases
pending in front of the state Supreme
Court.

      All of these cases are addressing
the question of whether franchisors
exercise too much control over fran-
chisees and their employees. I will
leave it to the lawyers to explain in
more detail and provide analyses. But
in reality, are we as 7-Eleven fran-
chisees truly independent contractors?
Is there too much control exerted on
us in the daily operations of our stores?
In my opinion we are highly glorified

store managers, and in some cases un-
glorified managers.
        Let's start with the fact SEI is remotely
monitoring our stores at will via the DVR
system. Next, let’s consider that the order-
ing system is too complex and time con-
suming—although, to be fair, some relief
will come soon from auto replenishment
for the center of the store. Nevertheless,
the system remains unfriendly and too re-
strictive. Think about the ordering win-
dows and their limitations.
       Let’s also consider the 85 percent
requirement to purchase from recom-
mended vendors, and the CDC and
their up-charge costs for items we can
buy cheaper from McLane such as
snuff, grill items, etc. How about our
stores’ AC units being controlled by
Dallas? Is RI really working in our
stores, or is the system hindering our
ability to provide the proper assortment
to our customers?
       The list can go on and on. At the
end of the day we must ask ourselves if
we are happy in our stores. Do we feel

SERGE 
HAITAYAN

CAN BE REACHED AT

sergez@comcast.net
or 559-355-4899

“We were promised a
‘holistic review’ of the
upcoming franchise con-
tract, and that NCASEF
leadership along with
the CEO Round Table
would be involved.”

“We are adamant about being involved in the 
new contract development process because the
one aspect we want to protect is our independent
contractor status.”

continued on page 41
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       When 7-Eleven Inc. approached me
about installing the hot foods program in
my store my initial reaction was one of
great anticipation because I had heard
from franchisees around the country that
the business was good if you had the
proper clientele in the proper location. I
was eager to find out. This was going to
be a big change for my store and my cus-
tomers and I wanted to do it right and not
hurt my already tight sales.
       In talking with my Zone Leader
Mike Scales and my former market
manager Anthony Bartoli, I informed
them of my firm belief that any kind of
food business requires three basic com-
ponents: 1) the store should look like a
food service place to its customers; 2) it
should have a sufficient customer base
to support the food service program;
and 3) the store should have advertising
to let the customers know of the new
program and bring in new customers.
They told me they would help me as
much as possible to fulfill at least two of
the requirements, and they did.
Initially the plan for my store was to

install an oven and a
hot foods case, but I
balked at the idea,
because my old tired
layout was not suit-

able to sell hot foods and I insisted that
SEI change the layout to make it more
accommodating for selling hot foods.
Over a period of several weeks Mike
and Anthony worked with Real Estate
to change my look and
establish a food service
store environment.
       Within a very
short time, my cus-
tomers started to no-
tice the changes and
like me, showed a
great deal of interest,
anticipation and ex-
citement. We know
with any new program
there is a period of ini-
tial excitement, then a cooling off pe-
riod followed by a more realistic
sustainable period that provides the
honest reality about whether or not you
made the right decisions with the pro-
gram. With my low customer base, I re-
ally feel I took a chance that hot foods

and a new look to my store would ulti-
mately increase my customer count to
offset the added labor costs related to
this new program.
       Over the last three weeks my hot

foods venture has been
a great experience be-
cause I like changes
with challenges. I
found that an increase
in total labor hours
from 244 per week to
266 hours per week is
absolutely necessary
to provide good, fast
service to the cus-
tomers. It is too early
to make an accurate

determination about the financial im-
pact this new venture will have on my
low volume store, so I have a “wait and
see” attitude about it. I will let you know
how it turns out. I have a good feeling
that there will be a happy ending to this
new hot foods program for me. 

HASHIM SYED
CAN BE REACHED AT

hj.syed@gmail.com

or 847-293-8551

THE HOT FOODS PROGRAM 
AND MY STORE
HASHIM SYED 
NCASEF VICE CHAIRMAN, FOAC VICE PRESIDENT

“Over the last three weeks I found that an increase
in total labor hours from 244 per week to 266
hours per week is absolutely necessary to provide
good, fast hot food service to customers.”

we are in control of our time, our em-
ployees and our product set? Or do we
feel that every aspect of our lives as
franchisees is being controlled and
monitored by our franchisor? The 2019

agreement is around the corner. We as
franchisees should have that event in
our sights. We should be ready to ask
tough questions, demand fairness and
expect our independent contractor sta-

tus to be unassailably re-established. We
have a lot of work to do in the next year.
Our unity is essential.
       This is my opinion and I welcome
yours. 

THE 2019 AGREEMENT... continued from page 39
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lated profits offshore to
avoid U.S. taxes and
would collectively owe an estimated $620 billion in
U.S. taxes if they repatriated the funds, reported Reuters,
citing a study by the group Citizens for Tax Justice. • The
frozen bakery products market is projected to reach
US $21.2 Billion by 2020, growing at a CAGR of 8.5
percent from 2015 to 2020, according to new report by
market research firm MarketsandMarkets. • Purple, a
new mobile app available on iOS and Android that lets
you order gas straight to your location, now offers
overnight filling, reported Business Insider. Simply tell
Purple where your car is parked, go to bed, and wake up
the next day with your tank filled. • The global sports
nutrition market was valued at $24,700.4 million in
2014, and it is expected to grow at a CAGR of 8.3 percent
during the period 2015 to 2020, according to a report by
P&S Market Research. • The first full-line department
store in the U.S. was organized in Salt Lake City on Octo-
ber 16, 1868. Called "Zion's Cooperative Mercantile In-
stitution," it opened the next year. Today, there are
nearly 14,000 department stores in the U.S. • Discount
chain Dollar General plans to roll out a new proto-

continued from page 36

continued on page 46
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      The NCASEF Accounting Committee
has been going through the process of col-
lecting issues from Board members every
six weeks or so, then refining, consolidating
and presenting the issues to SEI. When we
receive a response from our franchisor, we
then present it to the Board. Some re-
sponses come directly from the SEI Ac-
counting Department, and some issues are
referred to the NBLC Accounting Commit-
tee for resolution. Listed below are the 10
latest franchisee accounting challenges that
we have passed on to SEI. 

1.   BANK DEPOSIT 
VERIFICATION METHODS

      SEI’s Treasury Department has plans
for implementing a new bank deposit
process across the nation driven by cost
savings for SEI and improved cash control.
We are all for cost savings, but communi-
cation and franchisee involvement has been
minimal. In some parts of the country it is
causing increased cost and hardship for
franchisees. There is need for further fran-
chisee involvement and training prior to
implementation. These enhancements
should be at SEI’s expense, not franchisees’.
Please share your plan with franchisees.

2.  SLOW, TIME-CONSUMING 
ORDERING METHOD

      The ordering process is extremely slow
and time-consuming. In some areas of the
country where BT has not been rolled out
yet, the current ordering process requires
high labor hours. With wage increases,
this slow process has become a burden to
franchisees. Please provide information
regarding re-launch of BT, schedule of
rollout, plans for implementation of
guided replenishment and data regarding
the time to complete a BT order vs. a non-
BT order.

3.  DAILY LOTTERY RECONCILI-
ATION REQUIREMENT

       There is much confusion about how lot-
tery audits are calculated. Most franchisees
do not understand the walk forward report
provided with the audit work up. Many fran-
chisees do not know how to find lottery audit
results and their first knowledge of the audit
is when they see their financial statement.
The time between the audit and lottery audit

results being scanned is often as long as two
weeks. It would be helpful to have a job aid
or walk thru to help franchisees understand
the audit process (paperwork scanned), audit
prep best practices (to include handling of
lottery vending machines) and to provide
links for where to find job aids to help with
daily reconciliation. It has also been re-
quested that franchisees be sent a notification
with the lottery audit results much like we get
merchandise audit results. Posting under
scanned items on 7-Hub is not a proper

method of notifying franchisees of these re-
sults, especially when weeks pass before the
results are known. We need a daily report.

4.  MERCHANDISE GROSS 
PROFIT EROSION

      The franchise community has concerns
regarding the recent decrease in GP% in
many storesin different areas. Franchisees
understand and agree with SEI’s overall
strategy to increase customer counts and
GP$, however, there is a strong belief that
we are leaving money on the table. Almost
every category in our stores is under pro-
motion during any given sales plan and the
belief is that the desired effect of traffic
drivers/loss leaders is being undermined.
There are many promotions that actually
have a negative effect on GP$. Please con-
sider involving experienced franchisees in
the planning process for future sales plans
and promotions. Please consider reducing
the amount of promotional activity in our
stores.

5.  FINANCIAL IMPACT 
COMPARISON

      A general perception in the franchise
community is that when franchisees have a
shortage the money contributes to SEI’s
profits. If this is not the case, then please
provide examples that will fully explain that
when a merchandise shortage takes place
after a store audit, how it is calculated and
booked on the franchisee’s side of the ledger
as well as SEI’s side of the ledger? In other
words, show us the financial impact on
both parties.

Franchisee Guest Column

continued on page 46

Accounting Committee Update

“If you have accounting issues that you would
like to see covered, please send a message to
your local FOA president or to me directly.”

By Ray Dhaliwal
President, Greater Bay FOA, NCASEF
Accounting Committee



46 AVANTI S E P T E M B E R  |  O C TO B E R  2 0 1 5

6.  QUARTERLY PAYROLL TAX
WHEN NOT DEPOSITED ON
TIMELY BASIS

      For various reasons the quarterly pay-
roll tax for franchisees is not deposited on
a timely basis or there are errors in the re-
turn. Sometimes follow-up with EDD is
slow, and EDD takes out liens against fran-
chisee’s personal property, making it diffi-
cule to obtain a loan. We need a foolproof
process instituted. A copy of the quarterly
tax report should be sent to franchisees.

7.  SLOW PROCESSING OF AD-
DITIONAL DRAW

      The franchise community has con-
cerns regarding the time it takes between
requesting and receiving excess draw
checks. With the understanding
that there is a process whereby
franchisees can pull draws from
daily deposits, the amounts
needed are often very large. Since
below equity situations require a de-
posit to be made by the 15th of each
month, giving franchisees approx-
imately 5 days to pay in, we
would like to see additional draw
requests funded within 5 days.

8.  MCLANE CREDITS FOR 
CIGARETTES & TOBACCO

      The current return process for getting
credits for tobacco (snuff) and cigarette re-
turns is a big concern in the franchise com-
munity. There is very little trust with the
current process. It takes a very long time to
receive credits from McLane, if they are re-
ceived. When credits are received it is ex-
tremely confusing to identify them as
Tobacco Returns on the M01. Many fran-
chisees have turned to Costco and Sam’s
Club to do returns since they provide im-
mediate credit. There was work done on
this process with folks from Altria, USSTB
and SSC, including Kelli Adrian who
handed this off to Phil Wilhelm. Please up-
date us on the status of any work being
done on this process and any changes on
the horizon. This is an obstacle that needs
to be resolved.

9.  PRINTING OF SHELF TAGS
      Many franchisees would like to see a
change in the shelf tag printing process
whereby they do not have to bring items to
the back room in order to scan and print
tags. This is especially difficult and time
consuming when entire sections need to be
retagged. Franchisees would like to have
the ability to use the H/H scanner to scan
items on the sales floor and print shelf tags
in the backroom. Please share any changes
we can expect to help simplify this process
in the future, and include an estimated
time frame for completion.
       In the interim, please provide fran-
chisees with a job aid that will help simplify

the process, even with the existing
system (i.e. franchisees in BT areas
can cycle count the items that
need to be retagged and use the
printout in the backroom to
enter the item number to pro-
duce the shelf tags needed).
Franchisees in non-BT areas
can shelf sequence and use
the item numbers from the

shelf sequence display printout to
produce the tags needed. These op-

tions, although not ideal, are better than car-
rying all items to the back room and will
save time.

10. HAND BOOK INVENTORY 
ON THE DAY OF AUDIT

      The quarterly audit is one of the crucial
events that influence a franchisee’s annual
income. The current process and result
does not provide required accuracy. AP has
been diligently working to improve it.
There are two items we need: franchisees
should be able to scan a three-foot section
and print the report to compare with the
auditor’s count so that they are able to con-
firm the auditor’s accuracy. Franchisees
need to know on-hand book inventory
computed up to the day of the audit so
franchisees can ver-
ify the auditor’s total
prior to the auditor
leaving. 

RAY DHALIWAL   
CAN BE REACHED AT 

ray.dhaliwal@att.net
or (707) 328-3960

Franchisee Guest Column

type in 2016 similar to
a convenience store, re-
ported CSP Daily News. In recent years, the
company has been upgrading its merchandise
mix to include groceries, beer, cigarettes and
more. • CVS celebrated its first anniversary
of ending tobacco sales by releasing new
data showing that approximately 95 million
fewer packs were sold in the states where the
company had a 15 percent or greater share of
the retail pharmacy market. • McDonald's re-
cently introduced the new McDonald's Mo-
bile App to its customers in the Greater
Philadelphia Region, offering them ad-
vanced capabilities and rewards from the
convenience of their Smartphone, like a na-
tional offer for a free McDonald's large sand-
wich and other exclusive offers. • Discount
chain Dollar General announced that its Liter-
acy Foundation recently awarded over $4
million to approximately 870 schools, non-
profits and literacy organizations to enhance
and support youth literacy and education
across the 43 states it serves. • Just one week
after confirming it approached SABMiller re-
garding a potential combination of the two
companies, Anheuser-Busch announced
that it acquired Los Angeles-based Golden
Road Brewing, the largest craft brewer in Los
Angeles County, reported CNBC. • Desperate
and in debt, 30 percent of millennials sur-
veyed by MyBankTracker.com said they would
sell an organ to get rid of student loans. •
Amazon.com commands nearly half of con-
sumers' first product search, according to a
new BloomReach survey. Forty-four percent
of consumers surveyed said they bypass the
whole Web, going directly to Amazon first
to search for products, compared to 34 per-
cent who use top search engines like Google,
Bing and Yahoo. • Scientific Games Interna-
tional, Inc. recently signed a five-year contract
with InComm to provide lottery gift cards in
North America. The gift cards can be used at
any participating lottery retailer that has been
authorized by a state lottery offering the gift
card. • Fifty-six percent of dog owners ac-
tively seek out cars and trucks that can ac-

continued from page 42
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     I credit my education to Sister Mary
Magdalene, my elementary school
teacher, just as much as I do to Professor
Saltzman at the institution of higher
learning I attended in my later years. 
     The first time either of them called on
me, I wished they hadn’t. In fact, I wished
I were anywhere else but at that desk in a
room full of students, staring at me. Over
the course of my education each taught
me that I had something to say, whether
verbally or via the written word. And, they
reinforced that essential value of empathy
so much that I wanted to become an edu-
cator myself. So I majored in English to
satisfy my yearning for teaching and ad-
miration of the written word.
     So what does this have to do with 7-
Eleven? It is the English language and its
definition of the word “control.” There are
two issues concerning franchisor control
that have simmered under the surface for
many years and are now beginning to be-
come significant to franchisees and inde-
pendent franchisee associations, alike.

     Since a federal judge ruled that Cover-
all North America must pay triple dam-
ages to hundreds of workers misclassified
as franchisees, everyone in franchising is
now aware of the dangers of a franchisor
who has too much contractual control.

Addtionally, the NLRB determination that
McDonald’s franchisees are mere “em-
ployees” of the giant QSR has further un-
derscored the franchisor-franchisee
relationship.
     The “control” issues are Operational
Control and Supplier Control. These
questions have become more prevalent
and evident with the arrival of stable, in-
dependent franchisee associations like
UFOLI, other local FOAs and the
NCASEF.
     Independent Operators have
the ability to do whatever he/she
wants with little direction from the
Franchisor. “Employee” represents
the franchisee as strictly an employee and
no other distinction. “Independent Con-
tractor” exists somewhere between these
two states or categories. 
     Operational Control denotes that the
franchisor has the exclusive rights and fi-
duciary duty and responsibility to protect
the trademark and brand. Franchisees
sign an agreement with their franchisor

with the expectation that the franchisor is
an “expert” in its chosen field and that its
plan will change according to the market-
place.
     Independent Contractor is gradually,
and in some cases, dramatically moving

to the “Employee” side of the
equation, driven by actions on

the part of the franchisor. In our
case, becoming a franchisee is no more
than purchasing a job. It is incumbent on
local FOAs to become extremely aware of
state and federal guidelines that determine
whether we are truly “Independent Con-
tractors” or “Employees.” We are certainly
not “Independent Operators!”
     The issue of “supplier control” rests
squarely on one question: Does exercising
strict controls over certain products and
services protect the brand and the brand’s
image?
     The 7-Eleven franchise system’s supply
chain management has standards, sup-
plier facility inspections, quality control
metrics and the ability to protect itself
from fragmentation, inconsistency and
dereliction due to inferior or harmful
products. In other words, SEI must be al-
lowed to exercise control over products
that would destroy the brand if due dili-

Vendor Guest Column

By Jack Rugen
President, United Franchise Owners Of Long Island

A Question Of ‘Control’

“SINCE A FEDERAL JUDGE 

RULED THAT COVERALL NORTH

AMERICA MUST PAY TRIPLE
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FRANCHISEES ARE MERE ‘EMPLOYEES’ OF THE
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gence were not done. However,
what seems to be occurring is
a not so subtle choice on the
part of franchisors to “grab”
control of products and serv-
ices. That has nothing whatso-
ever to do with brand
protection and the avoidance
of harming consumers. 
     As franchisors continue the
erosion of individual aspects of
a franchisee’s business, they
may experience some dire consequences
if not careful. What comes to my mind
immediately is the McLane agreement,
especially the CPM charge-back. In Feb-
ruary’s NCASEF Board meeting, I finally
got some information on this charge-

back. It seems SEI entered into an agree-
ment with McLane that guaranteed a
certain level of profitability. The deal is
complicated…it also includes labor and
purchasing. Even SEI can’t figure it out!
It seems it involves costs of goods, oper-

ational and labor costs. Funda-
mentally, if it costs them more to
do deliveries, that’s even included.
East Coast can affect West Coast.
It also depends on purchases—if
you buy a lot, you get back-charged
a lot.
This conundrum is the main

reason the National Coalition and
local franchise owners’ associa-
tions and their legal counsels
should be included in all negotia-
tions. From the new 2019 franchise
agreement to the new McLane
agreement due in July 2016, which
is occurring as I write this article.
Joe DePinto has stated that “the

new agreement will not be any
worse than our current under-
standing.” SEI’s senior manage-
ment has declared the CPM charge
“will go away” with the new
McLane agreement.
Can we hold them at their

word? 

commodate their
four-legged friends,
reveals Autotrader's National Dog Day Survey. •
A Bay Area man who recently found a $20 bill
on a street outside San Francisco International
Airport used it to play the California lottery and
won $1 million, reported Reuters. Hubert
Tang, a bartender at the airport, had not
played the lottery in about a decade before
using the found money to buy two scratcher
tickets. • Sheetz announced it has launched its
new Sheetz Bros. Coffee in over 500 stores
companywide. The coffee features four signa-
ture blends with a light to dark progression,
freshly ground in every store and served in a
new environmentally-friendly cup. • Despite
its well-documented struggles over the
past two years, McDonald’s remains by far
the dominant fast-food restaurant in the coun-
try, visited more in a recent seven-day period
than its next two competitors combined, re-
ported Crain’s Chicago Business. • Retired bas-
ketball great Michael Jordan made more
money selling sneakers last year than he did
during his entire 15-year playing career, re-
ported SportingNews.com. Jordan's line of
Nike Air Jordans raked in $100 million last year,
topping the $94 million he earned playing for
the Bulls and Wizards from 1984 to 2003. •
Oscar Mayer brand recently unveiled
Sizzl–a smart phone dating app that helps
users find their bacon soul mates. Sizzl allows
people to specify their bacon preferences in a
customizable profile and check out profiles of
local fellow bacon lovers, with the ability to
message and meet up with other Sizzl users
based on a mutual-matching system. • British-
South African beer brewer SABMiller recently
accepted a $104.2 billion bid from rival
beer giant Anheuser-Busch InBev, reported
CNN Money. If completed, it would be the
biggest beer deal ever and among the top
five acquisitions of all time. • A new business
model in Colorado’s marijuana industry just
opened it's doors–Gas and Grass, which
combine a traditional gas station with a
marijuana dispensary, reported KOAA 5

continued from page 46

continued on page 54

Vendor Guest Column

A Question Of ‘Control’ continued from page 51

“THE NATIONAL COALITION
AND LOCAL FRANCHISE
OWNERS’ ASSOCIATIONS

AND THEIR LEGAL 
COUNSELS SHOULD BE 
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NEGOTIATIONS ON THE
MCLANE CONTRACT.”
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continued from page 24

News. Denver based
Native Roots opened its
first two Gas and Grass locations in Colorado
Springs in October. • Flowfinity Wireless Inc.
recently released a case study describing how
Kellogg's has successfully used mobile tech-
nology to replace paper forms used by
sales managers for evaluating retail store
conditions and the performance of field sales
team members. The mobile solution also pro-
vides custom reports for identifying trends that
drive sales. • Starbucks recently brought its
Mobile Order & Pay to Android smartphone
users and also rolled out the feature across the
U.S. to stores it operates, reported the Seattle
Times. Starbucks was the first national retailer
to offer its own mobile payment technology
combined with a deep loyalty program. • Brivo
Inc recently announced the release of Brivo
Mobile Pass, a digital credential solution
that lets users unlock doorswith their
smartphones. • Citi Retail Services and Wawa,
Inc. have announced a multi-year agreement
to launch a private label consumer credit
card program for Wawa customers. • Ware-
house store chain Costco is planning to con-
vert its Hackensack location to a more
specialized business center that caters to
small-businesses like convenience stores,
caterers, restaurants and professional offices,
reported The Record. • As of July 19, 2015,
Couche-Tard's network is comprised of 7,987
convenience stores throughout North America,
including 6,556 stores offering gasoline. Its
North American network consists of 15 busi-
ness units, with 11 in the U.S. covering 41
States, and about 80,000 people are employed
throughout its network. • Supermarket chain
Kroger recently celebrated raising $30 mil-
lion over 10 years for Breast Cancer Awareness
during its annual Leadership Summit in
Cincinnati. • A Loop Commerce consumer sur-
vey of online shopping reveals that 25 percent
of respondents cited worrying about buying
the wrong size, while another 24 percent cited

continued from page 52
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Pennsylvania, New York City restricts
tobacco purchases to those 21 and over,
and New Jersey has also pushed for a
hike in the smoking age to 21.

California Tobacco Tax
Hike Revived
        A proposal to raise the tobacco tax
by $2 per pack of cigarettes in California
was given new life recently when legisla-
tion was introduced as part of a special
session on healthcare, reported the Los
Angeles Times. The measure would also
extend the tobacco tax to electronic cig-
arettes. Supporters say the proposal has
a better chance of passing than one that
stalled in the regular legislative session

because the $1.5 bil-
lion projected to be
raised by the tax
could help the state
pay for healthcare
costs for low-income
residents, a key goal
of the special session.
A recent Field Poll in-
dicates that a $2-a-
pack tobacco tax to
pay for healthcare

costs is supported by 67 percent of
California voters. If approved, it
would be California's first
tobacco tax hike since
1998. The current

tax of 87 cents per pack is well below that
of most other states. The national aver-
age is $1.60 per pack and New York
charges $4.35 per pack. The tobacco-tax
bill that did not pass in the regular leg-
islative session was opposed by groups
including the Cigar Association of
America and the Howard Jarvis Taxpay-
ers Association, which argued that it
would have created a regressive tax on a
declining revenue source.

Boston Bans Chewing To-
bacco In Sports Venues
        The Boston City Council voted re-
cently to ban smokeless tobacco and other
tobacco products at all professional and
amateur sports venues—including Fen-
way Park, reported the Boston Globe. The
ban, to take effect April 1, 2016, makes
Boston the second city to institute such a
prohibition, after San Francisco put one
in place in January. The Los Angeles City
Council is also considering a ban.
        The Boston ordinance prohibits
smokeless tobacco and other tobacco
products at sites used for professional,
collegiate, high school, and amateur
events, including open spaces, enclosed

structures, and stadium
parking lots. Signs describing
the ban must be posted at
every entrance and in
dugouts, bullpens, training

Play The Name Game!
Look carefully at each page in this issue. Some-
where 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. 

Legislative Update

continued on page 56

“A recent
survey shows
67 percent of
Californians
favor a $2
per pack
tobacco tax
increase.”
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rooms, locker rooms, press boxes, and
restrooms. Violations carry a $250 fine
per offense. State law bans smoking in
workplaces and public places, including
stadiums.

Chicago Lawmaker Seeks
$1.25 Tax On E-Cigs
        A Chicago alderman recently intro-
duced a plan to the City Council to insti-
tute a tax of $1.25 for each e-cigarette
cartridge and 25 cents for each milliliter of
liquid to fill the cartridge, reported the
Chicago Tribune. Ald. Proco "Joe" Moreno
said the tax would raise just $1 million per
year toward fixing the city budget hole but

could be an important part of curtailing
the increasingly common use of the prod-
ucts by young people. Moreno told the
newspaper Mayor Rahm Emanuel is sup-
portive of the electronic cigarette tax, and
that he's still working to get Emanuel's
support for another proposal to increase
taxes on smokeless tobacco products.

Federal Tobacco 
Legislation Update
        There are several bills pending in
Congress that would
tax or regulate ciga-
rettes, other tobacco

products and electronic cigarettes, re-
ported Tobacco E-News. The measures

summarized below are pending in either
the U.S. Senate or the U.S. House of Rep-
resentatives and have been referred to con-
gressional committees for future
committee hearings and actions.
• Senate Bills 430 & 2047, House Bills 478
& 4325—Would regulate the marketing of
e-cigarettes.
• Senate Bill 142, House Bills 1375 & 324—
Would require child safety packaging for

Legislative Update

www.ncasef.com

Visit the National Coalition 
Website:
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“A Chicago lawmaker has proposed a tax
of $1.25 for each e-cig cartridge.”



liquid nicotine containers to be estab-
lished by the Consumer Product Safety
Commission.
• The President’s proposed federal budget
includes a 94-cents-per-pack increase in
the federal cigarette tax and proportionate
tax increases for all other tobacco products.
• House Bill 1578—Would temporarily in-
crease the federal tax on tobacco products
to fund the enrollment of individuals
under the pre-existing condition insur-
ance program under the Affordable
Health Care law.
• Senate Bills 39, 194, & 826—Would enact
tobacco tax parity so that tobacco prod-
ucts are taxed at essentially the same rate
as the federal cigarette tax rate.
• House Bill 3042—Would amend the
Jenkins Act to prevent the interstate sale
and delivery of e-cigarettes, cigars and
pipe tobacco to minors.
• House Bill 662—Would amend the Fed-
eral Food, Drug and Cosmetic Act to ex-
empt traditional large and premium cigars
from regulation by the Food and Drug
Administration and from user fees as-
sessed on tobacco products by the FDA.

Florida Considers 
Online Lottery Sales
        Legislation has recently been filed to
allow the Florida Lottery to sell tickets on-
line, reported MyNews13.com. The bill,
SB 270, is aimed at broadening the Lot-
tery's revenue base to include out-of-state
customers and occasional players who
might be enticed to play more frequently
if online tickets were an option. Last year,
the Florida Lottery posted a record $5.5

billion in sales.
        The National Association of Conven-
ience Stores reported that it supports leg-
islation at the federal level—the
Restoration of America’s Wire Act (H.R.
707 and S. 1668)—that
would reverse a 2011 U.S.
Justice Department deci-
sion that re-inter-
preted the 1961 Wire
Act, a 50-year-old
law that prohibited
online gambling.

NACS said lottery ticket sales generate
substantial in-store traffic for convenience
stores, and the frequent lottery customer
purchases additional items when they pur-
chase their lottery tickets.

U.S. Court Hears Challenge
To Credit Card Settlement

A U.S. appeals court recently
weighed whether to uphold the ap-
proval of an estimated $5.7 billion
antitrust settlement by MasterCard
and Visa with merchants over
credit card fees despite the objec-
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“Since 2002, 47 states and
Washington, D.C. have
increased their cigarette tax
rates more than 120 times.”

Legislative Update

State Cigarette Excise Tax Rates
        The list below shows the cigarette excise tax rate per pack in those states where
7-Eleven operates, in effect by October 1, 2015. Since 2002, 47 states and Washington,
D.C. have increased their cigarette tax rates more than 120 times. The 7-Eleven states
with the highest taxes are New York ($4.35), Rhode Island ($3.75) and Connecticut
($3.65), while the lowest rates can be found in Missouri ($0.17) and Virginia ($0.30).
The highest combined state-local tax rate is $6.16 in Chicago, IL, with New York City
second at $5.85 per pack.

STATE                                       TAX
Arizona                                     $2.00
California                                 $0.87
Colorado                                  $0.84
Connecticut                             $3.65
Delaware                                 $1.60
Florida                                     $1.339
Idaho                                       $0.57
Illinois                                      $1.98
Indiana                                    $0.995
Kansas                                    $1.29
Maine                                       $2.00
Maryland                                 $2.00
Massachusetts                        $3.51
Michigan                                 $2.00
Missouri                                   $0.17
Nevada                                    $1.80
New Hampshire                       $1.78

STATE                                       TAX
New Jersey                               $2.70
New York                                  $4.35
North Carolina                         $0.45
Ohio                                         $1.60
Oregon                                     $1.31
Pennsylvania                           $1.60
Rhode Island                           $3.75
South Carolina                         $0.57
Texas                                        $1.41
Utah                                         $1.70
Vermont                                   $3.08
Virginia                                    $0.30
Washington                             $3.025
Washington, D.C.                     $2.50
West Virginia                           $0.55
Wisconsin                                $2.52

continued on page 62



S E P T E M B E R  |  O C TO B E R  2 0 1 5  AVANTI 6160 AVANTI S E P T E M B E R  |  O C TO B E R  2 0 1 5

continued from page 22

worrying about the
hassle of returns as the
most common reasons they hesitate to buy
gifts online. • A Square One Markets conven-
ience store in Bethlehem, Pennsylvania re-
cently launched a pilot test for a new dinner kit
that allows time-starved customers to prepare
family meals in less than 30 minutes. The Six
O'Clock Scramble Fresh & Fast Family Din-
ner Kits contain everything needed to prepare
a fast, fresh meal. • Consumers report spending
one in three food dollars on specialty food,
up from one in four in 2014, according to re-
search by the Specialty Food Association. This
comes as specialty food sales topped $100 bil-
lion for the first time in 2014 and continues to
grow. • The Equal Employment Opportunities
Commission recently filed a lawsuit against
New Mexico-based Allsup's Convenience
Stores Inc., accusing the company of violating
civil rights laws by refusing to make reasonable
accommodations for pregnant women with
disabilities, reported the Associated Press. • 
Alimentation Couche-Tard recently an-
nounced it has sold its lubricants business
to Fuchs Petrolub SE.The sale was through a
share purchase agreement, in which Fuchs ac-
quired 100 percent of all shares in Statoil Fuel
& Retail Lubricants. • McDonald’s Canada is
adding self-serve kiosks inside its restau-
rants, allowing diners to quickly and easily
order custom-made burgerswith a long list
of new toppings, including guacamole, sun-
dried tomato pesto, jalapenos, grilled mush-
rooms and Sriracha sauce, reported the Toronto
Star. • IGT Global Solutions has developed new
smartphone apps for the Rhode Island Lot-
tery and the Tennessee Lottery Corporation
that give players   , and also enables players to
scan tickets with their mobile devices to
check if they hold winning lottery tickets. •
In a warning issued to the general public, the
FBI said new chip-based credit cards are
safer than traditional cards but still vulner-
able to fraud and need to be used with a PIN

continued from page 54
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        If an employee is hurt at work, you—
the owner—can help minimize the cost to
your business by doing a few key things. An
employer level investigation consists of:
• Documentation of the reported cause of
injury
• Identification of any witnesses
• Determination whether there is
any third-party involvement

Documentation
        An inquiry
should be made
of any injured
employee as to
the exact cause of
the injury. The
employee should
be asked to de-
scribe what spe-
cific incident or
activities within
the workplace are
perceived to have caused the injury. 
       The exact date and time of the inci-
dent should be provided by the employee.
In addition, the employee should be asked
whether there were any witnesses to the in-
cident. It is also useful to get information
from the employee about any body parts to
which they believe injury has occurred.

Witnesses
        The names and contact information for
any witnesses should be obtained and pro-
vided to MSIG. As may be indicated, the
MSIG claim staff will contact witnesses to
obtain verification of the incident or me-
chanics of the injury reported. Information
that may be available from wit-
nesses can serve to assist MSIG
in evaluating the claim of indus-
trial injury that was filed.

Third-Parties
       As with witnesses, if the injury is pos-
sibly attributable to the actions of another
person not employed with 7-Eleven, con-
tact information regarding the third party

should be documented and pro-
vided to MSIG. If the injury can
be successfully attributed to a
third-party, MSIG can seek to
recover costs paid on the claim
from the third party or their in-

surance carrier. Such recoveries have
the potential to significantly reduce
claim costs to your business. 

Occupational Injury 
Investigation Form
  The MSIG website has an “Occupa-
tional Injury Investigation” form. The
form can be used to assist you to obtain
information regarding the injury. Please
visit http://www.msigusa.com/risk_
management/riskmanagement.asp

Franchisees must take these steps in the case
of an accident or injury in the workplace:

1. Investigate accidents immediately

2. Determine who was involved and who
witnessed it

3. Find out what items, equipment or people
were involved

4. Record a detailed description

5. Determine the possible injury cause

6. Support your Claims Adjuster as they
may call for additional facts. Help them
to help you! 

Investigation Of Workers’ 
Compensation Claims

How &Why
By Greg Averetta, MSIG Claims Account Executive

www.ncasef.com

Visit the National Coalition 
Website:

JOHN HARP, CSP, ARM
jharp@msigusa.com
908-604-2951
Risk Engineering Consultant

GREG AVERETTA
gaveretta@msigusa.com
818-942-3943
Claims Account Executive

“Document 
injury specifics,
and identify 
witnesses and 
any third party 
involvement im-
mediately after 
an accident.”
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tion of sev-
eral major retailers, reported Reuters. A
lawyer for retailers including Target and
Amazon.com urged the 2nd U.S. Circuit
Court of Appeals in New York to reject
the deal, saying it forces merchants to
give up their rights to sue over various
policies and practices. A lawyer for mer-
chants who negotiated the deal said the
settlement was fair and provided not just
$5.7 billion, but reforms an expert valued
as worth up to $62 billion.
        The settlement, the largest in a U.S.
antitrust class action, resolved lawsuits by
merchants pending since 2005. The law-
suits accused Visa and MasterCard of fix-
ing the fees they were charged each time
customers used credit or debit cards. Mer-
chants also claimed Visa and MasterCard
prevented retailers from encouraging cus-
tomers to use cheaper payment methods.

NY Passes $15 Minimum
Wage For Fast-Food
Workers
        New York state will gradually raise
the minimum wage for fast-food workers
to $15 an hour—the first time any state
has set the minimum that high, reported
NBC New York. The wage hike will be
phased in over three years in New York
City and over six years elsewhere in the

state. It will apply to some
200,000 employees at large
chain restaurants. New
York's increase was recom-
mended by an unelected
Wage Board created by the
governor—a tactic that al-
lowed him to circumvent

the Legislature,
where pro-
posed mini-

mum wage
increases have re-

cently stalled in
the Republican-controlled state Senate. To
date, the cities of Los Angeles, San Fran-
cisco, Oakland and Berkeley in California
and Seattle, Washington have approved
phased-in increases that eventually will
take their minimum wage to $15 an hour,
or about $31,200 a year.

NY Credit Card Surcharge
Ban Restored
        A federal appeals court recently re-
vived a New York state law banning sur-
charges on credit card purchases, saying
a lower court judge erred in finding the
law unconstitutional, reported Reuters.
By a 3-0 vote, the 2nd U.S. Circuit Court
of Appeals said the law, which subjects
retailers to criminal penalties for impos-
ing surcharges on customers who pay
with plastic rather than cash, does not vi-
olate retailers' free speech or due process
rights under the U.S. Constitution. The
decision is a defeat for retailers that have
long complained about the cost of ac-
cepting credit cards, including "swipe"
fees they pay to networks such as Mas-
terCard and Visa.
        In practice, the law prevents retailers
from selling a $100 item to card cus-
tomers for $102, but lets them offer "dis-
counts" to cash customers who might
pay just $98. The appeals court said the
law does not regulate speech but rather
regulates pricing practices, specifically
any differences between posted prices
and higher prices for card customers.

Labor Board Redefines
Employee-Employer 
Relationship
         The National Labor Relations Board
(NLRB) recently voted to adopt a more ex-
pansive definition of what it means to be a
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        7-Eleven Stores Ltd said it would set up
an independent panel to examine underpay-
ment claims and franchise agreement terms.
During an Australian Senate investigation into
the scandal, the company admitted its payroll
system used to allow franchisees to pay em-
ployees whatever rate they liked, even if it was
below the minimum wage. More recently, 7-
Eleven Stores Ltd has agreed to change the
gross profit split to 50-50 in order to “ensure a
fair, equitable and sustainable outcome for all,
and incentive driven ethical and responsible
business practices.”

7-Eleven Canada Testing
Walmart Pickup Service
        7-Eleven Canada and Walmart Canada
recently announced the expansion of Walmart
Canada's Grab & Go Locker network in six
Toronto-area 7-Eleven stores. The announce-
ment marks the first time in Canada two re-
tailers are teaming up to offer a Grab & Go
Locker service. The service offers customers
using Walmart.ca a convenient free shipping
option where they can pick up their order 24
hours a day, seven days a week, at no cost. The
deal expands on Walmart Canada's current
Grab & Go Locker service, which offers free
shipping to 45 Grab & Go Lockers in the
greater Toronto area. The two companies have
agreed to a six-month pilot of the project to
evaluate customer response and usage.

Seven & I Launches Online
Shopping Service
        Seven & I Holdings launched a new on-
line shopping service in Japan on November
11, with up to 1.8 million items available for
consumers, reported PetrolPlaza.com. The
new “omni7” service allows registered users
to order any products offered by group retail-
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ers online and have them delivered to their
homes or any Seven & I Holdings group
outlets across Japan, such as 7-Eleven con-
venience stores. The deliveries are free if
customers collect them from a group com-
pany outlet or spend a total of US$12.40
or more. For purchases under that value,
a fee of US$2.5 applies.

SEI To Expand Private 
Label Offerings
        7-Eleven, Inc. plans to expand its 
private brand SKU count by 60 percent in
2015, reported Convenience Store News. In
an article detailing the company’s store
brand process, the publication reveals that
within the past year SEI has added such
items as 7-Select Go!Smart fruit and nut
bars, 7-Select Go!Yum sweet treats, and a
line of 7-Select over-the-counter medica-
tions to its private label offerings. “Private
brands are a major part of 7-Eleven’s strat-
egy,” SEI’s Director of Merchandising Sean
Thompson told the magazine. “Our or-
ganization is fully aligned that expanding
our private brand offering is a key compo-
nent of our future growth.” Thompson
also said quality is a key differentiator for
SEI—products offered under 7-Eleven’s
own brands give shoppers items 
that are of “exceptional quality,” 
driving profits for the com-
pany’s fran-
chisees.

Target Partners With 
Instacart On Groceries
        Big-box retailer Target is teaming up
with Instacart Inc. to offer same-day deliv-
ery of groceries and household items for
$3.99 in its hometown of Minneapolis as
the company rolls out an alternative to on-
line rival Amazon.com’s $299-a-year Ama-
zon Fresh grocery delivery service,
reported Bloomberg. Target will be In-
stacart’s second-largest retail partner by
revenue, behind Costco Wholesale Corp.
        Instacart works with retailers that pro-
vide stores close to customers. The com-
pany supplies the technology to enable
online orders as well as employees who

fetch groceries from store shelves and
mostly contract drivers who deliver

them in their own vehicles.
Target’s deal with Instacart
adds perishable foods such
as milk and eggs to online
order options and faster de-
livery, rounding out the
company’s offerings for
online shoppers. Gro-
cery delivery fees
through Instacart start

at $3.99. Online groceries are a $10.9 bil-
lion industry in the U.S., and the market is
expected to grow 9.6 percent annually
through 2019, according to a December re-
port by IbisWorld.

Gasoline Fuels 
C-Store Sales
        Continued low gas prices helped grow
convenience store sales both at the pump
and inside the store for the first nine
months of 2015 and retailers are optimistic
about prospects over the fourth quarter,
according to the results of a retailer senti-
ment survey released by NACS. Nearly 8 in
10 convenience store retailers (79 percent)
said they are optimistic about their busi-
ness for the fourth quarter of 2015, com-
pared to only 8 percent who are
pessimistic. While retailers are over-
whelmingly optimistic about their busi-
ness, overall optimism is down slightly
from the second quarter (83 percent) and
first quarter (86 percent).
        Strong fuels sales and margins con-
tinue to drive retailer optimism. More than
half of all retailers (59 percent) said fuels
sales so far in 2015 are stronger than the
same period in 2014 and two in three (66
percent) said that fuels margins are
stronger than in 2014. Additionally, two in
three retailers (67 percent) said their food
sales have increased in 2015 and nearly as

S E P T E M B E R  |  O C TO B E R  2 0 1 5  AVANTI 6564 AVANTI S E P T E M B E R  |  O C TO B E R  2 0 1 5

www.ncasef.com

Visit the National Coalition 
Website:

“7-Eleven has ramped up private label
SKUs by almost 60 percent in 2015.”

“Online groceries are a
$10.9 billion industry in
the U.S., and the market 
is expected to grow 
9.6 percent annually
through 2019.”
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many (63 percent) said their “better-for-
you” items are selling better this year.

First 7-Eleven Opens 
In Middle East
        Seven Emi-
rates Investment
LLC—a master
franchisee of 7-
Eleven, Inc.—re-
cently celebrated
the opening of its
first 7-Eleven
store in the United Arab Emirates. The
store opened for business October 6, and
the company held an event on October 13
with a ribbon-cutting, VIP attendance and
celebratory dinner for suppliers, contrac-
tors and other guests. The location of 7-
Eleven's first store in the Middle East is Bay
Square, Building #4, near downtown Dubai
and the world's tallest building, Burj Khal-
ifa Tower. The new 2,000-square-foot store
carries some 2,500 products that are both
typical of 7-Eleven stores and special to that
part of the world. The currently company-
operated store employs 18, who reflect the
diversity of the United Arab Emirates.

Walmart Expands 
Grocery Pickup
        Walmart is expanding its free grocery
pickup service to several markets as it seeks
to capitalize on its network of physical stores
amid growing competition with
Amazon.com and others investing in home
delivery, reported Reuters. The company
started offering curbside pickup for gro-
ceries ordered online in eight new markets
recently, with more to be added soon. Wal-
mart has been testing online grocery deliv-
ery services in two markets and pickup in
the five markets of Denver, Colorado;

Phoenix, Arizona; San Jose,
California; Bentonville,
Arkansas; and Huntsville,
Alabama. The company’s
announcement solidifies a
strategy of playing to its bricks-and-mortar
footprint, with an estimated 70 percent of
the U.S. population living within five miles
of one of its 4,600 stores.

Amazon Expands Delivery
Service To Los Angeles
Amazon.com recently announced that

Prime Now, the company’s one-
hour delivery service, has ex-
panded to Los Angeles and

Orange County including areas such as
Santa Monica, Redondo Beach, Silver Lake
and Irvine, to name a few. The company said
it has established four Prime Now hubs in
Southern California to serve its Prime mem-
bers with fast delivery on tens of thousands
of items including paper towels, chilled and
frozen items like milk and ice cream, and tel-
evisions and Kindle devices. Prime Now will
also add deliveries from some of LA’s favorite
local stores, such as Sprouts Farmers Market,
Bristol Farms, Sprinkles Cup-
cakes, Fresh & Easy,
Erewhon Organic Grocer
and 99 Ranch Market.
With the addition of
Los Angeles, Prime
Now operates in 13
cities worldwide.

Consumers Order Online
For Same Day Delivery
        Roughly 3 in 10 consumers have or-
dered items online for same-day delivery in
the past 12 months, excluding foods ordered
for immediate consumption such as deliv-
ery pizza, according to a report by market

research publisher Packaged Facts. Presently
Amazon and Walmart are the main benefi-
ciaries of requests for same-day delivery.
Data from Packaged Facts’ August 2015 na-
tional consumer survey reveal that 44 per-
cent of consumers have purchased products
online from Amazon for same-day home
delivery, while 37 percent have requested
same-day delivery from Walmart. However,
the growing popularity of online delivery
services such as Instacart and other retailers
could challenge for greater market share in
coming years. This is especially true when
it comes to the delivery of perishable prod-
ucts such as grocery items, the report states.

Wawa Opens New 
Flagship Store
        Pennsylvania-based c-store chain
Wawa recently opened a new flagship store
in Philadelphia, just in time to service vis-
itors who were in town for the World
Meeting of Families and the historic visit
of Pope Francis. The new center city
Philadelphia store offers the company's
most progressive store design prototype to
date, featuring more than 4,000 square
feet of space and one-of-kind features not
yet available in any other Wawa store.
Highlights of the new store include:
• Large corner entrance with bronze
canopy
• In-door bar seating along the windows—
the first Wawa store in the company to fea-
ture this option
• Upscale cabinetry, counter tops, and
lighting
• Wawa's newest product offerings
• Design features such as floor-to-ceiling

“Walmart says an estimated 70 percent
of the U.S. population lives within five
miles of one of its 4,600 stores.”
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     Its no secret that to keep customers com-
ing back to our stores and making their 7-
Eleven shopping experiences unique, we
have to offer all sorts of promotions. In any
given month, we can have upwards of 150
promotions to choose from to run in our
stores. Sometimes, like last month, we have
230 or more promotions. But how do we pick
the right promotional deals? First, we have to
determine what our customers want and pick
those promotions that will make our stores
unique and stand out from the competition.
     Second, we have to choose promotions
that offer the most profitability (few if any of

these promotions are fully vendor funded).
If I had to choose five to 10 promotions to
run in my store, I have to consider profitabil-
ity, so I'll try to sell something where I make
more money. However, this takes quite a bit
of work because we have more than 100 pro-
motions running at any time, and I have to
analyze the whole group of promotions to

determine which ones
are the most beneficial
to my bottom line.

For instance, for
the cooler we have all of
these promotions from
Pepsi, Coke, Monster
and Red Bull. Accord-
ing to my analysis, with
almost every promo-
tion from these major

companies, suggested by SEI, we are either
losing money or not making enough to cover
the costs associated with the promotion—or-
dering the product, receiving the product,
stocking the cooler, stocking the shelves, and
standing behind the register and trying to
plus sell the second Gatorade or the second
Monster. With one Gatorade promotion, we
make $1.00 on the first bottle and $0.10 on
the second. This is basically the same deal as
every other mom and pop store. The fact is
SEI needs to leverage the power of 8,300
stores and negotiate better promo deals for
us that include full vendor funding.

     We are
the biggest
c o n v e n -
ience store chain in America. Period. No-
body matches our size. If we choose not to
cooperate with Monster, they will lose a lot
of sales. That is why Monster gives us exclu-
sive flavors, as do Red Bull and Gatorade and
Coke. We have the leverage, so we should use
it to get a better cost and promotions that are
best for our stores and our franchisees.
     For our own good, franchisees need to
take a serious look at and understand the
promotions, and not just blindly follow them
because they were given to us. We own the
business and we need to be managers of our
business. One thing we can do more of is cus-
tomizing the promos instead of obediently
following the straight line. In the Chicago

area, our FOA started advising franchisees
on how to customize SEI’s suggested promos
to their specific needs. So if the Red Bull guy
came in and said the promo is 2 for $5.35, we
suggested not to follow the line and sell it at
2 for $5.50. What few franchisees realize is
that we have no obligation to follow the pro-
motions exactly; 7-Eleven will still give you
the funding associated with the promo—
even if you don't follow it blindly—as long as
you participate. You can also customize the
POP to reflect the new price and better ad-
vertise the promotion. Our FOA makes sim-
ilar POP with the new price on it, then prints
it out and gives it to area franchisees for a
nominal cost.
     Our market manager and field reps have

accepted our way of doing
promotions. When they
walk into our stores that
have the customized POP,
they understand why we're
doing it and have even wit-

nessed the better profit margins we’re gener-
ating. I would be remiss, however, if I didn’t
place a disclaimer here: this is not a situation
that will work for everyone. If you have tough
competition, if you have another 7-Eleven
right next to you and that guy doesn't do it,
it wouldn't work for you. 
     On the whole I believe this strategy is ap-
plicable nationwide, and the more we start
customizing the promos instead of following
the straight line, the more 7-Eleven will start
thinking again and try harder to get us a bet-
ter cost of goods and better funding. 

Rehan Hashmi
Vice President, Alliance of 7-Eleven Franchisees FOA

THE OTHER SIDE OF PROMOTIONS—
HOW TO MAKE MORE MONEY
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“The fact is SEI
needs to lever-
age the power
of 8,300 stores
and negotiate
better promo
deals for us that
include full ven-
dor funding.”

REHAN HASHMI  CAN BE REACHED AT 
847-845-8477 or rehan711@yahoo.com

“For our own good, franchisees need to take a serious look at and under-
stand suggested promotions, and not just blindly follow them because
they were given to us. We own the business and
we need to be the manager of our business.”
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     In reviewing the Period 5 Sales Plan (it
should be called a Master Plan, as it's 231
pages that I found out the hard way by acci-
dentally hitting the print button), I noticed
buried within its contents were several pro-
motions that were, to put it mildly, losers. By
losers, I mean promos where we either  make
less money selling two items than a single
one, or barely make it worthwhile to do the
additional work to participate. Here are just
a few examples of many (note all data is from
the individual Sales Plan sheets):
• Coke 20oz w/Free GoYum 7-Select Pop-
corn—Everyday GP is $1.56; promo GP$ is
$0.88 ($0.68 loss);
• Fanta 2Ltr (2 for $2.50)—$0.70 GP on the
first and $0.12 on the sale of the second
($0.58 loss);
• Whole Pizza and 2Ltr Coke ($6.99)—Reg-
ular price has $1.85 GP, and promo has
$1.30 ($0.55 loss);
• Whole Pizza and 5 Wings ($8.99)—Regu-
lar price has $3.09 GP, and promo has $2.54
($0.55 loss);
• 1/4 lb and Big Gulp ($2)—Regular price
has $1.69 GP, and promo has $0.50 ($1.19
loss); and my personal favorite,
• King Size Reese's and Super Big Gulp
($2.50)—Regular GP$ is 1.80, with the promo-
tion the GP$ are a minus $0.06 ($1.86 loss);

• It goes on and on.
     In the majority of the analyses for the
promotions shown above, the rationale for
the promotion is either a "Basket Builder"
or "Traffic Driver." While I understand that
there may be an occasion to have several
items as a "loss leader" to generate traffic
into our stores, the preponderance of
money losing propositions in the Sales Plan
makes me question the company's market-
ing strategy for inside store sales. Moreover,
loss leaders are for those who can afford
this strategy, like supermarket chains,
where there truly is a "market basket."
    It appears from the above, as well as

from the fact that almost everything in the
store is on sale (remember I said there were
231 pages of promos), that 7-Eleven is more
interested in raising sales revenue than
gross profit dollars, in direct opposition to
the premise of our franchise agreement.
     In these times where we are struggling
to survive the government-mandated min-
imum wage increases, franchisees need
more than ever to make every sale prof-
itable. However, the company continues to
run promotions (e.g., $1 1/4 lb Hot Dogs)
where, when questioned that it is not prof-
itable, we are told "it's not meant to make
money" but rather to serve essentially as
"live advertising." The franchise commu-
nity already pays 7-Eleven 1.5 percent of

monthly gross profit for "advertising,"
which we always question where the money
goes; we don't need to take more money out
of our pockets for this purpose.
      If 7-Eleven's Category Managers cannot
use our size to negotiate fully funded promos
with vendors, or at a minimum, have the
stores make at least 50 percent of the single
item profit on the second (e.g., $1.00 GP on
the first, and $1.50 on both), then it should ei-
ther make up the difference from its side of
the ledger, or not run the promotion. 

Pete Gragnano
President, Suburban Washington FOA

“IT APPEARS WE ARE MORE IN-

TERESTED IN RAISING SALES

REVENUE THAN GROSS PROFIT

DOLLARS, IN DIRECT OPPOSI-

TION TO THE PREMISE OF OUR

FRANCHISE AGREEMENT.”

PROMOS SEEM TO DO
MORE HARM THAN GOOD
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“The preponderance of money losing propositions 

in the Sales Plan makes me question the company's

marketing strategy for inside store sales.”

PETER GRAGNANO CAN BE REACHED AT 
PJG1415@hotmail.com or 443-472-2327
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7-Eleven and Bay Area franchisees participated in the Festival of
Arts in Fremont, California August 1-2 to help spread news about avail-
able franchising opportunities and potentially attract some new fran-
chisees. The Fremont Festival of the Arts is the largest two-day street
festival west of the Mississippi, with an attendance of approximately
385,000 and at least 650 artisans.

Franchise Sales Representative Tony Varela organized SEI’s booth at
the event. SEI field consultants Mike Gallagher, Paula Quigley and Mark
Kwasigroch were there to support Tony's effort. Several local fran-
chisees, like Van Nguyen and Henry Nguy, also attended to lend SEI a
helping hand. The 7-Eleven booth was very busy, as there was a lot of
interest in the world's number one franchise.

I walked around the fair distributing franchising flyers and store
coupons for free Slurpees, Big Bites and Big Gulps, which were a big

hit. California Assembly Member Kansen Chu and his wife Daisy also
visited the 7-Eleven booth. Overall, it was a delightful event and we
were very successful in promoting the 7-Eleven brand.

Bay Area Franchisees Promote Brand At ARTS FESTIVAL
By Sue Kumar, Board Member, San Francisco/Monterey Bay FOA

glass, and special digital signs developed to
support and showcase Wawa's offerings
and commitment to the community.

McDonald's Begins 
All-Day Breakfast 
        Fast food chain McDonald’s is now of-
fering all-day breakfast nationwide in hopes
that it will help boost slumping sales, re-
ported the Chicago Tribune. Approved by
franchisee leadership in September, the
move is perhaps the highest-profile compo-
nent yet revealed of the CEO's plan to rein-
vigorate the company. The limited menu for
all-day breakfast will include McMuffins,
hotcakes, sausage burritos, fruit and yogurt

parfaits, oatmeal and hash browns. The ar-
ticle states that time will tell if the hype trans-
lates into significant improvement in sales or
profits for the Golden Arches, which has
struggled in recent years as more consumers
opt for fast-casual options like Chipotle and
Panera Bread.

Cumberland Farms Sells
$1 Billion In Gas
        Convenience retailer Cumberland
Farms recently announced that it has sold
$1 billion in gas through its SmartPay pro-
gram since its launch in January 2013. The
company said over the last 12 months,
transaction volume has more than doubled
and continues to grow rapidly, making
SmartPay Check-Link the most popular
method of payment at its pump—exceeding
any single debit brand, credit brand, or cash.
Available as both a payment card and a mo-
bile payment app, the program is free to join
and free to use, and users automatically save

10 cents on every gallon of gas, every day,
when they fill up at any Cumberland Farms
gas retail locations throughout the North-
east and Florida.
        In addition to saving 10 cents on every
gallon of gas, mobile app customers receive
a free Farmhouse Blend coffee or a free
Chill Zone beverage for every 30 gallons of
gas purchased. To date, Cumberland
Farms has given away 1.5 million free
drinks via SmartPay Rewards. Cumber-
land Farms' major suppliers have also part-
nered with the retailer on its reward
program, providing free coupons on a va-
riety of in-store products.

Organized Retail Crime
Still Prevalent
         According to the National Retail Feder-
ation’s 11th annual Organized Retail Crime
(ORC) Survey, nearly all retailers (97 percent)
surveyed report that they have been a victim
of ORC in the past year, up from 88.2 percent

continued on page 74
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who said so last year. Retailers on average report
they have lost $453,940 per $1 billion in annual
sales over the past year. Additionally, the survey
found on average retailers allocate approxi-
mately $434,032 to specific organized retail
crime personnel in their company.

Organized retail crime
gangs wreak havoc
throughout the country, but
many cities have remained
top locations for ORC activ-

ity for the past several years, including Los
Angeles, Miami and San Francisco. The top
10 locations that retailers say have the most
organized criminal activity are (by rank):
1. Los Angeles
2. Miami
3. Chicago
4. New York
5. Houston
6. Arlington/Dallas/ Ft.Worth
7. San Francisco/Oakland
8. Baltimore
9. Orange County, California
10. Northern New Jersey

Couche-Tard
Launches Global 
Circle K Brand
        Alimentation Couche-
Tard recently announced
the creation of a new, global
convenience brand, "Circle
K." The new Circle K brand
will replace Couche-Tard's
existing Circle K, Statoil,
Mac's and Kangaroo Ex-
press branding on stores
and service stations across
Canada, the USA, Scandi-
navia, and Central and
Eastern Europe. The new
Circle K brand will also ap-
pear on licensed stores
across Asia and will be a fundamental part of
Couche-Tard's future growth. 
        Couche-Tard has chosen to retain the
company's founding Couche-Tard retail
brand in the Province of Québec in Canada
due to the specifics of that market. The global
Circle K brand will begin rolling out to stores

in the USA from January 2016. It will be seen
on service stations in Europe from May 2016,
while Canadian customers outside Québec
will see the new Circle K brand starting in
May 2017. 
        The company also announced that it
has purchased, through its wholly-owned in-

“joint employer" that could upend the tra-
ditional arms-length relationship that has
prevailed between corporate titans such as
McDonald’s and its neighborhood fast-
food franchises, reported the Washington
Post. The case involved a recycling com-
pany called Browning-Ferris Industries,
which used a temporary staffing agency to
provide workers, and a Teamsters local that
tried to organize the employees. The NLRB
ruled that Browning-Ferris exercised suffi-
cient control over hiring, firing, discipline,
supervision, and work hours to qualify as a
joint employer under the new standard. 

       The National Association of Con-
venience Stores reported that the NLRB
might try to use the new joint employer
definition in its case against McDon-
ald’s, in which the Board seeks to hold
the parent corporation jointly responsi-
ble for labor violations at numerous
franchise locations nationwide. Accord-
ing to NACS, “If franchisors are held re-
sponsible for actions at its franchise
locations, or if they are responsible for
bargaining with franchise employees,
they may not see the benefit in contin-
uing the franchisor-franchisee business
model.” 

NACS Vice President Member Services Mike Davis and California
PAC President and NCASEF CFA representative Jaspreet Dhillon
met at the NACS convention to look for ways to help franchisees
nationally and organize at local levels.

instead of a signature
to minimize risk. •

Despite objections by 7-Eleven, Inc. and
other gas retailers, a federal judge recently
gave final approval to the $24.5 million
“hot fuels” settlement, reported CSNews
Online. Opponents claim those companies
settling are attempting to push a pro-auto-
matic temperature compensation cam-
paign that was already rejected by a
congressional body. • Valet self-storage
service provider Livible.Space is bringing
its popular “do it for me” service to Portland.
The company, previously known as Stor-
rage, says the expansion is the beginning
of its national rollout.  

continued from page 60
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direct subsidiary Circle K Stores Inc., all the
assets operated under the Texas Star brand
from Texas Star Investments, Inc. and its affil-
iates. The assets are comprised of 18 conven-
ience stores, two free-standing Subway stores
and a dealer fuel supply network located in the
southern part of Texas. The transaction is an-
ticipated to close in the second half of
Couche-Tard's fiscal year 2016 and is subject
to the standard regulatory approvals and clos-
ing conditions.  

San Diego Golf Tournament Raises Money for Charity
Members of the San Diego FOA gathered at the Sycuan Golf Resort in El Cajon, CA on
May 15 to help raise funds for two worthy causes. The group raised a total of $8,000
during its 22nd Annual Charity Golf Tournament for the Warrior Foundation—Free-
dom Station ($5,000) and Swim Across America ($3,000).
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TEDESCHI FOOD SHOPS 
ACQUISITION COMPLETED

SEI recently
announced it
has closed on

the acquisition of approximately 180
Tedeschi Food Shops (headquarters in
Rockland, Mass.). This transaction adds
to the company's existing 150 7-Eleven
stores in the greater Boston and southern
New Hampshire area. SEI said it has
made job offers to employees working at
the stores and most non-store personnel
of Tedeschi Food Shops, formerly owned
by the Tedeschi family. This acquisition
is part of SEI's accelerated growth plan.

7-ELEVEN TO PROVIDE 
ON-DEMAND DELIVERY 
VIA DOORDASH
SEI and DoorDash recently an-

nounced a partnership to provide on-de-
mand delivery from participating 7-Eleven
stores in five major metropolitan markets
across the Unites States. Customers in New
York, Los Angeles and Chicago can now
order products from their local 7-Eleven
stores, with delivery service following in
Washington, D.C. and Boston in the com-
ing months. For a limited period, the de-
livery service fee is $2.99.
The strategic relationship between

the two companies includes in-store mar-

keting, local promotions and the avail-
ability of "Convenience Packs" or groups
of products that make purchasing
common items from 7-Eleven
stores more convenient. For exam-
ple, the "Date Night Pack" includes
Ben & Jerry's chocolate chip cookie
dough ice cream, a Hershey's milk
chocolate bar, an 8.4-ounce Red Bull en-
ergy drink, an 18-piece pack of Trident
gum and a three-pack of Trojan Ultra
Thin condoms. The "Hangover Pack" in-
cludes extra-strength acetaminophen, a
28-ounce Gatorade, a large pepperoni
pizza, and a smoked turkey and pepper
jack sandwich.

SHARE A SLURPEE
DRINK WEEK
7-Eleven started the

fall season with a week-
long "Share a Slurpee"
drink offer. Customers
who bought any size or
flavor Slurpee drink dur-
ing the special promo re-
ceived a second Slurpee drink the same
size or smaller free. The Buy One-Get
One Free deal ran every day from Mon-
day, September 14, through Sunday, Sep-
tember 20. Additionally, both the
purchased and free Slurpee drinks
counted toward the 7Rewards "Buy Six,
Get the Seventh Free" drink offer avail-
able on the 7-Eleven smartphone app.

GET 7-ELEVEN COFFEE AT
HOME & ‘STAY HOT’ CUPS
SEI recently launched 7-Eleven-

branded coffee for single-serve brewing
systems. With the new single-serve brew

cups, coffee-lovers who want a fresh-
brewed cup of 7-Eleven coffee can get

one whether they're on the go or at home. 

Sold exclusively at participating 7-
Eleven stores, the single-serve brew cups
are available in two package sizes—an
eight-pack for $3.99 and a two-pack for 99
cents. The larger packs are available in
three of 7-Eleven's most popular blends:
Exclusive Blend, 100% Colombian and

seasonal Pumpkin Spice, while
the two-pack varieties are Exclu-
sive Blend and Pumpkin Spice.
The 50-cent per cup cost is well
below the average single-serve

brew cup price of 65 cents,
with some national brand
brew cups costing as much as
$1 each. All varieties of 7-
Eleven's single-serve coffee
are made from the same high-
quality 100 percent Arabica

beans as the coffee available in its stores,
sourced and roasted to ensure the same
great flavor customers enjoy in stores.
For on-the-go customers who still

grab their cups on the go, primarily while
on their way to work, SEI introduced a
new Stay Hot cup that keeps coffee hot
longer without requiring a sleeve. While
the new Stay Hot cup looks, feels and
performs like foam, it is actually plastic
and recyclable. Made from polypropy-
lene, the Stay Hot cups launched nation-
ally with a new bright white design and
well-known skylines of cities across
America.

continued on page 82
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FIRST MOBILE BILL PAYMENT
CENTER FOR CASH USERS
LAUNCHED
SEI has teamed with PayNearMe to

introduce a new bill payment app, en-
abling U.S. consumers to pay over 17,000
national and local billers with cash using
a convenient barcode scan at participat-
ing 7-Eleven stores. The app, called 7-
Eleven Bill Pay Operated by PayNearMe,
serves as a full-service bill payment cen-
ter, allowing cash users to keep track of
payment history, set reminders, and se-
curely pay their bills in under 60 seconds
with one trip to their local 7-Eleven
store. The wide range of billers that are
payable include cable companies, utilities
providers and insurance companies, as
well as PayNearMe’s existing merchants
such as Greyhound bus and Indego, the
city of Philadelphia's bike share program. 
cent recyclable.

‘OPERATION: TAKE COMMAND’
WINNER OPENS STORE

With weeks of train-
ing under his belt, a
store brimming with
merchandise and a
heart ready to serve,
U.S. Navy veteran
Mark Anthony Page

realized his own American dream in late
August when he took over the reigns of
a 7-Eleven store in Burleson, Texas after
winning SEI’s Operation: Take Com-
mand campaign. It was the culmination
of nine months’ work and competition to
win first America’s and then the 7-
Eleven, Inc. CEO’s vote of confidence.
The prize was an available 7-Eleven

store of the winner’s choice at a discount,
valued up to $190,000. But CEO Joe De-
Pinto was so impressed with the three fi-
nalists, he offered each a store. Page was
the first of the three winning veterans to
take possession of his 7-Eleven store. The
other winners—Army vets in Chesa-
peake, Va., and Miami—will step across
their stores’ thresholds in September and
after October, respectively.

POSTMATES DELIVERIES 
EXPANDED
7-Eleven is now offering on-

demand delivery in six addi-
tional markets through its
partnership with Post-
mates. This marks SEI's
second round of deploy-
ments with Postmates
following an initial pilot
that launched in San Fran-
cisco and Austin, Texas in July.
Approximately 205 7-Eleven stores in
New York City, Philadelphia, Miami,
Chicago, Los Angeles and Seattle now
offer an assortment of the company's
products, from hot food and snacks to
cold beverages and other convenience
items. SEI said it plans to add participat-
ing stores in these markets as Postmates
expands its service.

NEW COFFEE JUST 
FOR NEW YORKERS
SEI recently launched a new coffee

blend created just for java lovers in the Big
Apple, reports GrubStreet.com. The brew,
available only in 7-Eleven stores in New
York and Northern New Jersey, is a blend
of Central American, Colombian and
Brazilian beans that "caters specifically to
the bold, rich desires of New Yorkers." Ac-
cording to the company, New York City
franchisees actually created the new blend
themselves, basing bean selection on cus-
tomer feedback. SEI also released a new
"Stay Hot Cup" that features the New York
City skyline, does not require a sleeve, and
is 100 percent recyclable. 

7REWARDS FREE COFFEE WEEK
SEI didn't think one day was enough

to thank its customers, so the company
held a weeklong coffee party. 7Rewards
Free Coffee Week ran from Monday, Oct.

12, through Sunday, Oct. 18, and in-
cluded a free any-size hot bev-
erage every day through the
7-Eleven app. During the
promotion, no purchase
was necessary to receive a
free fresh-brewed cup of
coffee, cappuccino, latte or

hot chocolate using the 7-
Eleven app at participating 7-

Eleven stores. 
Any customer who is a 7Rewards

member was able to receive their daily
free cup by scanning the 7-Eleven mobile
app on their smartphone when checking
out. The free offer appeared automati-
cally as a coupon each day in the "Scan
and Save" section of the app. Each free
cup still counted as a punch in the 7Re-

continued from page 80
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wards ongoing "Buy Six Cups, Get the
Seventh Cup Free" offer.

SEI REFRESHES FRANCHISE
WEBSITE
SEI has given its

franchise recruit-
ment website a
facelift to better re-
flect the ease of ap-
plying for one its
store franchises. The
company said the re-
branding team did
more than just up-

date the look—the department did
months of research on what makes a site

appealing, and analyzed
where webpage visitors
landed and lingered, as
well as what competitors
were doing online. As a re-
sult, imagery is dominant
on the new webpages and
there is more interaction
and even some animation.
Social media is imbedded.
There are more original
content, blogs and fran-

chisee profiles explaining the benefits
of a 7-Eleven franchise and showcas-

ing the company’s technology and oper-
ations support.
The site is divided into three easily di-

gested segments: the basic contract, the ap-
plicant’s experience and financial
information. It also offers “Franchising
101,” a description of what franchising is all
about. It’s more of an education rather than
a sales tool and includes a glossary of terms
to help the novice understand, for example,
what a “franchise disclosure document” is.
SEI said shortly after the new website was
launched in late summer, the team saw the
number of applications rise.

continued from page 82
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Bomb Pop To Heat 
Up Convenience 
Retailers’ Freezers
Wells Enterprises recently announced that The

Original Bomb Pop and Banana Fudge Bomb Pop will be
available to convenience channel customers by early Febru-

ary 2016. Additionally, the shape of the Bomb Pop’s Jolly
Rancher flavor ice pop currently sold at c-stores will be con-

verted to the brand’s iconic rocket shape.
     The fan-favorite red, white and blue Original Bomb Pop is one of
the fastest growing brands in the ice pop category. The ice pop
known for its iconic rocket shape was invented 60 years ago, and
features a three-in-one flavor profile of Cherry, Lime and Blue Rasp-
berry. Banana Fudge Bomb Pop holds true to the Bomb Pop brand
by serving up a stacked banana and chocolate fudge combi-
nation. Next
year Bomb
Pop’s Jolly
Rancher ice
pop, featur-
ing Watermelon,

Lemon and Green Apple, will debut in the brand’s classic rocket
shape. It is currently available in the convenience channel in a twist
shape. All three Bomb Pop novelties are 3.75 oz. in size, and have a
manufacturer’s suggested retail price of $1.49.

Swisher Unveils King Edward VII
Chocolate Cigarillos
     Swisher International introduces Chocolate to the
royal court of the popular King Edward VII Cigarillos.
Now customers can enjoy the premium tobacco
tastes in three different blends—chocolate, vanilla
and natural. The cigarillos are hand rolled in the Do-

minican Republic in a natural Connecticut
shade wrapper and are packed in re-
sealable foil pouches to ensure fresh-
ness. They are offered at an affordable

Buy 2, Get 3 price.
King Edward VII Chocolate Cigarillos are

available now. For more information or to
place your order today contact your Swisher

representative at 1-800-874-9720.

S E P T E M B E R  |  O C TO B E R  2 0 1 5  AVANTI 87

7-Select 
Ice Cream
Cone

Homemade vanilla ice cream
dipped in chocolate coating and
topped with peanuts and chocolate
all inside a fresh crunchy sugar cone.

7-Select 
Ice Cream Sandwich

Velvety full fat vanilla ice cream layered 
between two indulgent 

chocolate wafers.

7-Select 
Ice Cream Cookie

Sandwich
An indulgent velvety vanilla ice cream 

layered between two fresh 
home-style chocolate chip cookies.

7-Select 
Strawberry Shortcake

Ice Cream Bar
A bar with a burst of strawberry flavor, made
with a thick strawberry center surrounded

with smooth vanilla ice cream, rolled in
strawberry crunch coating.

continued on page 88

SEI Introduces New 
7-Select Ice Cream Items
BOOST YOUR FROZEN TREAT SALES WITH 
NEW 7-SELECT ICE CREAM PRODUCTS!

Six decades after it was invented, the
Original Bomb Pop is set to land in 

convenience store freezers nationwide.

Chocolate joins the royal
court of Swisher’s King
Edward VII Cigarillos.
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Catch The Rush Of Swisher Sweets’
Wild Rush Fruit Blend

Experience the wild, flavorful blend of
sweet fruits and watermelon with Swisher
Sweets Wild Rush limited edition cigarillo.
It’s one wild blend with a rush of fruit
tastes. Available for shipment to stores na-
tionwide, Swisher Sweets Wild Rush comes
in a resealable 2-count pouch with the
“Sealed Fresh” guarantee. It is available in
“2 for 99¢”and “Save on 2” options.
Swisher Sweets limited-edition cigarillos

with popular pricing options help
drive incremental volume, so don’t
forget to #StockSellRepeat today
while supplies last. For more infor-
mation or to place an order today,

contact your Swisher representative at 1-800-874-9720.

The Return Of Game Mango
     Due to popular demand, Game has brought back
Game Mango Cigarillos as an everyday item. Originally
scheduled to be a limited time offer in the first half of
2015 only, consumers and stores have been demanding
Mango become a mainstay of the Game Cigars lineup.
Game Mango is available in 2/$.99, 2/$1.49, and Save

on 2 formats. For more information, please contact your Swedish Match
Representative: 800-367-3677 or customerservice@smna.com.

Black Ultra Menthol 
Coolness From
Djarum
     Kretek International,
Inc., importer and mar-
keter of Djarum and
Djarum Black filtered ci-
gars, has announced the
rollout of new Djarum Black

Ultra Menthol cigars.
The new cigars feature
intense menthol blended
with Djarum’s signature clove
taste to create a cigar experi-
ence unlike any other.

Djarum Black Ultra Menthol is the first new Djarum filtered
line extension since 2012. The cigars are packaged in 12-pack
boxes for display in 10-count side-by-side cartons and new counter
merchandisers. More information is available by e-mailing
salesinfo@kretek.com or by visiting www.djarumcigars.com

Sweet Potato Skins Join 
TGI Fridays 
Line Of Snacks

Inventure Foods has expanded
on its popular TGI Fridays licensed
snack line with the introduction of

Sweet Potato Skins. The Fridays
Potato Skins Snacks are among
the best-selling packaged snacks
in the market today, and the new
Fridays Sweet Potato Skins are
available nationwide in 2.75
ounce and 5-ounce bags. A
convenient 1.35-ounce single-
serve bag is also available in
vending machines. The suggested
retail price ranges from $1.00 to

$2.69 per package.

JUICE UP YOUR PROFITS WITH
GOOD2GROW JUICY WATERS

     Good2Grow has introduced a new product line to its brand portfolio—
Juicy Waters. The combination of purified water and organic fruit juice is 
exactly what mom is looking for in the better-for-you children’s beverage
market. The great tasting Grape and Fruit Punch flavors will have kids 
begging for more water. With this new line, Good2Grow is helping define
this new category of health and wellness that is emerging from the current
juice category to include blends. Water and juice blends afford mom lower
calorie and no added sugar options that she desires, especially when on
the go. As with all its products, Good2Grow Juicy Waters is one of the
most profitable per bottle at $1.44! To hear specifics on how Good2Grow
can juice up your profits, reach out to sales@good2grow.com. 

continued on page 90

Swisher Sweets limited-
edition cigarillos help 

drive incremental sales.

Popular Game Mango
Cigarillos is now an

everyday item.

Djarum Black Ultra Menthol cigars 
feature intense menthol blended with

Djarum’s signature clove taste.
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Sweet potatoes have soared in popular-
ity recently, due in part to their uniquely sweet
flavor and a nutrient-rich profile full of vitamins. In
fact, each serving of Sweet Potato Skins provides
50 percent of the daily recommended value of vi-

tamin A. The tantalizingly
delicious snacks are
made from real sweet po-
tatoes and seasoned with

a mild blend of cane sugar, molasses and salt to perfectly accent the
natural sweetness of the potatoes.
     Sweet Potato Skins join the existing Fridays line of Potato Skins Snacks
that includes Cheddar & Bacon, Cheddar & Sour Cream, Jalapeno &
Cheddar, Sour Cream & Onion, Chili Cheese and Bacon Ranch varieties.
Since the brand crossed over to the snack chip aisle in 2000, the Fridays
snacks have become a consumer favorite in grocery, vending and conven-
ience channels, providing premium snack options that parallel the exciting
flavor combinations on Fridays in-restaurant menus.

     Mars Chocolate North America announced recently a lineup of
new products that will hit store shelves in the coming months, includ-
ing Snickers Crisper and goodnessknows snack squares. These innova-
tions will join newcomers Combos Baked
Snacks Chocolate Fudge Pretzel, Dove
Chocolate Fruit & Nut, M&M'S Crispy
Chocolate Candies, M&M'S Brand To-Go
Bottles, Milky Way Midnight Bar 2 To Go
and festive seasonal items. Mars Choco-
late unveiled these items, along with
2016 promotions and merchandising
tools, at the recent National Association of Convenience
Stores (NACS) Show in Las Vegas.

Snickers Crisper combines
crisped rice and peanuts topped
with a layer of caramel and coated
in creamy milk chocolate. Singles
packs feature two pieces, each

with 100 calories. (Available November 2015, $0.99 - $1.09 for 1.41-
oz. single, $1.69-$1.79 for 2.83-oz. 4 to
Go, $2.69-$3.99 for 10.61-
oz. medium FUN SIZE bag.)

goodnessknows
Snack Squares—
available in Cranberry Almond

Dark Chocolate, Apple
Almond & Peanut Dark
Chocolate, and Peach & Cherry Almond Dark Choco-
late—are made with whole nuts, real fruits, toasted
oats and dark chocolate. (Available September 2015,
$1.59 - $1.99, 1.2 oz. singles, $4.99-$6.99 for a five-
pack carton)

Combos Baked Snacks Chocolate
Fudge Pretzel features a creamy fudge filling

surrounded by a salty, crunchy pretzel shell. (November 2015, $2.29
for 6.0 oz. bags)

Dove Chocolate Fruit & Nut—Real fruit and
spiced nuts joined with silky smooth Dove
Chocolate to create an explosion of flavors
and textures. It will debut in three flavor
combinations: Strawberry & Cocoa Almond,
Blueberry & Vanilla Cashew and Raspberry
& Honey Roasted Almond. (Available De-
cember 2015, $3.99 - $4.29 for 5.5-oz.
small SUP)

M&M'S Brand Crispy Chocolate Candies launched in
January 2015 and feature a crispy center
covered in creamy milk chocolate, enclosed
in a colorful candy shell. ($1.09-$1.39 for
1.35 oz. single, $1.69-$1.99 for 2.83 oz.
Sharing Size, $2.99-$3.99 for 9.9 oz.
bag, $9.49-$10.49 for 30 oz. 
stand-up pouch)

M&M'S Brand To-Go 
Bottles are innovative, re-clos-
able and reusable bottles con-

taining M&M'S Brand Milk Chocolate Candies or M&M'S
Brand Peanut Chocolate Candies. (Available November
2015, $2.50-$3.50 for 3.5 oz. bottle)

Milky Way Midnight Bar will be available in a 
2 To Go Sharing Size. With two pieces enclosed in a resealable twist-
wrap, the 2 To Go format provides consumers with portability and
portion control. (December
2015, $1.69-$1.99 for 2.83
oz. 2 To Go)

Contact your Mars Chocolate representative for details on 
product innovations, consumer promotions and shopper insights.

TGI Fridays Sweet 
Potato Skins are available
nationwide in 2.75-ounce

and 5-ounce bags.
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NEW MARS PRODUCTS DEBUTED AT NACS SHOW

continued on page 92
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Argo Tea’s Trio 
Of Tea-Based 
Dairy Beverages
     This fall, Argo Tea is rolling out
new Teappuccino, a trio of ready-
to-drink tea-based dairy beverages.
The three new varieties include:
Chai (Assam black tea blended
with spicy ginger, cinnamon and
sweet vanilla), Earl Grey Vanilla
Crème (black tea infused with bergamot and sweet vanilla) and Green
Tea Strawberry Crème (antioxidant-rich Japanese green tea, strawberries
and vanilla). Each offers consumers an all-natural beverage, with real in-
gredients and smart calories that are perfect for on-the-go.
     Consumers’ desire for great-tasting nutritious beverages is driving re-
tailers to re-think their drink offerings. Decadent in taste, but balanced in
nutrition, these shelf-stable healthy brews of premium loose leaf tea infu-
sions feature protein-packed milk and real fruits, flowers, spices and herbs.

     All three Teappuccino flavors are available nationwide via McLane
distribution in 12 fl oz. bottles for a suggested retail price of $2.99.
For more information, please visit www.argotea.com or contact
Sales@argotea.com

ReTrak’s Pocket-Sized Selfie Stick
& Holiday Photo Booth Kit
  ReTrak—the brand that specializes in compact, portable electronics to fit

your on-the-go needs—introduces two new selfie sticks that
reinvent the selfie game. The Pocket-Sized wired Selfie Stick ex-
tends to 2’ 4” and retracts to just 5”, making it the most com-
pact and travel-friendly way to capture moments that last.
     Hosting a holiday party? Forget the hassle of rent-
ing an expensive photo booth. ReTrak’s Holiday
Photo Booth Kit includes a lightweight Bluetooth
selfie stick and 30+ holiday props so you can
spread the joy with over 400 unique com-
binations, all in one portable kit. 

7-Eleven FOAC
Phone: 847-975-0514
November 19, 2015
December 17, 2015

Central Florida FOA
Phone: 407-683-2692
November 19, 2015—General Meeting Orlando

Columbia Pacific FOA
Phone: 503-901-1677
November 19, 2015—General Members Meeting
(Portland)
December 10, 2015—Board Meeting (Portland)

FOA Of Greater LA
Phone: 951-766-7490 
November 17, 2015—w/Mini Trade Show
December 2015—No Meeting

Greater Seattle FOA
Phone: 425-308-1216
November 11, 2015—Dinner Meeting
December 2, 2015—Board Meeting

Northern California FOA
Phone: 916-782-4144
November 18, 2015— FOA Election and Meeting

San Diego FOA
Phone: 619-713-2411
November 19, 2015

Metro New Jersey FOA
Phone: 908-232-1336
All meetings include tabletop trade shows.
Vendors are welcomed to participate.
November 19, 2015

San Francisco/
Monterey Bay FOA
Phone: 510-693-1492
November 10, 2015

South Florida FOA
Phone: 954-465-6896
November 5, 2015

Southern California FOA
Phone: 626-255-8555
November 11, 2015

Southern Nevada/Las Vegas FOA
Phone: 702-249-3301
November 12, 2015—Board Meeting
November 19, 2015—Board Elections

FOA Board Meeting Dates

Argo Tea’s Teappuccino is a ready-to-
drink tea-based dairy beverage.

Customers
can up their

selfie game with
ReTrak’s new

Pocket-Sized 
Selfie Stick.
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Want your event listed here? Send
email with event name, location,
dates and contact phone and email 
to avantimag@verizon.net

7-Eleven FOAC

Holiday Party & Trade Show
(location to be announced)
November 6, 2015
Phone: 847-971-9457

FOA Of Greater LA

Holiday Party
(date & location to be announced)
December 2015
Phone: 619-726-9016

Central Florida FOA

Holiday Party
(date & location to be announced)
December 2015
Phone: 407-683-2692

Northern California FOA

Christmas Party
(location to be announced)
December 4, 2015
Phone: 916-782-4144

Southern Nevada/Las Vegas FOA

Holiday Party
(location to be announced)
December 4, 2015
Phone: 702-249-3301

San Diego FOA

Holiday Party
La Gran Terraza (University of San Diego)
San Diego, California
December 5, 2015
Phone: 619-713-2411

Pacific Northwest FOA

Holiday Party
(location to be announced)
December 5, 2015
Phone: 253-476-2548

South Florida FOA &

Central Florida FOA

Table Top Trade Show &
Holiday Party
Sheraton Suites at Cypress Creek
Fort Lauderdale, Florida
December 5, 2015
Phone: 954-465-6896

San Francisco/
Monterey Bay FOA

Holiday Party
Royal Palace Hotel
San Francisco, California
December 5, 2015
Phone: 650-996-9479;
408-499-3941

Greater Seattle FOA

Holiday Party

With Tabletop Trade Show
(location to be announced)
December 12, 2015
Phone: 425-308-1216

Columbia Pacific FOA

Yearend Vendor 
Appreciation Party
Red Lion Hotel Jantzen Beach
Portland, Oregon
December 18, 2015
Phone: 503-901-1677

Metro New Jersey FOA

Holiday Party
(location to be announced)
December 19, 2015
Phone: 908-232-1336 

FOA Of Greater Los 
Angeles& San Diego FOA

2016 Trade Show
Pechanga Resort and Casino
Temecula, California
January 20, 2016
Phone: 909-822-4122;
619-713-2411

foa events

National Coalition
41st Annual Convention
& Trade Show
Caesars Palace Las Vegas Hotel
Las Vegas, Nevada
July 24-28, 2016
Trade Show: July 27-28, 2016

NCASEF
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