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Dear members, 

 

First and foremost, I would like to thank the membership for putting their faith in me and 
giving me the opportunity to serve AMA as its President once again. I hope to fulfill my duty 
as the President of AMA to the best of my ability.  In this newsletter we will introduce the 
membership to their new Executive Committee and Board of Directors. 

 

I wish them all the best for the upcoming cycle and hope they are able to fulfill AMAôs man-
date to the best of their abilities. I would also like to thank the retiring BOD and management 
committee for their unwavering commitment and service. Please join me in wishing the board 
a very warm welcome and wish them all the best in all their upcoming endeavors.  

 

As we all are well aware, the convenience store industry has gone from being a technology 
laggard to a technology leader in using new technologies to deliver convenience.  

 

As society is more connected now than ever before, technology has changed the way consum-
ers interact with software and with each other. Companies such as Google and Amazon have 
also changed consumer expectations of technology. Millennials and younger consumers con-
tinue to drive interconnectivity. As they continue to make up a growing part of the purchasing 
and workforce population, low tolerance for poor user experiences means all businesses will 
need to step up their game. On the back-end, c-stores can leverage the power of technology to 
track inventory in real-time using up-to-date barcode scanning and data-driven software plat-
forms. These platforms can also help drive up business by tracking sales. 

 

AMAôs focus this year is to promote technology and education to improve retail intelligence 
and to capitalize on the connected experience to help our members win.  

Back Office is one such tool that AMA will be concentrating on and helping members to reap 
benefits of this technology. The most powerful thing retailers possess is their data-Consumer 
preferences and other data to conduct trend analyses, note the successðor failureðof promo-
tions and make future predictions.  

 

Back office software should connect to every smart object at the location, from tank gauges to 
POS systems, providing the data necessary need to run a business better. And itôs not enough 
to merely connect and collect dataðsoftware must also be capable of synthesizing that data 
into actionable insights that empower retailers to transform their business. 

 

With multiple educational sessions through out the year, AMA seeks to empower its member-
ship to run their businesses with at the edge of new and innovative technology so that the 
members are working harder and smarter! 

Other interesting topics that will be tackled in the education and training sessions will be 
ADEM underground storage tanks and ABC Alcohol and Beverage. 

 

I hope to see the membership at all the sessions to benefit from knowledge offered and be em-
powered to run a top notch, tech savvy retail business.  

 

 In conclusion, the new Board and I, hope to serve with renewed energy and work towards the 
above mentioned goals and are looking forward to a progressive and fruitful year.  

 

 

Thank you  

Yours truly, 

Parvez Mulji  
President, AMA  
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Through the Eyes of the Customer! 

You may not realize how important it is to maintain your station ð inside and out. Re-
member, customers talk to their family and friends and news of your clean, safe, well 
stocked site will get around. Here are ten simple tasks that will have a positive impact on 
your sales! 

1. Excellent Customer Service ð Focus on your customer service by making sure your 
employees are always attentive, courteous, and presentable. The reputation of your sta-
tionôs staff is key to your success. 

2. Stock Up ð Selling at least the 
basics in your convenience store 
and always being fully stocked with 
all merchandise shows your cus-
tomers youôre on top of things! All 
merchandise should be front facing 
and have labeled pricing. None of 
your customers want to see expired 
food! Make sure all products are 
current on their expiration dates. 
And donôt forget about your hot 
and cold beverage equipment which 
should always be clean and in good 
working order. 

3. Inside Store Cleanliness ð Your 
C-Store should be well-maintained at all times. Keeping your c-store up to par with al-
ways having clean windows, floors, and restrooms is a must! We all know that clean 
bathrooms are important to the customer. Make a strong effort to maintain and modern-
ize your restrooms and, of course, your overall store appearance will help increase your 
sales. Make sure you have a daily plan to keep your c-store spotless. 

4. Outside Store Appearance ð Just as the inside appearance of your c-store is im-
portant, so is the outside! Dispensers, driveway, canopy, trashcans, and landscaping are 
the first things your customers, and all other passing traffic, will see. Make everything 
sparkle! 

 

http://consumerspetroleum.com/author/cpadmin


/ƻƴǘŀŎǘ ǇŜǊǎƻƴΥ 

/ƭŀǊŀ IǳƴǘŜǊ - όнлрύ-пнн-руос 



5. Dispensers And Gas Pumps ð Be sure that your dispenser nozzles, covers, and handles 
are clean and free of dents and damage. Check to see if dispensers are working and pump 
at a normal rate. Itôs also important to have your credit card paper always stocked for 
the consumer in case they want, or need, a receipt. Always have required regulatory and 
operational decals present and in good condition. Always have windshield washer sup-
plies available at each pump island. Garbage cans by the pumps can overflow quickly, so 
make a daily effort to empty all trashcans. Not doing this will turn a customer away in an 
instant! 

 

6. Gas Station Lighting ð Itôs crucial to 
keep your site well lit and safe ð especially 
during dawn and evening hours! This will 
prevent your customers from getting in-
jured or harmed in any way. This also will 
encourage your customers to visit because 
they will feel secure, especially outside at 
your pumps during evening hours. 

 

7. Gas Station Walkways ð Always keep walkways cleared to provide a safe path for the 
customer. If repairs are needed on your grounds, make sure to contact the appropriate 
channels to get the job done right. During inclement weather always make sure your lot 
and your sidewalks are plowed and salted so there is no potential chances of injuries. 

8. Promotional POP Materials ð Whatôs 
better than representing your gasoline brand 
appropriately? Always staying current on 
your gasoline brand POP materials is cru-
cial. These promotional items should be post-
ed in accordance with program requirements 
and hung correctly. Your customers look at 
your promotional signage on a daily basis, so 
do it right the first time! 
 
9. Store Marketing Materials ð Will your customer see that small starburst with the 
price on it in your storefront window? Probably not. Marketing materials that you create 
represent not only the items you are promoting, but the imagery of who you are as a con-
venience store. Make sure your marketing materials are tasteful AND fun! Promoting 
products and current promotions is a great additional way to add brand awareness. The 
customer will most likely buy your special if itôs advertised correctly. 

10. Competitive Gas Pricing ð Keep your gasoline pricing comparable, or below, other 
neighboring sites. Itôs a great way to maintain loyalty and get repeat customers.  Every-
one wants the best prices in town! 
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Call us today to reserve your spot! 

AMA OFFICE: (205) 739-0565 
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The Cromwell Group, Inc. 

Background Investigations 

Pre-employment Screening 

:   

by Herbert J. Bowsher, Sr.  
 

Whatôs ñnewò about Negligent Hiring? In a word, this legal concept represents an 
expansion of a hiring managerôs responsibility for those hired. 

 

Traditionally, responsibility was based on the old legal concept of respondent superior 
(Latin for ñLet the master answerò). The theory is that an employee is acting as an agent 
of his employer. An employeeôs promise is the companyôs promise. Further, if a driver 
of a company vehicle negligently injures a pedestrian, the company is liable. Nothing 
difficult or unreasonable here. 

 

The concept of Negligent Hiring takes this a step further by arguing that an employer 
owes a duty to three categories of people: co-workers, customers and the public at 
large. It really is, as Employment Law News put it (August, 1999), ñThe Employerôs 
New Frontierò. 

 

In short, an employer is guilty of Negligent Hiring when an employee with a criminal 
record poses a threat to any of the three categories mentioned above. 

 

As one case defines it, "Negligent hiring occurs when, prior to the time the employee is 
actually hired, the employer knew or should have known of the employee's unfitness, 
and the issue of liability focuses upon the adequacy of the employer's pre-employment 
investigation into the employee's background." (Garcia vs Duffy, 492 So.2d 435(1986)). 

The example that best illustrates this is the Illinois case, Maloney vs. B & L Motor 
Freight. A long distance truck driver for B & L picked up a female hitchhiker and raped 
her in the cabôs sleeping compartment. The victim sued the freight company for negli-
gent hiring. The driverôs prior conviction for sexual assault was unknown because the 
company had not ordered a criminal background check as a part of the hiring process. 

B & Lôs attorneys argued that the company had conducted a check of his driver records 
which were clean. They also pointed out that this was beyond the scope of the compa-
nyôs responsibility because it has a strict, written policy which forbids the picking up of 
hitchhikers. 

 

The court (and all subsequent appellate courts) found against the company whose driv-
ers were in ñclose proximity to the general publicò. Therefore, the companyôs failure to 
order a criminal background check in addition to his driver records showed a lack of 
due diligence in hiring. A presumptive responsibility to the public at large was present. 





 

The key for hiring managers is the exercise of due diligence in formulating and fol-
lowing company policy. Fortunately, ñdue diligenceò allows for human error and over-
sight as long as a reasonable attempt at discovery can be demonstrated. 

 

For example, Derek Hinton in The Criminal Records Book: the Complete Guide to the 
Legal Use of Criminal Records (page 80) cites the case of an employer in Dallas 
County, Texas who ordered a criminal records check on a prospective employee in his 
home county. The search failed to uncover a violent crime committed while the sub-
ject was on vacation in Tupelo, Mississippi. The courts absolved the company of re-
sponsibility because a reasonable and good faith effort had been made. 

 

Does this mean that no one with a criminal record should be hired? Here again com-
panies do have some latitude. Courts recognize that to say an employer can never 
hire a person with a criminal record "...flies in the face of the premise that society 
must make a reasonable effort to rehabilitate those who have gone astray." ( Wil-
liams vs. Feather Sound, Inc 386 So.2d 1238 at 1241). 

 

In conclusion, how can a company best address these issues? At minimum, 
these questions should be asked: 

 

¶ Are there written policy guidelines in place to adequately evaluate the background of 
each prospective employee? 

 

¶ Are there processes in place to ensure the guidelines are followed for each pro-
spective hire? 

 

¶ Is adequate documentation included in these processes? 
 

¶ If an exception has been made to the above guidelines, can it be demonstrated that it 
was made for good, fair, and non-discriminatory reasons? 

Herbert Bowsher 

President 

 

 

 

This author is not an attorney and the article is not intended as legal advice. Readers 
are encouraged to seek appropriate legal help when needed. 



 
Frito Lay began its partnership with AMA in 2004.  We were the first 

Salty Snack preferred vendor to join AMA.  The relationship has been 

strong over the last 14 years.  AMAôs growth with Frito Lay has con-

sistently outperformed the category.  We rely on our strong core brands 

like Doritos, Lays, Ruffles and Cheetos to drive profit.  We ask that 

members take advantage of the balance of year 2018 promotions on our 

$1.69 size items.  They can also leverage our new innovation items 

(highlighted below) called TAKE OF AMERICA.  We appreciate your 

business and look forward to a continued partnership. 

 

 

 

 

 

 

 

 

 

 

 
 

Shelley, Jonathan N 

Key Account Manager, 

Frito Lays  



 

¶ {ŀƭŜǎΥ [ƛǾŜ {ŀƭŜǎ 

ŀύ ¢ƘŜ ŎƭƛŜƴǘ Ŏŀƴ ǾƛŜǿ Ŧǳƭƭ ǘǊŀƴǎŀŎǝƻƴ ǊŜŎŜƛǇǘǎ ŦǊƻƳ ȅƻǳǊ ǊŜƎƛǎǘŜǊ όǎύ ŘƛǊŜŎǘƭȅ ƻƴ ȅƻǳǊ ǇƘƻƴŜΣ ƛtŀŘ ƻǊ   5Ŝǎƪπ

ǘƻǇκƭŀǇǘƻǇΦ 

ōύ aƻŘƛǎƻƊ .ŀŎƪƻŶŎŜ ƛǎ ŀ ŎƭƻǳŘ ōŀǎŜ ǎƻ ȅƻǳ Ŏŀƴ ǾƛŜǿ ƭƛǾŜ ŦǊƻƳ ŀƴȅǿƘŜǊŜ ƛƴ ǘƘŜ ǿƻǊƭŘΦ 

Ŏύ ¢ƘŜ ŎƭƛŜƴǘ Ŏŀƴ ƳƻƴƛǘƻǊ ƴƻƴ-ǎŎŀƴƴŜŘ ƻǊ Ƴŀƴǳŀƭ ǊƛƴƎ ǳǇ ǎŀƭŜǎΦ 

Řύ ¢ƘŜ ŎƭƛŜƴǘ Ŏŀƴ ǊŜǾƛŜǿΣ ǾŜǊƛŦȅ ŀƴŘ ŎƻǊǊŜŎǘ ǇǊƛŎŜǎ ƻŦ ƴŜǿ ƛǘŜƳǎ 

¶ CǳŜƭ 

ŀύ ¢ƘŜ ŎƭƛŜƴǘ Ŏŀƴ ǳǇŘŀǘŜ ŦǳŜƭ ǇǊƛŎŜǎ ŦǊƻƳ ŀƴȅǿƘŜǊŜ ƛƴ ǘƘŜ ǿƻǊƭŘ ǘƘǊǳ ƳƻōƛƭŜ ƻǊ ŎƻƳǇǳǘŜǊΦ 

ōύ ¢ƘŜ ŎƭƛŜƴǘ Ŏŀƴ ƳŀƴŀƎŜ ŦǳŜƭ ŘŜƭƛǾŜǊƛŜǎ ŀƴŘ ǇŀȅƳŜƴǘǎ 

Ŏύ ¢ƘŜ ŎƭƛŜƴǘ Ŏŀƴ ǊŜŎƻƴŎƛƭŜ ŦǳŜƭ ǊŜǇƻǊǘǎΦ {Lwκ¢ŀƴƪ ǊŜǇƻǊǘ ƭƻƎ Ŏŀƴ ōŜ ŀǳǘƻƳŀǝŎŀƭƭȅ ƎŜƴŜǊŀǘŜŘ ŀƴŘ ǎǘƻǊŜǎΦ 

 

¶ tŀȅǊƻƭƭ 

ŀύ ¢ƘŜ ŎƭƛŜƴǘ ȅƻǳ Ŏŀƴ ǎŜŀƳƭŜǎǎƭȅ ǇǊƛƴǘ ǇŀȅǊƻƭƭ ŎƘŜŎƪǎΣ ǘǊŀŎƪ ŀƴŘ ƳŀƴŀƎŜ ǝƳŜǎƘŜŜǘǎΦ  

ōύ ¢ƘŜ ŎƭƛŜƴǘ Ŏŀƴ ƘŀǾŜ ŀ ŎƭƻŎƪ ƛƴ κƻǳǘ ǳǎƛƴƎ ŬƴƎŜǊǇǊƛƴǘ ǘŜŎƘƴƻƭƻƎȅ ƻǊ ǘƘǊǳ L5 ƴǳƳōŜǊǎΦ 

Ŏύ hƴŎŜ ¢ƛƳŜ ǊŜŎƻǊŘǎ ŀǊŜ ŎƻƭƭŜŎǘŜŘ ǘƘŜȅ ŀǊŜ ǘǊŀƴǎŦŜǊǊŜŘ ŀǳǘƻƳŀǝŎŀƭƭȅ ŦǊƻƳ ǘƘŜ ǝƳŜ ŎƭƻŎƪǎ ǘƻ ǘƘŜ ǎƻƊǿŀǊŜ ƛƴ 

ǊŜŀƭ ǝƳŜ ŀǎ ƛǘ ƘŀǇǇŜƴǎΦ !ƴŘ ƴƻ ƻƴŜ Ŏŀƴ ŎƘŀƴƎŜ ǘƘŜ ǝƳƛƴƎǎΦ 

 

¶ LƴǾŜƴǘƻǊȅ 

ŀύ ¢ƘŜ ŎƭƛŜƴǘ Ŏŀƴ ƎŜǘ ƛƴǾŜƴǘƻǊȅ Ŏƻǳƴǘ ǊŜŀƭ-ǝƳŜ Ǿƛŀ ŀǇǇ ƻǊ t/ 

ōύ ¸ƻǳ Ŏŀƴ ƻōǘŀƛƴ ŘŜǘŀƛƭŜŘ ǎƘǊƛƴƪŀƎŜ ǊŜǇƻǊǘǎ ŦƻǊ ŜŀŎƘ ƛǘŜƳ 

Ŏύ ¸ƻǳ Ŏŀƴ ƎŜǘ ŀŎŎǳǊŀǘŜ ƳŀǊƎƛƴǎ ŀƴŘ ƛƴǾŜƴǘƻǊȅ ǊŜǇƻǊǘǎ 

Řύ ¸ƻǳ Ŏŀƴ ǘǊŀŎƪ ǇǳǊŎƘŀǎŜǎ ŀƴŘ ŘŜƭƛǾŜǊƛŜǎ 

Ŝύ ¢ƘŜ ŎƭƛŜƴǘ Ŏŀƴ ǊŜŎŜƛǾŜ 95L ƛƴǾƻƛŎŜǎ όŜƭŜŎǘǊƻƴƛŎ ŘŜǘŀƛƭŜŘ ƛƴǾƻƛŎŜǎύ ƻǊ ǎŎŀƴ ǘƘǊǳ aƻŘƛǎƻƊ !ǇǇ 

Ŧύ !ŘŘ κǳǇŘŀǘŜ ƛǘŜƳǎ ŦǊƻƳ ȅƻǳǊ ǇƘƻƴŜ 

Ǝύ ¦ǇŘŀǘŜ ƛƴǾŜƴǘƻǊȅ Ŏƻǳƴǘ ŦǊƻƳ aƻŘƛǎƻƊ !ǇǇ 

Ƙύ !ŘŘ ƛǘŜƳǎ ƻǊ ŎƘŀƴƎŜ ǇǊƛŎŜǎ ŀǘ ƳǳƭǝǇƭŜ ƭƻŎŀǝƻƴǎ ǿƛǘƘ hƴŜ-/ƭƛŎƪ 

ƛύ DŜǘ ƴƻǝŬŎŀǝƻƴǎ ǊŜƎŀǊŘƛƴƎ ǇǊƛŎŜ ŎƘŀƴƎŜǎΣ aŀƴǳŀƭ ǘǊŀƴǎŀŎǝƻƴǎΣ ŀƴŘ bŜǿ LǘŜƳ {Ŏŀƴ 

Ƨύ ¸ƻǳ Ŏŀƴ ŀŘƧǳǎǘ ǇǊƛŎƛƴƎ ǘƻ ŀƭƭ ȅƻǳǊ ƛǘŜƳǎ ŀǘ ƻƴŎŜ ǳǎƛƴƎ tǊƛŎŜ ƎǊƻǳǇ ƻǊ ŎŀǘŜƎƻǊƛŜǎΦ 

ƪύ ¸ƻǳ Ŏŀƴ ŎǊŜŀǘŜ ǇǊƻƳƻǝƻƴǎ ǳǎƛƴƎ ŀǳǘƻ-ŜȄǇƛǊŜΣ ƳƛȄ ƻǊ ƳŀǘŎƘ ŀƴŘ ŎƻƳōƛƴŀǝƻƴ ǇǊƻƳƻǝƻƴǎ ŀƭƭ ŦǊƻƳ ƻƴŜ 

ǎŎǊŜŜƴ 



¶ [ƻǧŜǊȅ 

ŀύ ¸ƻǳ Ŏŀƴ ƳŀƴŀƎŜ ƭƻǧŜǊȅ ƛƴǾŜƴǘƻǊȅΦ 

ōύ ¸ƻǳ Ŏŀƴ ƳŀƴŀƎŜ ǝŎƪŜǘǎ ǎƻƭŘ 

Ŏύ ¸ƻǳ Ŏŀƴ ƳŀƴŀƎŜ ǝŎƪŜǘǎ ǊŜǘǳǊƴ 

Řύ ¸ƻǳ Ŏŀƴ ƳŀƴŀƎŜ ǎŀƭŜǎ ŀƴŘ ǎŜǧƭŜƳŜƴǘ 

 

¶ {Ŏŀƴ Řŀǘŀ 

ŀύ {ŎƘŜŘǳƭŜ /ƛƎ {Ŏŀƴ ǊŜǇƻǊǘ 

ōύ ¸ƻǳ Ŏŀƴ ŀǎǎƛƎƴ ǇǊƻƳƻǝƻƴǎ ŀƴŘ ƳŀƴǳŦŀŎǘǳǊŜǊ ƛǘŜƳǎ 

Ŏύ ¸ƻǳ Ŏŀƴ ƎŜǘ ƛƴŎŜƴǝǾŜ ŦǊƻƳ ŎƛƎŀǊŜǧŜ ŎƻƳǇŀƴƛŜǎΦ  

 

¶ 5ŀƛƭȅ ǊŜǇƻǊǘǎ 

ŀύ ¸ƻǳ Ŏŀƴ Řƻ ȅƻǳǊ Řŀƛƭȅ ǊŜǇƻǊǘǎ ŀƴŘ ǎŜŜ ŀƴȅ ǇǊŜǾƛƻǳǎ ǊŜǇƻǊǘ 






