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The following is a paid advertisement

Promotional Details
Case  $30.00
Unit  $15.00
Retail  $18.99-$19.99
Margin  21%-25%

Promotional Details
Case  $30.00
Unit  $7.50
Retail  $9.49-$9.99
Margin  21%-25%

Promotional Details
Case  $44.80
Unit  $1.87  
Retail  2 for $5.00
Margin  25%

Stella Artois 
19.2oz Can

Pricing is for Ben E Keith only.  Other distributors may have different pricing. 

Stella Artois 12pk Can & Bottle

Stella Artois 6pk Bottle
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The U.S. FDA considers a ban on flavored e-cigarettes

The U.S. Food and Drug Administra-
tion is considering a ban on flavored 
e-cigarettes in response to an “epidem-
ic” of young people using e-cigarettes, 
the agency’s leader said on Wednesday.

	 In a speech at FDA head-
quarters, Commissioner Scott Gottli-
eb said the agency would also revisit 
its compliance policy that extended 
the dates for manufacturers of fla-
vored e-cigarettes to submit appli-
cations for premarket authorization.

	 “We see clear signs that youth 
use of electronic cigarettes has reached 
an epidemic proportion,” Gottlieb said.

	 Gottlieb announced a number 
of steps the agency planned to take as 
part of a broader crackdown on the sale 
and marketing of e-cigarettes to kids. 
The agency issued 12 warning letters 
to companies that it says have decep-
tive marketing labels on e-liquids. “We 
cannot allow a whole new generation to 

become addicted to nicotine,” he said.
	 Shares of British American 
Tobacco were up nearly 6 percent and 
shares of cigarette-maker Imperial 
Brands PLC were up more than 3 per-
cent. Shares of cigarette and e-cigarette 
maker Altria Group also rose more 
than 6 percent, while Philip Morris In-
ternational shares were up 4 percent.

	 Traders said proposed FDA 
action was less harsh than feared.

	 Manufacturers offer and mar-
ket e-cigarette flavors that appeal to mi-
nors, including candy, bubble gum and 
fruit flavors. The FDA said more than 2 
million middle school and high school 
students used e-cigarettes in 2017.

	 The FDA is giving the five 
top-selling e-cigarette brands - Juul 
Labs Inc., Vuse, MarkTen XL, Blu and 
Logic - 60 days to provide plans for 
how they will mitigate sales to minors.

	 Juul Labs said it would work 
with the FDA on its request and is 
committed to preventing underage use 
of its product. But it added that “ap-
propriate flavors play an important 
role in helping adult smokers switch,” 
spokeswoman Victoria Davis said.

	 “While we remain committed 
to advancing policies that promote the 
potential of e-cigarettes to help adult 
smokers move away from combusti-
ble cigarettes, that work can’t come 
at the expense of kids,” Gottlieb said. 

	 As part of its broader en-
forcement efforts, the FDA said it is-
sued more than 1,300 warning letters 
and fines to retailers who illegally 
sold e-cigarette products to minors.
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for more info email:
sales@petsolinc.com

*Cannot be combined with outside program pricing.

The ONLY tablet-based POS system 
with a focus on the forecourt! 

THE PERFECT SOLUTION FOR YOUR SMALL BUSINESSTHE PERFECT SOLUTION FOR YOUR SMALL BUSINESS

This is a paid advertisement 
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This is a paid advertisement 

Keurig Green Mountain Inc. Merges with Dr Pepper 
Snapple Group Inc. 

6CHRONICLES NOVEMBER 2018

	 - Dr Pepper Snapple Group 
Inc. and Keurig Green Mountain Inc. an-
nounced Jan. 29 that the companies have 
entered into a definitive merger agreement 
to create Keurig Dr Pepper (KDP), a new 
beverage company of scale with a portfo-
lio of iconic consumer brands and distri-
bution capability to reach virtually every 
point-of-sale in North America. KDP will 
have pro forma combined 2017 annual 
revenues of approximately $11 billion.

	 This combination of the two 
beverage companies brings together 
brands Dr Pepper, 7UP, Snapple, A&W, 
Mott’s and Sunkist with coffee brand 
Green Mountain Coffee Roasters and 
the Keurig single-serve coffee system, 
as well as more than 75 owned, licensed 
and partner brands in the Keurig system

	 New company Keurig Dr Pepper 
on July 9 completed the previously an-
nounced merger between beverage com-
panies Keurig Green Mountain and Dr 
Pepper Snapple Group. “The combination 
of these two great companies creates the 
scale, portfolio and selling and distribu-
tion capabilities to compete differently in 
the beverage industry,” Keurig Dr Pepper 
CEO Bob Gamgort.” With a large sta-

ble of iconic brands and the leading sin-
gle-serve coffee brewing system on the 
market, KDP has the ability to satisfy any 
beverage need or consumption occasion—
hot or cold, at work or at play, at home or 
on the go —and the capability to get our 
brands to consumers virtually anytime 
and anywhere they purchase beverages.

Keurig Dr Pepper (KDP) to 
acquire Core Nutrition LLC

	 Keurig Dr Pepper (KDP) has now 
entered into a definitive agreement to ac-
quire Core Nutrition LLC for $525 million.

	 Founded in 2015, the Core Nu-
trition portfolio includes Core Hydration, 
a premium, nutrient-enhanced bottled wa-
ter, and Core Organic, an organic fruit-in-
fused beverage. Both products are current-
ly distributed by Plano, Texas-based KDP. 
“Core has been a valued and successful 
allied brand partner, and we are pleased 
that this on-trend beverage will become 
part of our owned KDP family of brands,” 
KDP CEO Bob Gamgort said. “Through 
this transaction, we intend to realize the 
full growth potential for the business.”

	 The transaction is subject to cus-
tomary closing conditions, and the com-
panies expect it to close by the end of 
2018. Following the closing, both Core 
Hydration and Core Organic will con-
tinue to be distributed primarily through 
KDP’s company-owned direct-store-de-
livery network and independent distrib-
utor network, while KDP expects certain 
existing Core Nutrition distribution part-
ners to maintain their channel coverage.
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This is a paid advertisement 
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SNAP
Stocking
Requirements 

Members, 
	 SNAP Stocking Requirements have changed. 
The first major change is the amount of product re-
quired to be stocked in your store to maintain authori-
zation.
All foods are broken down into four (4) staple food 
categories:
• Meat/Poultry/Fish
• Vegetables or Fruits
• Breads and Cereals
• Dairy

All the stores have received a Reauthorization letter 
from the USDA. When you receive these letters, it 
means that your food stamp inspection is due any day. 
Inspections will happen without any prior notification, 
This means you always have to be Ready. Remember, 
the inspection only happens once after submitting the 
reauthorization letter. It is not an ongoing monthly 
inspection like your health inspections.

If you fail the inspection, your food stamp license will 
be suspended for 6 months. And to reapply, you will 
have to start the process from scratch.
The reauthorization form includes submission of your 
category sales, like sales of gasoline, staplefood, lottery 
etc. Make sure these amounts match your tax returns 
submitted to IRS because the USDA randomly selects 
stores and matches these numbers with your tax returns. 
If they do not match, it is considered as fraud. It is, 
hence, suggested that your CPA fills the sales amounts 
for you.

SNAP Stocking Requirements to Pass Food Stamp 
Inspection
	 Note: the following numbers are double the 
minimum requirement to help you avoid stock shortage 
during inspection
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*Milk can be any size and can include Nesquik.

*Any 3 fresh vegetables or fruits can substitute above examples. Tomato sauce can-
not be substituted by Ketchup. Ketchup is an accessory food not staple.
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Snap Minimum Requirements
* Note: All numbers are doubled so that the store is stocked full when the inspections happen.

*Bread can be substituted with tortillas, hamburger buns. Pasta can include ramen 
noodles. Flour cannot be replaced by Cake mixes. Cake mixes is again accessory 
food and not staple.
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*For meat items, the first ingredient of the canned meat is the category it will go in. For ex. In Vienna 
Sausage, the first ingredient is chicken, hence it goes in chicken category. Sandwiches or lunchables are 
not considered staple food. Delifresh meat cannot be replaced by sandwich with delifresh turkey in it. 
When in form of sandwich, it becomes accessory food.
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One @ Reg Price

NOVEMBER – DECEMBER
PROMOTIONS

Ask Your Yumi Representative For Details….

2 for  3$

12oz V8 Energy  Flavors Only
3 Case Minimum

2/$3
All Single Serve Packages

One @ Reg Price

Promo Unit Cost $.96
(After $.15 OI Discount)

BLENDED MARGIN
42%

Bagged Donettes Not Included

GRANDITO BURRITOS
*RED CHILE

*SPICY HOT CHILE
*GREEN CHILE

BEEF & COLBY JACK COMBO
BEEF & PEPPER JACK COMBO

ORIGINAL BEEF SINGLE
BBQ BEEF SINGLE

JALAPENO CHEDDAR SINGLE

BEEF & CHEESE STICKS

NEW 
ITEMS

This is a paid advertisement 
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This is a paid advertisement 

Pricing is for Silver Eagle only.  Other distributors may have different pricing. 

The following is a paid advertisement

Love Street 6pack can

Hopadillo 6pack can

19.2 oz

2 For $6
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Frito Lay November 2018 Promotions 
and Shippers

Nov 1st – 30th (Frito Lay 11W4 – P12W3) Period 11

Nov Pre pack 
weekenders

On AIO Rack or high 
destination area

Promotion CompliancePPW/Shipper Clips -
Innovation

$1.89 Fritos All 
Flavors! 3/$5 
Must buy 3

1 Clip of 
each 

flavor Strip
( per store 

)Destination 
FEM or Shop Around and 

Shippers

All In One Rack, 
UTC, or Cardboard 
Weekender Display 
to support monthly  

promotion

3/$5!

TIMING: Oct 29 – Nov 23, 
2018 (11x4-12x3)

TIMING: Nov 12 - Dec 8, 2018
(P12W2-P13W1)

This is a paid advertisement 
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PC-Based POS Back Office iPad - POS

1

1

1

Kiosk Modisoft TViPhone - POS Back Office App

Food Mart

Daily SalesPOS Live POS Closing Transactions

Fuel PriceFinancial Fuel Inventory Bank

OrderGroups Clock In/Out Send to POS

LotteryInventory Items Purchases

7:15 PM 77%

Fruits / Meat Fountain Coffee

Smoothies

Tacos

Wings

Burger

Cappu

Hot Dogs

Iced Coffee

Pastries

Pizza
Chicken
Strips Burritos

SaladSteaks

Donuts

Fries

Pasta

Ice Tea Fish

Breadsticks

1:18 PM 95%

Speed Key

Ice Cream

This is a paid advertisement 


