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Message from the President

Fellow Marketers,

Time is near for our upcoming CTPMA Business Forum in 

Colorado Springs, at the beautiful Broadmoor. I personally 

believe this will be our best Business Forum ever, with a 

tremendous line up of speakers and timely programs that 

can benefit us all. Your CTPMA board and Anthony have 

put together a great program and I urge all Chevron and 

Texaco marketers to attend this special event. Not only 

will the venue and weather be fantastic, in the beautiful 

Colorado Mountains, but the opportunity to share quality 

time with Chevron’s top leadership is worth the entire trip. 

Joe Theismann, NFL hall of famer and Washington Redskins star quarterback will be our 

motivational speaker. As with previous Business Forums, we are pleased to have excellent 

support and participation at our conference by Chevron Retail and Lubricants management. 

Our keynote speaker at the President’s dinner is Dale Walsh, President Chevron Products 

Americas along with Doug Hinzie, Vice President 

Lubricants as our keynote luncheon speaker. This 

forum is for our members to learn, grow, and 

interact with other marketers facing the same 

challenges and issues. It’s also gives each of us 

the opportunity to spend time with Chevron’s 

leadership team, to share our thoughts, our ideas, 

and our plans to mutually grown our businesses.

Don’t miss this great event and please encourage any Chevron or Texaco marketer you know 

to attend and see the benefits that CTPMA provides us all.

On a personal note, I want to thank my fellow board members and Anthony for the 

tremendous job they have done putting together the Business Forum agenda and program. 

I’m excited to see everyone there in July and come prepared to learn and have fun!

Bill Kent 
President, CTPMA

“
”

This forum is for our 

members to learn, grow, 

and interact with other 

marketers facing the same 

challenges and issues.
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CHEVRON AND TEXACO PETROLEUM MARKETING ASSOCIATION PRESENTS

THANK 
YOU!

GUEST SPEAKER
Dale Walsh, President, Chevron Products - Americas

In a Chevron career spanning 33 years, Dale has 
focused extensively on developing a competitive, 
value creating and world class fuels business in 
the company’s international and U.S. markets. 
Having spent over two decades in increasingly 
responsible management positions across the 
fuels value chain, Dale brings an exceptional 
blend of experience, insight and leadership capabilities to his 
role as President of Chevron Products, Americas. Throughout 
his career, Dale has been a strong ambassador of Chevron’s 
world-class brands. He is committed to providing customers with 
the high quality, unsurpassed fuels that are the cornerstone of 
Chevron’s brand offering.

2016 CTPMA Business Forum  
Event Schedule

Monday, July 25
• Golf Tournament in the AM

• CTPMA Board Meeting(afternoon)

• Supplier Reception and trade show opening

Tuesday, July 26
• Continental Breakfast in Exhibit Area

• Welcome and Motivational Speaker( Joe Theismann)

• Coffee break in Exhibit Area

• Knowledge Session-Estate Planning for Petroleum Mrkters

• Buffet Lunch in Exhibit Area

• Tradeshow ends

• Lubricants Brand Meeting

• President’s Reception/Dinner( Dale Walsh)       

Wednesday, July 27
• Continental Breakfast

• Knowledge Session-Trends and Opportunities in Lubes Distribu-
tion

• Coffee Break     
Knowledge Session-Current Trends in Compensation          

• Knowledge Session- ISOCLEAN Training and Opportunities

• Keynote Luncheon/Doug Hinzie, Chevron Lubricants

• Retail Brand Meeting

• Dinner on your own

Thursday, July 28
• Free Day or Departure

Business Forum
& Trade Show

Together Towards Our Future

Business Forum
& Trade Show

Together Towards Our Future

July 25-27, 2016

Colorado Springs, CO

CTPMA extends a very 
special thank you to

CHEVRON PRODUCTS 
COMPANY

for their gracious support 
of this meeting

GOOD THINGS HAPPEN WHEN 
CUSTOMERS AND SUPPLIERS MEET 
TO TALK TOGETHER ABOUT THE 

FUTURE OF OUR TWO GREAT BRANDS, 
CHEVRON AND TEXACO…
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BE BRIGHT & SIGN UP

www.pwm.com

To learn more about the new SMD technology or get your 

custom quote, call 281-943-6504
or email SMD@pwm.com.

Upgrade your most powerful marketing tool 
with the new SMD Technology.

www.pwm-usa.com

 See us at the

 CTPMA Forum!

 7/24-27  Colorado

  Springs, CO

Booth# 106
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Marketer Attendees: Mike Simmons, Richard Becktel, 
Bill Thomas, Norm Crum, Jeff Hart, Alec McBarnet, Chris 
Lindblom, Steve Moore, Chris Page

Chevron Attendees: Wayne Ederer, Bob Stolz

• Please review 2015 performance. How is 2016 
looking? What are the big growth areas and the 
laggards?

◊ We had moderate growth compared to our 2014. 
Over the past two years Chevron has experienced 
double digit percentage growth. Our 2016 growth 
plans mirror our growth metrics for our 1st Source 
Marketer program. 

◊ The drilling side of the Oil and Gas market segment 
was hit hard in 2015, and moderated our overall 
growth. 

◊ The first two months of 2016 had a very slow start 
and March sales have greatly improved.

• With the down turn in the Oil & Gas space – how 
is Chevron re-calibrating forecasts and have the 
growth objectives changed/adjusted?

◊ We are committed to the overall plan. We have 
re-calibrated growth metrics for our O&G focused 
marketers. Per our discussions at momentum, more 
efforts are in place to secure more automotive 
installed and industrial business. The delta between 
branded and unbranded pricing has been widened 
in the 1st quarter and we are addressing this issue. 

• There has been significant consolidation in the 
lubricant marketer space. Please discuss Chevron’s 
view of this. What is Chevron’s view of Brenntag’s 
major investments in the lubricants business? 

◊ Consolidation is continuing to accelerate. Consoli-
dation is driven by aggregators in the market. These 
aggregators can be family run businesses, private 
equity, or in the case of Brenntag, a chemical 
distributor.

◊ Brenntag sees the value of utilizing their expertise 
to distribute and sell lubricants. It is an adjacent 
market for Brenntag and we would not be surprised 
to see other chemical distributors enter into this 
space.

• Please discuss Chevron’s strategy to take share from 
competition by segment. How does Chevron view 
their competitors and where do they see opportuni-
ties to market share?

◊ As we mentioned earlier, we plan to grow in the 
automotive installed and industrial segments. 
Growth requires taking business from our competi-
tion as the market will be flat in North America for 
some time. 

• With the current buzz in the marketplace on PC-11, 
how does Chevron plan to get ahead of other 
suppliers to educate and offer awareness on this 
topic with both distributors and end users?

◊ We have been very involved in the development of 
the new PC-11 offering thru our work with API and 
OEM’s. We are educating our Marketers and end 
users thru digital marketing efforts; in fact we have 
already begun to do so. 

• How is Delo SD doing? 

◊ The brand exposure for Chevron has worked out 
well. It has helped the brand. The reality is that 
the product sales have not been strong we have 
not had OEM endorsements. Time will tell if this 
product will be a successful niche offering.

• Please provide any updates on ISOCLEAN Products 
as well as progress on signing new national account 
business. 

◊ We are starting to see the volumes pick up on 
ISOCLEAN Products. We have one major OEM who 
is committed to using ISOCLEAN Products as factory 
fill for their equipment. Other national accounts are 
on the radar as well. There are 16 total marketers 
with machines now. The goal is for each marketer 
to sell 50,000 gals in 2016. 

CTPMA Board of Directors Meeting

COMMERCIAL COMMITTEE MEETING NOTES

Houston, TX  – March 22, 2016
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• CTPMA has heard some marketer concerns about 
the $15,000 per year IsoClean Products fee. 

◊ Chevron is putting significant marketing resources 
and expense to drive ISOCLEAN Product sales.

• What are the expectations for Chevron indirect 
BDS role? There seems to be some channel conflict 
being created by some of the Business Develop-
ment Specialists.

◊ BDSs and BCs are directed to prospect for new 
customers on behalf of the marketer. After full 
qualification (phase 1) or early needs identification 
(Phase 2) they should bring the marketer into the 
process. There may be occasional times where 
channels have conflict, but we are confident that 
Chevron can manage the channel conflict inter-
nally.

• What was the impact of year end purchase behav-
ior by Elite marketers trying to position themselves 
for “Commitment to the Brand” criteria? 

◊ Our 4th quarter Marketer purchases were very 
strong and Marketers clearly had more inventory 
entering into 2016.

• Please address the current price of crude oil and its 
impact on the lubricants business this year. Also, 
are changes coming in the lubricants business if 
crude stays low for an extended period of time.

◊ We have seen increased pricing volatility in the 
market place particularly with the Private Label 
players. 

• Chevron needs to look at the admin portion of 
their business, especially the LBC in Louisville. 
Chevron keeps adding people in the field, pushing 
marketers to increase volume, but communication 
and turnaround from the LBC is very inconsistent. 

◊ Chevron is certainly interested in understanding 
these specific concerns. (The Wholesale Commit-
tee’s view of the efficacy of the LBC did not seem 
to be consistent with this comment. The Wholesale 
Committee will get the name of the marketer who 
made this comment so Chevron can follow up with 
them)

• The Chevron lubricant lineup for PCMO/PVL is 
perceived as weak in the marketplace. Havoline 
brand is not well received nor does it have a large 
market share in all markets. How do we compete 
with Pennzoil, Castrol, Valvoline, Mobil, etc., for 
large branded business when everything is being 
converted to private label to compete for gallons 
and margins? 

◊ We do not believe that our PCMO line up is weak, 
we have had strong growth in Havoline brand and 
the entire product line in the Do It For Me (DIFM) 
segments. We believe our PitPack offering is the 
best in the industry. We have a very strong Auto-
motive Installed offering and our digital marketing 
campaigns with Richard Rawlings of Gas Monkey 
Garage are bringing in younger Havoline drivers. 

• Shell and ExxonMobil seem to be tightening down 
on their distributor network. Chevron seems to 
be willing to sell to anyone. Please discuss your 
marketer network strategy.

◊ We are always looking to expand our marketer 
network in areas where we don’t have adequate 
market share. 

• Can we expect any new major national account 
business this year? 

◊ Yes. We should see 1 or 2 major auto installed 
accounts. Commercial fleets are being courted. 
There are 14M gallons of industrial off-highway 
share of wallet opportunities that are being 
pursued.

• Can we expect any enhanced support with lead 
generation from Chevron this year?

◊ Yes, through the BCs, BDSs, Inside Sales and our 
digital marketing efforts. 

• Has there been a drastic redistribution of Max 
Funds? Will marketers be working with less Max 
Funds in 2017?

◊ Max Funds on a cpg basis increased approximately 
30 % versus 2015. That perception may come 
from Marketers who have missed specific 1st 
Source metrics. 

• Please explain what Sustainability 2.0 is looking 
like.

◊ There will be an emphasis on coaching, effective 
CRM implementation, and sales pipeline manage-
ment.

• How can we make the CTPMA Commercial Prod-
ucts Committee more relevant to Wayne and Bob?

◊ Make sure that we continue to have candid 2-way 
dialogue and share information

There being no further business the meeting ended at 
11:30 a.m.
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Marketer Attendees: Dale Heinze, Tim 
Shirley, Vincent Sullivan, David Collins, 
Buddy Lott, Scott Strong, Larry Mitchell, Gary 
Brooks, Shawn Frate, Ryan Edone, Bill Kent, 
Craig Kellerstrass

Chevron Attendees: Russ Lines, Glenn 
Johnson, George Wall, Anna Vargas, Brian 
Coomes

Glenn Johnson commenced Chevron’s 
presentation at 8:00AM

1. Current industry environment
Crude prices have dropped lower since the 
October retail meeting…. What plans can 
you share with CTPMA regarding how the 
corporation is continuing to cope with this 
period of lower crude oil prices? Gasoline 
demand has increased with the fall in crude 
prices- can you share you future projections 
as to when it will peak and begin decreas-
ing? Are there any industry wide mergers 
on the horizon that you can share with us? 
Upstream or downstream?

◊ Glenn Johnson: low crude prices are 
expected until 2017. Supply and Demand 
are coming closer together, rig counts are 
declining; $60-$65 barrel price is a bullish 
outlook but a common expectation. 

◊ Bill Kent discussed Texas rig counts, claims 
they say they’re turning a profit at $30 
barrel price. However if a price spike 
happens all the jobs in crude production 
that were cut can’t immediately be put 
back in place and ready for increased 
production. 

◊ Glenn reiterated that the Downstream 
has carried the earnings for the company 
this past year. Expect more personnel 
reductions for Upstream but Downstream 
will hold. Chevron will not be cutting 

the dividend; the company is selling $10 
billion in assets

◊ Not aware of any planned mergers

◊ Gasoline demand -Bryan Coomes  

◊ Regulatory environment is what is driving 
down demand, café, rnfs, lcfs, fuels under 
the CAP and Trade, AB32, electric car tech-
nology, UBER, and not owning your own 
car. This takes into account population 
increases and economic cycles.  Proposals 
to increase government regulation that 
the Petroleum Industry is under serious 
attack. Chevron/CTPMA retail boards 
collectively agreed there is an opportunity 
to become more engaged in tracking the 
regulatory environment and supporting 
our industry through advocacy at the local, 
state and national levels

2. Safeway/loyalty
◊ Please give CTPMA a brief on the Safeway 

Program. Are both parties still happy with 
the program? Any enhancements in the 
future? 

◊ Glenn: Chevron is looking to invest more 
in marketing this year after merger news 
settled down. They are headed to the east 
with a loyalty program; actively looking 
for a partner but not ready to announce 
anything yet.  

◊ Credit card – slowly declining but the 
everyday 3cpg reward recently introduced 
for the Techron Advantage card (PLCC) is 
intended to assist with stabilizing it.

◊ In regards to mobile payments:  on aver-
age only 2% of sales outside transactions 
done on mobile but this expected to 
increase and Chevron will be ready for it. 
Apple pay is one of the secure ways of 
processing transactions. 

◊ Chevron is looking at both new single 
grocer partners and a coalition strategy 
because they see the advantages of both. 
Chevron pointed out that multi company 
loyalties are lacking a grocer.  Burn 
transactions very high. 

3. Brand update – NPD data 
(survey data for customer 
behaviors)

◊ Anna Vargas showed a chart of data from 
the last 5 years showing how custom-
ers rated their experience after visiting 
a Chevron site AND IT HAS SHOWN 
IMPROVEMENT OVER THE LAST 5 YEARS.  
SHOWING THAT CONSUMERS ARE VERY 
HAPPY WITH THEIR EXPERIENCES 

◊ Millennials are the biggest consumers at 
Chevron units

◊ C-stores and quality of fuel are a big 
driver  FOR CONSUMERS

◊ Hispanics are still very loyal to Chevron

◊ Among millennials Chevron out performs 
the industry in majority of reasons for 
purchase attributes within the past year. 
Quality of fuel has grown 7 percentage 
points- about twice as fast as the industry.

◊ Brand preference related to quality 
continues to dominate the West and is 
very highly rated on the East. 

◊ “UNBEATABLE” will be the message for 
2016. BE INCLUDED IN POP AT STATIONS 
AND MARKETERS WILL NOW HAVE 
CHEVRON’S FULL SUPPORT AND ACCESS 
TO CHEVRON’S MARKETING MATERIAL; 
RADIO ADS, IMAGES, ETC.? 

4. Chevron Advocacy Network 
update

◊ Per Glenn Johnson everyone should sign 

Retail Marketers Meeting with Chevron

RETAIL MARKETERS MEETING NOTES

Houston, TX  – March 22, 2016
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up for this along with their local efforts

◊ Glenn mentioned CAN as an effective 
way to engage on legislative issues 
important to our industry and mentioned 
the defeat of AB350 as an example. 

5. EPOS update
Update on EPOS upgrade program. Many 
marketers feel that the conversion process is 
very cumbersome.  More details requested 
on availability of equipment to meet dead-
lines, specifically early incentive deadlines.  
With backlogging on equipment meeting 
the deadline for installations being complete 
by the end of the month is becoming 
highly unlikely.  Current Wayne pin pads are 
inadequate; when replacement is released 
in October- will there be additional help?  
Electronic signature at EPOS? Verifone 
currently only holds on the signatures for 30 
days but we need longer storage options; 
any update? 

◊ Per Russ Lines, 80% of network (6,600 
sites) have placed orders and about 
1,500 sites have completed installations

◊ Chevron is regularly engaging the POS 
vendors regarding progress on installa-
tion, particularly Early Rebate qualifiers

◊ An extension could happen but only 
until 4/30/16 for the EARLY rebates (an 
announcement has been made officially 
extending the Early rebate deadline until 
4/30 and maintaining all other installa-
tion deadlines) 

◊ Dispenser prompting for the Safeway/
Vons loyalty program for Gilbarco POS is 
different than for Wayne/Verifone POS.  
Loyalty message toggles with payment 
message with no hard prompting for use.  
Customers who fail to put their loyalty 
information in prior to inserting their 
credit card are unable to use rewards.  
Looking to make loyalty prompting 
consistent across all 3 POS types with the 
EMV releases

◊ Ingenico pin pads for Wayne systems will 
not be available until the EMV release.  
System installations are making use of 
existing pin pads. 

◊ No incentive program is currently planned 
for outdoor EMV.  The primary incentive 
is avoiding counterfeit fraud liability.  

Marketers should compare investment 
costs with projected liability in making 
the decision for outdoor EMV.

◊ Chevron is recommending but not 
requiring NFC at the dispenser.  Chevron 
company owned and operated sites are 
including NFC when purchasing new 
dispensers

◊ Verifone currently supports electronic 
signature capture. Signature storage is 
limited to 30 days in the POS.  (Chevron 
has subsequently learned from Verifone 
there are options for external storage.  
Marketers should consult with Verifone 
for the details.

◊ Electronic signature capture is not 
currently available from Wayne or 
Gilbarco, but Chevron has requested it.

Still pending issue for Marketers-status of 
changing the credit card network cutoff 
time as requested last year. Where does that 
stand and when will it be in place. This was 
projected for spring of 2016, update? 

◊ In response to customer requests, 
Chevron is prepared to move the credit 
card cutoff time to 12AM eastern time.  
Implementation has been delayed until 
Q2 due to card processing changes with 
Chase Paymentech.  Settlement time will 
remain 2PM.  As a result of concerns 
expressed at the meeting, Chevron will 
revisit cut-off time options with Chase. 

6. Site Execution Programs
Any update in regards to site execution 
particularly station image programs?

◊ Russ indicated the new image execution 
process is yielding higher scores

◊ Changes for 2016 include the removal of 
a number of non-scored questions and 
updated photos for improved clarity on 
standards

◊ RFA will be extended from 10 days to 10 
business days and escalation deadline 
from 3 days to 5 business days

◊ An updated Image Execution Guide which 
will be mailed to all stations

◊ Russ also indicated Chevron was examin-
ing whether the image scores were 
reflective of the customer experience and 

is considering future changes to improve 
score accuracy.  Most marketers were 
comfortable with the status quo, includ-
ing the retention of advanced notification.

“Regal Class Marketer” program introduced 
in the East, plans for West? 

◊ Per Brian Coomes – this was based on 
research from other major companies this 
is how Chevron developed this program

◊ Additionally a new training subscription 
based system will now be available to 
Marketers

◊ Branding elements for stations still taking 
6-9 months in some instances while 
competition is able to brand within 2 
weeks. Marketers request that Chevron 
help to put pressure on our vendors to 
keep more stock. 

◊ Russ agreed to look into this issue

Uniform are taking too long to be met, 
Breast awareness uniforms just went out.

◊ Russ said there were some inventory 
issues last year with Affinity that resulted 
in some significant delays in order fulfill-
ment.  If inventory issues and shipment 
delays cannot be resolved, Chevron will 
look into adding a second supplier

7. Other Issues
Is Chevron adding diesel to the MIIP 
programs: 

◊ There continues to be no plans to do so

Status update: email daily pricing directly 
without logging into Business Point  

◊ Chevron is doing testing currently- 
SHOULD HAVE UPDATE BY JULY 
CONFERENCE

Status update: Business Point 2.0- we heard 
it was supposed to be completely redone, is 
that still happening?

◊ In the process of upgrading.  Look for an 
update in July. Lubricants will be the first 
to a get new platform this year and retail 
following after that in 2017.

Being no further business the meeting 
ended at 12:00 p.m.
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I just got back from speaking at a petro meeting. The association had chosen 
cash flow for the topic and as I prepared, thinking about my audience and 
realizing it’s the best and the brightest that show up at industry conventions, 
I was little concerned the topic was a little trite for a room full of super 
successful marketers. But, as I delved into my presentation preparation, 
I realized that while cash is still king, the game has changed significantly 
enough that even historically successful marketers get caught at times.

The reality is that petroleum marketing has become more volatile, more technical, more 
automated, more sophisticated, more price transparent and more complicated than ever 

before. And that is why the cash flow game is different than twenty, ten, or even 5 
years ago.

Marketers are experiencing price volatility, margin shifts and even refinery outages. 
Whether you are currently winning or losing depends a lot on your location, your 
foresight, your strategy execution and…a good dose of dumb luck.

If you are still doing fabulously, may I strongly suggest you ask yourself “why?” Too 
often success and momentum mask business deficiencies. During high growth, 

high profit times, your company may do so well that the lagging parts barely 
bother you. But they should. They are sucking profit.

If you are on the losing end, you may already be kicking 
yourself for thinking that last year’s profits were going to 

hang around forever, and now that they aren’t, wishing 
you had kept the belt a little tighter.

by Betsi Bixby (7 concepts every CEO should 
at least think about)

How Cash Flow 
Has Changed
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No matter whether you are winning, losing, or just 
treading water, spend a few minutes pondering these 
seven critical checkpoints:

1. Your executive dashboard. If you have one, is it timely enough for 
you to make cash flow assessments and corrections? If you don’t 
have one, get one! Every CEO needs to keep their pulse on cash 
flow. At Meridian we teach a 10-step foolproof financial method. 
Add to those 10 points your company annual and quarterly goals, 
and possibly a few loan covenants and you are all set. I love it 
when the dashboard is set up to push to your phone so when you 
are out at a convention or on vacation, you’re in the know and 
able to take swift corrective action if needed.

2. Your team’s receivables management. Most petro marketer’s 
largest dollar asset is tied up in receivables, so it’s no wonder 
that those companies that resoundingly conquer receivables 
processes win the daily cash flow game. It’s why we host a 
credit huddle every month as part of our www.PetroAnswers.
com service where credit managers hone processes and skills. 
The dedicated ones are getting more and more accounts on 
electronic funds transfer terms, and watching cash like a hawk. 
Of course, it all starts with applications, credit limits, correct 
terms, and accurate and timely billings, along with stringent 
account monitoring. A lot of credit pros think they are doing the 
job well until they join our huddles!

3. Your inventory practices and controls. With the complexity and 
numbers of products going wild, it’s super easy for inventory to 
get equally wild. Its music to my ears when I hear about SKU 
reductions and super structured inventory processes because 
excess inventory is such a huge cash waster in any business. 
Typical financially based inventory reductions might cut about 5% 
of your cost through slow mover analysis, shrink etc. That’s not 
enough. We are helping marketers made serious reductions WHILE 
becoming more profitable. What’s a serious reduction? How about 
going from over 6,000 SKUs to 2,700 while improving customer 
satisfaction and putting millions back into cash flow. 

4. Your Cap Ex and Acquisition Matrix. While this tool sounds fancy, 
it can be as simple as a spreadsheet with your rules of how you 
spend money. Many petro owners keep spending decisions to 
themselves and never articulate to their team how they make 
those decisions.  If you don’t have a matrix and decide to tackle 
one, you’ll be amazed at how just writing down the guidelines 
you do automatically in your head for spending decisions 
become crystal clear and once written, serve as a roadmap to 
your team. Your team will stop bringing you requests you veto 
once they know how you make spending decisions.  In buy/sell 
transactions, I love working with buyers who share their matrix 
with me because it allows Meridian to make exact fits saving 
them (and us) tons of time.

5. Your seasonal/cyclical cash flow lulls or low points. If you have 
them, you shouldn’t. Don’t even think to yourself, “but Betsi!” 
I’ve heard them all – we are a winter business, we are a summer 
business, we always lose money in _______ month. Really? And 

why are you still tolerating this? Get a countercyclical product 
for goodness sakes! Where was it written “though shalt only 
sell petroleum products” in your family’s business bible? Make a 
pact with yourself right now that you will do whatever it takes to 
make sure your family business makes money every single month 
of the year. I love the innovative ways marketers are breaking 
traditional cash flow cycles.

6. Your personal key vulnerability. Ask yourself the question “What 
do I do for the business or in the business that no one else does?”  
Bingo! The answer is your key vulnerability because if something 
happens to you, you’ve just put lots of employees and their 
families in jeopardy. Do you perhaps secretly think that no one 
can do what you do? Or at least well? If you think that way, it’s 
awfully egocentric! I know because that was me a few years ago. 
If you don’t have a person in the company right now who can be 
your #2 supporting you in your current lone ranger tasks, then 
either break those tasks up and train different people to do the 
different pieces, or you better hire someone who can back you up 
quickly. You are a big risk to your company until you do.

7. Your personal leadership. Now in my third decade advising the 
petro industry, I’m convinced that everything rises and falls 
on leadership, including cash flow! I learned that powerful 
leadership truth from John C Maxwell, named by Inc Magazine 
last year as the #1 leadership expert in the world and my FOCA 
2014 headliner speaker. Starting in 2015, John became my 
personal coach and mentor and via his guidance and tough 
questioning, I have come to more fully understand that success, 
or lack of success for any company primarily rests in the leader-
ship capacity and skill of the CEO and executive team. 

So my last question to you is “How is your leadership?  Are your 
ducks flying in formation and happy?” If so, my bet is you have a 
personal business coach that’s helped you get there. Why do I say 
that? Because I’ve learned that every business person has blind 
spots they can’t see and it takes a skilled coach to help see them.  
A few years back I added private monthly one-on-one coaching 
time to my M-Power™ program for my petro CEO clients. As a 
result, one of my absolute joys is witnessing leadership growth 
-- leaders solving people problems faster, creating more joyful 
workplaces and taking worry-free vacations, sometimes for the first 
time in their life. It’s a pretty cool thing for me.

So how did you do on the seven? If you didn’t score 100%, 
implement and conquer these cash flow checkpoints and I know in 
my heart of hearts your cash will be flowing, your teams will excel, 
your customers will love you, and your family business will be a 
source of joy as well as prosperity for your future generations. 

Since 1991, Meridian has provided insight and services 
to over 3,400 petroleum marketers, growing and 
expanding their market share, while increasing their 
cash flow and profits. Being the leading petro valuation 
provider in the nation, Meridian is also trusted for buy/
sell transactions. To find out what Meridian can do for 
you – Call us 800-728-9005.
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Money for You
Target neighborhood businesses and earn 
$100 for each new fleet account!

✔   Earn $100 for each lead resulting in an 
approved Chevron and Texaco Business card 
account† 

✔   Lower transaction fees by converting 3rd 
party cardholders to your brand 

✔   Help increase fuel sales when neighborhood 
Chevron and Texaco Business cardholders 
choose your station to fuel

New applications MUST be submitted through  

a FLEETCOR Sales Representative.

Savings for Customers
New Chevron and Texaco Business cardholders 
earn special rebates all summer long!

✔   New Business Card customers earn a 25¢ per 
gallon rebate* for the first 3 months after 
account opening

✔   New Universal Business Card customers earn 
up to 31¢ per gallon in rebates* for the first 
3 months after account opening (includes 
monthly tiered rebates**)

✔   Limited time 25¢ special rebate offer  
for new customers who apply and are 
approved for a Chevron and Texaco  
Business Card or Chevron and Texaco 
Universal Business MasterCard®

Commercial Card Incentives

* Limited time offer valid only for new Chevron and Texaco Business Card and Chevron and Texaco Universal Business MasterCard® applications received by June 26, 2016. Applications must be submitted through a FLEETCOR Sales 
Representative. New approved accounts will earn a 25¢ per gallon rebate on fuel purchases in the first three (3) months after account opening. Purchases must be made with your Chevron and Texaco Business Card or Chevron and 
Texaco Universal Business MasterCard and the account must be in good standing. Rebates will appear on your monthly statement in the form of a statement credit. Not valid on aviation, bulk fuel, propane or natural gas purchases. Rebate 
offer is capped at 1,000 gallons per calendar month. Rebates are subject to change at any time without notice.

** Tiered volume rebates are on cents per gallon based on the number of gallons purchased at Chevron and Texaco locations per month. Not valid on aviation or bulk fuel, propane or natural gas purchases. Rebates will appear on your monthly 
statement in the form of a statement credit. Purchases must be made with your Chevron and Texaco Universal Business MasterCard and your account must be in good standing to receive rebates.
† Applies to all new commercial accounts approved through the Commercial Rewards Programs. Lead Referrals are not part of the Credit Card Submittal Count used for Customer First. Programs may be modified or discontinued at any time. 
Please visit Chevron Business Point at http://businesspoint.chevron.com for program availability.

The Chevron and Texaco Business Card and Chevron and Texaco Diesel Advantage Card and programs are issued and operated by FLEETCOR Technologies Operating Company, LLC and are not an obligation of Chevron U.S.A. Inc.

The Chevron and Texaco Universal Business MasterCard® is issued by Regions Bank, pursuant to a license by MasterCard International Incorporated and is not an obligation of Chevron U.S.A. Inc. MasterCard is a registered trademark of 
MasterCard International Incorporated. FLEETCOR Technologies Operating Company, LLC operates the Chevron and Texaco Universal Business MasterCard Program

CHEVRON, the Chevron Hallmark, TEXACO, the Texaco Star T logo and TECHRON are trademarks owned by Chevron Intellectual Property LLC.

2016 Summer Spectacular!

$$$!
EARN

must apply by
NEW CUSTOMERS

June 26, 2016

LIMITED TIME ... Act Today!
Submit Your Leads to Start Earning Money Now!  

Visit www.ChevronTexacoLeadReferral.com and complete the Lead Referral form online. 
FLEETCOR Sales Representatives will contact your leads and encourage them to complete an application.  

Once approved and the customer begins fueling, you earn $100 paid through the Credit Card Solicitation Awards program.†
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Chevron Introduces Delo TorqForce FD SAE 60 
Exceptional Protection for Caterpillar Off-Road Equipment Axles & Differentials

Chevron Introduces New Havoline®  
Full Synthetic Multi-Vehicle ATF 

Chevron is excited to introduce Havoline® Full Synthetic 
Multi-Vehicle ATF (226536), which will replace Havoline 
Synthetic ATF Multi-Vehicle DEXRON-VI (226535) as part of a 
rolling transition. We have added some new specs to further 
improve marketability and value to our customers. We also 
dropped “DEXRON-VI” from the name (although we retained 
the approval) because this high-value product is for many more 
transmission types than just GM vehicles. 

In addition to other low viscosity specifications, we have 
extended our recommendations in the high viscosity ATF market 
space, including Mazda M-III and M-V, Mitsubishi ATF-J2 and 
Toyota T-III. Havoline Full Synthetic Multi-Vehicle ATF is also 
approved for Voith H55.6335.xx (G607) transmissions.

Havoline Full Synthetic Multi-Vehicle 
ATF is a premium quality synthetic 
transmission fluid that is recom-
mended for most modern 6+ speed 
automatic transmissions. It has been 
designed and tested for use in a 
wide range of vehicles manufactured 
by North American, European and 
Japanese automakers. It also uses the 
latest generation technology which 
is approved by General Motors for 
automatic transmissions and automatic transaxles where a 
DEXRON®-VI fluid is specified.

For the second time in three weeks, Chevron is introducing a 
new Delo® product! This latest premiere is Delo TorqForce FD 
SAE 60, designed specifically for heavy-duty final drives and 
axles of modern Caterpillar off-road equipment operating in 
severe service. 

Delo TorqForce FD SAE 60 delivers value by:

• Providing extended oil service 
life – it’s extremely high thermal and 
oxidation stability protects against 
deposit formation. Delo TorqForce 
FD SAE 60 can achieve 6000+ hour 
drain intervals in severe service axle/
differential operations compared to 
the typical 2,000 hour drain interval 
for Cat TO-4 fluids

• Extending component  life – Delo TorqForce FD SAE 60’s 
special additives help protect metal surfaces against pitting, 
scuffing and wear, even under severe operating conditions 
of high temperature and high load, allowing for longer 
component life protection over TO-4 fluids

• Helping provide excellent foam protection – Delo TorqForce 
FD SAE 60 is formulated with a stable foam inhibitor 
package that helps prevent foaming and ensures excellent 
lubricant protection for axle gears and differentials.

• Warranty Plus Protection – this key axle and differential 

product is now added to the Delo warranty plus protection 
for mining, construction,  and forestry off-road equipment

Delo TorqForce FD SAE 60 replaces BOTH Chevron Final 
Drive SAE 60 and Delo TorqForce SAE 60 (TO-4 Fluid) in 
axle and differential applications for Caterpillar Mining, 
Logging and Construction equipment. Caterpillar prefers the 

use of Caterpillar FD-1 approved axle and 
differential oils in their equipment, and Delo 
TorqForce FD SAE 60 is approved for this 
specification. It offers product consolidation 
for customers to help ensure correct fluid 
application and excellent component protec-
tion. You may place bulk orders now, and 
additional package styles will follow on a 
rolling transition.

Delo TorqForce FD SAE 60 is compatible 
with Chevron Final Drive SAE 60 and Delo TorqForce SAE 60 
(TO-4 fluid) and can be used for top off as needed. However, 
Chevron does recommend that 
customers using Delo TorqForce 
SAE 60 for axle or differential 
lubrication should consider a full 
drain and switchover to the new 
Delo TorqForce FD SAE 60 to gain 
the full performance benefits of this 
product versus only topping off. 
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HighLINER 2
Soffits/canopies/ 
wall washes

SignBOX II
Single or double-sided 
sign boxes

Progressive 
Down Light 3
Fuel canopies LEDStripe

Border tubing 
& accent

Progressive Wall Light
Building security

Pole Mount Light 2A
Parking areas Your

We

BRIGHTEN
BRANDS

Let us brighten your brand today! 
Connect with your local distributor at SloanLED.com/CTP2

Cold Door 2
Cooler doors

Cold Deck
Multi-deck merchandisers

Pole Mount Light 2A
Parking areas

• Outstanding Energy Savings
• Superior Durability
• Ease of Installation
• Industry Leading Customer Service

888.747.4533 · SloanLED.com

Chevron Introduces Delo Syn-Trans XE SAE 
75W-90 for Eaton Ultra Shift Transmissions

Chevron is excited to introduce the newest member of our 
Automotive Gear Oil (AGO) family – Delo® Syn-Trans XE SAE 
75W-90! Delo Syn-Trans XE SAE 75W-90 is approved for the 
newest Eaton Transmission Specification – PS-386 – which fully 
replaces the current PS164, rev 7 specification. 

The new Delo Syn-Trans XE SAE 75W-90 has been formulated 
for use in the newest Eaton Ultra Shift Automated Manual 
Transmissions (AMTs) for superb protection, and is also back-
ward compatible for use in older model Eaton Manual transmis-
sions. This provides ease of use for fleets that may have a mix of 
new Eaton Ultra Shift AMTs and older Eaton Manual Transmis-
sions to provide a consolidated fluid offering.  

Delo Syn-Trans XE SAE 75W-90 is approved for both factory 
fill and service fill requirements for Eaton Ultra Shift Transmis-
sions that now are installed in Kenworth Peterbilt Trucks using 
PACCAR MX or Cummins diesel engines, Navistar, Freightliner 
and Volvo/Mack  trucks that come with Cummins diesel engines. 
Delo Syn-Trans XE SAE 75W-90 will fully replace the current 
Delo Syn-Trans XE SAE 50 over the next 60 days as part of a 
rolling inventory change. 

If your customers do not have Eaton 
AMT transmissions but operate  Eaton 
Manual Transmissions (out of warranty models), you can move 
these customers to Chevron’s Delo Syn-Trans HD SAE 50, which 
is more cost effective and provides very good protection for 
these types of transmissions.

Please note that Delo Syn-Trans XE SAE 75W-90 is NOT suitable 
for use in any Volvo IShift, Mack mDrive or Daimler (Detroit) 
DT-12 Automated Manual Transmissions. These transmissions 
require other fluids to meet OEM 
warranty and performance 
requirements.  Chevron 
currently offers Delo 
Syn-Trans XV SAE 75W-80 
for use in Volvo IShift and 
Mack mDrive AMTs, and 
will be offering a future 
product for Daimler (Detroit) 
DT-12 AMT transmissions in 
the near future.  
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Some organizations spend too much 
time watching what their competi-

tors do and not enough time on what 
they should be doing. Don’t get me 
wrong, I believe you should most 
definitely keep an eye on your competi-
tors, just don’t become consumed with 
them. Since we’re taking about eyes, if 
you keep both eyes on your customer, 
by taking care of their ever-changing 
needs and wants, you’ll be a success. 
Taking care of your customers, starts by 
taking care of your business.

High-Performance Organizations

High-performance organizations 
(HPO’s) consistently outperform the 
competition and produce profitable 
growth year after year. HPO’s are the 
best of the best! They are admired 
by their competitors, and are the 
benchmark for their respective indus-
tries. HPO’s attract the best people, 
develop them to their fullest, get 
the best performance out of them, 
and retain them. HPO’s operate at 
optimal levels; operational efficiency, 
with employees fully engaged and 
performing on all cylinders. HPO’s 
lead, they don’t follow. They are 
battletested and strategically flexible. 
They redefine success by challenging 
conventional wisdom, examining 
out-ofdate beliefs, ridding themselves 
of complacency, redefining the status 
quo, and changing the rules of engage-
ment. They play by different rules: their 
rules. They are agile, highly adaptable, 
and aggressive, have a capacity for 
continual renewal and learning, 

know what they don’t know, and 
use speed as a competitive weapon. 
They focus on causes, not symptoms. 
HPO’s are characterized by their high, 
non-comprising standards, persistence, 
and optimism. The only thing HPO’s are 
afraid of is getting complacent.

What distinguishes HPO’s from the 
average-performing companies is not 
better HR processes, but the funda-
mental belief in the importance of 
talent. It’s about leaders and managers 
at all levels embracing a talent mindset. 
HPO’s are organizations where imagina-
tion and initiative flourish. They harvest 
the collective brilliance of everyone in 
the organiza-
tion regardless 
of job title; a 
mindset of, 
All of us are 
smarter than 
any of us; 
many usually 
outperform the few. Everyone’s voice 
is heard; which is different than merely 
having a vote. HPO’s make work fulfill-
ing and enriching. HPO leaders develop 
their employees with challenging 
assignments that stretch them. They 
think enough about their employees 
to push them beyond what they even 
think they’re capable of, and as a result 
they succeed.

HPO’s have a laser-like focus on perfor-
mance; employee performance, and 
satisfying existing customers, rather 
than on winning over new customers. 
They are willing to ask: “What new 

management challenge, if mastered, 
would give us a unique performance 
advantage?” HPO’s pursue revolution-
ary goals, but take evolutionary steps. 
HPO’s drive higher performance, 
productivity, and profits. They have 
built a platform for sustainable, profit-
able growth.

Personal Assessment

So, do you have a HPO? If not, you’re 
certainly not alone. HPO’s are the elite, 
the top tier two percent within their 
respective industries. If you’re not an 
HPO, that doesn’t mean you should not 
pursue becoming one. It only requires 
one thing commitment; commitment to 

begin the journey, 
and commitment 
to see it through. 
The pursuit of 
transforming your 
organization, be 
it one store or a 

thousand stores, into a HPO, will enable 
you to attract the best employees and 
get the best out of them, and develop 
a loyal following of customers. Look at 
it this way, how would you feel if you 
decided to pass on trying to become 
a HPO but your competitors decided 
to undertake the challenge. How 
would that impact your business? If 
your end game is to attract a buyer for 
your stores and bank a sweet EBITDA 
multiple, or leave a thriving legacy 
business for your children, the pursuit 
of excellence and becoming the best 
will get you there.

What is a 
High-Performance 

Organization?
You’re either the best or part of the rest

“Productivity is the 
true competitive 

advantage.”
-Peter Drucker, management guru

For daily tips, insights and inspiration follow me on my Achieving your Potential Blog at: terrymckenna.typepad.com.

By Terry McKenna – Employee Performance Strategies
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For more information:
Contact Synchrony Financial Field Sales at CardSupport@synchronyfinancial.com.

   * Purchase(s) subject to credit approval and account must be in good standing to earn and receive Fuel Credits. Valid at participating Chevron or Texaco branded 
U.S. retail stations. Fuel Credits accrue during your billing period and will be applied as a statement credit to the balance on your Card Account at the end of that 
same billing period. See the Credit Card Application for “How Fuel Credits Work.”

 †  RF Insights Team: Chevron 4Q PVT Study, December 2012

  The Chevron and/or Texaco Techron Advantage™ Cards are issued by Synchrony Bank and are not an obligation of Chevron U.S.A. Inc. CHEVRON, the Chevron 
Hallmark, TEXACO, the Star T Logo, and TECHRON are registered trademarks and Techron Advantage is a trademark of Chevron Intellectual Property LLC. The 
Chevron and/or Texaco Techron Advantage™ Visa® Card is issued by Synchrony Bank pursuant to a license from Visa U.S.A. Inc.

The Chevron and Texaco
TM Cards

Every fill-up
Every time
at Chevron  
and Texaco3¢

/gal.*

in Fuel Credits

Techron Advantage
Cardholders Earn

Techron Advantage™ Cardholders can be the foundation of your 
business. They typically visit Chevron and Texaco stations more  
often and buy more fuel per transaction than non-cardholders†  
— with no processing fees.
And now that Techron Advantage Cardholders earn 3 cents per gallon*  
in Fuel Credits at Chevron and Texaco, customers have a reason to 
purchase even more gallons.
Offer the Cards that can help you top off your bottom line.

Start promoting the Techron Advantage Cards today.

Help drive more to your station.
More Loyalty — More Gallons — More Sales†
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Call us today to upgrade — 888-408-7196

Upgrade Your Network to a 
Powerful, Reliable, Proven Solution.
Hughes managed broadband is a proven way to keep your stations 
running smoothly. Our upgraded service includes advanced new 
technology to deliver even faster and more reliable transactions. 

Worry-free broadband solution 
from a single provider. 

C

M

Y

CM

MY

CY

CMY

K

Chevron_ad_050516.ai   1   5/11/2016   10:32:52 AM

T h e  D e f i n i t i v e  W o r d  i n  L o c k s

T h e  D e f i n i t i v e  W o r d  i n  L o c k s

Don’t Replace Your Dispensers—Replace Your Locks.

•	 Retrofit	systems	available	for	most	dispensers
•	 3,000,000	useable	key	codes
•	 Pick	and	drill-resistant	keyway
•	 High	Security	Locks	keyed	exclusively	to	your	business
•	 Available	keyed	alike	or	master	keyed

Stop Card Skimmers 
with Security Locks

Get secure, call 1-800-422-2866
web: laigroup.com        email: sales@laigroup.com       fax: 951-277-5170 9168 Stellar Court, Carona, CA 92883

Wayne CRIND™
Dresser

Gilbarco

Protect Your Gas Pumps and Card Readers with the 
cost-effective Lock America Key Control Program!
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Oilmen’s Truck Tanks    |    800-859-8265    |    www.trucktanks.com

Are You Still Working Without 

SAFETY RAILS? 

X ✓
Can be retrofitted to units 
in the field or added as an 
option on new units. 

Railings can be raised and 
lowered from the ground    
with the push of a button.

Automatic retraction takes
place when air brakes are 
released - in case operator    
forgets to lower rails.

SuppoRT  
Your Drivers!

Watch our Video Demonstration! 

Oilmen’s Safety Rails
 www.trucktanks.com/videos.htm
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Retail East Committee

CTPMA is governed by a board of directors comprised of members 

who serve voluntarily and meet periodically during the year. All board 

members serve on one of three working committees: Retail East, Retail 

West, and Commercial Products. Board members are listed below by 

committee assignment along with their company’s brand affiliations and 

lines of business. CTPMA marketers are encouraged to communicate 

with board members on any matter that will help us to deliver on our 

mission of helping our members grow and prosper.
Executive Committee

CTPMA Officers
Retail MarketingPresident:  

Bill Kent 
The Kent Companies 

Midland, TX

Vice President, Commercial Products: 
Mike Simmons 

Port Consolidated Inc. 
Ft. Lauderdale, FL

Vice President, Retail East: 
Buddy Lott 

Lott Oil Company 
Natchitoches, LA

Vice President, Retail West: 
Shawn Frate 

Jackson Oil Company 
Meridian, ID

Secretary: 
Tim Shirley 

Home Oil Company 
Cowarts, AL

Treasurer: 
Alec McBarnet 

Maui Oil Company 
Kahului, HI

Past President: 
Richard Becktel 

Southern Counties Lubricants, LLC 
Orange, CA

Executive Director: 
Anthony Misetich 

1891 N. Gaffey Street - Suite 232 
San Pedro, CA 90731

Buddy Lott, Chair
Lott Oil Company
Natchitoches, LA
(318) 352-2055
buddy.lott@lottoil.com
Chevron, Texaco (retail, fuels) 

Gary Brooks
A.R. Brooks Enterprises, Inc.
Smyrna, GA
(770) 432-5176
gary@lanceoil.com
Chevron, Texaco (retail, fuels)

Bill Kent
The Kent Companies
Midland, TX
(432) 520-4000
bkent@kentoil.com
Chevron, Texaco (retail, fuels)

David Collins
DC Oil Company 
Birmingham, AL 
(205) 682-2766
david@dcoilco.com
Chevron, Texaco (retail, fuels)

Rodney Ownbey
Ownbey Enterprises Inc.
Dalton, GA
(706) 278-3019 ext. 112
rownbey@ownbeyoil.com
Chevron (retail, lubes, fuels, 
cardlock)

Keith Saucier
Keithco Petroleum Inc.
Hattiesburg, MS
(601) 264-7148
keiths@keithcopetro.com
Chevron (retail, fuels)

Tim Shirley
Home Oil Co., Inc.
Cowarts, AL
(334) 793-1544
twshirley@homeoilcompany.com
Chevron (retail, lubes, fuels, 
cardlock)

Max Alvarez
Sunshine Gasoline Dist. Inc.,
Doral, FL 
(305) 477-5800
maximo@sunshinegasoline.com 
Chevron (retail, fuels)

2016 
Board of Directors

2016
www.ctpma.net20



Retail West Committee

2016 
Board of Directors

Commercial Products
Committee

2016

Mike Simmons, Chair
Port Consolidated Inc.
Ft. Lauderdale, FL
(954) 522-1182
msimmons@portconsolidated.com
Chevron (lubes, fuels)

Robert Arbasetti
Prime-Lube Inc
Carteret, NJ
(732) 969-9200
rarbasetti@primelubeinc.com
Chevron (lubes)

Richard Becktel
Southern Counties Lubricants, LLC
Orange, CA
(714) 516-7300
becktelr@scoil.com
Chevron (lubes)

Bill Thomas
W H Thomas Petroleum 
Clanton, Alabama 
(205) 755-2610 
billthomas35045@yahoo.com 
Chevron, Texaco (lubes, fuels)

Norm Crum
Valley Pacific Petroleum Services
Stockton, CA
(209) 948-9412
norman.crum@vpps.net
Chevron, Texaco (retail, lubes, fuels, 
cardlock)

Gary Emmick
Valor LLC 
Owensboro, KY
(270) 683-2461
gemmick@vallorllc.com
Chevron (lubes)

Jeff Hart
Mid-Town Petroleum
Bridgeview, IL
(708) 599-8700
jeff@midtownoil.com 
Chevron (lubes)

Alec McBarnet
Maui Oil Co., Inc.
Kahului, HI
(808) 877-0201
alec@mauioil.com
Chevron (retail, lubes, fuels, 
cardlock)

Chris Lindblom
Senergy Petroleum LLC
Phoenix, AZ
(602) 272-6795
clindblom@gosenergy.com
Chevron (lubes, retail, fuels)

Steve Moore
Parman Energy Corp. 
Nashville, TN 
(615) 350-5250 
smoore@parmanenergy.com
Chevron, Texaco (lubes)

Chris Page
Chris Page & Associates
Edmonton, Alberta, Canada
(780) 451-4373
chris@chrispage.ca
Chevron (lubes)

Chuck McDaniel
PilotThomas Logistics 
Long Beach CA, 90802 
(310) 356-2701 
cmcdaniel@maxumpetroleum.com 
Chevron (lubes)

Shawn Frate, Chair
Jackson Oil Company 
Meridian, ID
(208) 888-6064
shawn.frate@jacksonoilco.com
Chevron (retail, fuels)

Vince Sullivan
Sullivan Oil Company
Bakersfield, CA
(661) 327 5008
vincent@sullivanpetroleum.com
Chevron, Texaco (retail, lubes, fuels)

Ryan Edone
Petroleum Wholesale (PWI)
Houston, Texas
(281) 681-7517
redone@petroleumwholesale.com
Chevron, Texaco (retail,  
lubes, fuel)

Dale Heinze
Valley Pacific Petroleum 
Services Inc.
Stockton, California
(800) 266-3782 ext. 207
dale.heinze@vpps.net
Chevron, Texaco (retail, lubes, 
fuels, cardlock)

Craig Kellerstrass
Kellerstrass Oil Company
Ogden, UT
(801) 392-9516
ckellerstrass@kellerstrassoil.com
Chevron (retail, fuels, lubes, 
cardlock)

Larry Mitchell
RSI Petroleum Products
Mojave, CA
(661) 824-4250
lm@rsipetroleum.com
Chevron (retail, lubes, fuels, 
cardlock)

Scott Strong
RSI Petroleum Products 
Sandy, UT
(801) 381-3238
ss@rsipetroleum.com
Chevron (retail, lubes, fuels, 
cardlock)
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Figure 1. Petroleum Administration for Defense Districts

As can be seen in Figure 22, PADD 1 has much greater demand for 
refined products than it has refinery capability to produce those products. 
Even the small number of refiners are predominantly in one part of 
the region, while other parts of PADD 1 have no refining capacity at 
all. Colonial Pipeline, the largest U.S. pipeline, moves great volumes of 
gasoline and diesel fuel from Texas and Louisiana refineries. Plantation 
Pipeline also plays a major role in supplying the Southeast with products. 
These pipelines move light products into Georgia and then up the coast 
to Washington DC, Baltimore, and New York. The gasolines moved are 
Southern RFG, Northern RFG, conventional BOB and Low RVP BOB.

Figure 2: Transportation Fuels Consumption vs. Production 
by Sub-PADD Region.

The East Coast falls short of product supply even with the large pipeline 
movements and local refining capacity. This shortfall is taken care of by 
the importation of products mainly from Europe and mainly into the New 
York area.

New England  

New England consumes about 660,000 barrels per day (bpd) of 
transportation fuels.  There are only small local pipelines and most of the 
supply comes by tanker or barge which are supplemented on occasion by 
truck and train. New England is one of the few areas of the country with 
significant but decreasing demand for heating oil. New England also gets 
some of its supply from Canada.

Mid-Atlantic 

The Mid-Atlantic region consumes about 1.9 million bpd of transporta-
tion fuels. It contains the two major supply hubs in the U.S.; New York 
and the Philadelphia area. Supply comes from pipelines, local refineries, 
and by ship. In the last few years the U.S. East Coast imported just below 
500,000 bpd of gasoline blending components.

Southeast

The Southeast region consumes 1.6 million bpd of transportation fuels. 
With no refining capacity, the Southeast is supplied almost entirely by 
pipeline with a very small amount supplied by ship on the Carolina and 
Georgia coastline.

Florida

Florida is uniquely supplied by barges on the Gulf side and by ship on 
the Atlantic side. Florida consumes about 800,000 bpd of transportation 
fuels. Other than one small pipeline in the middle of the state, which 
moves products from the west coast of Florida to Orlando, Florida has no 
pipelines and relies solely on water movements and trucks to distribute 
their products.

Distribution Constraints

There are two major constraints to product distribution for PADD 1. 
The first is that pipeline capacity from the Gulf Coast refineries to the 
demand centers in the Southeast, Mid-Atlantic, and Northeast is fully 
utilized. This creates problems for marketers when Colonial and Planta-
tion have operating problems and cannot met commitments to supply.  

The second constraint is that U.S. Flag shipping capacity from the Gulf 
Coast refineries to Florida has been very tight. Whenever the is a problem 
with tanker or barge scheduling, product supply into Tampa and Port 
Everglades gets very tight. The shipping constraint may be relieved as 
crude oil production in Texas declines and tonnage is shifted from crude 
oil service to clean products. 

U.S. East Coast Production and Supply
Supply to the East Coast is a complex mixture of local refineries, large pipeline movements from Texas and 
Louisiana and water shipments both barge and large ships. The U.S. Energy Information Agency divides the 
U.S. into five regions or Petroleum Administration for Defense Districts (PADDs) as shown in Figure 1. The East 
Coast is represented by PADD 1. 1

1 EIA. Analysis and Projections – PADD 5 Transportation Fuels Markets.  
https://www.eia.gov/analysis/transportationfuels/padd5/
2 EIA. Analysis and Projections – PADD 1 and PADD 3 Transportation Fuels Markets. 
https://www.eia.gov/analysis/transportationfuels/padd1n3/

By Michael Leister, Senior Associate  – Stillwater Associates LLC

22 www.ctpma.net



Order Now!
phone 1-800-543-9698   |  affinityapparel.com/login

SUMMER IS AROUND THE CORNER... 
Refresh your store image with

NEW UNIFORMS!

Don’t forget, authorized namebadges from Affinity Apparel 
are an important part of your uniform compliance!

Visit our Booth  
at the 2016 Business 
Forum & Trade Show!

23CTPMA News  |  June/July 2016
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Change Service Requested

NEWS
An Association of Independent Petroleum Marketers

CTPMA
1891 N. Gaffey St.
Suite 232
San Pedro, CA 90731

Phone (310) 547-9002
Fax (310) 547-9004
Email anthony@ctpma.net
Website www.ctpma.net

Past Presidents
2014-16 ...Bill Kent, The Kent Companies 
2013-14 ...  Richard Becktel,  

Southern Counties Lubricants
2011-12 ...  Dale Heinze, Valley Pacific Petroleum Services
2009-10 ...Steve Moore, Thomas Petroleum
2007-08 ...Ken Wood, Medallion Convenience Stores
2005-06 ... Jay Hurt, The Hurt Company
2004.........  Anthony Misetich, General Petroleum
2003.........Gary Emmick, Valor Oil
2002.........Mark Anderson, Anderson Oil Co.
2001.........Hulon Williams, J. H. Williams Oil Co.
2000.........Alec McBarnet, Maui Oil Co.

1999.........Bob Boswell, Apex Oil Co.
1998.........Norm Crum, Woolsey Oil Co.
1997.........Bill Mathews, Mathews & Mathews Inc.
1996.........Mike Price, Price Brothers Inc.
1995.........Bill Holtzman, Holtzman Oil Co.
1994.........Max Arnold, Max Arnold & Sons, Inc.
1993.........Mike Jensen, R.V. Jensen Inc.
1992.........Rodney Ownbey, Ownbey Enterprises
1991.........Wayne Brown, R.R. Evans Co.
1990.........Ron Selby, Selby Petroleum
1989.........Whit Blackmon, Blackmon Oil

Thank You


