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Message from the President

Fellow Marketers,

I hope everyone’s 2016 is off to a good start. In my part of 

the world that is heavily oil and gas dependent 2016 in West 

Texas- looks to be a big challenge. We are seeing a direct 

negative impact to sales and gallons with oil prices in the low 

$30 per barrel range. Hopefully your businesses are seeing an 

improvement in sales with lower fuel costs. 

Being the eternal optimist I am, I see these times as 

opportunities to actually improve our business. That’s why 

I’m so excited because 2016 is CTPMA’s year for our Business 

Forum to be held in 

Colorado Springs. I’ve never failed to leave any Business 

Forum I’ve attended without concrete ideas to implement 

in our business and improve it.  

The opportunity this year to learn from fellow Chevron 

and Texaco marketers as well as from speakers and 

programs is a must for any marketer that wants to 

better their business. And of course, the highlight of the 

Business Forum for me personally is the time and the 

quality interaction that I get with Chevron’s leadership 

and marketing team. I am going to urge each of you to attend this year’s Business Forum in 

July in beautiful Colorado Springs to learn, grow and spend time with your fellow marketers 

and Chevron leadership. 

It’s in all our interests to work together to help Chevron continue to be the top brand in the 

industry and for us to represent this brand with the highest of standards and support. Please 

mark your calendars for July 25-27 for CTPMA’s 2016 Business Forum. I look forward to 

seeing you there.

Bill Kent 
President, CTPMA

“
”
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Dear Fellow Marketers

Dear Fellow Marketers,

Are you ready for 2016?
While market conditions certainly vary among 
Chevron and Texaco marketers, whether you are 
a retail, lubricants or commercial marketer, this 
year appears to offer mixed signals in regards 
to the economy and the petroleum business in 
general. This is while consumer confidence is up 
with consumers spending more.

In our own industry, the oil and gas segment of 
the industry is suffering from low crude prices 
however savvy marketers 
enter each new year 
with a solid business 
plan that lays out their 
blueprint for success. They 
become focused on cash 
flow, cost containment, 
revenue growth, margin 
enhancements, network 
optimization, operating 
efficiencies and other 
factors critical to their 
profitability. As they say, if you don’t have a 
plan, you won’t know you are headed much less 
the route that you are taking to get there.

For its part, CTPMA will continue to support 
Chevron and Texaco marketers by organizing 
our efforts and engaging our supplier over the 
issues and opportunities to profitably grow our 
retail, lubes and fuels business.

Looking ahead to the summer, all Chevron and 
Texaco marketers should plan to attend CTPMA’s 
2016 Business Forum and Tradeshow July 25-27 
at the spectacular Broadmoor Hotel in Colorado 
Springs, CO. This is our association’s major 
membership meeting for 2016, and CTPMA 
marketers have made it loud and clear that 

they want to 
return to the 
Broadmoor. So 
save the date 
and plan to 
attend!

As noted in the article on pages 6-7, discounted 
registration fees are available to those marketers 
who sign up before April 29. Complete 
information and online registration options 
are available at our website www.ctpma.net. 

A more broader and more 
diverse tradeshow along with 
richer program content will 
offer a valuable three-day 
experience for marketers and 
exhibitors alike. So don’t miss 
this important gathering for all 
Chevron and Texaco marketers!

Finally your volunteer board 
members and CTPMA 

committees will again be meeting throughout 
the year to discuss issues and opportunities with 
Chevron. These joint sessions are used primarily 
to discuss key topics of interest among retail 
and lubricant marketers. As always you can find 
detail minutes from each of these meetings in 
the Marketer section of the CTPMA website. 
Contact our office if you need assistance in 
getting access to this material. I encourage 
all CTPMA marketers to provide input on an 
ongoing basis to assist with the work of your 
association.

Anthony Misetich 
Executive Director, CTPMA

“
”

For its part, CTPMA will 
continue to support Chevron 

and Texaco marketers by 
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engaging our supplier over 
the issues and opportunities 
to profitably grow our retail, 

lubes and fuels business.
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June	  2015	  CTPMA	  Article	  	  

	  
	  

	  

Earning	  $100	  or	  MORE	  with	  new	  Chevron	  and	  
Texaco	  Business	  Card	  Accounts	  Made	  Easy	  
Tell	  your	  retailers	  and	  marketing	  coordinators	  to	  choose	  between	  
two	  simple	  programs	  designed	  to	  help	  grow	  Chevron	  and	  Texaco	  

Business	  Card	  accounts.	  	  These	  programs	  provide	  the	  comfort	  of	  
knowing	  that	  either	  option	  can	  result	  in	  $100	  or	  more	  in	  rewards!*	  	  	  

So	  how	  easy	  it	  is?	  	  Pick	  a	  program	  and	  then	  it’s	  as	  easy	  as	  1,2,3…	  

	  

1. Work	  with	  potential	  customers	  to	  complete	  a	  Business	  Card	  application	  and	  the	  Commission	  

Program	  Agreement	  
2. Submit	  to	  ChevronTexacoVIP@fleetcor.com	  or	  fax	  to	  1.877.594.0398	  
3. Earn	  $100	  Reward	  if	  approved	  PLUS	  you	  and	  your	  customer	  will	  receive	  5�	  credit	  per	  gallon	  on	  

fuel	  and	  diesel	  purchases	  at	  ALL	  Chevron	  and	  Texaco	  locations	  for	  the	  first	  12	  months	  from	  the	  
date	  of	  approval**	  	  	  

	  

	  

1. Refer	  leads	  on	  potential	  customers	  	  
2. Complete	  the	  Lead	  Referral	  form	  at	  www.ChevronTexacoLeadReferral.com	  

3. Earn	  $100	  for	  every	  new	  Chevron	  and	  Texaco	  Business	  Card	  or	  Chevron	  and	  Texaco	  Universal	  
Business	  MasterCard	  account	  that	  begins	  fueling*	  

	  

	  

	  

Program	  1:	  New	  Accounts	  Commission	  Program	  

*Applies	  to	  all	  new	  commercial	  accounts	  approved	  through	  the	  Commercial	  Rewards	  Programs.	  	  Programs	  may	  be	  modified	  or	  discontinued	  at	  any	  time.	  	  Please	  
visit	  Chevron	  Business	  Point	  at	  http://businesspoint.chevron.com	  for	  program	  availability.	  	  	  
	  
**	  Purchases	  must	  be	  made	  with	  your	  customer’s	  Chevron	  and	  Texaco	  Business	  Card	  or	  Chevron	  and	  Texaco	  Universal	  Business	  MasterCard	  and	  your	  customer’s	  
account	  must	  be	  in	  good	  standing.	  Not	  valid	  on	  aviation,	  bulk	  fuel,	  propane	  or	  natural	  gas	  purchases.	  	  
	  
The	  Chevron	  and	  Texaco	  Business	  Card	  and	  program	  is	  issued	  and	  operated	  by	  FLEETCOR	  Technologies	  Operating	  Company,	  LLC	  and	  is	  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.	  

Program	  2:	  Lead	  Referral	  Program	  
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Join your fellow Chevron marketers July 25-27, for three days 
of industry expert insights, best practices sharing, workshop 
seminars, networking opportunities, and tradeshow exhibits at 
the 2016 CTPMA Business Forum & Tradeshow, being held at 
the beautiful Broadmoor Hotel in Colorado Springs, CO.  The 
Business Forum is open to all CTPMA principal marketers, key 
business employees and their spouses.

Whether you’re a retail, lubes or commercial fuels marketer, 
you’ll hear important messages that are critical to your business 
success.  This year’s program will offer best practices workshops 
with valuable information on navigating today’s challenging 
economic conditions. Find out how fellow marketers are 
strengthening their businesses in cash flow management, 
product hedging, and environmental cost containment. In 
addition, brand meetings will offer marketers a vision of where 
the Chevron and Texaco brands are today and where they are 
heading.

This year’s Business Forum features a 1st for CTPMA, motivational 
speaker and Washington Redskin great Joe Theismann. It is also 
your chance to meet face-to-face with senior Chevron executives.  
Dale Walsh, President of Chevron Products Americas will be our 
featured keynote speaker along with Chevron Lubricants Vice 
President Doug Hinzie. 

In addition, the tradeshow, which grows bigger and better 
each year, will provide you with the opportunity to meet with 
preferred vendors whose products and services can help you 
better serve your customers and manage your business.

Registration
Register online at www.ctpma.net before April 29, 2016 for the 
discounted registration rate – a $50 savings per person and a 
chance for a free hotel room upgrade.

CHEVRON AND TEXACO PETROLEUM MARKETING ASSOCIATION PRESENTS

July 25-27, 2016

Business Forum
& Trade Show

Together Towards Our Future

Business Forum
& Trade Show

Together Towards Our Future
Guest Speaker 
Joe Theismann

6 www.ctpma.net



Getting To The Broadmoor
The Broadmoor is a premier destination resort 
conveniently located with air access from 
two airports:  Colorado Springs and Denver 
International.  The Colorado Springs Airport is 15 
minutes from The Broadmoor and is serviced by 
major airlines including American, Continental, 
Delta, United and Allegiant Air.  For driving 
directions to the hotel, go to www.broadmoor.com.  

Hotel Room Accommodations
Rooms for CTPMA Business Forum attendees have 
been set aside at a discounted rate of $325.00 per 
night + taxes and resort fees and can be reserved 
online at www.ctpma.net.  Marketers can extend 
their stay at The Broadmoor at this rate although 
hotel room reservations must be made by June 18 
to receive the discount.  A one night deposit will be 
due at the time your reservation is made.  Deposits 
are refundable should cancellations be received by 
the hotel within 7 days of arrival.

July is peak season in Colorado Springs and 
the hotel will fill up quickly.  So don’t delay in 
registering to attend and reserving your hotel 
room!  

Golf Tournament
Plan to arrive early to participate in the CTPMA 
Golf Tournament on Monday, July 25 with an 8:00 
am shotgun start.  The tournament will be held on 
the West Course and is open to all CTPMA Business 
Forum attendees and exhibitors.  Sign up to play 
when you register online at www.ctpma.net to 
attend but hurry as space is limited.

Attention Marketers! 
Free Room Upgrade!
Register early to be entered into a drawing for a 
complimentary room upgrade at The Broadmoor 
Hotel.  Just send in your registration form by 
Monday, April 29, 2016 and you will automatically 
be entered in a drawing to win an upgrade to a 
Suite at the cost of a Standard Room.  This raffle is 
only available to eligible CTPMA marketers.

GO TO WWW.CTPMA.NET AND REGISTER NOW!

Monday, July 25
8:00 am  ......................Golf Tournament (Shotgun start)

7:00 am – 9:00 pm  .....    Arrival and Registration

  TBA – CTPMA Board Meeting  
(all marketers welcome)

6:30 – 9:30 pm  Welcome Reception 
  Tradeshow Open

Tuesday, July 26
8:00 – 9:15 am  ...........  Welcome and Keynote Speaker,  

Joe Theismann 

10:00 – 12:00 pm  .......  General Meeting sessions and 
Tradeshow Open

Noon – 1:30 pm .......... Lunch in Exhibit Area

1:30 – 3:00 pm  ........... Lubricants Brand Meeting

5:30 pm  ......................  President’s Reception and Dinner 
hosted by Chevron 

  – Dale Walsh, Keynote Speaker

Wednesday, July 27
8 am – Noon .....................  General Meeting and Best 

Practices Session

Noon – 1:30 pm ................  Lunch- Chevron Guest Speaker 
Doug Hinzie

1:30 – 3:00 pm  ................. Retail Brand Meeting

Thursday, July 28
Enjoy The Broadmoor and Departure

Preliminary Schedule
Registertoday atctpma.net

7CTPMA News  |  March 2016



BE BRIGHT & SIGN UP
Upgrade your most powerful marketing tool 
with the new SMD Technology.

www.pwm-usa.com
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FOR 2016
About a year ago we wrote in this space that oil prices 
would continue to go down.  We suggested that $35 
was possible for a bottom for West Texas Intermediate 
price, but thought it would hold around $50 or $60 
per barrel.  (WTI closed on February 9 at $28.39, down 
26% since New Year’s Day.)  

We pointed out that the EPA had not defined the Renew-
able Fuel Standard for 2014 or 2015 and hinted that the 
Keystone Pipeline would be approved.   

We also said that lower prices would lead to increased 
demand for gasoline and diesel.  Indeed, the EIA reported 
that U.S. gasoline consumption was up 2.8% in 2015 over 
2014 and California gasoline consumption, despite relatively 
high prices, was up 3.4%.  Interestingly, EIA has distillate 
fuel (diesel and heating oil) demand down 2.0% through 
ten months.  They expect gasoline consumption to increase 
by 0.8% in 2016. Distillate fuel demand will grow by 2% 
over the next two years with the improving economy. 

Our crude oil price forecast for 2016 is continued weakness 
until production starts to decline or the world economy 
picks up to the point where excess inventories are drawn 
down.  We see major support at around $25 per barrel, but 
if that doesn’t hold, then around $18 is the next support.   
The Saudis are determined to defend their market share 
from losses from Iran, Russia, and the U.S. drillers. We don’t 
see a crude oil prices bottoming until the back half of the 

year, potential not until 
the fourth quarter.  

Customers in the crude oil production space, like drillers 
or their service providers, will have a very tough year.  One 
of our friends, a small producer in California, pointed out 
that his sales price has crashed from $94 to $18 in eighteen 
months.  He is slashing his expenses to the bone in order to 
have a hope of staying in business.  Look for a lot of M&A in 
this space as the strong companies pick up the weak ones.  
On the other side, refiners are enjoying strong margins as 
crude oil prices drop faster than product prices.  This is likely 
to continue until crude oil prices turn around. 

On the regulatory side, it took until last November before 
the EPA was able to publish the Renewable Volume Obliga-
tions for ’14, ’15, and ’16.  They essential signed off on the 
actual demand in the past and upped the ante in ’16.  This 
action will start to dry up an overhang of RINs inventory, 
leading to a tight supply/demand balance in ’17 and prob-
able shortfalls in ’18.  This will lead to higher RINs prices in 
the later years, supporting the transition to blends beyond 
the E10 Blendwall.  It will be interesting to see this year 
how companies position themselves to create competitive 
advantage within these rules.  

California implemented Cap & Trade for transportation 
fuels in 2015, which resulted in a 10-12 cpg increase in rack 
prices.   This “tax” was designed to make fuel more expen-
sive, reducing demand and raising funds that are being used 
for high speed rail and alternative fuels projects.  California’s 
LCFS was re-authorized to address the deficiencies from a 
Court ruling.  Cap & Trade and Low Carbon Fuel Standard 
“taxes” will increase in 2016.  Oregon is the next state with 
LCFS but it is unclear how this will impact prices. 

Keystone didn’t get approved and won’t until the Adminis-
tration changes. 

So the outlook for 2016?  Continued pressure on crude oil 
prices that translates to higher transportation fuel demand.  

Auto manufacturers are likely to be busy selling big 
cars and trucks while fuel efficient vehicle sales will 

suffer. Southern California gasoline prices will 
continue to be relatively high until the Exxon 
Mobil Torrance refinery comes fully back on line 
sometime in the spring. 

THE OIL OUTLOOK
By Stillwater Associates LLC
stillwaterassociates.com
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In the seclusion of a private retreat, one petro CEO quietly said, “I just realized I get what I tolerate.” It was a profound 
statement. A murmur of agreement went through the other marketers sitting at the table. A statement like that only comes from 
deep introspection.

Not a single person left that retreat without seriously considering what they were “tolerating.” Maybe it is tolerating good, 
instead of great. Or tolerating poor employee behavior and attitudes. Even tolerating self-sabotage or their own leadership 
being less than their best.

Since that meeting, as I pondered this idea of “tolerating,” I wanted to share what I 
see tolerated by petro CEOs both within and outside their companies, plus provide 
you with the cost of toleration, and more importantly, the cures. 

1. Poor leadership  Yes, that’s you. This one is tough because it requires 
looking in the mirror and finding no one else to blame. It’s simple. You are 
responsible for your company including strategic vision, organizational 
structure, culture, values, communication and financial results. If you 
don’t like any of those, are you tolerating less than stellar self-
behaviors? In my decades of consulting work within the industry, 
I’ve seen profits more than double in companies where the CEO 
tackled his or her own leadership.

Cost: One year’s annual profit. Look at your last FYE P&L and 
whatever is at the bottom line is your cost. How can I know 
that? Because I consistently experience CEOs doubling profits 
after deciding to work on their own leadership.

Cure: Start with John C. Maxwell’s book, The Five 
Levels of Leadership. It’s an eye-opener. Basically, if 
you are not helping your team develop, you aren’t 
a real leader.

2. Substandard employee behavior 
Let me begin with the toughest one to tackle 
and the rest will be easy. It is the long-term 
employee who actually does their job 
reasonably well, has a great depth of 
knowledge, but is grumpy, arrogant, 
disruptive or toxic. In fact, the high 
performing toxic employee is about 
as bad as it gets.

Cost: If others have quit due to 
them, there is turnover cost. If you 
are spending your time putting out 
their fires, determine what percent 
of your time that is and multiply 
times your annual salary and benefits. 

What Are You 
Tolerating? By Betsi Bixby
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Does that person interface with customers? Then count 
lost customer revenue. Now how may years have you been 
tolerating this? Yes, add it all up. It will start getting uglier.

Cure: You must address the behaviors, not ignore them. Let 
the employee know those behaviors will not continue to be 
tolerated. I have a few useful tools I give my CEOs to prepare 
them for this type of meeting. Then the tough part, you must 
have consequences that are discussed with the employee 
such as you will be asked to leave the meeting, or leave the 
office for a day without pay, etc. Check with your attorney 
for local employment law to be sure your consequences are 
fair and legal. Finally, put a summary of your discussion in 
writing.

3. Supplier bullying or ineptitude  How is that 
independent family businesses allow themselves to become 
“beholding” (to use a southern term) to a supplier that does 
not treat them fairly or with respect?

Cost: This can be measured in lost margin, lost sales and 
lost customers. I’ve seen it get ugly into seven figures.

Cure: Always be assessing your value to a supplier and 
their value to you. At Meridian, we teach our M-Power clients 
how to use a supplier matrix to identify potential areas of 
both risk and gain. It’s been worth millions to some.

4. Substandard technology or underutilizing 
great technology  If I had a $1 for every time someone 
told me “my software doesn’t do that” I could have had 
a fully paid first class round trip to New Zealand (one of 
my favorite places)! In some instances, badly out of date 
software is being tolerated. Other times, people wanting to 
stay married to old processes are being tolerated. I host a 
“Technology Huddle” monthly as just one small part of our 
PetroAnswers services and invariably when someone who is 
using something neat talks about it, others on the call will 
exclaim, “We didn’t know you could do that!” I even said 
that myself last month as we were talking about customer 
portals! LOL

Cost: This depends on the severity. For instance, a 
receivables clerk who doesn’t like or won’t learn the 

EFT portion of a good software product could cost 
a company millions in delayed cash. A salesman 
who won’t use a CRM might produce only half the 
new volume as a sales person embracing better 

processes and efficiencies. If you began using email 
inbox “rules” just think of how much time you 
personally wasted before you set those up.

Cure: First and foremost, ask your software 
provider to do a one day onsite review of 
your processes and procedures if it’s been 
more than 18 months since your last review. 
Also ask your team to make a list of every 
spreadsheet they use. These spreadsheets 

immediately identify system gaps. Put 

“Technology” as an agenda item monthly to discuss with 
your strategic team. Ask your front line where they see 
competitors exceling in tech. Ask your salespeople what 
customers are requesting. One of my clients recently added a 
customer portal and has been amazed and delighted with the 
results. They dragged their feet for a year before implemen-
tation and now kicking themselves!

5. Poorly maintained or underutilized 
equipment, vehicles, buildings, etc.  As I write 
this last item, I’m thinking about the front porch of my office. 
I’m blessed to a turn of the century Victorian home which we 
converted to a beautiful office years ago. Trouble is, with all the 
rain in Texas lately, numerous cracks have appeared in our porch. 
So we put a rug over them, step over them and basically ignore 
them. I’m tolerating something that needs a major overhaul. 

What is it in your business that needs attention and isn’t 
getting it? Are you tolerating drivers leaving trucks messy? 
Are you tolerating tanks that need painting, or sites that 
need a major facelift? How about your driver to truck ratio? 
Are you maximizing truck assets?

Cost: Not split seating? Figure your lost per truck hour 
revenue. Tolerating poor image? How much revenue and 
profit are you losing from customers who aren’t buying from 
you? Truck, pump or cooler breakdowns from lack of service 
or replacement intervals? You get the idea and can do your 
own math. I promise you won’t like it.

Cure: It’s not what you think. It’s not complicated. It’s 
simply to have a single person accountable for each asset 
group you own and for them to have maintenance and 
replacement guidelines you strictly adhere to.  Set expecta-
tions, set a realistic budget, then hold people accountable.

One of the things I adore about the executive coaching 
I do monthly with petro CEOs (and receive personally as 
I am a believer and follower as well) is the ability for an 
outside coach to see and expose blind spots, the areas being 
“tolerated” or simply accepted as normal and to challenge 
that person to a new level of excellence. I was preparing for 
one of my education sessions and asked a progressive client 
who has always been highly profitable why he sought out 
Meridian coaching. He said, Betsi, don’t you remember? In 
our first session together as I explained that our gallons had 
dropped a little each year due to the economic downturn in 
our area, you asked, “why don’t you grow them? Why are 
you accepting that?” And I knew right then and there you, 
Meridian and M-Power™ were the right choice for me.”

I hope this article has made you pause and ask yourself the 
question, “What am I tolerating?” and furthermore, quantify 
the cost. Then use the pain of that cost as a motivation to 
stop tolerating! I am certain your profits will increase when 
you take action.

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. www.askmeridian.com
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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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Skimming and counterfeit fraud 
continue to plague our industry, 
causing millions of dollars in losses, 
potentially eroding customers’ 
confidence and affecting the high-
quality Chevron and Texaco brand 
image. Skimming incidents aren’t just 
limited to major metropolitan areas 
and are now happening throughout 
the country. 

As skimming methods continue to evolve, 
skimmers at the pump are becoming more 
difficult to detect and easier for criminals to use. 
They can easily snap external skimmers over your 
existing card reader and capture customer data.

Employee education and fraud prevention tools 
have been proven to help reduce the number of 
skimming devices at Chevron and Texaco stations. 
The Fraud Prevention video at the Chevron 
Business Point website provides an excellent way 
to educate your staff. To view, click on the Video 
Training tab under Education and Training on 
Business Point and select the “Fraud Prevention – 
Card Skimming at the Point of Sale” video.

The Chevron Fraud Department also strongly 
encourages Chevron and Texaco Marketers and 
Retailers to help protect their sites and customers 
by using Hologram Labels and Anti-Tamper 
Security Seals. Here are the benefits of using Anti-
Tamper Security Seals and Hologram Labels:

• Deters criminals from installing skimmers.
• Increases customer confidence in your station.
• Provides visual notification of a potentially 

compromised dispenser/card reader.
• Allows you to quickly respond to fraud 

complaints. 

With the increased media coverage, customers 
have become more aware of this risk and the tools 
that are available to reduce it. They may consider 
this in choosing their stations. If customers have 
what they think is a skimming incident at a 
particular station, they will not only report the 
incident to their bank and perhaps the authorities, 
but may also share the incident through social 
media. This could spread quickly and ultimately 
adversely affect sales, overall customer confidence 
and brand image. 

Purchase Hologram Labels and Anti-
Tamper Security Seals directly from 
NovaVision using contact information 
below. 

NovaVision  
Ordering Methods:

Online:  
https://www.novavisioninc.
com/chevron
Fax: (419) 353-7908,  
Attn: Kathy Rea
Toll Free: (888) 416-0443
Email: chevron@
novavisioninc.com

You can also request fraud 
prevention quick reference 
guides and NovaVision literature 
from the Chevron Fraud Team or 
access them on Chevron Business 
Point.  Go to https://businesspoint.
chevron.com, SAfty – Fraud 
Prevention.

For more information, 
please contact your Business 
Consultant or the Chevron Fraud 
Department at 925-842-6023.

FRAUD!
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Fifteen years ago I worked as a deal 
originator for a Lehman Brothers entity 
focused on sale-leaseback (SLB) as an 
alternative to traditional debt financing 
for retail petroleum acquisitions.  Some of 
the advantages of SLB that we featured 
included reduced buyer equity (many 
times we could finance 100% of the 
cost of a deal), tax deductibility of rent 
payments and the off-balance sheet 
features of a lease, whereby the overall 
lease obligation is not reflected on the 
company’s balance sheet, making the 
company seem financially healthier than 
it may otherwise be.   

Over the past few months, the Financial 
Accounting Standards Board (FASB), 
the entity that sets accounting rules for 
U.S. companies, has decided to require 
companies to add to their balance sheets 
their various lease obligations.  Mandatory 
compliance of this rule will begin in 2019.  
The rationale for this rule change is aimed 
at better reflecting a company’s financial 
condition by including both lease and long 
term debt obligations, thereby making 
some companies appear deeper in debt.   
This may not pose a big problem for larger 
companies, as sophisticated investors 
already calculate lease obligations into 
their evaluations as to the true financial 
strength of a company.  The rule will 
ultimately increase transparency and 
allow smaller investors to obtain a clearer 
picture of a company’s financial health.  
This change, combined with renewed 
focus on SLB as a growth financing tool 
for many large sophisticated c-store 
operators has prompted me to revisit the 
topic including a brief SLB strength and 
weakness overview.  

Limited Flexibility

SLB seems to be best suited for well 
located, new to market stores that are 
developed to stand the test of time in 
terms of trade area growth and potential 
competitive intrusion.  Long term leases of 
this nature typically include assign-ability 
clauses that limit a company’s flexibility 
to exit out of a property in the event of 
an unforeseen situation that negatively 
impacts a stores financial performance.  
To exit, the company can only assign the 
lease to an “equal or better credit rated” 
tenant.  Thus, when entering into one of 
these leases, the tenant must be sure that 
the subject store has viability all the way 
through the lease.  In some instances, the 
lease will allow the tenant to substitute 
the lease to another property, thus 
allowing an exit from the impacted store.  
This clause is generally seen in Master 
Lease situations where more than one 
property is encumbered by the lease.

Standing the Test of Time

Great care must be taken when using SLB 
to finance an acquisition of multi-unit 
store packages whereby the stores may 
be currently cash flowing at an acceptable 
level but because of their age, size, 
configuration and location, are vulnerable 
should a sophisticated store operator 
enter the market.  For all of the flexibility 
reasons outlined above, the key criteria 
when considering SLB as the financing 
tool for an acquisition is insuring that 
the subject stores can stand the test of 
time.   Sites in the package that fall below 
this threshold should be acquired using 
traditional debt financing.

Investing and Gaining Equity

In today’s market, traditional marketers 
seem best suited to growing through 
debt.  For small to mid-sized acquisitions, 
financially healthy companies can access 
financing at very good rates and terms.  
They generally do not stretch for an 
acquisition and as such, have on hand the 
required amount of equity to secure the 
loan.  Most importantly, they maintain the 
flexibility to dispose of a property with 
no long term lease interference and gain 
increased equity as the loan is paid down.

Summary

Despite the new lease rule changes, 
sophisticated store operators will continue 
to utilize SLB as an important financing 
tool for their new to market stores built to 
a modern standard of size, offerings and 
operational quality.  Using SLB to fund 
acquisitions will hold hidden challenges 
unless leases are adapted to provide 
greater flexibility to enable operators to 
exit out of stores through the life of the 
lease.  Although the lease obligations will 
now be reflected on company balance 
sheets, the risks associated with lease 
encumbered stores that do not stand the 
test of time will not be.  For this reason, 
investors must continue to do their 
due diligence before investing in these 
companies.

Possessing over thirty five years of downstream 
petroleum experience, Mark Radosevich is a strong 
industry advocate.  He is president of PetroActive 
Real Estate Services, LLC, offering confidential 
mergers & acquisition representation and financing 
services exclusively to petroleum wholesalers.  
Mark can be reached by email at mark@
petroactive.net and directly by phone at 423-442-
1327, web address www.petroactive.net.   

Out andaboutBy Mark Radosevich 

Out and about
the industry

Lease-Accounting Rule Change Adds 
New Growth Financing Wrinkle.

15CTPMA News  |  March 2016



Accelerating Attacks on  
Petroleum Dispensers
America’s petroleum dispensers are under nationwide attack, from Wash-
ington to Michigan to Florida. A quick trip to Google will demonstrate that, 

despite the industry’s best efforts, gas dispenser skimming 
devices are being discovered at an ever-increasing rate (at 

least 15 incidents since November, 2015). It’s safe to 
assume that actual, rather than discovered, insertions 
are increasing accordingly.

“Skimming Devices Found In 7 Ohio Counties” is a 
typical headline. Each incident usually references 10 or 
more additional locations.

Why the Increase?
We may now just be coming better at detection. This level of 
successful skimming may have been going on for years under 
everyone’s noses. More likely, there is a concerted effort to 

conquer petroleum dispensers, the last frontier for skim-
ming old style credit card information. The new “chip and 
pin” card system was implemented for retail businesses in 

October, 2015, with an exemption for the petroleum indus-
try, which had its deadline extended to October, 2017. Under 

the new “chip and pin,” unless a retailer implements “chip and pin,” 
the retailer, not the card issuer, is responsible for reimbursing the victim. Petroleum 
operators have pushed back this liability, and the need for serious security, for a 
year and a half.

Because of this window of opportunity and easy access, gas dispensers remain 
targets of opportunity for the international identity theft industry.

By Rich Morahan
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What is the Petroleum Industry Doing 
to Prevent Data Skimming?
For a few years, the industry has placed its hopes on security 
stickers to indicate tampering, 
a solution based on a lot of 
hope:

• Will the stickers be applied 
properly?

• Will they be properly 
maintained?

• Will low wage employees 
monitor their condition?

• Will customers even notice that stickers are cut or “voided, 
” or know what to do?

And if this weren’t enough, skimmer gangs have been 
discovered covering their tracks by installing counterfeit 
stickers, and probably buying legitimate ones as well.

From CBS Money Watch, November 15, 2015: “Indicted 
Nov. 13, Floridians Anthony Nunovero and Edelso Sanchez 
are accused of stealing information from about 2,000 credit 
and debit cards to create counterfeit versions. The men 
allegedly attached modified scanners to gas pump readers, 
with the two even replacing tamper-proof seal stickers on 
the pumps with phony ones, according to the Federal Bureau 
of Investigation.”

Should we even be surprised that gangs that can insert a 
small Bluetooth enabled skimming device and auction off 
credit card numbers can also scan a label and produce a 
convincing copy on an office printer?

What Are The Implications Of  
Rampant Skimming?
Whatever the cause, one obvious result is increasing cash 
loses by the public. Until October, 2017, operators are off 
the hook. More importantly, victims are open for identity 
theft. A customer can have his credit card copied, and be 

reimbursed, but he or she may need months to recover from 
the fraudulent use of his identity data. The industry is not 
doing enough to protect its customers. Its solutions are not 
working.

And there are serious impacts for the industry: 

The public may stop using automatic pumps and buy gas 
only at the counter, increasing labor costs and defeating the 
whole concept of “Convenience Store” petroleum dispens-
ers.. 

We have seen increasing attacks on “Mom and Pop” stores, 
resulting in customers bypassing smaller operations in favor 
of big well-lighted sites. Large well-lighted operations may 
necessarily be any safer. For example, a skimming device was 
discovered in a 24-hour operation outside of Boston at one 
of two 24-hour stores. The skimming team bypassed five 
closed stations. Ask yourself, what is the quality of observa-
tion at 2:00 in the morning at a gas station?

The Industry Needs to Do More
Does the petroleum industry want to continue to fund 
criminal enterprises?

The industry needs to actively promote and support a multi-
level attack against skimmers, starting not with stickers, but 
with high security key systems.

Stickers were an attempt to stem the tide, and they surely 
caught some skimmer devices, after the fact. They didn’t 
catch on universally, and they often weren’t employed prop-
erly. There are dozens of stories about poorly maintained 
and improperly applied stickers. You cannot base a security 
system on the reliability of a minimum wage employee work-
ing the night shift.

The proof of the failure of the sticker campaign is in the 
results. Just Google “gas dispenser or gas pump skimming” 
as you read this. Quite likely, the incident frequency will 
probably be even greater than it was in February.

You need more than stickers and an eagle-eyed minimum 
wage attendant.

You need security locks as a minimum first step. 

There are levels of security:

• You could replace your dispensers with a new electronic 
high security device, or replace your dispensers entirely, but 
that is probably cost-prohibitive, unless you are opening a 
new site.

• Only one device stops the skimmer—the lock on the 
door with a high security key. The other devices, stickers, 
cameras, alarms, deter,  record and announce crime, but 
they don’t stop it.

CONTINUED ON PAGE 22
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Becoming an
Effective Leader
Sometimes the best 
management tool is a mirror.

In sports, it’s the team with the best 
players who play together as a team 
that wins. In business, it’s the compa-

ny with the best leaders that win. Some 
of your competitors may be bigger than 
you in terms of store count and have 
deeper pockets, which enables them 
to build bigger and fancier stores. But 
if your smaller company has better 
leaders than the big boys, you’re in the 
game and able to compete. Great lead-
ership positions your company for the 
long haul and serves as your platform 
for profitable growth.

What is Leadership?
Leaders are stage setters, not perform-
ers. Frontline employees get paid to 
perform operational tasks; leaders get 
paid for results. Great leaders produce 
great results.

“Leadership is the art of creating a 
working climate that inspires others 
to achieve extraordinary goals and 
levels of performance.”

-General John Michaels, U.S. Air Force

Leadership is not a technique. Leader-
ship is not a title or a place. Appeasing 
isn’t leading, it’s placating. Leadership 
is an attitude – a sense of responsibility 
for making a difference. Leadership is 
an activity, not a status. Leadership is 
both a Position and a Process. In terms 
of Position – leaders are responsible for 
guiding employees in the daily execu-
tion of the organization’s strategy; 
employees execute the strategy and 
leaders drive the strategy. In terms of 
Process, leadership is about helping 

employees reach their full potential. 
Leadership is like IT or marketing – it 
does something; it has an effect. 
Leadership enables a group of people 
to reach their potential, which, in turn, 
results in the organization reaching its 
potential. Before companies
can succeed – people must succeed!

7-Things Great Leaders  
Consistently Do:
1. Lead by Example 

Do the things they’re asking others 
to do; align their behaviors to their 
words.

2. Do What They Say 
Remain true to their word; this is how 
they become credible.

3. Tell The Truth 
Tell it like it is: the good, the bad and 
the ugly; they don’t sugarcoat.

4. Prepare Their Employees for Success 
Provide training, coaching, feedback, 
and recognition.

5. Remove Obstacles to Performance 
Ensure their employees have a clear, 
unobstructed path to successfully 
performing their jobs.

6. Have Their Employees’ Backs 
Demonstrate a “we’re all in this 
together” attitude.

7. Develop Future Leaders 
Help their employees develop and 
grow as leaders themselves.

Great leaders build their reputations 
on the foundation of credibility. Great 
leaders are guided by a moral compass 
of what is right and wrong. They walk 

their talk; there’s a connection between 
their values and principles, and how 
they behave. They confront tough 
issues head on, speak passionately 
about what is right, and are the first 
ones to question and challenge unethi-
cal behavior. Great leaders make people 
at the bottom feel like they’re cared 
for. When this happens, the entire 
organization feels inspired and moti-
vated; they become incredibly loyal and 
perform much better.

Leading by Serving
One cannot lead without putting others 
first. Great leaders are great because 
they are prepared and willing to serve 
the needs of their followers. They 
understand that they, along with the 
organization, can only be successful if 
their people are successful. It’s all about 
putting people in position to succeed. 
Great leaders make it their mission to 
remove obstacles that might prevent 
their people from doing their jobs at 
the highest level. Great leaders listen 
and learn before they talk; they also 
listen more and talk less. They listen to 
deepen their understanding and clarify 
insights before they make decisions 
and take action. They understand that 
there are two sides to every story, and 
it’s wise to learn the second side of the 
story before they open their mouth. 
Great leaders listen for understanding; 
they listen with their eyes and heart, 
not just their ears and brain.

You will never become a great 
leader until you first become a 
great servant.

By Terry McKenna – Principal, Employee Performance Strategies, Inc.
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Help fuel more than just sales for your stations.
You already know that Chevron and Texaco Personal Card cardholders are more loyal, make more visits,   
and purchase more fuel per transaction... all with zero card fees. Now there is more reason to fill-up 
more often. Remind your customers that Techron Advantage Cardholders earn 3-cents per gallon in Fuel 
Credits, every fill-up, every time at Chevron and Texaco stations. And with zero transaction fees, that’s 
advantage for you too!

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 Credit Card Application for “How Fuel Credits Work.”

  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 
Visa® Card is issued by Synchrony Bank pursuant to a license from Visa U.S.A. Inc.

The Chevron and Texaco

3¢Drive your advantage 
& help save costs while 
your customers earn /gal.*

Every fill-up
Every time
at Chevron and Texaco

in Fuel Credits

TM Cards

StephensDirect_CH_March CTPMA Ad 02-08-16.indd   1 2/8/16   1:42 PM
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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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If you need to maximize your security dollars, invest them 
in a security lock.

Of course, operators can replace all their dispensers or all 
their card readers, but that is a major undertaking and a 
major expense. They can always install more cameras, and 
spend more time viewing images. Or they can replace their 
locks with a lock that prevents criminals from opening a 
dispenser door and installing a skimming device. They need 
to replace the weak link in gasoline dispenser security, the 
original equipment key that even a novice thief can easily 
acquire, duplicate or pick.

You are probably sick of hearing about the “universal 
master key” in news reports. The stock shipper key is a 
“universal” key, but is not a master key. A master key is a 
high security key, virtually pick and tamper-proof, that is 
part of a master key system. An operator with multiple sites 
can have a different registered key code for each address, 
to enhance the security and location accountability, while 
keeping a registered master key that accesses all of his 
company’s pumps. He can even supply that master key to 
local fire departments, if they require emergency access to 
dispensers. 

Do You Need to Replace  
Your Dispensers?
Taking a comprehensive approach, major gas dispenser 
manufacturers have developed new security measures that 
defend against skimming at the source: encrypted card 
readers that retrofit into old dispensers and are available in 
new dispensers. Data encryption at the reader makes the 
data unusable for thieves. Additional high level security 
devices are available built into new dispenser models, 
including automatic shutdown, and alarms that sound 
when doors are opened. As an added level of security, 
European style EMV card readers will eventually become 
the industry standard. These enhancements combine to 
combat the current level of attacks. But as we know the 
battle goes on, and there will likely be more technological 
challenges, and defenses, to come.

And even with the latest technology, criminal employees 
with access to a key can bypass most high tech barriers. 
You cannot secure a lock unless you secure the key.

Install A High Security  
Key Control System 
Obviously, replacing gas dispensers with new models with 
tamper-proof doors and electronically secure card read-
ers is the optimum response. It is also the most costly. 
Fortunately, a number of lock manufacturers, among them 
ComPX, Insta-Key Lock America, PetroDefense  and Van 
Lock have developed “Retrofit Kits” that replace the low 
security “universal” keys and locks that were shipped 
with most dispensers. With management controlled key 
control, registered key codes unique to each customer, and 
non-duplicatable key blanks, these retrofit kits can protect 
dispensers against unauthorized access at a fraction of the 
cost of new equipment.

Selection of High Security Lock Suppliers

ComPX--TuBAR 864-297-6655 Compx.com
Hudson Lock 800-434-8960 Hudsonlock.com
Insta-Key 800-316-5397 Instakey.com
Lock America 800-422-2866 Laigroup.com
PetroDefense 888-653-6135 Petrodefense.com
Van Lock 800-878-1826 www.vanlock.com

A high security lock 
system should have 
a non-duplicatable 
key blank, millions of 
usable key combina-
tions, and a virtually 
pick and drill-proof 
mechanism, with its 
key code registered 
exclusively to the 
customer.

Time to Mount A Multi-level  
Defense Against Skimming.
The plague of skimming costs the public millions, perhaps 
billions of dollars. It costs petroleum operators and compa-
nies millions in downtime, added overhead and a loss of 
public confidence. A well-maintained sticker program with 
employee training and buy-in can reassure the public, and 
deter skimmers, but only a high security key control system 
can ensure protection against skimming devices.

CONTINUED FROM PAGE 17

Rich Morahan frequently writes about security and marketing issues for the petroleum, propane and self-storage industries. 
Contact him at 617-240-0372, rmwriteg@gmail.com, or go www.rmorahan.com.
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Order Now!
phone 1-800-543-9698  | affinityapparel.com/login

SprinG iS around the corner... 
refresh your store image with

Performance Polos!

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

New Marketer Members
Alexis Oil Company .............................................................. Corona, CA
Carson Oil Company .......................................................... Portland, OR
Cary Oi Company, Inc.  .............................................................. Cary, NC
J&J Oil Operations ................................................................... Provo, UT
Middleton Oil Company ..................................................Greenville, AL
Sunoco LP ............................................................................Houston, TX

WELCOME
CTPMA New Members


