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“Joe Theismann was fantastic!” His presentation is 
powerful and meaningful. He also went out of his way 
to make his presence felt in a very warm and personal 
way during the commencement of the Business Forum.  

He also posed for many pictures with conference 
attendees which they absolutely loved.”

“Chevron Lubricants sincerely appreciates the opportunity to 
participate in the CTPMA Business Forum. This event represents 
all the things that keep our partnership with Chevron Lubricants 

Marketers strong and enduring”

-Doug Hinzie, Vice President Chevron Lubricants, Americas

“Congratulations on another successful CTPMA Business Forum 
and thank you again for the opportunity to share in that success. 

Building and maintaining strong relationships is an important 
part of Chevron’s continuing commitment to earn our place as 
your partner of choice, and I really enjoyed spending time with 

so many of you in such a spectacular setting.” 
- Dale Walsh, President Chevron Products Company



Please 
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safe 
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Federated provides clients with access to services offered through wholly independent third parties. Neither Federated nor its employees provide legal advice. 

We believe you deserve more 
than just insurance. You deserve 
valuable risk management tools—
like the “What is Important to You” 

distracted driving prevention program—designed to 
help you and your employees make it home safe today.   



Message from the President

Fellow Marketers,

This past July, CTPMA held another successful Business 
Forum for its membership with nearly 200 marketers, 
Chevron representatives and vendors in attendance. The 
Forum was a wonderful opportunity for sharing ideas, 
productive dialogue with senior Chevron executives, and the 
renewal and growth of business and personal relationships. 
I appreciate everyone who attended for taking valuable 
time away from their businesses to help make this year’s 
conference a productive and valuable experience.

The Business Forum commenced with our first ever 
motivational keynote speaker, Joe Theismann. If you didn’t 
make the Business Forum you missed a fantastic speech by 
Joe. Everyone who attended came out of the conference 
ballroom fired up and really to get as much as possible out 
of the Business Forum. Joe 
spoke about teamwork, 
disciple, focusing on 
the small details as the 
big ones will take care 
of themselves, and the 
importance of caring for 
your people.

Chevron’s participation 
was as strong as at 
any previous CTPMA 
Business Forum. On the Retail Marketing side of the business, 
Chevron marketers heard from the members of Chevron’s 
senior leadership team including Brant Fish, Vice President – 
Americas West, George Wall, Vice President – Americas East 
& Latin America, Mike Vomund, Russ Lines, Keith Bloomster, 
Scott Lystad, Rod Tos, Brian Coomes, Lorne Chambers, Don 
Walker, Bill Lipsitz. During the Retail Marketing brand meeting, 
these leaders spoke of their expectations in their new positions 
and addressed numerous questions from Chevron marketers. A 
summary of the brand meeting can be found elsewhere in this 
publication. Dale Walsh, President, Chevron Products Americas, 
was our Business Forum keynote speaker. We are always 
appreciative when he is able to join us at a CTPMA event and 
a summary of his remarks can be found in this magazine.

On the lubricants and commercial fuels side of the business, 
we were joined by Doug Hinzie, Vice President, Americas 
Lubricants, Bob Stolz, Sales Manager, North America 
Lubricants, Wayne Ederer, Manager, Lubrication Marketers. 
These leaders from Chevron Global Lubricants addressed 
marketer issues in the Commercial Lubricant’s Brand meeting.

Also this year, CTPMA 
went back to its 
knowledge session 
presentations as part 
of the Business Forum. 
I want to thank Nate 
Oland (Moderator) from 
Federated Insurance along 
with Steve Moore, Norm 
Crum, and Tim Shirley 
whose presentation was 
on “Estate Planning for 
Petroleum Marketers”.

I also want to thank Richard 
Becktel, Tim Shirley, who joined me along with moderator 

Anthony Misetich presenting “Current Trends in 
Compensation”. 

Scott Honstein did a terrific presentation on 
ISOClean. All these knowledge sessions created a 
lot of discussion amongst the marketers that met 
out goal of sharing best practices.

Additionally, we heard from both Tom Glenn 
regarding Trends and Opportunities in Lubes 
Distribution and Mark Horne regarding “What 
You Need to Do to Be The Customer’s #1 Retail 
Choice”. Both presentations were well attended 

and presented a lot of invaluable information to the 
audience. 

Finally, I want to thank Chevron for their support of this 
conference. As with past Business Forums, Retail sponsored 
the President’s dinner and reception and Chevron Lubricants 
sponsored the Wednesday morning breakfast.

I’m pleased that CTPMA’s relationship with Chevron 
continues to be strong in both the retail and lubricants 
businesses. Along with the many other volunteer marketers 
on our board of directors, we are working to represent the 
Chevron and Texaco marketer community to openly and 
effectively discuss our mutual businesses with our supplier 
and to chart a course for continued success. I believe the 
2016 Business Forum helped to fulfill this goal.

Bill Kent 
President, CTPMA

“
”

Chevron’s 
participation was 

as strong as at any 
previous CTPMA 
Business Forum.
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“The meeting was excellent! Those who were not there 
missed a lot of good material”.

“Best one I have ever attended. Great job.”

As these feedback comments attest, CTPMA held another 
successful Business Forum & Tradeshow this past July in 
Colorado Springs, CO.  This member gathering provides 
an opportunity for marketers, vendors and senior Chevron 
management to network, share key learnings and discuss 
opportunities for our future.  And that is what CTPMA is all 
about – providing a forum for members with common interests 
and issues to meet and discuss ways to profitably grow their 
businesses.

The program featured several guest 
speakers, workshops and brand meetings 
covering current topics that impact 
jobbers’ businesses.  The meeting began 
with motivational keynote speaker former 
NFL hall of famer, Joe Theismann. Joe was 
fantastic! Our Business Forum audience absolutely loved him. 
His presentation was powerful and meaningful with attendees 
on the edges of their seats. Joe spoke about teamwork, caring 
about your employees, paying attention to details- take care of 
the small details and the big details will take care of themselves. 
After he was done making his eloquent and dynamic 
presentation, he asked six questions and the first individuals 
who answered correctly were thrown an autographed football. 
He posed for many pictures with attendees and they absolutely 
loved it.

A knowledge panel composed of CTPMA board members Norm 
Crum, Steve Moore and Time Shirley moderated by Nate Oland 
of Federated Insurance followed Joe Theismann on the program. 
Their presentation discussed Estate Planning for Petroleum 
Marketers. The discussion focused around family business and 
succession planning for family employees and the subject of 
creating an ESOP( Employee Stock Option Plan) as Steve Moore 
has created at his company Parman Energy. My many thanks to 
these gentlemen for their participation in this session.

On day two, Tom Glenn, President of Petroleum Trends and the 
Petroleum Quality Institute of America, gave a presentation 
describing Trends and Opportunities in Lubes Distribution. 
Tom’s discussion took in current lubricant demand, issues of 
consolidation, alignment and the complexity of products and 
markets. He also discussed how smarter more demanding 
customers and buyers were changing the landscape. Finally, 
Tom felt in his interaction with marketers, that Chevron was a 
supplier that marketers were pleased to be associated with.

Following Tom, CTPMA 
held its second knowledge 
panel of the Business 
Forum consisting of CTPMA 
board members Bill Kent, 
Richard Becktel and Tim 
Shirley moderated by myself. 
The presentation discussed Current trends in compensation. 
Geography, state labor laws and compensation by position were 
key points discussed in this session. 

The most important factor in regards to both knowledge 
sessions were the audience 
interaction with the panel. 
This provided a great way for 
participants (audience and panel) 
to benefit by posing questions 
back and forth. Again many thanks 
to these gentlemen for their 
participation in this session.

Following the knowledge panel, we had two simultaneous 
presentations, one by marketer Scott Hohnstein from Shoco 
Industrial Solutions and the other by Mark Horne from LJT 
Management speaking about ISOClean (Lubricants) and 
What You Need to Do to Be the Customer’s #1 Retail Choice 
respectively.

Scott’s presentation addressed the need for innovative business 
solutions in regards to lubricants filtration and how that will 
have a direct impact on the marketers bottom-line.  Mark’s 
presentation focused on his expertise in regards to retail c-store 
marketing, merchandising, category management and the 
economics of convenience stores. Both of these sessions were 
well attended.

Marketers and Chevron management also met in separate 
brand meetings to discuss retail, commercial fuels and lubricant 
marketing subjects.  CTPMA committee chairs, using feedback 
from CTPMA member surveys facilitated the discussions. 

We are very grateful to Chevron for their outstanding support 
and participation at this year’s Business Forum.  We’re also very 
appreciative of those Associate Members who helped sponsor 
the conference and who exhibited in the Tradeshow.  This 
convention continues to grow and we look forward to an even 
more successful event in 2018.  I hope you will plan to join your 
fellow marketers at the next CTPMA Business Forum.

Dear Fellow Marketers

“
”

The most important factor in 
regards to both knowledge 
sessions were the audience 
interaction with the panel. 

Anthony Misetich 
Executive Director, CTPMA
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BE BRIGHT & SIGN UP
Upgrade your most powerful marketing tool 
with the new SMD Technology.

www.pwm-usa.com
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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

FLEETCOR Team 
CTPMA 2016 Conference

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 6 months after 
account opening

✔   New Universal Business Card customers earn 
up to 26¢ per gallon in rebates* for the first 
6 months after account opening (includes 
monthly tiered rebates**)

✔   Limited time 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 September 25th, 2016. Applications must be submitted through a FLEETCOR 
Sales Representative. New approved Chevron and Texaco Business accounts will earn a 25¢ per gallon rebate on fuel purchases in the first six (6) months after account opening and Chevron and Texaco Universal Business MasterCard 
accounts will earn 20¢ per gallon rebate on fuel purchases in the first six (6) 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 Rewards  
Spectacular!

$$$!
EARN

must apply by
NEW CUSTOMERS

 September 25th, 2016

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

Visit www.ChevronTexacoLeadReferral.com and complete the Lead Referral form online  
or call the Chevron and Texaco Premier Merchant Group at 1.855.265.0125. 

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.†



                                                                                                                                                                

               
   
               
               

               
 

Promote Gift Card Sales at your Station! 
 

        
 
 

Reasons to Promote Gift Card Sales 
 

 Help Increase Fuel and Convenience Store Sales – In addition to simply increasing sales/profits with 
incremental customers, gift cards help generate additional [non-gift card] revenue through overspend. 

 Increase Marketplace Share – Become the “go-to” place for fuel supplier gift cards over our 
competitors. 

 Help Drive New Sales – Reach new customers for your stations. 
 Brand Loyalty from Existing Customers – Gift cards are reloadable which helps promote customer 

loyalty. 
 Prevent a Potential Shift in Brand Loyalty to our Competitors – If customers get a gift card for one of our 

competitors, there is a chance they will shift loyalty from Chevron and Texaco to a competitor. 
 Gift Cards are Popular - Gift cards have been the #1 requested gift for the past nine straight years. 
 Keep our Customers Loyal - If a gift card is not available at a station, people will likely go to one of our 

competitors and purchase one of their gift cards.  
 
 Getting your Station Started is Easy and There is no Cost to You!  
 
Simply do the Following:  
 

 If you don’t already have access to the Business Point Website, contact your Business Consultant to 
gain access or call the Gift Card Coordinator, Kathy Rantz, at 925-842-9519 to place your order.  You 
may also contact her via email at kathy.rantz@chevron.com should you have any questions.   

 Login to the Business Point Website.  
 Go to the Marketplace Tab & click on “Gift Cards” (on the left-hand side).  
 For your first order you will need the following items:  

o 2 Packs of 50 Gift Cards  
o 1 Gift Card Launch Kit which includes:  

 Gift Card Holder  
 Gift Card Program Procedure Guide  
 Poster & Other Items for Display  

 
Your order will arrive in 5-7 business days and you’ll be ready to start selling gift cards! The Gift Card Program 
Procedure Guide will provide you with instructions as to how to set up your EPOS System. 
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Report
July 25-27, 2016

Retail Brand Meeting
Chevron executives Lorne Chambers, Brian Coomes, Rod 
Tos, Scott Lystad, Keith Bloomster, Don Walker, Bill Lipsitz 
and Russ Lines opened the meeting discussing a number 
of topics of interest to Chevron marketers. Items that were 
covered in the meeting are as follows:

1. Discussion of the current oil market

• The local oil market has dropped by 50% or more five 
separate times since 1980

• Markets are struggling through a period of surplus with 
persistent surplus

• Moderate demand growth, resilient US Production, 
declines in cost structure, OPEC market share grabs with 
Saudi Arabia producing at record level, and the return 
of Iran and growing Iraqi oil production.

• From 2016-2040 there will be a 30% growth in energy 
needs for oil/gas/fossil fuels. Fossil fuels will be nearly 
50% of the total energy supply till 2040.

• Crude Forecast for 2017- $60-$65/BBL

2. Downstream

• Retail East

◊ SSS is a key focus in the East driven by Image and 
Customer First execution/competitive awareness

◊ 250 new sites added across both the US East & West

• Retail West

◊ Chevron is up 4.5% in same station sales in the 
West.

◊ An additional 200 Albertson stores will be added to 
the program in Washington, Oregon, California, and 
Nevada.

◊ Chevron is still the brand of choice in the West due 
to quality of fuel

3. Credit Card Transactions

• Proprietary card use is dropping with a strong increase 
in PIN DEBIT Cards

• In regards to fraud, Chevron losses due to fraud in 2015 
were $1.8m down 49% vs. the prior year, however the 
forecast is for a large increase in fraud.

4. EMV

• Chevron expects EMV software will be available for all 3 
vendors sometime in mid to late 4th quarter

• Incentive program is currently planned for outdoor EMV

CTPMA marketers joined together in Colorado Springs 
this summer to network with each other, hear industry 
speakers and meet with Chevron’s retail marketing, 
lubricants and diesel fuel management teams. The 
CTPMA board of directors met beforehand and minutes 
of that meeting are available on the CTPMA website.  

Separate brand meetings were also held for retail 
and lubricants marketers during the Business Forum. A 
panel of senior Chevron managers addressed issues questions raised by marketers during each 
session.  Following is a summary of the topics discussed at those meetings:

Business Forum
& Trade Show

Together Towards Our Future

Business Forum
& Trade Show

Together Towards Our Future

The Broadmoor Hotel, 
Colorado Springs, CO
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Commercial Products Brand Meeting
Doug Hinzie Vice President, Vice President Chevron Lubri-
cants, Americas  facilitated the session with Bob Stolz and 
Wayne Ederer  forming the Chevron management panel to 
address marketers’ questions.

Lubricants

1. Business Overview

In response to marketer’s request for a status report 
on how Chevron’s lubricants business is doing, Wayne 
commented on

• Sales performance by market sector

• Pascagoula plant base oil refinery status

• Chevron finished lube volumes are down YTD

2. Lube marketer update

• Chevron Lube marketers continue to consolidate

• It is likely that mega-distributors are likely to emerge as 
the next phase of consolidation commences

• Chevron is committed to meeting the needs and wants 
to be a valued partner for Marketers of all sizes.

3. Digital Content Management for Lubricants

• Chevron mPower’s shared sales pipeline in the first 
such system in the industry.

• mPower is the most powerful marketing digital 
technology  system providing the tools and capabilities 
to provide a competitive advantage to Chevron Lube 
marketers and Chevron.

• Collaboration and Trust are key ingredients to the 
success of the program.

Estate Planning for Petroleum Marketers

A knowledge panel composed of CTPMA board 
members Norm Crum, Steve Moore and Time Shirley 
moderated by Nate Oland of Federated Insurance 
followed Joe Theismann on the program. Their presenta-
tion discussed Estate Planning for Petroleum Marketers. 
The discussion focused around family business and 
succession planning for family employees and the subject 
of creating an ESOP( Employee Stock Option Plan) as 
Steve Moore has created at his company Parman Energy.

Trends and Opportunities in Lubes Distribution

 Tom Glenn, President of Petroleum Trends and the 
Petroleum Quality Institute of America, gave a presen-
tation describing Trends and Opportunities in Lubes 
Distribution. Tom’s discussion took in current lubricant 
demand, issues of consolidation, alignment and the 
complexity of products and markets. He also discussed 
how smarter more demanding customers and buyers 
were changing the landscape. Finally, Tom felt in his 
interaction with marketers, that Chevron was a supplier 
that marketers were pleased to be associated with.

Current Trends in Compensation

Following Tom, CTPMA held its second knowledge 
panel of the Business Forum consisting of CTPMA board 
members Bill Kent, Richard Becktel and Tim Shirley 
and moderated by Anthony Misetich. The presentation 
discussed current trends in compensation. Geography, 
state labor laws and compensation by position were key 
points discussed in this session. 

The most important factor in regards to both knowledge 
sessions were the audience interaction with the panel. 
This provided a great way for participants (audience and 
panel) to benefit by posing questions back and forth.

Simultaneous Knowledge Sessions

Following the knowledge panel, we had two simulta-
neous one by marketer Scott Hohnstein from Shoco 
Industrial Solutions and Mark Horne from LJT Manage-
ment speaking about ISOClean (Lubricants) and What 
You Need to Do to Be the Customer’s #1 Retail Choice 
respectively.

Scott’s presentation addressed the need for innovative 
business solutions in regards to lubricants filtration and 
how that will have a direct impact on the marketers 
bottom-line.  Mark’s presentation focused on his 
expertise in regards to retail c-store marketing, merchan-
dising, category management and the economics of 
convenience stores.

Knowledge Sessions
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A Generous Thank You to our 
Sponsors and Tradeshow Exhibitors  

at our 2016 Business Forum

Platinum Level
Chevron Products Company
Federated Insurance
Gilbarco

Gold Level
Wayne Fueling Systems

Silver Level
PWM Electronic Price Signs, Inc.

Bronze Level
Verifone

Welcome Reception Sponsor
Synchrony Financial

Breakfast Sponsors
Chevron Lubricants
Matrix CMG

Tradeshow Exhibitors
Affinity Apparel
Argus Media
Chevron PL Commercial Fleetcard
Citizens Bank
Compatible Technology & Security
Daktronics
DM2 Software
Dualite Sales &Service, Inc.
FACTOR
Federated Insurance
Fuelman/Mannatec
Gilbarco Veeder-Root
Hughes
Intevacon Fleet Card Solutions
Jones-Blair Paint Co.
Lock America, Inc.
LSI Graphic Solutions
Meridian Associates, Inc.
Oilman’s Truck Tanks, Inc.
Patriot Capital Corporation
Petrosoft, Inc.
PWM Electronic Price Signs
RAX, Inc.
Royston, LLC
Sheilds, Harper & Co.
SkyBitz Tank Monitoring
SMARTLogix/Sky Bitz Petroleum Logistics
Synder Industries
Synchrony Financial
The Jack Olsta Co.
TrackAbout
Verifone
Wayne Fueling Systems
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CTPMA Keynote Address

Dale Walsh Doug Hinzie

Dale Walsh
• Chevron is confident about the long-term view for the 

oil industry…long-term fundamentals indicate that the 
world will need our products for a long period of time

• Petroleum transportation fuels have some strong, 
competitive advantages and will continue to be a 
mainstay for transportation within the Americas…they 
are energy dense, affordable, storable and available at 
scale

• Chevron’s Downstream and Chemical business has 
supported the company well during this difficult 
environment, having been profitable and ranked first or 
second within our competitive set since 2010

• Chevron continues to see attractive markets in the 
U.S. and is committed to maintaining its strong retail 
position. In addition to making significant investments 
in our refinery assets, we continue to work hard every 
day to earn our place as your partner of choice.

Doug Hinzie
• We believe staying strategically aligned with our 

Marketers has never been more important. We are 
confident in our ability to grow in this challenging 
context, and to a large degree our confidence is due to 
the outstanding partnerships we have with our Lubrica-
tion Marketers.

• Resisting or ignoring industry trends is risky…just ask 
IBM, GM, or Kodak, or the countless other companies 
that never responded to change and are now out of 
business. The trends I would like to discuss today are: 

1. Consolidation in US lubricants distribution

2. The shift to higher quality lubricants

3. The “digitization” of business

• The shift to fewer and generally 
larger Lubrication Marketers is a 
trend that has actually been in place 
a few decades. However, we believe 
it is now entering a phase of accel-
eration. Like we have seen before 
in other US industries with highly 
fragmented distribution, strong 
economic forces exist to drive consolidation.

• The longstanding trend to higher quality lubricants is 
now accelerating in large part to a new influence. Over 
the last decade, convergent forces of rapidly evolving 
engine/hardware technology, tougher emission and fuel 
economy regulations, and greater overall demand for 
energy efficiency, are pushing lubricants to generally 
lower viscosities. The science of lubrication dictates 
that lower viscosity lubricants must be higher quality to 
maintain the same level of protection.

• The related developments of cloud and mobile 
computing are a digital technology wave that is 
transforming our world, and we are transforming our 
business in response. Cloud computing is dramatically 
lowering the cost of digitizing business, and mobile 
computing is creating “an always connected” world. 
Our strategy is to comprehensively leverage these 
historic technology shifts.

Business Forum remarks from  
Dale Walsh and Doug Hinzie

Business Forum
& Trade Show

Together Towards Our Future

Business Forum
& Trade Show

Together Towards Our Future

Key Bullet points from their keynote speeches:
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Positive Feedback Received From 
Business Forum Attendees

Marketer Attendees
1.  Overall how satisfied were you with your 

experience?

Very Satisfied . 57%
Satisfied ......... 38%
Neutral ............ 5%

2.  Regarding the meeting site and 
accommodations:

How do you rate The Broadmoor Hotel:
Very Satisfied ........ 90%
Satisfied .................. 5%
Neutral ................... 5%

Should this meeting continue to be held in a  
resort setting?
Yes ........................ 95%
No .......................... 5%    

3.  Will you attend the next Business Forum  
in 2018?

Yes ...................... 100%

4.  Would you encourage other marketers to 
attend the next Business Forum?

Yes ...................... 100%

5.  Did you get value out of the brand meetings 
with Chevron?
 Yes No
Retail Marketing........................ 100% ..........0%
Lubricants Brand Meeting ........... 81% ........19%

6.  Rate your satisfaction with the Knowledge 
Sessions

Estate Palnning for Petroleum Marketers
Excellent Good Fair Poor No Opinion
 43% 38% 5% – 14%

Trends and Opportuntites in Lubes Dist.
Excellent Good Fair Poor No Opinion
 33% 19% 5% – 33%

Current Trends in Compensation
Excellent Good Fair Poor No Opinion
 57% 19% 19% – 5%

What you need to do to be the Customer’s
Excellent Good Fair Poor No Opinion
 48% 19% 9% – 24%

ISOClean Training 
Excellent Good Fair Poor No Opinion
 25% 10% 15% – 50%

Tradeshow Vendors

1.  Overall how satisfied were you with your 
experience?

Very satisfied ................... 14%
Satisfied .......................... 43%
Dissatisfied ...................... 14%
Very Dissatisfied .............. 29%

2.  Was the tradeshow conducive to talking to 
customers?

Yes ........................ 71%
No ........................ 29%

3.  Was there a sufficient amount of time allotted 
to the tradeshow?

Yes ........................ 43%
No ........................ 57%

4.  Will you participate in future CTPMA Business 
Forums?

Yes ........................ 71%
No .......................... 0%
No ........................ 29%

Participating marketers and vendors were asked to provide feedback on the 2016 CTPMA 
Business Forum & Tradeshow. We welcome suggestions and comments to continually improve 
the value of this membership event. Marketer members who were unable to attend were also 
surveyed for their reasons for not participating. Here’s a summary of what they had to say.
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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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At the time of this writing the presidential 
election is only ninety days away and 
there is a perceptible mood of foreboding 
throughout the industry.   After eight 
frustrating years of an illogical anti-
business administration, it’s unfathomable 
that we are facing the prospect of another 
four years of the same sort of anti-
petroleum, anti-convenience excesses.   To 
many, it’s similar to what the defenders of 
the Alamo felt after struggling to repulse 
the first wave of Mexicans, only to find 
another wave scaling the walls, with even 
more behind them and the ammo running 
out.  Short of praying that American 
voters suddenly wake up and make a 
rational decision for a change or that the 
businessman running for office sticks to 
the issues and his teleprompter; proactive 
measures must be taken to defend our 
industry from a seemingly inevitable 
future.

The best line of defense against the 
progressive governmental onslaught 
rests with our Petroleum Marketers 
Association of America (PMAA) affiliated 
state marketer associations.  Be they local, 
state or national issues, these established 
associations work tirelessly to protect the 
thin red line that separates us from total 
despair and business decline versus an 
environment of proactive response and 
protection.  As many of my industry friends 
know, I have been active with various state 
associations for many years and currently 
serve on the Membership Committees of 
two state associations.  Membership on 
these committees has provided a close 
view of the internal challenges that state 
associations face, while the challenges to 
our industry have never been greater.

“I won’t belong to any organization 
that would have me as a member.”  
Groucho Marx

Industry consolidation has reduced the 
universe of marketers across the country 
making it a challenge for many state 
associations to maintain a sufficient level 
of membership to fund the necessary 
work.  Those that choose not to join 
offer a myriad of reasons why they don’t 
get involved, while some that join are 
basically members in name only and don’t 
actively participate at an acceptable level.  
Another big challenge is to motivate 
multi state operators or MLP’s to join 
petro associations in states where they 
have a significant business presence.  
In my humble opinion, I think that any 
company that operates over ten stores or 
distributes over 10 million gallons annually 
in any given state is foolish not to join 
that state’s PMAA affiliated association.  
Membership provides multi-state 
operators inexpensive insurance against 
unknown attacks and affords them the 
ability to provide leadership and direction 
on state-specific legislative and regulatory 
issues.   

Don’t be content to sit idle while 
letting others do the heavy lifting on 
your behalf.

After personally soliciting several large 
multi-state operators, the universal 
response is that they generally focus on 
the national level or that they hire private 
lobbyists when needed.  From a 10,000 
foot macro view, these arguments may 
seem valid.  But from a pragmatic ground 
level view, they don’t really hold much 
water.  The two state associations that 
I’m involved with each scored recent wins 
in areas that probably would have flown 

way under the radar of an uninvolved 
multi-state operator.  One involved the 
raising of the state mandated minimum 
mark up on cigarettes to enable store 
operators to make a fair and reasonable 
profit, while another involved protecting 
the state USG fund from being unfairly 
raided by non petroleum industries.  These 
are just two simple wins by two different 
state associations that yielded tremendous 
benefits to members and non members 
alike.  With all the negativity that our 
industry faces, the potential benefits to 
be delivered clearly outweigh the cost of 
membership.  

The future threats to our industry are 
too great to ignore.

Now is the time to actively support our 
best line of defense: our existing PMAA 
affiliated state petroleum marketer 
associations.   All marketers have a 
vested interest to join and become 
actively involved.  MLP’s, multi-state 
fuel wholesalers, and store operators 
must willingly commit the resources and 
manpower to become involved wherever 
they have a significant business presence.  
The time for excuses are over, the threats 
we face are too high not to join the fight 
and protect the thin red line that divides 
business success from failure.

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

United We Stand, Divided We Fall… 
A Marketer Call to Action
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As in sports, so in business: The best prepared team wins! 
 

Have the leaders in your organization updated their skillsets to maximize results? 
 

Have your dealers updated their skillsets to effectively compete?   
 

Does your organizational infrastructure facilitate or impede high-performance? 
 

 
Mini-books (40-80 pages), help you prepare your organization, your leaders, and your dealers, to win! 
 

Written for all the folks in leadership positions, regardless of education level - from store manager to 
owner/CEO, and every leadership position in between.  These how-to books are: quick reads, easy to 
comprehend, and packed with actionable insights and daily tactics.  These leadership books can be used three 
ways:  

1. Follow-up support to existing leadership development programs. 
2. If you don’t have a leadership development program, these books can be the program. 
3. On-the-job coaching handbooks. 

 
Priced so that everyone in your organization can have their own personal leadership development handbook; a 
small investment to protect your organization’s biggest investment: people.  Leaving you with the peace of mind 
and confidence that your leaders and dealers are prepared to perform! 
 

Order today:  www.terrymckennabooks.com and receive your Free Report! 
 

Employee Performance Strategies, Inc. 
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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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In sports, it’s usually the team with the 
best players, who play as a team that 
consistently wins. It’s no different in 
business. Organizations that attract, 
develop, and retain the best talent win. 
And how do we define winning in 
business? There’s a lot of metrics that 
can define winning, but for my money, 
its consistent 
profitable 
growth; with 
consistent being 
the operative 
word. Develop-
ing a team, a 
winning team, is a leadership respon-
sibility. So the obvious question is - do 
you have leaders, true leaders, in your 
leadership positions, or merely successful 
individual contributors? If your answer 
is that you don’t have true leaders in 
your leadership positions, then I hate 
to be the barrier of bad news, but, you 
have no chance of winning. Oh sure, 
you may increase sales, and score well 
on your organization’s mystery shopper 
report, but your organization will never 
realize it’s true potential unless you have 
great leaders leading your company and 
driving your strategy.

Leadership: A Perennial Issue

In a recent study on global organiza-
tions, leadership (lack thereof) is the 
most pressing issue for the third consec-
utive year. Fifty percent of respondents 
rated their leadership shortfalls as “very 
important,” and yet, only six percent of 
these organizations believe their leader-
ship pipeline is “very ready” – pointing 

to a staggering leadership capability 
gap. This is interesting considering 
the fact that spending on leadership 
development programs has increased. 
Nearly every organization recognizes 
leadership as a critical talent problem, 
so why are so few organizations making 
any progress addressing it? Many 

organizations treat 
leadership develop-
ment sporadically, 
confining develop-
ment to a select 
few employees. 
Organizations also 

fail to make long-term investments in 
leadership development and neglect 
to build a robust leadership pipeline at 
all levels of the organization. Without 
a leadership pipeline to address your 
succession plan, what would your 
organization do if something happened 
to your mission critical positions; those 
positions that have an immediate and 
direct impact on the bottom line? 
Research shows that high-performance 
organizations spend 1.5 to 2 times more 
on leadership development than other 
organizations, and reap results that are 
triple or quadruple the levels of their 
competitors.

Leadership Criteria:

Many industries, in particular, the 
convenience industry, have a tendency 
to promote people into leadership 
positions because they were success-
ful in their previous job, which was 
as an individual contributor. For 
instance, successful cashiers become 

store managers, and successful store 
managers become supervisors. Sound 
familiar? Being successful in an individu-
al contributor role, does not qualify, nor 
guarantee success as a leader. This is the 
very reason why so many organizations 
are systematically underperforming their 
potential – they don’t have true leaders 
in leadership positions.

Why is that? Because they don’t have 
a process in place for: identifying, 
grooming, and providing ongoing 
leadership development. Any decent 
leadership development process should 
include: 1) required competencies, 
2) observable behaviors, 3) multiple 
feedback loops, and 4) metrics. Not to 
mention, the will of upper management 
to not permit inadequate leaders to 
linger in the position. The influence 
of the leader is stronger and reaches 
much further than that of an individual 
contributor. For example, employee 
turnover, which is an incredible burden 
on an organization – financially, and on 
several other levels. Employees join a 
company but quit the boss; employees 
don’t quit on good leaders.

The Bottom Line:

Some things should not be delegated. 
Leadership development is one of those 
things. It’s simply too important. The 
bottom line is this: without owner/CEO 
ownership, leadership development will 
likely never be a long-term commitment.

And the organization will suffer  
as a result.

Leaders Build 
     Winning Teams
   Who’s building your teams?

“Organizations that 
attract, develop, and 
retain the best talent 

win”

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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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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As the RFS2 mandates for ethanol have risen, the 
nation has begun to approach the so-called E10 
blendwall, that point at which nearly all of the 

nation’s gasoline has been blended at the 10 percent 
ethanol level. To get around the E10 blendwall, it 
is necessary to find pathways to blend more than 
10 percent ethanol into ever larger portions of the 
nation’s gasoline pool. E15 and E85 are the primary 
pathways to increase ethanol consumption beyond 
10%. While a case can be made for increasing E15 
sales, increased E85 sales provide much more bang for 
the investment dollar.

In its latest RFS2 proposal for 2017, EPA has proposed 
standards based on an assumption that the maximum 
reasonably achievable volume of ethanol usage is 
approximately 0.2 billion gallons per year (bgy) above 
the E10 blendwall through the consumption of E85.

Stillwater has found that there are enough E85 
stations and E85 dispensers in the U.S. to substantially 
increase the volumes of ethanol used in transporta-
tion fuels currently and to go far beyond EPA’s 
proposed volume for 2017. The simplest case where 
E85 throughput is increased in the roughly 3,100 
existing E85 stations with no new hardware required, 
can increase E85 sales by 1.7 bgy and increase ethanol 

usage by 1.1 bgy. This can be done if EPA would 
provide sufficient economic incentives for current 
flexible fuel vehicle (FFV) owners using E10 to switch 
to E85. Increasing the value of current D6 RINs by 
about $1.00 will provide sufficient economic incentive 
for FFV owners to switch to E85. This is very low 
hanging fruit in terms of increasing renewable fuels 
usage.

E85 needs to sell below its energy parity value 
compared to E10 in order to increase sales to price 
conscious E10 consumers. EPA’s recently established 
and currently proposed RFS renewable standards fall 
short of providing a sufficient driving force to increase 
D6 RIN value to the point where E85 prices can be set 
far enough below energy parity with E10 to establish 
a tipping point where larger E85 sales volumes enable 
even lower E85 prices to the consumer.

Ethanol volumes can be increased significantly 
through the use of E85 but EPA needs to provide a 
sufficient driving force to encourage increases in the 
sales of E85. EPA’s only lever for this is to increase the 
RFS renewable biofuel mandate to the point where 
the D6 RIN is valued high enough to encourage this 
shift in the marketplace.

HOW TO 
INCREASE SALES  

OF E85 TO  
BREAK 

THROUGH THE 
ETHANOL 

    BLENDWALL
By Michael Leister,  
Senior Associate

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

Refresh your store image for Fall 
WITH AUTHORIZED UNIFORM APPAREL!

Don’t forget, authorized namebadges from Affinity Apparel 
are an important part of your uniform compliance!
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CTMPA thanks all participants 
in the 2016 Business Forum & 
Trade Show. We hope to see 
you again in 2018.

Thank You!

Business Forum
& Trade Show

Together Towards Our Future

Business Forum
& Trade Show

Together Towards Our Future


