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Plan to join your fellow marketers at the CTPMA Business Forum & 
Tradeshow on July 22-25, 2018 at the beautiful Broadmoor Hotel, 
Colorado Springs, CO. The event theme, “Together Towards Our 
Future” will provide three days of industry expert insights, best 
practices sharing, retail and lubricants workshops and networking 
opportunities with Chevron leaders.

We are pleased to announce that the 2018 program will kick off 
with keynote speaker, Lou Holtz, former Head Football coach for 
the University of Notre Dame.

This Business Forum is structured to offer valuable information 
from both speakers and presentations on how marketers are 
strengthening their businesses in this economy.

Chevron management representatives and senior executives, as well 
as members of Chevron’s retail, lubricants and C&I leadership teams 
will be in attendance.

Questions regarding registration and/or hotel reservations can be 
directed to the CTPMA office at (310) 547-9002.

We look forward to seeing you at The Broadmoor in July!

MOTIVATIONAL KEYNOTE SPEAKER:
MONDAY MORNING, JULY 23, 2018

Lou Holtz 
Former Head Football coach for the  

University of Notre Dame
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Poor driving decisions could keep you and your 
employees from making it home S.A.F.E. today.

Federated Mutual Insurance Company 
Federated Service Insurance Company* • Federated Life Insurance Company
Owatonna, Minnesota 55060  |  507.455.5200  |  federatedinsurance.com 
17.02  Ed. 1/17   *Not licensed in the states of NH, NJ, and VT.   © 2017 Federated Mutual Insurance Company

To learn more about our new Drive S.A.F.E. risk management 
resources, please contact your local marketing representative.



Message from the President

I/We just finished up 2 really great events…
the first was the most recent CTPMA Executive 
Board meeting in Phoenix. This meeting allows 
us to review what we have accomplished so far 
in 2017. Did we meet our goals and objectives…
or did we fall short…and if so why…? It allows 
us to plan ahead for a successful 2018 campaign. 
We have some exciting events that we want your 
participation in again this year…We will be having 
a Lubricants Town Hall meeting with Bob Stoltz and 
Wayne Ederer in March in Houston. It’s a great way 
for us to continue to stay active and in touch with 
our Chevron Management as we go thru the year 
together.  Make a note to yourself to put this on 
your calendars and attend with us.  

Another event we finished up recently was the 
Chevron Momentum Event for 
Lubricant Marketers held recently 
at the beautiful Ritz Carlton on 
Amelia Island. Chevron did a great 
job of putting on this event which 
always features workshops, best 
practices and speakers that share 
their knowledge and share their 
passions. We were treated to a 
speaker formerly with the Blue 
Angels, Jon Foley …he had a great 
message and his tag line of “Glad 
to be here” …has a great message 
for everyone. Thanks again to 
Chevron for putting this event on. 

As a group our executive board commented on 
how we were all glad to be here at our meeting.  
We talked about how easy it would have been to 
just “phone” this meeting in. We all took good 
time out of our busy day to attend, fly in, sit and 
work through the various items to cover and then 
enjoyed a nice dinner together afterwords. We 
were all pleased that we made this effort together. 
On a  side note, some of us would fly in just to get 
a chance to visit with Bill Kent, our past president. 
Nobody tells a better story than Bill. His passion 
and energy for his business, for his family, for our 
industry and our Association…the effort he puts 
forth is surely contagious and inspirational. Thank 
you for this Bill. 

As you are reading this we will have celebrated 
another wonderful Thanksgiving Holiday and 

getting into the 
swing of the 
Christmas Holiday 
Season. WE all 
have so much to 
be thankful for. 
Let’s not take it 
for granted. Let’s 
make sure we take 
the time and put 
forth the effort to 
tell those we love 
and care about 
just how thankful 
we are and what 
they mean to us. 

From a business 
perspective I always like 
this part of the year 
because as we wind down 
the year we get a chance 
to reflect and see how 
well we did, what worked, 
what didn’t work, what 
we should change, what 
we can’t change, what 
we need to work on ,etc.  
One thing is for certain, 
unless you put it some 
extra effort, most things 
won’t change, some will 

even go backwards.  So I challenge every one of 
us to pick up the effort you put in for 2018. In all 
things that you do…for family, for friends, for those 
less fortunate or in need, we know they need our 
help. And also for your CTPMA Association…don’t 
just phone in…get busy, get active, participate, 
challenge each other…we can do better, we need 
to do better or someone else may be doing it for 
us…

Thank you for a good year…thank you for your 
support…thank you for your participation, Merry 
Christmas and Happy New Year to you and your 
families…and thank you in advance for the 
opportunity we have to do it all over again…

Thanks, Mike

“
”

As a group our executive 
board commented on how 

we were all glad to be 
here at our meeting.  We 
talked about how easy it 
would have been to just 
“phone” this meeting in.
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This has been a busy fall for Chevron and 
Texaco Marketers. In October the Retail East 
West Committees for CTPMA met with Chevron 
Management in San Ramon to discuss what has 
been happening in the business during the past 
year and also to present strategies and plans 
going forward in 2018. 

Then in early November Chevron’s Lubricants 
team conducted a 
1st Source Marketer 
Leadership Forum in 
Amelia Island Florida 
to discuss the Chevron 
Lubricants Group’s growth 
plans for 2018 and how 
marketers will play a 
crucial role in that effort.  
And finally members of 
CTPMA’s Executive Committee met in Phoenix at 
the end of November to discuss next year’s plans 
for CTPMA. Next year CTPMA plans to hold a 
lubricants townhall at its Spring Board meeting in 
Houston Texas. All Chevron Lubricants marketers 
are invited.

As we approach a new year, I’m pleased to 
announce the 2018 CTPMA Business Forum & 
Tradeshow will be held July 22nd – July 25th at 
The Broadmoor Hotel in Colorado Springs, CO. 
Mark your calendars and plan to attend this 
conference for all Chevron retail, lubricants and 
commercial fuels marketers. Our keynote speaker 
will be former Notre Dame Head Coach Lou Holtz 
who will be joined with many key managers 
from Chevron addressing critical industry issues 
to our marketers. Additional speakers will reflect 

on recent industry 
performance, and 
identify opportunities 
that will help your 
business succeed in 
a challenging economy. We will also conduct 
a leadership academy for up and coming 
employees within your companies. Watch your 
mail for program and meeting registration 

details!

Finally, I hope that 2017 has 
proven to be a successful year 
for your business and that you 
were able to cope with the 
many market challenges that 
you faced this year. Most of 
you have created value and 
worth for your enterprises that 

in many cases have spanned generations. As we 
approach a new year, I congratulate you on your 
successes and want to wish you, your employees, 
and your families a safe happy and enjoyable 
holiday season!

Dear Fellow Marketers

“
”

As we approach a new year, 
I’m pleased to announce the 
2018 CTPMA Business Forum 

& Tradeshow will be held 
July 22nd – July 25th at The 

Broadmoor Hotel in Colorado 
Springs, CO.

Anthony Misetich 
Executive Director, CTPMA
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Upgrade your most powerful marketing tool with the 
new SMD Technology.

To learn more about the new SMD technology or get your custom quote, 
call 281-943-6504 or email SMD@pwm.com.
Visit us at www.pwm-usa.com

BE BRIGHT 
& SIGN UP
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The Mirage Hotel

Join us at the
WPMA EXPO  
February 20 – 22nd 2018 

Las Vegas, Nevada
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For decades, the oil and gas industry has been a critical enabler of our country’s economic success and peoples’ 
everyday lives. Not only do you as marketers understand this, but you have played a large part in providing the 
accessible, affordable energy that people depend on every day.  Human prosperity hinges on energy distribution. 
Consumers need quality fuel, on demand, at the right price. This is not always easily achieved, but it is critical to our 
continued success.  
     
As business people, there is an abundance of technical and commercial challenges that you deal with every day. In 
today’s world, these challenges are compounded by activists and their funding foundations who promote an anti-oil and 
gas agenda at the federal and state level. These groups and their various actions (protests, ballot fights, etc.) can make it 
increasingly difficult to provide the products and services that people need at a price they can afford. 
  

 
Chart based on data supplied courtesy of SIGWATCH, which tracks activist campaigns globally (www.sigwatch.com) 

 
That is why we need you, your voice and your influence. You know first-hand how necessary our products are to all facets 
of everyday life. Each of us has a role to play in helping our friends, families, and elected officials know the facts about our 
industry. 
 
Earlier this year, Chevron created a new way for employees, retirees and partners like you to get involved. It’s called the 
Chevron Advocacy Network (CAN). The network brings together our collective voices to advocate on the issues that 
matter most. As a member of the network, you will be able to stay informed on emerging issues and share fact-based data 
with your contacts. CAN will also give you useful tools and enable you to take direct action, such as calling or writing 
legislators. With more voices like yours engaged in the “energy conversation”, we can make more of a difference. 
 
The 2016 elections are right around the corner. The future of how we fuel our country and economy is going to be front 
and center in the debate. The time for each of us to be fully engaged is now. 

 
Please take a few moments and join CAN by visiting www.ChevronAdvocacyNetwork.com. 

 
For more information, email chevron@chevronadvocacynetwork.com. 

 
CAN membership and activities are strictly voluntary. CAN members, including Chevron employees, are not required to 

participate in CAN's advocacy efforts. This communication financed by Chevron U.S.A. Inc.  
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# Significant Activist Actions 

The rise of anti-oil and gas activism: 
Targets by sector in 2015 

Nearly 2,200 “actions” were taken by 
activists against our sector in 2015 – 
significantly more than any other 
sector.   
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Chevron is excited to announce Delo® 400 XSP SAE 5W-30 & 
5W-40 are available in bulk and 3/1 jugs! Other package styles for 
both products will be available on a rolling transition.

Both products are part of Chevron’s portfolio of engine oils that 
are approved for or recommended where the API CK-4 service 
category is required. Bulk orders for both will ship from Chevron’s 
Pinnacle plant.

Delo 400 SP, XSP 5W-30 and 5W-40 are all synthetic, mixed-fleet 
engine oils recommended for naturally aspirated and turbocharged 
four-stroke diesel engines and four-stroke gasoline engines in which 
the API CK-4 or API SN service categories and similar viscosity grades are recommended. 

Delo 400 XSP SAE 5W-30 and 5W-40 are formulated with ISOSYN Advanced Technology, 
which helps keep piston rings clean and free for optimum combustion pressure and minimal wear. In addition, Delo 400 
XSP 5W-30 features up to 2% fuel economy improvement vs SAE 15W-40 oil.

Delo 400 SP 0W-30 is designed for subzero arctic-type temperatures, assuring consistent cold weather starting. Its 
outstanding low temperature pumpability also minimizes wear and maintains excellent oil circulation once the engine 
has started and is running.

Customers with questions on the new Delo 400 XSP products should contact their Chevron Business Consultant.

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!

Delo® 400 XSP 5W-30  
& 5W-40 Available
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CTPMA Special Report

Chevron Retail Meeting
October 16-17, San Ramon, CA

CTPMA Members have been told that 
Chevron has updates on…

Hard dates for Inside EMV software rollout (all 
vendors). 

• Approximately 15 days until official announcement on 
business point.

• Retailers/Marketers will have 120 days to upgrade before 
the liability shifts from Chevron to them.

• With that, is the $1,000 rebate still available on the East 
coast?

 » Yes

Can you reiterate the remaining requirements: Cost, 
time site will be down, if it’s able to be updated 
remotely? 

• Need a tech visit for all three vendors ( future updates 
may be remote)

• 4-8 hours downtime    

• Strongly recommended but not required.

• Use the fraud report to determine if this is a good 
business decision for you.

Re-refresh Image program details 

• A Program will be available every year, beginning early 
2018, that targets about 10% of your network and they 
will have access. 

• This program is very focused on forecourt image and will 
have a list of acceptable replacement items. 

• Chevron contributes 75% of cost of what is needed. 
Approximately 10-15K worth per site

• Chevron is still working out how they’re going to fund 
and how the marketers are going to have to submit for 
paperwork. 

• The idea is to keep it simple and not have it be a first 
come, first served policy – so that everyone can benefit.

Dispenser Upgrades

In March meeting, Chevron mentioned a program to 
help ‘subsidize’ costs of EMV Dispenser Upgrades. 
Will a program still be created with the new 2020 
requirement date pushed back? 

• Yes they are working on a program; currently 
negotiating with Wayne and Gilbarco

• Chevron is motivated not to wait for deadline and have 
incentive program and software ready by 2018/early 
2019.

• If you have over $10,000 a month in outdoor fraud you 
must do it sooner. 

• Will Chevron be offering any sort of retroactive 
incentive/discount for marketers/retailers who have 
already purchased dispensers?

 » No because it will be a discount off purchase that 
hasn’t been negotiated yet.

Chevron Attendees: Glenn Johnson and Don Walker

CTPMA Attendees: Buddy Lott, Gary Brooks, Ric Mayers, Nathan Crum, Vince Sullivan, Dale Heinze, Larry Mitch-
ell, Scott Strong, Craig Kellerstrass, Ryan Edone

Glenn Johnson opened with Chevron’s commitment to retail marketers and the distribution chain. Retail 
has been responsible for Chevron Corporation’s North American cash flow during low crude prices for 
the past three years while the new investment projects came online. Asset divestment activity is pretty 
much at an end. 
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Alternative Solution: Can Chevron purchase MPD’s in 
bulk to get best pricing and notify Marketers when to 
purchase?  

• Chevron will not be doing that. They have moved away 
from that practice.

Follow up

Can Chevron encourage vendors such as Verifone to 
increase signature storage capacity at the POS for up 
to 90 days since Chevron can come back on Charge 
backs that go further than the current storage space.

• This is available as a feature for Gilbarco’s new Insite 360 
Advanced option.  

• Verifone does have a costly option - See Transaction Set 
Archiver, page 12 & 13. Gilbarco offers it through their 
Advanced Insite 360 cloud based program for $435 a 
year. Storage length undetermined at this time.

Technology Request

Can Chevron start sending an email that includes 
a PDF of the report after Image and Customer First 
shops are complete? (similar to the rack pricing email)

• It can be done because the competition has it. Chevron 
is finding out how much that will cost to implement. 
Don Walker will get back to us.

Technology

What are your plans for the accepting/adopting 
newer payment technology? (NFC or P97)? Is Apple 
Pay going to remain the standard or are other options 
available? 

• They are getting more NFC at their company ops. 
Card companies say they are still making a push for 
contactless payment.

• They are moving forward with a mobile payment 
solutions through options such as P97 and Paypal.  They 
should have a pilot program in 2018. Connected Car is 
another concept they are working with. Chevron sees 
that it is the future and have a full resource team vetting 
it and working towards having a tangible solution.

• Encourage marketers to get new pumps with NFC 
(include it as part of the EMV ready MPD discount 
program)

Supply – Retail in Mexico

Can you tell us where are you getting product from?  
Concern that this will this impact supply on Border 
States. Are you taking ‘line space’ to support them? 
Will you update us what your plan is?

• Chevron has 4 sites branded in Mexico now and will 
have 10 by the end of the 2017. 

• Chevron has an opportunity to push product and gain 
market share. This will leverage their CA refinery’s to 
support

Extra Mile

Can you go into more detail about this merger? How 
far do you plan to take the EM brand? How do we get 
more information about it?

• Chevron is excited about this opportunity for growth of 
the EM brand.

• Chevron retains the ownership of the ExtraMile brand 
but this new company will be able to expand and grow 
much faster under this new partnership. 

• Initial focus in 2018 is to get the company started, then 
growth is expected in the Marketer area. Goal is to 
double its footprint and reach 1400 stores. 

• There are no boundaries so the east is a possibility. More 
info to come.

• Should be appealing to marketers because it’s a great 
way to secure a new 10 year contract with retailers.

Hurricanes and Natural Disasters

How has Chevron coped with national supply issues 
in wake of multiple hurricanes and natural disasters? 

• Daily calls to determine where product would be and 
pass that information along to marketers. They do 
control allocation that allows everyone to get supply. 

Recommendations on how CTPMA marketers can 
prepare and handle these disasters. 

• Stay connected with BC’s to track the storm and use 
their resources.

Also, how does Chevron react regarding accusations 
of price gouging by certain site operators? 

• They take this very serious. A few instances that arose 
in Texas resulted in termination notices, simple as that. 
They can’t tolerate anything like this especially with 
social media. 

continued on next page…
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• Some states have well defined price gouging rules. i.e. 
CA limits it to 10% increase at the retail price. Check 
your local laws to stay up to date on this. 

Chevron has an Incident Team that forms and has 
processes in place to make sure everyone is safe

Marketing

Can you update CTPMA on Chevron’s Advertising 
plans for 2018? Sports Teams, Social Media?

• Sticking with the Cars, very effective for Chevron. 
Newest campaign focuses on ‘more cleaning power’

• They are still moving more towards the digital channels 
(this provides them better analytics to effectively 
measure ad’s) 

• In 2000, the average attention span was 12 seconds. 
This year its 8 seconds. A gold fish has a 9 second 
attention span. The millennial generation’s is 2.5 
seconds. 

• If you want access to advertising materials, you can 
email Don Walker @ Chevron. 

• They evaluated last year what was the best bang for 
their buck in sports advertising and found that the 
highest return was in the NFL & NBA. This is largely due 
to being able to push credit cards at venues. 

National Issues

Will Chevron expand the Fuel Your School program?

• It seems to be very successful within its markets.

• This comes through a Chevron corporate budget item 
for public outreach

• If you want to bring it to your market having the skin in 
the game helps them decide to move to your market. 

• They are staying with the program. Sometimes they 
rotate markets to spread the money around as much as 
possible

Chevron divesting assets worldwide: Hawaii, 
Canada, South Africa, Cal Tex

What is Chevron’s long-term outlook worldwide and 
within the US?

• Gasoline outlook, Alternative Fuels (Hydrogen Fuel Cells)  

• There is a wide range of estimates ‘most of their views 
see 2030’s being the disruptors. Hydrogen and fuel 
cells don’t seem to be a worth investment at this time. 
Competition is doing this a lot more in Europe because 
government subsidies are making it more attractive 
there.

• One marketer is experimenting in putting EV chargers at 
their station to create a more ‘destination’ location and 
investing in C-store sit down options to draw in more 
customers. 

• Chevron has been divesting over the last few years in 
places that don’t have their own supply terminals. 

SUPPLY (non-California)

What terminals do you have non-ethanol availability 
and what plans do you have to expand it in the 
future. 

• Would CVX consider allowing non ethanol product 
under the canopy if it’s clearly labeled? 

 » Yes, they are already doing it in: Pt. Everglades, FL; 
Tampa, FL; Panama City, FL; Arcadia, LA; Pascagoula, 
MS; Colins, MS; Charlotte, LA; Port Allen, LA; 
Macon, GA; Montgomery, AL; Birmingham, AL

• Chevron will offer it if they can get it there and there is a 
market for it.

With there being no further business the joint retail 
meeting ended at 11:45 AM.

CTPMA Special Report

Chevron Retail Meeting
October 16-17, San Ramon, CA

continued from previous page
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Oilmen’s Truck Tanks    |    800-859-8265    |    trucktanks.com

“Oilmen’s Truck Tanks has 
been working closely with me 

to be sure that my tank and pumping 
equipment specifications are the most modern and 

up to date. As a result, we’ve been purchasing our delivery 
equipment for both fuel oil and bulk lubricants from Oilmen’s since 1984. 

Our business is based on the lowest cost to deliver fuels and lubricants,
and based on the close working business relationship we have with Oilmen’s 

that adds value to the bottom line.“ – Satisfied Customer

OILMENSOILMENSOILMENS

Many Thanks to our Customers, Vendors,

and Employees for 65+ GREAT YEARS!  
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Adding a Site: 
Adding a site is a simple process. Just input your site name, IP, username, 
and password to the script and you’re on your way to storing important data to 
be archived.

Setting Events
Each event for which you want to collect data must first be set up and reg-
istered on the Sapphire.  These events can easily be replicated for multiple 
sites.

Additional Sapphire Software Module Options: 
Multi-Site Password Change Manager 
A software tool that allows area managers to manage the PCI requirement of updating Sapphire passwords 
every 90 days.  

For more information on these Sapphire software modules visit www.verifone.com/petroleum--convenience/
sapphire-management-suite.aspx

•

Requirements
Dedicated Apache Web Server
Microsoft® Windows® 2000 Professional (SP3), XP 
Professional, or NT 4.0 (SP6)
Intel Pentium® 133 microprocessor or faster
51 MB hard drive space, 128 MB RAM

Sapphire Requirements
Event Mode – Base 156 or higher
Poll Mode – Base 155 or lower
Must be connected over a VPN 

Recommendations
Knowledge of XML and XML Schema
Knowledge of ASP and HTTP
An XML document editor (e.g. Altova®  XMLSpy®.  
Altova and XMLSpy are registered trademarks of 
Altova GmbH in the U.S., the European Union and/
or other countries.)

•
•

•
•

•
•
•

•
•
•
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 All transaction data is 

automatically collected and 

stored, even if the host server is 

offline for a period of time. 

• During the collection process, 

Transaction Set Archiver 

recognizes previously 

collected data, preventing 

duplications. 

After collection, transaction 

data can be:

Viewed using the 

Transaction Manager in 

Sapphire Management 

Suite

Processed using custom 

software

Permanently archived

•

1.

2.

3.

Customers with broadband 

networks can automatically 

collect transaction data 

from their Sapphires for 

the purpose of archiving or 

analysis

Event Manager

The Transaction Set Archiver 

Setup utility also allows you to 

install the Event Manager, a tool 

used to select and configure 

specific Sapphire events that 

occur on the Sapphire site 

controller.  When these events 

occur, Transaction Set Archiver 

will automatically collect the 

transaction data for subsequent 

• analysis.   The events that can be 

managed include:

Application Start

Reboot

Period Close

Fuel Initialization

Funds Audit

Event Manager provides other 

support functions to manage 

the registered events: restoring 

events on a Sapphire installation, 

replicating events from one 

site to another, and deleting/

modifying existing events, saving 

time across your enterprise.

•

•

•

•

•

Easy and Automated Transaction Data 
Storage and Retrieval
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BENEFITS AT A GLANCE

VeriFone’s Sapphire Transaction Set Archiver (TSA) is a software tool that is used to automate the 

retrieval of transaction data from one or more Sapphire site controllers.  This data is automatically 

stored in a designated location for subsequent analysis. The Sapphire site controllers must be connected 

over a public or private TCP/IP network.

Features & Benefits

  Using broadband networks,  automat ical ly 
col lect  data for  s imple archiv ing or 
analysis

  Transact ion data can easi ly  be v iewed, 
processed,  or  permanent ly  archived 

  Automat ical ly  col lect  t ransact ions based 
on key Sapphire events
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collected data, preventing 

duplications. 

After collection, transaction 

data can be:

Viewed using the 

Transaction Manager in 

Sapphire Management 

Suite

Processed using custom 

software
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3.

Customers with broadband 

networks can automatically 

collect transaction data 

from their Sapphires for 

the purpose of archiving or 
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Event Manager

The Transaction Set Archiver 

Setup utility also allows you to 

install the Event Manager, a tool 

used to select and configure 

specific Sapphire events that 

occur on the Sapphire site 

controller.  When these events 

occur, Transaction Set Archiver 

will automatically collect the 

transaction data for subsequent 

• analysis.   The events that can be 

managed include:

Application Start

Reboot

Period Close

Fuel Initialization

Funds Audit

Event Manager provides other 

support functions to manage 

the registered events: restoring 

events on a Sapphire installation, 

replicating events from one 

site to another, and deleting/

modifying existing events, saving 

time across your enterprise.

•

•

•

•

•

Easy and Automated Transaction Data 
Storage and Retrieval

Tr
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n 
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BENEFITS AT A GLANCE

VeriFone’s Sapphire Transaction Set Archiver (TSA) is a software tool that is used to automate the 

retrieval of transaction data from one or more Sapphire site controllers.  This data is automatically 

stored in a designated location for subsequent analysis. The Sapphire site controllers must be connected 

over a public or private TCP/IP network.

Features & Benefits

  Using broadband networks,  automat ical ly 
col lect  data for  s imple archiv ing or 
analysis

  Transact ion data can easi ly  be v iewed, 
processed,  or  permanent ly  archived 

  Automat ical ly  col lect  t ransact ions based 
on key Sapphire events
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Have you ever given the same idea or even instructions to two 
employees and one executes beyond your expectations and 
the other does…well basically…nothing?  Same you, same 
discussion, maybe even heard by both at the same time yet 
totally different results.  

Here is what I know… sometimes this happens… even with 
petro owners.  And it effects who wins.

As someone who adores the industry, invests a lot of time and 
money to learn from absolute top leaders worldwide, and 
spends countless hours with family business leaders, I have 
experienced this up close and personal.  It’s caused me to ask 
this question -- Why is it one owner will execute and soar, 
while another basically keeps coasting?   As I pondered those 
that soar and those that coast, I developed a rating system 
so you can see how you measure up.  Are you brave enough 
to rate yourself with brutal honesty?  OK, here we go using 
SOAR and COAST for your measures.  For each quality, you’ll 
give yourself a 1 to 5 rating:

Seek – marketers gaining in either profits or volume (and 
usually both) look for education and new ideas.  When 
presented with something new, they seek how they can apply 
an idea, even from out of the industry, to their own business.  
Rate yourself from 1 (rarely seek) to 5 (constant learner). 
Your score ____

Own – when things go unexpectedly and suddenly south, 
and/or mistakes happen despite best intentions, marketers 
soaring own it all.  I mean total accountability.  They have 
deliberately created cultures of self-responsibility and lead the 
way in the only finger-pointing allowed being at self.  Blame 
is never allowed within the organization and they are super 
quick to give credit to others. Rate your self from 1 (blame 
everyone and everything for misfortunes) to 5 (take full 
responsibility 100% of time).  Your score ____

Ask – The marketers who soar don’t pretend they have all 
the answers even though they are super smart.  They keep 
their egos in check and ASK a ton of questions.  I love these 
marketers when we have our PetroAnswers huddles because 
they have no fear of asking questions.  While most of us were 
raised that there is no stupid question, these marketers live 
that out asking, asking, and more asking.  It always tickles me 

that the most profitable, growing marketers are the ones who 
ask me the most questions during our private coaching times.  
And yes, they really enjoy having a coach and the extra layer 
of accountability.  Rate yourself from 1 (rarely ask because I 
already know) to 5 (I ask even if I know to let others shine).  
Your score ____

Respect – Counterintuitive to today’s cultural norms where 
disregard of authority is rampant, high results, soaring 
marketers have a deep respect for others that permeates 
their entire team and company culture. Diverse opinions are 
encouraged.  Deep listening is mandatory in these organiza-
tions and courteous behavior is the norm.  Conflict resolution 
training is made available to all new employees and any 
evidence of disrespect on the job is grounds for dismissal.  
Rate yourself from 1 (people need to earn my respect 
otherwise it’s withheld) to 5 (I show deep respect to all levels 
of my organization daily).  Your score ____

Now let’s move to the COAST portion of the ratings.  Please 
take note the 1 to 5 ranking definitions are oppositely scaled 
for this portion of your scoring.

Cruise – These marketers have created lots of success over 
the years, but somehow that success put them into cruise 
mode where they have closed their minds to creativity and 
change.  These marketers seem to operate day to day in the 
“been there, done that, seen the movie”mindset especially 
when it comes to new ideas and education.  They typically 
have a handy answer for why any new idea won’t work and 
you know what?  They end up being exactly right!  Rate 
yourself from a 1 (you better be able to prove it me or I won’t 
listen) to 5 (you never close the door to any idea). 
Your score ____

Obsess – Where they used to obsess over excellence as 
they built their companies, now they obsess about the 
past.  You hear these marketers talking about the good 
days of petroleum as all past history when they are together 
at meetings or social events.  They tend to gravitate to the 
“remember when” and all that looking at the past takes their 
eye off the changes happening now.  Rate yourself from a 1(I 
am constantly talking about the good old days of petro) to a 5 
(I’m constantly casting vision and being excited about the next 
year).  Your score ____

Soaring or Coasting – 
Why only some marketers 

keep winning By Betsy Bixby
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Answer –With all their years of experience and business 
success, coasting marketers have an answer for everything.  
While often they are right, they miss valuable opportunities as 
the world is changing.  They rarely ask for anybody’s advice or 
opinion.  They create companies that are dependent on them 
for answers which gives them a sense of control which works 
really well until there is a crisis when they are not around, 
or as they get closer to retirement.  Rate yourself from a 1 
(people run to me for answers on everything) to 5 (the place 
can run fine for weeks without me).  Your score ____ 

Stall – For the most part, years in the industry has created 
much wisdom which has served these marketers very well.  
Ultimately, the reason they can coast is they are financially 
secure, their business is stable, and they see their volumes 
as steady.  These marketers have enjoyed enough success to 
want to rest a bit on the fruit of their many years of labor.  
But rather than reaping the harvest, what happens is growth 
stalls.  And as growth stalls, eventually profits start to dwindle 
as there really is no such thing as standing still.  Rate yourself 
from a 1 (your volumes are dwindling) to a 5 (you are on a 
high growth trajectory).  Score ____

Trust – Marketers that are coasting are typically high trust.  
They trust themselves, their decision-making, their leadership, 
their friends, even the industry.  They trust they will stay ahead 
of competitors, keep their long-time, faithful employees, keep 
their loyal customers.  They trust their tried and true systems 
won’t fail, including their marketing.  And you would think 
that high trust is a solidly good position.  Except it isn’t.  In 
the worst nightmare, their competitors slam them, their 
employees leave for better jobs, their customers jump ship for 
the lower price and shiny trucks and it usually happens like a 
hurricane – suddenly and with force.   Rate yourself when it 
comes to trust from 1 (I fully trust the world will continue as it 
is now) to 5 ( I don’t trust the status quo).  Score ____

Let’s see how your scorecard adds up:

40 – 45 – You are soaring so high your head is in the clouds.  
Maybe ask a trusted employee to rate you!

30 – 49 – You are soaring with a healthy degree of self 

20 – 29 – You are on the runway but not in the air!

9 – 19 – You are already coasting in neutral and headed for 
serious danger.  Wake up!

One of the things a mentor (John C Maxwell) taught me 
was always try to improve.  I challenge you to look at your 
SOAR/COAST ratings and choose just one you will improve.  

As someone in the 4th quarter of my business life now, 
believe me I have to work on myself too so even writing these 
is helping me too!

Seek – Go experience a new learning event.  If you haven’t 
experienced The CEO Exchange (www.petroceoexchange.
com) yet that would be an eye opener!

Own – Each time something goes unexpectedly, ask yourself 
“how did I allow or create that?”

Ask – Next time you are with an employee, see if you can 
ONLY ask questions, not make statements.  When one of your 
team asks you for an answer, turn the tables and say “what 
do you think are 2 or 3 options we should consider?

Respect – Think of a time you did not show full respect to 
someone in your organization.  Go apologize.

Cruise – Next time you have the urge to say “we tried that” 
or “that won’t work” say “tell me more about that” instead.

Obsess – Decide the most exciting thing that could happen 
to your company in the next 12 months and share it.

Answer -  Instead of being the answer person, go ask a 
customer contact level person in your company their opinion 
about something vital.

Stall – Get off of neutral by setting an aggressive growth 
goal plus a compelling reason for why it should be achieved 
that you communicate to your team.

Trust – Determine how you would/will combat the lowball 
tough competitor.  Ask yourself why any employee should stay 
with your company given other opportunities.  Same 
for customers.

Now here is the fun part.  I already 
know that if you are the SOAR marketer, 
you’re going to do a bunch of these 
things.  And your reward will be you’ll 
keep winning!

Since 1991, Meridian has provided insight and services to over 3,700 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 visit  www.AskMeridian.com or call 
us 800-728-9005 for immediate assistance.
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continued on page 22

Today, workplace safety, employee screening, and 
other risk management practices are being viewed 
by successful petroleum dealers as a way to improve 
the bottom line. Why? Because expenses related to 
auto accidents, workers compensation claims, medical 
costs, legal fees, lost production time, and stolen or 
damaged product can quickly add up. And, you can’t 
even put a price tag on an employee’s on-the-job 
injury or death. 

Every injury, every lawsuit, every poor hire, every 
missed opportunity to plan for the future can pull 
money out of your pocket. A single injury claim can 
cost tens of thousands of dollars in both insured and 
uninsured costs. Insurance is designed to pay for the 
direct costs, such as property damage, medical bills, 
and legal expenses—they are the insured costs. But, 
who pays for the uninsured costs—the expenses 
related to hiring and training a new employee, lost 
productivity, lowered employee morale, damaged 
reputation, and potentially higher insurance 
premiums? You!

Think about that: A chunk of your profits can be lost 
every time an employee slips, strains, falls, or fails 
to follow company policies and procedures. Even 
seemingly small injuries can result in major financial 
consequences.

A risk management culture—the sum total of all 
the efforts, attitudes, and investments related to 
workplace safety and preventing losses—can help 
protect your people and your profits. From senior 
management to front line employees, making risk 
management a top priority can have a significant, 
positive financial impact. Even the best businesses can 
get better.

Federated Insurance clients repeatedly echo four 
points regarding an effective and valuable risk 
management culture.

• It has to start at the top. Management should model 
good behavior, reinforce a “safety first” message, 
and invest time and resources to implement sound 
policies and procedures. Without management’s 
buy-in, it can be difficult to inspire others to adopt a 
risk management attitude.

• Empower employees. Give employees the tools and 
incentive to take ownership in a risk management 
culture. Set clear expectations; then, reward positive 
behavior.

• Take control. Many claims experienced by Federated 
policyholders are preventable. Create and enforce 
policies related to safety, conduct, and hiring. 
Designating a risk manager to surround these critical 
practices is one way to take the reins.

• It has a financial impact. The “hidden” expenses of 
a claim, like those mentioned previously, can quickly 
add up. Additionally, losses can impact your workers 
compensation experience mod, which may lead to 
higher insurance costs.

In a competitive business world, where the pressure to 
turn a profit is often the highest priority, it’s tempting 
to sweep risk management under the rug. That could 
be a costly mistake. Focus on a risk management 
culture, and reap the rewards of its positive impact.

To help you discover ways to avoid the risks your 
company faces, Federated Insurance has resources 
and educational opportunities created specifically 
for and target the risks unique to petroleum dealers. 
Additionally, SIGMA members are encouraged 
to enroll in one of the Federated Insurance Risk 
Management AcademySM seminars in 2018: April 
24-26 or September 11-13. Visit federatedinsurance.
com for more information, or contact your local 
Federated representative.  Since 1990, Federated has 
been a proud partner of CTPMA for it’s members 
insurance and risk management programs.

Profitable Risk Management

This article is for general information and recommendations regarding risk prevention and should not be considered legal advice. The 
rec¬ommendations presented are not guaranteed to reduce or eliminate any risk of loss. Qualified coun¬sel should be sought for questions 
specific to your circumstances. © 2017 Federated Mutual Insurance Company. All rights reserved.
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 Find Out Why  
Leading Petroleum Marketers 

use DM2 
Since 1989, DM2 Software has been providing software solutions to meet the needs 

of petroleum marketers who offer fuels, lubricants, home heating oil and propane as well 
as own and operate cardlocks and convenience stores. A Sage Software Master Developer 

and Reseller since 1991, DM2 uses Sage 100 (formerly MAS 90 and 200) and and Reseller since 1991, DM2 uses Sage 100 (formerly MAS 90 and 200) and 
Sage CRM to develop Petroleum Insights, a fully integrated accounting/enterprise

 resource planning and customer relationship management system that has 
everything petroleum marketers need to manage and grow their business. 

DM2’s Petroleum Insights system offers:

Petroleum Marketing
BOL, Cardlock, Consigned Stations, Delivery Scheduling, Equipment 
Management, FuelManagement, Fuel Tax, Lube Re-packaging, Home Heat, Propane, 

Truck Automation, Web Portals & more

Supply Chain Automation
AP Invoice, BOL, Credit Card, EFT, Pricing & Supplier Invoice Imports and

BP, Chevron, ConocoPhillips, ExxonMobil, Shell & Valvoline Lubricant 
Buyback & Rebate Processing

Core Financials
AAP, AR, GL, Bank Rec., Credit Card Processing, Inventory Management,  

Purchase Order, Sales Order & more

 Business Intelligence
Business Intelligence Dashboards, SQL Datawarehouse Reporting
Exception Reporting, Business Activity Monitoring, Credit Alerts, 

Cardlock Security Alerts & Inventory Control Alerts

Customer Relationship Management
Chevron ProjectChevron Project Transform & mobile device ready solution for 

Sales, Marketing, Customer Service & Support  

    Call DM2 at (800) 866-5151 today to find out why some of the 
leading petroleum marketers in the industry use DM2’s Petroleum Insights 
accounting/ERP and CRM system to manage and grow their businesses.

                             www.dm2.com

17CTPMA News  |  December 2017



How much “Ethanol Free”
gasoline is out there?

By David Hackett, President Stillwater Associates LLC

Last year, we at Stillwater offered a review of 
the state of ethanol-free (or E0) gasoline in 

the U.S. Since then, we’ve learned a great 
deal about the market which we will 
share in this updated article. 

We start with some background: The 
Federal Renewable Fuel Standard (RFS) 
requires increasing levels of renewable 
fuels to be blended into transporta-
tion fuel. Ethanol provides the largest 
share of the renewable fuel pool so 
that nearly all of the gasoline sold 

in the U.S. is 10% ethanol. With 
this volume, it would be easy to 
assume that there is little to no 
ethanol-free gasoline on the 
market. As part of Stillwater’s 
Energy Policy practice, however, 
we have been studying the issue 
of E0 market volume; it’s not as 
small as you might think.

While most gasoline in the U.S. 
is blended with 10% ethanol, 
there are also minor volumes of 
E85, and a very small volume of 
E15 on the market. All along, 
E0 has been available for sale 
to consumers, but it is difficult 
to tell how much. The Environ-
mental Protection Agency (EPA) 
estimates about 200 million 
gallons per year (mgy) of E0 
is available, which is about 
the same as their E85 volume 
estimate. In an August 31, 
2017 letter to EPA, however, 
Magellan Midstream 
Partners states that the 
“net daily average of E0 
loaded from Magellan’s 

pipeline systems, independent and marine terminals 
through July 2017 is 52,000 barrels per day. When 
compared to EPA’s revised national estimate of E0 
volume in 2016 of 500 million gallons or 32,615 
barrels per day, Magellan’s YTD 2017 daily E0 volume 
average is almost 40% higher than EPA’s proposed 
national volume estimate. Far from relatively minimal 
amounts, our data illustrates that substantial use of E0 
continues today in the markets we serve.” Meanwhile, 
the Energy Information Administration’s (EIA) estimate 
is much higher, at 5.3 billion gallons per year (bgy) 
of E0 available, approximately 3% of the gasoline 
pool. It should be noted however, that EIA’s estimate 
is based on the difference between ethanol supplied 
and the total ethanol used in the fuel pool and not by 
surveying the market. 

Upon surveying the market, we’ve found that in 
conventional gasoline markets, up to 10% of the fuel 
sold in these areas is E0, averaging 7-8%. We’re also 
told by marketers in Iowa that 14% of the gasoline 
sold in that state is E0. Both of these survey data 
points indicate that the E0 market share is even higher 
than EIA’s 3% estimate. We have also learned from 
many marketers that even if they are not already in the 
E0 market, they are interested in ethanol-free gasoline 
and find that the volume and margin is attractive 
enough to dedicate a tank and nozzle to the product 
at their stations. Through a small price-sampling survey 
of stations in North Carolina – one of the states in 
which E0 is most popular, Stillwater found the margin 
between Premium E10 and E0 can be as high as $0.67 
per gallon. On average, in our small sample, E0 sold 
for $0.51 per gallon more than Premium. 

So who is buying E0? Unfortunately, EIA is not able 
to quantify the volume of E0 sold by market segment 
or location, but we do have some clues. Small or 
specialty engine users (i.e. marine engines and chain 
saws) seem to be making up a large segment of the 
market. EIA estimates that in 2015 recreational boats 
used about 2 billion gallons of gasoline, which in most 
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cases was E0. This estimate is 10 times larger than 
EPA’s E0 estimate. E0 also seems to be popular with 
a growing population of on-road users, and we have 
found strong markets for ethanol-free fuel in markets 
like Wisconsin, North Carolina, Oklahoma, New York, 
and Florida.

And who is selling E0? No government agency 
currently compiles a database of stations with ethanol-
free fuel, but pure-gas.org offers a crowdsourced 
“definitive list of stations that sell pure, ethanol-free 
gasoline in the U.S. and Canada.” Upon analyzing 
the Pure-Gas database, we find that there are more 
than 12,000 sites across the U.S. currently selling E0, 
and only about 1,000 of them appear to be marinas 
or airports. That leaves more than 11,000 regular gas 
stations selling ethanol-free gasoline. Table 1 below 
breaks out the number of sites by state. 

Almost half of the stations selling E0 are unbranded, 
and the top independent brands (by station count) 
include Stewart’s Shops, Casey’s, Murphy, Wawa, and 
Maverick. In the branded arena, the top sites are 
owned by independent marketers operating under the 
licensed brands of BP, Shell, Citgo, Cenex, and Phillips 

66. Interestingly, there are 200 Chevron- and Texaco-
branded stations selling E0, mostly in the Southeast, 
Pacific Northwest, and British Colombia. As you can 
see in the map below, however, stations selling 
ethanol-free gasoline are spread all across the U.S. The 
fuel has yet to achieve market penetration in most 
reformulated gasoline (RFG) areas.

Figure 1. Map of Stations Selling E0 in the U.S. 
and Canada

Source: pure-gas.org

Without the ethanol, where’s the octane coming from? 
Marketers seem to be blending regular and premium 
CBOB together to make the desired octane of the 
product they offer for sale. A 50/50 blend of 84 octane 
regular CBOB + 90 octane premium CBOB (East of the 
Rockies) should create an 87 octane gasoline. (Caution 
the BOBs are not always at the octane rating assumed 
in the previous statement because of local or regional 
BOB blending practices). 

We at Stillwater would appreciate any feedback that 
marketers would like to offer about product line. 
Please contact Dave Hackett (dhackett@stillwateras-
sociates.com) with any comments or feedback. 

Update!



During my recent travels around the country attending 
various petro-trade events, I was told of several incidences 
of marketers being victimized by ransomware attacks, which 
prompted me to take a closer look at the problem. Up to 
now, I had a vague notion of malware and computer hacking 
but my investigation has revealed that the problem is much 
wider than expected and given the amount of customer data 
and cash that regularly passes through a petroleum wholesale 
business, unsuspecting oil marketers are increasingly being 
targeted, and many are quite vulnerable to attack.  This is 
a growing problem and it has been reported that overall 
ransomware attacks increased by 400% in 2016 and 2017 
will see that amount double.

The president of a Tennessee-
based fuel marketer related his 
account of trying to log onto the 
company’s computer network on 
a recent Saturday morning and 
encountering a cryptic note with 
a skull and crossbones graphic 
notifying him his company 
the files had been encrypted, 
rendering them unobtainable 
unless a ransom of $50,000 
in Bitcoin was paid.  When 
he called the office, dispatch 
confirmed the lockdown was for real.  At that point, he said 
that the feeling of helplessness and frustration in not being 
able to operate was almost overwhelming. To add insult to 
injury, he now had to figure out how to obtain Bitcoin.  Not 
a small feat for the uninitiated on a Saturday.  In the end, 
the Bitcoin was secured through various “Bitcoin Brokers,” 
the ransom paid and the files recovered after several days 
of operating blind.  This was followed by the firing of IT 
personnel and a comprehensive reassessment of internal 
controls and security processes.

Other marketers interviewed confirmed that that they had 
been hacked and either refused to pay the ransom, and 
subsequently reconstructed their data or they refused to 
pay and suffered little harm due to their security and data 

backup protocols.  But there is little doubt that this problem 
exists in our industry and its prevalence is growing.  Following 
are a few nuggets of information that I learned from my 
investigation and recommendations that marketers should 
take to heart.  

Ransomware is malware working on the dark web that uses 
vulnerabilities in the central nerve of a computer, called the 
kernel, where antivirus programs have difficulty detecting.  
It infects network computers when someone opens an 
attachment or website link from a malicious email message.  
Attackers can also deliver ransomware directly to a network if 
it has already been infected with a backdoor through which 
they can enter.  Ransomware is the tainted attachment in an 

email blast that knocks on thousands 
of doors.  The bad guys have access 
to encrypt the data when someone 
answers the door and opens the 
attachment. 

Several years ago a program called 
WannaCry held hundreds of thousands 
of computer data files hostage until a 
small $300- $500 ransom was paid.  
Another recent version, TorrentLocker, 
harvested email lists from victims’ 
computers, and then spammed itself 

to other victims; amassing almost 3 million email addresses 
of unsuspecting ransomware targets.  The potential rewards 
are great if only a small fraction of the targeted computers 
become infected.  

Ransomware attacks couldn’t be nearly as successful if 
it wasn’t for the existence of Bitcoin, which allows these 
transactions to be nearly anonymous as there are no banking 
intermediaries involved.  Payment is through a simple 
file transfer between two people or companies.  Bitcoin 
transactions are documented on a virtual open ledger but 
names don’t have to be attached to the parties involved. 
Further complicating the mess, when one is pressed to pay 
a large ransom, is buying it on the open market where 
purchase amounts are limited.  This requires the use of 
brokers and the vagaries of value for this virtual currency.  I 

Out andaboutBy Mark Radosevich 

Out and about
the industry

Stalking Marketers on the  
Dark Web is Big Business.

Ransomware is malware 
working on the dark web 

that uses vulnerabilities in the 
central nerve of a computer, 

called the kernel, where 
antivirus programs have 

difficulty detecting.
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found it interesting to note that many large companies are 
stock piling bitcoin in the eventuality of a future attack.  Even 
for the most technically sophisticated companies, it’s not a 
matter of if; it’s a matter of when a successful attack happens 
and having the ability to get back up and running fast. 

Keys to fighting ransomware:
Some protection simple steps include using antivirus program 
subscription software and backing up files every day, with the 
central database stored on a devise that is isolated and not 
online.  Prohibit employees from using company computers 
for personal things like, surfing the web, emails or opening 
emailed attachments.  Next, dedicate the resources to hire 
top notch IT specialists and instruct them to constantly be 
up to date on information and procedures.  Employ better 
employee security protocols using unique, not universal 
passwords and be dedicated about making regular password 
system changes. Stop allowing third party vendors to 
independently access company computers or systems for any 
reason.  And remember the parting words of the Tennessee 
marketer I previously referenced, “when you think you’ve 
done enough, think again because you can never have 
enough protection.”

Petroleum marketer associations can 
spearhead the fight
Historically, state petroleum marketer associations are tasked 
to address industry regulation and legislation to the benefit 
of our industry.  Given the real and growing danger of the 
ransomware problem, I propose that “cybercrime prevention” 
be formally adopted as a third area of primary emphasis 
on the state level and nationally through the PMAA. This 
can include creating a stable of approved IT consultants to 
conduct training seminars and individual site assessments at 
association member businesses to highlight potential security 
weaknesses and insure that internal controls and procedures 
are of the highest standard.  Rather than keeping incidences 
of hacking a dark and embarrassing secret, I propose 
bringing the problem into the light by the formation of a new 
association committee entitled “IT Security.”  This committee 
will be tasked with facilitating training, coordinating IT 
vendor participation and as an official platform to share 
successes and potential threats encountered by member 
companies. If promoted properly, this new committee should 
also provide state associations with a new and valuable 
benefit to motivate non-member companies to join and 
become involved.

Mark Radosevich is a strong industry advocate and seasoned petroleum veteran, serving both oil companies and marketers over 
his long career.  He is president of PetroActive Real Estate Services, LLC, offering confidential mergers & acquisition consultation, 
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, his full professional bio can be found at www.petroactive.net. 

Past Presidents
2015-16 ...Bill Kent, The Kent Companies 
2013-14 ...  Richard Becktel,  

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

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

Thank You
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By Terry McKenna – Principal, Employee Performance Strategies, Inc.
terrym@eps-i.com 910.458.5227 Blog: www.terrymckenna.typepad.com

How are you using your data?
Putting your data to work for you

One of the great things about technology is 
the amount of data available in which to make 
decisions. Too much data can be a problem if you 
don’t know what to do with it all. And quite frankly, 
too much of the data available today is useless. The 
challenge is not just to store all that information, 
but to understand the opportunities it offers and 
effectively analyze it ahead of the competition. 
The key is processing and interpreting the data and 
gaining insight from it. Start by separating your 
data into two categories; need to know and nice to 
know. The 80/20 rule will no doubt come into play 
here with the need to know category representing 
20% of all your data. Your need to know data is the 
information you need to operate and make decisions 
on a daily basis. Data like: sales, net profit, gross 
profit margins, average customer sales transactions, 
sales and expenses per square foot, breakeven 
margin/CPG, average sales per labor hour/labor 
dollar, shrink, EBITDA/EIBTDARL, etc. The nice to 
know data, is just that, nice to know – meaning, you 
don’t require it to make daily operating decisions.

Analyzing the Numbers:

The movie Moneyball dramatized how the Oakland 
A’s baseball team could win if they studied and 
played by the numbers the players produced instead 
of gut instinct and player reputation. Interpretive 
expertise is important in order to understand what 
all the data means, draw conclusions, and make 
wise decisions based on the analysis. For example: 
identifying customer and product trends, identifying 
your most profitable/least profitable customer 
segments, most profitable/least profitable products 
and services, along with your most productive/least 
productive employees. Lawyers study individual 
judge’s decisions to gain insights into strategies to 
use in their courtrooms. Delta Airlines knows before 
a plane lands that a passenger’s baggage didn’t 
make the flight. They then alert the passenger about 
the bags whereabouts and when they will get it 

before the passengers blood begins to boil as he or 
she waits next to an empty baggage carousel. Police 
departments routinely sift through huge volumes of 
information to predict and plan for crime trends. They 
may look, for instance, at weather, traffic patterns, 
sporting event schedules, holidays, and dates of 
paydays to pinpoint crime hot spots where targets 
of opportunity like distracted people flush with 
cash intersect with would-be bad guys. The Westin/
Starwood hotel places their customer data into the 
hands of their employees servicing customers. Upon 
check-in, the front desk clerk has the technology to 
bring up the prompt which allows her to make a 
personal connection with the guest: Welcome back 
Ms. Clark. I see you were here with us last October. 
Would you like to stay in the same room?

It’s Not All About Sales:

You can use data to glean meaningful insight into 
what makes your top performing employees tick 
and perform at a high level. You can use the data 
to predict how employees will perform on the job 
and how to get them more engaged and motivated. 
You can study data from past employees, including 
patterns in their behavior on the job, which will 
lead to identifying personality attributes that 
are helpful if people are to perform at the level 
necessary for the position. It requires managers to 
think like researchers. By better understanding your 
workforce (and potential hires) you can maximize 
their levels of engagement on the job. Assess 
employee engagement by surveying employees and 
studying the data. Engaged employees add - not 
take away, to the bottom line. Engaged employees 
develop relationships with customers, which results 
in increased sales, which drives profitability. Lowe’s 
home improvement found that the difference 
between its highest and lowest engaged stores was 
more than $1M in sales annually. Something to think 
about, isn’t it?
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NEWS RELEASE

What is CTPMA
CTPMA is an association of independent Chevron and Texaco marketers.  

The association was founded over 25 years ago as the Chevron Petroleum 
Marketers Association and became CTPMA in 2004 with the addition of 
the Texaco brand.  It is comprised of over 300 members who collectively 

represent more than two-thirds of all Chevron and Texaco fuels and 
lubricants volumes in the United States sold through the marketer channel.

To Fulfill Our Mission, We Will
•  Work to profitably grow the Chevron and Texaco brands.
•  Organize our efforts and engage Chevron to address retail, lubricants and 

commercial fuels issues.
•  Promote open, trusting, and mutually beneficial relationships with 

Chevron.
•  Help association members better communicate their ideas and concerns to 

Chevron management.
•  Provide opportunities for individual members to have personal contact 

with Chevron management.
•  Encourage members to learn from each other through the sharing of best 

practices and experiences.
•  Communicate from a marketer’s perspective Chevron’s policies and 

programs to our members.
•  Call upon respected marketers to lead the association as members and 

officers of the board and its committees.

Mission Statement
The mission of The Chevron and TexaCo PeTroleum markeTers 

assoCiaTion is To helP our members grow and ProsPer in a 
raPidly Changing markeTPlaCe.

The mission of The Chevron and TexaCo PeTroleum markeTers 
assoCiaTion is To helP our members grow and ProsPer in a 

raPidly Changing markeTPlaCe.
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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:  

Mike Simmons 
Port Consolidated Inc. 

Ft. Lauderdale, FL

Vice President, Commercial Products: 
Jeff Hart 
Reladyne 

Bridgetown, IL

Vice President, Retail East: 
Buddy Lott 

Lott Oil Company 
Natchitoches, LA

Vice President, Retail West: 
Shawn Frate 

Jackson Oil Company 
Flagstaff, AZ

Secretary: 
Vince Sullivan 

Sullivan Petroleum Company
Bakersfield, CA

Treasurer: 
Alec McBarnet 

Maui Oil Company 
Kahului, HI

Past President: 
Bill Kent 

The Kent Companies 
Midland, TX

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) 

David Collins
DC Oil Company 
Birmingham, AL 
(205) 682-2766
Chevron, Texaco (retail, fuels)

Wenda Lewis
Lewis Oil Co. 
Gainesville, Fl 
(352) 376-3293
Chevron (retail)

Ric Mayer
Midstates Petroleum Co.
Vernon, AL 35592
(334) 793-1544
Chevron (retail)

Gary Brooks
A.R. Brooks Enterprises Inc.
Smyrna, GA
(770) 432-5176
Chevron (retail, fuels)

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

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

2017-18 
Board of Directors

2018
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Retail West Committee

2017-18 
Board of Directors

Commercial Products
Committee

2018

Jeff Hart, Chair
Reladyne
Bridgeview, IL
(708) 599-8700 
Chevron (lubes, fuels)

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

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

Josh Emmick
Valor LLC
Owensboro, KY
(270) 683-2461
Chevron (lubes)

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

Brad Brewer
Brewer Hendley Oil Co.
Marshville, NC
(704) 233-2624
bradb@brewerhendley.com

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

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

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

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

Chris Lindblom
Senergy Corp.
Phoenix, AZ
(602) 272-6795
clindblom@gosenergy.com
Chevron, Texaco (lubes)

Chuck McDaniel
PilotThomas Logistics 
Long Beach, CA 
(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)

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

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

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

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

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

Dale Heinze
Valley Pacific Petroleum 
Services Inc.
Stockton, CA
(209) 461-3641
dale.heinze@vpps.net
Chevron, Texaco (retail, lubes, 
fuels)
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October NOLN Article Quantifies  
the Benefits of Bag in a Box

If you are a regular reader of National Oil & Lube 
News magazine, hopefully you saw the article 
in the October issue that quantified in detail the 
environmental, inventory and cost benefits of 
bag-in-the-box programs. 

Bag in a Box NOLN Oct 2017 Article

The piece is written by Scotti Lee, a Ph.D. and 
former operator of Oil Change Express in New 
Castle, Delaware. Lee explains to readers how 
bag-in-a-box containers stack up to other tradition-
al storage containers, quantifying just how much 
less packaging they use and space they occupy 
in an Installer’s shop. He uses figures to illustrate 
the smaller carbon footprint that a PitPack®-style 
package leaves behind and, of course, the savings 
associated with less waste and fewer expenses.

This fits in with 
Challenger Sales 
process. Using 
quantified figures 
like this are 
powerful and 
can help us shift 
to more value-
based selling with 
customers in the 
auto installed 
sales channel. 

While the article does not promote a specific 
company’s bag-in-a-box program, it does feature 
an image of a Havoline® PitPack container front and 
center!  Share it with your Marketers and Installer 
prospects, use this to help tip decision in your favor. 

Consumer-Focused Articles Growing on 
Chevron’s Lube Matters Blog 

Chevron’s Lube Matters Blog is a 
great online resource for all kinds of 
industry updates and helpful recom-
mendations, including for owners, 
operators, employees and consumers 
in the Do-It-For-Me passenger car 
segment.

And readers can sign up on the site 
to receive email notifications when 
new articles are posted that may contain information 
pertinent to them and their customers.

 Recent article postings include:

• Understanding GM’s dexos1 PCMO Specification

• Vehicles are lasting longer… there’s an oil for that

• Synthetic oils are the wave of the future for 
passenger cars 

• Evolving engine technology driving change

• Havoline automatic transmission fluids beat the 
heat in Las Vegas

Subscribe to the blog today and stay up-to-date 
on the industry latest from our own Chevron 
experts. And be sure to share the blog with 
your customers in all segments. Articles are 
posted every month that cover the latest 
industry news in agriculture, construction, 
on-highway fleets, greases and particle contam-
ination, just to name a few.
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WINTER IS FAST APPROACHING... 
Refresh your store image with

NEW UNIFORMS!

Order Now!
affinityapparel.com/login

1-800-543-9698

Don’t forget, 
authorized name 
badges from 
Affinity Apparel 
are an important 
part of your uniform 
compliance!
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Phone (310) 547-9002
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Mark Your Calendars...

March 19-20  Spring Board Meeting + Lubricants Town Hall 
 Houston, TX

July 22-25  Business Forum, Colorado Springs, CO

Nov. 2018 Lubricants Marketer Meeting, TBA

Nov. 2018 Executive Board Meeting, TBA

2018 CTPMA Meeting Dates


