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An Association of Independent Petroleum Marketers

Spring CTPMA Board of 
Directors Meeting a Success

CTPMA board members met March 20-21 in Houston, Texas for their spring board 
meeting. CTPMA board members met on the afternoon of the 20th and then hosted a 
dinner that evening for Chevron management. The following morning, CTPMA’s Retail 
East, Retail West, and Commercial Products Committees held working sessions with 
senior Chevron leaders. In attendance from Chevron were George Wall, Glenn Johnson, 
Bryan Coomes, Anna Vargas, Wayne Ederer and Bob Stolz. Summary notes from these 
meetings can be found inside this issue of CTPMA news

SEE PAGE 8 FOR DETAILS



If this is what you see…

SLOW DOWN.
Poor driving decisions could keep you and your 
employees from making it home S.A.F.E. today.
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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’m sitting here in the Dallas Airport 
writing down my thoughts for this 
message . . .

We just finished another robust, energetic 
and very successful Study Group 
Meeting…

Our group is small by normal standards, 
but has extremely talented and successful 
members. Together we share a tremendous 
passion and spirit for our industry, for our 
businesses and for our families. If you are 
in a Study Group and you share these 
same traits, then you know what I mean…
if you are not in one, I encourage you to 
reach out and join a group or start a new 
group. The value I get is irreplaceable. 
Remember your Value 
is your Participation. 

This also reminds me 
of our association, 
CTPMA…while we 
may not be large by 
association standards, 
we have some 
extremely talented and 
successful members. 
Together we share a 
tremendous passion 
and spirt for our Industry, we represent 
and partner with a great brand in Chevron.  
Together this gives us the opportunity 
to network, share best practices, to 
participate in the growth and success of 
our businesses and our families.  Please 
continue to stay involved, try and get other 
marketers to join in, remember your Value 
is your Participation…

This time of year is always exciting…
school is letting out, kids are coming home 

from college, 
summer is 
upon us.  I 
would like to 
encourage 
you folks to 
do a couple of 
things. Hire one 
or 2 kids (or 
more) for the 
summer, give 
them a job with 
some decent, 
practical 
responsibilities, you will be surprised what 
they learn, and what you learn from them 
as well.  So don’t be such a tight wad . . .

give these kids a chance . . . 

The other thing I want you 
to do is find some water to 
hang out at this summer.  
I always find it extremely 
relaxing and it relieves some 
stress. So find a beach, a 
lake, a pool…heck if you 
have to…buy a plastic 
kiddie pool from Walmart 
and fill it up with water in 
the back yard. Get in it, play 

some music that you know the words to…
and enjoy the summer…

Remember…your Value is your 
Participation…

Keep Pushing…Be Safe…

Thanks, Mike

“
”

. . . while we may 
not be large by 

association standards, 
we have some 

extremely talented 
and successful 

members.
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The Petroleum Marketer Channel of trade will 
be around for a long time to come and CTPMA 
is an association dedicated to representing their 
interests and concerns. As we continue to reach out 
to potential members I want to extend a personal 
welcome to all new members of CTPMA and 
encourage all of you to become actively involved in 
the business of your association.

The CTPMA board met March 20-21 in Houston, 
Texas for the spring board meeting. CTPMA executive 
board members met on the morning of March 20th 
with facilitator David Nelson to discuss CTPMA’s 
value proposition. The group decided that the main 
areas of future focus for CTPMA were: Advocacy 
projects with Chevron, How to involve the next 
generation of marketer key 
managers and principles in 
CTPMA, Recruitment of non 
CTPMA marketers while 
retaining existing members,  
Learning from Chevron how 
CTPMA can have a more 
valuable relationship with 
Chevron. 

The entire board met in afternoon of March 20th 
and then hosted a dinner that evening for Chevron 
management. The following morning CTPMA’s Retail 
East, West and Commercial Products committees 
held working sessions with senior Chevron leaders to 
discuss business topics that were identified through 
CTPMA’s membership survey process.  In attendance 
were George Wall, Glenn Johnson, Anna Vargas, and 
Brian Coomes. Participating from Chevron Lubricants 
were Bob Stolz and Wayne Ederer.

I would like to take 
this opportunity to 
thank the board 
of CTPMA and our 
Chevron guests for 
making our recent board meeting one of the best 
yet. Our discussions with Chevron management 
continue to build on the open, honest and candid 
interactions that have characterized our marketer-
supplier relationships of the recent past. The mood 
was positive, engaging and focused, all which works 
to cement a growing and successful relationship with 
our supplier. As we go through the balance of 2017, 
we will continue to emphasize those areas where we 
have alignment and work to enhance those areas of 
mutual opportunity.

Lastly, I am committed to building 
an association that brings value to 
its members through facilitating 
and promoting positive solutions 
to marketer’s ideas and concerns. 
To do that, we need to hear 
from you, our members, either 

in response to membership survey’s or by simply 
contacting CTPMA’s office with your thoughts. All 
of you should feel free to communicate your input 
and feedback whenever possible. I welcome your 
e-mail notes and phone calls and the opportunity to 
represent your interests. Please let me know how we 
can serve you better.

Dear Fellow Marketers

“
”

I would like to take this 
opportunity to thank the 
board of CTPMA and our 

Chevron guests for making 
our recent board meeting one 

of the best yet.

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
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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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Dear Retailers and Marketers:

All Chevron and Texaco branded retail sites must comply with the PCI-PIN (Payment Card Industry-Personal Identification Number) standards in accordance with their RTS Agreement.  Effective June 1, 2017, Retailers and Marketers will need to track and document the physical movement and locations of their PIN entry devices. Retail sites that do not comply with this requirement by December 31, 2017 may be disconnected from Chevron’s payment card network.

Inventory Requirements
All Retailers and Marketers must maintain an accurate inventory of everything in and connected to their Card Data Environment. This includes:

For indoor PIN Pads, you should be able to find this information on the device.  For outdoor devices, you may wish to have your service technician document this information during their next service, as well as every time they service or replace the equipment.
Tracking and monitoring your PIN Pads on a regular basis will help you detect unauthorized devices that may be connected to your system and allow you to take necessary action to remove the device.  You are responsible for maintaining and protecting your systems as well as implementing any changes necessary to comply with PCI Standards.

Action Required
The inventory should always be kept up to date with all changes to the environment.  Chevron may periodically request the inventory documentation for compliance reporting purposes.  

To Retailers and Marketers
From Americas Products
Date May 23, 2017
Re Payment Card Industry (PCI) Standards – PIN Entry Device (PED) Management

 Device type
 Manufacture
 Model number
 Serial number (required for PIN Pads)
 Or unique identifier (required for all non-PIN Pads)

 Location
 Status (operational and in use, storage, returned to vendor, etc.) Software version
 Date of initial deployment
 Date of removal from service
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CTPMA Board of Directors Meeting
Houston, TX  – March 21, 2017

COMMERCIAL COMMITTEE MEETING NOTES
Marketer Attendees: Jeff Hart (Chair), Mike Simmons, Bill Thomas, 
Norm Crum, Alec McBarnett, Chris Lindblom, Steve Moore, Chris Page, 
Josh Emmick

Chevron Attendees: Wayne Ederer, Bob Stoltz

From Chevron’s prospective, how can CTPMA become a better 
working partner with Chevron? Let’s have a meaningful conver-
sation on long term relevance and partnership.
The CTPMA Commercial Committee is a fairly small audience. Perhaps we 
can gather more members for a more meaningful exchange including a 
synopsis of LMC topics and initiatives. Create an “open board meeting”.

What can CTPMA do to help Chevron Lubricants with any politi-
cal advocacy opportunities?
We can tie the association into PGPA (Public Governance, Performance and 
Accountability) group at Chevron and explore opportunities to support the 
message.

Please review 2016 performance. How is 2017 looking? What are 
the big growth areas and the laggards?
North America 2016 marketer volume was down 2%. O&G was down 
15% due to the price of crude. 2017 is on plan, which is 5% growth over 
the previous year. 

There has been significant consolidation in the lubricant 
marketer space. Please discuss Chevron’s view of this. 
88 1st Source marketers has been the natural progression from 600 
marketers after the Chevron and Texaco merger. We continue to align 
our interests through our 1st Source metrics. We recognize that aggrega-
tion will continue in this channel thru public, private and family owned 
companies.

Please discuss Chevron’s strategy to take share from competi-
tion by segment. How does Chevron view their competitors and 
where do they see opportunities for market share? How is the 
ExMo consolidation strategy working from Chevron’s prospec-
tive? How about the Shell synthetic allocation?
ExMo’s strategy has been very consistent over the past decade. ExMo’s 
strategy of going to market on a Direct basis is very different than 
Chevron’s. Chevron believes that their mandates on brand alignment thru 
their recent contract changes has created significant concerns with their 
Marketer network. Chevron’s strategy also remains consistent with a go to 
market strategy thru our Marketers. We continue to move forward seeking 
a seamless integration with our marketers through digital technology.
Shell’s strategy has been inconsistent for some time. The synthetic alloca-
tion will significantly impact them this year due to their current issues with 
their GTL plant.

Update on the base oil market and specifically address Pasca-
goula’s performance. How does Chevron see it’s competitive 
abilities with Group 3?

Near term 
Chevron sees 
the G3 market 
as long. With 
investment, 
Pascagoula 
and Richmond 
would be able 
to manufacture Group 3.

Please provide any updates on ISOCLEAN as well as progress on 
signing new national account business and size of the network. 
Our ISOCLEAN program is going strong with 25 marketers in the program. 
Both Marketer and Direct business continues to increase. Chevron believes 
that over time we will see competitive responses to our 1st to market 
capability.

What are the expectations for Chevron indirect BDS and Industry 
Specialist (IS) roles? There seems to be some channel conflict 
being created by some of the Business Development Specialists. 
What are the goals, objectives and metrics for BDS’s and IS’s?
IS’s are responsible for handling large industrial prospects on behalf of our 
Marketers in the middle phases of the sales process. BDS annual goal is 
600K gals of closes and IS goal is 900K gals of closes.
Managing channel conflict is always part of the process and we have good 
CRM tools and visibility to avoid it as much as possible.

What is driving price increases on finished product in the current 
base oil / crude market?
The first 2017 price increase was driven by both but mainly the base oil 
market. Chevron expects the base oil market will continue to be “dynamic” 
in the second half of the year.

What’s the plan on replacing Mike Caci? Are there any other 
pending key retirements?
Mike’s replacement will be announced very soon. Despite retirements, there 
will be continued consistency in our lubricant business strategy. Through 
our Personnel Development Committee we continue to have a solid succes-
sion plan for our key roles.

Please provide an update on Business Point 2.0.
There is a lot of communication about it now. BP2 will be a one stop shop 
for all things Chevron. The biggest change is going to be in the order 
processing system.

Please provide comment on Chevron’s PCMO lubricant business. 
Please comment on trend for DIFM to move to ILMA products?
2016 Chevron PCMO growth was strong in the Marketer Channel for 
both Havoline and Supreme. Our goal is to continue to increase our DIFM 
market share thru the growth of our Havoline premium products. Our 
Direct Automotive Installed business has also seen aggressive growth. 
60% of retail shelf space is being filled with premium products.

8 www.ctpma.net



What are Chevron’s views on the SafetyClean direct initiative.
Time will tell if they will be successful as they will incur increased expense 
to market on a Direct basis to end users. It is a significant shift in their 
business model which traditionally has been thru the Marketer Channel.

Can you share your pipeline with us on new major national 
account business this year? 
We have had significant wins in plastic injection molding and coal 
segments early in the year.  In addition, we have had existing business 
upgrade to IsoClean products.

Can we expect any enhanced support with lead generation from 
Chevron this year?
Yes, in a couple of different ways. The activation group in Inside Sales will 
be more aggressive in pushing leads to marketers. In addition, our Business 
Consultants and Business Development Specialists have higher lead 
generation objectives to pass on to their Marketer network.

Has there been a drastic re-distribution of Max Funds? Will 
marketers be working with less Max Funds in 2017?
Each year there is a re-distribution of funds determined by the Marketers 
who have achieved all their 1st Source Metrics.  For 2017, we have moved 
$ from the Max fund to our Max + fund to continue to stimulate incremen-
tal growth.

Is there an update on an automated price approval (new rebate) 
process?
The marketer initiates the request in mPower and it will go directly to our 
deal desk at the LBST. This will speed up our price approval process and all 
requests will be efficiently tracked and measured.

Please explain what Sustainability 2.0 is looking like. How many 
marketers are participating? Is there a 3.0 in the future
The agenda in Sustainability 2.0 is driven by the marketer. Current feedback 
on 2.0 is good. There have not been discussions on a 3.0. 65 marketers 
have been through Transform and once marketers go thru Transform they 
move into Sustainability.

There seems to be more margin discussions where a marketer 
is reminded of the back end CPG benefit and rationalizing 
marketer margin.
Chevron agrees that our Max funds are to be used for Marketing.  Clearly 
Max+ funds are utilized to encourage organic growth and conversions. 

Shell has raised their DFOA by $.03. Is there any discussion of 
Chevron reviewing their MSA fees?
Chevron is constantly reviewing their fees and believes that our weighted 
MSA fee average for our 3 tiers is not out of market.

Please comment on the future of Amazon’s B to B push and how 
it could affect lubricants distribution.
This class of trade already exists and will continue to evolve. The obvious 
barrier to entry is bulk logistics. Distribution channels continue to evolve 
and we must be prepared to monitor and adapt accordingly.

Adjourned at 11:15

RETAIL COMMITEE MEETING NOTES
Attending from Chevron Retail: Glenn Johnson, Bryan Coomes, 
Anna Vargas, & George Wall. Attending from CTPMA Vince Sullivan, 
Wenda Lewis, David Collins, Hank Heithaus, Gary Brooks, Bill Kent, 
Shawn Frate, Larry Mitchell, Craig Kellerstrass, Dale Heinze

From Chevron’s Perspective – How can CTPMA become a better 
working partner with Chevron? What is Chevron’s thoughts on 
the magazine?
Chevron inquired as how does the association disseminate information 
from these meetings to our members, how does the input from member-
ship make its way back to these meetings? Any input from the larger 
membership, more surveys, as we have room for improvement. 
Promotion of the existing Chevron programs that the competition isn’t 
doing. Transform in the east and Regal class marketer, Extra Mile in the 
West. Does the association get information on how well it’s working 
anything and everything about it? Case study/ statistics to back it up?
Keep the dialogue at current levels. We have a very constructive open 
conversation at this point. We can keep working toward helping to improve 
each other and not only answer questions but get to the point where Chev-
ron uses CTPMA to pass along information to members and all customers.
Surveys – company from the east who is a professional survey company 
InfoServe – commit to the data and effect change. 
For potential members - An endorsement from Chevron could go a long way.

What can CTPMA do to help Chevron with Advocacy and with 
the Chevron Advocacy Network?
Participation. Spread the word and encourage anyone to join. CTPMA is 
willing to join with Chevron on Washington visits. Chevron does every 
other year scheduled trip to D.C. right now and we suggested supplement-
ing that off year with CTPMA participation. 

TECH

Status of the EPOS Rebate Program (especially Gilbarco sites 
and V11 software)? 
5000 sites have received rebates right now. 20mil in rebates paid out 
thus far. Gilbarco and Verifone software should be available in the Spring. 
Extension of deadline for Gilbarco sites will occur.

What is the status update on EMV inside software readiness 
nationwide? 
They are currently testing the software right now. April should have a 
notice on Business Point with additional information for Gilbarco and 
Verifone release. Wayne indoor is looking late third quarter for their 
software release. 

Status of store and Forward for Wayne Nucleus/Beetle sites?
Downtime on February 9th had major impact to sites without Store and 
Forward? Should be included with new software release around third 
quarter this year.

Outdoor EMV? 
For sites that invested in EMV pump equipment prior to the extension of the 
deadline, when will the outdoor EMV card readers be enabled? Despite card 
company delay, Chevron is still moving forward with getting the outdoor 
EMV prepared. Should have readiness in late 2018. Those who have already 
made investment in new pumps will be able to upgrade in 2018 and those 
who have waited can plan to purchase around late 2018-19.
Fraud report will be available to Marketers by station to help owners make 
their own business decisions on incurring cost to upgrade to new EMV 
hardware. Ask your BC’s for assistance.

continued on next page
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Can CTPMA be given input for the incentive program for EMV 
Dispenser upgrades for 2017? 
Still no plans for incentive for upgrades, although they are working to get a 
discount program put together for dispensers. 30 days or so they will have 
a better idea of when it would be together and present timing to CTPMA.

Apple Pay – with Verifone currently unavailable will new pin 
pads fix this? 
Answer is yes, it’s a hardware issue. Mx800 can add contactless slides that 
make it work. Mx900 does work.

Anything with NFC? Demand isn’t there to add another vendor 
to support this. I think the question was anything with NCR, i.e. 
another POS vendor and the answer was not enough demand to 
warrant the complexity and support. 

IMAGE

It has been ten years since Chevron’s last ‘refresh’. Are there 
discussions about a new program and can CTPMA provide input? 
They are working on an image refresh program that will make it more 
sustainable moving forward. One that can be implemented from year to 
year instead of a big image blitz and wait for the image to get tired before 
addressing it again. Timing should be announced later this year. It will 
remain current first class Hallmark 21 image. Any feedback is welcome to 
Chevron. 

Paper Credit Card applications – can we explore moving away 
from paper and towards digital? 
Later in 4th quarter there will be a URL link with Synchrony. Security is 
the biggest hurdle. Mobil devices functionality is the goal but still expect 
paper aps for now. Last sentence should read mobile device functionality is 
coming, although it is expected that we 
will also retain paper apps, for now.

OUTLOOK

Crude prices have increased since 
the last spring retail meeting…. 
What plans can you share with 
CTPMA regarding how the corpora-
tion is continuing to cope with this 
period of crude oil prices in the 
$50-55-barrel range? 
Headline is that Chevron lost money last 
year, had more $22 billion in spending 
and $8 billion in dividend with only $13 
billion of earnings. Chevron did not have 
$13B of earnings…and lost money. I believe the $13B was cash from 
operations. (Chevron hasn’t had a year they’ve lost money for 33 years 
before 2016). Capital expenditure are going from $45 billion in 2013 to 
$17-22 billion from 2017-2020. $50 per barrel is where the threshold for 
profitability projections are. At that point and above, Chevron should meet 
its predictions, below that and the cash starts getting tough. Chevron as 
a company is in good position with the Gorgon project coming online and 
they plan to invest in the Permian Basin around $2 billion. Divestment will 
be in; Canada, Bangladesh, Myanmar, geo thermal. Wall Street is overall 
bullish for Chevron’s shareholder return based on the meeting leadership 
had with analysts two weeks ago.

De-regulation of fuel in Mexico. What is Chevron doing to 
explore those opportunities and could CTPMA marketers take 
part in those opportunities? 
Chevron has focused efforts to get involved with Mexico’s retail. Focus-
ing on the northwestern area of Mexico to potentially connect to the El 
Segundo pipeline. El Segundo supply chain, not pipeline (there isn’t one). 
PEMEX still owns the infrastructure so it is challenging to work with them 
to establish a position into the market. Today the strategy is to work with 
existing retail network within Mexico and opportunity for CTPMA remains 
to be seen. 

Still pending issue for Marketers-status of changing the credit 
card network cutoff time as requested last year.  Where does 
that stand and when will it be in place? 
This is cost prohibitive, no plans to change. This wasn’t discussed. It was 
dropped from the final agenda provided the night before, as the one 
marketer requesting it was communicated with directly.

VENDORS

There is need for competition with our Chevron approved 
vendors. 
Can Chevron consider adding approved local vendors for signs, 
uniforms, etc.? Chevron is working to adjust the service level agreements 
with current vendors right now. New agreements are going to enforce 
stronger performance and timing based criteria. They know this is an 
important issue and plan to stay on top of it moving forward.

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

Signature capture – Chevron’s answer right 
now is that Verifone can hold storage for 30 
days. CTPMA marketers don’t have the ability 
to negotiate with Verifone like Chevron can. We 
need help and to work together on this.
Meeting with Verifone on March 28 and is an 
agenda item. After this meeting, Chevron will 
shed light on the outcome. 

Albertsons - finishing the rollouts in the 
west. 
The next rollout will be Arizona Nevada and 
West Texas towards the end of this year. There 
has been good gains with the addition of 

Albertsons. Since Albertsons didn’t already have 
a loyalty customer based (phone numbers or membership cards) they will 
have to gain the loyalty with those customers still and get them used to the 
program.

Chevron Business Point 2.0 update
Lubricants will be deployed in Summer 2017. Then Summer 2018 for Fuels.

The meeting ended at 11:45 PM.

CTPMA Board of Directors Meeting Houston, TX  – March 21, 2017

continued from previous page
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Develop Your Future Leaders
Prepare now for when 
opportunity knocks

By Terry McKenna – Principal

Employee Performance  
Strategies, Inc.

terrym@eps-i.com

If you plan to grow your store count, you need a team of 
leaders to do so. As the owner, you simply can’t do it yourself. 
You can certainly try, and many owners have – and failed. In 
the end, it boils down to simple math: there are only 24- hours 
in a day, and there’s only one of you. What if a great opportu-
nity presented itself to you to acquire multiple stores? Do you 
today have the leadership capacity to pursue that opportunity? 
Sadly, I’ve witnessed many companies have to pass on a once 
in a lifetime opportunity to grow their store count because they 
didn’t have the team in place to take on additional stores. And 
therein lays a dilemma, managing the business today while 
planning and preparing for the future.

Scale has always been important; more so today. Small 
operators are finding it increasingly difficult to compete 
against the larger, resource rich, and better financed larger 
chains. The larger chains have greater buying power, stronger 
supply positions, and can spread their costs across a larger 
infrastructure. But a big loose brick in the larger chains fortress 
is a poor leadership pipeline. I’ve written in the past, that 
smaller operators, in order to compete with the larger chains, 
must become more nimble, faster, and look for the loose bricks 
in which to attack. Competing by the market leaders rules is 
competitive suicide. To win, you have to change the rules of 
engagement.

Leadership Pipeline
Companies are not properly developing their pipeline of future 
leaders. Few executives think their companies are doing a good 
job identifying and developing qualified leaders. Only 22% of 
the 823 leaders, who participated in a recent executive panel 
interview, consider their pipelines promising, and only 19% 
said they find it easy to attract the best talent. What’s going to 
happen in the next five or ten years as people retire or move 
on? Where will the next generation of leaders come from? If 
the current leaders in your company don’t have the potential 
to learn, grow, and adapt to new environments, how can they 
attract up-and-coming employees and managers who do?

When assessing the talent that works for you, consider 
potential to be the most important predictor of success at all 
levels. Performance and potential are not the same. You can 

have an employee who is great at their job (performance), but 
limited in their potential to perform at a higher level. Don’t 
confuse performance with potential.

Leadership Qualities to Look For
As you look into the talent pool within your company, here are 
five qualities to look for. These qualities are more important 
today than in years past, because of how much the industry, 
and the world around us has changed:

1. Motivation – A fierce commitment to excel in the pursuit 
of unselfish goals. People with high potential have great 
ambition and want to leave their mark, but they also aspire to 
big, collective goals.

2. Curiosity – A penchant for seeking out a different way to 
do things; an openness to learning and change. Curious people 
use phrases like: “Wouldn’t it be cool if…?”

3. Insight – The ability to gather and make sense of informa-
tion that suggests new possibilities.

4. Engagement – The ability to use emotion and logic to 
communicate the company vision, and connect and rally the 
troops around it.

5. Determination – The disciple and tenacity to fight for 
difficult goals despite challenges and to bounce back from 
adversity

Leadership Interview Questions
Always ask for concrete examples to these questions:

1. How do you react when someone challenges you?
2. How do you foster learning among the people you lead?
3. How do you invite input from others on your team?
4. What steps do you take to seek out the unknown?
5. What do you do to broaden your thinking, experience, and 

personal development?

When it’s all said and done the team with the best 
players, who play as a team…wins!
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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!

New Techron®  
Bottle Neck Tents
Over the next few months, customers will see a change on Techron® 
Complete Fuel System Cleaner and Fuel Injector Cleaner bottles 
(20oz, 12oz, 10oz) as Chevron rolls out updated neck tents. Neck 
tents are double-sided and carry additional communications about 
each product. This informative, eye-catching package update helps 
the brand stay current and relevant with consumers and reflects the 
latest Techron brand campaign messaging and claims.

Updated messaging on the new neck tents reflects market trends 
and customer input, specifically related to: use in direct injected 
engines, restoring fuel economy and maximizing MPG, as well as 
recommended use in both new and higher mileage vehicles. We 
incorporated new impactful, high resolution imagery that helps 
reinforce the use for each product. The overall look and feel 
exemplifies the premium positioning of the Techron brand, for those 
that ‘expect more’ out of what they buy and generally do not like to 
compromise in life.

12 www.ctpma.net



For the past year or more, there has been a lot of discussion 
in the transportation fuels industry on moving the current 
Renewable Fuels Standard 2 (RFS2) point of obligation to 
the point where rack blending occurs. Currently the point of 
obligation is with refiners and importers, however the RINs 
for RFS compliance are separated further down the supply 
chain by companies who blend the renewable fuels. Several 
obligated parties have petitioned the EPA to change the rules 
of the standard and move the RFS2 point of obligation. Until 
recently the EPA has proposed rejecting these 
petitions. However, with a new EPA administra-
tor the decision to reject the petitions is still up 
in the air. What does this mean for the various 
parties involved in the RFS? We will discuss this 
topic through a series of articles over the next few 
months. In this first article, we will discuss how 
the RFS currently works.

RFS2 is the nickname given to the EPA regulation 
issued in compliance with Congress’ Energy Inde-
pendence and Security Act of 2007 (EISA) legisla-
tion. Figure 1 summarizes the initial requirements 
of RFS2. There are four obligation categories: Advanced 
Cellulosic Biofuel, Non-Cellulosic Advanced, Biomass Based 
Diesel, and Conventional Renewable Fuel. As passed by 
Congress and promulgated by EPA, the rule places the obliga-
tion for meeting the RFS annual requirement on refiners and 
importers, known as obligated parties.

Figure 1. RFS2 Volume Mandates for Renewable Fuels

 

Each year EPA is supposed to propose and finalize the volume 
requirements for each compliance category of fuel as well 
as the total renewable fuel requirements. EPA then divides 
each of these requirements by the total gasoline and diesel 
production expected for the year in question. This results in a 
percentage obligation for each of the four categories. At the 

end of each compliance year, the obligated party multiplies 
their gasoline and diesel production or gasoline and diesel 
imports by these percentages to determine their Renewable 
Volume Obligation (RVO).

In order for the obligated party to demonstrate annual 
compliance to EPA, they must obtain and retire the Renew-
able Identification Numbers (RINs) associated with specific 
renewable fuels. Table 1 shows the various types of RINs 
under RFS2.

Table 2 shows which types of RINs can be used to meet each 
of the four obligation categories.

When a renewable fuel is produced using an approved 
pathway, a RIN is attached to each gallon and recorded in 
EPA’s Moderated Transaction System (EMTS). Each sale of the 
renewable fuel and RIN is recorded in the EMTS until the RIN 
is separated from the gallon of renewable fuel. In general, 
the RIN can be separated when the renewable fuel is blended 
into gasoline or diesel. Or it can be separated by an obligated 
party when they acquire the renewable fuel with the attached 
RIN. This separation of RINs is also recorded in EMTS. Once 
separated, the RIN can be bought, sold, or retired. In addition 
to obligated parties, renewable fuel producers, and non-obli-
gated blenders, RIN brokers and traders can also participate 
in the RIN markets.

The above description does not include many of the complex 
details of the RFS but is sufficient to understand how the obli-
gations are created and met. In the next article in this series, 
we will discuss some other methods for generating RINs. We 
will also examine terminal blending in more detail.

The RFS point of Obligation Part 1: 
How Does the RFS Work?

So
ur

ce
: A

PI

By Michael Leister, Senior Associate
Stillwater Associates, LLC • stillwaterassociates.com
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FFA Awards Nearly $3 Million in 
Scholarships This Year

Recently the National FFA Organization, which oversees the Delo® Tractor Restoration Competition (TRC), 
announced that it awarded 1,883 scholarships valued at more than $2.7 million in 2017. More than 8,300 
students applied! 

The TRC is underway through August, in which students 
are competing for a $10,000 Grand Prize. Many of them 
reach out to Chevron Marketers in their area for product 
donations, which help build life-long customers. Your 
business can also increase that base of life-long customers 
by contributing to FFA scholarships. The agriculture 
industry is a growing segment and our participation in 
outreach programs, like the FFA, and competitions, like the 
TRC, helps students develop important project skills, real-
world experience, and it helps you build customer loyalty.

Engage with TRC teams in your area and use your Max 
Funds to reimburse any product donations. Participation in 
the Future Farmers of America Organization continues to 
grow and Chevron is excited to be an important sponsor of 
one of its yearly competitions.

Chevron ISOCLEAN® Certified 
Lubricants Now Extend into Canada 
In April, ISOCLEAN® Certified Lubricant products officially launched into Canada! Quebec Marketer Crevier Lubrifi-
ants is now a Chevron ISOCLEAN Certified Marketer, which means they are leading the industry with marketing and 
distributing ISOCLEAN Certified Lubricants. 

Particle contamination in lubricants is the leading cause of lubricant-relat-
ed failure in equipment. Lubricating oils are the lifeblood of components, 
and fluid particle contamination directly impacts the potential life of the 

machine components. Leveraging Chevron’s 
ISOCLEAN Certified Lubricants program 
is important because the majority of OEMs have fluid cleanliness requirements for 
lubricants operating in their equipment. To achieve OEM ISO Cleanliness code recom-
mendations, equipment needs to be filled with new lubricant that already meets the 
ISO Cleanliness requirements.

Chevron ISOCLEAN Certified Lubricants help extend equipment lifecycles, improve 
lubricant system performance and maximize customer productivity. As equipment 
continues to evolve and customers become more aware of the effects contaminants 
are having on their equipment, it will be important for customers to have this capability 
and evolve their business.  Get to the next level and be on the leading edge.  

14 www.ctpma.net



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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The early days of my petro-career involved extensive retail 
marketing for a major oil company during the advent of the 
industry’s official embrace of the convenience store concept.  
Although they had been around for many years, the widespread 
convergence of the store to gasoline was just beginning. By 
the early 1980’s, the majors finally realized that the “c-store” 
phenomena was not a passing fad. The days of the multi-bay 
service station were over and various “Shop” or “Mart” 
incarnations began to emerge. My firm was responsible for the 
transformation of a 2,500 store chain spread across twenty two 
countries, speaking four different languages.  What fun it was 
informing hundreds of long time service station dealers that their 
stations were slated for a raze and rebuild and that they now had 
to focus on selling snacks and cigarettes versus oil changes and 
TBA. But that’s a subject for another article.

Our marketing responsibilities began with modularizing and then 
training-in a standard Grand Opening process to the marketing 
teams in each country, and then extended to an aggressive 
quarterly promotional calendar focused on the forecourt. Being 
fuel-centric since the advent of the automobile, our marketing 
programs focused on increasing fuel volume, a new fuel additive, 
packaged motor oil (inside the store), and sometimes fountain 
and roller grill features. The store side of the business was usually 
an afterthought. When considering the current state of forecourt 
marketing, it’s enlightening to look back at some of these 
promotional concepts and the high level of customer engagement 
and sales results that they generated.

Back then, marketing on the forecourt featured concepts like 
“Scratch-off, Instant Win Games” with prizes awarded in the 
store; “Grand Prize Sweepstakes” that tied-in with cruise lines, 
local QSR chains, or vacation destinations. “Self-Liquidations” and 
“Free Offer” promotions usually generated tremendous motorist 
participation.  A free glassware promotion that featured imprinted 
images of the oil company’s feline mascot moved millions of 
glasses and increased fuel sales by 25% during each promotion 
period. Most of the sales increases came at the expense of our 
competitors and temporarily disrupted the brand loyalty that they 
enjoyed with their customers.

These types of marketing activities are generally a thing of 

the past. Today with the advent of the Internet, social media, 
and mobile devices; forecourt marketing relies upon various 
manifestations of digital concepts with the objective of creating 
higher levels of motorist engagement. Initially embraced by one 
or two major oil companies in an effort to tangibly demonstrate 
brand value and continued relevance against sophisticated 
unbranded store operators, an entire “loyalty” industry has 
blossomed. A brief walk around the recent Upper Midwest 
Convenience and Energy show in St. Paul, Minnesota uncovered 
numerous distinct vendors, each offering a unique loyalty program 
approach. 

“Loyalty” has become as important an operational feature as fuel 
dispenser card readers or quality food service programs for small 
to mid-sized store operators to profitably compete in the market 
today. Given the clutter of so many branded and unbranded 
programs, the ability to increase new customers through a specific 
program is questionable. The best a store operator can expect 
may be for their loyalty program to help maintain a customer 
base and prevent competitive poaching. 

The initial objective of these programs is to build Brand Loyalty, 
whereby a customer will only purchase products from one brand 
or retail chain over all others. Once brand loyalty is achieved, 
the next objective is to move the customer to a higher level of 
engagement; Brand Affinity. At this level, the customer enjoys 
a personal, emotional relationship with the business, making it 
much more difficult for a competitor to break. A customer with 
Brand Affinity believes a particular store or chain is inherently 
superior because of the personal connection and bond that they 
have with it.

During the research for this article, I interviewed several branded 
marketers and discovered that most quality store operators tend 
to embrace up to three separate types of loyalty concepts:

• National Loyalty:  Oil company sponsored programs that 
encompass a specific fuel brand and include other third party 
sponsor businesses. Earned points from purchases at the 
various participating sponsors enable fuel price roll backs 
at participating c-stores.  Note: One of the marketer’s that 
I interviewed stated that his program was now enjoying 

Out andaboutBy Mark Radosevich 

Out and about
the industry

Forecourt marketing… 
yesterday, today and into the future.
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“double digit” levels of customer engagement, whereby ten 
or twelve percent of customers were regularly participating 
in the program. A program vendor confirmed that this level of 
engagement is typical across the industry. That still leaves a 
vast untapped majority on the sidelines, either because they 
haven’t yet enrolled or because they are not active in social 
media and may never be adequately engaged. 

• Internal Loyalty: Programs that provide rewards for store 
purchases made within the marketer’s c-store chain. Points 
are then accumulated for fuel price rollbacks or discounts in 
the store.

• Fuel Debit: Programs that enable a motorist to garner regular 
fuel price discounts by using a marketer’s proprietary fuel card. 
Once enrolled, the card is swiped at the pump and the price is 
automatically rolled back and the customer’s checking account 
is debited for the purchase. Fuel discounts tend to run between 
seven and ten cents per gallon.

Looking forward, it seems certain that forecourt loyalty programs 
are here to stay. Stopping them would be as difficult as an 
airline trying to unwind its frequent flyer mileage program. 
The challenge is to discover ways to capture a wider level of 

motorist engagement as the current reliance on social media, 
mobile devices, and the Internet motivates a limited customer 
demographic. Proactive marketers should consider employing 
some successful marketing concepts of the past and integrate 
them into their annual forecourt marketing calendars. This will 
help engage a wider range of customers and add some fun, 
excitement, and differentiation from competitive brands and 
programs. Current loyalty programs provide a good foundation, 
but in order for a company to garner Brand Affinity with its 
customers, a mix of the old and new may be required.

Mark Radosevich is a seasoned petroleum veteran serving 
both oil companies and wholesale marketer clients over his 
long career. He continues to be a strong industry advocate 
and trusted resource to his clients. 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.  

Brewer Hendley Oil Company ...........................Nancy Hendley
Valley Inventory .................................................Jack Link
Lewis Oil Company ............................................Wenda Lewis
Windecker Inc. ....................................................Brett Windecker
Vulcan Oil Co. .....................................................Todd Sutton
US Global Fuels ..................................................Rasheed Dhuka
Petroles Crevier ..................................................Jean-Francois Crevier
Seminole Tribe of Florida ..................................Carol Begelman
Wayne Fueling ...................................................John Vincent
Techquidation, Inc. .............................................Scott Arnold

WELCOME
CTPMA New Members
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Leadership Transition Plan…

A Business Requirement

continued on page 22

At Meridian, we are still amazed at the number 
of companies without a documented leadership 
transition plan.  While all of us may like to think 

we’re immortal, the cold, hard truth is that we aren’t, 
and we don’t get to pick which day is our last. So, let’s 
proceed with positive plans to keep any petroleum 
company viable after a tragic, unforeseen death.

First, it’s important to separate the concepts of ownership 
from management. Although they likely are one in the 
same presently at your company, they don’t necessar-
ily need to be in the future. So, let’s put the issue of 
ownership on the back burner and only identify the best 
people to run your company.

Using an organizational chart, identify all your key 
managers. A successful leadership transition plan needs 
to deal with each of the vital positions, not just the 
owner. Consider for each key position identified, if that 
person were incapacitated or passed away, how would 
their tasks be handled?

There are usually only two answers to this question — 
through an outside replacement, or through someone 
already within your company. If you don’t want to hire 
from outside, or think it would be too time-consuming 
and difficult, you most likely will immediately discover 
your company has completely ignored cross-training at 
the upper management level.

If so, you are not alone in this discovery. Because of the 
tremendous time pressures on upper management, plus a 
little territorial turf protection, cross-training is rarely done 
at most petroleum companies. If you plan to cover a vital 
position from current staff, however, you need to stop 
with the excuses and begin cross-training immediately.

For each key position, identify the logical number one 
back-up and ideally one other reserve back-up individual 
from within the corporation. If documentation of each 
key position has not yet been done, enlist the help of 
these key individuals to document the tasks and proce-
dures of their own positions.  

Realistically, you may find most upper management 
folks would rather have a root canal than document 
their activities, but if what they do is truly critical to the 
company, documentation must occur. This can even be 
done during the cross-training process with the person 
being cross-trained actually creating the position manual 
as they go.

If you find that you cannot cover key positions with 
existing inside personnel, then identify specific potential 
outside candidates. For instance, an owner without 
anyone ready and available to run his company may know 
competent, management-level industry friends at other 
companies that would relish the idea of running their 
own company. These people should be clearly identified 
in the leadership transition plan. Ideally, approach these 
folks ahead of time with your idea. They will typically be 
flattered at your confidence in them. Conversely, if they 
would have no interest in filling your shoes, it’s good to 
know that fact ahead of time so you can move on to the 
next candidate.

If you must hire from the outside, and if hiring that 
person could cause some financial strain to your 
company, consider life insurance to help offset the costs. 
It can be wise to insure your entire upper-management 
team. Tax code regarding life insurance premiums and 
proceeds is a moving target, however, so be sure to 
bring your CPA and life insurance professional into your 
planning process.

With each of your key management positions having at 
least one back-up identified and cross-training finished, 
the bulk of your succession planning is actually done. 
We haven’t even talked about ownership yet! See how 
putting the issue of ownership on the back-burner 
helped you sort out the management issues much more 
efficiently?

So now you are stuck with who should own your 
company. Thanks to Limited Liability Companies, 
however, we can now even separate voting from 
non-voting shareholders. If you have heirs who you 
would like to have ownership, but not voting rights in the 
company, an LLC will allow you this needed flexibility.

As you divvy up ownership, stay mindful of how voting 
could occur including any stalemates. If you have two 
children you intend to leave the company to, and you 
split the company up 50/50 to be fair to both kids, you 
would have a no-win position.

If you don’t have heirs, should you give the company to 
your key employees? Maybe, but maybe not!  Consider 
the financial impact on them, being especially mindful of 
any financial burdens such a transfer of debt. They may 
not be thrilled with your gift of ownership if they can’t 
make the payments. If your company is struggling with 
cash flow and debt under your management now, you 

By Betsy Bixby
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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 PVT Study, January 2017

  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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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 Oil Co.
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)

Hank Heithaus
Empire Petroleum Partners, LLC 
Dallas, TX 
(214) 379-7035
Chevron (retail)

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

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

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

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)
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Retail West Committee

2017-18 
Board of Directors

Commercial Products
Committee

2017

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)

Vince Sullivan
Sullivan Oil 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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continued from page 18

would not be doing your employees any favors by leaving 
them the company.

You may wish for your company to be sold to a specific 
outside party upon death. If so, execute an agreement 
now which specifies how the price will be determined, 
the terms of the sale, and the distribution of the 
proceeds.

Want to leave the company to a non-family member, 
but still want your family comfortable and taken care of 
properly after your passing? Then you need life insurance 
and some frank discussion with your family about what 
you are doing. This is where a third-party arbitrator can 
come in handy. Many professional arbitrators, attorneys 
and estate life insurance specialists are trained and skilled 
in helping you handle these delicate situations, keeping 
close family ties intact while doing what is right for your 
business and employees.

Leadership transition planning is the number one, most 
frequently postponed, vital business component. Force 
yourself to get started today. Make your list of key 
managers, then schedule a meeting with those managers 
to discuss succession. When that’s done, progress on to 
ownership. There will be the reward of a tremendous 
sense of relief, pride and comfort waiting for you 
when you complete the process. And your family and 
employees will be grateful.

Since 1991, Meridian has provided insight and services to 
over 3,500 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. 
Meridian is hosting Future Petro Owners, a petroleum 
event designed for current and prospective owners, on 
August 3-4 in Grapevine, TX. To find out what Meridian 
can do for you visit  www.AskMeridian.com or call us 
800-728-9005 for immediate assistance.

Introductions
Safety and Other Notifications
What is Merchandising
Retail is Retail
Merchandising Basics

• The 4 Fs
• Pricing
• Out of Stocks
• Blocking Gondolas
• Customer Pathways
• 3 Types of Purchases

Merchandising Case Study
Marketing Reps as a Resource with Retailers
Merchandising through the Eyes of  
the Customer

• Merchandising Shopping Trip – 1 hour offsite
Understanding Department Contribution

• Sales Numbers
• Gross Profit Generators
• Product Mix and Changing Product Mix

Product Offerings - Tools
• Top Sellers by Department
• How to Utilize the Top Sellers Tool

Action Plans
Adjourn - End of Day 1

Introduction to FasTrax®

• Take the Tour
• Customizing FasTrax®

FasTrax® Worksheet Exercises
• Inventory Turns
• Shelf Space Analysis
• Mix Percentage
• Inventory Analysis
• Coffee Costs
• Fountain Costs

Case Study Exercises for each Worksheet
Counseling Retailers with FasTrax®

Action Plans
Adjourn – End of Day 2

Becoming a Merchandising Resource with FasTrax® Professional:  
A Management Tool – Workshop Overview – 2 Day Agenda

COMING OCTOBER 2017 – SACRAMENTO, CA

Save the date!

Day 1 – 8 a.m. – 4 p.m. Day 2 – 8 a.m. – 3 p.m.

W O R K S H O P S
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Order Now!
1-800-543-9698   |    affinityapparel.com/login

SUMMER IS AROUND 
THE CORNER... 

Refresh your store image with
NEW UNIFORMS!

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



www.ctpma.net

Change Service Requested

NEWS
An Association of Independent Petroleum Marketers

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

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

Mark Your Calendars...

July 20-24 Florida Marketers Sunshine EXPO, Orlando, FL

Sept. 5-7 Pacific Oil Conference, Los Angeles, CA

Oct. 2017  CTPMA Retail Training, Sacramento, CA

Oct. 16-17  Chevron Retail Committees Meeting, San Ramon, CA

Nov. 6-8 Chevron Lubricants Momentum 2017, Amelia Island, FL

Nov. 20 CTPMA Executive Board Meeting, Phoenix, AZ

2017 CTPMA Meeting Dates


