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Planning Underway For 2018 
CTPMA Business Forum

Planning is well underway for 
CTPMA’s Business Forum & 
Tradeshow to be held during 
the summer of 2018.  Site of 
next year’s Business Forum is the 
Broadmoor in Colorado Springs 
Colorado July 22-25, 2018 so 
watch for more information in 
the next issues of CTPMA News 
for this event that is designed for 
Chevron and Texaco marketers.  
Next year’s Business Forum 
promises to be the best ever.  A 
blend of both keynote speakers 
and content-rich breakout sessions 
will make this a meaningful 
business conference for retail, fuels 
and lubricants marketers.
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Poor driving decisions could keep you and your 
employees from making it home S.A.F.E. today.
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Message from the President

Welcome Back…by the time you read this …
Summer will have been over, School will be 
back in session, the Football Season upon us, 
some of you may have even received some 
cooler fall weather. 

I always like this time of year . . . back to the 
ROUTINE of school, the ROUTINE that a football 
season can help create as well with Friday Night 
High School games, Saturday College Games and 
the Pro Games on Sunday…

But watch out…ometimes ROUTINE can lead to 
things becoming MUNDANE and then perhaps we 
have a tendency to not pay as much attention to 
details as we should. I had 2 things in particular 
that became too routine and mundane recently…
when I got around to looking at things, I had 
to straighten up real quick to get these 2 items 
handled (my point being I should have never have 
let these 2 items become routine, mundane). I 
should have been on top of them and given them 
the attention that they 
deserve. I shouldn’t have 
taken these for granted.

Business today requires us 
to be on top of things all 
the time. Things move too 
fast, changes happen at the 
speed of light, information 
gets exchanged before you 
know it…

We can’t treat things today 
as ROUTINE, we can’t let 
things we do today get 
MUNDANE. Business today requires our energy, 
our passion and our attention be at the top of 
our game all the time. We certainly can’t afford to 
take things in business for granted. 

Let’s make sure we don’t treat our CTPMA 
Association as ROUTINE. Let’s not just go thru 
the motions…or just check in once in a while …
or assume the association has it covered or that 
they can handle it…let’s not take CTPMA for 
granted. Let’s make sure we give our Association 
the time, energy and attention it deserves. So, 
when Anthony, our Executive Director calls you for 

help, or a fellow 
member reaches 
out- let’s answer 
the call. I promise 
the effort will pay 
off. 

We need to 
make sure that 
our various 
relationships 
with Chevron 
as our supplier 
don’t become 
ROUTINE or 
MUNDANE. They 
play a significant 
role in the success of our businesses. We play an 
important role in their business as well. Let’s make 
sure we give our Chevron relationships the time, 
energy and attention they deserve. Only then can 

then ask for the same reciprocity 
of time, energy and attention 
from them…this is how it works. 
So- let’s get to work and do the 
best we can. 

As I close this message, I want 
to encourage each of you if 
you are able and can to attend 
the local High School games in 
your areas- even if you don’t 
have kids of your own playing 
or participating in some respect. 
These young people need our 
support, need our presence, 

our words of encouragement. They need to see 
us participating in their activities. You may be 
surprised by how much you enjoy these events, 
seeing and meeting people you know and people 
you don’t know…hey, this is how it works …don’t 
take it for granted…

Maybe create yourself a good ROUTINE…just 
don’t let it become MUNDANE…

Keep Pushing…Be Safe…

Thanks, Mike

“
”

Business today requires 
us to be on top of things 

all the time. Things 
move too fast, changes 
happen at the speed of 
light, information gets 
exchanged before you 

know it
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I traveled recently to Chevron headquarters in 
San Ramon to meet some of the new members 
of Retail Management. The subsequent meetings 
with Chevron executives reminded me once 
again of how important relationships are to 
organizational success. Let me explain further.

The CTPMA board of directors is comprised of 
a good cross section of marketers from all over 
the country. There are 28 board members from 
Hawaii to Georgia to Florida to California. Some 
are very large, some small by today’s industry 
standards. Some are wealthy, some modest. 
Some are new to the industry; others are 
second- and third generation marketers. Some 
are single-line Chevron marketers, while some 
are multi-branded. Some are lubricant only, some 
lubricant/diesel only, some 
retail only, with most being 
full-line marketers. Some 
own a large number of 
retail outlets, others simply 
supply retail outlets owned 
by others. The point is that 
CTPMA consists of a very 
diverse group. Yet when the board assembles 
on your behalf to deliberate issues important 
to marketers and to CTPMA, there is a spirit of 
cooperation. Candid dialogue, yes, but with total 
respect for each other’s opinion. The result of this 
is an association that recognizes the importance 
of working together and close relationships.

Over the past few years, improved relations 
have been evident when CTPMA has met with 
Chevron executives. Issues have been presented 
in a manner that is professional, positive, honest 

and forthright. 
These issues are 
well thought out 
and are important 
to marketers, their 
livelihood and survival. My recent meeting in 
San Ramon led me to conclude that Chevron 
realizes this and understands too that for 
Chevron to reach its business plan objectives, 
marketers are a key component. The best and 
most fundamentally sound manner in which to 
proceed is to recognize differences and work 
through them, keeping in mind that strong 
relationships conquer a lot of conflict. CTPMA 
and Chevron are on a track where this is 
understood and is happening.

Relationship development 
and progress requires an 
understanding of differences 
and a willingness to reach 
common ground. It also 
requires strong leadership. 
CTPMA continues to have that 
with our current President Mike 

Simmons, who is focused on improving relations 
with members, associates and Chevron. He is a 
good listener, hard worker, insightful and very 
responsive-he is tireless in this regard.

Dear Fellow Marketers

“
”

Over the past few years, 
improved relations have been 
evident when CTPMA has met 

with Chevron executives…

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

See us at the 
NACS Show
Chicago, Oct. 17 – 20th, 2017
Booth Number 3859
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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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Havoline® High Mileage Synthetic 
Blend Available – New 0W-20 Grade
Chevron has also developed new, synthetic blend-formu-
lated Havoline High Mileage Motor Oils that are available 
to order. They are formulated to maintain the condition of 
seals and gaskets, provide outstanding deposit protection, 
while providing excellent oxidation protection and volatility 
control. Designed for the unique needs of older and newer 
cars, pickups, SUVs and vans that have accumulated 75,000 
miles or more, they can be added to and mixed with other 
full synthetic, part synthetic and conventional motor oils.

Noteworthy points:

• Each product meets or exceeds: API SN, Resource 
Conserving and GF-5

• Viscosity grades include: 0W-20 (new), 5W-20, 5W-30, 
and 10W-30

• This will be a rolling change

• Current conventional, Havoline High Mileage will be 
sunset upon inventory depletion

• No change in small pack UPCs (except for the new  
0W-20 viscosity grade)

• Synthetic blend is a descriptor, it is not part of the  
product name

• Available in Canada in drum, 
bulk, and PitPack 

• New product images are 
available in MarcomCentral 
for customer websites

• All marketing materials will 
be updated accordingly, 
including: images, digital, 
print, marketing collat-
eral, Chevron Signage & 
Merchandising Center items, 
PitPack labels, etc.

Our research has shown that 
consumers are most interested in prolonging the life of their 
vehicles. These new Havoline High Mileage Motor Oils with 
Deposit Shield Technology can give consumers the confi-
dence their vehicles will ‘keep going’ for years to come.  

Along with the improved formulation inside the bottle, we 
have enhanced the package too. We updated the labels and 
are changing the small pack bottle color from red to gold, 
which aligns with the premium formula inside. 

Jugs Available for Delo® 400 XLE 15W-40 
Chevron’s Delo® 400 XLE 15W-40 is available to order in jugs. The API CK-4 heavy duty engine oil is specifically 
formulated for on-highway applications, including 2017 greenhouse gas (GHG 17) compliant diesel engines with 
lower CO2 emissions. 

Like all of our CK-4 products, Delo 
400 XLE 15W-40 is formulated using 
our ISOSYN Advanced Technology, 
which is the combination or our 
outstanding formulating expertise, 
unique high-performance additive 
chemistry, and premium base oils 
that extend the durability of critical 
engine parts.

Jugs are also available for the other CK-4 and FA-4 products below: 

• Delo 400 XLE 10W-30 
• Delo 400 SDE 15W-40
• Delo 400 ZFA 10W-30 

The full product lineup for Delo 400 SP 0W-30, XSP 5W-30 and 5W-40 is scheduled to roll out later this summer. 
Stay tuned for the announcement of the premiere of those products in Chevron’s CK-4 portfolio.
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Gas Prices Leveling Off After  
Steep Decline
According to analysts at GasBuddy(1), gas pricing 
through the end of 2017 will probably continue 
to drop a little after the summer high (following a 
typical seasonal pattern). Overall, prices have been 
declining year over year since 2012. GasBuddy’s 
fuel outlook report stated a near-consensus about 
the reason, “the primary cause for suppressed 
U.S. gasoline prices has been the decline in crude 
prices; the substantial and consistent downward 
pressure on global crude oil caused by the global 
imbalance that is maintained and strengthened by 
all parties involved.”

However, 2017 is expected to end with an 
average national price that is 36 cents above the 
average price in 2016 and more in line with 2015 
levels. It’s a modest bump that represents $52 
billion in additional fuel costs for motorists over 
the course of the year. There’s no telling how 
long the plateau may continue. But it does signal 
a pause in the precipitous drop that started five 
years ago.

More Motorists Will Rack Up  
Road Trip Miles
That’s the outlook according to Ford Motor 
Company in their recent white paper for 2017(2). 
They found that 10% more families are planning to 
take a road trip compared to last year. And the good 
news for gas stations is that the reasons people 
are traveling by car will likely strengthen over time. 
Many Gen X vacationers insist on creating their own 
itineraries, and this independence is best achieved 
when traveling by car.

Seventy two percent of Millennials are enamored 
with novel experiences more than material stuff—
and they are roaming across the U.S. to rack up 
those adventures. While youth are excited to hit 
the open road and Instagram every moment, 
parents are using road trips to get away from 
technology and reconnect with their kids. All 
these demographics are looking for ways to hit 
the road and will help drive gas consumption now 
and in coming years.

What’s Down the Road 
for Gas Stations and 
Convenience Stores?

By Wolfgang Manz, President & CEO, PWM Electronic Price Signs

The landscape for gas stations and convenience stores has long been subject to 
upheaval. Fuel price volatility, consumer travel and spending habits, and technological 
transformations all impact this industry in substantial ways. For store owners, the 
difference between success and failure is often the ability to foresee and proactively 
adapt to change. And that means having access to good data. From short term 
changes to long term shifts, here are a few predictions to keep an eye on in the 
coming months and years.
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Consumer Demand for Healthy Snacks 
Continue to Rise
While soft drinks, chips, and sweet snacks 
continue to be hugely popular in convenience 
stores, the hunger for healthier options has 
turned out to be more than just a fad. According 
to CStoreDecisions.com(3), chains like Pilot 
Flying J are creating their own lines of healthy 
menu options with proprietary brands like “PJ 
Fresh Marketplace” and even offering made-to-
order sandwiches. Other convenience stores are 
reaching out to third party supplies of premade 
foods including salads, wraps, fruit cups, and 
more. Gluten free, allergen-friendly options 
are on the rise, and stores are learning to label 
healthier options in eye-catching ways to attract 
the more nutrition-conscious customer. On a 
side note, since Millennials love self-service, the 
whole in-store kiosk trend that’s been talked 
about for the last decade might really start to 
see a surge of interest(4).

More Gas Stations Will Start Charging 
Electric Cars
The fuel and retail sectors are starting to seriously 
consider how to capitalize on the fact that electric 
cars are here to stay. Since profits are about 
in-store sales rather than fuel sales anyway, it’s 
vital for the ongoing health of the convenience 
store model to ensure that consumers have a 
reason to stop in.

Technology is one part of the equation. New 
charging stations like the liquid-cooled 400 kW 
DC charging station from Chargepoint will make 
it possible to give consumers a 100 mile range 
with just 15 minutes of charging(5).

Solar powered charging stations will allow some 
convenience stores to directly generate the power 
they sell to motorists—shifting the dynamic 
away from dependence on fuel suppliers and the 

ups and downs of the oil market (Total is already 
putting a solar-charging plan into action). Shell 
has also announced that charging stations will be 
deployed in Britain and the Netherlands in 2017(6). 
The U.S. is sure to follow as electric cars continue 
to gain popularity. Consumers will be spending a 
lot more time inside convenience stores per visit 
since even rapid charging takes much longer than 
pumping gas. This means store proprietors will 
have much more time to sell, sell, sell.

While speculation abounds regarding the future 
of gas stations across America, one thing is 
certain. Motorists will always need a place to 
recharge and refuel no matter where they go 
or what they drive. Businesses that keep their 
focus on giving these consumers what they want 
should do well.

References:

(1) http://fuelinsights.gasbuddy.com/Content/docs/2017fueloutlook.pdf
(2) http://issuu.com/fordmotorcompany/docs/are_we_there_yet__ford_explores_the?e=29451691/48237611
(3) http://www.cstoredecisions.com/2017/07/07/meeting-healthy-foodservice-demands/
(4) http://www.cstoredecisions. com/2016/12/28/technology- trends-ahead-2017/
(5) http://charged.io/top- electric-car-trends-ces-2017/
(6) https://electrek.co/2017/02/01/shell-electric-vehicle-chargers-gas-stations/
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CTPMA Launches Retail Marketing 
Training Workshops

W O R K S H O P S

Following up on the popular and well-received 
retail marketer workshop held last July at the 
2016 CTPMA Business Forum, CTPMA has launched 
a dealer representative training workshop for 
Chevron retail marketers and their employees. The 
first training workshop will be held October 10-11, 
2017 in Sacramento, CA., dealing with “Becoming a 
Merchandising Resource.” This program which will 
be scheduled in the Western US after the summer 
is for all jobber dealer representatives (experienced 
or new) and their field sales supervisors. Marketer 
principals are also invited to attend.

Becoming a Merchandising Resource 

The workshop training components and deliver-
ables, designed to develop dealer representative 
skills to improve their dealers’ business viability, 
include:

• Understanding the basic merchandising principles for the 
convenience store industry. 

• Merchandising Case Study: To better understand the 
financial commitment and profitability in a store. 

• Merchandising Shopping Trip: An off-training site field 
trip for all participants to understand merchandising 
through the eyes of the customer.

• Using basic business formulas to understand how a 
category or department contributes to the overall profits 
for a dealer. 

• Learn what tools are available to dealer to determine Top 
Department sellers. 

• FasTrax® Professional Software ($150 value) will be 
provided and used extensively in Day Two. 

• FasTrax® case study exercises for each of the following:

◊ Inventory Turns, shelf Space analysis, Mix percentage, 

◊ Inventory analysis, coffee costs, fountain costs.

• How to use FasTrax® as a counselling resource for the 
dealer. 

Dealer representatives will receive and 
learn the following:

• FasTrax® Professional Software will be supplied to 
conduct trend analysis in multiple business areas: fuel 
sales and margin impacts, store sales, labor costs and 
other operating costs.

• Tools to coach dealers on business basics of an effective 
retail operation.

CTPMA plans to develop training classes on 
other retail marketing program subjects. 

Watch for additional scheduling 
announcements or contact the CTPMA office 

for further information.

REGISTRATION IS NOW OPEN.

VISIT CTPMA.NET TO REGISTER ONLINE.
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HELP PUMP UP SALES
†

 
and foot traffic at your station
with Chevron and Texaco Techron AdvantageTM Cards

Tell your Retailers and Station Managers  
about the Techron Advantage Cards today 

Email us today at CardSupport@syf.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.”

 1  For new accounts: As of 7/1/2017, Variable Purchase APR is 27.99%. Minimum interest charge is $1 for the Visa Card and $2 for the Credit Card and Premium Card.

 2 Data fees may apply.

 † RF Insights Team: Chevron PVT Study, January 2017

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

  VISA is a registered trademark of Visa International Service Association and used under license.

•  Earn 3¢/gal.* in Fuel Credits every fill-up, every time 
at Chevron and Texaco stations 

• No annual fee1

• Zero Fraud Liability

• Online and Mobile Account Management2

Cardholders enjoy great gas rewards and much more
304651ynr01_VISA_DUAL_Sm.ai DM

All with $0 processing fees!

Greater customer loyalty† More sales at the pump† Increased station revenue†

Encourage your sales team to promote the Techron Advantage Cards
Then look forward to:
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Let me start out by telling you that I recently returned 
from a strategic planning session with a client last 
week. And it absolutely hit me over the head how 
much that company’s employees knew but weren’t 
sharing. So please allow me to give you the essence of 
that recent experience and then translate my experi-
ence into some useful steps for you.

As part of the planning process with this client, I asked 
them to gather up a mixed team of both management level 
and first line, customer level employees. The company was 

primarily in wholesale fuels and lubes, 
so the mix included drivers. As I 

engaged the team in the vari-
ous pieces of the planning 
process, the tankwagon 
driver mentioned how 
long it was taking to load 
at two of the company’s 

bulk plant locations. The 
corporate headquarters 

staff seemed to realize 
and acknowledge 

there was a problem, 
but the thought 
was that overhaul-

ing two old bulk 
plants was more 
of a capital 
project than 
anyone wanted 
at this time. The 
comments went 
noticed but not 
acted on.

By the next day, 
further into the 

planning process, 
the driver again talked 

about the wait times, but he 
took it one step further, he 
told them how little it would 
take to fix the problem. He 
wasn’t talking entire bulk 
plant or rack rework, it was 
a matter of changing out 
some pumps, hose sizes, 

etc. Now I wish you could have seen the looks on the head-
quarters staff. First there was the delight that something 
costing the company dearly in efficiency (and payroll) could 
be fixed so easily. But I also saw the recognition of “gee, why 
couldn’t we have known this a year ago!” The ROI on this 
project will likely end up recouped in less than three months!

Now check in with your reaction to this story. Did you:

1. Wonder what costs are lurking hidden in your business?

2. Just have the realization you rarely ask your front line for 
honest feedback?

3. Think to yourself, “that could never happen to us”

First let me deal with number three. My experience with 
the smartest execs I know is that they are always seek-
ing improvement, no matter how small. If you are in the 
fortunate position of having an incredibly efficient business, 
think of what I’m about to explore with you as simply “fine-
tuning” your race car’s engine. If you answered with #2 or 
#3, first let me reassure you that you are in the majority!  

So here are ways you can tap into the knowledge and 
experience of your front line:

1. Get personally out to the front line. As your company’s 
leader, there is nothing more vital than rubbing elbows 
with the people that are face to face with your customers 
day in and day out and doing it on their turf. Ideally, if you 
can do their job, jump in there and do it occasionally to 
more fully understand. If you can’t do their job, be along 
side them – for example, take a day to ride with a tank-
wagon driver to see what he goes through during his day 
from the truck safety inspection in the morning, to loading 
to his deliveries and paperwork. How long has it been 
since you were at the rack to see what goes on?

2. Periodically take top, front-line personnel for a one-
on-one thank you meal.  This should be a one on one 
time to sit down with a great employee and draw out their 
feedback as well as recognize their effort. Take them to a 
restaurant where they will be comfortable (not your Private 
Club!) Find out about their family, their goals, and then 
how you can make their job easier. The smartest leaders I 
know make this a monthly habit, with equal importance to 
their monthly manager meeting.

What Your Employees 
Aren’t Telling You

By Betsy Bixby
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3. Involve front line personnel in meetings and strategic 
decisions. Thinking of new software, new systems, new 
sites, new capital improvements? Invite front line employ-
ees to the planning meetings and involve them in the 
purchase decisions. You’ll get valuable, practical feedback 
and already have buy-in when it comes time for implemen-
tation. When I go on-site with a company for my two-day 
planning sessions, I insist on including front-line workers in 
the strategic team.  It’s amazing the value and perspective 
they bring to the planning process.

4. Pay cash for great ideas. Are you paying employees cold 
hard cash for great ideas? Consider what could happen if, 
for instance, you paid a 5% cash bonus for great revenue 
producing and cash saving ideas? Yes, this is a “program” 
and yes, it needs administration – good ways to get ideas, 
a team to review ideas monthly and determine profit 
impact, but think of what you might discover! And some 
companies get further leverage by paying the Good Idea 
Bonus in two increments, one at the time of implementa-
tion, and the other a year later based on profit produced 
after one year which encourages retention. 

5. Model, support and endorse continuing education. 
There is nothing that sparks motivation and creativity 
(for yourself and your troops!) than getting away from 
work and in a learning environment, sharing ideas with 
people from other companies and even other industries.   
Model your education commitment by attending thought-
provoking education. Check out www.bestpetroevent.com 
for video of owners and CFOs who attended one of our 
learning events and their discoveries.

Just as important as what you should do is what not to do. 
Here are just two that I’ve seen kill employee idea involve-
ment:

1. Don’t be the inspector. Some execs think face to face 
interaction with front lines means showing up at periodic 
inspections of sites or stores.  Exec inspections are usually 
counter-productive. If an inspection is preannounced, 
everyone cleans up their place and is on best behavior. 
Worse yet, you are seen as the bad guy looking for what 
is wrong rather than the good guy trying to make things 
easier for them. The solution is to use other staff or outsid-
ers for inspectors or mystery shoppers, keeping your main 
goal SERVING your employees, not inspecting them.

2. Don’t use a typical suggestion box. Why? Most times 
they flat out don’t work. People don’t input, and when 
they do, there is no mechanism for feedback.  Even if a 
company gets a few great ideas, if the submitting employ-
ee doesn’t see their suggestion implemented quickly, they 
think it’s being ignored.  After this happens a few times, 
employees quit making suggestions.

Thriving in today’s business environment of constant change 
requires an entire team effort. If you are serious about 
serving your customers, then get even more serious about 

tapping into the needs and ideas of your front line. I love 
what Mac Anderson, founder of Simple Truths and Successo-
ries, Inc. said, “Stand with them, not above them” and Ben 
Franklin when he said, “To be humble to superiors is duty, to 
equals courtesy, to inferiors, nobleness.” May we all discover 
a more nobleness in our quest for building better companies.

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 prof-
its.  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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The tanker driver was making a right turn on a road he 
traveled every day. This time, however, he could feel his 
load shift, his tank lift, and suddenly the entire transport 
was lying on its side. The truck and tank were totaled, 
and leaking fuel required environmental clean-up. The 
driver was not injured, but he was cited for excessive 
speed for the conditions. One moment of unsafe driving 
resulted in a $250,000 insurance claim.

Rollover accidents like this one happen far too often in 
the petroleum industry. The tractor, tank, and load are 
usually total losses. Oftentimes, the driver is seriously 
injured or killed. 

What causes rollovers to happen?
Some causes show up frequently in accident investiga-
tions. There are four common reasons for tanker acci-
dents: Speed, Attention, Fatigue, and Emotion (S.A.F.E.). 
Individually, these factors can cause a rollover; in combi-
nation, an accident becomes almost a certainty.

• Excessive Speed requires quicker reaction and makes it 
difficult to recover from shifting loads. 

• Lack of Attention takes the driver’s eyes and mind off 
the road. 

• Driver Fatigue slows reaction times, while equipment 
Fatigue can add to vehicle instability. 

• Emotion can influence a driver’s response to his or her 
environment. 

How can petroleum haulers prevent rollovers?
First and foremost, companies need to hire qualified 
drivers. At a minimum, review potential drivers’ motor 
vehicle records, and consider drug tests and background 
and reference checks as part of your hiring practices. 

Next, tell drivers about the effects Speed, Attention, 
Fatigue, and Emotion can have on their driving. Explain 
the consequences of taking corners too fast, answer-

ing phone calls, driving while fatigued, lack of proper 
vehicle maintenance, or being overly emotional behind 
the wheel. Stress the importance of being completely 
focused on driving. 

Specific driver training can also include  
these points:
Load surge dynamics. Discuss how the make-up and 
distribution of the load impact stability: In general, a 
fully loaded tank is more stable under normal driving 
conditions and handles much differently than a partial 
load. Since partial loads are also impacted by load loca-
tion—front, middle, or back compartment—filling and 
emptying tanks also factors into stability. As deliveries 
are made, tank stability changes. Drivers should know 
their route and fill their tank compartments accordingly. 
Unloading compartments in a specific sequence can help 
stability.

Off-tracking and emergency situations. Speed manage-
ment can help the driver maintain control in emergency 
situations. Explain fluid-load surge on braking, or the 
effects of swerving to avoid a collision. Proper speed 
also keeps the wheels on the road during turns, and 
reduces the effects of off-tracking (i.e., tank tires 
running over a curb, median, or roundabout).

Distractions. Distracted driving is an epidemic on the 
nation’s roads. Not only must petroleum haulers stay 
focused on driving, they must also stay alert for other 
motorists who may be distracted. Large truck maneuver-
ability and stopping ability can’t match smaller vehicles, 
so maintaining focus behind the wheel can help drivers 
avoid sudden, reactive situations.

Tanker rollover awareness training materials (which can 
also help businesses comply with DOT special training 
requirements for cargo tank drivers) is now available to 
Federated Insurance clients. To learn more, contact your 
local Federated Insurance representative.

Understanding S.A.F.E. Driving

This article is for general information and risk prevention only and should not be considered legal advice. The recommendations presented may 
help reduce the risk of loss but are not guaranteed to do so. The information herein may be subject to, and is not a substitute for, any rules or 
regulations applicable in your state. Coverage for claims will be determined solely by the facts of the claim and the terms of your policy. Quali-
fied counsel should be sought with questions specific to your circumstances. © 2017 Federated Mutual Insurance Company.
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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!

As of July 1st, Havoline® ProDS® Full Synthetic Motor Oil with GM’s dexos1™ Gen 2 
specification is now available on a rolling change! We will sell through existing inventory 
before fulfilling orders with the new dexos1 2015 product, but customers should expect to 
see the new product soon. Havoline ProDS Full Synthetic Motor Oil with GM’s dexos1 Gen 
2 specification delivers the highest levels of protection against engine wear-out of any 
motor oil Chevron has ever offered. This is new motor oil, with new chemistry and new 
formulations to meet the industry’s latest and most exacting standards. 

It delivers fast lubrication during startup and outstanding protection against all kinds of 
wear – heat, pressure, corrosion, acid, abrasion –  throughout even the most extended 
automaker-recommended oil change intervals.  

Old to new product codes:

Marketing materials for Havoline ProDS Full Synthetic are being updated and will be available soon.

New Havoline® ProDS® Full Synthetic 
Motor Oils with GM dexos1™ Gen 2

Product Old New

Havoline ProDS Full Synthetic 0W-20 223501 223506 dexos1:2015

Havoline ProDS Full Synthetic 5W-20 223502 223727

Havoline ProDS Full Synthetic 5W-30 223503 223507 dexos1:2015

Havoline ProDS Full Synthetic 10W-30 223505 No change
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DM2 Partners with DocuSign to offer eSignature and On-demand Forms Solutions  
DocuSign® apps help petroleum marketers get approvals and agreements completed in hours, not days  

 
VANCOUVER, WA, August 21, 2017 — DM2 Software, Inc., a leading provider of software solutions 
for petroleum marketers, is pleased to announce it has partnered with DocuSign to provide an integrated e-
signature and on-demand form solution. By integrating DocuSign eSignatures and PowerForms 
applications with DM2’s Petroleum Insights CRM system, marketers can quickly and securely upload and 
send Microsoft Word, PDF, or other common document formats from their CRM document library for 
business partners, customers, employees, prospects, etc. to sign and store in CRM. DocuSign eSignatures 
assists by sending reminders and giving marketers the ability to check signing status at any time.  
DocuSign’s PowerForms application goes one step further to eliminate paperwork and document 
preparation time by creating on-demand, self-service eforms and documents for signature.  DM2’s interface 
eliminates the time required to manually upload and export documents as well as data to and from 
Petroleum Insights CRM.   
 
“We’re excited to partner with DocuSign to provide marketers with an eSignature and on-demand forms 
solution that’s fully-integrated with their CRM systems”, said Colin Chambers, DM2’s Director of CRM 
Solutions. “Capturing signatures for sales orders and agreements is one obvious use but many of our 
customers use Petroleum Insights CRM for much more than just traditional sale force automation. Using 
these DocuSign applications in conjunction with Petroleum Insights CRM’s workflow automation to reduce 
one of our customer’s credit application approval time was what originally drove this project.” 
 
With DocuSign eSignature and PowerForm applications, DM2 customers can now spend more time selling 
and servicing customers by eliminating the time associated with generating, distributing, following up on 
and waiting for credit applications, sales order forms, NDA, releases, waivers, etc. 
 
 
About DocuSign, Inc. 
 
DocuSign® is changing how business gets done by empowering anyone to send, sign and manage 
agreements anytime, anywhere, on any device with trust and confidence. For more information, visit 
www.docusign.com, call +1-877-720-2040, or follow us on Twitter, LinkedIn and Facebook. 
 
About DM2 Software  
 
DM2, a Sage Software Development Partner and Reseller since 1991, uses Sage 100 and Sage CRM, to 
develop, sell and support Petroleum Insights, a fully integrated accounting/ERP and CRM system designed 
specifically for petroleum marketers. DM2’s Petroleum Insights system offers all of the core financials, 
fuel, lubricants, home heat/propane, cardlock, c-store, supply chain automation, advanced business 
analytics, customer relationship management, human resource, fixed assets, paperless office and 
ecommerce modules petroleum marketers need to manage and grow their businesses. For information on 
DM2 Software products and services, e-mail sales@dm2.com, call (800) 866-5151, or visit at 
www.dm2.com.  
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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
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The consumer automotive ATF market is 
complicated with all the different OEM 
specifications. Professional installers want to 
minimize complexity, which has driven demand for 
multi-vehicle ATF products. To support this, we are 
excited to share with you results of some new ATF 
field test work that reinforces the superior quality 
and versatility of Havoline® Multi-Vehicle ATF 
products, and the role each product can play for 
your professional installers.

The videos demonstrate amazing field test results 
for Havoline Full Synthetic Multi-Vehicle ATF and 
Havoline Global Multi-Vehicle ATF. You will see the 
outstanding condition of all the different parts 
of the transmissions from tests conducted in the 
extreme climate conditions of the Nevada desert. 

Both videos feature Jack Zakarian, Independent 
Consultant and Driveline Lubrication Expert, 
along with Chevron’s own Scott Deskin, Chevron 
Lubricants Driveline Scientist, examining the critical 
transmission parts after two Desert Cab taxis 
traveled 100,000 miles without a flush or top off – 
that’s double the typical drain interval under severe 
conditions!

Havoline® Full Synthetic Multi-Vehicle ATF 
delivers excellent oxidation, sludge and deposit 
control, super shifting performance, excellent 
wear protection and resistance to corrosion. It is a 
licensed DEXRON-VI product and ideal for vehicles 
for vehicles still under warranty. Havoline Global 
Multi-Vehicle ATF provides similar exceptional 
performance, comparable to a full synthetic, 

OEM-branded fluid, which is ideal for vehicles no 
longer under warranty.

Viewers will see clean hydraulic valve bodies, 
sun gears, and clutch packs, among other parts 
carefully examined by Jack and Scott. You can see 
from the image below that the parts show no signs 
of wear, and appear as if they could easily last 
another 100,000 miles.

If the parts look this great after these grueling 
tests, consumers can be assured their investment is 
protected by Havoline. Share the teardown videos 
with customers and prospects so they can see for 
themselves. Field test videos like these present a 
great opportunity to convert ATF business, and 
they reinforce the purchase decision for existing 
customers.

The videos reside on the Havoline YouTube channel 
– the easiest way to share them. The videos are 
great to share with prospects, owners, operations 
managers, store managers, customers that have 
experienced ‘come backs’ from using lesser quality 
products, existing customers for employee training, 
TVs in shops, and on a loop in waiting rooms. 

Havoline You Tube: https://www.youtube.
com/user/HavolineProtects

Field Test Videos for Havoline® 
Multi-Vehicle ATF Fluids
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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!  



Multi-state MLP’s and other large fuel supply 
aggregators, coupled with the expansion 
of sophisticated multi-store chain operators 

continue to apply relentless pressure on small to 
mid-sized fuel marketers to maintain fuel volume 
from a diminishing stable of viable dealers.   To survive 
and prosper in this highly competitive environment, 
marketers must begin to proactively adjust their dealer 
relationships.  The days of branding up dealers and 
reacting when one fails an image mystery shop are 
ending.  

This business reorientation becomes more essential 
in light of the lucrative supply deals that the major oil 
companies are offering to build their respective brands 
in the marketplace.  They 
have strategically placed the 
wellbeing of their brands in 
the hands of their marketers, 
offered lucrative incentives 
to motivate new and existing 
dealers to enter into long term 
commitments, and in some 
cases have been willing to 
remit these brand incentives 
out to the end of the 
contracts.  This is the “push” 
side of the brand building equation.  On the “pull” side, 
they have stepped up their brand marketing by offering 
programs designed to garner motorist engagement and 
loyalty, thereby further benefiting the company, their 
marketer and dealer stakeholders.

The current retail branding environment now entails a 
higher level of marketer and dealer commitment. Oil 
companies have a tangible expectation of reciprocity 
on the part of both marketers and dealers to hold up 
their end of the brand building bargain.  No longer are 
dealer image score failures met with a simple slap on 
the wrist and a promise to get better.   Marketers that 
fail to properly manage their dealers, and dealers that 
fail to consistently maintain image standards and service 

expectations run the risk of a de-brand notice, resulting 
in expensive incentive money recapture and volume 
commitment erosion.  

This lends credence to something that I’ve been touting 
over the years; the creation and implementation 
of “dealer development programs,” whereby the 
relationship between marketers and dealers moves 
beyond a simple and sometimes confrontational fuel 
pricing/delivery model to a more proactive win-win 
business relationship.

The first step is for marketers to embrace the need to 
reorient how they interact and support their dealers, 
and then commit the time and manpower to properly 
develop a comprehensive program.  In the beginning it 

won’t be easy, as dealers are typically 
an independent and skeptical bunch, 
generally resistant to change, hard 
to motivate and used to the status 
quo.  Thus, expectations of short 
term success should be tempered 
by taking a long term view and 
embracing the development program 
as the new normal for future dealer 
relations.

The next step is to convene a 
series of uninterrupted meetings whereby the team 
takes a pragmatic view of the overall business and 
discusses strengths, weaknesses and opportunities to 
foster closer ties with the existing dealer network and 
ways to proactively enlist new dealers.  The team is 
comprised of sales management and select sales and 
operational personnel.  A free and open dialog should be 
encouraged, with the imposition of preconceived notions 
or undo influences avoided.

Discussion should focus on inexpensive tools and 
techniques that can deliver “added value” to the 
ongoing dealer business relationship.  Once defined, 
these tools (or tactics) are packaged into a program that 

Out andaboutBy Mark Radosevich 

Out and about
the industry

Building Brand Equity is a Team Effort

The first step is for marketers 
to embrace the need to 

reorient how they interact 
and support their dealers, and 

then commit the time and 
manpower to properly develop 

a comprehensive program.
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helps set the business apart from other fuel marketers.  
Printed presentation materials are created to assist sales 
teams with the implementation of the program to the 
respective dealers.  Branded product delivery is simply 
the foundation of the support offered by the company to 
help promote dealer success.  

Program tactics may include the coordination of dealer 
participation with training programs offered by state fuel 
marketer associations or product vendors.  This training 
can focus on any number of topics, including theft 
deterrence, store merchandising and fuel management, 
to name just a few.  Have the sales team ask their dealers 
what type of training would be valuable to them.  Pick 
topics that have a direct application to a single site retail 
operation.  Once the various topics have been decided, 
create an annual training calendar as part of the overall 
program presentation materials, to foster program 
legitimacy and motivate dealer participation.

Another potential tactic may include the coordination 
of financing for needed dealer upgrades using available 
brand incentive monies.  Consider tying in with an 
established equipment leasing company to create and 
incorporate a customized program as an approved tactic 
within the overall program.  Other tactics may include 
enlisting the services of site survey companies to support 
new-to-market dealer projects.  These are just a few of 
the many potential dealer support tactics that a fully 
engaged marketer development team could define and 
package into a unique marketer-specific program.

The overall objective is to focus the new marketer sales 
process on the added value that a long term business 
relationship will deliver to their respective dealers.  
This will also tangibly demonstrate key stakeholder 
commitment to building brand equity, fostering 
improved dealer loyalty and mutually enhanced business 
performance, while putting image score failures in the 
rear view mirror.

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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How many checklists does your company use? There seems 
to be a checklist for everything these days. There are 
checklists for job duties and tasks by job title, function, 

department and business processes. There are checklists of Do’s 
and Don’ts, and what to say and what not to say. That’s a lot 
of checklists. I know how valuable checklists are for ensuring 
consistency and predictability. Consistent job performance 
depends on keeping the arrows in balance and in the proper 
direction. Where would we be without checklists?

The Downside of Checklists
The downside of checklists is that they intentionally induce 
mindlessness. We just have to follow the steps and not think 
about them. This way of thinking suppresses innovation 
and creativity because everything has to fit neatly within the 
confines of the checklist. The important thinking has already 
been done by the checklist designers. When we follow 
checklists and procedure manuals, we disengage our 
active thinking processes, just the reverse of the inquiring 
mindset that generates insights. Checklists and procedures 
ensure predictability. A checklist mentality is contrary to an 
exploratory, curiosity-driven mentality. The primary job of any 
organization is to produce good products and outcomes, 
not to avoid errors. Management controls are necessary 
for any well-run enterprise to increase predictability 
and reduce errors. Excessive management controls, 
however, get in the way of insights and fresh, 
new innovative thinking because they impose 
costs – time and effort – for making changes. A 
checklist mentality is contrary to exploratory, 
curiositydriven mentality.

A New Checklist
The upside of checklist is that they 
ensure tasks and duties get done, 
and get done in a consistent manner. 
Checklists are a great tool to get all 
employees, regardless of shift, on 
the same page with a common goal: 
completing the checklist as designed. 
Consistency is a good thing. Lack of 
new insights prevents innovation – and 
that’s a bad thing. So here’s what I suggest. 
At the bottom of the page for all of your 
checklists, have a section titled, “A Better 
Way.” Encourage your employees while 
completing the checklist to think of a better to 
perform the task or job duty that the checklist 

is addressing. Have your employees write down their “Better 
Way” in the “A Better Way” section of the checklist. Your 
employees will need some guidance here, so here are five 
areas to help guide their thinking of how to come up with a 
“Better Way” of performing their jobs. The “Better Way”…

1. 1. Improves the customer buying experience
2. 2. Reduces expenses
3. 3. Speeds up the process
4. 4. Improves teamwork
5. 5. Improves efficiency

Encouragement
Toyota’s frontline employees average 500,000 quality 
improvements ideas every year on how to build a better 
Toyota vehicle. How many ideas did you employees give you 
last year? Forget, 500,000, I bet it was less than five; perhaps 

even less than one. Who knows how to perform 
the job better than the folks who perform it every 
day? You have to tap into your employee’s brains 
in order to have them: 1) thinking of better ways 
to perform their jobs, and improving overall store 
operations, and, 2) get them to voluntarily give you 
their ideas. Why is Toyota so successful in tapping 

into their employees brains for new 
ideas? Two reasons: Toyota expects it 
and reinforces it. You get what you 
expect. Explain to your employees 
that you need their help in making 
improvements in the five-areas 
mentioned above. Ask, and encourage 
your employees to look for better ways 
for getting things done that result 
in improvements in these five-areas. 
Finally, reinforce your employee’s efforts 
by always getting back to them on their 
new ideas. Let them know if you plan to 

implement their new idea, and if you’re 
unable to implement their idea, explain 

why. Finally, offer your employees a sincere 
thank you for helping you improve your 

business. What gets reinforced gets repeated. 
Who knows, maybe you’ll become the Toyota 

of the convenience industry. We can always 
hope right?

For advice you can quickly read and apply, go to: 
www.terrymckennabooks.com.

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

The Case Against Checklists
Helpful or Restricting?
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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 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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In the first edition in our RFS Point of Obligation series, we discussed the general RFS rules, this month we get 
more specific about RIN generation and RFS Compliance. When a renewable fuel producer like an ethanol produc-
tion facility or biomass-based diesel manufacturing plant produces a compliant renewable fuel, the renewable 
fuel producer registers the renewable fuel batch with the EPA through the Moderated Transaction System (EMTS). 
EMTS then creates the RINs associ-
ated with each gallon of that batch. 
Each RIN is a 38-digit number 
represented by the format shown in 
the box at right.

RINs start out attached to the 
physical gallon of renewable fuel. 
In the case of corn ethanol, the 
D6 RINs remain attached until the 
ethanol is blended with gasoline or 
until an obligated party acquires the 
batch or a portion of the batch. D6 
RINs are generated on a one to one 
basis for each gallon of ethanol. An 
obligated party or an ethanol blender can separate the D6 RINs from the physical gallons of ethanol. These sepa-
rated RINs can be kept for compliance or they can be bought, sold or transferred. RINs may be used for compliance 
in the year they are generated or the following year.

Biomass-based diesel (BBD) RINs are handled in a similar manner with the exception that the D4 BBD RINs can be 
separated immediately out of the production facility if the BBD is sold as 99% BBD. BBD has an equivalence value 
of 1.5 D4 RINs per gallon of BBD based on having a higher energy content than ethanol. Renewable diesel has an 
equivalence factor of 1.7, so 1.7 D4 RINs are generated in EMTS for each gallon of renewable diesel.

Each year EPA publishes the percentage requirements for obligated parties to demonstrate compliance. For 2017, 
the percentage requirements are as indicated in table shown below.

By the compliance date for 2017, obligated parties will need to 
calculate their Renewable Volume Obligation (RVO), in each of 
these four categories by multiplying the percentage by their gaso-
line and diesel production for 2017. For example, an obligated 
party with 100,000 gallons of gasoline production and 50,000 
gallons of diesel production would have an obligation for 2,505 
D4 or D7 RINS (150,000 times 0.0167). Similarly, the cellulosic RVO 
would be 260 cellulosic D3 or D7 RINs, the advanced biofuel RVO 
would be 3,570 advanced D3, D4, D5 or D7 RINs, and the renew-

able fuel RVO would be 16,050 renewable or any other higher (D3, D4, D5, D6 or D7) RINs.

Obligated parties would have until March 31, 2018 to demonstrate compliance with the 2017 RVOs. At the time 
of compliance, RINs used for compliance are retired in EMTS.

The RFS point of Obligation Part 2: 
How are RINs generated and RFS 
compliance achieved? By Michael Leister, Senior Associate

Stillwater Associates, LLC • stillwaterassociates.com
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FALL 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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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...

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


