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Message from the President

Hello Friends - I hope this newsletter finds you 
well and your summer is off to a great start!

I was fortunate enough to attend the PMAA Day 
on the Hill event in May in Washington D.C. My 
last visit to D.C. was more than 20 years ago.  
While some things have changed in the last 20 
years, some haven’t changed in over 200 years.  
The rich history and impressive architecture gave 
way to the feeling of political power.  Congress 
has 535 voting members broken further down 
into 100 Senators and 435 Representatives.  Men 
and women of varying backgrounds and beliefs 
who converge on a few 
square miles of real estate to 
represent the people of their 
home states and districts.  

As our delegation met with 
staffers, Representatives and 
Senators one question came 
to my mind… Are we really 
doing enough to advocate for 
our industry and businesses? 
The answer is no. We competed for face time 
with our elected officials who were meeting 
with others regarding refugee issues, health 
care issues and even trade issues surrounding 
tomatoes. Seriously, tomatoes. That showed 
me that they are being bombarded from every 
direction with issues and problems. It probably 
didn’t take them long to forget about why we 
were there and move on to solving the next 
problem.

The reality is our industry is under attack! We are 
under attack from environmentalists, competing 
technologies, local, state and even the federal 
government. We need to take every opportunity 
we can to talk about the positive things our 
industry provides. As small businesses, we pay 

taxes, we invest in 
our communities, 
we provide jobs 
and we provide 
valuable services 
to the motoring 
public.

No one else is 
advocating for you 
and your business 
so I urge each and 
every one of you to get out from behind your 

desks and get more involved. When 
issues that affect our industry come 
up, call or email your Representatives 
and let them know your position on 
the issue and why. Your voice matters 
and it only takes a few minutes.

One way Chevron has been doing 
their part to promote positive 
conversations about our industry 
is through the Chevron Advocacy 

Network, www.chevronadvocacynetwork.com. 
CTPMA and Chevron have been discussing 
ways to work together on advocacy issues 
through Chevron’s global advocacy group 
headed up by Lorne Chambers. Chevron is 
seeking assistance with these issues with 
organizations such as CTPMA.

If you haven’t checked it out or registered as a 
member yet I challenge you to take some this 
week and visit the website. That way the next 
time Aunt Edna asks you a tough question you 
are ready with an answer!

Sincerely,
Shawn Frate

President, CTPMA

“
”

Are we really doing 
enough to advocate 
for our industry and 

businesses?  
The answer is no.
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The Petroleum Marketer Channel of trade 
will be around for a long time to come and 

CTPMA has able to advance its membership 
growth by continuing 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.

This past Spring the CTPMA board met March 6-7 
in Houston, Texas for its annual board meeting, and 
then hosted a dinner for Chevron management 
that evening. That afternoon the retail committees 
met with Don Walker 
and received an update 
regarding the changes 
in Chevron’s Retail 
management. The 
following morning 
CTPMA’s Commercial 
Products committee 
held a Lubricants 
Townhall with Bob 
Stolz and Wayne 
Ederer. Minutes of those meetings are included in 
this edition of CTPMA News.

I would like to take this opportunity to thank 
the board of CTPMA and our Chevron guests 
for making our recent board meeting a 
continuation of building on the open, honest 
and candid interactions that have characterized 
our marketer-supplier relationships of the recent 
past. The mood was engaging and focused, 
all which works to cement a growing and 
successful relationship with our supplier. As 
we go through the balance of 2019, we will 
continue to emphasize those areas where we 
have alignment and work to enhance those 
areas of mutual opportunity.

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 Shawn Frate, 
who is focused on improving 
relations with members, 
associates and Chevron. He is 

tireless in this regard. He is a good listener, 
hard worker, insightful and very responsive-and 
deserves our support. 

Lastly, we are 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 
surveys 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.

Dear Fellow Marketers

“
”

The mood was engaging 
and focused, all which works 

to cement a growing and 
successful relationship with 

our supplier.

Anthony Misetich 

Executive Director, CTPMA
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Ready to grow? Contact your local, dedicated sales team at  
ChevronTexacoMA@wexinc.com

Business Customers have more vehicles, bigger tanks, and multiple drivers.

CHEVRON, the Chevron Hallmark, TEXACO, the Texaco Logo and TECHRON are registered trademarks of Chevron Intellectual Property LLC.
© Chevron U.S.A. Inc. All rights reserved. 

The Chevron and Texaco Business Card Program is administered by WEX Inc. and is not an obligation of Chevron U.S.A. Inc.

38% 
visit

c-stores at least
23x per month1

85% 
fuel 

more than  
once per week1

15x 
more 

fuel than 
consumers1

1Source: WEX Inc. 

Attract Bigger Business

Want to increase volume, sales and c-store spend? 
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Now is the time to make plans to join your 
fellow marketers at the CTPMA Business Forum 
& Tradeshow on July 20-22, 2020 at the beautiful 
Broadmoor Hotel, Colorado Springs, CO.  The 
event will provide three days of industry expert 
insights, best practices sharing, retail and lubricants 
workshops and networking opportunities with our 
supplier’s leaders and vendors.

This Business Forum is structured to offer valuable 
information from speakers and knowledge 
panels on how marketers are strengthening their 
businesses in this growing economy. Chevron 
management representatives and senior executives 
as well as members of Chevron’s retail, lubricants 
and C&I leadership team will be in attendance.

We look forward to seeing you at The Broadmoor 
in July 2020!

CHEVRON AND TEXACO PETROLEUM MARKETING ASSOCIATION PRESENTS

July 20-22, 2020

2020

Business Forum
& Trade Show

Together Towards Our Future

Business Forum
& Trade Show

Together Towards Our Future

2020
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chevron.makonetworks.com
chevronsales@makonetworks.com

or call 1-(800) 851-4691, Option 2

There’s a reason more Chevron &  
Texaco dealers use Mako:  
Mako provides the best and most reliable networking 

for retail locations. Whether you’re a single site operator 

or a nationwide jobber, Mako delivers simple, secure, 

scalable networking and control. 

Mako’s built in LTE backup compliments your broadband 

connection to ensure your business can stay in business. 

And now, Mako can manage your broadband for you 

too. With Mako’s managed broadband and carrier 

management options, you’ve never had more control.

CLOUD-BASED MANAGEMENT

LTE CELLULAR FAILOVER

WIRELESS NETWORKS

STATUS ALERTS

VIRTUAL PRIVATE NETWORKS (VPNS)

CONTENT FILTERING

USAGE REPORTING

PCI DSS CERTIFIED COMPLIANCE

MAKO 6600-M/LTE
For 36 months, which includes the Mako 6600-M/LTE 
on-site appliance. The 6600-M/LTE features dual SIM 
LTE cellular backup, WAN speeds up to 1Gbps, four LAN 
ports and faster VPNs.

$8500

MONTHLY

MAKO 6500-M/LTE
For 36 months, which includes the Mako 6500-M/LTE 
on-site appliance. The 6500-M/LTE features LTE cellular 
backup, WAN speeds up to 250Mbps and four LAN ports.

$7500

MONTHLY

For installation, you have three options for setup and installation of the new 
Mako appliance:

REMOTE INSTALLATION
includes pre-configuration and remote installation support

$14900

UPFRONT

ONSITE INSTALLATION WITH NO CABLING
includes onsite technician for up to 2 hours

$29900

UPFRONT

ONSITE INSTALLATION WITH CABLING
includes onsite installation and up to 3 cable runs

$49900

UPFRONT

For sites that require a managed switch as part of their POS system:

24-PORT MANAGED SWITCH 
Managed and supported by Mako Networks

$25000

UPFRONT
  

$2000

MONTHLY
  

8-PORT MANAGED SWITCH
Managed and supported by Mako Networks

$10000  

UPFRONT

$1000  

MONTHLY

Get the networking solution used by more 
Chevron & Texaco dealers than any other.
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CTPMA Retail members Present- Gray Brooks, 
David Collins, Shawn Frate, Vincent Sullivan, 
Buddy Lott, Larry Mitchell, Ryan Edone, Rick 
Reese, Bill Kent. Chevron- Don Walker.

Chevron Retail has gone through a major 
reorganization in the preceding months. Don 
gave us a breakdown of the recent moves that 
occurred.  Andy Walz has become President 
of the Products Company. Mike Vomund has 
moved into VP West replacing Brant Fish. 
George Wall has moved to President of Supply 
and Damon Echevarria has taken over as Vice 
President of Americas Products East and Latin 
America. (An organization chart will show 
who the new players are). Unfortunately, due 
to the retail management reorganization 
within Chevron, many of the new Chevron 
managers were not available to meet with 
CTPMA at this time other than Don Walker.

President Shawn Frate suggested that we 
send a welcome e-mail, and Anthony will 
reach out and meet with the with the new 
managers based in Houston.  Don will 
forward CTPMA the official organizational 
moves and he suggested the Business Forum 
as a great introduction for the new Chevron 
Retail team, and interaction with the entire 
CTPMA marketer network.

Action: Don is to confirm October 14-15 dates 
for the CTPMA Retail meeting with the new 
retail management in San Ramon. Chevron 
will be hosting another Retail convention 
(every 2 years) likely in the Fall of 2020.

Don was asked about the Visa/MasterCard 
settlement now pending in the US District 

court: Don wasn’t aware of the lawsuit or it 
being settled. CTPMA members explained that 
the Credit Card Fee Case - was now before 
the US District Court Eastern District in regard 
to the Payment Card Interchange Fee and 
Merchant Discount Antitrust Litigation. The 
lawsuit is about claims that merchants paid 
excessive fees to accept Visa and Mastercard 
cards. Visa and Mastercard individually and 
together with their respective member banks, 
allegedly violated the antitrust laws since 2004.

Don wanted to know if there are rumors on 
how other majors will handle it. He took a 
good number of notes, will ask internally 
within Chevron. 

Chevron Business Point 2.0 (CBP)
Don took notes on the committee issues and 
mentioned that a lot of CBP functionality will 
be available on App. The committee group 
voiced concerns about WEX card transition.

Fuel Your School - 10-year Anniversary
Chevron is trying to expand this program with 
paid social media and plans to advertise it 
better.

The retail committees appreciated Don’s time 
at this meeting and plan to discuss a wider 
range of new issues in more detail when the 
committee meets with new Chevron Retail 
management in October in San Ramon, CA.

Being no further business the meeting 
adjourned at 4:13 PM.

Retail Meeting Report
March 7, 2019 • Houston, TX
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CTPMA hosted a Lubricants 
Townhall in conjunction with 
its March 7th Spring Board 
meeting in Houston. 

The Townhall featured Bob Stolz, General 
Manager Lubricants North America and Wayne 
Ederer, Manager Chevron Lubrication Market-
ers. Chevron Lubrication marketers from all 
over the country attended and  posed ques-
tions to both Bob and Wayne, who spent three 
and a half hours discussing various aspects of 
the lubricant business while touting Chevron’s 
successes in OEM growth for factory fills, 
continued investment in Group II base oils, 
premium products, synthetics, OEM factory 
fills, digital platforms, accelerate program 
and a new Ohio Valley warehouse. Bob also 
mentioned that ExxonMobil has expanded their 
group II base oil production, became aggressive in growing their HDMO line and is trying to 
rationalize down to 20 mega-marketers by 2020. Shell has taken a big hit in PCMO’s and chal-
lenges remain for lubricants in the auto install segment for the rest of 2019.

In this Townhall, Bob wanted feedback and a deeper reflection from marketers how 
Chevron lubricants can be differentiated in the marketplace, the goal being to prevent 
commodization. Chevron’s focus will continue to be on value-based selling and upselling 
premium products. Chevron wants marketers to work on filling the sales pipeline while 
embracing Chevron best practices/strategies for the sales process while using Chevron’s “pitch 
decks” and sales training programs. 

Questions were also asked about enhanced collaboration between CTPMA and Chevron 
Lubricants. Wayne agreed to provide more information to CTPMA on what’s going on in the 
lubricants world in order that it can be shared with marketers via CTPMA e-news. In future 
Townhalls, CTPMA is committed to working with Chevron to develop the bigger strategic issues 
that will help differentiate Chevron marketers from the competition. Wayne will also send out 
a letter encouraging Chevron Lubrication Marketers to join CTPMA. Chevron management 
will communicate what’s happening on the Lubricant Marketer Council sending CTPMA 
bullet points that can be shared to inform CTPMA’s marketers of LMC issues. A new lubricant 
organization chart will also be sent out to CTPMA this year. Finally, CTPMA offered to work 
with Chevron Lubricants on advocacy issues that help promote positive outcomes for the 
lubricants industry and marketers that support the lubricants business. This is similar to what 
has been asked of CTPMA in regard to supporting Chevron’s retail advocacy efforts.

CTPMA hosts Lubricants Townhall
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www.hughes.com

Call us today to get started! 888-408-7196

11717 Exploration Lane
Germantown, MD  20876 USA   

ROBUST, RELIABLE, SECURE. AND NOW BETTER THAN EVER! 
 ©2018 Hughes Network Systems, LLC. HUGHES is a registered trademark of Hughes Network Systems, LLC.   

All information is subject to change. All rights reserved.   H60408  APR 18

Robust, Reliable, Secure. 
And now more than just Satellite! 
Wherever your station(s) are located, now is the perfect 
time to upgrade your network connectivity with a 
complete solution from Hughes. Our upgraded service 
includes advanced new technology to deliver even 
faster and more reliable POS transactions and system 
upgrades. Choose Hughes for networking made simple.

Hughes provides several options, along with 
your current VSAT solution, to meet your growing 
business needs:  

 Q Fully Managed Service: Let Hughes manage all 
components of the network so you can focus on 
your business.

 Q Bring Your Own Broadband (BYOB) with 
self-installation or upgrade to professional 
installation.

 Q High Throughput Satellite (HTS) for your 
locations beyond the reach of broadband. 

Upgrade today with Hughes:

 Q Best option for reliable, hassle-free 
connectivity. Consolidate networks and save!

 Q Industry-leading equipment and service, 
including 4G/LTE backup services.

 Q Complete solution: We take care of it all! Fast 
connectivity, robust security, and exceptional 
support. 

 Q 18x7 support for fully managed services with 
technicians onsite the same day if needed 
(upgrade available).

Ask about:

 Q Guest Wi-Fi - Helps you to improve customer 

service, increase customer engagement, and 

gain more traction with point-of-purchase 

promotions.

 Q VoIP - High-quality voice communications that 

are more affordable, flexible and offer more 

features than a traditional phone line. 

 Q PCI Compliance Suite - Designed to help you 

make the PCI compliance process easier so 

you can focus on your business without 

worrying about the status of your compliance.

SECURITYSUPP
OR

T

CONNECTIVITY

Next-Generation
Technology

Chevron.hughes.com



With the recent increase in 
gasoline prices in California (the 
retail gas price average just 
bumped up over $4 per gallon) 
and renewed interest in this 
subject, we thought it timely 
to present an overview of the 
major components of what goes 
into the price of gasoline at the 
pump. The U.S. Energy Informa-
tion Administration (EIA) and the 
California Energy Commission 
(CEC) gather and publish this 
data on a regular basis, and we 
draw upon these sources to tell 
the story.

The price of a gallon of gasoline can be broken down 
into five pieces, as displayed in Figure 1 below – crude 
oil, refining margin, retail margin, taxes (federal and 
state), and the costs of California’s climate change 
programs. The top of the chart shows the actual price 
for regular gasoline in California as measured by 
the EIA. Figure 1 includes data from January 1, 2014 
through April 15, 2019.

Crude oil, depicted in Figure 1 with the price of Alaskan 
North Slope crude, represents the rough price for crude 
oil delivered to California refineries out of which they 
produce gasoline and other products for consumption.  
This price changes every day depending on how traders 
view the supply and demand for crude oil globally and 
also represents a gross margin for companies who 
explore and drill for crude oil and deliver it to refiner-
ies.  As we can see, while crude was roughly $2.50 per 
gallon in 2014 (roughly $100 per barrel), that price 

collapsed to $1.00-$1.60 per gallon for 2015 to the 
present, with some ups and downs.

The refining margin is the difference between the crude 
oil price and the “spot” price – the price at the first 
sale of the refined product – for Los Angeles regular 
gasoline. We use the spot price as it is the assessed 
clearing price for the market in which refiners and 
other traders can buy or sell bulk quantities of gasoline 
from one another if they have an excess, or a short-
age versus what they have committed to selling. A 
bulk quantity is generally 25,000 barrels (roughly one 
million gallons) or more. Refining margins denote the 
income out of which refiners must cover their operating 
costs. Note: a refinery that is not producing gasoline 
will not realize this margin.

Figure 1 shows how volatile refining margins can be; 
in some months this margin drops to almost zero, 
while in other months, such as during the ExxonMobil 

California’s  
Fossil Fuel 
“Sin Tax”

By  
John Faulstich
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refinery outage of 2015, that margin can be quite large. 
The black line in Figure 1 shows a rough break-even 
level for refineries based on a $10 per barrel level for 
gasoline relative to the crude oil price. This $10 value 
is intended to be directional and reflects the fact that 
refiners must not only cover the refinery operating cost 
but also that refineries do not make a gasoline yield 
of 100% and some of their production has a value less 
than gasoline. We can see that refiners likely operate at 
or below break-even margins at times.

The retail margin represents the 
difference between the retail price 
consumers pay at the pump and the 
spot price, less taxes and the cost of 
climate change programs which we 
will discuss below. It is important to 
note that this retail price published by 
the EIA is an average price for all of 
California. Within the market, there is 
a wide range of prices between retail 
outlets, perhaps as much as 50 cents 
per gallon. As such, some retailers 
realize a lower margin than what 
we show, and some realize a higher 
margin. From this margin, retailers 
must cover costs for the delivery of 
gasoline from refineries to the retail stations, and also 
the cost of owning and operating the station.

Retail margins have been less volatile than refinery 
margins, and they also have grown over time until very 
recently when they appear to have begun to decline.

The remainder of the price for a gallon of gasoline – 
taxes and the climate change program costs – are also 
far less volatile than refining margins and have grown 
over time. Taxes declined slightly from 2014 into 2016 
as the retail price (and thus the sales tax) fell, and most 
recently increased in 2017 with an increase 
in the California excise tax. 
Climate change 
costs, reflecting 
the costs imposed on refiner-
ies for the CO2 resulting from the combus-
tion of the gasoline, as well as a cost due to a 
separate requirement to lower the carbon content 
of the fuel, have been steadily increasing since 2015.

So how much are these various costs? The costs for 
these pieces are not readily apparent from Figure 1, 

so we broke down the retail price into three main 
categories and annualized the data in Figure 2, below. 
As the figure shows, the retail margin has hovered 
around 50 cents per gallon, while the refining margin 
has generally been less than that. As we discussed 
above, the crude oil price has been $1.00 to $1.60 per 
gallon following the large price decline in 2015. Taxes 
and Climate change costs have grown from roughly 60 
cents per gallon in 2014, to almost $1 per gallon at this 
time.

One trend of interest, shown in both Figures 1 and 2, 
is that total taxes and climate change program costs 
nudged past the combined refining and retail margins 
in 2018. For 2019 year-to-date, with climate change 
program costs increasing, taxes have well outpaced 
the combined refining and retail gross margins. We can 
also see that compared to the last time gasoline prices 
approached $4 per gallon (2015), less of the money is 
flowing to the oil companies and more to government.

When the costs of climate change programs are added 
into this equation, it certainly seems to play out like a 
“fossil fuels sin tax” akin to those seen with alcohol 

and tobacco. Will these taxes, paired with the recent 
rise in prices at the pump, lead to a decline in the 

use of the internal combustion engines which 
drive the demand for fossil fuels? Only time 

will tell. Stillwater will continue following 
these trends and reporting on them 

here for the months and years to 
come.
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Ethanol continues to be one 
of the top industry dilemmas 
in 2019, with the current 15 

billion gallon mandate at odds with 
declining fuel demand that renders 
the ethanol target virtually impossible 
for refiners to achieve.  This has 
prompted a greater push for E15 to 
meet the mandate, which will in turn 
exacerbate RIN value volatility, while 
rendering most UST E10 certified 
systems vulnerable to failure.  UST 
components such as piping, joints, 
connectors, gaskets and dispensers 
are not warrantied nor designed to 
properly function with ethanol blends 
above 10 percent.  Currently there is 
no indemnification provision to shield 
marketers from liability as a result of 
these expected system leaks.

Upgrading current UST equipment to 
meet an E15 or higher ethanol blend 
requires replacement of the entire 
system past the tanks, making this 
an impractical option for most retail 
sites.  Unless the mandate volume is 
adjusted to better reflect current fuel 
demand, marketers will be forced 
to shoulder the financial burden of 
replacing equipment, estimated to be 
at least a couple of hundred thousand 
dollars or rationalize the closure 
of stores that do not economically 
warrant this unplanned investment  
To add insult to injury, RIN volatility 
further places a majority of marketers 
on an uneven playing field with 
their larger unbranded competitors 
enabling lower gasoline street 
pricing, as a result of their ability to 
blend their own ethanol and sell the 
resultant RINs. 

The recent PMAA legislative 
conference in Washington, DC saw 
differing marketer views on the E15 

subject with many mid-westerners 
contending that year round E15 was 
a fait accompli and others believing 
that it was not.  In fact, it was 
revealed that several large unbranded 
retail operators have been featuring a 
midgrade product entitled “Unleaded 
88” at a price advantage over E10 
Regular 87, achieving this higher 
octane rating by using an E15 blend 
and passing on the resultant RIN value 
to the street price of the product.  In 
many markets, this situation has led 
to claims of deceptive advertising, 
whereby motorists were lured in 
with a low price only to discover 
after the fact that they were buying 
E15, if they even happened to notice 
the pump sticker.  An unintended 
consequence of this situation is 
a significant misfueling risk, as a 
tremendous number of vehicles are 
not warrantied for fuel blends beyond 
E10.   The headaches from probable 
E15 misfuelings are another situation 
that has yet to be fully measured.

Besides these issues and the 
upcoming EMV upgrade deadline, 
marketers should also expect to be 
dealing with the new 95 RON fuel 
formulation, as vehicle OEM’s and 
the oil companies work out the final 
details.  In a nutshell, 95 RON fuel 
is being designed for new model 
vehicles to meet higher MPG fuel 
standards.  Adoption of this new 
fuel will require a different type of 
nozzle configuration to prevent 
misfueling into older vehicles and 
require retrofitting of existing 
dispensers to feature two nozzle 
types.  To add further insult to injury, 
the higher octane in 95 RON may be 
less expensively achieved by using 
ethanol.  Thus small to mid-sized 
marketers may face the prospect of 

another operational headache to add 
to their ever mounting fuel related 
challenges.

Originally established as a means to 
make the country less dependent 
on foreign oil, and despite the 
emergence of oil fracking that 
transformed the country into an oil 
exporter, ethanol isn’t about to go 
away.  This situation provides no 
better illustration of the government 
picking winners and losers through 
economic interference.  Logic tells 
us that the need for ethanol has 
passed and the mandate should 
be discontinued, but too many are 
vested in this government fostered 
industry.  The unfortunate side 
effect is that petroleum marketers 
are the ones facing the negative 
consequences of increased costs, 
liability and potential business failures.  
When I’m sometimes held up at a rail 
road crossing watching the endless 
line of ethanol tank cars roll by, I can’t 
help but think about all of that good 
corn liquor soon to go up in smoke.

Mark Radosevich is a strong 
industry advocate and thirty nine 
year petroleum professional.  He is 
president of PetroActive Real Estate 
Services, LLC, offering confidential 
mergers & acquisition advisory, 
representation and financing 
services exclusively to petroleum 
wholesalers.  Contact him at mark@
petroactive.net or call 423-442-
1327.  His professional bio and other 
company info can be found at www.
petroactive.net.

Out andaboutBy Mark Radosevich 

Out and about
the industry

Marketers split over the ethanol situation.
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In today’s technology-driven and highly-transparent 
society, reviews have become a powerful tool used by 
customers to share their experiences.  Websites like 
Yelp and Google provide a platform that give conve-
nience stores an opportunity to right their wrongs, 
deliver stellar customer service, and communicate their 
brand online — where potential customers can see it.

Word of mouth travels fast when written down, espe-
cially if spread across social media outlets like Twitter 
and Facebook.  It’s important for convenience stores 
to think of reviews as part of the customer experience 
— one that requires attention and a response.  If a 
customer review praises a particular employee, great!  

If an upset 
customer shares 
their disdain 
for a store, 
do not worry, 
there is an 
opportunity to 
right the ship.

A 2018 consum-
er survey report 
by GasBuddy 

found 
stations 
with 

above-aver-
age ratings 
captured 
25% more 

visits than 
their coun-
terparts with 

below-average 
ratings.  The 

survey report, which captured more than 10.2 million 
individual user submitted ratings, also found less than 
5% of customer reviews are neutral.  

Whether the review is good, bad, or just plain ugly, 
one thing is certain — customers expect a reply 
and convenience stores should acknowledge their 
request.  According the RevLocal, a nationwide digital 
marketing firm, 52% of customers expect a reply to 
their review within 7 days.

Submitting an online review is a relatively easy 
process.  Within minutes accounts can be established 
and ratings submitted for multiple businesses using a 
variety of online platforms.  

So, how should businesses respond to reviews?
When a customer leaves a positive review, a reply 
shows their business is appreciated and that great care 
is being taken to ensure their experience is one that 
will be passed on to others.  

Responses to neutral reviews are often dismissed; 
however, they provide an opportunity to let the 
customer know that nothing short of a perfect rating is 
what you strive for.  It’s important to thank the review-
er for their visit, repeat positive aspects of the visit, 
explain any negatives, and invite them to come back.

Negative reviews require immediate action — especially 
if your business has few reviews to begin with.  Nega-
tive reviews are without a doubt the most difficult to 
respond to, and to make matters worse, responding in 
itself sometimes is not enough to change the customers 
perception of a convenience store. That being said, a 
negative review does not always equal a lost customer. 

When responding to a negative review, don’t make 
it personal — regardless of how negative the review 

The Good, The Bad, 
and The Ugly: 

Responding to Reviews
By Wolfgang Manz, President/CEO, 
PWM Electronic Price Signs
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might make you feel, convenience stores should 
respond to the criticism gracefully. Consumer research 
firm, HelpScout, reports that 70% of unhappy custom-
ers will purchase from a business again if they fix the 
problem that attributed to the negative experience. 

A convenience store’s online reputation is critical for 
business, and because 90% of consumers only make 
purchases from businesses who have a 3+ star rating, 
encouraging customer feedback is just as important as 
addressing reviews that dissuade potential customers 
from visiting your store.

That being said, star ratings do not always tell the full 
story when it comes to reviews.  Digging a little deeper, 
there are keywords and phrases to look out for that can 
help businesses develop an online response plan that 
builds rapport with customers.  

As it relates to convenience stores, a few common 
phrases for positive reviews include great location, 
friendly staff, good service, and helpful.  While 
commonly used phrases for negative reviews include: 
poor service, rude staff, and attitude.  

Knowing words and phrases most associated with posi-
tive reviews within a given industry helps companies 
gain trust and business by focusing on the experiences 
that stood out to the reviewer. 

The easiest way for a convenience store to increase 
positive reviews is to ask!  People love sharing opin-
ions, and if the request for a review is timed properly 
with the release of a new product or service, it can 
be extremely powerful in cultivating a strong online 
presence.  Ask for reviews in person by the checkout 
counter using a comment box, include an online survey 
link on receipts, or create a marketing campaign that 
rewards customers who submit feedback on your 
companies Facebook page.

Part of managing reviews, whether they are good, bad 
or ugly, is leveraging online and offline conversations 
to focus on your company’s strengths and weakness-
es.  If a particular review on Yelp, Google, or Facebook 
is offensive or fake, ask the reviewer to remove the 
review into an offline conversation.  If that doesn’t 

work, flagging the review will alert the platform 
administrator who will determine whether or not the 
review violates guidelines.  Every review platform will 
have its own set of rules for replying to reviews — read 
those rules before responding.

Review Wrap-Up
Ultimately, perfection is a goal worth chasing, but not 
a reality.  Convenience stores should take into account 
the importance reviews play in how current and 
prospective customers view their business.

Having professionals in your corner to manage this 
increasingly important part of a business can position 
a convenience store as a destination that cares about 
its customers.  The resources it takes and ability to 
fund a comprehensive review response strategy will 
vary for each convenience store, but there are options 
available.  Small operators might consider outsourcing 
a trustworthy PR agency while large operators may be 
in a position to hire a full-time communications staff 
member.  Either way, the investment is one that will 
pay off and have a positive impact on a company’s 
bottom line.

As CEO of PWM Electronic Price Signs, I take pride in 
our company’s efforts to gather feedback so that we 
can continue to evolve and provide our customers with 
positive experiences.  Our advanced technology and 
impeccable track record are due in part because we 
listen to our customers.  That being said, progress does 
not come easy.  

As a global company, PWM has worked tirelessly 
to make the customer its #1 priority by providing 
a consistent product and high-quality customer 
service.  Whether you’re in California or Germany, our 
ability to deliver on time and on-budget is key to ensur-
ing our customers are satisfied.  As the convenience 
store industry continues to expand to meet the needs 
of changing customer demands, so will PWM.

Responding to the diverse global needs of conve-
nience stores will always be as important as respond-
ing to customer reviews — regardless if they are good, 
bad, or ugly.

About PWM Electronic Price Signs
For more than 35 years, we have been on the forefront of the electronic price sign industry, working solely with convenience 
store owners, just like you. As a privately owned, global player we have led the industry in the use of SMD technology since 
2006. To ensure we deliver on our promise, we produce our own sign components at our headquarters in Germany, therefore 
controlling all aspects of sign quality. With a variety of sign types and designs to choose from, we back our signs and our 
customers 100% with the industry’s best warranties and customer service. www.pwm-usa.com 

Resources
https://business.gasbuddy.com/wp-content/uploads/2019/01/2018-GasBuddy-Foot-Traffic-Report.pdf
https://www.revlocal.com/blog/review-and-reputation-management/how-to-respond-to-every-type-of-review
https://www.helpscout.com/75-customer-service-facts-quotes-statistics/
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A recent survey that was conducted among 3,400 employees from 29-countries, 
including the U.S., revealed that 58% of employees are dissatisfied with their 

job, yet 70% of these same employees plan to stay in their current job. I can go 
on spouting statistics from survey after survey about poor employee engagement, 
and how unhappy employees are with their job, their boss, their coworkers, their 
work environment, their lack of career opportunities, company dress code, the 
lousy company funded lunches, etc. etc. etc.

Enough! Bosses aren’t perfect, but neither are employees. Quite frankly, in my 
client work, I see (more like hear!) way too much bellyaching from employees. 
They vent their frustration at management in terms of, “You, you, you (manage-
ment) make me happy” vs. taking ownership and control for themselves. Owners 
and managers need to take a stand and start pushing ownership, responsibility, 
and accountability back on their employees in terms of asking them what they 
want out of their job and career, and what they need from management to be 
happy and successful in their jobs. Managers need to take a stand and stop taking 
shrapnel from the fallout of complaining employees. Ask your employees to be 
clear and concise, no vague generalities, in telling you what you can do as their 
immediate supervisor to make their job more enjoyable, and help them to be more 
successful in their job. And let me say this right from the beginning: it’s not about 
more money. Survey after survey has proven that money does not make you happy, 
more productive and a better employee in the long run. In the short-term, yes 
– who doesn’t like getting a pay raise? But that feel-good feeling has a positive 
impact of less than 72-hours (according to a Harvard Business School survey). I 
think there are more people conducting surveys these days than actually working.

Facts of Life:
When interviewing job candidate, and again when your new hires show up for 
work on their first day, sit them down and explain to them that it is about them, 
not you. They own their careers and their happiness. You are their boss, not their 
babysitter. This is a business, not a daycare center. Your job as their boss is to 
create a work environment where all employees have the opportunity to realize 
their potential, develop skills, advance their career, and have fun in the process. 
Explain to your employees that the only person that really matters and counts in 
the business is the customer. We either take care of the customers or our competi-
tors will. No customers, no jobs for any of us; boss included. When management 
creates a great workplace where all employees can thrive, the result is a great 
buying experience for customers. Happy employees = happy customers (I saw that 
in a survey…duh!).

Employee Individual Developmental Plan (IDP):
Step #1: employees need to figure out what they want out of their jobs, and 
what type of career plan they want for themselves. Some employees may be 
perfectly happy remaining as a convenience store cashier - and that’s great! Step 
#2: identify what skills and competencies are required to be a success for each 
position within your company. Step #3: compare those required skills and compe-
tencies against your employee’s current, demonstrated, skills and competencies. 
This comparison will show you the gap between where your employees currently 
are and where they need to be if they want to either advance to the next job, or 
simply be more proficient and successful in their current jobs. Step #4: sit down 
with your employees and co-develop their IDP to close the gap.

I found this quote on a wall (not a survey!) at health club recently:  
“You don’t always get what you wish for; you get what you WORK FOR!”

Blog: Daily strategies, insights and inspiration to help you achieve your potential. terrtmckenna.typepad.com

By Terry McKenna – Owner, Employee Performance Strategies, Inc.Time for 
Employees 

to Take 
Ownership 

of Their 
Career

It’s not 
always 

about the 
boss
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Oilmen’s Truck Tanks    |    800-859-8265    |    trucktanks.com

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

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

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

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

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

OILMENSOILMENSOILMENS

Many Thanks to our Customers, Vendors,

and Employees for 65+ GREAT YEARS!  
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Your Car Wash 
Success Starts Here

443.561.1200 | www.StartwithUnitec.com

Streamline operations  |  Increase efficiency
Boost your bottom line

As a leading provider of C-Store car wash point-of-sale 
solutions for more than three decades, Unitec can help 
you drive ROI with a new or upgraded system for your 
C-Store car wash.

To learn more about our 
unparalleled service 
and custom applications, 
contact us today!

How OEM selection of Delo® for Factory Fill  
benefits Chevron customers

In October 2018, Chevron announced that 
Daimler Trucks North America, the parent 
company of Freightliner and Western Star 
trucks, selected Chevron’s Delo® 400 ZFA 
SAE 10W-30, an API FA-4 performance 
lubricant, as its factory fill engine oil for 
all new trucks starting January 1, 2019. 
Chevron considers it an honor to be 
partnered with the company named for 
the inventor of the commercial truck. This 
is a big business win for Chevron, but it’s 
also a win for the users of Delo products.

OEM specifications for lubricants usually 
demand a higher level of performance 
than base API specifications. For their 
factory fill oils, truck OEMs often 
require additional testing with higher 
performance standards. To be selected 
as the factory fill provider, a lubricant 
producer must complete an extensive 
OEM-driven qualification process. The 
precise evaluation requirements are 

proprietary to the OEM and therefore 
closely guarded. Suffice it to say, they 
are extremely rigorous. While the API 
specifications may require ten engine tests 
for one product (and OEM specifications 
add another set of engine tests), factory 
fill requirements often include additional 
more stringent performance levels as 
well as exhaustive field testing. The 
process likely also includes durability and 
oxidation testing at longer durations than 
the standard API testing requires. All of this 
helps ensure we are delivering the higher 
level of performance necessary to fulfill the 
requirements for factory fill.

Chevron learns a lot through this highly 
collaborative, co-development process. 
By working closely with OEMs to meet 
their specifications, they can see firsthand 
where engine design is headed. This 
enables them to develop the lubrication 
technology of the future that can 

support the next generation of engine 
design. At the same time, by meeting 
the unique, proprietary requirements for 
the OEM’s factory fill fluid, they deliver 
that same high level of performance to 
meet the similarly demanding needs of 
their customers.

This is not a first for Chevron. PACCAR, the 
parent company of Peterbilt and Kenworth 
Trucks, has used Delo engine oil as its 
factory fill oil for more than 20 years. With 
Daimler, that adds up to a substantial 
share of brand new trucks coming off the 
assembly line with Chevron products in 
their engines. If these manufacturers trust 
Delo to launch their trucks into service, it 
simply makes sense for fleet operators to 
keep using those same Delo products over 
the life of their Freightliner, Western Star, 
Kenworth and Peterbilt vehicles.
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Greater customer loyalty*

More sales at the pump*

Increased station revenue*

All with $0 processing fees!

Encourage your Retailers to promote 
the Techron Advantage Cards and 
look forward to:

Help Pump Up Sales
Help Pump Up Sales

and foot traffi c at your stationHelp Pump Up Sales
Help Pump Up Sales

and foot traffi c at your station

and foot traffi c at your station

and foot traffi c at your station

with Chevron and Texaco Techron Advantage® Cards*

 * RF Insights Team: Chevron PVT Study, April 2018.
  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 Texaco Logo, 

TECHRON and Techron Advantage are registered trademarks 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.

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

Tell your Retailers and Station Managers about the Techron Advantage Cards today
If you have questions or would like more information, email us today at TAcardsupport@syf.com

COMING SOON!

✔  New Techron Advantage®

Card designs

✔  Enhanced Fuel Credit offer, 
for a limited time

✔  New look of consumer-
facing marketing materials 

New!
Starting July 1, 2019:

New Card

Designs!

CHV-CTPMA-Ad-2019June-4.indd   1 5/10/19   1:53 PM



The customer of the Twenty-First 
Century expects more from their 
suppliers today. 

Enormous amounts of information readily available at 
their fingertips at instantaneous speeds. To the connected 
customer there is an expectation their supplier should 
understand their business and help them progress because 
everyone is looking to reinforce their place in the market. 
If you are not bringing forth innovative and progressive 
ideas, you leave the door open for your competition. The 
connected customer expects companies to provide new 
products/services more frequently. Yet, it is more difficult 
to impress if the value is not clear and may backfire as the 
incomplete idea is looked at as a waste of their time. Hence, 
there is a balance to strike.

As a Lubricant Supplier, innovative products and services 
take years to come to market. However, there is an 
awesome opportunity at your doorstep ready to take your 
distributorship to the next level supplier. Chevron-Texaco 
is the only major lubricant company to offer a Certified 
Clean Lubricant program through their Marketers. In the 
words of Ricky Bobby from Talladega Nights, “If you’re not 
first, you’re last”. Thus, we’d encourage you to consider 
the benefits of the Chevron ISOCLEAN Certified Lubricant 
Program for your business.

1) Differentiate your business
a. Be an Industry Leading Lubricant Supplier and offer Certi-
fied Clean Oil which is becoming more critical and expected 
by OEM’s and customers looking for bottom line value.

b. Provide a solution to your customer by offering them 
lubricants that meet OEM cleanliness specifications. “Your 
bearings aren’t wearing out…you are murdering them!” Jim 
Fitch Noria Corp RMC 2017.

2) Expand your 
business
a. ISOCLEAN has been 
the fastest growing 
program for Chevron 
the last 4 years, seeing 
double digit growth.

b. Perhaps you’ve not 
been able to get that 
customer who seems 
so loyal to their current 
supplier. The Chevron 
ISOCLEAN products have been tested and reformulated to 
be filtered safely. This is a great way to diversify and gain a 
leg up on the competition.

c. Providing a clean oil program that is certified to meet 
OEM Isocleanliness specifications brings insights of equip-
ment reliability and increased bottom line profits to the 
customer. It also provides the opportunity to offer new 
technical engineering services from as basic as tank clean-
ing services to performing high velocity flushing. Through 
expanding your product selection, it opens new doors 
for service offerings and thus profit opportunities to the 
Marketer.

d. The Chevron ISOCLEAN Certified Clean Lubricants 
program provides your sales team a new and unique valued 
based offering.

3) Enhance customer retention
a. Utilize the marketing resources available to provide a 
fresh and differentiated message.

b. Follow the sales process to become more integrated with 
your customers and the net effect is greater retention.

4) Improve your Profitability
a. Upgrade existing customers and generate a new service-
based revenue stream.

b. Provide the value of a Certified Clean Lubricants to your 
customer at a premium margin.

This program is a great example of what can happen when 
collaboration between a Chevron Lubricants Marketer and 
the Lubricants Manufacturer get together on a concept. 
Special thanks to SHOCO Oil for being innovative, taking 
the lead and making this program a reality in the Americas 
Region. If you are interested in the next step get in touch 
with Chevron Lubricant Business Consultant or for more 
information, contact us at ISOCLEAN at ISOCLEANsupport@
Chevron.com.

Certified Clean Lubricant Program

Source: Salesforce.com, “State of the Connected Customer”
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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!

2016-18 ...Mike Simmons, Port Consolidated Inc.
2014-16 ...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

Past Presidents
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Chevron is working with Gilbarco Veeder-Root (GVR) to offer this exclusive program to Chevron 
and Texaco Marketers and Retailers to purchase new dispensers at reduced pricing to help you 
prepare your sites for the October 2020 EMV timeline. 
This program allows you to work directly with your local GVR Distributor, who will assess your needs and costs for your 
location.

EMV Chip Card Readers help protect your 
consumers and sites from fraudulent 
events. As more and more retailers 
continue to upgrade equipment  
at their sites, thieves will be looking for 
unprotected equipment to install skimmers 
and capture sensitive cardholder information.

Encore® 700 S is the industry's most durable 
and proven fuel dispenser that will support 
your business for the years ahead. Gilbarco’s 
dispensers offer the flexibility needed to 
upgrade as technology continues to evolve 
and improve. 

FlexPay™ Hybrid Card Reader provides 
your customers protection through data 
encryption as well as innovative physical 
security features, all while accepting both 
magnetic strip cards and EMV chip cards.

Program is valid when orders received Nov 16, 2018 – Nov 15, 2019

gilbarco.com

MINIMUM OCTANE RATING

(R + M) / 2 METHOD

87
P R E S S

MINIMUM OCTANE RATING

(R + M) / 2 METHOD

93
P R E S S

MINIMUM OCTANE RATING

(R + M) / 2 METHOD

89
P R E S S

Alternate selection buttons
for screen prompts above

SEE
SCREEN
ABOVE

Diesel

Gilbarco Veeder-Root Dispenser Program for 
Chevron and Texaco Marketers and Retailers

Alternate selection buttons
for screen prompts above

SEE
SCREEN
ABOVE

This Sale

$

Gallons

$$$
Price Per Gallon Including Tax xaT gnidulcnI nollaG reP ecirPxaT gnidulcnI nollaG reP ecirP

MINIMUM OCTANE RATING
(R + M) / 2 METHOD

89
P R E S S

MINIMUM OCTANE RATING
(R + M) / 2 METHOD

93
P R E S S

MINIMUM OCTANE RATING
(R + M) / 2 METHOD

87
P R E S S

Select Grade
To Left

Remove
Nozzle

INSTRUCTIONS

Global Contactless Module (included at no cost) 
Using Near Field Communications (NFC) technology, 
the Global Contactless Module (GCM) conforms to ISO 
specifications and is seamlessly integrated with the dispenser 
to accept contactless payment methods such as Tap to Pay 
with VISA, Apple Pay, Samsung Pay, Android Pay. 

CONTACT YOUR local Gilbarco Distributor with the code 
CHEV2019
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Suggested Retail Price
Base Unit Pricing NN1 (3+0) NL1 (3+1)

700S Dispenser $15,199 $16,199
EMV Hybrid Chip Card 
Readers Included Included

Brand Image Included Included
Global Contactless 
Module Included Included

Pick One No-Charge 
Option Included Included

$1,000 Instant Rebate $(1,000) $(1,000)
Total $14,199 $15,199

 + Base prices shown and do not include freight or tax
 + Suggested retail price
 + Additional options are available

Pick One  
No-Charge Dispenser Options:

 +HD Meters – a premium piston meter upgrade 
that reduces meter drift overtime and increases 
service life of the meter. Saves the retailer money 
by controlling meter drift and eliminating repeated 
preventative maintenance costs.
 +3rd Year MTL Warranty – Extends the normal 
comprehensive 2 year mileage, travel, and labor 
components of the Encore warranty to an 
additional year coverage.
 +Encrypted Pulser Option – Enhances wetstock 
security to protect profits. Designed to detect lift-off 
of the pulser, employs a unique pulser identification 
scheme, encrypted pulse count, and a hardened 
pulser enclosure.
 +Factory Included Catlow Assembly (standard flow 
nozzle, breakaway, swivel, whip and hose) – Catlow 
Hanging Hardware has the added value of being 
fully pressure tested from the factory ensuring 
tight, no leak connections. (Hanging hardware offer is 
not compatible with California Environmental Requirements)

 + 10.4" Color Screen with 8 Year ATV Contract 
(includes FlexPay Connect High Speed 
Communications System) – Brings media and 
advertising* to the forecourt to drive in-store sales 
lift ensuring a quick return on investment and 
improved customer loyalty. 
(*Subject to brand standards)

Distributor and Gilbarco Sales Representative helps 
dealer pick the best option based on needs. Bundle 
with a POS upgrade and save more. Contact your 
local Gilbarco Distributor to get a quote! To find your 
local distributor, go to www.gilbarco.com/distributor.
*Additional options available at program prices and quoted 
with total package

Passport™ Point-of-sale – Protect 
your customers 
The Passport® Point Of Sale system 
provides you with the tools you need to 
grow, control, and track your business. 
With the richest third-party interfaces on 
the market, an easy-to-use touch screen, 
accurate reporting features and reliable 
service, you can stay on top of your 
c-store POS transactions while being 
guaranteed expert support if you need it. 

Insite360- Remote Management
Cloud connectivity comes to the 
forecourt with maximum control, data 
retrieval, and fuel dispenser visibility. 
Additionally, Insite360 Encore’s premium-
level includes enhanced security, 
customizable alerts, and remote 
upgrades. All of these features and more 
are designed to help your business save 
cost by eliminating downtime  through 
remote features. 

CONTACT YOUR local Gilbarco  
Distributor with the code CHEV2019.
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SAVE $1,000 ON PASSPORT® 
Gilbarco Passport Point-of-Sale System

 + 24/7 Help Desk support available from our Greensboro, 
NC Headquarters

 + Ultra-fast response time for faster transaction processing
 + All-in-One design brings the Point-of-Sale above the 

counter
 + Expandable and serviceable internal components
 + Additional bundle discount of $1,000/site for adding a 

Passport system with dispenser order
 + Or, alternative bundle discount of $500/site for adding a 

PX60 trade-up or Passport Edge with dispenser order   

FREQUENTLY ASKED QUESTIONS
 + Who is eligible for this special? 

All Chevron-supplied locations.
 + Are there other dispensers available for this offer? 

Yes, please contact your Gilbarco Distributor for additional models and pricing.
 + Is financing available? 

Yes, financing is available through Patriot Capitol. You may apply online at         
PatCapFinance.com or by calling (404 996-0034).

 + What is the warranty period? 
All Encore dispensers come with two-year warranty covering parts, mileage, travel, labor 
(MTL). Extended warranties are available through your Gilbarco Distributor.

 + How are orders placed? 
This agreement is between the dealer's distributor and the dealer. Orders are placed through 
Gilbarco Distributors.

CONTACT YOUR LOCAL GILBARCO
Distributor with the code CHEV2019
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Cadence Bank, N.A., Member FDIC. Financing subject to credit approval 

© 2019 Patriot Capital     |     1200 Ashwood Parkway, Suite 570, Atlanta GA 30338     |     www.patcapfinance.com     |     877-527-0383

1.Improved Site Image Can Boost Sales 

2. Increased Security 

3. Capture Depreciation Tax Benefits 

• New pumps and pump TV can drive sales inside and outside.

• Protect your customers and your business against card fraud charges.

4. Waiting Will Cost More
• Section 179 enables accelerated depreciation, improving your cash flow.

Save with Exclusive Incentives for Encore 700 Dispensers

For information on financing your Chevron dispenser upgrade, please contact Patriot Capital at:                                                                             

http://pccapply.com/chevron18 
877.527.0383                                 

       Get Approved Now!      

• Last minute upgrades will cost more.

Dispenser Upgrade Financing
For Chevron and Texaco Dealers

Lease or Finance Your Pump Upgrade - The Choice is Yours
Low Monthly Payments Make Upgrading Easy

5. Hassle-Free, Single-Page Application
6. Financing Can Include Installation and Shipping Fees

All images are copyright their respective brand owner



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:  

Shawn Frate 
Jackson Oil Company 

Flagstaff, AZ

Vice President, Commercial Products: 
Jeff Hart 
Reladyne 

Bridgetown, IL

Vice President, Retail East: 
Buddy Lott 

Lott Oil Company 
Natchitoches, LA

Vice President, Retail West: 
Ryan Edone 

Petroleum Wholesale 
Houston, TX

Secretary: 
Vince Sullivan 

Sullivan Petroleum Company
Bakersfield, CA

Treasurer: 
Alec McBarnet 

Maui Oil Company 
Kahului, HI

Past President: 
Mike Simmons 

Port Consolidated 
Ft. Lauderdale, FL

Executive Director: 
Anthony Misetich 

PO Box 1608
Magnolia, TX, 77353

Buddy Lott, Chair
Lott Oil Company
Natchitoches, LA
(318) 352-2055
buddy.lott@lottoil.com
Chevron, Texaco (retail, fuels) 

Todd Sitton
Vulcan Oil 
Shannon, AL 
(205) 992-6896
todd@vulcanoil.com
Chevron, Texaco (retail, fuels)

Wenda Lewis
Lewis Oil Co. 
Gainesville, FL 
(352) 376-3293
wlewis@lewisoil.com
Chevron (retail)

Ric Mayer
Midstates Petroleum Co.
Vernon, AL
(334) 793-1544
rmayers@mstpco.com
Chevron (retail)

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

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

Rick Golman
Empire Energy Partners
Dallas, TX 
(214) 929-8318
rgolman@empirepetroleum.com 
Chevron (retail, fuels)

2019-20 
Board of Directors

2019
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Retail West Committee

2019-20 
Board of Directors

Commercial Products
Committee

2019

Jeff Hart, Chair
Reladyne
Bridgeview, IL
(708) 599-8700
Jeff.Hart@reladyne.com 
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
JEmmick@valoroil.com
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
Chevron (lubes)

Joe Hunt
Hunt & Sons, Inc.
Sacramento, CA
(916) 383-4868
jwhunt@huntnsons.com
Chevron (lubes)

Nathan Crum
Valley Pacific Petroleum Services
Stockton, CA
(209) 948-9412
nathan.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, AL 
(205) 755-2610 
billthomas35045@yahoo.com 
Chevron, Texaco (lubes, fuels)

Mark Spaniol
Parman Energy Corp. 
Nashville, TN 
(615) 350-5250
mspaniol@parmanenergy.com
Chevron, Texaco (lubes)

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

Mike Sahli
Cal-Ohio Oil Products 
Lima, OH 
(330) 549-2179 
calohio1@aol.com 
Chevron (lubes)

Kyle Lehne
Suncoast Resources, Inc. 
Houston, TX 
(800) 5677-3835
jklehne@suncoastresources.com
Chevron (lubes)

Ryan Edone, Chair
Petroleum Wholesale (PWI)
Houston, TX
(281) 444-2266
redone@petroleumwholesale.com
Chevron, Texaco (retail,  
lubes, fuel)

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

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

Shawn Frate
Jackson Oil Company
Flagstaff, AZ
(928) 814-0058
Shawn.Frate@jacksonenergyco.com
Chevron (retail, fuels)

Rick Reese
Kellerstrass Oil Company
Ogden, UT
(801) 392-9516
rreese@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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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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customer service:

888-475-6288
UNIFORM SUPPLIER
Official

ChevronRetailUniforms

ChevronRetailUniforms.com
Available on desktop or mobile,

Apple or Android

The official uniform store for Chevron, Texaco and ExtraMile .com

customer service:

888-475-6288
UNIFORM SUPPLIER
Official

ChevronRetailUniforms

ChevronRetailUniforms.com
Available on desktop or mobile,

Apple or Android

The official uniform store for Chevron, Texaco and ExtraMile .com
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Change Service Requested

NEWS
An Association of Independent Petroleum Marketers

CTPMA
P.O. Box 1608
Magnolia, TX 77353

Phone (281) 259-8820
Fax (281) 259-8830
Email anthony@ctpma.net
Website www.ctpma.net

NOTE NEW ADDRESS & PHONE NUMBERS

Mark Your Calendars...

Oct. 10  Young Executives Leadership Program

Oct. 14 & 15 Fall Retail Board Meetings in San Ramon with Chevron

Oct. 28-30 Fall Chevron Lubricants Summit

Nov. 25 Executive Board Meeting

2019 CTPMA Meeting Dates


