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Now is the time to make plans to join your fellow marketers at the 
CTPMA Business Forum & Trade Show 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!
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Message from the President

It’s hard to believe that the holidays are 
upon us and 2019 is nearing an end. 

As I look back on my first year as President of 
CTPMA, I want to recognize all the people that 
help to make CTPMA a successful association. 
Our Marketer and Associate Members are 
critical to our success. I’m happy to report our 
membership numbers are strong even in the 
face of industry 
consolidation. 
Our Retail and 
Commercial 
Products Board 
Members and 
Executive Director 
continue to engage Chevron Management on a 
regular basis to discuss our mutually beneficial 
relationship. Thank you all for your hard work!

2019 has marked a big change in the Chevron 
Americas Products Team. As we bid farewell to 
long time partners and friends of CTPMA we also 
look forward rekindling friendships and building 
relationships with the new Chevron Americas 
Products Team. One way for all of our members 
to engage the new Americas Products Team 
would be to attend our CTPMA Business Forum 
July 20-22, 2020. Please “Save the Date” on your 
calendars.

The CTPMA 
Business Forum is 
held every other 
year and is focused 
on an exchange 
of ideas with our 
fellow marketers 
and the Chevron 
leadership team. 
Based on positive feedback from past attendees 
we’ve chosen again to host the CTPMA Business 
Forum in Colorado Springs at The Broadmoor. 
Keep an eye out for more information regarding 
registration and the schedule of events in the 
coming months.

As this year comes to a close, I encourage each 
of you to take some time to reflect on what 
you are thankful for. We live in an amazing 
country that affords us life, liberty and the 
pursuit of happiness. Without the support from 
our families, friends and business partners the 
sacrifices we make and the successes have would 
not be as meaningful! 

Sincerely,
Shawn Frate
President, CTPMA

“
”

Our Marketer and 
Associate Members 
are critical to our 

success.
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This has been a busy fall for CTPMA. In 
September and beginning of October 

CTPMA held marketer training programs for its 
members for retail store merchandising and the 
young executive leadership academy both held 
in Houston. Feedback from these two events 
was very positive and will be examples of future 
programs that provide marketers value for 
being a member of CTPMA.

In the middle of October, the Retail East /West 
Committees for CTPMA met with Chevron 
Management in San Ramon to discuss what 
has been happening in the business during the 
past year and to present strategies and plans 
going forward in 
2020. It was also an 
opportunity to meet 
the new Chevron 
senior management 
of the retail business 
unit. (Please see the 
retail meeting notes 
section of CTPMA 
news to get a rundown of topics discussed at 
the meeting).

In late October Chevron’s Lubricants team 
conducted a 1st Source Marketer Leadership 
Forum in Dana Point California, to discuss the 
Chevron Lubricants Group’s growth plans for 
2020 and how marketers will play a crucial 
role in that effort. And finally, members of 
CTPMA’s Executive Committee met in Phoenix 
at the end of November to discuss next year’s 
plans for CTPMA. Next year, CTPMA plans 
again to hold a lubricants townhall at its Spring 
Board meeting in Houston Texas. All Chevron 
Lubricants marketers are invited.

As we approach a new year, I’m pleased to 
announce the 2020 CTPMA Business Forum & 
Trade Show will be held July 20th – July 22nd 
at The Broadmoor Hotel in Colorado Springs, 
CO. Mark your calendars to plan to attend this 

conference 
that will have 
something 
for all 
CTPMA retail, 
lubricants and 
commercial 
fuels 
marketers. 
Our keynote 
speaker will be former George W. Bush deputy 
chief of staff and FOX NEWS commentator 
Karl Rove who will be joined by the new key 
managers from Chevron lubricants, fuels and 
retail in addressing critical industry supply issues 

to our marketers. New Chevron 
Americas Products President Andy 
Walz will address the audience 
at our CTPMA President’s Dinner. 
Additional speakers will reflect on 
recent industry issues and identify 
opportunities that will help your 
business succeed in a changing 

economy. We also hope again to conduct a 
leadership academy for young executives within 
your companies. Watch your mail for program 
and meeting registration details!

Finally, I hope that 2019 has proven to be 
a successful year for your business and that 
you were able to cope with the many market 
challenges that you faced in this current 
economic environment. Most of you have 
created value and worth for your enterprises 
that in many cases have spanned generations. 
As we approach a new year, I congratulate you 
on your successes and want to wish you, your 
employees, and your families a safe happy and 
enjoyable holiday season.

Dear Fellow Marketers

“
”

Most of you have created 
value and worth for your 

enterprises that in many cases 
have spanned generations.

Anthony Misetich 

Executive Director, CTPMA
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Visit Chevron and Texaco 
stations more often*

Purchase more fuel 
per transaction*

Can help increase sales*

Encourage your Retailers to promote 
the Techron Advantage Cards, 
as cardholders typically:

Help Pump Up Sales
Help 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 the Techron Advantage® Cards*

 * RF Insights Team: Chevron PVT Study, April 2019.
  The Techron Advantage® Cards are issued by Synchrony Bank and are not an obligation of Chevron U.S.A. Inc. The Techron Advantage® Visa® Credit 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.
 CHEVRON, the Chevron Logo, TEXACO, the Texaco Logo, TECHRON and Techron Advantage are registered trademarks of Chevron Intellectual Property LLC.

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.

LIMITED TIME OFFER

REGULAR
DIESELor 

/gal.

/gal.*

PLUS /gal.*

SUPREME/
PREMIUM

Encourage your Retailers to promote Encourage your Retailers to promote Encourage your Retailers to promote 

in Fuel Credits,
available through 

9/30/2020
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2020 BUSINESS FORUM & TRADE SHOW SPECIAL FEATURE
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2020

Karl Rove is a total smash hit at each of his 
speaking engagements, Karl Rove is an estab-
lished, go-to voice on energy, who has been 
sought-out to speak at Hogan Lovells Global 
Energy Summit, The New Mexico Oil and Gas 
Association, Petroleum Equipment and Services 
Association, Texas Energy Museum, Louisiana’s 
Oil and Gas Association, and much more. 

Rove’s keynotes earn rave reviews from hosting 
organizations… 

“Mr. Rove was a huge success” — New Mexico Oil & Gas Association

• Foremost Conservative Commentator & Strategist.

• FOX News Contributor & Wall Street Journal Columnist.

• Former Deputy Chief of Staff and Senior Advisor to Pres. George W. Bush

• Author of NY Times bestselling memoir Courage and Consequence and 
critically acclaimed history-The Triumph of William McKinley: Why the 
Election of 1896 Still Matters

GUEST SPEAKER:
Karl Rove
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Make their business
your business.

Business  
customers pump  
up to 15x more fuel  
than consumers.* 

That can help bring more 
drivers, more gallons and 
more store sales.

CHE_192993_PA 9/19

*Source: WEX Inc. 2016 

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

CHEVRON, the Chevron Logo, TEXACO, the Texaco Logo  
and TECHRON are registered trademarks of Chevron Intellectual Property LLC.

We’re here to help. 
Contact your dedicated  
regional sales team: 
1-888-531-3704
ChevronTexacoMA@wexinc.com
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1David Heun, “Gas Stations Face EMV Sticker Shock,” PaymentsSource, Oct. 7, 2014 
2Gilbarco Veeder-Root Dispenser Program for Chevron and Texaco Marketers and Retailers Nov. 2019 
 
Fundation loan products are not available to businesses based in Nevada. 
Loans made by Fundation in California are issued pursuant to California Lenders License No. 603L340 & 60DBO-4621. 

Why EMV Financing?  
By Greg Murphy, VP Strategic Partnerships, Fundation 
_____________________________________________________________________________________ 
November 19, 2019 

 

 
 

What type of fraud does the liability shift cover? The new rules state that whichever entity (gas station 
owner or bankcard issuer) has the lowest level of security is now responsible for an unauthorized 
transaction tied to counterfeit fraud. An example is if fraud occurs when a chip card is inserted into a 
terminal that hasn’t been upgraded to EMV then the gas merchant is responsible for the fraud.  
 
What if your gas station doesn’t experience a high rate of counterfeit fraud? If the current risk for 
counterfeit fraud is low, then the risk of being liable for fraud chargebacks under the new liability shift is 
likely low. That said, as gas stations in nearby areas upgrade to EMV the fraudsters will move their attacks 
to unprotected stations. Additionally, consumers fearful of becoming a victim of “skimming”, where 
fraudsters steal credit card data, will avoid gas stations where EMV-ready pumps are not available.  
  
What does it cost get my fuel pumps/dispensers EMV-ready? The average cost of EMV retrofit 
conversion per dispenser is estimated at $6,000 - $10,000.1 When the replacement of dispensers is 
required than the estimated total cost per dispenser can reach $17,000.2 Other cost to consider include 
installation, permitting and environment.  
 
Why EMV Financing? EMV financing allows a gas station owner to spread the cost of EMV installation 
over a number of years. Attractive loan options including interest only payments for 3 months during 
installation downtime and tax deductibility on equipment purchases are available to approved business 
owners.  
 
Retailers interested in Fundation EMV Financing please call 888-211-7880 between 8am – 5pm CST 
or visit EMV.Fundation.com. Fundation’s application takes as little as 5 minutes to complete. Approved 
applicants that accept a loan offer from Fundation can have funds sent directly to their bank account the 
next business day when the request is made before 2pm CST. CTPMA Marketers interested in Preferred 
EMV Financing options for their respective Retailers please contact Greg Murphy at (646) 661-1632 or 
greg.murphy@fundation.com.  

The U.S. domestic Automated Fuel 
Dispensers/Pumps activation date of 
October 1, 2020 is nearing. Industry reports 
state that as many as 60% of gas stations 
have not completed EMV upgrades. Gas 
station owners that have not upgraded to 
EMV by the activation date will assume 
fraud liability on magnetic-stripe card 
transactions.  
 

Why EMV Financing?
By Greg Murphy, VP Strategic Partnerships, Fundation



T h e  D e f i n i t i v e  W o r d  i n  L o c k s

T h e  D e f i n i t i v e  W o r d  i n  L o c k s

Don’t Replace Your Dispensers—Replace Your Locks.

•	 Retrofit	systems	available	for	most	dispensers
•	 3,000,000	useable	key	codes
•	 Pick	and	drill-resistant	keyway
•	 High	Security	Locks	keyed	exclusively	to	your	business
•	 Available	keyed	alike	or	master	keyed

Stop Card Skimmers 
with Security Locks

Get secure, call 1-800-422-2866
web: laigroup.com        email: sales@laigroup.com       fax: 951-277-5170 9168 Stellar Court, Carona, CA 92883

Wayne CRIND™
Dresser

Gilbarco

Protect Your Gas Pumps and Card Readers with the 
cost-effective Lock America Key Control Program!
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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!



Fall Retail  
Board Meeting Report

Chevron began with a presentation and “State of the 
Union” – by Mike Vomund

Important bullet points in Mike’s presentation were:

 » In the short term there is going to be consumption and 
production balance for the world.

 » The projection is that US oil prices – should be like what we’ve 
seen through 2019 on average.

 » A lot of EV subsidies are ending – it should be interesting to 
watch what happens with EV sales in the world in 2020.

 » Chevron position isn’t that it is against EV vehicles – the 
preferred scenario is that those vehicles compete on a level 
playing field in order that the two competing technologies each 
stand on its own. Also, a think tank in Silicon Valley ran a test 
to see what the total life cycle of the two technologies from a 
carbon standpoint is- Results:

 » Toyota Camry’s lifecycle produces 32 tons of C02. 

 » Tesla 39 tons of C02(Through electric re-charging).

 » We’re in a historical transition period – like the transition from 
whale oil to kerosene to today’s petroleum products – bottom 
line is that Chevron is 140-year-old company that will continue 
to be an energy company. 

Permian Basin Play

Chevron is a fiscally conservative company – positioned to win in 
any environment and be profitable for many years to come.

 » Chevron’s portfolio value has increased with additional tracts 
added from 2017-18 acreage transactions.

 » Continuing to core-up development areas in the Permian basin.

 » Chevron has a quality position – 2.2 mil total net acres which 
1.7 mil unconventional net acres have greater than 80% no or 
low royalty.

Pasadena Refinery acquisition

 » The acquired refinery has a 110 MBD capacity and has 
waterborne access on the Houston ship channel. It has 5.6mm 
BBLs of storage tanks with an additional 143 acres of vacant 
land.

 » Chevron considers it a strategic fit that enables light crude 
processing and integrates/optimizes with Pascagoula to 
balance out fuel supplies to Texas/ Louisiana. 

 » Transaction - $350M, plus working capital closed in 2Q19.

 » The refinery’s production will not head west, only service Texas 
and to the east and north east.

CTPMA held a successful fall retail board meeting this past October in San Ramon, CA. 
Following are notes and comments…

San Ramon, CA – Oct. 14-15, 2019
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RNG – The Renewable Gas Process project is where Chevron 
has partnered with California dairies to convert cow manure into 
renewable gas. Among the processes that are part of the project: 
1. Dairy gas processing 2. Agricultural waste treatment 3. Biogas 
treatment 4. Renewable gas injection into natural gas storage 
network 5. CNG vehicle

This helps generate a LCFS credit – low carbon fuel credit, which 
helps meet low carbon credits for doing business in California. 

Techron – 

 » The direct injection engine is the most current internal 
combustion engine technology.  Chevron invented Techron 
that is unique ingredient in Chevron gas, that is unbeatable at 
cleaning and protecting engines from harmful deposits. 2020 
is the 25th anniversary of Techron.

 » Advertising- Chevron’s talking Toy Cars were introduced in 
1995. The storyline is that Techron made the talking cars feel 
so good- they became Chevron’s very own colorful fleet of 
supporters spreading the news about Techron and they’ve 
been driving home the message ever since.

Albertsons/Vons/Safeway Loyalty

 » New CEO wants to grow their rewards program 2-3x

 » Also relaunching the program in Q4

Chevron’s 2020 key digital initiative

 » Chevron and Texaco mobile app: more payment capability and 
reward loyalty

 » Chevron business connect – new versions that add additional 
information and services to support retailers

 » Cloud payment infrastructure: modernization of card 
processing infrastructure delivering improved customer 
experience (2-3year project)

 » Close to launching with Venmo

Chevron report regarding testing with charging stations

 » EVGO – 4 locations, 7.16 average of charges a day, 28 Average 
minutes spent at station, 1850 # of charge sessions YTD with 
future stations (Brea CA, Menlo Park CA, Santa Monica CA, 
Venice CA, Manhattan Beach CA, Aliso Viejo CA)

 » ChargePoint – 1 location, averaging 1 charge a day, 71 
minutes average spent at station, 419 # of charges YTD

 » Extra mile- currently 876 projected 950 by end of year, 1025 
by 2020, 1050 by end of 2021

Government advocacy update from Greg Hardy

 » MRAN marketer retailer advocacy network – 

 » The point of this advocacy group is to have Marketers/

Entrepreneurs speak to people in Washington DC and have 
more of an effect in industry lobbying efforts. Lawmakers are 
more inclined to speak smaller businesses as these are in a 
greater number and thus more numerous voices calling on 
elected officials. 

 » West Coast landscape- California leading the charge with 
hostility to the industry by mandating that new motor vehicles 
be 100% zero emissions by 2040.

 » Federal landscape-EPA E15 RVP waiver, Mexico tariffs, 
transportation and infrastructure modernization, 2020 
elections.

 » 2020 will have the census and then determine how 
congressional districting is drawn.

 » Chevron is interested in utilizing CTPMA to help get messaging out.

CTPMA Retail West 

 » Chevron attendees-Damon Echeveria, Don Walker, Bill Miner, 
Shashank, Mike Vomund, Rod Toss -Customer Payments, Danielle, 
Alicia Logan, Ian Noble, Greg Hardy – Government affairs

CTPMA Questions
1) PWM Pricing Sign issues........we are having constant 
issues of signs going out due to poor design or overheating 
issues which in turn causes failure of the power supply. 
Digits are hard to read having to be replaced......there 
are some instances where Marketers are having to send 
companies out on numerous occasions for repair. Marketers 
should have other options and not be stuck with just one 
company or color of numbers....  Is Red an option? 

There are two approved vendors right now PWM and Price vision.  
Chevron stated that they like white the best because from an Image 
standpoint it looks the best. There is no consideration to bring in 
other colors. A new price sign vendor coming to the West soon is a 
company called Sign Resources. 

2) POP issues ...........marketers are having issues where 
the POP is not being delivered to locations, also there are 
updated POP profiles for different locations-  incorrect 
items are being sent........It would work so much better if 
POP was delivered to marketer warehouse locations so that 
they could make certain that the POP has been received and 
installed properly

Chevron is aware of this issue and are making changes to the 
database where the information is held. If marketers want material 
sent to locations directly, that’s available now. Contact your BC or 
RMC for help. 

CONTINUED ON PAGE 22
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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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THROUGH RAIN, SLEET,  
SNOW, HEAT AND COLD 
MEET THE SUPERHERO OF SIGNS

BY ALL MAJOR 
BRANDS

BY ALL MAJOR 
BRANDS

Phone: 888-898-6613  |  Email: smd@pwm.com  |  pwm-usa.com



There’s a big push throughout 
various parts of the country to 

introduce higher ethanol blends 
beyond the traditional E10 level.  
Adding five percent more ethanol 
results in a slight one point increase 
in octane, from 87 for E10 to 88 
octane for E15.  In addition to a 
higher octane claim, the product 
currently can be offered at a price 
below regular E10, primarily due to 
the current government mandated 
renewable fuel standard.  Store 
operators that adopt the new fuel 
may gain a competitive advantage 
and their customers may enjoy 
higher octane a lower price.  At face 
value, this seems like a slam dunk 
that should virtually assure success 
and move this new product into the 
top volume category, if not replace 
E10 entirely, as the renewable fuels 
industry craves.  On the flip side 
however, E15 promoters fail to 
mention that gas mileage suffers with 
higher ethanol blends.  But why ruin 
the party over trivial details like fuel 
mileage.  

Furthermore, consumer research 
done by E15 advocates revealed that 
calling the product what it is, namely 
Unleaded with 15% Ethanol or E15, 
was not good for sales.  To overcome 
this challenge, the ethanol industry 
folks have come up with the nifty 
name “Unleaded 88” to place on 
the price sign and dispenser, thus 
promoting the higher octane at a 
lower price than Regular 87.  The 
only indication that Unleaded 88 is 
really an E15 product is on the little 
orange sticker on the dispenser next 
to the nozzle.  Recent presentations 
by one ethanol industry group have 

gone as far as to tout the use of the 
name Unleaded 88 on a price sign 
as a “best industry practice,” which 
has prompted some industry leaders 
to question how consumer deception 
could be considered a best practice.  
They point out that the only factor 
determining whether a consumer can 
legally as well as prudently use E15 is 
ethanol content. They question how 
leaving out the ethanol percentage in 
the new naming convention can be 
termed a best practice.

The widespread adoption of 
Unleaded 88 is fraught with other 
challenges not so easily sluffed off 
as the ethanol folks would have one 
believe.  Current retail infrastructure 
tops the list for limiting factors.  
During a recent presentation by one 
of the ethanol industry groups, they 
proudly claimed that “they have 
sites selling E15 that are 30 years 
old.”  Well, they may be selling it, 
the question is have they made all of 
the upgrades necessary to be doing 
it legally?  According to the EPA, 
thread sealants certified for ethanol 
blends beyond E10 were not available 
in the marketplace before 2007 and 
due to higher cost, they don’t believe 
that all sites have used the +E10 
thread sealant since that date due 
to its higher cost.  This is just one of 
the many items in a UST system that 
needs to be approved for use with 
blends of ethanol over 10%.  Others 
include flex piping systems, gaskets, 
seals; the list is quite extensive.  Every 
site is different, and responsible 
retailers need to do the extensive due 
diligence needed to responsibly adopt 
this new product.

Many insurance policies (whether 
a state fund or private insurance) 
require compliance with all federal 
and state laws, including UST system 
compatibility with higher blends.  
Dispensing E15 with non-certified 
UST components could invalidate 
a cleanup claim and push financial 
responsibility back to the marketer or 
store owner.  In addition, E15 is not 
approved for all cars or other types 
of motorized machinery.  Consumers 
that unknowingly use an E15 product 
could have their warranty coverages 
voided.

Responsible ethanol industry 
messaging to retail operators 
must begin with the true financial 
commitment necessary to responsibly 
and legally sell E10+ fuels.  At this 
point it will be up to each E15 retailer 
to decide what is ethical when it 
comes to using product names that 
many consider to be at best less than 
transparent, if not outright deceptive.

________________________________

Mark Radosevich is a strong industry 
advocate and forty 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

Like a wolf in sheep’s clothing,  
Unleaded 88 gasoline isn’t what it seems.
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Chevron’s New Delo® 600 ADF

New HDAX® 9700 Chevron Introduces 
Meropa EliteSyn™ XM

Last week marked the official product introduction of 
Chevron’s new Delo® 600 ADF! Leading up to the intro-
duction, we examined in a series of recent Lube Matters 
articles the impact of exhaust aftertreatment systems, 
specifically diesel particulate filters, on fleet operating 
costs. The engine after treatment system (EATS) has 
become almost as expensive and complex as the engine 
itself. Our focus has been on the diesel particulate filter 
(DPF), which collects up to 98% of particulate matter 
emissions in the form of ash and soot, leading to a 
significant amount of clogging. 

Current heavy duty engine oil technology simply has not 
kept pace with the changes in EATS design necessitated by 
strict emission regulations. At Chevron, however, we have 
been working on these issues for more than a decade, 
ever since DPFs first appeared in diesel trucks and later 
in off-highway equipment. We have led the industry in 
research and development on low ash technology.

Delo 600 ADF is the first ultra low-ash, heavy duty engine 
oil that reduces the sulfate ash content of a typical CK-4 
oil by 60%. Our OMNIMAX™ technology achieves a 
0.4% ash level by replacing metallic additives with organic 
compounds that deliver equal or better protection. 
OMNIMAX describes a Chevron Patented Technology, 
which delivers maximum system protection to both the 
engine and the emissions system. This all-encompassing 
protection helps drastically reduce the rate of DPF clogging 

to deliver extended 
DPF service life and 
industry-redefining fuel 
economy retention.

The 600 qualifier 
signals a tiering 
different from the 
400 line, and ADF 
represents After 
Treatment Protection, 
Drain Interval Extension and Fuel 
Economy Retention. In rigorous bench and field testing, 
Delo 600 ADF met or surpassed API CK-4 and OEM 
performance standards for wear protection, oxidation and 
deposit control. This new formulation even outperformed 
competitive API CK-4 oils using conventional metallic-
based additives on many measures.

We are positioning Delo 600 ADF between Delo 400 XLE 
and Delo 400 XSP – synblend and synthetic products, 
respectively. Delo 600 ADF is a synblend product itself, yet 
the value proposition offered is significantly greater.  

For further information on the commercial insights leading 
to the development of Delo 600 ADF, refer to the three 
most recent Lube Matters blog articles, which focus on 
the difficulties customers face with operating their engine 
aftertreatment systems and diesel particulate filters. 

We are excited to announce Chevron’s 
latest addition to our natural gas engine 
oil portfolio – HDAX® 9700 SAE 40! It is 
a premium, dual fuel gas engine oil with 
proven field service experience in dual fuel 
engines operating with diesel pilot ignition 
natural gas mode and up to 100 percent diesel mode 
for extended operational periods. 

Make sure your customers know it is recommended 
for dual fuel, medium-speed, four stroke cycle trunk 
piston engines burning natural gas with approximately 
3% diesel pilot fuel ignition, and up to 100 percent low 
sulfur diesel fuel (<500 ppm sulfur).

Our newest synthetic gear oil is here and it’s an addition 
to our Meropa EliteSyn™ portfolio! Chevron’s Meropa 
EliteSyn XM oil is formulated to be our ultimate offering 
that meets or exceeds industry performance standards. 
It offers maximum efficiency, reduced operating temper-
atures, long lubricant life and robust micro-pitting wear 
protection. 

It is designed for use in 
industrial and marine gear 
systems where extreme load 
and shock load protection is 
required. In extensive field 
testing, we found that the 
formulation improves signifi-
cantly on wear protection, 
and micro-pitting in particu-
lar, compared to traditional 
PAO-only based oils.



How does your company view your customers - as 
potential sales and prospects for your company’s 
loyalty program? What about store personnel, how 
do they view their jobs – settle customer transactions, 
smile, and suggestive sell? But let’s not get ahead of 
ourselves here, as store personnel must first show up 
for work (sorry – I couldn’t resist!).

Let’s look at this way. Are your stores different from 
your competitors? Is there something unique about 
your stores, so unique that it causes your stores to 
stand out from the crowd, and causes consumers 
to only associate this uniqueness to your stores? 
Probably not right? Same products, same store design 
(for the most part), and prices all pretty much the 
same. So if there’s nothing unique or different about 
your stores, and there isn’t anything that customers 
and potential customers associate to your stores only, 
then how do you compete? How do you even hope to 
compete against the larger, more powerful regional 
convenience store chains that have great scale 
advantage over you?

What if, just what if, your store employees 
changed the lens in how they see their jobs, and 
as a result, how they see their customers? What 
if your employees didn’t see their jobs as settling 
transactions, and didn’t see your customers as 
strangers, potential sales, and company loyalty 
program prospects? What if instead, your store 
employees saw their customers as human beings, and 
their job was to make their customers day a little 
brighter? What if the one-thing your stores stood 
for, the one-thing that customers associated only 
to your stores, was that your store employees cared 
about them and tried their best to make their day a 
little bit brighter? What if your stores were the stores 
customers went to get their “Feel good fix” for the 
day, as well as their fuel and coffee?

In life, we all wear a backpack, and in that backpack 
are rocks that represent the different kinds of 
burdens that we encounter over the course of our 

life. Burdens like: contemplating suicide, depression, 
bullying, not fitting in, the loss of a loved one, not 
meeting your parents expectations, loss of a job, a 
parent in long-term care whose time is running out, 
unable to get ahead in life, etc. etc. etc. Life is a 
great and wonderful gift, but it can also be hard at 
times. Many of your customers are walking into your 
stores every day and they are weighed down by the 
many rocks they are carrying in their life’s backpack. 
What if your cashier’s job was to try to remove a 
rock from your customers backpack? Just one rock. 
And by removing that one rock, since we don’t really 
know the type of rock that it is, could make all the 
difference in your customers day? That visit to your 
store could be the highlight of that customer’s day. 
You think I’m being dramatic? You have no idea 
what’s in your customer’s backpacks!

Remember the TV sitcom Cheers? Why do you think 
customers like Norm, Cliff, and Frazier made Cheers 
their only place to get a beer? I’m sure there were 
cheaper beers and fancier bars than Cheers. They 
gave Cheers 100% of their business because of 
the relationships they had with the employees at 
Cheers: Sam, Coach, Woody, Carla, and Diane. They 
had a personal relationship, not a transactional 
relationship. What if, just what if, your employees 
in the 10-seconds that it takes to settle a customer 
transaction, could see their jobs as developing 
relationships with their customers in how they 
treat and talk to them, and in the process, perhaps, 
just perhaps, a rock is removed from a very heavy 
backpack. Wouldn’t that be a wonderful thing that 
your stores could stand for? If customers associated 
“You care about me as a human being” to only 
your stores, do you think that would enable you to 
more effectively compete in an over-crowed, sea of 
sameness marketplace? How could it not?

To learn more about how to schedule this 
presentation for your company, contact Terry 
McKenna at: terrym@eps-i.com or 910.458.5227.

By Terry McKenna – Owner, Employee Performance Strategies, Inc.

terrym@eps-i.com 910.458.5227 www.terrymckennaspeaks.com

How to Beat the Competition  How to Beat the Competition  
in 10-Seconds (or less)in 10-Seconds (or less)

Changing the Lens Changes Everything!Changing the Lens Changes Everything!
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marketing bulletin

NEW! Electronic Gift Card - Chevron and Texaco eGift Card               
        

                                                                                                                                                              

Chevron is pleased to announce the release of the new Chevron and Texaco eGift Card! Chevron is the first major oil & 
gas company with an electronic Gift Card. This is a digital solution enabled by the new Chevron and Texaco apps with 
mobile payments. The eGift Card allows Chevron and Texaco consumers to pay for fuel and car washes at the 
dispenser through their mobile devices. This functionality is available at Chevron and Texaco stations that are able to 
process mobile payments. Customers can also link physical Chevron and Texaco Gift Cards to their Chevron and 
Texaco app user accounts.              

The Chevron and Texaco eGift Card can be used in a variety of instances, including Brand promotions, Loyalty 
programs, Sales initiatives, Customer Care circumstances, as well as other customer-reward opportunities. The eGift 
Card also enables promotion of the Chevron and Texaco brands in B2B channels where there is increasing demand for 
digital card solutions. As with the other cards in the Chevron Consumer Card portfolio, there is no processing fee for 
these eGift Cards for Chevron and Texaco retailers and marketers.

The eGift Card helps deliver faster, friction-free transactions for customers as mobile commerce sales continue to 
grow. Chevron and Texaco eGift Cards are delivered via email or text message that contains a dynamic link. The link 
takes recipients to the personalized eGift Card where it can either be printed or linked to the Chevron and Texaco 
mobile apps. Current eGift Card and physical Gift Card balances are easily visible on the Payment Methods screen of 
the apps, resolving a longstanding challenge with physical Gift Cards.

Finally, Gift Cards in all forms are an important element in a comprehensive retail brand offering as they help: 

• Meet customer expectations 

• Deliver brand impressions

• Drive brand trial

• Drive incremental purchases

• Create loyalty through customer reloads (available for physical Chevron and Texaco gift cards only)
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Up to $20,000 Reimbursement For 
2020 Perennial Image Refresh Program!

Chevron Increases maximum 

reimbursement amount for 2020 Perennial 

Image Refresh Program to $20,000 per 

approved site!

Increase is almost 50% more than  2019

program 

Key Highlights 
 Marketer and retailer incentive of 70% of approved spend up to $20,000 per site

 New reimbursement maximum is available for 2020 program elections and, not is not retroactive 

 All other program terms remain unchanged; see details on Chevron Business Point

 Sign up for 2020 Perennial Image Refresh Program now to take advantage of the increased 

benefit

 Contact your Business Consultant to sign up or for more program information

The programs and assistance Chevron provides to marketers and retailers are discretionary and may be canceled or changed by Chevron at any time. 
Chevron’s only obligations to marketers and retailers are those set forth in signed written agreements with them. Any obligation of Chevron to make 
incentive payments to a marketer or retailer under this program will terminate upon termination of their branded fuel agreements with Chevron.

New Techron® Powersports & 
Small Engine Motorcycle Video
We continue to roll out Techron® videos to help 
generate awareness and the benefits the different 
Techron products deliver, the latest one featuring 
world-record-breaking motorcyclist Adam Sandoval. 
Adam has taken multiple cross-country trips across the 
U.S. to raise money for veterans over the years. One of 
the things that became clear to him during his travels 
was the inconsistency of the fuel he was getting at the 
pump, making it clear that maintenance was going to 
be a major factor in his journey.

Check out the long-form YouTube video linked 
below to hear from Adam on how Techron keeps his 
motorcycle engine free from varnish.

Techron PS&SE Adam Sandoval Video
The full-length and :30 versions are available to 
download from the Marketing Hub for high quality, 

free content. The long-form 
video is great for Marketers’ 
and customers’ websites. 
The :30 spot is great for 
Facebook and other social 
media integration. 

Techron PS&SE is available 
in the following pack sizes: 
4/1-gallon, 12/10oz, and 
12/4oz counter display 
(perfect impulse items for 
quick lube waiting rooms). It and all of our Techron 
products are great products to help generate 
incremental profit this year.

Encourage your customers to place orders today, and 
take advantage of all of our digital Techron content!
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On Monday, October 21, my friends at the California Energy 
Commission (CEC) released “Additional Analysis on Gasoline 
Prices in California.” This report is a follow-on to a May 2019 

report that had been requested by Governor Gavin Newsom. Both 
reports examine why California gasoline prices are higher than the 
rest of the country. These works build on the analysis that the CEC 
did in 2015 during the tenure of the California Petroleum Market 
Advisory Committee (PMAC), of which I was a member. 

Since the Torrance refinery shutdown in February 2015, retail gasoline 
prices in California have been higher than average U.S. retail gasoline 
prices, even after accounting for California’s unique gasoline quality, 
higher taxes, and cost pass-through of the state’s climate change 
policies. My PMAC colleague, Severin Borenstein, has written about 
this issue extensively. Stillwater has written about this issue as well.

The CEC’s May analysis “pointed to possible causes including refiner 
margins, refiner outages, crude oil prices, retail margins and other 
factors…”

In its latest report, the CEC concluded:

1. “…while refinery outages have an impact on prices, which are 
reflected in higher refiner margins, these spikes are short term 
in duration (months) and do not account for the sustained price 
elevation seen over the past five years.”

2. “The CEC does not have any evidence that gasoline retailers 
fixed prices or engaged in false advertising.”

3. “The CEC concludes that refiner margins are not the cause of 
the residual price increase in California”.

4. “California consumers continue to purchase higher-priced 
brands despite having many options.” 

5. “CEC staff concluded that the primary cause of the residual 
price increase is simply that California’s retail gasoline outlets 
are charging higher prices than those in other states.”  

So, why is it that Californian’s are willing to pay a higher price, rather 
that switching to a lower priced brand? In my opinion, Californian’s 
are not being irrational. They can go to the Big Box retailers but have 
to wait in line to gas up. Many consumers calculate the time spent 
not waiting in line is worth the higher pump price. These folks also 
want to avoid the crowd and may want other services, like window 
washing materials or a nearby convenience store. 

Stillwater’s analysis shows that the state of California has twice the 
drivers per gas station compared to the national average. In other 
words, there aren’t enough gas stations.  

This lack of sufficient infrastructure is a reoccurring theme along 
the fuel supply chain. In our view, the lack of sufficient pipeline and 
storage capacity leads to extreme volatility at the wholesale level 
as well. We first described this in our study for the CEC on a stra-
tegic fuel reserve in 2003. This report was written in reaction to an 
Attorney General’s Task Force report in 2000 on gasoline prices.  

Ethanol & Gasoline
The latest example of infrastructure insufficiency is the shutdown of 
the NuStar Energy terminal in Selby/Crockett, up in the Bay Area. One 
of the jobs of that terminal is to take in ethanol by train and tanker 
and store it until it is trucked to gasoline distribution terminals in the 
Bay Area for blending with gasoline blendstock and then delivered 
to gas stations. Retail gasoline has 10% ethanol and the gas that 
the refineries make needs that ethanol blended in at the terminal to 
meet marketable specifications like 87 octane.

On Wednesday, October 16, a fire broke out in two of the NuStar 
ethanol tanks. The fire was put out without any injuries, but the 
terminal was shut down pending an investigation. As of this writing, 
the terminal is still shut down.  

Since NuStar’s shut-down terminal in Selby is the major supplier of 
ethanol to gasoline distribution terminals in the Bay Area, soon those 
terminals will start to get low on ethanol supply. The oil companies 
will be working hard to truck ethanol in from other locations, and 
hopefully this will happen without any product runouts. Without 
ethanol, however, you can’t make retail-quality gasoline.  

In California, as in most other U.S. markets, all gasoline is blended 
with 10% ethanol. If sufficient volumes of ethanol can’t make it to 
the California market served by NuStar Selby, well, you might not be 
able to find gasoline at any price at gas stations in the Bay Area.  

PG&E Power Outage
When Pacific Gas & Electric shut down its power lines, it also cut the 
power to the Kinder Morgan pipeline that delivers transportation 
fuels from the Bay Area refineries to Reno, Nevada.  Nevadans may 
also have to pay the price for infrastructure issues here in California. 

The point of all this: Gasoline infrastructure – like power, water, and 
natural gas infrastructure in California – is constrained and non-
resilient. It can only take so much before it breaks.

* E-tickets were admission coupons for Disneyland and Magic 
Kingdom before 1982. Purchasing them would get you admission 
to newest, most advanced, or popular rides and attractions.

The Ultimate E-Ticket:  
California Gasoline Prices*

By Dave Hackett, Stillwater Associates
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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:  

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@vulcanoilco.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
www.ctpma.net20



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)

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)

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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3) Refresh Program ............the reimbursement amount of 
$13.5K is not nearly enough for the work being performed 
at marketer locations...... CTPMA members are having to 
spend $20K+ in order to receive the maximum payback 
offered by Chevron.........With this low payback it is not 
cost effective to do any additional work at the location 
i.e. if marketers install a digital sign and replace canopy 
lights then they have spent in excess of that amount of 
money. There is additional work that marketers will to 
be reimbursed for. Also, this should be a straight-line 
amortization and not for 5 years additionally it should 
include all exterior back court.

In 2020 Chevron will increase repayment to 20k but it will still be a 
70%-30% split. Chevron is also willing to look at adding different 
elements into the program (like lot pavement). The point is to help 
the sites improve image.

4) Customer First/Image Evaluations ...........consistency 
is definitely needed.......when you have locations that 
are scoring in the mid to upper 90’s on the first image 
evaluation and then in the 60’s and 70’s and low 80’s on 
the next image evaluation…..  while the locations look 
the same as they did with the first evaluation- how can 
there be such a discrepancy? Also, marketers are hearing 
complaints that the shoppers are not leaving copies at the 
site and in many instances, they have complained about 
shoppers being rude. 

Chevron response…Same number of shops, 2 image evaluations, 
and will shift focus to the forecourt instead of backcourt. Haven’t 
eliminated the backcourt though. The format is changing from 
starting with 0 points…. to starting with 100 points and those 
points can be taken away for deficiencies. Must document everything 
that loses points, changing the RFA process limiting questions. 
Image is going to one unannounced shop – however you can submit 
photos to cure deficiencies moving forward. 

They are considering moving away from Credit card applications as 
tie breaker for the trips. Welcome any ideas from Marketers on how 
they could improve this process.

5) Better option on the Credit Card applications holder on 
dispensers.... the current ones collect bugs, trash, and dirt?

First time Chevron has heard of this issue but will take a serious look 
at it. Look to implement more digital impact. Looking at moving POP 
to digital advertising screens or QR code apps. 

6) Overall cost of current image vs. other branded suppliers 
...... To Chevron....what can we do to lower our cost?

Chevron is satisfied how the image standards are currently and does 
not want to bring down the image standards for the sake of cost. 
What Chevron is doing is to work on the vendors to get pricing more 
competitive. Across the board branding should cost about 10% less 
before the end of this year.

7) What is Chevron’s perspective on credit card fraud at the 
retail locations? Is it on the rise? Leveling off?  We have a 
lot of dealers struggling with the EMV upgrade costs and 
trying to decide whether to make the expenditure.  Will 
fraud funnel to non-EMV sites?  CTPMA members review 
the monthly fraud reports at sites but that is only local and 
not national.  

Potential charge backs over next 7 years will exceed 201K per 
site- $367M in 2019, $451M in 2020: (one station had up to 275k 
in one year.)

Fraud will move to rural areas (warning: a marketer who has no 
fraud today will have some in the future. As high risk areas get the 
upgraded technology, fraudsters will move to “today’s” low risk 
areas).

Counterfeit fraud rate is increasing rapidly, and Florida, Texas and CA 
are the top 3 states for fraud.

Liability switch is October 2020 – no extension is expected

If you have EMV hardware the Issuers will still hold the liability. 

Chevron software will be ready November December 2020, but the 
key is to get the hardware in now and get them scheduled. There is 
going to be a shortage.

It could be a 4-hour call per pump and then 4 hours for EPOS

Chevron is going to start providing updated fraud reports.

Velocity can be reduced between mag stripe and EMV chip.

Dollars can be increased on chip and lowered on mag stripe. 

AFD fraud data on CBP – there is a 3-month lag but still provides 
good data.

8) Will Chevron go back to sending out welcome kits to 
new dealers? Orientation into Chevron’s Brand and culture 
is important to establishing good dealers and educating 
them.

Chevron has the webinar welcome course but could have some print 
materials that marketers can order for follow up guides.

9) What is Chevron’s response to the Visa MasterCard 
credit card settlement?

There was a $6.2 billion dollar settlement final judgement coming 
November 7th. Chevron – “we’re going to be fair, once we figure 
out how the funds are proportioned.”

CONTINUED FROM PAGE 11
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CHEVRON
RETAIL
UNIFORMS

The official uniform store for 
Chevron, Texaco and ExtraMile

.com

UNIFORM SUPPLIER
Official

Available on 
desktop or mobile,
Apple or Android

customer service:

888-475-6288
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