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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!

TURN TO PAGE 6 FOR DETAILS

Morning Keynote Evening Reception



Our partnership with your association has one goal: helping your 
business succeed. You deserve an insurance provider who understands 

your industry. Put our knowledge and experience to work for you.

A Perfect Fit for Protecting 
Your American Dream

Commercial Insurance  Property & Casualty | Life & Disability Income | Workers Compensation | Business Succession and Estate Planning | Bonding

Federated Mutual Insurance Company and its subsidiaries* | federatedinsurance.com | Ward’s 50® Top Performer | A.M. Best® A+ (Superior) Rating

20.01  Ed. 11/19  *Not licensed in all states.  © 2019 Federated Mutual Insurance Company

Proudly Celebrating  
Our Partnership

Scan to learn 
more about  
what we can 

offer members.



Message from the President

Spring is here and it will be filled with much 
anticipation for the upcoming Presidential 
Election.

This March will be especially exciting 
one with Super Tuesday falling on March 
3rd. Super Tuesday is the election day 
early in a United States presidential 
primary season when the greatest number 
of states hold primary elections and caucuses. 
More delegates to the presidential 
nominating conventions can be won on 
Super Tuesday than on any other single day. 

On this day, primaries and 
caucuses occur in many 
states from geographically 
and socially diverse regions 
of the country and typically 
represent a presidential 
candidate’s first test of 
national electability. This 
year it will be even more 
prominent as California 
moves up its traditional 
June primary to Super 
Tuesday. Democratic 
candidates must therefore do well on this 
day to help secure their party’s nomination. 
Convincing wins in Super Tuesday primaries 
have usually propelled candidates to their 
party’s nomination.

Regardless of the political party you support, 
CTPMA will be providing you with an 
opportunity to hear the latest insights into 
this year’s election cycle at our Business 
Forum July 20-22nd. 

The CTPMA 
Business Forum 
is held every 
other year and 
is focused on 
an exchange of 
ideas with our 
fellow marketers, 
vendors and 
the Chevron 
leadership team. 

Our keynote speaker for this year’s event 
is Karl Rove. Karl served as 
Deputy Chief of Staff and Senior 
Advisor to President George 
W. Bush from 2000-2007. As a 
frequent Fox News and Wall 
Street Journal contributor, Karl 
will provide us with key insights 
into what is shaping up to be a 
very contentious election cycle 
and what that can mean to our 
industry in the upcoming decade! 

Please join me and your 
fellow marketers in engaging 

conversation with the Chevron leadership 
team in Colorado Springs this July.

Registration is available now by visiting 
www.ctpma.net.

Sincerely,
Shawn Frate
President, CTPMA

“
”
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Are you ready for the new decade?

While market conditions certainly vary among 
Chevron and Texaco marketers, whether you are a 
retail, lubricants or commercial marketer, this year 
which started off well appears to be weathering 
a storm of global concerns. Despite this, US 
consumer confidence is up with consumers 
spending more.

Petroleum Marketers need a solid business plan 
each new year that lays out their blueprint for 
success. They become focused on cash flow, 
cost containment, revenue growth, margin 
enhancements, network optimization, operating 
efficiencies and other factors critical to their 
profitability. As they say, if you don’t have a plan, 
you won’t know where 
you are headed much 
less the route that you 
are taking to get there.

For its part, CTPMA 
will continue to 
support Chevron and 
Texaco marketers by 
organizing our efforts 
and working with 
Chevron to collaborate 
over the issues and 
opportunities to profitably grow our retail, lubes 
and fuels business.

All Chevron and Texaco marketers should 
plan to attend CTPMA’s 2020 Business Forum 
and Tradeshow July 20-22 at the spectacular 
Broadmoor Hotel in Colorado Springs, CO. This 
is our association’s major membership meeting 
for 2020, and CTPMA marketers have made it 
loud and clear that they want to return to the 
Broadmoor. So save the date and plan to attend!

New Chevron management teams including 
Chevron Products Company President Andy Walz 
will be in attendance to inform our members what 
will be in store for this new decade. Karl Rove, 
former deputy chief of staff to President George 
W. Bush and a leading FOX network commentator 

will tell us what the 
upcoming election 
means for our industry. 
And back by popular 
demand, Lt. General 
Michael Gould will 
welcome CTPMA’s 
guests to Colorado 
Springs, home of the 
US Air Force Academy.

 CTPMA will be hosting a Lubricants Town Hall 
meeting in conjunction with its Business Forum 
in Colorado Springs with Bob Stolz, General 
Manager Lubricants North American and Wayne 
Ederer, Manager Chevron Lubrication Marketers 
in attendance. They will address the meeting 

attendees and answer questions.

Discounted registration fees are 
available to those marketers who 
sign up before April 24. Complete 
information and online registration 
options are available at our website 
www.ctpma.net. A more broader 
and more diverse tradeshow 
along with richer program content 
will offer a valuable three-day 
experience for marketers and 

exhibitors alike. So don’t miss this important 
gathering for all Chevron and Texaco marketers!

Finally your volunteer board members and CTPMA 
committees will again be meeting throughout 
the year to discuss issues and opportunities with 
Chevron. These joint sessions are used primarily 
to discuss key topics of interest among retail 
and lubricant marketers. As always you can find 
detail minutes from each of these meetings in the 
Marketer section of the CTPMA website. Contact 
our office if you need assistance in getting access 
to this material. I encourage all CTPMA marketers 
to provide input on an ongoing basis to assist with 
the work of your association.

Dear Fellow Marketers

“
”

New Chevron management 
teams including Chevron 

Products Company President 
Andy Walz will be in 

attendance to inform our 
members what will be in store 

for this new decade.

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

5



Please plan to join your fellow marketers July 20-22, 2020 for 
three days of industry expert insights, best practice sharing, retail 
and lubricant marketer workshops, networking opportunities 
and tradeshow exhibits at the 2020 CTPMA Business Forum & 
Tradeshow, to be held at the breathtaking Broadmoor Hotel in 
Colorado Springs, CO. 

The 2020 program will kick off with keynote speaker Karl Rove, 
former George W. Bush Deputy Chief of Staff. Visit CTPMA.net 
for Karl’s bio. In addition, several new Chevron senior managers 
from lubricants and retail will be our featured speakers including 
Andy Walz, of Chevron Products Company who will be our 
speaker at the President’s dinner.

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

Certainly one of the biggest benefits of this convention is 
the opportunity to network with your fellow marketers. The 
tradeshow, which grows bigger and better from meeting to 
meeting will provide you the opportunity to meet with preferred 
vendors whose products and services can help you better serve 
your customers and manage your business.

The Broadmoor is a premier destination meeting resort and as 
you will read further in this brochure, the activities are plentiful 
to enjoy. Don’t delay registering to attend and reserving your 
hotel room! July is peak season in Colorado and The Broadmoor 
will quickly fill up. We look forward to seeing you at The 
Broadmoor!

CHEVRON AND TEXACO PETROLEUM MARKETING ASSOCIATION PRESENTS

July 20-22, 2020

Keynote Speaker 
Karl Rove

2020

Business Forum
& Trade Show

Together Towards Our Future

Business Forum
& Trade Show

Together Towards Our Future

2020
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Registration
Register online at www.ctpma.net before 
April 24, 2020 for the discounted registration 
rate – a $50 savings per person and a chance 
for a free hotel room upgrade.

Getting To The Broadmoor
The Broadmoor is a premier destination 
resort conveniently located with air access 
from two airports: Colorado Springs and 
Denver International. The Colorado Springs 
Airport is 15 minutes from The Broadmoor 
and is serviced by major airlines including 
American, Continental, Delta, United and 
Allegiant Air. For driving directions to the 
hotel, go to www.broadmoor.com. 

Hotel Room Accommodations
Rooms for CTPMA Business Forum attendees 
have been set aside at a discounted rate of 
$355.00 per night + taxes and resort fees 
and can be reserved online at www.ctpma.
net. Marketers can extend their stay at The 
Broadmoor at this rate although hotel room 
reservations must be made by June 24 to 
receive the discount. A one night deposit will 
be due at the time your reservation is made. 
Deposits are refundable should cancellations 
be received by the hotel within 7 days of 
arrival.

July is peak season in Colorado Springs and 
the hotel will fill up quickly. So don’t delay 
in registering to attend and reserving your 
hotel room!

Golf Tournament
Plan to arrive early to participate in the 
CTPMA Golf Tournament on Monday, 
July 20 with an 1 p.m. shotgun start. The 
tournament will be held on the West Course 
and is open to all CTPMA Business Forum 
attendees and exhibitors. Sign up to play 
when you register online at www.ctpma.net 
to attend but hurry as space is limited.

GO TO WWW.CTPMA.NET 
AND REGISTER NOW!

Sunday, July 19
• Guests arrive and registration

Monday, July 20
• CTPMA Board Meeting (a.m.)
• Golf Tournament (1 p.m. shotgun start)
• (6:30 to 7 p.m.) Young Executive Hospitality Reception in  

Trade Show – Rocky Mountain CD
• (7 to 9 p.m.) Supplier Reception and Trade Show Opening 

 – Rocky Mountain CD

Tuesday, July 21
• (7 to 8 a.m.) Continental Breakfast in Trade Show 

 – Rocky Mountain Ballroom
• (8 to 10 a.m.) Welcome and Keynote Speakers – Lt. Gen Gould,  

Karl Rove – Rocky Mountain AB
• (10 to 10:30 a.m.) Coffee Break in Trade Show – Rocky Mountain CD
• (10:30 to 11:30 a.m.) Petroleum Industrial Outlook for the Decade -  

Dave Hackett – Rocky Mountain AB
• (11:45 a.m. to 1:30 p.m.) Buffet Lunch in Trade Show 

 – Rocky Mountain CD
• (1:30 to 2:30 p.m.) EMV Seminar - Rod Tos – Rocky Mountain AB
• (2:30 to 3:30 p.m.) 2020’s Sales Force - John Kimmel 

 – Rocky Mountain AB
• (5:30 to 8 p.m.) President’s Reception/Dinner - Andy Walz  

– West Ballroom/MV Terrace
• (8 to 10 p.m.) Post Dinner Reception – Terrace

Wednesday, July 22
• (7 to 8 a.m.) Continental Breakfast in Trade Show – Rocky Mountain CD
• (8 to 10:30 a.m.) Lubricants Townhall Seminar -  

Wayne Ederer/Bob Stolz – Rocky Mountain AB
• (10:30 to 11 a.m.) Coffee Break in Trade Show – Rocky Mountain CD
• Exhibits tear down after coffee break
• (11 a.m. to Noon) Business Management Seminar - Nate Oland   – Rocky 

Mountain AB
• (Noon to 1:30 p.m.) Lubricants Keynote Luncheon - Bob Stolz – TBD
• (1:30 to 2:45 p.m.) Business Action Seminar - Legislative Advocacy – Rocky 

Mountain AB
• (1 to 5 p.m.) Young Executive’s Leadership Training Seminar - Terry McKenna 

 Dinner on your own

Thursday, July 23
• Free day or guests depart

Preliminary Schedule
Registertoday atctpma.net
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In the course of our work, and due to our own curiosity, Stillwater tracks the California gasoline market. We 
thought our findings might be interesting to our readers as well! 

In our latest review of the data, we see that the strength of the retail margin (retail less taxes less climate change 
costs less spot) relative to the refining margin (spot less crude) remains impressive. Figure 1 below shows the 
Refining and Retail margins as net of climate change costs. We note that retail prices continue to respond quickly 
to increases in the spot price, but they respond more slowly to decreases in the spot price.

That’s our quick and dirty review of the trends. Are you looking for a deeper dive, or do you have questions 
about retail margins or gasoline pricing in California? Drop us a line!

California Gasoline Retail Margin  
Quick to Rise, Slow to Drop

By Kendra Seymour

Figure 1.  
California Retail Regular 

Gasoline Price Buildup 
(2019-2020 in $/gal)

Figure 2.  
California Retail 
Gasoline Price Change 
(2010-2019)

Figure 2 breaks out the changes in the various pieces of the price of gasoline since 2010. Despite a fall over 
the period in crude oil prices, the Retail gasoline price has grown about 50 cents per gallon (cpg). This figure 
highlights the increase in Marketing Gross Margin (GM) - retail price less spot price and less taxes and climate 
change costs - of about 40 cpg since 2010. Note: In this figure, the Marketing GM also includes the Dealer GM. 
The climate change costs, made up of Cap & Trade and the Low Carbon Fuel Standard, have increased from zero 
to 30 cpg between 2010 and 2019.
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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!
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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!



2020 BUSINESS FORUM & TRADE SHOW SPECIAL FEATURE

2020

Business Forum
& Trade Show

Together Towards Our Future

Business Forum
& Trade Show

Together Towards Our Future

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

KEYNOTE 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



One of the new buzzwords in leading-edge 
management circles is “Critical Number.” 
For every business, there are a handful of 
measurable predictors of business success.  
By focusing on just these few key numbers, a 
business can achieve tremendous gains.

Therefore, if a petroleum company wants to 
significantly increase its cash flow, the first step is 
to identify what measurable numbers will have the 
most significant impact on cash. Although we know 
that receivables, inventory and payables timing are 
the industry-wide controlling factors, we need to be 
much more specific at the individual company level.

To find a starting place, take a look at your 
last few months’ cash flow statements. Your 
cash flow statement will provide clues to your 
largest cash drains. Now the trick is to identify 
critical numbers that if achieved, will cure those 
deficiencies.

Let’s assume that your biggest cash problem is 
receivables. It would be easy to say that your critical 

number is days sales outstanding. That number, 
however, depends upon lots of other factors in your 
receivables process.

So, to get to the “right” critical number, you 
would need to examine your receivables process 
further. You might discover that one of major the 
reasons you are being paid late is that your bills are 
going out late. With that information, you could 
set a critical number that is your percent of invoices 
mailed same day.

Or, perhaps after examining your system, you 
discover that the only way you can speed up your 
collection time is to move your existing accounts to 
EFT payment. Your critical number might become 
the percent of receivables dollars outstanding that 
on are on EFT terms.

If your problem is one of inventory, you may be 
tempted to use days supply on hand as your critical 
number. Like receivables, however, you should dig 
a little deeper to get at the root of your inventory 
problem.

Track Track 
What What 

CountsCounts
By Betsi Bixby

CONTINUED ON PAGE 18

12 www.ctpma.net



 

“EIGHT YEARS AGO, 
we took delivery of a truck Oilmen’s 

built for us. WE NEVER HAD A LEAK 
underneath the truck. Can’t say enough about 

the excellent work these guys do.“ – Satisfied Customer

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

Many Thanks to our Customers, Vendors,

and Employees for 65+ GREAT YEARS!  

OILMENSOILMENSOILMENS

13CTPMA News  |  March 2020



Upon further examination of your inventory process, 
you may find that most products are turning well, 
but that you have a significant problem with 
obsolete inventory. This is likely a symptom of 
not matching your inventory to your customers 
needs. Your critical number, therefore, might be the 
number of items in inventory that are more than 20 
or even 30 days on the shelf.

You may examine your store inventory and find 
that inventory turn is just fine, but your sales are 
declining. Again, the easy critical number to select 
would be dollar sales for the month. Upon deeper 
investigation, however, you may find that customer 
loyalty and repeat sales are highly dependent upon 
a stable work force, and that you’ve been losing 
clerks! Your critical number, therefore, may be a 
turnover statistic. 

As you review your cash flow, you will likely discover 
many opportunities for improvement. To guarantee 
success, however, limit your final critical numbers to 
just three items. Identify the three numbers that will 
have the biggest combined impact on your cash. By 
narrowing your goals to only three numbers, you 
will keep everyone in the company focused.

Once you have determined the three 
critical numbers, determine how they will 
be measured. There should be no room for 
subjectivity. Also determine who will be responsible 
for tracking each goal. Ideally, this should be a 
person who has major personal impact and stake in 
that goal.

Determine how each critical number goal will be 
tracked so that everyone involved can see the 
improvement as it occurs. Hold weekly “huddle” 
meetings to discuss progress on the three 
goals. Everyone in the company should know what 

the critical numbers are, why they are important, 
and how they personally impact those numbers.

Equally important is to determine a reward for 
meeting each critical number goal. A reward, 
however, does not necessarily mean a cash bonus 
or material prize. Those who are working towards 
achieving the goal should be given the opportunity 
to determine a motivating reward with final 
management approval, of course. 

One company involved with a “no accidents in 365 
days” critical number decided they wanted the 
supervisor (who said the goal was unreachable!) 
to dress up in a cheerleader outfit for one work 
day. The catch, of course, was that the supervisor 
was a burly, hairy, overweight male! Reputedly, the 
company achieved an impeccable safety record for 
well over a year and the supervisor made good on 
the deal including an actual cheer in his get-up! Just 
goes to show that people really do like to have fun 
on the job!

When you are in the fortunate position of having 
just met one of your critical number goals, don’t rest 
on your laurels for too long. Remember that long 
list of potential critical numbers you came up with 
before you narrowed the list to three? As one goal 
is achieved, replace it with another. If the company’s 
cash flow condition has changed, however, be sure 
to begin the process all over again by reassessing 
what is currently most critical to company cash flow.

Critical numbers work, but they take an 
extraordinary amount of time, energy and effort 
on the part of management and staff.  Extra cash 
flow, and the good night’s sleep extra cash gives us, 
however, is worth every bit of those costs.

Track What CountsTrack What Counts CONTINUED FROM PAGE 12

Meridian Associates has been partnering with family owned petro marketers for over 25 years to remove 
barriers, accelerate business growth and reduce stress levels. We’ve equipped over 3,900 leaders to grow 
their business and help their families thrive through our combination of high impact business coaching, Petro 
focused leadership events, advisory, and precision company valuations. Meridian helps Petro leaders build 
their legacy. Discover how Meridian can help your business thrive by visiting www.askmeridian.com or calling 
us at 800-728-9005.
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Chevron First Energy Company to Offer Venmo 
as Mobile Payment Option at the Pump

                                      Venmo is a social payments service 
           used by 40 million people in the U.S. 
to make and share payments with friends, family, and select 
businesses. Building on the recent collaboration between 
PPayPal and Chevron, this new integration with Venmo 
provides users the ability to share or split purchases.

Embrace change
Mobile has reshaped retail — when, where and how 
consumers shop. Consumer expectations in a mobile 
connected world are driven by a few key factors:

      • Convenience   • Value   • Security   • Rewards

ChChevron is equipping you with the tools and the technology 
to harness the power of mobile payments that can deliver 
on these demands and help your operation stay competitive.

Our goal is to enhance the consumer experience by 
making it  smooth, seamless and secure.

Chevron plans to continue to build on this platform by 
integrating new payment methods, features and enhance
lloyalty rewards offerings.

© 2020 Chevron U.S.A. Inc. All rights reserved. CHEVRON, the Chevron Logo, TEXACO, the Texaco Logo, and TECHRON are registered trademarks of Chevron Intellectual Property LLC.  All other trademarks are property of their respective owners.

Convenience is at hand
Enter the updated Chevron and Texaco mobile apps!
These apps will add more value to consumers, increase
brand engagement, improve customer retention,
promote greater loyalty and can help drive more sales
volume at your stations.

DDownload the free Chevron and Texaco apps
today on both the App Store and Google Play Store.
(Or text “Chevron” or “Texaco” to 62141 to get started.)

• Get acquainted with the apps. And encourage your
    employees to do the same!

• Encourage your retailers to configure dispenser POS 
    systems to accept mobile payment transactions.



The continuously evolving retail 
petroleum landscape has left traditional 
store operators with little choice but to 
step-up their game to maintain long 
term profitability and insure business 
relevance. 

Pragmatism is a Virtue:
Marketers must pragmatically ask the 
following questions about their store 
operation:

• Is it performing to its highest 
potential?

• Can we succeed in an increasingly 
sophisticated competitive 
environment?

• Is our business value increasing or 
decreasing?

• Can it withstand the test of time?

No matter how well one believes their 
store operations perform, there’s always 
room for improvement. A historically 
independent bunch, oil marketers are 
generally reluctant to accept advice 
from outsiders, especially if said advice 
comes from, I shudder to say the word; 
“consultants.” Be it pride or a “not 
invented here” attitude, seeking advice 
from an independent source is not 
common. Given the imperatives for 
operational excellence, pragmatically 
accepting support from a qualified 
independent source is smart business in 
today’s retail environment.

“Perfection is not attainable, but if 
we chase perfection we can catch 
excellence.” –Vince Lombardi

A qualified c-store operational advisor 
will provide an arm’s length assessment 
of store operations focusing on all 
facets of the business including product, 

merchandising, personnel, marketing, 
advertising, loyalty and the interface 
with forecourt fueling. It will also outline 
competitive strengths and weaknesses 
and highlight sites for raze and rebuild 
consideration. What follows is a 
comprehensive report outlining areas 
of improvement to increase store or 
chain performance, competitiveness, 
and overall profitability. Just one 
recommendation will more than pay for 
the cost of the assessment. 

The Store Assessment Process:
Retaining the services of an advisor is 
a fairly straightforward process. The 
first step is to confirm the person’s 
professional experience and industry 
credentials by obtaining and contacting 
industry references. Once it is 
determined that the advisor is qualified 
for the job, request that a draft service 
agreement be submitted for review. 
Experienced advisors have a structured 
process that is employed for both single 
site and chain review. Understand this 
process, including information to be 
provided in advance of any site visits. 
Work will include a review of this 
data for a general understanding of 
the business and a basis for the field 
work to follow. To minimize disruption, 
an internal point person should be 
assigned who is knowledgeable of store 
operations, to assemble and provide 
requested information. Communicate 
with the management team that 
cooperation is paramount to insure the 
most reliable recommendations, while 
stressing that the assessment process is 
a positive tool, not something negative 
or intended to find fault with anyone on 
the team. 

Depending upon the workload 
of the advisor, expect the entire 

engagement to take around ninety 
days including pre-visit data review, 
a firsthand operational assessment 
of the stores, followed by a post-visit 
period where all data is finally compiled 
and recommendations formulated. A 
subsequent visit will generally be made 
to report the findings, agree upon 
next steps, and develop an action plan 
for the deployment of appropriate 
recommendations. The fee for services 
should cover only time directly employed 
working the assignment, plus expenses. 

“Excellence is to do a common thing 
in an uncommon way.” –Booker T. 
Washington 

Retaining the services of a qualified 
c-store operational advisor will help 
insure continuous improvement of store 
performance, while supporting brand 
relevance, customer loyalty, operational 
profitability and overall business value. 
These long term benefits and the 
prospect of an incremental improvement 
of one’s operation will far outweigh the 
nominal cost for these services. 

________________________________

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

A unique approach to improving store  
operational performance
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Chevron’s Havoline® Takes Another Lap 
with Racer Alex Laughlin 

As racing fans across the country gear up for the 2020 
season, we are excited to announce that Havoline® 
has extended its National Hot Rod Association (NHRA) 

sponsorship with Pro Stock racer Alex Laughlin. This enduring 
partnership with Alex promises to be bigger and better than ever, 
continuing to drive enthusiasm and visibility for the brand in the 
hearts and minds of customers and consumers. 

In the year ahead, Havoline will be featured as the primary 
sponsor of Alex’s #40 Pro Stock car in 10 races. Havoline Do-It-
For-Me consumer promotions will be featured on the flip side of 
Alex’s autograph card - directly linking the sponsorship to sales 
at local, participating Havoline® xpress lube® operators and/or 
Havoline installers. 

On the digital front, Havoline will roll out three new series 
featuring Alex on social media: Ask Alex, Fast Facts, and Alex in 
Slow Motion. Alex will also promote the brand and special offers 
on his social media channels, further extending Havoline’s reach 
with his younger, racing enthusiast fan base.

Alex has proven to be a great partner, personifying Havoline’s 
brand values and creating a strong link to ‘high performance’ 
for this brand with a heritage in motorsports. His energetic, 
adventurous, and genuine style helps connect the brand with 
the next generation of automotive enthusiasts. Last Labor Day 
weekend, after winning the coveted “Wally” trophy for first 
place in the Indy Pro Stock Final, Alex delivered an emotional 
thanks to Havoline in his post-race interview. 

To further leverage this valuable partnership, we will be stocking 
all-new, Alex Laughlin/Havoline branded merchandise for 2020, 
including items that feature the latest wrap on his Pro Stock 
car. To clear the way, last year’s merchandise will be discounted 
by 50% from February 5-29 (while supplies last). This is a great 
opportunity for Havoline professional installers to stock up 

now on promotional customer giveaways by going to www.
ChevronMerchCenter.com. Use promo code Alex50 to access 
the deals. Then stay tuned to the MerchCenter for the new 
merchandise, which will be rolling out in March.

Havoline’s affiliation with motorsports is core to the brand, and 
Chevron continues to invest to sustain visibility in this critical 
market. Alex’s first Havoline-sponsored race takes place in 
Gainesville, Florida, March 12-15. Be sure to follow Havoline on 
Facebook and Instagram and track Alex’s performance over the 
full schedule. Watch just how far the Havoline brand can go with 
Alex behind the wheel.

This year’s race markets include:

Gainesville, FL: March 12-15
Houston, TX: April 17-19
Atlanta, GA: May 15-17
Sonoma, CA: July 24-26
Seattle, WA: July 31-Aug 2
Indianapolis, IN: Sept 2-7
Charlotte, NC: Sept 25-27
Dallas, TX: Oct 15-18
Las Vegas, NV: Oct 29-Nov 1
Pomona, CA: Nov 12-15

New Delo® 400 SNG 15W-40
Chevron is excited to announce the premiere of 
a new, premium CNG/LNG oil – Delo® 400 SNG 
15W-40! It is formulated to deliver outstanding 
protection and long drain performance in a wide 
variety of compressed natural gas (CNG), liquified 
natural gas (LNG) and liquified petroleum gas (LPG) 
fueled, spark-ignition mobile engine applications.

The full list of CNG and LNG applications can be 
found on the product data sheet, along with the 
different engine models our newest product will 
protect, from Cummins, Navistar and Detroit Diesel.

In heavy-duty natural gas vehicles, Delo 400 SNG 
15W-40:

• Promotes engine reliability and durability 
through exceptional wear protection

• Minimizes valve recession and deposits

• Helps minimize oil consumption

Visit ChevronLubricants.com  
for more information.
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Chevron has extended the Techron® brand into the growing high mileage 
segment with Techron High Mileage Fuel System Cleaner! With multiple 
corrosion inhibitors, it is designed for use by high mileage gasoline engines 
with more than 75,000 miles.

Techron High Mileage Fuel System Cleaner is great for classic car vehicle 
owners who drive them occasionally and need protection from water that 

comes from ethanol-based fuel, which attracts water from storage-related 
condensation in the gas tank. It comes with the deposit cleaning power, 

known of the Techron brand, which helps restore power, performance 
and fuel economy. It’s safe to use every 1,000 miles.

Techron High Mileage Fuel System Cleaner is a natural complement 
and add-on to high mileage motor oil sales and impulse sales at the 
sales counter. It’s available for U.S. orders, in 12ounce bottles, out of 
our Lubetech plant.

Techron® High Mileage Fuel System Cleaner

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.
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State Bank & Trust Member FDIC. Financing to subject approval.State Bank and Trust Company is Member FDIC. Financing subject to credit approval 

© 2018 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

877.527.0383 http://pccapply.com/chevron18
All images are copyright their respective brand owner

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

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

2020-21 
Board of Directors
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Retail West Committee

2020-21 
Board of Directors

Commercial Products
Committee

2020

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)

Jim Nuemeier
Sieveking
High Ridge, MO
(636) 677-4355
jim@sievekinginc.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 Energy 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)

Peter Kilty
Parkland Fuel Corporation
Calgary Alberta, Canada
(403) 356-6513 
peter.kilty@parkland.ca
Chevron (fuels)
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What is Your Legacy Worth to You?
More importantly…have you protected your legacy with a #2 in command?

How much is protecting your legacy worth to you? No, really, how much? Can you even put a price-tag on one’s legacy? It’s 
actually more a peace of mind question than a financial one. So, let me rephrase the question. How much is your peace of mind 
worth to you knowing your legacy is protected? Have you taken the necessary action to protect your legacy and business that 
you’ve been busting your butt over for years and even decades? Here’s another question for you. Should something unexpect-
edly happen to you where you could no longer run the business, do 
you have a #2 in command identified, prepared, and ready to step in 
at a moment’s notice to take charge on your behalf? If your answer 
is, “No,” why not? If “Yes,” do you know for sure that they are the 
right person for the job? One last question (I know, “Enough with 
the questions already!”). What could your business do if there were 
two of you? How much greater could the results be? What would be 
the impact on EBITAD if you could replicate yourself? Having a #2 
in command who can step in and run the business, not a division, 
the entire business, is not just about you the owner - it’s about every 
single employee who works for you. A lot of families depend on your 
business. Not having a #2 in command (the right #2 in command), 
identified, and prepared to take over for you should something 
unexpectedly happen to you, can be summed up in one word: selfish! 
No sugar-coating this issue because it’s too important; too important 
to you, your family, and a lot of families who depend and trust you to 
take care of the business…for everyone’s sake.

In case you’re thinking, “Nothing’s going to happen to me,”  
“I have plenty of time to get things in order,” consider the following:

Name: Position Company:
1. Donald Terner President Bridge Housing Corp.
2. Robert Donovan President & CEO Abb Inc.
3. Claudio Elia Chairman & CEO Air & Water Technologies Corp.
4. Stuart Tholan President Bechtel
5. John Scoville Chairman Harza Engineering Company
6. Leonard Pieroni Chairman & CEO Parsons Corp.
7. Barry Conrad Chairman & CEO Barrington Group
8. Paul Cushman, III Chairman & CEO Riggs International Banking Corp.
9. Walter Murphy Senior Vice President AT&T Submarine Systems, Inc
10. Robert Whittaker Chairman & CEO Foster Wheeler Energy International
11. Frank Maier President Ensearch International Ltd.
12. David Ford President & CEO Interguard Corp. of Guardian International

Do you recognize any of these names? These are the CEO’s who were on the plane with Secretary of Commerce Ron Brown of the 
Clinton administration, on an official trade mission when the plane crashed on April 3, 1996. There were no survivors. You have to 
wonder if they had their #2 in command, identified, and prepared to immediately step in and take over their company.

Here’s another example of how life can blindside you:

Company: Year: CEO: Cause of Death:
1. Wendy’s  1999 Gordon Tetrer Heart attack
2. McDonald’s  2004 Jim Cantalupo Heart attack
 2004 Charlie Bell Cancer
3. Circuit City 2005 Multiple Sr. Leaders Plane crash
4. Sara lee 2010 Brenda Barnes Stroke

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

CONTINUED ON PAGE 26
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•  Fast & Affordable Retrofi t

•  Cloud Based Flexibility

•  Control via a web interface from anywhere

•  Gathers status information and maintenance data

PWM Electronic Price Sign’s EASY Hybrid exchanges the 
current EASY controls with a cloud version enabling online 
control via a web interface from a distance. Easy Hybrid features 
a feedback channel gathering status information and maintenance 
data, saving money and reducing downtimes essentially.

Fuel stations that don’t want to make the change to full 
digitalization of their display systems just yet, can upgrade to 
EASY Hybrid with little effort and at low costs. As known from 
PWM’s Retrofit concept that enables fuel stations to modernize 
their display systems without investing in a new set up, 
the Hybrid upgrade is fast and causes no downtime.

pwm-usa.com

Call 888-898-6613

THE FUTURE IS NOW
                         AND IT’S   Easy.

LOG IN TO THE FUTURE WITH
EASY Hybrid

GERMAN ENGINEERING AMERICAN ASSEMBLY & CUSTOMER SERVIAMERICAN ASSEMBLY & CUSTOMER SERVIAMERICAN ASSEMBL CE

BY ALL MAJOR 
BRANDS



One last attempt to convince you to have a #2 in command:

1. When the owner suddenly becomes disabled or dies, and their ill-prepared spouse or children take over the business, the likely 
result is bankruptcy or sell-off. –Entrepreneur Magazine

2. 60-70% of all family businesses that lose a founder to retirement or death are sold or liquidated. –Inc. Magazine

3. 40% (64 million) of the U.S. workforce will be poised for retirement by 2020. The resulting talent gap will directly impact the 
future sustainability of every enterprise. –The Wall Street Journal

Key issues to contemplate:

1. If your planned successor is one of your children, it’s not about “Who’s Next,” it’s about “Who’s Best.”

• How do you know who among your children is best for the job?

2. Even your successor will need a #2 in command.

3. If your #2 in command is your:

• CFO: do they have the operational expertise to succeed?

• COO: do they have the financial expertise to succeed?

• Any other position in your company: my CFO and COO comments apply to all of them.

This issue is deeply personal to me. It’s why I’m taking the time to write this article and a few follow-up articles to get you 
thinking about this critical business imperative. My friend Mike died at the age of 43. He was out riding his Harley Davidson 
Switchback touring bike (with helmet) and was thrown. He was in a coma for 4-months and eventually died, leaving a wife and 
four young children all under the age of twelve. Mike’s plan was to legacy his business to his children. Mike didn’t have a #2 in 
command because he was too busy running his 28-chain QSR. He was too busy to identify and develop his #2 in command. Not 
unlike most of us, right? Mike’s CFO stepped in to run the business but failed miserably since she didn’t possess the operational 
expertise. The COO was next in line and his authoritarian leadership style which was in sharp contrast to Mike’s “People first” 
leadership style, resulted in an employee revolt. At the advice of the bankers and Mike’s board of advisors, Mike’s business was 
sold for $.57 on the dollar.

The bottom-line: Mike’s story doesn’t have to be your story! 

For more information on this topic, visit www.2incommand,com, or contact me at: terrym@eps-i.com.

CONTINUED FROM PAGE 24

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 YouThank You

Past Presidents
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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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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

www.ctpma.net

Mark Your Calendars...

March 30-31  Spring Board Meeting 
 Houston, TX

July 20-22  Business Forum, Colorado Springs, CO

TBA Lubricants Marketer Meeting, TBA

TBA Executive Board Meeting, TBA

2020 CTPMA Meeting Dates


