Give your best employees
a reason to stay.

Learn how this marketing
game changer works.

Explore how to properly handle
and store today’s variety of fuels.
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ALSO INSIDE: SEXUAL HARASSMENT PREVENTION STRATEGIES




sommrr  BIGK & HEINTZ, ING. 10 guncs

800-662-1566 Family owned and operaled since 1921 Utica, NY 13502

» Gustom equipped fuel and propane » Heavy duty chassis, trailer and body
delivery trucks repairs

» Complete DOT tank testing » Extensive inventory of tank truck

> ASME “R” stamp repairs parts and accessories, drive shaft

s Bl gt e sl parts, hydraulic seals and packing

We have the experience to deliver the quality you deserve

BRITE IT'S LIKE A GPS FOR
maes YOUR BUSINESS

Let BRITE® help guide your business in the right direction. As the most powerful
tool available in the industry, BRITE® extracts the critical data from your back office
software to help you identify minor problems before they turn into big ones — all on a
customizable dashboard. You will save time and money by:

® Maximizing driver and m Increasing service m Accurately measuring
delivery efficiency department revenue and, ultimately,
increasing customer
m |dentifying and m Monitoring weather margins
resolving exception patterns to staff and plan
issues accordingly

CALL US TODAY AT 877.428.0285
OR VISIT BRITEINFO.COM/ESEA

to ensure your company is on the right course.

hedging E]l analytics




FUELED BY
YOUR SUCCESS

GROW YOUR BUSINESS TODAY.
Valero® is proud to introduce Vanguard, our brand-new station design. It’s just the latest
investment in our brand and the future of a successful partnership with you. Everything
we build together is bolstered by unparalleled customer support, a reliable product supply,
strong finances, TOP TIER™ certified quality fuel, a dedication to premium renewable fuel
production and much more. Partner with Valero, and completely reimagine what’s ahead.

Ted Melnyk Mike LaFrance
Branded Sales Manager Unbranded Sales Manager
315-487-3920 603-921-4920

ted.melnyk@valero.com mike.lafrance@valero.com

/2/

valero.com




FUELED By EXPERTISE

At REG, leading the biodiesel industry means being experts in every aspect of the business.

It means using our expertise to help manage a complex and ever-changing policy and compliance landscape —

so you can focus more on growing your business. It means offering an experienced sales team to help you increase
profit margins with industry insight and ratable product. And it means supporting your efforts to deliver quality
fuel with innovative products that improve performance.

A — =)
(7_ SERVICE II[%I' POLICY & INNOVATION  RIN: TRADING \Oz INSIGHT IE\‘/ TAXES

No one knows the biodiesel industry better than REG. And as our partner, your business is fueled by expertise too.

For more information, contact (888) REG-8686 or visit us at regi.com VREG
©2016 Renewable Energy Group, Inc. All Rights Reserved.
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\Make the Most of :

Your Investment in r |
Key Employees \
e ¢ A

MANY BUSINESS OWNERS train
and mentor employees for the long term,
only to have them leave in two or three
years. Have you experienced the loss of a
promising employee? If so, then you know
the costs related to turnover are high and
getting higher as jobs become more special-
ized. Even if you offer the usual employment
benefits, and perhaps even a retirement
plan, thatmay not be enough to retain these
importantemployees in today’s competitive
job market. Younger workers, in particu-
lar, don’t want to wait until retirement for
a bonus — they often think in shorter
terms. You also may have certain

key employees who you want to

let know how special they really

are to your operation.

»

QUESTIONS TO ASK (

YOURSELF ABOUT YOUR

KEY EMPLOYEES /

* Who keeps the business running smoothly ¢

when | am here? When | am not here? Do
| want them to stay until their retirement?
Or until my retirement?
e Whatis keeping them here? Job satisfac- v
tion? Financial security? A relationship
with me or other employees? Will they

6 | Empire State Energy Association | 2018



An Employee Private Bonus Plan will give your best
employees a reason to stay. It is a carefully thought-out
promise to pay a selected key employee specified bonus

L |

amounts at specified times for continuing employment with

your company.

S stay because of their current benefits? If -
.‘ § not, what will it take to keep them? UUES'[IUIIS t(l ASk Y(lllrse"
J z Istherea.Way,W|th0u'Fra|3|n9the|rsalar|es Ahout Yuur Key Empluyees
5 now, to give them an incentive to stay?
é e Can | offer an additional benefit to these e Who keeps the business running
& specific employees without offering it to smoothly when | am here? When | am
E all my employees? not here? Do | want them to stay until
E their retirement? Or until my retirement?
= HOW CAN | PROVIDE AN e What is keeping them here? Job sat-
INCENTIVE TO STAY TO MY isfaction? Financial security? A rela-
MOST VALUABLE EMPLOYEES? tionship with me or other employees?
. P Will they stay because of their current
An Employee Private Bonus Plan* will give . s
. benefits? If not, what will it take to
your best employees a reason to stay. Itis a K hem?
A 2 fully thought-out promise lected eep them
SN O .p.romlse ClDIVIASEEELE e Is there a way, without raising their
key employee specified bonus amounts at salaries now, to give them anincentive
specified times for continuing employment with to stay?
your company. A sample bonus schedule might e Canlofferanadditional benefittothese
LN include a $5,000 bonus after five years, $7,500 specific employees without offering it
after 10years, and $10,000 after 15 years. This to all my employees?

bonus is generally tax-deductible to the busi-
ness when paid. With this kind of plan, key
employees don't have to wait until retirement
to see their reward.

You can design the plan to get a maximum
retention value. The agreement states that if
your employee is not performing their duties

+ satisfactorily or is no longer employed with
you at the time of a scheduled bonus, no
payment is made. This type of bonus plan is
appreciated by all employees and is especially
attractive to younger employees who are just
starting their careers.

HOW DO YOU GET THE MONEY

TO PAY BONUSES?

You finance bonuses with a universal life
insurance contract.

e When using life insurance as a funding
vehicle, the business is the owner, payer
and beneficiary of the policy.

5 » Cash values are owned and controlled by

the business, are shown as an asseton the

l books, and generally grow tax deferred.
e Insurance premiums are generally
not tax-deductible to the business;
however, the bonus is generally tax
deductible when paid to the employee,
once the employee has fulfilled the

required number of years.

7

L J

e Using cash value life insurance as a fund-
ing vehicle also provides the business
with Key Person coverage in the event of
the employee’s death. The life insurance
proceeds can be used to hire and train a
replacement, and to replenish lost profits
during the transition period.

A common variation includes offer-
ing a percentage of the death benefit
to the employee’s personal beneficiary
through a written Endorsement Split-Dollar
Agreement. This provides needed personal,
tax-free death benefit coverage to your key
employees for pennies on the dollar. For this
tax-free death benefit, a small term insur-
ance cost is reported on your employee’s
W-2 each year.

You may invest countless hours and dol-
lars training and mentoring young employ-
ees. Your talented employees will be more
likely to stay if you challenge them with
responsibility and offer opportunities that
may not be available from competing employ-
ers. An Employee Private Bonus Plan may
help you get the best return for your invest-
ment in their future.

*All products and services may not be
available in all states.

Empire State Energy Association | 2018 | 7
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e

“Google Local Services”

3.

308 sl o (ous Goggan

By Richard Rutigliano, PriMedia

THE NEW “GOOGLE Local Services”
(formerly “Google Home Services”) adver-
tising program is the search behemoth’s
answer to Angie’s List and Home Advisor.
These ads put “Google Guaranteed” HVAC,
plumbing, electrical and other home repair
contractors above any other consumer search
results. The program was started in California,
and now includes Boston, Philadelphia and
New York City. Over the next few years, it

8 | Empire State Energy Association | 2018

will roll out across the county. As Google
Local expands its coverage map, many
energy marketers have been asking for
information about the program and how to
getlisted.

There are pros and cons to Google Local. We
recommend that energy marketers speak to a
Google Certified advertising expert to review
these and other marketing options in depth
before beginning the application process.

WHAT IS GOOGLE LOCAL?

A previous iteration of the program was
known as “Google Home Services.” Google
Local will display approved contractors and ser-
vice providers at the top of the Search Engine
Results Pages (SERP), include these companies
in Google Assistant (Alexa) responses, and
offer consumers a “Google Guarantee” if they
are unsatisfied with the company’s services
and attempts to resolve any issues.

KAPRALCEV/SHUTTERSTOCK.COM



An Employee Private Bonus Plan will give your best employees a reason to stay. It is a carefully

thought — The new “Google Guarantee” is one of the biggest game-changers. Google will pay up

to $2,000 if a customer is unhappy with a Local Services project, if the company doesn’t resolve
the issue. This offers customers an additional level of protection when working with a company they

found on the Internet.

On mobile phones, these ads display
in a carousel at the top of the screen.
On desktops, the top three companies dis-
play first, in hard-to-miss boxes above any
other ads or the local map. This pushes any
other companies further down or on
later pages.

Consumers can choose one of the compa-
nies displayed, or click through to see more
service providers. That page will display the
Google Guaranteed Local companies as well
as other vendors. Consumers can then click
through to a landing page on any specific
company, which will list services (by key-
word, not descriptions), service areas, and
rankings. Company rankings are based on
reviews and post-service feedback through
Google. The company logo, image and other
branding are notincluded. The phone number
will be a Google-generated tracking num-
ber. There are no communications available
throughout the sales process that do not go
through the tracking number or email. Trying
to work around these parameters could dis-
qualify a company from participating.

THE GOOGLE GUARANTEE

The new “Google Guarantee” is one of the
biggest game-changers. Google will pay
up to $2,000 if a customer is unhappy
with a Local Services project, if the com-
pany doesn’t resolve the issue. This offers
customers an additional level of protection
when working with a company they found
on the Internet.

Responsible companies make things right
with dissatisfied customers. For Google Local
companies, not making it right can lead the
customer to complain to Google and possi-
bly cost Google $2,000. Odds are that those
companies will find their rankings suffering...
which will drop their ad to a lower position
in searches...which could cost them more
in missed business opportunities than the
original service issue.

¢ Adsdisplay in prime marketing real
estate at the top of the screen

e The Google Guarantee offers new
customers an additional level of security

* Pinkerton background checks are
now provided at no cost

e Cost is on a per-lead basis, not
impressions or even click throughs

e Scalable program starts with an aver-
age of 1-2 leads per week

e Ads are automatically included
in local services on the Google
Assistant at no additional charge

* These leads are self-vetted, as custom-
ers choose to contact you

e Leads are managed via a Google
App, desktop platform or email

e Companies not in the program will find
their standard search engine advertis-
ing, Google My Business/maps listings,
and organic results pushed much further
down the display

\

(5 oogle Local Take-Aways

¢ Not yet available in New York out-
side of New York City

e All companies accepted into the pro-
gram will have earned the Google
Guaranteed badge

¢ Prime differentiator will be price,
as the Guarantee levels the playing field

* New employees must pass their
Pinkerton review before being out on
any Local Services projects

¢ Click-throughs goto a Google page on
your company — not your website

* All negotiations must be managed
through Google-generated tracking
numbers

* “Free” services could be monetized
at any time — such as the Pinkerton
review and Google Assistant extension

J

BACKGROUND CHECKS

In order to earn the Google Guarantee,
the company must first be approved. The
approval process starts with a background
check performed by Pinkerton Consulting &
Investigations, Inc. of the company and any
employees who gointo the customers” homes.

At present, the Pinkerton checks are provided
atno cost to the service provider.

Company checks include professional
license and insurance verifications, as well
as civil litigation history (including judg-
ments and liens from federal and state
courts). Employee background checks,

Empire State Energy Association | 2018 | 9



to leaders in

-

Promote your
~“oilheat and motc

e ¢

ouRr

PLRNNING MR

For more information about advertising contact:

Scott McKenzie

Publication Director
(352) 333-3419
smckenzie@naylor.com



required for any staff member who will be
entering homes on projects booked through
Google Local, include inquiries about Social
Security number validity and criminal his-
tory (including cross-checks against national
sex offender and terrorist/sanctions regis-
tries). HVAC technician (and other positions)
worker-level checks may also include licens-
ing requirements.

The company has to recertify every three
months thatno changes in employees or man-
agementhave occurred. New employees may
not be sent on Google Local projects until
they have undergone and passed their own
background check.

Of course, reputable companies and their
employees should have nothing to hide. The
question is whether they want to share it
with Google.

PAYING FOR IT ALL

On Google Local, the company sets a bud-
get based on the average number of leads
it wants to get weekly. Billing is per lead,

DOUBLE WALL HEATING
OIL STORAGE TANKS

eDouble Wall Containment—Outer tank

holds 110% of inner tank content
o Certified Installer Network
©30 Year Product Warranty

e 2 Million Dollar Leak Coverage

and can fluctuate based on the job type.
Valid leads include a text message, email or
voicemail received from a customer; a phone
conversation or a returned call wherein
your salesperson leaves a message. Certain
charges can be disputed if the requested job
is not listed in your services or outside your
service area.

A company representative will also need
to manage leads and jobs on the Google Local
dashboard. Completed projects will prompt
Google to follow up with the customer to gener-
ate areview forthe company. Responses need
to be noted on the Leads platform — regularly
declining projects or notrespondingin a timely
manner will affect the company’s ranking.

OTHER OPTIONS

For ESEA members, the first “Con” listed
above is the bhiggest — it isn’t available in
your area at this time! But, there are many
other ways to take advantage of Google
Ads (including search engine opti-
mization and marketing - which also

means making sure your website is
attractive and device responsive),
Google My Business, and display ads.
Digital marketing has many advantages and
can be quite cost-effective, provided it's
implemented properly. Should you need any
assistance whatsoever, please feel free to
callus—we're Google Certified partners and
we're happy to help! <

ABOUT PRIMEDIA

Since 1993, PriMedia has been a leader in
providing full-service marketing and com-
munications solutions to the home comfort
industry. PriMedia’s comprehensive line of
services, including web development, cus-
tom business solutions, internet presence and
marketing strategies, direct mail and multi-
channel advertising, is designed to strengthen
our clients” brand identity and address the
challenges of an ever-changing market-
place. Contact PriMedia at 1-800-796-3342 or
mailroom@goprimedia.com.

Celebrating 25 Years

X-PERT S5® PE-RT Pipe with O2 Barrier

o No cross-linking required, no waste,

\\ no chemicals
e 5-layer design

""""' *DOWLEX™ Polyethylene Copolymer

Resin

AQUAPERT PLUMBING TUBING

o Lifetime Limited Warranty
©100% Recyclable

eEase of installation

e Lightweight, durable, leak-free

“

e Meets PEX tubing performance red.

www.roth-america.com 1-888-266-7684

Roth

' .
PRIMEDIA

Integrated Marketing Communications
Advertising - New Media « Publishing

800-79-MEDIA
GoPriMedia.com
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(@ Savage

732-764-7270

‘4.

Bl _uﬁ JJ_UMHJ Fax: 732-764-7271
E (] TIPMENT msav123@aol.com
www.savageassociatesinc.com

SUPPLY

!
!

I

!
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ENVIRONMENTAL SOIL MANAGEMENT

OVER 25 YEARS OF THERMAL TREATMENT EXCELLENCE

ESMI’s thermal treatment technology not only eliminates the generators liability, we can also provide
you with a cost effective solution on your contaminated soil projects. Call us for the details.

Transportation & Material ‘ Onsite ‘ Backfill
Rolloff Services Management Solutions Materials
ESMI of NY ’I\ ESMI of NH
800-511-3764 e 800-950-7645
ESMI Mike Phelps

Todd Calder
COMPANIES

www.esmicompanies.com
Waste Oils — Petroleum Solvents — Electrical Oils

Fuel Oils — Coal Tars — PCB’s — Dredge Materials —

12 | Empire State Energy Association | 2018



>>>>>FEATURE

GARAGESTOCK/SHUTTERSTOCK.COM

ETHICS

REGULATIONS

POLICIES

D G

SEXUAL HARASSVIENT
PREVENTION STRATEGIES

By Benjamin Mudrick, Harter Secrest & Emery LLP

HARVEY WEINSTEIN, MATT LAUER,
Dr. Larry Nassar, former New York Attorney
General Eric Schneiderman, and the list goes
on. The #MeToo movement has created a
national awareness of sexual harassment
and misconduct both inside and outside of
the workplace. At the same time, New York
is imposing new requirements on employers
regarding sexual harassment policies.

Under federal and state law, Employers
must provide harassment-free work places.
Where they failto do so, they can be held liable
for sexual harassment claims (and in some
states, like New York, individual employees
can sometimes be held personally liable).
A 2015 study showed that employment and
harassment disputes that went to litigation
resulted in defense and settlement costs
averaging $125,000. Even those matters

that resolved internally still had significant
costs, averaging 275 days of time, energy
and resources to handle. Recent sexual
harassment settlements included a $10 mil-
lion payment by Ford to Chicago workers and
Twenty-First Century Fox has paid out more
than $45million for claims against Roger Ailes.

But the consequences can go far beyond
monetary costs. The emotional and physical
impact on victims can be devastating. And
employers’ failure to preventharassment can
result in poor morale, turnover and reputa-
tional harm.

SEXUAL HARASSMENT
DEFINITION

Sexual harassment is described as
unwelcome sexual advances, requests for
sexual favors, and other verbal or physical

harassment of a sexual nature. Both the victim
and the harasser can be either awoman or a
man, and the victim and harasser can be the
same sex. In addition, harassment does not
need to necessarily be of a sexual nature.
It can include offensive remarks about a
person’s sex such as making offensive com-
ments aboutwomen or men in general. Sexual
harassmentisillegal whenitis so frequentor
severe that it creates a hostile or offensive
work environment. Employers, however, can
take steps to help prevent harassment and
bolster their defense of any legal claims.

REVIEW YOUR
ANTI-HARASSMENT POLICIES
AND COMPLAINT PROCEDURES
To promote a culture of respect and
to defend against potential legal claims,

Empire State Energy Association | 2018 | 13



Selling your heating oil or propane business

is an important decision.

Trust Star Group to help you make sure it’s the right one.

As the parent company of Petro, Meenan and Champion and how critical it is for you to be able to work through
Energy, with local operations throughout the Northeast the process while running your business.

and Mid-Atlantic, Star Group, LP has made multiple
successful acquisitions in recent years and is actively
searching for professional, full-service heating oil and
propane companies to add to our local family. Here
are just a few reasons to join the Star Group family:

Grow with our family and grow your business.

Our experience, large network and resources uniquely
position us to make a seamless transition for you, your
employees and customers. Your company’s identity,
reputation and place in the community will be

Over 100 years of industry leadership. preserved and protected.

We are the country’s leading provider of home heating

) . L If you are considering selling your business, please call
oil, so we understand the complexity of acquisitions

us today for a discreet and confidential consultation.

PNSTAR Ly a o co

l Steven J. Goldman Jeffrey Woosnam Anthony Silecchia
G R O U P President/CEO SVP, Operations New York and

Star Group, LP Mid-Atlantic Acquisitions Northeast Acquisitions
516.686.1615 Star Group, LP Star Group, LP
215.942.5008 516.307.4830

©2018 Star Group, LP. SG_18011

o £ B

Made in t;le USA: Gardi:1er, NY .I . 845/77:-8.556.?

AmthorWeIdlng:com Ask for Brian Amthor

Tank Truck & Truck Body Equipment Specialists e Choose from Monarch_and Car_dinal tank models
're the Northeast's | + + di fact direct ¢ Numerous canopy options available
We’re the No _ea_s S larges’ ’_mos Iverse Tactory- m_’c * Financing & leasing options with competitive rates
tank truck distributor. Service centers and road service

¢ Full line new and pre-owned units ready for delivery
throughout Northeast and New England. o 7 year warranty options- 2 years longer than most

NN N N AN NN N N NN
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Although employers must continue

to comply with applicable laws, an

employer’s best defense against
sexual harassment claims is to create a
culture of collaboration, inclusion, and,
most of all, respect.

employers should have strong anti-harassment policies that are dis-
tributed and readily available to employees. Policies should contain:
a definition of sexual harassment; examples of prohibited conduct; a
prohibition against retaliation; multiple avenues to report (managers/
supervisors, Human Resources/Employee Relations, hotlines, etc.);
an explanation of the investigation process; a commitment to maintain
confidentiality to the extentfeasible; and a statementthatthe company
will take prompt corrective action when it is found that harassment
has occurred.

Critically, New York enacted legislation that requires employers
to implement sexual harassment prevention policies that: provide
examples of prohibited conduct; provide information on state and
federal laws concerning sexual harassment and the remedies avail-
able to victims; include a standard complaint form; include a proce-
dure for a timely and confidential investigation of complaints that
ensures due process for all parties; inform employees of their rights
and all available forums for adjudicating complaints administratively
and judicially; state that sexual harassment is considered a form of
employee misconduct and that sanctions will be enforced against
individuals engaging in sexual harassment and against supervisory
and managerial personnel who knowingly allow such behavior to
continue; and indicate that retaliation is prohibited. New York also
recently added protections for non-employees (vendors, contractors,
etc.) as New York employers may now be liable if the employer knew,
or should have known, about harassment of non-employees and failed
to take “immediate and appropriate corrective action.” New York is
scheduled to provide sexual harassment prevention guidance and a
model policy by Oct. 9, 2018.

CONDUCT HARASSMENT
PREVENTION TRAINING

Employers should also consider conducting sexual harassment
prevention training designed to setthe standard for workplace inter-
actions focused on inclusion and respect. Effective Oct. 9, 2018,
New York employers must provide an annual “interactive” training
thatincludes: an explanation of sexual harassment and examples of
prohibited conduct; information on state and federal laws concern-
ing sexual harassment and remedies available to victims; a section
addressing conduct by supervisors and additional responsibilities for
such supervisors; information on employees’ rights and all available
forums for adjudicating complaints administratively and judicially.
New Yorkis scheduled to provide a model sexual harassment preven-
tion training module by Oct. 9, 2018.

ON THE HORIZON
Numerous states have proposed legislation to address workplace
sexual harassment, including Vermont, New Jersey, Virginia, California

Anti-Harassment Policies and

Complaint Procedures

To promote a culture of respect and to defend against potential legal

claims, employers should have strong anti-harassment policies

that are distributed and readily available to employees. Policies

should contain:

1. Adefinition of sexual harassment

2. Examples of prohibited conduct

3. Aprohibition against retaliation

4. Multiple avenues to report (managers/supervisors, Human
Resources/Employee Relations, hotlines, etc.)

. An explanation of the investigation process

. Acommitmentto maintain confidentiality to the extent feasible

7. A statement that the company will take prompt corrective

action when itis found that harassment has occurred

o O
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and Florida. Proposed legislation includes banning non-disclosure
provisions in sexual harassment settlements, prohibiting arbitration
of sexual harassment claims, and policy and training requirements.
We recommend continued monitoring of legislative developments to
ensure compliance in this ever-evolving area.

FINAL THOUGHTS

Although employers must continue to comply with applicable laws,
an employer’s best defense against sexual harassment claims is to
create a culture of collaboration, inclusion, and, most of all, respect.
Promoting workplace standards that promote respective interactions
will not only assist with harassment prevention, but also improve
employee morale and satisfaction. <

Benjamin Mudrick is a Partner in the Labor and Employment Law Group
at Harter Secrest & Emery LLP where he provides real-world, client-
focused employment law advice to public and private companies. Harter
Secrest & Emery has extensive experience in counseling employers
on sexual harassment prevention, regularly reviews anti-harassment
policies, and provides sexual harassment prevention training programs
for employers. For more information visit www.hselaw.com.
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The Challenges
an
Opportunities of

loday's Fuels

AKA - This Ain’t Your Father’s Fuel Oil (Or Fuel Oil Tank!)

By John Levey,
Oilheat Associates

16 | Empire State Energy Association | 2018

THERE’'S NO DOUBT thattoday's fuels
are different from those that our industry has
traditionally delivered to Oilheat customers.

While Biofuels and ultra — low sulfur fuels
provide many advantages for Qilheat systems,
there are a number of issues that can arise if
these fuels are not properly handled and stored.

Over the past few seasons I've gotten
involved in several situations in which service
technicians came across problems that they,
their companies, or both “blamed” on Bioheat
and/or ultra-low sulfur heating oil.

In the vast majority of these situations
we found that the problem could be traced
back to improper blending of the fuels or a
lack of comprehensive maintenance of the
bulk plant and/or the individual customer’s
oil storage tank. In virtually every case, we
found significant presence of water in the
homeowner’s oil tank.

Today’s fuels may not be as “forgiving” as
the standard heating oil we've been deliver-
ing for generations but with proper mainte-
nance procedures we can expect them to

HVOSTIK/SHUTTERSTOCK.COM



Today'’s fuels may not be as “forgiving” as the standard heating oil we've been delivering for
generations but with proper maintenance procedures we can expect them to perform better
than the fuels we had back in the “old days.”

Extend Component Life and Reduce Service Cost

cost. These packages typically include:

There are a number of suppliers who provide packages that can help to extend componentlife and reduce service

* Stabilizers —asfuelagesina customer’stankit oxidizes and creates sludge and polymers. The rate of oxida-
tion is accelerated by temperature, acids, water and exposure to copper. Stabilizers help prevent oxidation.

¢ Corrosion inhibitors — help prevent corrosion of the metal components of the fuel system.

* Dispersants — help reduce sediment and water.

¢ Metal deactivators — help reduce the negative effects of exposure to yellow metals (copper, brass).
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perform better than the fuels we had back in
the “old days.”

By “not as forgiving” I'm referring to the
situation we've had with water in tanks for
as long as I've been in the industry. While
water in tank bottoms has always been a
problem, our newer fuels are more “hygro-
scopic”, meaning thatthey tend to hold more
waterin suspension (without separating) than
traditional fuels.

While ASTM specs limitthe water content
of fuel 0ilto 500 ppm we rarely (NEVER?) saw
levels that high with higher sulfur fuels. In
a perfect world we'd have no water in the
fuel because when the water eventually falls
out it accumulates on the tank bottom. The
fact that our newer fuels hold more water
means thatthey also shed more water during
storage. When a water bottom is presentin
a tank, microbes flourish and cause a num-
ber of problems including the formation of
sludge, premature tank failure and oil filter
leakage (also referred to as MIC —microbially
induced corrosion).

Higher sulfur fuels were a natural inhibitor
of microbes. With the sulfur removed, the
inhibitor goes away and the fuel carries more
water asittravels alongits path tothe home-
owner'’s oil tank. When the water eventually
falls outand accumulates in the tank bottom it
forms a perfect environment for the microbes
to thrive and create havoc in the fuel distribu-
tion system.

Sincetoday’sfuels are less guarded against
microbes and have a higher affinity for water,

we need to be more vigilantin guarding cus-
tomer’s tanks against the damage that might
occur because of water accumulations.

Above ground tanks with top draw con-
figurations or side draw-offs require even
more vigilance. Since side-tapped tanks were
installed with a slope away from the draw-off
they can accumulate a significant amount of
water. Top-draw tanks typically have the oil
lines terminate a few inches off the bottom
of the tank—both of these situations can lead
to significantaccumulationsin a short period
of time.

Regardless of whether a tank is top-draw,
side draw or bottom draw — it should be
checked for water on a regular basis. A
properly installed bottom draw tank, with
the required %" minimum pitch toward the
bottom opening, will normally pass any water
accumulations out to the oil filter. In these
situations any water accumulations can typi-
cally be drained from the filter location.

Side draw tanks and top-draw tanks should
be “stuck” for water during tune-ups when-
ever possible because water can accumulate
without reaching the level where it would
show up in the filter. While buried tanks do not
accumulate as much water as above ground
tanks, it is also be beneficial to check them
for the presence of water annually.

Some tank manufacturer’s recommend
installing a bottom drain for those tanks with
the oil supply line drawn from a top opening.
It's important to follow the manufacturer’s
instructions and maintenance guidelines.

The National Oilheat Research Alliance
(NORA) publishes recommended tank inspec-
tion procedures for three levels of inspection.
NORA’s guidelines are a valuable resource
that can help technicians inspect tanks.

In addition to keeping water out of tanks |
recommend that oil companies consider an
additive package to treat today’s fuel.

There are a number of suppliers who pro-
vide packages that can help to extend com-
ponent life and reduce service cost. These
packages typically include:

e Stabilizers — as fuel ages in a customer’s
tank it oxidizes and creates sludge and
polymers. The rate of oxidation is accel-
erated by temperature, acids, water and
exposure to copper. Stabilizers help pre-
vent oxidation.

e Corrosion inhibitors — help prevent cor-
rosion of the metal components of the
fuel system.

e Dispersants — help reduce sediment
and water.

¢ Metal deactivators —help reduce the nega-
tive effects of exposure to yellow metals
(copper, brass).

Properly installing and maintaining oil
tanks, along with a consistent year round
additive program can help to eliminate prob-
lems before they start.

Our fuels will continue to evolve and
improve. Our policies and procedures regard-
ing the handling of those fuels, and fuel sys-
tem maintenance, must evolve and improve
right along with them.
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By Philip J. Baratz, Angus Energy

WHAT DO THE following items all have
in common?

* On-Board Computers

* Route optimization Software

* Back-Office Systems

* Company Websites

* Email

* Voicemail

What is most common is that they are
all core technologies that are embedded in
almost every distribution company, and that
most companies couldn’t compete or survive
withoutthem. The other common theme is that
they weren'taround when your grandfathers
started the company.

However important and obvious the value
of these necessities — and other "basic
technologies” — the truth is that each was
purchased for the company with a degree of
insecurity asto the understanding of the tech-
nology, the need, process changes required,
the potential impact to the company’s oper-
ations, and whether it was worth the cost.
More simply put; the uncertainty about new
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Are K-Factor'®

Deliveries Your
| Blggest Impediment

10 Profit Growth?

technology’s impact, combined with the out
of pocket costs delayed implementation of
these items for weeks, months and often times
for years.

People rationalize consciously and sub-
consciously. When you are not certain as
to the benefits of something, AND you know
thatyou need to write outa check, it's pretty
easy to dismiss the “thing” on the basis of
not seeing the benefits. Not surprisingly, as
prices come down, people somehow become
smarter and more understanding very quickly!

My suggestion is to separate out the
“understanding” fromthe “cost.” If someone
understands the benefits of certain types of
technology, the only logical obstacle should
be the cost (ROI).

DELIVERIES ARE ABSOLUTELY
UNPREDICTABLE

Whether we understand why or not, the
correlation between the HDD's and the
gallons consumed — commonly known as
the K-Factor — simply does not correlate

enough to allow dealers to maximize deliv-
ery efficiency. To be clear, the mathemati-
cal formulas that make up a K-Factor are
correct. However, the implicit assumption
that each home consumes fuel at the same
rate per Heating Degree Day (HDD) ignores
customer’s awareness of the cost of fuel,
visitors tothe home, travel of the homeown-
ers, wind, humidity, etc. In other words, it
ignores the real world items that do impact
the consumption.

Itis clear that you will consume more fuel
in a colder winter than a normal winter — all
else being equal. It also makes sense that
a normal January should require more fuel
than a normal October - all else being equal.
However, the numbers do not lie, and they
show us that consumption EVEN IN THE
SAME HOUSE IN THE SAME WINTER is not
formulaic. Weather and consumption are not
linear, and we see that every time there is a
run outor a very small delivery for a K-factor
customer. On average are you doing “okay”...
perhaps. However, if your sense of “okay” is




The cost factor of tank

monitors still needs

to be considered.
However, the impact -
larger and more predictable
deliveries, smoother
operational logistics, lowering
staffing constraints, fewer
runouts, improved customer
engagement - is undeniable.

delivering only 55 percent of a tanks’ capacity
(150 gallons into a 275 gallon tank), then you
are either comfortable with not optimizing
your deliveries, or the deliveries simply can-
not be optimized using the current delivery
forecasting tools.

K-FACTORS DO TELL A STORY
They let you know how much was con-
sumed between deliveries. That time span
might be 25 days during the winter, and might
be 150 days from the summer to the fall. In
either case, it is not tracking consumption
as it happens, but using it to report what
has happened in the past — usually about six
times per year. The math, as mentioned ear-
lier, works — mathematically. However, it is

not capable of accurately predicting forward
consumption in a way that you can use to
increase your profits.

HOW DO WE KNOW THIS?

We know this because if you look at indi-
vidual deliveries, not average deliveries, we
see numbers that are all over the map. Yes, they
will concentrate between 150 and 170 gallons,
but there will also be a number of deliveries
above 200 gallons, a bunch closer to 100 gal-
lons, and of course the dreaded run-outs. The
“standard deviation” —most easily explained as
what would be deemed “normal” mathemati-
cally — was about 16 percent for the delivery
to delivery period this winter in tracking over
160,000 daily reads from tank monitors. If you
are averaging 170 gallons, it would mean that a
range from around 140 to 200 would be deemed
to be normal. That being the case —and it IS the
case — it is understandable that if a 200 gallon
delivery were to be considered a normal deliv-
ery, you likely wouldn't want to raise your target,
lest you see more runouts. It also should be
noted that a quarter of deliveries were outside
of the “normal” range, meaning that there was

areasonable likelihood that even with a target
of 170 gallons, that you might still have a good
number of 200-plus gallon deliveries.

Thatisthe reality of the dealer whois using
K-Factor forecasts to make deliveries: Low
targeted delivery sizes, wide variances in
the actual individual deliveries, and a few
run outs — which just rationalize the small
targeted delivery size. It's a cycle that you
really can’t break out of. Yes, we are all aware
that “K's"” need to be adjusted and accounts
need to be looked at. On the other side, it
can take about two winters before finding a
“good K-Factor” for a new customer, delaying
optimization even more.

The upshot is that K-Factor forecasting
causes you to target small deliveries so that
you can manage your run-outs. Itdoes a good
job, butsowould deliveries to every customer
every week — hardly a run-out to be seen
there! K-Factor forecasting, if the only tool
available, does a competentjob of helping you
avoid run-outs, but when your single biggest
operational expense is the costto deliverfuel,
isn'tittime to embrace the technology thatis
now available?

Continued on page 26

PARKERFUELCO.
HEATING & COOLING
w0 465 -3800

UltraGuard;)

A product of Fuel Management Services \ =

“Our no-heat calls were cut in half...
nothing works like this stuff does!”

When the people at UltraGuard™ told us we could

cut our no-heat calls by 25% we were skeptical,

’ ~ but the actual reduction was 50%... even in a colder winter!
A Not only that, we also reduced our scheduled service times.
Plus, with our ability to deal with “problem” accounts
we have been able to attract new business as well.

Ralph Adams
Parker Fuel Co., Ellicott City, MD

Fuel Management Services
13 Main Bayway * Tom River, NJ 08753

732-929-1964

www.fuelmanagementservices.com
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- Gary Missigman,
The Powderhorn Agency, Inc.

company increase sales, your efficiency

System inspections can help your
and manage risk.

>
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Risk Transfer

Management Inspection Apps

By Gary Missigman, The Powderhorn Agency, Inc.

IN 2017 VERMONT passed a state law mandat-
ing inspections of aboveground residential oil tanks
everythree years. They are one of many statesincreas-
ing their attention to aboveground residential oil tanks;
atrend which many in the industry expect to continue.
This brings our industry to ask: What problems and
challenges do these increased regulations present for
the fuel oil dealers?

Intoday’s ever litigious society, dealers are increas-
ingly at risk of being pointed to as the “responsible
party” when a customer’s aboveground or under-
ground oil tank has a release. As if by magic, a dealer
inmany cases is expected to know that a fuel tank has
a release. In many cases a dealer recommends that
a homeowner consider replacing their tank BEFORE
itis an emergency, however getting a homeowner to
see the importance of investing money in a new tank
can be a significant challenge. Over and over again we
see cases of not only homeowner’s, but homeowner
insurance companies looking to the dealer to cover
costs associated with a leaking oil tank. With this
is mind, it is more crucial than ever that fuel dealers
have clean documentation of inspections performed
on their customers oil tanks.

Many companies have anin-house tank inspection
formthat can be utilized atthe time of an annual tune-
up. For those who do not, NORA provides suggested
“best practices” for tank inspections which may be uti-
lized. Usually the inspection consists of a written form
whichis completed by a technician which then needs
to be brought backto the office, hopefully scanned into
an electronic file but often simply putin a paper filing
drawer. While this provides documentation that an
inspectionis done, is it efficient? Does it best protect
the dealer? How can it be done more efficiently?

The industry is switching from paper forms, which
often have atechnician’s handwriting thatis difficultto
read and may (or may not) actually make ithack into the
customer’s file at the office. Instead many are opting
to increase their technician’s efficiency and sales by
utilizing electronic devices in the field, either by way
of a tablet or smart phones.

Companies like “The Powderhorn Agency, Inc.”
are working with some dealer’s to create custom
apps which transform a company’s paper forms into
easy-to-use electronic forms for technicians to fill out
on site. These forms then create PDFs which can be

instantly attached to the customer’s account on the
backend system. As a way of risk management, many
dealers are opting to have a customer signature area
on the form where the customer signs off acknowl-
edging the discussion and any suggestions that the
technician made. Thisis crucial for dealers to mitigate
their risk by having clear documentation of suggestions
made. Mostimportantis the inspection is of the entire
tank, not just a small area, including the fill pipe, vent
and lines. Additionally a photograph can be taken and
attached to the form for further documentation.

Well documented inspections, however, are only
a part of risk transfer. Another way dealers are using
these inspections to mitigate risk is to encourage cus-
tomers with tanks in safe conditions to enrollin a tank
protection program. Tank protection programs such
as “ProGuard” provide homeowner’s not only with
cleanup protection in the event of an oil release, but
also with Pro-Active Tank Replacement protection so
that tanks in dangerous conditions can be replaced
BEFORE they have a release.

Electronic inspection forms are notonly a good risk
management tool for dealers; they can be an integral
sales lead tool. Imagine your technician goes to a
customer’s home and completes their annual tune-up.
During thattune-up he sees that the hot water heater
should be replaced or the heating system should be
updated for efficiency. He makes the suggestion to
the homeowner — but the lead doesn’t stop there!
Instead, using the app, the lead is automatically sent
to the appropriate sales personnel to follow-up and
work to get the sale!

Asthe heating industry moves forward atanincred-
ible pace, don't underestimate the importance of utiliz-
ing technology to mitigate and transfer risk, increase
sales and increase efficiency. <

Gary Missigman has over 35 years of experience
in the insurance industry and is the owner of The
Powderhorn Agency, Inc. Gary has developed numer-
ous environmental programs for residential custom-
ers, including ProGuard, the leading residential oil
storage tank program since 2001. The ProGuard
Program is proud to be endorsed by the Empire State
Energy Association, New England Fuel Institute
and New York Oil Heat Association. Learn more at
www.PowderhornAgency.com.
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BUSY TIMES
. GAPITOL HILL

PMAA HAS BEEN hard atwork defend-
ing marketers’ business interests on the leg-
islative and regulatory front in 2018. Since
passing the first comprehensive tax bill in
nearlythree decadesin December, Congress
has also stayed busy, beginning the year by
passing a tax extenders package in a spend-
ing bill that funded the government through
Sept. 30. PMAA was successful in lobbying
Congress to ensure that a renewal of the
9 cents per barrel Qil Spill Liability Tax (OSLT)
that had expired at the end of 2017 was not
applied retroactively. This was welcome
news for marketers because suppliers who
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continued to charge the tax, even whenithad
expired, indicated they would reimburse job-
bersbecause the tax was notapplied retroac-
tively. PMAA was also successful in lobbying
Congresstoinclude a retroactive extension
of the $1-per-gallon biodiesel blender’s tax
creditfor2017inthe tax extenders package.

PMAA has been participating in, and
closely following, the biggest political fight
intown: The Renewable Fuel Standard (RFS).
The Trump Administration continues to hash
out an RFS reform deal between refining
and ethanol industry interests asitrecently
used its waiver authority under the RFS to

PMAA has been

participating in, and

closely following,
the biggest political fight in
town: The Renewable Fuel
Standard (RFS). The Trump
Administration continues to
hash out an RFS reform deal
between refining and ethanol
industry interests.

exempt several small refiners from their
renewable volume obligations (RVOs), which
has dampened ethanol renewable identifica-
tion numbers (RINs) values. According to the
ethanolindustry, this has effectively reduced
the corn ethanol mandate from 15 billion to
13.8 billion gallons. Reports have recently
surfaced that President Trump has agreed to
allowthe sale of E15year-round in exchange
for allowing biofuel exports to qualify for
RINs generation. The ethanol industry has
already pushed back against any effort to
cap RIN values and/or allow ethanol exports
to qualify for RINs generation since any




reductionin RINs will likely hurt E15 sales. In
other words, for E15to become a viable “new
fuel” inthe marketplace, the ethanol industry
needsthe 15-hillion-gallon ethanol mandate
to stay intact, which maintains RIN values.
Itis unlikely that the Trump Administration
will issue a cap on the price of RINs given
thatthe currentrefinery exemptions and the
possibility that biofuel exports could fulfill
RIN obligations will likely do the same thing
by reducing the value of RINs.

Furthermore, the upcoming CAFE stan-
dards will likely drive auto manufacturers
to make more fuel-efficient vehicles. One
means that has gained traction to achiev-
ing this is through new high compression
engines. These high compression engines
will require the introduction of a 95-Research
Octane Number (RON) which is similar to a
91-92 minimum octane rating. Transitioning
to a high-octane baseline fuel would likely
take nearly 20 years to happen and come
with potentially significant costs. Refiners,
the ethanolindustry and auto manufacturers
have argued that transitioning to 95-RON
fuel would lower emissions and help meet
the new CAFE standards but differ on how
to achieve them. PMAA is concerned that
implementing a higher-octane fuel may be
used as an excuse to mandate E15 or higher
ethanol blends that would place small busi-
ness petroleum marketers in a precarious
situation because of the potential economic
impacts, including the costs associated with
existing UST system incompatibility.

PMAA has also been meeting with lawmak-
ersregarding reauthorization of the National
Oilheat Research Alliance (NORA). PMAA
played a critical role in reauthorizing NORA
in 2014. NORA expires in February 2019, so
it has been a top priority for PMAA to move
NORA reauthorization legislation forward
within the next few months.

Finally, PMAA has been urging Congressto
correctadrafting errorinthe new tax law that
would affect bonus depreciation benefits. The
new tax law that passed in December con-
tains a provision in Section 168 that provides
retailers with the benefit of 100 percentbonus
depreciation for qualified improvement prop-
erty acquired and placed into service after
Sept. 27, 2017. However, an error occurred
when the final text was drafted that makes
retailers ineligible for this benefit. PMAA
has been working with a coalition of asso-
ciations that has been urging Congress to

fix the drafting error as quickly as possible
because, if they don't, retailers will not only
be ineligible for the 100 percent bonus depre-
ciation benefit, butthey will also no longer be
eligible for any bonus depreciation.
Members of the Empire State Energy
Association (ESEA) represented the indus-
try before the New York delegation during
PMAA's Day on the Hill on May 17 and dis-
cussed these issues, among others. PMAA

would like to thank ESEA for its continued
support!!

Sincerely,

C e 2.t

Rob Underwood
PMAA President

COMPETITIVE COVERAGE FOR THE

TRANSPORTATION INDUSTRY

engaged in the petro industry:
= Trucker's Liability
= Physical Damage

= Motor Truck Cargo
= Workers Compensation

® General Commodities

= | P Gas Transporters

®  Specialty Carriers

PGANE, ESPA.

MICHAEL REILLY

Albany Operations Leader
518.479.7244
mreilly@energyins.net

Energy Insurance Brokers (EIB) is excited to announce that it is now Integro.
This move expands our ability to offer a range of coverage types to clients

= Programs include Guaranteed Cost and Loss Sensitive Options
Our relationships in the global insurance marketplace, strengthened by our
collaborative business structure, enable us to deliver the right coverage at
the right value for our clients, who include:

= Hazardous & Non-Hazardous Haulers

= Waste and Recycling Truckers
Contact us today to experience the expertise, personal service and

attention to detail that you deserve.

Members of NYMTA, ATA, NYPGA,

lntegro
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Serving You With New Ideas

s ¥ " SOLUTIONS BUILT FOR YOU. ==

= p
i Your Area Tp‘ ——— ; Dealer

Specializing
in Tank Truck &
Trailer Sales,
General repairs,
Parts, Water Jet
Cutting, and
Fabrication

305 Shaker Rd, P.O. Box 428
East Longmeadow, MA 01028

888-537-3613 ® 413-525-6665

bobbih@wbhill.com

Specify Scully
Made in the USA Quality

» Fuel Qil Delivery Nozzles
« Overfill Prevention & Grounding Systems
« Unifil® Tightfill Connectors

« Ventalarm® Tank Whistles & Gauges

'scull

800-272- 8559 « sales@scully.com * www.scully. com
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We all deserve a little security...

...but security is threatened by price volatility, uncertain margins,
weakened profits and unhappy customers.

Lower costs, higher margins!
That’s why our clients stay with us longer

and why more companies are joining

Hedge Solutions every day!

Also, Hedge helps you track the performance
of your company with its unique, web-based,
up-to-the-minute snapshots of your
company’s hedging performance.

"

30 days free...
Our daily newsletter
“Pipeline”,
go to our website

Hedge Solutions

800-709-2949 (] hedgesolutions_com Hedging, Purchasing, and Marketing Strategies Since 1993

——— CK—_BUS!NESS CONSULTANTS, INC.

“DO YOU KNOW WHAT YOUR BUSINESS IS REALLY WORTH?”
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GARY PAPAY, CBI, M&AMI
114 S. Railroad St, Hughesville, PA 17737
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gpapay@ckbc.net
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Liquid Measurement & Controls
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Web: http:/lmnc.net

Email: LMC_Mail@lmnc.net

Petroleum Measurement & Control
Equipment & Service

Bulk -morTEc
Plants

Automation ¢ Blending
Pumps ¢ Meters ° Valves
On-Site Service * Calibration

Since 1992 LMC has offered
best-in-class, industry standard
equipment with exceptional service
and support for our clients. In the

market for anything related to tank
trucks or bulk plant equipment or
service? Give us the opportunity to
earn your trust and business!

New-Used ° Stock-Custom
On-Site Service ¢ Calibration
On Board Computing Systems

Secure. Supply. Solutions.

&

» Reliable supply even in
tight fuel situations

* Predictable fuel costs to
help stabilize cash flow

Services /&

' Call today 800-899-0747

Operating across New York as PAPCO, Inc.
wfscorp.com

» Flexible pricing options
and credit terms

» Expert market analysis
and consultation

Family Owned & Operated
Since 1946
www.demartinioil.com

Tel: 518-463-5752

Fax: 518-426-4240

Best Tank Shop Around

DOT Inspection facility # CT-0102. NBIC certified “R” stamp repair of aluminum, steel
and stainless steel tanks. All brands of petroleum delivery equipment sold and serviced. All
types of truck tank and trailer including LPG testing done. New petroleum and LPG truck
tanks sold and serviced. Representing the best in the petroleum tank truck business.

DeMartini

Oil Equipment Service, Inc.

2l4 River Road, PO. Box 9
Glenmont, NY 12077

Boston Steel & Mfg. Co. =  Trans-Tech Industries =  Westmor Industries
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It might have taken you a few years to
understand and to buy on-board computers.
It might have taken your father a few years to
move from manila file folders to a back office
system. Both cost a bunch of money and that
cost made the “need” seem to be less of a
need. For all you know, your great-great-great
grandfather had a hard time buying a clock
when his sundial was “okay."”

The costfactor of tank monitors still needs
to be considered. However, the impact—larger
and more predictable deliveries, smoother
operational logistics, lowering staffing con-
straints, fewer runouts, improved customer
engagement — is undeniable. All this comes
with costs that are far lower than when you
firstlooked atthem 10 years ago. Inthe future,
all customers will have remote monitors —just
like every other delayed technology that you
now embrace



T CRoue THE CCI CUSTOM WHOLESALE | RETAIL
E FUEL OIL DEALER PROGRAM

COVERAGE CONCEPTS, INC. CUSTOM FIT TO MEET THE NEEDS OF YOUR COMPANY

COVERAGE CONCEPTS, INC. HAS PROUDLY SERVICED THE FUEL OIL MARKET FOR OVER 35 YEARS
FREE EVALUATIONS AND PRICE QUOTES PROVIDED

AVAILABLE COVERAGES:

AUTO LIABILITY WORKERS COMP. UMBRELLA LIABILITY
1,000,000 CSL UP TO $25,000,000 IN EXCESS
UPSET/OVERTURN POLLUTION LIABILITY WITH UNDERLYING LIMITS
LOADING & UNLOADING OF 1,000,000

MCS-90 POLLUTION FILING

GENERAL LIABILITY PROPERTY

1,000,000 OCCURRENCE BUILDING/CONTENTS

PER LOCATION/PER JOB BUSINESS INTERRUPTION

PUFF BACK LIABILITY CRIME/INLAND MARINE

MISDELIVERY INSTALLATION FLOATER/TOOLS
TRANSIT/MOTOR TRUCK CARGO

CONTACT OUR OFFICE TODAY AND TAKE ADVANTAGE OF CCI'S
COMPLETE FUEL OIL DEALER PROGRAM

MAURICE A. FLANNERY JR. Tel.: 631-331-7700 ¢ Fax: 631-331-7790
Vice President www.coverageconcept.com

FINALLY,
AN AFFORDABLE
TANK MONITOR

Lowest monthly fees
& price protection

. Longest battery life

. Ruggedized &
waterproof casing

Fully encapsulated - ‘ | =
‘ electronics ' f Nee-Vo.com \
iy

. Multi-tank ready solution A

‘ Free mobile app &
online management portal

FIND OUT MORE AT CONTACT US

otodatatankmonitors.com 1(sas)763-3344 | (514) 673-0244



Don’t just be a pit stop.
Be a landmark.

M

Fill up your life.
Learn more at Become part of an iconic,
SinclairOil.com/TrentAllen beloved brand with
or contact Trent Allen at 801-628-0295 simple terms, affordable

fees and DINOCARE",
a TOP TIER™ fuel you can
self-source.



