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Improve your

-y bottom line
with a true

payments

> partner.

We use our expertise in energy payment
processing to complement our suite of
iIndustry leading technologies to create cash
flow solutions built to maximize revenue.

Learn about the difference we can
make for you and your business.

Call 866.480.0301 or email us today
info@avataspayments.com
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SO MUCH MORE
THAN FUEL.

& i
_~Helping you get from where you are now, to somewhére better

down the road. And Valero is ready to help by partnering with*yeu.
Through strong branded and unbranded programs, a superior support
team, clean fuels and high-quality products, a solid track record of growth
and a very positive community image, Valero is so much more than fuel.
lt's an opportunity.

Contact us today to get started toward your dream.

Ted Melnyk Mike Tucker
Branded Sales Manager Unbranded Sales Manager
315-487-3920 410-255-2003

ted.melnyk@valero.com mike.tucker@valero.com

THE POWER OF THE AMERICAN DREAM.

valero.com




NATIONAL LICENSING PROGRAM

Sinclair 1s now offering a NEW Licensing Program designed to give distributors
and dealers nationwide, an alternative to the conventional branding programs .
You can continue to self-source your fueling needs, while enjoying the benefits of
one of the nation’s most recognized brands.

Sinclair’s Licensing Program provides you with many of the benefits without the
maintenance, expense, and headache that distributors and dealers might have
experienced with other brands. These benefits include:

* Credible Brand with nearly 100 years in the American Oil Business!
* New Centennial Image package for all branded dealers

* One of the MOST affordable credit card networks available today
* Flexibility with terms and lengths of contracts

* Low License Fees

* Merchandise and a Dinosaur that customers love

So if this sounds like something you would like more information on,
call Trent Allen at 801-628-0295 or Jeff Cunnington at 480-340-8083.
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ou can find

anything on

the Internet

these days.

From
people to businesses to
organizations, you name
it and you can probably
find information about it
online. For companies in
the oil heat industry, this
migration to the Internet
brings with it a number
of valuable benefits, but
also a handful of what can
be perceived as daunting
drawbacks.

Managing
Customer
Feedback

line

/1

Adbvertorial

disagree with allegations
made in the testimonial,
do not get defensive or
in an argument with the
client; this can only hurt
your brand! Do your best
to take the conversation
offline if possible.
Example: WeTe
very sorry for this
inconvenience and would
never want one of our
valued customers to feel
that they've received
anything but the best
in terms of customer
service. A representative

The introduction of the
Internet has provided a
space for “word of mouth”
marketing to flourish and sites such as Yelp,
Google, and Facebook all provide a forum for
customers—both satisfied and disgruntled—
to share their stories and influence potential
customers’ buying decisions. Studies show
that 74% of consumers seek online business
reviews to aid in their shopping decisions
and over 60% rely on their peers’ testimonials
alone to decide whether or not they want to
do business with a company. Many businesses
see this as intimidating, and avoid the
establishment of their brands on these sites in
fear of negativity that could potentially hurt
their brand image and reputation. Instead,
brands should be capitalizing on customer
feedback and viewing it as a fantastic
opportunity to grow their business and
exhibit customer service excellence.

Sure, ten fantastic reviews raving about
your company are great. But, the fact of the
matter is this: not every single customer
you work with is going to be satisfied. When
you open the door for positive reviews,
the possibility of negative feedback is
inevitable. Nobody is perfect and customers
understand that. They want to see the good
and the bad, and more importantly, they
want to see how the company handles any
negative feedback that comes their way.

It’s great to have customers raving about
your business and you can publish endless
marketing materials about your high level
of customer service, but actually having
the opportunity to demonstrate these
service skills is invaluable. Ultimately, a few
negative reviews posted about the brand is
not the end of the world, and knowing how
to properly manage this feedback is a huge
advantage for your business.

A quick and effective response
to customer reviews is of utmost
importance. This shows the
reviewer and other page visitors just
how much you care about customers’
experiences with your company and
that youre concerned enough to

take the time out of your busy day to
provide this support.

Respond to all customer
reviews—both good and bad.
Responding to all reviews not only
shows customers that you care about
your business’s reputation, but also
that you care about each and every
one of their opinions. Providing a
response to positive reviews as well
critical ones shows your appreciation
for all feedback and is a small step that
you can take to improve customer
acquisition and retention. Just think:
that rave review could have swayed

a potential customer to decide to do
business with you!

Negative Reviews: What to Do
Demonstrate your concern and
show the disgruntled customer that
you care about their experience
and would like to work toward
amending the situation. Even if you

will be in touch with you
shortly to further discuss
the matter in an attempt
to amend the situation. Again, we
apologize for the inconvenience and
appreciate you taking the time to
provide your feedback.
Positive Reviews: What to Do
Thank the customer for their kind
words and for taking the time to
leave such positive feedback. By
showing your appreciation this way,
the customer and others viewing
this conversation will see that you
care and that you value your
customers and their feedback.
Example: Thank you for the kind
words, [name]! We appreciate you
taking the time to provide your feed-
back and are glad that youve been so
pleased with our services.

Drown out negative reviews
with more positive ones. Take
advantage of spoken feedback that
you receive at the end of a successful
job. If it seems appropriate and you
feel comfortable, ask the satisfied
customer to leave you a review online.
You can also include a link to your
business listing of choice in emails
sent to customers or on your social
media accounts to make it easy for
customers to leave you a review. =

[ AuthorBio: |

Caroline Nentwig

Social Media Specialist, Consumer Focus Marketing

Consumer Focus is a marketing agency that specializes in
developing strategic marketing materials and campaigns
for companies in the energy industry.




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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>>>>>> FEATURE: SAFETY TIPS
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Safety Documentation

Four Critical Components to Help
Marketers Manage Field-Gathered Data

By Consumer Focus Marketing

EVERYBODY KNOWS SAFETY isacritical component of every
propane marketer’s business plan.

However, a majority of marketers rely on outdated methods for
documentation, storage and retrieval of important information, such
as safety and cathodic protection inspections. Documentation, stor-
age and retrieval of any safety or compliance-related information is
importantto safeguard the company from a legal perspective, but that
is only half of what is needed.

The other critical components relate to how thatfield-gathered data
isused and managed. And, an often-missing process for most market-
ersrelates to the inspection of the quality of thatfield-generated data.
With a paper-driven inspection and non-electronic filing, itis virtually
impossible to cost-effectively use that data to produce management
reports or to implement a quality-control process.

SAFETY DOCUMENTATION
PROGRAM BEST PRACTICES

Therefore, the four critical components of a best-practice safety
documentation program are:

8 | Empire State Energy Association | 2017

A cost-effective review process to assure the inspections are being
accurately documented.

An electronic filing system that produces important management reports
relating to gas checks, timing of cathodic protection, duty to warn,
tank assettracking, corrugated stainless steel tubing (CSST) piping
corrective action, regulator date codes and leak checks.

An electronic system thatidentifies incorrectly documented inspec-
tions from the bulk of all inspections.

Incorporating these functions around a management process that
ties directly back to targeted training for personnel gathering
the field data.

Most marketers have heard the phrase, “If it's not docu-
mented, it didn't happen.” This, of course, is true, but inspections
that are simply documented fall into the same category. Thisis why a
best-practice safety documentation program actually begins with the
ability to accurately identifyincorrect data, fix the documentation and
provide a feedback loop to retrain the individuals making the mistakes.

Toimplement a program thatincorporates these four components
may seem like a long road, potholed with complexity. However, there



are turnkey programs that you can implementto move your documenta-
tion process to state of the art. The right program can be inexpensive
and surprisingly not time consuming for management.

TIPS FOR IMPLEMENTATION

Consider a review and audit of your current business processes
as they relate to safety documentation. This can be done in a couple
of hours by following these simple steps.

First, review your ability to actually retrieve importantinformation.
Canyou, for example, identify all of your delivery accounts that require
cathodic protection inspections and when those inspections need to
occur? Similarly, canyou identify your customers in need of regulator
replacements (pastdue) or the ones thatneed replacement in the next
12 months, or CSST corrective action?

Next, have a knowledgeable staff member review 25 recent leak
checks and gas checks. Review the documentation as if you needed
it for a court case. Is the writing legible, are hold times correct and
are the rightinspections being conducted based on the reason for the
inspection, such as a run-out?

Now imagine comparing your findings to a system that can
provide you with all of the data, information and reports required
to have a state-of-the-art documentation and corrective-action
program. Imagine further that you can view a dashboard that out-
lines every inspection documented incorrectly by the tech that did
the inspection.

These are the critical components of a safety documentation pro-
gram that works for you, your underwriter and, most importantly,
your customers.

SAFETY HOMEWORK:
Review Your Current Program

Consider reviewing your current safety documentation and
compliance program, which is an area critical to maintaining safety
foryour customers and employees. As a manager, ask yourselfthese
questions. Or better yet, at your company’s next safety meeting,
review these questions with your staff, and be honest.

o Dolhave policies and procedures for my organization? Are they
written? Are they updated and reviewed?

® How do | train my new employees? Do | utilize outside safety
consultants? Do | have a formal orientation process?

o Canleasilyidentify every customer who does nothave a safety
inspection on file?

e Can | identify if | have expired regulators — or DOT cylinders
that need to be requalified?

® Am|compliantwith NFPA 58 cathodic protection requirements?

® Do | require an initial duty-to-warn process to be completed
for all new customers?

e Do I have electronic storage and retrieval of important safety
and compliance documentation for my customers?

After you have completed this self-assessment exercise, you
will have a better understanding of your current safety program,
its strengths and areas in need of improvement.

Take the steps necessary to utilize available technology to
organize your safety documentation and compliance data more
efficiently. Putting safety firstis the right thing to do. By doing so,
you will protect your customers, employees and your company.

R

QSavage

732-764-7270

Fax: 732-764-7271
msav123@aol.com
www.savageassociatesinc.com
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>>>>>> FEATURE: FAMILY LEAVE

Coming Soon to a
Job Near You:

The Most Generous Paid Family
Leave Program in the Nation

What you need to know about the New York Paid Family Leave Benefits Law

By Luke P. Wright, Esq.
and Karianne Polimeni,
Harter Secrest & Emery




IN APRIL 2016, Gov. Cuomo signed a bill
amending New York State’s Disability Benefits
Law with one of the most significant changes
to New York employment law in decades.
Starting Jan. 1, 2018, covered employers in
New York State (including virtually all private
employers) will be required to participate in
the most generous paid family leave program
inthe United States.

WHATIT IS
When fully phased in, the New York State

Paid Family Leave Benefits Law (PFL) will

allow an eligible employee to take up to

12 weeks of job-protected and paid leave:

e to bond with the employee’s child during
the first 52 weeks after the child’s birth,
adoption or foster care placement;

* to provide carefor a family member (child,
parent, parent-in-law, grandparent, grand-
child, spouse or domestic partner) with
a serious health condition; or

e for qualifying exigencies arising due to a
spouse, domestic partner, child or parent’s
active military service.

The implementation of paid PFL benefits
will be phased in over the next few years. In
2018, employees will be entitled to up to eight
weeks of leave, with a paid benefit of 50 per-
centofthe employee’s average weekly wage,
not to exceed $652.96 per week. By 2021,
employees may be entitled to up to 12 weeks
of leave, with a paid benefit of 67 percent of
the employee’s average weekly wage (capped
at 67 percent of the state’s average weekly
wage). These paid benefits will be available
onthe firstfull day of leave, and may be taken
on a continuous basis or intermittently in full
day increments.

Significantly, the PFL ensures not just a
paid benefit, butjob protection. An employee
who takes PFL leave will be protected from
retaliation and will be entitled to returnto the
position the employee held when the leave
commenced, or a comparable position with
comparable benefits.

There are some limitations, however.
An employer is not required to provide PFL
benefits if the employer paid the employee’s
full salary during the leave, or for days the
employee performed any work for pay.
Employees are limited to up to 12 weeks of PFL
leave within any 52-week period, and 26 total
combined weeks of New York disability ben-
efits and PFL benefits within any 52-week
period. Employees will also be required to

give at least 30 days’ notice for foreseeable
PFL leave and must give notice as soon as
practicable for non-foreseeable leave. If the
employee fails to provide the employer with
required notice or a medical certificationwhen
one is required, the employee is not entitled
to the benefits.

WHO PAYS FOR THIS?

New York State employees will pay for
PFL benefits through payroll deductions
of 0.126 percent of the employee’s weekly
wage, up to the statewide average weekly
wage, whichis currently $1,305.92 per week.
This means that up to $1.65 will come out of
New York State employees’ paychecks per
week to pay for PFL. Employers will use this
deduction to pay the premium costs for PFL
coverage or to directly pay for PFL benefits,
if self-insured.

Itis an open question whether this deduc-
tionwill actually coverthe cost of the benefits
required. For example, if all employees in a
workplace earn above the average weekly
wage of $1,305.92, each employee would
contribute the maximum amount of $1.65 per
week. Evenif only one employee inthe entire
workplace takes advantage of the eight-week
PFL benefit in 2018, it would take approxi-
mately 60 employeesnot using any PFL leave
to cover just that one employee’s total PFL
benefit ($5,223.68). And with employees see-
ing a payroll deduction to pay for PFL benefits,
itmay make it even more likely thatemployees
will want to take advantage of this benefit.

HOW YOU CAN PREPARE

Although PFL provides a generous ben-
efit to employees, it is sure to be an opera-
tional challenge for employers, who will bear
indirect costs.

One requirement of PFL is that employ-
ers obtain PFL coverage for employees by
Jan. 1,2018. Employers can choose to insure
through the state, through private insurance
carriers, or to self-insure. Employers that
choose to self-insure must electto do so by
Sept. 30, 2017.

Employers may also have to coverincreased
employee absences based on anticipated PFL
use. This could require creative staffing strate-
gies such as paying overtime to cover missing
worker hours and possibly outsourcing work.

Employers are responsible for providing
their employees with notice of the PFL and
how itworks. This includes written guidance

Although
PFL benefits
do not start until
Jan. 1, 2018, employers

change, with minimal
risk and disruption to
their businesses.

to employees in their employer handbook
or in other written material, and a man-
dated poster in the workplace. In addition
to written material, employers should seek
guidance on how to effectively advise their
employees.

Employers will also face the burden of
administrating the PFL. To lessen this chal-
lenge and minimize risk, employers should
work now to educate and train respon-
sible staff on PFL requirements, and should
take this opportunity to review and revise
existing leave (including FMLA) and paid
time off policies to provide for a seamless
transition with the implementation of PFL
in 2018.

READY OR NOT, HERE IT COMES

Although PFL benefits do not start until
Jan. 1, 2018, employers should start prepar-
ing now. Preparation is essential in order for
employersto getthemselvesinthe best posi-
tion for this change, with minimal risk and
disruption to their businesses. <

Luke P. Wright, Esq. isalabor and employ-
ment attorney at Harter Secrest & Emery LLP
in Rochester, NY, and can be reached at
Iwright@hselaw.com or 585.231.1297.

Karianne Polimeni was a summer asso-
ciate at Harter Secrest & Emery LLP for the
summer of 2017, and is a law student at
Syracuse University College of Law.
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>>>>>> FEATURE: PLANNING AHEAD

THERE WAS AN article' recently in one
ofthe Bloomberg's publications looking atthe
reasons that there were hardly any signs of
inflation, despite strengthin the equity markets
; ; x\L and some parts of our economy. The article’s
moTivaTion N ‘ Z focus was on the Federal Reserve and their
N inability to increase interest rates to “stave
off inflation” when, in fact, there was none.
Without going into the details of why inflation
might be important, | wanted to point out the
part of the article that | was drawn toward.
Therealizationis thatbuyers are simply not
willing to pay more. As the article put it, “the
buyers, armed with sophisticated tools and in-
depth knowledge of the competitive landscape,
see no danger in refusing to pay up.”' That
really struck a chord for me, as | keep watch-
ing the purchasers of our goods and services
become more and more knowledgeable (thanks
Mr. Jobs, Mr. Gates and Mr. Brin), and with
greater price transparency of EVERYTHING,
suppliers and retailers are left with nothing to
do but to try to differentiate themselves, and
to “focus on cutting costs, not raising prices.”
The best run companies are not raising their
prices, but are somehow managing to maintain
and slightly increase their profits.

Operational efficiencies grow geometri-
cally inimportance when (a) consumers are
being enabled to shop and compare, and (b)

competing vendors are embracing the need

business

€
AS

to be more efficient. There are many ways

|
for oil and propane dealers to operate more
efficiently. There are cost-effective ways to
market (hint: sell more to existing customers,
' and focusless onwin-back postcards), as well
aswaystoimprove service departments and

u CSRtraining. However, the lowest of all hang-

[ | ing fruit is in addressing the single biggest

a I 0 a n operating expense that you have: deliveries.
] The cost of deliveries, which does vary

from company to company (both in consid-

eration of the real costs and what costs are

g . - actually allocated to “delivery expense”)is no

HUW Efflﬂlent Dellverles can longer something that can be ignored. If you
cansave one delivery per customer per year,

whatwould that do you your bottom line? How

Chan e Yuur Future abouttwo deliveries peryear? Yes, | know the
g excuses—customers don’t want big deliver-

ies and big bills, or if we run a customer out of

oil, we will lose them. Those excuses mightbe

By Philip Baratz, President of Angus Energy quite valid in many cases, but are they valid
enough to cost you your ability to compete?

We find that a properly managed deliv-

ery program, supported by management/

12 | Empire State Energy Association | 2017




ownership, can tie together data, staffing
and the customer experience. If you KNEW
what was in someone’s tank, how would
you behave differently? (If the answer is
“not at all,” sorry for having you wait till
the fifth paragraph to suggest that you stop
reading now.)

Remote tank monitors are changing our
industry. To get this out of the way, a tank
monitor program is notthe simplestthings to
pull off. There are costs—monitors, monitor-
ing, training, integration, changing routing,
etc. Butif it were so simple, everyone would
be doing it. At present, itis the fastest growing
initiative in the retail heating oil and propane
space. But, as with all new things, some will
investigate and embrace, and others will just
wait around until they know more, and lastly,
some will come along kicking and screaming
(or simply fail to compete). We wanted to pres-
ent to you some findings that we have from
exhaustive studies of deliveries and the true
impact of remote tank monitors.

Itdoesn’ttake muchto PROJECT more effi-
cient deliveries—moving from an average
of 145 gallons per delivery to 195 gallons per
delivery (into a 275-gallon heating oil tank) will
have obvious benefits. No matter how secure
you are in the belief that things will be fine
without monitoring, itis hard to simply ignore
the benefits of deliveries that are 35 percent
more efficient! The challenge comes in the
form of “change management.” Will you use
the data to make more efficient deliveries? If
your deliveries are higher, butyou don't save
on delivery costs (i.e., same drivers for the
same hours with the same number of trucks,
etc.), all you have done is made larger deliv-
eries and found a way to be LESS efficient.
Some hours will have to be cutback, and some
trucks retired or not replaced.

A client of ours fully embraced the use of
monitors, and the results were astounding.
Theirnon-monitored deliveries were slightly
below 150 gallons, while their monitored deliv-
eries approached 200 gallons. Interestingly,
there were still customers—on automatic
delivery AND with a tank monitor—who felt
the needto callin for oil deliveries, but most of
those were spoken with by CSR’s convincing
the customers that a runoutwas notimminent.

When we look at the value of monitors,
we look atthree things: need, plan and proof.

For the need, we would look at the distri-
bution of deliveries by the dealer. Not the
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Tank Monitor Performance

TANKS WITH MONITORS

In Tank Prior To Delivery 120
Average Delivery 162
Average Variance 15

TANKS WITHOUT MONITORS
Average Optimal Drop 181
Average Delivery 159
Average Variance 21

planned deliveries or the average deliveries,
but the actual deliveries the dealer made.
Without drilling down into the numbers and
the math, it is often just a simple chart that
gets us where we need. See Chart A.

Bar 1 shows a very high number of very
small deliveries. The reasons caninclude split
deliveries (last volume from a truck), credit
issues or equipmentissues. However, usually
itjustmeansitwas a delivery that should not
have been made. Bar 2 represents a higher
percentage as these customers will have
had a fixed amount (100 gallons, 150 gallons)
delivered to them. Bar 3 indicates that there
were some deliveries that exceeded the full

tank size. This is most likely caused by incor-
recttank information being putinto the Back
Office Software (BOS) and needs to be cor-
rected by the dealer.

Chart B shows that even with a small
average delivery size, the number of deliveries
atthat number are few, with most deliveries
being well away from the average. This can
indicate deliveries that are simply too small
to be economically beneficial to the dealer, or
deliveries thatare much larger than what the
dealer would be comfortable with.

Astothe plan, that can goin several direc-
tions. Since the general consensus is “it
sounds good, buthow do | implement it,” we

Empire State Energy Association | 2017 | 13




The cost of deliveries, which
does vary from company to
company (both in consideration
of the real costs and what

costs are actually allocated to
“delivery expense”) is no longer
something that can be ignored.

suggestafew possibilities. The firstis to start with your best techs (for
installs), your bestdispatcher —the less “old school” the better —and
a manager/owner who will champion the effort, push it through and
understand that new things don't always happen without challenges.

Asto choosing which customers to startwith, there are two camps.
The first camp (given the good dispatchers and focus on efficiency
from management) believes thatthe focus should be to totally saturate
aroute or two to see immediate benefits. The other camp suggests
looking atthe worst offenders, as defined by either problem accounts,
accounts with very unpredictable K-Factors, or highestvalue custom-
ers who would appreciate that they have a monitor and the benefits
thatthe dealer is bringing to them.

As to proof, while it would be wonderful to expect that everything
would simply and smoothly change overnight—allinstalls worked per-
fectly, every communication went off without a hitch, every dispatcher
and driver looked to maximize the delivery size —itis not realistic to
simply move from 145 gallons to 195 gallons overnight. Our suggested
approach istowork toward both improving the delivery size in reality

(larger deliveries) and proving to yourself (psychologically) that this is
the right thing for your business. We have seen that it can take time
for full buy-in from the organization, and the best way is PROVE that
the monitors are reporting properly. We created a reporting “widget”
to compare the K-factor deliveries versus the monitored deliveries.
See Chart C.

On the K-Factor deliveries, the comparison (as seen below) the
analysis would show the average delivery size, the typical vari-
ance from that average delivery size (this shows how “tight” or
“wide" the actual deliveries are—similar to the bell-shaped curve in
Chart A), and the percentage of deliveries that are more than
20 percent from the average. The point here is to focus on how pre-
dictable deliveries are.

On the monitored deliveries, the analysis would show the differ-
ence between the average estimated room in the tank according to
the monitor, and the actual delivery size to fill up the tank according
to the delivery ticket as entered into the BOS. By running the same
variances, you can tell how accurate the monitor is relative to real-
ity and, from there, make a determination as to your comfort level in
“trusting” the monitors to allow you to maximize the delivery size.

Inall, a carefully planned deployment, including analysis, training,
communication and tracking the economic benefits, can be the single
biggestfinancial benefit that you can bring to your business over the
next few years. Remember: Need, plan, and PROOF!

FOOTNOTE

' See full article at: https://www.bloomberg.com/news/articles/2017-06-22/
yellen-s-bid-to-lift-inflation-runs-into-cost-cutting-buzz-saw

BRITE

POWERED BY

N ANGUS
analytics

® Maximizing driver and m Increasing service

IT'S LIKE A GPS FOR
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:

m Accurately measuring

delivery efficiency department revenue and, ultimately,
increasing customer

margins

m |dentifying and ® Monitoring weather
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

finance
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TECHNOLOGY TIPS

If Your Site
1 Not Responsive,

By Richard Rutigliano, President, PriMedia

0f2016, holiday shoppers spentarecord-shatter-
ing $1.2 billion via mobile commerce (m-commerce). Justfour days later, on
Cyber Monday, consumers spent another $1.19 billion via mobile devices. By
then, itwas clear: Mobile shopping is the new normal for today’s consumers.

Mobile browsing accounted for 51.72 percent of all internet traffic from
November to December 2016, while desktop use made up the remaining
48.28 percent. Recognizing this significant shiftin user preference, Google
began giving preferential search rankings to those websites defined as
“mobile-friendly.” This change would have majorimplications for search
engine optimization (SEQ).

Before this Google change, companies looking for a mobile presence
would develop a streamlined version of the site, with a simplified home
page or menu page that displayed cleanly on smaller screens. The con-
tent of this mobile site would be abbreviated from the larger desktop
version so that the most relevant text, links, images and videos fit the
user’s screen without it becoming overly crowded. These mobile sites
did not replace the desktop versions of their websites; the two existed
independently of one another.

Today, the preferred solution is a responsive website that displays
dynamically in response to the user’s screen size. A dynamic display
allows for optimal web functionality on any device. The site will appear
differently on desktop and mobile devices, and even on different-sized
mobile devices, but content will not be lost. The user’s experience is
ultimately enhanced due to the site’s multiplatform accessibility.

Inorderto fullyunderstand and appreciate the importance of responsive
design, one must first consider how Google determines its search rank-
ings. As the world's leading search engine, Google has been famously
(or perhaps infamously) elusive regarding the ever-evolving algorithms
it employs to rank websites.

One of the key factors Google has been open about, however, is the
search engine’s preference for original content. Original contentis unique
text, images and videos that did not previously appear elsewhere on
the web. Content that was used in both a desktop and mobile version
of the same site was flagged as duplicate content. However, because
a search conducted via mobile device would yield results based on the
fuller desktop content, this had not been an issue.

0n Nov. 6, 2016, Google announced that it was shifting to a mobile-firstindex,
meaning that its “algorithms will eventually primarily use the mobile version of
a site’s content to rank its pages.” In other words, even a search conducted
on a desktop computer will yield results that are based on mobile websites
and their content. Less original content means a lower search ranking.

As Google shifts to a mobile-first index, it is critical for mobile sites
to be optimized as well. When Google announced its plan to switch to
a mobile-firstindex, the search giant specifically stated, “If you have a
responsive site or a dynamic serving site where the primary content and
markup is equivalent across mobile and desktop, you shouldn’t have to
change anything.”

Those website owners who've already switched to responsive designs
can expect to come out of Google's index switch ahead of the game
because, in effect, they pre-empted the algorithm change. Looking further
ahead, as more and more mobile devices come to market, Google may
recognize an even greater need for dynamic display and cross-platform
accessibility. Again, only responsive sites fit the bill.

Empire State Energy Association | 2017 | 15



REFERENCE CASE

PriMedia, Inc. provides web design, development, hosting, search
engine optimization, search engine marketing and custom web applica-
tionsfor clientsin arange of industries, with afocus on home service
companies. One such client, an energy company in the mid-Atlantic,
contracted PriMedia to transition its existing website to a responsive
designin 2016.

Google Analytics-based monthly reviews of the client’s website on
Jan. 31,2016 (before the transition) and on Jan. 31,2017 (after the transi-
tion) show marked improvements in virtually all areas of Google search.

From Jan. 1, 2016 to Jan. 31, 2016, the client’s website was visited
573 times. Of these visits, 460 came from desktop computers (80.28
percent), 28 arrived via smartphones (4.89 percent), and the remaining
85 were from tablets (14.83 percent).

From Jan. 1, 2017 to Jan. 31, 2017, the client’s website was vis-
ited 1,303 times. Of these visits, 711 came from desktop computers

o Websites  Business e Sales Kits
¢ Social Media Applications ¢ Postcards
* Email ¢ Newsletters * Public
Marketing e Direct Mail Relations
e Lead Tracking e Print,Radio & TV e Brochures

3PRIM EDIA

Integrated Marketing Communications
Advertising - New Media « Publishing

VISIT OUR NEW WEBSITE
GOPRIMEDIA.COM
800 79 MEDIA

(54.57 percent), 444 arrived via smartphones (34.08 percent), and the
remaining 148 were from tablets (11.36 percent).

Inone year’s time, the client’s monthly Google sessions increased
by 127.40 percent, with desktop sessions increasing 54.57 percent
and tablet sessions increasing 74.12 percent. Most notably, mobile
sessions increased over this time by a staggering 1,485.71 percent.
Fromthese figures, it's clear that the website’s switch to a responsive
design led to significantimprovements in organic site visits, specifi-
cally among mobile users.

CONCLUSION

Google has not yet announced a specific date for its switch to a
mobile-firstindex, so itis thus far impossible to determine precisely
how much better responsive websites will fare in search rankings in
the short term. However, if the performance of websites before and
after adding a mobile componentis any indication, this change to the
Google algorithms could be monumental.

Therefore, itisimperative for all websites, including those with and
those without supplementary mobile versions, to switchto a respon-
sive design as soon as possible. Website owners whose sites fall into
either category, as well as those who are unsure of the differences
between desktop, mobile and responsive designs, would be wise to
contract an experienced internet strategy provider immediately. <

Since 1993, PriMedia has been a leader in providing full-service mar-
keting and communications solutions to the home comfort industry.
PriMedia’s comprehensive line of services, including web develop-
ment, custom 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 marketplace.

'-.| Celebrating 80 Years of Reliable Fills & No Spills
We would like to thank our loyal customers for your support!

We are commitied to providing you with safe, quaility delivery

iy . efficiency equipment.

S Speecify Scully for:

‘. @ . ® Fuol Ol Delivery Nozzies

e ey scuny

Scully Signal Company ~ B00-272-8550 = sales@scully.com = www,scully.com
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>>>>> FEATURE: INSURANGE

nsurance Buying [luestmns
You Should be Asking

By Federated Insurance

FEDERATED

INSURANCE V °

AS A BUSINESS owner, you make
hundreds of important decisions every year.
One of the mostimportant deals is with your
insurance coverage and deciding which policy
will bestfityour current business needs. This
decision could have a negative impacton your
business if the carrier you choose has only
limited coverages and services available
specifically for petroleum dealers.

WHY DO YOU
BUY INSURANCE?

Ask yourself, why you buy business insur-
ance? Isitfor peace of mind, a necessary part

of doing business, because state laws require
it, for protection from lawsuits or disasters, or
something else? Whatever the combination
of reasons, itis important to note that not all
insurance policies are created equal. When
you're researching insurance providers, you
will want to examine the coverages and ser-
vices they offer. This notonly can help ensure
an insurance program will adequately cover
your business’ specific risks and needs, but it
can also give you the opportunity to examine
policy options to make sure you won't be pay-
ing for coverage you don't need.

Continued on page 19
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Thinking about
selling your business:

You're In good company withus.

Star Gas Partners, L.P. is actively searching for heating oil and propane
companies to add to our local family. If you are considering selling yours,
call us today for a discreet and confidential consultation.

Steve Goldman, President/CEO 516.686.1615
Jeffrey Woosnam, SVP, Operations, Mid-Atlantic Acquisitions 215.942.5008
Neil Bianco, SVP, New York & Northeast Acquisitions 516.307.4802

©2017 Star Gas Partners, L.P.

THE CCl GROUP THE CCI CUSTOM WHOLESALE | RETAIL

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.coverageconceptsinc.com
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Continued from page 17

INSURANCE PROVIDER

CONSIDERATIONS
First, it is essential to do business with

an insurance carrier that specializes in

your industry. It's a good idea to ask your
current, and any potential providers, a few
key questions:

o How many petroleum or oil marketers do
you insure nationally and in my state?

e Doyouhave aspecialized insurance pack-
age just for petroleum and oil marketers?

e Do any petroleum or oil associations
endorse your company?

e Whatis your A.M. Best® rating?
Second, you need reassurance that

important exposures are insured. You may

want to ask if the carrier offers specific,
unique coverages by asking:

e Do you have policy blanket property
limits coverage?

e Do you offer pollutant coverage for
cleanup and removal at, or from,
designated locations?

e |s data compromise and cyber liability
coverage available?

e Do you offer a separate policy for
employment-related practices liability?

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

X-PERT S5® PE-RT Pipe with O2 Barrier

e

" no chemicals
|'||'|'|lI e 5-layer design

e¢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 req.

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

® No cross-linking required, no waste,

Finally, you know that a solid risk manage-
mentfoundation can help keep your company’s
loss control programs and policies active and
visible, so a provider’s value in helping you
analyze your risk potential and suggest best
practices cannot be underestimated. For
example, be sure to find out:

e Does the carrier conduct a personal-
ized, annual evaluation of your firm's
risk exposure?

e Does the carrier have risk management
consultation to help with loss prevention
and profitability enhancement?

e Does the carrier provide access to risk
management tools and resources at no
additional charge?

e Canthe carrier help you connectwith legiti-
mate sources for answers to hiring and
employment questions?

e Doesthe carrier supplyinformation on, and/
or access, to professional resources that
can help with employee trainingtoincrease
safety awareness, reduce risk and follow
best practices?

These sample questionsillustrate the com-
plexity of a well-rounded insurance program
and show that not all insurance policies are
created equal. Your policy’s overall worth

e

-

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

Roth

ww-wbhill, ¢, ™

Ask yourself why

you buy business

insurance. Is it for
peace of mind, a necessary
part of doing business,
because state laws require
it, for protection from
lawsuits or disasters or
something else?

amounts to more thanjustthe coverages pro-
vided. Your local Federated Insurance market-
ing representative can help you review the
protectionyour currentpolicyis providing and
offer suggestions to ensure you are satisfied
with your business’s insurance program. <

This article is for general information and risk
prevention only and should not be considered
legal or other expert advice. This is not an offer
of insurance. All products and services are
not available in all states. Qualified counsel
should be sought with questions specific to
your circumstances. ©2017 Federated Mutual
Insurance Company.

=]

m

= 'Seﬁ)ir_gg You With New Ideas

g Your.Area l HE!L]Dealer- .
. ~ TRAILER S

SOLUTIONS BUILT FOR YOU.

305 Shaker Rd, P. O. Box 428
: East Longmeadow

: MA 01028

888-537-3613 ® 413-525-6665
¢ bobbih@wbhill.com

P
tanstech
e
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>>>>>> FEATURE: WORKFORCE TRAINING

Increase Profitability

by Educating Your Workforce

By John Levey, Oilheat Associates

WHEN WE THINK about education and
training, many people in our industry imme-
diately focus on service technician training.
While technician education is extremely
important, we need to provide educational
opportunities for all employees.

CUSTOMER SERVICE REP
(CSR) EDUCATION

CSR’s have a serious effect on customer
satisfaction.

Customers are often having a “bad day”
when they call your office. They might have
no heat, no hot water, a leak or some other
situation that's affected their life. They might
have to stay home in a cold house and miss
work to wait for a repair.

They may be a will call customer who forgot ¢

to check their tank and have run out of oil.

Your CSR’s need to understand how to deal
with customers and treat them in a way that
earns their loyalty so that they remain your
customer for years to come.

In addition to training CSR’s on how to pro-
fessionally deal with customers, consideration
should also be given to providing training about
deliveryissues like K-factors, degree days and
tank sizes. Awell-educated CSR can comfort-
ably deal with the customer who thinks they
need a deliverytoday because a snow stormis
coming and their gauge says the tank is “only
half full.”

CSR’s can also speed up response time
for emergency service situations if they're
provided with a basic understanding of ser-
vice issues.

When | was a service technician | would
sometimes get frustrated when | was senton
a “no heat” call service call on a brutally cold
night only to find that the temperature in the

ESEA OFFERS MANY TRAINING
CLASSES, PLEASE CONTACT US IF
YOU'D LIKE A PARTICULAR CLASS

TO BE HELD IN YOUR AREA.
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house was 66 degrees and the thermostatwas
setat70. The heating system was working fine
butthe house couldn't maintain temperature
because of the frigid weather. The customer
probably said they had no heat and the CSR
had never been told that there are a number
of clarifying questions that should be asked
when a customer reports a problem.

IF THE CUSTOMER REPORTS A

NO HEAT SITUATION, THE CSR

MIGHT ASK:

® What is the thermostat set at and what'’s
the room temperature?

® |sthere no heatinthe whole house or just
one area?

® |syour electric service working?
Awell-trained CSR can help prioritize situa-

tions and get service to those customers who

really need it rather than sending technicians to
houses where the heating system is function-
ing properly butthe house is under-heating due
to weather factors.

DELIVERY PERSONNEL
TRAINING

In addition to general delivery training and
spill prevention training (no whistle, no fil,
etc.), oil drivers should understand how to
explain company policies and answer cus-
tomer’s questions.

It's alsoimportantthatthey know to look for
things that can affect oil usage like a new addi-
tion being added to a home thatthey're deliver-
ing to. More space typically means more fuel
consumption, the driver should make a note
and advise their supervisor that the K-factor
may need to be adjusted to prevent a run-out.



Drivers, especially seasonal drivers, should
go through periodic refresher training. An
effective in-house training program can cover
laws, regulations, company policies and pro-
cedures, spill response, etc.

During these training programs, drivers
should be encouraged to share their experi-
encesto help other avoid problem situations.
For example, many people are not aware that
vent alarms work “both ways.”

They whistle when oil enters and air escapes
from the tank during a delivery AND they also
whistle when air enters and oil escapes from a
leaking tank after a delivery. If a driver notices
thatthe whistle continues to sound after a deliv-
ery has been completed, they should try to enter
the building to determine if there's a problem.

There are training videos available on
NORA's website (learning.noraweb.org) that
cover both delivery and spill prevention.

SERVICE TECHNICIAN
TRAINING
Oilheat equipment keeps getting more effi-
cientandtoday's systems are significantly dif-
ferentthanthose installed just a few years ago.
Properly trained technicians who stay
up-to-date on current technology and under-
stand howto properly use gauges, meters and
combustion analyzers are able to quickly and
accuratelytroubleshootand correct problems.
Tech’s who don’t maintain their skills tend
to take longer to diagnose problems, they
oftenreplace partsthatare notdefective and
they typically have a higher rate of “repeat”
calls than their well-trained co-workers.
Companiesthatservice oilheat equipment
should consider having all of their technicians
NORA certified.

THERE ARE THREE LEVELS
OF NORA TECHNICIAN
CERTIFICATION:

Bronze: Entry-level, available to NORA-
recognized tech school graduates. After gain-
ing 3 years of experience, and attending 20
hours of continuing education, Bronze level
techs move up to the Silver level.

Silver: For technicians with at least
3years of experience. Once achieved, 24-hours
of continuing education required every 5 years.

Gold: Available to Silver Certified
Technicians with 5 years of experience who
complete 4 modules of advanced training.

Information about the NORA cer-
tification program is available at
www.noraweb.org

Employee Training is
Important Investment

There's an old expression “Training doesn’t
cost, it pays” A small investment in employee
training pays enormous dividends including:

* Better employee morale

* Better customer satisfaction
* Fewer oil spills

* Reduced service costs

* Reduced call-backs

ADVANCED FUEL SOLUTIONS, INC.

af : www.yourfuelsolution.com
e
s (978)258-8360

GASOLINE + DIESEL + MARINE FUELS + HOME HEATING OIL + BIODIESEL

) oeT V]

~

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, P.O. Box 9
Glenmont, NY 12077

Trans-Tech Industries m  Westmor Industries

Boston Steel & Mfg. Co. =
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ATLANTIC PRODUCT SERVICES, INC.

For all of your petroleum product testing needs

APS offers a full range of testing services for Gasoline, Heating Oil, Diesel and Jet Fuel with our NYS ELAP approved laboratory
capable of performing all key tests including: Sulfur, Octanes, RVP. Pour & Cloud Point, Stability, FAME Content, Viscosity, Flash
Point, Gravity/Density, Water Content, Sediment Content, CFPP, Bio Diesel Content, Lubricity, Dye Content, and Qil Water

Separator Storm Water Samples and more.

We specialize in quick, professional and timely service

Additional Services Offered:

« Full Quantity Inspection Services available including Custody Transfers, Inventories, etc
« Cargo Treatment/Additive Services for: Dye, Stability, Lubricity, Conductivity, etc

» Sampling Services and/or Sample Pick-up Available. Customer Mail-in

Samples Welcomed Tel: 732-969-4800 or
« Testing available on a 24/7 basis to address urgent product quality needs 1-800-253-7668

« All Testing carried out in accordance with latest ASTM, IP, ISO, UOP, EN Standards
Whatever your testing needs, please contact us to discuss Email: ops@apsinsp.com
a solution and request a quote.

APS - Serving the New York Harbor for over 32 years

Website: www.apsinsp.com

ENVIRONMENTAL SOIL MANAGEMENT

CELEBRATING 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 Beneficial &
Rolloff Services Management Solutions Backfill Materials

ESMI of NH
800-950-7645
Mike Phelps

ESMI of NY
800-511-3764
Todd Calder

COMPANIES

www.esmicompanies.com

Fuel Oils — Coal Tars — PCB’s — Dredge Materials — Waste Oils — Petroleum Solvents — Electrical Oils
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>>>>>FEATURE: PMAA UPDATES

PMAA

Continues to
Save Petroleum

Marketers $$$

By Rob Underwood, PMAA President

WELL, IT"S BEEN two years since | took over as PMAA president,
and what a wild ride it has been. The election of President Trump has
turned Washington, D.C. upside down. During the Obama Administration,
PMAAwas constantly onthe defensiveto prevent onerous regulations
from becoming a reality. PMAA was successfulin defeating a wetlines
mandate thatwould have required petroleum marketers to retrofit every
single tanker truck with a device to purge the wetlines of gasoline. The
costpertanker: $8,000 and overall savings to the industry: $120 million.
Meanwhile, PMAA prevented an unattainable ozone standard, a speed
limiter mandate, and a sleep apnea testing mandate, which if finalized,
would have disqualified a driver with a 17-inch neck from driving a tanker
truck. PMAA also defeated a 10 micron filter mandate for diesel dis-
pensers and prevented a mandate thatwould have reduced the amount
of water allowed in USTs from one inch to a quarter inch. Meanwhile,
PMAA also secured afive-year reauthorization of the National Oilheat
Research Alliance (NORA), which significantly helped the heating fuels
industry, while also combating natural gas pipeline expansion.

Now with President Trump in office, PMAA has been on the
offensive to gain additional concessions from the EPA on the UST
finalrule. Recently, EPA approved PMAA's low liquid level integrity test
as an alternative method for containment sump testing thatis required
underthe 2015 federal UST regulations. The 2015 regulations require
liquid testing every three years of all containment sumps used for
interstitial monitoring of piping. However, the test method cited in the
rule requires filling sumps with water above the penetration pointsin
the sump wall. This sump test method would be prohibitively expensive
for tank owners. Instead, the PMAA UST Task Force developed an
alternative test for containment sumps, which requires filling sumps
only to the level of a liquid sensing device equipped with a positive
shutdown thatis mounted below penetration points in the sump wall.
PMAA's alternative test method will significantly reduce reoccurring
sump testing compliance costs for tank owners while being equally
protective of the environment as filling the sump to the top. Thisis an
important victory for petroleum marketers that builds upon previous
cost saving flexibility won by the PMAA UST Task Force during the
rulemaking process.

PMAA is also working to restore a cargo tank placarding provision
importantto petroleum marketers. Specifically, the provision allowed
marketers to permanently attach a UN 1203 placard to cargo tanks
for alternating loads of diesel fuel and gasoline rather than having

10000000 1080818
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to continually change placards between runs. The 1203 placarding
provision stood for 35 years until a government agency issued an
interpretive letter in 2015 that limited permanent 1203 placards to
straight loads of gasoline or split loads of gasoline and diesel fuel
stored in separate compartments of the same load. In November
2015, PMAA petitioned the agency to undertake a rulemaking to
restore the ability to placard to the 1203 provision and has heard
from DOT officials that a change to revert back to the old way of
doing business is coming.

Finally, PMAA’s DC Conference and “Day on the Hill” held in
May 2017 was a success! The PMAA Board invited Congressman
Chris Collins (R-NY), who is an influential member of the House
Energy and Commerce Committee, to give an overview of the legis-
lative atmosphere. Meanwhile, PMAA state associations, including
ESEA, convinced House leadership to strip language from a bill that
would have repealed the Durbin amendment. Repealing the Durbin
amendmentwould have harmed petroleum marketers because ithas
brought competition to the debit card fee market. PMAA and ESEA
alsourged Congress and the Administration to reduce the Renewable
Fuel Standard’s (RFS) 15 billion gallon ethanol mandate. Reducing the
RFS ethanol mandate was a top issue for the day because of petroleum
marketers’ concerns with the incompatibility of existing UST systems.
ESEA's ties with their congressional delegation were critical in allow-
ing us to make our case regarding issues of importance to the industry.
On the heating oil front, PMAA and ESEA discussed the renewal of
the biodiesel blender’s tax credit, as well as maintaining funding for
the Low Income Home Energy Assistance Program (LIHEAP).

While it's safe to say that it's been a zoo in Washington, DC, work is
getting done behind the scenes. PMAA would like to thank ESEA for its
continued support, and we look forward to bringing additional legislative
and regulatory victories to petroleum marketers. And if you have time,
please check out PMAA’s new website, www.pmaa.org, which will
keep you updated on industry trends and issues. <

Sincerely,

e 2.t

Rob Underwood
PMAA President
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COMPETITIVE COVERAGE FOR THE

TRANSPORTATION INDUSTRY

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
engaged in the petro industry:

= Trucker's Liability

= Physical Damage

= Motor Truck Cargo

= Workers Compensation

= 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:

= General Commodities

= Hazardous & Non-Hazardous Haulers
®m | P Gas Transporters

= Waste and Recycling Truckers

®  Specialty Carriers

Contact us today to experience the expertise, personal service and
attention to detail that you deserve.

Members of NYMTA, ATA, NYPGA,
PGANE, ESPA.

MICHAEL REILLY

Albany Operations Leader
518.479.7244
mreilly@energyins.net

lntegro

24 | Empire State Energy Association | 2017

CREDIT CARD PROCESSING
AVATAS Payment

Solutions ............c.cccoceviienne Inside Front Cover
www.avataspayments.com

DIESEL FUEL

Advanced Fuel Solutions................ccccocnneenee. 21
www.yourfuelsolution.com

Star Gas Partners L.P. 18
www.star-gas.com/investor-relations

ENERGY INDUSTRY MARKETING
Boston Environmental
www.tanksure.com/site/index.asp

(S,

ENVIRONMENTAL SERVICES
ESMI of New York............ccccovnrninrnincneennns 22
Www.esmicompanies.com

FUEL MANAGEMENT SERVICES

Fuel Management Services, Inc...................... 26
www.fuelmanagementservices.com/
PAPCO...........ccooeveerreeerereerernae Inside Back Cover
WWW.Papco.com

GASOLINE
Star Gas Partners L.P. 18
www.star-gas.com/investor-relations

software for fuel delivery

FuLL-FeaTurRED FUEL &
PropANE DEALER SYSTEM
AMAZING REPORTS

Easy To Use

Backep By THE SuppPoRT TEAM
You CaN RELY ON

SINcE 1983

(800) 255 5242
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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.

mﬂﬂ'\ _j

\ Our daily newsletter
\ “Pipeline”,
go to our website

= Hedge Solutions

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

610-489-0900 I m

Liquid Measurement & Controls
Collegeville, PA

Web: http://lmnc.net

Email: LMC_Mail@lmnc.net

Petroleum Measurement & Control
Equipment & Service

Bulk ~zrorrecH
Plants

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

Tank =5
Trucks @

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

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!

e — CK— BUSINESS CONSULTANTS, INC.

“DO YOU KNOW WHAT YOUR BUSINESS IS REALLY WORTH?”
MERGERS & ACQUISITIONS « PETROLEUM & PROPANE INDUSTRIES

GARY PAPAY, CBI, M&AMI
114 S. Railroad St, Hughesville, PA 17737
Phone: 570-584-6488 ¢ Fax: 570-584-0199

gpapay@ckbc.net

%

T www.ckbc.net

o) _ @
¥ l&sor" NATICONAL ASSOCIATION .

AMT-g
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Empire State Energy Association | 2017 | 25



PROPANE SAFETY PROGRAMS
Boston Environmental 5
www.tanksure.com/site/index.asp

SERVICE DEPARTMENT PROFITABILITY
CONSULTING

Boston Environmental
www.tanksure.com/site/index.asp

RENEWABLES
Advanced Fuel Solutions................................. 21
www.yourfuelsolution.com

TANK SAFETY PROGRAMS
Boston Environmental
www.tanksure.com/site/index.asp

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

Ralph Adams
Parker Fuel Co., Ellicott City, MD

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!
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.

PARKER FUEL CO.
EATING & COOLING

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

732-929-1964

www.fuelmanagementservices.com

UltraGuardz)

A product of Fuel Management Services \ =

TANK TRUCK EQUIPMENT
Liquid Measurement & Gontrols Inc. ..............
www.Imnc.net

TANKS & ACCESSORIES
DeMartini il Equipment Service ....................
www.demartinioil.com

TERMINAL FUEL
Advanced Fuel Solutions..................cccccceeueee.
www.yourfuelsolution.com

TESTING & INSPECTION SERVICES
Atlantic Product Service, Inc..........................
Www.apsinsp.com

TRADING & RISK MANAGEMENT
Angus Energy, Inc. .............ccccoovververnnrerinernn.
www.BRITEinfo.com

TRUCK & TANK SALES
W.B. Hill, InC.........ooneeeeee e,
www.wbhill.com
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Thank You

to All the Advertisers Who
Supported This Publication.

To Advertise in
ESEA’s 2018 Membership Directory
& Buyers’ Guide,

contact
Mike Ross at
mross@naylor.com
or at
352-333-3485

Mazars USA's client-centered, hands-on service and specific, regional expertise are exactly right for helping
you and your business flourish. Our Energy & Utilities professionals offer a multi-faceted suite of services

that include:

« Tax Planning and Compliance
l « Accounting and Audit
» Property and Portfolio Valuation

* Due Diligence and Litigation Support
» Financial, Economic and Market Risk Analysis
= Acquisition and Disposition Counseling

Ed Ichart, Partner | 516-620-8441 | Edward.Ichart@MazarsUSA.com www.MazarsUSA.com

ACCOUNTING | TAX IICQNSULTNG
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B MAZARS

Mazars USA LLP is an independent member firm of Mazars Group.



/ Made in t.he USA: Gardiner, NY | . 845/ 77.5576 .

AmthorWelding.com

Ask for Brian Amthor

dm
L ammar(i;r:‘l.ll.ncalam [
Tank Truck & Truck Body Equipment Specialists * Choose from Monarch and Cardinal tank models

, . . ) ¢ Numerous canopy options available
We’re the Northeast’s largest, most diverse factory-direct « 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

Jo)

Y8
*ﬁ’

Fuel market
updates available at
papco.com

Balancing daily fuel price changes and rack supply availability can be a hassle. Not with PAPCO.
Backed with access to millions of barrels of owned or leased storage throughout the Eastern
United States, we offer custom solutions and one-on-one customer care to keep your supply flowing,

your budgets in line, and your customers satisfied. Always.
Solutions include:

* Reliable and secure supply even in
//////// tight fuel situations
//////// éEV%/SE:LEDS FCUOE,\; PANY * Predictable fuel costs to help stabilize

cash flow
800-899-0747 » 757-499-5977 + papco.com « Flexible pricing options and credit terms
4920 SOUTHERN BLVD. * VIRGINIA BEACH, VA 23462 » Expert market analysis and consultation

L




If this is what you see...

FOCUS.

Poor driving decisions could keep you and your
employees from making it home S.A.F.E. today.

ct Yours

To learn more about our new Drive S.A.F.E. risk management
resources, please contact your local marketing representative.

INSURANCE

Federated Mutual Insurance Company ¢ Federated Service Insurance Company* ¢ Federated Life Insurance Company
Owatonna, Minnesota 55060 | Phone 507.455.5200 | www.federatedinsurance.com
17.02 Ed. 11/16 *Not licensed in the states of NH, NJ, and V. © 2017 Federated Mutual Insurance Company




