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Energy Marketers of America (EMA) 
Federal Affairs Update

There is never a dull moment when 
representing independent family-
owned and -operated energy marketers 
in our nation’s capital, and EMA 
continues to stand up to organizations 
representing interests contrary to 
those of energy marketers. 

EMA’s ongoing efforts in disaster 
response and reform efforts have 
significantly improved the efficiency 
of the federal regulatory waiver 
process by establishing, for the first 
time, interagency communication 
and coordination during declared 
emergencies. EMA initiated these 
efforts due to chronic delay and 
confusion among federal regulatory 
agencies during emergencies that often 
cause interruptions in the petroleum 
distribution chain below the terminal 
rack. As a result of EMA’s work in this 
area, drivers are available to move fuel 
where it is needed without preventable 
delay. Additionally, streamlining 
HAZMAT training and testing 
requirements to focus on petroleum-
specific education continues to be a 
top priority. 

Meanwhile, EMA is challenging the 
EPA’s reinstatement of the Clean Air 
Act preemption waiver for California’s 
motor vehicle greenhouse gas 
emissions standards and zero-emission 
vehicle mandate — and a challenge to 
NHTSA’s 49 miles per gallon for model 
year 2026.  Both legal challenges aim to 
maintain the future of liquid fuels. EMA 
is also working with the Merchants 
Payments Coalition to aggressively 
push for passage of the Credit Card 
Competition Act, which would reduce 
swipe fees for both motor and heating 
fuels marketers.

The EPA is also in the process of 
modifying the renewable fuel standard 
(RFS) with its proposed renewable 

volume obligations (RVOs) and 
percentage standards for 2023, 2024 
and 2025. Specifically, EMA highlighted 
the challenges higher ethanol blend 
requirements could have on existing 
underground storage tank (UST) 
systems. EMA called for a reduction 
to the proposed corn ethanol volume 
mandate while acknowledging support 
for a permanent E15 year-round fix and 
provided Congress appropriates more 
than $1 billion for small- to medium-
sized companies to make UST system 
compatibility upgrades.

EMA argued that the EPA’s proposed 
biomass-based diesel and overall 
advanced biofuel volumes through 
2025 are not consistent with the 
industry’s projected growth — or 
with the administration’s own goals 
to reduce greenhouse gas emissions. 
EMA supported an increase in RVOs 
for biomass-based diesel and overall 
advanced biofuel volumes given 
that there is room for growth in that 
segment. Renewable diesel fuel is the 
game changer for the energy marketing 
industry because it has the same ASTM 
specifications as diesel fuel and can be 
used in existing USTs.

Additionally, the EPA has proposed 
limiting the separation of RINs 
assigned to biodiesel blended into 
diesel fuel at a content of 20 percent 
or less. EMA confirmed with the 
EPA Office of Air and Radiation in 
writing that the 20 percent blend 
concentration limit does not apply to 
designated heating oil blended with 
biodiesel. Still, EMA requested the 
agency provide clarifying language 
in the final rule highlighting that fuel 
designated as heating oil is not subject 
to the 20 percent blend concentration 
limitation, including transportation 
diesel fuel redesignated as heating 

oil and subsequently blended with 
biodiesel. EMA also remains fully 
committed to improving and extending 
the National Oilheat Research 
Alliance (NORA) in the upcoming 
Farm Bill discussions. EMA’s 
federation of state and regional trade 
associations were critical in getting 
NORA over the finish line during the 
last two Farm Bill reauthorizations.

Another important issue facing all 
liquid fuel energy marketers is the 
EPA’s eRIN proposal, which would allow 
automakers to generate eRINs based 
on the EVs they sell by establishing 
contracts with parties that produce 
electricity from qualifying biogas. EMA 
argued the EPA lacks the authority to 
implement the proposed eRIN credit 
for renewable electricity because 
it is inconsistent with the statutory 
purpose of the RFS, which is to support 
the production of renewable fuels, 
not the production and sale of certain 
vehicle technologies that eRINS 
are designed to promote. Making 
automakers RIN generators is a clear 
attempt to siphon capital away from 
liquid biofuels to electric vehicles and 
potentially heat pumps.

It is safe to say 2023 has been 
a busy year so far. To learn more, 
EMA encourages you to attend its 
annual Washington Conference and 
“Day on the Hill” May 10-12 at the 
Mayflower Hotel. Please go to www.
energymarketersofamerica.org for more 
information and visit www.fuelmatters.
org to keep up to date on issues 
impacting energy marketers.  ENERGY 

MARKETERS 
OF AMERICA

by Rob Underwood, 
EMA President

EMA Today
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Legislative Update
FROM Capitol Hill

For a variety of reasons, including split party 
control, intraparty squabbling and previews 
of the 2024 presidential election, the 118th 
Congress initially had difficulty getting out  
of first gear. However, several months into 
the year, including appropriations season,  
it seems that Congress has picked up  
the pace.

One issue that has been cropping up is 
the Biden administration’s decision to delay 
the year-round sale of E15 in certain Midwest 
states until the 2024 summer season. On 
March 1,  the Biden administration delayed a 
decision on allowing the year-round sale of 
E15 in certain Midwest states until the 2024 
summer season. The decision stems from a 
petition by a group of Midwest governors to 
permit the summertime sale of E15 in their 
states. The petition is authorized under a 
provision in the Clean Air Act allowing an 
exclusion from the 1 psi waiver for E10 upon 
notification by a governor that the higher 
Reid vapor pressure (RVP) limit will increase 
air emissions in that state. The Clean Air Act 
requires the Environmental Protection Agency 
(EPA) to grant the petition and promulgate 
regulations to revert to a 9 psi RVP for that 
area no later than 90 days after the date of 
receipt of the notification. However, the EPA 
determined the request would result in a 
shortage of gasoline in the petitioning states 
for summer 2023 and therefore decided 
to delay implementation until summer 
2024 for Illinois, Iowa, Minnesota, Missouri, 
Nebraska, Ohio, South Dakota and Wisconsin. 
The American Fuel and Petrochemical 
Manufacturers (AFPM) said in a statement 
that granting the petition for summer 2023 
would be “completely infeasible” given that 
summertime gasoline production is already 
underway and the EPA “did the right thing” 
by taking 2023 off the table. However, 
summertime 2024 implementation “remains 
a problem.” The EPA proposed an effective 
date of April 28, 2024, and will accept public 
comment on the proposal to delay E15 until 
summer 2024 for 45 days once published in 
the Federal Register.

The Energy Marketers of America (EMA) 
urged the EPA to delay the approval of an 
exclusion from the 1 psi waiver because it 
would require the creation of a boutique 

fuel exclusive to the petitioning states, thus 
limiting gasoline supply to the region. Last 
December, EMA sent a letter to congressional 
leadership1 regarding legislation that would 
allow E15 to be sold throughout the year. 
While there is no guarantee Congress can 
pass the E15 bill legislatively before summer 
2024, EMA urges Congress to appropriate 
sufficient funding so that small businesses 
can participate in the E15 market. 

The EPA rule-making regarding gasoline 
bulk plants will also be a major sticking 
point between Congress and the EPA over 
the coming months. In March, Senate 
Environment and Public Works (EPW) 
Committee ranking member Shelley Moore 
Capito (R-West Virginia) is seeking clarity from 
the EPA about the economic impact of the 
proposed bulk plant rule on small businesses 
and the availability of fuel in rural areas. 

Separately, House Republicans are set to 
introduce H.R. 1, the Lower Energy Costs 
Act, to “cut red tape and increase energy 
production […] to lower energy costs and 
stop our reliance on hostile foreign dictators 
for our energy and minerals. With the 
introduction of the Lower Energy Costs 
Act, we will […] become energy independent 
again and lower costs for families who 
are struggling.” While this legislation is 
largely symbolic, the differences between 
Republican and Democratic views on 
America’s energy policy will be a key focus 
in the coming weeks and months. This is 
particularly important given that the Federal 
Reserve is indicating that it will continue 
to raise interest rates, which suggests that 
inflation is still a concern.

Another area in which we expect 
continued consternation is that of 
environmental social governance investing. 
And while the Senate passed a resolution to 
reverse a Department of Labor rule allowing 
environmental social governance (ESG) to be 
considered in retirement plans, the president 
has made it his first veto. The rule in question 
allows retirement plan managers to consider 
the environmental impact of investments as 
part of their fiduciary duty. As a result of the 
veto, we’ve seen similar rule changes in states 
as Republican governors and legislatures 
thumb their noses at the president’s veto 

pen. Considering it passed Congress with 
(albeit slim) bipartisan support, we expect the 
issue to continue to come up. 

The House also voted to reverse the Biden 
administration’s Waters of the United States 
(WOTUS) rule under the Congressional 
Review Act (CRA), a law that allows Congress 
to roll back certain regulatory action and 
bars a rule-making from being reissued in 
a similar form. House Republicans posit 
that the WOTUS rules negatively impact 
“farmers, businesses, builders, states, local 
governments and all private citizens” from 
a “significant expansion of the federal 
government’s regulatory power.” While it 
passed the House with nine Democratic 
votes, it is unclear if it can pass the Senate. 

One constant in many of these matters is 
that they show congressional Republicans 
responding to regulatory action from the 
White House. Given that Congress is no 
longer under the control of the president’s 
party, we anticipate the administration will 
turn to the regulatory process to implement 
its agenda. And we expect congressional 
Republicans will have much to say about it 
as they do. Further, with the 2024 presidential 
election looming, we expect even the 
smallest issues to be given their time in  
the spotlight.  ENERGY 

MARKETERS 
OF AMERICA

by Austin Harrison,  
Squire Patton Boggs 

Squire Patton Boggs, under the 
leadership of Ed Newberry and Austin 
Harrison, serves as legislative affairs 
counsel for the Energy Marketers  

of America. 
Prior to joining Squire Patton Boggs, Austin worked 

for Congressman Gregg Harper (R-Mississippi) and 
former Senate Appropriations Committee Chairman 
Thad Cochran (R-Mississippi). Leveraging his substantive 
experience and relationships, Austin advises on 
regulatory and legislative strategies to further EMA’s 
interest before Congress, relevant congressional 
committees and various U.S. agencies. 

Austin is a graduate of the University of Mississippi, 
received his Master of Public Service from the Clinton 
School and law degree from the University of Arkansas, 
Little Rock. At Squire Patton Boggs, Austin works closely 
with former U.S. Speaker of the House John Boehner 
(R-Ohio); U.S. Secretary of Transportation Rodney Slater; 
House Transportation and Infrastructure Chairman 
Bill Shuster (R-Pennsylvania); and Congressman Jack 
Kingston (R-Georgia).

1 www.energymarketersofamerica.org/nfch/ 
  attachments/E15_ltr_EMA_Compatibility_ 
  upgrades_122022.pdf 
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IN The Spirit

Let’s admit it. When something new is 
about to be revealed, there’s a sense 
of anticipation. It could be the latest 
model of a popular car, a new-fangled 
store with a lot of buzz or a high-tech 
product that everyone is clamoring for. 
We want to test drive it. Peek behind 
the curtain. We want to know what 
all the fuss is about. Well, as it turns 
out, the Spirit® Brand is working on a 
number of new things — improvements, 
promotions, redesigns — that are 
being polished up for a roll out this 
spring. Spirit® can’t promise that any of 
these changes will make your windows 
sparkle, give you a spring in your step 
or whiten your smile, but the new 
features will make the A-list services 
that the Spirit® Brand already provides 
significantly more attractive.

First up, every successful operation 
needs to be able to trumpet what they 
have to offer. To achieve that, Spirit® will 

have a much larger and more widespread 
social media presence. From creating a 
branded LinkedIn page with supportive 
graphics and copy, to engaging with 
high-traffic social media platforms 
like Twitter and Facebook, to regularly 
posting branded collateral and program 
information to social media channels, 
Spirit® will be far more active in these 
areas to better promote the upside of 
utilizing the Spirit® Brand. In addition, 
Spirit® will encourage state petroleum 
associations that use social media to 
share Spirit® Brand posts, helping to 
further extend its reach.

Second, there’s the need to 
continually stay ahead of the curve. 
As a result, Spirit® will go through a 
comprehensive updating of all areas 
of promotion and advertising. This will 
include refreshing and updating all 
magazine and banner ads for EMA and 
state petroleum association magazines 
and newsletters, as well as all collateral 
materials including brochures, cut 
sheets and other various handouts. 
Importantly, Spirit® will also create new 
simplified materials for both print and 
electronic uses that specifically speak 
to customer needs and questions. This 
will greatly increase Spirit®’s ability to 
clearly demonstrate its independence, 
affordability, flexibility, and how its sleek 
design is highly adaptable to stations of 
any shape, size or configuration.

Pulling the curtain back a bit more, 
Spirit® will also work directly with EMA 
and state petroleum associations 
on advertising opportunities and 
dissemination of collateral materials. 
As part of this collaborative 
effort, Spirit® will encourage state 
associations to provide Spirit® 
materials at their trade shows, work to 
enable links to Spirit®’s webpage from 

state petroleum association websites, 
and promote the idea of having Spirit® 
Brand collateral material available on 
state association and EMA webpages. 
This, of course, will be beneficial to all 
parties since the Spirit® Brand is owned 
by EMA and all profits will eventually 
return to benefit marketers.

Finally, and maybe most important, 
the overall Spirit® design will be updated 
and spiffed up. A large aspect of our 
upgrade, Spirit®’s striking red-white-and-
blue image will be enhanced, revised 
and modified where needed, making it 
feel as modern and up to date as any 
high-end retail fuel location, while still 
maintaining its professional and inviting 
appearance that grabs the customer’s 
attention. The new overall look will again 
give customers confidence that a stop at 
a Spirit® station will provide a clean, safe 
and satisfying experience.

Collectively, these significant updates 
and improvements will enhance the 
Spirit® Brand’s ability to reach its 
customers, revamp its advertising, 
and make the look and feel of the 
Spirit® station environment even more 
appealing than it was before. Strike up 
the band. Throw the confetti. The shiny 
new features of the Spirit® Brand are 
coming soon.

As these changes are introduced over 
the coming months, the Spirit® Brand will 
be ready as always to help you with all 
of your branding needs. Contact me at 
gramm@spiritpetroleum.com and ask for 
a test drive to see what your site could 
look like as a Spirit® station.  ENERGY 

MARKETERS 
OF AMERICA

by Gerry Ramm, President of 
PMOCO and The Spirit® Brand 

Strike Up the Band
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CUTTING Edge

The U.S. Diesel Shortage – Red Herrings and Facts
While it seems the U.S. diesel shortage 
has passed, the setup is still here for the 
“shortage” to reappear this coming fall during 
peak diesel demand season. To understand 
why, we need to talk about some red 
herrings that were in the headlines last fall. 
Understanding why these statements could 
be labeled as misleading goes a long way to 
understanding the issue. Here are five red 
herrings during the recent crisis.

“Refiners cut capacity and haven’t restored 
it.” The fact is disasters took 1 MB offline, from 
a combination of fire, flood and disease, and it 
isn’t coming back. It would require significant 
investment and time to restore what little 
remains of this capacity. To get an idea of what 
it takes to add capacity, we can look at a large 
Gulf Coast refining capacity addition that is 
about to come online this spring. ExxonMobil 
started a large expansion of its Beaumont 
refinery in 2019. Unfortunately, it won’t be 
online until the spring of 2023 at a cost of 
more than $2 billion. It’s a long, expensive 
process to add refinery capacity!

“The U.S. is close to running out of diesel.” 
This story grabbed onto a quoted day of 
inventory numbers, not giving credit that new 
inventory is always coming into the system. 
The fact is the U.S. should never run out of 
diesel, as it is producing 25 percent more 
diesel than it needs. The problem is moving 
it around fast enough when the system is 
running just in time inventory.

“A fuel export ban would help.” More than 
1 MB per day of diesel is shipped out of PADD 
3 to other countries, so on the face of it, the 

ban would work, right? The reality is it would 
be disastrous because there is no way to 
get that diesel to the East Coast where it is 
needed. A permanent carve out in the 1920 
Maritime Marine Act is needed. Though it may 
not be common knowledge, in essence there 
is an export ban on fuel! No available ship is 
permitted to ship from Houston to NYH. Fixing 
this law would go a long way to restoring 
balance inside the U.S. 

“The U.S. ban on imports of Russian diesel 
is to blame.” It is true that East Coast diesel 
buyers imported 8.5 MB of diesel from Russia 
last year and none this year. Nonetheless, 
there are many other countries to import 
diesel from besides Russia. East Coast diesel 
imports have shrunk way beyond lost imports 
from Russia. The biggest problem is the 
inverted price curve of diesel futures. With 
the global bidding war on diesel and high 
renewable volume obligation (RVO) costs, U.S. 
diesel is the most expensive, resulting in no 
diesel being bought for U.S. inventory. 

“The diesel shortage is being caused 
by a driver shortage.” More drivers and/or 
hours of service waivers have been used to 
help, but this strategy starts losing its ability 
to work when stretched thin. The reality 
is drivers are already spending too much 
of their available time being dispatched to 
more distant fuel terminals that have more 
availability or better prices.

Once we understand these red herrings, we 
can look at what is different this year versus 
last year. Last year, diesel buyers were bidding 
up values when the real sanctions hadn’t even 

started yet. Global sanctions started with the 
EU discontinuing Russian crude purchases 
December 5. The subsequent ban on Russian 
diesel commenced February 5. What we have 
seen is Russia is actually selling more crude oil 
and refined product ahead of these bans.

Now that both embargoes are in effect, 
the biggest concern for diesel markets in 
2023 is the ability for the refined sea borne 
shipping industry to keep up with the extra 
tanker miles needed to balance diesel 
markets globally. 

A large portion of Europe’s crude oil and 
diesel from Russia comes from the Baltic. 
Vessel transit times from St. Petersburg, 
Russia, to Amsterdam, Netherlands, are 
less than a week. Shipping to much farther 
destinations could lead to delays. This would 
put less crude and diesel on the market. How 
much less is hard to tell. One can hope it will 
be a non-event.

The good news is the glass is half full for 
U.S. diesel buyers. The U.S. refining industry 
is best in class, making more diesel than 
we need. If we know that we have plenty of 
diesel, the next question is: What can we do 
to fix this?

One item that makes it harder to keep diesel 
inside the U.S. is the high RVO cost. I see 
the issue, but proposing a workable change 
is something different. There have been 
tough battles fought over the renewable fuel 
standard (RFS) rules for many years. Changing 
any property lines would be all but impossible 
at this point. 

3000

3500

4000

4500

5000

5500

44211 44301 44392 44484 44576 44666 44757

US Diesel Production vs Product Supplied (KB/DAY)
US Product Supplied US Refinery Production

SOURCE: EIA.GOV

5186

5711

6341

2483

5506

3878

2165

3099

5221

6962

795

2875

1922

875

2222

772 784

3175

236

2915

0

1000

2000

3000

4000

5000

6000

7000

8000

Jan Feb March April May June July Aug Sept Oct

NYH Diesel Imports (KMB)

2021 2022

-36,764 KB YTD

SOURCE: EIA.GOV

Continued on page 25



EMA Journal  |  energymarketersofamerica.org            13

The Future of Payment  
Solutions in EV Charging
The world is accelerating down a road 
to a future in which electric vehicles 
(EVs) are set to account for 70 percent 
of global car production by 2050.1 Today, 
while it’s still in the early days for the 
industry, the number of EVs in the market 
is already starting to outrun the charging 
infrastructure necessary to facilitate the 
success of EVs long term.

By 2030, it’s estimated one in four new 
cars sold will be battery powered.2 The 
infancy of this industry and the rapid 
implementation of charging stations 
— and the means to pay for them— 
are varied, inconsistent and for some 
proprietary systems, limited in their 
capability to offer important payment 
requirements such as security and 
convenience. With the road to 2030 ahead 
of us, it is important to consider these 
payment limitations in more detail. Sooner 
rather than later, the broader market may 
wish to see and implement preferred 
payment solutions to make charging 
convenient and painless. Offering the 
ability to pay for power usage in a fast, 
convenient and reliable way may help you 
to meet your drivers’ expectations.

Shifting from Free EV Charging
While it’s true that free charging has driven 
and encouraged early adoption rates, 
this is unlikely to continue in the longer 
term. Transitioning from a free system to 
a paid system with minimal barriers to the 
consumer may help enable EV charging 
stations to capture market share in a 
rapidly growing market. It may therefore be 
critical to ensure that when payments are 
taken, perhaps for the first time, the user 
experience is seamless and easy. 

What Are We Expecting to See?
•	 Initially, unattended payments 

and contactless near-field 
communication (NFC)

•	 Consequently, a shift away  
from card-present to app and 
eCommerce payments

•	 Payments on account linked to 
number plate recognition

•	 Transition away from proprietary 
closed-loop payment schemes

As you develop your EV payment 
strategy domestically and 
internationally, how will they perceive 
the payments experience? Explore 
the impact of taking the following four 
points into consideration:
1. Support multiple payment methods 

across the world: Payment types, 
options and preferences dramatically 
vary across different regions. With 
hundreds of LPMs (local payment 
methods) to choose from, when 
looking globally, it’s important to think 
like a local and enable prospective 
customers to pay their way. 

2. Increase payment interoperability 
between EV charging operators to 
create a global standard: Consider 
how easy it is to pay to refill a fuel-
based vehicle, where there’s no 
requirement for membership or 
other specific user requirements. 
As EVs proliferate, creating and 
maintaining a global standard will 
make it easier for the consumer and 
will enable market transformation.

3. Be transparent and upfront with 
pricing: Nobody likes hidden fees or 
additional charges added at the end 
of the purchase. Making the total cost 
clear and displaying any charges from 
the start could help remove friction 
from the payment experience and 
build trust with customers. 

4. Explore touchless and mobile 
payment options for speed, safety 
and convenience: As hygiene remains 
at the forefront of everybody’s 
mind, providing a contactless way 
to pay could go a long way in 
building trust — and delivering 
a highly convenient way to pay. 
Mobile payments allow users to 
authenticate and pay on their 
personal devices, removing the need 
to engage with a high-touch interface.

Mobile App Payments:  
A Possible Solution?
Mobile applications provide a familiar 
and user-friendly interface that may 
help with uptake, as well as offering a 
powerful platform for loyalty schemes, 
rewards and additional features. Here 
are just some of the benefits that may 
be acquired by implementing app-
based payments:
•	 Make recurring payments simple
•	 Provide automatic sessions based on 

geolocation, QR codes, RFID or NFC
•	 Enable drivers to track charging and 

spending over time
•	 Simplify the process and strengthen 

security via tokenization
•	 Receive updated card details without 

the need for customer outreach with 
Worldpay’s Account Updater solution

It’s important in such a high-growth 
industry to consider laying the bedrock 
for the success of your future growth — 
be that domestic or even international 
expansion — with a strong and scalable 
payments solution.  ENERGY 
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AT the Agencies

EPA Proposes Costly Vapor Balancing 
Equipment at Bulk Plants with Gasoline 
I have been fielding a lot of calls and 
emails from energy marketers concerned 
about the EPA’s proposed rule to control 
toxic air emissions from small bulk plants 
with gasoline storage. Due to the rule’s 
complexity, many marketers are unsure of 
the impacts the proposed rule will have 
on their business operations. To put it 
simply, the rule applies to any bulk plant 
with at least one above-ground storage 
tank containing gasoline. It doesn’t apply 
to gasoline stations with USTs or bulk 
plants with no gasoline storage. The rule 
is primarily concerned with controlling 
the escape of gasoline vapors from above-
ground storage tanks. The proposed 
gasoline throughput threshold triggering 
compliance ensures that most small bulk 
plants with gasoline storage will be subject 
to the proposed rule if it is finalized. 
Compliance is delayed until 2026. There 
is no guarantee the rule will be finalized 
with the proposed changes as they apply 
to small bulk plants. As a matter of fact, 
EMA’s goal is to remove small bulk plants 
from the proposed rule altogether. 

Background of the EPA Proposed Rule
The rule is promulgated under the 
EPA’s National Emission Standards for 
Hazardous Air Pollution (NESHAP) for 
gasoline bulk plants and terminals. The 
proposed rule is important to energy 
marketers because, if finalized, it would 
require the installation of costly vapor 
balancing equipment, including loading 
racks at virtually every small bulk plant 
with gasoline storage. Energy marketers 
have already expressed deep concern 
over the proposed rule in an EMA survey. 
A majority of respondents said they would 
discontinue wholesale gasoline sales if the 
rule were finalized due to the significant 
compliance costs that it would impose.

The Clean Air Act requires the EPA to 
regulate hazardous air pollutants (toxics), 
including gasoline, from categories of 

industrial facilities (bulk plants and 
terminals) in two phases. First, the EPA 
must establish a standard for hazardous 
air pollutants based on maximum 
achievable control technologies (MACT). 
Second, every eight years after setting 
the MACT standard, the Clean Air Act 
requires the EPA to review and revise the 
standards and, if necessary, to account 
for improvements in air pollution controls 
and/or prevention. The EPA’s proposed 
rule is primarily the eight-year review for 
gasoline toxic air emissions at terminals 
and bulk storage plants. Read more at 
www.epa.gov/clean-air-act-overview.

Throughput Threshold Trigger
The most significant change under the 
proposed rule is the language used to 
establish the daily gasoline throughput 
threshold that triggers vapor balancing 
requirements. Under the current MACT 
rule, the threshold trigger for vapor 
balancing is any bulk plant with more 
than 20,000 gallons of actual daily 
gasoline throughput. The current 
20,000-gallon gasoline throughput 
threshold leaves most small bulk plants 
out of vapor balancing requirements. 
Unfortunately, the threshold trigger for 
vapor balancing compliance under the 
proposed rule is lowered to bulk plants 
with a daily maximum design capacity 
throughput of more than 4,000 gallons. 
The difference between the threshold 
language actual daily throughput in the 
current rule and daily maximum design 
capacity throughput under the proposed 
rule is significant. Daily maximum design 
capacity throughput has no correlation 
to actual daily gasoline throughput for 
purposes of compliance. Instead, daily 
maximum design capacity throughput 
sets the compliance threshold at the daily 
maximum amount of gasoline that could 
be throughput each day based on storage 
tank design specifications. This seemingly 

subtle change in throughput language 
would not only bring all small bulk plants 
with gasoline storage capacity under new 
costly vapor balancing requirements, 
but under costly additional regulatory 
requirements as well. 

Leak Detection
The proposed rule uses the same 4,000 
gallons daily maximum design capacity 
throughput to impose new leak detection 
requirements on operators of small bulk 
plants with gasoline storage. Currently, 
leak detection methods for above-ground 
gasoline storage tanks only require sight, 
sound and smell observations with a 
30-day repair window allowance. The 
proposed rule still allows sight, sound 
and smell observations but also requires 
installation of new and enhanced leak 
detection monitoring equipment for 
valves, pumps, pressure relief devices, 
loading racks, sampling connection 
systems, open-ended valves or lines, and 
flanges or other connector in the gasoline 
liquid transfer and vapor collection 
systems. In addition, the proposed rule 
would shorten the repair window to just 
15 days and imposes new leak reporting 
and record-keeping requirements for small 
bulk plant operators.

Cargo Tank Vehicles
Currently, the EPA requires cargo tank 
vehicles in gasoline service to undergo 
EPA Method 27 tank tightness tests. The 
EPA Method 27 measures vapor leaks from 
cargo tank compartments and allows no 
more than 3 inches of water pressure drop 
within the tank shell measured over a five-
minute period. The EPA’s proposed rule 
would require a more stringent graduated 
vapor tightness standard ranging between 
0.5 inches to 1.25 inches of water pressure 
drop over a five-minute window depending 
on the cargo tank compartment size. 
According to the EPA, model year 2004 
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and newer specification cargo tanks are 
designed to certify the 0.5 inches to  
1.25 inches water pressure drop standard. 
Others disagree and say only cargo tank 
model years 2018 and newer are designed 
to meet the new pressure standards. While 
retrofits may or may not be required on 
these model years, pressure test costs will 
most certainly increase.

Small Business Cost Analysis
EMA is opposing the proposed rule 
because of the onerous costs it would 
impose on small business energy 
marketers. EMA believes the EPA erred 
when it failed to conduct a comprehensive 
cost analysis as required by law any time 
a proposed rule would have a significant 
impact on a substantial number of small 
businesses. The EPA did not conduct a 
small business cost analysis because 
it grossly underestimated the number 
of small bulk plants that would be 

affected. The EPA counted just 111 small 
bulk plants with gasoline storage tanks 
that would be significantly impacted by 
the proposed rule. Based on this small 
number of regulated bulk plants, the EPA 
concluded the proposed rule did not have 
a significant impact on small businesses 
and therefore no small business cost 
analysis was required by law. In fact, EMA 
estimates there are well over 1,000 small 
bulk plants that would be affected by the 
rule that meet the significance threshold, 
triggering a small business cost review. 
The failure by the EPA to correctly and 
accurately identify regulated parties 
affected by the proposed rule is a major 
omission that could significantly delay or 
even derail the proposed rule altogether.

Conclusion
EMA will continue to vigorously oppose 
the proposed NESHAP rule for small bulk 
plants because it poses a significant 

threat to marketers using bulk gasoline 
storage to supply wholesale customers. 
Delivering gasoline directly from the 
terminal rack is not always practical for low-
volume customers or even possible when 
pulling supply from distant terminals. If 
intermediate bulk plant storage of gasoline 
becomes cost prohibitive due to onerous 
regulations, low-volume end users such as 
farmers, small fleet operators, and state and 
local governments will be forced to switch 
to alternative fuel sources. It seems once 
again the EPA is picking winners and losers 
in the energy sector. In the end, perhaps 
this is the EPA’s true motivation behind the 
proposed rule: one more opportunity to 
eliminate fossil fuels.  ENERGY 
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Most of the time, business leaders 
who rise through the ranks of national 
industry organizations and arrive at the 
top spot do so at the culmination of a 
decadeslong career in the industry. But 
every once in a while, someone comes 
along who is relatively young, hopeful, 
focused and prepared to take the reins. 
In the case of the Energy Marketers 
of America, that someone is Jason 
Mirabito, incoming chair of the EMA 
Executive Committee.

“Serving as EMA chair is usually a 
celebration of someone’s career. I view 
my year of being chair as a celebration 
of our company and of our industry,” 
said Mirabito, senior vice president of 
wholesale fuels and logistics at Mirabito 
Energy Products in Binghamton, New 
York. “My great-grandfather was a 
little Italian guy selling coal, and four 
generations later, that business has 
grown into a $1 billion organization, 
with his great-grandson the chair of 
a national organization. It is a special 
thing to acknowledge.”

The fourth-generation company 
started in 1926, when James Mirabito, 
an Italian immigrant, started selling 
coal to fellow Italians in Norwich, New 
York. Over the years, the company 
grew and began selling heating oil, 
then operating convenience stores, 
then offering wholesale fuels, then 

finally opening a natural gas and electric 
division. Today, Mirabito Energy Products 
offers myriad products, including heating 
oil, propane, natural gas, electricity, coal, 
gasoline, diesel fuels and kerosene. The 
company owns 115 c-stores and provides 
home heating oil and propane to more 
than 55,000 customers.

“I am really reaping the benefits of the 
American dream on the backs of all my 
ancestors. I live the life I live because of 
them. It feels nice to be able to do my part 
for the family company,” Mirabito said.

Mirabito started working for the 
company as a kid, painting fences in 
the fuel yard. When he was about 13, he 
started helping deliver coal and heating 
oil to customers. He also interned at the 
company while in college.

“The family business has always been 
in my blood since day one, and I could 
not picture myself working anywhere 
else,” he said.

After graduating from Le Moyne 
College in Syracuse, New York, Mirabito 
started working full time at Mirabito 

Energy Products as the pricing and 
supply manager. Later, Mirabito became 
the sales and marketing manager, then 
moved into his current role as senior vice 
president of wholesale fuels and logistics. 
Mirabito’s division operates in nine states 
and delivers wholesale fuels to about 
3,000 customers.

“Anyone [who] thinks or says working 
in a family business is easy either has not 
worked in a family business or is lying,” he 
laughed. “But at the end of the day, there 
are a lot of positives working in a family 
business. In what other type of business 
are you able to see your dad, your uncles 
and your cousins every single day and go 
to lunch with them and all work toward 
the common goal of expanding and 
growing and making your family business 
more profitable?”

When he is not spending time with 
family at work, Mirabito is spending time 
with his wife, Shannon, and their 1-year-
old son, Spencer, or he is working on his 
golf game.

In years past, Mirabito also worked as 
a Division 1 college basketball referee, a 
10-year career that included refereeing 
the infamous 2017 Rider University vs. 
Siena College game in Metro Atlantic 
Athletic Conference play.

“There was a fight in the game. After 
the game, the Rider team walked off the 
court, and the Siena coach did a fake 

Meet the New EMA Chair  
Jason Mirabito, Mirabito Energy Products

COVER Feature
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handshake,” Mirabito recalled. “It hit every 
national news outlet. My picture was on 
the Today show. I was right in the middle. 
That was my claim-to-fame game.”

This college basketball season will be 
Mirabito’s last as a referee.

“I loved officiating, but I always knew 
that the family business was my top 
priority,” he said.

Mirabito likes highlighting the significant 
role traditional fuels play in today’s world, 
where greener energy often gets more 
attention. For instance, Mirabito recently 
saw a tractor-trailer hauling a massive part 
for an electricity-generating wind turbine, 
and the convoy included New York State 
Police vehicles and guide vehicles.

“Here are all these vehicles running 
on gasoline and diesel fuel escorting an 
electric windmill that will be put up by a 
crane operated by diesel fuel, and then we 
will take lubricants and inject them into 
the windmill to make it turn,” Mirabito 
said. “They have got to have us.”

Sights like this make Mirabito hopeful 
for the future of the fuel industry.

“One of the biggest misperceptions 
of our industry is that it is over and that 
there is a sunset. I think there are plenty 
of opportunities for energy marketers 
to be successful for decades to come, 
whether it is with biofuels, ethanol, 
standard fossil fuels or electric energy. 
There is a way to figure out the future 

and participate,” Mirabito said. “It might 
look different. But for those [who] want to 
hang in there, they are going to be able to. 
But it does not come without a fight.”

Boosting the image of the industry 
in the eyes of regulators, legislators 
and even the general public is key to its 
longevity. Being involved in EMA and 
sharing how energy marketing works can 
help improve the industry’s image.

“We are not big oil. We are made 
up of hundreds of thousands of small 
companies that distribute energy 
products. EMA is able to take our issues 
and effectively lobby on our behalf,” 
Mirabito said.

Before becoming the EMA Executive 
Committee chair, Mirabito served as the 
New York state representative to the 
Board of Directors, then served on the 
Executive Committee as the Northeast 
region chair, second vice chair and first 
vice chair. As one of the youngest EMA 
chairs ever, Mirabito is eager to offer 
a fresh perspective. His main goals as 
chair are to keep the industry united and 
to tell the story of what fuel marketers 
do more effectively.

“I want to focus on communicating 
and spreading the word of all the positive 
things our industry does for Americans. 
We can get painted in a very negative 
light, but what we do is actually extremely 
positive,” Mirabito said. “Is what we do 
sexy? No, it is not at all. But we do a lot for 
this country.

“All of our family businesses and 
other businesses, we provide energy 
to Americans. We allow for the family 
road trip. We keep the house warm for 
Thanksgiving dinner. We give power to 
generating facilities that allow for the 
lights to turn on,” he continued. “We need 
to do a better job of letting people know 
exactly what we energize.”  ENERGY 
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Jason Mirabito’s grandfather James Mirabito 
(third from left) and great-uncle Tom Mirabito 
(second from left) are pictured with employees 
of James Mirabito & Sons Inc.
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GUEST Column

EMA Announces New Member Benefit Program 
with Granite Telecommunications to Assist Energy 
Marketers Control Costs and Simplify Operations
Rising costs and turbulent economic 
conditions are forcing businesses to 
look for new and creative ways to save 
money and streamline operations. Labor 
shortages, supply chain issues and the 
highest inflation since the 1980s are just 
some of the obstacles energy marketers 
must overcome in today’s business 
environment. A recent U.S. Chamber  
of Commerce poll reported that  
inflation is a major concern for  
85 percent of small business owners. 
With this growing concern as a backdrop, 
the Energy Marketers of America 
reached a partnership agreement with 
Granite Telecommunications to help 
EMA members reduce telecom costs 
and consolidate services onto a more 
efficient, unified platform.

While inflation and economic 
uncertainty continue to worry all business 
owners, rising costs and operational 
complexity is a familiar challenge in the 
telecom landscape. For years now, rising 
prices and a growing list of innovative 
products has made it difficult for 

businesses to keep pace with mounting 
costs and new technology trends. Over 
the past 20 years, Granite has developed 
a niche for solving this problem, which is 
why more than two-thirds of Fortune 100 
companies look to Granite to find savings 
and improve the performance of their 
communications networks.

Granite is the nation’s largest wholesaler 
of voice, internet and wireless data 
solutions. The company utilizes wholesale 
agreements with all major carriers to pass 
on savings to its customers, while at the 
same time consolidating services and 
support under a single platform. Granite 
was founded in 2002 as an aggregator 
of Plain Old Telephone Service (POTS), 
assisting multilocation businesses 
with the difficult task of managing 
services and invoices with thousands 
of different rate plans across multiple 
carriers nationwide. As the telecom 
industry has evolved and modernized, 
Granite has pivoted to support an array 
of advanced communications services 
and technologies, including access, 

UCaaS, mobile voice and data, and MSP 
solutions for SD-WAN, monitoring and 
network management. The effectiveness 
of Granite’s “one-stop shop” solution is 
evident in the company’s growth over 
the years; more than 650,000 business 
locations now rely on Granite to support 
1.75 million voice and data connections 
throughout the U.S., accounting for more 
than $1.8 billion in annualized revenue. 

Granite’s evolution as a provider of 
traditional POTS to POTS alternatives 
has given the company an unrivaled 
perspective for businesses seeking 
the right solution at the right price as 
modernization initiatives sweep the 
industry. POTS, which most would know 
as traditional landline phone service, is 
unrivaled in its service reliability, which 
is why businesses continue to rely on it 
today, even 100 years after the technology 
was invented. But the reality is POTS 
prices are rising, and the service is 
becoming expensive and harder to come 
by. Many carriers are moving away from 
traditional copper toward high-speed fiber 
networks, and POTS service and quality 
are declining as carriers invest less in 
the maintenance and repair of copper 
networks. In some regions, POTS repairs 
are taking an average of three weeks to 
complete. Faced with rising costs and a 
shifting technology landscape, business 
owners must make difficult decisions 
about how to manage the future of their 
telecom needs. 

From local gas stations and 
convenience stores to global energy 
giants, Granite has seen firsthand how 
businesses are facing these challenges. 
As one of the largest providers of both 
POTS lines and POTS alternatives, Granite 
can offer objective advice and end-to-end  

Continued on page 25
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Would Your Business Weather the Wrath 
of Social Inflation?
A company vehicle crash can leave a lasting 
impact at your workplace. Not only could 
people be injured or killed, and property be 
damaged, but businesses involved in crash-
related litigation today may also feel the 
wrath of “social inflation” in the courtroom. 
Social inflation refers to negative public 
sentiment and mistrust toward businesses 
among jury members. 

These juries are increasingly handing down 
“nuclear verdicts,” which are jury awards to 
plaintiffs that are significantly higher than 
would be expected given the facts of the 
case. Jurors are sending a clear message that 
businesses can be held accountable for the 
actions of their employee drivers. 

When considering the long-term effects 
of a company vehicle crash, it is helpful to 
group the consequences into two buckets: 
employee impact and business impact. 

Employee Impact
If one of your employee drivers crashes and 
sustains severe injuries, or perhaps does 
not survive, it will have a lasting impact on 
everyone at your business. Any injuries or 
long-term disabilities sustained might lead 
to costly workers’ compensation claims and 
settlements. On top of that, your employee 
may be out of work for an extended period 
of time, their family may be devastated and 
overall team morale may suffer.

Business Impact 
With the costs of nuclear verdicts continuing 
to rise, your business may be on the line as 
well should a crash occur. For example, if a  
jury awards a claimant a nuclear verdict, 
insurance may only cover a portion of 
that payment. The balance would be your 
responsibility and could lead to bankruptcy or 
having to sell the business.

The best way to weather the wrath of 
social inflation, and the considerable impacts 
a vehicle crash can have on your business, is 
to prevent them from happening in the first 
place. An important step toward prevention 
is to create a strong company driving policy. 
This policy could: 

• Prohibit company drivers from using 
mobile devices and other distractions 
behind the wheel

• Where appropriate, incorporate  
driver standards and screening for 
company drivers

• Outline expectations for safe  
vehicle usage

• Clarify consequences for failure to follow 
the company policy

• Go beyond the minimum local, state and 
federal laws applicable to your business

Creating, training, and enforcing a strong 
company driving policy can help keep your 
employees — and your business — safe. 
Federated Insurance clients can access a 
sample driving policy they can customize to 
their business on mySHIELD. Reach out to 

your local marketing representative for  
more information.  

ENERGY 
MARKETERS 

OF AMERICA  

by Jon Medo, Association Risk 
Management Services (ARMS) Field 
Manager, Federated Mutual Insurance 
Company, EMA Board of Directors 
Council Corporate Partner

This article is for general information 
and risk prevention and should not be considered legal 
or other expert advice. The recommendations herein may 
help reduce, but are not guaranteed to eliminate, any 
or all risk of loss. The information herein may be subject 
to, and is not a substitute for, any laws or regulations 
that may apply. Some of the services referenced herein 
may be provided by third parties wholly independent 
of Federated. Federated provides access to these 
services with the understanding that neither Federated 
nor its employees provide legal or other expert advice. 
All products and services not available in all states. 
Qualified counsel should be sought with questions 
specific to your circumstances and applicable laws.  
© 2023 Federated Mutual Insurance Company
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INSIDE the Store

Today in the U.S., smoking rates are at 
historic lows. And yet, nearly 31 million 
adults continue to smoke. This fact 
provokes the question, what more can be 
done to reduce smoking? The concept 
of harm reduction is a science-based, 
public health strategy intended to lower 
the health risks associated with high-
risk behaviors; seat belts in cars are a 
classic example. Tobacco harm reduction 
(THR) refers to a public health strategy 
that seeks to further reduce smoking 
by encouraging adults uninterested in 
quitting tobacco altogether to consider 
switching to potentially less harmful forms 
of tobacco, including e-cigarettes, snus, 
tobacco-heating products and nicotine 
pouches. Reynolds is committed to 
reducing the health impact of its business 
and believes that THR is an important 
component of that commitment.

The key to the harm reduction 
potential of these new, innovative 
products is that none involve 
combustion of tobacco, and the 
potential risk differences can be 
significant. For example, Public Health 
England has estimated that e-cigarettes 
are at least 95 percent less harmful 
than ordinary combusted cigarettes. 
The director of the FDA’s Center for 
Tobacco Products recently stated: “We 
do know that e-cigarettes — as a general 
class — have markedly less risk than 
a combustible cigarette product.” This 
assessment is also confirmed in a 2021 
comprehensive review of the science in 
which the authors concluded, “[O]verall, 
the findings of our review [support] 
the consensus held by many that 
[e-cigarette] use is safer than the risks 
posed from smoking cigarettes.” 

Moreover, there is a growing body 
of evidence that e-cigarettes can help 
smokers transition away from smoking 
and do so better than conventional 

nicotine replacement therapies, such as 
nicotine gums and patches. According 
to government data, there are currently 
about 13 million adults who have quit 
smoking and who used e-cigarettes. For 
example, researchers have concluded 
— based on analysis of this government 
data — that “[d]aily e-cigarette use is 
strongly associated with recent smoking 
cessation (less than six years) among 
U.S. adults.” In sum, there is a great 
opportunity to make further progress in 
reducing smoking by adults and tobacco 
harm reduction is a science-based 
strategy to do so. And, importantly, it can 
achieve this outcome by not resorting 
to prohibitionist policies with severe 
unintended consequences, particularly 
illicit trade, which history shows are 
ineffective at achieving desired ends.

Our vision is to build A Better 
Tomorrow® by reducing the health impact 
of our business through offering a greater 
choice of enjoyable products that may 
present less risk for our adult consumers. 
These innovative products will be available 
in retail outlets across the country. 
Consequently, retailers will continue to be 
a critical link between this industry and 
adult consumers who are interested 
in using nicotine products. While the 
type of product choices being made 
will change, the value of this product 
category will remain robust. Reynolds 
is keenly focused on identifying the 
evolving preferences of adult nicotine 
consumers, developing products 
that respond to those preferences, 
and working with our customers to 
responsibly market them to adults.

But adult consumer adoption of 
these innovative tobacco products 
is dependent on broader access to 
accurate information about THR and 
these alternative nicotine products. 
Today, the public largely holds inaccurate 

views regarding the potential risks of 
these products compared to cigarettes, 
with most believing there is little or no 
difference in risk. As a consequence, 
adult smokers are less likely to switch 
to vaping or the other non-combustible 
alternatives. It is imperative that the public 
receive accurate information about these 
products so that adult smokers can make 
informed judgments about them versus 
continuing to smoke. Moreover, despite 
the science supporting THR, some U.S. 
policymakers continue to propose and 
enact prohibitionist policies in the form 
of regressive taxes and outright bans on 
these products at the local, state and 
federal level. 

Collectively, we must work to promote 
pro-THR policies and give adult consumers 
accurate information and prevent 
unreasonable bans and taxes that limit 
consumer choice and the acceptability of 
these alternatives. We want to empower 
adult nicotine consumers to understand 
the potential benefits of tobacco harm 
reduction, and you can help us do that.

THR is an important public health 
movement that not only benefits 
adults who smoke but also creates 
broader societal benefits across the 
United States. You can learn more 
about THR and our commitment 
to a Better Tomorrow® at www.
reynoldsharmreduction.com.  ENERGY 

MARKETERS 
OF AMERICA

by Mary Elizabeth T. Barwick, Vice President – 
Strategic Engagement*, Reynolds American,  
EMA Board of Directors Council Corporate Partner

*This is intended for 21-plus adults to facilitate public 
policy discussion. We encourage adults interested 
in THR to consider all points of view and sources 
of information. Reynolds does not make health or 
cessation claims regarding its brands. Reynolds is 
not responsible for the content of referenced sources 
and the views expressed may not represent the 
views of Reynolds. No tobacco product is safe, all 
tobacco products containing nicotine are addictive. 
Youth should never use tobacco. Smokers who are 
concerned about their health should quit.

Tobacco Harm Reduction –   
What It Is and Why It’s Important
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A Return to Normalcy, Or Revival
“It was very nice. Peter did a great job,” 
said Sof on returning from a memorial 
service for Jane Jachimczyk in Austin. 
Jane and Sof had become “besties” 
and travel buddies over the last  
15 years or so.

It’s always sad when friends pass 
away, but it’s also a normal and very 
necessary part of life. Jane had been 
valiantly battling multiple myeloma for 
the last few years, but she (and Sof) 
kept traveling. Their last “girls trip” was 
to Costa Rica last April.

From Washington ...
With the midterms behind us, D.C. 
is beginning to revive into the pre-
COVID, pre-Trump town it used to be. 
As Paul Ryan said, “The Republicans 
had lost with Trump in 2018, 2020 
and 2022. They don’t like losing.” 
And it’s clear that a majority of the 
electorate is tired of the drama. The 
revival and new normalcy extend to 
the White House, where they held 
a lovely wedding for the president’s 
granddaughter, Naomi Biden in 
November. Other than a birth, nothing 
says renewal more than a wedding.

Jane had come to D.C. in 1976 to 
work for Congressman Jack Brooks. 
She began working with me at NOJC 
in 1977. I first met her when she was 
being interviewed by Doug Mitchell. 
The receptionist and another woman 
were trying to figure out how to 
pronounce Jachimczyk. I, who had 
grown up in Clifton, New Jersey, 
between the Stankiwicz and Stafanski 
families, had no problem. Jane left 
NOJC in 1981. First to New York City 
to be an oil trader, then to start an 
Australian captive insurance company 

in New York City for jobbers and 
heating oil dealers.

To Central Park ...
I well remember her wedding at the 
boat house in Central Park in 1994. We 
sat at a table with Bill and Beth Sandri 
and NOJC attorney Barbara Faulkner. 
Jane and Peter marched to the altar to 
the strains of “The Eyes of Texas,” and 
came back to “Waltzing Matilda” (Peter 
is an Aussie). Bill and I might have had 
a little too much to drink and were 
behaving somewhat exuberantly when 
a disgusted Barbara complained to Sof 
and Beth. “They’re a-holes!” she said. 
Beth calmly replied, “Yes, but they’re 
our a-holes.” Barbara got up, ran to a 
cab and headed back to the Waldorf 
without saying another word. Delightful 
normalcy. And perhaps it isn’t, but I’d 
like it to become the new normal. The 
Washington Commanders just won 
their fourth game in a row.

To the Rest of the U.S. ...
In response to the Fed’s interest 
rate hikes, the housing market is 
collapsing with prices and sales 
falling to previously existing levels. 
More normalcy. From Boise to Boston, 
COVID-inflated prices and sales levels 
have evaporated. Inflation is easing. 
Even gas prices have fallen 30 percent. 
And Dr. Fauci, who was an everyday 
presence on our TVs for the last three 
years, has resigned! What will Rand 
Paul do now?

To Outer Space ...
I grew up in the ’60s and ’70s. Where 
outer space: Projects Mercury, Gemini 
and Apollo manned space flight was 

a regular treat. Now, after an almost 
50-year hiatus, the U.S. is back in that 
business too. The new “Artemis I”  
rocket took an unmanned Orion 
capsule to the moon. The manned 
flights will begin soon. More normalcy.

To the New Year
This column begins my 35th year of 
writing “Legal Briefs.” I’ve written more 
than 240. Many wish I would stop. But 
for me, they have long ago become the 
norm. And the divided House makes 
confrontational D.C. politics more 
normal as well. And, of course, the 
fading of COVID-19 and our willingness 
to go out and mingle seems so … 
normal. So, I think 2023 will be our first 
normal year since 2016.

As Sam Jaffe (you remember, Gunga 
Din) used to intone when he opened 
the Ben Casey show in the ’60s, “Life, 
Death, Man, Woman, Infinity.” That line 
seems to encapsulate what normality, 
as well as life, means. (They made me 
go home from eighth grade to change 
out of my Ben Casey shirt.)

And while I have nothing against 
old people (being a card-carrying 
member myself), our octogenarian 
chief executive and the leaders of both 
parties (who have been running things 
since the ’60s) need to get out of the 
way and let some new blood with new 
ideas assist in our renewal.

So, I wish all of you a happy, healthy, 
revivified and normal New Year!  ENERGY 

MARKETERS 
OF AMERICA

by Robert S. Bassman,  
Of Counsel to Energy  
Marketers of America,  
EMA Silver Corporate Partner

LEGAL Briefs
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OILHEAT Update

The Best Way to Reduce 
Greenhouse Gas Emissions
It was only five years ago when Arthur 
Marin, executive director of the 
Northeast states for Coordinated Air Use 
Management (NESCAUM) addressed 
the Oilheat Manufacturers Association 
about the states in the Northeast 
contemplating policies that would 
demand drastically reduced carbon 
emissions from the heating sector. In the 
years since, many policies have been put 
in place that require homes to be on a 
path to significant atmospheric carbon 
emission reductions. 

First among the strategies to 
eliminate carbon is the removal of 
on-site combustion for heating and 
replacing it with electric heat pumps. 
The thinking behind this is that heat 
pumps can eliminate carbon emissions 
quickly and completely once the grid 
is free of carbon-producing electric 
generation. Much debate has ensued 
on the efficacy of heat pumps in 
extremely cold weather, the concerns 
about the huge increased demand 
on the grid and the feasibility and 
speed achieving carbon-free electric 
generation, as well as the economic 
consequences of doing so.

The National Oilheat Research 
Alliance (NORA) decided to let good 
science show whether heat pumps or 
low-carbon liquid biodiesel is a better 
and faster reducer of carbon emissions. 
Thus, the Greenhouse Gas (GHG) 
Calculator, a transparent multivariable 
calculator to examine the conversion 
of existing oil-heated homes to electric 
heat pumps versus upgrading the 
liquid-fueled heating appliance while 
increasing the amount of biodiesel/
renewable liquid fuel used by that 
appliance, was born.

The calculator uses an Excel-based 
spreadsheet that allows the user to 
make key input changes to examine 
the results of different actions and 

approaches to reduce greenhouse gases. 
It also shows how macro activities in the 
background, such as the decarbonization 
of the electrical grid, impact the results. 
Additional factors may be added, 
either in conjunction with NORA or 
independently. Like most models, this 
was developed over time with input 
from many stakeholders. Good modeling 
practice has been the basis for this open-
source Excel calculator. To ensure the 
accuracy, the model was reviewed by 
EarthShift Global CEO and Founder Lise 
Laurin. Version 7.1 was deemed to “fairly 
and accurately present the impact of 
changes in variables.”

Connecticut Use-Case
To explain the GHG Calculator and 
its functions, along with the impact 

of different variables, this article will 
use a variety of inputs focused on a 
Connecticut use-case.

Figure 1 provides the result for the 
Connecticut use-case and shows 
the effects of converting all current 
oil-heated homes to no-carbon liquid 
solutions by 2050. This model uses 
normal 5 percent liquid fuel appliance 
upgrades per year versus all-electric 
(heat pump plus resistance backup) 
conversions at a rate of 1 percent per 
year. This graphic shows how the high 
use of biodiesel blending, along with 
normal appliance upgrades, reduce 
carbon emission considerably faster 
and at a much lower cost than does 
converting to electric heat pumps.

Connecticut has a biodiesel use 
mandate in place, and its effect on 

Connecticut use-case results demonstrating the advantages of reducing carbon emissions with 
biodiesel versus heat pumps.

FIGURE 1



EMA Journal  |  energymarketersofamerica.org            23

carbon emissions can be seen by the 
lighter green color in Figure 1. In fact, 
the mandated levels produce carbon 
reductions more than three times 
greater than heat pumps (orange) will. 
Additionally, if an ever-higher biodiesel 
blend scenario is implemented (darker 
green), the GHG savings are almost five 
times as great by 2050.

Of equal importance, the reduction 
using biodiesel comes at a much 
smaller cost. Using 2030 as a snapshot, 
the GHG reduction cost with heat 
pumps is more than three times greater 
than with the biodiesel.

Calculator Inputs
To ensure accuracy and flexibility, the 
GHG Calculator allows for more than 
30 different inputs (Table 1). Among 
these are: location, global warming 
atmospheric lifetime, biodiesel 
feedstock, heating appliance efficiency, 
heat pump performance, heating 
load, biodiesel uptake scenarios, grid 
decarbonization rates, and liquid fuel 
appliance and heat pump installation 
rates. The calculator allows additional 
inputs that include costs for both fuels 
and installation and conversion costs.

Using the GREET Model, the 
calculator assigns carbon emissions 
weight from both the liquid fuels 
and electricity. GREET stands for 
greenhouse gases, regulated emissions 
and energy use in technologies; it is a 
full life cycle model sponsored by the 
Argonne National Laboratory at the 
U.S. Department of Energy’s Office of 
Energy Efficiency & Renewable Energy.

What Does It All Mean?
The final result for the Connecticut 
use-case scenario (Figure 1) in which 
converting all current oil-heated 
homes to no-carbon liquid solutions 
by 2050 — and assumes normal 5 
percent liquid fuel appliance upgrades 
per year versus all-electric (heat pump 
plus resistance backup) conversions 
at a rate of 1 percent per year — 
shows that high bio-blending along 
with normal liquid fuel appliance 
upgrades are more beneficial both 

in cost and rate of decarbonization 
to liquid-fueled homeowners and 
citizens in Connecticut. 

Furthermore, looking at 2030, the 
cost to homeowner per ton of CO2e 
removed is $560 for heat pumps 
and $162 for high biodiesel blends. 
This means that in 2030, the cost 
to homeowners to remove the 
same amount of cumulative GHG is 
approximately 3.5 times higher with 
electrification of oil-heated homes. It 
should be noted that this analysis of 
costs did not assess or incorporate 
upstream costs associated with a 
major transformation of the electric 

distribution system, which will likely 
impact pricing of electricity. 

In addition to Connecticut, the 
calculator has already been applied to 
Maine, Massachusetts, Rhode Island, 
New York and New Jersey with similar 
results, and only variations based upon 
the size of market, weather, prices and 
each state plan for biodiesel uptake.

The NORA GHG Calculator is the first 
proven, analytical look at the benefits of 
carbon reduction using biodiesel in home 
heating in comparison to electric heat 
pumps. In addition to the economic and 
environmental benefits, the liquid fuel 
heating industry is already positioned for, 
and in fact has begun, the transition. It 
is of added value that very few changes 
are needed to the delivery, storage and 
use of biodiesel blends, even at very 
high levels. Technical issues have been 
given the highest priority by the NORA, 
Clean Fuels Alliance America and others. 
Heating appliance manufacturers are 
currently gearing up for full biodiesel use 
and liquid fuel retailers and wholesalers 
have made the commitment to continue 
to elevate the biodiesel blending as fast 
as possible.

Reducing and eventually virtually 
eliminating carbon from homes is the 
right thing to do and the liquid heating 
fuels industry is on the right track to 
do it.

NORA has assembled this data at 
www.noraweb.org/ghg, where one can 
find more detailed explanations, reports 
and graphics for each state.

NORA has applied the GHG 
calculator to Maine, Massachusetts, 
Rhode Island, New 
York, New Jersey 
and Pennsylvania. 

To see the results 
and more detailed 
reports, go to www.
noraweb.org/ghg or 
scan the QR code.  ENERGY 

MARKETERS 
OF AMERICA

by Michael Devine, President, National 
Oilheat Research Alliance, and Don Farrell, 
Communications Director, National Oilheat 
Research Alliance

This article ran in the November/December 
issue of Indoor Comfort Marketing.

TABLE 1
GHG CALCULATOR VARIABLE  
INPUT TABLE
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MONEY Matters

The Current Economy’s Impact on M&A
What do you see happening lately with M&A 
in your area based on recent economic factor 
changes in the current environment? As an 
EMA member, you’re likely highly successful 
at growing your company through all different 
market forces. Here is what we are seeing and 
hearing from marketers at Meridian:

1. Deal closing acceleration. Buyers are 
understanding that closing later comes 
with a cost of likely higher interest rates. 
For marketers using financing, they are 
acutely aware that when financing costs 
go up, their ROI goes down. That has made 
closing expediently a top priority. Marketers 
are getting Letters of Intent to sellers 
more quickly than in the past and moving 
through due diligence more quickly trying 
to beat rate hikes.

2. More sellers. The rocky road of pricing 
and sourcing supply over the past few 
months has required extra fortitude and 
expertise. Most marketers, no matter how 
experienced and savvy, had at least some 
personal heartburn with the daily wild 
price swings. Some, and especially those 
without much leadership depth, have been 
declaring “enough is enough.” Our valuation 
department at Meridian is busier than it’s 
ever been with marketers wanting to check 
their assumptions on acquisition values and 
potential sellers wanting to make a best 
timing for sale decision.

3. Talent matters even more. You can only 
grow well, with minimum chaos and keeping 
efficiencies, to the degree of depth and talent 
of your mid-level leaders. While previously 
talent acquired through acquisitions has been 
thought of as on optional bonus, the crazy 
labor market has meant buyers are looking for 
talent in very pinpointed ways. 

The trouble is that many marketers who are 
getting out have very little depth of talent that 
will stay after deal closing. That means growth 
marketers must have and be developing 
their own leaders to fill in the blanks on the 
companies they are acquiring. My team has 
been doing more organizational design and 
strategy than in past years. The positions and 

functions needed to thrive in the economy 
have changed and savvy marketers are 
redesigning their positions and org charts to 
meet the new demands.

4. Non-leader staff have become essential. 
Whether acquiring wholesale, heating 
oil or propane operations where enough 
competent drivers is critical, or retail stores 
where you need cashiers and managers 
to open the doors and keep them open, 
having the people you need to serve the 
customer from day one under new ownership 
is absolutely necessary. Buyers are putting 
more emphasis on these positions and 
understanding whether or not the new 
employees will stay on after closing. Buyers 
are also getting creative with incentives that 
help increase retention.

5. Understanding gross-profit-dollar drivers 
matters. At the end of the day, volumes 
and margins come down to gross profit 
dollars. That is the only thing that pays 
expenses. Understanding the drivers of both 
volumes and margins has become critical 
in understanding future profits. If volume is 
up, why? If volume is down, why? If volume 
is down but gross profit dollars are up from 
good margins, why? 

Any seller’s actual gross profit results 
may be from excellent management, that 
may or may not stay after the closing, or 
from happenstance. Buyers who previously 
depended on their own expertise to drive 
gross profits in newly acquitted businesses 
are finding it doesn’t always work if you don’t 
know what was actually driving profitability.

6. Non-product supply challenges 
impact profit improvement timing. Many 
acquisitions require the buyer to be able to 
quickly upgrade trucks, equipment, sites, 
etc. In fact, many growing marketers count 
on standardization of systems and assets to 
drive efficiency into post-closing operations 
to maximize profits. In this economy, 
marketers are finding frustrating delays 
getting everything they need in a timely basis. 
Just recently we had a marketer who after 
finally getting what was needed, couldn’t get a 

contractor to get it installed! So, after waiting 
for months for equipment, had to wait even 
longer for it to be functional. No fun.

What I love about marketers is that they never 
shy away from a challenge. And most have 
really smart and talented next gens who are 
eager to continue growing. It was really fun 
at Meridian’s last live event to see those next 
gens stepping up, articulating fresh ideas, 
diversifying and in general seeing the world a 
little differently than their parents.

While most have not lived through 
inflationary and supply chain disruptions, they 
are being guided by people who have lived 
through tough situations and are able to instill 
hope and confidence that the family business 
can thrive through all sorts of economies.

The other day, I was coaching a young 
man, a next gen in his late 20s, maybe early 
30s. When we first started working together, 
he’d be stressed with the cash cycles in the 
business. This young man’s dad had passed 
away years ago, so he missed out on receiving 
normal guidance. We both had a little fun as 
we talked about his new profits from new 
diversification and how his cash position 
was in a great spot from he and his team 
conquering the order to payment cycles in his 
business. Based on his success, he has his 
next acquisition in his sights.

I’m confident that EMA members, 
especially those with up-and-coming next 
gens, will adeptly navigate this — and frankly 
any future economy. Any economic curve 
balls thrown their way will have the potential 
of a home run!  ENERGY 

MARKETERS 
OF AMERICA

by Betsi Bixby, Meridian  
Associates Inc., EMA Platinum 
Corporate Partner

Meridian Associates has been 
partnering with family-owned 
petroleum marketers for more 

than 30 years to remove barriers, accelerate 
business growth and reduce stress levels. We’ve 
equipped more than 4,000 leaders to grow their 
business and help their families thrive through our 
combination of high-impact business coaching, 
petroleum-focused leadership events, advisory 
and precision company valuations. Meridian helps 
petroleum leaders build their legacy. Discover 
how Meridian can help your business thrive by 
visiting www.askmeridian.com or calling us at 
817.594.0546.
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A good solution would be a legislative 
update to the 1920 Merchant Marine Act, 
also known as the “Jones Act.” This act 
is in place to protect U.S. shipyards, and 
it can continue to do so just as it always 
has done. Where it becomes a problem is 
that it requires anything carried from one 
U.S. port to another U.S. port be shipped 
in a U.S.-made boat with 75 percent of 
the crew being U.S. citizens. It is common 
for foreign vessels to load for export in 
Houston with foreign port destinations. 

Unfortunately, there are no U.S.-flagged 
vessels for refined fuels in the size needed 
to go from Houston to New York. Florida 
gets barges, but they are insufficient to go 
around and up the East Coast. Allowing 
a yearly nominal quota of refined diesel 
and gasoline shipping with international 
ships and crews would go a long way in 
providing gasoline or diesel in times of 
short-term distress on the East Coast.

The last solution that can and will 
help in 2023 is increased planning of 

diesel purchases. While it is normal for 
people to book a plane ticket a month 
in advance to get the best price, diesel 
buyers essentially prefer to wait until the 
day they fly before booking their ticket. 
Can we change that? Even for a fraction 
of buyers? The current system of “just in 
time” delivery and pricing will be prone 
to price spikes during high demand 
periods. In times like today when high 
demand has pushed up spot prices over 
future delivery, customers can often lock 
in prices at or below current prices for 
delivery periods of a month or longer. This 
goes a long way to stabilizing fuel budgets 
and deliveries.  ENERGY 

MARKETERS 
OF AMERICA

by John Wenzel, Senior Risk Management 
Consultant, StoneX Financial Inc. – FCM Division, 
EMA Executive Committee Council Corporate Partner

John Wenzel is a senior risk management 
consultant with StoneX Group Inc. StoneX 
connects clients to markets as a Futures Clearing 
Member (FCM) and Registered Swap Dealer. 
John’s 20-plus years of experience has been in the 
petroleum industry including time as a technical 
representative, a fuel and propane manager, and 
his current role helping fuel customers implement 
and run risk management programs. Connect  
with him and the StoneX team by emailing  
john.wenzel@stonex.com.

“Cutting Edge” continued from page 12

support to find the best solution for 
businesses of all types and sizes. In 
addition, Granite has negotiated long-
term agreements with the major carriers 
to ensure continuity of service and rate 
stability on traditional POTS lines to help 
alleviate the pressure to replace POTS 
on an accelerated timeline, which runs 
the risk of making the wrong technology 
decision on critical infrastructure.

Since August 2022, two carriers have 
announced rate increases of 8 percent 
and 10 percent. Increases of at least  
12 percent are expected from other 
major carriers in 2023, and the possibility 
exists that there will be even higher 
rate hikes. One nationwide retailer who 
enlisted the help of Granite was facing 
escalating rate increases on 2,300 POTS 
lines spanning the footprint of six major 
carriers; lines that were already costing 
the retailer between $59 and more than 
$78 monthly per line. Because Granite 

has negotiated extended agreements 
with major carriers, Granite stabilized 
the retailer’s rates with a 4 percent per 
year increase, which afforded the retailer 
more time to plan and execute upgrades 
to the right solutions for its business — 
UCaaS, SIP trunking and Granite EPIK, 
Granite’s patented MFVN solution. By 
consolidating these services with a 
single carrier for all sites nationwide, 
the retailer replaced a complicated 
patchwork of carriers, bills and service 
agreements with a more efficient and 
scalable solution, managed by a single 
vendor to reduce the IT and finance 
administration burden on the company’s 
already stretched-thin IT staff. Granite 
project managers delivered end-to-end 
coordination to implement the solution, 
including facilitation of weekly calls with 
sites, order placement and provisioning. 
Ultimately, Granite saved the retailer 
$94,000 annually with rate protection 

savings and $351,000 annually with POTS 
transition savings.

As inflation and economic 
uncertainty are expected to  
continue throughout 2023, savvy 
business owners are looking for 
creative solutions to control costs 
and maximize the value of technology 
investments. As the preferred 
communications provider of  
Energy Marketers of America, Granite 
is available to assist EMA members 
with finding the right technology to fit 
the unique needs and budgets of any 
business. Whether your business is a  
small pump station or one of the world’s 
largest oil refineries, Granite has a proven 
track record of deploying solutions 
that help businesses save money and 
streamline operations.  ENERGY 

MARKETERS 
OF AMERICA

by Kurt Eggers, Private Equity & Consulting Practice 
Senior Lead, Granite Communications, EMA Gold 
Corporate Partner

“Guest Column” continued from page 18
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UPCOMING Events

APRIL 20
State House Day
Blatt Building – Legislative Breakfast
State House – Meet & Greet with 
Legislators, Columbia, South Carolina
South Carolina Convenience & 
Petroleum Marketers Association
For more information: 803.765.9570 or 
www.sccpma.com 

APRIL 26
Spring Event
Game Terminal, Nashville, Tennessee
Tennessee Fuel & Convenience  
Store Association
For more information: 615.242.4377 or 
www.tfca.info 

MAY 10-12
EMA Washington Conference and 
Day on the Hill
The Mayflower Hotel, Washington, 
District of Columbia
Energy Marketers of America
For more information: 703.351.8000 or 
www.energymarketersofamerica.org 

MAY 16-18
Trade Expo & Golf Outing
The Resort at Glade Springs,  
Daniels, West Virginia
West Virginia Oil Marketers &  
Grocers Association
For more information: 304.343.5500 
or www.wvomega.com 

MAY 22-24
Eastern Energy Expo
Atlantic City Convention Center, 
Atlantic City, New Jersey
Connecticut Energy Marketers 
Association (860.613.2041)
Empire State Energy Association Inc. 
(518.280.6645)
Mid-Atlantic Petroleum Distributors’ 
Association (410.349.0808)
Fuel Merchants Association of  
New Jersey (973.467.1400)
Pennsylvania Petroleum Association 
(717.939.1781)
For more information:  
www.easternenergyexpo.com 

MAY 22
Convention
Omni, Oklahoma City, Oklahoma
Oklahoma Petroleum Marketers & 
Convenience Store Association
For more information: 405.842.6625 
or www.opmca4you.com 

MAY 23
Oklahoma Super Trade Show
Oklahoma City Convention Center, 
Oklahoma City, Oklahoma
Oklahoma Petroleum Marketers & 
Convenience Store Association
For more information: 405.842.6625 
or www.oksupertradeshow.com 

MAY 31-JUNE 1
Vermont Fuel Conference,  
Trade Show & Golf Scramble
Basin Harbor, Vergennes, Vermont
Vermont Fuel Dealers Association
For more information: 802.223.7750 or 
www.vermontfuel.com/spruce

JUNE 6-7
Convention & Trade Show
Fairmont Resort, Fairmont, Montana
Montana Petroleum Marketers and 
Convenience Store Association
For more information: 406.449.4133 or 
www.wpma.com/montana/ 
convention 

JUNE 11-13
Northern New England  
Energy Conference 
Omni Mount Washington Resort, 
Bretton Woods, New Hampshire
Maine Energy Marketers Association 
For more information: 207.729.5298 or 
www.maineenergymarketers.com

JUNE 11-13
Summer Leadership Conference
ICONA Avalon, Avalon, New Jersey
Pennsylvania Petroleum Association
For more information: 717.939.1781 or 
www.papetroleum.org

JUNE 19-21
Washington Energy & Convenience 
Store Convention & Trade Show
Suncadia Resort,  
Suncadia, Washington
Washington Independent  
Energy Distributors
For more information: 360.443.6696 
or www.wpma.com/washington/
convention 

JUNE 19-23
Southwest Fuel &  
Convenience Expo
Omni Fort Worth and Fort Worth 
Convention Center, Fort Worth, Texas
Texas Food & Fuel Association
For more information: 512.476.9547 or 
www.tffa.com

JUNE 20-22
Heating & Energizing America Trade 
Show, a.k.a “The HEAT Show”
The MassMutual Center,  
Springfield, Massachussets 
Connecticut Energy  
Marketers Association  
Maine Energy Marketers Association
Energy Marketers Association of 
Rhode Island 
For more information:  
www.heatshow.com 

JUNE 25-28
Summer Convention
Marriott Grande Dunes,  
Myrtle Beach, South Carolina
North Carolina Petroleum & 
Convenience Marketers
For more information: 919.782.4411 or 
www.ncpcm.com 

JULY 15-19
Convention
Wild Dunes Resort, Isle of Palms, 
South Carolina
South Carolina Convenience & 
Petroleum Marketers Association
For more information: 803.765.9570 or 
www.sccpma.com 

JULY 16-18
Convention
Perdido Beach Resort,  
Orange Beach, Alabama
Louisiana Oil Marketers and 
Convenience Store Association
For more information: 225.926.8300 
or www.lomcsa.com 

JULY 16-18
OFA Conference
Sunriver Resort, Sunriver, Oregon
Oregon Fuels Association
For more information: 801.263.9762, 
www.oregonfuels.org or  
www.wpma.com/oregon

JULY 20-23
Convention
Hotel Effie Sandestin,  
Miramar Beach, Florida
Petroleum & Convenience Marketers 
of Alabama (334.272.3800 or  
www.pcmala.org)
Georgia Oilmen’s Association 
(770.995.9570 or  
www.georgiaoilmensassoc.com)

JULY 24-26
Sunshine EXPO
Gaylord Palms, Kissimmee, Florida 
Florida Petroleum Marketers 
Association Inc. 
For more information: 850.877.5178 or 
www.fpma.org

AUGUST 2-4
Convention, Trade Show & Golf
Sun Valley Resort, Sun Valley, Idaho
Idaho Petroleum Marketers and 
Convenience Store Association
For more information: 208.345.6632 
or www.wpma.com/idaho/convention

AUGUST 3-5
Convention
Perdido Beach Resort,  
Orange Beach, Florida  
Mississippi Petroleum Marketers & 
Convenience Stores Association
For more information: 601.353.1624 or 
www.mpmsca.com

AUGUST 17
“End of Summer” Conference
Grand Hotel, Mackinac Island, 
Michigan
Michigan Petroleum Association/
Michigan Association of  
Convenience Stores
For more information: 517.622.3530 or 
www.mpamacs.org

AUGUST 21-23
Convention, Trade Show & Golf
Sandia Resort, Albuquerque,  
New Mexico 
New Mexico Petroleum  
Marketers Association
For more information: 505.293.6250 
or www.wpma.com/new-mexico

AUGUST 28-29
Fall Meeting & Golf Classic
Lexington, Kentucky
Kentucky Petroleum  
Marketers Association
For more information: 859.219.3571 or 
www.kpma.org

Please check the Member Association’s event page for the most up-to-date information. 
All events are subject to change.
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Vendors

EMA would like to thank these companies for their continued support. Please feel free to contact our partners to 
see how they can help with the success of your business. Should your company be interested in participating in EMA’s 
Partner Program, please contact Susan Isard at 703.351.8000 or sisard@emamerica.org.

BOARD OF DIRECTORS COUNCIL
Federated Insurance
Reynolds Marketing Services Company
Altria Group Distribution Company
Chevron Renewable Energy Group

EXECUTIVE COMMITTEE COUNCIL
Marathon Petroleum Company LP 
Valero Marketing and Supply Company
StoneX Financial Inc. – FCM Division
CITGO Petroleum Corporation
Buckeye Energy Services
Motiva Enterprises LLC

PLATINUM
AGI
Avalara Inc.
BP Products North America Inc. 
Love’s Family of Companies
Meridian Associates Inc. 
PDI Technologies
Phillips 66
Pilot Travel Centers

GOLD
BMO Commercial Bank
Clean Fuels Alliance America 
ExxonMobil
Granite Telecommunications
National Association of Shell 
  Marketers (NASM)
Shell Oil Products US
Sound Payments Petro Solutions

SILVER
Bassman, Mitchell, Alfano and  
  Leiter Chartered
Gilbarco Inc.
Sinclair Oil Corporation 
Worldpay from FIS

BRONZE
Global Partners
Key Telecom Solutions LLC 
Northwest Pump
Patriot Capital
PDS Solutions LLC
RINAlliance®
Source North America Corporation
TOP TIER™ Gasoline & Diesel Fuel

EMA Corporate Partners

EMA VENDOR  
COMPANY INFORMATION

CREDIT CARD PROCESSING
Worldpay from FIS
Contact: Erick Wilde 
888.720.6813
erick.wilde@fisglobal.com
info.worldpay.com/ema

EQUIPMENT FINANCING 
Patriot Capital 
404.255.1770 
www.patriotcapitalcorp.com/ema  

INSURANCE
Federated Insurance
Contact: Jon Medo
800.533.0472
jwmedo@fedins.com
www.federatedinsurance.com/ 
association-groups/ema

PETROLEUM MARKETING SERVICES
Spirit® Petroleum
Contact: Gerry Ramm
509.203.7357
info@spiritpetroleum.com
www.spiritpetroleum.com

RIN MARKETING/MANAGEMENT
RINAlliance®
Contact: Reo Menning
515.244.7513
info@rinalliance.com
www.rinalliance.com

TELECOMMUNICATIONS
Granite Telecommunications
Contact: Kurt Eggers
561.868.8102
keggers@granitenet.com  
www.granitenet.com  

TRAINING/PROFESSIONAL 
DEVELOPMENT
EMA Masters – Powered by Meridian
Contact: Britt Eason
817.594.0546, ext. 1010
britt@askmeridian.com  
emamasters.com

NATIONAL PURCHASING 
PARTNERS SERVICES

BATTERIES, LIGHTBULBS &  
DEVICE REPAIR 
Batteries + Bulbs
Contact: Abby Keys
800.810.3909 Main  
Customer Service
abby.keys@mynpp.com
www.mynpp.com/ema

FLEET MANAGEMENT SOFTWARE 
FOR BUSINESSES
Verizon Connect
Contact: Abby Keys
800.810.3909 Main 
Customer Service
abby.keys@mynpp.com
www.mynpp.com/ema

OFFICE PRODUCTS,  
SERVICES, TECHNOLOGY & 
EMPLOYEE DISCOUNTS 
Staples, ODP Business Solutions
Contact: Abby Keys
800.810.3909 Main  
Customer Service
abby.keys@mynpp.com
www.mynpp.com/ema
 
PAINTS, STAINS, INDUSTRIAL 
COATINGS & SUPPLIES
Sherwin-Williams
Contact: Abby Keys
800.810.3909 Main  
Customer Service
abby.keys@mynpp.com
www.mynpp.com/ema

SAFETY SUPPLIES, INDUSTRIAL GAS 
& WELDING PRODUCTS
Airgas
Contact: Abby Keys
800.810.3909 Main  
Customer Service
abby.keys@mynpp.com
www.mynpp.com/ema

TRAVEL DISCOUNTS
Priceline
Contact: Abby Keys
800.810.3909 Main 
Customer Service
abby.keys@mynpp.com
www.mynpp.com/ema

UNIFORMS, SAFETY &  
FACILITY SERVICES
Cintas, UniFirst
Contact: Abby Keys
800.810.3909 Main  
Customer Service
abby.keys@mynpp.com
www.mynpp.com/ema 

WIRELESS VOICE & DATA SERVICE 
FOR YOUR BUSINESS & EMPLOYEES
Verizon Wireless
Contact: Abby Keys
800.810.3909 Main 
Customer Service
abby.keys@mynpp.com
www.mynpp.com/ema

ENERGY 
MARKETERS 

OF AMERICA



28          Spring 2023  |  EMA Journal

January 1, 2022 – February 28, 2023
Contributors

ARIZONA
Amanda Gray ($845) – 2022 
Arizona Petroleum 
Marketers Association
Phoenix 

Amanda Gray  
($211.25) – 2023
Arizona Petroleum 
Marketers Association
Phoenix

ARKANSAS
Aaron Littlefield ($2,000)
Littlefield Oil Company
Fort Smith

Steve Turner
Petromark Inc.
Harrison

CALIFORNIA
Kenneth Dewar
J.B. Dewar Inc.
Arroyo Grande

Mike Downs ($2,070)
Downs Energy
Corona

Ed Ward ($100)
Valley Pacific  
Petroleum Services
Stockton

COLORADO
Grier Bailey ($79)
Colorado Petroleum 
Marketers and 
Convenience Store 
Association
Denver

Brian Haldorson ($1,070)
A-B Petroleum
Denver

Randy McFarland
McFarland Oil
Salida

CONNECTICUT
Rick Bologna
Westmore Fuel  
Company Inc.
Greenwich

David Foster
Wilcox Energy
Westbrook

Don Mitchell
Norbert Mitchell Company
Danbury

FLORIDA
Max Alvarez ($5,000)
Sunshine Gasoline 
Distributors
Miami

Don Everett Jr.
Ware Oil &  
Supply Company
Perry

Ed Hinson 
Hinson Oil Company
Quincy

Bill McKnight
Automated Petroleum
Brandon

P.N. Risser III
Risser Oil Company
Clearwater

GEORGIA
Tommy Thompson ($500)
Thompson Energy LLC
Dalton

INDIANA
Tim Drayer
National Oil & Gas
Bluffton

Trout Moser ($1,070)
National Oil & Gas
Bluffton

IOWA
John Maynes ($100)
FUELIowa
Urbandale

KANSAS
Dennis McAnany ($2,500)
McAnany Oil Company Inc.
Olathe

KENTUCKY
Alex Fassas
Red Hed Oil Company
Richmond

LOUISIANA
Grady Gaubert
Gaubert Oil Company Inc.
Thibodaux

Anne Gauthier ($500)
St. Romain Oil  
Company LLC
Mansura
 
Luther Lott
Lott Oil Company Inc.
Natchitoches

Frank Marcello ($50)
Marcello Distributors
Donaldsonville

Darrel McCartney ($1,070)
McCartney Oil
Jena

John Milazzo
Lard Oil Company Inc.
Denham Springs

MARYLAND
Brad Fulton ($500)
AC&T Company Inc.
Hagerstown

Lock Wills
The Wills Group
LaPlata

MICHIGAN
Robert Hohn ($1,070)
Paxson Oil Company
Saginaw

MINNESOTA
Wade Carlson ($300)
Wally Carlson & Sons Inc.
Lindstrom

MISSISSIPPI
Philip Chamblee ($635)
Mississippi Petroleum 
Marketers & Convenience 
Stores Association
Jackson

Steve Dickerson ($1,070)
Dickerson Petroleum Inc.
Kosciusko

Walton Gresham III
Gresham Petroleum 
Company
Indianola

James H. Lipscomb III
Lipscomb Oil Company Inc.
Greenville

Eric Prince ($1,070)
Prince Oil Company
Philadelphia

MISSOURI
Ron Leone ($268) – 2022 
Missouri Petroleum & 
Convenience Association
Jefferson City

Ron Leone ($67) – 2023
Missouri Petroleum & 
Convenience Association
Jefferson City

Jim Maurer
PAJCO Inc.  
DBA Rhodes 101
Cape Girardeau

NEBRASKA
Doug Coziahr ($100)
Nebraska Iowa Supply
Omaha 

Richard Jameson
Sandhill Oil Inc.
Thedford

NEVADA
Peter Krueger ($100)
Nevada Petroleum 
Marketers & Convenience 
Store Association
Reno

NECSEMA
Tom Frawley ($360)
Summit Distributing LLC
Lebanon, New Hampshire

NEW JERSEY
Susan Hammond ($1,070)
J.W. Pierson
Glen Ridge

NEW MEXICO
Ruben Baca and Leland 
Gould ($913) – 2022
New Mexico Petroleum 
Marketers Association
Albuquerque

Leland Gould  
($228.25) – 2023
New Mexico Petroleum 
Marketers Association
Albuquerque

NEW YORK
Denise Brigham ($250) 
Reinhardt Corporation 
West Oneonta 

Kris DeLair ($250)
Empire State Energy 
Association Inc. 
Troy

Support EMA’s Marketer Defense Fund
Being effective on Capitol Hill takes both grassroots and money. EMA has great 
grassroots but never enough money. Our leadership and staff have a passion for 
excellence in representing you on Capitol Hill and giving you an excellent return 
on your investment, so support their efforts on your behalf and invest $1 for each 
member of Congress with a $535 corporate check today. Please help EMA get the 
job done by funding the Marketer Defense Fund! You may send your check to EMA 
Marketer Defense Fund, 300 New Jersey Avenue NW, Suite 900, Washington, DC 
20001. Should you have any questions, please contact Susan Isard at 703.351.8000. 

EMA Marketer Defense Fund

EMA would like to 
thank these individuals 
for their support of 
the Marketer Defense 
Fund! Unless otherwise 
noted, each individual 
and/or company has 
contributed $535 for 
this period.
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EMA Marketer Defense Fund Association Contributions by State

The following member associations have had contributions to EMA’s Marketer Defense Fund January 1, 2022, through 
February 28, 2023:

Arizona: $845 (2022)
Arizona: $211.25 (2023)
Arkansas: $2,535
California: $2,705
Colorado: $1,655
Connecticut: $1,605
Florida: $7,140
Georgia: $500
Indiana: $1,605
Iowa: $100
Kansas: $2,500
Kentucky: $535
Louisiana: $3,225
Maryland: $1,035
Michigan: $1,070

Minnesota: $300
Mississippi: $3,845
Missouri: $803 (2022)
Missouri: $67 (2023)
Nebraska: $735
Nevada: $100
NECSEMA: $360
New Jersey: $1,070
New Mexico: $913 (2022)
New Mexico: $228.25 (2023)
New York: $850 (2022)
New York: $500 (2023
North Carolina: $535
North Dakota: $12,909.50 (2022)
North Dakota: $2.686.50 (2023)

Oklahoma: $761 (2022)
Oklahoma: $190.25 (2023)
Oregon: $3,348 (2022)
Oregon: $43.25 (2023)
Pennsylvania: $1,120
Tennessee: $7,039
Texas: $500
Virginia: $1,035 (2022)
Virginia: $1,000 (2023)
Washington: $1,642 (2022)
Washington: $251.75 (2023)
West Virginia: $250
Wisconsin: $635 (2022)
Wisconsin: $535 (2023)
Wyoming: $1,550

Jason Mirabito ($250)
Mirabito Energy
Binghamton

Brandon Smith ($350) – 2022
Scott Smith & Son Inc.
Owego

Brandon Smith ($250) – 2023
Scott Smith & Son Inc.
Owego

Scott Smith
Scott Smith & Son Inc.
Owega

NORTH CAROLINA
Audrey Locke Shearin
Eastern Petroleum Corp.
Enfield

NORTH DAKOTA
Matt Bjornson ($2,675) – 2022
Bjornson Oil Company
Cavalier

Matt Bjornson ($2,675) – 2023
Bjornson Oil Company
Cavalier

Paul Mutch ($5,000)
Paul’s Petro Max Inc.
Larmore

Paul Mutch ($5,000)
Mutch Oil Company
Grand Forks

Mike Rud ($246) – 2022
North Dakota Petroleum 
Marketers Association
Bismarck

Mike Rud ($11.50) – 2023
North Dakota Petroleum 
Marketers Association
Bismarck

OKLAHOMA
Candace McGinnis  
($761) – 2022
Oklahoma Petroleum 
Marketers & Convenience 
Store Association
Oklahoma City

Candace McGinnis  
($190.25) – 2023
Oklahoma Petroleum 
Marketers & Convenience 
Store Association
Oklahoma City

OREGON
Tracey Anderson  
($173) – 2022
Oregon Fuels Association
Murray, Utah

Tracey Anderson  
($43.25) – 2023
Oregon Fuels Association
Murray, Utah

Sam Byrnes ($500)
Byrnes Oil Company Inc.
Pendleton

John Truax ($2,675)
Truax Corporation
Corvallis

PENNSYLVANIA
Robert Aerni
Aerni & Hitzel Fuel Inc.
Easton

Amy Highhouse ($50)
Highhouse Energy
Honesdale

Douglas Woosnam
Woosnam Consulting LLC
Bethlehem

TENNESSEE
Ryan Higginbotham ($250)
Cox Oil Company Inc.
Union City 

Tommy Hunt ($1,000)
Calloway Oil Company
Maryville

Emily LeRoy ($3,654)
Tennessee Fuel  
& Convenience  
Store Association
Nashville

Mark McBride ($750)
Cox Oil Company Inc.
Union City

Addie Rice Mundy ($600)
Rice Oil Company
LaFollette

Mark Radosevich ($250) 
PetroActive Real Estate 
Services LLC
Madisonville

Shirley Woodcock
Sweetwater Valley Oil
Sweetwater

TEXAS
Bobby Warren ($500)
Douglass Distributing
Sherman

VIRGINIA
Jim Emmart
Emmart Oil Company
Winchester 

Lewis Wall Jr. ($500) – 2022
Davenport Energy
Chatham

Lewis Wall Jr. ($1,000) – 2023
Davenport Energy
Chatham

WASHINGTON
Brad Bell
Co-Energy/Connell Oil
Pasco

Chris Eerkes ($100)
Sun Pacific Energy
Kennewick

Lea McCullough  
($1,007) – 2022 
Washington Independent 
Energy Distributors
Port Orchard 

Lea McCullough  
($251.75) – 2023
Washington Independent 
Energy Distributors
Port Orchard

WEST VIRGINIA
Dennis Thompson ($250)
Dawson-Thompson  
Oil Company
Huntington

WISCONSIN
Jonathan Crawford –  
2022 and 2023
Crawford Oil Company Inc.
Portage

Matt Hauser ($100)
Wisconsin Petroleum 
Marketers & Convenience 
Store Association
Madison

WYOMING
Mike Bailey ($1,300)
Red Horse Energy
Riverton

Shelley Ellenbecker ($250)
Ellenbecker Oil Company
Cheyenne
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ALABAMA
Glennie Bench ($770)
Jon Bolle ($820)
Keith Chambers ($810)
Connie Collins ($750)
Sara Edwards Darnell ($735)
Christopher Jones ($550)
Doug Klyce ($620)
Chris Little ($550)
Thomas Moore ($581 – 2022)
Thomas Moore ($735 – 2023)
Hollan Smith ($540)
Jennifer White ($770)
Pam Young ($750)

CALIFORNIA
Bonnie Addario ($500)
John DeWitt ($500)

CONNECTICUT
Peter Aziz ($535)
John Bowman ($500)
David Daniels ($535)
David Foster ($535)
Chris Herb ($665 – 2022)
Chris Herb ($535 – 2023)
David Sousa ($550 – 2023)

GEORGIA
Tommy Thompson ($500)

IOWA
Glenn Hasken ($725)

KANSAS
Gratz Peters ($500)

KENTUCKY
Barry Eveland ($500)
Alexander Fassas ($500)
Brain Newcomb ($500)

LOUISIANA
Keith Chambers ($500)

MAINE
Charles Summers Jr.  ($500)

MARYLAND
Ellen Benitez ($500)
Julian Wills ($500)

MINNESOTA
Jarod Burton ($550)
Tammy Dooley ($750)
Todd Gjovik ($600)
Bruce Keckhafer ($500)
Craig Miller ($550)
Tim Rahn ($675)

MISSISSIPPI
W.W. Gresham III ($500)

MISSOURI
Steve Ayers ($500 – 2022)
Steve Ayers ($550 – 2023)
Ronald Bachman ($500)
Debbie Baker ($500 – 2022)
Debbie Baker ($550 – 2023)
Robert Blank ($500)
Paul Cox ($500)
Scott Frazier ($500)
James Greer ($500 – 2023)
Thomas Kolb ($500)
James Maurer ($500)
Janice Patterson ($500)
Lane Patterson ($500)
Chad Wallis ($700)
Lynn Wallis ($500)
Jeff Wood ($500)

NEBRASKA
Tim Keigher ($585)
Jennifer Likes $500)
Matt Lippincott ($575)
Daniel O’Neill ($500)

NECSEMA 
Jon Shaer ($500 – 2023)

NEVADA
Mark Lytle ($600 – 2022)
Mark Lytle ($500 – 2023)

NEW JERSEY
Mark Fredericks ($750)
Shelley Fredericks ($750)
Robert Woodruff Jr. ($750)
Norman Wooley ($535)

NEW MEXICO
Thomas Hennessy ($500)

NEW YORK
Jason Mirabito ($500 – 2023)

NORTH CAROLINA
Brian Campbell ($500)
Dallas Campbell Jr. ($500)

Wesley Campbell ($500)
Julius Cherry III ($500)
Rogers Clark Jr. ($500)
James Harrell ($500)
Larry Jordan ($500)
Marcia Kennedy ($500)
Emmett Pope III ($500)
Scott Shealy ($500)

NORTH DAKOTA
Dan Dunstan ($690)
Chris Fitterer ($700)
Tom Haahr ($500)
Mike Rud ($715)

OREGON
Jason Powell ($500)

PENNSYLVANIA
Amy Adams ($500)
Michael Adams ($500)
Michael Hinds ($500)
Abraham Kukuchka ($500)
Steve Oehlert ($500)
Charles Sands ($500)
Steven Stuck ($500)
Doug Woosnam ($500)

SOUTH CAROLINA
Matthew Greene ($680 – 2022)
David Jordan ($610 – 2022)
William Keenan ($600)
Brendan Nugent ($500)
Rohit Shetty ($500)

TENNESSEE
Tommy Hunt ($500)

TEXAS
Bobby Warren ($500 – 2023)

UTAH
K. Roy Hall ($505)
Craig Larson ($500)

VERMONT
Matt Cota ($600)

WASHINGTON
Steven Clark ($500)
Brian Whitley ($500)

EMA Small Business Committee

ALABAMA
James Cochran ($1,600)
Bart Fletcher ($1,500 – 2022)
Bart Fletcher ($1,535 – 2023)
Warren Jackson ($2,165)
Robert Norris ($2,375)
Hoke Smith ($1,070)

ARIZONA
Amanda Gray ($1,260)

ARKANSAS
Aaron Littlefield ($2,000)
Steve Turner ($1,000)

CALIFORNIA
Sanjiv Patel ($1,000)
Ron Van De Pol ($1,000)

IOWA
Jason Hill ($1,100)
Dave Rahn ($1,500)

KENTUCKY
Jeff Lykins ($1,000)
Bob Riley ($1,000)

LOUISIANA
Rachel Pantinople ($1,500)
Bob Riley ($1,000)

MISSISSIPPI
Michael Dees ($1,000)

NEBRASKA
Mark Whitehead ($1,000)

NECSEMA
Thomas Frawley ($1,500)
James Garrett ($1,500)

NEW JERSEY
Edward Duffy ($1,000)

NEW YORK
Jason Mirabito ($1,000 – 2022)

NORTH CAROLINA
T. Scott Aman ($1,000)
Daniel Erwin ($1,115)
Terry Kennedy ($1,000)
Christopher Neal ($1,000)
Audrey Shearin ($1,000)
Anthony Waddell ($1,000)

NORTH DAKOTA
Matt Bjornson ($1,000)
Deanne Svaleson ($1,251 – 2022)
Deanne Svaleson ($1,000 – 2023)

PENNSYLVANIA
Jim Barber ($1,000)

TENNESSEE
Sara Darnell ($1,000)

TEXAS
Bobby Warren ($1,000 – 2022)

WASHINGTON
Daniel Averill ($2,000)
Brad Bell ($2,275)
Chris Eerkes ($1,000)

VIRGINIA
Lewis Wall Jr. ($1,000)

EXECUTIVE CLUB
The following individuals have contributed $1,000 or more to EMA’s Small Business Committee January 1, 2022 – February 28, 2023: 

CHAIRPERSON CLUB
The following individuals have contributed $500 or more to EMA’s Small Business Committee January 1, 2022 – February 28, 2023: 

ALABAMA
Matt Bogue ($390 – 2022)
Matt Bogue ($450 – 2023)
Jamie Brown ($390)
Jason Burton ($250)
Michael D’Amico ($375)
Andrew Elliott ($410)
Amy Hill ($340)
Will Jackson ($350)
Dean Mooty ($250)
Kent Rice ($460)
Todd Sitton ($275)

ARIZONA
Ed Flores ($300)
Shawn Fraté ($300)
John Kennedy ($387.50)
Mark Luitwieler ($312.50)

CALIFORNIA
Robert Bollar ($250)

COLORADO
Grier Bailey ($300)
James Wallace ($250)

CONNECTICUT
Donald Mitchell ($250)
Matthew Mitchell ($250)
Peter Russell ($250)
David Sousa ($400 – 2022)

GEORGIA
Rob Underwood ($425)

IOWA
Gordon Hagen ($400)

KANSAS
Alison Bridges ($250)

MICHIGAN
David Coyne ($250)
Larry Galgoci ($250)
Mark Griffin ($250)
Caitlin Hohn ($250)
Robert Hohn ($250)
Craig Marzke ($250)

MINNESOTA
Erik Billicki ($425)
Brian Johnson ($250)
Todd Loomis ($450)
Nathan Preuss ($375)
Holly Werner ($250)

MISSISSIPPI
Philip Chamblee ($250)
James H. Lipscomb III  
($300 – 2022)
James H. Lipscomb III  
($300 – 2023)
Eric Prince ($300)
Stan Roberts ($300)

MISSOURI
Brent Anderson ($250)
Brian Baker ($250)
Robert Baker ($300 – 2022)
Robert Baker ($300 – 2023)
John Blanton ($250 – 2022)
John Blanton ($250 – 2023)
Mary Braddock ($300 – 2022)
Mary Braddock ($300 – 2023)
Scott Frazier ($400)
Anthony Gier ($300 – 2022)
Anthony Gier ($400 – 2023)
Bradford Goette ($250 – 2022)
Bradford Goette ($300 – 2023)
James Greer ($300 – 2022)
Michelle Hoerstkamp  
($300 – 2022)
Michelle Hoerstkamp  
($350 – 2023)
Tracey Hughes ($250 – 2022) 
Tracey Hughes ($250 – 2023)
Jami Jordan ($250)
Ron Leone ($250)
Steven Madras ($300)
David Mangelsdorf ($375)
Stewart McIntyre ($250)
Donald McNutt ($250)
James McNutt ($300)
David Milligan ($300)
Joe Naegler ($250)
Laura Younghouse ($300)

MONTANA
Dirk Cooper ($250)

NEBRASKA
John Dilsaver ($250)

NECSEMA
Jon Shaer ($250 – 2022)

NEW MEXICO
Brian Ashburn ($250)
Judge Dobrient ($275)
Leland Gould ($250)

NEW YORK
James Alonzo ($250)
Denise Brigham ($250)
Kris DeLair ($350 – 2022)
Kris DeLair ($250 – 2023)
Bobby Hill ($335)
Brandon Smith ($250)

PENNSYLVANIA
Andrew Bradigan ($250)
Chris Crooks ($250)
Ted Harris ($250)

NORTH CAROLINA
Christopher Oliver ($300)
John Robertson ($250)
Jerry Sparks Sr. ($250)
James White ($350)

SOUTH CAROLINA
Jeremy Balliew ($250)
Sam Bell ($400 – 2022)
Sam Bell ($250 – 2023)
Roland Drake ($250)
Michael Fields ($250 – 2022)
Michael Fields ($250 – 2023)
Matthew Greene ($250 – 2023)
David Jordan ($250 – 2023)
Jason Madden ($250)
Thomas Madden ($250)
Alec McLeod III ($250)
Abner Stockman ($440)
Jason Terry ($250)
David Tucker ($250)
Neil Winter ($300)

TENNESSEE
Hershel Basham ($250)
Stephen Freshour ($250)
Emily LeRoy ($290 – 2022)
Emily LeRoy ($250 – 2023)

TEXAS
Terry Tesch ($250)

UTAH
David Boelter ($350)
John Hill ($400)

WASHINGTON
Gerry Ramm ($250)
Todd Shaw ($250)
Stephen Snider ($400)

WISCONSIN
Mike Miller ($360)
Jenni Patnode ($250)
Jeremy Saunders ($350)
Stephanie Schroeder ($290)

CENTURY CLUB
The following individuals have contributed $250 or more to EMA’s Small Business Committee January 1, 2022 – February 28, 2023:

ALABAMA
Christopher Mohon ($3,755)

CALIFORNIA
Dale Boyett ($2,500)
Nathan Crum ($2,500)
Michael Downs ($2,585)

MINNESOTA
Brent Staples ($5,000)

WISCONSIN
Paul Bhardwaj ($3,000)

PLATINUM CLUB
The following individuals have contributed $2,500 or more to EMA’s Small Business Committee January 1, 2022 – February 28, 2023: 
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