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Now, the strongest base oil
supply chain in North America.

We’ve got it all. The moment HollyFrontier acquired Petro-Canada Lubricants, 

the base oil supply chain became complete. Every base oil, 

Group l, I+, ll, ll+, and lll  is now available from this dynamic partnership. 

Every oil for every formulation for every application, heavy industrial to high

performance automotive. You have the requirements. We have the base oil.

 Unequaled quality, now with an unbounded security of supply.  

For complete details contact us at BaseOilTeam@hollyfrontier.com.

HOLLYFRONTIER BASE OILS
Group I+ and Bright Stock

PETRO-CANADA PURITY™ BASE OILS
Group II, II+ and III www.hollyfrontierlsp.com

SEE INSIDE 
BACK COVER FOR
PETRO-CANADA
Group II, II+ and III,
PURITY™ Base Oils
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LETTER FROM THE CEO

Healthcare Relief Ahead?
States, Trump administration seek solutions

The results of ILMA’s Advocacy Survey are in, and once again, the top concern 
among ILMA’s manufacturing members is health care.  It’s no wonder, as the 
cost of providing health care for employees under the mandates of the Afford-

able Care Act (ACA) continues to skyrocket, with little relief in sight.
ILMA members are not the only ones struggling with the costs of health care. 

Consumers on the individual market are increasingly finding monthly premiums, 
even for high-deductible plans, unaffordable. One state is attempting to address 
affordability. In February, the Idaho Department of Insurance announced it was 
developing its own “state-based” plan in an attempt to find lower-cost options for 
consumers. To make the alternative plans affordable, Blue Cross — which is devel-
oping the plans for Idaho — proposed a maximum benefits payout of $1 million 
per person annually. Critics challenge the legality of the alternative plans. Under 
the ACA, insurance plans aren’t allowed to limit the total coverage.

The proposed Idaho program offers lower rates for healthy individuals, which 
also may violate the ACA, as some interpret the move as increasing costs for people 
with pre-existing conditions.

How will the federal government respond? So far, Health and Human Services 
Secretary Alex Azar has declined to take a position until the state’s insurance regu-
latory agency approves the plans.

As we all know, Congressional Republicans tried repeatedly to “repeal and replace” 
last year, without success. However, in addition to the action in Idaho, the Trump ad-
ministration is tinkering with the ACA, which may bring some relief down the road.

Following an executive order signed by the president last year, the Department 
of Labor (DOL) proposed a rule that will allow small businesses to band together 
and purchase “association health plans” without the regulatory burdens that the 
ACA imposes on smaller employers. The rule modifies the definition of “employ-
er” to allow businesses to join together under a “commonality of interest” to offer 
health care plans to employees.

According to the DOL, “The proposed rule, which applies only to employ-
er-sponsored health insurance, would allow businesses to join together as a single 
group to purchase insurance in the large group market. These improvements stand 
to open health insurance coverage for millions of Americans and their families by 
making it more affordable for thousands of small businesses and sole proprietors. 
By joining together, employers may reduce administrative costs through econo-
mies of scale, strengthen their bargaining position to obtain more favorable deals, 
enhance their ability to self-insure, and offer a wider array of insurance options.”

As the DOL proposal moves forward, ILMA will be providing supportive com-
ments to the agency. The DOL notes that up to 11 million Americans working for 
small businesses lack employer-provided health insurance because of cost. Small 
business association health plans could provide an affordable alternative.

Holly Alfano
Chief Executive Officer
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INSIDE ILMA

DON’T MISS THE 2018 MANAGEMENT  
FORUM KEYNOTE: PROSPERITY AHEAD — 
OR NOT?
Can the new tax cuts prod the U.S. economy to roar ahead, 
despite worldwide worries over Brexit and trade disputes? 
Will the Federal Reserve keep its independence? Will the 
U.S. build up bigger and bigger debts without tackling 
entitlements? What’s at stake for the economy, the financial 
markets and geopolitics amid foreign policy crises in Syria, 
Ukraine, Venezuela and China?

By “connecting the dots” of the world economy, Todd  
Buchholz will inspire Management Forum attendees with 
his keynote address, helping them develop a timely vision 
for the economy, the financial markets and the dramatic 
impact of the 2016 presidential election.

Buchholz served at the White House under the George 
H.W. Bush Administration as a director for economic policy 
from 1989–1992. He also brings his experience as a managing 
director of the $15 billion Tiger Management Corp. hedge 
fund and a Harvard economics teacher to the cutting edge of 
economics, fiscal politics, finance and business strategy. His 
2016 book The Price of Prosperity: Why Rich Nations Fail and 
How to Renew Them reached No. 1 on Amazon for govern-
ment and received rave reviews from advisors to Donald 
Trump and from Hillary Clinton.

Save $250 — Don’t wait to register onsite! Online  
registration closes March 30. Visit www.event.ilma.org.

JOIN US AT THE ILMA FOUNDATION GOLF 
TOURNAMENT!

Sponsored by

The fifth Annual ILMA Foundation Golf Tournament, 
sponsored by Vanderbilt Chemicals, will be held at Jacaranda 
Golf Club on Saturday, April 21, right after the Manage-
ment Forum program ends. Plan ahead to play golf, have 
fun, network and support worthwhile initiatives such as 
the Foundation’s scholarship program. There will be prizes 
awarded at the reception, which will be immediately after 
the conclusion of the tournament.

Feeling Lucky? There will be a split-the-pot raffle to 
benefit the ILMA Foundation Program. These tickets will be 
sold in Base Camp and during receptions. The winner will 
be drawn immediately after the tournament, and you do 
not have to be present to win.

Contributions to the ILMA Foundation are tax-deductible to 
the extent allowed by law.

J AC A R A N DA  G O L F  C LU B

COMING SOON! 
The Application Period for the 
ILMA Foundation Scholarship  

Program Opens April 1. 
In addition to scholarships offering a potential 

of $2,000 per year per undergraduate 
student, ILMA has several special scholarship 

opportunities: the Elmer B. Cleves scholarship; 
the Taglia scholarship; and the Bob Jackson 

Award for graduate students only.

FOUNDATION 
SCHOLARSHIP 
PROGRAM

ILMA
Check for more 
information coming 
from ILMA News and 
the ILMA website.

Check for more 
information coming 
from ILMA News and 
the ILMA website.
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DIAMOND ($5,000 AND ABOVE)

PLATINUM ($1,000 – $4,999) 

Advanced Lubrication Specialties

Afton Chemical Corp.

Allegheny Petroleum Products Co.

Amalie Oil Co.

American Refining Group Inc.

ANGUS Chemical Co.

Battenfeld Oil & Grease Corp. of N.Y.

CHS Inc.

Etna Products Inc.

Gordon Terminal Service Co.

HollyFrontier Lubricants &  
Specialty Products

Infineum USA L.P.

King Industries Inc.

Lubrication Engineers Inc.

LUBRIPLATE Lubricants Co.

Rock Valley Oil & Chemical Co. Inc.

Total Specialties USA Inc.

W.S. Dodge Oil Co. Inc.

GOLD ($500 – $999) 

American Oil & Supply  
International LLC

Amtecol Inc.

Berry Industrial Group

Boss Lubricants

CAM2 International LLC

CIMCOOL® Fluid Technology

Dennison Lubricants Inc.

DuBois Chemicals

Eastern Oil Co.

Forsythe Lubrication Associates Ltd.

Hangsterfer’s Laboratories Inc.

Idemitsu Lubricants America Corp.

Metalloid Corp.

Olympic Petroleum Corp.

Petroleum Sources Inc.

Pinnacle Oil Holdings LLC

PM Group Int’l. Inc.

Polyethylene Containers Inc.

QualiChem Inc.

Red Giant Oil Co.

Renkert Oil LLC

South Atlantic Services Inc.

Ultrachem Inc. 

SILVER ($250 – $499) 

BASCO Inc.

Biederman Enterprises Ltd.

Chrysan Industries Inc.

EGF Energy Partners LLC

G&G Oil Co. of Indiana Inc.

Lubrimar

Maxum Petroleum

Nexeo Solutions LLC

Radco Industries Inc.

Royal MFG Co. LP 

BRONZE (UP TO $249) 

ChemCeed LLC

Dennis Oil Co.

Kluber Lubrication NA LP

Olyslager Organisation BV

S and S Chemical Co. Inc.

Reliance Fluid Technologies LLC

United Color Manufacturing Inc.

Yokogawa Corp. of America 

ILMA DEAN’S LIST  

Barbara Bellanti  
Battenfeld Oil & Grease Corp. of N.Y. 

Terre Christensen 
FindLine Connections Inc.

E. Jon Schnellbacher 
Lockhart Chemical

FOUNDATION 
SCHOLARSHIP 
PROGRAM

ILMA

ILMA Thanks the 
2018 Scholarship 

Program 
Contributors
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INSIDE ILMA

GOLD

ILMA 2018 MANAGEMENT FORUM
April 19-21, Marriott Harbor Beach Resort & Spa, Fort Lauderdale, FL

Quality, Integrity, Stewardship
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Thanks to our sponsors! 
SILVER

BRONZE

FRIENDS OF ILMA
Reliance Fluid Technologies LLC
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2018 Management Forum
You Should Be Here!

SESSION HIGHLIGHTS
FRIDAY, APRIL 20

General Session
Prosperity Ahead — Or Not?
Keynote Speaker: Todd Buchholz

Morning Panel Presentation
Quality, Integrity, Stewardship: An Update on ILMA’s 
Ethics Initiative

Lunch Session 
Trends in the Global Lubricants Market
Speaker: Annie Jarquin, Director, Kline

Afternoon Session
Reducing Risk and Unleashing Export Opportunities
Speakers: Eduardo Torres, Director, South Florida 
U.S. Export Assistance Center, U.S. Dept. of  
Commerce/South Florida 
Jennifer Simpson, Regional Director, Export- 
Import Bank of the U.S. 

SATURDAY, APRIL 21
Morning Sessions
Updating Your Harassment Policies in the Age of #MeToo
Infineum Trends 2018: Driving Towards Balanced Performance
Speaker: Robert Salgueiro, Industry Liaison Advisor, Infineum

Afternoon Activities
ILMA Foundation Golf Tournament
NEW! Volleyball Tournament on the Beach

Todd Buchholz Annie Jarquin

Eduardo Torres Jennifer Simpson

Robert Salgueiro
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WHAT’S COMING UP

MARCH
ARGUS, ARGUSMEDIA.COM

MARCH 6–7: Argus Emissions Markets | Amster-
dam, Netherlands

MARCH 8–9: Argus India Energy Week | ITC 
Maurya, New Delhi, India

MARCH 14–15: Argus Africa LPG | Cape Town, 
South Africa

MARCH 28–29: Argus China and Global Oil 
Conference 2018 | Beijing, China

PETROLEUM PACKAGING COUNCIL 
(PPC), PPCOUNCIL.ORG

MARCH 4–6: Spring Meeting and  
Tradeshow | Renaissance Tampa  
International Plaza Hotel, Tampa, FL

F&L ASIA, FUELSANDLUBES.COM

MARCH 6–9: F+L Week 2018 | Four Seasons 
Hotel Macao, Cotai Strip, China

AMERICAN FUEL & PETROCHEMICAL 
MANUFACTURERS (AFPM), AFPM.ORG

MARCH 11–13: AFPM Annual Meeting | New 
Orleans Hilton, New Orleans, LA

MARCH 25–27: International Petrochemical 
Conference, International Base Oils & Waxes 
Conference | Grand Hyatt San Antonio, San 
Antonio, TX

SAE INTERNATIONAL, SAE.ORG

MARCH 13–14: SAE 2018 Additive Manufacturing 
in Motion Symposium | Hilton Cleveland Down-
town Hotel, Cleveland, OH

ACTIVE COMMUNICATIONS  
INTERNATIONAL (ACI), WPLGROUP.COM/ACI

MARCH 21–22: European Fuels Markets & Refin-
ing Strategy Conference 2018 | Venice, Italy

APRIL
ARGUS

APRIL 19–20: Argus LPG Moscow |  
Moscow, Russia

APRIL 25–26: Argus Asian Solid Fuels |  
Mumbai, India

ILMA, ILMA.ORG

APRIL 19–21: ILMA 2018 Management 
Forum | Fort Lauderdale Marriott Harbor 
Beach Resort & Spa, Fort Lauderdale, FL

EUROPEAN LUBRICATING GREASE  
INSTITUTE (ELGI), ELGI.ORG

APRIL 21–24: ELGI AGM | Grange St. Paul’s Hotel, 
London, UK

NATIONAL ASSOCIATION OF CHEMICAL 
DISTRIBUTORS (NACD), NACD.COM

APRIL 25-26: NACD Washington Fly-In | The 
Ritz-Carlton Pentagon City, Arlington, VA

AMERICAN CHEMISTRY COUNCIL (ACC), 
AMERICANCHEMISTRYCOUNCIL.COM

APRIL 29–MAY 2: 2018 Responsible Care  
Conference & Expo | Hollywood, FL

MAY
SOCIETY OF TRIBOLOGISTS AND  
LUBRICATION ENGINEERS (STLE), STLE.ORG

MAY 20–24: 73rd STLE Annual Meeting & 
Exhibition | Minneapolis Convention Center, 
Minneapolis, MN

AMERICAN INDUSTRIAL HYGIENE  
ASSOCIATION (AIHA), AIHA.ORG

MAY 21–23: American Industrial Hygiene  
Conference and Expo | Philadelphia, PA

ARGUS

MAY 21–22: Argus Latin America LNG Summit | 
Sheraton Grand Rio & Resort, Rio de Janeiro, Brazil

MAY 21–23: Argus North American Natural Gas 
Conference | Hilton Post Oak Hotel, Houston, TX

MAY 23–24: Argus Rio Crude Conference |  
Sheraton Grand Rio & Resort, Rio de Janeiro, Brazil

MAY 25: Argus Latin America Motor Fuels  
Conference | Sheraton Grand Rio & Resort,  
Rio de Janeiro, Brazil

JUNE
ACC

JUNE 4–6: 2018 ACC Annual Meeting |  
Colorado Springs, CO

NATIONAL LUBRICATING GREASE  
INSTITUTE (NLGI), NLGI.ORG

JUNE 9–12: NLGI 85th Annual Meeting | The 
Coeur d’Alene Resort, Coeur d’Alene, ID

NATIONAL ASSOCIATION OF  
MANUFACTURERS (NAM), NAM.ORG

JUNE 19–20: 2018 Manufacturing Summit |  
Mandarin Oriental, Washington, DC
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NEW MEMBERS

SUPPLIER  MEMBERS

TRInternational Inc., Seattle, WA 
Chris Karber, Mid-South Sales Manager
chris.karber@trichemicals.com

TRInternational Inc. (TRI) provides creative 
sourcing solutions, quality product alter-
natives and personal customer service as a 
world-class, full-line global chemical distribu-
tor throughout many industries. TRI believes 
in curiosity, flexibility and creating success for 
its partners. TRI takes the time to understand 
your business, your challenges and what 
success looks like for you. Presenting unique 
sourcing options or custom solutions tailored 
to meet your needs, and offering extensive 
product knowledge and industry experience, 
TRI is inspired by more than just solving your 
problems — it is inspired by you.

 

FindLine Connections Inc., 
Monument, CO 
Terre Christensen, President
terre@findlineconnections.com

FindLine Connections Inc. provides exec-
utive and professional recruiting services 
mainly in the downstream oil and gas 
industries, including refinery, lubricant and 
specialty chemical manufacturing. FindLine 
considers the best interests of companies 
seeking help and potential candidates con-
sidering a change. After extensive training 
and coaching in executive search, FindLine’s 
practices humanize the entire process for 
both sides of the equation with an emphasis 
on excellent communication, expediency, 
respect and the highest level of integrity.

Polypack Inc., Pinellas Park, FL 
Ryan Kirk, Account Manager
rkirk@polypack.com

Polypack Inc. specializes in designing 
and building packaging equipment that 
is tailored to the needs of its customer’s 
application, offering a wide array of product 
collation modules designed to meet the 
packaging requirements of all industries. All 
Polypack end-of-line packaging machines 
are built with the best materials and compo-
nents available, including stainless steel, to 
offer a long life span, superior performance, 
durability and reliability.

PARTNER WITH AN EXPERT IN GREASE & OIL PRIVATE LABEL MANUFACTURING
Have you maxed out your production capacity? Need help developing a formulation 
that is too challenging to produce in-house? Less-than-thrilled with your current 
private label vendor? We should talk.
We know exactly what independent lubricant manufactures need — because we  
are one. Take advantage of our century of experience, custom formulation expertise,  
and production capacity of 50 million pounds of grease and 20 million gallons of oil, annually. 

CALL OR EMAIL OUR BRAND SPECIALISTS TODAY TO SEE HOW WE CAN HELP

ROYALMFG.COM     |    AL PARRISH: 601-209-9474  GARY KNUTSON:  918-510-4181    |    PRIVATELABEL@ROYALMFG.COM

TREAT YOUR BRAND LIKE A KINGTM
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To help preserve the health of U.S. waters, the U.S. 
Environmental Protection Agency (EPA) began requiring 
operators of vessels covered under the Vessel General 
Permit (VGP) to switch from mineral oils to what it calls 
environmentally acceptable lubricants (EALs). EALs 
are lubricants that have been demonstrated to meet 
standards for biodegradability, toxicity and bioaccumu-
lation potential that minimize adverse consequences in 
the aquatic environment.

Many EALs are performing as well as traditional mineral 
oils (and some perform much better, in terms of thermal/
oxidation resistance and operating life) in “oil-to-sea” appli-
cations throughout the ship. However, an area that remains 
of particular concern for ship owners is the quality of EALs 
available for use in the ship’s stern tube and thrusters.

Phil Cumberlidge, a marine specialist at PANOLIN Inter-
national, said that he has been hearing of instances of EALs 
that some companies are marketing as lasting five years, or 
one dry docking cycle, only lasting 2½ years. Not only can 
this situation be dangerous, but it also is expensive to pull a 
ship out of service early to replace the oil and seals. Anytime 
a lubricant does not perform as it should, Cumberlidge said, 
“crews end up spending time and money monitoring the 
condition of their lubricants and replacing them rather than 
having a maintenance-free situation.” 

Classification society DNV GL is aware of similar rumors 
but hesitates to make any assumptions without empirical 
data. Øystein Alnes, principal engineer, Maritime Trans-
port at DNV GL, said, “We have very little facts on how 
these oils are performing. There is a lot of uncertainty in 
the industry at this moment related to EALs, and it is very 
important to get some independent studies comparing dif-
ferent EALs with more traditional mineral oils.”

EALs might not be entirely at fault, either. Oddvar Dein-
boll, head of section, Machinery at DNV GL, said that it is 
difficult to differentiate or extract the consequences of intro-
ducing EALs because of a significant number of changes in 
vessel operation and design as well as changes in the design 
of propulsion systems.

To that end, DNV GL is assisting ship owners through 
the launch of a new joint development project in cooper-
ation with marine insurers The Swedish Club, Norwegian 
Hull Club, Gard and Skuld to test the potential influence of 
EALs on failures in stern tube bearings. DNV GL will over-
see detailed laboratory testing of EALs by Leonardo Testing 
Services Ltd. at the University of Sheffield, U.K.

Deinboll also sees the possibility that, “if there is a concern 
in the industry among owners and shipyards that the use of 
EALs may jeopardize the operation of the vessel, it may also 
be expected that the use of water-lubricated bearings, for 
instance, may come up as a more relevant alternative.”

The current VGP is set to expire in December of this 
year and, according to a representative of the EPA, a draft 
of the new VGP will be available for review and comments 
sometime this spring. 

Performance Issues with EALs 
Troubling for Ship Owners
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In the Know
EXPANSION OF OCS GOOD FOR MANUFACTURING
Earlier this year, Ross Eisenberg, vice president at the National Association of 
Manufacturers, wrote that expanded access to the U.S. Outer Continental Shelf 
(OCS) — for responsible development of our offshore energy resources and the 
administration’s planned action to increase the areas available for leasing — is 
appreciated by manufacturers. Leasing and drilling activities in the OCS will  
generate lower energy and feedstock costs, making manufacturers more com-
petitive. According to Quest Offshore Resources Inc., expanded offshore oil and 
natural gas leasing could result in increased production of 3.5 million barrels of 
oil equivalent per day, support 840,000 new jobs and generate more than $200 
billion for state and federal governments by 2035. The first of three proposals for 
2019–24, the Draft Proposed Program, was released Jan. 4, and the Department 
of the Interior’s goal is to have the Final Program approved by the end of 2019.

TRIBOLOGY HELPS MAKE THE WORKPLACE SAFER
We all know that tribology is the science of friction, lubrication and wear, but 
did you know the science that lubricant manufacturers depend on every day can 
prevent workplace injuries? The coefficient of friction (COF) applies to walking 
surfaces as well as gears. The CNA Financial Corp. recently published a tribome-
try study of hard-surface floors in commercial buildings. According to the study, 
barely half the floors met the American Nation Standards Institute (ANSI) mini-
mum standard COF. In addition to making sure you have high-COF flooring in 
your factory, make sure your maintenance routine includes quick spill cleanup and 
verifying you are using the right cleaning products for your particular flooring.

MANUFACTURERS HOPEFUL ABOUT FUTURE
The National Association of Manufacturers (NAM) had some good news to 
share at the start of this year. The Bureau of Labor Statistics reported 25,000 new 
manufacturing workers in December 2017, adding to the already strong hiring 
gains seen on average in 2017. NAM stated this is a sign that firms have stepped 
up their hiring as a result of a stronger economic outlook and increased demand 
and production activity. NAM credits the high levels of manufacturing optimism 
largely to a pro-business environment, including the federal government’s passage 
of comprehensive tax reform. Manufacturers now look to policymakers to address 
other initiatives, such as infrastructure, to keep the momentum going.

Slick Fact
The European black slug, or Arion ater, was documented to have been used as grease 
which lubricated the wooden axle-trees on carts in 18th-century Sweden.

From Wikimedia Commons, the free media repository. 
User: Prashanthns
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International Insight

The subject of forced-labor import bans is technically 
not new. It has been around for more than 85 years, 
beginning with the Tariff Act of 1930. But in real terms, 
this is a new day for importers. Congress began its work 
in early 2016, removing market-based rationale that has 
been traditionally used to prevent enforcement. Then 
last fall, the Legislature cut its teeth by empowering the 
U.S. Customs and Border Protection (CBP) to establish 
presumptions concerning use of forced labor that must 
be effectively disproven by the importer. At stake — total 
loss of the imported goods, plus penalties.

CONTRAST WITH THE PAST
Up to now, importers had a legal duty to avoid the impor-
tation of commodities manufactured in whole or in part 
by “forced labor” (discussed later in more detail), but the 
burden was on the government to first establish that forced 
labor was likely involved by demonstrating that a particular 
exporter actually engaged in such practices. Absent a strong 
government evidentiary dossier, the State Department 
attaché contacted the importer to advise that a case file has 
been opened and investigation is ongoing, but the call or 
visit would seldom go beyond a request for diligence and 
assistance by the importer. CBP remained silent.

In cases where sufficient evidence was found to establish 
a foreign exporter’s use of forced labor, CBP would suspend 
the import and allow the importer to present its argument 
that the forced-labor prohibition should be set aside because 
of compelling market circumstances. The circumstances 
offered by importers, with tremendous success, typically 
involved the U.S. and other competitive market dynam-
ics that would negatively affect the importer (and other 
industry participants) if the import was disallowed. Rarely 
did an import entry become blocked. Even fewer penalties 
were actually issued by CBP. The evidentiary standard that 
was imposed on the State Department and CBP was high 

enough, and the market-based exceptions were easy enough 
to assert, that CBP seldom made the attempt.

‘FORCED LABOR’ DEFINED AND DETERMINED
The definition of what constitutes “forced labor” has expand-
ed as well. It began as an emphasis on compelled child labor, 
then grew over time to include prison labor and egregious 
forms of slave labor. Now, as the result of congressional  
action, the definition is far broader. On one hand, the defini-
tion itself has been expanded to include less formal types of 
involuntary servitude, all manner of human trafficking and its 
implications, and (to some extent) oppressive circumstances 
involving refugees and other similarly situated individuals.

On the other hand, the evidence required to establish 
forced-labor involvement with an import transaction 
has been significantly relaxed, so much so that a growing 
number of situations are giving rise to a presumption of 
forced-labor involvement, without specific details. For 
instance, it is easy to foresee that commodities whose origin 
includes known and emerging conflict zones will be given 
the same status.

This is in addition to a statutory presumption created in 
August 2017, which specifies that all commodities made by 
North Korean laborers, regardless of location, are presumed 
made with forced labor and subject to the import ban.

Another important shift is that now CBP has the ability 
to determine the circumstances that constitute forced labor. 
Although experience with the new approach is in its infancy, 
this attribute, combined with the redefinition of “forced la-
bor,” has already made its mark, as will be discussed further.

The Tide Has Turned
US toughens enforcement of forced-labor imports ban

By James Eggenschwiler

 Now, as the result of congres- 
sional action, the definition 

of forced labor is far broader.” 
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FAST BEGINNINGS
CBP has wasted no time running with this new environ-
ment. Since March 2016, Withhold Release Orders (which 
withhold the release of cargo from CBP control) with 
potential relevance to ILMA members have been issued 
and remain active concerning soda ash, calcium chloride, 
caustic soda, potassium, potassium hydroxide and potassium 
nitrate. Previously issued Withhold Release Orders (WROs) 
that have been given new life involve sulfuric acid and as-
bestos. Countries of product origin relevant to these WROs 
include China, India, Japan, Mexico and Mongolia.

These WROs were issued against specific exporters and 
their subsidiaries and other related entities. However, CBP is 
inclined to consider other manufacturers and distributors in 
the same regions to be suspect. This predilection is fostered 
by a presumption by CBP that the practices of a given firm 
are a strong indication that those practices are customary 
among other firms in that area. This view tends to be  
based on cultural similarities, concentration of vulnerable 
(economically and otherwise) worker candidates and an  
assumption that local authorities tend to ignore the practices.

PROVING A NEGATIVE
Under the new statutory and regulatory structure, the process 
by which CBP justifies the issuance of WROs is now con-
siderably easier than it was in the past. CBP only needs to 
receive information that “reasonably, but not conclusively” 
indicates the presence of forced labor as the basis for issuing 
a WRO. To illustrate one way this might happen, consid-
er the fact that the U.S. Department of Labor produces 

forced-labor lists pursuant to a statutory requirement and 
an executive order. This information does not necessarily 
constitute sufficient information to “reasonably indicate” use 
of forced labor by a particular exporter, but if the detail is 
sufficient to show broad implication of multiple exporters in 
a particular locale, CBP may use this information produced 
by the department as the basis for a WRO or as a starting 
point to gather additional information from other sources.

Once a WRO is issued, the U.S. importer faces a very 
difficult challenge having it removed. Effectively, the burden 
shifts to the U.S. importer to demonstrate that its imported 
commodities were not manufactured (in whole or in part) 
by forced labor. Keep in mind that forced labor need only 
contribute to the production of the imported product. If 
a component of a product qualifies for this designation, 
the entire product is tainted. The fact that partial (includ-
ing indirect) use of forced labor is sufficient to invoke the 
ban makes it all the more difficult to demonstrate to the 
contrary. For instance, if a manufacturer of a raw material 
uses forced labor, then sells the raw material to an exporting 
chemical manufacturer, the importer of the chemical manu-
facturer’s product is subject to the ban based upon the  
practices of the raw material manufacturer. Even if the 
chemical manufacturer could demonstrate that the offending 
raw material supplier is one of several such suppliers, the 
WRO would remain in place unless the importer could pro-
duce credible evidence that the imported product did not 
contain the tainted raw material. Establishing evidence as 
“credible” would be very difficult under the circumstances.

The evidence required to establish forced-labor involvement with an 
import transaction has been significantly relaxed, so much so that a 

growing number of situations are giving rise to a presumption of forced- 
labor involvement, without specific details.”
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In addition, the importer might also face a penalty 
assertion from CBP based upon the importer’s obligation to 
exercise “reasonable care.” Since “reasonable care” is an affir-
mative obligation, CBP requires an affirmative showing that 
it was exercised in the context of each import transaction. 
This penalty process, if initiated by CBP, will typically begin 
with an inquiry by CBP requesting the importer identify 
each of the following:

• reliable measures taken by the importer to ensure im-
ported commodities are not produced wholly or in part 
with forced labor;

• reliable procedures to ensure the importer is not im-
porting goods in violation of the ban;

• rulings that the importer has obtained from CBP 
regarding the admissibility of its imported commodities 
with respect to the ban; and

• reliable procedures to ensure that the importer followed 
the ruling and brought it to CBP’s attention.

By conducting this inquiry, CBP is setting the stage to 
not only seize the tainted goods as contraband, but also to 
potentially assess additional penalties against the importer 
for not having adequate controls.

TAKE ACTION NOW
Given the rapid pace at which enforcement of the forced- 
labor ban is accelerating, every importer should make sure 
that appropriate controls are in place to avoid purchasing 
tainted commodities and that documentation is at the ready 
for submittal to CBP, should it inquire. The time afforded 
by CBP to respond to a pending issuance of a WRO or a 
controls inquiry is extremely short. Once initiated, time will 
likely be insufficient for the importer to create this type of 
documentation. 

Eggenschwiler is an international trade attorney  
and director of Global Trade for Redstone Group LLC.  
He can be reached at 614-923-7472 or  
jeggenschwiler@redstonegrp.com.

International Insight

ILMA Industry Directory: 
Your Comprehensive Guide 
to the Lubricants Industry
The ILMA Industry Directory will 
include these new features:

• A special overview of the global 
lubricants industry for 2018. 

• Relevant industry articles.

The Directory will also continue to provide listings of 

ILMA members’ products and personnel, along with 

contact information.

ILMA Key Representatives: Look for your copy of 

the ILMA Industry Directory in the mail in early April. 

Additional copies will be available for purchase by 

ILMA members only at www.ilma.org.
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Your label on the outside is a promise of quality on the inside. So we 
make absolutely sure that the lubricants on the inside deliver on that 
promise. You can count on CHS to stand by you every step of the way.

To get started call 1-800-852-8186,  
or visit chsinc.com/privatelabel.

© 2017 CHS Inc.

Formulation
Comprehensive, state-of-the-art 

laboratories to assure  
quality lubricants that  

meet your exact  
specifications.

Blending
Custom blending or  

OEM factory formulations. 
Quality lubricants to fit  

your requirements.

Design
Technical and creative 

expertise o�ering custom 
packaging for any size.  

Support
Knowledge, expertise  

and guidance, with over  
100 years industry experience.
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US Base Oils Market Balanced in Q1 2018
By Eva Molina
The U.S. base oils market has remained balanced in 
the first quarter of 2018. U.S. base oils producers moved 
to clear their surplus supplies in the export market in 
December through February to counter expectations for 
seasonally slower domestic demand.

More than 140,000 tons of base oils from the U.S. moved 
to India and the Mideast Gulf between December and 
February. Most of the exported supplies were Group II mid- 
and heavy-viscosity grades from the U.S. Gulf Coast. 

This move to clear surplus supplies in the export market 
has kept the domestic market balanced in early 2018. Sur-
plus supplies typically build during the first two months of 
the year amid seasonally weaker demand.

Limited supplies combined with higher crude and feed-
stocks prices prompted all base oils producers to raise their 
prices in January. The sharp rise in feedstocks prices since 
October prompted a few more Group II producers to raise 
their posted prices for the second time in a month. These 
Group II producers had raised their postings by 27 to 38 
cents per gallon by early February. 
HIGH FEEDSTOCK COSTS SQUEEZE MARGINS
Crude and vacuum gasoil (VGO) prices increased in January 
to their highest levels since late 2014. They remained at 
those levels in early February. Prices for low-sulfur VGO in 
the U.S. Gulf Coast have increased by 40 cents per gallon 
since early October, when Group II posted prices increased. 
WTI and Brent crude prices have also increased between 
31 and 35 cents per gallon during the same period. These 
elevated feedstock prices have pressured base oils margins.

U.S. base oils margins fell in early February to their lowest 
levels in almost a year. The Argus domestic U.S. Group 
II N100 premium to four-week-average VGO prices fell 
to 40 cents per gallon, its lowest level since early March 
2017. The Argus domestic U.S. Group II N100 premium 
to four-week-average diesel prices dropped to 29 cents per 
gallon. This was also its lowest level since early March 2017.

The round of base oil price increases in January prompted 
several independent and major lubricant blenders to raise 

prices for their finished products. Most domestic blenders 
raised their prices with effective dates in February and March.

This series of base oil price increases, combined with a 
round of additive price increases, shortened the usual lag 
time between feedstock and lubricant price increases. The 
previous round of lubricant price increases announced in 
October and November did not reflect higher additive costs. 
Lubricant additive manufacturers have announced price 
increases of 5–7 percent that took effect between December 
2017 and February 2018.

Domestic blenders saw a pickup in orders for finished 
products in January as customers sought to secure supplies 
before the price increases took effect in February. The stron-
ger-than-usual domestic demand for base oils and increased 
orders for finished products have signaled a possible earlier 
start to the spring buying season, which typically begins  
in March. 

Buyers’ anticipation of higher base oils prices amid firmer 
crude prices prompted some blenders to secure supplies in 
January in an effort to get ahead of any further price increas-
es. Mexican demand also rose in the second half of January. 
The weaker U.S. dollar relative to the Mexican peso also 
spurred an increase in Mexican demand for U.S. supplies.

The second round of base oils price increases is likely to 
help the recent finished lubricant price increases to stick. 
The remaining lubricant price increases take effect in March. 
But finished products’ margins remained under pressure 
because these lubricant price increases have not accounted 
for the second round of base oils price increases. 
SURGE IN EXPORTS CLEARS GROUP II SURPLUS
Group II supplies are limited after a large volume of surplus 
supplies was cleared in the export market in December 
through February.

More Group II supplies moved from the U.S. Gulf and 
Pacific coasts to India and the Mideast Gulf in February. 
More than 40,000 tons of mostly Group II N220 and N600 
grades from the U.S. were lined up to load onto vessels 
before moving to India and the Mideast Gulf throughout 
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February. Most of these supplies were sold to trading firms 
in December and January. This large volume follows the 
shipment of more than 100,000 tons of mostly Group II 
supplies to this region in December and January.

A major U.S. Gulf Coast producer did not have any spot 
Group II supplies available in February. The producer had 
sold in December and early January most of its spot supplies 
through February.

Some of the other major Group II producers will have 
spot cargo volumes available for export in March.

Group I prices also firmed ahead of planned maintenance 
at a major refinery starting in mid-February. The mainte-
nance involves the refinery’s sole crude unit. It is expected to 
last between six and seven weeks. The producer had limited 
surplus supplies available on a spot basis in the months 
before the maintenance began. 

Only one major producer had cargo volumes of its heavy 
neutrals and bright stock available for export in December 
through February. These supplies were swiftly cleared in the 
export market.

All Group I producers raised their solvent neutrals prices 
by 15 cents per gallon in January. But bright stock posted 
prices remain unchanged. Weaker demand for the Group I 
heavy-grade and access to lower-priced alternative products 
kept pressure on bright stock prices. 

MAINTENANCE CURBS GROUP III SUPPLIES
Group III prices also rose in early February to their highest 
levels since May 2017 amid a heavy round of refinery mainte-
nance. All U.S. Group III suppliers raised their prices between 
10 and 24 cents per gallon in late January and early February. 

Supplies of fully and semi-approved Group III base oils 
are balanced. A round of Group III refinery maintenance in 
Asia-Pacific and the Mideast Gulf in the first few months 
of the year has curbed the availability of fully approved 
supplies. Some suppliers have sufficient volumes in storage 
tanks in the U.S. to cover their commitments in the Amer-
icas during the maintenance period, but additional supplies 
of fully approved Group III remain limited. 

Some unapproved Group III supplies of U.S. and Russian 
origin have remained available on a spot basis, but prices for 
these supplies also increased in January. 

More unapproved Group III supplies from a Mideast Gulf 
refinery began to arrive in the U.S. in late February. This 
facility produces fully and unapproved Group III base oils. 
Regular shipments of unapproved Group III supplies from 
this refinery will continue to move to the Americas this year. 

Molina is the editor of Argus Americas Base Oils.  
She can be reached at 713-360-7560 or  
eva.molina@argusmedia.com.
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Joint ventures between lubricant manufacturers and other 
companies — both within and outside the lubricant 
and grease industry — are one way that manufacturers 

    can successfully create new products or pursue oppor- 
tunities for growth. At the same time, manufacturers can 
potentially cut operating costs and save money on an 
undertaking, as the work and associated costs are divided 
between multiple parties.

Which joint venture is best  
for success?
Jeffrey Leiter, general counsel to ILMA, divides joint ven-
tures into two main types: what he calls “contractual joint 
ventures” and “entity joint ventures.” Contractual joint 

ventures involve two parties that agree to work together on a 
contract basis. 

“Basically, you have two parties that are going to work 
together. Company A and Company B are going to do a 
joint venture to supply Customer C,” said Leiter. “They do 
that through contractual arrangements. A simple example 
that happens in the lubricants industry is when Company A 
is going to provide the materials and Company B is going to 
do the blending.”

Between those two types of joint ventures, “it’s easier to 
create a contractual joint venture,” Leiter explained. “Typically, 
the contractual joint venture would be used for businesses 
looking to obtain manufacturing capabilities, as well as a 
distribution agreement. The parties negotiate the terms of 
the arrangement and agree on operational issues: who is 
going to do what, where will the materials come from, pay-
ment, etc. Oftentimes you might include governance terms; 
for example, who gets to call the shots on certain things. 

By Jim Moul

Is a Joint Venture the Answer?
The opportunities and risks of joining forces
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Because it’s a contract, contract-law principles — state-level 
laws — would then be used to resolve any disputes.”

Entity joint ventures go beyond simply agreeing to join 
capabilities. “The parties will actually create a new legal enti-
ty,” Leiter said. “The idea is that the new legal entity is going 
to operate separately — or is at least capable of operating 
independently — of its owners. The entity can sue, and can 
be sued, in its own name, which is an important distinction 
to recognize.” 

Rather than two companies joining forces, an entity joint 
venture creates just that: a new business entity that can op-
erate on its own, either for a specific project or an ongoing 
business goal.

“The different participants in an entity joint venture will 
hold their investments in the entity, and they have ownership 
interests,” Leiter continued. “The owners of the joint venture 
will come up with various corporate agreements to determine 
profits attributable to each party, various governance issues … 

[and] importantly, liquidation rights. At different times over, 
let’s say, the next 10 years, one side or the other can come in 
and offer to buy everybody out. There are various provisions 
like that, called liquidation options, that might be there.”

It sounds like a JV, looks like a JV 
and acts like a JV, but is it a JV?
It is important to note that a joint venture does not accom-
plish the same thing as a partnership agreement, a limited 
liability company (LLC), a consortium, a merger or any 
other sort of multiple-business arrangement.

“The distinction in the common lexicon can be tenu-
ous,” admitted Mandy Patterson, vice president of Owner 
Resource Group in Austin, Texas. “I would view a joint 
venture as a new entity with attendant revenues and expens-
es, governed by a partnership agreement, formed by two 
or more companies for a specific endeavor. A consortium 
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would be a group of companies agreeing, by contract, to 
certain mutually beneficial obligations or behaviors in pur-
suit of a common goal.” Consortiums do not create a new 
entity in the way that a joint venture might, depending on 
the arrangement, so a consortium can be thought of as a less 
strict and structured arrangement than a joint venture.

 “A joint venture is typically more concretely associated 
with a specific pursuit of revenue, whereas a consortium could 
feasibly be used to pursue ‘softer’ goals,” Patterson continued. 
“Both, of course, stop well short of a merger or acquisition, 
[which] would be a full joining of all business activities and 
the merging companies’ finances and ownership.”

What are the opportunities  
and benefits?
The prominent benefit to glean from a joint venture  
comes from two businesses being able to join together in 
pursuit of a goal while still retaining their normal business 
activities outside of the joint venture. Leiter explains that 
“when you look at it from the ILMA member’s perspective, 
a contractual joint venture has the least impact on the 
member’s existing operation. Effectively, contractual joint 
ventures are extensions of what ILMA-member companies 
are already doing.”

“At the end of the day, within contractual joint ventures, the 
parties involved typically retain all ownership and control of 
their assets,” he continued. “To the extent that they collaborate 
and create a new product or service, they can contractually 

agree on allocation and ownership without any specific need to 
account for their relative contribution of capital or assets.”

Another benefit of participating in a joint venture is that 
it simply makes good business sense. 

“A joint venture makes the most sense,” explained Patter-
son, “when it would be too costly to undertake the project 
on one’s own. For example, if a desired new market is 
halfway around the world or if a new product would require 
tremendous amounts of capital expenditure.”

Even smaller companies can find success participating in 
a joint venture. “I’m not sure that size matters,” Leiter men-
tioned. “The important thing is — particularly if you have 
someone who has a relatively small industry footprint, and 
they’re thinking of joining with someone large to help them 
in a joint venture capacity — you’re going to want a non-
compete, an exclusivity agreement so that there’s some leveling 
of the playing field. I know some ILMA members that have 
specialty products and they’re small, and by partnering with 
some of the larger ILMA members, they have not only been 
able to hold their own within the industry, but they have 
been able to reach greater heights much quicker.”

“A joint venture makes the most 
sense when it would be too costly to 
undertake the project on one’s own.” 
— Mandy Patterson

There are corrosion inhibitors.  

And then there’s Elco 461
®
,  

uniquely balanced to produce 

superior corrosion protection to 

yellow metals. It’s also incredibly 

versatile, and can be  

incorporated into virtually any 

base oil or grease for superior 

performance.

 www.elcocorp.com   ©2018 The Elco Corporation

Want to know more?
We thought so. 
1-800-321-0467

THE D I FFERENCE
IS CHEM ISTRY.™

™

Superior 
protection.  
Superior  
performance.  

Chemistry wins 
again.

ELCO 461® 

CORROSION 

INHIBITOR

Scan for more 
information on 

 Elco 461®.

ELCO 461®                    COMPETITOR A             COMPETITOR B            COMPETITOR C



23

Offshore opportunities are also quite feasible, as joint  
ventures can occur between companies based anywhere 
in the world. “The joint venture is certainly a common 
arrangement for ILMA members doing business offshore — 
they will work with a company from England or Germany 
to sell a product,” Leiter said. “I can think of plenty exam-
ples where U.S.-based ILMA members have gotten into 
joint ventures with European partners and done especially 
well as a result.”

Is it worth the risk?
Like almost any business strategy, entering into a joint 
venture comes with some measure of risk. It is important to 
keep in mind that joint ventures can experience the same 
pitfalls that any company could experience entirely on its 
own, but there are steps to take that can moderate that risk.

“Run down the list of different kinds of risk,” Leiter rec-
ommends to any ILMA member considering entering into 
a joint venture agreement. “Then, my question becomes: 
Are those risks manageable? Can I transfer the risk to some 
third party, like insurance? Are there other things I can do to 
mitigate the risk?”

Product liability is one area to consider if a joint venture 
is created specifically to produce a new product. “You’re 
selling some particular kind of lubricant that goes into man-
ufacturing equipment; that piece of equipment might cost 
$5 million,” Leiter said by way of example. “If that lubri-
cant fails, and the equipment fails and has to be replaced or 
repaired, who picks up the tab?”

Similarly, product loss is a risk in most manufacturing- 
based joint ventures. “I put 100,000 gallons of a compo-
nent into your facility which later burns down,” Leiter said. 
“Is there insurance for that? Typically, one of the parties 
involved should show that they have insurance to cover 
product-loss risk when establishing the joint venture before 
this type of scenario occurs.”

There’s also the issue of risk to intellectual property. 
“Company A might tell Company B they have developed 
something really neat, and they agree to establish some type 
of joint venture to sell that really neat product all around 
the country,” Leiter explained. “And it turns out you’ve ap-
propriated someone’s formula. Again, the question becomes: 
Can I manage the risk through insurance or some other 
mechanism?”

Even with these risks in mind, Leiter says, joint ventures 
are worth it.

“To the extent that joint ventures are common within the 
lubricants industry, the ILMA members I’ve worked with 
have found the practice is worth it,” he said. “Given the 
number of these arrangements alone, it would be safe to say 

they make sound business sense. You recognize, especially 
on the contractual side, that it’s just that — an agreement.” 

Leiter recommends that any ILMA member company 
“speak with counsel to totally understand the various ins 
and outs of their proposed joint venture. My bottom line: 
These things work — just always make sure you know what 
the strategy is in case you have to get out. Always have an 
exit strategy in mind.”

Joint ventures will continue to offer lubricant manu-
facturers a low-risk and cost-effective way to produce a 
product that isn’t feasible to produce alone, or to embark on 
a research-and-development endeavor that simply wouldn’t 
be possible without the help of another company. Those 
benefits are just the beginning, though. 

“Joint ventures, if well-planned and well-structured,” Pat-
terson confirmed, “can be an excellent way to gain access to 
new markets or distribution channels; expand your offerings; 
utilize talent outside of your organization; reduce procure-
ment or capital expenditure costs; or share the risks and 
benefits of research and development, just to name a few.”

Moul is a freelance writer based on the East Coast. He can be reached at 
717-451-1301 or mouljames@gmail.com.

“To the extent that joint ventures are 
common within the lubricants industry, 
the ILMA members I’ve worked with 
have found the practice is worth it.”  
— Jeff Leiter
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Efficiency, flexibility and accountability are cornerstones 
of good warehousing. Achieving these standards while 
controlling costs is the challenge faced by nearly every 

manufacturing member of the ILMA. Many of them have 
found answers, but they’ve done it in different ways. Here’s 
a sampling of how ILMA manufacturers are handling the lo-
gistics of getting products from the factory to the customer.

Just-about-in-time warehousing
“We run a just-about-in-time inventory,” said Kyle Enslow, 
purchasing and information technology (IT) manager for 
QualiChem in Salem, Virginia.

QualiChem, which makes water treatment and metal-
working chemicals for the aerospace, medical and automotive 
industries, runs on a four-day schedule. “Four days from the 
time of the order to shipping order,” Enslow said.

“We utilize our suppliers. We negotiate and sign contracts 
with our suppliers to supply raw materials within a two- to 
three-day time period. Materials go directly to the plant. 
We have a large plant that houses raw materials and finished 
goods.”

After the products are manufactured, they are moved di-
rectly to distributors. “Ninety-nine percent of our products 
we sell immediately to a distributor that warehouses prod-
ucts and then sells them to end users,” Enslow said.

This doubles the amount of manufacturing that Quali-
Chem is able to do, he estimates. “Because we don’t carry 
nearly as much inventory as we would if we didn’t have these 
relationships, we are able to utilize our space for manufac-
turing, which is our primary business.”

The key to this kind of operation is a robust enterprise 
resource planning system, or ERP, that is customized to 
monitor inventory closely. “We run a report daily that shows 
us basically what we need to purchase in order to manufac-
ture for the next two or three days,” Enslow explained.

The company relies on a Datacor ERP product called 
Chempax, which is business management software for the 
chemical industry. QualiChem purchased the basic software 
15 years ago and has been steadily updating and customiz-
ing it. The software provides a complete package — it tracks 
purchasing, manufacturing, distribution and billing.

Does QualiChem ever consider doing things differently? 
Not at this point, Enslow said. “If we had to warehouse, we 
would have container upon container loads. Some larger 
companies might want that control, but this works best to 
us. Anytime we can use someone else’s warehouse and some-
one else’s money, it is a good thing.”

QualiChem does utilize barcoding for location but has 
rejected radio frequency identification (RFID) tags. “We’re 
just not large. There is no reason to track when products 
move from one end of the plant to the other,” Enslow said.

And robots, the next big thing in logistics, aren’t coming 
to QualiChem anytime soon, either. “Everything is done 
with fork trucks. We aren’t even considering anything else. If 
our business were 100 times bigger than it is, we might. But 
right now, two men and a truck is fine,” Enslow said.

Where’s Your Inventory?
Smarter warehousing  

can pay off By Jennie Phipps
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Keeping those trucks rolling
Total Specialties USA’s oil and lubricants division, which is 
based in Linden, New Jersey, bills itself as the fourth largest 
company in the lubricants market, but Supply Chain Manager 
Luis Meneses says the company has only three major ware-
houses. In part, that is because third-party blenders make 80 
percent of the product, he said. “We provide the formulas.”

Total’s warehouses are basic, he said. “Palletizing, staging, 
storage. We separate some products from others so they 
don’t intermingle.”

How does the company store and move goods? Using 
containers loaded on trucks, trains and ships. “We try  
to take advantage of intermodal [freight transport], but  
capacity is tight,” Meneses said. “The economy is strong,  

so everybody is shipping full time. We just came off hur-
ricane season, and that affected capacity in Houston and 
Florida, so we have to divert and make even more usage  
of intermodal.”

Good tank truck drivers can be hard to find, he adds. 
A lot of the best drivers are those with 20 or 30 years of 
experience, and they are looking at retirement. That pool of 
experienced drivers isn’t being replaced, Meneses said. “On 
top of that you add the mandates by the government, and 
together they put a lot of pressure on capacity. Limits on 
driver service hours is a big one. This affects us across the 
board not only for domestic shipments, but also shipments 
into the port.”

When there is a warehouse involved, it had better be 
driver-friendly, Meneses said. “If the driver comes into a 
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warehouse and it doesn’t have basic needs — a driver room, 
for instance — that also affects capacity.”

Efficient scheduling is key. “A driver needs to be able to 
deliver one load and pick up another immediately. We need 
to make sure that drivers are in and out within two hours. If 
you hold drivers up longer than that, it affects their hours of 
service and pay, and that hits their bottom line.”

What is going to make a difference down the road?

“Tesla is a fascinating story,” Meneses said. “It has come 
up with an electric truck that is going to revolutionize the 
market. Tesla’s electric trucks are not only going to be able to 
take an 80,000-pound payload, but also go from zero to 60 
mph in 5 seconds. That is just huge.”

He says some trucking companies have already placed 
their orders for electric trucks. That is going to help the 
market, shippers and carriers because it will affect companies’ 

 The ‘Amazon Effect’ on Logistics
Technology is continually changing 
businesses practices around the world. 
Everything is faster and more efficient 
and, hopefully, more effective. The 
one company that has led the charge 
is Amazon, which has undoubted-
ly transformed the way business is 
conducted in the global economy. 
Consumers are increasingly flocking to 
digital shopping outlets to buy products 
rather than hopping down to tangible, 
brick-and-mortar retail stores. And 
it doesn’t stop there. This ongoing 
transition into a more tech-oriented 

world — now more commonly known 
as the “Amazon Effect” — is disrupting 
almost any industry you could think of, 
including lubricants.

One area within the lubricants 
industry that has seen major changes 
resulting from the “Amazon Effect” is 
shipping, particularly trucking. More 
online orders means more drivers 
are needed to deliver those items. 
According to a 2012 American Truckers 
Associations (ATA) prediction, the total 
population of U.S. trucks will increase 
26 percent by 2023. On top of that, the 

“A lot of the best drivers are those with 20 or 30 years of experience, and they 
are looking at retirement.”
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diesel costs. “If you don’t have to spend on diesel, that is 
attractive,” he said.

Meneses thinks it will be a while before this scenario 
becomes reality, though.

“The equipment is there. It has to be tested. But is society 
and the legislation ready for it? I think there has to be a ton 
more work to get this in motion,” he said. “But the future is 
going to be electric.”

What he believes will come sooner is increased speed 
to market, driven by data analysis. “You have to be fast to 
anticipate sales and push sales,” he said. “That requires a 
fast system and analytical data that tells you who is buying 
what and where, and what and when that customer will buy 
again. … The warehouse is just a piece of it. The entire sup-
ply chain has to be able to maximize warehouse resources.”

Making warehouses a profit 
center
For the last eight years, Amtecol, a Richmond, California, manu-
facturer of high-end lubricants, has been making its warehousing 
operation pay off, says Production Manager Peter Nguyen.

It has done this by establishing two Amtecol wholesaling 
affiliates — one in Paramount, California, and another in 
Phoenix. These two businesses, operating as USAS LLC, 
have their own sales and marketing teams and are run inde-
pendently. They sell not only premium Amtecol products, 
but also lower-priced lubricants to customers mostly in 
Utah, California and Arizona.

“It allows us to capture all sorts of markets,” Nguyen said. 
“Some shops only want brand names, and some don’t. This 
way we can provide whatever they want.”

Nguyen says the warehousing business in Paramount 
came first. “It was successful, so we expanded.”

The independent structure allows Amtecol to keep its dis-
tance from competitors but still profit from customers who 
want a product that is less expensive than Amtecol’s own. 
Nguyen said that together, the two businesses are worth 
about $10 million a year to Amtecol.

Nguyen believes that Amtecol’s warehousing operations 
aren’t particularly unusual. “I believe it is fairly common, 
but companies just don’t come out and say it.”

What comes next?
Increased open-mindedness about adopting modern 
warehousing techniques might be good for the lubricants 
industry, according to Shimon Nof, a professor of industrial 
engineering at Purdue University. 

“We are working with companies in the Midwest that are 
using traditional warehousing techniques and wasting time 
and money because they are disorganized in the warehouse,” 
Nof said. “If they used better techniques, they would be able 
to save both in spending and in time.”

Department of Transportation’s Feder-
al Highway Administration predicted 
a 44 percent rise in long-haul trucking 
tonnage from 2007–40. That’s not the 
only positive; let’s consider how, by 
extension, trucking employment is 
changing as well.

Because of the inability of global-
ization and automation to overtake 
trucking (thus far), truck drivers are 
increasingly in high demand. The 
economy still depends largely on truck 
drivers to keep supply chains flowing. 
According to the U.S. Bureau of Labor 
Statistics, truck driver employment is 
projected to rise about 6 percent from 

2016 to 2026, with potential further 
increases because of drivers retiring  in 
the coming years.

Another aspect of the shipping pro-
cess that Amazon has prompted is the 
creation of more fulfillment centers 
and warehouses, lessening the cost 
of shipping altogether, but especial-
ly locally. Deliveries are requiring 
less mileage, and to the benefit of 
customers, packages are arriving 
earlier. On top of that, more fulfillment 
centers and warehouses have enabled 
Amazon to offer free or inexpensive 
shipping, something not every  
e-commerce outlet can afford.

So, while Amazon has been the one 
company to revolutionize the way 
shipping and fulfillment are managed 
logistically, it certainly isn’t the only 
company that has benefited from 
adaptation. For ILMA members, it’s 
one thing to understand the extent 
of e-commerce, but it’s another to be 
ahead of the game in the lubricants 
industry, which holds a great potential 
to benefit from these advancements in 
business. The ultimate lesson is to con-
tinue giving your customers more of 
what they want: affordability, quality 
and efficiency in the digital age. Plan 
your strategies accordingly.

“The robots will work side by side with 
humans, and they are fairly inexpen-
sive and easy to justify.” — Shimon Nof, 
professor of industrial engineering, 
Purdue University
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He recommends a “holistic approach” to warehousing: 
“Intelligent loading and optimized routing.”

He also thinks robotic trucking isn’t too far away. “Ro-
botic loading and unloading is already here. The robots will 
work side by side with humans, and they are fairly inexpen-
sive and easy to justify,” Nof said. “The only thing that is 
stopping autonomous trucks is social. It could take 30 years 
to put the regulations in place.”

In the meantime, Sean O’Donnell, president of Datacor, 
which devised and sells Chempax, believes that moving data 
management closer to the warehouse could increase produc-
tivity for the lubricants industry.

“If you put the data collection in the warehouse, prod-
ucts can be barcoded, scanned and the inventory updated 
without a delay,” he said. “If the stuff comes in on Monday, 
the paper reaches the offices by Tuesday and it isn’t touched 
until Friday, that delay can cause inaccuracies.”

Barcoding is just coming to some lubricant companies 
now because the cost has plummeted, O’Donnell said.  

“It used to be that it was very expensive to buy the barcode 
readers and to create a network that didn’t have dead spots. 
Now it is cheap to put Wi-Fi in your warehouse, and that 
has increased adoption.”

He particularly likes the idea of integrating a barcode 
reader into the forklift, so the driver knows immediately 
where the product being moved is located. And O’Donnell 
thinks the idea of using technology to invoice automatically 
once a load leaves the truck makes a lot of sense, although 
he said he doesn’t know of any lubricant company that is 
doing it.

But in the end, he said, it all comes down to volume and 
resources. “Lots of ILMA members only have a couple of 
guys in the warehouse, so the investment in technologies is 
way higher than the savings they are going to get by reduc-
ing manpower. You can’t fire one guy, because the other guy 
is going to be sick and go on vacation.” 

Phipps is a veteran business journalist based in Michigan.
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Marketing agencies have become 
a commodity, and with so 
many people starting agencies 

in the past 10 years, it can be difficult 
to find the one that fits your com-
pany. Most of these fresh marketing 
agencies have zero experience in the 
manufacturing and industrial indus-
tries. Although these agencies might be 
equipped to handle other businesses, a 
one-size-fits-all method does not work 
for the manufacturing industry. Mainly, 
the issue is in their tendency to miss 
a lot of the key points that are most 
important to original equipment man-
ufacturers (OEMs) because the agencies 
don’t understand their target demo-
graphic. These marketing mistakes tend 
to arise because the agency has sold you 
on the false idea that marketing is mar-
keting no matter who it involves. This 
couldn’t be further from the truth. Be-
low are two examples that I experienced 
firsthand with clients that suffered from 
choosing the wrong agency.

Case study 1
A plastics company was looking to do 
some advertising to increase traffic to its 
site. Personnel searched Google for local 
advertising agencies in their city and, 
after speaking with a few, made their 
decision and moved forward. The  

agency they chose advised them that 
Google AdWords would be the best 
strategy and that agency staffers were 
experts in it. After five months of 
advertising and a total of $15,550 spent, 
between pay-per-click (PPC) costs and 
management fees from the agency, the 
company canceled the program for lack 
of results. When questioning the agency 
about the poor performance, the agency 
responded by saying, “We need more 
time to continue testing out the target 
demographic’s behavior and optimize 
the campaigns.” The issue with the 
campaigns was occurring because the 
target demographic was not turning to 
a “Google Search” for suppliers in their 
category. The traffic the company was 
getting was mainly inventors, while their 
target demographic was Fortune 500 
companies. Had the agency been more 
experienced in the manufacturing mar-
keting, this could have been avoided.

Case study 2
A contract manufacturing compa-
ny successfully completed a website 
overhaul with a local marketing agency. 
After 12 months of search engine opti-
mization (SEO) maintenance, the com-
pany wasn’t excited with its keyword 
position improvements and didn’t see 
much of a traffic increase from the pre-

vious 12 months. So far, it had $18,225 
invested into the SEO maintenance 
and decided to not renew its contract. 
The company lost hope in SEO and 
said it didn’t work for the business. 
Some time later, upon completing an 
SEO and website audit, it was found 
that there were numerous “red flag” 
issues with the website and none of its 
pages were optimized for the correct 
theme and phrases for the business. The 
company had decent position rankings, 
but they were for search terms that had 
little to no monthly search volume. The 
agency didn’t fully understand what the 
company’s manufacturing service was 
and couldn’t figure out other relevant 
themes and phrases. 

It also didn’t help that the agency was 
focusing on backlinks instead of creat-
ing new content. Google has made it 
clear over the past 12–18 months that 
content is important and rewards com-
panies that produce new content with 
higher rankings. The $18,225 previous-
ly spent was lost because all of the pages 
needed to be optimized for the correct 
themes/keywords and all website errors 
fixed. To get the website back on track, 
it cost the company another $5,500. Its 
SEO maintenance is now in full swing 
and organic traffic is up 647 percent 
from the previous 12 months.

Speaking Your Language
How to choose a marketing partner

By Kyle Milan
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To avoid the mistakes made above, 
below are five crucial steps to identify-
ing an experienced marketing agency 
for your manufacturing company.

Finding the right  
marketing firm
When searching for the right mar-
keting firm, first consider how much 
experience the firm has, not only in 
working with manufacturing compa-
nies, but also its actual manufacturing 
industry experience. Finding an agen-
cy that specializes in manufacturing is 
vitally important when thinking about 
your marketing needs.

Agencies that handle various busi-
nesses typically create campaigns and 
strategies that aren’t effective in the 
manufacturing and industrial indus-
tries. These strategies lead to wasted 
time and money while the agencies 
figure out your company’s needs.  
Often this hinders you, the client,  
tremendously, the relationship dis-
solves and then you have to go back  
to the drawing board.

You want to look for people with 
experience in what you do. This 
doesn’t necessarily mean that if you’re 
a plastics company you must look for 
people who specifically work in plas-
tics, but you should look for an agency 
that only works in the manufacturing 
industry from a marketing standpoint. 
Preferably, the CEO, the key officials 
and the employees will have experi-
ence in this niche. 

What capabilities does the 
marketing agency have?
There are several questions you should 
ask when selecting an agency: Does this 
marketing agency just concentrate on 
one type of marketing? Does it do web 
design, content marketing and social 
media management? Does it specialize 
in LinkedIn marketing or just Facebook 
and Twitter? Asking these initial ques-
tions helps you narrow down which 
agency will work for you.

Something important to keep in mind 
is that social media management will 
only be effective for your manufactur-
ing company if the agency specializes 
in LinkedIn. Facebook and Twitter 
aren’t effective for reaching your target 
demographic. Where is the attention 
of your target demographic? Where are 
engineers, purchasers and operators at 
these OEMs? Where are they spending 
time online? It’s not necessarily Face-
book. They’re usually on Facebook, but 
not for business. Where are they from a 
business position? They’re on LinkedIn, 
because it produces the best return on 
investment (ROI) for manufacturers.

Think about it this way. The capabili-
ties of the marketing agency you choose 
are extremely important, because you 
don’t want to use two to four different 
suppliers — you want one. Manufac-
turing companies try to get business 
from OEMs by offering a value propo-
sition that they can be a single source. 
A single source is a one-stop shop that 
can handle all your needs. 

Ideally, in the same way, one mar-
keting agency can help you develop 
your brand, modify your brand and 
keep your brand consistent across all 
platforms. That’s what you want — a 
uniform brand — and the best way to 
achieve that is with one agency that 
understands and supports your brand. 
Whether it’s web, search engine optimi-
zation, online presence, search engine 
management, trade show displays, 
graphics, pitches, decks or print collat-
eral, you want one marketing agency to 
cover all aspects or be willing to expand 
into those areas.

Choosing your marketing 
partner
The next step in choosing a marketing 
partner is to look at examples of its 
work, talk to existing and previous 
clients, and ask for references. If you’re 
looking for web design, evaluate how 
the firm has designed its own sites. Are 
the designs outdated center column 

stacks with unused real estate on the 
left and right sides, or are they full-
width? Full-width web design has been 
the standard since 2014, and yet many 
new websites are still being developed 
in the old style. This is a complete 
waste of time and money.

Also look at the agency’s graphics, 
the campaigns it runs and whether 
it focuses on LinkedIn or social with 
LinkedIn. Look at its own LinkedIn 
efforts, at how many connections it 
has, how much content it produces 
and its engagement. Past examples 
of its work will help you decide if it 
matches your style; not every agency is 
going to be in sync with your aesthet-
ic. Creativity is 100 percent subjective 
to the person viewing it. Keep in mind 
that marketing agencies don’t have to-
tal control over creative output. If the 
client wants something a certain way 
and the marketing agency disagrees, 
the marketing agency can fight it, 
but at the end of the day it is not the 
agency’s company or website, and the 
agency has to do what the client asks.

Most importantly, utilize data — 
it doesn’t lie. Everything should be 
data-driven, especially decisions about 
how to adjust campaigns and tactics. 
Ask for data, stats, graphs and charts 
that can actually show the marketing 
agency is an expert. If you don’t get 
enough information from the agency, 
then speak to existing clients. Ask 
them about the process, how efficient 
it is, how smooth it is, whether the 
agency is responsive and how the 
clients feel about working with that 
specific agency.

Remember, the opinion of your 
target demographic matters, and you 
need to divert your creative control 
over to the agency. If the agency works 
in manufacturing, then it knows what 
works and doesn’t work. Just because 
you enjoy reading industry magazines 
doesn’t mean your target demograph-
ic does, and therefore you shouldn’t 
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spend your money on advertising in 
such magazines.

If the agency has enough depth, it 
can evolve and adjust based on the 
specific capabilities of the manufac-
turing company so it can effectively 
market to the target demographic. If 
the agency doesn’t have experience in 
manufacturing, go back to step one 
and find another agency. Look at as 
much of its work as possible and deter-
mine if it serves your specific niche.

Is size important?
When assessing whom to work with, 
you basically have three options in terms 
of size: an agency, a single-man opera-
tion or a freelancer. You’re not going to 
want to go with a freelancer because he 
or she isn’t going to be able to handle 
all of your needs. A single-man agency 
will more than likely get bogged down 
and also won’t efficiently handle your 
needs. Instead, look for an agency with 
additional employees — you want an 
agency that is growing.

Determine how big its team is; look 
for an agency that is a balance of big 
enough to handle your growth and 
needs but not too big. Be aware that 
with a 30-person or 60-person agency 
that doesn’t specialize in manufactur-
ing, you’re paying for overhead. On 
top of that, some bigger agencies, while 
the capabilities are there, can leave you 
hanging — a representative could leave 
the agency and you could get stuck 
with a new, inexperienced representa-
tive who doesn’t know your company. 
The people who have the experience 
and know the market should stay in-
volved in the strategies and the creative. 
What you’re buying is their expertise 
and experience; if the person with that 
knowledge walks away once a prospect 
becomes a client, then the agency isn’t 
properly doing what it promised.

Again, ask questions. Does the agen-
cy have the experience to handle your 
growth? Can it evolve and expand with 
you? Can it take over more than just a 

singular project? Can it take over your  
entire marketing process? Talk to the CEO 
and see if the company is looking to grow. 
If it has the ambition to grow and is will-
ing to add resources, then have comfort 
it’ll be able to handle your marketing.

You get what you pay for
Once you’ve gone through the first four 
steps, look at the pricing structure. A 
mistake often made is companies getting 
involved with agencies because their 
budget is low, and they’re looking for the 
cheapest option. They’re spending $500, 
$750 or $1,500 a month across numer-
ous tactics, but at the end of the day you 
get what you pay for, which in that case 
is not much. Marketing is not cheap, so 
when you look at comparative quotes 
and proposals, don’t pick the cheapest. 
Manufacturing companies also say this 
to their target demographic. They don’t 
want OEMs or other businesses they’re 
selling their services to to pick the cheap-
est person. People who make a decision 
based on price are not going to be the 
most devoted customers. When you’re 
choosing your marketing partner, don’t 
go after the cheapest agency, and don’t go 
after the most expensive agency. Make 
sure you’re comparing apples to apples.

Your marketing strategy needs to be 
affordable and effective. Most manu-
facturing companies don’t even have 
budgets for marketing. If a marketing 
agency also works with real estate agents 
or dentists and is saying it can get a lot 
done for $750 a month, it isn’t going to 
be the right fit. An agency that works 
only in manufacturing might cost $2,500 
a month, but take into consideration the 
value and experience it brings to the table.

Commonly, a lot of agencies are 
adding a high volume of clients at a 
lesser cost. They’ll have 125 clients, all 
at $750 a month, but those 125 clients 
are not all getting the attention they 
need to be successful. Manufacturing 
companies need to understand that if 
the marketing is super-cheap, it’s too 
good to be true. They need to look at 

the value that is provided versus the 
cost. Expect to pay for that value, and 
expect to pay a couple thousand dollars 
a month. You can go up to $5,000, 
$7,000 or $10,000 depending on how 
much you’re asking an agency to do. 
Anything under $1,500, which is on 
the very low end, is not going to pro-
duce significant ROI.

You have to take into consideration 
that you’re selling to OEMs or other 
businesses, and it’s expensive. You’re 
looking at contracts that are six or seven 
figures, so it’s not going to cost $20 to 
land a prospect. You’re going to have 
to spend money to land those clients. 
It could cost $500 to $1,000 to land a 
solid prospect, but if that prospect sends 
you a request for quotation (RFQ) and 
you land a project that’s $350,000 or 
$600,000 or $1.2 million, then that’s 
well worth it. Over the first year alone, 
you’ll be able to pay for that ROI.

A small amount of money is not go-
ing to produce quality leads and quality 
people in your pipeline. It might pro-
duce activity, but it’s not going to be 
the right activity, and it’s going to be a 
waste of time and money.

When companies don’t value or 
understand their marketing, they’re 
missing out on opportunities for 
growth. The right agency will not only 
aid you in your growth, but it will also 
understand every aspect of your needs 
and grow with you. Remember to look 
for an agency that not only recogniz-
es the manufacturing space, but also 
has experience working in that space. 
Choosing the right marketing partner 
can seem overwhelming, but if you use 
these steps to aid in your decision, you 
can’t go wrong. 

Milan is CEO of 5 Fold Agency, an industrial 
marketing agency. With 12 years of sales and 
marketing experience in the industrial space, 
Milan designs and executes powerful strategies 
and is known as the ‘go to’ source for all market-
ing strategy and tactics within the industrial and 
manufacturing sectors.
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BUSINESS HUB

How to Handle Toxic Customers
By Piyush Patel

One day, I was shocked to 
find out that one of our 
account representatives was 

being mistreated by a vice president 
of procurement for one of our largest 
enterprise customers. Immediately, I 
sat down with our representative to 
get to the bottom of the situation. She 
explained that she knew the customer 
represented a significant part of our 
revenue. Making that customer upset 
would mean losing that business, so 
she had suffered in silence.

One of our core values at our com-
pany is respect, which I define as: We 
will not tolerate the disrespect of people 
or property. Our customer contact’s 
mistreatment of our employee clearly 
violated our company’s core values. 

I had a decision to make: Do I 
sweep the situation under the rug 
to keep the business? After all, this 
individual didn’t work for me. Our 
company’s core values weren’t his 
company’s core values. Or do I hold to 
our company’s core values — my core 
values — at the risk of losing one of 
our biggest customers?
PUT YOUR MONEY WHERE YOUR 
MOUTH IS
After hearing our account representa-
tive’s side of things, I knew immediately 
what had to be done. At our company, 
we hired and fired according to our 
core values. It didn’t matter that the 
customer contact didn’t work for me. 
Our customers might not have known 
our core values, but I didn’t want cus-
tomers who would break them.

Reassuring our employee that she 
wouldn’t have to deal with the custom-
er’s mistreatment anymore, I told her 
the next time he called to have the call 
sent straight to my phone.

A couple of days later, the call came 
in. The customer contact asked if he 

could speak to the account representa-
tive, but I cut him off. I explained that 
I wouldn’t tolerate the mistreatment 
of my people. In a matter of minutes, 
I proceeded to fire one of our largest 
enterprise customers, and we shut off 
the company’s access to our service.

When the call ended, I went back 
to our employee’s desk and explained 
what happened. She became teary-
eyed, overwhelmed by the knowledge 
that she was more important to our 
company than money.

There wasn’t a plan in place for how 
to recoup the costs of losing a large 
customer like that one. To borrow 
the adage, actions speak louder than 
words. Our employee’s situation was 
a chance for me to show her — and 
my entire company — that our values 
were more than just words.

The next day, I got a call from that 
customer’s boss, asking why he was 
being inundated with calls from his 
employees about not being able to 
access our service. I explained how his 
employee had mistreated mine and 
told him that I’d fired his company 
as a customer. The only way I would 
let the company be our customer 
again, I said, was to sign a new deal 
that ensured that particular contact 
wouldn’t interact with our company. 
The company happily agreed, and we 
never had an issue with it again.
IT’S ABOUT MORE THAN MONEY
According to a 2015 study published 
by IBM, the top goal for millennials 

in the workplace is to make a posi-
tive impact on their company. Toxic 
employees are a roadblock to achieving 
that goal, as they drag down everyone 
around them. They have a detrimental 
effect on the company’s culture. Toxic 
customers can also have a negative 
impact on your culture as they interact 
with your employees.

In some cases, toxic customers can 
be even more dangerous as they typi-
cally remain unseen by anyone but the 
person affected by their negativity for 
a long time. That can lead to situations 
like our account representative’s, in 
which the affected employees feel the 
need to suffer in silence. 

There are many symptoms of 
toxicity: Quality of work will suffer. 
Productivity will decrease. Eventually, 
employees will question whether it’s 
worth coming into work each day to 
deal with toxic customers. In many 
cases, they’ll quit without ever letting 
anyone know the real reasons why.

It was only after I learned how to 
identify my company’s core values and 
made the commitment to my people 
— that we’d stick to those core values 
no matter what — that we found real 
cultural success. Sure, we were ex-
tremely profitable, but success is about 
more than money.

Your company’s core values should 
be the foundation for how your com-
pany is run — internally and external-
ly. For your company’s core values to 
have meaning, you can’t compromise 
them for short-term profits. 

 Patel is a business mentor, 
speaker and author based in 
California. He wrote Lead 
Your Tribe, Love Your Work: 

An Entrepreneur’s Guide to Creating a 
Culture That Matters. 

 At our company, 
we hired and 

fired according to our 
core values.”
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The Role of Emojis in 
Workplace Harassment
By Jeff Leiter

T his is an important year for 
employers as we continue to 
learn about more high-profile 

sexual harassment incidents and allega-
tions. As more of these cases come to 
light, more conversations in businesses 
across America have begun to turn 
inward and reflect on the actions and 
expectations of their own employers 
and employees.

In addition to looking closely for 
sexual misconduct in the workplace, 
employers need to be aware of the 
proliferation of employees’ use of emojis 
in business communications and their 
likelihood to convey problematic con-
notations. As emoji use increases in the 
workplace, so do the chances of inappro-
priate use. Emojis, often viewed simply 
as innocuous slang, gain new connota-
tions as their use increases, which can 
lead to allegations of sexual harassment, 
discrimination, threats and the like.

There has been an uptick in references 
to emojis in workplace lawsuits as evi-
dence of a hostile workplace. According 
to news reports, emojis or emoticons 
were cited in 33 reported federal and 
state court decisions in 2017, up from 
25 in 2016 and 14 in 2015.

Emojis mean different things to 
different people — and the meanings 
often depend on the sender’s inten-
tion and the recipient’s interpretation. 
There even exists an online emoji 
encyclopedia (www.emojipedia.org) to 
help folks like me decipher many of 
the symbols. With a bit of searching, it 
is easy to see how the use of emojis in 
business communications can lead to 
all sorts of problems.

Extreme care must be taken 
concerning emojis used in electron-
ic business communications with 
overseas or international customers in 

particular; certain hand gesture-related 
emojis could mean one thing in the 
U.S. and something else entirely to 
a recipient in Europe or China. In 
some instances, an emoji intended to 
convey warmth or friendship could be 
interpreted as offensive or showing a 
lack of competency.

As the business world continues to 
talk more openly about all instances of 
sexual harassment, the dialogue about 
the numerous connotations of emojis, 
many of them sexual in nature, in 
business communications also contin-
ues to grow. 

Consider an emoji depicting a 
smiley face making a wink. Could it be 
considered a proposition in the context 
of the conversation? I’ve recognized 
almost 70 emojis on emojipedia.org 
that could easily be used to convey 
sexual connotations. Even if not sexual 
in nature, emojis can create other 
workplace issues. What happens if an 
employee sends an emoji to another 
worker in which the skin color of the 
person depicted is off? Is it an offen-
sive or an ethnic slur?

How about emojis that could be 
interpreted as threats? Does the use 
of a gun emoji next to the name of a 
person convey the possibility of harm 
to that person?

So, where does all this leave us?  Ob-
viously, consideration of a company’s 
particular culture is an important start-
ing point. At the same time, it is not 
practical to search employees’ smart-
phones and other devices for emoji 
use. It is suspect enough to monitor 
workers’ Facebook or Twitter usage.

To reduce the risk of an adverse court 
decision, it makes sense to limit or 
discourage business use of emojis to the 
greatest extent possible. Eliminating all 

emoji use might be difficult. Nonethe-
less, here are some steps that can be 
taken to manage the risks associated 
with emoji usage:

• Make sure your electronic com-
munications policies discuss the 
use of emojis, including emoji 
examples.

• Make sure these policies also 
address after-hours electronic 
communications with employees, 
particularly those who are non- 
exempt workers.

• Explicitly reference emojis and 
other symbols in the company’s 
anti-harassment and non- 
discrimination policies (again, 
some examples showing the  
symbols would be helpful).

• As part of the training of supervi-
sors and managers, reinforce their 
obligations to escalate any report 
of harassment, including inappro-
priate emoji use.

While I do not think we are at the 
point where it is necessary for com-
panies to conduct emoji-awareness 
seminars, it is appropriate to insist that 
all employees remain professional in 
their internal and external commu-
nications, so that the meaning of the 
communication is not misconstrued. 
The overarching lesson for employees 
is that their workplace communica-
tions are not the same as their casual 
conversations with friends. Profession-
al, businesslike conversations are less 
likely to haunt employers. 

Leiter serves as general 
counsel to ILMA, representing 
the Association since 1981.  
He may be reached at 

202-466-6502 or jleiter@bmalaw.net.
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Move your innovations

FORWARD
with NEXBASE®  

Take your lubricants to the next level with 
NEXBASE® group III base oils.
•	 Formulate	the	most	modern	lubricants.	
•	 Increase	durability	without	compromising		 	 	

fuel	economy.
•	 Reduce	emissions.
•	 Utilize	the	best	technical	knowledge		 	 	

and	customer	service.

Start	at neste.com/baseoils
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HOT PRODUCTS

Flexible OLOA® Solutions for API SN Plus

Chevron Oronite is ready to help 
you meet the new API SN Plus 
supplemental standard with several 

flexible solutions, including OLOA® 
55516, OLOA 55517 and OLOA 55526.

We have also developed OLOA 55530 
as an optimized product that meets the 
upcoming API SN Plus supplemental 
standard. When combined with a 
specialized booster, will also provide the 
flexibility for dexos1® Gen 2 performance 

while helping to minimize supply and 
manufacturing complexity. We will also 
offer OLOA 55531 that includes a pour 
point depressant (PPD). All of these 
Oronite API SN Plus options help protect 
turbo charged gasoline direct injection 
(t-GDI) engines and mitigate Low Speed 
Pre-Ignition (LSPI), the primary driver for 
the supplemental standard.

Whether it’s helping meet the latest 
industry or OEM specifications for 

passenger car motor oils, or preparing 
for a smooth transition to the next one, 
Oronite has you covered with innovative 
technology, exceptional reliability, and 
enduring relationships –best described  
as our PCFlex ADDvantage™. 

To learn more about our flexible  
solutions for API SN Plus, please contact  
your local Oronite representative or visit  
www.oroniteaddsup.com. 

Chevron Oronite Company

ADVERTISEMENT
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Key Developments  
at the NLRB
By Daniel Bryant

Just before the calendar flipped  
to 2018, the National Labor  
Relations Board (NLRB) was  

      particularly active, issuing two 
significant decisions and publishing 
an information request in the Federal 
Register.
EMPLOYER HANDBOOK POLICIES
The NLRB issued a decision in Decem-
ber 2017 in The Boeing Company that 
affects employer handbook policies and 
procedures, overturning its controver-
sial precedent in Lutheran Heritage. 

Lutheran Heritage required admin-
istrative law judges to go through a 
three-pronged standard to determine 
whether an employer’s handbook 
policies violated the National Labor 
Relations Act (NLRA). The function-
al result was to render any potential 
workplace rule as unlawful if an 
employee may have construed it to 
restrict a protected right.

In Boeing, the NLRB stated that 
when interpreting a facially neutral 
handbook policy in the future, it 
would evaluate the “nature and extent 
of the potential impact on NLRA 
rights and legitimate justifications 
associated with the rule.” The board 
then applies the test and will con-
clude whether a policy fits into one 
of three categories: those policies 
that are lawful, those that necessitate 
a case-by-base inquiry to determine 
whether they are permissible, or those 
that are unlawful. The decision overall 
will likely make it easier for employers 
to establish and enforce reasonable 
workplace rules and restrictions.
JOINT EMPLOYER STANDARD
The NLRB published a decision 
before the end of 2017 in Hy-Brand 
Industrial Contractors Ltd. and Brandt 

Construction Co. that overturned the 
board’s controversial “joint-employer” 
Browning-Ferris precedent.

Under the old joint employer 
standard, a business could be consid-
ered a joint employer if they directly 
co-determined essential terms and 
conditions of employment that had 
a significant impact on issues relat-
ed to the employment relationship, 
such as hiring and firing. In the 
Browning-Ferris decision, the NLRB 
created a lower threshold to establish 
“joint-employer” status, expanding 
the threshold to cover those businesses 
that exercised indirect authority or 
control over essential terms and condi-
tions of employment.

In Hy-Brand Industrial Contractors 
Ltd. and Brandt Construction Co., 
the NLRB returned to the direct, 
immediate exercise test to determine 
whether a business may be considered 
a joint-employer. The return to the 
direct and immediate control test 
should restore certainty to employ-
ers, including ILMA members, who 
should be able to once again decipher 
the dividing line between employees 
and independent contractors.
UNION ELECTION RULE
The NLRB published a request for 
information (RFI) in December 
2017, soliciting public comment on 
the controversial union election rules 
(ER) implemented during the Obama 
administration.

The ER, which became effective 
April 14, 2015, reduced the amount 
of time between when a group files 
a union representation petition and 
when a union election is held. In 
some cases, it provides employers with 
11 days to engage legal counsel and 

respond to the organizing efforts by 
speaking with employees as “voters.” 
While the rule does not say when an 
election must be held after the submis-
sion of a petition, it does direct NLRB 
regional directors to schedule the elec-
tion “at the earliest date practicable.”

In the RFI, the NLRB is seeking 
comments on whether the ER should 
be retained “as is,” retained with mod-
ifications or rescinded. The NLRB 
will review responsive comments, then 
determine whether changes should be 
made to the ER later in 2018.

UNCERTAINTY MOVING FORWARD 
The NLRB’s December activity was 
welcome news to employers; however, 
the current pace of board actions to 
reverse a number of Obama-era  
decisions is likely to be slow for  
the time being. Republican Philip 
Miscimarra’s departure from the 
NLRB on Dec. 16 leaves it at a 2–2 
Republican-to-Democrat deadlock. 
While the White House has named a 
replacement for Miscimarra’s seat, the 
Senate confirmation process will take time.

In the meantime, one item we will be 
watching is new NLRB member William 
Emanuel’s pledge to Sen. Elizabeth 
Warren (D-Mass.) during his confirma-
tion to follow a broadly defined term 
for recusal from cases involving over 
160 companies. Such recusal could 
effectively create a de facto 2–1 Dem-
ocrat board in certain instances until 
President Donald Trump’s nominee is 
confirmed and joins the board. 

Bryant serves as regulatory 
counsel to ILMA through 
Bassman, Mitchell, Alfano & 
Leiter Chtd. He may be 

reached at 202-386-7670 or dbryant@bmalaw.net.

WASHINGTON LANDSCAPE
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SEA-LAND CHEMICAL CO.  
EXPANDS OPERATIONS TEAM
Sea-Land Chemical Co. announced 
that it has expanded its operations 
team with the hiring of two new em-
ployees in supply chain and customer 
service. Gordon Kropp and Stephen 
Coburn join the team as the supply 
chain analyst and customer service 
specialist, respectively.

Kropp joins Sea-Land as a supply 
chain analyst with 10 years of supply 
chain experience at The Lubrizol Corp. 
He obtained his Bachelor of Science 
degree in supply chain management 
from Bowling Green State University. 
Coburn joins the company as a cus-
tomer service specialist with four years 
of industry and laboratory experience 
from PPG Industries Inc. He earned his 
Bachelor of Science degree in biology 
from Cleveland State University.
PILOT CHEMICAL CO. LAUNCHES 
NEW TECHNOLOGY AND  
INNOVATION INITIATIVE
Pilot Chemical Co. has announced it 
is investing $5 million this year — and 
tens of millions of dollars over the next 
five years — in technology and inno-
vation. A majority of the investment 
will create and support a state-of-the-art 
Innovation Center and expand the com-
pany’s existing technological resources.

Patrick McCarthy, president of  
recently acquired Pilot Polymer  
Technologies Inc. (formerly ATRP 
Solutions Inc.), will oversee all 
technology and innovation initiatives 
in his new additional role as vice 
president of Technology and Inno-
vation. Other employees with new 
roles to support the initiative from 
the technology center in Cincinnati 
include: Rick Shook, formerly corpo-
rate technical manager, who has been 
named vice president of Research and 
Development; Bill Rohrer, formerly 
the product manager for the Pilot 

business line, who has been named 
director of Technology; and Bob 
Golden, formerly research chemist, 
who has been named research fellow.

The Innovation Center will be  
an expansion of the Pilot Polymer 
Technologies laboratory facility in 
Pittsburgh, Pennsylvania, and will 
double the size of the current facility. 
Its focus will be on addressing custom-
er needs and the development of new 
products. Pilot Chemical will add nine 
new roles to staff the facility, which 
will be operational by June 2018.
ANGUS CHEMICAL CO. NAMES 
DAVE NEUBERGER AS CEO

ANGUS Chemical Co. announced 
the appointment of Dave Neuberger 
as CEO. He succeeds Mark Henning, 
who has stepped down.

Neuberger is an industry veteran 
with 20 years of experience and has 
held a variety of leadership roles with 
leading chemicals companies, includ-
ing Ashland Inc.

 “It is a privilege to join a company 
of ANGUS’ caliber and work along-
side the talented ANGUS management 
team,” said Neuberger. “ANGUS has 
an impressive customer base across 
a variety of end markets, and I am 
excited to support the company’s mis-
sion to empower customers through 

science and technology and help steer 
ANGUS into its next phase.”
MOTIVA ANNOUNCES NEW  
PRESIDENT AND CEO
Brian Coffman, former senior vice presi-
dent of refining for Andeavor Corp., has 
been named president and CEO of Mo-
tiva Enterprises LLC. Coffman brings 
with him a wealth of experience in 
business growth, operational excellence, 
strategy and margin delivery. He replaces 
Dan Romasko, who has served Motiva 
with distinction for the past four years.

Since December 2013, Coffman 
has provided strategic operational 

leadership to the refineries within the 
Andeavor (formerly known as Tesoro) 
portfolio. Prior to that, he spent 30 
years with Conoco, serving in a variety 
of domestic and foreign leadership roles 
in refining, transportation, pipeline, 
marketing, and strategy and planning.
NEW PALMER HOLLAND  
HIRES INCLUDE FORMER ILMA 
PRESIDENT
Palmer Holland announced it has 
named former ILMA President Cathy 
Novak as a lubricant and metalwork-
ing technical service specialist and 
Rich Najdusak as a coatings technical 
specialist.

Novak joins Palmer Holland with 
more than 30 years of experience as a 

Dave Neuberger

Brian Coffman
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To submit items for this column 
in future issues of Compoundings, 
please contact the editorial team at 
compoundings@theygsgroup.com.

metalworking fluids formulator in the 
lubricant and metalworking markets.  
She is a past president and former 
member of ILMA’s board of directors.  
She is also a current member and past 
chair of the ILMA Metalworking Comm- 
ittee and SHERA Committee. In her new 
role, Novak will be available to support 
Palmer Holland account managers across 
all principal lines in the metalworking 
and lubes markets with travel, education 
and general industry support.

Najdusak’s extensive technical experi-
ence includes more than 30 years in the 
paint and coatings industry. His main 
responsibility will be to provide additional 
technical support to the Palmer Holland 
sales team with travel and education for 
all coatings-related product lines.

RENKERT OIL RECOGNIZES  
NEW HIRES
Spyro Dimitratos joined Renkert Oil 
as vice president for international ma-
rine sales. With more than 25 years of 
experience in the industry Dimitratos 
will lead Renkert’s efforts in providing 
base oil to the global market as an 
ongoing service to its customers and 
suppliers. 

Celeste Taldo has also joined Renkert 
Oil as a logistics coordinator. Taldo has 
been in the refining business for over 20 
years, with experience in pipeline and 
terminal inventory, exchange accounting 
and marketing of base oil. 

Matt Monsour has joined Renkert 
Oil as a regional sales manager. Monsour 
has an extensive background in sales and 
marketing and will focus on Group II, 
Group III and process oil sales in the 
North America region. 
RELADYNE ACQUIRES  
CONSERVANCY OIL GROUP OF 
NEW MEXICO AND COLORADO
RelaDyne has acquired Conservancy 
Oil Group, a distributor of diesel  
exhaust fluid (DEF) and related prod-
ucts based in New Mexico. This acqui-
sition extends RelaDyne’s footprint into 
the Southwestern U.S.

Founded in 1936, Conservancy Oil 
Group is the premier supplier of lu-
bricants, coolants, DEF and chemicals 
in the Southwest. With four locations 
spanning New Mexico and Colorado, 
Conservancy Oil serves the automotive, 
commercial and industrial markets.

“Our partnership with RelaDyne 
marks a new and exciting era for Con-
servancy Oil,” said John Mayer, CEO 
of Conservancy Oil Group. “We are 
thrilled to partner with such a well- 
established company whose culture 
and values align so well with the foun-
dation of Conservancy Oil.”

“The closing of the Conservancy Oil 
Group acquisition is the result of our 

substantial efforts to grow our existing 
footprint to include [the] Southwest 
United States,” stated Larry Stoddard, 
RelaDyne president and CEO. “With 
the existing capabilities of Conser-
vancy Oil Group and the resources 
RelaDyne can provide, I am very con-
fident in the future. We welcome the 
Conservancy Oil team to RelaDyne!”

Cathy Novak

Rich Najdusak



MARCH 2018 | COMPOUNDINGS | ILMA.ORG42

IN
 N

ET
WO

RK

Cross Connections
Autonomous Vehicles Won’t Just Change 
Our Roads, They’ll Change Our Factories
By Bobby Bono, Carolyn Lee and Todd Benigni, in partnership with the National Association of Manufacturers

A utomating the movement of materials within 
manufacturing operations is nothing new. Indeed, 
automated guided vehicles (AGVs), conveyors, sort-

ers and shuttles have been moving and handling materials, 
parts and product for decades. But now, thanks to advance-
ments in sensor technology, 3D camera systems, software 
and artificial intelligence, these machines are increasingly 
capable of seeing their environments and, more important-
ly, learning to identify what they’re seeing. More and more, 
factories are becoming home to “free-range” robots capable 
of working beside humans wherever they’re needed.

Increasingly, semi-autonomous and even autonomous  
vehicles within manufacturing operations are gaining 
independence. Materials-handling robots, in particular, are 
making aggressive moves, most notably in warehouses and 
inventory management. Amazon, which has ramped up its 
warehouse automation, is a prime example. Just consider 
that since 2014, Amazon has hired 50,000 new human 
workers at its warehouse facilities — while also adding 
30,000 robots to work with them.

Adoption of semi- and fully autonomous vehicles by man-
ufacturers is trending upward, but still has a long way to go. 
According to Industrial Mobility: How Autonomous Vehicles 
Can Change Manufacturing, a new study from Pricewater-
houseCoopers (PwC) and The Manufacturing Institute, only 
9 percent of manufacturers use semi-autonomous or autono-
mous vehicles within their operations today. Yet an additional 
11 percent plan to do so in the next three years.

While a 20 percent adoption rate in three years may seem 
trifling, it nevertheless would appear to put autonomous vehi-
cles on a path toward the technological mainstream (considered 
by some to be attained at 30 percent adoption). Interestingly, 
of those companies adopting semi-autonomous vehicles with-
in their operations, about 4 in 5 have yet to experience cost 
savings in materials handling as a result of doing so, and the 
remainder saw costs savings of at least 10 percent.

As growth in the automated materials handling equip-
ment market accelerates, it may well be — contrary to some 

conventional fears — that the hiring of humans working 
in the industry will also trend up. According to the U.S. 
Bureau of Labor Statistics, jobs growth in transportation 
and materials handling is forecast to increase by 4.8 percent 
in the 10 years through 2024 (latest available data), adding 
466,000 to the 9.7 million that existed in 2014 (compared 
to a total growth projection of 6.5 percent across all occu-
pations over that period). However, these (human) jobs may 
well look different than the ones existing today, as robot 
populations grow on warehouse and factory floors.

That underscores how important it will be for manufactur-
ers to ensure spending on autonomous machines is matched 
by investments in human capital. Those manufacturers adopt-
ing semi-autonomous and autonomous vehicles will likely 
do so over years. However, forming a talent strategy around 
mobility now might be a wise pre-emptive move to best 
exploit mobility adoption as it unfolds over the coming years. 
With this in mind, some workforce skills new adopters will 
likely need to focus on include safety skills, new work-flow 
management, software programming, and specialized training 
from vehicle vendors. Indeed, getting a workforce more 
well-prepared to work among more independent vehicles will 
take time. Why not start sooner than later? 

Bono is a partner, U.S. Diversified Manufacturing leader at PwC; Lee is 
executive director at The Manufacturing Institute; and Benigni is  
principal, Operations Consulting at PwC. This article originally appeared 
on NAM’s ShopfloorBlog.com.
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COMPANY NAME AD PAGE # CONTACT PHONE EMAIL

Chevron Oronite 38 Robert Connel 925-842-0213 rconnel@chevron.com 

CHS 17 Matt Mohs 651-355-8433 matt.mohs@chsinc.com

The Elco Corporation 22 Dave Millin 216-749-2605 dmillin@elcocorp.com

Ergon Inc. 29 Jim Temple 601-933-3148 jim.temple@ergon.com

Evonic Oil Additives 9 Ed Byvelds 925-309-4493 ed.byvelds@evonik.com

ExxonMobil Basestocks 33 Pam Fares 469-913-3495 pam.h.fares@exxonmobil.com

Petro-Canada Lubricants Inside Back Al Paulos 905-648-0485 alpaulos@petrocanadalsp.com

HollyFrontier Lubricants & Specialty Products Inside Front Robert Plummer 484-362-0610 robert.plummer@hollyfrontier.com

Motiva Back Cover Shella Szymanski 713-277-8000 shella.szymanski@motiva.com

Neste Oil 37 Ed Potter 713-407-4769 ed.potter@neste.com

Phillips 66 Company 35 Russell Boone 832-765-1763 russell.boone@p66.com

Royal High Performance Oils & Greases 11 Jonathan Paul 918-584-2671 jonathanp@royalmfg.com

ADVERTISERS INDEX

Introducing ILMA’s New Video of the Month

        Sponsored by 

Find it at www.ilma.org
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Greg Julian (President)
Grant Julian (Vice president)
Gary Julian (Chairman)

Advanced Lubrication Specialties 

PORTRAIT

“Several years ago, we had the opportunity to play golf at Peb-
ble Beach with a colleague of ours. We had asked Grant to join 
us on similar trips and on previous occasions he had to back  
out at the last minute because of work, illness or family commit-
ments. Our father (Gary) indicated that under no circumstances 
can we back out of this trip. In fact, he said, ‘Unless you are 
dead, you better be at the airport Thursday morning.’ I was 
waiting in the line at the airport security when I received a 
call from my father asking me to help Grant up to the security 
line. Apparently, he woke up in the morning with a fever and 
bad headache. We proceeded to get him through security and 
onto the plane, where he slept the entire six-hour flight.

“Once we landed we had to drive from San Francisco to Peb-
ble Beach, California. On the way we decided to play a round 
of golf at Pasatiempo Golf Club in Santa Cruz. Grant said he 
could not play, so we told him to wait in the car, and we would 
check on him at the turn. Well, at the turn we were having 
such a great time that we went all the way to the 10th tee box 
before we realized we forgot to check on Grant. 

“We went to the car, but Grant was missing. We found him 
in the clubhouse laying on the couch with a high fever and a 
half a dozen Gatorade bottles around him. We thought we 
should take him to the hospital, but we were having such 
a great time we finished our round first and took him to an 
emergency clinic after. The emergency clinic diagnosed Grant 
with viral meningitis and gave him steroids and antibiotics. 

“The next day Grant woke up and, to our surprise, was ready 
to play golf! He thought he might’ve had a tooth problem  
because the right side of his face felt swollen. We played the 
round at Pebble Beach, the next day at Spanish Bay and flew 

home on the red eye Saturday night. Grant immediately went 
to his local hospital, where he was diagnosed with Bell’s Palsy, 
which he had for over three months before finally regaining 
feeling in his face. We are now more lenient on the necessity of 
our trips and never question Grant on his availability.” – Greg 

“Our parents grew up in a small coal mining town in Penn-
sylvania. They had one goal: move to the South and get away 
from the dreary weather. Upon graduating, Pops (Gary) got a 
job in Pittsburgh. We moved three times during our childhood. 
The first move was to South Jersey. Next, we moved back to 
Pittsburgh, a mile from our first house. Then we moved back 
to South Jersey, about five miles from our first house. We spent 
most of our life in South Jersey, but during the eight years we 
spent in Pittsburgh, the Steelers won four Super Bowls. So, we 
will always be Pittsburgh sports fans.” – Grant

“While traveling cross-country in 1983, Pops made plans to 
stop along the way to see his Uncle Dan in Oklahoma. Pops 
hadn’t seen Uncle Dan in a very long time and got lost in 
Uncle Dan’s neighborhood. Pops asked for directions from a 
neighbor on a riding lawn mower. Being the guy he is, Pops’ 
conversation lasted 20 minutes. Toward the end of the friendly 
talk, Pops blurted out ‘Are you my Uncle Dan?’ The neighbor 
looked at him like he was nuts. We must have laughed for 20 
minutes. From time to time, Greg and I will just look at each 
other and say, ‘Are you my Uncle Dan?’”

Greg  Julian Grant  Julian Gary  Julian

“Life is a series of choices. Try to make the best 

choice with the information you have, understand-

ing that not every choice will be the right one. What 

is important is that you learn from your mistakes, 

and the next time you are faced with a similar 

choice, you make the right decision.” – Greg Julian

“Don’t just follow what others are doing or saying — 

determine what you need to reach your goals.  

Basically, trust your instincts. You can certainly learn 

from others — take knowledge from them, build your 

library so to speak — but follow your own voice and 

find your own path to take.” – Grant Julian

“I have found that in life these things are very 

important: (1) You treat others as you would want 

them to treat you; (2) Try to be as honest as you can 

in every endeavor. These two adages will shape 

your life and how you live it.” – Gary Julian
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Now, the strongest base oil
supply chain in North America.
We’ve got it all. The moment HollyFrontier acquired Petro-Canada Lubricants, 

the base oil supply chain became complete. In particular, Petro-Canada’s 

Group II, II+ and Group III base oils set the quality benchmark for current and 

future engine oil, transmission fluid and industrial lubricant requirements. They 

bring the ideal balance of high thermal and oxidative stability, coupled with low 

volatility and low pour point performance that is so vital for your formulations. 

Unequaled quality delivering optimized performance and value. 

You have the requirements. We have the base oil. 

Contact us at BaseOilTeam@petrocanadalsp.com or 

lubricants.petro-canada.com.

HOLLYFRONTIER BASE OILS
Group I+ and Bright Stock

PETRO-CANADA PURITY™ BASE OILS
Group II, II+ and III SEE INSIDE 

FRONT COVER FOR
HOLLYFRONTIER
Group I+ and Bright Stock



We’ve got you covered from start to finish.

Call International +1 713.427.3452 or Domestic 877.688.4825 
Please visit www.motivalubes.com

WHEN YOU HAVE A CLEAR SOLUTION, ANYTHING IS POSSIBLE.

We understand the importance of clarity to customers, that’s why we work tirelessly to ensure our base oils are just as 
transparent as our business practices. Since 1904, we’ve prided ourselves on transparently providing value by  
reliably supplying quality base oils. So when you need a base oil that you can clearly trust, look no further. 


