
[             ]The Fuel Oil News reader  
is a professional in the deliverable 

fuels market who is actively 
engaged in the industry and  

who is making key buying decisions  
for his or her business.

READER SURVEY
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 DO YOU HAVE AUTHORITY TO BUY, SPECIFY OR 
RECOMMEND PRODUCTS AND SERVICES FOR YOUR 

BUSINESS OR ORGANIZATION?

 HOW DO YOU PREFER TO GET YOUR  
MONTHLY COPY OF FUEL OIL NEWS?

ASIDE FROM FUEL OIL NEWS, WHICH OF THE FOLLOWING INDUSTRY  
PUBLICATIONS TO DO READ ON A REGULAR BASIS?
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 PLEASE INDICATE WHICH ACTIONS YOU HAVE TAKEN AS A RESULT OF 
READING FUEL OIL NEWS MAGAZINE (CHECK ALL THAT APPLY): 

OF THE FOLLOWING SECTIONS IN FUEL OIL NEWS, WHICH DO YOU READ MOST OFTEN? 

85.2% 

47.2% 

61.3% 

31% 
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Used ideas found 
in articles 

Saved an entire article 

Visited an
advertiser’s website

Contacted 
an advertiser 
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AHR EXPO 
2016New product introductions,  

company announcements and  
educational sessions filled the agenda 
at the AHR Expo in Orlando, Fla. BY STEPHEN BENNETT
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DATELINE
BREAKING NEWS

their zip code to find dealers in their area.

The locater includes roughly 380 
Bioheat® dealers across the Northeast 
and beyond.

The launch of the revamped site coin-
cides with the beginning of NBB’s 2016 
Bioheat® consumer advertising campaign, 
which includes targeted radio and television 
spots across several Northeast markets. The 
campaign will serve as a major driver of 
traffic to the site, Nazzaro said.

Biodiesel—made from a variety of 
feedstocks including recycled cooking 
oil, soybean oil and animal fats—is the 
first EPA-designated Advanced Biofuel 
to reach commercial-scale production 
nationwide. Bioheat® fuel is traditional 
home heating oil blended with Biodiesel.

For more information, visit www.
mybioheat.com or www.mybioheat.com

	EIA: CHANGING CONTRACT
 EXPIRATION DATES WILL
 AFFECT CRUDE OIL 
 FUTURES COMPARISONS
A change to the North Sea Brent crude oil 
futures contract will alter the way prices 
for Brent futures are compared to futures 
prices for West Texas Intermediate crude 
oil. Beginning Jan. 29, the Brent contract 
will expire, or rollover to the next month, 
approximately two to three weeks before 
expiration of the WTI contract for delivery 
in the same month. Prior to the change, 
the Brent contract rollover was only five 
to seven days ahead of the WTI rollover.

With earlier expiration dates for the 
Brent contract, the prompt month prices 
for Brent and WTI represent the same 
delivery period on fewer days each month. 
For example, on Monday, Feb. 1, the 
prompt Brent contract will represent crude 
oil deliveries in April, while the prompt 
WTI contract will represent deliveries in 
March. The mismatch will continue for 
most of the month until the WTI contract 
for March delivery expires on Feb. 22.

Crude oil futures contracts allow crude 
to be bought and sold for delivery at spe-
cific dates in the future, allowing market 
participants to lock in a price today for the 
future delivery of a barrel of oil. One of the 
roles of futures markets is price discovery, 

FEATURED NEWS
DATELINE
•  API: Administration’s Budget 
 Launches Assault on American
 Consumers
•  NBB Launches Bioheat Website
 Redesign with Focus on Consumer
•  EIA: Changing Contract Expiration
 Dates Will Affect Crude Oil Futures
 Comparisons
•  Philly Nozzle with Sight Glass

FUELS/EIA – pg 10
•  REG to Acquire Sanimax 
 Biodiesel Plant
•  Westmor Industries, LLC Purchases
 Advanced Tank Systems, Inc.
•  ExxonMobil, Renewable Energy 
 Group to Research Biodiesel from
 Cellulosic Sugars
•  EIA: Weather and Lower Prices 
 Cut Heating Costs 

BUSINESS OPERATIONS – pg 13
•  Ken Doyle Named SEPA Chief
 Operating Officer
•  Ed Yeaker Marketing
•  API Launches Website to Connect
 Veterans to Job Opportunities in Oil
 and Gas

HVAC/HYDRONICS –  pg 32
•  65th Anniversary for H&H Sales
 Company, Inc.
•  Weil-McLain Celebrates 135 Years 
 of Hydronic Heating Innovations
•  Products: Wohler USA Launches 
 New Product
•  WESROC Introduces Residential
 Cellular Tank Monitor
•  RLM Small Systems Ultraviolet
 Lamp Kit from UV Resources 
 Improves Air Quality and Overall 
 HVAC System Efficiency

 API: ADMINISTRATION’S
 BUDGET LAUNCHES 
 ASSAULT ON AMERICAN
 CONSUMERS
The administration’s final budget proposal, 
which includes new energy taxes, signals a 
lame duck assault on American consumers, 
jobs and our nation’s economy, according 
to API President and CEO Jack Gerard.

“No longer constrained by electoral con-
siderations, the administration has shifted 
from a balanced all-of-the-above strategy 
on energy to an extreme policy objective: 
to choke off America’s energy renaissance 
and keep fossil fuels in the ground at the 
expense of consumers. The $10 per-barrel 
tax hike proposal and other higher taxes 
on American production proposed in the 
budget are just the latest expressions of 
what has been an increasingly hostile cam-
paign against American consumers and our 
nation’s economy.

“The $10 per-barrel tax hike – which 
would add about 30% to the cost of a bar-
rel of oil and potentially about 25 cents to 
the cost of a gallon of gasoline, according 
to reports – should be a wake-up call. 
This is what ‘leave-it-in-the-ground’ ide-
ology really means: harm to consumers, 
diminished American competitiveness, 
weakened energy security and a return 
to energy dependence. It’s a head-in-the-
sand movement.

	NBB LAUNCHES NEW 
 BIOHEAT® WEBSITE 
 REDESIGN WITH FOCUS 
 ON CONSUMER
The National Biodiesel Board has 
launched a new consumer website aimed 
at raising public awareness around the 
benefits and availability of Bioheat® fuel.

The site, mybioheat.com, replaces 
NBB’s previous Bioheat® website, bio-
heatonline.com, which had a split focus 
on educating consumers and providing 
tools for oilheat dealers.

“Our goal is to provide relevant and 
accurate information to the everyday 
homeowner using everyday language so 
that he or she can make an educated deci-
sion on how they heat their home,” said 

Paul Nazzaro, NBB petroleum liaison. 
“Our belief is that cleaner burning, renew-
able Bioheat® fuel is the right decision for 
many, and our hope is that mybioheat.
com will make that decision easier.”

Along with touting the environmen-
tal, economic, and health advantages of 
Bioheat® fuel, the site features a Bioheat® 
dealer locater where visitors can enter 
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Petroleum Products Corporation, a petro-
leum pipeline terminals and logistics 
business.  Pyramid owned and operated a 
network of 12 high-quality refined products 
storage terminal facilities in Pennsylvania 
totaling approximately 9 million barrels of 
storage capacity.  Pyramid stores gasoline, 
diesel fuel, heating oil, heating oil kerosene, 
ethanol and biodiesel and is a distributor of 

these products to customers in Pennsylvania 
and six surrounding states.  The terminals 
are pipeline, barge and rail-connected and 
supplied from a geographically diverse set of 
refined product sources including New York, 
Philadelphia, the Midwest and Gulf Coast.

After rationalizing the two networks 
to meet antitrust and other requirements, 
17 Northeastern terminals are now a core 
component of Gulf’s supply position.

Gulf will maintain its headquarters in 
Massachusetts and retain its name and lim-
ited partnership structure. This transition 
is not expected to disrupt existing practices 
or agreements.

	RENEWABLE ENERGY GROUP
 PRAISES EFFORTS TO
 REINSTATE FEDERAL
 BIODIESEL TAX CREDIT
Renewable Energy Group, Inc. President 
and CEO Daniel J. Oh issued the follow-
ing statement after U.S. House and Senate 
passage of tax extenders legislation which 
contained a retroactive reinstatement of 
the $1 per gallon biodiesel mixture excise 
tax credit from Jan. 1, 2015, through Dec. 
31, 2016:

 “We at REG are pleased and thankful 
that Congress has approved a retroactive 
reinstatement and extension of the bio-
diesel tax credit. With the President’s 
signature, this worthwhile incentive, com-
bined with higher RFS2 biomass-based 
diesel volumes, will reinforce our com-
pany’s continuing growth by encouraging 
higher blends and usage of advanced bio-
fuels throughout North America. 

“We owe a large debt of gratitude to 
our bi-partisan congressional cham-
pions, in particular Senator Charles 
Grassley [R-Iowa] and Senator Maria 
Cantwell [D-Wash.]. Their commit-
ment to our industry has been constant 
and unwavering. We will continue 
to work with them and our industry 
partners to advocate for a conversion 
to a producer’s tax credit in the future 
because we believe that is how this 
credit should be structured.”

[Editor’s note: President Obama 
signed the bill in December, reinstating 
the tax credit.]

	API, BUSINESS COALITION
 FILE LAWSUIT AGAINST
 EPA’S NEW OZONE
 STANDARDS
API and a coalition of concerned busi-
ness groups filed a lawsuit against EPA’s 
“unnecessary” and “costly” tightening of 
ozone NAAQS standards, according to API 
Vice President and General Counsel Stacy 
Linden. “Our nation’s air has been getting 
cleaner without costly new regulations, 
but the administration ignored science by 
changing the ozone standards before states 
could fully implement existing standards,” 
Linden said. “We’re asking the court to 
step in and block this unnecessary regula-
tion that could be one of the costliest to 
consumers in history.”

Ground level ozone in the U.S. declined 
by 18% between 2000 and 2013, according 
to EPA data.

 “Tightening the standards will not 
improve air quality any faster, but these 
regulations could hurt jobs and the econ-
omy by imposing unachievable emission 
reduction requirements on virtually every 
part of the nation,” Linden said. 

	AMERICAN ENERGY
 COALITION LAUNCHES 
 NEW WEBSITE
The American Energy Coalition has 
unveiled its newly updated website, www.
AmericanEnergyCoalition.com. Now view-
able across virtually all computer and smart 
device platforms, the site was reconstructed 
using a responsive design that allows each 
page’s text, images and videos to be dis-
played on screens of any size. 
 Website content has also been updated 
and expanded, including an updated “Get 
The Facts Before You Convert” data sheet. 
which has been added to the Member 
Resources page. For more information, 
visit www.AmericanEnergyCoalition.com

	CORRECTION
An improper logo for Angus Energy and 
Finance was used in FON’s December 2015 

Sourcebook listings. 
Here is the correct 
logo. We apologize for 
the mistake.  l  F O N

Calendar of Events
FEBRUARY, 2016
Western Petroleum Marketers 
Association Convention 
February 16 – 18
The Mirage Hotel
Las Vegas, NV
801-263-9762
Email: info@wpma.com

The NATSO Show 2016
February 22 – 25
The Disney Yacht & Beach Club
Lake Buena Vista, FL
Contact: Susan Taylor
703-739-8572

MARCH, 2016
NTEA/Work Truck Show 
March 1 – 4
Indiana Convention Center
Indianapolis, IN
Contact: 800-441-6832
Registration:
http://www.ntea.com/worktruckshow

Southeast Petro-Food Marketing 
Exposition
March 2-3
Myrtle Beach Convention Center
Myrtle Beach, S.C.
Contact:  
Show Director Sharon S. Vinson
919-781-9744 or svinson@ncpcm.org
Registration: http://www.sepetro.org/

MAY, 2016
Eastern Energy Expo
May 22-26
Foxwoods Resort Casino
Mashantucket, CT
Online registration opens Feb. 15: 
http://easternenergyexpo.com/
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BIO:
Charlie Bursey began 
his long career in the 
oil heating industry in 
1963. He has deliv-
ered coal, kerosene 
and oil and serviced 
heating and cooling 
equipment. He has 
also managed service 
departments, worked 
for a manufacturer and 
currently works with 
F.W. Webb, Warwick, 
R.I. He is a recipient 
of the Association of 
Oil & Energy Service 
Professionals’ pres-
tigious Hugh McKee 
Award for making an 
outstanding contri-
bution to the fuel oil 
industry; having had 
an understanding and 
cooperation with his/her  
fellow man; and having 
unselfishly aided the 
industry in education 
and related activities.

CONTACT:
ChasBursey@aol.com

Charles 
Bursey, Sr.

SERVICE
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Wow, who would ever believe in 2016 
that we would see oil and propane 
prices drop to the prices that we are 

experiencing? The last time I checked oil was at 
$26 per barrel; which I’m told was last seen about 
nine years ago. And with oil… on Jan. 20, 2016, I 
paid $1.67 per gallon and a year ago I paid $3.68 
per gallon. What does this really mean to those in 
the business? 

I have spoken to a couple of oil dealers in my 
area and the answer I’m getting is that most of 
their customers are happier than they were 12 
months ago, although one dealer said one of his 
customers called for a price and questioned why 
the price wasn’t lower; even though they were pay-
ing a dollar plus more per gallon a year ago. As the 
saying goes, you can’t please everybody. 

Another dealer said that they were sending 
letters to their budget customers advising them to 

stop making their monthly payment. The reason 
is that the budget plan payments will exceed the 
amount required and the company will end up 
paying back the customer unless they say (as in 
Las Vegas) let it ride!

I also remember about a year ago, the 
mechanical companies, and several oil deal-
ers who diversified into the propane business, 
were telling me that they were inundated with 
calls from oil customers who wanted to con-
vert from oil to either propane or natural gas. 
Although the price of natural gas was lower, 
many consumers had to endure the high cost 
of adding a pipeline, which from what I’m told 
could have exceeded $1,000 and there was a 

long waiting period for the installation. A pro-
pane conversion was often less expensive due 
to the portability of the equipment, and some 
propane suppliers offered a special incentive for 
the conversion.

However, with these low oil prices, gas conver-
sions are seldom mentioned and oil customers are 
able to keep their families warmer by raising the 
thermostat to a more comfortable range than was 
the case a year ago.

Rebates have often been offered as an 
inducement to customers to get them to con-
vert to natural gas. I’m told that the incentive 
is somewhere in the $1,000-$1,500 range. It’s 
unfortunate that oil dealers don’t have some-
thing similar as an upgrade opportunity to install 
heating equipment that has a higher level of effi-
ciency and provides for cleaner air. Yes, many 
will say that today’s oil equipment is cleaner 

and as much as 20% more efficient; which is 
true, thanks to the equipment manufacturers 
and Brookhaven Laboratory for their continued 
efforts in this area. But is it enough?

Something I’m often asked by several com-
panies and end users is: How long do I think the 
oil and propane prices will stay at this level? I use 
fuel oil and hope it will be low for a long time, but 
as I have said many times my crystal ball broke a 
long time ago.

In closing my message is: Keep those fuel 
oil and propane tanks full and remind your 
customers that more often than not the lower 
prices come with COD requirements and no 
service.  l  F O N

THE PRICE IS RIGHT

With these low oil prices, gas conversions are 
seldom mentioned and oil customers are able to 

keep their families warmer by raising the thermostat to 
a more comfortable range than was the case a year ago.
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DO YOU READ THE ADS IN FUEL OIL NEWS? HAVE YOU PURCHASED A PRODUCT AND/OR SERVICE 
AS A RESULT OF SEEING AN AD IN FUEL OIL NEWS? 

  IS IT EASIER FOR YOU TO RECOGNIZE  
OR REMEMBER A COMPANY’S BRAND  

OR PRODUCTS AND SERVICES WHEN YOU SEE  
MESSAGES ABOUT IT IN MULTIPLE MEDIA, SUCH  

AS MAGAZINES, ONLINE AND/OR AT EVENTS? 

ABOUT HOW MANY TIMES DO YOU PICK UP A 
TYPICAL ISSUE OF FUEL OIL NEWS TO READ OR GLANCE 

THROUGH IT BEFORE YOU ARE THROUGH WITH IT? 
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CONSIDERING ALL OF THE TIMES THAT  
YOU PICK UP A TYPICAL ISSUE OF FUEL OIL NEWS, 

ABOUT HOW MUCH TOTAL TIME DO YOU  
SPEND READING THROUGH AN ISSUE? 

 ABOUT HOW MANY OTHER PEOPLE  
AT YOUR LOCATION READ THROUGH  
YOUR COPIES OF FUEL OIL NEWS? 

HOW OFTEN DO YOU USE THE INTERNET TO FIND 
INDUSTRY PRODUCT INFORMATION AND SERVICES? 

 WHICH DIGITAL B2B MEDIA DO YOU USE  
TO DO YOUR JOB (SELECT ALL THAT APPLY)? 

Email ........................................................88.4%

Vendor websites........................................67.4%

Enewsletters .............................................35.5%

Web portals, such as Google .....................59.4%

Industry-specific magazines websites .......30.4%

Web-based events ....................................15.9%

General business magazines websites .......15.2%

Online video ..............................................26.1%

Online forums, social networkings .............13.8%

B2B Blogs ...................................................2.1%

Podcasts .....................................................6.5%

Mobile/wireless devices ............................36.2%

Syndicated content published via RSS .........1.5%


