
Spirit® Brand Marketer and Dealer News

| Fall 15 |

Spirit® Petroleum proudly announces the 
appointment of Lewis Wall to the Management 
Committee of the Petroleum Marketers Oil 
Company, LLC, owner of the Spirit® brand. 
Wall will begin his term in January 2016.

Wall is president and CEO of Davenport Energy, 
the company founded by his grandfather in 
1941. Based in Chatham, Virginia, Davenport 

Energy supplies propane, industrial fuel, 
heating fuel and motor fuels to more than 
25,000 customers throughout the south-central 
part of the state. The company is a longtime 
licensee of the Spirit® brand, and now supplies 
several Spirit® stations with plans for at least 
one more in coming months.

Wall is an ardent supporter of Spirit®, not just 
because of Davenport Energy’s success with 
the brand but because he believes it’s a positive 
option for marketers seeking ways to address 
the challenges of the petroleum industry.

“The way I see it, the gasoline business has 
been constantly changing and evolving,” he 
says. “And I think that as an industry composed 
predominantly of private and family-owned 
businesses, we’ve done a good job of dodging 
and weaving and sprinting to the finish line 
when we need to in order to succeed. As the 
business continues to evolve, as customer 
habits change, as the Sheetz and Wawas 
and Quiktrips of the world continue to 

dramatically change the branding landscape, 
we as marketers have to be on top of, and even 
ahead of, where we think those changes will 
take us. Groups like the PMOCO Management 
Committee can be a part of helping us all to 
find solutions, and I feel very privileged to have 
been asked to be a part of such a group.

“I’m eager to get in there, to listen and get up 
to speed on the types of conversations the 
committee has been having,” Wall goes on. 

“And I’m hoping to be able to contribute to the 
good work they’ve been doing.”

“I’m so grateful to all of our Management 
Committee members for their many years of 
collective service to PMOCO and the Spirit® 
brand,” says company president Vera Haskins. 

“And I couldn’t be happier that Lewis has agreed 
to join us. A diverse, engaged committee is 
critical to the success of Spirit®’s mission and 
its ability to serve marketers, and we’re really 
looking forward to having him on board.”

Davenport Energy’s Lewis Wall To Join Management Committee

State Executive Profile
Peter Krueger – Nevada Petroleum 
Marketers & Convenience Store 
Association

Peter Krueger’s path to his current role as state 
executive for the Nevada Petroleum Marketers 
& Convenience Store Association has taken 
some intriguing twists and turns. Krueger grew 
up in the San Francisco Bay Area, attended 
college in Utah, and then served in the Air Force 
while working on his masters degree in business. 

“I was able to study while on duty at a missile 
launch site, so you might say I got my masters 
degree while babysitting ICBMs,” he quips.

After his military service, Krueger spent several 
years working at his in-laws’ general aviation 
business before establishing a lobbying firm 
in Reno. His experience and relationships 
in the Nevada state legislature brought him 
to the attention of the Western Petroleum 
Marketers Association board when the Nevada 
state executive position opened up, and he was 
hired in 1989 to handle lobbying efforts on 
behalf of Nevada petroleum marketers (like 
other WPMA federation members, general 
association tasks are carried out by WPMA 
from its office in Utah while state association 
executives serve on a contract basis).

Krueger’s first major issue as state executive 
entailed working to implement a fund to 
assist owners and operators of underground 
storage tanks in meeting the federal mandate 

of demonstrating financial responsibility for 
repair and cleanup in case of a leak. The bill 
passed and has been in place ever since. “This 
happened the year I started at NPM&CSA and 
it was a huge task for me right out of the gate, a 
real trial by fire,” he recalls. Other prominent 
items on his agenda include safeguarding the 
tax collection allowance granted to marketers 
to make up for fuel losses.

“Like any state executive, I’m working to 
establish and maintain relationships with 
legislators and regulators to be sure they 
understand the needs and issues of our 
marketer members,” says Krueger. “Petroleum 
issues can be very complex, and it’s a tough, 

competitive industry, so it’s critical that 
marketers’ interests be well represented at the 
table when it comes to laws and regulations. I 
really enjoy that part of the job.”

As he looks back on his years in the business, 
Krueger expresses concern about the shrinking 
number of family-owned marketing operations 
that results from mergers and acquisitions. 

“It’s troublesome for our membership rolls, of 
course, but more importantly, it represents a 
loss to our individual communities. The shift 
from local family businesses to larger entities 
that operate all over the state means fewer folks 
Continued on page 2



Licensee Profile

Crawford Oil Company – Portage, WI

Firmly planted and thriving in the business 
environment of central Wisconsin, Crawford 
Oil Company has been founded, built and 
operated by three generations of Crawfords. 
Continuing to follow the family business model 
established in the 1930s, Crawford Oil today 
serves the fuel and branding needs of clients in 
Portage and the surrounding counties.

“It was my grandfather Delbert Crawford who 
gave the business its start in the 1930s,” says 
company President Jon Crawford. “He began 
as a fuel-oil delivery driver for Pure Oil and 
then became a commission agent for Shell. 
Eventually he bought a bulk plant and went 
on his own.” The company headquarters was 
located in the Crawfords’ home, with Delbert’s 
wife Helen answering the phone and handling 
the bookkeeping.

“My grandfather kept the business mainly 
to heating oil and agricultural fuel delivery,” 
recalls Jon Crawford. “But when my dad Jim 
Crawford and a partner bought the business 
and incorporated it in 1969, he started the retail 
division, buying and supplying gas stations and 
eventually expanding the brand line to include 
Phillips 66 and Union 76, Texaco, then Amoco 
which became BP.” Jim Crawford also acquired 
several other jobberships, expanding the 
company’s territory significantly.

As major refiner brands left the market or 
consolidated by the late 1990s, Crawford Oil 
sold most of its retail outlets, focusing instead 

on home fuel delivery, motor and aviation fuels 
and lubricants, and agricultural and industrial 
fuels while continuing to brand and supply 
retail fuel locations.

“The industry in Wisconsin had some brand-
conflict challenges to overcome as major brands 
pulled out of our area and the remaining majors 
consolidated,” Jon Crawford states. “And the 
higher volume requirements on stations were 
also posing a problem for us because so much 
of our territory is rural, with smaller-volume 
stations. Independent chains started to take 
hold and that created an incentive for us to start 
working with independent brands.”

Around this time, Crawford says, the company 
landed a contract with a small station that had 
always been independent. Jim Crawford, who 
had been active in the PMAA effort to establish 
the Spirit® brand, thought Spirit® would be 
a good fit. The owner was so happy with the 
look and feel of the Spirit® image (and with 

the site’s increasing volumes) that he opted for 
the Spirit® brand at another location when his 
contract with a branded supplier was up. And 
Crawford Oil is now is poised to open a third 
Spirit® location, in the Dells area.

Spirit® Petroleum was an especially good 
choice for those first two locations because 
they are located in historic districts that have 
complicated ordinances regarding signage and 
imaging, says Jon Crawford. “Spirit® was so 
easy to work with,” he enthuses. “Approvals 
for variances usually take forever with a major 
brand but the folks at Spirit® were quick and 
responsive, and ready to work with me right 
away so that I could get things going. We are 
really happy with the brand; the stations look 
great, the volumes are coming up and we 
have plans to continue to grow Spirit® in our 
area since we have such good results to show 
prospects. I think our success with the brand 
tells a great story and I’m glad I got Spirit® 
started in Madison.”
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to sit on boards, to sponsor sports teams, to 
invest in their towns and cities. It’s probably my 
biggest concern at this point.”

An avid sailor since his college days, Krueger 
spends much of his free time racing his 41ft 
yacht, the Double Trouble, at regattas around 
the US and beyond. He and his 10-person 

crew plan a real adventure in early 2016 
when they are slated to compete for the 
Conch Republic Cup. “We’ll be sailing from 
Key West to Havana and Vardero, Cuba, then 
back as part of a US-sanctioned race for 
cultural exchange,” he reports. Krueger has 
also taken professional bread-baking classes, 
and regularly turns out loaves of fresh, 
homemade sourdough when time allows.

Krueger is optimistic about the Spirit® 
brand’s utility in meeting the needs of 
Nevada petroleum suppliers, particularly 
as buyouts and acquisitions continue in the 
industry. “Stations that get spun off present an 
opportunity for someone to enter the business, 
and Spirit® is such a good brand for that,” he 
believes. “I’m a big supporter of the brand and 
would really like to see it grow in our state.”

Continued from page 1

Vendor Spotlight
Lyle Signs – Eden Park, MN

Spirit® Petroleum’s preferred provider for 
highway logo signs, Lyle Signs recently 
celebrated its 100th year in business. The 
company, originally founded in 1912 in 
Minneapolis, Minnesota, relocated its 
manufacturing division to De Smet, South 
Dakota in 1974, and today serves clients all  
over the United States.

The company is proud of its history of 
providing local employment, in many cases 
to several members of the same family. “It’s 
not unusual for several members of the same 
family to work at our company,” quips account 
representative Rhonda Ferguson. “What with 
our family ownership, it really is a family-
strong enterprise, and we like it that way.”

Lyle Signs’ experienced sales staff has built a 
stellar reputation for fast, efficient processing 
of client orders, which can be a tricky prospect 
given the necessary involvement of state 
departments of transportation. “We have to 
follow regulatory guidelines,” says Ferguson. 

“So we work closely with DOT officials to be sure 
that we’re adhering to each state’s rules and 

regulations regarding size, reflectivity, artwork 
and placement. It can be quite complicated and 
it’s a big part of our process.”

Once all the regulatory t’s are crossed and the 
i’s dotted, Lyle’s state-of-the-art manufacturing 
process can generate a finished product in as 
little as two weeks. And the company prides 
itself on having one some of the fastest delivery 
times in the industry.

For more information or to place an order, 
please contact:

Rhonda Ferguson, Account 
Representative

877-895-8816, Ext. 2

rhondaferguson@lylesigns.com

Spirit® station in Wisconsin Dells, WI


