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Spirit® Petroleum proudly announces the 
appointment of two new members to the 
Management Committee of the Petroleum 
Marketers Oil Company, LLC, owner of the 
Spirit® brand. Both new committee members 
fill positions long held by managers now 
rotating off at the end of their tenures. Emily 
LeRoy, Executive Director of the Tennessee 
Fuel and Convenience Association replaces 
Mark Griffin of the Michigan Petroleum 
Association/Michigan Association of 
Convenience Stores; and Jeffrey Magness of 
Magness Oil (Harrison, AR) takes the spot 
vacated by Bruce Holmstrom, formerly of 
Vancouver Oil Co. (Vancouver, WA).

Emily LeRoy brings to PMOCO her long 
experience working with Congress and in 
the federal regulatory arena, in addition to 
knowledge and understanding gained from many 
years of work as Associate Director and then 
Director at TFCA. While at TFCA she has been 
involved in monitoring legislative and regulatory 
issues as well as representing members’ interests 
in Washington. Finding ways to help marketers, 

be it educating association 
members on industry-related 
issues or helping them to stay 
in compliance with regulations, 
has always been a focus for 
Leroy, and she looks forward 
to serving PMAA marketers 
nationwide as a PMOCO 
Management Committee 
member. “I believe in the 
mission of the Spirit® brand 
to provide more options to 
wholesalers and retailers,” 
states LeRoy. “I was glad to be asked to serve 
on the PMOCO board so that I can assist in 
promoting Spirit® and its mission.”

Jeffrey Magness began working for Magness Oil 
Company, his family’s business, as a teenager and 
today serves as the company’s Vice President. 
Magness Oil operates throughout Arkansas and 
parts of Texas, Oklahoma, Missouri, Mississippi, 
Louisiana and Tennessee. The company licenses 
ExxonMobil and ConocoPhillips in addition to 
the Spirit® brand, and distributes all grades of 

gasoline, diesel and biodiesel 
in addition to other petroleum 
products to customers ranging 
from convenience stores and fuel 
stations to airports, marinas and 
construction businesses. Magness 
is owner or part-owner of several 
other businesses in addition to 
Magness Oil, and has logged many 
years of board service in Arkansas 
and his local community.

“We are so grateful to Mark Griffin and Bruce 
Holmstrom for their many years of service to 
PMOCO and wish them all success in their 
future endeavors,” said Spirit® president Vera 
Haskins. “And we are delighted to welcome 
Emily LeRoy and Jeff Magness to the PMOCO 
Management Committee. Both of these 
individuals bring unique talents and expertise 
to PMOCO and the Spirit® brand, and we look 
forward to their contributions to Spirit®’s 
mission of serving petroleum marketers across 
our nation.”

Two New Members Join Spirit®’s Management Committee

Born and raised in Indianapolis, IN, PMAA 
President Dan Gilligan began his career there 
as a high school English teacher. “If you had 
told me when I started out teaching in Indiana 
that I’d eventually be leading national trade 
associations and dealing with all these varied 
issues, I’d have said you were nuts,” he laughs.

Gilligan’s entree into association work came 
when he took a position as newsletter editor 
for the Indiana Recreational Vehicle Council, 
where eventually he was tasked with covering 
legislative hearings and delivering testimony. 
Executive positions at national associations for 
makers of manufactured housing, then steel 
shipping containers, followed, taking Gilligan 
to Washington, D.C. and putting experience 
in transportation, shipping, trucking and 
storage on his resume. It all made him the ideal 
candidate to take over leadership of PMAA when 
the President’s position came open in 1998.

His initial days at the organization were a 
challenge, he admits. “My first week here, BP 
announced they were merging with Amoco and 
the phones starting ringing with press inquiries 
about PMAA’s take on that,” he reminisces. 
“Fortunately we had a great staff in place and 
they brought me up to speed pretty quickly. 

I think those of us in this business agree that 
the petroleum marketing industry is one of the 
most complicated there is. It can take years 
to really figure out what is going on and who 
is doing what. I was very fortunate that my 
experience over the years in all those different 
industries that touched on petroleum made me 
a quick study.”

Gilligan finds his work at PMAA, a federation 
of state associations, extremely rewarding. 
“Here in Washington you find lots of folks 
with the mentality that every problem has to 
be solved here, in the national arena. My time 
working at state trade associations gives me 
better understanding of the value of sourcing 
solutions from our 48 member organizations. 
I’m quick to consult them for viewpoints and 
perspective, and enjoy making sure that the 
state associations feel connected and able to 
influence and change things in Washington.”

Looking out for marketers’ interests is always 
Gilligan’s top priority. For example, in 2002 
the Environmental Protection Agency abruptly 
rolled out a new regulation that would have 
required dramatic and potentially costly changes 
for companies owning aboveground storage 
tanks. PMAA was quickly able to organize a 
substantial degree of national opposition to the 
rule, and even created a legal defense fund to 
take the EPA to court in an effort to block it. 
“Our case was strong enough that we were able 
to achieve a negotiated settlement with the EPA 
on the matter, thus protecting our members.  
It was an early big win in my tenure here at 
PMAA.” Gilligan remembers.

“More recently, in 2010 we were able to get 
a provision into the Dodd-Frank bill that 
would bring more oversight to crude oil 
futures markets,” Gilligan says. “The result 
of that will be that, when the regulation takes 
effect, all crude oil trades will be carried out 
in a regulated environment, as opposed to 
previously when it was possible for entities to 
trade away from public oversight, adding to 
price uncertainty. Our members will have the 
satisfaction of knowing that the prices folks 
are paying relate to something other than 
speculation in the markets, and that feels like a 
real achievement for me.”

Gilligan thinks back to those early days of his 
tenure at PMAA, when consolidations like the 
BP/Amoco merger left some marketers with 
fewer available brands. “Spirit® has done a 
great job of giving marketers more options,” he 
affirms. “It’s more than just the fact that there’s 
an additional brand out there. Probably the 
greatest value that Spirit® brings to marketers 
is the brand’s ability to improve things at 
lower-volume sites that the majors won’t even 
look at. We see it time and again; retailers put 
this nice-looking low-cost brand on some of 
their underperforming sights and then instantly 
see an increase in volume. Soon enough, the 
major brands are interested. Everyone wins...
the marketer sees a supply increase, the 
retailer increases the value of his property.  
Spirit® has served the marketer well, and has 
benefited everyone along the way.”
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Partner Spotlight

Mountain Commercial Graphics

Spirit® Petroleum’s longtime partner Mountain 
Commercial Graphics is the exclusive 
provider of decals, banners and graphics for 
pumps, canopies and buildings for Spirit® 
sites. One of the nation’s leading vendors of of 
commercial graphics products, the privately-
owned Houston-based company counts retail, 
transportation and petroleum companies 
among its long list of satisfied clients.

Estabished in 1984, Mountain Commercial 
Graphics has earned a solid reputation for 
high-quality products and oustanding customer 
service. The company employs the latest 
technology available in the industry to produce 
durable, high-quality screen-printed and digital 
graphics products. And Vice President Pat Blair 

points to his sales staff’s long experience in the 
petroleum industry as the reason the company 
earns such high marks for service. “Our sales 
representatives are all veterans of our industry, 
and are therefore exceptionally equipped to 
handle our clients’ needs,” he says. “Complex 
projects, tight deadlines and unique situations 
do not pose a problem for us. We really mean it 
when we say that service is our forte.”

The company is also committed to Spirit®’s 
mission of  keeping the branding process 
smooth and affordable for licensees, searching 
for alternatives wherever possible to maintain 
the integrity of Spirit®’s image without 
unnecessary expense.

 “Spirit®’s image is so important, such an 
integral part of our branding package,” says 

Vera Haskins, Spirit® president. “We are 
absolutely confident in trusting our image, and 
our licensees’ graphics needs, to Mountain 
Commercial Graphics; they are an excellent 
provider for marketers who choose to license 
the Spirit® brand.”
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Licensee Profile

Davenport Energy, Chatham, VA

Assessing and adapting to market conditions 
are the hallmark of any successful business, and 
it has brought Davenport Energy from humble 
beginnings in rural Chatham, VA to its current 
incarnation as a multi-product company 
with eight regional offices serving more than 
25,000 customers (including 100 motor-fuel 
sites) throughout south-central Virginia. That 
kind of vision and adaptability is common to 
Spirit® licensees, who are quick to recognize the 
brand’s value in the changing landscape of the 
petroleum marketing business.

Founder Ben Davenport Sr., started the business 
in 1941 when he bought a modest service station 
in Chatham, then the center of a rural, tobacco-
growing area. As the process for curing tobacco 
leaves evolved from wood-fired to flue-fired, 
Davenport added trucks, drivers and equipment 
to accommodate a growing demand for fuel oil. 
“There he sat, a fuel provider in the middle of a 
changing tobacco industry,” recounts Davenport 
Sr.’s grandson Lewis Wall, Davenport Energy’s 
President and CEO. “He spotted that great 
business opportunity and was able to take 
advantage of it.”

Davenport Sr. expanded the business again in 
the late 1940s when the transition from coal to 
oil for residential heating brought another wave 
of new demand for petroleum products. Thus 
the company was well-fixed for supplying motor 
fuels when cars began taking over the roads in 
the 1950s.

For several years Davenport Energy served as 
an Atlantic Refining Company distributorship, 
eventually acquiring many of the stations 
it supplied when ARCO began divesting its 
locations. Then, following a rural Virginia 
trend, the company developed country stores 

at its station sites and branded sites owned by 
others, positioning itself for the transition to 
convenience store/gas station sites that swept 
the industry in the 1970s. As convenience stores 
grew in popularity, the company stepped up its 
business model with multi-product dispensers 
and larger stores offering a wider variety of 
foods and products. The success of the new-
model stores attracted attention, and in 2001 
Davenport sold its large-format c-stores to 
ExxonMobil. Since then, it has re-invested in 
the traditional side of its business, acquiring 
several regional jobberships and expanding its 
propane, industrial fuel, heating fuel and motor 
fuel supply operations throughout the southern 
part of Virginia.

Wall credits his uncle, Ben Davenport Jr., for 
leading Davenport Energy’s evolution through 

the industry changes of the late 20th century. 
“It was his vision, energy, and ability to let 
go of things that had stopped working and 
embrace new directions that saw this company 
successfully through times of tremendous 
change that left many, less-adaptable players 
behind,” he muses.

And it’s that adaptability that has led Davenport 
Energy to embrace the Spirit® brand. “We’re 
always looking at how the market is forming 
and transforming,” Wall says, “and what we’re 
seeing is the major brands sticking with higher 
volume metropolitan locations. I’m in a rural 
area here and Spirit® is a great tool in my 
toolbox of options for approaching customers in 
our market.”

“Dealers in my region really like Spirit®’s 
professional image, like that it’s supply-
neutral, and like its competetive credit-card 
processing rate,” Wall states. “That’s a 
competitive bundle that we can take to a 
prospective customer. And now, having 
worked with Spirit® awhile, we can buff that 
up with the success stories we’ve acquired 
across the board from high-, medium- and 
small-volume sites. They’re all very glad that 
Spirit® was the brand we chose.”Ben Davenport Jr. and Lewis Wall


