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An Overview of 
BIC Alliance
Since 1984, BIC Alliance and its sister companies — BIC Recruiting and IVS Investment 
Banking — have earned a reputation as a primary communication link for connecting buy-
ers and suppliers in business and industry with one another. BIC Alliance helps companies 
experience organic growth via increased market share and through mergers, company 
acquisitions and key talent acquisitions. 

Mission Statement
To connect people in business and industry with one another for the betterment of all.
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BIC Magazine’s business model is unique in that we operate like a multicompany newsletter. 
We combine member company news and case histories with owner/facility company and 
association news. It also offers BIC Alliance members a holistic approach to reaching key 
industry decision makers through several components:

1. Advertising. Marketing partners can select among a number of options for advertisements 
related to frequency and size. You have the option of creating your own artwork or using 
the services of BIC Alliance’s graphic design team. Another value add: you own the ad after 
we design it!

2. Case histories/PR. Think of having your own newsletter that reaches more than 85,000 
industrial decision makers. What kinds of items would you publish in it? BIC Magazine pro-
vides the opportunity to tell stories about projects, services and products in a way that 
speaks directly to buyers in industry. The use of third-party testimonials in case studies has 
proved to be effective in reaching key prospects. In addition, marketing partners are given 
priority publication of company news related to products, services, expansions, new hires 
and promotions, awards, events and more. Marketing partners also have the opportunity to 
submit guest articles related to topics of interest within industry.

3. Direct mail. Think again of owning a newsletter that carries all of your firm’s PR materi-
als and case histories. To whom would you want to send that newsletter? Complimentary 
copies of BIC Magazine are sent to your clients and prospects, together with a customized 
direct mail piece introducing your firm and announcing the gift. Bonus distribution of BIC 

Magazine is an integral part of each marketing cam-
paign, as the company regularly attends and publi-
cizes America’s largest industrial trade shows. 

4. Custom data selection. BIC Magazine has steadily 
built its database to be the most extensive in the 
industry, including key decision makers at various 
levels. BIC Alliance members are allowed to select 
contact names from the database of 32,000 plus 
each quarter. 

B U S I N E S S  &  I N D U S T R Y  C O N N E C T I O N

M A G A Z I N EBIC Magazine
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How to Maximize Your Investment
Your BIC team 
Being a BIC Alliance member is about more than having your ad featured in a well-read and 
informative energy publication. When you join BIC Alliance, you become a member of a vast 
network of buyers and suppliers seeking opportunities to do business. 

You are also assigned a team that includes a BIC Alliance account executive, a member services 
representative (MSR) and an editor, all of whom will work together to assist you with all aspects 
of your campaign. The account executive will be your marketing consultant, assisting with con-
tract administration and networking facilitation. The MSR will assist you with custom data selec-
tion (prospect generation), gift subscriptions/direct mail, BIC Magazine links, PDF requests and 
bonus distribution of the magazine. Your editor is responsible for management of your content 
in the magazine, including ads and editorial, news releases, directory listing, classified space, 
guest articles and executive profiles. 

The BIC Alliance production staff has earned a reputation for performing quality work in a timely 
manner. Over the past two decades, BIC’s production team has won awards and helped deliver 
great results for countless marketing partners. The editors and designers who produce each 
issue of BIC Magazine work closely with you to ensure your ads and business profiles will grab 
the reader’s attention and build top-of-mind awareness for your company. 

Thomas Brinsko
BIC Alliance President/COO
tbrinsko@bicalliance.com
(281) 538-9996
381 Columbia Memorial Pkwy, League City, TX 77573

Amanda Baxter
BIC Alliance Member Services Representative
amanda@bicalliance.com
(281) 538-9996
381 Columbia Memorial Pkwy, League City, TX 77573

Kaye Benham
BIC Magazine Editorial Director
kaye@bicalliance.com
(800) 460-4242
6378 Quinn Drive, Baton Rouge, LA 70817

Magazine Content Management
• Ads and editorial
• News releases
• People Going Places
• Member Directory
• Classifi ed Space
• Guest articles
• Executive profi les

Member Services Representative
• Custom data selection (prospect generation)
• Gift subscriptions/direct mail
• BIC Magazine pdf requests
• Bonus distribution of magazine
• Event planning

Client Management
• Marketing consultant
• Contract administration
• Recruiting services
• Networking facilitation
• Investment banking services
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Value-Added Services

•  Priority press releases and editorial
– Company achievements/awards news releases 
– New products/services announcements
– Promotions/new employees
– Guest articles
– Entrepreneur/Executive/Sales & Marketing profiles
–  Recommendation of a CEO/Plant Manager Profile In Industry

•  Access the BIC Alliance database for lead generation

•  Gift subscriptions of BIC Magazine for your clients and prospects

•  Online publication of your BIC Magazine content with links to your site

•  BIC Alliance Member Directory listing

•  Event coverage (trade shows, hospitality functions, open houses, etc.)

•  Classified listing space

•  Network at BIC Alliance hospitality functions     

Ask your account executive, member services representative or editor about the following services. 
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The Role of the Editor
When you become a BIC Alliance member, you are assigned to an editor who will work with 
you on all aspects of the production of your campaign. The editor will contact you several 
weeks in advance of the production deadlines of each issue in which your ad and/or busi-
ness profile are scheduled to run. 

A typical business profile in BIC Magazine is designed to highlight your products, services 
or projects. As long as you provide the necessary information, your BIC editor will do the 
rest. You do, however, have the option of supplying to us a completed business profile. 

Your editor will work with you to make any necessary changes to the business profile until 
it meets your approval. We will not publish any business profile or other editorial piece 
related to your company unless your editor has obtained your written or verbal consent.

Your editor will also remind you on a regular basis to take advantage of the value-added 
editorial services included in your BIC Alliance marketing campaign. Whenever you have an 
idea for a news item that would be appropriate to run in BIC Magazine, please contact your 
editor (before you get too busy or forget). 

(NOTE: All information for news releases and contact information for profiles must be sub-
mitted to your editor by the next issue’s production deadline. Otherwise, we cannot guar-
antee placement in that issue.) 

Refractory service provider ‘exceeds expectations’ for Dow, Shell
Industrial Gunite celebrates 40 years

 In 1969 — the same year that saw 
man’s first walk on the moon — Industrial 
Gunite Inc. was founded as a company 
dedicated to providing services to the 
industrial community with a commitment 
to upholding its responsibilities to its cus-
tomers, employees, shareholders, environ-
ment and community.
 Industrial Gunite began as a company 
specializing in the installation of refractory 
and concrete linings utilizing the dry-mix 
gunite process. The very nature of refracto-
ry work in FCCU units, pyrolysis furnaces, 
heaters, boilers, etc., is such that employees 
must be of multiskill/multicraft capability. 
Scaffolding, demolition, surface prepara-
tion, welding of anchoring attachments, 
installation of protective membranes and 
installation of the refractory linings dem-
onstrate the need for skills encompassing 
multiple trades. The company’s outstanding 
work force not only possesses these skills 
but they apply these skills with an unwaver-
ing dedication to safety.
 Throughout its history Industrial 
Gunite has been a pioneer in refractory 
application technology. During the 1970s 
the company was one of the first to install 
full thickness and thin wall vibracast 
erosion resistant linings, a technology 
that is now commonplace in the indus-
try. Innovations developed by Industrial 
Gunite in pyrolysis furnace linings, such 
as custom bullnose refractory, furnace 
sealing and brick to ceramic fiber conver-
sions, are considered state-of-the-art and 
were recently applied on a debottleneck 
project involving 10 ethylene pyrolysis 
furnaces in the Houston area.  
 A decade after the launch of Industrial 
Gunite a sister company, Gulf Coast 
Gunite, was formed to serve additional 
segments of the marketplace.   

Safety accomplishments
 Industrial Gunite’s company policy 
strives to meet or exceed known govern-
ment and client regulations, to anticipate 
future regulations and to implement these 
regulations prior to their becoming law. 
 Excellent safety performance requires a 
team effort. The company’s extraordinary 
safety record is indicative of the teamwork 
attitude of its outstanding work force.

 Corporate safety milestones include:
 • Two-time “Category Winner” of 
the Safety Excellence Award presented 
by the Houston Business Roundtable.
 • Experience Modification Rating 
(EMR) consistently below .50.
 • Historical EMR as low as .06.
 • Fifteen years as a nested main-
tenance contractor without an OSHA 
recordable injury at a major petrochemi-
cal complex in Freeport, Texas.
 • Eighteen years as a nested con-
tractor without an OSHA recordable 
injury at a major refinery in Texas City, 
Texas.
 • Twenty-two major FCCU turn-
arounds without a lost-time injury.

Growth
 Industrial Gunite has leveraged the 
multitask capabilities of its work force to 
expand into a broad offering of industrial 
services, including:
 • Monolithic cast, vibracast and 
gunned refractory installations.
 • Dense, insulating and plastic fire-
brick installations.
 • Ceramic fiber modules, blankets 
and systems.
 • Dense, lightweight and intumes-
cent fireproofing applications.
 • Concrete restorations including 
coker units, sulfur pits and structures.
 • Acid and corrosion resistant lin-
ings.
 • Paintings and coatings.
 • Abatement and insulation.
 • Slope protection, pond liners, 
levees and similar erosion protection. 
 • Support labor, entry attendants, fire 
watches and miscellaneous maintenance 
personnel.

 Industrial Gunite has a significant 
investment in training, background 
screening and orientations of its world-
class work force. The company is contin-
ually soliciting and expanding its service 
offerings to efficiently deploy its work 
force and welcomes the opportunity to 
further expand its service offerings to 
satisfy any unique client needs.  

Satisfied customers 
 Being in the business of installing refrac-
tory linings for 40 years — a claim very few 
in that industry can make — has produced 
repeat business from satisfied clients.  
 Mike Kolb, engineering maintenance 
specialist for Shell’s Deer Park, Texas, 
complex, first learned about Industrial 
Gunite’s services from some friends that 
worked in the Pasadena, Texas, area. At the 
time, Kolb was a young supervisor doing 
a lot of furnace and boiler work as well as 
refractory, insulation and high-temperature 
brickwork.  
 “My friends told me what a good job 
Industrial Gunite did on a bunch of small 
projects and at first I was wondering if 
they would be able to handle a million dol-
lar project such as a total internal rebuild 
of major pieces of equipment like furnaces 
and boilers,” said Kolb. “Since I heard 
they were such a trustworthy company, I 
decided to give them a try and see if we can 
build them up to maintain the equipment 
we had. When I brought them in, they 
exceeded my expectations.
 “They’ve worked on major rebuilds 
of our furnaces, which are under severe 
temperatures. The thing I like most about 
Industrial Gunite is that they keep you 
informed during the process. A lot of times 
we had strict timelines and if they couldn’t 
make those deadlines, they would always 
let us know and give us other options, like 
what could be accomplished. I’ve always 
appreciated that.” 
 Along with providing exceptional ser-
vices, Kolb said the company helped bring 
in new ideas.
 “They saw other industries and what 
other people were doing, and helped us by 
providing more innovative ways of doing 
things,” he said. “Industrial Gunite did a 
lot of testing for us at their facility, where 
they would make up different blends, 
refractories and insulation. They would 
actually call us to go to their facility and 
look at these things under heat, which 
made me really comfortable working with 
a smaller company. They were willing to 
step out on the ledge and give us the latest 
technology.”
 Kolb has highly recommended Industrial 
Gunite to other companies, and encourages 
others to use their services. 
 “Being in management, whenever I 
look at a company, I always think to 
myself, ‘Would I use them if I owned my 
own company?’ With Industrial Gunite, I 
definitely know I would,” he said. 
 According to Kenny Domel, materi-
als technologist at Dow Chemical’s Texas 
Operations, working with Industrial Gunite 
has been an exceptional choice. 
 “They’ve been in our plant for more 
than 30 years and I’ve been here more 
than 30 years, so I’ve dealt with them for 
many years,” he said. “They have out-

standing qualities, such as a great safety 
record and excellent craftsmanship. They 
feel like they work for us and are always 
keeping us in mind.” 
 He also commends the services they 
provide, adding, “They’re quality and will-
ingness to help make them an exceptional 
choice in doing the very labor intensive 
refractory work in the plant. Their super-
vision is excellent. For the cost, they are 
what we call a low-cost provider.”  
 Domel would recommend anyone to 
“give them a chance and compare them to 
other companies.” 
 
Geographical coverage
 Industrial Gunite’s corporate facilities 
are located on five acres in Pasadena. 
Projects performed at this facility include 
shop installed refractory, vibracast and 
fireproofing of structural steel. Industrial 
Gunite serves the continental United States 
and Caribbean regions.
 Whether a project requires three people 
or 300, Industrial Gunite stands ready to 
perform. Industrial Gunite Inc. welcomes 
the opportunity to submit quotations on 
new construction, turnarounds and mainte-
nance contracts. 
 For more information on the com-
pany’s services, please visit www.indus
trialgunite.com or call (713) 477-0331. 

 Industrial Gunite was recently chosen to install 
five new pyrolysis linings at a major plant. 

 Shop-installed refractory linings.

 Industrial Gunite is a two-time “Category 
Winner” of the Safety Excellence award presented 
by the Houston Business Roundtable.

Products installed:
• Refractory castables
• Refractory gunning mixes
• Erosion resistant linings
• Ceramic fiber systems
• Plastic refractories
• Hot-spot injectables/pumpables
• Dense firebrick
• Insulating firebrick
• Concrete fireproofing 
• Lightweight fireproofing
• Cementitious and epoxy grouts
• Acid resistant linings

Industries serviced:
• Refineries
• Petrochemical
• Cogeneration
• Utility boilers and ash hoppers
• Rotary kilns/calciners  
• Incineration 

BUSINESS UPDATE Alon Refinery lauds increased efficiency through blind services
Industrial Blind Solutions

S ervice Radio Rentals (SRR), the parent 
company of Industrial Blind Solutions 

(IBS), has been one of the premier compa-
nies supplying two-way radios to the indus-
trial maintenance and construction industry 
for more than a decade. 
 SRR-IBS specializes only in radios and 
blinds and is backed by experienced profes-
sionals with the proficiency to offer fast, reli-
able, nationwide service, unlike mammoth 
companies that simply list radios and blinds 
as additional areas of competence.
 In addition, SRR-IBS are industry spe-
cialists, focusing on petrochemical, chemi-
cal, pulp and paper, power and nuclear and 
do not do work for concerts or other events 
outside industry. 
 IBS recently worked with Alon USA’s 
Krotz Springs Refinery on an FCCU turn-
around.
 “IBS was flexible with assisting us on 
color-coding blinds for each individual 
contractor. The blind racks provided were 
organized and easily accessible. The com-
pany’s service increased the efficiency of 
our contractors and eliminated lost time 
searching for blinds during a critical pro-
cess,” said Wayne Ardoin, turnaround 
manager at the site. “We look forward to 
working with IBS on future projects.” 
 With eight fully staffed support offices 
nationwide, the SRR-IBS staff can be, 
and often are, on site immediately. Local 
employees are available to work on local 
jobs, meaning clients don’t have to wait 
for workers to be flown in from distant 
locations.
 SRR is an authorized Motorola dealer 
and has an inventory of 8,500 intrinsically 
safe Motorola radios available for delivery 
coast to coast. SRR can incorporate specific 
frequencies and radios are available with 
16-160 channels. The company also pro-
vides communication specialists on site at 
every project to ensure each project goes as 
smoothly as possible.
 IBS has more than 500 tons of equip-
ment, 35,000 isolation blinds and blind 
flanges for rent or sale. Bleeder blinds, spec 
blinds, “stand-off” blinds and custom blinds 
can be purchased. Blinds are available in 
sizes ranging from a half-inch to 96 inches. 
 Blinds are delivered in an organized man-
ner and are easily identified with the proper 
stamping for size and rating. The blinds are 
sandblasted, zinc oxide primed and free of 
rust, paint and other foreign material. The 
handles are also color-coded per rating. All 
blinds have “T” handles and a hole for tag-
ging for easier, safer handling and rigging of 
the heavier blinds. 
 IBS can provide custom blind racks that 
are mobile and can be strategically placed 
throughout the site so the right tool is avail-

able where it is needed. They have locking 
mechanisms to secure blinds, and will be 
delivered racked or palletized by unit. With 
IBS’ system in place, the average loss of 
blinds is reduced generally to approximately 
5 percent.
 SRR-IBS can do all pre-turnaround work 

at its location for later delivery to the cli-
ent’s site. This reduces pre-turnaround on-
site safety concerns. Planning, coordination, 
pick-up and delivery are included in SRR-
IBS rates. 
 SRR-IBS representatives work closely 
with clients to ensure the best service pos-

sible. Clients are not just numbers and are 
encouraged to contact their local represen-
tative directly, or if desired, customers can 
connect to a person at the main office. Local 
representatives are available 24/7/365.
 For more information, visit www.
SRR-IBS.com or call (800) 255-3349. •

BUSINESS UPDATE

U nder ASME Code B31, power genera-
tion facilities are required to conduct 

inspections and repairs on all piping systems. 
After all, when such systems experience deg-
radation over time, the consequences can be 
detrimental to performance. Piping systems 
sag and lose proper slopes, transferring weight 
onto surrounding equipment and nozzles. The 
weight transfer can lead to overstressing of 
piping and equipment. Stress corrosion and 
creep can cause components to fail, induce 
flow problems and impair the working condi-
tions of the systems.  
 MHT Access Services offers an innova-
tive way to perform pipe support inspection 
and maintenance through the use of abseiling 
techniques. These techniques provide safe, 
immediate access to difficult or challenging 
locations, while at the same time offering 
measurable incentives for 
facility managers. The use 
of rope access techniques 
and procedures virtually 
eliminates the cost and 
time requirements associ-
ated with scaffolding. 
 NRG Energy recent-
ly contracted MHT to 
perform repairs on the 
pipe supports associated 
with the high-energy 
piping systems at its 
Greens Bayou facility in 
Houston. MHT utilized 
rope access to install nine 
critical constant spring 
hangers and two snub-
bers and adjust four vari-
able spring hangers. 
 “We had been work-
ing with an outside con-
tractor on some of our high energy piping,” 
said Warren McConnell of NRG. “They 
determined that some of the hangers needed 
to be replaced. The contractor suggested we 
consider MHT Access because it had used 
them in the past and it worked out very well 
in terms of quality and cost.” 
 This type of work is sometimes performed 
using scaffolding and cranes, but MHT’s rope 
access capability allowed it to exceed NRG’s 
expectations. MHT utilizes a five-person team, 
which includes a pipe support specialist, three 
rope access technicians and a welder. The 
team, suspended from the facility’s structure, 
can get as close as they need to repair a piping 
support system. 
 “The spring hangers were located on the 
eighth and ninth floors and were extremely 
large and not cost effective to scaffold,” said 

Chuck Thornton, pipe support 
division manager for MHT. 
“We extracted the old springs, 
which weighed anywhere from 
500 to 3,000 pounds, and de-
energized them.”
 According to McConnell, 
MHT’s team successfully 
responded to a number of 
unexpected situations dur-
ing the project. For instance, 
some of the davit supports that 

needed replacing were coated with lead-based 
paint, requiring the use of special methods. In 
addition, nearby beams had to be load rated to 
carry the heavy spring hangers. 
 “Throughout the job, they kept us well 
informed and ensured safety was an impor-
tant part of every task,” said McConnell. 
“They were positive and informative and 
answered all of our questions. They furnished 
reports that showed what they had done and 
where they were going. They had safety meet-
ings each day to review the scope of work 
and how it would be performed. We actually 
had them develop specifications for the new 
hangers that we purchased based on existing 
drawings. They did everything in a profes-
sional and safe manner.”
 For more information, visit www.mht
group.net or call (713) 460-4001. •

Rope access company replaces 
nine spring hangers at NRG site
MHT Access Services

BUSINESS UPDATE

 NRG Energy recently con-
tracted MHT to perform repairs 
on the support structures for 
high-energy piping systems at its 
Greens Bayou facility in Houston.

 MHT utilized rope access to install 
nine critical constant spring hangers 
and two snubbers and adjust four vari-
able spring hangers. 

E vergreen Industrial Services recent-
ly celebrated a safety milestone at 

Marathon Petroleum Co. LP Texas Refining 
Division’s Texas City, Texas, site, complet-
ing more than two years of service and 
over 122,000 man-hours with zero OSHA 
recordables at the site. Evergreen began 
its work in December 2010 and performs 
all types of general maintenance and turn-
around services including hydroblasting, 
tank cleaning, degassing of tanks, chemi-
cal cleaning on vessels or exchangers, and 
vacuum services.  
 Nick Lopez, site manager for Evergreen 
Industrial Services, said some key rea-
sons why the company was able to meet 
this milestone are because of management 
commitment and all workers understand 
what safety rules, policies and procedures 
are in place.
 “We strive for continuous improve-
ment,” Lopez said. “We always want 
to assess different projects or job tasks, 
make them as safe as possible and com-
plete them in a timely manner.”
 In addition, when a new employee 
arrives on site, Evergreen provides the 
employee with a welcoming orienta-
tion. This in-depth orientation, which is 
specific to the Texas City site, teaches 
the employee the policies Evergreen 
and Marathon have in place whether it’s 
using a certain type of barricade tape, 
directing traffic in a specific pattern to 
avoid accidents or the locations of all 
eye wash stations.

“Evergreen Industrial Services has 
an on-site presence every day and the 
company is what we consider a resident 
contractor,” said Jayson Davis, global 
procurement manager for Marathon 
Petroleum Co. LP Texas Refining 
Division. “Their safety performance 
has been excellent and their staff is 
always very available for any questions 
or issues that arise. Evergreen’s com-
pany beliefs and goals align well with 
Marathon’s.”
 To celebrate the milestone, Evergreen 
held a barbeque lunch that was attended by 
its employees and Marathon management.

“Evergreen is a trusted partner with 
Marathon Texas Refining Division in the 
pursuit of continuous improvement in 
HS&E metrics,” said Les Davis, mainte-
nance manager for Marathon Petroleum 
Co. LP Texas Refining Division. 
“Marathon is very proud of Evergreen’s 
accomplishment and we look forward to 
celebrating additional achievements and 
milestones in the future.”
 Texas Refining Division has also 
completed its VPP Star Certification and 
its mission is to “Raise the Bar” when it 

comes to employee safety. Evergreen has 
adopted this slogan.
  “I would like to thank Marathon for 
all of the support the company gives us 
on a day-to-day basis,” Lopez said. “The 
Texas Refining Division has a great 
safety culture and they are very involved 

whether it’s attending one of our safety 
meetings or providing extra training 
on subjects such as leadership to our 
employees.”
 For more information, visit 
www.evergreenes.com or call (877) 
267-2840. •

Marathon proud of Evergreen’s accomplishment 
Evergreen Industrial Services celebrates safety milestone

Chemical Cleaning
Tank Cleaning
Turnaround Services
Hydroblasting
Waste Processing & Minimization 
Vacuum Services
UHP Water Cutting
Transportation Services
GreenSightSM Comprehensive
Waste Stream Management

www.evergreenes.com  •   281-478-5800  •  877-267-2840

Safe. Resourceful. Accountable. 
From cleaning projects to complete turnaround and waste 
management, Evergreen Industrial Services has the expertise, 
technology and experience to deliver consistently superior results.

Evergreen offers highly experienced personnel, responsive 
service, quality equipment and environmentally friendly 
procedures, making the company your best choice.

Evergreen’s No. 1 priority is to perform every service 
safely and reliably. When you choose Evergreen, you 
know you’re going to get great services at a low cost. 
But it’s the employees who keep customers coming back. 
Evergreen has great people who provide great services.

Great industrial services 
done by great people. 

Evergreen is a proud participant of the 
OSHA Voluntary Protection Programs

 Evergreen has completed more than 122,000 
man-hours with zero OSHA recordables at the 
Marathon Petroleum Co. LP Texas Refining Division.

BUSINESS UPDATE
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News Releases

If you have a new product, service, technology or location you’d like to publicize, send in-
formation or a completed news release (including photos, if applicable) to your editor, and 
we’ll find a spot for it in our Supplier News or New Products & Services sections. You can 
also send information about new hires, promotions or personal recognition for our People 
Going Places section. 

Hydratight recognized by Bechtel 
for outstanding performance on 
power projects

WALSALL, England — Hydratight was one 
of 56 companies recognized for outstanding 

work on power projects with the Bechtel 
Subcontractor and Supplier Recognition 
awards. The awards recognize subcontractors 
and suppliers who supported Bechtel Power’s 
communications, renewable, transmission, 
nuclear and thermal projects during 2013.
 “Subcontractors and suppliers play a criti-
cal role in our ability to deliver projects to our 
customers with the highest levels of safety, 
quality and ethics,” said Toby Seay, president 
of Bechtel’s power global business unit. “The 

expertise and innovation they bring are essen-
tial to a project’s success.” 
 “It was an honor to accept the award, which 
is a reflection of all of our employees’ hard 
work and commitment to safety while working 
to support Bechtel on critical projects,” said 
Hydratight President Jan de Koning. “This is 
the third year in a row we have received this 
award and it is a testament to our long-standing 
partnership with Bechtel.”
 For more information, visit www.
hydratight.com or call (800) 895-3849.

Total Industrial Services opens 
second fabrication shop in Houston 

HOUSTON — Total Industrial Services (TIS) 
has opened a second 
shop in Houston to bet-
ter serve its clients. Now 
with dual facilities, TIS 
has an impressive 60,000 
square feet of shop in 
which to complete cus-
tomers’ specialty fab-
rication projects. TIS 
is very pleased to offer 
double the capacity, with 
the same commitment to 
schedule, and the quality 
that has always been the 

company’s way of doing business. TIS is now 
a member of The JV Driver Group.  
 For more information, visit www.
jvdriverusa.com or call (713) 338-2469.

Veolia named Sustainable Supplier 
of the Year by Grainger
 
CHICAGO — Veolia Environnement North 
America recently received the Sustainable 
Supplier of the Year Award by Grainger. 
Competing against more than 3,200 suppliers, 
this is the second time Veolia has received 
this honor. Veolia was the recipient of the 
first-ever Grainger Green Supplier of the Year 
in 2010.
 The award recognizes organizations that 

demonstrate exem-
plary overall per-
formance, provide 
a strong environ-
mentally preferable 
product offering, 
and exemplify envi-
ronmental steward-
ship and responsi-
bility within their 
own supply chain. 
 “Our team is 
dedicated to provid-
ing innovative solu-

tions for hazardous and industrial wastes 
that utilize recycling and reclamation to turn 
these substances into reusable materials,” 
said Steve Hopper, executive vice president 
and COO of Veolia Environnement North 
America’s Industrial Business. “Our employ-
ees are thrilled to see their work recognized 
and we are honored to once again receive this 
important recognition.”
 For more information, visit www.
VeoliaES.com or call (713) 672-8004.

Cudd Energy Services opens office in 
Toowoomba, Australia

HOUSTON and QUEENSLAND, Australia 
— Cudd Energy Services has opened an 

 John McShane, center, general manager of elec-
tronics recycling for Veolia, accepts the Sustainable 
Supplier of the Year Award from Grainger.

 Hydratight’s Jan de Koning, third from left, 
accepts the Bechtel award.

 Total Industrial Services has opened a second 
shop in Houston to better serve its clients.

SUPPLIER NEWS

MSA Fas-Trac® III Ratchet 
Suspension is cure for head 
protection headaches

PITTSBURGH — MSA, a leading manu-
facturer of protective helmets, introduc-
es the Fas-Trac® III Ratchet Suspension, 
designed to improve comfort, retention 
and stability. Developed with input from 
hundreds of customers, the new Fas-Trac 
III Ratchet Suspension was preferred by 92 
percent of users over what they were cur-
rently wearing.

 Notable features include a lower nape 
strap, three levels of nape adjustment, 
smooth rotation and secure hold ratchet, 
integral comfort pad cradles the back 
of the head and encourages airflow, no 
metal parts, an optional sweat-wick-
ing accessory and many more comfort 
features! The Fas-Trac III Suspension 
is currently available in the follow-
ing market-leading MSA Protective 
Helmets: V-Gard® (caps and full brim 
hats), V-Gard GREEN, V-Gard 500, 
SmoothDome®, Thermalgard® caps and 
Topgard® (caps and full brim hats).
 To learn more, visit www.
MSAsafety.com/fastrac or call (800) 
MSA-2222 [672-2222].

Hydratight offers boring bar 
machining solution 

DEER PARK, Texas — Hydratight has 
added the 2250P boring bar capable of 
covering a range of 2.5 inches to 24 inch-
es diameter and lengths of up to 12 feet.
 Many of the design and performance 
elements of the 2250P have been inspired 
by the larger capacity, field-proven 
Hydratight 8200 series machines. One 

of the key areas of this design transfer 
has been the rotational drive unit. The 
assembly uses a 5:1 double enveloping 
worm gear that provides 25-percent more 
cutting torque than any other boring bar 
within its class. The boring bar’s robust 
assembly has hydraulic, pneumatic and 
electric drive capability options.
 The new 2250P boring bar is available 
with bar lengths starting at 4 feet up to 12 
feet with one-half-inch broached tooling 
holes every 6 inches. 
 For more information on 
Hydratight’s machining capabilities, 
products and services, visit www.
hydratight.com/products/machining 
or call (800) 895-3849.

Apprion extends industrial 
offerings to 4G mobile network 

MOUNTAIN VIEW, Calif. — 
Apprion now offers network com-
munication functionality with 4G 
Mobile Network support ideal for 
upstream, midstream and greenfield
facilities. Apprion’s core ION System 
products incorporate Cellular 3G/4G/
LTE modules for increased bandwidth, 
faster data transfer, better coverage and 
uninterrupted connectivity.  The latest 
ION 4G upgrade includes an additional 
backhaul function using Cellular 3G/4G/
LTE adding more range and spectrum for 
data transfer in industrial facilities. ION 
System products with 4G support include:  
 • IONizers™ — industrial rated 
wireless networking appliance that seam-
lessly integrate wireless sensor network 
gateways to support industrial wireless 
applications.
 • IONizer Connect — industrial 
wireless device for interfacing and back-
hauling data from legacy sensors and 
real-time communication between criti-
cal data points in the network.
 • ION Mustering Towers & Stations 

NEW PRODUCTS & SERVICES

 MSA Fas-Trac® III Ratchet Suspension.

 Hydratight’s 2250P boring bar.
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PEOPLE GOING PLACES Kasparek appointed general 
manager of ALL Aerials LLC

CLEVELAND — Kris Kasparek, a five-year 
veteran of the ALL Family of Companies, 
has been promoted to general manager of 
ALL Aerials LLC in Richfield, Ohio. As 
general manager, Kasparek will oversee field 
and technical service policies and practices; 
direct marketing activity; coordinate actions 
with corporate staff; and, in conjunction 
with ALL Family of Companies President 
Michael Liptak, evaluate and procure new 
aerial equipment. Kasparek will also continue 
to help with sales of used equipment.
 For more information, visit www.
allcrane.com or call (800) 232-4100.

Bayer Technology Services Americas 
makes additions

BAYTOWN, Texas — Jim Stephanou 
has been named head of Bayer Technology 
Services Americas (BTS) U.S. headquar-
tered in Baytown, succeeding Kirk M. 
Wilson, effective Jan. 1. 
 Jamie Thorpe has joined Bayer as 
business development manager and Sheila 
Thibodeaux was named manager of busi-
ness development. They are responsible 
for marketing and selling BTS engineering 
and technology services throughout the 
United States.
 For more information, visit www.
bayertechnology.com or call (877) 
229-3787.

The Brock Group names Davis 
chairman and CEO 
 
HOUSTON — The Brock Group’s board 
of directors has promoted Jeff Davis to 
the position of chairman and CEO. Davis 
will continue to serve as CEO, leading 
the day-to-day operations of Brock, until 
completion of an external search process 
for the company’s next CEO.
 Davis joined Brock in 1977, serving 
in several senior management positions 
before being promoted to president in 
2007 and CEO the following year. He was 
elected to the board of directors in 2008.
 For more information, visit 
www.brockgroup.com or call (866) 
280-7601.

Lycette promoted by Chevron 
Phillips Chemical 

THE WOODLANDS, Texas — Chevron 
Phillips Chemical Co. LLC recently 
appointed Don Lycette to the position of 
senior vice president, research and technol-
ogy, replacing Dennis Holtermann who 
has elected to retire after 33 years of dis-
tinguished service with Chevron Phillips 
Chemical and Chevron Corp. 
 Lycette was previously vice president, 
environment, health, safety and security, a 
position he assumed in 2011. 
 For more information, visit www.
cpchem.com or call (832) 813-4100.

TCC Outstanding Service Award 
winners named

HOUSTON — At the recent Texas Chemical 
Council (TCC) and Association of Chemical 
Industry of Texas’ (ACIT) Annual Meeting, 
Judy Bigon of ExxonMobil received the 
Conservation Committee’s Outstanding 
Service Award, John Koegel of Dow 
Chemical received the Outreach Committee’s 
Outstanding Service Award and John 
Nichols of Dow Chemical received the Tax 
Committee’s Outstanding Service Award.
 For more information, visit www.
txchemcouncil.org or call (512) 646-6400.

Eco-Staff expands its team

HOUSTON — Eco-Staff has expanded its 
team at the company’s Austin, Texas, and 
Dallas offices. 
 Noah Pickard has joined Eco-Staff as 
a recruiter and will work out of the Dallas 
office. He will be responsible for recruiting 
telecommunications technicians and build-
ing Eco-Staff’s business in the Dallas area. 
 Shane Causey will be responsible 
for business development and will also 
work out of Eco-Staff’s Dallas office. 
Causey will help generate revenue for 
Eco-Staff through account development 
and management. 
 Levi Burks has been named recruiting 
specialist and will work out of Eco-Staff’s 
Austin office. He will be responsible for 
sourcing, screening and placing skilled 
employees based on clients’ needs.
 For more information, visit www.
eco-staff.com or call (800) 764-8532.

Envirocon Inc.’s Maserejian 
promoted to senior vp, chief 
client officer

MISSOULA, Mont. — Jack Maserejian 
was recently promoted to senior vice presi-
dent and chief client officer of Envirocon 
Inc. In his new position, he is the corporate 
advocate for clients’ needs and satisfaction, 
and responsible for improving the overall 
client delivery experience. Additionally, he 
is responsible for development and execu-
tion of Envirocon’s U.S. and Canadian 
sales and marketing strategies.
 Maserejian joined Envirocon in August 
2011 with more than 10 years of experience 
in business development and with a total of 
24 years of experience in engineering and 
remediation.
 For more information, visit www.
envirocon.com or call (713) 239-1101.

Fisher Tank adds Francis as 
project manager

CHESTER, Pa. — Fisher Tank welcomes 
Matt Francis as project manager at its 
Chester location. He is responsible for suc-
cessful completion of the projects assigned 
to him. Additionally, he will coordinate the 
various in-house departments involved in 
projects as well as on-site subcontractors 

to meet schedules and ensure customer 
satisfaction.
 For more information, visit www.
FisherTank.com or call (610) 494-7200.

Harrington Hoists promotes 
Lussow to vp of business 
development

MANHEIM, Pa. — Harrington Hoists 
Inc. has promoted Bret Lussow from 
business development sales manager to 
vice president of business development. 
Lussow has 16 years of combined service at 
Harrington Hoists starting in 1998 as a ter-
ritory sales representative for the company 
in Wisconsin and the Upper Peninsula of 
Michigan.
 Lussow’s new position as vice presi-
dent of business development will expand 
his responsibilities to include all aspects 
of business development, engineering and 
customer service. 
 For more information, visit www.
harringtonhoists.com or call (800) 
233-3010.

Hunter names Tetzlaff director of 
corporate operations

HOUSTON — Hunter recently named 
August Tetzlaff director of corporate oper-
ations. Tetzlaff is responsible for coordina-
tion and deployment of strategic plans and 
process improvements and the functioning 
of production, materials management and 
project management. 
 Tetzlaff’s experience encompasses 30 
years in senior operating roles in the 
manufacture of commercial trucks and 
automotive components, controls and con-
struction equipment as well as serving on 
boards of professional societies (American 
Production and Inventory Control Society, 
and Association for Corporate Growth) 
and as an adjunct professor for executive 
MBA programs. 
 For more information, visit www.
hunterbuildings.com or call (281) 
452-9800.

Maley named 2015 LAGCOE chairman
 
LAFAYETTE, La. — Louisiana Gulf Coast 
Oil Exposition (LAGCOE) recently named 
Steve Maley its 2015 chairman.
 Maley has been on the LAGCOE 
board of d irectors since 2005 and served 
as an exhibit judge and Executive 
Committee member throughout those 
years. Maley is operations manager for 
Badger Oil Corp., a privately held opera-
tor based in Lafayette. 
 For more information, visit www.
LAGCOE.com or call (337) 235-4055.

Mascoat builds its team

HOUSTON — Mascoat has added two 

Eastman Chemical, Hunt Refining 
praise steam tracing system
QMax Industries Inc.

Q Max Industries Inc. designs and 
manufactures specialized process 

heating systems for industrial piping, 
vessels and equipment. The company’s 
patented QMax Fluid Tracing System 
(FTS) has revolutionized the way steam 
tracing systems are used in many indus-
trial applications around the world.
 “We chose the QMax system as a 
pilot for some early applications to see 
how it would work about four years 
ago,” said Robert Hager, manager of 
special projects for Eastman Chemical 
in Kingsport, Tenn. “Ever since then, 
we’ve used it exclusively when applying 
steam heat to process piping. The design 
is quick to install, has fewer connec-
tions, transfers heat well and can be 
used on any heat transfer fluid includ-
ing oils at high temperatures. 
 “If you need more heat transfer capac-
ity than plain tubing on pipe can offer 
and you’re not using the QMax system, 
you’re spending too much. The QMax sys-
tem improves several fundamental design 

issues other systems have, creating an 
excellent system and a lot less work.”
 Through continuous innovation, QMax 
works to help its customers maximize 
process efficiency and minimize plant 
downtime. Hunt Refining in Tuscaloosa, 
Ala., is another company that’s used the 
QMax system for several years.
 “QMax has supplied a unique 
design, improving heat tracing benefits 
when compared to typical installations,” 
said James Rawson, reliability manager, 
Hunt Refining Co. “We steam trace and 
supply additional external heat to dif-
ferent piping circuits that need it. The 
QMax product is a good conductor to get 
more out of that heat tracing than just 
your typical tubing or piping that’s up 
against a piece of pipe. QMax’s products 
are easy to use and you get better heat 
transfer from a product that’s fairly 
simple to install.”
 For more information, visit www.
qmaxindustries.com or call (704) 
643-7299. •

BUSINESS UPDATE

Dakota Gasification partners 
with Apprion on site plan
Apprion 

A pprion has completed an industrial 
application site plan at the Dakota 

Gasification Co. (DGC) facility in Beulah, 
N.D. DGC is a for-profit subsidiary of 
Basin Electric Power Cooperative that 
owns and operates the Great Plains 
Synfuels Plant. The Synfuels Plant in 
Beulah is the only commercial-scale coal 
gasification plant in the United States that 
manufactures natural gas.
 Dakota Gas partnered with Apprion 
ION Services to conduct an ION Site Plan 
to evaluate the current facility infrastruc-
ture and put together a strategic applica-
tion and wireless plan that would help 
them meet their goal of a sustainable oper-
ation. The ION Services team spent 10 
days at the DGC Beulah facility measuring 
and gathering data to determine the place-
ment of radio frequency (RF)  transceivers 
and network devices that would comprise 
a facility-wide wireless infrastructure.
 At the conclusion of the ION Site Plan, 
DGC Beulah received a 250-page strategic 

site report with the wireless and RF site 
assessment results, recommendations for 
detailed implementation planning and an 
extensive report mapping out the most 
efficient and cost-effective path for moving 
forward with various wireless applications 
to reach their sustainability and production 
cost goals at the Synfuels Plant.
 “The ION Site Plan is the strategic 
first step for many larger projects. We 
are looking forward to the safety, secu-
rity and productivity improvements that 
partnering with Apprion can provide our 
facility,” said Rod Wetsch, supervisor 
Control Systems at the Beulah facility. 
“In addition, these strategic application 
plans will allow the DGC Beulah facil-
ity to benchmark work processes with 
its industry peers in comparison to areas 
such as reliability, safety, environmental 
protection, work efficiency, business sys-
tems and security.”  
 For more information, visit www.
apprion.com or call (650) 934-5710. •

BUSINESS UPDATE

The Linde Group to build 
ethane cracking units for Shell
MUNICH, Germany — Technology 
company The Linde Group has entered 
into an enterprise framework agreement 
with Shell Global Solutions International 
B. V. to build ethane cracking units on a 
global basis. The enterprise framework 
agreement is for 10 years with an option 
to be extended.
 The agreement covers licensing, engi-
neering, procurement and construction 
services as well as the supply of propri-
etary equipment of ethane cracking units. 
The Linde Group understands the enter-
prise framework agreement is a renewed 

opportunity to build upon its longtime 
relationship with Shell.
 With its outstanding ethylene technol-
ogy and project execution excellence, The 
Linde Group is committed to contribut-
ing to the expansion of Shell’s global 
petrochemical market. To benefit Shell 
and its partners, The Linde Group intends 
to deliver major cost savings for ethane 
cracking units from standardization and 
repeatability effects.
 As a first step in the enterprise frame-
work agreement, The Linde Group was 
awarded the contract for the licensing and 
basic engineering design package for a 
potential world-scale ethane cracker unit.
 For more information, visit www.
linde.com or call +49.89.35757-01. •

NEWS UPDATE

 A plant supplied by Linde to Borouge in the 
United Arab Emirates.
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Event Coverage

If your company is sponsoring a trade show, conference, community outreach activity or 
networking function or receiving a special recognition or award, your editor, MSR or ac-
count executive may be able to attend and take photos if he or she is available to do so. If 
we are not able to send a representative and you have photos and information related to 
your event, send it to your editor.  

Intergulf Corp. expanding in 
La Porte, Texas
A s a known leader in liquids manage-

ment for plants and refineries for the 
past 30 years, Intergulf Corp. has built a solid 
reputation within the industry by specializing 
in wastewater processing and recycling oils 
and fuels. The company will consolidate 
office staff from three locations with a new 
office location  in La Porte, Texas, where they 
recently broke ground for the building.
 Intergulf offers a wide range of products 
and services, including products blending 
and trading and much more. 
 For more information, visit www.
intergulfcorp.com, call (281) 474-4210 or 
email info@intergulfcorp.com. •

FEATURE

 From left, Carl Williford, Cliff Rademaker, 
Carrie Reese, Mike O’Neal, Brandon Velek, Steve 
Rhyne, Rick Crump and Marc Sansom of Intergulf 
Corp. participated in the company’s recent 
groundbreaking ceremony for its new office in La 
Porte, Texas.

 Intergulf Corp. executives grabbed shovels 
and helped break ground on the company’s new 
La Porte, Texas, office location.

 Intergulf Corp. had a large turnout for its 
recent groundbreaking ceremony in La Porte, 
Texas.
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Executive, Entrepreneur and 
Sales & Marketing Profiles
A great way to communicate the vision of your company is to have your CEO, president, 
founder or top sales and marketing executive interviewed and featured in BIC Magazine. 
These feature articles put a great face on your company, allowing potential clients to get 
to know the key players before meeting them personally. You can take advantage of this 
feature by scheduling an interview with your editor, who can provide a list of interview 
questions in advance if desired. 

K evin Taylor, senior vice president of 
Engineering & Construction for NAES 

Corp., has more than 27 years of experience in 
executive management, business development, 
major project management, restructuring and 
change management. He is focused on the safe 
execution of services and work products while 
also meeting customer needs in compliance, 
cost effectiveness, schedule and quality as part 
of the company’s growth strategy. 
 BIC Magazine recently visited with 
Taylor to learn more about how he is leading 
the engineering and construction business of 
NAES in the power generation, oil and gas, 
and petrochemical markets.  

Q: What led to your position 
 at NAES?

A: This position is a natural fit based 
 on my previous experience in the engi-

neering and construction sectors of the energy 
business. Prior to joining NAES, I was the 
president of the Power & Industrial Group 
at MasTec, and before that I was senior vice 
president for the Americas Power Group 
at Parsons Brinckerhoff. I had previously 
worked with Bob Fishman, NAES president 
and CEO, when we were both at Parsons 

Brinckerhoff. When he laid out his plans for 
the diversification and growth of NAES, my 
immediate response was “when can I start?”

Q: Are you looking to grow in 
 new markets or expand in 

  current ones?

A: We are looking at a combination of 
 both expansion in our current mar-

kets and diversification into some closely 
related markets. We currently have a union 
labor subsidiary company, NAES Power 
Contractors, which is focused on power 
plant maintenance and construction. This 
business will continue to grow, particularly 
with the impending return to health of the 
power sector. Our nonunion maintenance 
and construction group is currently active 
in the downstream oil and gas market and 
is expanding into the midstream market.  

Q: Do you have any plans to 
 grow/expand your business 

  through acquisitions 
  and mergers?

A: Very much so. NAES has concluded 
 the acquisition of E3 Consulting®, an 

industry-leading engineering consulting firm 
based in Denver, which is an ideal comple-
ment to our existing plant operations-focused 
engineering group. In addition, we are in the 
process of evaluating a number of engineer-
ing and construction firms that operate in 
the midstream and downstream oil and gas 
markets. While the M&A landscape in energy 
engineering and construction is currently very 
competitive, I’m confident it will not be long 
before we have further exciting announce-
ments in this regard.

Q: How do you maintain a good 
 work/home life balance?

A: Basically I couldn’t do it without Jane, 
 my very understanding and incredibly 

well organized wife. My family (mostly) 
understands that traveling and long hours 
away from home are part of the package if 
you choose a career in the energy business. 
Fortunately these days, most of my trips 
are domestic and rarely span a weekend; 
therefore, balance is possible with proper 
planning and really wise use of time.

Q: Do you have a favorite 
 quote? Why is it your favorite?

A: It’s not actually a quote; it’s an excerpt 
 from a speech given by Theodore 

Roosevelt at the Sorbonne in 1910 referred to 
as “The Man in the Arena.” In essence, it con-
trasts the people who make the choice of inac-
tion but willingly criticize those people who 
have the courage to put themselves forward 
and take action, whatever that action may be. 
The speech/quote concludes with “ … who at 
the best knows in the end the triumph of high 
achievement, and who at the worst, if he fails, at 
least fails while daring greatly, so that his place 
shall never be with those cold and timid souls 
who neither know victory nor defeat … ” •

A conversation with Kevin Taylor 
of NAES Corp.

EXECUTIVE PROFILE

For more information, visit www.naes.
com or call (425) 961-4700.

Kevin Taylor
Senior Vice President of 

Engineering & Construction 
NAES Corp.

J eff Lange, founder of RedGuard (formerly A 
Box 4 U), believes the success of a company 

depends entirely on the people. A successful 
team will be engaged and will also be able to 
see the company’s future and tell the compa-
ny’s story. BIC Magazine recently visited with 
Lange to learn more about working with great 
people in the right ways and the importance of 
keeping an open dialogue with your team.

Q: What led you to start 
 RedGuard?

A: What led us there was the interest in 
 working with a simple metal box. We 

first started as a portable storage company 
in 1998. We liked the idea that this was 
universally transportable on any ship, train 
or truck around the world. There are very 
few products that are so universal. The other 
thing was we were always looking for a value 
add opportunity — not just working with the 
simple metal box but also making modifica-
tions and value adds to that simple metal box 
that would make a difference.

Q: Why is RedGuard successful?

A: We have experienced success because 
 of our people. We are driven to have the 

right people on our team and the wrong people 
not on our team. It’s just as important to them 
— and to us — to have the right people doing 
the right things. If someone isn’t really the 
right person, they’re going to flourish a lot 
better at a different organization. 
 Every one of our people is totally engaged. 
They see our future. They can tell our story. 
You can’t catch them not working. Everybody 
is driven to have great ideas. We have hon-
est dialogues about improvements and things 
they’re maybe not doing exactly right and 
how things could be done better. There is open 
dialogue and  discussion about those thoughts 
and ideas. Doing those things and working 
with great people in the right ways has made 
us successful.

Q: What is the biggest news at 
 RedGuard right now?

A: No question the biggest news with our 
 company is our new name. We made 

that decision because of our growth and our 
success, and the fact that we’ve built such a 
strong team of people. We have a fantastic 
critical mass of very talented people and, 
through all of that, it’s kind of like graduating 
from one level of school and growing up to 
the next level of life. Our company has made 

that same evolvement and we’re certainly 
quite advanced from where we started. 
As we looked forward to what our future 
goals were, we felt like it was time for us 
to create a new branding message and a 
name change to go along with that.

Q: Do you have any plans 
 to grow/expand RedGuard 

  through acquisitions 
  and mergers?

A: Yes, we do. In 2013, we made the 
 conscious decision that acquiring the right 

companies makes sense for us because of the 
critical mass we have in our company. We’ve 
reached a size where that starts making sense.
 We recently acquired a portable storage 
company. Even though the majority of our 
revenues come from the blast-resistant build-
ing business (LeaseFleet, SafetySuite and 
Cover Six Shelters), we still have the portable 
side of our business. We see that as a vital part 
of our business, and the logistics and service to 
our clients. Each portable storage site serves as 
a staging facility to better serve our LeaseFleet 
customers no matter where they are located. 
We are actively looking for the next acquisi-
tion. For us, it’s not so much about mergers as 
it is about acquisitions. 

Q: What are you reading 
 right now? 

A: We as a company drive a culture 
 about reading Jim Collins’ books. 

We hand out Collins’ four books to each 
new employee. Our company culture and 
business philosophy totally align with the 
balance of all of those books — studying 
the downtimes of business, how to do things 
right, how to spin the flywheel and how to 
get the right people on the bus. All four of 
Collins’ books are very important not just to 
me but to all of us at the company. •

A conversation with Jeff Lange 
of RedGuard

ENTREPRENEUR PROFILE

For more information, visit www.
redguard.com or call (877) 522-6948.

Jeff Lange
Founder 

RedGuard
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Industry Profiles

BIC Magazine is always looking for plant managers and other industry executives to profile 
in future issues. If you would like to nominate a particular plant manager; CEO; maintenance 
superintendent; purchasing agent; health, safety and environmental manager; or other ex-
ecutive for a profile, contact your editor or the editorial director of BIC Magazine. 

U p until about three years ago, The 
Port of Corpus Christi was a sig-

nificant import oil port with three major 
refineries and a number of chemical com-
panies,” said John P. LaRue, executive 
director at The Port of Corpus Christi. 
According to LaRue, that has now changed 
with exports having exceeded imports.
 “With the development of the Eagle 
Ford Shale, we’ve seen a significant change 
where the amount of imported oil has 
dropped off considerably, especially last 
year and in the beginning of 2013,” he said. 
“That has sort of leveled off now and what 
we’re seeing is the continued development 
of the Eagle Ford Shale oil aspect has led 
to a significant amount of oil that’s coming 

into the port and is moving from our port to 
other ports in the Gulf and the East Coast. 
We haven’t seen this kind of change since a 
couple of the refineries came on line in the 
early ’80s. For more than 30 years, this is 
the biggest change the port has seen.”
 LaRue, who has been executive direc-
tor of The Port of Corpus Christi for 
the past 19 years, oversees the day-
to-day operations of the port, which is 
one of the largest in the United States 
and the largest economic generator of 
the region. LaRue’s oversight includes 
the departments of Engineering, Finance 
& Administration, Government Affairs, 
Security, Operations, Human Resources 
and Trade Development. LaRue also 
reports to a seven member commission.
 “We expect the import number could 
go down a bit more but, at least for the 
foreseeable future, a lot of the imports are 
the heavier crudes needed here by the refin-
eries,” LaRue said. “So they can’t just flip 
a switch and take the very light condensate 
type oil from Eagle Ford and refine that. 
Their refineries aren’t set up that way. So 

there will continue to be demand here at 
least for the foreseeable future.”
 With this decrease in imports and 
increase in exports comes greater demand, 
LaRue said.
 “We are experiencing a much greater 
demand for dock space, tanks and a lot 
more pipelines from the Eagle Ford area 
and also connecting through the Permian 
Basin,” he said. “On the import side, we’ve 
seen a lot of frac sand, which is used in the 
fracking process. We’re also seeing a lot of 
oil and gas pipe coming into the port. 
 “The Eagle Ford area is only about 70 
miles from the port and it’s about halfway 
between here and San Antonio, so a lot of 
the sand and pipe are trucked from here to 
Eagle Ford. Quite a bit of the oil is also still 
trucked in here from Eagle Ford but, even-
tually, there will be less on the trucking side 
and more will come in by pipeline.”
 Far and away, the Eagle Ford Shale has 
been the major influence of this change in 
imports/exports, according to LaRue. 
 “We were doing fine before but this has 
stimulated a lot of growth and new develop-
ment not just for the port but for the entire 
region,” he said. “A lot of new companies 
are coming in to take advantage of this. We 
have four new docks under construction 
right now that are either private or on port 
land but leased to private operators to con-
struct and operate.
 “Because of the plentiful supply of natu-
ral gas involved in Eagle Ford, there is a lot 
of foreign investment coming into the port 
area. We have four major facilities that are 
either being built right now or are waiting 
for final environmental air quality permits. 
The companies are from China, Austria, 
Switzerland and Italy. Total value of the 
four projects is about $4 billion. The reason 
they’re here is obviously because of access 
to a deepwater port as well as the transpor-
tation links with the railroads, the highway 
system, and a plentiful and stable supply of 
natural gas.”
 These projects mark the beginning of a 
great deal of future growth.
 “We expect this to be quite a long run 
as far as oil and gas,” LaRue said. “We’re 

going to see another level, with both oil 
and gas, where those products will be 
taken apart by industrial processes. In the 
case of the gas, there are several different 
gases that will be pulled out of the gas from 
Eagle Ford and sold off individually. In the 
case of the oil, there will be some changes 
made to the oil from Eagle Ford, and it will 
make it a different composition that can 
then be exported to other countries, not just 
the United States. We think there is a lot 
more to come. We have several years to go 
before we hit the peak.”
 
Stability of the port, region
 The port is much more financially stable 
as a result of these recent changes.
 “Our revenues are up this year and were 
up last year as well,” LaRue said. “We’re 
now putting together our budget to take to 
our port commission and we’re expecting 
another good year in 2014. 
 “We’re seeing a lot more revenue and 
that means we’re going to spend more 
money on port infrastructure in order to 
develop more facilities. We’re spending 
a lot of money on rail. Over the next four 
years, we’ll spend close to $50 million on 
new rail infrastructure. That’s the most 
we’ve ever spent. A lot of new public 
and private docks are being built. So the 
impact on the port both from a financial 
and operating point of view is going to be 
significant.”
 Recently, there has been a lot of tank 
storage construction by midstream com-
panies and other major companies near 
the port. 
 “Large companies like Valero, NuStar, 
Trafigura and Flint Hills Resources have 
all built additional tank storage so they 
can handle these import/export changes so 
storage isn’t really causing a problem as 
far as the movement of additional cargo,” 
LaRue said. “We’re pretty much caught 
up on the tank side. We’re still working to 
make sure we have enough dock space and 
enough storage areas for barge fleeting. 
We have a lot of oil we’ll move by barges 
to other Gulf ports. 
 “We’re seeing an increase in the number 
of barges that are here so we’re building 
barge mooring and storage areas so there 
won’t be a lengthy delay when the cargo is 
ready. Those are the kinds of things that are 
good problems to have.”
 
Port involvement with local, 
international companies
 The Port of Corpus Christi and LaRue 
deal directly with local and international 
customers that are interested in leasing the 
port’s space to build facilities.
 “We own a lot of public oil docks, 

which is unusual,” LaRue said. “Usually, 
oil docks in most of the major energy ports 
are privately owned. We have a 50/50 
split where there are private oil docks but 
we also own public ones. We’re directly 
involved with the users and customers that 
come in. We could have five or six different 
customers using one of our public oil docks. 
We’re involved with the needs they have 
for the dock and for storage space behind 
the dock. 
 “We work in partnership with interna-
tional companies to attract them to our port. 
It is a very competitive situation, so we’re 
constantly striving to make our port more 
competitive. We also work closely with the 
state, counties, city and the Corpus Christi 
Regional Economic Development Corp.”
 Now and into the future, there will be a 
need to look beyond the port because land 
adjacent to the Corpus Christi Ship Channel 
is limited, according to LaRue.
 “We have started looking at areas 
beyond the Corpus Christi Ship Channel 
where we can create industrial corridors 
and have the cargo moved, depending on 
the type of industry it is, from those corri-
dors to the port,” he said. “That’s underway 
right now. It’s a new venture for us. We 
think for the longer term future — five 
years or more out — that’s what we’re 
going to have to do because we’ll be at 
capacity adjacent to the port.”
 Yet another good problem to have, 
LaRue said.
 For more information, visit www.
portofcorpuschristi.com or call (800) 
580-7110. •

Director LaRue: Port Corpus Christi 
sees exceptional change
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 The Port of Corpus Christi region.
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“We think there is a lot more 
to come. We have several 
years to go before we hit 
the peak,” said LaRue.

F our years ago, Todd Monette took the 
position as manager of the LyondellBasell 

Houston refinery, a site that at the time was 
surrounded by uncertainty and struggling 
with direction and competitive performance. 
“When I took this position, I was asked to 
come in and help make the refinery part of 
the broader LyondellBasell,” Monette said. 
“My job is to implement what our CEO Jim 
Gallogly calls our ‘back to basics’ game plan. 
This includes a focus on Goal Zero HSE 
performance, manufacturing excellence and 
leadership development. Along with that, 
LyondellBasell is focusing on its growth 
strategy and Mr. Gallogly expects his site 
leaders to be capital stewards for the com-
pany, making sure we’re working the right 
projects. We are also spending significant 
efforts on our talent pipeline across all of 
North America, making sure we have the 
right talent to operate our plants and support 
these new projects.”
 Monette, who received his bachelor’s 
degree from Mississippi State University in 
chemical engineering and an MBA from 
Rice University, is tasked with making sure 
the refinery runs safely and reliably, while 
also integrating the refinery into the com-
pany’s overall portfolio. LyondellBasell’s 
Houston refinery is one of the largest refin-
eries designed to process heavy, high-sulfur 
crude oil. Other products produced at the 
refinery include heating oil, jet fuel, ole-
fins feed stocks, aromatics, lubricants, sulfur 
and petroleum coke. The 268,000-barrel-per-
day refinery is strategically located on the 
Gulf Coast with access to interstate pipe-
lines and the Port of Houston. The facil-
ity covers approximately 700 acres at the 
city limits of Houston and Pasadena, Texas.

A ‘back to basics’ strategy
 During the past four years, LyondellBasell 
has been on a journey to fulfill a mission of 
zero injuries and zero incidents throughout 
the company. Globally, the LyondellBasell 
safety and environmental performance last 
year was near best-in-class for the industry. 
However, Monette adds, “The journey is not 

complete as we must earn Goal Zero every 
shift, every day. It only takes one missed sig-
nal that wasn’t checked or one task that was 
not focused on in detail and we end up with an 
injury or fatality. Our goal as an industry must 
be zero injuries.” 
 The Houston refinery team has taken 
the site’s OSHA TRIR (Total Recordable 
Incidence Rate) from 0.60 in 2009 to 0.16 
in 2013, best ever for the site. “A more than 
70-percent improvement is good but not good 
enough,” Monette said. “Whether you’re an 
employee or a contractor, we want you to 
know you can perform your work in our sites 
without getting hurt. Across LyondellBasell, 
we make a point to know employees’ and 
contractors’ names, connect with them and 
build relationships. We have a contractor 
leadership team on site to help onboard new 
contractors as well as to conduct shared safety 
training with our Goal Zero leaders.” 
 On the process safety front, the refinery 
has moved from seven to eight process safety 
events during a typical year to going more 
than 1,000 days without a process safety 
event. “We are re-defining people’s roles so 
they understand what activities they’re doing 
every day to help protect this refinery, from 
the operator and craft to our front line supervi-
sors and managers,” Monette said. 

A positive mark on the community 
 LyondellBasell participates regularly in 
community and industry groups to discuss 
community expectations and concerns. The 
refinery’s management meets monthly with 
citizens’ advisory panels and also participates 
in leadership roles in various industry groups 
such as Clean Channel, Houston Regional 
Monitoring, Economic Alliance Houston Port 
Region, East Harris County Manufacturers 
Association (EHCMA), Greater Houston 
Partnership, Pasadena Chamber of Commerce, 
East End (Houston) Chamber of Commerce 
and the Pasadena Managers Networks.
 “We are investing in several school dis-
tricts,” Monette said. “For example, we have 
adopt-a-school programs with students out 
of the Galena Park and Pasadena school 
systems, which include students performing 
job shadowing in our refinery. We’re training 
these students on how a business runs and 
they get to work a specific job in the refinery 
as a helper. We also have approximately 20 
people from the refinery that will go into the 
schools every week and help students under-
stand what our industry is all about.  
 “LyondellBasell is also a big supporter 
and sponsor of Junior Achievement across the 
Houston area and invests heavily in resources 
and with our employees to help promote the 
objectives of Junior Achievement in the sur-
rounding schools near our plants and down-

town Houston.”

Leading EHCMA 
 Earlier this year, Monette was elected as 
chairman of the board for EHCMA. EHCMA 
is a volunteer organization comprising of 
chemical manufacturers, refiners and sup-
porting distribution/terminal facility manag-
ers whose mission is to promote the health, 
safety, environmental and economic well-
being of the industry and surrounding com-
munities. Monette has served on the board for 
two years but felt it was the right time to step 
up as chairman. 
 “Now is the time EHCMA can really 
make a difference with this industrial renais-
sance that’s happening in Texas and the 
rest of the country,” Monette said. “I have a 
mission every day at the refinery I still need 
to fulfill but this was a leadership role I felt 
strong about taking on. If we are going to be 
successful in this growth period, we must be 
prepared to step up and help our communities 
develop the skills necessary to operate and 
maintain our facilities.”
 Over the past several years, EHCMA 
has built a very strong work force develop-
ment committee. “EHCMA is going into 
the high schools and literally speaking 
to approximately 8,000-10,000 students a 
month about the opportunities in the indus-
try, initiatives and scholarships,” Monette 
said. “We are not only educating the stu-
dents on the jobs that we will have available 
but we are showing them the pathway to get 
the degrees and certifications required, and 
the necessary funding to get through the 
required college courses.”
 According to Monette, EHCMA’s great-
est challenges are two-fold. Its member 
companies are very busy due to the 
growth occurring in the industry so 
it’s difficult for members to com-
mit time and resources to work the 
broader agenda. “We have a strong 
committee structure focused in five 
main areas, from emergency response 
to legislative issues, from community 
relations to work force development, 
from the security of our plants to 
environmental issue management,” 
he said. “We have received excel-
lent support over the years from our 
member companies as we use these 
committees to drive the core activities 
and agenda of EHCMA.” Monette 
said this will be an ongoing chal-
lenge because EHCMA will always 
need companies to come in and bring 
resources to the table to help support 
the association’s agenda. 
 “The second challenge area is 
working to build the network required 

to keep all of the active groups within indus-
try, education, environmental and govern-
ment aligned and working together,” he said. 
“Our legislative committee has a full-time 
role in trying to make sure these groups and 
EHCMA stay aligned with each other and 
integrate to use our resources effectively.” 

Building the future
 As far as the future of the industry, 
Monette said he is very optimistic with the 
United States being in the middle of a “sec-
ond renaissance.” According to Monette, the 
United States has growth, capital and the 
strategic opportunities to be a force to reckon 
with for the next several generations and that 
will ultimately make us a more secure and 
self-sustainable country. “I’m excited about 
this point in time for EHCMA members, and 
our capabilities to compete long term are 
growing every day,” Monette said. •

LyondellBasell’s Monette focusing on 
‘back to basics’ strategy
Houston refinery manager elected chairman of EHCMA
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Houston Refining LP
LyondellBasell
12000 Lawndale
Houston, Texas 77017
(713) 321-4211
www.LyondellBasell.com

Products: Gasoline, jet fuel, ultra-low sulfur 
diesel, lube oils, aromatics, refinery-grade pro-
pylene, sulfur, residual fuel and petroleum coke.

Employees: 750 employees, 250 contractors

Acres: 700

 LyondellBasell’s Houston refinery is one of the larg-
est refineries designed to process heavy, high-sulfur 
crude oil.

T he International Liquid Terminals 
Association (ILTA) has a new leader at 

its helm though she is a very familiar face 
within the organization. Melinda Whitney 
has been with ILTA for 11 years and has 
served in a number of roles of increasing 
responsibility. She assumed the duties as 
president in January.
 ILTA is the only trade association that 
focuses exclusively on the bulk liquid 
terminal industry. It serves as a primary 
source of information and advice for its 
members on regulatory requirements and 
industry trends and best practices. ILTA 
is also an advocate for the bulk liquid ter-
minal industry on public policy issues and 
has the ability to anticipate and explore 
trends affecting the industry and turn that 
information into programs its members 
see as being more valuable. 
 BIC Magazine recently visited with 
Whitney to learn more about the orga-
nization, her role and the future of the 
liquid terminal industry.

BIC: What led to your position 
at ILTA?

WHITNEY: I grew up in Tulsa, Okla., 
which has often been referred to histori-
cally as “The Oil Capital of the World.” 
Also, my father and grandfather were both 
in the industry so I had a natural inclina-
tion to want to be in this business. I was 
fortunate an opening at ILTA came at a 
time when I was looking to switch careers.  
 In 2003, ILTA was searching for 
a director of communications to plan, 
organize and manage the association’s 
marketing, public relations and strategic 
communications program. I was very 
interested in the position and applied. I 
joined ILTA later that year.  At ILTA, I 
have served as director of communica-
tions, director of government relations 
and education services, vice president 
and executive vice president. In the fall 
of 2012, ILTA President David Doane 
announced he would retire at the end of 
2013. At that point, we began a one-year 
management transition. In October 2013, 
the ILTA board of directors elected me 
as president.

BIC: What objectives did you set 
for yourself upon taking office? 

WHITNEY: Over the course of the past 
year, we have been able to extend our 
reach and expand services to our mem-
bers. We see this most visibly through 
three core functions: expanding our advo-
cacy in Washington, growing our annual 
conference and trade show, and expand-

ing our training and education programs 
with new offerings. One of our biggest 
assets as an association is our ability to 
offer a community for terminal com-
panies to share ideas, experiences and 
concerns. We continually seek ways to 
enhance our relevance to our members. 
As the terminal industry changes and the 
challenges faced by our members change, 
it is no longer enough to repeat the pro-
grams of the past. My plan is to focus 
our efforts on assessing the needs of our 
members and leveraging our core capabil-
ities to offer timely, new and value-added 
services to meet those needs.

BIC: What do you see as the 
primary function of ILTA? 

WHITNEY: When ILTA was formed in 
1974, the single most influential force 
bringing terminal operators together was 
government legislation and the result-
ing regulatory reforms that impacted the 
industry. This hasn’t changed. As an asso-
ciation, we are positioned to represent 
the terminal industry before Congress 
and federal agencies and help influence 
the laws and regulations that affect our 
members. We provide the industry with 
a strong, unified voice on critical public 
policy issues.

BIC: What is the biggest news at 
ILTA and in the industry right now?

WHITNEY: The biggest news at ILTA 
has probably been the management tran-
sition. I am only the third president of the 
association. Last year was the first staff 
turnover in seven years. The ILTA staff 
is extremely talented, hardworking and 
shares a genuine interest in helping the 
organization and our members succeed.
 There are a lot of positive develop-
ments in the petroleum and chemical 
industries right now. Our members con-
tinue to demonstrate improvement trends 
in workplace safety with incident rates 
well below the general industry averages 
reported by OSHA. Operational safety 
and environmental performance at ter-
minals are top priorities. Our members 
have high standards for workplace safety, 
environmental protection and job per-
formance. They are leaders in safe, reli-
able, efficient and environmentally sound 
operations.  

BIC: What have been ILTA’s 
greatest successes?

WHITNEY: ILTA has a long history 
of success. There are many things this 

association has achieved over the past 
40 years. Since our founding, ILTA has 
transformed itself from an association 
of independent terminal operators to one 
that now serves a global membership 
base of international terminal companies 
and suppliers of products and services to 
the industry. Our greatest success most 
recently has been the substantial growth 
of our conference and trade show. This 
year, we will host our 34th annual event. 
Since the beginning, the ILTA confer-
ence and trade show has been strongly 
supported by the terminal industry. Each 
year we attract more companies to exhibit 
in our trade show, which led us to expand 
our space to add new booths and floor 
traffic capacity. The 2014 event will 
feature more than 320 companies from 
around the world.
 We have also become more visible in 
global events and have created a Spanish 
track at our conference. Working with 
several of our members with operations 
in Latin and South America, we selected 
speakers for our first half-day of Spanish 
sessions in 2010. The next year, we 
expanded it to a full day of Spanish 
presentations. In 2014, we will have ses-
sions in Spanish on two days as well as 
a one-day training  workshop in Spanish. 
It has been very rewarding to see how 
the interest in these sessions has grown. 
Each year, more and more conference 
registrants attend, and it has become an 
important part of our annual event.

BIC: What are your greatest 
challenges? 

WHITNEY: Challenges with security and 
environmental regulations have increased 
for terminals. Government intervention 
in our industry is exceedingly expansive. 
Unjustifiable regulations, inconsistent 
enforcement of policies and unreason-
able expectations are making it more 
complicated and expensive for terminals 
to operate and are creating barriers to 
continued growth of our industry and the 
overall economy. There is no question the 
government seeks to tighten its regula-
tory grip on the petroleum and chemi-
cal industries. EPA, DOT, OSHA and 
the Department of Homeland Security 
have clearly demonstrated their willing-
ness to impose extreme rules on termi-
nals. We are especially concerned about 
recent executive orders on chemical facil-
ity safety and security and cybersecu-
rity. These orders set policy in a manner 
that bypasses congressional review and 
approval, and they will lead to a number 
of compliance obligations that are not 
clearly defined.

BIC: What do you want to 
achieve for ILTA?

WHITNEY: ILTA remains extremely well 
positioned to deliver a range of services for 
our members. Terminal companies around 
the world recognize the value of being a 
member of our association. ILTA can have a 
positive impact by having relevant products, 
programs and services and by marketing and 
distributing them globally. Future growth of 
our association will require getting to know 
what is relevant in other markets in order to 
attract new members. Strategic leadership 
from our board of directors as well as strong 
planning and execution will help us succeed 
as we promote the ILTA brand to terminals 
throughout the world.

BIC: What do you see in the future 
for the terminals industry?

WHITNEY: I am very optimistic about 
the bulk liquid storage industry’s future. 
The development of shale oil in the United 
States has created a surge in demand for 
storage capacity and is opening up new 
business opportunities for terminals now 
and in the foreseeable future. This incre-
mental need for additional oil and gas 
infrastructure is driving investment and 
construction in the midstream sector.
 Also, large developing countries like 
China and India are reshaping energy 
markets. The growing energy demands in 
these areas are driving large scale invest-
ment in strategic locations.
 New technologies will further enable 
terminals to maximize operational effi-
ciencies and provide higher quality ser-
vices that help their customers compete in 
the world economy. •

New ILTA President Whitney leads 
through regulatory challenges
Terminal industry sees new safety, security rules
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www.ilta.org or call (703) 875-2011.
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By: ARTHUR DAVIDSON, Training/Process Manager
       WTMCTURNAROUND MANAGEMENT KNOWLEDGE UPDATE

A fellow once quipped, “People who 
think they know everything really 

irritate those of us who do!” Of course, 
he was jesting. No one knows everything 
there is to know about any subject. We 
all have knowledge gaps and blind spots. 
The statement of Confucius hits us right 
between the eyes because it rings with 
obvious truth: “Real knowledge is to know 
the extent of one’s ignorance.” Some ques-
tions should never cease being asked: What 
do I not know about turnarounds? What 
new advancements have I not heard about 
yet? What are the knowledge gaps in my 
team members? Why do the same issues 
keep coming up in our lessons learned 
meetings after our turnarounds? Most of 
us can identify with Johann Wolfgang von 
Goethe, one of Germany’s greatest literary 
figures when he said “There is nothing

 The most successful leaders somehow 
manage to maintain a “professional discon-
tentment.” They are never satisfied with 
the status quo. They are not lulled into 
complacency by achieving the state of the 
industry. They maintain a passion for learn-
ing and are always pushing the envelope 
and seeking new paradigms. They invest 
consistently in their pursuit of knowledge 
and they invest consistently in the training 
of their teams. They conscientiously seek 
out contractors who mirror their passion for 
continuous learning. Following a five-year 
research project on why some companies 
achieve greatness and others don’t, Jim 
Collins noted in his watershed book, “Good 
To Great,” “Greatness is not primarily a 
function of circumstance, but largely a 
matter of conscious choice, and discipline.” 
Continuous learning is one of those key

ing and growing.
 Lots of money has been spent on safety 
training, technical training and project man-
agement training, and rightly so — those 
are really important topics where learning 
must never cease. But there are other areas 
that seem to get less focus sometimes, like 
soft skills training and team cross-training. 
Soft skills can hardly be overstated since 
healthy people are foundational to healthy, 
productive work teams. When people truly 
understand themselves and truly under-
stand their team members, only then are 
the “group chemistry” barriers removed to 
allow undistracted focus on the common 
goal. Cross-training is an area that is beg-
ging to be expanded since cross-training 
allows for a much more flexible team and 
has the added benefit of allowing team 
members to better understand appreci

 In summary, an open mind is the best 
policy — always being aware that we live 
with knowledge gaps and blind spots. That 
means we maintain a non-negotiable com-
mitment to lifelong learning. We must be 
ever mindful our teams need to continue 
learning in order for them to remain moti-
vated and cutting edge in a very competi-
tive industry where market share is gained 
and lost all the time. And while technical 
training is so important, it can never negate 
the necessity for soft skills training and 
team cross-training. Rather than viewing 
training as an expense to be incurred, we 
should view it as an investment with good 
dividends to be paid. Unless you are from 
a neighboring planet, or were born very 
recently (as in this morning), you have 
doubtless heard the words of the Harvard 
law professor (who eventually became

What you don’t know about turnarounds

W hat’s 70:20:10? It’s a relatively new 
learning model addressing how adults 

best adopt and learn things. Based largely on 
research carried out since the 1960s and later 
quantified by representatives from the Centre 
for Creative Leadership in 1996, it means: 
 • 70 percent of learning comes from direct 
experience and working out the “tougher jobs.”
 • 20 percent comes from coaches, bosses 
or coworkers.
 • 10 percent comes through reading and 
structured coursework.
 While these ratios are not exact, there is 
substantial evidence that supports this distri-
bution. In fact, many organizations are now 
stepping forward with demonstrative evidence 
showing their employees learn and apply 
creative solutions more quickly when they’ve 
employed this learning approach. This shift in 

blend allows for coaching and, of course, 
some reference materials are always needed. 
New learning approaches focus on getting 
learners out of the classroom and directly into 
the field or a hands-on learning environment. 
 In essence, it is taking traditional learning 
approaches and turning them upside down. 
Instead of significant time invested in class-
room courses, this approach creates learning 
that is highly experiential. People learn best 
by experience and the more experience they 
have the higher the quality and quantity of 
knowledge and skills they can bring to their 
performance. 

Improve performance 
throughout your 
organization
 The 70:20:10 approach also 

 While traditional training calls for hours 
of classroom work and reading, this approach 
is considerably more streamlined for instant 
gratification. It provides experiences the learn-
er can quickly integrate and refine. Learners 
are placed in settings that drive interactive 
experiences and actually promote the act of 
learning. Internships are used strategically 
throughout the process to provide greater 
capabilities. 
 As industry faces the aging work force cri-
sis, many organizations are looking for ways 
to transfer learning as quickly as possible. In 

this model, technical and 
maintenance personnel 
are introduced to critical 
safety and knowledge ele-
ments in a classroom set-
ting first, and then they’re 

and processes, and tasks can be made more 
difficult and complex as the learning contin-
ues. Through the use of 70:20:10, learners 
are demonstrating higher application of skills 
immediately in the workplace, the transfer of 
critical skills and knowledge is more complete 
and they are moved from the classroom to the 
actual operating environment quicker.

Reduce your training costs
 Applying this learning model can also 
significantly reduce your overall training costs 
over time. By restructuring how you train 
and focusing the training on more experien-
tial aspects in the workplace, classroom and 
courseware costs can be reduced. Ultimately, 
this model accelerates your company’s opera-
tional performance. 
 By providing a learning culture embrac-

70:20:10 — The learning approach for today’s world

By: ERIC RODGERS, Senior Vice President 
       GP Strategies Corp.INSIDE INDUSTRY

By: CLIFF KNIGHT, Owner/President
     KnightHawk Engineering

Y our plant has been experiencing slug-
ging problems in one of the plant 

process units. The slugging occurs at 
random and no one is sure of the source. 
Sometimes it takes the form of random 
vibration that comes and goes. The pro-
cess is continuous and it makes no sense 
at all why it would come and go after the 
entire unit runs a steady 98 percent of 
design capacity and there are no upsets. 
This slugging causes pressure waves up 
and down the system that affect the 
process control. The operators are hav-
ing to fight the system to get back to 
where it needs to be. Leaks in the system 
have occurred and sometimes failure has 
occurred where the unit had to be shut 
down. All of the experts have been called 
in to fix the problem. The mechani-
cal group has run one vibration study 
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problem and now you are under the gun.
 You bring all of the players into one room. 
The results of each group are as follows:
 1. Metallurgy is OK.
 2. Mechanical design is OK.
 3. Process is OK and operating within 
design limits.
 4. Control is OK.
 At this time you are shaking your 
head. Everything has been evaluated and 
still nothing is found. As you look at 
the problem, you go back to the basics. 
First, the vibration and slugging does not 
happen all the time so you now convince 
yourself it must be some sort of transient 
event. But the equipment is operating 
under steady state conditions and this 
puzzles you as to the source of the prob-
lem. You are beginning to believe you 
have a real mystery on your hands. Now 
i i hi hi h d b k

set things up with the operators to call 
you when things start to rock and roll. 
Sure enough you are called in and can 
finally see what is happening.
 Through execution of a field study, you 
find out the vibration is caused by a slip-
stream injection off a process that is being 
cooled by fin fan coolers. The coolers 
were slightly undersized when the plant is 
running up to nearly 100-percent capacity, 
which is up from the normal 90 percent. 
During the higher flow process conditions 
and high ambient temperatures, a low 
pressure zone on the backside of a control 
value flashes out some constituents, caus-
ing a pressure pulse in the system that 
initiates the vibration and slugging.
 What was described above occurs 
many times in industry. During the design 
and initial operation of the plant facility, 
i i diffi l id ll f h

 • Capture the process conditions at 
the time of the event when and/or if pos-
sible. A historian temporarily set for high 
speed data capture is very useful here.
 • Review the structural dynamics of 
the system. This includes all equipment, 
the piping and support systems.
 • On hardware, control valves, mix-
ers, orifices or check valves — upstream 
of the vibration — consider the local flow 
effects. In the case above, consider low 
flow zones leading to flashing.
 • Perform a fluid dynamics study using 
computational fluid dynamics tools to iden-
tify low flow and recirculation zones.
 • Calculate any driving forces.
 • Perform a transient forced vibra-
tion analysis.
 Typically, solutions are available from 
the structural end or the process side. The 

i l f fi i h

Two-phase flow — A vibration culprit?

ENGINEERING SPECS

I f you have ever dealt with environmental 
regulations, you have probably based a 

few decisions on your interpretation of the 
rules. You may have also experienced a sit-
uation where others have a different inter-
pretation. Or perhaps you are new to Leak 
Detection and Repair (LDAR) programs 
and you are wondering why the past coor-
dinator ran the LDAR program in a certain 
way, or did not tag a particular stream. Have 
you ever wished someone had written down 
all their interpretations, exemptions and 
reasoning? Here at Emission Monitoring 
Service Inc. (EMSI), we believe in docu-
menting all our decisions and methods used 
in setting up LDAR and Benzene Waste 
Organic NESHAP (BWON) programs. A 
methodology is written for all of our new 
programs and projects and provides the 
necessary documentation to ensure com

tions. EMSI accomplishes this by creating 
a regulatory matrix, which breaks down all 
of these requirements in an easy-to-read 
table. This matrix aids to both understand 
the regulations and organize the specific 
LDAR requirements. By setting this strong 
foundation in the regulations, it helps guar-
antee a compliant program as well as makes 
it easier for future program participants to 
trace back your line of thinking. For exam-
ple, if your facility is subject to 40 Code 
Federal Regulation (CFR) Part 60 Subpart 
VVa, then components in gas/vapor, light 
liquid and heavy liquid volatile organic 
compound (VOC) service require different 
monitoring frequencies. Therefore P&IDs 
are highlighted to represent each type of 
service. Also, leak definitions vary for dif-
ferent types of components such that valves 
leak at 500 parts per million (ppm) pumps

reference any supporting documentation 
makes it much easier to defend your deci-
sions if these situations are evaluated in the 
future. For instance, mixing points often 
look odd on highlighted P&IDs because a 
highlighted line will suddenly stop being 
highlighted. This is because after mixing 
a VOC stream with a non-VOC stream, 
the combine fluid is less than the regu-
lated VOC composition percent and no 
longer falls under the regulation monitoring 
requirements. Available stream composi-
tion analyses should also be referenced to 
support these scenarios.
 Next, while tagging and routing com-
ponents in the field, a tagging methodology 
is written. This includes any discrepancies 
between what is in the field compared to the 
P&IDs. For example, a check valve may be 
found in the field that is not shown in the

program can be difficult but don’t get 
caught up in the chaos! Write a meth-
odology! By beginning with the regu-
lations and ending with the method of 
tagging, you can guarantee a good start 
and endurance of a compliant program.
 EMSI offers a wide range of services 
from comprehensive LDAR and BWON 
programs to greenhouse gas emission test-
ing and calculations. Our dedicated staff 
of chemical engineers, environmental sci-
entists and compliance managers can help 
meet all your environmental needs.     
 Megan Kaiser is a recent graduate of 
Western Michigan University and holds a 
bachelor’s degree in chemical engineering. 
While working for EMSI this past year, 
she has managed several LDAR programs, 
helped QA/QC projects all over the United 
St t d h itt lti l th d l

Methodology: The secret to LDAR perfection

INSIDE INDUSTRY By: MEGAN KAISER, Environmental Compliance Specialist/Chemical Engineer
       EMSI
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Reprints and PDFs
Each time a company is featured in an interview with a top executive or a business profile 
in BIC Magazine, that story is told to 85,000 key decision makers in business and industry. 
BIC Alliance marketing partners can get even more exposure simply by taking advantage of 
8.5-inch-by-11-inch reprints, links and electronic PDFs that can be distributed after the maga-
zine has been published. 

This is especially useful to companies that use BIC Magazine reprints, links and PDFs to intro-
duce themselves, market new and existing products and services, and announce key changes 
(leadership, geographic reach, etc.). 

A reprint, link or PDF can be a handy tool for:
 • Distribution at trade shows, conferences, annual meetings, training sessions, etc.
 • Communication to other media outlets like TV, radio and newspapers.
 • Marketing your experience and expertise to potential employers.
 • Providing information to investors, shareholders, bankers, etc.
 • Email the PDF version to all of your key clients and prospects.
 • Adding an article link to your email signature on all outbound communication.

Reprints can be ordered by contacting BIC Alliance’s production director, who will give price 
quotes on various quantities. Contact your MSR to request PDFs. 
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Ways to Maximize Your Marketing 
Investment When BIC Magazine 
is Published

When you receive your bonus copies of BIC Magazine, we suggest that 
your marketing and sales folks put a sticker on the front covers of the 
copies they will be taking with them on sales calls. The sticker can say 
“Compliments of (your company name), see our ad on page (#).”

Place a tab on the page that features your ad and/or editorial, using one 
that is the same color as your logo or the colors in the ad. We suggest 
tabbing any other places in the magazine where your company ap-
pears. When your salespeople bring copies of BIC Magazine on sales 
calls, we suggest they also tab articles that may be helpful or of interest 
to their prospective customers. 

When the key clients and prospects you submit to us for our subscrip-
tion list receive their complimentary copies of BIC Magazine, send them 
an email reminding them to check out your ad and/or editorial, and be 
sure to include the page number. 

If your client or prospect’s company is featured in an article such as a plant manager or CEO 
interview, we suggest emailing the person interviewed to tell him or her how much you enjoyed 
the article. Be sure to copy other contacts within the company on that email.  
 
Link to your articles in the electronic version of BIC Magazine (www.BICMagazine.com) on your 
company’s website, and let your employees, clients and prospects know it’s there. (You can also 
do this with PDF versions sent to you by our member services representatives.) 

Email the link or PDF version to all of your key clients and prospects. We recommend doing this 
about five to seven days after they receive the magazine, so it represents a “1-2 punch” of direct 
mail and email marketing.

If your ad is featured with editorial about your company, we recommend 
you make reprints of that page to include in your sales and marketing sup-
port materials. Feel free to ask your account representative for a higher 
resolution graphic if you need. If you are planning on doing a lot of re-
prints (over 500), we might be able to save you money by having our 
printer do them for you. When you receive the reprints, incorporate them 
into your sales presentations and pass them out at industry trade shows 
and conferences attended by your clients and prospects.

5
1.

2.

3.

4.

5.

To gain the best possible return on investment, here are some tips to help you. 

92       May 2014 Read BIC Magazine online on our ALL NEW website: BICMagazine.com

W hen Andrew DeBusk was making 
the decision to start a new industrial 

cleaning company a few years ago, he did 
not have to look far to find inspiration. As the 
third generation in his family to choose this 
line of work, DeBusk could rely on history 
going back to 1962, when his grandfather 
started one of the earliest hydroblasting com-
panies on the U.S. Gulf Coast. His father, 
Pat, followed in the business in 1964 and has 
remained active for 50 years. DeBusk could 
also draw from his own experience of 20 
years working in the same industry, including 
10 years as an owner. He was determined to 
become a leading provider of industrial clean-
ing services and so, DeBusk Services Group 
LLC (DSG) was born.
 Knowing experience was a large factor, 
DeBusk also knew it was not the only factor 
in being successful, but it was a great place to 
start. Fortunately, there was a pool of existing 
peers, former employees and retired custom-
ers who were available and willing to join 
in the new venture. It was not “Build It and 
They Will Come”; it was “They Will Come 
and Build It.” This part was not the difficult 
task because, as the team came together, each 

came with a particular set of expertise, skill 
and talent. From the far reaches, the word was 
out, “Andrew is starting a new company.” His 
reputation of fair dealing with employees and 
clients preceded him.
 New equipment was purchased, offic-
es opened and many deep-rooted custom-
er relationships were renewed and revived. 
However, even this would not assure success 
in today’s industrial atmosphere. It was time 
to determine what was weak or lacking in this 
industry — what the customer really expected 
— and then fill the gap.
 First came safety. If the services provided 
could not be done without harm to people and 
environment, success would be short-lived. 
Establishing a company that believed com-
pletely in “Safety Above All Else” — from 
top to bottom — had to be the culture in this 
new business. Quickly, a fully fledged, pro-
fessional HSE Department was established 
that would grow as the company expanded. 
Results were immediate and ongoing through 
high standards, comprehensive training, atten-
tion to details and unfailing discipline. But this 
was not enough.
 The most common injuries in hydroblast-

ing have historically been when high pressure 
water streams meet human tissue or in con-
fined space working conditions. If working 
personnel could be removed from these dan-
ger zones where this is most likely to occur, 
then there is a much greater likelihood of a 
safe result. Although there were some auto-
mated pieces of equipment being developed 
in the marketplace, most did not have the 
field ruggedness that was needed in a harsh 
atmosphere. It was time to develop tools that 
not only made jobs safer but would be more 
efficacious. Fortunately, the talent and expe-
rience were already in house to design the 
needed hardware for achieving this goal. DSG 
now has a research and development group 
with employees who have many years of field 
knowledge and can identify the characteristics 
of rugged automated equipment.
 Now, all of this requires capital to make 
it happen. As majority owner, DeBusk had 
the reputation needed to attract investors in 
his business, and this was done through a 
group led by Alston Capital Partners LLC. 
This affiliation has allowed DSG to have 
thriving service locations in Geismar, Baton 
Rouge and Lake Charles, La.; Owensboro, 

Ky.; and Port Arthur, Freeport, Corpus 
Christi and Pasadena, Texas. Top work 
crews from these facilities now provide their 
services (hydroblasting, vacuum services, 
chemical cleaning, tank cleaning, hydro jet 
cutting and hydro excavation) throughout 
the United States and Mexico.

 There is more to come, both in service 
lines and geographically. Wherever tough 
cleaning and cutting challenges are — refiner-
ies, petrochemical and chemical plants, fertil-
izer manufacturing, steel mills, food process-
ing and energy plants — DSG will be there 
with no fluff, just results.
 For more information, visit www.
debusksg.com or call (844) 243-5557 . •

Industrial cleaning with no fluff — just results
DeBusk Services Group

BUSINESS UPDATE

Believing completely in 
“Safety Above All Else” 
— from top to bottom — 
is the culture of DeBusk 
Services Group.

M A G A Z I N E

As Seen In May 2014
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The Role of the 
Graphic Design Team
Our graphic designers will work with you to develop materials that communicate your mar-
keting message in the most effective way possible. 

When the first contact is made, the creative director will address details such as the primary 
focus of your first ad (i.e., a particular product or service) and what materials you will need 
to provide in order to begin working on the design. You are welcome to submit your own 
mock-ups to give the designers an idea of what you are looking for. 

The materials typically requested for an ad design include:
 1. A high-resolution (300 dpi at a minimum of four inches width) version of your com-
pany logo. Can be submitted in jpg, tif or eps file formats. (Vector eps is preferable.)
 2. High-resolution (300 dpi at a minimum of four inches width) photos representing the 
products, services or concept to be highlighted in your ad. NOTE: We cannot use any image 
that is embedded into a PDF, Microsoft Word, Publisher or PowerPoint document. You can, 
however, submit mock designs in all those programs except Microsoft Publisher. 
 3. Any previous ads, marketing materials or literature that has been designed for your 
company. 

After all the materials have been received, the designer will build the ad and submit a proof 
to you for your review. 

Each campaign includes one or two complimentary ad designs, depending on the length of 
the campaign and the size of the ads. There will be a charge of $250 for any additional ad 
design during the course of that campaign. This, of course, does not include changes to an 
existing ad — only new designs. Photo and text substitutions are free of charge and can be 
done on an issue-by-issue basis. If a stock photo must be purchased in order to build your 
ad, you will incur the cost. 

NOTE: An ad is “camera ready” when it is designed by you or your advertising agency to 
meet our specifications and sent to us in a digital file. All images contained in your ads 
must be of 300-dpi resolution. We ask that you submit a hard copy of the ad along with the 
digital file. (For more information for guidelines on designing and sending a camera ready 
ad, please refer to the “Mechanical Specifications” section on next page.) 
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If you have a cover design please contact our Creative Director for a cover mechanical sheet at 225.751.9996.

Design Information:
 • A phone number and Web address of at least 8 pt. type is required in all ads, unless written 
  documentation is provided.

Ad Submission:
 • PDF/X-1a (Portable Document Format) is the required fi le format for BIC Magazine. Sending your ad as a 
  PDF/X-1a protects the integrity of your ad fi le and ensures that it will print properly.

Please Note: 
 • Scanned images for editorial layout must be high resolution (between 200 and 400 dpi), saved as JPEG 
  or TIFF. 
 • All fonts must be embedded in the PDF - No Truetype. 
 • All PDFs must be high res/press optimized (PDF/X-1a Compliant). 
 • ALL FILES MUST be accompanied by a single page, composite color proof. However if color is critical 
  please provide us with a composite SWOP-certifi ed color proof (with color bars) along with your digital fi le. 
  We cannot grant make goods for poor color reproduction unless a SWOP-certifi ed color proof is supplied 
  with your digital fi le. Supplied color lasers will be used as a “guide for color” only. 
 • Files submitted electronically must be submitted on one of the following forms of removable storage media: 
  CD-ROM or DVD. Ads can be emailed if less than 10 MB, email to heather@bicalliance.com.
 
Disclaimer:
 • If your electronic file does not meet the criteria listed above, we cannot be responsible for the 
  reproduction of your advertisement. No make-good ads or refunds will be given.

Ad Specification Sheet

BIC Alliance
Attention: Production Director

6378 Quinn Dr., Baton Rouge, LA 70817
Phone: 225.751.9996  •  Fax: 225.751.9993  • Email: heather@bicalliance.com

Publication Trim Size: 10.75" x 12"

Live Image Area: 10" x 11.125"    (NO BLEED)
Page Layout: 4 columns, with  1/4" guide width
Printing: SWOP Web Line Screen: 175 lpi

Full Page
10" x 11.125"

Junior Page
7.5" x 8.5"

1/4 Page Vertical
4.875" x 5.49"

1/4 Page Horizontal
10" x 2.735"

1/2 Page Horizontal
10" x 5.49"

1/2 Page Vertical
4.875" x 11.125"

Small Business Card
3 .25" x 1.88"

Large Business Card
4 .875" x 2.8"



16 

Gift Subscriptions and Use of 
BIC Database for Prospecting
BIC Magazine’s database includes top executives and decision makers in the oil & gas, refining 
& petrochemical, power generation, construction, and pulp & paper industries. We maintain it 
by adding names gathered not only internally but also by our BIC Alliance marketing partners. 

As a BIC Alliance member, we strongly encour-
age you to provide us with contact information 
for your key prospects and clients so that we can 
add them to our database and mail complimen-
tary copies of BIC Magazine to them on your com-
pany’s behalf. The magazines will be sent to them 
accompanied by a “compliments of” mail piece 
bearing your company’s name and contact infor-
mation. (It is important to let your contacts know 
how and when your company will be highlighted 
in BIC Magazine.) You may email the contact in-
formation to your member services representa-
tive by following the guidelines below:

 1. Please type in ALL CAPS, if possible.
 2. Please do not use any punctuation. 
 3. Please include the following fields: 

 NAME (REQUIRED)
 TITLE/JOB FUNCTION OR DEPARTMENT (REQUIRED)
 COMPANY (REQUIRED)
 ADDRESS (REQUIRED)
 PHONE (REQUIRED)
 FAX
 EMAIL

The importance of submitting names to our database cannot be overstated. When your client 
or prospect receives the “compliments of” mail piece with your name on it, he or she will 
think of you as the provider of the subscription, creating top-of-mind awareness. The reader 
is then more likely to read your company’s news, case studies and advertisements. Your 
names are secure from being cherrypicked directly because when our partners cherrypick our 
subscription list, they don’t see our sources. (See a list of reasons to utilize BIC’s database on 
the following page.)

Once you have submitted your contacts to be added to our subscription list, you are permit-
ted to mine the database of readers for prospects. When you are ready to begin prospecting, 
simply make an appointment with a member of our sales and customer service team in Baton 
Rouge or Houston. We will guide you through the process of selecting names, aid you in iden-
tifying key contacts and allow you as much time as needed to compile your list. Prospecting 
can also be done electronically. You are entitled to select up to 100 names per quarter.
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Reasons to do a BIC Direct Mail 
Campaign With a BIC Magazine 
Gift Subscription

Statistics prove that it’s five times easier to get more business from an existing 
client than from a new client. Getting more business from an existing client could 
come from within the same facility or at another facility within the same company. 
How many times have you heard a client of yours say, “I wish I’d known you do 
that!”? Mailing to your clients helps increase your opportunity to renew business 
and cross-sell and upsell them and other similar companies’ new products and/
or services.
 
When you add your key clients and prospects to BIC Alliance’s database, we im-
mediately become a third-party newsletter for your company that is published 10 
times a year.

Complimentary copies of BIC Magazine are a great way of thanking your existing 
clients and creating top-of-mind awareness among prospects. BIC Alliance will mail 
each recipient a gift card advising your reader that you provided the gift subscrip-
tion. This will effectually co-brand your company with BIC Alliance. 

BIC Magazine is not just a token of appreciation — it is also a tool that provides 
need-to-know information from industry experts. People tend to remember and 
favor those who help make their lives easier on the job and off.

Every time you supply names to BIC Alliance, your message reaches that person 
and three or four others in his or her department and/or company. BIC Magazine’s 
average pass-along readership is 3.4 per issue, so that means when you supply 
50 names, your message reaches not just that 50 but approximately 170. This is 
absolutely critical because it gets your message to your present buyer and other in-
dividuals who have input into the purchasing decision, including your key contact’s 
most likely successor should he retire, get promoted or relocate. 

5
1.

2.

3.

4.

5.
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White Paper, Guide, Catalog or Brochure posted on BIC White Paper Pages & Resources Page
Appear under “White Papers & Resources” and rotated on Home Page minimum one weekday per week 

Title and description optimized for search on BIC’s 
Content Management System, Google and other search engines 

Option: Post new White Paper or Resource under same contract once 
per month at no extra charge (more frequently, $200 per change)

Video posted on BIC Video Page
Rotated as “Featured Video” on Home Page 

Title and description optimized for search on BIC’s 
Content Management System, Google and other search engines 

Option: Post new Video under same contract once per month at no extra charge (more frequently, $200 per change)

Video Posting on BICMagazine.com

White Papers & Resources on BICMagazine.com

White Papers and Custom Content Services on BICMagazine.com

Webinar Sponsorships

Contact your account executive for more information.

Like the idea of a “white paper,” but don’t have one? Let BIC help you build customer loyalty and promote your services by 
creating your content for white papers and guides to best practices you can post on BICMagazine.com, run in BIC Magazine, hand 
out at trade shows and promote through your own website and emails. Trust BIC experts with any custom publishing project. See 
the rate below or talk to your account executive about your needs and to get custom project quotes.

Rates are for content development only. Promotion in BIC Magazine and on BICMagazine.com not included.

White Papers
Research focused, cite company and external sources and available research 
2,000 words, 3 data graphs, 3-5 stock or supplied images 
6-8 week turnaround

Best Practices Guide
Practice focused, cite company and external sources 
1,400 words, 1 data graph, 3-5 stock or supplied images 
4 week turnaround

BICMagazine.com
Digital Marketing on Our Website

Position

BICMagazine.com Ad Banners

All positions run on Home Page and most interior pages (Run of Site), except Ad Banner #3, #4 and #11

DescriptionSize
Leaderboard 728 x 90 Top Banner 

Ad Banner #2 300 x 250 Upper Right Rectangle 

Ad Banner #3 712 x 90 Middle Leaderboard (Home Page Only) 

Ad Banner #4 160 x 400 Skyscraper Small (Home Page Only) 

Ad Banner #5 300 x 100 Small Rectangle 

Ad Banner #6 300 x 100 Small Rectangle 

Ad Banner #7 300 x 100 Small Rectangle 

Ad Banner #8 728 x 90 Bottom Leaderboard 

Ad Banner #9 300 x 100 Small Rectangle Bottom 

Ad Banner #10 300 x 100 Small Rectangle Bottom 

Ad Banner #11 300 x 250 Rectangle (ROS, Not Home Page) 
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Top Banner Ad
728 x 90

Banner Ad #2
728 x 90

Banner Ad #3
728 x 90

Banner Ad #4
728 x 90

Banner Ad #5
728 x 90

Sky-
scraper 
Ad #1

160 x 400

Sky-
scraper 
Ad #2

160 x 400

Sky-
scraper 
Ad #3

160 x 400

Hot Jobs

40k max file size, PDF, GIF, PNG, JPEG

Text: Max 250 characters

Advertiser provides ad file and link.

Design available, inquire for quote.

Specs:

Decision makers in the energy industry, including refining, 
petrochemical, construction, chemical processing, terminal, 
pipeline, power generation, oil & gas exploration, pulp & 
paper and marine sectors. Circulation is approximately 42,000. 
Average open rate is 15%-18% per issue.

Audience:

Please direct questions and send ad files to:
Heather Cavalier, Production Director
heather@bicalliance.com  •  (225) 751-9996

Production:

Profiles of industry leaders, news and analysis, guest articles, 
Hot Jobs, upcoming industry events, white papers and 
featured video.

Editorial:

Direct inquiries to your account executive or:
Jeremy Osterberger, Vice President
jeremy@bicalliance.com  •  (281) 538-9996

Sales:

2x per month, first and third Tuesday. Ask your account rep 
for availability.

Frequency:

Industry Connection
Digital Marketing in Our e-Newsletter
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Networking and Bonus Distribution

As any industry professional knows, networking is vital to success. BIC Alliance attends or 
exhibits at more than 40 business and industry trade shows and conferences on an annual 
basis, including the AFPM Reliability & Maintenance Conference, the Offshore Technol-
ogy Conference, CLEAN GULF, POWER-GEN International and more. This provides us 
with a regular opportunity to meet face-to-face with buyers and suppliers from around 
the world. Bonus distribution of BIC Magazine at such events maximizes exposure for 
your company by putting your message in front of a diverse pool of potential customers. 

If you are an exhibitor at one of the many trade shows 
or conferences we attend, we’ll be sure to stop by your 
booth to take a photo, discuss your campaign and 
share information about any business opportunities 
or key contacts of which we are aware. (Remember 
— we are industry professionals who know your busi-
ness!) If you are an exhibitor at a trade show we do 
not attend, we encourage you to take pictures of your 
team networking with industry professionals at your 
company’s booth and send them to us for publication 
in BIC Magazine. 

While at trade shows, we can provide you with extra copies of BIC Magazine to distrib-
ute to booth visitors and laminated reprints of your ads and feature articles that can be 
placed on a booth table or other display. You can also order 8.5-inch-by-11-inch color 
reprints of your advertisements through our creative division to bring to trade shows, 
conferences and any other promotional or networking events. 

As a member of BIC Alliance, you will be given copies of the BIC 
Planner, our comprehensive business and industry trade show 
calendar. The BIC Planner indicates the trade shows and confer-
ences at which we exhibit and distribute BIC Magazine. Released 
as a pull-out supplement to the December/January issue of BIC 
Magazine, the BIC Planner is a great guide for scheduling your 
trade show and conference activities throughout the year. Extra 
copies can be obtained free of charge by calling or visiting our 
offices in Baton Rouge or Houston. 
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BIC Media Solutions

The mission of BIC Media Solutions is to offer a broader range of multimedia communica-
tion and training services to BIC Alliance’s marketing partners and readers, including cus-
tom book publishing, event planning and sales and marketing training via seminars and 
keynote presentations.   

Custom book publishing
BIC Media Solutions offers turnkey production, including writing, 
editing, design and layout of custom books about individuals, orga-
nizations and associations, all of which can be used by companies 
for promotional purposes. BIC Media Solutions can also customize 
any of its books to be used as gifts for your employees and/or clients.

Since its inception, BIC Media Solutions has produced a total of 
seven books — “It’s What We Do Together That Counts: The 
BIC Alliance Story,” “Energy Entrepreneurs,” “Industry Achiev-
ers,” “Earl’s Pearls,” “Fifty Years of Industrial Innovation: Turner 
Industries,” “Michael Learns To Listen” and ”Louisiana Sports 
Legends and Heroes.”

The subject matter of these books ranges from business and in-
dustry executives and entrepreneurs to a collection of how-to 
articles related to motivation, leadership, professional develop-
ment and sales and marketing, a commemorative anniversary 
book and an illustrated children’s book. 

Event planning
BIC Alliance has either sponsored or co-sponsored numerous net-
working, hospitality and training events. Each year, BIC Alliance 
and a group of its marketing partners sponsor industry’s largest 
networking and hospitality function coinciding with the AFPM Re-
liability & Maintenance Conference and Exhibition. 

BIC Media Solutions brings several years of experience to 
work in planning, executing and publicizing trade shows, con-
ferences, networking and hospitality functions, client and em-
ployee appreciation gatherings, and other events.

Keynote presentations and seminars
Although it’s been more than three decades since he gave up a successful career 
as an industrial training manager to become an entrepreneur, BIC Alliance CEO 
and Founder Earl Heard still enjoys helping industry professionals to grow in their 
professional lives through his Alligator Management & Marketing seminars and 
keynote presentations. Heard began offering these programs as a value-added 
service during the early days of BIC Alliance and plans to continue offering them 
during his retirement years. Through his vast network of connections, Heard can 
arrange a keynote speaker tailored to your specific needs.

Achievers A collection of inspirational 
stories from business & industry
greats of today & yesterday

Earl Heard & Br ady Porche Publishers of It’s What We Do Together That Counts & Energy Entrepreneurs

IndustryAcAAIAAn
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IVS Investment Banking is the merger and acquisition intermediary arm of BIC Alliance. Founded 
in 1994, IVS is a boutique investment bank primarily servicing sell side transactions in the indus-
trial space in which BIC Magazine operates. 

IVS can help interested parties with: 
 • Management-led buyouts. 
 • Buying or selling a company.
 • Leveraged recapitalization.
 • Raising capital to grow.

Because of the common ownership with BIC Alliance, oftentimes 
IVS knows the news before it is news. In many cases, IVS enjoys 
a longstanding, trusting business relationship with business own-
ers who are only now considering an exit strategy or firms seeking 
either to expand geographically or expand their service lines. IVS 
began as a “business cupid” linking buyers and sellers of busi-
nesses together. 

IVS Investment Banking works with management teams in selling 
and/or acquiring manufacturing, distribution and service oriented 
businesses in the petrochemical, refining, power generation, con-
struction, marine, and pulp & paper industries. Over the course of 
their careers, IVS’ principals have worked on M&A transactions 
whose aggregate value has totaled in excess of $1 billion.

IVS offers complete investment banking services to help buy, sell 
or grow companies in the industrial marketplace. With the ability 
to access an unprecedented number of industry executives, IVS has the knowledge and expe-
rience necessary to complete a number of investment banking services, delivering premium 
value for business owners. 

IVS Investment Banking

advised in the strategic alliance 
and investment with 

New Orleans, LA Houston, TX

advised in a 
recapitalization with 

Dallas, TX

advised in the acquired assets of 

advised in the acquired assets of

Channelview, TX

H  IR
I N C O R P O R AI N C O R P O R A T E DT E D

Buffalo, MO

advised in the acquisition of

Mandeville, LA

arranged project financing for

Houston, TX

S&H Services, LLC

advised in the acquisition of

Deer Park, TX

SOLUTIONS LTD

advised in the acquisition of

Houston, TX

advised in a 
recapitalization with 

Galveston, TX

advised in a 
recapitalization with 

Houston, TX

advised in the acquisition of
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BIC Alliance’s talent acquisition division helps recruit the best of the best in man-
agement, operations, and sales and marketing professionals for its clients. BIC 
Recruiting’s focus is on sales and marketing management, general management 
with P&L expertise and mid- and senior-level sales executives. BIC Recruiting also 
has expertise in placement of marketing, operations, engineering, environmental, 
health and safety professionals. BIC Recruiting has expertise in the placement of 
C-level executives.

BIC Alliance has an extensive network of contacts that allows us to fill a variety of 
positions throughout industry. The network is used as a starting point for a proac-
tive targeted search for the best candidates for a particular position. BIC Recruiting 
conducts screening and reference checks, arranges interviews and provides any 
necessary candidate assessment tools that allow the employer to assure that a 
good fit will occur for both employer and candidate.

BIC Recruiting

Executive Recruiting 
for the Energy Market
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B U S I N E S S  &  I N D U S T R Y  C O N N E C T I O N

M A G A Z I N E

Dear friends and marketing partners,

Thanks for taking the time to review this guide. We hope it will 
help you to maximize the return on investment in your BIC Alliance 
marketing campaign and utilize the services of IVS Investment 
Banking, BIC Recruiting and BIC Media Solutions. We also encour-
age you to utilize and refer the products and services of other BIC 
Alliance marketing partners. You can find their information by con-
tacting us at (800) 460-4242 or by referring to BIC Magazine and our 
website, www.bicalliance.com.

Best wishes,

Thomas Brinsko, 
President & COO

Earl Heard, 
CEO & Founder



Toll Free: 800.460.4242

Baton Rouge Office
P: 225.751.9996
F: 225.752.0140

Houston Office
P: 281.538.9996
F: 281.538.9991

Copyright © 2014 by BIC Media Solutions
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