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What's New at LNG

With the summer heat has also come relief for finished
lubricant, additive and base oil manufacturers here in
North America. As orders picked up in June,companies
were busy figuring out how to sustain the nascent recovery.

e've been charging for-

ward here at LNG, too. The

new LubesnGreases.com
website is now live! The new website
continues to deliver the great content
you rely on in a more intuitive, acces-
sible format categorized by topic. We
hope you enjoy the new experience,
and we're eager to hear your feed-
back. Please contact me at HBriskin@
LubesnGreases.com.

As | wrote in July, Lubes’n’Greases
magazine is moving to a paid sub-
scription model starting next month.
Don't forget to subscribe today to en-
sure you receive the September 2020
issue! To launch the new subscrip-
tions, we are offering a 25% discount
on the price of a one-year subscrip-
tion. Visit www.LubesnGreases.com
and look for the “Subscribe” button.

This month will also see the

launch of a new online platform for
Lubes'n'Greases Perspective on
Electric Vehicles. It offers subscrib-
ers a deep-dive into the intersection
between the lubricants industry and
the full range of electrified vehicles.
Subscribers will receive regular alerts
about changes to legislation and
incentives, fresh sales figures, OEMs
electrification strategies, lubricant
technology developments and sector
growth forecasts and how these will
affect the industry —all at a new sub-
scription price. Find out more at
www.LubesnGreases.com/electric-
vehicles.
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PUBLISHER'S LETTER

HOWARD BRISKIN is publisher
& president of Lubes'n'Greases.
Contact him at HBriskin@
LubesnGreases.com

Last but not least, the
Lubes'n'Greases Factbook, our annual
data-packed resource about the indus-
try, will also be appearing in a new,
all-digital format this year. Keep an eye
out for it in September.

This industry is resilient, and we'll
keep finding creative ways to adapt
and succeed. Let us continue to be
your trusted resource for the knowl-
edge you need to keep moving
forward.

Howard Briskin

LUBES'N' S im Sulver

HELPING YOU NAVIGATE Caitlin Jacobs

Managing Edit
THE LUBRICANTS INDUSTRY anaging Editor

Sydney Moore
LNG Publishing Co., Inc. Assistant Editor

7389 Lee Highway, Suite 300
Falls Church, VA 22042 U.S.A
Phone: +1 703-536-0800
Fax: +1 703-536-0803
www.LubesnGreases.com
info@LubesnGreases.com

Ricardo Lianez
Director of Creative

AUGUST 2020

George Gill David Stanworth

Simon Johns Commercial Director

Sara Lefcourt dstanworth@LubesnGreases.com
Ray Masson Phone: +44(0)1737 906390

Mary Moon

Matt Mossman Matt Rogers

Steve Swedberg Director of Business Development,
Wang Fangging North America

Gabriela Wheeler MRogers@LubesnGreases.com

Contributors Phone: +1240-701-2931

Stefanie Dunkerly
Advertising Production
Stef@LubesnGreases.com

POSTMASTER

Send address corrections to Lubes'n'Greases, LNG Publishing
Company, Inc., 7389 Lee Hwy., Suite 300, Falls Church, VA
22042 USA.

CANADA POST
Agreement 40064709. Return undeliverable Canadian
addresses to: IMS, PO. Box 122, Niagara Falls, ON L2E 6S8

LUBESNGREASES.COM 3



AUUST 2020
VOL. 26 ISSUE 8

FEATURES

LUBES'N'GREASES

4 | UBESNGREASES.COM

o LubesnGreasesPublishing
, @LubesnGreases

m /company/Ing-publishing-co-/

Aimingat |
Tricky Target

The best packages hit the bull’s eye in the center of
sustainability, product differentiation, performance
claims and other priorities—all in a format that end
users can easily understand.

22

BASE STOCKS | WORLD
Phishing for Base Oil

Cyber criminals are always angling for
a way into the supply chain. Outdated
or underfunded cybersecurity protocols
make your company easy to snare.

26

AUTOMOTIVE LUBRICANTS | AFRICA
Africa Drives Forward Again

With five global automakers gearing up
for new or increased production across
the continent, more modern lubricants
may cruise in behind.

32

PACKAGING | WORLD

A Glimpse at the Future
of Packaging
A market survey helps elucidate potential

growth areas and trends shaping packag-
ing for the lubricants sector.

PACKAGING | WORLD
SPOTLIGHT on Packaging

Packaging is paramount, and rather than
relying on standard drums, containers
and totes, brand owners are looking for
unique solutions.

Lubesn'Greases (ISSN1080-9449), an independent trade magazine, Qualification is subject to publisher's approval. Subscriptions to

2020, LNG Publishing Company, Inc. Printed in USA.

is published monthly by LNG Publishing Company, Inc. Copyright

Subscriptions to the print edition are free to qualified subscribers
in the United States and Canada who are active in the lubricants
industry as manufacturers, marketers, volume buyers and users, Company, Inc.
or as suppliers who maintain close ties to the lubricants industry.

free to qualified subscribers worldwide.

Lubesn'Greases®is a registered trademark of LNG Publishing

AUGUST 2020

the print edition outside the United States and Canada: $125 for 12
issues; $235 for 24 issues. Subscriptions to the digital edition are

www.yubase.com

{

~
lubricants

Our stable global production, supply capability, and powerful network
prove that choosing YUBASE® is your best option.
SK is dedicated to ensuring stable supply of YUBASE®

STABLE SUPPLY OF QUALITY PRODUCT

(yubase)

el | —— . '.'_




DEPARTMENTS

6 LUBESNGREASES.COM

3

Publisher’s Letter

8

BASE STOCKS | WORLD

Base Oil Report

PRICING

Weathering a Silent Storm

Many developments affecting base oils
and lubricants are best described in terms
of natural phenomena, says Gabriela
Wheeler.

TRENDS

The Survival of Group |

Put down your hammer and coffin nails,
cautions Ray Masson: Recent tightness in
the market shows this old category is still
kicking.

12

BUSINESS ‘ WORLD
Best Practices

Sara Lefcourt says businesses can reap
some value from every crisis—even one
as painful as this pandemic.

14

AUTOMOTIVE LUBRICANTS ‘ WORLD
Automotive

Steve Swedberg posits that aftermarket
additives, often called “snake oil” or
“mouse milk,” may have some usefulness
in particular cases.

41

Product News

42

Advertiser Index

43

Places'n’Faces

AUGUST 2020

No muss, no fuss.
The no-spill grease
cartridge you’ve
been looking for.
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Looks like a leak but is actually a ‘creep’? The NEW Biederman (BE) cap prevents grease from creeping
into the cap and over/down the cartridge and looking like a leak. Made of pliable HDPE also means
the cap won’t crack! Combined with the durable Biederman plastic cartridge, you improve your shelf
presence and keep your grease secure and free of contamination.

Choose the cartridge and cap that make your brand and your grease the preferred choice in the field.

Put your grease in a Biederman cartridge.

b@ biederman

info@biederman.ca | 905.854.9978 | Biederman.ca enterprises |td
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THE BEST SOLUTION FOR TOMORROW'S TRANSPORTATION

Chevron Lummus Global

GABRIEL WHEELER
is base oil editor for
Lubes'n’'Greases. Contact
her at Gabriela@
LubesnGreases.com
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Weathering a Silent Storm

Many of the developments that affect base oils and lubri-
cants are best described in terms of natural phenomena.
When Chevron’s Pascagoula base oils plant came online in
2014, participants talked about a “tsunami” of product hit-
ting the market. This July,during a webinar hosted by the
Independent Lubricant Manufacturers Association, Colleen

producers considered similar moves.
In other parts of the world, prices
also stabilized or edged up in June,

Murphy of Motiva said that the company’s leadership team
referred to the COVID-19 pandemic as a “global hurricane.”

ust when you think the situation
J may be under control, something

happens to upend everything
again. In early June, the base oils mar-
ket showed the first signs of recovery,
having been pelted by a hail storm of
pandemic-related effects since March.
A sharp drop in fuel and lubricant
demand on the back of stay-at-home
orders, reduced manufacturing oper-
ations and supply chain disruptions,
and deeply damaged consumer con-
fidence were some of the challenges

the industry faced.

As lockdowns and other pandemic-
related measures eased and demand
began to pick up, base oil suppliers
introduced price increases on tight
supplies and rising feedstock costs.

Paraffinic producers implemented
15 to 16 cents-per-gallon posted price
increases between June 15 and July
1, with Motiva, Chevron and Exxon-
Mobil leading the pack. For naphthen-
ics, Cross Oil increased its pale oils by
20 and 25 cents on July 16, and other

with Asian producers, for instance,
lifting some offers by as much as $40
per metric ton.

Then came another wave of infec-
tions in the United States—more
insidious and worrisome than the
first—testing participants’ confidence
in the market recovery.

With no roadmap to follow and no
precedents to emulate, the industry
must find its own way to deal with
the consequences of a silent but
devastating storm that is affecting
all aspects of life. One element that
seems to be crucial is flexibility, and
the industry has fortunately shown
through previous disasters that it can
muster plenty of it. ¢

Base Oil Report | August 2020

Base oil prices are lowest U.S. postings

We offer the full spectrum
of lube base oil technologies
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A Chevron and McDermott Joint Venture
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‘The Survival of Group I

Group [ base oil has been around a long time, and its demise
has been predicted for years. But recent tightness in the
market shows this old category still has some life left in it.

a long way, with Group Il being

deemed the “workhorse” base
oil and revolutionizing the lubricant
scene. The assumption has been that
progress means the replacement of
outdated Group | production, starting
with older facilities that would require
substantial reinvestment to maintain.
These units are uneconomical, with
lower demand and dwindling uses for
their output.

This scene is set against a back-
drop of investment in new Group |l
and Group Il facilities with their own
dedicated feedstock streams and
technology. These processes have
allowed maximized return on capital
investment and the development of a
new generation of finished lubricants.

Some refineries converted Group

‘ t seems that the industry has come

10 LUBESNGREASES.COM

| production into Group II, but many
refinery projects were t0o expensive.
So started the decline of Group |
base oils, which seemed a natural
progression. However, sectors such
as marine and process oils voiced
concerns that viscosity and solvency
requirements made them dependent
on Group | products. A switch also in-
volved higher investment costs along
with the higher prices levied on Group
[l and Group Ill base oils.

In some markets where there was
ample Group | supply, such as in Eu-
rope, Group Il base oils were initially
employed as a diluent, promoting the
continuation of Group | production,
much of which was owned and oper-
ated by state oil companies. Commer-
cially run refineries were first to cut
Group | production, only maintaining

RAY MASSON is director
of Pumacrown Ltd., a trader
and broker of petroleum
products in London, UK.
Send him comments

or topic suggestions at
pumacrown@email.com.

output to cover sectors that could not
use Group Il.

With this in mind, the question re-
mains: Will Group | base oils survive?

In the years running up to 2020,
there was reason to continue Group |
production. One of those was the ma-
rine sector’s need for high-alkalinity
lubricants to counter high-sulfur fuels.

The International Maritime Organiza-
tion's newest marine pollution restric-
tions, implemented in January, require
international sea-going vessels to use
fuel with max sulfur content of 0.5%.
This legislation reduced demand for
marine cylinder oils with high total
base number, as only ships outfitted
with scrubbers will now need them. A
new generation of lower TBN marine
lubricants has evolved, meaning that
Group Il base oils can be used in
marine formulations—a blow to the
Group | camp.

In the United States and Europe es-
pecially, rising performance demands
for passenger car and heavy-duty
motor oils have steadily shrunk for-
mulary windows for those products,
increasing reliance on Group Il, Group
Il and even Group IV polyalphaolefin
base stocks—continuing to crowd out
Group I.

The automotive sector has a
massive influence on lubricants and
the base oils used in blending them.
This has pressured lube producers in
developed regions to abandon Group
| base oils. The emergence of electric
vehicles will force revision of lubricant
requirements again, with Group Il and
Group Il being used in gear oils and
other transmission lubrication sys-
tems. Will this be another nail in the

AUGUST 2020
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coffin for Group I?

In defense of Group |, one of the
products resulting from its production
is paraffin wax, which is a growing
market with positive demand. Waxes
are high margin products for refiners,
and with continuing demand from a
number of sources, there is pressure
for producers to maintain supply.

Other sectors that favor the reten-
tion of Group | are greases, process
oils, compressor oils and certain gear
oils, all of which favor higher sulfur
content.

The use of Group | has also varied
regionally with traditional “export”
markets like those in Africa, the
Middle East, India and farther east,
where economic factors and logistical
constraints play a part in preventing a
move to higher-performance lubri-
cants. Older vehicles on the roads
and existing machinery in factories
dictate that an older generation of

Certainty.

Early in the pandemic in East Asia, Middle East and
Europe, some blenders had difficulty accessing suitable
Group I material for military and health services.

lubricants can still be employed in
these locations.

Globally, we are in the grip of
possibly the worst health and wealth
disaster to hit this planet. Nations
are reacting to the pandemic with
lockdowns, curtailment of industry
and the movement of people. The
situation has created a tranche of
unknowns, which has blown forecasts
for return on investment in capital
projects and delayed or cancelled
investment in many industries.

With this uncertain future, producers
of all types of base oils have trimmed
production levels to accommodate
reduced demand, and it will take
time to return to pre-pandemic levels.
Group | producers have probably cut

In uncertain

\;"

back output the most. Even before
the pandemic, demand for Group |
base oils had decreased, prices were
under pressure and numbers in some
regions fell below breakeven.

This has changed in recent weeks,
with reports of shortages of Group |
grades including solvent neutral 500.
Early in the pandemic in East Asia,
Middle East and Europe, some blend-
ers had difficulty accessing suitable
Group | material for military and health
services. This situation is continually
evolving, with buyers struggling to
obtain supplies and prices rising.
Nonetheless, it is increasing incentive
for refiners to turn on the taps again.

Looks like Group | may be here
to stay. ¢

Now more than ever, you need quality components you can trust. Rest assured,

we're here for you with the superior products and support that you've come to

expect from our team of experts.

Want to know more? We thought so. 1 800 321-0467, +1 216 749-2605 or elcocorp.com
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Don’t Waste a Crisis,

Revisited

A Lubes’n’Greases reader recently wrote to me that he
appreciated my January 2018 column entitled “Don’t Waste
That Crisis” and that it was highly pertinent in today’s
turbulent environment. I have excerpted a few key points
from that article and expanded upon them in light of

current events.

he key point of the column was
Tthat a business can reap some

value from a crisis—even one
as painful as this pandemic—in the
following ways:

A crisis can act as an organization-
al rallying cry and bring laser-like
unity of purpose.

* A crisis can allow or even facilitate
the examination of new ideas and
the tearing down of outdated or
unhelpful paradigms.

* A crisis can lead to radical re-
prioritization of resources.

What organizational rallying cry
might you choose from the pandem-
ic? No doubt this may be very specific
to your company, but one that may be
common to all is to be better pre-
pared for a future pandemic or other

business disruption. | suggest you re-
flect on your company’s performance
in the following areas:

* How well did you do with regard
to communications to employees
during the crisis? Were commu-
nications consistent and regular
as the situation developed? Did
people heed the communications?
You likely had (and may still have)
a portion of your employees
working from home during the
pandemic. Did these employees
have the necessary equipment to
perform their jobs? Did you prop-
erly address cybersecurity issues?
Were you able to set up and con-
duct productive and secure online
meetings?

* \Were you able to keep track of

employees to the extent neces-
sary?

Were your human resources,
medical and IT resources given
the tools necessary to support the
multitude of issues being thrown
at them during the pandemic?
How well did your company do in
its communications with custom-
ers and suppliers, the community,
your board of directors, sharehold-
ers and owners?

In some of these areas, you may
want to do a survey to collect feed-
back on your company's performance
and specific areas for improvement.

You may wish to implement im-
proved business continuity plans for
a wider range of potential situations
rather than simply put in place a plan
for the inevitable next pandemic.

For example, you may wish to con-
sider specific business disruption
scenarios such as plant shutdowns,
work-from-home situations, supplier
and customer disruptions, etc. Then,
address the implications and potential
actions with a broad, cross-functional
team.

This more general approach to
scenario planning may be more
useful than planning for a specific
disruption such as a hurricane or a
pandemic. Building flexibility into your
business—for example, more plant
turndown capability as well as plant
surge capacity—could be valuable in
these turbulent times. My expectation
is that even if this particular pandemic
eventually ends due to a successful
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vaccine, the shake-out of 2020 events
may take several years to be com-
pletely assessed.

What breakout ideas have emerged
for your company during the pan-
demic? One area that seems to have
emerged for many companies is the
degree to which they rely on physical
stores in order to do business. We
have seen restaurants adapt to online
ordering and customer pickup or
delivery; supermarkets have adapted
to social distancing and various online
ordering and delivery models; and
retail has shifted at a rapid pace to
Amazon, Etsy and other online retail-
ers with payment through PayPal and
other financial technology options.

What about your company? Have
you managed to shift sales online or
direct-to-consumer? This is an opti-
mum time to consider your various
sales channels and evaluate how you
intend to utilize them going forward.
Consider how your competition per-
formed during this time and whether
the comparison supports your compa-
ny's brand promise.

What opportunity do you see for
a radical, or at least material, re-
prioritization of resources post-
pandemic? Consider as a starting
point the activities and projects
that you had to stop in order to
focus attention on the ongoing crisis.
What activities didn't you miss,
or what's more, discovered how
time-consuming they really were?
Here are some areas you might want
to think about:

* Do you have some expansion
projects that you were planning?
In light of potential significant
shifts in commuting behavior,
global travel and other aspects of
consumer demand, can you delay
such expansions?

* Are there opportunities to increase
automation in your plants or pro-
cesses in order to improve safety
or reduce costs?

* Are there projects that you may
need to re-evaluate economically
or cancel in this low energy price
and low interest rate environ-
ment? Conversely, perhaps there
are projects for which the eco-
nomics may improve.

* Can you incorporate working from
home and reduced travel and
entertainment spending into your
longer-term budgeting and plan-
ning? Can you consolidate staff
into smaller office space?

A final area for your management
team to consider during and after this
crisis is that of morale. People have
been through a great deal of stress
coping with the pandemic on both a
personal and a business level. Loyalty
to colleagues and good will can be
built upon a foundation of kindness
and appreciation during difficult times.

Consider how your company can
show thanks to your employees for
keeping your business running and
your customers satisfied during this:
time of stress. If you have hadto

furlough or lay off employe nsid-
er whether your communic and

v

financial arrangements were suffi-
ciently well-handled.

It is especially hard to support
company culture and feelings of
collegiality when meetings cannot
be held face to face and the size of
gatherings is limited. You may want to
consider the use of video messages
or more frequent written communi-
cations or newsletters from manage-
ment to bolster a sense of belonging
and show appreciation. Give special
consideration to how you may want to
approach onboarding of new employ-
ees in this environment.

My very best wishes go to the com-
munity of Lubes’n’Greases readers.
Let's do our best to learn and grow
from this crisis! é

Our columnists are temporarily writing every
other month. Look for the next Best Practices
column in the October issue.
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Are Aftermarket Additives
All They're Cracked Up

to Be?

I recently got an internet advertisement for an aftermarket
oil treatment. The brand is not important, but the concept
and presentation speak to many of the conflicting thoughts
I have about aftermarket additives, which are often referred
to as “snake 0il” or “mouse milk.”

'm sure many of you, if not all, have

seen advertisements for various
additives designed to give engine
oils and transmission fluids extra

performance features, or at least add
to the already strong performance of
the oil. | think it is of enough interest

that | wanted to share some of my
thoughts on the subject. The ques-

tion is: Do aftermarket oil additives
actually add to vehicle performance,
or is it just hype?

What do aftermarket additives
do? First and foremost, they modify
viscosity properties. We all know
that viscosity is the fundamental oil
property of resistance to flow. Lower
viscosity means faster flow, which

STEVE SWEDBERG is an industry consultant with over 40 years experience in
lubricants, most notably with Pennzoil and Chevron Oronite. He is a longtime member

of the American Chemical Society, ASTM International and SAE International, where he
was chairman of Technical Committee 1 on automotive engine oils. He can be reached at

steveswedberg@cox.net.
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can be a valuable property. Howev-
er, for older, high-mileage engines,
lower viscosity often translates into
more oil consumption, often to the
point of an oil slick on the garage
floor. It used to be that owners of
older vehicles went to higher viscos-
ity engine oils to reduce the losses. |
can tell you that modern engines like
the 3.5-liter V-6 in my Nissan Quest
have solved many consumption
guestions. Using the recommended
SAE BW-30, it is still not consuming
excess engine oil, even after 158,000
miles.

Another important property is wear

AUGUST 2020

protection. All modern engine oils
have antiwear additives included in
the formulation. Some of the older
engine designs are based on a so-
called flat tappet valve train design.
These engines have a larger need for
antiwear additives in the oil. That's
usually measured by the zinc content
of the oil. While zinc doesn't actually
impact wear protection, the chemical
molecule of which it is a part also
contains sulfur and phosphorus—the
go-to twins for wear protection. They
act to form a thin, molecular layer

on metal surfaces that wears off
without significant damage. Mod-
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The issue with testimonials is that there is no control
or baseline from which to work. In the simplest case, if
someone claims fuel economy benefits, there is no way
of knowing what the level was before using the additive.

ern engine oils are designed with
lower zinc levels in order to improve
the emissions performance of the
engine per United States emissions
requirements.

Oil oxidation resistance is also an
important feature for engine oils.
When oil oxidizes, it becomes thick
and generates byproducts that can
be harmful to the engine’s function.
The byproducts can really gum up
the works, causing piston rings not
to function properly and resulting
in such things as smoking exhaust.
Detergents and dispersants trap
the products of oxidation in the oil
before it can get to metal surfaces.
This prolongs engine life, so the
addition of deposit control agents is
a big feature.

With all of the interest in fuel econ-
omy, friction modifiers are a big part
of the story. These materials reduce
the friction between metal surfaces.
Lower friction means less energy
needed to operate the engine, which
means less fuel is consumed. The
chemistry of friction modifiers is
quite variable, including everything
from liquids such as fatty acid esters
all the way to dispersed solids such
as graphite or fluorocarbons.

When it comes to aftermarket ad-
ditives, there are a number of major
and secondary petroleum additive
suppliers that have developed the
componentry and data to support
marketers’ technical performance
claims. But that's only half of the
story, and things get a lot more
“creative” in the promotion and sales

aspects. Promoting aftermarket
additives is one of the biggest parts
of the business. Two very common
ways to do this are with testimonials
from satisfied customers and actual
field test programs.

Testimonials are always a compel-
ling way to tell your story. There is
nothing like a satisfied customer to
make an aftermarket product stand
out. The issue with testimonials is
that there is no control or baseline
from which to work. In the simplest
case, if someone claims fuel econ-
omy benefits, there is no way of
knowing what the level was before
using the additive.

There's also the “anticipated re-
sults” aspect. When someone uses
an additive designed to do some-
thing, the expectation of the user is
that they will see a benefit. That can
lead to unconscious adjustments in
behavior, which could influence the
outcome. For example, if someone
were to add a fuel economy additive,
they might not drive quite as fast
or accelerate as quickly. The impact
could be major.

Field tests are better, provided the
test design is carefully thought out.
Vehicle choice, driving cycle and oth-
er issues have an effect. If they are
not controlled as much as possible,
the results could be barely more
reliable than a testimonial.

Another way to promote the addi-
tives is with some specialized test
procedure or apparatus. While these
can be very dramatic, they often
do not actually relate to the claims

LUBESNGREASES.coM 15
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If a vehicle is under the manufacturer’s warranty,

[ wouldn’t use any aftermarket additive. If it is out
of warranty and appears to need something to help
it last longer, consideration can be given to using an

aftermarket additive.

made. One of the enduring promo-
tional devices is the “wear/EP" ma-
chine. I've seen it in many different
designs such as lever arms that push
a metal piece (often a roller from a
bearing) down on a rotating bearing
ring. Another version has a device
that looks much like a postal scale
but does essentially the same thing.

One of my earliest stories about
these testers was related to the Kai-
ser steel mill in Fontana, California.
| was working at Richfield Research
(later ARCO), and Kaiser was a
customer for a grease we supplied.
A would-be competitor arrived at
the lube engineer’s office with one
of the postage scale-like extreme
pressure testers. He proudly showed
how much load his grease could
stand and challenged the lube en-
gineer to see how Richfield’s in-use
product could stand.

When everything was prepared
with grease in the lubrication cup,
the salesman began loading his
weights on the pan. He never could
get our grease to fail. He actual-
ly took the lube engineer’s paper
weight and a piece of steel rod to
add to the pan! Even then, the Rich-
field grease still was chugging right
along. Sometimes, the best story
can run afoul of a better product.

So, why buy aftermarket additives?
For many, there are no specific prob-
lems, just the hope that something
will be improved. For others, specific
issues show up and a quick fix is de-
sired. Here are some of the potential
drivers for aftermarket additives:
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* Rust. Rust is one of the leading
causes of deterioration in older
engines, especially common

in small engines such as those
found in lawn mowers. It's also
common in seasonal engine
applications.

Engine cleanliness. Some engine
oil additives include detergent
components. Engines with sticky
parts such as rings or valve train
assemblies would be helped by
additives that unclog and remove
impurities.

Excessive smoke. Stuck rings or
excessive wear can result in high
oil consumption, which produces
smoke. By raising viscosity or
including antiwear additives, oil
consumption may be reduced.
As an extra benefit, it also may
reduce engine noise.

Oil leakage. Excess oil leak-

age can be controlled to some
degree by seal swell agents.

An increase in viscosity has the
same effect.

* Fuel Economy. Reducing internal
friction in an engine improves
the engine’s efficiency. Friction
modifiers help to do just that.

All of that sounds like something
that should be available to oil change
shops and garages. It could be very
valuable in giving your customers
the very best protection for their
vehicles, but the fact is that every
engine oil sold with an APl license
has additive systems that already
do just that. A current performance
level (APl SP/ILSAC GF-6) engine oil

is a complex mix of base stocks and
chemical components carefully bal-
anced to provide a level of protection
to all passenger cars and light-duty
trucks. That's because API cate-
gories are backwards compatible,
meaning they'll protect older en-
gines, including flat tappet engines
that call for higher zinc content.

Believe it or not, adding an after-
market additive to an engine oil may
actually make it noncompliant with
its APl license designation, meaning
your GF-6 engine oil could fail to
pass necessary test requirements for
the category. If a vehicle is under the
manufacturer’s warranty, | wouldn't
use any aftermarket additive. If it is
out of warranty and appears to need
something to help it last longer, con-
sideration can be given to using an
aftermarket additive.

All of the owner’s manuals | have
seen have specific statements re-
garding aftermarket additives. There
are several versions, but the mes-
sage is that the automakers frown
on their use.

As | mentioned at the beginning of
this column, my Nissan Quest has
about 158,000 miles on it and has
never seen an aftermarket additive.
The engine runs well on an SAE 5W-
30, ILSAC GF-4 engine oil, which is
my preference.

So the bottom line is this: Follow
the owner’s manual requirements
while in warranty, and only consid-
er aftermarket products after the
warranty has ended. Be sure that
the additive you use or recommend
actually addresses your customer’s
specific problem. | hope your recom-
mendations offer your customers a
good ride for a long time. ¢

Our columnists are temporarily writing every
other month. Look for the next Automotive
column in the October issue.
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Produced by one of the world’s leading energy companies,
ADbase is a Group lll base oil of exceptional quality.
Manufactured using ADNOC's high paraffin crude oil as feedstock,
ADbase has been specifically refined to yield a high viscosity
index, ensuring quality, consistency and delivering optimal

fuel efficiency. ADbase is approved for Passenger Car Motor Oils
(PCMOQ) in the US, and European approvals are underway.

For more information, contact one of our exclusive suppliers.

adnoc.ae

ADbase

BROUGHT TO YOU BY ADNOC




Spetlight on

Packaging

or the lubes and greases sector,

innovation extends far beyond the

complex formulations that fill our
workshops, factories and store shelves.
Packaging is paramount, and rather than
relying on standard drums, containers and
totes, brand owners are looking for unique
solutions that provide the perfect balance
of performance, convenience and protection
for the products within.
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These may incorporate tamper-
proof seals and security caps,
pull-out spouts for precise pour-
ing, fill level indicators and durable
anti-counterfeit labeling with QR
codes to access additional technical
information and data sheets.

Above all, a successful lubricant
container must be robust, ergonomic
and easy to handle.

Valvoline's Easy Pour Bottle, for
example, has won plenty of plaudits.
It was recognized with the world's
largest annual consumer award for
product innovation as winner of the
2018 Product of the Year in the Car
Care Category. The motor oil supplier
was praised for the handle design
and resealable overcap, as well as
the bottle's spout and anti-glug tube.

“Consumers are at the heart of
any innovation that Valvoline launch-
es in the marketplace,” said Heidi
Matheys, senior vice president &
chief marketing officer at Valvo-
line. “In our consumer segment, our
packaging has a lot of important
roles. Product protection, usability,
as well as branding and marketing,
are all components of packaging we
spend time evaluating. Each brings
unigue challenges to the table.”

“"Whether through feedback at the
retailer or consumer level, or legisla-
tion, sustainability is shaping the fu-
ture of packaging,” she added. “We
continue to work at this to improve
our environmental impact. Examples
of this include the use of recycled
materials, projects focused on
light-weighting materials, and partic-
ipation in industry efforts to improve
packaging recycling.”

Consumers and end users have
become far more conscious about
the importance of greener solutions
and packaging that is easier to clean,
reuse and recycle. Studies suggest
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It's often said that the best things come in small
packages,and with the increased uptake of flexible
packaging and pouches in recent years, it appears
many end users believe that to be true.

there is even a willingness to pay a
premium for more environmentally-
friendly options.

It's often said that the best things
come in small packages, and with
the increased uptake of flexible pack-
aging and pouches in recent years, it
appears many end users believe that
to be true.

Back in 2012, Wichita-based Uni-
versal Lubricants—now a subsidiary
of PetroChoice—was thought to be
the first United States company to
introduce a retail motor oil in a
pouch. It consisted of three barrier
layers of nylon, polyester and linear
low-density polyethylene, and incor-
porated a spout designed to prevent
glugs and spills.

Its Eco Ultra FlexPak stand-up
pouch was heralded as a lightweight
and sustainable alternative to bulkier
rigid plastic containers, winning the
Automotive Aftermarket Products
Expo 2012 New Packaging Award for
Innovation.

Strong and durable, convenient and
easy to store, pouches have since
been wholly embraced by the sector.

“We continue to be the fastest-
growing segment of the packaging
industry in the U.S. and worldwide,”
noted Alison Keane, president and
CEO at the Flexible Packaging As-
sociation, adding that their environ-
mental credentials are far better than
traditional rigid containers.

From water usage, greenhouse gas
emissions and fossil fuel consump-
tion to the product-to-package ratio,
or the material that heads to landfill,
the pouch routinely comes out on

top, she said.

Not only do pouches also use
the least amount of material to pack-
age and protect the product, there
is less waste too. Rigid containers
can leave as much as 6% to 14% of
the product behind, while pouches
can evacuate up to 99.5% of the
product.

“According to the U.S. Environmen-
tal Protection Agency Waste Hier-
archy, the most preferred method
for waste management is source
reduction,” added Keane. "A major
benefit of flexible packaging is the
high product-to-package ratio that
it offers and what is key is that it
can do so without sacrificing perfor-
mance attributes, like strength and
shelf life. This is due to the incredi-
ble innovation in the design of each
layer of flexible packaging. You may
have five to 10 layers, and each plays
a key role in protecting the product
through processing, shipping, retail
and use in a home or business.”

Another relatively new concept is
the bag-in-a-box, a single-use card-
board container that houses a plastic
bag filled with product. Recognized
for being easy to stack, store and
ship, these use far less material than
the equivalent-sized rigid plastic bot-
tles, significantly helping to reduce
landfill waste.

Fuchs Lubricants first introduced
its Lube Cube in 2012 to tackle grow-
ing environmental concerns. The
packaging system was shortlisted as
a finalist in the Supply Chain Solution
of the Year category for the United
Kingdom Packaging Awards last year.
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SPOTLIGHT

The Lube Cube is fully recyclable
and can be included with the normal
recycling waste, resulting in signif-
icant savings with its disposal. The
20-liter version uses 79% less plastic
than a conventional plastic container
and cuts disposal costs by as much
as 96%, says Fuchs. Since launch,
the company has saved more than
78 metric tons (1.7 million pounds)
of plastic, equivalent to 15.6 million
plastic bottles or 93.6 million plastic
carrier bags.

Boxes are delivered to Fuchs in
flatpack form, ready for filling. Some
15,600 of the 20-liter Lube Cubes can

be transported on just two trucks,
whereas six would be required to
deliver the same number of plastic
containers.

“These statistics demonstrate the
significant reduction in the number of
lorries it takes to deliver Lube Cubes
in comparison to plastic containers,”
said Rosemary Mellor, UK automo-
tive product manager. “Fewer lorries
on the roads means less CO,, less
congestion and reduced operational
costs. It's good news for everyone.”

Modern packaging is no longer just
a way of storing product. It is funda-
mental to increasing productivity and

efficiency, as well as helping to reduce
costs and environmental impact.

An effective design will ultimately
be judged on whether it is functional
and fit for purpose. Yet with portfolios
becoming more diverse and lubricants
more specialized, there is a growing
focus on creating containers that offer
much more. ¢

In this Spotlight, Fluid-Bag explains
how its packaging solution keeps
lubricants clean and free of contam-
inants, helping to extend the life of
equipment.

Keeping Clean and

Contaminant Free

ontaminated lubricants can be
Ccostly for machinery operators,

and even the finest of particles
can wear out servos, bearings and
pumps. Downtime can be expensive,
impacting both productivity and your
bottom line.

Packaging that ensures lubes and
greases are kept clean can therefore
greatly extend the life of equipment
and the product itself, says John Rob-
inson, sales manager Lubricants USA
at Fluid-Bag.

“What we do with our packaging
is deliver a clean product in a sus-
tainable container,” he says. “Today's
packaging has to be smart; it has
to solve customers’ problems and
issues. It isn't just about transporting
product from where it's manufactured
to the end user.”

Fluid-Bag's FLEXI and MULTI sys-
tems have established themselves as
an affordable and effective alternative
to conventional drums, totes, and
IBCs.
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Consisting of a multi-layer foil
inner-container and a durable poly-
propylene (PP) outer transport bag
mounted on a pallet, the unique
packaging solution stores product in
a secure closed system that keeps it
free from dirt and dust.

The flexible bag can be filled com-
pletely, leaving no air pockets, and
the plastic material does not breathe,
or expand and contract in different
temperatures — helping to prevent
moisture contamination. The use of
polypropylene also means that unlike
a metal container, there is no risk of
rust tarnishing the lubricant.

“Ours is a completely sealed con-
tainer. All our bags are assembled in
a clean room so the inside of the bag
is evacuated of air before it's filled.
We introduce no particulates, dirt
or grime. That can't be said of other
packaging,” says Robinson. “It's not
uncommon to lose several ISO codes
of cleanliness when filling a 55-gallon
drum, purely because of the environ-

Q) FLUID-BAG

ment they're manufactured in.”

Fluid-Bag's design also helps
minimize wastage compared with
rigid packaging, leaving less than 1%
residue compared with about 5-10%
in a traditional drum, he says. Even
then, there is no need to worry about
cleaning and returning it for a refill.
Once emptied, the single-use inner
bag can be easily recycled, removing
any risk of contamination. ¢

To find out more, visit
www.fluid-bag.com/lubes
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CYBERSECURITY

AND THE

SUPPLY CHAIN

DON’T BE THE WEAKEST LINK
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By Dan Strachan

n March, COVID-19 upended our
daily lives. Visiting the grocery
store one morning that month, |
saw that there was some meat,
some dairy, lots of produce and no
paper products. While hoarding was
partly to blame, this was also a result
of a disruption to the supply chain. In
this case, production and transporta-
tion could not keep up with demand
using current supply chain methods.

Manufacturers recognized the
problem and have largely made the
necessary changes to address the
shortages. It was easy to see which
steps everyone in the affected supply
chains needed to make.

But what if the disruption was
not caused by sudden changes in
demand but by something more
sinister? What if that disruption could
break a supply chain and leave it
broken for an extended period? This
could be the case with a cybersecuri-
ty attack.

An extended disruption to the sup-
ply chain would have financial conse-
quences for all entities in that chain.
Some companies might not be able
to handle such a financial setback for
an extended time. For this reason,
cybersecurity in the lubricants supply
chain is essential. Base oil producers
in particular are a fundamental part of
the lubricants industry supply chain,
since virtually no lubricants can be
made without base stocks.

There are multiple reasons why a

hacker might target your
plant, ranging from finan-
cial to political gain and a
host of other reasons.
They could be vengeful
ex-employees or thrill-
seekers.

Supply chains are partic-
ularly tempting to hackers
because any chain will
have a weak point that
could be an easy target.
Further, one incident can
have consequences all
along the chain.

Hackers typically dont go
after large manufacturers,
as they know those compa-
nies are more likely to have
up-to-date cybersecurity
protocols. Instead, they tar-
get the weakest link. This
could be a small supplier
with one or two locations
that is dependent upon its
industrial control system to
keep everything working.

Hacking into a small
supplier's ICS and bringing
it to a halt might have sig-
nificant consequences for
that supplier, but it won't
disrupt the supply chain
very much. The hacker will
have their eyes on a larger
prize.

The small supplier has,
through its slack cyberse-
curity and risk manage-
ment protocols, allowed
the hacker access to its
own suppliers and cus-
tomers. Using the stolen
credentials from its original
victim, the hacker now has
carte blanche to access
more areas of the supply
chain.

For example, many
networks today use what
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is known as single sign-

on software. SSO is an
authentication scheme
that allows a user to log in
with a single username and
password to any of several
related yet independent
software systems. Thus, a
hacker could use one pass-
word to access multiple
areas of a network.

The hacker can then
work through the supply
chain, using more compa-
nies whose cybersecurity
protocols are outdated or
non-existent, until they
find their optimal mark. At
this point, the hacker will
launch their weapon.

Areas of opportunity for
hackers include transporta-
tion of product, scheduling
of supplies, product mix-
ture ratios, process control
data reports, communi-
cations and even physical
areas such as flaring. A
weapon of choice for many
is ransomware, which forc-
es the company to pay to
get access to its data or to
have the malware removed
from its system. Suddenly,
everything comes to a halt.

Members of the Ameri-
can Fuel and Petrochemical
Manufacturers' Cyberse-
curity Committee point out
one example specific to
base oils.

Base oils are manufac-
tured in customized batch-
es that are not very large.
For transportation of base
oils via tanker truck, the
protocol in the past was
for the driver to wait for the
laboratory analysis of the
batch of base oils. When
that analysis was complet-
ed and the certification was
printed, the trucker would
get on the road.

Today's protocol usually

involves a “load-and-go”
method, whereby the truck-
er leaves the facility and
then receives confirmation
of the blend from the facili-
ty’s lab by fax or email.

If a hacker were to ac-
cess the blending proce-
dures of the facility, they
could disrupt the blend
ratios or provide false
information on the blends.
A hacker could also access
lab analysis files. These
files could be erased or
changed to include false
information on the label.

As many base oil man-
ufacturing facilities work
with “just-in-time” inven-
tory, any of these strate-
gies would quickly affect
product shipments. With
the load-and-go method
of shipping, misleading
blends or labels would
probably not be noticed
until they were delivered to
the customer.

Once a manufacturer
knows that its supply
chain is compromised, it
must figure out where that
compromise originated.
The supply chain must be
examined like old Christ-
mas lights that won't light
up: going through the
entire string to see which
bulb needs replacing. This
hunt takes time and money.
The company probably will
have to hire an outside firm
to help. In the meantime,
orders are backing up,
materials are not coming
in, and no one wants to an-
swer those calls and emails
from customers.

When the industry finds
out that the supply chain
crashed because your
company allowed hackers
access, your company’s
reputation will be consider-
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Important Cybersecurity Terms

Malware

Software designed to cause damage to a computer, server, client

or computer network.

Ransomware

A type of malware that threatens to publish the victim's data or
block access to it unless the victim pays a ransom.

Phishing

The fraudulent practice of sending emails purporting to be from
reputable companies to induce individuals to reveal personal
information, such as passwords and credit card numbers.

ably marred. You will lose
customers.

There are some steps
you can take to shield your
company from this sce-
nario.

First, make sure your
company's cybersecurity
protocols are up to date
and in place. Never set-
tle for someone in the
information technology
department or someone
who handles the ICS saying
that everything is ok. Have
them prove that everything
is okay.

There is no such thing
as being too small to be of
interest to a cybersecurity
hacker. Hackers equate
smaller companies with
less security.

Familiarize yourself with
how a hacker can gain
access to your system.
For example, the United
States-based Independent
Lubricant Manufacturers
Association’s June “Scam
of the Month” highlighted
a phishing email campaign
that appears to come from
the Coronavirus Research
Center of Johns Hopkins
University, a well-known
medical center in Bal-
timore, Maryland. An
attached Microsoft Excel
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file includes a piece of
malware called NetSup-
port Manager that allows
remote access to the host
computer. Cybercriminals
can then steal sensitive
data, install more mali-
cious software or use the
machine for other criminal
activities.

Demand—don't ask—
that any supplier on which
your company depends is
current in their cybersecu-
rity and risk management
protocols. Put this in your
contracts. You don't want
your company exposed
due to the lack of cyberse-
curity protocols in any of
your suppliers.

Listen to your IT and ICS
personnel. They are your
subject matter experts.
Strongly encourage them
to go to training. It might
be expensive, butit's a
good investment in your
company. Talk to them
about the systems’ needs,
both in IT and in ICS.
Question them, but try not
to second-guess them.
You hired them to be your
experts when it comes to
cybersecurity.

If they see a need to
increase the cybersecurity
budget, it is fine to inquire

Penetration test

A simulated cyberattack on a computer system performed to
evaluate the security of the system. Also known as pen testing.

Vulnerability testing

A software testing technique performed to evaluate the risks in-
volved in the system to reduce the probability of a hack. Different

from penetration testing.

why, but don't assume

that nothing will happen

in the future since nothing
has happened in the past.
While you can afford to be
frugal with your cybersecu-
rity budget, you can't afford
to be cheap. Think of the
cybersecurity budget line
in the same way you think
about insurance.

Assume nothing. A con-
tractor could link their lap-
top to your network for a
legitimate purpose, but that
same laptop might have
malware that could affect
your network. Ensure that
your system has software
that will allow contractors
and other third-party enti-
ties to access only those
areas you want them to
access and only for a set
period. You'd be surprised
how many contractors can
still access the refinery’s
networks remotely long
after the completion of a
turnaround.

Make sure all staff has
training in cybersecurity.

It is not a stretch to say
that cybersecurity should
become as important as
safety at your company.

In 2020, any company in
a supply chain, whether it
is base oils or toilet paper,
must realize the impor-
tance of cybersecurity. You
can't see an attack coming,
and you won't hear it, but it
will disrupt your business
in ways you probably could
not imagine. If needed, find
a contractor that can help
your company be proactive
about cybersecurity.

I'll close with this story:
An IT manager was trying
to get the CEO and others
to let him have a larger
budget for cybersecurity.
The CEO was stonewalling,
saying that cybersecurity
was not a priority, and
its budget was too large
already. The IT manag-
er finally got frustrated
and said to the CEO, “If
someone hacks into our
ICS system and causes a
catastrophic event, it won't
be me whom Congress
and the shareholders call
upon to explain why this
happened.”

He got his budget ap-
proved.

DAN STRACHAN is the principal and owner of Loyal
Dog Consulting LLC in Annapolis, Maryland. He previously
served as director on industrial relations at AFPM, where
he handled issues related to cybersecurity and to base oil.
Contact him at djs@Iloyaldogconsulting.net.
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AUTOMOTIVE LUBRICANTS | AFRICA

® AFRICA
DRIVES
® FORWAR

By Matt Mossman

frican countries account for
just 1% of global new car
sales, and in the past making

vehicles there has been no easier
than selling them. In fact, it has been
a "monumental failure,” said Volkswa-
gen Group South Africa’s CEO, Thom-
as Schafer, in an article published by
the Economist.

During an October 29 interview for
that article, Schafer said that VW is
now trying again in as many as five
African countries, and it isn't alone;
executives with Ford, Toyota, Suzuki,
Nissan and others are signing deals
and starting assembly lines across
the continent. VW's current plant in
Rwanda has capacity of up to 5,000
vehicles per year, and Ford'’s facility in

Nigeria is comparable.

The results of these expansion
efforts will help to shape global lubri-
cants trends in the coming decades.

According to a study published by
consulting firm Deloitte Africa, the
continent’s motorization rate was 44
vehicles per 1,000 people in 2015, a
clear contrast with the global average
of 180. But the United Nations says
it has the fastest population growth

and urbanization rate of any continent,

and increased political stability since
the end of the Cold War has brought
economic growth. For an emerging
middle class, cars have become
increasingly affordable.

“Demand for energy is increasing
at a much faster pace in Africa than

in other regions of the world,” said
Rakesh Vyas, a market development
advisor for ExxonMobil. “Car own-
ership and motorization rates are
skyrocketing.”

There are multiple ways this surge
in transportation demand can be
satisfied, each solution having differ-
ent implications for lubricants. Africa’s
current system relies on importing
used vehicles. This method dictates
that lubricant demand will follow the
speed at which these aging options
are displaced by new cars or younger
imports.

Precise figures for Africa’s vehicle
stock and lubricants markets aren't
always reliable, as data-gathering
efforts vary by country. However,
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Multigrades Growing in Africa

Passenger Car Engine Oil
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according to the U.N., the continent
accounts for about 1.2% of global
vehicle production and 5% of global
lubricants demand. In 2018, the total
vehicle count was about 45 million,
and that amount could triple in the
next 20 years, according to the United
Nations Environment Programme.

New vehicles represent a small
share of the overall market. In Nige-
ria—Africa’s largest economy and
home to roughly a fifth of its people—
for every new car sold in 2017, there
were 131 used car sales, according to
UNEP Vehicle demand is typically met
by imports of used light-duty vehicles
from the United States, Japan and
Europe.

Lubricants demand in Africa is
expected to rise by about 13% from
2020 to 2025, from about 1.7 million
tons to 2 million, according to fore-
casting by ExxonMobil’s Vyas. Global
demand is expected to grow about
2% in that same period. Lubricant
blending capacity is on the rise on the
continent, but new facilities in coun-
tries including Kenya, Cote d'lvoire,
Tanzania and Uganda complement
existing ones in the automotive as-
sembly hubs, said Siva Konar, Lubrizol
Corp.'s managing director for Africa.

Demand for API Group | base oils
will increase by 6% in Africa, against a
16% drop worldwide said Vyas. There
are six African base oil production
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sites: four in Egypt, and one each in
Algeria and South Africa, but the con-
tinent is expected to remain a net im-
porter of base oils for the foreseeable
future, said Unathi Fani, automotive
products manager at South Africa’s
Engen Petroleum.

According to the International
Organization of Motor Vehicle Manu-
facturers, South Africa and Morocco
accounted for 92.9% of vehicles
produced on the continent in 2019.
However, the manufacturing process
utilized in Africa is typically one in
which semi-complete or complete
knockdown kits are shipped to sites,
often with the engines already filled
with lubricants. In South Africa, the
goal is to boost local content of the
finished autos from 38% in 2018 to
60% by 2035, according to consulting
firm TechSci Research.

Assembly elsewhere on the conti-
nent is typically limited to small-scale
operations such as VW's plants in
Kenya and Rwanda, but production is
ongoing, planned or under consider-
ation in Egypt, Algeria, Nigeria, Ghana
and Ethiopia.

Policy is Pivotal

Government policies on vehicle and
fuel standards will also shape the
future of lubricant supply, production
and demand. One of the main vari-
ables these policies control is the age

2021 2026

of used imports. Half of Africa’s 54
countries have no maximum age for
used imports, but the countries with
the largest economies do. In South
Africa, Morocco and Egypt, used
imports are banned. In six of Africa’s
top ten economies—Algeria, Angola,
Nigeria, Kenya, Tanzania and Ghana—
the maximum is between three and
12 years.

During the ICIS African Base Oils
& Lubricants Conference in Novem-
ber, Vlyas noted that Ethiopia has the
ninth-largest economy and no cap on
used imports. The country also stands
out because its motorization rate is
far lower than other countries, with
only two vehicles per 1,000 people.
In comparison, Kenya has 28 vehicles
per 1,000 people, and Nigeria has 20,
according to Deloitte.

Governments across the continent
are offering a combination of tax
breaks, caps and tariffs on imports,
and other incentives. In return, they
expect job creation. Ghana, where
VW, Suzuki, Toyota and Nissan have
signed memoranda of understanding,
offered 10-year tax breaks and to
boost duties on imports to 35% from
the existing range between 5% and
20%, according to Bloomberg and
Nigerian news source BusinessDay.

As vehicle stocks get younger, it is
more important to ensure appropri-
ate lubricants are used. “Today you
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might find a car that's five to eight
years old filled with lubricants meant
for a vehicle that's 12 to 15 years old,
hence the need for higher-performing
lubricants,” Lubrizol's Konar said.

This is one reason why vehicle
maintenance is difficult, said Patrick
Swan, principal at Aswan Consulting
in Cape Town, South Africa. “People
expect vehicles to last as long as they
do elsewhere, but the operating life
is generally less than in Europe or the
USA.

In the global automotive aftermar-
ket, Africa accounted for about $3.68
billion of the $33.17 billion total in
2018, according to TechSci Research.
The figure is expected to grow to
$5.42 billion by 2024, or 11.36% of
the total $47.73 billion market.

Counterfeit lubricants—typically
just base oils without additives—are
another variable, Engen’s Fani said.
“Governments and lubricants sup-
pliers need to do more to ensure
consumers are educated on the

benefits of buying quality lubricants,”
she urged.

For factory-fill lubricants, it's not yet
clear that more domestic automotive
production in Africa would help drive
the adoption of newer lube alterna-
tives because lubricant producers
tailor production to existing standards.
Kenya, for example, planned to adopt
Euro 4 emissions standards, but the
Kenya Motor Industry Association
asked for extra time to comply. The
group instead proposed moving to
Euro 2 by 2021 and Euro 4 by 2024,
Rita Kavashe, chairperson of KMIA,
told Business Daily.

In March, before the coronavirus
pandemic, African governments were
moving to implement the landmark
African Continental Free Trade Area,
which will create the largest free-trade
area since the formation of the World
Trade Organization. Zero-tariff trade
was to have begun by July 1, but
implementation was delayed in April.
A new start date had not been set at

the time of writing.

“What we envision is a hub-and-
spoke model, with regional supply
chains,” said Dave Coffey, CEO of the
newly-formed African Association of
Automotive Manufacturers. “Some
countries could be manufacturing
hubs, and in others, parts suppliers
would emerge.”

While negotiations of tariff lines
and exemptions were ongoing before
the pandemic halted progress, it was
expected that vehicles assembled in
Africa would be considered domestic
goods as long as they included at
least some local content from African
countries, said Komi Tsowu, an econo-
mist for the United Nations Economic
Commission for Africa.

For lubricants, he said, once nego-
tiations are complete, the deal could
allow blenders to import base oils and
export to the region without paying
the tariffs, giving them a leg up on
importers of finished products. This
already happens on a smaller scale in
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a regional trading bloc for 13 southern
African states that are members of
the Southern African

Development Community. Blended
lubricants with at least 40% local
content are exempt from import tariffs
of up to 10%, said Konar.

For now, as governments and
executives work to uncover the best
conditions for investment, production,
jobs and growth, lubricants producers
are working to cut deals and boost

capacity. Storage facilities in South Af-
rica and Morocco are expanding, said
Cliff Classen, business manager for
lubricants and specialities for South
Africa’'s national oil company, PetroSA,
and former CEO of Orbichem Petro-
chemicals, a South African base oils
importer.

In Nigeria, a recent deal saw GP
Global, a United Arab Emirates-based
lubricants supplier, acquire Lagos-
based blending, distribution and
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marketing operation Grand Petroleum,
its third acquisition in Africa since
2014. Other recent investments in-
clude France's Total SA investing $20
million in a blending plant in Dar es
Salaam, Tanzania, and China’s
Sinopec entering the Kenyan market
via a distribution agreement with
Nairobi-based marketer Bitutech Ltd.

Electric or ICE?

While policy moves may dictate
immediate changes for the African
automotive lubricants market, elec-
tricity supply could determine the
speed at which Africa moves away
from Group |-based lubricants.
According to the U.S. Agency for
International Development, roughly
two-thirds of Africans lack access to
electricity, meaning that a widespread
transition to electric vehicles is less
likely on the continent.

This is an important distinction for
the lubricants industry because EVs,
as they evolve, are expected to re-
quire fewer but more expensive lubri-
cants. Without enough electricity and
slow development of charging station
networks, African demand for internal
combustion engines could provide a
buffer against the slow-moving global
disruption to the lubricants industry
that EVs present. Currently, only South
Africa offers a network of charging
stations to facilitate long trips in EVs,
and import duties on EVs are higher
than for ICEs, Fani said.

For now, hybrid cars are a better fit
for Africans seeking low-emissions
vehicles, but global trends could also
change Africa's market. “What hap-
pens elsewhere could shape supply
for Africa, and we may have to switch
over,” said Classen. "If the rest of the
world switches to EVs, | can't see
automakers going to dual assembly
lines in the long term so that they can
still make internal-combustion cars for
Africa.”

= MATT MOSSMAN is a
global economics writer

and consultant based in
Washington, D.C. Contact him
at mm@mattmossman.com.
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Market surveys can give companies a look at success-
es and problem areas within their industry, allowing a
glimpse into the future and enabling better decision-
making. A survey conducted by industrial packaging
specialist Greif helps elucidate potential growth areas
and trends shaping packaging for the lubricants sector.

uring the six months prior to
Dthe COVID-19 outbreak, Greif

undertook a full market apprais-
al by surveying customers, conduct-
ing online market research, analyzing
sales and consulting with influencers
operating in the lubricants market.
The research aimed to explore future
trends for the lubricants industry and
assess their impacts on the packaging
sector, with a specific focus on indus-
trial packaging. One-on-one interviews
were conducted with a sample of 25
customers across the globe, including
some of the world's leading lubricant
manufacturers and suppliers.

At the time, data from Grand Market
Research showed that lubricant de-
mand was anticipated to grow across
each of four main sub-segments:
automotive, industrial, marine and
aerospace. The total lubricant market
was expected to see a 2.9% com-
pound annual growth rate through to
2027. In terms of the lubricants pack-
aging market, the automotive sector
was expected to grow at a 3.1% rate
over that time frame. For industrial,
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this figure is 3.5%, marine 3.8% and
aerospace 4.6%.

However, less than six months on,
industrial packaging and lubricant
companies are now implementing
resilience strategies and redirecting
resources in response to the new and
highly dynamic operating conditions
they are facing. Greif's research
provides an insight into the long-term
trends that are likely to hold. For
example, new technologies, services
or production activities, augmented
by stronger environmental credentials,
are likely to be required to help create
differentiation to weather the wider
market recovery.

Sustainability Tops the List

Perhaps unsurprisingly, Greif's
research points to an ever-growing
focus on sustainability within the
lubricants industry. The importance
of sustainability was mentioned by
90 percent of Greif's interviewees
and confirmed by the top industry
players’ key strategies. This perhaps
mirrors the increasing commitment to

decarbonization and circular economy
business models industry wide.

While acknowledging that environ-
mental policy varies by country and re-
gion, there is a growing coalescence
around circular economy principles
as evidenced by a brief published
by the World Business Council for
Sustainable Development in October
2018. This provides information on the
increasing number of circular econo-
my policies that are already in place
within the European Union and China.
Furthermore, the European Green
Deal, announced in December 2019,
covers all sectors of the economy and
sets out proposals to help make Eu-
rope the first climate-neutral continent
by 2050.

Study findings also highlight the
increasing purchasing power held by
consumers and the fact that sus-
tainability credentials are now a core
part of today’s purchasing decisions.
They show a push toward using
more biodegradable and cleaner
lubricants and increased aware-
ness about the hazardous impact of
industrial waste on the environment.
This is creating a growing demand
for more eco-friendly packaging and
sustainable practices.

In April of this year, Shell became
the latest global energy company
to commit to a net-zero emissions
goal by 2050. Other leading lubricant
manufacturers, including Total, Exxon-
Mobil, Chevron and BP, have all made
similar commitments.

Aysu Katun, director of sustainability
at Greif, explained the significance
for packaging: “Before many com-
panies will even consider adding you
to their supply chain network, you
need to have a robust sustainability
program in place, including being able
to demonstrate how you are proac-
tively taking steps toward developing
zero-waste-to-landfill operations and
increasing circular systems.

“That said, there certainly isn't
uniformity globally on this point. For
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Demand for smart packaging with features such as real-time
technology is expected to increase.
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"

example, waste programs in Europe
are typically backed by the strong
regulatory frameworks there. Howev-
er, customers in other regions, such
as North America, tend to operate
with less environmental regulations
compared to those in Europe,” Katun
observed.

This is where sustainability ties into
other priorities. “While sustainability
has been a key concern for business-
es and consumers throughout the
world, smaller manufacturers are
re-emphasizing the need for cost-
effective and durable packaging
options for various end-use markets,"
said David Richards, Chief Operating
Officer for Philadelphia, Pennsylvania-
based RichardsApex Inc.

“Recycling and reconditioning pro-
grams vary from state to state, not to
mention throughout the many interna-
tional markets. We lean on packaging
suppliers to help us meet the grow-
ing demands of our customer base
in various markets, which includes
better outlets for recycling, reuse and
disposal,” he said.

Greif's research also demonstrates
how customers within the lube indus-
try are actively seeking reductions in
the amount of raw material used in
their packaging, such as using lower-
gauge steel drums. Equally, there is
a desire to see more packaging that
encompasses recycled plastics and a
drive to increase recycling and recon-
ditioning.

“We are wholly committed to
minimizing the environmental impact
of packaging. However, there are
trade-offs between different sustain-
ability objectives,” continued Katun.
“For example, reconditioning provides
the most emissions savings, which,
depending on the product, can be up
to 75% or more. Downgauging, on
the other hand, (depending on the
extent) can limit steel drums from
being reconditioned. With plastic
packaging, residual lubricant can be
hard to remove, making recycling and
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reconditioning difficult. Therefore we
grind, wash and extrude the plastic.

“The challenge for the lubricant
industry and us as industrial pack-
aging suppliers is always to find the
right balance. When implementing
sustainable practices, we must ensure
we are not compromising on either
the quality or safety of our packaging.
Strong, collaborative work between
customers and suppliers on this issue
is the only way to develop real sus-

tainable value,” she said.

Meeting Modern Challenges
While sustainability rates highly on
the agenda for many companies in
the industry, it is certainly not the only
factor influencing the buying decision.
Growing competition within the
highly fragmented lubricants industry
means that manufacturers are increas-
ingly seeking ways to differentiate
and promote brand quality. Product

YOUR BRAND
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differentiation to help underpin premi-
um pricing models or to nurture brand
loyalty is a key marketing tactic.

“In such a highly competitive space
as the lube industry, especially when
it comes to sectors such as automo-
tive, being able to set yourself apart
from the competition is vital,” said
Alain Sirejacob, product manager for
steel at Greif. “"Where brand image is
important to customers, high-quality
print and product decoration is critical.
It allows customers to differentiate
products and generate impactful
packaging design to support the price
point of high-value products.”

Leon ten Hove, marketing manager
from Kroon-Oil in the Netherlands,
said, “"High quality, digitally printed
steel drums have been critical to our
brand success. We have used digital
printing to support our promotional
initiatives. Importantly, it has helped
boost our brand status through pro-
viding us with better brand recogni-
tion and protection.”

Greif's research also highlights
brand protection, anti-counterfeiting
and product integrity as key issues for
the global lubricants industry. There
are various solutions to these chal-
lenges, including more branded pack-
aging and anti-tamper technology and
devices. Cost is an important factor,
though, so finding cost-effective ways
of surmounting these issues is critical
for industrial packaging suppliers and
customers. Examples include em-
bossed logos on caps and the use of
UV or infrared invisible marks.

Interestingly, the research points
toward growing demand for special-
ist packaging in response to growth
in specialty and premium-quality
lubricants, such as white oil for food
applications and special lubricants for
wind turbines and aerospace.

For Greif, this has resulted in the in-
troduction of food-approved lacquers
and linings with no added bisphenol
A—which some believe is harmful
to human health—and cleaner steel
drums. Used for highly sensitive filling
goods, cleaner drums are specially
cleaned using compressed air. This
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Drums are cleaned with pressurized air at
one of Greif's plants in France. The process
uses no cleaners, reducing its impact on the
environment.

replaces the traditional manual clean-
ing process using solvents, which
results in the loss of 1 liter of solvent
per drum or 1.7 kilograms of carbon
dioxide emissions per 55-gallon drum.

Comparatively, the use of com-
pressed air creates little or no CO,
impact. Therefore, it is safer for the
environment, safer for workers and
uses fewer resources.

Better packaging logistics and smart
packaging solutions, for example real-
time tracking technology, is another
area where demand is set to increase.
Greif's GCube Connect is an example
of packaging that provides tracking
information through an Internet of
Things-based device. According to
Sirejacob, tracking can save money
by reducing operating working capital,

Bag-in-box is an increasingly
popular form of sustainable
lubricant packaging.

optimizing production planning and
automating procurement and sales
processes.

“While smart technologies and
appearances help differentiate the
high-end products, the reality is the
cost often outweighs the benefit for
many smaller players,” noted Rich-
ards. "However, opting for cheaper
alternative packaging options risks
compromising product integrity and
handling safety. Finding a balance

between economical packaging costs,

durability and reusability seems to be
the important feature during these
challenging times.”

The current COVID-19 crisis has
undoubtedly created significant risks
and uncertainties for both lubricant
companies and industrial packaging

Climate Change Impact of Lighter Steel Drums

Digital printing can help with product differ-

entiation and branding. An image is printed

directly onto steel sheets that are made into

drums. Each print can be different and there
/S no minimum quantity.

suppliers. Many key questions about
the market recovery and the medium-
term market performance remain un-
answered. Despite those macro-level
uncertainties, Greif's pre-pandemic
research signifies that any form of
recovery is likely to witness greater
focus on smart packaging solutions,
better brand and product protection
and more specialist packaging, all un-
derpinned by sustainability throughout
the lubricants value chain. ¢

JENNIFER DALLY is
responsible for global strategic
marketing at Greif and has 30
years of marketing experience.
She can be reached at
jen.dally@agreif.com.
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When it comes to creating effective packaging, lubricant
marketers may feel like they are aiming at a moving
target. How can a package hit the bull’s eye in the center
of sustainabhility, product differentiation, performance
claims and many other priorities—all in a format that
consumers and other end users can easily understand?

eing aware of potential stum-
Bbling blocks can help marketers

design packaging and labels
that land dead center.

Gone are the days when an SAE
10W-40 would cover all engine oil
applications. Modern engines require
an increasingly complex balance of
chemistry to keep them in optimum
condition, which has led to a wider
range of lubricants being required
to service different equipment. This
means a higher product count to
manage, increased stockholding and
higher costs for both marketers and
end users.

To help lower product counts and

stocks, marketers want to make prod-
ucts that can claim as many specifica-
tions as technically feasible.

This presents a chemical headache
for formulators, blenders and market-
ers that need to balance the needs of
the consumer with meeting their legal
obligation to make valid specification
claims.

Packaging must appeal to its end
user, from workshop mechanics to
motorists. Marketers will want to
demonstrate their product is the best
choice—superior to alternatives,
including those that may be cheaper.
But ultimately, what the consumer
wants to know is whether it's the right

oil for their vehicle.

The product’s brand, label and pack-
aging are often the main points of
interaction between the company and
the customer. The packaging is the
company's shop window, reinforcing
its brand values and communicating
the benefits of using the product. It
assures the end user that a lubricant
is suitable for its stated application
by reference to market standards
and original equipment manufacturer
specifications.

These days, most marketers prefer
to keep the front of the package fairly
clear, focusing on the viscosity of the
product, such as SAE 5W-
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Oil Info at Your Fingertips

In an increasingly digital age, online lubricant databases can play an important role in
helping consumers make their purchasing decisions. These databases are powered by
the technical knowledge and expertise of large companies such as Netherlands-based

Olyslager or Oats in the United Kingdom.

These companies spend many thousands of hours each year ploughing through
numerous owner's manuals and service documents to identify the right products for
a vehicle just by entering the registration. Depending on the database, these recom-
mendations sometimes offer a choice of brands so that workshops or consumers can
make their own selection, depending on local availability or their personal preference.

oil, such as semi- or fully synthetic,
its ACEA rating in Europe or API or IL-
SAC rating in North America, and any
specific OEM recommendations.

Realistically, the first thing users will
do is turn to the back of the pack to
try and decipher the myriad letters
and numbers in order to find the
desired manufacturer specification as
listed in the vehicle handbook, such
as a VW 504 00/507 00.

Yet vehicle handbooks don't always
give clear or helpful recommenda-
tions. They may recommend one
particular brand, but what if an end
user’s local retailer or distributor does
not stock those specific products, or
they want to use another brand? It
can be difficult to decode the ACEA
or APl references and OEM specifi-
cations required, and even harder to
find those on a crowded packaging
label.

But while the marketer tries to
deliver packaging that appeals to the
consumer, aids their decision-making
process and includes all the required
legal information, the product must
not fail to meet the claims that appear
on the label. This has proven to be a
stumbling block for some.

Missing the Mark
In the U.K., independent trade body
Verification of Lubricant Specifica-
tions has investigated several cases
in which claims made on packages
were not substantiated or accurate.
While the number of cases per
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year has varied, VLS has investigated
65 cases since 2014, including five
new cases last year. In the rigor-

ous and anonymous investigation
process, products are procured and
tested at an independent testing
house. The results are analyzed
anonymously by VLS's Technical Re-
view Panel, made up of experts from
across the industry.

Investigations showed that in some
cases the product couldn't meet its
own performance claims or stated
technical specification. Marketers had
to remove claims, withdraw stock
and update packaging to reflect the
correct information.

For example, Case 160 involved a
complaint against a fully synthetic
SAE 5W-30 engine oil making conflict-
ing claims on the product that were
not technically feasible. The claims
concerned industry standards such
as the ACEA engine oil sequences as
well as various OEM specifications.
VLS worked with the company to
resolve the conflicting claims, remove
reference to obsolete claims and
present the product’s technical infor-
mation in a compliant manner.

In a more serious instance, VLS
escalated Case 154 against Kerax Hy-
perdrive (now Hyperdrive Lubricants
Ltd) to Trading Standards, the U.K.'s
authority departments that enforce
consumer protection legislation. The
complaint, received in 2019, involved
the company’s fully synthetic SAE
5W-30 C3 passenger car motor oil

and alleged that the product failed
its own technical specification for
high-temperature high-shear viscosity
and Noack volatility properties.
Independent testing confirmed
that the product failed to meet both
the HTHS and Noack test limits for
the manufacturer’s specification for
Mercedes-Benz 229.51, which was
claimed in the product’s description.
Following discussions with VLS, the
company reformulated the product,
which was again tested and found to
meet the specifications. But in April,
testing for a six-month case review
showed that the product met the min-
imum standards for Noack volatility
but again failed to meet the minimum
specification for HTHS viscosity. Giv-
en the potential adverse effect on fuel
economy and engine durability, VLS
escalated the case.

Hazardous Complexities

While the situation is most complex
in the highly competitive automotive
engine oil segment, confusion exists
even as far afield as metalworking
fluids, causing potential reporting
violations and throwing up other
obstacles.

For example, stock of metalworking
fluids must be correctly labelled. But
when the fluid is in use, containers
such as fluid sumps are not required
to be labeled under the European
Union's Classification of Labelling and
Packaging regulation.

CLP is based on the United Nations'
Globally Harmonized System of Clas-
sification and Labelling of Chemicals.
As a trans-national regulation, GHS
aims to standardize the way products
are packaged and classified in trade,
including a requirement for hazard
labelling if a product is known to be
injurious to health.

In Europe, CLP does not stop there.
It also includes a requirement for
labels to be in a local language where
the product is placed into the market.
If a product is marketed across more
than one country, then the use of

multiple language labels is required. A
Continued on Page 40
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Continued from Page 38
folded label, which offers a practical
solution to multi-country marketing
and the need for multiple language
labels, is not officially sanctioned.
Marketers continue to grapple with
limited label space on products sold
into multiple country markets.

CLP requirements carry through
from labelling and packaging to a

product’s manufacturer safety data
sheet. The MSDS, which should
always be made available throughout
the supply chain, provides informa-
tion on chemical products that help
end users make a risk assessment.

It describes the hazards present in
chemicals and gives information on
handling, storage and emergency
measures in case of an accident.

SERVO FILLING SYSTEMS
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Information contained in an MSDS
is often used by National Poison
Centers to ascertain risks relating to
chemical use and inform the emer-
gency services of the hazards these
products present. In Europe, Poison
Centers provide a service for health
professionals and emergency ser-
vices in dealing with chemical inci-
dents.

Recently, the EU has introduced
a harmonizing regulation for poison
centers with the intent of developing
a common approach throughout the
continent for dealing with chemical
hazards. This includes requirements
to notify poison centers about the
constituent elements that make up a
product’s formulation and the require-
ment to report if a product’s blend
exceeds a stated or given formulation
tolerance.

The requirement to notify is a par-
ticularly difficult issue when dealing
with metalworking fluids, where the
formulation might change frequently
in operation depending on environ-
mental conditions such as heat or
humidity, operating temperatures of
the equipment used, and the pres-
ence of bacteria, and hence biocide,
in the metalworking fluid.

As with many business decisions,
the successful marketer is the one
that manages to find the best balance
between the needs of the indus-
try, the company and the end user.
This means working with everyone
involved, including legal and technical
departments to ensure that packag-
ing is factually accurate and as clear
as possible for end users, whilst still
presenting an attractive pack. é

ANDREW GODDARD is
chairman of the Verification
of Lubricant Specifications
(VLS), anindependent UK.
trade assaciation established
to validate and verify the
technical specifications and
performance claims made on
lubricant products. Contact
himat +44 (0)1442 875922
or admin@ukla-vls.org.uk.
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PRODUCT NEWS

Product News

Eurol Hits the Box

Eurol Lubricants has launched its new Bag in Box packaging for 19 of its
automotive and industrial engine oils, coolants and hydraulic oils. The bag-in-
box system consists of a plastic bag with a faucet packed inside an entirely
recyclable cardboard box with handles. The new packaging uses 89% less
plastic than traditional plastic bottles, can hold 20 liters of product and fits

in the existing Eurol workshop rack. The company claims that the packaging
system offers increased ease of use and sustainability in workshops.

www.eurol.com More packaging, less waste

Crane Boom Grease

Rocol has launched a new heavy-duty grease to support
machining fluid based on what the formulator calls its crane boom maintenance regimes. Tuflube Extreme is a
neo-synthetic technology and designed to pass aero- highly adhesive grease formulated to protect and lubri-
space approval testing requirements. It delivers low foam, | cate crane telescopic booms and open gears, even in the
low odor and a long lifespan in the sump while meeting wettest and most corrosive conditions, says the grease
stringent environmental regulations. The fluid was created | maker. The product operates across a wide temperature
specifically for machining hard metals commonly used in range from minus 50 degrees Celsius up to 160 C, and
aerospace applications such as titanium, stainless steel its white color enables easier safety inspections. Tuflube
and nickel-based alloys. The water-soluble metalworking Extreme offers mechanical and chemical protection

fluid replaces soluble oils that contain sulfur molecules against pitting and corrosion and a self-repairing film. It
that can cause corrosion, create odor and damage the also provides a high load carrying capacity and protection
metal being machined. According to the company, Hy- against metal wear. www.rocol.com

perSol 888NXT is operator-friendly and helps to improve
machine life. www.masterfluidsolutions.com

Metalworking Fluid for Aerospace
Master Fluid Solutions’ HyperSol 888NXT is a precision

MWEF that aims high

Crane lubes get tough
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Keep Stationary

Engines Moving

Shell Mysella S7 N Ultra is suitable
for use in 4-stroke, spark-ignition
stationary gasoline engines, especially
those with steel pistons. The oil offers
extended oil life, excellent deposit
handling and the ability to withstand
stress in extreme operating condi-
tions. It also boosts reliability, protects
components, reduces operational

Spray-on Chain Protection

Red Line Synthetic Oil has expanded its powersports prod-
uct line with the addition of Chain Lube with ShockProof, an
aerosol chain lubricant for motorcycles. It offers good anti-
wear and corrosion protection properties for extended chain
and sprocket life and forms an outer protective coating that
doesn't attract dirt, sand or grit. The lube provides reduced
friction for better power transfer, is easy to clean and is com-
patible with all O-, X- and Z-ring chains and roller chains for
Anew memberof  Street, off-road and racing use, says the company. It also has
the chain lube gang minimal fling-off when used as directed. www.redlineoil.com

Places’'n’Faces

Fuel Economy for Renault Cars

Wolf Qil Corp. launched OfficialTech SAE OW-20 C5 RFE, a synthetic lubricant
meeting Renault’'s new RN17 FE fuel economy specification. The low-viscosity
oil optimizes wear protection and engine cleanliness while increasing fuel

economy and reducing emissions. It also offers good shear stability and

low-temperature performance. The company also released OfficialTech SAE
BW-30 C3 RN, a fully synthetic lubricant formulated to promote increased fuel
economy and extended service life. Its reduced ash formulation protects par-
ticulate filters and exhaust after-treatment devices, says Wolf. The ACEA C3 ail

meets Renault’'s RN17 specification. www.wolfoil.com
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downtime and lowers the total cost of 2 d

ownership. The oil is approved by In-
nio for Jenbacher gas engines Type 6,
versions C, E, £, J, H and K as well as
Type 2 and Type 3 for fuel gas Class A.
www.shell.com

Sparking reliability in stationary engines

Clean Before You QOil

Castrol Engine Shampoo is a pre-oil
change treatment that maintains the
cleanliness, efficiency and power of
car engines. According to the com-
pany, the engine cleaning treatment
removes up to 85% of sludge in
gasoline engines by wrapping up dirt
particles, allowing them to drain freely
and prepping the engine for fresh

oil. The treatment is solvent-free and
does not damage vital oil seals. It can
also be used in light diesel engines,
motorcycles and light commercial
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Domestic supply for
domestic demand

Chinese Producers Invest
in Infrastructure

Chinese refiner Shandong Qing-
he Chemical Technology Co. Ltd. is
testing its newly completed 600,000
metric tons per year APl Group |l
base oil plant in Zibo city, Shandong
province. The 917 million yuan (U.S.
$131.2 million) facility, built using
units from multiple Chinese suppliers,
uses Sinopec’s dewaxing catalyst to
treat Qinghe's hydrocracked residual
fuel oil. The company said it aims to
replace imported Group lll oils in the
Chinese market.

Only a fraction of the plant’s output
will be available to lube blenders;
most of the base oil, especially 4
and 6 centistoke cuts, will be used
to produce 520,000 t/y of industrial
white oils.

Also in China, Kangtai Lubricant
Additives Co. started construction in
June on a 50,000 t/y additive manu-
facturing plant in Jinzhou city, Liaon-
ing province. The facility, which will
cost about ¥251 million, is scheduled
to be completed in two years and will
have capacity to produce 10,000 t/y of
phenates, 20,000 t/y of salicylate and
20,000 t/y of zinc dialkyldithiophos-
phates.

In contrast, fuel supplier Bohui
canceled plans to build an 800,000 t/y
API Group Il base oil plant in favor of
production of treated distillate aromat-
ic extracts, which the company says
are more related to its development
strategy. However, it has built a facility
that produces paraffin wax, according
to a company prospectus, and aims
to allocate about ¥300 million to a
600,000 t/y facility for treated distillate
aromatic extracts and the 200,000 t/y
facility that produces paraffin wax.

Production along
the pipeline

Siddharth Opens Plant in UAE
India-based Siddharth Grease &
Lubes Pvt.'s subsidiary Trinity Lubes

' .
vehicles. The company recommends & and Greases FZC opened a lubricant
HollyFrontier ... INSIDE BACK COVER RPlInc. ... 39 it for use at every other oil change, s and grease manufacturing plant in
_ _ _ mainly for older and high-mileage g the United Arab Emiratgs to supply
King Industries ... 29 SK Lubricants ... 5 vehicles. www.castrol.com ¢ markets from North Africa to the Com-
e monwealth of Independent States.

Lexolube Div. Zschimmer & Schwarz,
Inc. ... 30
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Jinzhou Kangtai's existing additive production facility in Liaoning. The company is building a 50,000 t/y

additive plant in Jinzhou city.
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The 6,305 square meter Trinity
facility is located in the Hamriyah
Continued on Page 45
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The NEW 2020 Workplace Trends Report is a unique
comprehensive report that uncovers interesting and prominent

NEW MARKET REPORT FOR 2020

The lubricants
workplace Is changing

workplace trends in the lubricants industry.

Order the report today and get the invaluable insight that will
help you with your recruitment and retention strategies now

and in the future.

To view the table of contents and order visit
LubesnGreases.com/workplace-trends

HENRESOURCE

recruitment redefined

Order today! \ Only USD $499

+ unlimited job postings on Lubes'n’Greases Jobs

Continued From Page 43

Free Zone in Sharjah, U.A.E., and has
capacity to produce 36,000 kiloliters
(32,400 metric tons) of lubricants and
12,000 tons of grease per year.

The company said 15 tanks of
various capacities provide more than
2,500 kL of storage and flexibility to
store multiple grades of base oils and
additives.

The lube blending plant includes
automatic batch-blending and drum
decanting units and 14 storage tanks
of 20 kL each to store finished lubri-
cants, while the grease manufactur-
ing portion of the site includes four
12-ton cooling kettles and four 12-ton
holding kettles.

3 Base oils dodge
import duties

EU Group Il Imports
Stay Below Quota

By a slender margin, base oil
traders stayed within the half-
year 200,000 metric ton quota
on API Group Il imports into the
European Union.

Imports from the United States
and Saudi Arabia of 150, 220 and
600 neutral viscosity grades totaled
183,032 tons during the first half of
2020, according to data provided by
the European Commission.

Only certain Group Il grades from
countries without free-trade agree-
ments with the EU fall afoul of the
quota and face a 3.7% tax on quanti-
ties exceeding the limit. These include
refiners in the U.S. such as Chevron,
and Luberef in Saudi Arabia. Base oils
with viscosities outside the range do
not qualify for the extra duty.

According to data from base oil
price reporting agency Argus Me-
dia, the total amount of all Group |l
grades entering the bloc—including
those lighter than 150N or heavier
than 600N—came to 324,625 tons in
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2020's first quarter. Since the quota
was rolled out, first-quarter Group

[l imports from the U.S. dropped

to 198,880 tons and from Asia to
125,740 tons. These decreases were
mitigated by ExxonMobil’'s 900,000
tons per year Group Il unit in Rotter-
dam, which produced 158,000 tons in
the same quarter.

@ Modern specs,
ko) more categories

NLGI Unveils New
Grease Specs

The United States-based Nation-
al Lubricating Grease Institute will
launch in January a program to certi-
fy high-performance multiuse greas-
es for industrial applications. The
Grease Specifications Steering Com-
mittee revised its draft in response
to feedback from a March workshop
and is now arranging “road testing”
for tests with only a small amount of
lab data available.

The core spec includes the
60-stroke cone penetration ASTM
D217 test as in the Institute’s exist-
ing GC-LB specification, but adds
a 100,000-stroke test to evaluate
structural stability. The static corro-

PLACES'N'FACES

sion prevention test, ASTM D1743, is
unchanged from GC-LB.

The core spec also modifies limits
of several tests in GC-LB: water
washout (ASTM D1264), oil separa-
tion (ASTM D1742), four-ball wear
(ASTM D2266) and extreme pressure
(ASTM D2596). It adds tests for
oxidation stability (ASTM D942), oil
separation (ASTM D6184), roll stabili-
ty (ASTM D1831), dynamic corrosion
(ASTM D6138) and copper corrosion
(ASTM D4048).

Road tests to be performed are a
low-temperature torque test (ASTM
D1478) and a new elastomer for the
elastomer compatibility test (ASTM
D4289). Others include the ASTM
D8022 test for wet roll stability for
the water resistance subcategory,
the ASTM D2266 four-ball wear
test for the high-load subcategory,
and US Steel LT-37 test for grease
mobility for the low-temperature sub-
category.

NLGI’s board of directors aims to
approve the specs in September and
publicize the certification ahead of
the formal launch. Licensing pro-
cedures will be similar to those for
GC-LB, but the Center for Quality
Assurance will manage and audit
both certification programs.

The National Lubricating Grease Institute has scheduled a January launch for a program to certify high-
performance multiuse greases for industrial applications.
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Brenntag Acquires
Thai Distributor

Chemicals company Brenntag ac-
quired Thailand-based lubricants
distributor QOils ‘R Us Co. Ltd. as part
of its expansion into Southeast Asia.
Terms were not disclosed for the
transaction, which is expected to
close in the second half of this year.

The company said the acquisition
will enlarge Brenntag's footprint in
Southeast Asia, where it already mar-
kets, sells and distributes lubricants
in Singapore, Hong Kong, the central
and southern regions of Vietnam,
and West Java, including Jakarta in
Indonesia.

According to its website, Oils ‘R Us
was established as a trade marketing
and distribution services provider
for ExxonMobil lubricants. The Thai
company offers consulting and ana-
lytical services as well as sales and
distribution of lubricants, and estab-
lished an industrial lubricants division
in 2006.

According to Brenntag, Oils ‘R Us
generated sales of approximately €22
million (U.S. $24.8 million) in 2019.

@ Allin
—=— the family

Hinduja in Court
Over Ownership

The Hinduja Group, owner of several
lubricant businesses, is embroiled
in a dispute between the four aging
brothers—Srichand, Gopichand,
Prakash and Ashok—who control the
parent company. The eldest has asked
a London court to nullify a 2014 letter
signed by each of them, stating that
the assets held by each are held by all
and that each brother would appoint
the others as executors.

Acquisition
in Asia
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According to press reports, Srichand
has asked the London court to declare
the letter not legally binding and to
conclude that the company's assets
may be divided.

Among Hinduja's assets are Gulf
Oil Lubricants India Ltd., one of the
largest private lube suppliers in India,
and Gulf Lubricants International,
an expanding supplier operating in
dozens of countries. Hinduja is also
the largest shareholder in U.S.-based
Quaker Houghton.

Prakash Hinduja

Briefly Noted

Chevron Products Co. an-
nounced a base oil distribution
agreement with Argentine energy
company YPF S.A., adding its
second API Group Il base oil hub in
South America.

Canadian wax maker The Interna-
tional Group Inc. has acquired Pic-
ayune, Mississippi-based Rheogis-
tics LLC, which supplies lubricants
and mechanical stabilizers to the
rigid polyvinyl chloride industry.

A Swedish court on June 15 ap-
proved an extension of Nynas AB’s
company reorganization for another
three months, until Sept. 15.

Chevron Australia Downstream
Pty Ltd. completed the AU$425 mil-
lion (U.S. $294 million) acquisition of
Puma Energy (Australia) Holdings
Pty Ltd., a fuel and lubricants dis-
tributor and service station chain.

Facesin the News

Ohio-based Lubrication Specialties Inc. hired Todd Cawley as its first vice
president of global sales. Cawley worked previously at Sinclair Oil Co., Amer-
ican Refining Group Inc. and Nanotech Industrial Solutions.

Todd Cawley

Vinod Paremal is the new regional president of the Indian Subcontinent
for Evonik Industries AG.

Emery Oleochemicals has expanded its Bio-lubricants commercial team
with the addition of Alexis Weber as sales manager in Dusseldorf, Germany,
and Michael Chong as regional sales manager in Telok Panglima Garang,
Malaysia. é
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One Source.

HollyFrontier produces the widest range of Base Oils in North America.

We’ve got it all. The oil you need for every formulation and every application, from heavy
duty industrial to high performance automotive. HollyFrontier Base Qils (Group I+) and
Petro-Canada Base Oils (Group I, II+, Ill), one source for unequaled quality, supported by
an unbounded attention to your requirements.

For complete details contact us at BaseQilTeam@hollyfrontier.com

\

e
HOLLYFRONTIER

BASE OILS

PETRO-CANADA

BASE OILS

Group |+ Base Oils Group I, 1+, Il Base Oils

hollyfrontierlsp.com lubricants.petro-canada.com

™Owned or used under license.



At Motiva, we set our sights beyond the horizon by anticipating your neéds
and those of your customers, too. And while we're the largest base oil refinery
in North America, we treat you like family. So whether you need a shipment
once a day or once a quarter, Motiva is precisely the perfect partner for you.
Motiva. Precisely. Learn more at 877.668.4825 | BaseO{'Is@motiva.co'm
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