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eak.

A corroded and leaking underground pipework
system wastes more than just fuel.
But there's a solutiog=y,

DIOOT.

....UPP from PetroTechnik. Leak-free, light,
durable and flexible. The forecourt pipework
system for single or secondary containment

that's cost effective and easy to install.

UPP. The single most important advance in

service station pipework systems. From

PetroTechnik - the people at the forefront

of pipework technology.

PetroTechnik. Expertise. Innovation. The UPP people.

" y, PetroTechnik Ltd., Maitland Road, Lion Barn Business Park, Needham Market, Ipswich, Suffolk IP6 8NZ
Telephone: 01449 722822 Fax: 01449 721821k
1




SUPPLEMENT TO PETROLEUM REVIEW

EDITORIAL

\ERTI.S.ING.

PUBLISHERS

This UK Retail Masketing
Survey forms a supplement
to the March issue of
Petroleum Review,
An anaual subscription to
Petroleum Review costs:

= E85 (UK}

* £100 {overseas).

Please contact:

Mes Anne Poynter, Institute of Petrobeum

61 Mew Cavendish Street, London WIM BAR
Tel: 0171-267 7100. Fax: 0171-235 1472

s MARCH 1995 » £50.00

2-8  SUPPLIERS OF PETROL TO THE UK RETAIL MARKET - END 1994
10 FURTHER BREAKDOWN OF SITES INCLUDED IN SURVEY

* Annual totals of sites and throughput
= Motorways

REGIONAL BREAKDOWN OF PETROL AND DERV OUTLETS
UK OUTLETS RETAILING DERV (BY COMPANY)

AVERAGE UK RETAIL PRICES FOR MOTOR SPIRIT (PETROL)
MARKET SHARE BY COMPANY IN 1994

NUMBER OF COMPANY PETROL SITES AS PERCENTAGE OF TOTAL

SUPER AND HYPERMARKETS
VAPOUR RECOVERY EQUIPMENT

MOTOR SPIRIT AND DERV DELIVERIES

UK TAXATION ON PETROLEUM PRODUCTS

RETAIL CAR WASHING: THE NEXT BUSINESS

CODE OF PRACTICE FOR ON-BOARD TRUCK COMPUTERS
AIR QUALITY STANDARDS FOR THE MILLENNIUM

BRAND MANAGERS' COMMENTS

EDITORIAL

Some maodifications have been made to this year's survey — for instance, details
of the UK taxation on petroleum products have been included for the first time.

The statistics and graphics on the following pages are primarily compiled
from information made directly available to the Institute of Petroleum by the
relevant companies. This is why its publication is eagerly awaited, because it
provides information unobtainable elsewhere.

We are most grateful to all those who have taken the time to supply the
answers to our questions. We aim to make the survey as comprehensive as
possible but unfortunately one or two companies were unwilling to cooperate.

Once again, Petroleum Review is indebted to Ms Lyn Nevin, IP Information
Officer, for researching and compiling this survey. We also acknowledge the
help of the Petroleum Times Energy Report and the UK Petroleum Industry
Association.

Additional copies of this supplement may be obtained (price £50 each) from
the Library at the Institute of Petroleum. @




BURMAH

TOTAL

MURCO/EP |

+ Secalso

Total no.
of self-
service sifes

included

1,930

Total no.

of company-
owned sites
included

960

Total no.

of outlets
retailing

Derv

2,031

Company

Esso Petroleum Company Ltd.,

Mail Point 22, Esso House,

Ermyn Way, Leatherhead,

Suprey KT22 BUX.

Tel: 037, 000, Fax: D372 222556,

Shell UK Lid

Shell-Mex Howse, Strand,
London WC2R 0DX.

Tel; 0171 257 3000, Fax: 0171 2

BP Oil (UK) Ltd

Breakspear Way,

Hemel Hempstead,

Herts | JLIL

Tel: 232323, Fax: 0442

Texaco Ltd.,

T Westierry Cirous,

London E14 4HA.

Tel: 0171 719 3000, Fax: 0171 719 5185

Burmah Petroleum Fuels Lid.,
Burmah Castrol House, Pipers \Way,
Swindon, Wilts SN3 1RE

Tel: 0793 511521, Fax: 0793 495131

Conoco Limited

Conoco Centre, Warwick

Techrology Park, Gallows Hill,
Warwick CV3d 60A

Tel: 01926 404000. Fax: 01926 404236,

UK Petroleum Products Lid.,

61 Hartlebury Trading Estate,
Hartlebury, Kidderminster,

Wores DY 10 4)8.

Tel: 0299 251231, Fax: 0299 251420

Mohil Oil Company Lid.,

Mobil House, 54/60 Victoria 5t
London SWI1E 6018

Tel: 071 830 3000. Fax: 071 830 3549,

Elf Ol UK Ltd,,
pic Office Centre,

8 Fulton Roxd, Wembley,

Middlesex HAS OND.

Tel: 0181 902 8820, Fax: 0181 902 0448,

Kuwail Petroleum (GB) Ltd.,

Burgan House, The Causeway,

Staines, Middlesex TW18 3PA,

Tel: 0784 467788. Fax: 0T84 467600,

Total Ol Great Britain Ltd.,

Total House, 4 Lancer Square,

London W8 4EW,

Tel: 0171 937 7777. Fax: 0171 937 8055.

Fina plc.,

Fina House, Ashley Avenue,

Epsom, Surmey KT18 5AD.

Tel: 01372 726226, Fax; 01372 744520

Murco Petroleum Lid.,

Winston House,

Dollis Park, London N3 1HZ

Tel: 0181 371 3333, Fax: 0181 371 3324

Guli Ol (GE) Ltd.,
Rosehill, New Barn Lane,
Cheltenham, Glos Gl
Tel: 01242 22 F

Areas) of operation

Greal Britain and
Northern Ireland
excluding Channel
Islands and lsle of Man

England, Wales, Scotland
and Northern Ireland

England,
Scotland and Wales

England and Wales

England,
Scatland and Wales

England,
Scotland and Wales

England and North
Wales, Isle of Man
and Guemnsey

England and Wales

England and
South West Wales
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A magnum of champagne to the first dealer
who can correctly fill in the question marks!

I_Ring today on 0345 045124 or send off this coupon
for further details on the ‘Dealer’s Dealer’.

Tel No




Total no. Total na. Total no. Company. Area(s) of operation
af self-  of company- of outlets
service sites owned siles retailing
included included

54 18 Repsol Petroleum Lid., England and Wales
2 Saxon House, Duke Sreet,
i, Essex CMIT 1AS,
266977, Fax: 01245 261651

Save Service Stations Lid., England and Wales
Walton Lodge, Walton Street,

Ayleshury, Bucks HP21 70y

Tel: 01296 395951, Fax: 01296 394876,

BUTLER/ 3 - Butler (1843) Ltd,, Midlands, East Anglia,

ARNDALE/ ' County House, Bayshill Road, Tyneside, Northumberland,
LITTLE s B Cheltenham, Glos GL50 3BA Southern and South West
DAVID Tel: 01242 222999, Fax: 01242 124111, England and South Wales

Tesco Stores Ltd., UK
Old Tesco House, Delamare Road,

Cheshunt, Herts ENB 951

Tel: 0992 632222, Fax: 0992 626311

PROTELS Proteus Petroleum Ltd., South of England
Eastgate House, East
Andover, Hants SP10 TEP,
Tel: (1264 334440, Fax: 01264 334442,

JSAINSBURY/ | 3 5 ) Sainsbury Plc., England,
SAVACENTRE| Z Stamford House, Scatland and Wales
Stamford Street,
London SE1 9LL.
Tel: 0171921 6720 Fax: 0171 921 6413

Maxol Ol Ltd., Northern Ireland
Maxol House,
263 Ormeau Road,
Belfast, Northern Ireland BT7 3GG
Tel: 0232 642934, Fax: 0232 p48911.

BFL/ 1 3 British Fuels Ltd, Oil Division,
TEXACO Cawood House, Otley Road,
Harrogate, Yorks HG3 1RF
Tel: 0423 568068, Fax: 0423 531182,

POWER - 130 Morthern England,
/ ket § Midlands, East Anglia
Cleckheaton, and North Wales
s BD19 5A).
Tel: 0274 862200. Fax; 0274 851253,

Flare (1980) Ltd.,
Unit 9 Ely Distribution, Centre:
Argvle Way, Ely,

“F5 5N]
Tel: 0222 598767 Fax: (0222 598847

Rix Petroleum Ltd., Yorkshire.
Witham House, Lincalnshire and
45 Spyves Street, ‘MNottinghamshire
Hull HUS7IR.

Tel: 01482 2 Fax: 01482 586511

WCF/B)/ ; 3 WCF Fuels,
TEXACO/ 3 : Crown House, Wavell Drive,
GULF | Rosehill Business Park,
| Carlisle C. 557
Tel: 01228 561444 Fax: 01228 561626

ASDA Bt 106 5 Asda Stores,
Seuthbank, Great Wilson Strest,
Leeds L511 5AD
Fax: 01532 418659

THAMES I : . Thames Petroleum Products Group Ltd.,

Greyeaines House,

* See also REPSOL
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Total no.
of seli-

service sifes

THRUST

SAFEWAY

PHOENIX

HELTOR/
GULF

TELEGRAPH |

IMPERIAL

REPSOL &

OAK
PETROLEUM

M.0.C.O

NATIONAL

PEVA
PETROLEUM

s ANGLO

included

6

Total no.

of company-
awned sites
included

24

Tetal no.
of outlets
retailing
Derv

87

Company Area(s) of operation

Thrust Petroleum Lid MNorthem England
! and North Wales

Bramham,

Woetherby 1523 6LP

Tel: 0937 541111, Fax: 0937 B45775

Safeway Stores plc

Saieway Hous:

Hayes, Middlesex UB3 4AY
Tel: 0781 848 8744, Fax: 0181 573 1865,

Phoenix Petroleum Lid., East Anglia
Phoenix House,

Newmarket Road,

Bury 5t Edmunds,

Sufiolk IP33 3TF
Tel: 028 337 Fax: 0284 751623

0 | Williams & Son Lid West Wales
Station Road, 51 Clears,

Dyied, Wales SA33 4BN.

Tel: 01994 230355, Fax: 01994 230732

3D Petroleum Limit Midlands and
Normanby Estate 5, MNorth England
Normankby, Scunthorp

South Humberside DN15 9H5.

Tel: 01724 721212, Fax: 01724 720878

Heltor Ltd., Devon and Cornwall
Old Newton Road,

Heathiield, Newton Abbot,

Devon T2 6RW.

Tel: 01626 832357, Fax: 01626 834373,

Gulf Oil (GB) Ltd., Wiales and England
Rosehill, New Barn Lane,

Cheltenham,

Gloucestershire GL52 3LA

Tel: 0242 225225, Fax: 0242 225426

Kuwait Petroleum (G.B.) Ltd., South of England,
Burgon House, The Causeway, Midlands and
Staines, Middlesex TW18 3PA Scotland

Tel: 0784 467788, Fax: 0784 467600,

W Eves & Co (Petrol) Ltd., Morthern England,
New Quay Road, Whithy, Tyne to Humber
North Yorks YO21 1DH and East to Pennines
Tel: 01947 602255.

Repsol Petroleum Ltd., England and Wales
East Saxon House, Duke Street,

Chelmsford, Essex CM1 1HT

Teld: 01245 266977, Fax: 01245 261651

Oakley Fuels Ltd., North Wales, Mid-Wales,
Halesfield 19, Telford, Shropshire, Stafforedshire
Shropshire TF7 40T and the West Midlands
Tel: 0952 684600, Fax: 0952 684577,

CRM Fuels Ltd., Kent, Essex, Herts
Oakwood Hill Industrial Estate k, Beds
Olakwood Hill, Loughton, Suffolk and Cambridge
Essex 1G10 3TZ,

Tel: D181 502 1423, Fax: 0181 508 7824

Ellis & MeHardy Oils Ltd., Grampian,

Denmore Road, Bridge of Don, Highland and Tayside
Aberdeen AB23

Tel: 01224 7

PEVA Petroleum, Cheshire, Mersevside,
Peva House Morth Wales, Lancashire
Ellesmere | 5 Wirrs ES and Mancl

Tel: 0151 3. 144, Fi 51 3531191 -
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Total no. Total no, Total no. Company Areas} of aperation
of self-  of company- of outlets
service sites owned sites retailing
included included Derv

29 2 Snax 24 Ltd., England and Wales

Dorset, Hampshire,
Wiltshire,
Surrey and W Sussex

Tel: 0483 451545, Fax

NWF Fuels Ltd., North West England
Wardle, N, North Wales,
Ct F Midlands,

South West England

Lancashire
dhouse Lane Greater Manchester
Chethire
2. Fax: 0942 49

Cyma Petroleum Ltd., London and

87 Sunnyside Road, Home Counties
Londan N19 351

Tel 71263 3141, Fax:

ROWILCO - | Rowland Williams & Co Ltd., Morth West England

Cherry Lane,

England and South Wales

Southern England
wi House,
Iver Heath, Bucks S
Tel: 0753 652400, I.n [}

Iuhn Walton & Son,

{orth Street, Newtyle Grampian
P‘II|\\>\|r\- 112 8LH,
Tel: DIB2H 650555, Fax: 01828 650534

Salvidge Garages Lid,, Kent and Sussex

Lower Horset:
Hailsham,

SOMERFIELDE

Shropshire, Cheshine,
Staffordshire, North Wales
and West Midlands.
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DYNAMIC LEAK DET

AUTOMATIC CALIBRATION

DISTRIBUTION SAVINGS

FLEXIBLE & UPGRADEABLE

DELIVERY REPORTS

LEAK DETECTION SENSORS

STATUS REPORTS

PROGRAMMAELE ALARMS

COMPLETE REPORTING

VEEDER-ROOT |4

ALARM @

WARNING ()

power @ |

planagemenl SyFET
r [ entory M -
“Envirpnmental

Day by day.

Hour by hour.

You can always rely on us.

On thousands of service stations right across
Europe, our tank gauges are being used, 24 hours
a day, to monitor underground storage tanks and
pipelines, providing critical management
information and warning against leaks and losses.

At Veeder-Root Environmental Systems, we are
committed to providing the right solution for your
site, through utilising innovative and proven
technology for the measurement and control

of fuel stocks and the detection of leaks.

A commitment which is underwritten by our
unrivalled investment in research and
development.

But having the right products is only part of the
solution. Our commitment also extends to providing
dedicated installation, servicing and technical
support services.

Qur specialist support teams are now backed up by
a brand new control system and communications’
network. All focused on satisfying you, our
customers, from your initial enquiry right through to
after care. Anywhere. Everytime.

"4 VEEDER-ROOT

=# Environmental Systems

Hydrex House, Garden Road, Richmond, Surrey TWS 4NR, UK Tel: 081 392 1355 Fax 081 878 6642




Total no. Total no. Total no. Areals) of operation
of self-  of company- of outlets
service sites  owned sites retailing
included included v

= Brett Fuels, Morth East England
Pipewellgate, Gateshead,
Tyne & Wear  NES 2BN
Tel: 0191 477 0854, Fax: 0191 490 0360.

BRITISH - b e 3 British Benzol, South of England
BENZOL f - = : Harefield Oil Terminal,
: Harvil Road, Usbridge,
Middlesex LIBY bl
Tel: 01895 256262, Fax; 01895 258721,

HAVEN = : 7 Haven Fuels Ltd., Wiest Wales
G i salutation Square,
Haverfordwest,
Dyfed SA61 2LG.
Tel: 01437 762467, Fax: 01437 760110

Avia Fuels (UK) Ltd., West Wales
27 Cedar Court

Windsor, Berks SL4 30A

Tel: 0 3 BOHGYE

AF Fuels Ltd., Cumbria and Lancashire
Cumbria House,

Gilwilly Trading Estate,

Penrith, Cumbria CATT 9BW.

Tel: 01768 62925, Fax: 01768 899093

DRAGON [ NWF Fuels Ltd.,
Wardle Mantwich,
Cheshire CW5 GAL
Tel: 01829 260000, Fax: 01829 260138,

SOUTHERN | : ) Southern Counties Fuels Lid., South of England
COUNTIES % Colwood Lane, Warninglid,
: Haywards Heath,
West Sussex RH17 SUE
Tel: 014 461561, Fax: 01444 461537,

BW.0.C. Lid,, South West & Midlands.
B.W. Estate, Oldmixon Crescent

Weston-super-Mare

Avon BS24 9BA

Tel: 01934 417576, Fax: 01934 635264,

PRINCE ; : Prince Petroleum Lid., Leicestershire and.
e 139 Abbey Lane, Nottinghamshire
Leicester LES 500,
Tel: 0116 2661828, Fax: 0116 2610727

ABA Fuels,, East Yorkshire
52 Kelleythorpe Industrial Estate, K

Driffiedd, E Yorkshire

Y025 90

White Rose Fuel Services Ltd,,

Yarn Street, Off Goodman Street,
Leeds 1510 10A,

Tel: 0532 70D6T6. Fax: 0532 776882

GULF/ 2 Haven Fuels Ltd.,
HAVEN 3 Salutation Square,
averfordwest,
Pembs SA61 2LG
Tel: 01437 7 7. Fax: 01437 760110,

TOTAL ABOVE

PETROLEUM REVIEW SUPPLEMENT 1995




TRISCAN OUTDOOR
PAYMENT SYSTEMS

As the UK's Largest
Manufacturer we can
supply pump
integrated terminals
and stand alone units
which interface with most
pump and POS consoles.

The payment terminals
accept major credit, debit,
fuel and local account cards,
to allow a secure, unattended
service or Fast Lane facility.

o

ce

to using our vast ing ) stry exper ence to
provide practical software solutions.

The latest back office software package FACTS 2000
. handling wet & dry stocks is simple

to use and an essential aid to

improved profitability.

MICRELEC 9500 '

Our Control and
Management Information
Systems have been specifically
designed to meet differing demands of major oil
companies, hypermarket groups and independent
retailers. ;

An open system architecture, the MICRELEC 9500
gives unparalleled flexibility, upgradeability and ease
of maintenance by third parties.

| MEGGITT
PETROLEUM
SYSTEMS

MPS provide Forecourt
Automation Solutions
which improve the
efficiency of the
petroleum industry's
marketing operations

from TANK to BANK.

Tel (01254) 682111

Fax (01254) 680381

=i




= UKPETROL SITES ——— —— MOTORWAY

Year ending Total Self- % of Company- % of  Average site Petrol Derv
Service Total Owned Total throughput
(tonnes) 36 40

26

26

1994 16,971 12.549 6688 * 1,319
| 1993 17,969 12,873 6,707 +1,293
1992 18,549 12,249 6,728 1,256 16
| 1901 19,247 11,886 6,851 1,215 12
1990 19,465 11,043 6,847 1,215 B 2
| 1989 19,756 10,836 6,796 T4 |
1988 20,016 8,841 6,704 1,126
1987 20,197 9,088 6,420 1,061
1986 20,641 8,742 6,463 1,004
| 1985 21,140 8,307 6,642 928 Total * 121

Jet 1
Gulf 1
SNAX 24 1

* Estimated + Revised * of which shared sites = 31

MOTORWAY SITES — Companies share of number of sites selling petrol 1994

BP
Texaco
Mobil
Jet

EH

Gulf

Snax
24

EOEECEDENNE

MOTORWAY SITES — Companies share of number of sites selling derv 1994

Texaco

Mobil

Jet

Elf

EDERECOEENENN
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REGIONAL BREAKDOWN OF PETROL OUTLETS

BRAND MNAME
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REGIONAL BREAKDOWN OF DERV OUTLET
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DRIVER CONTROLLED DELIVERY

!l @ sarery
INTERLOCKS

©® TRANSPARENT
MONITORING

® UNAUTHORISED
DELIVERY DETECTION

® REMOTE DIAGNOSTICS

® RETAINED
PRODUCT
INDICATION

® VAPOUR
RECOVERY
INTERLOCK

The complete

retail site control

& monitoring package
with maximum safety
assured.

CONTINUOUS TANK
- GAUGING REMOTE MONITORING FACILITY

( \ MODEM b %
/) ORDER POINT

® AUTOMATIC Low
i LEVEL REORDER
\ / \ ﬁnm LEVEL

The Scully Retail Site Vehicle Controlled Overfill Prevention System (RSVP) employs Scully's unique Dynamic
Self-Check® concept to automatically and continuously test the system. A pulsing signal simulates wet
conditions on the sensors to continuously and automatically test their ability to respond in case of an overfill.

scully UK Limited

9 New Street, Daventry, Northants NN11 4BT England
Tel: +44 (0)1327 704333 Fax: +44 (0)1327 300465




UK OUTLETS RETAILING DERV

Brand TOTAL

ESSO
SHELL

BP

TEXACO

BURMAH

JET

UK

MOBIL

ELF

Q8

TOTAL

FINA

MURCO/EP

GULF

ANGLO

SAVE
BUTLER/ARNDALE/LITTLE DAVID
TESCO

PROTEUS

] SAINSBURY/SAVACENTRE
MAXOL
BFL/TEXACO
POWER

FLARE

RIX
WCKF/B]/TEXACO/GULF
ASDA

THAMES

THRUST
SAFEWAY
PHOENIX

BECA

3D

HELTOR/GULF
TELEGRAPH

PACE

IMPERIAL

REPSOL

OAK PETROLEUM
MOCO
NATIONAL

PEVA PETROLEUM
SNAX 24
MINSTER/GULF
NWF

PORT

CYMA

ROWILCO
ACTION
MARGRAM
RAPIER

GLOBE

SGL
PIONEER/LOCOST/LEO/STOP & SHOP/ESSO
SOMERFIELD
SWAN

BRETT

BRITISH BENZOL
HAVEN

AVIA

AF

DRAGON
SOUTHERN COUNTIES
BW.O.C. LTD
PRINCE

ABA

WHITE ROSE
GULF/HAVEN

TOTAL

Self- Company-
service owned

12,081
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———— AVERAGE UK PRICES FOR PETROL AND DERV PER LITRE ————

4 Star Unleaded Derv

* pence duty * pence duty * pence

| 50.67 27.79 46.65 2342 48.58
| 51.46 27.79 47.64 23.42 47.14
| 52.84 30.58 49.13 25.76 48.73
54.73 30.58 50.27 25.76 49.62
‘ 30.58 49.74 25.76 4917
30.58 50.29 25.76 49.60

| 30.58 49.90 25.76 49.41
30.58 49.49 25.76 49.01

30.58 49.58 25.76 49.19

53.90 30.58 49.17 25.76 48.94
53.47 30.58 48.67 25.76 4917
55.47 33.14 50.67 28.32 51.33
Year Average 53.68 49.27 49.16

Jan 55.30 50.51 5117
Feb 55.31 50.26 50.71
Mar 55.25 49.98 50.53
Apr 55.46 50,22 50.68
May 56.16 50.69 51.20
Jun 56.35 50.87 51.02
Jul 56.00 50.68 50.83
Aug 57.13 51.60 50.92
Sep 57.23 51.60 50.92
Oct 56.44 50.64 50.37
Nov 55.79 49.98 50.03
Dec 57.24 51.78 52.15

Year Average 56.14 50.75 50.88
To convert the price per litre to price per gallon multiply by 4.54609

* Duly and VAT (17.5%) included in the price. Source: Petroleum Times Energy Report

PERCENTAGE OF PETROL ES PER CO.

539%

I === [l er B eurman [l Uk I Eit [l ©thers
] shen Texaco [l Jet B rvobn [ o8
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NUMBER OF COMPANY PETROL SITES AS PERCENTAGE OF TOT

TOTAL

Brand

ESS0
SHELL

BP

TEXACO

BURMAH

JET

UK

MOBIL

ELF

Q8

TOTAL

FINA

MURCO/EP

GULF

ANGLO

SAVE
BUTLER/ARNDALE/LITTLE DAVID
TESCO

PROTEUS

J SAINSBURY/SAVACENTRE
MAXOL

BFL/TEXACO

POWER

FLARE

RIX
WCF/BJ/TEXACO/GULF
ASDA

THAMES

THRUST

SAFEWAY

PHOENIX

BECA

3D

HELTOR/GULF
TELEGRAPH

PACE

IMPERIAL

REPSOL

OAK PETROLEUM
MOCO

NATIONAL

PEVA PETROLEUM
SMAX 24
MINSTER/GULF
NWF

PORT

CYMA

ROWILCO
ACTION
MARGRAM
RAPIER

GLOBE

SGL
PIONEER/LOCOST/LEQ/STOP & SHOP/ESSO
SOMERFIELDY
SWAN

BRETT

BRITISH BENZOL
HAVEN

AVIA

AF

DRAGOMN
SOUTHERN COUNTIES
BW.O.C. LTD
PRINCE

ABA

WHITE ROSE
GULF/HAVEN

TOTAL

16

ol e T I R
Bhikhiiebin

ERE R T TR R R SRR R TR SRR T TR BN SRR -

Self-
service

Company- Retailing
owned Derv

100%
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: THE WINNING MOVE
- BOTH NOW AND FOR THE FUTURE

pLronics
Folgate Road, North Walsham, Norfolk NR28 0AJ Tel: (0692) 500640 Fax: (0692) 406710 I

o



UMBER OF OUTLETS AT HYPERMARKETS/SUPERMARKETS —

Company Petrol Derv

TESCO 219 216
J SAINSBURY/SAVACENTRE 161 157
ASDA 106 105
SAFEWAY 98 97
WM MORRISON 50 43
PIONEER/LOCOST/LEO/STOP & SAVE/ESSO 14 1
SOMERFIELD 14 7
SHOPPING GIANT/DISCOUNT GIANT/NORMID 11 7
GREATER NOTTINGHAM CO-OP 3 3
SOUTH EAST CO-OP 3 3
LEICESTERSHIRE CO-OPERATIVE SOCIETY 5 3

3 3

PLYMOUTH & SOUTH DEVON CO-OPERATIVES

TOTAL 685

—— VAPOUR RECOVERY —— - HYPERMARKETS/SUPERMARKETS BY BRAND DISPLAYED —

Brand Petrol Derv
Total number of petral sites: 16,971

L B( 70
Total number of sites fitted SHELL ]
with Stage 1 Vapour EP
Recovery equipment: JET

ELF

Percentage of sites fitted TESCO

with Stage 1 Vapour

Recovery equipment: 2% ] SAINSBURY/SAVACENTRE
ASDA

Total number of sites fitted SAFEWAY

with Stage 2 Vapour PIONEER/LOCOST/LEQ/STOP & SHOP/
Recovery equipment: ESSO

. : SOMERFIELD
Percentage of sites fitted

with Stage 2 Vapour
Recovery equipment: TOTAL

STATIONS SELLING PETROL AND DERV

Thousands

B Fetrol

Derv

4
1984 1985 1986 1987 1988 1989 1980 1991 1992 1993 1994
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UNSURPASSED IN

However you cut it, Schlumberger are Europe’s number one in
retail petroleum systems

No.1 in Pumps: Our factories in Dundee and 4 mechanical / electronic engineers, highly experi-
other European locations manufacture FIVE enced in forecourt systems. Whether you are a
ranges of pumps to suit all needs. part of a branded chain or a local independent,
No. 1 in POS/EFT: Operator consols with inter- talk to Schlumberger and you'll see how equip-
faces to bar code scanners, printers etc ing your business to meet today’s needs could
No. 1 in Service: Nationwide team of specialist be a piece of cake! hg__,-q

Schlumberger Electronic Transactions Retail Petroleum Systems, Unit 4, Cliveden Office
Village, Lancaster Road, High Wycombe HP12 3YZ. Tel: (01494) 442277 Fax: (01494) 442232

Schlumberger [Electronic Transs

Retail Petroleum Systems




MOTOR SPIRIT AND DERV DELIVERIES TO RETAIL AND COMMERCIAL CUSTOMERS (TONNES)

Category and Grade (BSI Rating) 1985 1986 1987 1988 1989 1990 1997 1992 1993 1994

Unleaded - Super - - - 915,052 1,157,283 1,400,821 1,438,527 1,337,219
Unleaded - Premium - - - 246,865 4,542,856 7,143,452 B426,737 9,541,686 10,753,721 11,532,513
4 Star 17,360,965 18,621,460 19,519,514 20,509,117 18,325,360 15 2 13,792,997 12,481,017 11,045,873 9,512,486
3 Star 76,797 ; 28,518 16,686 2,298 - - - - -
2 Star 2,187,798 ! 1,876,506 1,668,552 anzn - - =
TOTAL PETROL 19,625,560 20, 21,424,538 23 23,191,735 23,644,216 23,379,017 21423524 23,238,121 22,382,218
Derv FURL 1,438,687 1,695,082 2,004,593 2,882,922 3,027,038 3145134 3449081 376509 4,303,143
TOTAL RETAIL MOTOR 21,064,247 22,416,682 23,519,131 25,040,492 26,074,657 26,671,254 26,524,151 26,472,605 27003217 26,685,361

Unicaded - Super - - - - 9,985 14,655 21,600 25,200 26,112
Unieaded - Premium - - - 10,728 105,005 186,656 267,335 304,328 285,967 630
4 Star 552,239 5 E 582,160 547,532 581,751 471,504 359,829 294,162 216,731

3 Star 85,930 7 02,347 50,914 13,919 , - - -

2 Star 139,057 136,169 114,503 108,788 31,148 = e ¥
ToTAL PETROL 777226 748,092 759,310 717,962 731,823 668,145 641,819 620,090 527,898
Dery FURL 5,666,975 A7 6,374,188 6,860,565 72350016 7,625,122 7,548,882 o 8,040,911
TOTAL COM. CONS, MOTOR FUEL 6,444,201 s 5 7,133,498 7,578,527 7966839 8293267 8,190,701 8,302,721 8,568,809

CommenciaL CONSUMERS

Unleaded ~ Super - - - - - 925037 1,171,938 1422421 1,463,727
Unleaded — Premium - - 257,593 4,647,861 7,330,108 8,696,072 11,039,684
4 Star 17,913,204 19, 20,101,674 21,146,649 18,907,111 16,057,216 14,152,826 1 11,262,604
3 Star 162,727 90,865 16,217 - - -
2 Star 2,326,855 2,188,073 1,991,309 e 352,369 - - - - -
TOTAL PETROL 20,402,786 21,469,692 22,183,848 B2 23,923,558 24,312,361 24,020,836 24,043,614 23,766,019 22,863,625
DERV FUEL 7,005,662 7,865,544 BAGATAL 9369837 10,117938 10, 10,694,016 11,131,712 11,606,007 12,881,060
TOTAL MOTOR FURL 27,508,448 29,335,236 30,652,629 32,619,019 34,041,49% 521 34,714,852 35,175,326 35,572,026 35,744,685

ToraL

* Provisional  Source: UK Pefroleam Industry Association

RETAIL DELIVERIES OF MOTOR SPIRIT AND DERV
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Tax Date

16.57p
75.33p
17.5%

16.57p
75.33p
17.5%

15.29p
69.51p
17.5%

13.90p
63.19p
17.5%

12.93p
58.76p

15%
17.5%

11.24p
51.10p
15%

35.26p
160.30p
17.5%

35.26p
160.30p
17.5%

33.14p
150.66p
17.5%

30.58p
139.02p
17.5%

27.79p
126.34p
17.5%

25.85p
117.52p
15%
17.5%

22.48p
102.20p
15%
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Retail car washing:

the next business?

By Don Phillips, Managing Director, Wesumat
Car Wash Equipment Ltd

lac vetail fuel demand, poor fuel margins and
consequentially rugged wholesaler-vetailer
relationships have cast a cloud over the
majority of UK forecourt operations through-
out 1993 and 1994. Accelerating hyper-
marketeer activity, static consumer sales and
low overall profitability have been relieved
only by the impressive results of most oil
wholesalers’ heavy investment in forecourt
shops — shops, ronically, which have largely
replaced local outlets which have folded
because of hypermarket growth!

Many wholesalers have realised their need to divert
site operators’ attention away from the controversial
area of fuel margins towards more exotic and less
difficult ones. They have done this successfully but
inevitably the growth of shop revenues is beginning
to slow. The smart money has anticipated this and
has embarked on strong investment in on-site car
washing facilities with encouraging results. Others
have not vet realised the potential and so are
becoming somewhat isolated. But increasingly, the
hypermarketeers have identified yet another profit
sector inte which they can tap. The opportunity for
the extremely high profitability which comes with
car washing is unequalled on the forecourt, and
must be seriously considered by every corporate
and independent operator. ‘Seriously’ is the crucial
word., With 22 million vehicles in the United
Kingdom, 18,500 service stations and yet only
5,600 automatic rollovers, it is not surprising that
investment paybacks are normally in the 12-18
months category, and virtually no-one who has
engaged in retail washing withdraws from it. Even
with market penetrations of less than 20 percent,
some network operators are actually generating sig-
nificant millions of pounds in car wash revenues.
Without doubt there is tremendous potential out
there, and all of it available for capture.

Slow growth
So why, against such an appealing background, in
an industry desperate for the next frontier of sus-
tainable profit, has car wash growth been so slow?
In building future operations, the lessons of the past
are essential learning material!

Until the mid-1980s, equipment was limited in

both availability of choice, and in reliability.
Design and engineering standards left much to
be desired and the old electro-mechanical
control systems were incapable of safely ‘read-
ing" the varied contours of the vehicle popula-
tion. Vehicle damage — even if of a minor
nature — was a too frequent resull. Today, com-
puting in design and manufacturing, 150/BSI
quality standards and high sophisticated
machine management systems have resulted in
unsurpassed standards of reliability in use and,
equally important, multiple safety systems are
now intrinsic in modern automatic  machines.
They really have become user-friendly,
although the history of their predecessors has still to
be lived down.

In terms of personal career development, too
few companies attach high enough marks to the
substantial financial contribution available from
skilful car wash business management. Despite
this, several will receive annually between £2
and £10 million for their company coffers irom
on-site washing. As ever, sound management
and product status are essential to the success of
this sector. It is to be hoped that on reading this,
a little corporate introspection may result... and
that a greater degree of permanence and continu-
ity amongst car- wash management staffs may
also occur.

Some 15 years ago, the brilliant idea was born in
one UK oil company that free car washing would
be an attractive retail gasoline promotion. It was,
briefly, until all the majors and the mini-majors fol-
lowed suit, with the result that whilst gross fuel
sales were unchanged, the car-wash equipment
rapidly became worn out, and funds were not avail-
able for machine maintenance, let alone its replace-
ment; vehicle damage became the norm, and car
washing's reputation and profitability were
destroyed for many years.

Quality counts

Car washing is weather-sensitive but not particularly
price-sensitive. Research confirms that motorists
largely purchase gasoline by inertia, price and conve-
nience. They are much more discerning regarding
car washing, where the quality of the perceived result
far outweighs price and they quickly become knowl-
edgeable about where their preferred wash is
located. As in all marketing, differentiation is key, and
high quality is differentiation: any attempt by opera-
tors to save pennies on the operation, when pounds
of revenue are, as a result, placed at risk, does raise
serious questions about operator mentality. Motorists
will willingly pay for the high quality results which
can be delivered by today’s equipment.

For some inexplicable reason, forecourt activities
altract promotional interest, investment and creativity
in inverse proportion to their unit profitability. This
places car washing well down the league. Car washing
lends itself to attractive, colouriul, staff-participative
promaotional programmes; if this activity received a
fraction of the promotional funds and imaginative input
allowed to shop lines, it would undoubtedly increase
market penetration enormously. The principal car-
wash equipment distributors are well versed on the
subject of promotions and their marketing advice is
well worth consideration. They have seen operations
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Brush or autojet single arch combination car wash

which project and
attract success, as well
as others which have
proved less effective.

We started by
emphasising the urgent
need for another, long-
term, source of retail
forecourt profitability.
Car washing is cer-
tainly the principal
contender, for with
modest investments of
£40,000 upwards and
equipment lives of five
vears and more, service
stations can capitalise
significantly on the
strengths of their highly
convenient location
final word, however;
seriously profitable car
washing is only for the
professionally commit
ted. If you are able to
give it the attention, the
commitment and the
creative support, it will
reward handsomely.
Otherwise, leave it to
those who can.

¢ Maximum profiTO bi
4 Llong-run reliability

0 Quolﬂy re: :-ults

EUROPE’S LEADER
IN VEHICLE SOFTWASH
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Model Code
of Safe

Practice

Part 20 — Design and Operation
of On-board Truck Computer
Systems for Road Tankers

principal aim of this Code is to provide
detailed guidance to both equipment
manufacturers and users on the design
and operation of road tanker based on-
board truck computer systems (OTC).

The scope of the code covers bottom-loading
road tankers, loading gantries and service station
operation. It specifies operating concepts and
communication interfaces between the truck and
gantry, and truck and service station. The code
deals with safety requirements for OTC design
and operation, truck electrical systems and makes
reference to the impact of volatile organic
compounds (VOC) emission regulations,

With modern petroleum distribution networks
relying heavily upon terminalling (exchange)
deals and inter-company arrangements, there is
now more than ever an essential need for
companies to specify and install OTC equipment
that will be compatible across the industry.

The road tanker is the common denominator
in the delivery chain and as such the obvious
location for the OTC system, interfacing with
bath terminal and service ‘station to provide
control for the loading and discharge
procedures. It also processes data from both of
these operations together with delivery journey
data for management information systems.

Control and data gathering systems installed
on road tankers operated by oil companies and
distribution contractors should be capable of
communication with the control system at both
the loading terminal and the service station in
order to provide correct and safe operation. The
safety interlocks and safety protection
equipment for the loading and discharging
operation must each be compatible and fully,
operational with the OTC.

Communication channels are split into two
sepregated levels:

@ Restricted data applicable to one company
that can only be downloaded via a
communication link with its host terminal is
defined as ‘the company system’.

® Common shared data and control functions
operating across the common compatible
interfaces between OTC systems employed by

different companies defined as the ‘inter-
operable system’.

The Code will benefit industry and suppliers by

providing:

@ A framework for joint operation and a
standard for inter-operability between companies.
® Guidelines for the scoping and design of
OTC concepls.

® An OTC overview for suppliers to permit
them to develop their own concepts without
conflicting with the inter-operability
requirements of the users.

@ Assurance that safety considerations of both
equipment and operation are fully considered.

@ A European-based document providing
a modular concept adaptable to users’ needs.

@® Avoidance of piecemeal development,
component redundancy and single sourcing
of systemns.

In the past some manufacturers have requested
industry to advise and specify what equipment
and facilities are required both now and in the
future so they could design and manufacture it,
This request becomes even more important with
the rapidly increasing need for compatibility

en equipment and systems available to the
operating companies,

This was recognised by the Working Group,
and after carrying out a scoping study and
producing an outline draft, open meetings were
held at the Institute of Petroleum with oil
companies and manufacturers invited to attend in
order to obtain comments, guidance and
agreement on the content and direction of the
Code. The working document was then widely
circulated for comment prior to production of the
ballot draft which was presented at a special
industry forum at the Institute and again widely
circulated for final comment.

An important function of the open meelings
was to define the requirements and differences
between ‘inter-operable’ and ‘company’ systems
and then to define the data and signals for inter-
operability leading to the adoption of a commeon
intrinsically safe communication protocol.

A separate ad hoc communications working
group was set up to investigate and study
available systems and protocols using intrinsically
safe equipment, and to draw up data address
tables. The findings were then communicated to
the OTC manufacturers in the form of a
questionnaire, with the comments and feedback
received leading to a final proposal.

A full specification for the communication
protocol to be used for the inter-operable data
communication will be published later as an
addendum to this Code of Practice. But, prior to
this, the final outcome and recommendations of
the CEN Working Group on International Field
Bus Standards must be studied and considered.
This Code is now available from John Wiley & Sons Lid.

JD Snook,

Consultant and Vice Chairman of IP

Measurement Committee and Chairman of IP
C cial Metering C
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Air quality standards for

eaders of the popular press these days may be
forgiven for thinking that every breath they
take should carry a government health wamn-
ing. Air quality is a major concern for the
public, politicians and industry, so it is not
surprising that, while emotions are running
high, some important facts are being
obscured.

the millennium

By Linda McQuillan, UK Petroleum Industry Association

Volatile Organic Compounds, or VOCs, have come
under particular scrutiny, and are currently the sub-
ject of a House of Commaons’ Select Committee
Inquiry. VOCs come from a wide range of sources,
from both the natural environment and industrial
activity. The good news, which is frequently over-
looked, is the enormous progress which has been
made in tackling emission levels in recent years,
and the progressive reductions which are forecast
for the future.

Much of the concern stems from VOC contribu-
tions to ground-level ozone formation. The creation
of ozone is a complex process, depending on the
concentration of VOCs and NOx, and on weather
conditions. The problem, and therefore the solution,
needs to be assessed on a Europe-wide basis because
ozone moves across borders, coming into the United
Kingdom from continental Europe. The need for a
common approach has been acknowledged by the
UK government in its recent Strategic Policy docu-
ment, “Air Quality: Meeting the Challenge.’

Vehicle emissions

The focus of publicity is undoubtedly vehicle emis-
sions, despite the fact that only a third of total VOC
emissions come from vehicles. But these are drop-
ping dramatically and will continue to do so well
into the next century.

Motor emissions peaked in 1989 and will keep falling,
despite a predicted growth in traffic. By 2010, according
to govemnment estimates, VOC emissions from vehicles
will fall by 66 percent from 1991 levels, although the UK
Petroleum Industry Association (UKPLA) believes even this
is a conservative estimate. Its studies show that traffic
growth, and therefore emissions,
will be lower than Department
of Transport forecasls.

Innovations in fuel and
engine technology have had
a major impact on VOC
emissions, although the full
benefits will only become
apparent over time. A mod-
ern vehicle equipped with a
high technology engine, cat-
alytic converter and carbon
canister can reduce VOC
emissions by 90 percent, compared with a new
vehicle purchased in the early 1970s. Poor mainte-
nance and older vehicles, on the other hand, result
in a small number of vehicles emitting a dispropor-
tionately high share of VOCs. Traffic congestion
only adds to the problem because it involves more
stop-go driving. Short trips, which account for most
journeys in the United Kingdom, produce more pol-
lution than long-distance driving as catalysts do not
have time to warm up properly. However, much
work is being done now to improve catalytic con-
verter start-up times and catalyst ;Jvrformdn::e and,
as the recent report from the Royal Commission on
Environmental Protection pointed out, this too will
be solved in the next few years,

A number of measures could be taken immedi-
ately to reduce VOCs and improve air quality.
Tightening up maintenance and inspection controls
would help deal with the worst offenders, the so-
called ‘gross polluting’ vehicles. And a faster
turnover of the existing vehicle population, replac-
ing older vehicles with modern technology and

engineering, would accelerate the continuing

k tonnes

0

UK Road Transport VOC Emissions

Range of DOT
traffic forecasts
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reduction in emission levels.

While most organic compounds are not con-
sidered a health hazard, some specific chemicals
such as benzene, 1,3 butadiene and aldehydes
are giving rise to concern. Although there is no
evidence that the current low levels in the atmos-
phere present measurable risks to public health,
developments now in hand will reduce the ben-
zene concentration in air from the 1991 level by
75 percent by the year 2005. Consequently,
UKPIA believes there is no justification for further
restrictions to the benzene content of petrol.

Other downstream sources

Within the downstream oil industry, VOC emis-
sions from refinery and distribution sources
need to be considered along with vehicle emis-
sions. Refineries are controlled and monitored
under the Environmental Protection Act, which
reqiuires the use of Best Available Techniques Not
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The Tripartite Initiative brings together
the combined expertise of the two major
industries and the legislators for the first
time. The programme recognises that a
cooperative approach is essential to under-
standing emissions, rather than looking at
fuels, or at vehicles and engines, in isola-
tion. Equally important, both to society
and to industry, is the need to avoid short-
term solutions which could impose intoler-
able financial strains, without delivering
the improvements required.

There are three stages to the tripartite
process:

@ First, an assessment of the impact of
measures already agreed and the extent of
residual air quality problems will be carried
out. This involves detailed air quality mod-
elling of seven European cities, including

1981 1993
ESTIMATED ACTUAL DOE FORECAST

London. A Europe-wide model is being
developed to study long distance transport
of pollutants and ozone formation.

Entailing Excessive Cost. New vapour recovery systems
are being introduced into the distribution chain to cut
emissions during loading at depots and deliveries at ser-
vice stations. Known as Stage |, this development will
capture 90 percent of emissions, and some of it is
already being installed ahead of legislation.

Around one and a half per cent of man-made VOCs
are emitted on the forecourt while cars are refuelling,
but current cost estimates of vapour recovery at the
pump, Stage Il, are high in relation to the benefits
which result. Before any decisions are taken, other
techniques need to be fully investigated.

‘Before any measure: introduced we must ask, first,
whether they are necessary, and second, whether they
are cost-effective,” says David Parker, UKPIA Director
General. ‘We believe a standards-based approach to air
quality management is the way forward, but it must be
based on good science and evaluated in terms of its ben-
efit to society compared with overall cost.”

Tripartite
Initiative

® Then the impact of additional measures to
improve air quality will be assessed, including vehi-
cle inspection and maintenance programmes,
advanced vehicle technology and compositional
changes to fuels and traffic management.

@ Finally, the lowest cost combination of measures
needed to resolve residual air quality problems will
be determined to establish the role of vehicle emis-
sion limits after the year 2000.

The Initiative includes the European Programme on
Emissions, Fuels and Engine Technologies (EPEFE). This
£8 million research programme will establish the paten-
tial benefits of changes in the engine and emission con-
trol technology currently under development for the
year 2000 on a range of specially formulated fuels.

UKPIA believes that any further measures to reduce
VOCs in the long term should await the outcome of the
Tripartite Initiative, which is due to report in June. Only
then, says Mr Parker, should we set the vehicle emissions
standards which will take us into the next century. @

Measures in hand, or
already imple- New Car Exhaust
mented, are leading
to impressive, and
progressive,
improvements in air
quality, many of
which are not yet
fully apparent. oo
Longer-term, how-

ever, there is a need
to set vehicle emis-
sion standards
beyond the year
2000. That policy is
being developed
right now in an
alliance between the

Emission Standards for Hydrocarbons

(Source: Boath ot al, CEC Symposium May 1983)

ECE 15103

!

European oil indus-
try, the European

T
1970

vehicle industry and Notes 1. Standards up to and including ECE 15/04 varied with vehicle weight.
i 2. Standards from ECE 15/04 onwards included NOx &

the European
Commission.

T T
1980 1980
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AM Pinne, Divector, Fuels Marketing,
Mobil Qil Company Ltd.

1995 should see modest
growth in fuel sales as the
UK economy continues to
recover from the early
1990s recession. However,
this modest overall growth
masks a step change in fuels
grade mix over the last year.

A quarter of new cars are
now diesel and this will lead
to sustained growth in diesel
sales. While the decline of
4-star will continue, such is
the growth in diesel that
gasoline sales may decline
slightly overall.

Supermarket fuel sales will
continue to grow, but more
stringent planning regulations
for ‘edge of town" develop-
ments coupled with tighter
margins in the food retailing

Mobil

sector may result in fewer
new superstores in the mid-
1990s. Competition between
all fuel retailers will increase
as the market becomes
increasingly focused on cus-
tomer loyalty and reposition-
ing the forecourt mart to
meet consumer demand for
increased convenience shop-
ping facilities.

This increased competi-
tion, combined with ongo-
ing environmental issues,
will put further strain on
capital investment. The
majority of proposed envi-
ronmental legislation con-
tinues to be driven by
Europe. The need to
improve the environment is
a challenging goal, but it is
crucial that any legislation is
properly thought through
prior to implementation and
incorporates practical and
cost-effective solutions.

Overall, the squeeze on
profitability in the industry
will continue and further
reduce the number of petrol
filling stations. q;

R Haa
Proteus Petvolewm Ltd.

1994 was a very interesting
vear with massive fluctua-
tions in both volume and
margins. As a consequence
of this, that most important
ingredient of all, confidence,
has also fluctuated wildly.
The owverall trend was,
however, one of growth.
Trying to analyse where the

e, Managing Director,

(e,
PROTEUS

independent market is now
compared with 12 months
ago is not easy but there
have certainly been some
very positive signs.

We at Proteus are therefore
thoroughly confident to
launch a marketing drive to
expand our business. Our aim
is to double in size over the
next five years and we
believe the independent
dealer market is healthy
enough to sustain this growth.

PD Roden, Retail Manager,
Gulf Oil (GB) Lid.

Without a doubt 1994 has
proved to be a very tough
period for all branded fuel
retailers, with the tradi-
tional petrol forecourt sales
being deeply affected by the
continuing impact of hyper-
markets and tight margins.

Throughout this period
Gulf Ol has continued its
expansion in the retail sec-
tor, building upon the base
developed from our 1991
brand change. This growth
has been sustained through
strategic investment in our
existing network and new
site developments.

In order to continue
growth in this market it is
necessary to offer a full
package of services to the
dealer market developed
from marketing initiatives
tested in the company-
owned sector. The experi-
ence of developing new
sites has been passed onto
the dealers with dedicated
dealer engineers who are
able to assist through all
stages of a development.

Throughout 1994 and into
1995 we have been contin-
uing our development of
forecourt shops due to the
increasing source of revenue
that can be achieved.
Within this area of opera-
tions it is essential to offer
full training schemes in

order to maximise their pre-
sentation and merchandis-
ing. These training schemes
have also been made avail-
able to all sectors of our
business, encompassing all
essential retailing skills.

During last year we
announced our return to
mator sport with our Le
Mans ‘||Jr.?:!SUI'.\|]i|J pro-
gramme and linked this ini-
tiative to consumer competi-
tions on the forecourt which
all made significant contri-
butions to increased brand
awareness in the year.

We have continued our
mator sport sponsorship pro-
gramme in 1995 with the
sponsorship of a Mclaren
F1 GTR Race Car at Le Mans
and on the BPR International
GT Series throughout the
vear, which should in turn
heighten the awareness of
the brand once maore.

Finally, in my year as
Chairman of BOSS (British
Qil Industry Service Station
Security Committee), | have
been very encouraged with
the headway the industry
has made in the area of
forecourt security. The
changing face of forecourt
retailing necessitates that
the protection of the indi-
vidual has never been more
important and the continu-
ing efforts by BOSS in the
fight against crime must be
maintained to support its
growing momentum. W

Competition will no doubt
be fierce, particularly with the
major oil companies fighting
nose to nose with the hyper-
markets. In spite of this the
independent sector is  alive
and well and we believe that
much of the growth expected

from the improving economy
will be captured by indepen-
dent dealers.

We believe the ‘feel good’
factor is at long last being
established and we look
forward to our most positive
year so far.
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Richard K Thompson, Manager,
R

sol Brand, Rep

1994 was a year during
which the industry has had
to recognise that, whilst
demand is flat, the problems
of rising costs and pressure
on margins are no longer a
result of the recession but
rather arise from a process of
fundamental structural
change that will cause casu-
alties. Repsol has acknowl-
edged this and met the chal-

lenge through its ow m-
plete re-structuring to create
much greater focus on sales,
with the customer firmly our
number one priority.

Customer focus has
resulted in Repsol formulat-
ing a number of initiatives,
the first of which has been
the launch of its Marketing

Petroleum Led.

Guide for its company-oper-
ated service stations. It was
created with the objective of
ensuring that our operators
and their staff are customer
driven through genuine
innovation. Only those who
can produce such innovation
will survive and prosper.

With the increased con-
centration on our customers
comes the need to focus on
cost efficiency, always at
the core of any business.
The industry’s problems are
exacerbated by the heavy
weight of legislation com-
pounded by the proposed
revisions to the business
rate, with its potential for
increasing an already sub-
stantial cost unevenly across
the retail fuels sector.

Repsol  has  always
believed that the future for
its network lies in applying
individual solutions to indi-
vidual sites. And, of course,
we in Repsol believe these
solutions must be focused
on the customer in whom
our future lies.

T Souls, General Manager,
farketing Group, Jet

Retail

The evolution of the competi-
tive UK retail market contin-
ued in 1994 with pressure
being exerted on all players.
The overall product demand
decreased, the hypermarket
retailers’ market share grew
and as a result, margins stayed
under increasing pressure.

These external factors have
required everyone to take a
closer look at their business to
determine the path to future
success, and Conoco’s Jet
brand is active in positioning
itself for a solid future.

During 1995, we will con
tinue developments designed
to meet the customers’ need
for quality products and ser-
vices. In this competitive
market, change and continu-
ous improvement will no

DI Pivret, General Manager,

sion, Shell UK Led.

A determined drive towards
improved profitability
remained the business aim of
many retailers in 1994, Yet
the industry still has some
way to go to eliminate the
imbalance between rising
unit costs, flat demand for
fuel and squeezed margins.
Meeting this challenge is the
key to long-term success.
Retail trading conditions
remained tough during 1994
and polarisation in the mar-
ket continued into a price-
based segment requiring
large site throughputs to
compete, and a premium
segment focusing on fuel
quality, shops, customer
rewards and service, and the
quality of facilities. In this
segmented market-place, a
distinctive offer, brand
strength and consistency play
an increasingly important
role in attracting customers.
Forward looking compa-
nies have continued to build
their brand strengths by
improving the quality and
fabric of their service station
networks, by bringing even
better products to the mar-
ket-place and by developing
attractive customer-focused
marketing initiatives. Such
brand building investments

pay dividends to all service
stations carrying the brand -
whether company or inde-
pendently owned.

As high and consistently
reliable standards spread
through leading retailers’
networks, independent deal-
ers face more complex con-
tract renewal decisions
because the brand on top of
the polesign and over the
shop door plays an increas-
ingly important role in deter-
mining whether customers
are attracted in to buy. Do
dealers want to join the
more progressive companies
whose retailers  benefit
financially from the more
comprehensive environmen-
tal and marketing offers they
provide? Or do they just look
at the initial financial incen-
tive? As customers demand
increasingly high retailing
standards, dealers need to
consider carefully whether
they are allying themselves
to expertise and a winning
formula which enables them
to profit from a rapidly
changing market-place.

Shell is actively engaged
in learning more about its
customers and in tailoring
its forecourt and shop offers
to deliver exactly what cus-
tomers want. Professional
dealers are welcome to join
us for a brighter future. )

longer be special projects
but a routine way of business,
Jet has a strong tradition with
customers of being a major
alternative brand and we will
continue to build and
develop from this position.
The business environment
will pose a serious challenge
for the foreseeable future.
Over time, this will require

substantial structural
changes to the traditional
retail market in terms of
sites, brands, products and
services. The road ahead
won't be smooth, but it will
be exciting for those who
seek out the opportunities
created. We at Jet/Conoco
look forward to the challeng-
ing times ahead.
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J Attwood, Divector of Retail Mar

Total Oil Great Britain Led.

As 1995 gets underway, it is
evident that it has all the
makings of an exceptionally
difficult year for petrol
retailers and their supplying
oil companies as the market
continues to restructure.

Fuel margins will remain
under pressure and, as over-
heads continue to rise,
operators will have to work
hard to maximise their prof-
its from non-petroleum
diversifications.

As we await the final
European directives on some
outstanding environmental

issues, the industry is prepar
ing for substantial invest-
ments in anti-pollution mea-
sures that will do nothing to
enhance the marketing effort
and merely add to the bur-
den of increased deprecia-
tion on the P & L account.
Continued rationalisation of
retail networks will result,
such that investment is made
only in those outlets that will
be long-term survivors.

After nearly a decade of
reasonable profits, the indus-
try must brace itself for a test-
ing period. Hopefully, the
‘pain’ will result in a health-
ier, more vibrant down-
stream business in the United
Kingdom as the end of the
millennium draws closer. @

JR Turner, Group Marketir
Muaxol Oil Ltd.

An overall strengthening of
both the company and its
independent dealer network
is planned together with
increased emphasis on pro-
motional activity. Linkage
with the company's strong
market position in the domes-
tic heating oil market is
planned together with other
innovative activity at fore-
court level,

Maxol’s local identity com-
bined with the allocation of

additional investment in site
refurbishment and the provi-
sion of improved facilities will
hopefully allow the company
to benefit from the Peace
Dividend in Northem Ireland,
although increased competi-
tion from existing marketers
and possible new entrants
may intensify.

Maxol is a customer-focused
business with a competitive
approach and intends to use
its strong local experience and
skills in order to capitalise on
market opportunities as and
when they arrive.

BT Handley, Ger
Fina ple.

UK pump prices {excluding
Duty and VAT) continue to
be amongst the lowest in
Europe. Market indicators
suggest we can expect this
trend to continue in 1995
with traditional fuel margins
again under pressure. At
Fina we are addressing the
on-going challenges on a
variety of fronts.

Reducing fuel income is
being replaced by a signifi-
cant improvement in the
performance of our forecourt
shops. This is being achieved
by improving our retailing
acumen coupled with invest-
ment to upgrade facilities.

—————

Notwithstanding a diffi-
cult market place we are
still able to justify selective
capital projects. In 1994
we opened the first Fina
Motorway site at Durham
on the A1(M) and we will
continue our development
programme in 1995,

Finally, but most impor-
tantly, we aim to improve
further our services to our
customers, who continue
to expect good quality
products, more compre-
hensive services and value
for money.

We relish the challenge

ahead. )]

B D Kelly, Marketing Manager,

Murco Petroleum Lid.

The Murco chain thrived in
1994 with a record number
of new openings and solid
evidence that our neigh
bourhood focus continues to
meet consumer needs.
Price competition was fre-
quently fierce in 1994 and
profits had to be earned by
strict control of costs with-
out any relaxation in the
quality of station presenta-

X
U

RCO

tion. We found that an
adaptable policy, change-
able depending on local
conditions, was the right
approach, but always in the
context of value for money
fuels and our ‘ShopStop’
neighbourhood stores.

For the future we expect price
competition to remain centre
stage. A cost effective distribu
tion system, a well-located ser-
vice station chain with low
operating costs and an attrac-
tive customer offer are basic
essentials for success and
Murco has all of these =]
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DJ Rae, Retail Marketing Division,

Kuwait Petroleum (GB) Led.

With market conditions
remaining difficult through-
out most of 1994 many in
the industry will be evaluat-
ing the way forward in the
years ahead. Declining site
numbers, an expanding
market share for the grocery
sector and pressure on fuel
margins represent a formid-
able challenge to down-
stream marketers.

Kuwait Petroleum’s progress
in these difficult conditions is
encouraging. We are continu-
ing to acquire new sites for our
owned network and find regu-
lar success in bringing new
business partners into our
highly-valued dealer network.

The commitment to high
standards of quality in both
products and services
remains paramount as a
means of always meeting
customer expectations.
The imminent availability
of enhanced forecourt
brand standards will rein-
force this.

Operating in this environment
will not be easy but with its
small, highly skilled and versa-
tile team Kuwait Petroleum is
confident of taking its business
forward. | would like to thank
all our dealers and staff for
their support in 1994 and |
look forward to working with
them in meeting the chal-
lenges of 1995.

M Crozie

Retail Manager,
Butler Fuels Ltd.

Our business is quite simple

it's a case of the right
product, at the right price, at
the right location.

As the fuel supplier we
must meet the needs of our
customers — and our cus-
tomers are the dealers — in
fact all of Butler Fuels Retail
Customers are dealers.

All dealers are not the
same — we must be flexible

to meet their varying needs
and help enable the dealers
to survive and to prosper in
what will continue to be an
even more competitive
market-place. Our relation-
ships with dealers must be
structured to allow this to
take place and for both of us
to make acceptable finan-
cial returns.

It is alse important to
match our profile of busi-
ness to customers who fit in
with our profile. The ideal
profile match for Butler
Fuels are dealers in the vol-
ume range 0.5-1.5 million
litres per annum with load
sizes of 10,000 to 20,000
litres per week whao like to
deal with local depots pro-

PP du Toit, Sales Director,

Burmah Petroleum Fuels Lid.

Our long-term goal of oper-
ating a network of profes-
sionally run, well-presented
sites under the Burmah
brand impacted significantly
on our activities in 1994,

The reshaping of the net-
work to ensure both prof-
itable trading and greater
resilience to the competitive
forces in the market-place
continued with the reclassifi-
cation to our Commercial
Division of high risk, low
volume uncontracted busi-
ness and the closure of small
businesses dependent solely
on fuel sales. While reduc-
ing the overall size of the
retail network the addition of
some 130 new quality retail-
ers whose volume is some
45 percent greater than our
current average dealer vol-
umes, demonstrates the suc-
cess of the Dealer's Dealer
programme and will greatly
enhance both the profile of
the brand and consumer
confidence in it.

viding an efficient, flexible
service. When something
special is needed, the deal-
ers can speak to people who
can help them and they are
the same people they deal
with normally.

1994 for Butler Fuels saw
the launch of a new image
for retail sites and the
implementation of this
image on over 100 sites.

1995 will see the continu-
ing roll-out of this new
image; it will see Butler
Fuels starting national pro-
motions and it will see us
establishing new means of

& Burmah

Changes to our internal
staff structures, designed to
give more authority to our

will mean our inde-
pendent retailers will be
provided with an even more
focused level of support
including business develop-
ment advice of a standard
not offered previously in this
Industry.

And the year also saw
major changes to Burmah's
distribution arrangements.
The introduction of one
national contractor will
ensure that service levels
will be further improved
with a degree of consistency
being achieved in excess of
anything offered before.

1995 will see further
progress for Burmah. New
initiatives to support the
Dealer’s Dealer package
will strengthen the offer
both for our existing and
new partners. The maore
comprehensive levels of
support combined with the
retailer’s own investment of
time and effort in to both
people, and sound and
proven retail practices
across all areas of their
business will ensure levels
of sales and profits are sus-
tained in a market-place
that shows few signs of
changing from 1994, ]

communication with our
dealers and working with
our dealers in developing
the business — often, we
expect through dealer-led
initiatives.

At all times we must be
flexible and sensitive ta the
needs of our dealers and to
changes in the market-place.

This flexibility and adapt-
ability will allow both Butler
Fuels and our dealers to
prosper in a continually
changing and competitive
environment.

We look forward to the chal-
lenges that 1995 will offer.

PETROLEUM REVIEW SUPPLEMENT 1995




R Frost, Chairman,
Save Petroleum Led

The past year has been dom-
inated by additives, the pur-
pose of which is to produce
a cleaner, more efficient
engine which results in the
sale of less petrol at lower
margins. Consequently,
when everybody else was
enjoying the fruits of a reces-
sion coming to an end, the
petroleum industry suffered
falling sales, increased costs
and depressed margins. How
the oil industry could do this
to itself | do not know.

i
SAVE

That is the bad news and
now for the potential good
news. After 12 months of
additives the downward
move will stop. You cannot
have a fall in month 13 over
month 12 because there
would have been additives
in both periods. The reces-
sion has turned and there
should be a return to positive
sales figures and therefore less
need to cut prices and mar-
gins. Shop sales are good,
interest rates are low and a
‘feel good’ factor is actually
coming to the surface, Let’s
not throw it away.

A Dujean, Marketing Director,

Elf Oil UK Ltd.

1995 will see Elf continue to
develop amidst a turbulent
market. We have rationalised
our retail network drastically
since we acquired assets
from Amoco and Heron in
1990 and 1991 respectively.
We are making pood
progress but we still have
maore work to do, in particu-
lar with the expansion of
shop services — an increas-
ingly important factor over
consumer choice. We also
look forward to seeing the

elf g

continued growth of our
portfolio of high-profile sites
like Clacket Lane and
Eurotunnel.

The time is right for us to
develop the Elf brand and we
plan to draw on Elf's consid-
erable motorsport heritage to
give us a commercial advan-
tage. In 1994 alone, our fuels
and oils were used by the
Formula One World
Champion, the Formula One
World Constructors
Champions, the 500cc
Motorcycle Warld
Champion, the 1 c
Motocross World Champion
and the International
Formula 3000 Champion.
We look forward to our first
season in British Touring Car
Championships with the
Williams team. (+]

RA Burgess, Managing Director,

UK Petrolewm Products Lid.

In 1994 we saw falling
demand, increased competi-
tion on price and presence
from the supermarkets plus
the usual new promotions
and quality claims from the
remainder of the industry.
However we were again
able to attract more dealers
to the UK brand and
increase our sales volume
for the 10th successive year.

1995 will be a difficult
year for the retail petrol
industry as we believe the
commercial pressures will
increase still further, with the
major oil companies forced
to compete with supermar-
kets on price or lose further
market share. Demand will
fall further with the major oil
companies concentrating on
their front line sites, more
sites will disappear, mostly
in fringe urban areas.
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Against this background we
have been able to prove that
there continues to be a role
for the small- and medium-
sized dealer who is prepared
to meet the difficult trading
conditions of the next few
years and offer a range of ser-
vices to the local community.
UKPP will also continue to
invest in the retail dealer
market, especially where we
can offer the service, advice
and support from our net-
work of depots that is so
essential to the future of
every dealer.

CONCLUSIVE
EVIDENCE

Immediately after our
highly accurate precision
tank test, you'll have an
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achieved with minimum
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Adkins, Retail Di

sional Divector,

o Petroleumn Company Lid.

The UK consumer contin-
ues to benefit from very
intense competitive activ-
ity among Petroleum retail-
ers. Many branded mar-
keters, including Esso,
upgraded the quality of
their motor fuels this year.
In May we relaunched our
Diesel 2000 with emphasis
on a wide range of cons-
mer benefits and in August
we relaunched our
Unleaded range of fuels
with enhanced cleaning
power, better engine per-
formance and improved
environmental emissions.
Consumers are also finding
a much more complete
offering at UK forecourt
shops. Esso, for example,
has added in-store bakeries

at a large number of sites,
offer lottery ticket sales at
many key sites, and added
an extensive range of
newspapers and magazines
throughout the network.
The real challenge for
most petroleum retailers,
of course, is to make these
and other initaitives pay
off. The current trend
towards flat to declining
margins coupled with
upward pressure on costs
is unlikely to change and
the result may well be an
acceleration of restructur-
ing within the industry.
Sound business judgement
and efficient cost manage-
ment will be at a pre-
mium. We, in Esso,
believe we are laying a
proper foundation for
these challenging times
and look forward to the
opportunities which will
undoubtedly arise.

Milne, Sales Manager,
Anglo Brand, Repsol Petroleum Lid.

The past year has seen
significant organisational
change within Repsol
Petroleum, as we sought
to gain greater customer
focus. The benefits from
this have begun to feed into

/A Anglo

our Anglo brand sales team,
where 1995 will see a con-
tinued commitment to the
rural, independent operator.

We must stop debating
the threat from supermarket
groups — they are here, and
here to stay. Just as many
corner shops have not per-
ished, but adapted and
diversified to survive, so
must dealers respond to the
new challenges. Ancillary
streams of income must be
exploited, hours of opening
may require extending, and
greater use of today's tech-

R Br
BP Oil

er, Retail Manager,

The same two issues face
the industry in 1995 as in
1994, namely pressure on
margins and demands of
environmental protection.

Fuel margins are being
squeezed on both sides of
the industry. Over-supply
at refinery gates throughout
Europe continues to affect
the oil companies while
retailers, whether large or
small, independent dealers
or oil company sites, even
the hypermarkets, will feel
the pinch from ever-
increasing competition on
the streets.

At the same time invest-
ment in new sites and in
better facilities for our cus-
tomers will be curbed by
the need for environmental
expenditure on older sites,
in refineries and along the
distribution chain.

BP’s response in 1995
will be more of the same;
keener fuel prices so we
can take on the cut-price
brands, further develop-
ments in non-fuel activi-
ties, more emphasis on giv-
ing the customer the best
this industry can offer
including innovative pro-
motions, and above all
strengthening its network
to ensure a long-term
future for BP retailers and
for itself.

In addition BP will con-
tinue to support the indus-
try's work behind the
scenes. Environmental con-
trols are vital, but legislative
requirements must be eco-
nomically sound, be practi-
cal and be appropriate to
the issues they seek to
address. Much of this work
is invisible to retailers but
the benefits are, truly, incal-
culable.

nology are all pre-requi-
sites for survival beyond
the millennium.
Environmental issues
have the potential to close
more sites, and faster, than
any supermarket chain. If
we are to preserve the rural
infrastructure of service
stations, then those suppli-
ers to this niche need to
make themselves heard on
behalf of their dealers.
Otherwise, just like coun-
try branch lines and the
country bus, village
garages will be remem-
bered on picture postcards.
With high investment
levels now a norm, the
inducement to break con-
tracts is increasingly a prob-

lem. The industry needs to
deal with this ‘black econ-
omy' swiftly and surely. We
cannot allow disreputable
companies to cherry-pick
profit opportunities, without
the commitment, and invest-
ment, of the longer term.
This practice is nothing bet-
ter than piracy, in both a
legal and a moral sense.

With a history of service
going back over 130 years,
we within Anglo brand can
offer a depth of experience
and understanding of the
retail market. We will con-
tinue to improve the part-
nership relationship with
our dealers to address the
important issues facing this
industry.

2
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WE DON’'T JUST SUPPLY THE EQUIPMENT
THAT HELPS EXISTING BUSINESSES TO GROW,

— T

WE LAY THE FOUNDATIONS FOR FUTURE
SUCCESSES TOO.
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Forecourt automation. ‘CI.
EDACOM
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BACK-OFFICE SOFTWARE
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HELPLINE SUPPORT
| ICL EDACOM are the UK’s CONSUMABLES

leading supplier of Electronic
POS Terminals to petrol

stations, with a customer

BE. base as impressive as our
expertise in this field.
We also supply back-office solutions

such as PSMS and STATIONMASTER

plus a wide range of complementary : —m

peripheral items including bar code I
readers, portable data capture devices i -
and interfaces to many other forecourt e

products.
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Along with these products 1C1
EDACOM offer a full on-site service

capability, telephone support, project

management and training programmes

- representing, in fact, all your

forecourt needs. UNIVERSALLY
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