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Past marketins exprrience and research
indicate thrt in every retail market customer loyalty
is ﬁtrbngﬁr to the\aarviee station than to the brand.
This phenomenon was evidenced by the recent change-
over from stanvac brands to £sso brands in many areas
with virtually nc loss of business and, in fact, in
some areas more customers had been pained.” While
brand recognition, acceptance and image are extremely
important and the advertisirg that suppofts the brand
makes & real contribution to Esso's suecess, there
are other very important factors in retail marketing,
namely, the service station and the deszler which
play @ very important part in %hs success of retail

parketing.

A service stetion in reslity is the packare
whisli atiracts the cuatomers anc the dealer is the
one who sells the products and keeps the customers
cominy back., It is the company's poliecy to invest

in an assured ocutlet in strateric locetions in the
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Personal interview with the Retail Investmert
Adviser., |




 rétai1 market. - at which the exclusive sale of the
company's motor fuels 1; assnred,threagh ownership.
of,land or building during thq offgctive:dnratiea of
the eeﬁtract regardless of eoapétitife'prnctieisﬁ

Tho investment in the strategic locations will ensure
the conpany that such outlets which are capnbls

af‘high 5alea volunes will cover and drav bgeiness |
from a wide aarketing area, This is because one high-
volume outlet is usually much more profitable to f

the campaay ‘than a nunber of smallsravelaﬁe sutlets

coverinv abeut the same markating area.

It is the company's policy thet where
the alternative exists, a careful economic study
should be made to detorﬁine the advantages of owiing
versus leasing service station land. In order to
ha#e 8 continuing assurance and control of assured
retail outlets, and successful execution of the
retail marketing function, purchasing of land is preferrﬂd
to leasing of land for development into retail autlets,‘
except in those cases where the cost of purchasing
is uneconomical as comptrod to leasing, or if political
conditiana make the future uncertain and risky for
such a caurse of action, 1If leaaing is necessary, |
the autherity eoneerned would then atteapt to negotiate
a base 19&3& plus ronewal eptions that will permit
time for the company to raeover ita nsapttal invaatment»



It is the company'a~rptailkpolicy,that
company-owned service statiehs;b@ developed to take
into consideration future growth poteatialkin«the,
area where the present sdope of retailing ia'sﬁﬂli,
but vhere futur§ gr6wth c¢an be expected, The land
plot should be of sufficient size to allow fer,fatgfg"
expansion when such an action is justifiable. |

Also closely connected with the campany*s |
retail poliey is the representative or stratesie existing
serv1ce statinns which are undsr ahart-turm contract
or with a limited tenure af leasehold. Such outlets
will be assured by means ef purchaeing, may it ‘be land
or building or both when posaible and economically
attractive to do so, or by the execution of new

contracts or leases.

To be in accordunce with the rolicy of retail

marketing, all retail outlets should be representative
" of the company and maintain their position as the leader

in petroleum narketing. This means rieid standards of
paintinr, maiﬁtenanCe abd cleanliues§.  The company
wishes to maintain a contirnuous programme for
upgrading its retail outlets in terms of appearance,
‘facilities and servica, and to gradually eliminate
company or dealerwbuilt eutlets of a marginal nature

that eaane% ﬁﬁﬁ% tha aeﬁpany's standards in terms
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of phyaieal facilities and profit potent1a1.9
In this regard, it is proper to mention some of the
areas which the coapeny constantly pays careful
attention to: -

) Y R;:i;,ifﬂ\"'

In the development of the sorﬁiee statien

design, the ‘customer as vwell as the éaaler are
conaidereé.‘ While 1t is necessary for th@ dealar and
his servicemen to. havc adequate and eonvenient space
in which to work, it iakeounlly 1apartaat;that,ther

' s;rviee station bﬁildiné and drivoﬁay layent can
 attract customers thraugh distinetive design and goad
acceaaibility (sse {llustration 3).

2..;____Aes=.§.§.m1_lm o
By accessibility is meant that a retail outlet

should have the qu§1ity of beingz easy to get to, or to
approacﬁ, or the characteristics that éffard easier

’_ entrance and exit. Related to a service station's
business, accessibility 1s:tho customgrs?‘zataway.

The easier it is for the motorist to turn out of a traffic
lane and pull up to a pu-p island, the more likely he

is to trade at the station recularly. Therefore, a

9.

: It is worthy of mention here that all
outlats built since 1959 have remained in operation
‘due apparently to the soundness of tha company 8
retail investment planning.
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service station at a good location with a good layout
will greatly enhance the success of the station,

(see illustration 4).

The size and shapé of the service station
lot, and the direction of traffic flow also contribute
to station accessibility. In determining whether a
station ﬁéalgeed accéaéibiiity;'several important &
factors have to be considered:

1} Inviting apprﬁa¢hes (ineress and egféss.)

11) Clear and wide driveway.
1i1) Good leeatiaa qf’puaps.
iv)  Good location of other service area,
e.f. the luﬁgtory of automobile
servicing.

They'ére necasaax??in order to assure a
customer a sense of fréedan in moving about the station
as he drives in for gasoline or servicing, or as he
leaves after being aerved; The aprearance of easy
aprroach and easy manoeuvering, 6nee he is in the
station, accentuates good accessibility. However;
there should be no extravagant nsekof spagce in an attempt

to achieve accessibility.

3, Visibility (See illustration 5)
It means the state or degree of a retail

outlet being seen. Good visibility means that a driver

of a moving automobile, locking for a place at which
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stop for zasolime or service, must know at &
lance that: |
| i) he is approaching a2 service station;
i1)  the station carries the brand of
pasoline he p?efers;
114) all, or most of the major automotive
services are available§ and
1v) the station is open, and fast service

is avajlable on the driveway,

To achieve good visibility for a service

- station, one must be concerned with whétrthe motorist

rean see quickly, and how much he can Se told at a

i glance about the products and services that are avﬁilnﬁlc.

f Factors contributing to good visibility are:

3 i) The identification sign, the Esso oval,
which should be placed at the right
place 80 as to achieve maximm visibility.
A visibility distarce of about 200 feet

is considered averare.

llluatratian 6: The Standard Esso Indentification sign.
11) Tha ‘building - its location; distinetive
design and colour achemn of red, white
| and blna. RIS

111) The pumps ~ the leeation of pump. islands
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and their illumination. |

iv) The types and 1oeatiohs of displays of
Esso preducts.

v) Personnél in uniform-- they should be
visible and active on the ériisway;

vi) The lighting of the ingress and erfress
(i.é. the entrance and exit), |

driveway and building,

The Seryice Station Dealer
After the facilities, the next important

“element in retail marketing is the dealer of a service
~station and his statf, It is to be noted that in the
"pretail marketing of petroledum products, the keen
¢5;“eompetition among the oil cumpanies takes mainly the I
<f1 form of quality of service that a service station can

- provide. If the service provided by a service station
dealer and his staff is not as satisfactory as what a
customer can obtain elsewhere, & preat deal of business
will be lost. On the other hand, if the service provided

P

by them is'yggyaxa&h&ﬁ“fﬁifgg? other competitive outlets,
»th@’?@gz;;uwill be high for both the dealer and the . -
company. To ensure high quality of service at an
outlet, dealer selection and retail training of the
dealera andihia'ataff afe impartant,‘ The basic
"'qnalifiqat;ons £0r daaler selectiokkarekindustry;
trustworthiness arrdealer'and‘sound finéncial backing

and thepriaary responaibility for dealer selection and




aler retail training rests with the area manager and

lesmen.,

The’eamnany has taken a positive and
realistic approach towards the assurance of high
q&ﬁlity »f service as requihed of the dealers, A
:Tfaining and Experimental Service Stationlo is
1stah1ished to provide retail training for the dealers.
f”he training prosramme consists not only of initial
‘traininz for those who have just bsen selected, but
‘also of refreshing training course for dealers who are
lready in the petroleum business. The training |
fprogramﬁgria usually very comprehensive and includes
v{éoursea geared to good salesmanship, invertory cortrol
w*nud record keeping, customer record, ard even the
‘ﬁ;technique of how to hold customers as well as how to
rersain the loat customers. There are also other

f activities which aim at meintaining a high standard of
(T‘parformance by the dealers. One such activity is the
"Dealer of the Year" coﬁpetitian with a very attractive
prize of a free trin to Hons Kong or Banrkok for a

duration of two weeks with all expcnses paid by the

—

10

This is a service station which provides
retail trairing facilities, besides the;usuai’retail
facilities such as salesroom, pump islands and
lubritories. The Training and Experimental Station
48 presently located at Jalan Selangor in Petaling
“Jaya., See illustration 2. | |



ca-punygl Others are like the "Winners' Circle"
eentestiz and the "Tirer Scooter Contest™, These
are definitely great incentives for the dealers
to maintain a high stancard of performarce and to
a@ia at successful retail business.

| | It can ba cenaralised that wnrkine dealers
grefusually better than absentse denlors. To encourare
‘aarking déslers, the company also considers the extension
of 1éans v tnen for purposes of developins their stations
into very hirhly como-titive ones. For example, the
competition may be 8o keen that the demaler may
want to find other financial rescurces to finance hias

erecit sales, or to counter act on the cash discoumts

11

\ The priges for the 1964 and 1965 "Dealer-
of=th:: Year" competitions were a free trip to Banrkol
and lionm Konr respectively. The prozramme itself was
80 wall-received that, accordins to the Mavketine
Cirector on the eveninit of the celebration dinrer for
the 1065 competition more ambitious rewnrds would be
contemrlated,
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The "winner Circle" 18 a "liealer Impact
Progra:meTcontest with tha followins: o' jeetives:
B 1) To have the dealer's retail outlet ¢l.au.
2) To make sure thot the dealer rives
gfficient nnd friendly fasso Cervice.
3) To increase dealer's sales and profits

| To coraider dealer as a_potential candicdete
) §3r°§§§ gfealer»of—the-Ygar competition,

Source: 1

e ; Loaler: Vol. 1V, o, 7 -
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fiven by other competitive outlets for cash mirchases,

ﬁawaver, there is a limit to this kind of financial

assistance anc the loan j= usuallv =ecured by collaterals,

Far'example,the company will take & first rortrasce

on the lanc, if it ig dealer-owned, anc the faeilities
in the station. ‘he loan renerally does not exceed
2/3 of the appraised value of the desler's property.
In addition, a charre for interest commensurate with

the market rate i made,

In connection with the selection of eff'icient
dealers, the company also enviaaroe a nrocrarmne
kealled "Fanarer “lan". wnternrising persons sre
recruited, piven trainine, and eventvally allowed
& service station to onperate, The dealers may even
be {inanced by the company if such an action is
Justifiable. '‘his will invariably assure the eomnany
of @ number of successiul retail outletc operated hy

successful dealers.

The ~.ctail Salesmen
lietail Calesmen are essirned to the marketing
13

districte”” and are exclusively devoted to retail

13

A morketing diatrict may be defined as an area
which is so demercated that tth?Pﬁ?Oﬂﬁibilitiﬁsdof a
tail | » both in terms of sales volume ar
iﬁ;ﬁ%&1§§%§8§§nretail outlets under his cherye can be
effectively executed. Ior example, a retai% salesman may
be in charse of Ipoh Municipality ard ‘est Ferak which
torether form a marketinz district.
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outlet sales development. They have no responsibilities

in other classes of business activities such as sales
to industrial consumers or direct consumers who buy

in bulk from the company, but not for the purpose of
resellinz to the icdividual final conrumers. These
latter responsibilities are those sof the Induetrial
Salesmen. Within a metropolitan area and its environs
with no unusual traffic problem, a retail salesman

is expected to be able to take charpe of 20-25

retail outlets, althourh there is no hard and fast

rule as to how many rectail outlets & retail

salesman should be responsible,

The company looks upon the retail sales-
men as the company's representatives to the dealers
in the capacities of business advisers and experts
in all phases of retail marketing. A retail salesman
is also responsible for determinine the extent and
need for the company's reteil coverare in his area,
and, with the district manacer, for laying out a lonr
ranre retajil distribution plan in his area. He is als~
exp~ctad to keep an up-to-date record of retail
outlets in his area. Such records comprise retail
outlets' monthly sales volumes, the retall outlets
physical conditions so as to ensure that they are alwayvs
highly competitive with rival outlets, and reports

on the need for modernizing or improving retail outlets.
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28340638, Lhe retall =alesman ig expected to keep a
record of the sales volumes of rival retail outlets
of other oil companies}h Informetion about rival
nutlets' sales performance as well &8s Esso’é own
retail outlets is contained in a record called
Planred Distribution Survey (F.Dh.0.). Further,

a8 rotall salesman is expected to be able to make
proposals of new retail outlets which are capable
of future develon:ent, as this is consisternt with
the comnany's retail marketing objective of wide

ard effective coverare of the market.,

Cost Control

vithin the overall retail marketing
~hilosorhy, concepts and sbiectives, it is also the
comsany's policy to minimise costs involved in
conductings its retail sale business, In this
raesnect, the following aress require snecial
attention:

1. indeavour to incornorate ecornomyv in
gervice station construction. iHowaver,
this resnonsibility is within the
functional area of thes Cost and

Operation Department. In a market

14 ‘ ) .
The writer regrets as to how comvetitors

outlet sales figures are obtained. Perhaps this is done

through business intellicenca service.
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Besides, the retail salesman‘is expected to keep a

record of the sales volumes of rival retail outlets
of other oil <:<zn"rq:~a1rx:ieesj.“+ Informetion about rival
nutlets' sales performance #s well as Lsso's own
retail nutlets is contained in a reeord called
Planred Distribution Survey (i¥.l.5.). Further,

@ rota’l salesman ir expected to be able to make
proposals of new retail outlets which are capable
of future developnnent, as this is consistert with
the comnany's retail marketing objective of wide

ard effective coverage of the market,

Cost Control

within the overall retail marketing
~hilosonhy, concents and »hiectives, it is also the
cormany's policy to minimise costs involved in
conductins its retail sale business, 1In this

resnect, the following arcsés require snecial
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attention:

1, sndeavour to incornorate ecoromy in
service station construction. However,
this resnonsibility is within the
functional area of ths Gost and

Operation Department. In a market

1 ; .

The writer regrets as to how comnetitors!
outlet sales figures are obtained. Perhaps this dis done
through business intellicence service.




where aales‘ﬁatential is rglatively
small, unecessary invectments in a
service:station should be avoided.

 For§xample, extra lubritories yhicﬁ

may become under-utilized should be

- avoided. | | o

' :,3;,1 2, Ligit hgw pump installations, costly

equipment such ns car hoists to Iécatiohs
where expected sales volume or quantity
of automobile servieing will justify
then,

‘ L. Lo
3. [Endeavour to find.less-costly means to

-‘w,..#~*“ “'hiigg;g;”;nd repair existing retail
outlet facilities and equipment.
b Encourage greater utilization of
- existing delivery eauioment suéh as
night deliveries or full tank truck
deliveries by offering economically

feasible incentives if necessary.

Comnetitive Pogition |
| Existing'compefition and new competition are
becoming incraasingly intensive nowadays. They can
také the,forﬁ,af imprbved quantity of nroducts, lower
prices,'better facilities and service, extended
credit,yéagh,diacq&nts,or a combination of these

factcrsg;fTﬁekccmpany,must take or maintain a completely

kcam#etitiv6 ?asturg'at all times. This’iﬂplieskthat



it xill not only meet competitive action but tako the
offensive to meet 1ts retail marketing objectives,

¥hen new competitors enter a market the
“wmrket shara of thn companv is certainly exnneted
 tc be radueed thre&ph voiine dilution. Ia such a
'caae, the cbjeativs is that the company should lasa <

as littls as possible by msans of intensifying its
retailing activities.




