CHAPTRR IV

THES ?mt;'zfo:;‘;}:f: OF A COMPANY - mzam'[‘m‘:x;mom ‘?ROGRAMME

an of the most compellin: rnﬂsons fbr s

i considerinr a prorramme of ceﬁpany-ﬁealer relatians, -
k‘ is that thr marketinp function 1n the oil industry |

' is more important than ever befers. Circuaqtances
nﬁw put new emnhaqis on g'1'~mf.zim" and aore proritable
s&les of products and s¢rvicea. Before when comn@titien e
was not as keen as it is ta—day, autlet attendants |

- often forgot ahout the importance of service,

’These same circumétahées meén‘that £55 'r
cowpany mst project a favourable imara of itself
to the customer and to the public at lar*e, in the‘”
faca of conpet*tion. The uuhlic s iwpression of |
the comnary and the industry as it is pained throush
retail outlets has, of course, alwa#s becniaportant;~
The industry has very special opportunities to reach
the public through the dealers. These speeial
oppdrtﬁﬁitiés‘caf come in the form of their daily
trade transactiens with the companv and the pnblic
,which ia“aetually the tarpet market of the Esso A

;werfani _tiaa.4‘To~ﬁay theae epnortunities affar

i ’  themae1ves uﬁth added siznificance &nd with a premise ‘

“for g@»ﬂ results enualling, or exceeéinz, ether



'L' j_andche public¢ See isso,

o owomnmu m th- emany-dea lermlatiaas fieud.

Thiq 1q ao because tho dealer represonts ag;, AR

| ﬁore important public relationsle faetor thar aver
before. He is ar op: rator entruqtod along with

":all hi% fellﬁw de&leru, with hundrpds of ailliaus af; 
 _ dellnrs of the ccmpany's capitalfasaats.: He'is'fffw**
the ultimate ta«tinv eround for marchanﬁiwinp,
‘nccanﬁtinv and new service prevrammes.; In addition,
the dealer ta-dsy in one of the conpany's most
eritical links with the public, a ﬂan to whem custcmers
and friends look for informaticn abnut enrporate ' |
polyciesrand actians,faa weli as for ouslity petroleum;
ﬁroduCts ard services. This interest of the:public |
in the dezler for such information is heightened

by the company's increasinge marketinv outlets and its
,‘detarmination to secure a larger prrt of the retail

petroleun bl%iP088¢

The dealer has a unique function of brajecting

the imare of the compary tn the public. Public relrtions

10

“Publie relations - thase ﬂainly deal
with the puhlie, ‘the tareet market. Public relatiens
cover & much- wider base than company = dealer ~
’relations.; They deal mainly with the motarin?
public who are users of gasoline, greases, diesel
- and the like. In' public ralations ‘three parties
are involved = the: company, Lhe network of dealera

‘Esso D _Public
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;¢ 533 the carparate leval jq. pr caurse, extremcly

“*%ffﬂinportﬁnt. Oftsn uhat thv aempaﬁy does at this level

”can Fain iapact if it is aiso tran«nirted throurh

12
the dcaler at thv community level.

aarkin* with dﬁﬂlprq in the nrea 0f publie

relazionq iwpruveq a*her 0ealer - snﬂﬁar; relﬁtiar4hin.r" 

klAa the dealnr bﬂ~ir~ e underqtanﬁ thq* the company

1% makinr a ?enuine ﬂffort Lﬂ i“ﬁ“ﬁ?ﬂ his COﬂﬂunity

~r~pssitien, he 1ook§ waﬂw hin otter tie* hﬁtb ths

‘;co~ﬁary in a new li"ﬁt, He hﬁeOﬂe@ wore co»ep “etive
"with his dealer saleqﬁnn, has a hpttor insivht 1nto
the deliv«ry, nrice, supﬂ~y, coat, aecanntinw avrvice
'and~other features of hias bnsiness‘in which the

company plaYs a chief pert.

This improved relationship can help smooth
the pathway between the corpany, the ﬁealer, and
the tarret conquﬂer anﬁ is of prost Cnﬂpetitive
imnortance to qqo. Lifferent methods are applied
tnward% ‘Hie rozl' dealrr convnntiora, station

cleanlinpss vonteqts, dealnroof-themyear contnqt;

" = - - ared irss > S - " s s W
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Pnblic relatione at corpcrqte level - thpse |
nccur betwepn thn companV‘neraonnel and its retailsrs.

" 12 FL

Cowmnity Level < this 15 the lowest level. |

kVHere thn final consumers who form the motorines public
~ come directly into contact with th: ‘conpany personrel,
~”j;Thiq rantact can b@ a rsﬁult of deelers‘ actiane tao.




,  if}and &he like are uudertaken by ms§o uastern btandard ;g,ﬁfgwiﬁl'
| halaya Led, a8 o

Better company-dealer uﬁdeféianaiﬁg can
imbr0ve understandin~ about pétrdlaué p#ieinf. Dealers
 ,rare1y une arstrné *hw company 8 pricin~ policies-"
nor do they fully nnderqtand how and uhy they shauld
%et thsir own retail nriceq. Often around rhiﬁ'

, quvqtion is a eloud of suspicion and cynicisa which

sheuld not,ard need not exist,

(on fidence ir the cnmﬁanv q mof!veq vhieh ,
comesa frnm tha COMﬁany'° irterast in h@lnin" dealrrq
nractiqe rood nuhlic relrtionv can praﬁually lead
to an open and uncomplicated understandin:‘of price
fiiinwyand it can alsokbring about a condition where
realistic and informed recoenition of economic
causes and effects results in mutual benefits. The
understardiineg which comes from such a‘relatidns
proeramme, can bring ampls'bengfits iﬁ‘daaler'S‘
appreciatien of the economic facts which influence

their business operatians.

khen there iw‘i wcod comﬁanyndsaler relationshin,

thﬂ dsalerq can help fnqtnr a nrowramne af better

 ; public relations. Better public relationa thran?h

 A dﬁﬁ1prq 1naﬁs to a more 9ffective merchanﬁisinﬁ -

”network of dealerg. Th@ practice af publ:c relstiana




‘ by dealer% is in no sen&e 1ntynded to replace the
 relat1onq b@twenn the comnany and itq dealer
oerrsanisation. Its aim is to etren”then those relatlons.
1lhe network of ﬁealqu set un for nublic rnlations
nurnaoea hza nroven to be‘"n @nﬂr#ntiv anﬁ enthUQiasticr f
~morchordicins ﬁrraniaptjon,‘ when qud xith that ‘ |

77@nd in mind.;

7 : uew ideas flow to and frem the company.l The
",exiqtence of a net—wnrk of dealers, 1netitnted for

the practlce of public relations by dealers, has .
‘nlso resuxbfa in a very effective medium for the
transeission of pood ideas. Thus dealers now have
found helpful in their individual Sefvice~centres.

The companyitoo has'a ready-made transmission'éystem,
kthrouyh which it can nuickly pars alons ideas of

intrreut to dealers.

leedless to say, this structure of rutual
communication has led to growini strength in all |
cbmpany~dnaler rélations. Of equal note, it has
gi?en‘thc dealers a cdesired ana‘h@lpful outlet for
,theirxthcughts, propos&ls, hopes and feelings —ﬂail

~ very hunan characteristics which mizht otherwise

o ' See Bs se, ag Dea er. Public helations
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_ sesk outlet throuth destructive cornlaints made to

‘outside persons or organisations.




