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August 2003    
          NEWSLETTER     XLIX Edition
Gasoline Retailers Association of Florida is a non-profit association representing Independent Gasoline Retailers, Convenience Stores, Gasoline Service Stations, Repair Shops, Tire Retailers, Truck Stops and Associates throughout Florida.  Our goal is to improve the interests of these independent businesses and the motoring public.  Cooperation with insurance companies provides benefits for our members.  These benefits include money-saving programs for group health, workers' compensation dividend program, casualty, property and gasoline tank liability insurance. Benefits also include financing to purchase your gasoline station property and much more. 
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[image: image16.wmf][image: image17.wmf][image: image18.emf][image: image19.emf][image: image20.emf]Any eligible businessman or woman, who joins, and participates in on-going programs, will find that his/her savings in overhead costs will more than justify the dues that each member pays.
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LIFELINE OF THE GASOLINE INDUSTRY
[image: image22.emf]THE INDEPENDENT GASOLINE DEALER

VISIT OUR WEB SITE FOR THE LATEST GASOLINE INDUSTRY INFORMATION AND BENEFITS

http://www.flagas.com
Disclaimer: Comments, articles, and data we provide are based on information we deem to be accurate and reliable. However we cannot guarantee, nor do we accept responsibility, for the accuracy of this information.

*JOIN THE GASOLINE RETAILERS ASSOCIATION of FLORIDA*

MANY MEMBER BENEFIT PROGRAMS

[image: image23.emf]COMMISSION AGENTS DO HAVE RIGHTS

Many years ago the oil companies with their attorneys designed a program to eliminate franchise dealers. The program name was Commission Agents, or whatever fancy name the oil companies called the program. The Petroleum Marketing Practices Act (PMPA) was passed to level the playing field and give the franchise dealer the right to protect his investment and sue for violating the law. 

The Commission Agent doesn’t have any protection under PMPA from an oil company or supplier and therefor doesn’t think he/she has any rights other than a notice of termination in their contract. The oil companies and suppliers don’t always tell their Franchise Dealers, Commission Agents or whatever fancy name they are called the truth about their rights under the state or federal laws. You need an attorney who is experienced in the gasoline industry.

The Gasoline Retailers Association of Florida has an association attorney with the experience to challenge the oil companies, (Luis Konski 305-260-1031).
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CITGO to offer private brand fuel and targeted advertising next year
TULSA, Okla. – CITGO Petroleum Corp. brass is focusing on two major initiatives for the upcoming year a private label gasoline for distributors and advertising that is more regional versus the national campaigns the Tulsa-based company has been using.

“Through listening to our customers, our distributors, and understanding the pressures they face, we’ve come to realize that what we really want to be is their total fuel supplier,” COO Jerry Thompson said.

“That means not only providing supply for their branded business but also any private brand they may have, or help them develop a secondary brand to make them more competitive with the hypermarkets,” he said.

This secondary brand will be just that, according to Thompson, a no-frills brand, with a low cost to re-image. To keep the cost down, the company will try to take advantage of all the investments marketers already have made, such as signage and pump topper materials.

And it is the non-traditional gasoline retailers that are clearly on the minds of CITGO marketers, according to Marty Sedlacek, CITGO general manager of light oils marketing.

“The retail marketplace is changing dramatically with the big box guys out there. That is clearly the biggest threat that’s in the business today. Over the years, the consuming public has become so sensitive to the price of gasoline – it has become such an emotional issue,” Sedlacek said.

The issue could become more emotional for CITGO distributors if the company begins supplying hypermarkets, which the company said it would consider. “This is a new retailer that’s in the business. Will we take a look at that? Of course we will. Does that mean we will do something? No, but you have to take a look at it,” Sedlacek said.

Thompson agreed that a relationship with a non-traditional fuel retailer is something CITGO would consider. “We have to look at the future of the market. In those areas where it makes economic sense for us and doesn’t conflict with an established distributor we may have in the area, we may sell to a hypermarket. I can never say ‘never’ if the right opportunity comes up,” he said.

“We know the competitive pressures. From a supply standpoint, long-term, my view is [hypermarkets are] going to be capped at about 15% of the market. If it makes sense for us to participate in a part of that, then yes, we are going to take a hard look at it. But we’re not going to cannibalize our existing channel of trade to move volume into the hypermarkets,” Thompson said.

In addition to the no-frill gasoline brand, CITGO is also working on a shift in its advertising strategy for 2004.

“Over the years we built national brand awareness of the CITGO brand in the motoring public’s eye. Now we need a more targeted approach to where we break it down to local and regional advertising,” Thompson said. 

                                         CHEVRON SELLING 

Chevron is selling 20 service stations to seven different jobbers, and they are going to continue to operate those as Chevron-branded service stations.  729 Chevron-branded service stations in the state of Georgia. Only 20 are company-owned and operated and those are the ones Chevron are selling. 

The company would not disclose the names of the jobbers at this time, he said.  Chevron denied the newspaper’s report that the company was closing a facility.

The move is part of a larger strategy, said Sander. Chevron is also selling eight service stations in the Orlando Flordia area, but maintaining the company-operated service stations in south Florida.

Stiff competition puts pressure on majors to sell company stores 


Major oil companies have found that they are better at producing oil than running retail gasoline and convenience store operations. Over a period of months, a number of oil giants have been unloading company-owned retail outlets. An independent gasoline retailer can operate a gasoline C/ Store station more efficiently than an oil company  former vice president of marketing from Shell Oil Company said.  

SHELL OIL CO. MSO’S

Shell Oil Co. is in the process of turning over 1,750 company-owned stores, including about 100 in Houston, to “multisite operators,” or MSOs. 

The six MSO clusters being created by Shell in Houston will not have salaried or contract workers employed by the company, which will retain responsibility only for the fuel operation. 

Abe Doumani, one of the first MSOs selected in Houston, believes the new arrangement will help his business run more smoothly. 

“It’s going to be a lot more efficient,” says Doumani, who started working for Shell 12 years ago as a night clerk and worked his way up to running seven company stores as a contractor. As an MSO, he is now taking over 21 stores in the Houston area. 

“You have more buying power when you control 20 stores,” says Doumani. While every Shell store individually dealt with numerous vendors in the past, Doumani says he now will buy from just one vendor in each product category for all of his stores, which he figures will enable him to get better prices. 

Retail gasoline margins, which once provided a solid double-digit return, are now in shaky single-digit territory. The MSOs will keep the profits they make on non-fuel sales, and will be paid $2,000 per location by Shell for maintaining the fuel island. Doumani says it will take awhile to know just how well it will work out, but he expects that both the MSOs and Shell will benefit. 

“There are certain things we do better at the macro-level, while other, more entrepreneurial things are done better at the site level,” says Barbara Stoyko, who is managing the MSO program for Shell Oil Products. The program is expected to save Shell $100 million even though the total number of stores involved is a small portion of Shell’s total retail network. 

“We’re carrying a lot of costs; there’s a lot of infrastructure involved” in the old format, says Stoyko. 

The shift is enabling Shell to shed a significant number of people, from on-site staff to various corporate functions. Stoyko wouldn’t give a number, but says they were part of the company-wide staff reductions announced last year. 

Doumani, who has more than 100 employees, says he and other MSOs are trying to keep their current workers, and he says there will be additional opportunities for new people to be hired. Shell retained an outside recruiting firm to screen MSO applicants. 

The two main qualifications they looked for, Stoyko says, were a solid background in retail and business ownership experience. So far, about half of approximately 100 MSO positions have been filled with 50 percent of those coming from Shell. 

Shell moved quickly to introduce the MSO concept after realizing, first in Europe and then in the United States, that hypermarkets were gobbling up market share from traditional convenience stores and gas stations. “Shell has seen worldwide that markets don’t return from this level of competitiveness,” Stoyko says. Retail gasoline margins, which once provided a solid double-digit return, are now in shaky single-digit territory. The decline is compounded by the low-profit or no-profit margins oil companies were getting from running the convenience stores. But the companies soon found that it was difficult to sell the businesses. 

“The problem for oil companies is that there isn’t much money out there. Nobody is buying,” says Tom Koza, publisher of Oil Price Information Service. However, a lot of sites have been sold to petroleum marketers like Cumberland Farms. And both Shell and BP expect to turn over 70 percent of their product volume to petroleum marketers to supply retail locations, industry sources say.

There isn’t any protection under the Petroleum Marketing P0ractices Act (PMPA) for Shell’s MSO program. Consult with a gasoline industry attorney for information about MSO’s.  

LEGISLATIVE UPDATE

While we are still trying to line up co-sponsors on the Wholesale Motor Fuel Fairness and Competition Restoration Act (H. R. 1039) and our PMPA Amendments (H. R. 949), it is no secret that it will be an uphill battle under the current administration. Not surprisingly, interest in these pieces of legislation waxes and wanes with price of gasoline.

The issue of Waste Oil Liability in Superfund Sites has been garnering a sympathetic hearing in many congressional offices, but will need a major effort to get beyond what appears to be an environmental roadblock. We are now working on several different approaches and may be calling on the states to get very pro-active in the near future.

Lastly, if any of you have been following the nationwide asbestos fiasco, you’ve been witnessing the voracious appetite of lawyers regarding asbestos liability. It now appears that they are one step from our own doors. In a major asbestos case in Ohio many auto parts stores have been named as defendants. Consequently, SSDA-AT has joined the Asbestos Reform Coalition to promote the passage of S. 1125, the Fairness in Asbestos Injury Resolution Act of 2003. We will be forwarding information as we receive it.

The Cost of Non Involvement

One of the worst possible assumptions you can make, assuming that you have interests in issues before the legislature, is that someone else is effectively representing your issues to legislators.  A close corollary to this is the assumption that it's all right for you to not get involved with the legislative process because those who have opposing views probably aren't involved either. Add either or both of these assumptions to a lack of understanding of how legislators make decisions and you have one good recipe for legislative disaster. 

Legislators understand involvement above most other concepts.  The people they see or hear from most often have the greatest impact; be one of them, and success may be yours; slack off and you're likely to fail. 

Legislators need and appreciate lobbyists for what they can do, but legislators and lobbyists know that lobbyists (as well as legislators!) have their limitations.  You cannot expect legislators to know all the facts on all the issues.  Even good lobbyists take a back seat to informed industry members when it comes to presenting convincing arguments to legislators, lawmakers simply must hear from the industry members the people in the trenches.  Those who have opinions on issues continually barrage legislators.  If your opponents are among them and you aren't, you lose. 

 High-Priced Full-Service Fills a Niche 
JULY 21, 2003 -- WASHINGTON -- The woman in the shiny black Mazda Miata sports car wheeled into the full-service line at the Langley Exxon station near Central Intelligence Agency headquarters the other day and ordered a fill-up of regular gas, despite the $2.60-per-gallon price. She was in a hurry and full service was what she wanted. Her bill was $22.10 for 8.5 gallons, but she was quickly on her way again and never had to get out of her car as an attendant filled her tank, washed the windshield and checked the tire pressure.
And why did she pay 80 cents more per gallon -- a total of $6.80 more -- than if she had pumped the gas herself? "Because I'm lazy and because I'm all dressed up," the Energy Department statistician, who otherwise declined to 

identify herself as she headed for home after work told The Washington Post. "Sometimes when I'm not dressed up, I'll pump it myself. But I'm willing to pay a little more. If I had a bigger car maybe I wouldn't, but this car doesn't take much gas."
The woman's purchase and Langley Exxon's full-service line are dwindling phenomena on the American retail front, something akin to dairies offering to deliver quarts of milk to your back porch or doctors making house calls. In the Washington area, only a tiny fraction of gas stations, perhaps 1 percent or fewer of the hundreds of stations in the region, still offer a full-service line.
"Full-serve is a dinosaur," said Josef Svetska, owner of McLean Mobil, who nonetheless continues to staff a full-serve line throughout the week. Svetska has 12 to 15 customers a day willing to pay $2.65 a gallon for regular gas, $1.06 more than self-serve for the same gas, substantially higher than the usual 30-to-40-cents-a-gallon markup for full-serve in the Washington area. Svetska's station sells about 200 gallons of full-serve gas a day, he said.
"It's mostly for people in a hurry, or on company credit cards, or embassy people," Svetska said of his full-serve customers. "It's wives of corporate officials. They're going to receptions. They're dressed up" and do not want to mess with a dirty gas pump handle.
"We don't hide" the price, he said. "It's right there on the pump. We offer it because the customers want it."
But Svetska said, his costs for staffing the full-serve line, including $10.50 an hour pay for full-serve attendants, time-and-a-half overtime pay and other benefits, are high enough so that his full-serve line yields the same 7-cents-a-gallon profit as his self-serve lines. 
Paul Fiore, director of government affairs for the 1,200-member Washington-Maryland-Delaware Service Station and Automotive Repair Association, said stations that offer full-serve are mostly in "the higher demographic economic group and they have customers willing to pay for it. They're well off, they can afford it," he said of the full-service gas patrons. "They like our service."


Raman Sethi, owner of the Langley Exxon, said he sells about 500 gallons of full-serve gas daily, out of a total of 

4,000. "There's a lot of rich people here that don't want to get out of their car." Moreover, he concluded, "It will not go away." 


CHEAP SERVICE IS NOT GOOD SERVICE, AND GOOD SERVICE IS NOT CHEAP

It means be a business person in every sense. Analyze and do cost factoring on every job you do. Know what your gross profit is, i.e. how much time your technician spends replacing a tail light bulb to doing a tune up, and everything in between.

These simple, basic rules can be applied to just about any business. Remember, KIS-Keep It Simple

Eat at Taco Bell, Get Gas Game offers chances for year’s worth of fuel

Gasoline is now used in give away promotion for restaurants.
IRVINE, Calif. -- In support of the new 42-oz. XL Cruiser Cup, Yum Brands’ Taco Bell has rolled out the “Drink Big, Win Gas” game at participating locations. It is offering a chance to win one of millions of prizes including a year’s supply of gasoline. U.S. residents can take advantage of the Drink Big, Win Gas game for a chance to win prizes ranging from a year’s supply of gasoline--awarded in the form of a $1,500 debit card--to free food.
The new XL Cruiser Cup provides two game pieces and the large drink has one game piece, with one in nine a winner. Hundreds can win free gasoline for a year, thousands can win gallons of free gasoline and millions can win Taco Bell food prizes. 

The Drink Big, Win Gas game ends August 21, 2003. No purchase is necessary for consumers to play the game. 

The 64,000-dollar question, why are countries fighting wars to control oil and then companies give gasoline away free?

Some day gasoline stations will give free food away to sell gasoline and food stores give free gasoline to sell food! 



Death of Common Sense

Today we mourn the passing of an old friend, by the name of Common Sense. Common Sense lived a long life but died recently in the United States. No one really knows how old he was, since his birth records were long ago lost in bureaucratic red tape. He selflessly devoted his life to service in schools, hospitals, homes, actories helping folks get jobs done without fanfare and foolishness. For decades, petty rules, silly laws, and frivolous lawsuits held no power

over Common Sense. He was credited with cultivating such valued lessons as to know when to come in out of the rain, why the early bird gets the worm,and that life isn't always fair.

Common Sense lived by simple, sound financial policies (don't spend more than you earn), reliable parenting strategies (the adults are in charge, not the kids), and it's okay to come in second. A veteran of the Industrial Revolution, the Great Depression, and the Technological Revolution, Common Sense survived cultural and educational trends including body piercing, whole language, and "new math." But his health declined when he became infected with the "If-it-only-helps- one-person-it's-worth-it" virus.

In recent decades his waning strength proved no match for the ravages of well intentioned but overbearing regulations. He watched in pain as good people became ruled by self-seeking lawyers. His health rapidly deteriorated when schools endlessly implemented zero tolerance policies.

Reports of a six-year-old boy charged with sexual harassment for kissing a classmate, a teen suspended for taking a swig of mouthwash after lunch, and a teacher fired for reprimanding an unruly student only worsened his condition.  It declined even further when schools had to get parental consent to administer aspirin to a student but could not inform the parent when a female student was pregnant or wanted an abortion.

Finally, Common Sense lost his will to live as the Ten Commandments became contraband, churches became businesses, criminals received better treatment than victims, and federal judges stuck their noses in everything from the

Boy Scouts to professional sports.

Finally, when people, too stupid to realize that a steaming cup of coffee was hot, were awarded a huge settlement, Common Sense threw in the towel.

As the end neared, Common Sense drifted in and out of logic but was kept informed of developments regarding questionable regulations such as those for low flow toilets, rocking chairs, and stepladders.

Common Sense was preceded in death by his parents, Truth and Trust; his wife, Discretion; his daughter, Responsibility; and his son, Reason.

He is survived by two stepbrothers: My Rights, and Ima Whiner. Not many attended his funeral because so few realized he was gone.

S. O. S.

Safehouse of Seminole

Domestic violence is a social issue, which crosses all boundaries and threatens the very fabric of our society. At Safehouse of Seminole, we are dedicated to breaking this cycle of violence through our shelter and community outreach programs. Our crisis line and shelter programs provide victims and their children with the resources they need to begin healing from past and preparing for their future. Believing that education and awareness are vital tools for change, we provide educational programs in Seminole County Schools and other community organizations. 24-Hour Crisis Line 407-330-6933. 

Safehouse of Seminole needs your donations

Your contribution to Safehouse may be tax deductible on your annual tax return, as  

Safehouse is an organization of the type described in section 509(a)(1) and 170(b)(A)(vi) under the Internal Revenue Code.  Our registration number is SC-05086.

Safehouse is looking for someone to donate a van so that the women and children can meet their daily needs, including trips to the doctor’s office, seeking employment opportunities, and getting re-established in the community. If you have a van to donate, please contact Jeanne Gold, Executive Director, at 407-302-5220.
Please make checks payable to and mail to

Safehouse of Seminole P.O.Box 2921, Sanford, FL, 32772


$10_____ $15_____     Name__________________________________Telephone______________________________

$20_____ $50_____
Address______________________________________________________________________

$100____ other_____  City, State, Zip_________________________________________________________________

Meadowbrook Insurance Group Workers’ Compensation dividend program

The Gasoline Retailers Association of Florida proudly sponsors Meadowbrook Insurance Group as its source for workers’ compensation insurance dividend program.

Meadowbrook Insurance Group Workers’ Compensation dividend program is available to the Gasoline Retailers Association of Florida membership.  Although dividends can’t be guaranteed, participating Gasoline Retailers Association of Florida members have received dividends on paid premiums for four of five years!

For more Information contact:

Carl Schmachtenberger   800-993-7840.

INSURANCE RECOMMENDATIONS

· Liability: At least six weeks before your policy expires, seek out competitive quotes from at least one additional agent/company.  You will need to know your current policy coverage and terms to get competitive information. Gasoline Retailers Association of Florida’s/Insurance Office of America’s money saving programs with a complete insurance package to meet your business responsibility. 

· Contact Glen Esbjorn from the Insurance Office of America for your insurance needs @ (800) 242-6899  (407) 788-3000 or Pat Moricca @ (407) 774-9700 

· For Group Health Insurance: 
Contact Dan Ricker @ 1-888-269-6019 x 2520 for information.

GASOLINE RETAILERS ASSOCIATION of FLORIDA

WELCOMES ALL NEW MEMBERS

MEMBERSHIP DOES NOT COST, IT PAYS

SUPPORT ASSOCIATE MEMBERS WHO SUPPORT OUR ASSOCIATION

**CLASSIFIED**
Grogan Realty Co. 
Specializing in Gasoline stations & Commercial property 
Financing available 
(904) 737-3493 Fax (904) 731-0025

Insurance Office of America 
150 Westmonte Drive 
Altamonte Springs, FL 32716-7933 
Underground Storage Tank Insurance 
Group Health, Property & Casualty Liability 
Contact: Glen Esbjorn (800) 243-6899 

Meadowbrook Insurance Group (formerly Dodson)  

Workers’ Comp. Dividend Program 

(paid dividends 4 of 5 years) 
Contact Carl Schmachtenberger  

(800) 993-7840 (941) 627-6644 
 

MAI Appraisal
Steven L. Marshall MAI, SRA  

Clayton, Roper & Marshall, Inc.              

246 N. Westmonte Drive

Altamonte Springs, FL  32714   

(407)-772-2200 x 314

Chokshi Accounting & Tax Services, Inc.

201 Park Place

Suite #300

Altamonte Springs, FL 32701

(407)-332-8311

GASOLINE SUPPIERS 

Hamid Ghannad

United Oil Co. Inc.

5012 E. Broadway

Tampa, FL  33619

(813) 241-4610

Bill McKnight

Automated Petroleum & Energy Co.

P.O. Box 1110

Brandon, FL  33509

(813) 681-4279

Tim Loggins

Lewis & Raulerson, Inc.

P.O. Box 59

Waycross, Georgia 32502 

(912)-283-5951

Florida contact  Art McKee

352-408-4710

EXXON CLASS ACTION SUIT UPDATE

On June 11, 2003, the Eleventh Circuit Court of Appeals affirmed the trial court’s February 2001 jury verdict. On July 2, 2003, Exxon filed a petition for rehearing,* and it is anticipated that the court will rule on this petition in the next 2-4 months. Assuming that the court does not decide to reconsider the case, and that Exxon does not appeal further, all dealers who have proper claims will be entitled to recover. If all class members file claims, the total amount of the recovery will exceed $1.2 billion. 

The claims administration process is under way, and all people eligible to submit claims should do so. Claim forms were mailed to the last known addresses of class members beginning on February 17, 2003. You should contact the claims administrator at 888-769-7759 if you have not received your claim form. 
The trial judge has ruled that all claims must be postmarked by August 29, 2004. Unless the judge later chooses to extend this date, any claims postmarked after August 29, 2004 will not be valid..

The dealers also filed a petition for rehearing, asking the court to reconsider its failure to overturn the trial court's ruling on certain post-trial procedural matters. These issues do not affect the right of the dealers to recover, but do impact whether Exxon will have a role in the claims process, and whether Exxon will be able to retain money that is not claimed by dealers.
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