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CHAPTER I 

j INTRODUCTION 

I . . . . . 

I This study of the selling and servicing techniques practiced by 

; forty-three Gulf service station dealers and their salesmen was entered 

[ into in an effort to determine how well their practices measure up to 

those practices suggested and recommended by four of the major petroleum 

I marketing companies. The desires and expectations of the motoring pub-
i • I 

lie were also considered in evaluating the selling and servicing tech-

I niques of these dealers. 

There have been no previous studies on this particular aspect of 

service station activity that the writer has been able to discover. A 

survey by the Coca Cola Company in 1952 revealed inqportant attitudes of 

i the motorist toward the service station and his judgement of the rela

tive importance of the various services rendered by the dealer. The 

services expected by the motorists of the service station dealers were ' 

I important items of this survey. Some material has been compiled by the 

Petroleum Chemical Division of E, I. Dupont De Nemours and Coaqpany con-
2 

corning certain services motorists expect at service stations. A study 
I3 

was made in 1951 by Robert Marvin Castle in the area of gasoline prices. 

^Buying Patterns of 15^597 Service Station CustemersT Coca Cola 
Company. Hereafter cited as Coca Cola, Buying Patterns, 

^hfi Service Station and the Motorist. Report »6. E. I. Dupont De 
Nemours and Co. Inc., Petroleum Chemicals Division, Wilmington, Del., 
Feb. 1954. Hereafter cited Dupont, Tha Service Station. 

Robert Marvin Castle, A Cofflparatlve Study Qf Standard and Inde
pendent Rfitail GasolinP Service Stations in Five Cities, (unpublished) 
Hastor *s Thesis, Technological Colleger Lubbock, Texas, 1951, 



However, this study did not involve the evaluation of the selling and 

servicing techniques of the operators. 

A study of the selling and servicing techniques of dealers and 

service salesmen is justified by its importance to all personnel en

gaged in the service station business and to the motoring public. As 

the total number of automobiles on the highways steadily increases the 

relationships between the service station dealer and the motoring pub

lic become closer and more eoiq>licated. The sales and service tech

niques of the dealers become more important and more difficult as 

automatic transmissions, air conditioning, power steering and brakes, 

torsion bar and ball joint suspension, tubless tires, and other eony>li-

eated parts and accessories are introduced on late model cars. Compe

tition has been increased by the entrance of many gasoline and oil 

wholesalers directly into the retail markets. It has become necessary 

for the dealers to improve their sales techniques and to train their 

service personnel in the latest and most efficient service practices if 

they expect to sell in conq)etltion with their own wholesalers and to 

stay in business in a highly competitive and dynamic market. 

There were 10,%9 business failures in the United States in 1955 

with average liabilities of $40,968.00 which resulted in tremendous 
4 

losses to creditors and to society. Service stations accounted for 
5 

189 of these business failures with a total liability of $2,673,000. 

These 109 service station failures are only those which were recorded 

^Statistical Abstract of thft nniteri Stategt 1956, p. 501. 
Dunn and Bradstreet. Inc. , Dunn's Sta t is t ica l Review. Feb. 1^6 

VoI.~2D, p. TST 



in bankruptcy courts. Many times this number of service station dealers 

reached the breaking point and closed up or sold out before court action 

was initiated. These business failures are costly for creditors and for 

business in general because they weaken confidence in this type of busi

ness. There are probably many factors which may contribute to such a 

high percentage of failures in the service station business. One factor 

may be the eonqpetltlon resulting from entrance of petroleum producers, 

refiners, consignees and Jobbers into the retail market;Lfor the sale of 

gasoline, butane, diesel fuel, motor oils, greases, tires, batteries and 

accessories. Another reason for so many business failures involving 

service stations may be the selling and servicing teehniqaes employed 

by the station dealers and service salesmen. ' The primary objective of 

this study is to investigate the selling and servicing techniques prac

ticed by Gulf dealers in the West Texas area and to determine to what 

extent they follow the techniques recommended by petroleum marketing 

C0Bq>anles. The results may lead to some logical conclusions concerning 

the effect these techniques may have upon service station failures. 

A check list of selling and servicing techniques recommended by 

various marketing companies was prepared and used to evaluate the tech

niques practiced by 43 service stations in ten West Texas counties. The 

practices were observed on the driveway and in the lubrication depart

ment. Evaluations of these observations were made to determine the I 

extent to which the recommended techniques were practiced by the dealers 

The techniques recommended by Gulf Oil Corporation, Humble Oil and 

Refining Company, Continental Oil Company and Phillips Petroleum 

Company were to develc^the«heok-list«^f«r-these^ evaluations. 



The company service manuals" selected are in close agreement on all majoif 

points of recomn»nded operation. Differences are largely in sequence { 

and methods of performing certain selling and servicing practices, but 

the services recoimnended are generally the same. The 43 Gulf service 

stations included in the study are located in counties Crosby, Garza, 

Lynn, Terry, Hockley, Cochran, Laadb, Hale, Floyd and Lubbock, The study 

was made in these counties because they are all adjacent and comprise 

the southern half of the Lubbock Sales District of Gulf Oil Corporation^ 

The observations for the study were made between April 17th, 1956, 

and May 29th, 1956, A ''yes" or **ne'* was entered on the check list to 

indicate whether the dealer or attendant did or did not perform the 

recommended practice for the customer in each case. No attempt was made 

I to evaluate quality of performance because only a brief question, ges-

ture, or operation was required of the attendant in most cases to ac-

coiq)lish the practice. 

Check lists were developed for use in evaluating driveway sell

ing techniques, lubrication department service techniques and general 

appearance of the service station facilities. These three areas of 

service station activity were included because they comprise practically 

the entire area in which the individual dealer has opportunities to in-
I 

fluenee the motorists concerning the efficiency of the dealer and his 

salesmen. The driveway selling check list included 32 items of service, 

the lubrication department check list included 25 items, and the check 

ilist for evaluating the appearance and maintenance of the station facil-

lities included 24 items. These 81 items included in the three check 

lists covered every, recommended major technique for the^dealersta«se in 



properly servicing the equipment of the motoring public. Four columns 

on each check list were provided for recording the observations of four 

separate ears as the techniques were performed by the dealers and their 

attendants. 

A method of weighting was used to give certain it^as on the check 

lists more value than others. In assigning weights or values to certain 

litems, information given in a survey by E. I. Dupont De Nemours and com-

ipany were used.^ The Dupont survey fdund that 90% of the motorist con-

Isidered the checking of the crankcase motor oil level one of the most 

I important services provided by the service station dealers. Eighty | 

percent of the motorists considered cleaning of the windshield one of 

the iiiq)ortant free services, 60% considered the checking of the radiator 

water level important, 50% considered the checking of the tire air 

pressure important, and 20% considered checking of the battery water 
7 

llevel one of the most important services. One point for each ten 

jpercent of these percentages of the Dupont survey was assigned as 

Iweighting for items included in the check lists. For example, 90% of 

Ithe motorists of the Dupont survey indicated that checking the motor 

joll was an iiiq)ortant service. This service was assigned a value of 
i 

nine points, one point for each ten percent. In the Dupont survey it 

Was found that 60% of the nratorists indicated that checking the radiator 
p 

Water level was an inqiortant free service offered by most stations. 

nDupont, The Service Station^ p, 4, 

^itid., p. 5. 

Ibid.f p. 6. 



This practTce iiras asslped a value of six^pitatsi Twenty pBrcenruf the 

motorists considered the checking of the battery water level Itaportant, 

therefore two points of value were assigned to item ^26 which covers 

this practice. One point of value was assigned to each of the other 

items of the driveway selling check list and to those of the lubrication 

department servicing, and maintenance and appearance of the station 

facilities. The combined check lists on driveway selling, lubrication 

jleparlpent servicing, and station appearance and maintenance included 

)1 items with total weighted value of 100 points. If a dealer did a 

lierfect and cooqplete job of selling a customer his automotive needs 

according to the items established for the survey study he could score 

100 points. 

The service performance demonstrated by the dealer or his attend-

an(ts or both were (^served as four different customers drove their cars 

into the driveway of each service station. By close observation the 

iirosqî tness with vdiich the attendants met the car, the greeting to the 

cu»toner and the attention to the customer's order were ascertained in 

each case. As the servicing of each car progressed, the extent of 

compliance with the items of recommended service on the evaluation check 

list was noted and recorded. Observations were made on two and three 

different dates at most of the stations. 

The same method of observation that was used for driveway sell

ing was also carried out in the lubrication department using the check 

list for the lubrioittion department servicing. The manner in which the 

attendant serviced the customer's car in the lubrication department was 

observed and recorded on the check list. The items included on the 



check list for driveway selling and for lubrication^^partment~serviclng 

sometimes overlapped, and some services started on the driveway led to 

sales in the lubrication department. 

The check list for service station appearance and maintenance was 

used to observe and record the items pertaining to appearance and main

tenance of the station facilities. Condition of the plant, amount and 

condition of equipment, maintenance, and general housekeeping in the 

lubrication department, sales room, and rest rooms were observed and 

indicated on the record sheet. 

Primary data for this study are the scores from the check lists 

tabulated after careful observations of the selling and servicing tech

niques of the dealers and attendants as they performed at each of the 

43 Gulf service stations. The check lists used were based on surveys 

conducted by the Coca Cola CoDq>any and E. I. Dupont De Nemours and 

Company; and the training manuals of Gulf Oil Corporation, Continental 

Oil Company, Huodble Oil and Refining Company, and Phillips Petroleum 

Company. A workable knowledge and understanding of service station 

operation had been acquired by the writer through association with 

company personnel, consignees, and dealers of this area while he was 

associated with the Lubbock Sales District of Gulf Oil Corporation, 

through the actual operation of a Gulf retail service station for four 
i 

years, and by association with Hund)le Oil and Refining Coiq>any at their 

Abilene training station. 



CHAPTER II 

RECOMME^DED SERVICE ST^ION TECHNIQUES , 

Every dealer in the service station business has profit as one 

important purpose of his business. He must receive enough income from 

the sale of his merchandise and services to pay all business expenses 

and pay himself a living wage. All of these sales are made to customers 

who come into his station for gasoline, oil, tires, batteries, accessor

ies, and services. Many potential customers come into the station for | 

some free services such as windshield service, tire checks and informa

tion. The volume of sales is important in any business because it de

termines the number of units of goods over which overhead of the businesfs 

will be spread. Sales volume in the service station business is depend-r 

ent to a large extent upon repeat business from the same customers. 

The dealer must provide the merchandise and service that the 

customer needs and in such a manner that the customer will have a desire 

to return again for his automotive needs. The dealer must determine 

what the customer wants, needs and expects before he can provide the 

merchandise and service in the manner in which the customer expects them. 

Methods of determining the service station customer's needs are presented 

in the training manuals of the major oil companies. These methods are 

recommended by major oil companies in the marketing of petroleum products 

in order that purchasers of their products may receive better service and 

the dealers may realize a greater return on their investments. 

The dealer may be content with merely selling the customer what he 

came in to buy. On the other hand, the dealer may provide the customer 

8 



the goods and services he expects and at the same time call to his atten-> 

tion other services he may really need for the proper maintenance and 

care of his automobile. The dealer will be able to call the customer's 

attention to anything he may need or want to buy for his car by follow

ing the driveway service plans of the petroleum marketing companies. 

The dealer using these service plans has an adequate guide for inspection 

of the customer's car to determine exactly what services are needed. 

The selling and servicing plans of Gulf Oil Corporation, Humble Oil and 

Refining Company, Continental Oil Company and Phillips Petroleum Company 

are used as a background for the study of the methods and plans of serv

ice performed by the 43 Gulf dealers in this study. These petroleum 

marketing companies base their selling and servicing plans on constant 

and careful studies in the field of retail service station business. 

There are many advantages in the use of these recommendations. 

Mainly, they provide opportunities for more sales and they insure better 

service to the customers to stimulate repeat business. The use of these 

recommendations provides convenient ways to discover customer needs and 

save time and effort, and permits the dealer to give complete service to 

every customer easily, quickly, and confidently. Their use coordinates 

the dealer's selling efforts with his courtesy services and helps to 

organize all of the driveway services around 32 important check points. 

These check points, weighted according to their relative importance, 

will be used to rate the efficiency of the 43 Gulf dealers of the ten 

West Texas counties included in this study, A general measure of the 

efficiency of selling practices will be obtained by comparing actual 

practices with the reconmtended-practices of the^^Tour oil companies. 
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A description and explanation of the driveway service plans of 

Gulf Oil Corporation, Humble Oil and Refining Coiq;>any, Continental Oil 

Conqpany and Phillips Petroleum Conqsany is presented to enable the reader 

to see the background for the items of service used in the evaluation 

of service practices of the 43 Gulf dealers observed in this study. The 

recommended plans will be presented step by step and each item explained 

as a standard for use in scoring the selling and servicing practices. 

These standards will be used to rate or score the actual selling and 

servicing practices of the 43 Gulf dealers, 

I Prlveway Sfillinq and Servicfi .Plans 

The Gulf driveway service plan is put into action by a frelndly, 

courteous greeting to the customer.^ The dealer or attendant should 

prepare for the customer as the customer enters the driveway and if at 

all possible be at the side of the car by the time it stops on the drive

way. The attendant's greeting should be friendly and cheerful using 

the customer's name if it is known. If a customer drives in while the 

attendant is busy servicing another car, he may acknowledge the arrival 

of the second car with a friendly nod or by saying something like, "I'll 

be with you in a moment, sir," The attendant should ask for the full ^ 

tank sale of gasoline everytime, and attempt to make extra profit by 

selling a full tank of the top quality brand. 

^Plannpd Driveway Sellint;!. Book I of Service Station Selling. 
Gulf Oil Corporation, Pittsburg, Pa., p, 9, Hereafter cited as Gulf 
Plnni^^ Drivpway SftlUny. 
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The Gulf driveway service plan includes the recommendation that ^ 

care should be exercised by the attendant to avoid spillage of gasoline 

for safety reasons as well as for the satisfaction of the customer. If 

gasoline is spilled on the car it should be washed off immediately, When[ 

the tank cap is removed it should be held in %he hand until replaced se-
2 

iCurely* Many times a gas tank cap is lost because it is; forgotten or 

not properly replaced and the result is loss of the customer for the 

dealer, 
I 

The alert attendant will be studying the car for other sales pos

sibilities while the gasoline is being pumped. He will observe the cus

tomer's car and call attention to those things the customer may need. 

The rear window and tail lights will be properly cleaned after the gas 

tank cap has been properly replaced. The attendant should take note of 

any cracked or broken lens, see if all minature laiiq[>s are burning, and 

check the rear tires for wear, proper pressure and missing valve caps, 3̂  

As the attendant moves from the rear toward the front of the car 

he should observe whether or not the car needs a wash job and should 

clean the windows on the right side. The right side of the windshield 

should be carefully and thoroughly cleaned and observations made concerns-

ling the condition of the windshield wiper blade* If the wiper blade rub-

I 

ber is hard or worn, replacement should be suggested to the customer* 

As the attendant continues toward the front of the customer's car the 

the headlights should be cleaned and the front tires should be checked 

for pressure, abrasions, cuts, bun^s and uneven wear. 

2 
GuU,^ EliBBfld PTJYftWBY Sf?Hinfl. p. 10. m 
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! The attendant is now at the front of the car and ready to check 

Ithe items under the hood. The main reason for raising the hood of the 

customer's car is to check the motor oil level in the crankcase. Three 

important steps should be followed in order to render proper service and 

{get maximum motor oil sales. First, the gauge or dipstick should be 

wiped clean and replaced to its full depth and then removed and the low-

ier end placed on a white paper towel. Second, the dipstick should be 

taken to the customer who is shown as well as told what the actual oil 

level is in the crankcase. Third, the customer should be asked the inn 

portent question, "How far have you driven on this oil?" The customer's 

{response to the question will indicate to the attendant whether he should 

Sell makeup oil or an oil change. The inqportant factor is the actual 

taileage since the last oil change. If makeup oil is added the dipstick 

Should again be shown to the customer to satisfy him that the crankcase 

is up to the proper level* Finally, the oil filler cap should be replac

ed securely. 

While the attendant is checking the oil level he may find many 

other sales possibilities under the hood. One inqportant step in drive-

Way selling that is enqphasized in the driveway selling plans and should 

hever be overlooked is checking the water level in the radiator. Gulf 

recommends that the scum test should be made by running the finger around 

the inside of the radiator filler neck if the water is cool enough*^ 

%uif, .eiaPfigd Pr*vei»ay ggJUnqt P* 12. 

^msL, p. 13 
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The use of this test by the attendant will determine whether or not radi

ator cleaner is needed or possibly a radiator flush job is required. 

The attendant should see that the radiator is not leaking and that the 

hose and clamps are in good condition. In the fall and winter months 

the cooling system should be checked to determine whether or not the 

system has been properly winterized with antifreeze. The fan belt is 

important to the cooling system and should be checked for tension and 

fraying. If the belt is worn, cracked or frayed, replacement should be 

suggested. 

In checking the electrical system the dealer or attendant should 

first examine the water level in the battery. If the water is low a new 

supply may be added and a hydrometer test taken to determine the strength 

of the electrolyte. Corroded battery cables should be brought to the 

customer's attention and replacement reccnamended. The date stamp on the 

battery will give information as to its age and the customer may be asked 

about the battery's performance and possible need for replacenwnt. 

The carburetor air cleaner should be checked. Oil bath type 

cleaners should be properly cleaned and refilled with oil. The dry type 

cleaners should be replaced if dirty. Before the left side of the wind

shield is cleaned the customer should be told of the needs observed con

cerning tires, wiper blades, battery cables, radiator hose and fan belt. 

All of these needs may not be brought to the customer's attention at one 

time, depending on many factors such as time at the attendant's disposal, 

the number of customers in the driveway, and the customer's temperament 

and attitude toward his car. After the hood has been closed the left 

windshield ««ŷ i)fr cleaned and the c<w»ditioH of the-left wiper^blade^4s—^ 
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observed. The attendant shoulcT offer to check the tirenpr^ssure and 

while inflating the tires to the proper measure a closer inspection can 

be made of the condition of the tires. 

The money for the sale should be collected or credit invoice prop

erly issued with expression of genuine appreciation for the customer's 

business. If the station is on a busy street, the customer should be 

guided safely into the moving traffic, 
j 

Humble Oil and Refining Cooqpany has developed what they call 

their eight step service plan,^ The plan is designated for services 

that are quickly and easily achieved. Humble dealers have put this plan 

into practice on Humble Station driveways all over the state of Texas, 

and have found that the eight step service plan makes work easier for the 

attendant and helps to sell needed merchandise. |, 

The first step in the Humble eight step service, as in most 

driveway selling plans, is the friendly greeting for the customer. Gulf 

recommends a friendly greeting and Humble stresses the pleasant smile, 

the lively step, the alert manner and pride in doing a job well. 

Step two of the Humble plan requires that the windshield be 

sprayed with windshield solution which dissolves windshield film. As 

this spray loosens the film, grease and dirt, the windshield should be 

v;ipcd inside and out with chemically treated paper towels. It is iBq)ort-

ant to wipe the wiper arms and blades and inspect them for replacement 

^umhlfi SftrYJCft Station Training Manyalt Humble Oil and Refining | 
Company, Houston, Texas, p. 16. Hereafter cited Humble, Training Manual. 
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need because they are good profit items and easily installed. The dust 

should be wiped from the dash with a damp chamois. The attendant should 

wipe the headlights clean as he moves from one side of the car to the 

other. 

Step number three of the Humble plan covers taking the customer's 

order. Humble recommends use of the positive approach. Questions 

should always be asked in such a manner that it will be easier for the ' 

customer to say yes. Humble suggests that the attendant ask, "Shall I 

fill your tank with Golden Esse Extra, Mr. Brown*"^ Three of the prac

tices suggested in this step are also recommended by other marketing 

companies. First, the attendant solicites a full tank; second, he sug

gests top quality gasoline; and third, he calls the customer by name. 

To assure that the gas tank cap will always be properly replaced; Humble, 

Conocoi and Gulf recommends that the attendant hold the cap in his hand 

while filling the tank,'^ 

The attendant moves into step four of the Humble service plan by 

asking and receiving permission to sweep out the floorboard. As the 

driver's side is swept out the steering wheel should be wiped with a 

clean rag, the hoodlock released if inside, the inspection made of the 

drain tag mileage and the speedometer mileage to determine how far the 
I 

customer has driven since the last oil change and lubrication service. 

The right floorboard may then be swept clean; however, if a lady is in 

the passenger seat, permission should be requested before proceeding. | 

^Humble, Training Manualt p. 16. 

^Ihid.. p. n 
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The attendant Ts at an advantage if̂  the custbmejT and occupants get^out ~ 

of the car. A nation wide survey by the Coca Cola Company reveals that 

those people who get out of their cars at the service station make 67% 

of all purchases.^ Attractive and convenient rest rooms, displays and 

other methods may be used by the dealer to get the motorist out of the 

car. Impulse sales will be increased and more time provided to sweep 

the floorboard and check for possible oil changes and lubrication oppor

tunities. 

Selling and servicing under the hood of the customer's car is 

accomplished in step five of the Humble service plan. First, the radi

ator should be filled to the level of the overflow pipe and the cap re

placed properly. If the spring and valve of the cap do not appear to 

function properly the cap may be tested with the radiator cap tester. 

Overflow of the radiator should be avoided because it may indicate to 

the customer a careless attitude toward the servicing of the car. The 

condition of the radiator water should be noted, and if it is dirty or 

rusty, cleaner and rust inhibitor should be suggested to the customer. 

If the mileage on the drain tab on the door has indicated a need 

for an oil change it should be suggested and a refill with top quality { 

Q 

motor oil recommended. The suggestion of top quality merchandise such 

as Humble Uniflo motor oil is important. If the mileage is not sufficient 

to warrant an oil change at the present time, then the oil level should 

Coca Cola Company, Raying Patti^ms^ p. 14. 

9 
Humble, Tmiwinp Manual, p. 17. 
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be checked with the oil gauge stick held against a clean rag or paper 

towel for the customer's inspection. 

Complete battery service is included in step five of the Humble 

service plan. This includes checking the battery water level in each 

cell and brushing the dirt from the top of the battery and cell connec

tors with a wire brush. The customer should be told if there is exces

sive corrosion on the battery posts and cables and permission requested i 

to remove it by washing with a soda solution. If time permits, a hydro

meter or battery meter reading should be taken of each cell. 

While checking under the hood the attendant should look for such i 

replacement needs as radiator hose, fan belts, spark plugs, batteries 

and battery cables. In winter antifreeze should be suggested with a 

radiator flush job recommended at the end of 6,000 miles of driving. 

Checking the tire pressure constitutes the sixth step of the 

eight step Humble plan if the customer desires this service* The tires ' 

I should be checked with a gauge and, if the customer is in doubt as to 

how much air pressure his tires should have, the attendant should con

sult the charted lubrication guide or the sales and service manual for 

proper pressures. The attendant should not forget to check the air pres

sure of the spare tire* Worn or damaged tires should be brought to the 

customer's attention and needed repairs or new tires suggested. 

The seventh step is courteous and friendly acceptance of the 

customer's cash payment or a prompt record on the Humble-matic Credit 

Card and presentation of the customer's copy of the invoice. 

The departure of the customer after he has received complete 

driveway service is the eighth and final step in the Humble^laur A 
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smile 61 appreciation is a g66d~iray to complete a satTsTactory^transact

ion with a customer. These eight steps constitute the driveway service 

plan the Humble Oil and Refining Conqpany recommends to its dealers, a-

gents and service salesmen. These steps of driveway service are incor

porated into the check lists used to evaluate the selling and servicing 

techniques practiced by the dealers of the 43 service stations included 

jin this study* 

The Continental Oil Coiq)any suggests the use of their Triangle 

service as a driveway selling plan. This plan consists of seven steps • 

f«hich cover essentially the same policies as the recomnended services of 

other marketing companies but with different sequence. For example, 

Conoco recommends that the windshield be cleaned before the customer's 

order is taken.^^ This procedure indicates to the customer that he will 

get complete service. Gulf recommends that the left side of the wind-

Shield be cleaned the very last thing to enable the attendant to stay a-

yvay from the customer sitting in the car until the attendant has had an 

opportunity to check over the needs of the entire car including possible 

services under the hood. But, in general, the recommendations of the 

pontinental Triangle Service plan are similar to the service plans of 

fSulf and Humble, except for sequence of services. 

The Phillips Petroleum Company recommends ten steps for perfect 

driveway service. These steps are: meet the car, welcome the customer 

and take the order, fill the order, start the glass cleaning and whisk 

^^ConocQ SeriricB Station Bananement. Triangle Service Brinns 'em 
pack, Continental Oil Company, Albuquerque, New Mexico, p, 3. Hereafter 
cited Conoco,-~ 
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broom service, check radiator, check motor oil, quickly check other 

underhood services needed, complete glass cleaning and whisk broom ser

vice, ask to check tires, and complete the sale and thank the customer.^^ 

These services in s^neral are the same as those recommended by Gulf, 

Humble and Conoco. The Phillips selling plan «q>hasizes one important 

point vAiich every dealer should keep in mind; namely, that any display 

12 
of prompt action is usually interpreted by the customer as efficiency. 

Phillips also suggests that a sincere smile can be the most valuable 

tool available to a dealer in breaking down the barriers of sales resist

ance, and that there is no word in a man's vocabulary quite so important 

to him as his own name. 

In the preceding presentation the driveway selling techniques 

recommended by Gulf, Humble, Conoco and Phillips have been described. 

All items of service recommended by these companies should be included 

in good driveway selling and servicing. The sequence in performance of | 

these practices may vary in the recommendations of the different compan

ies but the general patterns of the plans are in close agreement. The 

following specific items common to these service plans are used as a 

check list for the study of the driveway selling and servicing practices 

of the 43 Gulf service stations considered in this study. 

^ U HanHhoqlf for Manag^mpnt and Training Manual for DrlvewaY 
Salesman, Copyright 1955, Phillips Petroleum Conqpany, Bartlesville, Okla*-
home, p. 48. Hereafter cited as Phillips, Handbooj^ for Management. 

^^Ibid.. p. 49. 

^^Ibid., p. 51 
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Driveway Sellinn Chpr.k L̂ j||̂ , 

1, Greeting the customer 

2, Calling the customer by name 

3, Acknowledging second car which may drive into the station 

4, Soliciting full tank 

5, Suggesting top quality 

6, Avoiding spillage on fender of ear 

7, Proper replacement of gas tank cap 

6. Cleaning rear window and tail lights 

9. Visual check of condition of rear tires 

10, Observing general conditions of the car for wash and polishj 

11, Cleaning right side windows 

12, Cleaning right side of windshield 

13, Observing condition of wiper blade 

14, Cleaning headlights 

15, Noting condition of front tires 

16, Getting under the hood 

17, Proper wiping and gauging of the oil dipstick 

18, Showing and telling the customer the oil level 

19, Asking the customer the mileage the oil has been driven 

20, Showing the dipstick to the customer after adding oil 

21, Replacing securely the oil filler cap 

22, Checking the radiator water level 

23, Noting condition of radiator and heater hose and elanqps j.!: 

24, Checking fan belt for wear and tension 
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^57 Checking and {Tskliig^customeir about adding antifreeze 

26, Checking the battery water level 

27, Checking the condition of battery cables 

28, Noting the condition of the air filter 

29, Cleaning the left windshield 

30, Noting conditicm of left wiper blade 

31, Offering to check the tire pressure 
I 

The primary purpose of the study is to.determine to what extent 
i 

jthe selling and servicing techniques of the service station dealers par

allel these recommended practices set forth by the petroleum marketing 
I 
iconqpanies in their training manuals. 

SfiUing in the Ubricatlon PepartntRnt 

Planned selling and servicing techniques are important in the 

;lubrication department. This is a high profit area for the dealer that | 

I utilizes it properly. Planned driveway selling is an important part of | 

service station merchandising, and station appearance and maintenance 

are a very inqportant part of the appeal the station plant has for the 

customer. But the lubrication department is primarily a service depart

ment. In the lubrication department the dealer is able to profit from i 

the services he can provide as well as the products he can sell. It is 

I here that he can provide services that the customer is unable to secure 

iat the average gas station or filling station,*^ 

^^gellino tl̂ A Gil If 1 AX pepartmentf Book II of Service Station Sell, 
ing. Gulf Oil Corporation, Pittsburg, Pa,, p. 7. Hereafter cited as 
Gulf, S#.lHn^ thP Gulf ley Denartment. 
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In many instances the sale of an oil change begins on the drive

way. Continental Oil Company reconmiends that the use of the whisk broom 

on the floorboard while the car is on the driveway provides a good oppor

tunity to check the oil change record tab on the door jam. While sweep

ing the floorboard the attendant may glance quickly at the record tab 

reading and the speedometer reading and determine whether or not the 

15 
customer's car needs an oil change and lubrication job. 

Phillips Petroleum Company recommends that the mileage driven on 

the motor oil in the crankcase be determined either by the office file 

record on regular customers or reference to the change sticker. They 

also recommend asking the customer hew long it has been since his engine 

oil was drainedl. 

When the customer's car needs have been determined and recorded 

on the service order, show the order to the customer with a statement 

such as, "Here is what you need to be safe, I can change that dirty oil 

in just a few minutes," Ninety percent of all motorists think that an 

17 
oil check is important and esqpect this service. Almost half of all 

17 

imotorists who receive an oil check will purchase motor oil. The im

portant thing is to get under the hood, check the motor oil level in the 

crankcase and determine how far the present oil has been driven. 

C o n o c o , TT^angle Service, p . 14. 

'•̂ mow to Soil Motor Oil. American Petroleum Institute, Division 
of Marketing, Manual 1508, New York City, New York, p. 12. 

i ^ u p o n t , ThP Service Stat ion, p . 8. 

^%OCa Cola Company, Ruyino Pat terns , p . 14. 
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When the customer drives up to the lubrication department and i 

tells the salesman that he wants a grease job, that should be the time 

to reach for the service order and check the need for an oil change and 

allied services. Most customers prefer to get the lubrication and oil 

change at the same time because the chassis lubrication and motor oil 

19 
change are one thousand mile services. The need for allied services 

such as motor flush, oil filter element and air filter service should 

be checked with every oil change and lubrication job. 

When the service salesman has uncovered the need for a complete 
r 

lubrication service at the punqp island the Important thing is to con

vince the customer that it is convenient to have the service taken care 
20 

of immediately. The customer should be encouraged to get out of his 

car. Fifty-five percent of the people who drive into a service station 

remain in their cars and purchase only 33% of the purchases made at the 

21 station, * The salesman should use the service order form because it 

provides a complete check list of all the major services offered and is 

an effective reminder of the customer's normal service needs. 

Oil filters are high profit merchandise and something the cus

tomer needs at regular intervals to prolong the life of his car's 

22 
engine. Nine out of ten car owners will buy a new filter element wtien 

the need is pointed out to them. In the Dupont survey it was found that 

^%ulf, S P H J M the Gulf lex Department, p , 8, 

^°lMd.. p. 6. 

"̂ Ĉoca Cola Company, Duyinq PattflrnSt p* 14. 

22r,..if, -^AlHnff thft Gulf lex Department, p . 12. 
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11% of all dealers polled reported oil filters and refills as their 

best accessory sales item. Twenty-two percent of the dealers ranked the 

filter sales as second in importance. But a survey of car owners indi-

23 
cated that less than 27% of them were asked to buy a filter refill. 

Fifty-four percent of all car owners who did buy filters reported that 

they bought them at service stations. According to this information 

the customers will buy oil filter service if the service attendants will! 

point out the need and ask th»i to buy. 

In establishing need for an oil filter change, the mileage on the 

service record tab should be compared with the speedometer reading. If I 

information covering filter change is not indicated on the record tab 

the customer should be asked, "How far have you traveled since your oil 
OR 

filter was last serviced?" Oil filter changes will increase the deal

er's oil sales because the new filter will require an extra quart of oili 

in addition to the crankcase requirements* This service should be given 

careful consideration by every service station dealer. 

Lubrication is a service which should always be tied in with an 

oil change since both are one thousand mile services. In many cases, 

;if the customer agrees that be needs an oil change, he will also agree ^̂ ^ 
26 

that he probably needs chassis lubrication. 

The customer should be invited into the lubrication room to see 

^^upont, Thft Service Station, p. 6, 

^^IIiid.« p. 9* 

2^Gulf, SplHnq the Gulf lex Department, p, 14, 

^^^IMd.̂  p. 15* 
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the equipment and trained personnel available for the servicing of bis 

car. He should see that the department is neat, clean, and that the 

right equipment is available and properly manned to take care of all his 

lubrication needs. He should be shown the lubrication guide and the 

service attendant should point out the chart that applies to the make 

and model of the customer's car. The customer should be told that no 

lubrication point is overlooked. Unless the station is large enough to 

departmentalize its operations, each service salesman should be a lubrit 

cation expert which merely requires that he follow instructions in the 

27 
lubrication guide. 

Another service of the lubrication department iriiieh should be 

stressed both for the cust(Naer's protection and for the dealer's profit 

is the conventional transmission and differential service. The lubri

cation guide will provide the service salesman with specific recommenda

tions on transmission and differential makeup oil and on coRqplete oil 

changes. No lubrication room service should be considered conq>lete 

2' • 
until differential and transmission oil levels have been checked. 

Automatic transmission service can be highly profitable as an in

creasing proportion of new cars are equipped with automatic transmissions. 

Host automatic transmissions require over ten quarts of fluid for a 

drain and refill. The factory recoimnendations concerning periods for 

different automatic transmission services vary greatly and it is a 

'̂̂ The Red Triangle. Continental Oil Company, January and February, 
1956, p. 2, 

^^Phillips, Handbook for Management, p, 73, 
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necessity to refer to the lubrication guide for speeifie makes andTmedels 

of passenger cars, Phillips Petroleum CMq}any recoimnends that the cur

rent issue of the Phil-check manual be consulted by the service attend-

29 
ant for full details on servicing automatic transmissions. 

In the lubrication room other lubrication services may be provid

ed such as wheel bearing packing, covered spring lubrication, hydraulic 

brake fluid renewal and services fer air filter, spark plugs, cooling 

system, batteries and cables and wiring, A good visual cheek around the 

customer's car will uncover some more profitable services such as the 

need for new tires, tire repairs, tire rotation or wheel balancing. 

Various items affecting driver vision should be checked such as lights, 

wiper blades and arms and rear view mirrors. Items of overall appearance 

such as the need for polish and wax, upholstery cleaning* and seat covers 

or floor mats should be observed. 

The lubrication department of the service station may be the most 

profitable department of the dealer's entire business. If this depart- I 

meat is properly maintained, equipped with proper ecpiipment and tools, 

and staffed with trained service men who will properly service the cus

tomer's car, the total profit fr«n this department may exceed that from 

gasoline sales. The Phillips Petroleum Con^any has found that $128,00 

in goods and services should be sold in the lubrication room for each 

30 
one thousand gallons of gasoline sold on the driveway. 

The techniques of selling and servicing in the lubrication room 

^^Phill ips, HflBdhoflK far Hanaflftfflentt p. 73. 

^?I1LU.» 41*1134^ 
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which are recommended by the various petroleum conqpanies are included in 

the check lists used to record the practices of the dealers in this 

study. The items are listed below. 

Ubrication Pepartaent ChficK List 

1. Use of the service order form 

2. Properly checking the oil level in the crankcase 

3. Determining the mileage driven since last oil change, lubri

cation and oil filter change 

4. Asking the customer about chassis lubrication 

5. Asking the customer about motor flush service 

6. Asking the customer about oil filter element change 

7. Showing the customer the lubrication guide 

8. Transmission and differential service 

9. Automatic transmission service 

10, Front wheel bearing service 

11, Covered spring service 

12, Hydraulic brake fluid service 

13, Air filter service 

14, Spark plug service 

15, Cooling system services 

16, Battery services 

17, Checking cable and wiring 

18, Observation of tire conditions 

19* Cheeking lights and bulbs 

20, Inspecting wiper blades 
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21. Seeing the need and selling rear view mirrows so 

22. Observing need for polish and wax ' ^i 

23. Observing need for upholstery cleaning 

24. Selling seat covers 

25. Selling floor mats. 

Service Station Appearance and Maintenance 

The appearance of the service station plant should be considered 

in any investigation of the primary factors affecting service station 

business. Proper and regular maintenance is closely related to appear

ance, especially to the overall appearance of the station building. 

The building is the major single item to be considered in good station 

appearance because, except for the identification sign, the building is 

the first thing that attracts the attention of the approaching motorist, 
I 

The Gulf training manual indicates that there are two classifications 

of service stations relative to appearance. First, there is the clean, 

attractive station where the motorist expects to buy quality products 

and receive fast, courteous and intelligent service. Second, there is 

the disorderly, dirty station where the motorist may find poor and in- j 
different service. Each dealer should try to see his station just as | 

I 

the approaching motorist would see it, and decide whether or not he ' 
I 

would drive in. 

The dealer should keep in mind, as he makes a critical examina-

tion of his station's appearance, that his products and service may be 

excellent but his station may look untidy and many customers may drive 

on by it. - The-prospective customer has only a short time to make up^ his 
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mind to drive into a station driveway. He is more likely to turn into 

the station which appears clean and orderly, for he will expect to get 

good products, fine service, clean rest rooms and courteous attention.^^ 

A clean, orderly station increases sales and profits in several 

ways. It builds business by attracting new customers who may become 

steady, satisfied customers for more repeat sales for the dealer. The 

reputation for operating an up-to-date business is aided by maintain

ing a high degree of cleanliness and a fine appearance of the service 

station plant, and neighbors and business associates will recognize 

the dealer as an intelligent business man and consider his business a 

OO 

credit to the entire community. 

It is not difficult to maintain a clean and inviting service 

33 station if a few rules and good organization are followed. The 

appearance of the station depends upon the constant efforts of the 

dealer and his attendants, but many dealers who are profiting frtm the 

fine appearance of their stations say that maintenance work does not 

interfere with the regular sales and service operations if the work is 

scheduled and planned properly. 

Gulf Oil Corporation lists seven areas to be considered in 

maintaining the proper appearance of the service station plant. These 

31Sttrvtpe Station Appearance and Maintenance. The Right Wav. 
Gulf Oil Corporation, Pittsburg, Pa., p. 5. Hereafter cited Gulf, 
Service Station Appearance. 

^^Ihld*! p. 6. 

^^IMd-t p. 25, 

^^Ibid** p. 20, 
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areas are building, window^ pump islands, including driveways and ap

proaches, rest rooms, lubrication room, sales room and the service per

sonnel* Continental Oil CoR9>any classifies the areas as the overall 

appearance, pun^ islands, rest rooms, lubrication and wash rooms, trash 
OK 

area, and personnel appearance. Humble Oil and Refining Conqpany sug

gests six areas; namely, driveways, grounds, storeroom, office, washing 

and lubrication rooms, and rest rooms. Phillips Petroleum Company 

suggests that the service station should be clean from the front curb 

37 

to the back fence. Particular emphasis should be given to the drive

ways, curbs, signs, trash area, rest rooms, office, sales rooms and 

lubrication room. 

Gulf Oil Corporation recommends in its training manual that the 

outside of the station building should be properly maintained and kept 

clean to take full advantage of the advertising value of fine station 

appearance. Good maintenance requires periodic washing of wallSr win-
I 

dews, doors, floors, and driveway with minor repairs and repainting of 
building and fixtures. The windows should be kept clean and bright by 

38 
washing at least once a week. Window and door frames should be 

cleaned and inspected for possible need for repainting. According 

to Gulf Oil Corporation the main reason for clean, clear windows is that 

^^QnQco», A Symbol of Qualityt Servicet Courtflsyt CJganlinfiSSt 
Continental Oil Company, Albuquerque, New Mexico, p. 6* Hereafter cited 
Conoco, A Symbol of Quality* 

^^Humble, Training Manual, pp. 11-12, 

^^Phillips, Handbook for Hanagemfintt p* 19* 

^%Mlf, SfirvicP Station Appearance, p. 7. — 
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they attract attention to displays and aid in selling merchandise. On 

the other hand dull, dingy windows give that "oat of business" look that 

detracts rather than adds to the general appearance of the station. 

Another area which should always present a good appearance is the 

pump island, driveways and approaches. The customer seldom sees the 

gasoline, motor oil or grease, but he does see the pump islands, pun^s 

and displays. This area is the one which the customer observes immedi

ately after driving into the station area. According to Humble Oil and 

Refining Company the driveway is the most active area around a progres

sive service station and should be kept clean of tools and litter and 

39 
all oil and grease spots removed as soon as they aj^ar. 

Gulf recooBwnds that the concrete driveways be swept or washed 

40 
daily and kept clear of snow and ice in the winter, Phillips suggests 

sweeping and washing the driveways each morning and scrubbing them , 

weekly with a good driveway cleaner, '' A clean driveway with grease and 

I oil retMved, puoqps shined and waxed, and displays properly arranged 

will bring in customers. 

Gulf also recommends that all enameled surfaces such as the 

identification signs, gasoline pumps, and tire and battery display racks 

be kept bright and new looking. This can be accQiq>lished by waxing at 

regular intervals. Humble and Phillips indicate that it is a good 

practice to clean all pun^s and enameled signs each morning and to wax 

^^Humble, Training Manual, p, 11, 

4%ulf, «̂ '»yvlc«* Station Appearance, p. 9, 

^^f*bilUps, Handbook for Management. -a.-20. 
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j all enameled surfaces weekly. 

Air and water hoses should be kept clean and free of oil and 

grease and hung neatly in the proper places ready for use at all times. 

Gulf insists that driveway display racks should be kept filled at all 

times to obtain their full effectiveness and to speed up driveway sales 

and service. The puiq) islands and driveway curbs should be painted 

white for good appearance,^ 

The Gulf training manual states that clean, attractive, rest 

rooms are very inqportant to sales, and that business travelers and 

tourists remember a clean rest room. One of the fundamental reasons 

for the remarkable success of Humble, according to volume of business 

done, is that they strive to maintain the cleanest rest rooms and the 

cleanest overall station plants of all companies in their marketing 

areas. Continental Oil Conqpany insists that the service station rest 

rooms must be kept clean at all times if customers are expected to re

turn. They are confident that there is nothing which makes a customer 

feel more at home in a service station than a pleasant, clean, tidy rest 

room, A survey by the Coca Cola Conq)any provides evidence that station 

operators can get more people out of their cars and create more business 

by maintaining clean rest rooms, Phillips Petroleum Company is certain 

that elban rest rooms are of prime inqportanCe in the success of their 

service stations and that clean rest rooms are the mark of distinction 

^^ulf, Sprvice Station Appearance, p, 9, 

^^Humble, Training Manual, p. 12, 

^^Ccca Cola^ Company, Buying PattftlBS^ p. 15« 
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for any service station,^^ 

Proper rest room maintenance reqaires that soap, towel, and 

toilet tissue dispensers be kept filled at all times. The wash bowl, 

fixtures, and toilet should be kept clean with the mirrors polished, 

waste paper emptied and floors mopped, A deodorant should be provided. 

Lights and locks should be checked for proper operation. Door and 

window glass should be cleaned, and brass, chrome and nickel plumbing 

I fixtures polished. An inspection card in the rest room initialed for 

' the regular inspections is evidence to the customer of the dealer's 

I interest in providing complete and satisfaetory service at his station. 

Continental Oil Conqpany suggests that the entire interior of the rest 

rooms, including the fixtures and walls be kept spotless. Humble re

commends that an hourly check on rest rooms and their condition should 

be made a continuing practice, ' 

The first rule for good lubrication room maintenance is to keep 

a place for everything and keep everything in its place,^° The cus

tomer should feel that his car will be handled in a clean and efficient 

manner while it is in the lubrication room, A clean lift makes it 

' easier to do an efficient lubrication job on the customer's car. The 

accumulation of dirt and grease around the lift may be taken by the 

I customer as an indication of carelessness and indifference which may 

^^Phillips, HandhooK for Management* P* 24, 

% u l f , SprvlftP Station Annearance. p, 10, 

^'^Humble, Training HanuaL P* 12* 

^^Phillips, Hnndhnolf for Management. p>, 25«-^ 
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mean a hit or miss lubrication job. The question is asked by many 

dealers, "How clean should the lift be kept?" Continental Oil Company | 

answers this by stating that it should be clean enough at all times so 

that it could be painted at any time,^^ The floor of the lubrication 

room should be kept clean both for appearance and safety. Grease on the 

floor is dangerous and creates'a bad appearance. Humble Oil and Refining 

Company insists that the floor of the lubrication and washing rooms be 

scrubbed regularly, grease guns cleaned and kept in the proper places, 

and a neatly arranged layout of tools and equiiment maintained to re

flect good workmanship. Phillips Petroleum Conqpany calls the lubrica

tion room the sales arena of the service station and should be ready 

50 
for action at all times. 

The equipment, signs and displays used in the lubrication depart

ment should present a high degree of merchandising appeal. Hand and 

power operated lubrication guns should be kept clean and in good order 

at all times. The guns should be kept filled with the proper lubricant 

so the customer may receive prooqpt service. All lubrication tools 

should be cleaned frequently and always kept in their proper places. 

Oil drain cans and rubbish containers should be removed and enqptied 

51 
daily. The lubrication department should be swept as often as neces-
I 

sary to keep it clean and inviting. 

An orderly arrangement of stock room supplies should be maintained 

^%0n0C0, A Symbol of Quality, p, 9. 

^Phillips, tJandbookMor Managementt P* 24* 

^^IMd., p. 29. _______..^_-
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with all merchandise kept clean and bright* Floors in the store room 

and sales room should be kept clean with stock and shelves dusted re

gularly* Humble recommends that the floor in the store room be scrubbed, 

shelves cleaned, stock neatly arranged, compressor cleaned and cases 

neatly stacked* 

The office and sales room of the station will be more attractive 

to customers if kept tidy, clean and well arranged* The office and 

sales room should have a clean floor, dust free shelves and fixtures, 

and clean windows with bright, new looking painted woodwork. Continen

tal Oil Company maintains that these points are a must for a successful 

service station business*^^ 

When a customer drives into the driveway of the station, it is 

very likely that the first thing he will see is the service attendant. 

The customer may judge the quality of the services by the personal ap

pearance of the attendant. Therefore, the attendant should keep himself 

looking neat and trim by wearing a clean and complete uniform while on 

the job* Futhermore, a well groomed personal appearance and neat uniform 

53 is in^ortant for an aggressive attendant* 

Dealers often fail to clean the grounds beyond the driveway* The 

neglected areas, especially the back of the lot, should not become a 

dumping ground for trash, odd parts, drain oil and junk in general* 

Phillips reconmiends that this area be landscaped in order to attract the 

attention of customers and give appeal to the station in general. 

^^Conoco, A Symbol of QualitYt P* lo. 

53 
Gulf, Service Station Appearance, pp, 20-23, 
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There is no such thing as an attractive trash can. It should be 

kept out of sight as much as possible. The area around the trash can 

should be kept clean and tidy. Trash cans will detract less from the 

clean appearance of the station if they are kept covered and in a neat, 

well raked trash area. 

Good appearance of the station building, displays, equipment and 

personnel helps to invite the customer in and convince him that the 

products and services are the best quality. A clean station indicates 

that business is performed in a business like manner and the customer's 

car will receive prompt and complete service. Many people do not get 

out of their cars and they evaluate the station almost entirely from 

its outward appearance, but every part of the service station plant is 

potentially important for its influence on the customer. 

The recommendations of Gulf Oil Corporation, Humble Oil and Re

fining Company, Continental Oil Company and Phillips Petroleum Company 

agree on the following items in station appearance and maintenance. 

These 24 Items are included in the check list for evaluating the 

service station appearance and maintenance practices of the dealers 

included in this study. 

Appearance and Maintenance Check List 

1, Condition of the outside of the building 

2, Condition of windows 

3, Condition of paint on woodwork 

4, Pump island appearance 

5, Driveway condition 
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6. Condition of air and water hose 

7. Cleanliness of pumps 

8, Driveway display ranks 

9, Condition of Curbs 

10, Rest room soap, towel and tissue 

11, Washbowl, fixtures and mirror 

12, Use of deodorant 

13, Operation of lights and locks 

14, Condition of windows, brass and chrome in rest rooms 

15, Use of inspection cards in rest rooms 

16, Cleanliness of equipment in lubrication room 

17, Operating condition of equipment 

18, Tools in proper place 

19, Rubbish containers enqptied 

20, Condition of lubrication room floor 

21, Arrangement of stock and supplies 

22, Interior lighting 

23, Personnel appearance 

24, Condition of trash area 



CHAPTER III 

DRIVEWAY SELLING AND SERVICING TECHNIQUES 

PRACTICED BY THE GULF DEALERS 

The data discovered in the survey of the 43 stations were tabu

lated and evaluated in order to determine to what extent the dealers 

and attendants were performing the practices of selling and servicing 

techniques used in the check lists. Two areas of service station activ-

ityinvolving selling and servicing techniques were considered; namely, 

driveway selling and servicing and service in the lubrication department* 

In addition, the condition of the physical station plant, or maintenance 

and appearance, was studied* 

The check list used in scoring the first area of service station 

activity, that of the selling techniques of the dealers and attendants 

on the driveway, included 32 items which are essential to complete 

driveway service* These 32 items were given weights based on infoi^a-

tion contained in surveys by E* I, Dupont De Nemours and Company, Coca 

Cola Company and the Oil Industry Information Conmiittee, The possible 

total points for the 32 items were 51 points. Four cars were observed 

at each station as they were serviced on the driveway and a total score 

of 204 points was possible for each station. The points aeconqplished 

on driveway selling by each station and the percentage of attainment by 

the service personnel at each station observed are presented in Table I, 

It is noted in Table I that the average number of points achieved 

by the 43 Gulf service stations was only 18,3 points per station. This 

iWas only 8,9% of the possible attainment available on the driveway. ^ 

38 



t 
39 

TABl£ I 

AL POINTS ATTAINED ON DRIVEWAY SELLING BY THE FOBTYsTHREE GULF STATIONS 

— ' ' ' ' 
Station 
Number 

1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 
33 
34 
35 
36 
37 
38 
39 
40 
41 
42 
43 

Points accomplished 
on driveway selling* 

12 
25 
26 
19 
18 
18 
21 
22 
21 
26 
9 
24 
23 
9 
23 
10 
8 
20 
23 
27 
11 
13 
26 
15 
2 7 ••'••- • 

22 
19 
18 
31 
17 
17 
27 
15 
15 
15 
4 
26 
9 
27 
19 
3 
8 
20 

Averaae 18.3 _ 

Percentage of 
attainment 

5.9 
12.2 
12,3 
9,3 
8,8 
8,8 
10,3 
10,8 
10,3 
12,3 
4,4 
11,3 
11.2 
4,4 
11,2 
4,9 
3,9 
9,8 
11.2 
13.1 
5*4 
6*3 
12*3 
7*3 

f.,^:s 13^1 
10*8 
9*3 
8*8 
15*2 
8*3 
8*3 
13*1 
7*3 
7,3 
7,3 
1*9 
12*3 
4*4 
13*1 
9*3 
1*4 
3*9 
9.6 

,__,. 8,^ 

*Total possible attainment on driveway selling was 204 points* 
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Therefore, the dealers and service personnel in these Gulf stations were 

performing on the driveway less than 10% of the services which were 

suggested and recommended by the various oil coopanies* None of the 

stations were outstanding in this activity. The highest scoring station 

accomplished only 15.2% of the possible attainment available. 

The total scores of the 43 Gulf service stations on each of the 

32 items of driveway selling and servicing are presented in Table II, 

The point value per item for the first eleven items on the check list 

is one point per car. Each item has a total point value of four for the 

four observations made at each station. The possible total points per 

item for the 43 stations were 172, or four observations per station 

times the 43 stations observed. Item 12 and item 29 each had a point 

value of four points per observation. Four points per observation 

times four observations per station times the 43 stations observed 

produces a total of 688 possible points for each of these two items. 

Similar conq)Utations for all items give the piint totals shown in 

Table II. 

All items included on the check list for driveway selling, except 

checking antifreeze could be performed on the car of each customer 

coming fnto the driveway. If they were all performed a perfect score 

for the station could be attained by the dealer and his attendants. 

There are 51 points of value assigned to the 32 items of driveway sell

ing. If four cars were completely serviced in each of the 43 service 

Stations a possible total of 8,772 points in driveway selling could be 

achieved. Reference to Table II will reveal that the total points 

accomplished by the dealers of these stations were 3,141 or ofrly 35.8% 
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TABLE II 

TOTAL SCORES OF THE FORTY-THiEE GUIF SERVICE STATIONS ON THIRTY-TWO 
ITEMS OF DRIVEWAY SELLING AND SERVICING 

Item 
Number Item 

Point Total Total Percentage 
value possible points of 
of item points acconqp^ 

per item lished attainment 

1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 

Greeting the customer 
Calling customer by name 
Acknowledging second aar 
Solicitation of full tank 
Suggesting top quality brand 
Avoiding spillage 
Proper replacement of tank cap 
Cleaning rear window and lights 
Visual check of rear tires , 
Observing for wash and polish 
Cleaning right side windows 
Clean right side of windshield 
Observing right wiper blades 
Cleaning headlights 
Noting condition of front tires 
Checking under the hood 
Properly wiping and guaging stick 
Showing and telling oil level 
Asking mileage on oil 
Showing dipstick after adding oil 
Oil filler cap replaced securely 
Radiator water level checked 
Observing hose and clamps 
Checking fan belt 
Checking for antifreeze* 
Checking battery water level 
Condition of battery cables 
Noting condition of air filter 
Cleaning of left windshield 
Noting condition of left blade 
Collection manner 
Offer to check tire pressure __ 

1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
4 
1 
1 
1 
1 
2 
2 
2 
2 
1 
6 
1 
1 

2 
1 
1 
4 
1 
1 
5 

172 
172 
172 
172 
172 
172 
172 
172 
172 
172 
172 
688 
172 
172 
172 
172 
344 
344 
344 
344 
172 
1032 
172 
172 

344 
172 
172 
688 
172 
172 
660 

120 
59 
32 
20 
1 

162 
168 
13 
0 
0 
25 
568 
0 
38 
1 
1 

228 
88 
4 
24 
57 
622 
0 
19 

126 
2 
1 

572 
0 

160 
_afi_ 

69.9 
34.3 
18.5 
11.6 
.6 

94,2 
97.7 
7.5 
.0 
.0 

14.6 
82.6 
.0 

22.9 
.6 
*6 

66.3 
25.6 
1*1 
6*9 
33*1 
60*2 
*o 

11.0 

36.6 
1.2 
.6 

83.1 
.0 

93,1 
3.5 

* » 

Total 51 8.772 3,141 35.6% 

I *No scoring was made for checking antifreeze because this item 
was not in season at the time the survey was made. 
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of perfect attainment. The stations averaged 73 points of a possible 

204 per station. Some score was accoaqilished on all items observed, 

but the percentages of accomplishment ranged from .6% to 97.6% of possi-

able attainment. In Table III the scores of the 43 stations on the 32 

items of driveway selling and servicing have been arranged in descending 

order according to percentage of perfect attainment. The two items of 

service with highest percentage of accomplishment, according to Table III, 

are the proper replacement of the gasoline tank cap and avoiding spill

age of gasoline. The proper replacement of the gasoline tank cap was 

performed in 97,6% of the cases observed during the survey. Avoiding 

spillage of gasoline was aeconqplished during 94,2% of the observations. 

These two items are routine commonly performed each time a car is ser

viced with gasoline on the driveway, but their proper performance indi

cates the general service habits of the attendant. But item 31 of drive

way selling, collection and appreciation; item 20, cleaning of the left 

windshield; item 12, cleaning the right windshield; and item 1, greeting 

the customer; are items which require service performance closely re

lated to the customer. The table shows attainn»nt percentages of 92%, 

83,1%, 82,6%, and 69,9%, respectively, for these four items. The 

cleaning of the windshields on the customer's car, items 12 and 20, 

ranked fourth and fifth in percentage of attainment in driveway selling. 

The Dupont survey revealed that 80% of the motoring public considered 

these two items important. 

The items of driveway selling and servicing that cover the services 

iDupontt Thft Servicfi Station, p. 4. 
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TABLE III 

SCORES OF DRIVEWAY SELLING AND SERVICING IN DESCEIOING 
ORDER OF PERCENTAGE OF ATTAINMENT 

Item 
Number Item 

Point Total Total Percentage 
value possible points of 
of item points accomp- attainment 

per item lished 

7 Proper replacement of tank cap 
8 Avoiding spillage 
31 Collection manner 
20 Cleaning of left windshield 
12 Cleaning of right windshield 
1 Greeting the customer 

17 Properly wiping and gauging stick 
16 Checking under the hood 
22 Radiator water level checked 
26 Checking battery water level 
27 Calling customer by name 
21 Oil filler cap replaced securely 
18 Showing and telling oil level 
14 Cleaning headlights 
11 Cleaning right side windows 
3 Acknowledging second car 
4 Solicitation of full tank 
24 Checking fan belt 
8 Cleaning rear window and lights 
20 Shvwing dipstick after adding oil 
32 Offer to check tire pressure 
27 Condition of battery cables 
19 Asking mileage on oil 
5 Suggesting top quality brand 
15 Noting condition of front tires 
28 Noting condition of air filter 
9 Visual check of rear tires 
10 Observing for wash and polish 
13 Observe condition of right wiper 
23 Observing hose and clamps 
30 Noting condition of left blade 
25 Checking for antifreeze* 

1 
1 
1 
4 
4 
1 
2 
1 
6 
2 
1 
1 
2 
1 
1 
1 
1 
1 
1 
2 
5 
1 
2 
1 
1 
1 
1 
1 
1 
1 
1 

172 
172 
172 
688 
688 
172 
344 
172 
1032 
344 
172 
172 
344 
172 
172 
172 
172 
172 
172 
344 
860 
172 
344 
172 
172 
172 
172 
172 
172 
172 
172 

168 
162 
160 
572 
568 
120 
228 
113 
622 
126 
59 
57 
88 
38 
25 
22 
20 
19 
13 
24 
30 
2 
4 
1 
1 
1 
0 
0 
0 
0 
0 

97.7 
94,2 
92,0 
83,1 
82,6 
69.9 
66,3 
65,7 
60,2 
36,6 
34.3 
33.1 
25,6 
22,9 
14,6 
12,8 
11.6 
11,0 
7.5 
6.9 
3,5 
1.2 
1.1 
.6 
.6 
.6 
.0 
.0 
.0 
.0 
.0 

*No scoring was made for checking antifreeze because this item 
was not in season at the time the survey was made. 
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performed under the hood are very important to the proper care of the 

customer's car. The Dupont survey found that 60% of the motoring public 

indicated that checking the radiator water was an important service but 

909̂  believed that checking the motor oil level was important. Item 22 

covers the checking of the radiator water level and this service was 

performed during 60,2% of the observations. On the other hand, item 18, 

the most inq>ortant step in checking the motor oil, was performed by 

only 25,6% of the attendants observed. The Dupont survey also found 

that 20% of the motorists questioned named the service of checking the 

battery water level and battery cables as inqportant. This service, 

according to Table III, was performed 36,6% of the time by the dealers 

and attendants at the 43 Gulf stations during the course of the survey. 

Item 24, checking the fan belt for wear, cracks and slippage, 

ranked 18th among the 32 items of driveway selling. Checking the fan 

belt was accomplished only 19 times out of 172 opportunities. According 
i 

to recent surveys, the Gates Rubber Company of Denver, Colorado, found 

2 
that one out of every five cars checked will need a new fan belt. 

According to this ratio, 30 cars observed during the survey needed 

new fan belts. Most of these cars were not equipped with new belts 
I 

because the attendants did not check for the need. 

The service of checking battery cables for replacement need 

ranked 27th in percentage of attainment among the 32 items of driveway 

selling and was performed only 1,2% of the times the opportunity was 
available. 

bates Fan BeltSr Gates Rubber Company, Denver, Colorado, p, 4, 
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Implications of Swrvey Besults 

All of the major petroleum marketing companies insist that the 

solicitation of a full tank of gasoline is important in maintaining 

profits to the dealer. Solicitation of a full tank of gasoline, which 

is item 4 on the check list, ranked 17th in achievement among the 32 

items of driveway selling and was performed in only 11,6% of the cases 

observed during the survey. Filling the gasoline tank completely re

quires very little extra time and expense to the dealer and saves time 

for the customer. By filling the customer's gasoline tank full instead 

of delivering only a few gallons, the dealer makes the profit on the 
3 

additional gasoline idiich the customer will eventually need. The lack 

of training of dealers and salesmen on this item is the greatest single! 
i 

factor affecting its proper performance. 

The failure of the dealer or attendants to properly check for re

placement of fan belts deprived the dealers of their share of the profits 

for this service. The G-20 or 700 fan belt, the size most frequently 

sold, costs the dealer $1,00 and commonly sells for $2,65 installed. 

Therefore, an estimated $49,50 in potential profits on sales of fan 

belts came into the driveways of the 43 Gulf stations while the survey 

was being conducted. Only a few cars may need new battery cables but 

when the need for one is found and fulfilled the profit to the dealer is 

about 80% of costs. Checking the fan belt and battery cables may not 

appear to be important. But finding the need for a replacement and 

3 
Gulf, Plannpd DrlvflwaV Sfillinfl-t P* 9* 
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bringing the need to the customer's attention may prevent his becoming 

stranded out between towns at a most inconvenient time with a broken 

fan belt or battery cable. He may not replace the belt or cable at the 

time the dealer suggests the service but he knows the dealer is inter

ested in his needs and he knows where he can obtain service when he 

does decide to have the belt or cable replaced. 

When cleaning the windshields it Is important for the dealer to 

remember that when service has been completed and collection for the 

purchase made, the first thing the customer sees after entering his car 

is the windshield. If it is clean he may not notice it; however, if it 

is dirty or streaked he is certain to see the poor job the attendant 

has performed. A clean windshield indicates to the customer the general 

pattern which the dealer's other services follow. These items rank near 

the top of the attainment percentage order for items of driveway sell

ing in Table II, and this fact indicates that the dealers and their 

attendants are Cognizant of their importance. 

If the dealer suggests top quality brand of gasoline, oil, tires, 

batteries, or accessories, the custwner may get better performance from 

his car and be better satisfied with the brand of product that he is 

buying. In many localities the dealer may have a slightly wider margin 

of profit on the top quality of gasoline and it is good business for 
I 

him and his attendants to try to sell as much of it as possible in order 

to increase his overall profit. But top quality product was suggested 

by an attendant only one time during the entire survey. This was only 

iOttlfr Pl^nnpd DrJyewav SelliflCP. p. 12. 
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.6% of the number of times this practice should have been perfemed. 

Cheeking the condition of the tires for bumps, cuts or abbrasions 

was almost completely omitted by the dealers or attendants according to 

the percentage shown in Table III, According to comments by a few of 

the dealers, the main reason for not paying close attention to the con

dition of the customer's tires was the coiqpetitive situation in which ^ 

the dealers are placed in the tire market. In many instances, accord

ing to the reports, the dealer's''wholesaler for tires will undersell 

him on a set of tires. As a result the dealers feel that even though 

they find a need for tire replacement they are at a tr^aendous disad

vantage in trying to make a profitable tire sale. No efforts were made 

to establish the accuracy of these statements. Four major petroleum 

marketing companies list tire inspection and service as an important 

duty of the service station dealer. The results of this survey show 

that this service was very seldom perforaed on the driveways of the 43 

stations observed. 

Windshield wiper blades were not cheeked by a single attendant 

during the survey observations. The profit margin to the dealer on 

wiper blades is usually 100% of cost. In the West Texas area wiper 

blades will deteriorate rapidly because the hot sun and dry winds cause 

the rubber blades to crack. While the most appropriate time for the 

dealer to try to sell blades is when it is threatening rain or actually 

raining, inspection of the wiper blades is a reconnnended practice for 

complete driveway selling and servicing at all times. If the need for 

replacement is mentioned to the customer he is likely to buy or at least 

to remember that the dealer has a good stock ef wiper blades. 
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A study of the survey results shown in the preceeding tables re

veals that the driveway selling and servicing techniques practiced by 

the 43 Gulf station dealers and their personnel were very incomplete. 

Consequently, these dealers were not securing as much of the service 

station business as they might get through proper practices. There 

were only a few standard techniques that were practiced by most of the 

dealers observed. The recommended techniques nwst consistently prac

ticed were; proper greeting of the customer, avoiding spillage of gas-

oline, replacement of gas tank cap, cleaning of the windshields, and 

ganging the crankcase motor oil level. Most of the stations observed 

were lacking in proper and complete selling techniques. 

Such items as checking condition of battery cables, fan belts, 

wiper blades, tires, and the solicitation of full tanks of gasoline 

were rarely mentioned by the dealers or attendants. There are profit 

possibilities in these items, but the dealers do not appear to realize 

1 

their importance to the success of the businesses. Their poor per

formance on many important items of service may be due to the lack of 

proper training in selling and servicing techniques. In any event, the 

results of the survey indicate that much improvement should be accom

plished in the activity of driveway selling and servicing by the Gulf 

dealers and their service personnel. 
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CHAPTER IV 

LUBRICATION DEPARTMENT SELLING AND SERVICING lECHNIQUES 

PRACTICED BY THE GULF DEALERS 

The data discovered in the survey of the lubrication selling and 

servicing techniques practiced by the dealers and attendants of the 43 

Gulf stations were recorded and evaluated in order to determine to what 

extent the dealers were performing the techniques recommended by the 

marketing coi^>anies. The check list used in scoring these techniques 

included 25 items essential to coDq>lete lubrication service. 

The servicing in the lubrication department of four different cars 

at each station was observed for each of the 25 items of lubrication 

service recommended by four major petroleum marketing conq>anies. The 

check list of 25 items made possible a total score of 100 points by 

each dealer, for each item on the check list was weighted at one point. 

Total points accomplished and percentages of attainment for the stations 

is presented in Table IV. 

A study of Table IV reveals that the stations surveyed averaged 

only 21.5 points in the lubrication department out of the 100 points 

possible. However, there were 11 service stations which did not have 

lubrication department facilities available. The 32 stations with 

lubrication facilities scored a total of 688 points which was an aver

age of 21.5 points per station or 21.5% of perfect attainment. None of 

the stations was outstanding in this activity. The station scoring the 

highest number of points accomplished only 36% of the possible attain

ment. It is noted that the dealers and service personnel in these Gulf 

TEXAS TECHNOLOGICAL r n i . r < ^ „ 
LUBBOCK, TEXAS COLLEGE UBRAH^ 
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TABLE IV 

TOTAL POINTS ATTAINED ON LUBRICATION DEPARTMENT SELLING AND SERVICING 
BY THE THIRTY-TWO GULF SERVICE STATIONS 

Station 
Number 

1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
12 
13 
15 
18 
19 
20 
23 
24 
25 
26 
29 
32 
33 
34 
35 
37 
38 
39 
40 
41 
42 
43 

Points accomplished 
on Lubrication selling 

24 
28 
20 
20 
16 
8 
20 
16 
28 
24 
20 
24 
20 
24 
24 
28 
28 
8 
24 
24 
32 
16 
20 
16 
24 
36 
16 
28 
20 
16 
16 
2Q 

Total 688 

Percentage of 
attainment 

24 
28 
20 
20 
16 
8 
20 
16 
28 
24 
20 
24 
20 
24 
24 
28 
28 
8 
24 
24 
32 
16 
20 
16 
24 
36 
16 
28 
20 
16 
16 
20 

21.5 

•:̂ i o f 
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stations were performing an average of only 21.5% of the lubrication 

services suggested and recommended by the various oil companies. 

A father study of Table IV shows that 30 of the stations observed 

scored from 16% to 36% of the possible attainment. The other two sta

tions with lubrication facilities scored only eight percent. Variations 

in total scores among the stations were not great and there ivas no real

ly outstanding station. But the selling and servicing in the lubrication 

department was poorly performed by all stations that attempted this 

service. 

A total of 128 cars were observed in the lubrication departments 

of the 32 stations that offered this service. The total scores accom

plished by the 32 stations on each of the 25 items of the lubrication 

department check list are presented in Table V. 

Table V shows that the items which ranked highest in performance 

were: item 4, asking about chassis lubrication; item 8, transmission 

and differential service; and item 16, battery service. The percentages 

of performance of these three items by the various dealers were 89,8%, 

86,0% and 80,0%, respectively, A reason for high percentages of attain

ment on these items may be that they are closely related to the lubrica

tion or greasing of a customer's car. If the customer wants only a 

lubrication or grease job for his car it is generally accepted practice 

to check transmission, differential, and battery during the process, 

however, if the dealer is interested in selling all needed services he 

will check the motor oil level while the car is in the lubrication room. 

The motor oil level was checked in the lubrication room by only 5%^ of 
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TABLE V 

TOTAL SCORES OF THIRTY-TWO GULF SERVICE STATIONS ON TWENTY-FIVE 
nEMS OF LUBRICATION SELLING AND SERVICING 

Item 
Nuniber Item 

Total Total Percentage 
possible points of 
points accomp- attainment 
per item* lished 

1 Use of the service order form 
2 Checking the motor oil level 
3 Determining oil mileage 
4 Asking about chassis lubrication 
5 Selling Gulf motor flush 
6 Oil filter element change 
7 Showing customer lubrication guide 
8 Transmission and diff. service 
9 Automatic Transmission service 
10 Front wheel bearing service 
11 Covered spring service 
12 Hydraulic brake fluid service 
13 Air filter service 
14 Spark plug service 
15 Cooling system service 
16 Battery services 
17 Cable and wiring services 
18 Observation of tire condition 
19 Checking lights 
20 Checking wiper blades 
21 Rear view mirrors 
22 Checking need for polish and wax 
23 Upholstery cleaning need 
24 Seat covers 
25 Selling floor mats 

128 
128 
128 
128 
128 
126 
128 
128 
128 
128 
128 
128 
128 
128 
128 
128 
128 
128 
128 
128 
128 
128 
128 
126 
128 

22 
76 
30 
115 
0 
56 
33 
110 
59 
3 
0 
3 
47 
0 
30 
102 
3 
*0 
0 
0 
0 
0 
0 
0 
0 

17.2 
59.4 
27.3 
89.8 
.0 

43.7 
25.8 
86.0 
46.1 
2.7 
.0 
2.7 
36.7 
.0 

17.4 
80.0 
1.7 
.0 
.0 
.0 
.0 
.0 
.0 
.0 
.0 

*Each item of lubrication selling and servicing had a value of 
one point. 
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the Gulf dealers. JK ^ t% 

The dealer or service personnel asked the custmaer about per«~ 

forming chassis lubrication on 115 of the 126 cars observed, or 8 9 . ^ 

of the total number of cars. This percentage would not appear to be 

high when consideration is given to the fact that the primary purpose 

of the lubrication department is to lubricate the customer's car. 

Transmission and differential service was performed on 86.0% of 

the cars. Transmission oil costs the dealer about 15^ per pound and 

the average price to the customer is 40^, If the station is equipped 

to perform this service, then there is a good margin of profit for the 

aggressive dealer. No special equipment is needed for the dispensing 

of automatic transmission fluid which costs the dealer 35^ per q^art 

and sells for 65^ per quart. 

Battery service was performed on 81.2% of the cars serviced in 

the lubrication department. This service presents opportunities to 

sell new batteries and battery cables when the need is present. These 

items involve high profit merchandise and a check should be performed 

each time a car is in the lubrication room. 

The dealers and attendants checked the motor oil level on only 

76 of the 128 cars observed or 59,4% of the cars they had in the lub

rication room, A top quality oil costs the dealer 32^ per quart and 

the selling price to the customer is 55^ per quart. The sale of motor 

oil is a good source of profit for the dealer and it is in^ortant to 

the dealer as well as to the customer to maintain proper oil level in 

the engine of the car. 
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Oil filter element changes were suggested 56 times or 43,7% 

of the possible opportunities available to the dealers while the cars 

were in the lubrication rooms. The margin of profit on the oil filter 

element installed is from 100% to 15G% of cost to the dealer and most 

of his expense is labor. The sale of this type of merchandise certainly 

ii^roves the dealer's overall profit. 

Air filter service, iriiich takes about five minutes of labor time, 

brings the dealer 50^ to 75^ additional revenue. The Gulf dealers per

formed the air filter service 47 times or 36,7% of possible attainment 

on this item. 

The dealers or attendants asked the customer about front wheel 

bearing service three times out of a possible 128 times or only 2,7% 

of the possible accomplishment. This service requires lubrication 

grease costing about lOî  and 20 minutes of labor time. The standard 

price charged for this service is $3,00 for the two front wheels. 

The accessory items such as light bulbs, mirrors, seat covers 

and floor mats have a wide margin of profit for the dealer and require 

very little time for installation. The responsibility on the part of 

the dealer and attendants for good service on these accessory items is 

observation and salesnnnship. The standard motto of the retail service 

station business may well be to find the need and ask the customer to 

let the attendant fill that need. No effort to sell these items was 

observed during the entire survey. 

Checking the need for polish and wax is an item of service that 

is easily acconq}lished. This service can be conqpleted in spare time 

while the attendants are not busy on the drlvevny and will belp^increase 
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the dealer's profit. If the customer is aware of the fact that the 

dealer does a good polish and wax job and takes enough interest in his 

car to talk to him about the appearance of his car, the customer may 

remember the dealer when he has the time and opportunity to leave his 

car for this service. Not one dealer of the 32 Gulf service stations 

suggested a polish and wax job to a customer. 

Recommendations and suggestions in the training manuals of the 

several petroleum marketing companies emphasize the importance of the 

use of the service order form or job order form when the customer has 

indicated that some service of the lubrication department is needed. 

The service order presents in a clear and concise manner everything that 

the dealer should mention or suggest to the customer. No service which 

the customer may want or need for the proper care and service of his car 

will be overlooked if proper use is made of the service order form. 

This form ivas used by only 22 of the Gulf dealers observed in lubrica

tion department services and was aeconqplished 17,2% of the possible 

total times it should have been used during the survey. 

A study of Table V will show that 11 items included on the check 

list scored no points in the survey because these services were not 

performed for the customer or mentioned to him by the dealer at any one 

of the 32 stations. A good salesman in the lubrication department is 

a valuable asset to the dealer, for he is in a position to accomplish 

a great deal toward increasing the dealer's profits. Almost anyone can 

be taught to properly lubricate a car and to check the necessary items, 

but an attendant who is observant enough to see the needs of the cus

tomer's car and who knows how to sell the services required is a valuable 
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man for the dealer to have available. From a close study of Table V and 

the percentages of attainment aceoi^lished by the 32 Gulf dealers in 

the lubrication departments. It is evident that much improvement could 

be accomplished in this activity of service station selling. This im

provement would bring the dealer the rewards of increased profits and 

more and better satisfied customers. 
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CHAPTHlT 

APPEARANCE AN) MAINTENANCE AND OVERALL EVALUATION OF THE FORTY-

THREE GULF SERVICE STATIONS 

The third area of service station activity observed during the 

survey was appearance and maintenance of the station facilities and 

personnel. Facilities included the areas of driveways, washing and lub

rication rooms, sales and storage rocHns, rest rooms and general overall 

appearance. 

The scoring was facilitated by the use of 24 items recoDsnended 

by the major petroleum marketing conqpanies for proper appearance and 

maintenance of building, equipment, stock and personnel, A detailed 

observation was made of each station and its personnel using the check 

list of 24 items as a standard, A weight of one point was assigned to 

each item to make a possible total score of 24 for each station. The 

results of scoring the 43 stations on proper appearance and maintenance 

are presented in Table VI which shows total points accomplished and 

percentage of attainment by each station. 

The average number of points accomplished by the 43 Gulf stations 

in appearance and maintenance was 10,3 points or 4 ^ of the possible 

total attainment. Twenty stations scored above the average of 10,3 

points while 23 stations scored below that number. Station number 29 

scored 22 points, or 91% of the possible attainment in this activity. 

Two stations scored below 10% while 18 stations scored above 50 percent. 

There was a wide range of scores from zero to 22 points with all but 

four of the stations scoring far below the recommendations suggested by 
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TABLE VI 

TOTAL POINTS ATTAINED ON APPEARANCE AND MAINTENANCE BY THE 
FORTY-THREE GULF SERVICE STATIONS 

Station 
Number 

1 
2 
a 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
16 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 
33 
34 
35 
36 
37 
38 
39 
40 
41 
42 

— 4 3 ~ 

Total 
ll1il/( "1 ' "7 1 = 

points accomplished 
on appearance and 
maintenance* 

Total 

13 
20 
14 
.7 
2 
6 
14 
15 
21 
18 
4 
13 
14 
7 
14 
4 
3 
10 
9 
8 
8 
7 
8 
10 
19 
16 
8 
9 
22 
7 
4 
9 
13 
7 
12 
0 
20 
5 
14 
12 
5 
8 
4 

443 

Percentage of 
attainment 

54 
85 
58 
29 
9 
25 
58 
62 
87 
75 
17 
54 
58 
29 
58 
17 
13 
42 
38 
34 
34 
29 
34 
42 
79 
66 
34 
38 
91 
29 
17 
38 
54 
29 
50 
0 
85 
22 
58 
50 
22 
34 
17 
43?. 

*Possible total attainment was 24 points. 
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the maxiceting companies for proper appearance and maintenance of a 

modern station, Futhermore, there was great variation in the individual 

station scores of the 43 Gulf service stations on maintenance and ap

pearance. Stations 9 and 29 were new, therefore, they were in good , 

physical condition, with the driveways still clean, curbs clean, paint | 

in good condition and the new fixtures and equipment clean and in good 

condition. These two stations had high scores on maintenance and ap

pearance, yet some of the older stations, such as stations 2 and 3, 

which had been properly maintained and kept clean, scored almost as 

high as new stations* 

Total points scored on each item of appearance and maintenance 

by the 43 stations are presented in Table VII, The scoring in this 

activity was based on observation of the entire service station plant 

and not on the observation of service practices on customer's cars on 

the driveway* One possible score for each item was available for each 

I station. For all stations observed the possible total score on each 

j item was ferty^three. In Table VII the 24 items of appearance and 

maintenance are presented with total points accomplished and percentages 

I of attainment by all 43 stations, 
i 

Many of the items that had high percentages of attainment iiH 

volved facilities that were in sight of the customer. Some of these 

important items were; condition of outside of building, item 1; clean

liness of pumps, item 7; interior lighting, item 22; operation of lights 

and locks, item 13; and condition of air and water hose, item six, 

'Apparently most of the dealers were interested in keeping their stations 

clean and attractive in «ppearance^4it spite 



TABLE VII 

TOTAL POINTS ATTAINED ON APPEARANCE AI«) MAINTENANCE 
AI THE FORTY-THREE GOLF SERVICE STATIONS 

60 

Item 
Number Item 

Total Points 
accomplished* 

Percentage of 
attainment 

1 Condition of outside of building 
2 Condition of windows 
3 Condition of paint of woodwork 
4 Pump island appearance 
5 Driveway condition 
6 Condition of air and water hose 
7 Cleanliness of pumps 
8 Display racks on driveway 
9 Condition of Curbs 
10 Rest room soap, towel and tissue 
11 Washbowl, fixtures and mirrors 
12 Use of Deodorant 
13 (^oration lights and locks 
14 Condition of windows, brass and chrome 
15 Use of inspection card in rest rooms 
16 Cleanliness of equipment in lube room 
17 Operating condition of equipment 
18 Tools in proper place 
19 Rubbish containers emptied 
21 Arrangement of stock and supplies 
22 Interior lighting 
23 Personnel appearance 
24 Condition of trash area 

39 
26 
27 
21 
13 
37 
42 
24 
7 
9 
6 
0 
33 
9 
0 
12 
30 
18 
5 
32 
34 
18 
12 

90*7 
60*6 
62*8 
49*7 
30,2 
86,0 
97,7 
55,8 
16,3 
20.9 
14,0 
.0 

76,7 
20,9 
.0 

27*9 
69*6 
41*9 
11*6 
74*4 
79*1 
41*9 
27.9 

.3°' 

*Possible total points per item is 43. 
one per station. 

Each item has a value of 
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and the adverse dust conditions of the area. Table VII shows that the ^ 

gasoline pumps at 42 of the 43 Gulf service stations were in a clean 

condition. Evidently the dealers and attendants realize that the con

dition of the servicing equipment has an important effect on the cus

tomer's evaluation of the entire service station. 

The survey results in Table VII reveal that the lubrication 

room floor and most of the items pertaining to the rest rooms ranked 

low in attainment by the 43 Gulf stations. The petroleum marketing 

companies indicate in their manuals that the cleanliness of the rest 

rooms is an indication of the degree of cleanliness of the rest of the 

station plant. But only nine stations had proper supplies in their rest 

rooms and only six stations had properly cleaned the rest room facllltieis 

No inspection cards were found in the rest rooms of the 43 Gulf stations, 

and none of the stations used deodorants. Some cenq>anies use the in-

speetion card system as a systematic check to insure the attention of 

the attendant to the regular cleaning of the rest rooms. Futhermore, 

properly posted inspection card is evidence to the customer that the 

rest room is receiving proper attention. 

The lubrication room floor is an area which requires frequent ' 

cleaning, at least after the servicing of each car, if it ll to be 

maintained in a satisfactory condition. The in^ortance of cleanliness 

and order in the lubrication department has been stressed in suggestions 

and recommendations of the several marketing companies and set forth in 

their respective training manuals. The survey results reveal that the 

floors of the lubrication departments were very poorly maintained, '^ 

Equipment in the lubrication room was pr<^perly cleaned i« only 12 «f tiKB-
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43 stations and lubrication room floors were clean in only five stationis. 

If business is pressing and several cars need servicing as quickly as 

possible, the maintenance of a clean lubrication room floor may be im- | 

practical for a period of tine. If the lubrication room is used con

stantly it will be impossible to maintain it in a spotless condition. 

But the reasonable maintenance described in the service manuals should | 

be achieved. 

It was found that some of the Items of appearance and maintenance 

rated higher with some dealers than with others. It is evident from 

a study of Table VII that some items of cleanliness could be greatly 

improved with a little more effort on the part of the dealers and at

tendants. The service manuals recommend that the dealer try to see his| 

station from the customer's view point and to maintain it in the con

dition that the motoring public expects. The work at the average ser

vice station usually permits ample time for general cleaning, and 

training and supervision from the petroleum marketing companies may be 

utilized to improte appearance and maintenance. 

The possible total points accomplished by the 43 Gulf stations 

in each of the three areas of service activity included in the study arie 

presented in Table VIII, A study of the table shows that no points of 

accomplishment were indicated for several of the stations in the activ<^ 

ity of lubrication servicing. These stations did not have lubrication \ 

department facilities. Their failure to maintain lubrication service 

resulted in lower overall scores, but the probable effects on the profits 

of the dealers involved may be much more important. According to the i 

jwrvlce^jnanuals the lubrication ilepartment-is- the Mgii prof it area of-
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TOTAL POINTS ATTAINED 

TABLE VIII 

ON DRIVEWAY SELLING. LUBRICATION SERVICING iIND 
APPEARANCE AT© MAINTENANCE BY THE FORTY-THIEE GULF SERVICE STATIONS 

Station 
Nunber 

1 
2 
3 
4 
5 
6 

1 7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
26 
29 
30 
31 
32 
33 
34 
35 
36 
37 
38 
39 
40 
41 
42 
43 

Total points 
on driveway 
selling 

12 
25 
26 
19 
18 
18 
21 
22 
21 
26 
9 
24 
23 
9 
23 
10 
8 
20 
23 
27 
11 
13 
26 
15 
27 
22 
19 
16 
31 
17 
17 
27 
15 
15 
15 
5 
26 
9 
27 
19 
3 
8 

-2fl 
Total 788 

Total points on 
lubrication 
servicing 

24 
28 
20 
20 
16 
8 
20 
16 
26 
24 
0 
20 
24 
0 
20 
0 
0 
24 
24 
28 
0 
0 
28 
6 
24 
24 
0 
0 
32 
0 
0 
16 
20 
16 
24 
0 
36 
16 
26 
20 
16 
IZ. 16 

-2fi 
688 

Total points on 
appearance and 
maintenance 

13 
20 
14 
7 
2 
6 
14 
15 
21 
18 
4 
13 
14 
7 
14 
4 
3 
10 
9 
8 
6 
7 
8 
10 
19 
16 
8 
9 
22 
7 
4 
9 
13 
7 
12 
0 
20 
5 
14 
12 
5 
8 

-A 
443 

Total 
points 

49 
73 
60 
46 : 
36 
32 
55 
53 
70 
68 
13 
57 
61 
16 
57 
14 

^ 11 
i ^ V 54 

56 
63 
19 
20 s 
62 
33 
70 
62 
27 
27 
85 
24 
21 
52 
48 
38 
51 
5 
82 
30 
69 
51 

?1 
32" 
44 

1,919 
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the service station and the station without this department is operat

ing at a definite disadvantage. Lubrication, oil change, oil filter 

change, transmission oil and automatic transmission fluid service are 

all needed by the motorist and provide a source of high return to the 

dealer in relation to the investment they require in equipment and labor. 

The total possible scores for the 43 stations on all items of 

driveway selling and servicing was 8,772 points, for lubrication de

partment selling and service it was 3,200 points, and for station ap

pearance and maintenance it was 1^032 points. Therefore, it was possible 

for the 43 stations to have accomplished a total of 13,004 points on 

all activities and items included in the survey. Table VIII shows the 

total number of points actually accoiq>lished by all 43 stations to be 

only 1,919 points or 14.7% of the possible attainment. 

Table VIII also shows that in most cases the high ranking sta

tions in total scores also have high scores in each of the three areas 

of selling and servicing activity. None of the stations is high in one 

activity and low in another, but all stations appear to score rather 

consistently in each of the three types of activities. Confutation 

reveals that the ten stations with the highest total point scores account 

for 36,6% of the total score of 1,919 points accumulated by the 43 sta

tions. In the driveway selling activity these same ten high scoring 

stations received 254 points or 32,6% of the total of 768 points accu

mulated by all stations. These ten stations received 266 points or 

28,9% of tlie total score in the lubrication department service and 176 

points or 40,2% of the total score in maintenance and appearance. 

All ten-high scoring^ stations ̂ re well constructedy complete 
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stations with lubrication and washing departments,^ Some of thele sta-

tions have white porcelain steel siding which is typical Gulf styling 

and all are company controlled stations either by lease arrangement or 

commodity contract. Even though these ten stations scored higher than 

other stations in maintenance and appearance, and in the lubrication 
I 

' department, their scores could have been improved considerable in the 

I activity of driveway selling and servicing. The survey results indicate 

definite evidence of a lack of complete driveway service. 

The ten lowest scoring stations accumulated only 148 total points 

or 7,7% of the 1,919 points scored by the 43 Gulf stations. In drive

way selling and servicing the lowest ten stations scored 84 points or 

I 10,7% of the total points possible. In the lubrication department they 
i 

received only 12 points or 6,9% of the total number possible for this 
i 

activity. However, only three of these stations had lubrication facil-^ 

ities. But these three stations had poor and incomplete service per

formance in their lubrication rooms. Four of the stations which did 

not have lubrication departments and ranked in the lowest ten were 

station and grocery store combinations. These ten low scoring stations 
-V, 

received a total of 51 points or 1 1 , ^ of possible attainment in 

maintenance and appearance. 

The failure of the dealers to give proper and complete service 

on the driveway and in the lubrication departments apparently results 

from the lack of proper training of the service personnel and failure 

to provide complete facilities in both the smaller stations and the 

larger, newer stations. 



CHAPTER VI 

SUMMARY A^D CONCLUSION 

This study concludes with the final evaluation of the selling 

and servicing techniques of 43 Gulf service station dealers. This has 

been done after careful study of the tabulated data gathered from a 

systematic survey. These techniques have been evaluated by comparison 

with the practices reconaaended and suggested by Continental Oil Conqpany, 

Humble Oil and Refining Conqpany, Phillips Petroleum Conqpany and Gulf 

Oil Corporation. The study reveals the extent to which the Gulf dealers 

in the West Texas area accomplish the recommended selling and service 

techniques presented in the various dealer training manuals. 
I 

The results of the survey indicate that the selling and servicing 

techniques accomplished by the Gulf dealers on the station driveways are 
I 
far from conq>lete. The 43 stations averaged only 8.9% of the possible 

attainment in this activity, and the station with the highest rating 

scored only 15.2% of the possible total number of points. Eight stations 

were below 5% in accomplishment of the recommended practices and one 

had only 1,4% of the total points possible. Only a very few of the re

commended techniques were consistently practiced by most stations, and 

i 

a number of inf>ortant items of service were rarely or never performed, 

Futhermore, items of service shown by several studies to be most inqpor

tant to motorists did not rank high in accomplishment by the stations 

I 

studied. For example, the Dupont Survey found that 90% of all motorists 

ranked the checking of the motor oil level as one of the most inqportant 

station services, but the 43 stations checked the motor oil level on 

66 
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only 25.6% of the cars they serviced during the survey. The station 

idealers are possibly not securing their share of the business available 

|to them as a result of this incomplete service. It is very evident that 

much inqprovement in the selling and servicing techniques in this activity 

could be aceonq)lished by the dealers and their salesmen. 

Eleven of the 43 stations did not have lubrication rooms. The 

absence of the lubrication department deprives the dealer of profits 

available on such items as lubrication, oil, oil filters, transmission 

oil and transmission fluid. But service was also very incomplete in 

most of the stations which had lubrication departments. The average 

attainment in service and sales in the lubrication rooms by the 32 sta

tions that maintained lubrication departments was only 21.5 percent. No 

station had a high score in this area of service, and 11 of the 25 items 

of lubrication sales and service were not accomplished a single time 

during entire survey. The petroleum marketing companies reconnnended 

that the service order form be used at the beginning of the conversation 

between the dealer and the customer as a guide to the service that should 

be offered. This form was used by the dealers and attendants only 12,8% 

of the time during the survey. Much improvement may be accomplished in 

the lubrication departments by following the recoimnendations found in 

the company service manuals, Inqproved service and selling techniques in 

the lubrication department will result in more profits to the dealers 

and more and better satisfied customers, 

A close study of the survey results further reveals that station 

appearance and maintenance Is closely correlated with the individual 

dealer's method of operation. The appearance of the station faciUtles 
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reflects the dealer's service methods. When a station was found to be 

generally untidy and in run down condition, the dealer's selling and 

servicing techniques were usually poor. However, in a few stations the 

quality of the maintenance and the appearance ranked higher than the 

selling and servicing techniques practiced by the dealer and his atten

dants. The 43 stations ranked higher on station appearance and mainte

nance than on driveway selling or lubrication service. I^e average \ 

attainment was 4 ^ on appearance and maintenance and only 8.9% and 21.5%, 

respectively, in the other two areas of service. Good housekeeping 

practices were particularly good in such station areas as pumps, air 

and water hoses, and building exteriors. But the lubrication rooms, 

rest rooms, and other areas away from the driveways were generally very 

poorly maintained. 

The total point score possible for all 43 stations for all items 

of driveway selling and servicing was 8,772 points, for lubrication 

department selling and servicing it was 3,^)0 points, and for station 

appearance and maintenance the total was 1,032 points. It was possible 

for the 43 stations to achieve a grand total of 13,004 points on all 

three areas of station activity during the survey, but the total nuniber 

of points actually accomplished was only 1,919 or 14,7% of the possible, 

attainment. Therefore, the stations observed in this survey are not 

carrying out the sales and service practices recommended by the ms^or 

petroleum marketing con4>anies. 

There is much the marketing companies can do to inqprove the ser

vices of their dealers. Most companies have made training materials 

available to tite-dealers. to help them and their attendants to improve 
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their selling techniques. Dealers are constantly reminded by company 

representatives of the practices reconnnended by the company to inqprove 

relations between the dealers and the motoring public. However, this 

type of training has been very inadequate in many respects. 

One of the most inqportant methods of teaching attenqpted by some 

: of the companies is the use of visual aids. Coe^anles strive to present 

to the dealers a standard method by which they can properly approach and 

service the customers' cars. Visual aids such as films, flannel boards 

and illustrated training manuals are valuable aids to proper training 

only if they are used in the right manner. Film left stacked in the 

store room of the company office do not benefit the dealers, the compa

ny, nor the motorist. If the company representatives do not work with 

the dealers, maintain the proper attitude, and make available all the 

training aids that the company is able to present, then the company 

has failed In its efforts to properly train its dealers in the most 

efficient methods of serving the motoring public. 

The dealer should be willing to accept from the company all the ' 

help available to him and his attendants in the form of training in 

better methods of selling and servicing. If he does not he cannot ex

pect to inqprove his or his attendants' selling and servicing techniques* 

The dealer should constantly evaluate his selling and servicing tech

niques as he and his attendants practice them and determine how they 

rate with the recommended practices of the industry* 

The incon^lete selling and servicing techniques practiced by Gulf 

service station dealers in the West Texas area may not be entirely the 

fault of the dealers. More GO<^r^»ti«n between^ the conqpany and the 
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dealers will greatly in9>rove the attitude of the dealers toward theirH 

responsibility of properly serving the motoring public. Improved train

ing by the company on a more cooperative basis will greatly in^rove the 

methods of operation by the dealers. Some work along this line is being 

done by most of the companies but there is much inqprovement to be made. 

An objective look has been taken at the dealer's operation on th^ 

driveway, in the lubrication room and in properly maintaining the ap

pearance of the station facilities. Cooperation, training, and attitudes 

are an inqportant part of any service station business, and just as the 

products the dealer is selling begin with the marketing company, so 

must the factors which may make his a successful business. 

The scope of this study has been limited to determine the effi

ciency of station dealers in their operations on the driveways, in their 

lubrication rooms, and in the maintenance of their plants. There are 

other factors which effect the operation of a service station* Location, 

traffic, class of available trade, type of construction, company and 

dealer advertising, type of property lease and type of commodity contract 

are just a few of the important factors which require consideration in | 

order to properly evaluate the operation: of a service station* 

This study has been an attenqpt to ascertain the efficiency with 

vAiich Gulf dealers measure up to recommended practices of selling and 

servicing techniques. The analysis of the data reveal that much im

provement in these activities is desirable. The training methods and 

requirements needed to bring about this inqprovement would be worth

while field for further study. 
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