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1. Set up a realistic budget for
your business. Update as needed.

2. Make plans to improve store
inside sales with new products and
new approaches.

3. Design some advertising that
will work in your local market.

4. Set up realistic sales goals for
your business and monitor
results weekly and menthly.

5. Employee training with focus on
safety at all times.

6. Review all expenses and cut
costs where possible.

7. Improve housekeeping and
overall customer satisfaction.

We can all improve and by taking
the time to review our past
experiences and planning for the
future we will win. Alan & Tony
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Danny Roden of Chevron reports:

Texaco had a premendous year fo 2003 with the
successful addition of over 600 Texaco branded
stations to our network. We plan to continue
this growth in 2006 chrough the launch and
support of a new creative campaign designed to
celebrate "performance experes.” Strategically
placed advertising will leverage the Techron
addirive and reinforce the Texaco heritage in a
contemporized style.On many communica-
tions and on-station marerials, we will have the
new, stylized graphic with the tag line,

®.

Along with our NASCAR sponsorship and Casey
Mears as our driver, we anticipate greac things
for the Texaco brand chis year.

“Trust your car to the



Is this price change? Yes or No To:

From: Campbell & Sons 0il Co., Inc.
P.O. Box 18968

Acet. Nn.

Folowing Stores DO NOT FAX TOLEADER.,, (a5 sseor Fax: s ss-78
Fax dai%&ays a week o Campbell i ot Loder T
phll Lubrcats t 87-309277

PLEASE FAX 7 Days a Week To Both |

1-866-945- 1960

And Can KEHERT

e

eadings Inventory
2 total reading each product) Tank Monitor
nly use whole numbers-no Tape Below

ligits right of deci

cdea: Following sores continue fai
2 you curently do -NO CHANGE.
Fax 7 days & week to Leader and Campbel

S e e

er: T - 71
EAST LAXE MARKE ic.
OB PO T8
ETOR M BAVE 110 'rar
sel Fuel: T —
[ & | :- (I ﬁ:
_E FATETTEWILLE CONO 1=
ﬁL HAVIDN S CONOCO _.:.LE
—7 1 osene: S TO8AET g
_‘k‘- JUPER STOP #) | i6s )
e CPE MWD __E_
Sy U FOO0S ||
o G ]

LN H;g

bbbt




[hcreasing Store

Profits $$%

5%&5%35 We Recommend
E_&-,,ﬁs === Operahon”SMART”
= é: S Program

To make the maximum prohh from your c-store operation takes time and
planning. There are many facters that play an impertant rele in achieving cutstanding store
profits. Some of these are outlined below in Operation "SMART"

S- SUW’-E_}!’ compeﬁﬁon. Determine what new products and what prices your

local competitors in c-stores are using to capture your customers. Pick a popular
item and discount it to capture new customers. Keep competitive hours of
operation. Work with lecal authoerities on theft prevention.

M- Merchancﬁsfng. Display seasonal items and price in a competitive

fashion. Promote with attractive point of sale and talk to customers to determine
if you have what they need.Focus on customer needs. Make certain your

customers understand that they are very important. Work with lecal schools.
A- Atftitude. All store personnel must have a customer friendly positive aftitude

and make a business like impression in dress and attitude. Your great attitude is
contagious and will benefit your bottom line.

R- Re.fnﬁanshr'p with vendors. Seek good ideas and help from vendors to

maximize profits for the store. Some vendors will help you with special pricing
and and rebate options for space. Work with vendors and attend special trade
shows to get the best prices and take advantage of new products coming to

market. Work with the Chevron mystery shop program to improve image.
T- Target your gDﬂfS. Set up sales goals in your different store categories
and each week and month measure results vs. the goals you have

set. Know where you stand in performance and bookkeeping.
Reward employees for outstanding results. Build the store team.



















