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FOREWORD 

THE GULF RETAIL 
OUTLOOK FOR 2017
During 2016 we saw a further increase in Gulf ’s global retail fuel 

presence with new networks being established in Mexico, South 
Africa and the Philippines, as the brand continues to attract new fuel 
retail operators around the world. With the recent addition of  Saudi 
Arabia, Gulf  now has licensees for service station networks in 25 
countries worldwide.  

The expansion of  existing Gulf  networks continues apace, with 
significant growth in both the relatively new and the established 
markets, Gulf  has ambitious plans to grow the network into 60 
countries by 2020. 

The presence of  Gulf  stations in any country is of  great  
importance – greatly enhancing brand awareness with both the 
public, transport companies and associated business’s in numerous 
lubricant sales channels 

Gulf  companies located in South America, Middle East and  
South East Asia are also using their resources and connections to  
find new licensees. 

Another important development is that Gulf  has recently signed a 
trade mark agreement with Zenrin USA, Inc. who develop original 
satellite navigation products for the automotive and smartphone 
navigation app markets. This means that starting this year, the Gulf  
logo will represent the location of  Gulf  service stations in countries 
where Gulf  stations are present, featuring on the dashboard sat navs 
of  many major motor vehicle brands.

The attraction of  Gulf  to independent network operators is the 
opportunity to work with a long established global brand – combined 
with a high degree of  autonomy through which to exercise their 
entrepreneurial flair. From Gulf ’s perspective, 2017 and beyond will 
see this trend continue and fuel retailers will find Gulf ’s retail offer 
more attractive than ever – given the on-going market restructuring  
in many regions.

Many Gulf  networks promote sales and customer loyalty via fuel 
cards, local marketing promotions and competitions as well as using, 
to great effect, the Gulf  Oil International marketing activations with 
Manchester United, with World Superbike – Milwaukee Aprilia 
and Althea BMW – plus of  course World Endurance Racing events 
with Gulf  Racing and our ongoing technical partnership with Drag 
Racing Champion, Ian King.

We hope that you find this Special Edition of  Orange Disc of   
great interest and that it will encourage all Gulf  affiliates to be 
inspired to help grow the Gulf  fuel retail networks and, by doing  
so, bring benefits to your businesses and the brand as a whole.

Paul Stannard

International Business 
Development 

Manager
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“I want to reassure you that we are continuing 
to invest substantially into our business 

to improve service levels, reduce your costs and 
strengthen the Gulf  brand proposition to drive 
new business your way. Our determination to grow 
our business will never compromise yours. We 
endeavour to try harder, understand your business 
and be there for you when situations and challenges 
arise. That’s the Gulf  way, with good humour, a 
balanced approach, an empathy with forecourt 
operators and our best efforts to provide you with 
the strongest available deal for your business.”

These were the words of  Ramsay 
MacDonald, Retail Director, Certas Energy, 
when addressing an audience of  around 
50 of  the UK’s top independent petrol 
retailers at SuperStation 2016. 

Certas Energy is the largest 
independent fuel retailer in Britain, 
supplying more than 1,200 retail 
outlets nationwide, including over 
500 Gulf-branded forecourts. Its 
SuperStation initiative, launched in 
2012, is designed to drive up service 
standards on every Gulf  branded 
petrol forecourt across the UK. 

With the largest density of  Gulf  forecourts 
anywhere in the world except North America, 
MacDonald is proud of  the impact that Gulf  is making on 
petrol retailing in Britain, as he and his retail team work 
tirelessly to drive up forecourt numbers and volumes.

“We grew our retail sales by 20 million litres in the last 12 
months and recently passed the fantastic landmark of  500 
Gulf  forecourts,” enthuses MacDonald. “Just four years ago 
there were less than 200 and the average annual volume was 
around 1.3 million litres. Our investment in the brand is 
substantial and ongoing. Gulf  is now a top-four fuel retailer 
and we are raising the quality and size of  the network. 
The most recent additions to the Gulf  brand are spacious 
imposing, high volume outlets that have chosen Gulf  over 
the UK’s majors.”

Fuel volumes on recent converts to the Gulf  network now 
average 2.5 million litres and in Scotland, Certas Energy 
owns 25 sites, 18 of  which are Gulf  branded and these full-
facility forecourts have an average throughput of  3.5 million 
litres pa.

“We are continually looking at ways of  attracting new 
business and presenting motorists and shoppers with the  
best possible forecourt proposition,” continues MacDonald.   
“In Scotland we have over 100 forecourts and Gulf  is a 
major player. Since October 2015, over half  the estate has 
been refitted and every site now offers four fuel grades, 
including premium fuel with well-maintained facilities 
throughout. Each site has a refurbished shop operating to 
the latest convenience retailing standards, supported by the 

GULF IN   THE UKUNITED KINGDOM
Population: 65.1m
Households: 27.1m
4 wheel vehicles Per 1000 people: 519
Number of Motorcycles: 1.3m
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leading symbol brands: Spar, Londis and Bestway.”
“We have invested heavily in our own network in 

every area including personnel, training and equipment. 
Investment has also been made in energy saving 
consumption canopy lighting and tank relining, part of  
Certas Energy’s environmental strategy. Gulf  is historically 
known for product quality and technical prowess. We want 
to ensure that the brand also becomes synonymous with 
service excellence. We all know that being fast, friendly, 
accessible, uncluttered and clean are key success factors in 
forecourt retailing. Our challenge is to also create a positive 
differentiation from the leading competitors: Shell, Esso 
and BP. Making the forecourts retail convenience stores 
welcoming to non-motorists and especially female customers, 
has been a key driver. A great deal of  time and hard work 
has also been invested to build up the skill base in order to 
acquire alcohol licences and the infrastructure necessary to 
run a successful chain of  off licences. Certas Energy now 
operates these on 13 sites, with plans in place to introduce a 
further five.  Hot food offerings have also been introduced, 
with three Subways in development & planning and loyalty 
schemes for ‘Food on the Go’ products. There is also 100% 
Costa Coffee, Lottery and paypoint coverage across the 
network – all designed to improve the consumer offering and 
serve the needs of  the local community. In addition, Certas 
Energy is in the process of  converting its 10 ATM’s into free 
use facilities, offering cashback at all 25 sites and contactless 
& Apple Pay on our Gulf-branded forecourts.”

Certas Energy already offers the industry’s best credit 
and fuel card package to its Gulf  retailers. It’s as powerful 
and competitive as any in the market and it is the goal of  
the company to apply this industry-leading ethos across 
everything it does. The company’s premium fuel grade, 
Gulf  Endurance now accounts for over 20% of  turnover on 
some forecourts, whilst its regular low-cost tactical forecourt 
promotions are proving a hit amongst retailers and motorists 
alike. Gulf  is also the principal sponsor of  the Forecourt 
Trader of  the Year Awards, the largest annual gathering of  
forecourt ‘movers and shakers’.

“Our involvement with the Forecourt Trader Awards 
reinforces Gulf ’s credentials whilst our latest promotion, 
‘Win a car’, (which includes Gulf  branded instant prizes) is 
boosting volumes as well as creating a compelling reason for 
staff to positively engage with every customer,” continued 
MacDonald. ”We recently created a new look for our 
car wash centres and in 2017 will launch a stunning new 
uniform range for our staff. We are also testing an exciting 
new image for our customer toilets.”

“We want to do more, we have a new Marketing Director, 
Angus Blundell and a great desire to continue to push the 
Gulf  brand, through all media,” confirms MacDonald. 
“We are looking at trialling loyalty schemes, linking our 
vast domestic customer base to Gulf  sites and in April we 
are the entrance sponsors of  the Forecourt Show, the most 
important event of  its kind in the UK. In such a dynamic 
industry the work never stops and we are delighted with 
the efforts of  our colleagues in GOI to develop global 
partnerships with Manchester United and the Aprilia and 
BMW World Superbike teams. All of  these offer us new 
platforms to promote the Gulf  brand as never before.”
Gerry Welsh: gerry.Welsh@certasenergy.co.uk

GULF IN   THE UK



GULF EXPANDS ITS NETWORK IN    BELGIUM AND MOVES INTO FRANCE
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“Spindletop N.V.” – the Gulf  fuel retail licensee for Belgium and France 
– was founded in 1999 and thus the new company behind the Gulf  

brand for Belgium-France and Luxembourg was created. In 2006 Gulf  Oil 
Netherlands (Enviem Group) created Demarol Belgium, having bought 
Spindletop in 2008. 

Despite a difficult start, the Gulf  brand has grown to a current network of  
more than 100 Gulf  service stations in Belgium and France as well as though 
a dedicated sub-licensee in Luxembourg.

 
GULF-DEMAROL BELGIUM HAS GROWN: initially by taking over 
unhappy dealer-owned, dealer-operated (DODO) stations from the oil majors, 
(who often didn’t offer a fair price on their fuel cards) as well as through clever 
marketing by maximising the benefits of  the Gulf  brand. Over the last five 
years, the Gulf  network has moved to more company-leased service stations, 
because many service station owners in Belgium, who started in the sixties and 
seventies were beginning to retire and so these were transformed to unmanned 
service stations. Demarol pays a pension contribution to the former owners 
who stood at the pumps, sometimes for more than 30 years: if  Gulf  hadn’t 
taken over the station, the pumps would have been closed down. Typically, 
the men worked in the service station garage and the women attended to the 
pump. A second reason why Gulf  has been able to take over many standalone 
service stations during the last few years is because they couldn’t compete 
with the major networks anymore on pump-price and this has become the 
determining marketing factor.

BELGIUM & FRANCE

BELGIUM
Population: 11.3m
Households: 4.57m
4 wheel vehicles Per 1000 people: 559
Number of Motorcycles: 460K



GULF STARTED OPERATING IN FRANCE IN 2016: historically the most 
difficult market in Europe because of  the low margins, with 60% of  fuel retail 
controlled by big supermarkets who sell fuel with no margin, in order to attract 
people to their shops, Demerol is developing a network of  small clean pumps, all 
managed by the internet (“in the cloud”) where payment is by card only, making the 
strategy the opposite to that of  the supermarkets and majors in France, who focus 
only on massive service stations and are not present in smaller communities: Gulf  fills 
the gap in the market with a new convenient fuel service provider to the customer.

A second Gulf  fuel station recently opened in Buironfosse. This, like the first 
Gulf  station in France, opened to a civic reception – such is the importance of  
having a fuel station to the local community. 

Manager Sven Van den Branden said: “As we are an A-branded retailer focusing 
on local unmanned service stations in Belgium and France and large service 
stations with shops in Luxembourg, we are much more efficient than the majors, 
who have large corporate structures, built up from the eighties and nineties: we 
concentrate on IT-automations and focused marketing. The Gulf  brand allows us 
to build up our business and to sit in negotiations alongside the majors, although 
we are not the biggest fish we are the fastest. Our future is to take advantage after 
the majors have left the retailing business.”

With regards to marketing, the Gulf  network organises yearly “smart” mailings 
to all service stations in Belgium, in order to invite them to become Gulf  branded. 
The idea behind the concept is to encourage service station holders to make urgent 
contact, to take advantage of  the attractive rewards offered by converting to Gulf.

There is not a sales team, so interested service stations make contact via these 
mailings, which bring new contracts. Manager Sven Van den Branden visits all the 
potential clients, which often makes the difference, compared to the approach of  
competitors towards owners.

In 2017 Gulf  expects to grow the Gulf  network in France to at least 10 service 
stations, open more than 10 stations in Belgium and plans to open at least one 
more station in Luxembourg. 

Manager Sven Van den Branden: sven@demarol.be

GULF EXPANDS ITS NETWORK IN    BELGIUM AND MOVES INTO FRANCE

FRANCE
Population: 64.6m
Households: 25.25m
4 wheel vehicles Per 1000 people: 578
% of Households with a motorcycle/scooter: 12%
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GULF AVIATION

Since entering the General Aviation (GA) market in 2009, 
Gulf  Aviation has celebrated a number of  successes.  

One of  the newest entrants to the aviation fuel supply market, 
Gulf  Aviation offers a range of  fuels and lubricants, from 
premium aircraft fuels and ground fuels, to the latest turbine 
greases and engine oils. Customers include commercial 
airlines, UK regional airports, flying clubs, helicopter 
operators, air taxis, private airfields, fixed based operators 
(FBO), charter and management companies, as well as one  
of  the world’s foremost jet engine manufacturers and a host 
of  other operations in the GA market.

The dedicated customer-focused team believes that 
relationships should be built on trust, service, and quality,  
and so ensures that Gulf  Aviation can keep businesses  
fuelled and aircraft in the air, no matter how big or small  
the requirements. 

The company has grown over the years to now supply a 
wide variety of  customers including Cotswold Airport, Global 
Trek Aviation, PDG Helicopters and the Ministry of  Defence. 
Four years ago, the business moved into UK regional airports 
and is currently supplying a number of  commercial airlines 
including Thomas Cook, Wizz Air, Jet 2, Stobart Air (Aer 
Lingus), Thomson, KLM, Ryanair and Swiss Air, at 10 regional 
airports in the UK, with the aim of  supplying an additional 
four regional airports by the end of  2017.

Alex Murphy, Head of  Gulf  Aviation, says: “We’re 
extremely pleased with what we have achieved with our 
business over the last seven years. We’re working with some 
fantastic customers and pride ourselves on the relationships 
that we’ve built with them. There are exciting times ahead 
for Gulf  Aviation as we look to continue growing the business 
and are also looking at where we can launch new products to  
fulfil customer needs.”

Alex Murphy: alex.murphy@gulfaviation.co.uk

GULF AVIATION 
CELEBRATING 
A NUMBER OF 

SUCCESSES
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Finding the nearest Gulf  Fuel station is becoming increasingly easy for 
people on the move, thanks to Gulf  Oil International’s link with Zenrin 

USA Inc. 
The agreement that was signed in 2016 is putting Gulf  logos – signifying 

the presence of  a Gulf  fuel station – onto Sat Nav units of  both recognised 
satellite navigation brands as well as on vehicle manufacturers’ own OE units. 

Sat Nav specifications differ considerably from country to country, but Gulf  
will soon be visible on Mercedes C and S Class cars in Europe through the 
navigation app that runs on Mercedes C class and S class and Audi models 
that have the Connect in-dash system. Zenrin’s customer, INRIX is also 
providing this for Volvo’s V40, V40 Cross Country, S60, V60 and XC60 
models as well as for many BMW and Renault models together with a large 
number of  Japanese cars – notably Honda, Infiniti, Toyota, Nissan and 
Lexus. The scope of  the agreement also ensures that the Gulf  presence will 
be featured even on the entry-level Sat Navs for these marques. 

As well as being useful, it should prove to be a great marketing tool for 
Gulf  fuel retail networks the world over.  

FIND GULF WHEREVER YOU GO 

Gulf  has recently launched its first fuel stations in France and part of  the appeal of  
the Gulf  offer is the rapid speed, low cost and exceptionally practical nature of  

installing and running a Gulf  station in any given location. 
The building costs are low and the construction is of  a high standard – conforming 

with today’s tight safety regulations and environmental requirements. 
Gone, however, is the need for huge amounts of  excavation and ground preparation, 

the Gulf  station arrives as a largely self-contained, prefabricated construction. This 
means that it can be set up, installed and running incredibly quickly from scratch and it 
also means that it is suitable for just about any type of  location anywhere in the world. 

Management of  this new breed of  fuel station has also evolved dramatically. 
Everything is computerised and run via the Internet. Price changes on the pumps and 
signs, reports and even camera surveillance is conducted online by Computer, Tablet or 
Mobile Phone, allowing a station of  group of  stations to be run from any global location. 

The future is now!

THE SMALL FUEL STATION 
OF THE FUTURE
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Gulf  Luxembourg – the dedicated sub-licensee 
for fuel retail in Luxembourg – recently 

celebrated 15 years in the Grand Duchy, with 
a reception in the presence of  Minister for 
the Economy, Etienne Schneider, at Hitch in 
Luxembourg-Limpertsberg 

The fuel company operates 15 service stations 
in Luxembourg, (on average, one has opened every 
year) and employs 220 people, of  which 130 are 
involved in direct subsidiaries in the commercial, 
technical and real estate sectors.

In 2001, five local business partners acquired 
the Gulf  licence and set up a distribution structure 
and efficient administration. Consequently, Gulf  
Luxembourg became an exclusive distributor for fuel 
and oil for the brand across the Grand Duchy, and 
opened the first Gulf  service station the same year. 

Unlike other oil companies, Gulf  Luxembourg, 
being a purely domestic company, is well 
established in the Grand Duchy with local partners. 
As a result, all strategic decisions are taken here.

Partnerships with other major Luxembourg 
service providers such as the Cactus group,  
POST and the National Lottery all strengthen  
the local presence.

Since 2008, the Shoppi concept has been 
implemented at all Gulf  stores. The concept, 
developed with the Cactus group, is in the 
convenience shopping line. Specifically, Shoppi 
allows fast and comfortable shopping, offering a 
variety of  catered food, fresh produce, baked goods 
and other items of  daily life. In many Shoppis, 
customers enjoy the services of  a “point POST”, 
which offers a limited postal service.

100,000 gifts during Crazy Gulf  Days 
To celebrate its 15th anniversary, Gulf  Luxembourg distributed 100,000 gifts to customers for 

100 days. Among the jackpot, was a Jeep Renegade in Gulf ’s legendary racing colours, a trip to 
New York and two tickets to the music festival Tomorrowland in Belgium. The anniversary promotion, 
under the slogan “Crazy Gulf  Days”, ran until 23 December 2016. For the purchase of  a minimum of  
25 litres of  fuel, a scratch card was offered to customers. 

Andre Thelen: andre.thelen@gulf.lu

GULF LUXEMBOURG 
CELEBRATES 15 YEARS

LUXEMBOURG
Population 0.6m
Households: .17m
4 wheel vehicles Per 1000 people: 739
Number of Motorcycles 19K
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Enviem, with 400 service stations in the Netherlands, is a strong 
midfielder with a market share of  approximately 10%. Additionally 

Enviem has entered the German and Belgian market in recent decades  
and has acquired nearly 200 fuel stations.

Gulf  will focus on the local market in the Netherlands to achieve  
optimal customer loyalty. The marketing programme has been successfully 
launched at Gulf  Veldhoven: by offering Saturday VAT-free refuelling,  
many new customers came to the fuel station. The customer is offered a  
local fuel card, upon which he/she can get fuel with a fixed discount,  

which is a concept that appeals to consumers.
To further test the marketing concept there was a second event in  

Almelo in early December. After analysis of  the results, a further plan  
will be developed.

Gulf  continues to move forward and launch the next marketing campaign 
to promote a new carwash concept called “SPOT”. For consumers this is a 
clear call to action. “SPOT Carwash” delivers “pretty easy and fast cleaning 
for your car!” In addition, a new shop concept will start during 2017.

Gerrit Van Boven: g.vboven@enviem.nl

ENVIEM RETAIL NETHERLANDS 
STRONG MIDFIELDER

LUXEMBOURG

NETHERLANDS
Population; 16.9m
Households: 7.24m
4 wheel vehicles Per 1000 people: 528
Number of Motorcycles: 720K

Based in the former East German city of  Lutherstadt Eisleben – the home 
town of  Martin Luther – in the Saxony-Anhalt region, Oil Trading 

Deutschland (OTD) is the Enviem-owned company that runs the retail fuel 
operation for Gulf  in Germany.

There are currently 45 Gulf  stations throughout the country – most of  them 
in Saxony-Anhalt, Saxony and Thuringia – and they were responsible for 
more than 60 million litres of  fuel sales in 2016. Forty of  these are company-
owned, company-operated with the other five being dealer-operated, but still 
company-owned. Germany has long sought to increase the green footprint of  
its motorists and around 7% of  the fuel sold in Gulf  stations is bio-fuel.

With more than 15,000 fuel stations in Germany the potential for growth is 
vast, and OTD plans to open 5-10 new stations per year, mostly in former East 
Germany, where the opportunities for new fuel retail outlets are the greatest.

Katrin Sühring: k.suehring@gulf-otd.de

RETAIL GROWTH SET TO 
CONTINUE IN GERMANY

LUXEMBOURG

GERMANY
Population: 80.2m
Cars per 1000 people: 588
Number of households 37.5m
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The Gulf  Oil International fuel retail licensee for Gulf  service stations in 
Russia is CJSC “ARKON”, a fuel distribution and retail company located 

near Moscow. Arkon have a 15,000mt fuel storage facility and a road and rail 
distribution network, plus their own small chain of  12 own brand fuel stations 
in the Kaluga district.

Arkon have the license for the brand in 17 ‘Districts’ around Moscow 
with an option to extend into other western Russian regions. They view the 
Gulf  brand as a very good opportunity to grow a new retail network with 

both owned sites and with private owners rebranding to Gulf. With newly-
appointed Serguey Yatsenko as their General Director, Arkon aim to compete 
not only with Russian players but also other Western brands who are present, 
such as Shell and BP.

The Gulf  service station shops are also stocked with Gulf  lubricants 
supplied by Ravenol Russland GmbH.

Yuri Sharonov: arkon@kaluga.ru  
http://www.gulfrussia.com/   http://www.arkonoil.com/

   RUSSIA  
CONTINUES TO GROW

RUSSIA
Population: 143.4 m
4 wheel vehicles Per 1000 people: 293
% of Households with a motorcycle/scooter: 9%

GOI’s Licensee, Star Oil aims to operate about 80 fuel stations 
in the Philippines, a country that is considered to be a new 

player in the fuel industry.
Boldman Yulangco, the Chief  Executive Officer of  Star Oil gas 

stations in the Philippines said: “Knowing that Gulf  Oil is one of  
the biggest oil companies in the world, I was thrilled when they 
asked us to operate their stations in the Philippines. When they 
gave us this offer, the first thing that came to my mind was that we 

could finally compete with the major players in the fuel industry: 
Caltex, Shell, and Petron. This is why we promised to open five 
stations within the year, but to my surprise, a number of  people are 
already enquiring about franchising a Gulf  Oil station. Because of  
that, we are now planning to open 20 more stations next year.”

Current promotions include loyalty cards and raffle tickets to 
customers of  Star Oil.
Boldman Yulangco: boldstar72@yahoo.com

PHILIPPINES COMPETING 
WITH THE MAJOR PLAYERS

PHILIPPINES
Population: 102.25
4 wheel vehicles Per 1000 people: 30
% of Households with a motorcycle/scooter: 32%
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In Sweden the family owned Hansen Group AB,  
has held the Gulf  Licence since 2009, with the  

brand being reintroduced for service stations in 2012, 
when a major operator sold its business and withdrew  
from Sweden. 

Peter Sjodin, Business Area Manager Hansen Group 
AB explains: “Gulf  has been received enthusiastically 
and we have received great media coverage because 
many journalists and professionals have fond memories 
of  Gulf  from the ‘good old days.’ It has been mainly 
privately owned stations that have chosen to move to Gulf  and these 
stations are located primarily in smaller towns, but the strong brand has 
also welcomed entrepreneurs, keen to build brand new stations along the 
major highways. The current network consists of  about 65 stations, with 
the goal of  becoming 100 stations within the next year or two: interest is 
high to change to Gulf, even among privately owned stations from rival 
chains. We have actively chosen to be a motorist option where service and 
good treatment attracts customers and builds positive feelings about the 

brand. The service stations are mainly located in the countryside where  
the customers have a strong loyalty to the local shops and often a keen eye 
to the iconic Gulf  brand.”

The service stations are a joint venture with the group EMAB, a 
purchasing organisation/interest group for all privately owned service 
stations in Sweden. With every service station privately owned and run, 
local market strategies are possible.
Peter Sjodin: peter.sjodin@gulfoil.se

SWEDEN 
GROWING ITS 
NETWORK

SWEDEN
Population: 9.8m
Households: 4.5m
4 wheel vehicles Per 1000 people: 520
Number of Motorcycles: 315K



US-Parts is a wholesale company in the automotive and pleasure 
marine market, based in Helsinki, Finland. Supplying the 

automotive market with spare parts, accessories and lubricants, they 
are also a renowned supplier to the marine industry in Finland.

Following great results with Gulf  lubricants, they started distributing 
fuels under the Gulf  brand in 2008.

Kim Blomberg, Sales and Marketing manager at US Parts said: 
“During the last couple of  years we have been observing changes in 
the field where local market leaders are aggressively trying to increase 
their market share. This has led to traditional independent retailers 
suffering from lower profits. Gulf  is a brand, known worldwide, 
that has existed for more than 100 years and therefore provides 
permanence in turbulent times. We have managed to increase the 
amount of  Gulf  branded stations during the last year as their contracts 
expire and we will try our best to maintain this trend. At the moment 
we see 16 Gulf  livered stations, of  which six are servicing pleasure 
marine customers.

“With today’s long service intervals and smaller oil capacity carried in 
the engines, lubricant top-ups is an important revenue stream for station 
owners. Using the internet vehicle search tool, the suitable lubricant can 
be easily found via the licence plate, thereby helping station staff and 
making the process easy and credible for the customer.”
Kim Blomberg: kim.blomberg@usparts.fi

GULF FUEL RETAIL FINLAND 
– LUBRICANT TOP UPS AN 
IMPORTANT SALE

FINLAND
Population: 5.5m
Households: 2.5m
4 wheel vehicles Per 1000 people: 612
Number of Motorcycles: N/A
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ALBANIA WORKS ON 
TRUST AND QUALITY

Gulf  is the only international  
brand in the Albanian fuel 

market. Positioned as the company  
that customers can trust for the quality 
and quantity of  fuel sold, a trust that 
has been built over almost three years 
of  in market activities. Its loyalty  
scheme already boasts more than 
80,000 registrations. 

Irakli Svanidze, CEO: “We opened 
the first eight stations in February 2015, 
and within a one year period the Gulf  
network reached 60 stations in Albania 
and one station in Macedonia. In early 
2016, we finalised the acquisition of  the 
fuel terminal in Romano Port, Durres, 
Albania. This terminal will serve as a 
corner stone for the further expansion 
of  the company throughout the Balkan 
region. Within the next few years, the 
company plans further expansion, 
initially to Macedonia, with Montenegro 
and Kosovo following afterwards.”

Many ground breaking marketing 
activities have already been undertaken, 
several of  which have been copied 
by competitors. The most notable 
campaigns were as follows:

“For International Women’s Day on 
8th of  March, at two of  our stations, 
for one hour, 10 litres of  free fuel 
were given to any woman driver,” 
Otar Mgeladze continues. “It was a 
huge success and nearby streets were 
completely blocked for that hour. 
This has been an annual event since 
operations began.”

In September 2016, for one month, 
a daily lottery for the loyalty scheme 
members was held, offering a prize of  
500 litres of  free fuel. Every customer 
purchasing 15 litres received an entry 
for the competition.
Irakli Svanidze: i.svanidze@
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BELGIUM & FRANCE

ALBANIA
Population: 2.9m
Households: 778k
4 wheel vehicles Per 1000 people: 124
Number of Motorcycles: 30K

BELGIUM & FRANCE

MACEDONIA
Population: 2.0m
Households: 496k
4 wheel vehicles Per 1000 people: 155
Number of Motorcycles: 10K*

BELGIUM & FRANCE

KOSOVO
Population: 1.8m
Households: N/A
4 wheel vehicles Per 1000 people: 150
Number of Motorcycles: N/A

BELGIUM & FRANCE

MONTENEGRO
Population: 0.6m
Households: 180k
4 wheel vehicles Per 1000 people: 309
Number of Motorcycles: N/A
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Gulf  in Georgia is one of  the leading oil and fuel companies in 
the Georgian market. Its success is driven by high quality fuel 

and customer service, and Gulf  has been represented officially in 
Georgia by “Sun Petroleum Georgia” LLC, since March, 2010.

Keen to capture growth and development opportunities, the 
company focuses on the marketplace and its customers. Customer 
feedback is of  great importance and is utilised to achieve world-class 
performance and meet and exceed customers’ expectations. The 
company aims to provide Georgian car owners with high quality 
European fuel and a Western type of  service.

Gulf  is one of  the major employers in Georgia, currently with 
more than 1,300 employees, and the number is increasing daily. 
Having a strong team is a great challenge for the company and this is 
why Gulf  is always looking to recruit bright and talented people.

Gulf  in Georgia, is a financially strong company and is a brand 
associated with success. The company assumes a high responsibility 
of  caring for socially unprotected members of  society and is 
committed to improving the environment and promoting a  
healthy lifestyle.

In the modern world, the environment is continually polluted 
by the excessive number of  motor vehicles and other means 
of  transportation. Consequently, society must fully realise its 
responsibility to ecologically care and improve the environment.

Gulf ’s sphere of  activities is directly related to environmental 
pollution. Accordingly, a diverse programme of  forestation and 
environmental restoration is supported by continually working to 
improve processes to reduce pollution and the potentially negative 
environmental impact of  activities and operations.

Gulf  Park is one of  the most significant environmental projects 
of  Gulf  in Georgia. The branded park was opened in the centre of  
Tbilisi through a Gulf  initiative that provided the landscaping for 
the park. The area was originally scheduled for the construction of  
a multi-story residential building but, following local protests, the 
Municipality of  Tbilisi suspended the construction project. Gulf  
continues to care for the environment and plans to open another 
branded park in the future.
Giorgi Devadze: g.devadze@gulf-ge.com

GEORGIA FOCUSING 
ON MARKETPLACE AND 
CUSTOMERS

GEORGIA
Population: 4.0m
Households: 1.25m
4 wheel vehicles Per 1000 people: 155
Number of Motorcycles: N/A
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After a 30-year absence, XTR Energy a division 
of  World Fuel Services Canada, ULC has 

successfully brought the Gulf  retail brand back  
to Canada. 

“Working with owner operators of  existing fuel 
stations and entrepreneurs developing new-to-
industry locations has been the key to our success.” 
says Garratt Wootton, Sr. Director, Land Canada for 
World Fuel Services. “There are now five stations in 
Ontario and we are expecting to open new locations 
in British Columbia and Atlantic Canada in 2017. 
As new locations open, customers and prospects alike 
are enthusiastic about the triumphant return of  Gulf.  
Industry exposure has been key to our marketing 
strategy, hosting Gulf  ‘Lunch & Learn’ sessions at 
trade shows and advertising in industry magazines 
and online newsletters has generated significant 
interest from retail food and industry partners looking 
to add something new to their offerings.”  

World Fuel Services is a global energy leader 
and Fortune 100 company offering procurement, 
optimisation, and logistics solutions for more than 
180 different fuel products, such as diesel, gasoline 
and many more. It supports customers in more than 
200 countries and territories around the world in the 
aviation, marine, and land sectors.
Garratt Wootton: gwootton@xtrenergy.ca

CANADA 
MAKES A 
COMEBACK

BELGIUM & FRANCE

CANADA
Population: 36.2m
Households: 12.5m
4 wheel vehicles Per 1000 people: 662
Number of Motorcycles: 709K
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Gulf  Oil produces world-class oil products and, through Gulf  Express 
Service Centres, extends service quality to its brand. Gulf  Express 
Service Centres offer the consumers quick, fast and efficient service at 

competitive prices. Using only quality oil and products, the Gulf  Express Service 
Centres are fully committed to delivering quality service to ensure that the 
customer gets the best service.

Professional staff perform the lubricant services and are specifically trained 
in lubricant maintenance. With the focus on delivering quality service, staff are 
trained to deliver a professional service in a clean environment. As an added 
value service, there is a checklist carried out on all vehicles and consumers are 
informed of  any vehicle maintenance that needs to be done.

The focus is service and the welfare of  the customer. The objective is to offer 
specialised lubricant services and advice, allowing the customer to make an 
informed choice. Gulf  Express Service Centres concentrate on service delivery 
to meet specific needs of  each customer. This focus, by catering for these 
varying customers’ needs, allows the company to specialise and deliver customer 
satisfaction, as opposed to trying to be “one size fits all”. Identifying with the 
customer and training staff accordingly leads to better service for the customer.

GULF EXPRESS-GOING GLOBAL

Once heralded  
as “Changing the  

motoring habits of  a  
nation” the Gulf  Express 
fast-lube concept is now 

experiencing rapid  
global take-up.”
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The concept for Gulf  Express
A quality oil change centre differentiates on service - not only on oil product. 
Gulf  Express offers customers a while-you-wait service with no appointment 
necessary. Comfortable, clean and safe waiting lounges with newspapers, free 
Internet, tea and coffee are provided.

Conveniently located service centres offer a personal high quality service 
with under the bonnet top-ups and checks on all relevant parts, including 
lubricants, greases, automotive fluids, car care, oil & air filters, popular tyre 
ranges and batteries. 

The recipe for success for Gulf  Express
High traffic volume location, OEM-trained technicians, motivated staff. 
Service capability for all car makes and brands. The Gulf  Express Service 
Centres carry all leading brands of  oil and oil filters. They provide a strong 
value proposition, top quality, fast service, computerised POS system and 
records, customer follow-up through the “service reminder” calling system, 
competitive prices, comfortable customer lounges, quality service, ambience 
and  excellent marketing.

Camille Nehme, Group Vice-President Operations and Business 
Development at Gulf  Oil International explains: “Critical mass is crucial, you 
need a strong network. Gulf  Express will not make you a profit overnight, you 
need to be in it for long haul. The “snowball effect” is so important: as you 
increase your Gulf  Express stations it becomes a profitable concept.”

Staff training the success relies on:
Strong value proposition, reasonable pricing, service, ambience, marketing, 
quality and consistency, being part of  the Customer Value Proposition is 
crucial. Hence, training is essential; a video is available to provide a good 
training base. 

IT/Point of  Sale
Cutting edge technology, complete Point of  Sale and financial modules, all 
branches interconnected, proprietary customer database.

This is fully Gulf  branded, providing financial info/dashboard/analysis at 
both service station level and at corporate level.

All this is packaged alongside a very attractive fee structure.

GULF EXPRESS
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Gulf  Express Service menus

Silver Package
1.    Oil Change
2.    Top up Power Steering 
3.    Top up Brake Fluid 
4.    Top up Engine Coolant 
5.    Top up windshield reservoir
6.    Check & Clean wiper blades
7.    Clean Air Filter
8.    “Oil Filter change” (Optional separate charge)

Gold Package
All service in Silver package (1-8)
9.    Top up Gear Oil
10.  Top up Transmission Fluid 
11.  Top up Differential Fluid
12.  Greasing
13.  Interior Vacuum 
14.  Check Lights Operation 
15.  Check Fluid Leaks
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GULF EXPRESS

GULF EXPRESS  
Specialised Products and Upselling Product Opportunities

 n Gulf Oil Car Care Products
 n Car Dry Cleaning
 n Manual Transmission Oil Change 
 n Automatic Transmission Oil Change
 n Differential Oil Change 
 n Transfer Case Oil Change
 n Engine Flush
 n Air Filter
 n Cabin Filter
 n Fuel Injector Cleaner
 n Additives
 n Wiper Blades
 n Radiator Flush
 n Wiper Blades fluid What is this product?
 n Additives (Oil Treatment, Radiator additives, windshield fluid)
 n Nitrogen Tire Filling
 n A/C service

Incentive program
A proprietary system has been designed for Gulf  Express stations, which 
rewards all staff members for delivering fast, high quality service and provides 
a courteous and trustworthy experience for customers, that will bring them 
back again and again, and through word of  mouth referrals to their relatives 
and friends grow the business. By working hard to earn customers’ trust,  
they will become a lifetime customer.   

Marketing scheme
Implement a local campaign with the company’s targeted customers via the 
use of  flyers and the offering of  free visual health check-ups and top ups of  
essential fluids.

Mass marketing is a good tool for brand building, but the initial challenge 
is traffic and the acquisition of  customers and therefore, with a small initial 
network, is not feasible.

Concentration, therefore, should be on strong, localised promotions; an 
attractive offer with heavy bombardment of  communication in the vicinity 
of  station(s); use of  SMS for repeat customer communication; high customer 
satisfaction and loyalty; promoting excellent repeat visits; obtaining customer 
feedback and following-up all of  these aspects. 

Gulf  Express has already proved both popular and successful in many  
parts of  the world. The concept has been proven to work extremely  
well and the package on offer is attractive both from a financial and 
operational perspective. 

For further information, please contact Camille Nehme:  
camille.nehme@gulfoilltd.com

“The package  
on offer is attractive 
from both a financial 

and operational 
perspective”
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Fuel Traders Corporation SRO (FTC) has 
been working with the Gulf  brand since 2008. 

Dealing with oils and lubricants, Gulf  franchising, 
wholesale with fuel, professional additives and  
fuel cards, all its business projects are connected 
with building the Gulf  brand in the Slovak and  
Czech markets. 

FTC has been developing chain petrol stations 
on a franchise model, with individual solutions 
for franchise partners. They knew that for a Gulf  
petrol station network and, to build a strong brand, 
awareness needed to be raised. So, they created a 
fuel supplier logistic network, able to supply quality 
fuels on time to all Gulf  petrol stations. 

Competition was strong, so to improve its fuels, 
bring them to the next level and differentiate them 
they implemented a strategy based on fuels with 
performance additives. To develop market leading 
performance and also create a great marketing 
story, fuels were treated with performance additives 
and also a visible colour marker. FTC distribute 
two additive-based solutions: PREMIUM  
and XTREAM. 

To help build strong brand perception with 
customers, a Gulf  branded fuel tanker was bought 
and next came a very important step for generating 
business: fuel cards. Working with partner CCS 
– the biggest provider of  fuel card services in 
the Czech and Slovak republics – the company 
developed a new fuel card GULF-CCS. 

In addition to selling fuel, Gulf  petrol stations are 
also able to increase their profits from good use of  
their shops. 

The other important thing is to build a customer 
base. Therefore a loyalty programme was created. 
Customers get a point for each fill up and then can 

buy something from the e-shop, which is stocked 
with a wide range of  goods, including Gulf  oils. 

Ladislav Lopatka, CEO at FTC explains:  
“We did a lot of  work and of  course made some 
mistakes. But we found the key to how we can  
be more successful, that’s why we want to realise 
the hybrid model of  franchising. What exactly  
does that mean? We can implement the Gulf  
franchising model at the same time as we buy our 
own Gulf  stations. By reviewing our market we 
now know what customers want. Petrol stations  
are not only points for refuelling, but have also 
become meeting points.

“If  we want to advance Gulf  petrol stations 
to a higher level we need to find more suppliers 
with quality products. We are now in the process 
of  developing a fast food concept that can be 
implemented at filling stations. Our aim is to 
continue to find suppliers for other commodities  
in our shops and effectively buy in all the  
products that a customer wants to purchase  
at petrol stations.

“By having our own Gulf  stations, we can 
find the best suppliers of  the highest quality 
shop products at the best prices, because we can 
guarantee volume and then we can implement 
these contracts for franchising other petrol stations. 
If  we deliver these contracts with our own petrol 
stations first, we can show our partners how it will 
look and work.” 

All sponsor partners co-operate with marketing 
by using logos and pictures in branding at 
franchised petrol stations. Promotions have been 
popular as have competitions, offering prizes from 
products or tickets to the World Superbike Races. 

Ladislav Lopatka: lopatka@gulfoil.sk

SLOVAKIA
Population: 5.4m
Households: 2.07m
4 wheel vehicles Per 1000 people: 546
Number of Motorcycles: 70K

BELGIUM & FRANCE

CZECH REPUBLIC
Population: 10.3m
Households: 4.3m
4 wheel vehicles Per 1000 people: 485
Number of Motorcycles: 980K

SLOVAKIA AND CZECH REPUBLIC 
OFFERING LOYALTY TO CUSTOMERS
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In August 2016, Gulf  Oil International announced an extremely significant 
addition to the global fuel retail network with the signing of  GOSA AG 

(PTY) LTD as the brand’s fuel retail licensee for the Republic of  South Africa 
– the first time Gulf  has had a retail presence in this important region.
GOSA AG (PTY) LTD operates under parent company, Capital Lounge 
Management Services (CLMS) and was established in 2006 as part of  the 
ADAMJEE GROUP.

CLMS operates a network of  service stations with average annual fuel 
volumes of  almost 4,000,000 litres per station – each with a convenience 
store on site. The stations are leased to South African fuel companies such 
as Sasol, Caltex and Engen.

The Adamjee Group’s other activities include property development and 
management, tobacco and security and it employs more than 600 employees. 
CLMS have been involved in fuel retail for the past 13 years but saw that 
there is a definite advantage in operating a network under the brand flag of  
a recognised international oil company, which will, among other benefits, 
enable them to sell fuel at higher margins than other ‘local’ companies.

Construction on the first site has now commenced. Having successfully 
overcome a number of  operational issues the tanks have now been installed 
and GOSA is working in conjunction with official supplier, Opeco on its 
signage and service station equipment. Gulf  Oil Middle East has recently 
also received its first lubricant order, in anticipation of  the first station 
opening and GOSA has been using Gulf ’s Le Mans promotion in order to 
create awareness and customer interest in the brand coming to South Africa 
– even before its first station is launched.  

Construction of  a second is due to start in June and, looking forward, the 
plan for growing Gulf  at retail in South Africa is to add between five and 
seven new Gulf  stations each year. In addition to fuel, the stations will also 
provide a sales channel for Gulf  lubricants in the country.
Orange Disc welcomes GOSA into the Gulf  family and wishes them every 
success in building the Gulf  presence in South Africa.
Aadil Adamjee: aadil@gulfoil.co.za or aadil@capitallounge.co.za

GULF FUEL RETAIL TO  
LAUNCH IN SOUTH AFRICA

BELGIUM & FRANCE

SOUTH AFRICA
Population: 54.9m
Households: 11.2m
4 wheel vehicles Per 1000 people: 165
Number of Motorcycles: N/A
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SAUDI ARABIA  
GULF’S LATEST SIGNING

As this edition of  Orange Disc closed for press Gulf  Oil International announced its newest Fuel Licensee –  
Logistics Investment Company – who will run a Gulf  Fuel Retail network in Kingdom of  Saudi Arabia.

Gulf  has of  course been present in KSA for many years in the form of  Lubricant sales supplied under licence by 
Petramin, but this appointment is of  great importance in elevating the presence of  the Gulf  brand in KSA and the 
Middle East region as a whole. Orange Disc wishes them every success in establishing Gulf  at retail in Saudi Arabia. 

Further information from Eng Waleed Al-Hakami: waleedh@evataqa.com

SAUDI ARABIA
Population 26.1 million
Cars per 1000 people: 185
Number of households: 4.65 million



The Hydron Energy Company, formerly the Al-Muheet Oil Trading 
Company, was one of  the first service station network signatories in the 

Gulf  Oil International family in 2005. The company is the result of  a strategic 
partnership between the Abu Khader Group and Mr. Omar Al-Naber. The 
Abu Khader Group is the exclusive distributor of  GM cars, BMW, Cadillac, 
and Mitsubishi in Jordan and of  several other automotive brands in Palestine, 
Lebanon, Egypt and UAE.

Al-Khaleej Auto Trading Company, which is a Hydron sister company, is 
the exclusive distributor of  several oil lubricant brands, including Gulf, as well 
as car parts, and filters.

The Hydron Energy Company currently runs 45 fully serviced fuel stations, 
strategically scattered across the Kingdom of  Jordan, 20 of  which are currently 
Gulf  branded with plans in progress to rebrand the remaining 25 The Hydron 
Energy Company employs 400 people and is fully managed by Mr. Omar Al-
Naber, with Mr. Nicola Abu Khader as the chairman.

Short-listed as one of  only four companies in the Kingdom for an import 
and distribution of  fuel products licence, the Hydron Energy Company 
plans to apply for this during 2017. After the successful launch of  two Gulf  
Express Full Oil service centres, Hydron plans to also increase the number of  
these exclusive centres next year, along with a full partnership with Gulf  Oil 
International and the Al-Khaleej Auto Trading Company. 

After hiring Mr. Qussay Asad as head of  the Hydron Energy Company 

marketing department, the company launched several successful marketing 
campaigns during 2016, some of  which included:

Launch of  the Annual “We keep you warm inside and outside your home!” 
Campaign. Sending winter apparel such as winter gloves, scarves, and hats 
with every home and commercial diesel order, to keep customers warm, both 
inside and outside. 

Introducing “Gulf  Lounge” at one of  the most popular stations! 
Gulf  Lounge is a new and unique concept in Jordan offering customers 

who wash or service their cars an exclusive lounge area, fully equipped with 
full climate control, bathrooms, free Wi-Fi, access to the supermarket whilst 
watching the car being serviced on the screens throughout the lounge area.

Independence Day Campaign:
During the Jordan Independence Day celebrations, for two days, free coffee, 
water, juice, and sweets were offered across the national station network. The 
stations became a meeting point for many people, including car enthusiasts 
and motorbike groups, and the event even trended on social media. 

The Hydron Energy Company is looking to continue to impress both 
customers and competition in the coming years with its progressive thinking 
methods, and unique marketing activities. At Hydron… They don’t renovate, 
they innovate! 
Omar Naber: onaber@gmail.com

BELGIUM & FRANCE

JORDAN
Population: 7.7m
Households: N/A
4 wheel vehicles Per 1000 people: 166
Number of Motorcycles: N/A

JORDAN OUT TO IMPRESS

26



Delta Akaryakıt, the prime distributor of  Gulf  Oil International in 
Turkey, increased its annual sales volume by 30.6% through adding 

new dealers to its network during the last two years and it has now reached 
a total of  130 stations.  

Delta Akaryakıt, with more than 25 years experience and knowledge 
in the energy sector – and its experience in the storage and distribution 
sector – became the sole authorised representative of  Gulf  Oil in Turkey 
in 2004. Delta Akaryakıt’s working principles include “offering the best 
products with the best services” and under the Gulf  brand the company 
has become one of  the leading Turkish brands within the fuel-oil and 
mineral oil sector. 

Given the fact that globally Gulf  is one of  the oldest and most highly-
recognised brands of  fuel-oil and mineral oils throughout the world, 
and since consumers appreciate its corporate standards, such factors are 
considered as preferred choices by dealers. Today, Gulf  is being pointed 
out as an example in Turkey as one of  the brands having the most 
qualified dealer network, through its prime distributor, Delta Akaryakıt. 
Through the careful management of  its staff, who have a command of  
sectoral dynamics and are well aware of  the changing requirements and 
requests of  dealers in the local regions, the brand image of  “Gulf  is the 
brand which makes you earn” has been well recognised within the sector. 

Delta Akaryakıt has undertaken renovations of  stations to ensure that 

Gulf  Dealers earn and gain more. A brand new initiative was introduced 
to the stations in order to enable customers to easily find what they need 
and to facilitate their shopping. This was also welcomed by the dealers and 
Gulf  was reinforced in the eyes of  the Turkish dealers as a solid brand. 

Before new stations are established, Delta Akaryakit commissions studies 
to ensure that infrastructure investment is carefully managed and all  
HSSE standards are fully complied with. The technology used has earned 
the appreciation and trust of  fuel-oil dealers and this, together with  
various initiatives, has enhanced customer perception, thereby helping  
to increase revenue.

Through global Gulf  sponsorships and local motorsport sponsorships 
implemented by Delta Akaryakıt and, as a consequence, of  the Lig TV 
advertisements, brand recognition has increased and there has been a 
great deal of  interest from both consumers and dealers during various 
trade fairs attended. Consumer numbers are also increasing, largely as a 
result of  “likes” on social media channels.

Delta Akaryakıt is currently continuing activities to reach every corner 
of  Turkey with the best quality product offering under the Gulf  brand.  
It has achieved high customer satisfaction levels, and has thus become the 
indispensable brand for those who love their automobiles and who care the 
maintenance of  their vehicles, thereby ensuring earnings growth for its dealers.

Latif  Aral: laral@gulf.com.tr

GULF TURKEY 
SUSTAINS ITS RAPID 
GROWTH WITH ITS 
NEW DEALERS
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BELGIUM & FRANCE

TURKEY
Population: 79.6m
Households: 17.8m
4 wheel vehicles Per 1000 people: 253
Number of Motorcycles: N/A
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Gulf  arrives in Mexico as the Mexican market evolves from a 
single brand, state owned, monopolistic system into an open 

multi-brand ecosystem. In fact Gulf  was the first international 
brand to announce its arrival to the Mexican market in  
March 2016. 

Gulf  in Mexico has been developed under the leadership of  the 
Vertical Group – a group of  executives in the oil and gas sector 
in Mexico. They have huge experience of  international markets, 
supply and trading activities, and have support from many  
Mexican investors.

Gulf  in Mexico plans to open 2,000 fuel stations over a five-
year period. So far this year Gulf  in Mexico has made progress 
on developing a brand introduction of  a franchise model, based 
on an innovative user experience that includes recognition of  
the customer’s licence plate, digital wallet, loyalty programmes, 
gaming and new forms of  eCommerce and convenience shopping.

2016 was a year for setting the stage: Gulf  in Mexico’s focus has 
been on development of  the technological platform as well as all 
manuals, contracts, etc. to run a successful franchise model. 

Once the regulatory framework is clear, which will prove the 
concept, Gulf  in Mexico is ready to open six fuel stations.

Gulf  in Mexico has participated in multiple trade shows and 
has sponsored several motorsport events with the aim of  making 
an impact. They have supported selected drivers in different 
categories of  motor sports, such as Emiliano Richards who leads 
the karting championship and Michael Jourdain. Gulf  in Mexico 
also sponsored the Team Aguri Formula E team for the 2015-2016 
season as a simple commitment to innovation and sustainability,  
all of  which was supported by an extensive e-marketing campaign 
to bring the Gulf  story to everyone in a market that had only 
known one brand: Pemex.

Gulf  in Mexico is looking forward to an active 2017, with the 
opening of  its first fuel stations, probably closing the year with 
over 100 service stations. It aims for these to become the reference 
point for quality of  service and innovation.
 Sergio De La Vega: sergio@delavega.ms

GULF MEXICO 
SETTING THE 
STAGE

BELGIUM & FRANCE

MEXICO
Population: 128.6m
Households: 22.25m
4 wheel vehicles Per 1000 people: 275
Number of Motorcycles: N/A
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MEXICOOPCONS

Since 1992, OPCONS has been designing, 
manufacturing and implementing 

corporate identity applications, product 
display units, exhibition stands, petrol stations, 
bank branches and point of  sale stands for 
retail in Turkey and elsewhere. The company 
serves many companies in the retail, finance, 
food, transportation, fuel and similar sectors 
with both indoor and outdoor applications. 
Producing signage for Gulf  fuel station 
projects at its high-tech metal processing & 
coating facilities, and high capacity digital 
printing plants, in under four weeks, the 
experienced in-house installation teams then 
deliver rebranding in little more than a week.

OPCONS has been working with GOI 
distributors in four countries since 2011. It 
is proud to be the fastest growing company 
in the sector by offering turnkey solution in 
terms of  design, manufacturing, installation 
and maintenance, and has transformed 
approximately 250 Gulf  stations to date.

OPCONS makes direct customer visits to 
GOI hosted organisations. It also distributes 
Gulf ’s advertisement brochure, which was 
specially designed for GOI distributors. 

Kaan Baran, Chief  Commercial Officer 
at OPCONS explains: “First of  all, we see 

ourselves as a business partner of  GOI and 
therefore we feel lucky. We think that having 
implemented Gulf ’s corporate applications 
for a long time, conducting business in 
different locations, with different cultures, we 
have acquired experiences that have put us 
one step ahead of  other suppliers.

“The Georgia and Albania projects 
were extremely successful. We completed 
all infrastructure and superstructure 
works of  every station in Georgia between 
2011 and 2013, and in Albania between 
2014 and 2015. Both projects were 
completed successfully, with the support 
and cooperation of  the Gulf  distributors’ 
professional employees.”

Mr Baran concluded: “We are extremely 
pleased with the continued co-operation 
that we have received through working with 
Gulf  licensees. I am confident that our work 
and co-operation will continue to grow and 
flourish. We will continue to assist Gulf  on 
the applications of  corporate identity, in all 
of  the countries where GOI has recently 
gone into action.”

GOI distributors can contact OPCONS 
on the following e-mail addresses:  
info@opcons.com.tr or kaan@opcons.com.tr.

GULF’S 
PARTNERSHIP 
WITH OPCONS



ADDITIVES & TREATMENTS

Highly concentrated and formulated for every climate, from tropical rain 
to frozen alpine winters, these products provide superior performance 

and reliability throughout every season. Included in this line are Gulf  Diesel 
Treatment, providing engines with water protection and performance 
enhancement; Gulf  Winter Additive, protecting diesel vehicles from cold weather 
gelling and waxing; Gulf  Fuel Biocide, controlling bacteria and fungi growth in 
oils and refined fuels; Gulf  Gasoline Treatment, providing petrol-fuelled vehicles 
octane boosts and fuel efficiency; and Gulf  Extreme Winter Formula – an 
emergency, de-gelling formula for the most unforgiving winter climates.

Gulf  Diesel Treatment: This is a highly effective treatment formulated 
to provide significant performance benefits in all grades of  diesel fuel, including 
ultra low sulphur and bio-diesel fuel blends. Today’s equipment requires a 
customised formula that reflects the latest technology in fuel additive chemistry. 
Gulf  Diesel Treatment’s powerful formula treats the most common problems 
associated with diesel fuel and its use. 

Water is welcome almost everywhere – except in diesel equipment. Water in 
diesel fuel results in increased maintenance costs, corrodes tanks, and fosters 
the growth of  bacteria. Dissolved water in fuel can coalesce to form droplets 
that alter the spray pattern of  the injector. Gulf  Diesel Treatment eliminates 
the water by the process of  hydrogen polar bonding, in which hydrocarbons are 
injected with the fuel, encapsulate the water molecules, and burn with the fuel. 

For winter climates, Gulf  Diesel Treatment contains a de-icer that absorbs up 
to 1.5 times its weight in water to prevent icing in fuel. Plain and simple, Gulf  
Diesel Treatment removes the unwanted water from the engine, to protect it and 
keep it running smoothly. 
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ADDITIVES & TREATMENTS

Gulf  Winter Additive: This highly concentrated additive lowers the pour 
point to prevent waxing and gelling, in addition to ensuring superior protection and 
performance in any winter climate. Along with the powerful flow improver, Gulf  
Winter Additive provides all the advantages of  Gulf  Diesel Treatment, thereby 
dispersing water from the system to eliminate water-related issues such as icing 
and the growth of  algae. Gulf  Winter Additive boosts operation in cold weather 
conditions to improve the overall performance of  the engine.

Gulf  Fuel Biocide: Removes the unwanted water from equipment to protect 
it and keep it running smoothly. Formulated for a wide range of  applications such 
as marine, fleet, generators, agribusiness and petroleum blending facilities, Gulf  
Fuel Biocide reduces tank corrosion and breaks up sludge and slime mats.

Gulf  Fuel Biocide has a one-of-a-kind, time-release formula that is soluble in 
both the fuel oil and water. As with any biocide, the formula kills and is consumed. 
Thereafter, any remaining portions begin to degrade. In time, this creates a by-
product that moves from an oil phase to a water phase which, in turn activates 
Gulf  Fuel Biocide’s water dispersant technology to promote a long- term kill and 
extended engine protection.

Gulf  Gasoline Treatment: Whether leaded or unleaded gasoline is 
being used, Gulf  Gasoline Treatment maximises engine, vehicle and equipment 
performance. Formulated to raise low octane fuels, clean fuel injectors and 
carburettors and provide increased power and acceleration, continuous use of  
this treatment will promote maximum efficiency, smoother idling and improved 
drivability as well as a reduction in fuel consumption and harmful emissions for the 
vehicle, thereby improving engine combustion, boosting octane, maximising fuel 
economy and saving money. 

Gulf  Extreme Winter Formula: An emergency diesel fuel 
treatment formulated to dissolve ice and wax formations that form in gelled 
fuels. The powerful formula returns the fuel flow in approximately 20 
minutes, making it an inexpensive insurance against being stranded, which 

could mean a costly tow, or equally costly downtime. 
The officially licensed supplier for the fuel additive product range is 

specialist producer, Fuel Power Marketing. The products are available to all 
Gulf  businesses and all enquiries should go to Tom Griffin: tjgfpm@cox.net

Gulf  recognises that motorists the world 
over need to care for their vehicle, which 
often represents a major personal investment 
(usually second only to house purchase). As 
well as deriving personal satisfaction from 
driving a car or riding a motorcycle, which 
looks good, regular care of  the vehicle helps 
retain its value.

Gulf  offers a range of  car care products, 
Gulf  Multi Auto, manufactured in the UK 
under licence from Autoday Ltd http://
autoday.co.uk/. The range caters for valeting 
both vehicle interiors and exteriors, which 
can be sold at Gulf  service station shops, 
plus a range of  release fluids and greases for 
industrial use in workshops and garages.
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