Innovative Gas Island Marketing

Tuesday, February 12, 2008
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®)
Agenda

TOPIC

Introduction

Agenda / Objectives

Brief History of “Customer Conversion”
Loyalty

Remote Order Delivery

Multimedia At Dispenser

TV At Dispenser

Two Sided Recelpt Tape
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Presenter
Presentation Notes
Change topics and timing to fit your Learning Lab’s structure.




®)
Objectives

After participating in this Learning Lab
you should :

* Be aware of some of the latest gas island
Innovations

* Be aware of some of the pluses and
minuses of each method

» Understand the business models of each
approach

* Be able to do an analysis of each for your,
company

| convenienceretailing
L N R NS IOUS



Presenter
Presentation Notes
Replace the sample objectives with your workshop objectives.








Brief History — Gas Island Innovation

In The Beginning
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. Brief History — Gas Island Innovation

Resulting In
Modern Convenience Retail Centers
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S
How To Get Them Into The Store

The Good News

« Gasoline Is a destination driver
* Industry Sells 78% of the Gas sold in U.S.
* 80% of all c-stores sell gas

* NPD reports that ave. person buys fuel 5X
In 30 days

» %2 of gas customers buy In the store on

another purchase occasion
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Presenter
Presentation Notes
How often do you think the average person buys gas?



NPD had found the average person buys gas 5 times in 30 days or slightly more than once a week.  Naturally to get to that average there are those that buy far more often and not everyone buys all there gas at c-stores or does so all the time.


Get Them Into The Store — Traditional Methods

» Clean, well lit forecourt
 Attractive, well maintained facility
- Easy to see In the store

* Clean restrooms

* Neat, clean associates

* Others
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CSP Daily News Poll

from the gas island to inside your stores?

Are you using any technology to draw customers

Yes 32.2%
No, because it doesn't work. 8.8%
No, because it costs too much. 15.0%
No broadcasting - printing coupons on receipt tape 4.7%
No, because I'm not sure which technology to use. 22.4%
No, for another reason. 10.2%
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Gas Island Innovation

To Sell More Stuff
1. Attract more customers

2. Sell more to same customers per
shopping occasion

3. Get existing customers to come more
often
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®)
Loyalty Marketing

» Points awarded for both gas and in-store

» Most systems require customers to enter
the store to be aware of any point specials

* Most do not have a way to “convert” gas
Island customer to “store” customer

« C-store market penetration growing
* Needed to win vs. needed to play
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Presenter
Presentation Notes


How many of you are familiar with Outsite Networks?


o

Loyalty Marketing — Outsite Networks

Quantity Cost Total
Down Payment 1 1.000 %5 1.000
Installation 1 1,000 %5 1,000
RFID Tags 1.000 2 00 $ 2,000
Capital Cost % 4,000
Monthly Equipment and Subscription Cost % 350
Loyal MHon-Loyal Lift
Store Customerd / Month & 2600 5 900 % 17.00
S 30% & .80 3 270 B 510
Reward Cost 4% 5 1.04 5 1.04
Met Per Loyal Store Member $ 4.06
Fuel Customer Gal /Month 30 13 17
Fuel Margin b 010 % 3.00 B 1.30 % 1.70
Reward Cost 5 03 % 0.90 5 0.90
Met Per Loyal Fuel Member % 0.80
CQuantity Met
Loyal Store Members 500 $2.030.00
Loyal Store Members 500 T 400.00
Total MNet $2.430.00
Monthly Equipment and Subscription Cost H 350.00
Net, Net % 2,080.00
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Presenter
Presentation Notes
Outsite Networks has an installed base of 1,300 locations and has handled over 1 B transactions?



Retailer can input own margin to determine ROI



They estimate $150 per site in other expenses per month to support / not counting manpower


o

Remote Order / Delivery

* Reverse the process (Can't get customer in
store / bring store to customer)
* Not new concept (Drive thru windows)
— QSR’s
— Drug Stores
— C-stores (windows/stores)

« Methodology Is new(er)
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Presenter
Presentation Notes
Do any of you have drive thru’s?



How much business do you do through them?



Are they manned all the hours the store is open?



Are there items you don’t sell through them?  Why?


Remote Order / Delivery
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Presenter
Presentation Notes
Merchandising Center Kiosk



Can at as end cap on each island

http://www.autotram.biz/assets/autotram_kiosk01.jpg

Remote Order / Delivery

* Possible Features
— RFID / loyalty tags
— Photographic record for age sensitive sales
— Blo-metric scanner
— Non-store coupons
— Change dispensing (actual coins or script)
— Map feature (print turn by turn directions),

'.-r('*r}g\-'lfxlii.‘i{"li
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Dispenser Advertising / Couponing

* Plus sell car washes throug
« Ads for inside items

» Coupon dispensing
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« Small Black / White or Grayscale Screens

* Instructions on how to use dispenser

N forced menus




Dispenser Advertising / Couponing

Best Programs Still Require Inside Support

Print Coupons At Pump
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Presenter
Presentation Notes
Kenyon’s Variety Stores - Lockport, New York uses it system to drive inside screen with same message




Dispenser Advertising / Couponing

Percentage of Active Visits
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vizits by Day

¥igits by Hour

Summary
Reports

Marlboro Cartons 17,064 1,455 18,524 ) KA 41,817 M
Widgley Pellets 19,323 1,343 i au, 1,600 41,407 150
Rockstar 16oz 153,107 1,129 20,435 ! 1,586 mrE 215
DT Warks Burritos 15.113 1:289 16,402 ) 1,630 M Az
DT Macho Machos 13473 1060 14,233 It 1,214 37,038 a3
OT Bacon & Esg Quesadifla 5,310 7 5,545 7,019 300 17,31% Rk
Aquafina Fridgepack 2.0 6,290 121 5,613 A5 . 196 1,730 48
Pepsi B Packs &,584 405 5,98% W2 disds 11,574 L1
DT 5beak & E2g Burrilo 4,002 284 4,338 9,607 320 89T .1
Java City Blended Drinks 07 L T8 4,483 145 4,771 Fi]
Dactor Pepper 12 Packs . 1,4e0 [ 100 | 1,560 . 3,573 . 124 . 3,701 . ]
Starbucks Frappuccing . 1,481 [ &0 1,541 . 2,181 . o | . 1&
Tokals LY 8,025 120,614 243476 0,001 253,047 | 1,438

Per Day
Average Mumber of Visits . Eal)
Average Mumber of Promotion Wiews 12 3,499
Percentage that Interacted with Display - 9.2%%
Average Vislt Length 00:01:52 -
Average Time Before User Interac Hon 00:00:2% -
Average Time of User Interacton 00:01:26 -
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Dispenser Advertising / Couponing

Issues
» Advertising programs are cumulative

» Customers take time to be comfortable with
using the system

» Gilbarco’s data shows usage rates triple
from month 1 to month 3

« Store personnel need to know what is being
advertised, how to handle coupons and how
to prompt customers for them |
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TV at The Dispenser

_, The Audience
18 — 54 yrs. old | 85% _
* 4% -5 min. spent at the
pump
ww  18-34yrs.old © 65% purchased gas in last
7/ days
. * 50/50 breakdown male /

18 — 49 yrs. old

female

convenienceretailin |
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TV at The Dispenser

Consumer’s Reaction

* 77% looked/watched/listened while refueling
* 89% intend to watch/listen on next station visit

* 84% agree that gas station television is “a good
source of product information”

* 75% agree that gas station television is
“entertaining, makes pumping gas a better
experience, and makes gas stations more
appealing”
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®)
2ST Recelpt Couponing

* Direct thermal printer technology that
simultaneously images both sides of a
receipt

* Printer has 2 thermal print heads.

« The thermal paper is coated on both
sides using traditional thermal chemistry

« Developed / licensed by NCR

* Being considered by various gas
dispensers manufacturers
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Presenter
Presentation Notes
Unaware of promotions




2ST Receipt Couponing

A direct thermal printer
technology that simultaneously
Images both sides of a receipt;

the printer has 2 thermal print
heads.

= <% The thermal paper Is coated

on both sides using traditional
thermal chemistry.
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Presenter
Presentation Notes
The technology includes a thermal printer with 2 thermal print heads used to print marketing  messages or transaction data on the front and the back of the receipt tape simultaneously.   In addition, the technology includes 2 sided thermal paper.  This paper is coated on both sides to allow for simultaneous 



By printing on both sides of the thermal paper less paper is used


®)
Learning Points

» Variety of technigues/technologies available.

« Some require more capital to deploy and
effort to maintain/operate than others.

» All must be a part of an integrated marketing
effort.

* No one solution works for everyone.
* There is no “magic” fix.
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Presenter
Presentation Notes
This slide provides a place to display, in bulleted form, the key learning points for your Learning Lab.


S
Contact Information

Steven J. Montgomery

b2b Solutions, LLC

240 Dover Circle, Suite 101
Lake Forest, IL 60045
847-295-2418
sim@b2bSolutionsLLC.com

Solutions
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Presenter
Presentation Notes
Place your company’s logo on this slide, along with your suggestions for how the participants can apply what they have learned.
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