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F r o m  t h e  E x e c u t i v e  V . P .

OPRRA O P P O S E S  S H E L L  G A M E S

OPRRA

Dear OPRRA Member,

S o m e  v e r y  s tra n g e  th in g s  a re  
h a p p e n in g  a t th e  S h e ll O i l  
C o m p a n y . O n e  o f  the  w o r ld 's  
m ost p ro f ita b le  o il c o m p a n ie s  

h a s  a p p a r e n t ly  d e c id e d  th a t  it  is n 't  p r o f 
i ta b le  e n o u g h  a n d  th a t  it  n ee d s  to  m a ke  
even m o re  m oney. O f  cou rse  the re 's  n o th in g  
w ro n g  w ith  tha t. A fte r  a ll, p ro f it  is the reason  
fo r  b e in g  in  business. E ve ry  business o w n e r 
w a n ts  to  m a x im iz e  h is  o r  h e r  p ro f its .

W h a t is d is tu rb in g  a b o u t Shell's a p p ro a c h  
to  p ro f it  m a x im iz a tio n  how eve r, is th a t the y  
a p p a r e n t ly  w a n t  to  a c c o m p lis h  th e ir  g o a l 
a t  the  e xp e n s e  o f  s o m e o n e  e lse , n a m e ly  
th e ir  d e a le rs .

The  c o m p a n y  is p re p a re d  to  ro l l  o u t a 
n e w  S h a re d  R ent P ro g ra m  in  A p r i l .  Es
s e n t ia l ly  th e ir  n e w  p ro g ra m  in v o lv e s  ta k 
in g  a  p e rc e n ta g e  o f  a ll  se g m en ts  o f  th e ir  
d e a le rs ' bus iness. S ta r tin g  w ith  a  b ase  ren t 
fo r  e a c h  lo c a t io n ,  e a c h  d e a le r 's  to ta l re n t 
w i l l  then  be  in c re a se d  b y  a  p o r t io n  o f  th e ir  
g a s o lin e  sa le s , th e ir  C -s to re  sa le s , th e ir  
r e p a ir  b a y  sa les  a n d  th e ir  c a r  w a s h  re v 
enues. T hey  have  even e s ta b lish e d  fo rm u la s  
fo r  c a p tu r in g  a  p o r t io n  o f  e a c h  d e a le r 's  
a n c i l la r y  sa les a n d  re v e n u e  such as  A T M s 
a n d  to w in g  b u s ine sse s . The  fo rm u la s  a n d  
m a th  a re  m uch  to o  c o m p lic a te d  to  e x p la in  
h e re  b u t le t's  ju s t s a y  th a t  th e  c o m p a n y  
w a n ts  a  p ie c e  o f  everything.

U n fo r tu n a te ly ,  w h e n  th e  p ro g ra m  f irs t  
ro l le d  o u t  to  d e a le rs  a ro u n d  the  c o u n try ,  
th e  c o m p a n y  le ft a  n u m b e r o f  ho le s  in  th e ir

e x p la n a t io n  o f  just h o w  the  p ro g ra m  w o u ld  
w o rk  b u t d e a le rs  h a v e  b e e n  a b le  to  g a th e r  
e n o u g h  in fo rm a t io n  a n d  d o  th e  m a th  a n d  
c o n c lu d e  th a t  it  w i l l  h a v e  a  c a ta s t ro p h ic  
im p a c t o n  th e ir  bus inesse s . The  b o tto m  lin e  
is th a t  a n  o v e rw h e lm in g  m a jo r i ty  w i l l  e x 
p e r ie n c e  d ra m a t ic  re n t in c re a s e s . In som e  
c a se s , th o s e  in c re a s e s  w i l l  b e  as  m u ch  as
S 1 2 ,-1  5 ,0 0 0  p e r  m o n th .

T he  f ir s t  q u e s t io n  th a t  c o m e s  to  m in d  
is ju s t h o w  is a  d e a le r  s u p p o s e d  to  m a k e  
u p  fo r  th a t  k in d  o f  a n  in c re a s e  in  h is  re n t?  
W ith  c o m p e tit io n  a n d  m a rg in s  b e in g  w h a t 
th e y  a re ,  a n  in c re a s e  o f  o n ly  a  fe w  h u n 
d re d  d o l la r s  a  m o n th  is d i f f i c u l t  to  o v e r 
c o m e  le t a lo n e  o n e  o f  s e v e ra l th o u s a n d  
d o l la r s .  A s  o n e  d e a le r  p u t  it ,  " th a t 's  a 
h e llu v a  lo t  o f  T w in k ie s ."  T h e  a n s w e r ,  o f  
c o u rs e , is th a t  th e y  w o n 't  b e  a b le  to  m a k e  
it  u p  w i th o u t  d ig g in g  in  to  th e ir  a lr e a d y  
to o  s lim  p r o f i t  m a rg in s .  M a n y  c a n 't  ta k e  
th a t  k in d  o f  a  h it .

The second  q u e s tio n  is, w h y ?  W h y  w o u ld  
a  c o m p a n y  as p r o f i ta b le  as  S h e ll,  th a t  has  
t r a d i t io n a l ly  e n jo y e d  a  g o o d  re la t io n s h ip  
w ith  its d e a le rs  d e c id e  to  m a ke  m o re  m o n e y  
o n  th e  b a c k s  o f  its  d e a le rs ?  Is i t  b e c a u s e  
to p  m a rk e t in g  m a n a g e m e n t  d o e s n 't  u n 
d e rs ta n d  th e  s e rv ic e  s ta t io n  b u s in e s s  a n d  
th e  w o r k  th a t  is in v o lv e d  in  ju s t m a k in g  
a  d e ce n t p ro f i t  o u t th e re  o n  the  s tree t w h e re  
c o m p e t i t io n ,  o f te n t im e s  c o m in g  f ro m  a 
d e a le r 's  o w n  s u p p lie r  a n d  la n d lo rd ,  fo rce s  
m a rg in s  to  th e  p o in t  o f  n o n e x is te n c e ?  Is 
i t  b e c a u s e  th e  c o m p a n y  h a s  d e c id e d  th a t  
th e re  is  n o  p la c e  f o r  its  d e a le r  n e tw o rk

Continued on next page
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S h e l l  G a m e s
con tinued  from  p re v io u s  p a g e  

in  the fu tu re  a n d  th is  is as g o o d  a 
w a y  as a n y  to  b e g in  to  e lim in a te  
them ? O r, is it  as o n e  d e a le r  p u t it, 
" ju s t p la in  g re e d ? "

W hatever the answ er, Shell d ea le rs  
in O h io  a n d  th ro u g h o u t the  c o u n try  
a re  not ta k in g  th is  ly in g  d o w n . N u 
m erous, w e ll a tte n d e d  m e e tin g s  o f  
Shell d e a le rs  h a ve  b e e n  o rg a n iz e d  
a n d  d e a le rs  h a v e  e x p re s s e d  th e ir  
s tro n g  d is lik e  a n d  u n w ill in g n e s s  to  
a cce p t th is  p ro g ra m  in  no  u n c e r ta in  
term s. Shell D e a le r C o u n c il m em be rs  
h ave  been  g ive n  a  s tro n g  m e ssa g e  
fro m  the d e a le rs  th e y  re p re s e n t to  
ta ke  to  the c o m p a n y .

D ea le rs  n a t io n w id e  h a v e  b a c k e d  
up the ir w o rd  b y  ra is in g  a n d  p le d g in g  
h u n d re d s  o f  th o u s a n d s  o f  d o l la r s  
shou ld  th e y  n eed  it fo r  a c o u r t  f ig h t .  
M o re  m eetings have  been  sch e d u le d  
a nd  dealers are  con tinu ing  to  g e t eve ry  
Shell d e a le r in v o lv e d .

A s an A s s o c ia t io n , O P R R A  a p 
p la u ds  the e ffo rts  o f  th e  S he ll D e a l
ers in O h io  and  th ro u g h o u t the co u n try  
a n d  w e  w il l  c o n tin u e  to  s u p p o r t  a n d  
assist them in a n y w a y  p o ss ib le . T h e ir 
f ig h t is o u r fig h t.

S ince re ly ,

Lynn Bearer
E xecutive V ic e  P re s id e n t 
O h io  P etro leum  R e ta ile rs  
a n d  R ep a ir A s s o c ia tio n

S H O P  O U R  

“ I N D E P E N D E N T  D E A L E R  

a d v e r t i s e r s  f i r s t !

This Clean Site is brought to you b y

BJAAM
ENVIRONMENTAL, INC.
Assessment  Remediat ion  Compliance

1-800-666-5331

^ ^ P E T R O LEUM  DISTRIBUTORS

SUPPLIERS, INC.
FUEL OIL GASOLINE DlESEL

1 ( 8 0 0 )  2 3 2 - 5 6 4 5  
ASK FOR DEAN OR DOUG

M 3
1- 8 0 0 -BECKOIL

•  S U P P L Y IN G  D E A L E R S  FO R O V E R  47 Y E A R S
• C E R T IF IE D  IN T A N K  R E M O V A L  & U P G R A D IN G

CITGO
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O P R R A  T he I n d e p e n d e n t  D e a le r
The Independent Dealer is a publication owned and published by the Ohio Pe
troleum Retailers & Repair Association. Inc. It is dedicated to the improvement of 
the independent gasoline retailer's and repair shop's position in the oil and auto
motive industries. Total circulation is 1.200. The magazine is mailed six times a 
year to service station operators, station suppliers, tire dealers, radiator dealers, 
automotive wholesalers, repair facilities and those in related businesses in north
ern. central and southeastern Ohio.
Subscription Price: S25.00 per year. Written permission must be obtained to reprint 
articles or stories published in The Independent Dealer Magazine. Send inquiries 
to the Ohio Petroleum Retailers and Repair Association. Inc.
The views expressed in editorial and advertising content are not necessarily the 
opinion of OPRRA. OPRRA is not liable for any claims made by advertisers and 
publisher may reject any advertisement at any time.

H ow  to  re a c h  u s:
OFFICE ADDRESS:

J 1 7  S. H ig h  S t., S u ite  2 0 0  
I C o lu m b u s , O H  4 3 2 1 5 - 3 4 5 8  
I OFFICE PHONE/FAX 
|  P h o n e : ( 6 1 4 )  2 2 1 - 0 0 9 5
I  Toll F ree: (8 8 8 )  8 0 4 - 9 8 0 8  
I  FAX: (6 1 4 )  2 2 1 - 1 9 8 9

T h e  O P R R A  S t a f f  & O f f i c e r s

The OPRRA S ta ff:
Lynn Bearer Executive Vice President
Nicola Jones B usiness Manager
Terry Mulgrew Director. Member Services 

E-mail: tmulgrew@wcnet.org 
Lori Miklas A ssistant to the B usiness Mgr.

The Independent Dealer S taff:
Paul Harvey Editor
Phone (440) 356-2510, Fax (440) 356-3776 

E-mail: Harvdawg@worldnet.att.net 
Gina LaVecchia Contributing W riter

Dave Freitag 
Andy Tilton 
Pat LaVecchia 
Tony Licata 
Tracy Stanton 
John Kirkland

OPRRA O fficers:
President (419) 483-2552 

Vice President (614) 888-0504 
Vice President (440) 333-0707 
Vice President (419) 882-6951 

Secretary (614) 237-6529 
Treasurer (614) 488-5727

A t Large M em bers o f  E xecu tive  Com m ittee:
M aurice Helou Greg Horan Jo h n  Price
Jo h n  Q uinn Bob Ramsey

B o a r d  o f  D ir e c t o r s

Jack Bope 
Bope Shell

2676 Cleveland Ave. 
Columbus, OH 43211 

(614) 267-2673

Dan Cricks 
Dan's Interstate Sunoco

3945 W 130th St. 
Cleveland. OH 44111 

(216) 251-2552

Ken Frank 
Painesville Sunoco
265 E. Erie Street 

Painesville, OH 44077 
(216) 357-5006

Dave Freitag 
Freitag's BP

227 E. Main St. 
Bellevue, OH 44811 

(419) 483-2552

Al Garvin 
Garvin's Car Care Center

934 Marion Rd. 
Bucyrus, OH 44820 

(419) 562-6916

George Ghizas 
Lakota Hills Sunoco

7809 Cincinnati-Dayton Rd. 
Westchester, OH 45069 

(513) 777-8668

Maurice Heloa 
BP of Lyndhurst
5615 Mayfield Rd. 

Lyndhurst, OH 44124 
(216) 449-4959

Jamie Hicks 
Hicks BP

162 South Broadway 
New Philadelphia. OH 44663 

(330) 364-3717

Greg Horan 
Greg’s BP

512 N. Abbe Rd. 
Elyria, OH 44035 

(216) 365-1714

John Kirkland 
Kirkland's Shell Service

1429 West Fifth Ave. 
Columbus. OH 43212 

(614) 488-5727

Patrick LaVecchia 
Pat's Sunoco

19415 Detroit Ave. 
Rocky River. OH 44116 

(216) 333-0707

Tony Licata 
Licata's Sunoco

4001 Holland Sylvania 
Toledo, OH 43623 

(419) 882-6951

Ron Milbum 
Northland Shell Car Wash

1195 Morse Road 
Columbus, OH 

43229 
(614) 267-8212

Ralph Miller 
Detroit-Lakewood Sunoco

12511 Detroit Ave. 
Lakewood. OH 

44107 
(216) 521-0343

John Price 
Glengary Shell

6010 Westerville Rd. 
Westerville. OH 

43081 
(614) 890-1114

John Quinn 
Green Meadows BP
9151 Columbus Pike 

Lewis Center. OH 
43035 

(614) 888-0266

Bob Ramsey 
Worthington Square Sunoco

7141 North High Street 
Worthington, OH 

43085 
(614) 846-0181

Neysi Sample 
Gail's Quick Trip

1115 W. Main 
Woodville. OH 

43469 
(419) 849-3241

Tracy Stanton 
Tracy's Shell Center
2656 East Main Street 

Bexley. OH 
43209 

(614) 237-6529

Andy Tilton 
Tilton's Ultra Service Ctr. 

Sunoco
6188 Ambleside Drive 

Columbus. OH 
43229 

(614) 888-0504

Joe Zigman 
Zigman's Auto Products

470 E. 200th Street 
Euclid. OH 

44119 
(216) 481-5822

p a g e  4 ♦  T h e  In d e p e n d e n t  D e a l e r  ♦ M a r c h / A p r i l  1 9 9

mailto:tmulgrew@wcnet.org
mailto:Harvdawg@worldnet.att.net


3 o l i t i c a l  A c t i o n

To r t  R e f o r m ,
Unemployment Costs, Predatory 
Environmental Regulations...

How much did government 
egulation cost your 
business last year?

What can you do to help fight government intrusion into your business?
You can take action... political action by becoming a member of the OPRRA PAC. The OPRRA-PAC is the political 
arm of OPRRA designed to help elect pro-business candidates to the U.S. Congress and the Ohio General Assembly.

Why is the OPRRA-PAC important to you?
The OPRRA-PAC is your opportunity to directly impact the outcome of legislation elections in Ohio. All funds contrib
uted to OPRRA-PAC will go to support candidates who understand our industry and our issues.

What is our goal?
To give our industry a necessary voice. Election campaigns cost money. It is our constitutional right and duty to 
support the candidates who support us.

Where does that rank our industry?
Based on 1994 election reports, if we meet our dollar goal OPRRA-PAC would rank ahead of Ashland, Marathon, 
and Sun, and right behind BP!

Becom e a m em ber of OPRRA-PAC.. The survival of your business  
may depend on it! C om plete  and return the fo llow ing response form  A .S.A.P

OHIO  PETR O LEU M  RETAILERS AND REPAIR A SSO C IA TIO N  
P O LITIC A L ACTIO N C O M M ITTEE -  M EM BERSHIP  RESPO N SE

YE S, sign m e up as a m em ber of the O P R R A -P A C . I am  com m itted to helping our industry elect candidates who 
understand our issues, to represent us in the U .S . Congress and Ohio G eneral Assem bly.

N A M E __________________________________________________________________________________________
C O M P A N Y  ____________________________________________________________________________________
A D D R E S S _____________________________________________________________________________________
C IT Y  ______________________  S T A T E  ________ Z IP  _
( ) I pledge the am ount checked below. BILL M E LA TER ,

P H O N E
monthly, quarterly, . yearly

( ) Enclosed is m y contribution o f :__$ 5 0  __ $ 1 0 0  _$ 2 5 0  __ $ 5 0 0  $ . other

l_ .

“ C O R P O R A T E  CON TRIBU TIO N S A R E  PROHIBITED BY LAW**
P L E A S E  R E T U R N  T H IS  FO R M  T O :

OPRRA-PAC, 17 South High St. •  Suite 200  •  Columbus, OH 43215-3458

M a r c h / A p r i l  1 9 9 8 ♦  T H E  IN D E P E N D E N T  D E A L E R  ♦ P a g e  5



F e a t u r e  S t o r y : M a r k e t i n g

How to bring customers 
in and make them yours

By Paul Harvey, Editor

GASOLINE DEALERS, repair shops 
and convenience stores are three very 
different operations, bu t all have the 
sam e goal: Gain custom ers and in 
crease profits.

Understanding that these three in
dustries are different anim als, we'll 
address MARKETING from two differ
ent broad objectives:
1. Enticing more customers 

into your business.
2. Getting them  to buy and keep 

buying your products and 
services.

(You'll also find a comprehensive 
Merchandising story by OPRRA's Buy
ing Power Group partner, J .F  Walker, 
on page 8 of this issue.)

Incorporate these time-proven, big- 
bang-for-vour-buck tips to bolster sales 
and build your profits:

GETTING MORE CUSTOMERS 
TO YOUR DOOR 

The Yellow Page Advertisment: 
Make yours stand out!

Your competitors may be spread geo
graphically all over the city, bu t open 
the Yellow Pages and you're suddenly 
side-by-side with the best of the best 
(and the worst of the worst). Your ad 
m ust stand above the crowd and say, 
"CALL ME FIRST!”

Most Yellow Page ads say the same 
old thing like "We're No. 1" or “Under 
New Management.” which means noth
ing to a  prospective customer. You m ust 
give them a  reason to call you over 50 
competitors on the same page.

Adding a  few simple elements to your 
Yellow Page ad will push your company 
to the top of the lis t

Include a headline. People don’t 
read  the  Yellow Pages. They scan  
through until something catches their 
attention. Experts say a  good headline 
can increase your ad’s effectiveness by
2.000 percent! Putting your business 
name or logo a t the top of your ad is

H E R E ’S 
SO M E  

S U R E F IR E  
M A R K E TIN G  

T IP S  TO  
B R IN G  'EM 

IN A N D  
KEEP 'EM  

C O M IN G  
BACK FOR  

M O R E .. .

NOT a headline. You m ust tell the cus
tomer WHATS IN IT FOR THEM. Here 
are some eye-catching headlines: "What 
have other repair shops been hiding?" 
or "10 reasons to shop a t Debbie’s C-
Store" or “Do not fill your tank  until you 
read this!”

Make an offer. In your ad, offer one 
of the following: “Free Informative Bro
chure" or “Free Consultation' or “Stop 
in for your free coupon booklet" An of
fer can increase your ad’s effectiveness 
by up to 40 percent.

Testim onials. W hat do others say 
about your company? Include a  quote 
from a satisfied custom er such  as "The 
clerks a t Ginos Gas-n-Gallop actually 
carried my groceries to the car!"

Be specific. Forget claims like “Low
est Prices.” Offer prospects something 
unique to your business. For example, 
“Our technicians have the m ost train
ing in the industry" or “24 hour towing 
service available.”

The Marketing Letter
A marketing letter campaign might 

not be effective for a C-store owner, but 
a  repair shop owner trying to land a 
fleet account could see big results. A 
letter is an  inexpensive yet powerful 
weapon. According to Jeffrey Dobkin, 
Author of “How to m arket a  product for 
under S500,” mailing a  series of five tra
ditional letters to a  prospective cus
tomer will change you from a  salesm an 
to a  friend. In the letter, ask  th em to 
respond and ask  for the order... twice! 
After the fifth letter you should call your 
new friend and ask  for a  meeting. Re- 

Continued on next page
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C o n tin u e d  f r o m  
p a g e  6 T h e  i m p o r t a n c e  o f  i m a g e

By Henry Holland, EA

Y our image is the w ay your custom
ers, employees, friends, family, loved 
ones, and even strangers regard you.

In your business it can make the difference with 
a first-time customer as to whether they ever 
return, and it can cause long-time customers 
and friends to forg ive and forget occasional 
shortcomings because they know you and your 
employees usually don 't d rop  the ball when it 
comes to customer service and caring. Your 
business image includes such diverse areas as 
cleanliness, friendliness, consistency, fairness 
and caring.

To project a good image, every part o f your 
business should be clean and orderly fo r your 
customers and employees. Your employees 
should be in clean uniforms and wearing a smile Henry Holland, EA
whenever they make contact w ith customers.
They also should thank and tell your customers
they are appreciated. M ultim illion  do lla r customer surveys have revealed the am azing 
fact that customers like to do business w ith people w ho appreciate and care about them. 
M ake sure you and your employees appreciate and care about you r customers. Show 
and tell your customers before your competitors do.

Insist that your employees are fa ir and honest w ith  your customers; this too is part o f 
your image.

Projecting the best image possible is good business. It helps attract new customers. 
A nd  it helps ensure you w ill retain loyal, longtime customers. ♦

member, poor grammar, 
spelling m istakes and 
slopp iness a re  dea l-
breakers. Bad letters end 
up in the circular file.

The Press Release
A press release is sim

ply a brief communica
tion about your b u s i
ness. It should be sent 
to anyone who can put 
your name out on the 
streets. Send press re
leases to local newspa
per, magazine and news
letter editors plus TV and 
radio stations. Call the 
editor and ask if they are 
the person you should 
send the press release to. 
When your press release 
arrives, they’ll remember 
talking to you and may 
put your release near the 
top of the stack. A good 
formula for your press 
release , accord ing  to 
Dobkin, "New product or 
service offers benefit A, 
benefit B, benefit C, etc.” 
For example: “New gas 
pum p features built-in 
TV screen to catch up on 
latest news while you 
pump...” Whenever pos
sible, include a crisp  
black and white or color 
photo.

These easy marketing 
plans should have more 
custom ers picking up 
the phone or heading for 
your door. The rest is up 
to you and your staff.

GETTING 
CUSTOMERS TO BUY 
(instead of “gooodbye”)

It’s been said a  bad 
receptionist can sink the 
biggest com pany If a 
gruff, unfriendly voice 
answ ers your phone, 
k is s  t h a t  c u s to m e r  
goodbye. In struct em 
ployees to answ er the 
phone like this: "Good 
morning, th is is Bob’s

Repair, home of 20,000 
quality  p a rts . This is 
Bob, may I help you?” 
Never let a customer wait 
more than  10 seconds 
on hold unless you in
form them  there could 
be a short wait.

Once a customer en
ters your business, he is 
a t a  crossroads. If he 
likes what he sees and 
hears he may soon be a 
customer. Start him off 
on the right path to p u r
chasing.

O ffer h im  a c lean  
p a rk in g  a re a , fre sh  
paint on the exterior and 
a clean waiting room and 
bathroom. If you’re help
ing  o th e r  c u s to m e rs  
when the new customer 
arrives, greet him  and 
tell him  you’ll be right 
with him. Direct him to 
th e  w aiting  a rea  and  
offer him a cup of coffee 
and a brochure about

your business.
Here’s a baker's dozen 

of "Tittle Things” you can 
do to impress your cus
tomers and keep them 
coming back. (Source: 
Richard Ensm an's “26 
Little Things...")

1. Leave a candy dish 
and business cards on 
your public counter.

2. Hand out “For a 
Friend” or “Return Visit” 
coupons as thanks or 
mail them to their home 
with a thank you note.

3. Share a personal 
story.

4. Invite customers to 
call you with questions.

5. Give c u s to m e rs  
your pager number.

6. Share a newspaper 
article  or rep o rt th a t  
might interest your cus
tomer.

7. Open the door for 
your customer.

8. Give a progress re

port on service or deliv
ery of products.

9. Sit or stand next to 
the customer instead of 
behind a service desk or 
counter.

10. Carry  heavy items 
to the  custom er's  ve
hicle.

11. Give a short “tour” 
of your business.

12. In q u ire  a b o u t 
customer’s personal in
terests, health, children 
or grandchildren.

13. Smile.
Of course the above 

item s w on’t overcome 
s u b -p a r  se rv ice  an d  
products, bu t they’re the 
little things people re
member. These courte
sies will make you stand 
out in the custom ers 
minds. And it all comes 
full circle when they give 
a good report to friends 
and family, who will soon 
arrive a t your door. ♦
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F e a t u r e  S t o r y : M e r c h a n d i s i n g

Want to sell more product?
K n o w  y o u r  c u s t o m e r s

THERE ARE 

ONLY TWO 

SURE-FIRE 

MEANS BY 

WHICH TO 

INCREASE 

STORE 

SALES: THE 

ATTRACTION 

OF MORE 

CUSTOMERS 

AND THE 
INCREASE 

OF SALES TO 

EXISTING 

CUSTOMERS

By Terry Daly 
The J.F. W a lke r Com pany

'Know your competition!" This catch 
phrase is often regarded as a key to busi
ness success. While no doubt an impor
tant concept, just as important and per
haps even more so. is the notion of know
ing your own customer and his or her 
buying habits.

Of all the consumers that shop in con
venience stores, only 32 percent visit at 
least once a week, 39 percent frequent a 
convenience store less than 
once per week, but more 
th a n  once every th ree  
months, while the remain
ing 29 percent shop in a 
convenience store less than 
once every three weeks. As 
such, only one third of your 
customers can actually be 
considered a regular cus
tomer.

This one third consists 
primarily of teenaged to 
middle aged males with less 
education, lower incomes 
and blue-collar occupations. The vast 
majority within the group are smokers.

The largest segment of convenient store 
shoppers are less likely to smoke, slightly 
older, better educated, more affluent and 
hold down more professional occupations. 
While comprised of many males, this 
group of shoppers is more likely female.

The smallest group of convenience 
store shoppers consists primarily of 
women, nonsmokers and retired or non
working individuals.

Knowledge of who is shopping in your 
store is important. However, this repre
sents only the beginning of a true under
standing of your customer. The most fre
quent customers of convenience stores 
are men. These men most frequently pur
chase products such as gasoline, beer, 
lottery  tickets and fast food. Women fre
quent convenient stores less often and 
most often purchase products such as 
milk, bread, groceries, confections and 
personal hygiene products.

The group of customers over fifty years

of age shops in convenience stores even 
less frequently and most often purchase 
gasoline, fresh coffee, milk and bakery 
products.

Understanding that men visit most fre
quently, it is important to offer those prod
ucts most purchased by men. Equally 
important, however, is the understanding 
that the less frequent customers, women 
and individuals over 50 years of age, have 
their own unique needs. The less frequent 
customers may actually constitute 29

50+ percent of the convenience store 
industry’s customer base, so where beer 
and lottery tickets may satisfy your “regu
lar” customer, these products may not 
satisfy the needs of the majority of your 
customers.

Understanding how your customer 
shops also plays an important role in sat
isfying their needs. All purchases made 
in a convenience store can be categorized 
as either an impulse, planned or related 
item purchase. An impulse purchase re
fers to a decision made without prior in
tent. Conversely, a planned purchase re
fers to one that is made prior to arriving 
at the location. Often times, this planned 
purchase represents the reason for the 
visit. A related item purchase refers to 
products purchased in conjunction with 
other products, such as coffee and dough
nuts or beer and pretzels.

Categories of products are merchan
dised based largely on what types of pur
chases they might represent. For ex-

Continued on next page
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Continued fro m  page 8

ample, most gasoline customers are 
n a store only long enough to pay 
or their fuel, and less than 50 perc
ent make additional purchases. As 
such. it is important to merchandise 
some high impulse products near 
he transaction area to generate in-
Temental sales from this group of 
ustomers.

Other customers make planned 
purchases. These customers typi
................ .................................. ...

■ A l l  p u r c h a s e s  ■
: m a d e  i n  a  :
| CONVENIENCE \
: STORE CAN BE ;
: CATEGORIZED AS I 
| E ITHER AN \
■ i m p u l s e , ■
: PLANNED OR \
; RELATED ITEM ;
■ PURCHASE. ■

cally locate the product they desire 
and then head directly to the trans
action area. Ideally, planned pur
chases should be merchandised furt
her into the store to draw the cus- 
:omer past strategically located im
pulse products.

Another important factor to re
member is that the walk-in cooler 
experiences the highest traffic vol
ume of any display fixture in the 
store. Because more customers are 
drawn to the cooler, it is important 
to merchandise related products, 
such as chips and pretzels nearby 
and high impulse products within 
the traffic patterns leading to the 
cooler and back to the transaction 
area. Understanding the customer 
and how he moves around your 
store will enhance his shopping ex
perience by making products readily 
available and easy to locate, and will 
also enhance store sales by expos
ing more products to the customer.

An additional factor that affects 
the viability of the convenience store 
is consumer perception. While most 
convenience stores offer convenient 
parking, a more convenient location,

fast checkouts and 
24 hour service, 
other competitors 
have m ade the 
commitments nec
essary to counter 
these convenience 
store advantages.
For example, many 
large grocery 
stores now offer 24 
hour service, open 
all their checkouts 
during peak peri
ods and have even 
introduced the "store within a store” 
concept to attract the convenience 
store customer.

While the competition has less
ened the impact of the convenience 
stores' inherent advantages, the in
dustry must also deal with perceived 
weaknesses. Among these perceived 
weaknesses are low service levels, 
noncompetitive pricing, safety con
cerns, lack of cleanliness and poor 
quality merchandise. Efforts to 
counter these perceived shortcom
ings are important, if convenience 
store operators are to maintain or 
expand  th e ir  cu stom er base. 
Women, for example, make up a 
large proportion of the customer 
base, however, they do not shop in 
convenience stores on a consistent 
basis. While there may be numer

ous reasons for this behavior, non
competitive prices, poor lighting and 
dirty stores very likely play a role in 
discouraging many women from 
shopping in a particular conve
nience store or convenient stores in 
general.

By making women more comfort
able with the prices they are paying 
and the quality of the products be
ing purchased and less threatened 
by being in a convenient store, you 
may attract your competitors’ female 
customers and/or encourage non
convenience store customers to con
sider your location as another shop
ping choice.

It is important to consider the 
possibility that your store may be 
operating at a disadvantage to your 

Continued on page 30

The Independent Dealer comes 1st with

^  GILLOTA Inc.l MARATHON /

A
C IT G O

•  Quality Products •  Superior Service
•  Promotional Incentives for Dealers

LET GILLOTA BE YOUR SUPPLIER
300 Central V iaduct Ave.

Cleveland, OH 44115John Gillota 
Chuck Etheridge

C A L L
(216) 241-3428
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B u y i n g  P o w e r  G r o u p  U p d a t e

GROUP MEMBERS SAVE BIG!
NOVEMBER SAVINGS: $ 11,775 
DECEMBER SAVINGS: $ 15,602
Above figures reflect J.F. Walker savings only!

JANUARY SAVINGS: $ 19,000+ 
CALL 888-804-9808 to join.

TeleManagement Solutions:

OPRRA’s newest Buying 
Power Group partner

OPRRA's Buying Power G roup is 
on a roll. The 134 m e m b ers  who 
signed u p  in  J a n u a ry  divided nearly
S 20 .000  in  a c c ru a ls  acco rd in g  to 
OPRRA M em ber Services D irector 
Terry Mulgrew.

Buying as  a un ited  group in stead  
of as ind iv iduals gives ind ep en d en t 
d e a le rs  a lo t of pow er a n d  g rea t 
prices and service. Now. th e re 's  even 
m ore incentive to join. In a d d i
tion to food and  beverage a c c ru 
als and specials from d is tr ib u 
to rs  J .F  W alker a n d  B rooks 
Beverage M anagem ent. OPRRA. 
h as  now p artn e red  w ith a  p ro 
vider of ATM m ach ines and  pay 
phone services.

T ele  M a n a g e m e n t  S o lu t io n s ,  
based  ou t of Reston. VA will offer 
discounted ra tes to OPRRA m em bers 
on au to m ated  teller cash  m a ch in e s . 
an d  on pay phones.

T eleM anagem ent S o lu tio n s can  
w ork w ith existing ATMs an d  tele
phones already in place in your b u s i
ness. or help you p u rch a se  or lease 
new  equipm ent. The com pany then  
provides all related services required  
to m ain ta in  ATM and  pay phones at 
your site.

ATMs will only grow m ore p o p u 
lar as people in our society get busie r 
an d  dem and  m ore conveniences. We 
th o u g h t T eleM anagem ent Solu tions 
would m ake a good p a r tn e r  for the 
OPRRA B uying  Pow er G ro u p  b e 
cau se  they were eager to w ork w ith

to p u ttin g  ATMs in th e ir  sto res."

P a r tic ip a tin g  OPRRA m em bers 
profit from the  T eleM anagem ent So
lu tions re la tio n sh ip  from ATM se r
vice charges to c u s to m e rs  w ho use 
th e  c a s h  m a c h in e s .  You. a s  an 
OPRRA m em ber w ould also  receive 
com m ission on te lephone calls made 
from th e  payphone on your property.

ou r associa tion , and  b ecau se  they 
offer a  couple of different program s 
w hich will help m em bers ea rn  good 
com m issions." says Mulgrew.

M ulgrew added. "I th in k  th is  is a 
good p a r tn e rs h ip  b e c a u se  in  th is  
b u s in e ss , w e're alw ays looking for 
new  profit cen ters, and  m any  people 
have pay  p h o n es  w hich  could  be 
m ore profitable, an d  are  looking in

M ulgrew  a lso  believes th a t 
OPRRA m em bers will often get 
b e tte r  ATM deals th ro u g h  their 
asso c ia tio n  th a n  w ith oil com pa
nies. "Typically, w hen  you lease 
an  ATM th ro u g h  an  oil com pany 

or a b an k , th a t  com pany  gets a 
cu t of the  profits. W ith a n  asso c ia

tion. th e  m em ber m ak es all of the 
com m issions, w ith  the  exception of 
T e lem a n ag e m en t S o lu tio n s ' sm all 
h an d lin g  fees.

M ulgrew  says. "By participating , 
the re  is s tren g th  you build  as  an  in 
dep en d en t b u s in e ss  ow ner an d  a s 
sociation  m em ber. W hen you  work 
th ro u g h  y o u r oil com pany, you  lose 
som e of th a t s tren g th . We are  an  o r
gan ization  for dealers, ru n  by dea l
ers. an d  w e're trying to give as  m uch  
back  to the m em bers as  possible. We 
can  alw ays do b e tte r  together.

1 3 4  SIGN UP FOR BUYING POWER GROUP, JOIN THE CLUB!
"The more members that participate, 

the better it is!" exclaims an exhilarated 
Terry Mulgrew, OPRRA's Director of 
Member Services

At the time this issue of The Indepen
dent Dealer was published, 134 OPRRA 
members hod joined the Buying Power 
Group, and had already received nearly 
$ 2 0 ,0 0 0  in c-store and beverage accru
als and special savings.

Current buying group members, or

those who join the Buying Power Group 
this month con take advantage of the cur
rent special from Brooks Beverage M an 
agement and J.F. Walker.

For information on this month's special, 
contact Terry Mulgrew at (888) 8 04 -980 8 .

A reminder to buying group members 
or those who want to join: O ur group only 
remains eligible for special accruals, prices 
and specials if all members reconcile their 
invoices within seven days of shipment.

Join now  
to take  ad van tag e  of 

the current special!
Joining is easy! If you haven't yet 

been contacted by representatives from 
the group buying program, call Terry 
Mulgrew at 8 8 8 -8 0 4 -9 8 0 8 .

"The more who participate, the bet
ter the program and the savings be
come!” reminds Mulgrew.

PAGE 1 0 ♦  T h e  In d e p e n d e n t  D e a l e r  ♦ M a r c h / A p r i l  1 9 9 8



O P R R A
O H IO  PETRO LEUM RE TAILERS & REPAIR ASSOCIATION. INC.

O P R R A  B u y in g  G r o u p  P ro g ra m  A g r e e m e n t

a m e :____________________________________________________  M em bership Number:

ompany N a m e :___________________________________________________________________
ease co m plete  a sep ara te  fo rm  fo r each of yo u r locations.

ddress:___________________________________________________________________________

■lephone: ( )_____________________________________________  Fax: ( ) ____________________________________________

<isting vendor account num ber:
om p a n y :______________________________________________________  A c c t# :__________________________________________________

com p a n y :______________________________________________________  Acct # : __________________________________________________

ease  enroll m e in the O P R R A  Buying Group Program . I have read and fully understand the terms outlined in this contract
id agree to abide by the terms herein stated.

gnature Title

ease  print nam e here Date

t e r m s

partic ipation requ irem ents
M u s t be  a n  O P R R A  m e m b e r in g o o d  s ta n d in g .
M u s t c o m p le te  a ll n e c e s s a ry  p a p e rw o rk  in c lu d in g  b u t n o t lim ite d  to: 
a) B u y in g  G ro u p  P ro g ra m  A g re e m e n t

crual A llow an ces
J.F. W a lke r. T h e  a llo w a n c e  w ill be  is su e d  b y  O P R R A  m on th ly , on  a p p ro x im a te ly  the  tw e n tie th  d a y  o f the  fo llo w in g  m o n th  th a t the  g o o d s  w ere  
p u rc h a s e d  in.
B ro o k s  B e v e ra g e : T h e  a llo w a n c e  w ill b e  is su e d  b y  O P R R A  q u a rte rly , o n  a p p ro x im a te ly  th e  tw e n tie th  d a y  o f th e  m o n th  fo llo w in g  th e  q u a r te r  th e  goods 
w e re  p u rc h a s e d  in.
To p a rtic ip a te  in B ro o k s  B e v e ra g e  P a rtn e rs h ip  P ro g ra m  an  a d d it io n a l fo rm  m u s t be  c o m p le te d  w ith  y o u r lo ca l B ro o k 's  re p re s e n ta tiv e .
T h e  a llo w a n c e  a m o u n t c a n n o t be  u se d  to  o ffs e t a n y  m o n e y  o w e d  to the  su p p lie r.
A cc ru a l a llo w a n c e s  w ill b e g in  fro m  th e  d a te  th e  a g re e m e n t is  re ce ive d  by th is  o ffice .

dm inistration
O P R R A  w ill re c e iv e  5 %  o f th e  a llo w a n c e  a m o u n t to  o ffs e t th e  a d m in is tra tio n  co s t. T h is  a g re e m e n t, u p o n  n o tif ic a tio n , ca n  be  a m e n d e d  o r a d ju s te d  as 
n e c e s s a ry  fo r p ro p e r a d m in is tra t io n  o f th is  p ro g ra m .

■ S u p p lie rs  w ill b e  n o tif ie d  o f a  m e m b e rs  p a r tic ip a tio n  b y  the  O P R R A  o ffice . C re d it te rm s  a re  a va ila b le  th ro u g h  the  su p p lie r. P le a se  co n ta c t them  
d ire c t ly  fo r  a n y  c re d it  a p p lic a tio n s . T h e  v e n d o rs  in th is  p ro g ra m  a re  th e  so le  d e c is io n  m a k e rs  re g a rd in g  c re d it e x te n s io n , 
A n y  m e m b e r c a n c e lle d  fro m  th e  B u y in g  G ro u p  P ro g ra m  d u e  to  n o n -p a y m e n t o f d u e s  w ill be  n o tif ie d  b y  m a il. O P R R A  w ill a d v ise  su p p lie rs  to 
d is c o n tin u e  a n y  re b a te  p ro g ra m s  a n d  d is c o u n ts  a va ila b le .

) T h is  p ro g ra m  ca n  b e  a m e n d e d  b y  th e  a d d it io n  o r d e le tio n  o f ve n d o rs .

application accepted b y :________ _______________________________________________on behalf of O P R R A  Buying G roup Program.

D ate: __________________________________

lease retain the yellow copy for your records.



M e m b e r  P r o f i l e

B r u c e  a n d  N e y s i  S a m p l e

S e c o n d  C a r e e r  W i s d o m
H e r e ’s  a  t a l e  o f  h u s b a n d

AN D  W IFE  W H O  HAVE PROVEN 
T H A T  C O U P L E S  CAN  W O R K  
W E L L  T O G E T H E R

By Gina LaVecchia, OPRRA Correspondent

Bruce and Neysi Sample behind the counter at Gail's Quick 
Trip, the couple's Woodville, O hio  operation.

M eet B ruce an d  
Neysi Sam ple 
of W oodville. 

The S am p les  r u n  G ail's  
Q uick Trip, a  fou r-pum p  
Sunoco dealersh ip . 2 .000  
sq u a re -fo o t conven ience 
store, an d  beverage drive- 
th rough .

A couple of th ings th a t 
m ake the  S am ple 's b u s i
n ess  different from o thers  
is th a t  it is th e  second c a 
ree r they  have v e n tu re d  
into together, and, th a t they 
lease p a r t of th e ir  build ing 
to a p izza  o p e ra to r . As 
m any  dealers a re  finding 
out, th is  type of co-brand- 
ing—w h eth e r you choose 
to operate bo th  p a rts  of the 
b u sin e ss  or n o t—helps to 
boost bo th  gas an d  re s ta u 
r a n t  p ro fit c e n te rs . G as 
custom ers often stop  for a 
bite to eat, while pizza c u s 
tom ers frequently  fill the ir 
tank  or pick up snacks and 
drinks.

A broad 
background

The S am ples have seen  
an d  done it all. T he couple 
m et w hen  B ruce w as a t 
te n d in g  co lleg e  in  S a n  
Francisco. Neysi, w ho w as 
bo rn  and  grew  u p  in  Nica
ragua , h ad  com e to Cali
fornia after one of h e r Nica
rag u an  friends w rote le t
ters to Neysi, telling h er her

how  m u c h  she  w as enjoy
ing life on th e  U.S. W est 
C oast.

B ruce a n d  Neysi la te r 
m arried , an d  spen t the fol
lowing two years traveling 
th ro u g h o u t Neysi's hom e
land . Two years later, “We 
w ere a  little broke," Neysi 
rem em bers fondly, and  the 
y o u n g  co u p le  m oved to  
Ohio w here B ruce w orked 
w ith h is b ro ther in the con
s tru c tio n  b u s in e ss . T hat 
b u s i n e s s  e v e n tu a l ly  
b ro u g h t th e  S am p les  to 
Michigan, where they even
tua lly  p u rch a sed  a  sm all 
vending m achine business. 
R ealizing th e  b u s in e s s ’s 
p r o f i t  p o te n t ia l ,  th e  
Sam ples began to  grow the 
b u sin e ss , an d  eventually  
owned a n d  opera ted  m ore 
th a n  200 m ach ines in  fac
to r ie s  t h r o u g h o u t  th e  
Spring Lake and  M uskegon 
area.

In the  early 1990s, w ith 
th e ir  th ree  ch ild ren  grown 
an d  o u t of th e  house , the  
Sam ples sold th e  vending 
b u s in e ss , an d  re tired  to  
Florida. From  there , they 
did som e m ore travelling, 
spend ing  a  year in  C osta 
Rica, w hile they  v en tu red  
in to  p artia l ow nersh ip  of 
G ail’s  Q uick  Trip. B ruce’s 
b ro th e r  w as th e ir  partne r, 
an d  ra n  the  s ta tio n  un til 
1993, w hen  h e  m oved to

Texas. T h a t’s w hen  Neysi 
an d  B ruce decided to buy  
him  out, r e tu rn  to Ohio, 
a n d  r u n  th e  b u s i n e s s  
them selves.

As they  did w ith  th e ir  
v e n d in g  b u s in e s s ,  th e  
S am ples se t o u t to  grow 
the ir service s ta tion  opera
tion, an d  rem odeled the ir 
facility in  1994, adding  the 
re s ta u ra n t  space , a s  well 
as  th e  d rive-th rough  bev
erage store, w hich  g e n e r
a tes  a b o u t 25  p ercen t of 
the business 's  non-gas rev
enues.

The S am ples say  th a t  
while th e ir  vending  expe
rience h a s  been  helpfu l in 
operating  th e ir  c-store, the 
g as  b u s in e s s  h a s  forced 
th em  to le a rn  a  new  an d  
challenging skill.

“The c-store is like vend
ing," says Neysi. “It’s  a  cash  
b u s in e ss , a n d  w e’re  d ea l
ing  w ith  th e  sam e k in d s of 
m e rc h an d ise—cigare ttes , 
candy , pop, b u t  th e  gas is 
d ifferent for u s . We knew  
n o th in g  a b o u t it. T h a t 's  
why we jo ined  OPRRA, and  
th e  o th e r  m em b ers  have 
ta u g h t u s  a  lot."

Productive
partnerships

Like a  m arriage, b u s i
ness requires contributions 
from both  partners, an d  the 
S a m p le s  h av e  p erfec ted  
th is . Neysi m an ag es th e  c- 
s to re  s  p u rch a s in g , m a r
keting  an d  m erchandising, 
while B ruce b a lan c es  the 
books w ith  a  softw are sys
tem  for h is  p e rso n a l com 
pu ter, w hich w as designed 
for th e  S am ples by their 
com puter- savvy son, Mike.

After each  shift, th e  pro
gram  balances gas, lottery, 
an d  ca rry -o u t sa les. “This 
sy s tem  k e e p s  re c o rd s  of 
every sh if t’s in s ta n t  lotto 
sa les. It u sed  to  ta k e  about 
2 0  m in u te s  p e r  s h if t  to 
write down the  lottery nu m
bers , b u t  now  w e have a 
sc a n n e r  ru n n in g  from  the 
sto re  to  th e  office, a n d  we 
ca n  fin ish  a  sh ift change 
in  30  se c o n d s ,” exp lains 
B ruce.

B oth  B ruce a n d  Neysi 
a l s o  w o rk  so m e  o f  th e  
s ta tio n ’s sh ifts, w hich  they 
sh a re  w ith  th e ir  th re e  em -

Continued on next page
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Continued from  
previous page

ployees.
Bruce and Neysi have 

also looked outside the ir 
bu sin ess  for su p p o rtiv e  
partnerships. Shortly after 
the Samples joined OPRRA. 
they became involved in the 
effort to organize OPRRA's 
recently-launched Buying 
Power Group.

From  th e ir  v e n d in g  
background, the Sam ples 
knew the pow er b eh in d  
large volume purchasing . 
T hat was p art of my d e
sire to get a program  go
ing for Ohio dealers. says 
Neysi. “W hen we had  our 
vending business, we had 
a lot of clout because of the 
quantities we were buying. 
We could control the price. 
W hen y o u ’re a lone in  a 
small store, vendors can  
take advantage of you. B ut 
if you are in a big group, 
you have a  lot m ore clout. 
Our m em bers can really 
benefit from th is .”

I n n e r - V i e w

B usiness:
Gail's Q u ick Trip: 1115 West M a in , W oodville , OH 

Owners:
Bruce and Neysi Sample 

F a m ily :
The Samples' children, M ike, Lorna and Karen live in M ich igan  and C alifo rn ia . Three 
grandchildren (and a fourth on the way) give the Samples plenty o f reason to still h it the 
highways.

Their personal stamp on business:
Bruce's brother was the ir partner in the business until Bruce and Neysi bought him out. 
"It was at the end o f town, and a little run down when we took over. W e d id  extensive 
remodeling, including the drive-through and add ing  canopies, and business has really 
picked up, so I'm happy we d id  it.

Other profit sources:
The p izza  business we rent to has helped the balance sheet. W e also own a parking  lot 
next door to our station, and an apartm ent bu ild ing  on that lo t," says Bruce.

On the service station business:
"I really enjoy having the business because our kids are raised, and it keeps me active 
and in touch w ith people," says Bruce. "I like this business,'' adds Neysi. "O u r c-store is 
doing well, especially now w ith the group buying program . This is a competitive busi
ness, and I like that."

The secret of success?
Neysi: 'There is no secret. Just hard w ork."
Bruce: "Having a good w ife  w ho does all the hard w ork," he says w ith  a hearty laugh.

The Best Supplier in the Business!
FULL SERVICE GASOLINE DISTRIBUTOR WITH:

■An Excellent Branding Program 

■Complete Line of Competitively Priced Motor Oils

CITGO

REFINERS OUTLET CO.
4525 W. 160th Street, Cleveland, OH 44135
216-265-7990 • Fax (216) 265-7950 0
■Richard Butcher ■ Wayne Eliason Jane Zahorodnij
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U n d e r g r o u n d  T a n k  N e w s

Performing cost-effective site assessments 
and interim remedial action
Site assessments a cco u n t fo r  a  la rg e  p e rce n ta g e  o f the  o ve ra ll co rre c tive  
a c tio n  costs re im b u rse d  b y  the Petro leum  U n d e rg ro u n d  S to ra g e  Tank 
Release C o m p e n sa tio n  B o a rd . This a rtic le  describes a  ty p ic a l site assessm ent, 
presents a v e ra g e  costs based  on  the  B oard 's  e xp e rie n ce , a n d  discusses w a y s  
to  con tro l costs fo r  a  c o n v e n tio n a l site assessment.

If an  ow ner/opera to r ex
periences a  release from an  
u n d erg ro u n d  sto rage ta n k  
(UST). a  s ite  a s s e s s m e n t 
m u s t be com pleted to d e
te rm in e  th e  ex ten t of the  
contam ination . It is  du ring  
th e  s ite  a s s e s s m e n t th a t  
d a ta  is  co llec ted  for th e  
evaluation  of a  site 's  geol
ogy. hydrology an d  su rface  
ch a rac te ris tic s . This d a ta  
is u se d  to d e te rm in e  th e  
ch a rac teris tics  of th e  con
ta m in a tio n  an d  th e  envi
ro n m en t in  w hich th e  re 
lease h a s  occurred , so th a t 
an  effective rem edial action 
p lan  can  be developed.

It is  im p o r ta n t th a t  a 
tho rough  site  a s se ssm e n t 
be conducted . According to 
s ta tis tic s  com piled by U.S. 
EPA, a  com prehensive a s 
se ssm e n t can  low er b o th  
th e  c lean u p  co s ts  a n d  the  
to ta l cost of a  project. An 
incom plete site a ssessm en t 
can  provide in a cc u ra te  or 
m is le a d in g  in fo rm a tio n  
w hich m ay decrease th e  ef
fec tiv en e ss  of co rrec tiv e  
ac tio n s  a n d  in c re ase  th e  
overall cost of the  project. 
T h e  B o a rd  e n c o u r a g e s  
ow ners a n d  o p e ra to rs  to  
w ork  w ith  th e ir  c o n s u lt
a n ts  in  com pleting site  a s 
s e s sm e n ts  th a t  a re  b o th  
com prehensive  an d  cos t- 
effective.

D uring  a  typical site  a s 
sessm en t, a  drill rig is m o
bilized to  th e  site  an d  soil 
borings a re  installed . The 
so il  s a m p le s  a r e  f ie ld  
screened for contam ination 
an d  th e  h ig h e s t re a d in g  
from  each  boring  is se n t to

a  labo ra to ry  to  d eterm ine 
th e  co n cen tra tio n s  of p e 
tro leum  con tam ination . If 
g ro u n d w a te r  is e n c o u n 
te re d .  so m e  of th e  so il 
borings a re  converted  into 
m o n ito rin g  w ells so th a t  
w ate r sam p les  can  be col
lected  a n  analyzed. The re 
su lts  of th e  soil a n d  w ate r 
sam ple ana ly ses  a re  u sed

s e s s m e n t c o s ts  v a ry  d e 
p e n d in g  on  s ite  c i rc u m 
stan ces.

W hen a  claim  is su b m it
ted , a  re im b u rse m en t a n a 
ly st will look a t  th e  costs  
a n d  th e  v a r io u s  fa c to rs  
w h ich  m ake  u p  th e  to ta l 
co s ts . T otal co s ts  will be 
evaluated on the  n u m b er of 
soil bo rings an d  m onito r -

HlSTORICALLY, THE BOARD 
HAS EXPERIENCED TOTAL 
COSTS IN THE RANGE OF 
$2 5 ,0 0 0 -$ 3 5 ,0 0 0  FOR 

A TYPICAL CONVENTIONAL  
SITE ASSESSMENT.

to  d e term ine  th e  ho rizon 
ta l a n d  v ertical e x ten t of 
th e  c o n ta m in a tio n . A fter 
th e  full a sse ssm en t is com 
pleted, a  co n su lta n t u se s  
th is  in form ation  to  develop 
a  lo n g -te rm  rem ed ia l a c 
tion p lan  (RAP) th a t  will ef
f ic ie n tly  a n d  c o s t-e f fe c 
tively clean u p  th e  site.

H istorically , th e  B oard 
h a s  experienced to ta l costs 
in  th e  ran g e  of S 25 .000-
S35 .000  for a  typical con
ven tional site  a sse ssm en t. 
However, p lease  no te th a t 
th e  B oard ’s d a ta  is based  
only on s ite s  w ith  claim s 
received  w h ere  c o s ts  ex 
c e e d  th e  d e d u c t ib le  
am oun t. S ites w ith  low lev
e ls  o f c o n ta m in a tio n  do 
no t, a t  tim es, exceed th e ir  
deductib les. Total site  a s 

ing wells in sta lled  an d  the  
average cost per boring and  
well. The Board is curren tly  
ex p e rien c in g  a n  avera g e  
cost of S2.900 p er m on ito r
ing  well. Included  in  th is  
ty p ic a l  c o s t  is  p r o je c t  
s e tu p ,  d rillin g , in s t a l l a 
tions, oversight, sam pling  
a n d  la b o ra to ry  a n a ly s is , 
cu tting  d isposal a n d  rep o rt 
p rep a ra tio n .

Factors w hich can  affect 
to ta l  c o s ts  in c lu d e  th e  
d e p th  of th e  m o n ito rin g  
wells, well size (2", 4 ’ 6"), 
on o r off site  drilling, d rill
in g  t e c h n iq u e s ,  l a b o r  
h o u rs  a n d  ra te s  for p e r 
fo rm in g  w o rk , th e  f r e 
q u e n c y  o f  m o b il iz a tio n , 
p u m p /s lu g  te s ts , s ite  con
d itions or an y  o th e r special 
conditions w hich m ay have

By D av e  R eeder  
PUSTRCB

existed . To red u c e  th e  pos
sib ility  o f n o n -re im b u rs -
ab le  co s ts , th e  B oard en
co u rag es ow ners to  volun
tarily su b m it s ite  a s se ss 
m e n t  c o s ts  fo r  p r e - a p 
proval.

TYPICAL COSTS
W hen  s ite  a s se ssm e n t 

c o s ts  a re  su b m itte d  in  a 
claim , a  d e te rm in a tio n  is 
m a d e  a s  to  w h e th e r  the 
co s ts  a re  in  a  typ ical range 
b ased  u p o n  th e  B oard 's ex
perience. T he B oard  reim 
b u rse s  for th e  costs o f labo
ra to ry  ana lyses an d  h a s  ex
perienced  th e  following av
erage  costs:

BTEX; S71 
TPH: $55  
BTEX/TPH; $140  
PAH: 8 1 5 4

L a b o r  r a t e s  a n d  th e  
classification  of personnel 
a re  a lso  ev a lu a ted  accord
ing to  w h a t is typical based 
u p o n  th e  B o a rd 's  experi
ence . O n a  co nven tiona l 
site  a s se s s m e n t th e  Board 
w ould  expect to  see  m ost 
site  a s se ss m e n t w ork  p e r
fo rm e d  b y  te c h n ic ia n s ,  
s ta ff  an d  pro ject geologists, 
w ith  p la n n in g  a n d  review 
p e r f o r m e d  b y  a  s e n io r  
p ro jec t geologist o r project 
m an ag e r. T h e  B o ard  h a s  
experienced  th e  following 
average  ra te s  a n d  c lassi
fica tions for co n su lta n ts : 

P rincipal: $ 1 0 5 /h o u r  
Project Mgr.; $8 1 /h o u r  
S en io r P ro ject 
E ng ineer/G eo log ist;

Continued on page 30
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Employee Benefit Specialists

O h i o  P e t r o l e u m  r e t a i l e r s  &  R e p a i r  A s s o c i a t i o n

HEALTH IN SU R A N C E  
QUOTE REQUEST

To receive a quote for Anthem Blue Cross/Blue Shield Plans, 
please provide the following information and fill out the 

form on the reverse of this page:

NAME OF COMPANY:

NAME OF CONTACT PERSON: 

COMPANY ADDRESS:_______

PHONE NUMBER: ( 

FAX NUMBER (____

RETURN THIS SHEET, ALONG WITH CENSUS DATA FORM
ON NEXT PAGE TO:

Jim Irwin or Debbie Hollingsworth 
E m p lo y e e  Benef i t  Specia l is ts

Fax: (614) 793-9797 
Phone: (800) 373-4327

655 Metro Place South, Ste. 400  
Dublin, OH 43017
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OHIO PETROLEUM RETAILERS AND REPAIR ASSOCIATION
ENDORSED HEALTH P L A N -A N TH E M  BLUE CROSS/BLUE SHIELD

(Option 1)____________ _____________ (O ption 2)_________________________ ( Optio n 3 )___________ ______________ (O ption 4)

LIFE/A D&D: Flit $ 15,000 - Each Insured Flat $ 15,000 - Each Insured Flat $15,000 - Each Inlured Flat 515,000 - Each Insured

MEDICAL:

IND/FAM
DEDUCTIBLE:

POS - Gatekeeper Referral

IN: None 
OUT: $350/5700

PPO - Open Access

IN: $250/$ 500 
OUT: $500/$1000

PPO - Open Access

IN: $350/$700 
OUT: $700/$ 1400

PPO - Open Access

IN: 5450/5900 
OUT: 5900/51800

INEVFAM
COINSURANCE:

IN: You P»y Copays Only 
OUT: You Pay 30%

IN: You Pay 10% 
OUT: You Pay 40%

IN: You Pay 10% 
OUT: You Pay 40%

IN: You Pay 10% 
OUT: You Pay 50%

IND/FAM
OUT OF POCKET:
(Incl Deductibles & Copays)

Your Maximum Payment is: 
IN: $500/S 1000 
OUT: 51000/52000

Your Maximum Payment is: 
IN: $ 1000/$2000 
OUT: $2000/$4000

Your Maximum Payment is: 
IN: $3000/$6000 
OUT: $6000/$ 12000

Your Maximum Payment is: 
IN: $4000/$8000 
OUT: $8000/$ 16000

ROUTINE DOCTOR 
OFFICE VISITS:

IN: 100% after 510 Copay 
OUT: Sub to $350 ded + 30%

IN: 100% after $ 15 Copay 
OUT: Sub to $500 ded + 40%

IN: 100% after $15 Copay 
OUT: Sub to $700 ded + 40%

IN: 100% after $22 Copay 
OUT: Sub to $900 ded + 50%

ER & ACCIDENT BENEFITS: $50 ER Copay 100% thereafter 
IN ONLY: $35 Urgent Care Copay

550 ER Copay 100% thereafter 
IN ONLY: 535 Urgent Care Copay

$50 ER Copay 100% thereafter 
IN ONLY: $35 Urgent Care Copay

$50 ER Copay 100% thereafter 
IN ONLY: $35 Urgent Care Copay

IN ONLY: Full Wellness IN ONLY: Full Wellness IN ONLY: Full Wellness IN ONLY: Full Wellness

OVERALL LT MAX: $2 Million $2 Million 52 Million $2 Million

OUTPATIENT 
PRESCRIPTION DRUGS:

Reg: $8 Gen/$ 15 Brd Copay 
Mail Order: $8 Gen/$ 15 Brd 60 DS 
Includes OC

Reg: $8 Gen/$15 Brd Copay 
Mail Order: $8 Gen/$ 15 Brd 60 DS 
Includes OC

Reg: 58 Gen/SIS Brd Copay 
Mail Order 58 Oen/515 Brd 60 DS 
Includes OC

Reg: $8 Gen/$ 15 Brd Copay 
Mail Order $8 Gen/$ 15 Brd 60 DS 
Includes OC



MEMBER GROUP NAME:
OPRRA HEALTH INSURANCE PROGRAM CENSUS DATA

DATE:

E M PL O Y E E  NAME GENDER
DATE O F 

BIRTH

................... ..
DATE O F 

H IR E
SPOUSE DATE 

O F BIRTH
M OF

CHILDREN

M EDICAL COVERAGE 
(See legend be low)
(C IR C LE ONE)

EE ES EC ESC W

2 EE ES EC ESC W

3 EE ES EC ESC W

4 EE ES EC ESC W

5 EE ES EC ESC W

6 EE ES EC ESC W

7 EE ES EC ESC W

8 EE ES EC ESC W

9 EE ES EC ESC W

10 EE ES EC ESC W

EE ES EC ESC W

12 EE ES EC ESC W

13 EE ES EC ESC W

14 EE ES EC ESC W

15 EE ES EC ESC W

16 EE ES EC ESC W

17 EE ES EC ESC W

18 EE ES EC ESC W

19 EE ES EC ESC W
20 EE ES EC ESC W

A. Do you currently provide an employee health plan? YES NO 

If YES, with what Insurance Company?

B. Do any of the proposed insured employees or dependents have any serious illnesses? YES NO 
If YES, Please Explain. (This may affect the health insurance rates)

C. How many full time employees do you have ?

D. How many full time employees are to be covered on the health plan ?

M cdlcal Coverage Type Legend

EE ■ Employee only is covered 
ES ■ Employee and Spouse only a re  covered 
EC  ■ Employee and Chlld(ren) only a re  covered 
ESC ■ Employee, Spouse and Chlld(ren) a re  covered 
W  ■ Employee is waiving medical coverage

EM PLO Y EE B EN E FIT  SPECIA LISTS 
PH O N E: (800) 373-4327 FAX: (614) 793-9797



BI66ER! BETTER! MORE COMPETITIVE! MORE OPTIONS!

A n th e m .

The OPRRA Endorsed Health Insurance Plan
In m eeting the needs of a g row ing m em bership , the Ohio Petroleum Retailers and Repair 
A ssocia tion  se lected  A n them  Blue Cross and Blue Shield as the insurance carrier for the 

A ssocia tion  H ealth  P lan. W hy was Anthem Blue Cross and Blue Shield selected?

M u lt ip le  c o v e ra g e s  
t h r o u g h  o n e  c a r r ie r :
• M e d ic a l, L ife , D e n ta l a n d  D is a b ili ty  
p la n s
•  M a n y  h e a lth  p la n  o p t io n s  fro m  w h ic h  
to  c h o o s e  (n o t ju s t  o n e )

M a n a g e d  c a re  p la n  a v a i la b i l i t y  in  a l l  
c o u n t ie s :
•  P o in t o f  S e rv ic e  p la n s
• P re fe r re d  P ro v id e r  O rg a n iz a t io n  
p la n s
V e ry  c o m p e te t iv e  m o n t h ly  r a te s
•  R a te s  g e a re d  to  g e o g ra p h ic  a re a s
•  F in a l s o ld  p la n  ra te s  g o o d  fo r  12 
m o n th s .

A d d i t io n a l  p la n  fe a tu r e s  o f fe r e d :
-  S tro n g  D ru g  C a rd  a n d  M a il O rd e r  p la n  
th a t  in c lu d e s  o ra l c o n tra c e p t iv e s

P ro v e n  d e p e n d a b le  p e r fo r m a n c e :
•  O h io 's  la rg e s t  h e a lth  in s u re r  c o v e r in g  
o v e r  4  m il lio n  p e o p le
• O v e r  2 1 ,0 0 0  s m a ll b u s in e s s e s  in s u re d  
F in a n c ia l s t r e n g t h  a n d  s t a b i l i t y
•  R a te d  " E x c e lle n t”  b y  A .M . B e s t
•  $ 1 .8  b illio n  in  p o lic y h o ld e r  re s e rv e s

Don't Miss Out 
on the potential to save 

$ $ $  on your health 
insurance premiums. 

Affordable, comprehensive 
coverage is now available. 

Call us now to secure 
a quote!

1-800-373-4327, in Columbus call 793-7770.
Jim Irwin or Debbie Hollingsworth, Employee Benefit Specialists 

Fax: (614) 793-9797

FOR QUALITY HEALTHCARE 
AT AN AFFORDABLE PRICE FOR 

YOUR BUSINESS, CALL NOW!

1 - 8 0 0 - 3 7 3 - 4 3 2 7

Employee Benefit Specialists

O h i o  P e t r o l e u m  R e t a i l e r s  &  R e p a i r  A s s o c i a t i o n
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W o r k e r s ’ C o m p  u p d a t e

Workers’ comp dividend credits 
a breath of fresh air in taxing times
OPRRA group rating members share in big savings

By David Merz 
The Frank Gates Service Company

In case you've no t a lready  h ea rd  
the good new s, the  Ohio B u reau  of 
Em ploym ent W orkers' C o m p en sa 
tion (BWC) h as  decided to reduce the 
burgeoning su rp lu s  in  th e  S ta te  In 
su rance F und  by $1 ,3  billion. The 
BWC a t t r i b u t e s  
th e  s u r p lu s  to  
strong investm ent 
perfo rm an ce , in 
creased operating 
efficiencies an d  lower th a n  expected 
claim s costs.

How will you benefit? The 20  p e r 
c e n t  p re m iu m  d iv id e n d  c r e d i t  
gran ted  to Ohio em ployers in  th e  
1996 fiscal y ea r h a s  been  enlarged 
to a 75 percen t p rem ium  dividend 
for the 1997 fiscal year. This 75 p e r 
cent d iscoun t off the  to ta l p rem ium , 
including assessm en ts , is over an d

above an y  o ther d isco u n ts  th a t a p 
ply, su c h  a s  group  cred it m odifica
tions.

OPRRA g ro u p  ra tin g  m e m b ers  
have an  added  b onus. They will see 
h a lf  of th e ir  g roup  ra tin g  sav ings 
im m ediately  b ecau se  they  will pay 
prem ium  into the group savings pool 
a t  ju s t  h a lf  th e ir  no rm al ra te . W ith 

th e  ca sh  flow a d 
vantage of “direct" 
g roup  ra tin g  p lan  
an d  the  r isk  m a n 
a g e m e n t p r o te c 

t io n s  t h a t  on ly  a  w ell e x e c u te d  
sh a re d  sav ings p la n  can  provide, 
OPRRA m em bers have the  b es t of 
bo th  worlds.

An e m p lo y e r ’s p re m iu m  th a t  
w ould  norm ally  be $ 1 0 ,0 0 0  is re 
duced to ju s t  $2 ,500  th a n k s  to the 
BW C’s 75  p e rc e n t p rem iu m  divi
dend. The $2 ,500  paym ent is then  
reduced  by h a lf  to $1 ,250 , courtesy

F ra n k  G a tes  a lw a y s  
w e lc o m e s  c a l ls  f ro m  
OPRRA gro u p  r a tin g  

p a r t ic ip a n ts  an d  in q u ir
ie s  f r o m  o th e rs . The to ll  
f r e e  n u m ber is  800 -7 7 7 -  

4 2 8 3 . A sk  f o r  M ike S ta n g e  
a t  e x te n s io n  431 or D ave  

M erz a t  e x te n s io n  318 .

of OPRRA's im m ed ia te  g roup  d is 
co u n t. F inally , th e  OPRRA group  
m em ber receives still m ore savings 
via a  res id u a l reb a te  check  due to 
the  sh a red  savings equalization p ro 
cess.

W hat a b o u t th e  w o rk e rs’ com p 
p ic tu re  on a  la rger scale? Prem ium  
dividends on top  of decreasing  base  
p rem ium  ra te s , d isco u n ts  for safety 
im plem enta tion , record  high group 
ra ting  enrollm ent, decreasing claim s 
cost due to m anaged  care, and  m ore 
all converge to  p rese n t an  in te re s t
ing mix. U nlike m ost of your other 
overhead costs, th is  is one im p o r
ta n t  portion  th a t  is trend ing  dow n
w ard. How long th is  trip  will la s t no 
one know s, b u t, for the tim e being, 
em ployers can  enjoy the ride. ♦

Frank Gates

W o r k e r s '  C o m p  C o m m i t t e e

R E A D Y  T O  S A V E  M O N E Y  O N  W O R K E R S ’ C O M P ?
The am oun t OPRRA m em bers will 

have to  pay into w orkers co m p en sa
tion  will be d ram a tic a lly  c u t th is  
year.

This can  be a ttr ib u ted , in  p a rt, to 
the fact th a t Ohio G overnor George 
Voinovich’s W orker's C om pensation  
B ureau  is providing a  reb a te  to  all 
of those who m ade 1997 paym en ts 
to the bureau . The reba te  is in tended  
to red u ce  th e  a m o u n t of s u rp lu s  
money in the s ta te 's  w orkers com 
pensation  fund, an d  will pay b ack  
$1.3 billion dollars to Ohio em ploy
ers who m ade p ay m en ts  in  1997 
T hat includes all OPRRA m em bers.

B ut the re 's  m ore savings. Before 
the news of the governor's reba te  w as 
announced, OPRRA's W orker's Com
p e n sa tio n  co m m ittee , h e a d e d  by 
Andy Tilton, m ade th e  decision  to 
charge m em bers only h a lf  of w h a t 
they officially owed to w orker’s comp.

“T hat m eans th a t in s tea d  of get

ting  the  u su a l refund  checks we are 
u sed  to getting every year as  a  re 
su lt  of being in  a group ra ting  p ro 
g ram , we will get sm a lle r  re b a te  
checks, b u t pay less in to  the p ro 
gram , w hich keeps m ore m oney in 
ou r s ta tio n s ,” explains Tilton.

This m eans OPRRA m em bers will 
pay  only 50%  of th e ir  tra d itio n a l 
OPRRA ra tes  to OPRRA's th ird -party  
adm in istra to r, F ran k  G ates Co. This 
also  m eans th a t “each  OPRRA m em 
b er wall only pay 12.5% of w hat he 
or sh e  w ould have paid  if paying the 
W orkers Com p B ureau  directly, an d  
if he or sh e  w ere n o t p a r t of a  group 
ra tin g  p rogram ,” says Tilton.

In practical num bers, he explains, 
a  m em ber who w as paying $9 ,800  
per year typically received a  $6 ,800  
reba te  for being p a r t of the  OPRRA 
group rating  program . This year, the 
sam e dealer w ould only pay S 1,058, 
an d  receive a  sm all reb a te  check.

Next year, the savings m ay be less, 
a s  th e  b u r e a u  s r e b a te  m ay  be 
sm aller, or nonexisten t.

“Next year, th e re  w on't be a 75% 
give-back, so w’e'll have to pay more. 
O ur b e s t g uess is th a t it will be 25% 
or 30%  of w hat we paid la s t year. For 
th e  average dealer it will still only be 
in the  th ree  or four th o u sa n d  dollar 
ran g e .” says Tilton. “We have a  great 
p ro g ram . E veryone gets coverage 
an d  we all sh a re  in  the  savings."
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Nine steps to a better President

 American Safety

safety program  Consultants, Inc.

S tarting  Ju ly  1. 1996 the Ohio Division 
of Safety an d  Hygiene im plem ented  new  
safety guidelines for com panies th a t w ere 
m e m b ers  of a W orkers ' C o m p en sa tio n  
G roup Rating Program . These n ine steps 
are sim ilar to those th a t were im plem ented 
in 1995 for com panies th a t w ere Penalty  
Rated and w anted to participate in the Pre
m ium  D isco u n t P rogram . S ince G roup  
Rating w as im plem ented the re  h a s  always 
b ee n  a re q u ire m e n t th a t  a s s o c ia tio n s  
sp o n so rin g  g ro u p s p rom ote  safe ty  an d  
d em onstra te  im proved safety perform ance 
for the  group. Until now. however, there 
were never any clear guidelines for the a s 
so c ia tio n s to follow an d  th e re  w ere no 
safe ty  p ro g ram  gu id e lin es  for m em b er 
com panies.

The new  set of gu idelines for m em ber 
com panies is called the  Nine Key Safety 
P rogram  P aram eters, w hich include the 
following steps:

1. A w ritten  safety and  hea lth  
policy s ta te m en t signed by the 
Owner. P residen t or key Senior 
M anagem ent Official.
2. Visible an d  active Senior 

M anagem ent L eadership.
3. Em ployee involvem ent and  

Recognition.
4. R egular C om m unication  to all 
Em ployees.
5. O rien ta tion  an d  T raining.
6. Published  safe w ork practices.
7 A ssigning a n  ind iv idual the 
responsib ilities of C oordinating  
th e  Safety Effort.
8. Early re tu rn  to w ork program .
9. In tern a l P rogram  to a s se ss  the 
su c ce ss  of the  Safety Program .

These n ine  s te p s  w ere developed by a 
jo in t com m ittee th a t consisted of m em bers 
from  the Division of Safety & Hygiene an d  
vario u s asso c ia tio n  rep rese n ta tiv es . An 
effort w as m ade n o t to be so OSHA sp e 
cific. b u t to provide for a  balanced , m a n 
aged ap p ro ach . The n in e  s tep  program  
provides a  guideline for any  type of b u s i
n ess . T hese s te p s  have proven effective in  
im proving safe ty  efforts for m any  com pa
nies.

At firs t g lance th ese  n in e  s te p s  m ay 
a p p e a r  u n a tta in a b le  for a  sm all com pany.

However, if you look a t an d  w ork on each 
s tep  in d e p en d en tly , they  can  be im ple
m en ted  g radually  The Division of Safety
& Hygiene an d  y o u r asso c ia tio n  recognize 
th is  m ay tak e  som e tim e. Over the  next 
year, a rea listic  effort sh o u ld  be m ade to 
im plem ent a s  m an y  of th e  s te p s  a s  p rac
tical. A ssis tan ce  is availab le th ro u g h  your 
assoc ia tion . A m erican  Safety an d  Health 
M anagem ent C o n su lta n ts . Inc.. an d  the 
Division of Safety & Hygiene.

In o rder to help  you  get s ta r te d  on the 
p rocess we will b rea k  the  s te p s  dow n into 
segm en ts an d  ou tline  w h a t you need  to 
do for each. Hopefully, the inform ation will 
be helpful in y o u r efforts. To help  you get 
s ta rted , we will review each  of the  nine 
ste p s  an d  ou tline  how  to sa tisfy  th e  re
qu irem en t.

The following cover s tep  1:

S te p  1:
A w r i t te n  S a fe ty  a n d  H e a lth  

P o licy  S ta te m e n t
Y our s ta te m e n t  sh o u ld  d efin e  y o u r 

com pany 's com m itm ent to your safety pro
gram .

• It needs to be signed by the  com pany's 
owner, p re s id e n t o r o th e r key sen io r m a n 
agem en t official.

• It sh o u ld  be p u t on com pany  le tte r
h ead  a n d  posted  w here all em ployees can 
read  it.

• It shou ld  also  be reviewed w ith  all new 
em ployees a t th e  tim e they  a re  h ired  so 
they know  th a t safety is a n  im p o rtan t con
cern  to m an ag em en t.

Do n o t fall in to  th e  tra p  of ou tlin ing  a  
lis t of safety  ru les  th a t y ou r em ployees will 
be expected to follow a n d  u se  th is  a s  your 
S afe ty  Policy S ta te m e n t .  S a fe ty  ru le s  
shou ld  be im plem ented  b u t they  should 
be se p a ra te . In s te a d  y o u r S afety  Policy 
S ta te m e n t sh o u ld  show yo u r concern  for 
y o u r em ployees an d  yo u r  com m itm en t for 
pro tec ting  th e ir  safety.

A sa m p le  S a fe ty  
P o licy  S ta te m e n t

A S afety  Policy S ta te m e n t sh o u ld  be 
sim ilar to th e  following:

Our com pany is com m itted  to providing  
the sa fe s t p ossib le  w orking environm ent 
a n d  co n d itio n s fo r  our e m p lo y ee s . The
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sa fe ty  o f  em ployees is a  prim e con
cern to m anagem ent a n d  critical to 
continued success  a n d  growth. W ith  
this in m ind the following com m itm ent 
is being m ade to prevent unnecessary  
injuries:

• M a n a g em en t reco g n ize s  th a t  
sa fe ty  is a  core m anagem en t value  
and tha t the prevention o f  injuries is 
an  important part o f  our business.

• Sa fe  working conditions will be 
provided a n d  m aintained.

• Em ployees will be trained in sa fe  
working practices.

• S a fe  procedures will be devel
oped and  com m unicated to all em 
ployees.

• M anagem ent is open to a n y  su g 
gestions or ideas fro m  em ployees that 
will help improve the overall sa fe ty  
effort o f  the company.

• Em ployees will be encouraged to 
follow sa fe  work practices and, w here  
necessary, sa fe ty  policies a n d  rules 
will be enforced.

• Every effort will be m ade, w hen  
practical, to return injured em ployees  
to transitional work.

• S a fe ty  is good business, good  
fo r  our em ployees and  good fo r  the  
company.

T h e  p r e v io u s  i te m s  c a n  b e  
am en d ed  or o th e r  ones ad d ed  for 
y o u r p a rtic u la r  com pany, b u t th is  
will give you a good guide to follow.

A closing  p a ra g ra p h  sh o u ld  be 
added  sim ilar to th e  following:

The prevention o f  em ployee inju
ries is o f  the u tm ost importance to the  
com pany and  a  ke y  ingredient to the  
continued success and  grow th o f  the  
com pany. We urge all our em ployees  
to jo in  w ith  u s to m ake our com pany  
the sa fe s t possib le  p lace to work.

Sincerely,
O w n e r /P re s id e n t/K e y  M anage

m en t Official

O ther articles covering th is  Nine 
Key Safety Program  P aram eters will 
be p u b lish e d  on a  re g u la r  b a s is . 
Please u se  th is  inform ation to help 
im prove you r safety program . ♦

A rep resen ta tive  from A m erican 
Safety & H ealth  M anagem ent C on
su ltan ts  is available if you have ques
tions or need  assis tan ce . Please call 
th e  toll free Safety Service Line a t 
(800) 211-2358.

...providing legal services 
for station dealers and their 
families

• Petroleum  M arketing 
Practices Act

U nderg round  Storage Tank 
and Petroleum  
C ontam ination  Issues

• Station Purchases 
and Sales

Charles E. Ticknor
Suite 700

10 West Broad Street 
Columbus, O hio 43215-3435 

(6 1 4 )  4 6 9 -3 2 0 0

T H O M P S O N  
H I N E  &. F L O R Y  LLP

Attorneys at Law 

...innovative legal solutions for business

T a l b o t

I n s u r a n c e  

A g e n c y
Insurance Since 1932

REPRESENTING 
Motorists Insurance
C om pan ies, You know us.

Independent 
1 Insurance 
Agent.

Waite E. Talbot 
Dale A. Kaprosy 

Richard G. Rozman Jr. 
38109 Euclid Avenue 

W illoughby, Ohio 44094  
P h o n e  (2 1 6 )  9 4 2 -2 1 5 2

REGISTER NOW 
FOR ASE TESTS
AUTO • BODY/PAINT 
ENGINE MACHINIST 

MEDIUM/HEAVY TRUCK 
Spring 1998 test deadline: 

APRIL 3, 1998

call 703-713-3800
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S a f e t y  i n  t h e  w o r k p l a c e

Practice safe lifting 
and save your back

By American Safety 
& Health Management 

Consultants, Inc.

L ifting is an  im p o rta n t p a rt 
of our job  du ties. W hile it is 
a  requ ired  p a r t of the  job. 

we do no t need to suffer in ju ries as  
a  resu lt. Back in ju ries can  be very 
painful and  can  be difficult to heal. 
The vast m ajority of back  injuries can 
be p re v e n te d . B ack  in ju r ie s  a re  
caused  by a n u m b e r of factors.

T he fo llow ing  is a l is t  
of th e  m o s t co m m o n :

• O verexertion over a period of tim e.
• Lifting m ore w eight th a n  you are 
physically capable of handling .
• Lifting in an  aw kw ard position.
• Lifting objects too far aw ay from 
your body.
• Tw isting while lifting or carry ing a 
heavy object.
• Trying to lift objects too h igh  into 
the  air or trying to lift down objects 
from overhead.
• H urrying an d  no t tak ing  tim e to 
p lan  you r lift.
• F ailu re to m a in ta in  p roper m uscle 
tone an d  streng th .
• The n a tu ra l aging p rocess an d  the 
gradual reduc tion  in  physical c a p a 
bilities th a t go along w ith  it.

T he fo llow ing  i te m s  are 
im p o r ta n t  to  k e e p  in  m in d  

w hen  y o u  are p re p a r in g  to  lif t:
• Try to reduce th e  w eight of the  load 
if possible.
• Get help to lift objects th a t  are too 
heavy and  can n o t be lightened.
• Think th ro u g h  th e  lifting process 
before ac tua lly  lifting.
• T ake your tim e, don 't hu rry .
• Try to lift only w hat you can  hand le 
com fortably.
• Use your legs while lifting, not your 
back.
• D on't bend  over a t the  w aist w hen 
picking u p  an  object.
• Avoid overhead lifting w hen p o s
sible.
• Keep objects close to y o u r body 
while lifting.
• Never tw ist or je rk  while lifting.
• Use m echanical a s s is ta n c e  w h en 
ever possible.

• Do no t try  to reach  over an  object 
to lift an o th e r  object.
• Exercise an d  s tay  in good physical 
shape.

B efore lif t in g  a n  o b je c t 
alw ays re m e m b e r:

A. Seek a lte rna tive  lifting m e th 
ods if possible:
• L ighten th e  load. Never a ttem p t to 
lift a heavy object unnecessarily .
• Use m echanical a ss is ta n ce  su ch  as 
a  ho ist, crane, lift truck , palle t ja ck  
or two w heel dolly
• Get help from others w hen you ca n 
n o t lighten the  load.
• If item s are  stack ed  too high, u se  a 
ladder. Remove item s one a t a  tim e.

B. Size up  the load an d  determ ine 
how heavy it is.
• If th e  w eight is unknow n, review 
the  type an d  size of the object.
• S hake th e  object, if it m oves easily 
you shou ld  be able to lift it.

C. Inspect the  object to  be lifted 
for sh a rp  edges, tears, o r o ther p rob 
lem s w hich could cau se  a n  injury.

D. In spec t the  a re a  a ro u n d  the  
object to  be lifted. Do you have room  
to lift i t  safely? Is the re  a  safe p a th  
to w here you w an t to go? Is the  floor 
free of slipping or tripp ing  h azard s?  
If no t. m ake su re  the  a re a  a ro u n d  
the  object to be lifted is cleared a n d /  
or cleaned u p  before lifting.

K now  th e  p ro p e r  
s te p s  o f  lif tin g :

• S ta r t by placing feet ab o u t sh o u l
der w idth ap art, s ta n d  back  from the 
object to be lifted (about six inches). 
T u rn  the box or object to be lifted to 
the  left a t a  45  degree angle to you r 
body. This will allow you to get as  
close a s  p o ss ib le  a n d  re d u c e  th e  
s tre s s  on y o u r back.
• W ith feet sh o u ld e r  w id th  a p a r t, 
kneel down, p u ttin g  you r h an d  on 
the object to be lifted to m ain ta in  ba l
ance.
• Slide up  to the box or object. Place 
left foot alongside the  left side of the 
box. G et a s  close to th e  box a s  p o s

sible. The in side  co rn e r of the  box 
sh o u ld  be d irectly  below  y o u r breast 
bone.
• Place y o u r rig h t h a n d  u n d e r  the 
righ t side of th e  box. Your righ t arm 
sh o u ld  be s tr a ig h t  u p  a n d  down. 
M ake s u re  th e  ob jec t is balanced 
properly.
• Place y o u r left h a n d  on th e  left side 
of the  box. H and  sh o u ld  be centered 
on th e  box to provide the  b e s t bal
ance.
• L ean  fo rw a rd , k e e p  y o u r  back 
s tra ig h t to  keep  sp in e  in  alignm ent. 
Do n o t b en d  over.
• T uck  ch in  in  so it is  in  alignm ent 
w ith you r neck an d  back. Take a  deep 
b re a th  a n d  tig h ten  s to m ac h  a n d  ab
dom inal m uscles.
• Lift stra igh t u p  w ith legs in  a  smooth 
steady  lift. Do n o t je rk . Keep back 
stra igh t an d  object close to your body.
• Pull object in to  y o u r body a s  soon 
as  you s ta n d  u p . G et a  good grip on 
th e  box w ith  b o th  h a n d s . Be careful 
n o t to d rop  th e  box.
• Keep elbows in  tight.
• Never tw ist y o u r body w hile carry
ing a n  object. A lways s tep , tu rn  and 
pivot in  d irec tion  of travel.
• S e t th e  box, o r ob ject, dow n by 
bend ing  y o u r knees. Keep you r spine 
in  a  s tr a ig h t a lig n m e n t. If se tting  
on a  ta b le , s h e lf  o r co u n te r , s e t  the 
ob ject dow n on  th e  edge th e n  slide 
in to  p lace .
• W hen p ick in g  u p  a n  ob jec t from 
a c o u n te r , s lid e  th e  ob jec t a s  close 
to  y o u r body  a s  possib le . B end your 
k n ee s , lift w ith  y o u r  legs.
• S pecia l c a u tio n  is  n eed ed  w hen 
lifting  o b jec ts  above s h o u ld e r  level. 
A lways lig h ten  th e  load  before try 
ing  to  lift. G et a s  close to  th e  object 
a s  p o ssib le . S e t y o u r  feet sh o u ld e r 
w id th  a p a r t  a n d  gen tly  lift th e  ob
je c t dow n. If necessa ry , u se  the  step 
stoo l o r ladder.
• Do n o t re a c h  over a n  ob jec t to  lift 
an o th er object or box. Lifting a t  arm s 
le n g th  p u ts  ex tre m e  p re s s u re  on 
th e  b ack .

Remember, always practice proper 
lifting h ab its . You can  prevent a  back 
injury if you  follow p roper lifting pro
ced u res  a t all tim es. ♦
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N EW M E M B E R S

Nick Bohr
Euclid  A q u a s o n ic  

2 0 5 0 0  L ake land  B lvd.
Euclid , O h io  4 4 1 1  9 

and 
A q u a s o n ic  BP 

1 5 9 0  D ille  R oad 
E uc lid , O h io  

4 4 1 1 7  

Robert Carnicom, Jr.
C ro ssroad s  S tore  

1 7 4 4  T iff in  Rd.
F rem ont, O h io  4 3 4 2 0  

(4 1 9 ) 3 3 2 -0 4 3 8  
♦ ♦ ♦

Ronald W. Eschenbach
Eschenbach, Inc. R on 's  BP # 2  

6 1 1 5  B rid g e to w n  Rd. 
C in c in n a ti,  O h io  

4 5 2 4 8  
(5 1 3 ) 5 7 4 -5 2 8 9

Patrick Gilligan
G illig a n s  BP O il  # 2  
6 7 5  E. H udson  St. 
C o lu m b u s , O h io  

4 3 2 1 1  
and

G illig a n s  BP O il  # 3  
1 8 6 6  S um m itt St. 
C o lu m b u s , O h io  

4 3 2 0 1  
♦ ♦ ♦

Ronald Hughes
M e l's  BP 

2 80 1  M ila n d  Rd. 
S andusky, O h io  4 4 8 7 0  

(4 1 9 ) 6 2 5 -0 0 5 0  
♦ ♦ ♦

Donald Lastoria
BP o f  B recksville  

7 0  W . A u ro ra  Rd. 
N o r th f ie ld , O H  

4 4 0 6 7

W E L C O M E S
N e w  M e m b e r s  a n d  c u r r e n t

MEMBERS WITH NEW LOCATIONS.

Michael Shaffer
S a n d u sky  BP 

3 7 0 4  C o lu m o u s  A ve . 
S andusky, O h io  

4 4 8 7 0  
(4 1 9 ) 6 2 4 -1 0 4 6  

and 
BP o f  G a lio n  

8 0 5  H a rd in g  W a y  W est 
G a lio n ,  O h io  

4 4 8 3 3  
(41 9) 4 6 8 -8 5 0 0  

♦ ♦ ♦

Bill Vanhoose
Sun 3 7  S unoco  

1 0 6 1 6  Lancaste r Rd. 
H e b ro n , O H  4 3 0 2 5  

(6 1 4 ) 4 6 7 -3 5 1 6

Full
Service

Environmental

B J A A M
ENVIRONMENTAL, INC.

1-800-666-5331

0% Interest for Remediation Financing
BJAAM Environmental has the special capability to 
finance your UST corrective action at 0% interest.

We handle all paperwork for PUSTR claims.
The Petroleum Underground Storage Tank Release Compensation Board 

filing process is complicated and can be very expensive.

If you hire an attorney to file the claim, preparation fees could run as high as 
$2,000. If the claim is incorrectly handled, you may not be reimbursed for the 
amount you expect. BJAAM  has the extensive experience to file an effective 

PUSTR claim for you. G etting ready to remove your USTs?

Call Us.

We'll give you a free consultation.

BJAAM Environmental leads all Ohio firms 
in the number of "NFA's" Awarded.

The BJAAM team is a full-service environmental consulting and contracting 
organization. To date, we have successfully handled thousands  of UST closures. 

Our staff of geologists and certified technicians handle all the details, 
from assessm ent to "in  the pits" contracting.

UST
Removals
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N E W S
1998 Membership Meeting and 
Buying Power Group in full gear 
for 1998... don't miss out!

Attention OPRRA members
You WillYou w ill s o o n  re c e iv e  a  c o p y  o f  "The OPRRA 

M e m b e rs h ip  S u rve y ." P lease f i l l  o u t a n d  re tu rn  
a s  s o o n  a s  p o s s ib le , s ince  the  B o a rd
o f Directors a n d  staff w ill use yo u r input to 

ta ilo r new  pro gram s a n d  re-tool existing

By Nicola Jones 
OPRRA Business M anager

Your OPRRA leadersh ip  h a s  been 
busy  im proving y o u r A ssociation.

F irst, we c u t you r m em bersh ip  
dues. It is no t b ecau se  we don 't need 
th e  m oney  We fe lt a n  in c e n tiv e  
sh o u ld  be given to  m e m b ers  w ho 
choose to pay th e ir  d u es  an n u a lly  
W ith less tim e sp e n t on the  a d m in 
is tra tio n  of p ro cessin g  a n d  billing 
dues in form ation  m ore tim e can  be 
applied to exploring b e tte r  benefits

Pepp le  
W aggoner

Attorneys at Law 

A Full-Service Law Firm

BUSINESS
Oil Com pany Issues; 

Environment; Purchase/Sale 
of Business; Real Estate; 

Corporations/Partnerships; 
Em ploym ent Law; 
Litigation; Taxation

FAMILY
Personal Injury;
Estate Planning;

General Consultation

Crown Centre Building
5005 Rockside Road, Suite 960 
Cleveland, Ohio 44131-6808 

Phone (216) 520-0088 
Fax (216) 520-0044

William C. Pepple Cheiyl T. Maimona 
Glenn D Waggoner Kevin J. Locke

an d  p rogram s for the  A ssociation.

M any of you took  ad v an tag e  of 
th is offer. W hether it w as for the sav 
ings gained or for the  convenience 
of no t having to rem em b er to pay 
each  m onth , e ith er way it seem ed 
to be a  change m any  of you desired.

S e c o n d , we cam e u p  w ith a p ro 
gram  you shou ld  no t p ass  up! Yes. 
I'm ta lk ing  ab o u t the OPRRA B uy
ing Power G roup we in troduced  in 
November. J .F  Walker. B rooks Bev
erage a n d  T eleM anagem en t S o lu 
tio n s have a rra n g e d  som e terrific 
d is c o u n t  p ro g ra m s  e x c lu s iv e  to  
OPRRA m em b ers . If you are  c u r 
ren tly  no t enrolled in  the program , I 
strongly  recom m end you look a t  the 
p la n s  availab le a n d  se rio u sly  a s k  
y ou rse lf "why not?" If you th in k  you 
c u r re n tly  h av e  a  good d ea l, you  
shou ld  still com pare it w ith ou r plan.

In Novem ber alone, acc ru a ls  to 
taling  over S 1 1.000 w ere d istribu ted  
to the m em bers participating, an d  an  
ad d itio n a l $ 4 ,0 0 0  w as d isc o u n ted  
s tr a ig h t  off th e  s u p p lie r  invoice. 
Yes... th is  could be m oney in your  
pocket, so call the  office if you w an t 
fu rth e r  details.

T h ird , b u t  n o t  le a s t . . .  Reserve 
these  da tes  now: S ep tem ber 11-13,

1998. W hy? B ecause you'll be spend
ing the  w eekend  a t  Saw m ill Creek 
R esort in H uron , Ohio for th e  1998 
OPRRA m em b ersh ip  m eeting.

W ithou t going in to  too m u ch  de
tail before the  prom otional b rochure 
is released . I will say  the  m em ber
sh ip  m ee tin g  is n 't  going to  be all 
w ork  a n d  no  p lay  We all need  a 
b reak  from tim e to tim e. Friday, Sep
tem ber 11 will be en te rta in in g , so I 
encourage all m em bers to b ring  their 
spo u se , invite em ployees, or b ring  a 
g u es t to jo in  u s  in  ce lebra ting  with 
o u r peers.

S a tu rd ay , S ep tem b er 12, partici
p a n ts  get dow n to  b u s in e s s  w ith 
som e im p o r ta n t top ics a n d  issues 
th a t  every m em b er can  appreciate. 
W hile we encourage sp o u se s  w ho are 
involved w ith  the  b u s in e ss  to  attend  
th e  se m in a rs  we h a v e n ’t forgotten 
th o se  th a t  a re  no t. A se p a ra te  pro
gram  h a s  b ee n  sc h ed u led  th a t  will 
definitely  keep  them  b u sy  u n til it's 
tim e to  go hom e. T h ere 's  even plans 
for a  golf ou ting  on S unday , S eptem 
b er 13.

T here 's  b een  a  flu rry  of activity  at 
th e  OPRRA office th is  w inter. I hope 
you  will ta k e  ad v an tag e  an d  enjoy, 
le a rn  an d  benefit from  y o u r A ssocia
tion. We re  h e re  w ork ing  for you!

OPRRA VP changes 
business name

OPRRA Vice President Andy Tilton has 
changed the name, and the focus, of his 
business. Tilton closed his pumps last De
cember and is reapplying his labor and 
financial resources to concentrate on his 
seven-bay auto repair business.

"W e took out the grocery store," says 
Tilton, "and replaced it with a service writ

ing and waiting area." He also had his 
gas pumps— operative since 1989— re
moved.

I think it's what we've always done 
best. For a while I thought the gas would 
complement it, but after last year, I re
alized it was hindering that core busi
ness, because it was creating a cash 
crunch and because a lot of labor and 
resources were going into managing it." 
Tilton has renamed the business Tilton's 
Automotive Service.
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C A L E N D A R
Send your calendar items to: 

Editor, The Independent Dealer
P.O. Box 16818 •  Rocky River, OH 44116 

or Fax to: (440) 356-3776 march

OP R R A / I n d u s t r y  E v e n t s , Ta x  D u e  D a t e s  

a n d  I m p o r t a n t  D e a d l i n e s

MA R C H  1 9 9 8

irst s e m i-a n n u a l  s a v in g s  r e b a te  
h e c k  sen t to  a l l  J u ly  1, 1 9 9 7  
a r t ic ip a n ts .

S P RI NG  1 9 9 8

\SE S p r in g  Tests: A u t o m o b i l e /  
ig h f  Truck, M e d i u m / H e a v y  Truck, 
Jo l l is ion  R e p a i r /R e f in is h ,  E n g in e  
A a ch in is t ,  A u to  A d v a n c e d  Level, 
vlternate F u e l s / C N G ,  S c h o o l  Bus, 
\l l  r e c e r t i f i c a t io n  tests. D e a d l in e  
or r e g is t ra t io n  is A p r i l  3 ,  1 9 9 8 .  
est d a tes :  M a y  5 ,  7  a n d  12.

Ma r c h  3 1

Pro g re ss  R e p o r t  D e a d l in e  fo r  a l l  
u r re n t  Ju ly  1, 1 9 9 7  P re m iu m  Dis- 
o u n t  P r o g ra m  (PDP) p a r t i c ip a n t s  
a p p l i e s  o n l y  to  " u n g r o u p e d "  
nem bers ) .

AP R I L  1 - 4 ,  1 9 9 8

SSDA-AT In te rn a t io n a l  C o n fe re n c e  
& E x p o s i t io n  in Lou isv i l le ,  KY.

A p r i l  3 0

D e p o s i t  F e d e r a l  U n e m p lo y m e n t  
Tax  d u e  i f  it is m o re  th a n  $  1 0 0

N o v e m b e r  3 - 6 ,  1 9 9 8

S S D A - A T  B o a r d  &  C o m m i t t e e  
M e e t in g s ,  Las V e g a s ,  N V

D E C E M B E R ,  1 9 9 8

D e a d l in e  fo r  n e w  U n d e r g r o u n d  
S t o r a g e  T a n k  R e g u la t io n s .  C a l l  
T e r ry  M u lg r e w ,  D i re c to r  o f  M e m 
b e r  S e rv ic e s ,  a t  ( 6 1 4 )  2 2 1  - 0 0 9 5  
s o o n  fo r  m o re  i n fo r m a t io n .

APRI L

6 7 8 9 10 11

13 14

21

Reserve these dates NOW!
S e p t e m b e r  1 1 - 1 3 ,  1 9 9 8

For the OPRRA Annual Meeting at Sawmill Creek Resort 
in Huron, Ohio. Watch for details soon...

O n l i n e  H e l p

Need help? Log on 
to the Inernet and try  
these business and  
industrial web sites:

SITE OF THE MONTH: 
International Technicians 
Network 
w w w .iatn.net/
W orldw ide site featuring 
techs discussing problems 
from shop to cars. 
Sponsored by ASA, ASE, 
Snap-On, Fluke. Currently 
10,613 techs online.
Check it out!
Submitted by OPRRA 
member John Watson.

ALLDATA
www.alldata.tsb.com  

CarTalk
www.cartalk.com

All Things Automotive 
www.autodirectory.com

Automotive Parts & Accesso
ries Assoc. 
ww w .appa.org

Online Auto Repair
ww w .w in .net/-onlineauto /
welcome.html

ASE
www.asecert.org
Class registration and testing 
inform ation, plus repa ir tips 
and much more.

EPA
www.epa.ohio.gov
Stay up-to-the-m inute on EPA 
regs and rulings.

National Assoc, of C-stores 
www.cstorecentral.com

Petroleum Equipment Institute 
www.peinet.org

Steel Tank Institute 
www.steeltank.com

American Petroleum Institute 
www.api.org

PMAA
ww w.pm aa.org

National Petroluem Council 
www.npc.org

The Drive Train Page 
ww w.quiknet.com-celery/ 
indexl.htm .

Oxygenated Fuels
Association
www.cleanfuels.com
Find out how your state is 
rating cleaning up the a ir 
by using more efficient 
fuels.

Motorcrafts
www.motorcraft.com

Bob Hewitts Auto Repair 
Page
www.MisterFixit.com

Small Office 
www.smalloffice.com
Check out the latest 
inform ation on running 
your small business.

Send us you r favorite 
website w ith a brie f 
description.
E-mail ideas to: 
Harvdawg@worldnet.att.net
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What is the
Ohio Petroleum Retailers & Repair Association?

history
benefits

The Cleveland Gas Dealers Association began in 1950, and even
tually changed its name to NOPRA. The Toledo Association joined 
N O PR A  in 1989, then in 1993 the Columbus Association (ISSARA) 
allied with us to form OPRRA. Our goal is to help dealers be effec
tively represented in the marketplace.

Legal Program, Legislative Updates, Group Health Insurance, 
Dental Insurance, Credit Card Program, Check Acceptance Program, 
UST Information, SIRAS Program, W orkers's Com pensation Group 
Rating, Free Classified Advertising, M ember M agazine -- The Inde
pendent Dealer, M embership Directory and Buyers's Guide, Federal 
Credit Union, Hotline Bulletins, Ongoing Education and Training 
Programs and the comeraderie of working side-by-side with hun
dreds of experienced business-owners in our industry.

Become a member... We do better together!
I am interested in joining OPRRA. 

Please contact me and send me more information on the following topics:

Fax or mail this form to OPRRA at: (Fax) 614-221-1989 • (Phone) 888-804-9808 
17 South High Street • Suite 200 • Columbus, OH 43215

□ Group health/dental/life insurance Name:
□ Workers’ Comp Group Rating
□ Legal Program Company:
□ Credit Union
□ Credit Card/Check Program Address:

□ Telecheck Program
□ UST Information

Phone:



1998  COMMITTEE L IS T
To join  a com m ittee, contact the Chairperson 

or the OPRRA office at 1-888-804-9808

FINANCE CHAIR: J o h n  K irk land , Neysi S am p le

FED/STATE 
GOV. RELATIONS CHAIR: P a t LaV ecchia, J a c k  Bope

BY LAWS CHAIR: T racy  S ta n to n , J o h n  Q u in n

WORKERS' COMP CHAIR: A ndy T ilton , Bob R am sey. J o e  Z igm an, J a y  L inn

HEALTH INSURANCE CHAIR: R on M ilburn , Bob R am sey. J o h n  Price, G reg H o ran

SCHOLARSHIP CHAIR: D a n  C ricks, P a t LaV ecchia (Advisor)

PAC CHAIR: J a m ie  H icks, J o h n  Q u in n

PUBLICATIONS/
PROMOTIONS CHAIR: A1 G arvin , R a lp h  M iller

98 CONVENTION CHAIR: G reg H o ran

LEGAL CHAIR: M aurice  H elou, J o h n  Q u in n

BUYING POWER CHAIR: Ken F ran k , T erry  M ulgrew, R on M ilbu rn , Neysi Sam ple

Crisp new taste of 7UP; Nationwide rollout underway
DALLAS, TX — With a  new  flavor 

profile for 1998, 7 UP, the familiar 
American soft d rink  th a t refreshes 
millions of people daily, is now rolling 
out nationwide to grocery, convenience, 
m ass m erchandise and drug stores,

and to restau ran ts. Bottlers th rough
out the nation recently began produc
ing 7 UP, with its "crisp new taste. 
The flavor change resulted from two 
years of research, development and 
testing by D allas-based Dr Pepper/

Seven Up, Inc., which first announced 
the change a t its annual bottler m eet
ing last September.

In addition to its new taste. 7 UP is 
sporting updated packaging graphics 
with “Crisp, Clear, Refreshing Taste' 
replacing 'The Uncola," which dates 
back to 1968. Consum ers will be able 
to identify the new products by the 
yellow lemon slice and green lime slice 
superim posed atop the familiar 7 UP 
dot

"7 UP has trem endous brand eq
uity among existing soft drink consum
ers. and we plan to expand th a t con
sum er base with the program  we've 
developed for 1998," s ta te d  Mike 
McGrath, 7 UP's chief operating officer.

7 UP was first created in 1929, and 
is the second largest b rand in DPSU's 
portfolio, after Dr Pepper. Dr Pepper/ 
Seven Up, Inc. is the largest non-cola 
soft drink enterprise in North America, 
and the largest operating division of 
London-based Cadbury' Schweppes 
pic.

For more information on Seven UP 
products, con tact Brooks Beverage. 
OPRRA's beverage p a r tn e r  in  the 
OPRRA Buying Power Group.

Press release supplied by Brooks 
Beverage M anagem ent

FLYNN
ENVIRONMENTAL, INC.

8 0 0  6 9 0 - 9 4 0 9

/  UST Closures 
/  BUSTR Site Assessmen ts 
/  Phase I & Phase II Assessments 
/  In-situ Bioremediation 
/  Annual UST Leak Detection (S.I.R.)

Flynn Environmental provides these services guaranteeing 
you the lowest price and your complete satisfaction. 

Call for more information and references.
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L D  O F  O P P  
O N  T H E  R O
THE WORLD TIRE AND TRANSPORTATION SERVICES CONFERENCE 
AND EXHIBITION IS THE INDUSTRY'S SIGNATURE EVENT.

Sponsored for 40 years by the International Tire and Rubber Association (form erly ARA), this 
event gains the power of a new partner this year. For the first time, the Service Station Dealers 
of America and Allied Trades joins with ITRA to m ake the industry's biggest event even bigger.

The Exhibition will feature the newest technology and will cover alm ost 3 00,000  square feet of 
indoor space and a vast outdoor demonstration area at the Kentucky Fair and Exposition Center.

The Conference Center and meeting facilities are adjacent to the Exhibit Hall, a llow ing you  
to m ake the most of both opportunities.

MORE THAN 250 EXHIBITORS 
28 WORKSHOPS

THE 41 ST WORLD TIRE AND TRANSPORTATION SERVICES
CONFERENCE & EXHIBITION'
APRIL 2 .3 ,4 , APRIL 3. 4, 

A P R I L  & 5.1998 & 5,1998

LOUISVILLE, KENTUCKY USA
Contact ITRA today for more information:

8 0 0-426 -8835  
502-9 68 -89 0 0  
Fax: 5 0 2-964 -7859  
E-Mail: itra@ itra.com  
http://www.itra.com

E STATION DEALERS Of

mailto:itra@itra.com
http://www.itra.com


SSDA-AT/ITRA CONFERENCE REGISTRATION INFORMATION

PRE-REGISTRATION FORM
PLEASE REAS INSTRUCTIONS FIRST!

Pleose type or oftodi business cords with the names (use firs? Dames rather than initials) as you would [ike them to appear
oo your bodges.

The number of dwncten allowed per fine on the bodge is limited. That number is in parentheses. Example: the first none is 
limited to 10 characters. ITRA will abbreviate as needed if the information submitted exceeds these parameters

Mail this completed Form with your registration fee to: ITRA, P.O. Box 37203, Louisville, Kentucky 40233-7203 USA or fax 
with credit cord information to 502-964-7859. For additional registrations, please duplicate this Form. Incomplete Forms 
wiil be returned.

If you require special assistance because of o disability, please call IRA, 502-968-8900 or 800-426-8835.

(orytmy {251___ _________________________________ ___________________________________________

First (101________________________________________________Los (20)__________________________________________________________________

Trite 125)---------------------------------------------------------------------------------------------------------------------------------------------------------

Awes (25)------------------------------------------------------------------------------------------------------------------------------------------------------

loceno* (301 Qfy ---------------------------------------------------------------------S w u________________________________________ Z * + 4 _________________________ 

Country ((Khef U S.)___________________________  PSoo*____________________________________ Fan______________________________________

E-Mai-------------------------------------------------------------------------------------------------- IntcrTML___________________________________________________________________

i'- .ic w a o n d  np s fro tfs  please p n m h  c r r f f  a r i  B o r m a n *  cnad *  U.S. i o k n  cm U.S. bank, or m  transfer ruwis to Hatwnd Gty k n k .

L o w * ,  rr  « l  2 2944-3, toutaf **3000054

Please indicate your prrmory interest.
3  Service Statwv/Petroleum Marketer 3  Tires/RetreoAng 3  Scrap Tire/Rubber Recycling 
Pleas^ indicate your primary business.
71.Service Station Dealer 3  Supplier. Service Station 3  Commercial Tire Dealer/Sales 3  Commercial User
3  Commercial Tire Service 3  fleet 3  Government 1  Repairer 3  Retreoder Mold Cure DOT Code____
3  Retreoder Precwe DOT Code_____ 3  Supplier, Tire Industry 3  Supplier, Scrap fire and Rubber
3  Tire and Rubber Recyder 3  Truck Stop 3  Other_________________________

ROOM RESERVATION FORM
Please complete this Form in its entirety ond mail by March 1 to: Louisville Housing Deportment,
400 South First Street, Loursville, Kentucky 40202-1416 or fax to 502-561-3121. Questions? CaU the Housing 
Department at 800-743-3100, 502-561-3100.

Hotel Choice 1)---------------------2)------------------------3)----------------------
Please indicate three chokes. Refer to the map, list of hotels, end rates. Final hotel determination will be 
based on availobdity.
Room Type: S - Single (one bed) DD - Double/Double (two beds)
I  Please designate shared rooms. Additional charge may apply for extra people.
I  Please indicate any special requests.

Nam*-------------------- -- -------------------------------------------------------------------------------------------------------------------

Vnvd Do*__________ Depanun 0m __________ ,?rp* of tw * -----------------------------------------------------------------

Harm ______________________________________■____________________________________________________________________________

Amvd Dot*__________ Oeoartvn Doe__________ _Vpe of loan-----------------------------------------------------------------

CorapaBt------------------ ------------------------------------------------------------------------------------------------------- -------------

Udress___________________ ____________________________________________________________________________________________ _

Off_________________________________ Sw*------------------------ Z»*4------------------------------------------------

Co*rrf (other Sw U.S.)___________ Pfccne___________________________Fe-------------------------------------------

The hotels require a first roght's deposit. Please complete the credt cord information beiow to guarantee your 
rooms. I outhorize the hotel to charge my credit card for one night s depoyi anc guarantee for late arrrvaL

Nam (print)______________________________________________________________________________

Signature ___________________ _____  ___________________________________________________________________________ - — ------

I I  tfcs e fto rd  3  Visa 71 Decoder h  Amenci* Express

Cord iijrSWB

Your room reservation acknowledgment wd be faxed or mailed from the LoucvilW Howng Deportment 
ond confirmation will be sent by the hotel. Reservations wtf only be accepted by m d  or fax —  
no telephone cafe, please.

•fridyflem shudes * i  be trwAbla between rtwa hoMs aid tha Kentucky F a r & Exposition C e rtw  (KFK). 
"These q i t w i  rales on subject to chang*.
‘ i m m m i  . i l r t  I n r t t i i  i n  im n W il i  «  tha O K  b  S 20 e  n ig h t C o l 502-367-5000 to m ake reservations.

For registration assistance, call (800) 426-8835

Hod Single D/D Hotel Single

1 Best Wesfcra Ashton Suites* S 94 S 99 15 Holiday hw - Hurstbourne $89
2 The Cumberiey Irowa* 95 110 16 Hofiday Inn - Rrvermonl 67
3 The CVj6 Hotel by Doubletree* 79 79 17 Hobday Inn • South’ 89
4 Days Inn - Centrd* 52 62 18 HoWay Inn - Southeast* 65
5 Days Inn - East 68 78 19 Hobday Inn - Southwest 69
6 Executive inn* 95 95 20 Hyatt Regency' 111
7 Executive Stoics* 79 99 21 Lowsvie Mamotl East 114
8 Executive West* 95 95 22 Romoda PVno* 79
9 Gall House* 88 98 23 Seelbodi* 103

10 Gdl House East- 98 108 24 Signature Inn* 70
11 Hampton Hal* 65 75 25 Sleep Inn 57
12 Hompton in  - Airport* 65 75 26 Thrifty Dutchman* 49
13 HoMay In  - Airport East* 98 98 27 Travelodge Downtown* 59
14 Hoi&y taa - Downtown' 82 92 28 Wfcon Inn* 55

D/D 

S 89

CredH Cord lifonDotioa

Horn* ipn n r)_________________________________________________________________________________________________________

SjDonn.—  -
3  k to e r io rd  D  Visa D  D n o w  3  to en con  Express

Cord Nunbai_____________________________________________________________________________Exurcooa f a n _______________

WorksJwp*
r V s *  n d k n t i r t *  womSocs r o t  * 1  s ftw d by orcfag she Turner corrtsoondmg to * e  w l« (see sch« iu * on i t *  b o d  of * b  ‘ or®)

W c »  IOOsjtl 1 2 3 4 5

Thursday 9:45 OJn. 6 7 1 9 10 11
Please send information:

T>wraley 1 1 30 fl-BL 12 3  Charity Golf Outing
Fndey 8 30 ojil 13 14 15 16 17 18 19 3  Gala Welcome Reception (complimentary

Friday 10:15 (un.
ticketed event)

20 3  ITRA Membership Meeting ond Breakfast

Fndoy 1 00 P-IB. 21 (ticketed event)
3  Commercial Tire Dealer 'Rodeo'

Friday 2-00 pjs. 22 23
~J Hall of Fame Induction and ITRA Awards

Saturday 11:00 UR. 24 Banquet (ticketed event)
3  Barbecue (ticketed event)

Sdurday 1:00 9JO. 25
3  Spouses Program

Sunday 8:30 ojb. 26 27 28 3  Stretch Your Stay pre and post 
Conference travel 

3  CTS Instructor Training and Certification 
3  CTS Technioon Training and Certification
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Site assessments..
Continued f rom page 14

S 7 1 /hour
Project E ng ineer/
Geologist: S 6 3 /h o u r
S taff E ngineer/G eologist:
S 5 2 /h o u r
T echnician: S 40 ,/hour

CONTROLLING COSTS
There a re  several s tep s w hich can  

reduce the overall costs of a  site  a s 
sessm en t. One of the m ost obvious 
is reducing  costly m obilizations. Well 
defined d a ta  collection objectives can  
reduce the n u m b e r of p h ases  n e c 
essary to com plete a  site assessm en t. 
For exam ple , th e  d a ta  n eed ed  to 
m ake a  risk  based  exposure  a s s e s s 
m en t or to develop a  pilot s tu d y  of
ten  can  be collected du rin g  the  in i
tial m obilization. A dditionally, a d i
rect p u sh  drilling (geoprobe) can  be 
u sed  in tandem  w ith a m obile lab o 
ratory  to "outline" a p lum e. A s ta n 
dard  drill rig can  th e n  be u se d  to 
insta ll m onitoring wells to com plete 
the conventional site a sse ssm en t.

As a m odification to the  p resen t 
s ta n d a rd  m ethods of site  investiga
tion. a site  a s se ssm e n t m ay be p e r
fo rm ance-based  ra th e r  th a n  task - 
based. In the s ta n d a rd  m ethods data  
is collected, tak en  b ack  to th e  office 
and  analyzed, a  report is w ritten, and  
th e n  th e  p ro c e s s  is  r e p e a te d  in  
p h ases  un til the  site  a s se ssm e n t is 
com plete.

A m ore cost-effective m ean s is by 
using  a  perfo rm ance-based  or i te ra 
tive p rocess ra th e r  th a n  a p h ased  
approach . The iterative p rocess m ay 
u se  field screening w ith  a  PID or FID 
or even a m obile lab. w hich allows 
m ore s u b s ta n t ia l  d ec is io n s  to  be 
m ade in  the  field ra th e r  th a n  dem o
bilizing an d  aw aiting  fixed lab a n a 
lytical resu lts . T hus, in  an  iterative 
process, the field-generated  d a ta  is 
c o n s tan tly  ev a lu a ted  a n d  m ay be 
used  to d irect the  assessm en t.

The n u m b e r of repo rts  su b m itted  
for a  site a s se ssm e n t shou ld  be held 
to  a  m inim um . U nnecessary ' re p o rt
ing can  significantly  inc rease  costs 
an d  m ay n o t be re im b u rsab le . In 
terim  rep o rts  sh o u ld  inc lude  b rief 
sum m aries  of activities designed  to 
facilitate decisions for fu rth e r  activ i
ties.

D uring th e  site  a s se ssm e n t, a n  
in terim  rem edial ac tion  m ay be re 
quired to prevent fu rth e r  m igration  
of the  co n tam in an t inc lud ing  source

rem oval, free p ro d u c t recovery  or 
selective sh o rt te rm  ex traction  an d  
trea tm e n t to reduce co n cen tra tio n s 
of the  c o n ta m in a n t in th e  so u rce  
a rea . Perform ing  in terim  rem edial 
ac tion  often leads to less active, and  
therefore, less costly long-term  re 
m edial ac tions. M any tim es a  "hot 
spot" can  be rem oved an d  th e  re 
m ain ing  a re a  can  qualify for m o n i
toring only.

U.S. EPA h a s  recently  d is trib u ted  
a  guide w hich encou rages th e  u se  of 
expedited  site a s se ssm e n ts , w hich 
are called accelerated  site c h a ra c te r
izations (ASC) in  Ohio. ASCs offer a 
rap id  m eans of characteriz ing  UST 
site conditions for in p u t in to  co rrec
tive action decisions. W here conven
tional s ite  a s se ss m e n ts  often take 
several m obilizations an d  m o n th s  to 
collect the necessary da ta , a n  ASC 
is conducted  in a  single mobilization. 
The d a ta  collected in an  ASC is used  
to constan tly  u p d a te  an d  refine the 
conceptual model as  the assessm en t 
proceeds. The iterative p rocess p re 
viously d iscussed  is a  requ irem en t 
in an  ASC.

As an  exam ple, a  m ajor oil com 
pany  recen tly  com pared  two sim ilar 
sites u sing  a  conventional site  a s 
se ssm e n t a t one site  an d  an  ASC a t 
the  o ther site. Both site a ssessm en ts  
were perform ed by the sam e co n su lt
an t. The conventional site  included  
four p h a se s  (mobilizations) an d  fif
teen m onitoring wells to com plete the 
a sse ssm en t. A to ta l of four repo rts  
w ere subm itted  to BUSTR. The to tal 
cost of th e  conventional site  a s s e s s 
m en t w as S47.387

The ASC site  in  com parison  in 
cluded  a n  initial p h ase  w ith  the  in 
sta lla tion  of seven teen  geoprobes of 
w hich six w ere converted  to  m oni
toring wells during the second phase. 
Only two rep o rts  w ere su b m itted  to 
BUSTR an d  the  to ta l cost of th e  ASC 
w as S26.541.

S ite a s s e s s m e n ts  a re  a  c ritica l 
an d  costly p a r t of th e  overall co rrec
tive action  process. O w ners an d  op
era to rs  w orking w ith  th e ir  co n su lt
a n ts , BUSTR an d  th e  B oard to  con
trol site  a s se ssm e n t costs  will help 
m a in ta in  a  so lven t F inancial A ssu r
ance  F und .

K n o w  y o u r  
C U S T O M E R S . . .
C ontinued  fro m  page 9

competition, in that you have not 
identified a weakness, perceived 
or otherwise, that may discour
age a customer or group of cus
tomers from patronizing your lo
cation.

There are only two sure fire 
means by which to increase store 
sales: the attraction of more cus
tomers and the increase of sales 
to existing customers. Attracting 
additional customers is most dif
ficult. Not only m ust you draw 
customers away from your com
petitors, but in many cases you 
m ust combat prejudices and per
ceptions that plague the entire 
convenience store industry At
tention to details such as secu
rity and cleanliness, and under
standing the importance of qual
ity and value to the consumer, 
can help separate yrour store from 
other typical convenience stores 
and may bring new customers to 
your location.

In addition, a greater under
standing of your customers’ buy
ing habits will assist in formulat
ing a merchandising plan that 
maximizes the potential for each 
transaction. This means not only 
having what the customer needs, 
but also making readily available 
those products the custom er 
wants at a moments notice. Most 
customers enter a convenience 
s to re  to m ake a p u rch a se , 
whether for gasoline or some 
other planned purchase, how
ever, only by m eans of well 
planned merchandising strate
gies and competitive pricing can 
the opportunity for larger single 
transactions be realized. Again, it 
is these larger transactions and 
the addition of new customers 
that will result in the greater in
side sales desired by all conve
nience store operators. ♦

Source: Merchandising 2000. 
the American Wholesale Market
ers Education Foundation, 1996.
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FREE MEMBER CLASSIFIED ADVERTISING

OR SALE: 4- D 1000  
resser Wayne Cash R egis-
rs. $225 .0 0  each . U sed, 
ork well. A sk For Bill,
14) 864-0815

1 FORD TOW TRUCK
2K m iles, dynam ic  self-
ader. $ 2 5 ,0 0 0 .0 0  
LAL-Lab Scope En

gine Analyzer, like new ,
2.500 for bo th .
unter A lignm ent-Turn 
ates, $ 3 5 0 .0 0  
litch e ll M anuals, Offer 
THER EQUIP. AVAIL, 
all Tony, 2 1 6 -4 4 2 -9 2 9 4

NGINE STAND ON WHEELS
200.00
ccu-Turn Brake Lathe $2,500 
hite R134-Recovery - Charg-
g, almost new, $2,900.00 
iap-On Bead Blaster $150.00 
THER EQUIP AVAIL, 
all Tony, 2 1 6 -4 4 2 -9 2 9 4

FOR SALE! 
ac-M axim izer Tool Box
ra n d  New C ondition . Paid 
4 ,150  two y e a rs  ago. A sking  
2 ,500. Call W ayne o r C h ris  
a s tle , (614) 4 9 1 -0 7 4 1 .

FOR 
SALE 
BY 
OWNER:
Tw o Bennett Dual 
Product Tw o Hose S uction  
Gas Pumps. M odel #  4025  - 
- $600.00 for both.
Sun “Super S lueth T w o ” 
Ignition Analyzer. Can be  
updated fo r D IS -  $350.
Call (614)471-7535

1 5 ,0 0 0  GALLON DOUBLE 
WALL FIBERGLASS Under
ground Storage Tank. 9
y e a rs  old. B est offer. Call 
3 3 0 -4 5 2 -9 4 0 9 .

FOR SALE:
3-BAY SERVICE STATION 
No Tanks. Call Ralph Kelly 
800-666-5331 or 330-494-5324

For S a le . . .  3 F ib e rg lass  
ta n k s , 18 y e a rs  old; canopy, 
5 y e a rs  old; 4 -w heel com 
p u te r  a lig n m en t, M odel FM- 
C #4000 ; H ydrau lic  a ir  jack ; 
20  to n  h y d rau lic  p ress ; 
W ayne M odel No. E C / 
S Y 2 4 0 0 /0 1 6 0 ; G as com 
p u te r  sy s tem s. C ontact 
Albert (440) 5 8 5 -0 4 9 8

BUSINESS FOR SALE:
G as S ta tio n  w ith  Two 
Service B ays. U p d a ted  T a n k s  
a n d  L ines. L ocated in  N o rth 
e a s t  C o lu m b u s on  b u sy  s tree t. 
G rea t P o ten tial.
Call (614) 8 9 9 -7 4 3 0

FOR SALE...
20 year service station and 
real estate. Purchase in 
cludes 2325 sq. ft. facility, 
10 pum ps, 3 service bays, 
towing, c-store and beer 
license.
For business package call: 
TonyM esi 614-451-5100

STORAGE TANKS 
FOR SALE...
(2) 6,000 gallon underground
storage tanks. Fiberglass
coated steel construction.
VEEDER ROOT
Model TLS 250, good working
condition.
CALL FOR PRICES! 
330-673-6192 
Ask for Fred...

To Place 
Your Free Ad*:
1 .  Type or clearly write a 
brief description of your 
sale items.

2 .  Include your phone 
num ber including area 
code and contact name.

3 .  Fax or mail your ad to 
OPRRA: CLASSIFIEDS:
PO. Box 16818
Rocky River, OH 44116 
FAX: (440) 356-3776

*Ad will run fo r  a minimum 
of three issues unless you fax  
a cancellation notice to the 
above number.

SERVICE STATION 
EQUIPMENT FOR SALE: 
•A/C 134A Machine
Model 1090XL, New!
New: $3,900, Asking: $2,500 
•OTC 5 Gas,
New, All optional equipment. 
New: $8,200, Asking: $6,000 
•New Engine Stand, $125.00 
•275 Gall Tank 
w /h an d  pump, $200 
•Shop Gas Heater, 2 yrs, $400 
•Front Glass Door w/frame, $600
B.P. Lyndhurst, 5615 Mayfield 
Rd., Lyndhurst. (216) 449-4959, 
a sk  fo r  Paul

F O R  SA LE:
N EW , N E V E R  U SE D  
C ham p ion  Fuel In jection  
C lean er K it, complete, $100 or best 
offer. Comes with video & manual.

T W O  ESC O  D W 8340  
P R IN T E R S  $60.00  each

15 B R A N D  N EW  E LE C TR IC  
M O T O R S , 3 hp, single phase,
$100  each ($325 new from store)

Call L arry  4 1 9 > 6 6 6 - 0 4 1 8

^ a r c h /A p r il  1 9 9 8 ♦  t h e  In d e p e n d e n t  d e a l e r  ♦
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T H E

The Largest Provider 
Of Service Station 
Insurance In Ohio!

*We Are Experts In The Service 
Station And Petroleum Industry 

* W e  Have Tailor M ade Insurance 
Products For Your Company

*Insurance and Risk Managem ent 
*Employee Benefits Consulting 
*Surety

TH E

GROUPFEDELI

Crown Centre - Fifth Floor, 5005 Rockside Road 
|  Cleveland, Ohio 441 31-6808 Office: (216) 328-8080 

Benefits: (216) 328-8090 Fax: (216) 328-8081
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