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Per Feldwick’s1 brand equity chain, the creation of shareholder value through branding starts with
the capture of resonant and powerful meanings for the brand. Uncovering the meanings that can ground
a solid positioning platform is not easy, but the task is critical as it provides the theme around which the
holistic brand experience is framed. This case lets you grapple with the topic of brand positioning at the
workbench level as you explore research into the resonant meanings that can serve as foundations for
powerful brands. The case provides data from ZMET (Zaltman Metaphor Elicitation Technique), a
qualitative method with a particular capacity for uncovering the content of a brand’s meaning architecture:
the thoughts, feelings, perceptions, images, beliefs, attitudes, and cultural values that become attached to
the product and the brand.2 Using data collected for Irving Oil on the “meaning of buying gasoline today,”
you will gain experience with the ZMET method for brand meaning elicitation –the most popular
qualitative research technique for meaning mapping in the world. Additional consumer research
presented in the case provides context for evaluating the problems facing Irving and informs potential
positioning directions for the master brand.

The Problem
Irving Oil Limited is a family-owned and privately-held regional energy processing, transportation,
and marketing company headquartered in St. John, New Brunswick with U.S. marketing operations in
Portsmouth, N.H. The company serves customers in eastern Canada and the New England region of the
US, marketing and distributing energy products including gasoline, diesel, home heating fuel, jet fuel, and
lubricants. Irving Oil also provides natural gas to residential and commercial customers in New Brunswick.
rving Oil is one part of a $6.6B diversified group of privately-held Irving companies, each line of business
headed by one of the three sons of Arthur Irving, Sr.
Feldwick, Paul (2002), What is Brand Equity, Anyway, Oxfordshire, UK: World Advertising Research Center
See Christensen, Glenn and Jerry Olson (2002), “Mapping Consumers’ Product Experience with ZMET,” Psychology &
Marketing, June, 9 (6), 477-500 and Zaltman, Gerald and Robin Coulter (1995), “Seeing the Voice of the Customer: MetaphorBased Research,” Journal of Advertising Research, July/August, 35-51.
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Irving Oil Ltd. is at a crossroads. For five years from 2002-2007, the company engaged a major
effort to remake itself as a brand-driven organization. The multi-pronged and multi-phased effort included
a refresh of the Irving logo; update of the “look” of customer-facing touch-points including pumps,
signage, trucks, websites, billing and other company communications; efforts on an extensive employee
training program to align the organization around the brand promise; improved metrics to track brand
performance; an advertising campaign focused on improving Irving’s reputation as a societal contributor;
and a 2005 launch of the innovative BlueCanoe convenience retail brand. Central to the effort was a
decision to unite branded offerings under a Branded House architecture with focus on the Irving master
umbrella brand. Irving’s programs generated significant improvement in key categories, laying necessary
foundations for a brand-driven organization.
Still, the corporate brand building task at Irving remained in its infancy. Much of the early work
(e.g., logo and website development, upgrading of facilities) laid foundations to enable corporate branding
versus attending to the higher-level strategic branding tasks that needed to be done. While research
suggested Phase I programs yielded positive results, efforts had not yet translated into consistent,
significant gains in overall master brand equity. Analysis of data from a multitude of sources implicated
many culprits: a lack of brand recognition for Blue Canoe; passionate negatives against the Irving brand
for select segments; pricing as a dominant brand selection criterion; and a political cultural climate that
was antagonistic toward oil companies overall. Management suspected that while the brand value
proposition for timeliness and service had served to align business operations, the positioning was not
compelling and resonant enough to create brand equity strength overall. It was time to take the effort into
Phase II Branding, where focus would be placed on refining a brand positioning that claimed not only
differentiation but also coveted brand resonance, and designing brand programs that could establish
strength in this renewed Irving brand.

Phase I Programs: An Overview
Central to the branding reorientation at Irving was a decision to manage Irving as an umbrella
master brand. Irving had an ambitious growth strategy, and believed that increased recognition of,
positive emotions and respect towards, and strengthened relationships with the Irving umbrella brand will
lead to significant growth for the firm. The argument was that stakeholders—including the general public,
consumers, government organizations, strategic partners, the media, prospective and current employees,
and vendors –would value an association with a strong and resonant Irving and support the firm in its
activities as a result. Management believed that the Irving brand held untapped potential that could be
developed through a focused master brand strategy, and that by strengthening the corporate master, the
company would be able to create additional value in existing and new sub-brands as well. The team was
inspired by research highlighting the lack of brand differentiation and brand focus in the gasoline and
convenience retail category, and saw much opportunity for a firm that moved forward with a decided
focus on branding. Management philosophy held that a strong master brand was “the tide that could raise
all boats” at Irving. Pragmatics also drove the brand architecture decision: the company had limited
resources and limited expertise in brand building and welcomed the strategic focus that a united master
brand could provide. A new brand promise --“making customers’ lives easier and simpler”—now served
to define the corporate Irving umbrella and differentiate Irving from competition. The “Irving Promise”
united all marketing efforts and business lines and provided a platform around which to align the
employees and the firm (See Exhibit 1: The Irving Promise).

Focus on the umbrella master brand precipitated a first-ever targeted corporate advertising
campaign. The “What If?” campaign, supported by a $4m television and radio media investment, sought
to put a face on the oil company and change perceptions of Irving as a caring gasoline partner that listens
to its customers and cares about their lives. (See Exhibit 2: Irving “What If” TV Advertising). The ads
generated high recall and were generally well-received (See Exhibit 3: What If” Corporate Advertising
Campaign Evaluation).
A second foundational step in the shift from operational excellence to brand discipline involved
significant investments in people, assets, and processes that allowed the corporation to move from
random, inconsistent performance to very deliberate, consistent performance—a necessary basis for
claiming the hallmark of a strong brand. Irving worked hard to establish a corporate culture that prioritized
listening to its customers and regularly gauging brand and program reactions. Critical to this culture
change was the 2005 launch of a Voice of the Customer (VOC) initiative to elicit and analyze feedback
from customers on a daily basis at the point of retail. Training dedicated to achieving alignment around
the brand promise and consistent internal brand communication about the meaning and purpose of the
Irving brand ensured that every employee carried out the brand promise consistently at every customer
touchpoint, from greeting the customer, to sending bills for service, to the environment at the gas pumps,
to placement of products on the retail shelf. The goal was for retail employees to become brand
ambassadors, further strengthening the brand.
The culture shift also included a new focus on customer feedback and metrics able to measure
the developing equity strength of the brand. A major focus of the VOC was to provide continuous
feedback on key driving metrics: for example, likelihood to return, likelihood to recommend, problem
resolution, friendliness of staff, and speed of checkout. All of these metrics were linked through analysis
to overall satisfaction, which was also measured through the VOC program and served as the central
equity metric on the Irving dashboard. Based on brand research, executives knew that improved
customer satisfaction drove brand equity increases, which in turn drove financial results.
Irving also dedicated significant investments in improvements to its brand identity and physical
structures, seeking a more contemporary and relevant presence in the physical world (See Exhibit 4: A
New Brand Image for Irving). Of particular note, Irving launched a concerted effort to improve the
cleanliness and décor of the bathrooms in its network of over 800 service stations, running “Clean
Bathroom Promise” ads on radio and supporting an employee program to refresh bathrooms every 15
minutes. Irving also launched an online presence to further establish its brand face.

Insights into the Gas and Convenience Retail Categories
In the gasoline and convenience retail category, interest, engagement, and brand differentiation
are characteristically low. As indicated in a 2007 Brand Health study by IPSOS, the category is
significantly underdeveloped vis-à-vis benchmarks, ranking on average far below the norm on all five of
Ipsos’ brand health indicators: Uniqueness (the consumer’s perception that the brand has qualities which
only it owns), Substitution (the consumer’s perception that the brand can be exactly replaced by another
product), Relevance (customer’s perception of the brand’s fit with their needs), Popularity (the brand’s
status and reputation among the general public), and Familiarity (awareness and deeper familiarity and
understanding of what the brand offers and what it stands for) (See Exhibit 5: IPSOS Brand Equity
Profile for Gas and Convenience Retail Category).

Irving’s research also hints at other difficulties companies face trying to establish equity in their
gasoline retail brands. Of special note, uniqueness rates the lowest of all indicators: gasoline brands
have yet to be successful in establishing differentiation. Consumers’ low levels of category involvement
provide additional barriers: people are simply not emotionally-vested in making choices between gasoline
brands. When asked, “Thinking of the gasoline and convenience retail category, how much do you care
about your choice between the different brands?,” 32% gave responses in the bottom four boxes (1-4 on
a 10-point scale) and 38% rated in the top four boxes (7-10 on a 10-point scale); this compares
unfavorably to a 64% top-four box score for the IPSOS norm. Brand awareness and familiarity present
additional problems: Familiarity is comparatively low for the category though awareness of individual
brands is high (See Exhibit 6: Awareness and Familiarity of Gasoline Retail Brands). To measure
familiarity, consumers were asked to rate, on a scale of 1 to 10, whether they understood the meaning of
selected gasoline service brands. Compared to the IPSOS norm of 0.52, the gasoline and convenience
retail category has a Familiarity ratio of 0.33. Despite high awareness of individual brands, consumers
can not make the connection to the meanings individual brands claim.
Category perceptions also constrain and affect the ability to build positive brand equity in the
gasoline retail category. One study providing insight into this cultural context explored the “frames” used
by gatekeepers in the press and media to interpret news about gasoline prices. According to the theory,
journalists and media agents use these frames or interpretive stances to filter information and shape
public opinion in significant ways. The study identified five frames used by the media to filter information
about players in the oil industry: all are laden with negative emotion, suspicion, and distrust (See Exhibit
7: Interpretive Frames Used to Understand Events in the Gasoline Category).

Insights into Irving Brand Equity
Brand Awareness. By all counts, Irving is a well-known brand. Aided recognition of the Irving
brand is 86%; unaided awareness is 50%. Given its limited footprint and future growth goals, Irving’s
awareness is slightly lower than key competitors Gulf, Mobil Shell and Exxon. In terms of conversion of
awareness to deeper levels of familiarity, Irving ranks slightly above the category ratio of 0.33 with a ratio
of 0.36. Still, Irving’s familiarity ratio of 0.33 is well below the IPSOS norm of 0.52. (refer to Exhibit 6:
Awareness and Familiarity Levels for Gasoline Retail Brands)
Brand Attitudes and Perceptions. Irving exceeds the competition on many specific product and
service attributes, ranking very high in friendliness of staff and ease of doing business. Customers also
feel that Irving cares about the customer and the community more so than other brands. Innovation is
also a key competitive quality of the Irving brand in customers’ eyes. As a result, the Irving brand is
disproportionately trusted over other gasoline retail brands. (See Exhibit 8: Perceptions of Gasoline
Brands on Core Attributes)
Environmental issues also figure prominently in consumers’ relationships with and opinions of
gasoline retail brands; research supports concerns about the environment as a salient and critical topic
driving negative opinions in the oil and gas space. Interestingly, people rank Irving as a more
environmentally-friendly company than its competitors. Still, Irving ranks significantly below what
consumers deem ideal for an environmentally-focused firm (See Exhibit 9: Irving Environmental
Reputation versus the Ideal Environmentally-Focused Firm). Further, according to a Resonance Insights
study, a corporation with the ideal environmental reputation would have a +45% Net Passion score (as
calculated by subtracting people with Passion Negatives toward the company from those with Passion

Positives; for more detail on this method see Brand Health and Passion section below). Currently,
Irving’s environmental reputation rates a -10% Net Passion score. Importantly, Irving was polarizing in its
environmental reputation: 13% of people cited the brand unaided as a company with a favorable
reputation and 11% cited it as their most salient example of a company with the least favorable
environmental reputation. This polarization was not evident for other gasoline brands (See Exhibit 10:
Environmental Reputations for Key Gasoline Brands).
All gasoline retail brands are also significantly affected by pricing perceptions. Generally,
consumers see Irving as somewhat more expensive than competitors, though it remains within range of
what customers expect to pay in the category. (See Exhibit 11: Price Perceptions among Gasoline
Service Brands). Irving’s perceptions align with pricing realities in the marketplace: Irving’s absolute price
index is 132 compared to a 90-110 category norm.
The Bluecanoe launch in 2005 was intended to infuse new energy and positive emotions into the
Irving corporate parent brand and early research provided evidence that consumers were positive on the
physical and emotional appeal of the Bluecanoe stores (See Exhibit 12: Consumer Reactions to
Bluecanoe). A full 80% of respondents gave Bluecanoe positive marks for its customer appreciation and
welcoming atmosphere. The Bluecanoe brand name had positive resonance as well. Customers felt that
the name matched the value offering of the stores and provided “both a fresh new name and a fresh new
store.” In the eyes of consumers, Irving had successfully differentiated the Bluecanoe offering from
competitors. A total of 61% of respondents felt that Bluecanoe was a fun place to shop.
Brand Usage. Among a sample of those buying gasoline in New England at retail, nearly threequarters (72%) report that they have ever used Irving services. Irving’s past six month usage rate is 54%,
its past three month rate is 44%, and usage in the most recent month is 34%. These usage figures are on
par with key competitors. (See Exhibit 13: Brand Usage in Gasoline Retail)
Loyalty and Satisfaction. As with most organizations, Irving relied heavily on customer
satisfaction and loyalty measures, as collected through the VOC program, to indicate its brand equity. In
September 2007, internal tracking studies showed that 81% of Irving customers were very satisfied, as
compared to a category average of 65%. Irving also outperformed the category in loyalty measures:
likelihood of returning was 85% for Irving (versus a category average of 68%) and willingness to
recommend to a friend was 69% for Irving (versus a category average of 63%). Performance of the
Bluecanoe sub-brand was strong and steadily improving with overall satisfaction of 78%, loyalty in terms
of likelihood of returning at 85% and likelihood of recommending to a friend at 67%.
Much had been learned about the drivers of satisfaction at Irving. Highly satisfied customers were
3 times more highly likely to recommend a brand and 1.5 times more highly likely to return as compared
to unsatisfied customers. Irving identified 8 key drivers impacting Irving’s customer satisfaction scores:
Speed of Checkout, Variety of Products, Friendliness of Staff, Personal Safety of Customers, Ease of
Access to Store, Ease of Finding Products, Interior Appearance, and Exterior Appearance. Exhibit 14
(Irving Performance on Key Category Drivers) provides Irving’s ratings on these factors along with the
relative importance of each key driver. Regression analysis highlights the importance of speed of
checkout and product variety in driving overall satisfaction scores. The trends for Speed of Checkout and
Friendliness were positive at Irving. Within 2007, Friendliness and Speed improved from 73% to 76%
and 65% to 68%, respectively. Through sensitivity analysis, the company was also able to estimate the
relative effect on satisfaction derived from Irving making a positive (or negative) change in a given driver.
Through this analysis, Irving recognized that making incremental changes in Friendliness of Staff, even
though it ranked in the middle in terms of importance, actually had the greatest effects on customer

satisfaction. Unit reductions in staff friendliness yield the most significant negative effects of all factors.
Interestingly, smaller stores tended to rate better on key metrics across the board.
Brand Equity and Health. Despite gains within a relatively low involvement and undifferentiated
category, it was clear that compared to goals and norms, Irving, as a brand, was weak. IPSOS provides
insight into the relative brand equity strengths of Irving versus its gasoline and convenience retail
competitors (See Exhibit 15: IPSOS Brand Equity Index Scores for Major Gasoline Competitors). Irving
outperforms the category on all equity dimensions tapped by IPSOS, scoring especially well versus
competitors in terms of Relevance and Uniqueness. Still, performance significantly lags IPSOS overall
norms.
Another favored metric inside Irving for gauging brand health was provided by a company called
Resonance Technologies and their measure of Net Passion for the brand. The Net Passion Score™ is a
calculation which subtracts the percentage of consumers who express negative emotions around a brand
from the percentage of consumers who express positive emotions; it indicates how emotionally connected
customers really are with the brand. The Net Passion Score synthesizes the audiences’ emotional
experience (culled from extensive verbatims), balancing the positive emotions (passion positives) that
some people may feel about specific aspects of a product (“My Dad drank this brand of beer and that’s
good for me”) with the negative ones they may feel (passion negatives: “I don’t like green beer bottles.
Just an opinion. That’s all”) to produce a single metric that’s predictive of sales and loyalty. In the end,
Net Passion is a way to gauge a consumer’s “passionate motivation” for a particular brand.
Irving’s master brand equity, as measured by Net Passion (NP), improved from an NP of -12% in
2004 to -4% in 2006 but dropped again to -7% in 2007 (See Exhibit 16: Net Passion Scores for Irving).
The decline was most prevalent when looking at regular customers whose NP dropped by 10% between
2006 and 2007. Additionally, Irving faced a significant gap in NP relative to its main competitors.
Although it had closed the gap between 2004 and 2006, its competitors had once again gained on Irving
in 2007.
Driving this problem was an increase in negative sentiments to the disadvantage of positive
feelings toward the brand. Irving had managed to significantly decrease its passionate negative
population to 19% in 2005 and 2006, dropping from a high of 24% in 2004. However, this group
increased in 2007 to 21%. Mild negatives followed a similar trend dropping consistently from a high of
43% in 2004 to a low of 34% in 2006 before ticking up again to 36% in 2007.
In order to provide diagnostic information into brand passion dynamics, Irving identified seven
drivers of Net Passion scores. These include, in rank order of impact: price, quality, convenience, staff
friendliness, selection, safety of the customer, and ease of finding items in the store. Prices were the only
negative equity driver in 2007, having a -5% impact on Net Passion. The Irving team concluded that the
overall value of Irving, created by all the drivers, was not able to surmount the overriding negative push of
consumers’ beliefs and fears about prices for oil and gas.

The Irving ZMET Study
Internal discussions suggested that the current positioning platform (“Making consumers’ lives
easier and simpler”), while effective for the delivery of operational excellence at retail, did not provide a
compelling enough basis for turning low involvement, passion negatives, and lackluster perceptions

around. While management had a clear picture of the brand’s relative performance on basic attributes
(e.g., price, quality, friendly staff, clean bathrooms), an understanding of the deeper meanings and
emotions associated with the gasoline retail category was lacking. Research indicated that the brand was
low on and losing in personal and cultural resonance, though an understanding of the causes of this
disconnect were simply not known.
Irving Oil conducted a ZMET study to inform development of a renewed brand positioning and
identification of new product/service concepts that could create and capture value while enabling and
supporting the brand positioning itself. The study was conducted at the category level and probed
people’s “thoughts and feelings about buying gasoline.” The logic behind this study design was this: if
Irving was to better serve its customers, it had to first understand and appreciate people’s functional and
emotional needs with respect to the category. An understanding of the brand offering within this
context—the brand’s relative strengths and weaknesses, and its performance against category
meanings—would flow from the foundation that category meanings would provide.
Sixteen participants were interviewed. Half were average buyers of gasoline and half were heavy
users, based on number of station visits per month. Brand loyal customers and brand switchers were
equally represented. Informants were spread across age (less than 30, 30-49, 50+), income (less than
$35k, $35-$74k, $75k plus), and gender categories.
Exhibit 17 contains informant preparation instructions for the ZMET study. Exhibit 18 contains a
portion of the interview data. These data consist of roughly 120 images provided by consumers in
response to the question: “What are your thoughts and feelings about buying gasoline today.” The exhibit
provides a brief capture of the words informants used to describe the meanings underlying the images
they selected. Exhibit 19 provides three vignettes from the ZMET study: stories that informants were
asked to construct that could illustrate their thoughts and feelings about buying gas. Stories contained
three main characters: the person, an oil company, and the service station where the person normally
buys their gas.

Exhibit 1: The Irving Promise

Exhibit 2: Irving Oil “What If” Campaign: “Late for Class” and “Closer” TV Ads

Exhibit 2: Irving Oil “What If” Campaign (cont’d): “Look Both Ways” TV Ad

Exhibit 3: “What If” Corporate Advertising Campaign Evaluation

Late for
Class

Closer

Look Both IPSOS
Ways
Norms

%

%

%

%

Aided Ad Recall

38

48

43

43

Unaided Brand Linkage to Ad

22

29

31

24

Aided Brand Linkage

38

48

43

40

Ad gave impression company is involved
in community*

56

50

56

43

Ad gave good feeling about the
company*

41

30

50

27

Ad gave impression company cares
about its customers*

55

45

51

43

Ad made company seem different from
the others*

34

35

54

20

Ad told me something new*

27

28

42

17

Ad increased my interest in the
company*

20

16

36

14

Ad said something with meaning for me
personally*

19

17

38

10

Ad was appealing
(Top Three Box on 10-point scale)*

49

35

55

* Numbers posted for % Strongly Agree

Exhibit 4: A New Brand Image for Irving

Exhibit 5: IPSOS Brand Equity Profile for the Gasoline/Convenience Retail
Category

Exhibit 6: Awareness and Familiarity* for Gasoline Retail Brands

Brand
Awareness

Familiarity

Awareness‐to‐
Familiarity Ratio

Ipsos Norm

0.52

Category Average

0.33

Irving / BC / Mainway
Exxon / OTR / TM
Gulf / Cumberland Farms
Mobil / OTR
Shell / Select

86%
92%
97%
95%
93%

31%
29%
35%
34%
25%

0.36
0.32
0.36
0.36
0.27

* To measure familiarity, consumers were asked to rate, on a scale of 1 to 10, whether they understood
the meaning of selected gasoline service brands. The awareness-to-familiarity ration measures the
conversion of awareness to deeper understanding about the brand.

Exhibit 7: Interpretive Frames* for Understanding Gasoline and Oil Events
1. An Unaccountable System
• Consumers are helpless: “Consumers need intervention and help at the pump and at home”
• Company officials are greedy, dishonest, self‐interested, and arrogant
• Catchphrases: Big Oil, Bad Boys of Oil, windfall profits
• “By owning refineries, the oil companies control three levels of margins. They can manipulate
markets and set prices. They have no interest in building spare capacity because that would
undermine their pricing power.”
2. Energy Independence
• Dependence on foreign imports threatens future gas supplies and increases gas prices
• Note tensions in Iraq, violence in Nigeria, strikes in Europe, global threat of terrorism
• Need new sources of energy to wean us away from foreign oil and keep monies local
•
“We can produce enough oil to reduce our dependence on oil imports”
3. Softer Paths
• We live on a small planet with finite resources: our footprint must be in proper scale.
• Gas crisis offers us fundamental choices about the kind of society we want to be
• “Driving public not bothered enough to cut back or park their vehicles. Demand drives prices.”
4. Planned Chaos
• “Economics 101 and the laws of supply and demand simply do not apply here.”
• “Oil prices do not behave rationally.”
• Metaphor: The Wizard of Oz
5. Disequilibrium
• “Consumers have paid the price for increased profits of the dominant oil companies”
• “It is time to net some of Big Oil’s profits.”
• “Are we getting any bang for our buck with record gas prices? Companies do not translate high
prices into investments for consumers or public programs.”
• Catchphrase: Gas Gouge, “Sticking it to Exxon”
6. Co‐dependent Connections
• Gasoline is an inextricable component of a complex economic and political system
• American habits and systems largely require driving
• When gas prices change, this “wreaks havoc” and presents “a major shock to the system”
• It’s hard to punish or even lay blame when everyone is implicated

*This analysis attempts to outline the “interpretive packages” formed around gas prices. Interpretive
packages are based on previous experiences and help the user to judge news and new experiences. The
media plays a critical role in shaping and offering different interpretive packages. Media content analysis
attempts to measure the issue culture systematically and to uncover available frames. This particular study
looked at content analysis of a sampling of 1000 online articles and editorials on gasoline, gas prices, and the
oil industry appearing in Foxnews, USA Today, Consumeraffairs.com, BusinessWeek, ConsumersUnion.org,
and CNN.com during Summer 2009.

Exhibit 8: Perceptions of Major Gasoline Brands on Core Attributes

Exhibit 9: Irving’s Environmental Reputation versus the Ideal EnvironmentallyFocused Company

Exhibit 10: Environmental Reputations among Select Brands

Survey of 2325 respondents within the Irving target area. Tracks the number of Unprompted Mentions
to the question “Which Corporation has the Most/Least Favorable Environmental Reputation?”
Represented companies account for 43% of total votes.

Exhibit 11: Price Perceptions among Gasoline Service Brands

Exhibit 12: Consumer Reactions to the Bluecanoe Sub-brand

Somewhat Agree

Overall appeal of Bluecanoe store/fuel area

Strongly Agree

53%

Felt welcome/appreciated as a customer

28%

23%

57%

Different from other c-stores

41%

22%

Fresh new name, fresh new store

43%

19%

Fun place to stop/shop

38%

23%

Name that fits

36%

19%
0%

20%

40%

60%

80%
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Exhibit 13: Usage Rates among Key Gasoline Brands

Exxon

Gulf

Irving

Mobil

Shell
100%
92%

85%

70%

49%
43%44%

59%
54%
52%

75%

85%

72%

95%93%
86%

70%

64%
60%
51%
46%

39%
35%

33%34%33%
29%
16%

27%

15%

Past Month

Past 3 Months

Past 6 Months Past 12 Months

Ever Used
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Exhibit 14: Irving Performance on Key Category Drivers

Exhibit 15: IPSOS Brand Equity Scores for Major Gasoline/Convenience Retail
Brands

Promise Delivery

Distinction

IPSOS

Salience

Relevance

Quality

Uniqueness

Less
Substitutable

Familiarity

Popularity

Equity
Index

100

100

100

100

100

100

100

63

48

42

79

67

64

39

41

43

30

60

63

52

25

83

43

48

93

76

75

49

83

58

63

93

67

73

53

69
41

58
38

48
22

85
64

74
54

77
44

51
16

Ipsos Norm
Category
Average

Exxon
Gulf/
Cumberland
Irving/
Bluecanoe
Mobil/
On the Run
Shell

*Target consumers were asked to answer questions pertaining to each indicator by rating Irving and other
brands in the category. The cumulative rankings for all brands create the category average. Through
cumulative research across many different product categories, IPSOS has been able to define a “norm”
or average for each indicator. IPSOS normalizes the data and sets this norm at 100 for comparison
purposes. The summation of all indicators for each brand provides the “Equity Index.”

Exhibit 16: Net Passion Scores* for Irving Oil

* As measured among all Irving consumers (convenience retail, home heat, and gasoline) in
U.S. and Canada. Net Passion calculated as Passionate Positive minus Passionate
Negative.

Exhibit 17: ZMET RESPONDENT INSTRUCTIONS

We are interested in your thoughts and feelings about buying gasoline today.
Imagine that you had to describe to someone without using words, your experience buying gas in
today’s market, and how that experience makes you feel.

To prepare for the interview, we want you to do the following:

Please select 6‐8 pictures that express your thoughts and feelings about buying
gas today.
Your pictures may come from any source…such as magazines, newspapers, family albums…or even
photos you take specifically for the assignment.
Please do not bring in pictures of oil refineries or gas stations.
Also, please do not bring in ads for oil companies.
Rather each picture should express an important thought…or an important feeling…that you have about
buying gas today.
This is not a “contest” to find beautiful pictures or the most clever pictures. These pictures should have
meaning to you…and you only. They are to express your personal thoughts and feelings. There are no
right or wrong answers.
For example, in an unrelated project, one participant used a picture of a sleeping child to express the
experience of peacefulness, while another person brought in a picture of a pot of boiling water to
represent their feelings of anger. In another project, a person used a picture of a soldier to express the
feelings of trust and security they felt when dealing with their bank.
One last reminder: It is important that you bring to the interview at least 6 pictures, and no more than
8 pictures, to express your thoughts and feelings about buying gas today. If you have more than 8,
please select the most important 8 pictures to discuss during our meeting.

Note: Please be sure to bring all of your 6 to 8 pictures to the interview. During that
meeting, we will discuss the pictures you selected.

Exhibit 18: IRVING ZMET IMAGE LOG

Exhibit 19: ZMET Vignettes
Story 1: Robin Hood
Created by Lisa, an Irving loyal customer with annual income of $35‐74k.

I would be Robin Hood. The store would be the Friar and then Irving would be the bad King. I just picture Robin
Hood, Marion, merrily going on his way and comes upon the gas station and Friar and is schmoozing with him for a
while and kind of explaining how he doesn’t have gas. And as Robin Hood is there and he’s discussing that, along
comes the King and all his men and they want gas, too, but they can’t because there’s none there and so they, of
course, try to punish Mr. Friar and Robin Hood is there to help out and, fortunately, he saved the Friar and in doing
so takes what little gas that the King had and gives it to the Friar for next time.
(Your character, the Robin Hood character, what are your goals or motivations in this story?) I hate bullies so as
soon as I’d see the Friar, who is this wonderful person, get bullied from a person who caused the situation in the
first place, that’s just abuse so that would just get me all riled up. You’d want to teach somebody like that a lesson
so they won’t do it again or ‐ but it never works. (How about the Friar character ‐ what’s it like?) Very simple; just
wants a simple life; just wants to have an honest life ‐ of course, being a Friar has to be honest; happy‐go‐lucky,
just very happy with the simple things in life and wants to do the right thing and, unfortunately, the King is greedy
and mean. (Why is that an appropriate representation of the service station where you buy gas?) Because they
give me that feeling and I trust them and whenever I go in they’re very happy to see me; they ask about my son,
ask about my motorcycle and that’s all they do. They took their own individual money and put it into the store so
they could have their own little nest egg and just have a very simple life.
(How would you describe the relationship between the Friar and the King, the Irving Oil character?) The Friar was
more than happy to make the King happy but because the King set him up for failure there was no way he was
going to so, of course, then he was scared because he was going to ‐ he was getting abused then. So he was set up
for failure. (Why’d the Friar get involved with the King in the first place?) He had no choice. He’s the King. (What
are the King’s motivations or goals?) Power, ego, wants everybody to fear and respect him. (Why is that an
appropriate description of Irving?) Because of the way that they do business, I don’t think it’s honest and
respectful of the common man or woman. It’s greed; it’s motivated by greed which is not good. (What do they do
that’s motivated by greed?) The gouging, the price gouging, raising the prices. Although they may claim to have
respect for the earth, every time they have one of those oil refineries there is going to be damage.
(In your story, what’s the relationship between your ‐ the Robin Hood character and the Irving King character?) Oh,
Robin Hood is the rebel who’s not afraid of the big guy. Just because he’s Robin Hood and he’s not the King doesn’t
mean he doesn’t have power. (What’s the source of his power?) It’s an inner source, I think, of right and wrong.
(How does he use that inner source of power?) I think he uses it humbly. He doesn’t flaunt it. He’s not a bully.
When he sees something going wrong he doesn’t ignore it or run away; he deals with it, so he’s strong, also. He’s
not afraid of conflict.

Exhibit 19: ZMET Vignettes (cont’d)
Story 2: The Little Man Taking Power Back
Created by Lesley, an Irving switcher with annual income of $35‐74k.
I would be Jack, and the person who has a service station where I get my gas would come up the bean stalk with
me. They are kind of being screwed by the oil company too in a lot of ways. They don’t have control and they have
to take the brunt of people coming in and yelling so I don’t see that person as the enemy more of an ally. So me
and my service station person could climb up the bean stalk and go after the giant and get his golden goose so that
we could go and set up fair practices so that anybody could come and get gas and not have to worry about it. And
we could chop the bean stalk down with the giant half way up and it could fall to the ground and crash and be
dead. Or actually, I would rather not have him be dead, that is too quick. I would like it if he crashed to the ground
and have to come to us for things. He should have to come and beg and me and the service station guy could set
up a beautiful store and home that were just nice, not fancy or extravagant and he could come and mow my lawn
and wash my windshield and put air in my tires and change my oil and get really dirty and grubby lose a little bit of
weight, pawn his jewelry and see what it is like to have to worry about getting by. (…)
(What do you think your character wants in this story?) The quality for everybody. Everybody can live their lives
without having to worry about feeding the giant. (What are they feeding the giant?) All their money, but money
comes from hard work and sacrifice and you know so it is more than money. It is kind of their soul. A little of their
soul goes along with their money. They are leaving their family to go to work, working hard, helping people so
when their money goes to feed the giant, a little bit of them is going with it. (…) I don’t know if the service stations
are making a big profit with the price of gas. It doesn’t seem to me that they are. So I might be naive and they
might be sitting there with them in a smaller version, but in my story I see somebody brave and smart and willing
to help me make a change. I don’t think that they like it that people feel so bad when they come to their stores to
get gas. I don’t think that they are taking pleasure in people’s struggle.
(What do you imagine the giant’s personality being like?) Selfish and spoiled. Mean spirited, condescending with
that smug, I’ve got you by the balls kind of attitude. (What do you think he wants?) More money and the power.
(…) (How tall is the bean stalk that you and the station have to climb?) All the way to the clouds, really, really tall
so it would be hard to ever get to the giant. (…) (What would that represent for you?) All the obstacles that are
protecting the big oil company. A typical person could never really sit down and talk with them and say explain it
to me. Why is it like this? They are kind of this untouchable, protected, a big tower.
(What would you use to chop down the bean stalk?) A big ax and it would feel so good to do the chopping. I would
like to do it myself. (What would it feel like? What is that so good feeling.) I am taking some power back. That you
are actually doing something rather than just laying back and letting things happen to you. You are actually
fighting. (What does that feeling looking like when you would be chopping down the bean stalk?) Revenge sounds
like a bad term but kind of like there, how do you like it. You are now at my mercy. You are up there on the bean
stalk and I get to chop this down and decide whether you fall or not. Gosh, I didn’t know I had that feeling of
vengeance in me. It is not a good side, I’m going to have to look at that when I get home. Having that power to
say how do you like it and look at me, I’m the one in control not you.

Exhibit 19: ZMET Vignettes (cont’d)
Story 3: Trapped
Created by Megan, an Irving loyal customer with annual income of $75k plus.
I think of George Bush when I think about the oil company. He's a good character. (OK, and what's the service
station?) I think of them as not a witch, but someone that controls you. Like a master is to a dog, maybe? Or
actually even an animal in general. (And what are you?) I'm sort of that animal. I'm just an animal.
(You've got George Bush as the oil company, the service station is a master to an animal, and you're the animal.
And so what's the setting?) It can take place in a car. So I'm driving down the road, and George Bush comes on the
radio. (OK. (laughter) And where's the master?) The master is in the back seat. (What is the master thinking?)
He's thinking you need to go get gas, or we're going to run out of gas, and I'm going to be mad. (And what are you
thinking?) I'm thinking well, I have to make him happy, so whatever I need to do, or whatever he tells me to do, I
should do. (And what is‐‐ George Bush is on the radio.) Yeah, and he's talking about how much we need gas, and
why the cost of gas is going up higher. And how it's all justified, and that just is the way it is. With really low regard
for my wallet. So they go in the passenger's seat. (Yeah? What's the personality of your wallet sitting in the
passenger seat?) It's even further below me (laughter). It's kind of just‐‐ you know, like an ant in a parade.
(Can you just elaborate a little bit?) I own it. It does what I tell it to do and that sort of thing. It can't talk. It just gets
thrown around however I choose to throw it around. (And how does it make you feel that George Bush has little
regard for your wallet?) It makes me upset. I just don't think it's fair. I don't think it's fair for anybody to dictate
anything, without consideration for all of the elements involved. (What are you thinking about George Bush?) I'm
just angry, and frustrated, and just not understanding how he can see this go on, and on, and on. Keep climbing
higher, and higher, and higher. And really with no end or relief in sight. (What does George Bush think about
master?) He thinks whatever he says goes. I'm in charge, and whatever I decide he has to go with. (…) (What does
the master think?) This is great. I don't really have to make a lot of decisions. And my price keeps getting higher
(laughter). (Who's making the price higher in your story?) George Bush. (Why is he doing it?) I don't know. I just
have a feeling that it's politics. It doesn't have a real basis. I just feel that there's something behind the scenes that
we don't know about. (…)
(So what happens in this story?) George Bush talked about the price, and how it just went way up. And the
master's in the back seat, and he's yelling at me cause the tanking is blinking and you need to pull over. And I
happen to be driving in an area where there was only one gas station, and I had to pull over because the master
was making me. And I pull over and I need a lot of money for gas. Because I didn't have any choices. (What gas
station was it?) It didn't even have a name. It's in the middle of nowhere (laugher). With two pumps and some
local running it. (So how did you feel?) Trapped. Like everybody was controlling me and telling me what I had to
do. And then in the end I didn't even have a choice. (So how does the story end?) I get gas and I get over it. And I
drive to my next destination.

Exhibit 19: ZMET Vignettes (cont’d)

Story 4: Custer’s Last Stand
Created by Jonathan, an Irving switcher with annual income of $35‐74k.
This is a story about a state of surrender as far as the gas prices go. There’s me, who chooses to live this way with a
car and a commute and errands to run. So the story is about a kind of surrender because I choose to drive a big
car or I refuse to make sure my car is tuned up. So the onus is on me and not the oil company and I surrender. I
give up.
(Who are you?) I am Custer with an arrow through his hat. (Who is Big Oil?) And the big oil companies are the
Indians surrounding Custer and whoever is left from his Seventh Cavalry, which at this point is not too many. They
have all been picked off. (Why Custer?) Because it is the proverbial last stand. We are at the point where we really
cannot do anything...except don’t drive our cars, which is an impossibility in the world we live in today.
(What is the significance of the arrow?) The arrow through his hat, its really saying “We’ve got you, we’ve got
you!” You might as well give it up because the end is near. It’s over?)
(Can you elaborate on that?) Honestly, I do not see how any consumer could win in this except if they leave their
cars home. But then you’ve lost because you have given up your freedom. You don’t have any chance of winning.
You are stuck.
(What are you doing in this scene?) I would have a white flag in one hand and I’d have a handful of money in the
other. Yelling, “I surrender! I’ll pay! I give up! I will pay whatever you want me to pay!”
(And what is happening to the other people in your Cavalry?) Some of them refuse to give up. They are handcuffed
and taken away and their freedom gone with it. They are encaged in their own unwillingness to give in.
(How does the story end?) Well, it doesn’t! The Indians just keep getting even closer! Gas goes to $4.50 and when
it does you woill be raising your white flag again and you’ll be paying it.

