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Abstract — India is one of the biggest purchasers and shippers of oil and petrol on the planet and like
numerous other Indian commercial enterprises, Indian Petroleum Industry has been under strict
regulation since (Indian) autonomy. Not any more. With deregulation, one of the biggest markets, which
was "secured" and commanded by government managed petroleum companies, is presently open for
private players, and consequently, without precedent for Indian history, this business will withess the
powers of showcasing and competition in operation.

For Indian shoppers, petrol has been a 'commodity with a same price' for more than fifty-five years.
Indian shoppers have never seen 'brands of petrol' and distinctive brands (of petrol) being sold at diverse
prices. Subsequently, there was no doubt of brand reliability to exist and for them 'petrol brands' are
another thing out and out in its present condition separated evaluating of petrol. The paper blankets the
procedure emulated by the petrol selling companies to ‘change the outlook' of a country with second
biggest populace on the planet; and all the while, the development and change of a 'quite low association
commodity' into 'high contribution brands'.

For Indian Petrol Selling companies, in view of ensured environment, "advertising" was never an issue,
and its role was kept to "selling” and 'conveyance'. They delighted in a restraining infrastructure like
circumstance with demand continually surpassing the supply. Petrol Selling companies were working
with social destinations (set by the government) and the saying "competition" was not permitted to exist
and meddle. The situation has all of a sudden changed with government pronouncing that it will be
withdrawing of regulating the petrol companies and the petrol market. Old players ended up in the
company of cut throat competition.

Notwithstanding, the Indian petrol business sector is having two classifications of players dependent
upon their qualities. 'The new participants' — (the private players), who are more expert and forceful in
methodology and have an energy for showcasing, and 'The old players' — (the Government managed
associations) for whom "promoting" has never been a quality however their quality is their gigantic
encounter, comprehension and learning of the Indian petrol business sector and its operations and most
critically, the to a great degree solid and set circulation system coating the most paramount locations in
the business. Both sorts of players realize that the business sector is colossal but to be tapped and as
with marking the early mover has an evident preference, so everybody is moving quick to snatch the
chance, thus a feeling of direness and fretfulness might be felt in the business as companies attempt to
create their brands as fast as could be expected under the circumstances and to lure the clients with their
brands and separating administrations.

The paper shows a concise history of Indian petrol business and an unmistakable examination of the
development and execution of marking strategies by the Petrol Selling companies in the Indian market.

INTRODUCTION Petroleum (inferred from Latin "Petra" - rock and
"oleum" - oil) has dependably been a securely
attached part of life in our times. Anything about
petrol (be its fares, imports, processing (exploration,
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refining alternately selling), or its price fluctuation)
shakes the global economy, and in later past the world
has seen a few wars and national clashes brought
about on account of it (petrol). Thus, there is no
compelling reason to say why it has get "liquid gold" in
accurate feeling of the expression. The breaking points
of its handling and its perpetually increasing demand
and additionally the issues identified with vitality
security of nations are at the core phase of global

gatherings, around the most significant tests
confronted by the planet today.
BRIEF RECORD CONNECTED WITH

PETROLEUM SECTOR

Petroleum first came up in wells drilled for salt.
Individuals thought that it was functional as lighting up
oil and the demand for it relentlessly expanded.
Samuel Kier, a Pittsburgh drug specialist, packaged
and sold Petrol as medicinal cure. To advertise a de-
odorized variant, he designed the first primitive refinery
in 1852, which was a gigantic ad libbed pot,
associated with a metal tank. Years after the fact,
"Colonel" Edwin Drake and "Uncle" Billy Smith drilled a
well with the particular destination of discovering oil,
and on August 27th, 1859, they "struck oil" at
Titusvale, in North Western Pennsylvania, USA and
this was the first formal revelation of oil. Not long after
this, petrol began picking up criticalness in 1860s
when the world saw immeasurable streamlined
development. A considerable measure of petroleum
refineries additionally came up throughout that time.

GENESIS
BUSINESS

INVOLVING INDIAN PETROLEUM

The story of oil pursuit and exploration in India started
in thick wildernesses of Assam (the compelling
northeast corner of India) in the decade of 1880-1890.
The principal revelation recorded is by Mr. Sufficient of
Mckillop Stewart Company discovering oil close
Jaypore in upper Assam. After that, Assam Railway
what's more Trading Company (ARTC) additionally
struck oil at Digboi and denoted the start of oil
preparation in India. Throughout the same time period,
oil was additionally struck at Makum close Margherita
(again in Assam) in 1867 (only nine years after the
authentic Drake well in Pennsylvania in 1859) and the
first business oil was uncovered in Digboi in 1889. In
any case, exploration and preparation began in a
methodical path in 1899 when the Assam Oil
Company (AOC) was shaped. It might be said that
"Assam" and the 'decade of 1880' — denoted the start
of Indian Petroleum Industry.

After this decade, Burmah Oil Company, which was
acknowledged as a significant player in the petroleum
market of South Asia commanded this business. It
refined raw petroleum processed from primitive hand
dug wells in Upper Burma, which was then a piece of
India. After freedom, Geological Survey of India did
broad observation overviews and mapping activities, to
place structures suitable for exploration of oil and gas
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in the country. However, the real thrust to petroleum
exploration in country was achieved only after the
setting up of Oil and Natural Gas Commission (ONGC)
in 1955.

The starting gas and oil pools were found in
Jwalamukhi (Punjab) and Cambay (Gujarat) in 1958
individually and in that year Oil India Limited (OIL) was
setup. From that point forward, these two (ONGC and
OIL) have found over 260 oil and gas fields. So far,
India has struck oil principally in Assam, Bombay
Seaward, Cambay, Cauvery, Krishna-Godavari,
Tripura-Cachar, and West Rajasthan bowls.

ADVERTISING AND MARKETING INVOLVING
FUEL

Advertising has dependably been acknowledged as a
device for markets with defective competition, where
numerous dealers battle for purchasers, they have
separated items and bunches of advertising and deals
advancement different prices may additionally win in
these markets. On foundation of these attributes, it is
complicated to remark that selling of petrol in India
was anything other than not about advertising. Since,
none of the attributes of Indian Petroleum Market of
that time matches with the qualities of markets with
blemished competition. For instance — throughout that
time, the petrol selling companies require not battle for
shoppers and they (petrol selling companies) offered
precisely the same item to the shoppers (normal for a
commodity) and that too at the same price.

As such, the historical backdrop of showcasing of
petrol in India was characterized and described by
compelling government control and protectionism. Not
just the promoting capacity, however all parts of
petroleum business, (exploration, refining,
dissemination or selling) were strictly directed and
ensured. Be that as it may, as of late a huge standard
change is occurring in the way petrol is, no doubt
showcased. Promoting of petrol in India: a verifiable
point of view For something like hundred and forty odd
years, "Petrol" existed as an ‘'undifferentiated
commodity’ in India. No genuine endeavors were
made for expanding and separating this 'commodity'.
All the more vitally, just three government managed
petrol selling companies getting a charge out of a very
nearly 'restraining infrastructure status', were running
the business, determined by the social goals set by the
government, in addition to the prices of petrol. In spite
of the fact that the companies demanded self-rule on
consistent groundwork, they never understood that
they might be constrained to "market" petrol and battle
with each other for piece of the overall industry and
since the war for catching other's piece of the overall
industry was never battled throughout all these years,
advertising was clearly acknowledged as the slightest
obliged capacity in the petrol selling business.

Indeed the customers never felt that they will be
remaining on the petrol pumps contemplating the
brand of petrol to browse various brands accessible.
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Throughout this time of assurance and control,
‘advertising of petrol' really signified ‘appropriation of
petrol'. In the name of advertising, petrol selling
companies centered primarily on reinforcing their
dispersion organize, that is, including more number of
"outlets" (petrol pumps) to their system. Exertions
made for extending the geological scope were termed
as 'advertising'. Around then, even this was legitimized
due to the environmental variables predominating
around then, such as:

CHARACTERISTICS OF COMMODITY

As said above, for over hundred and forty years, petrol
has been a "commodity" in India. Since buyers finished
not discovered any contrast in petrol prepared and
sold by companies working in this market. For buyers,
petrol as an item was precisely the same at all the
spots.  Furthermore, customers completed not
discovered any noteworthy contrast between the
'petrol selling companies' either. Since, they were all
government companies, the “"unwavering quality"
variable was comparative and more since they were
selling the 'same thing' at the 'same price'. In view of
these reasons, there was no doubt of disparaging
'‘petrol selling companies’ and likewise their item
(petrol). Shockingly, as opposed to belittling the 'petrol
selling companies’, shoppers rather belittled the petrol
pumps in their particular geological regions. The
unwaveringness for petrol-pumps was dependent
upon customers' suspicions and recognitions with
respect to pumps giving 'right amount' and not reveling
into "contaminated" rehearses. Since petrol was an
undifferentiated commodity, any sort of
unwaveringness (which is obvious for brands) was out
of inquiry. With this environment close by, it got self-
evident for the companies that their bargains hinged
on upon the number of outlets (petrol pumps) they
claimed. Thusly, to build their bargains, companies
recently concentrated on increasing the amount of
outlets (petrol pumps) and catching great locations for
their petrol pumps.

REQUIREMENT OVER-RUNNING SOURCE

Besides and all the more essentially, in India, the
demand of petrol has dependably been much more
than the residential preparation; subsequently it was
transported in. Vast imports of oil made it a commodity
which was recognized answerable for the poor BOP
circumstance of the nation.

This increased the presumption that forceful promoting
by merchants may bring about expanded demand,
prompting further exacerbation in the BOP issue. In
this way, advertising was never acknowledged as an
alternative, rather the utilization of 'de-advertising' was
plainly reflected in the few ads on hoardings at petrol
pumps, which conveyed the message — 'spare petrol'.

Work as of late, petrol prices were totally under
government control and regulation and companies
were constrained to keep same prices. In the
commodity business, price is the main paradigm of
separation what's more even this was non-existent in
the case of petrol. Along these lines, in Indian petrol
retail showcase, the main conceivable differentiator
was not accessible for the companies. This
additionally functioned as a de-spark for the
companies in seeking after advertising aggressively.

Government recognized petrol as a result of national
centrality as any fluctuations in its prices furthermore
supply straightforwardly influenced the prices of other
items and administrations, so government completed
not permit private area players and also FDI to come in
and work in this business sector. An illustration of

government's earnestness of honing protectionism is

reflected through the way that Indian government

tried for liberalization in 1991 and from that point

forward it had permitted outside venture in numerous

divisions, however it didn't open Petrol market for

private players and FDI for more than a decade (after

liberalization began). The message was uproarious

and clear that government was not intrigued by

permitting "outcasts” in this space.

This turned into a standout amongst the most
significant purposes behind the oil companies not
working on promoting was the "assurance" that
government gave to the petrol selling companies. The
aforementioned  variables really made an
environment where advertising petrol forcefully was
acknowledged out of inquiry. The companies
completed not have any great explanation behind
working on promoting. This environment proceeded
for a quite long period (more than hundred years) and
it took the companies from working on showcasing
and giving esteem, and even buyers never
understood that they might be spoiled at the petrol
pumps. Additionally, not, one or the other the
purchaser anticipated anything like item development
and quality included administrations from the
companies nor the companies had any great
explanation behind giving all these.

MARKETING AND ADVERTISING
CONNECTED WITH PETROLEUM

Today the showcasing of petrol has changed from
what it used to be in yester-years and consequently
petrol is on its approach to change from being an
"undifferentiated commodity" to a "marked item".

Intense progressions (like opening up of the petrol
market for privately owned businesses and also for
the international players and leaving the
determination of petrol prices available powers) in the
environment are again propelling the companies to
rethink furthermore have a crisp standpoint at their
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advertising strategies. Notwithstanding, companies
cannot survive simply by including to their
conveyance's viability and it has now turn into a little a
piece of their by and large advertising technique. Thus,
now the petrol selling companies are doing a
considerable measure of things as a piece of
promoting method, other than centering just on
conveyance.

Why are the companies now running in with forceful
promoting? The response lies in the need that has
stimulated since of the tests postured by the changing
environment (of the petrol selling associations). Today,
all of a sudden, they are not ensured by the
government furthermore are uncovered in the current
business having cut throat competition. So it gets
necessary to keep a steady vigil at the showcasing
strategies of the contenders and additionally have a
crisp look at self.

In particular, the old goliaths in petrol selling
notwithstanding realize that in 'open business sector'
circumstance, showcasing (all the more particularly
separation and quality expansion) will be of
fundamental imperativeness on the grounds that the
client will unquestionably head off to the individuals
who will give the best esteem for his cash. Since they
have not been in such conditions in the recent past,
advertising is picking up criticalness for them.
Additionally the Indian Petrol selling companies, being
‘open segment endeavors' realize that advertising is a
generally new zone for them, while it (showcasing) is
the strength of privately owned businesses and
particularly multinationals.

To survive and win in savage competition, Indian
petrol selling companies are more than willing to take
in the new manages of the amusement. The entire
standard transformation in the Indian petrol market
might be comprehensively ordered under the
accompanying heads and these are the reasons that
are forcing the companies to attempt promoting
genuinely: Entrance of private players Indian economy
has unquestionably been an ensured economy also
that too with government assuming an imperative role
particularly in the development of discriminating
commercial enterprises. Considerably after a decade
of opening up the doors of the nation for remote
endeavors and understanding the significance of
private part in country's development, government
finished not try for privatizing and even did not permit
remote immediate financing in the oil and gas market.
Work today it keeps a nearby eye on the businesses
working in this segment.

As of late, government has opened the entryways of
this exceptionally saved industry for the private
players. As competition developed, showcasing got to
be more critical. Prior, due to the reasons said above,
companies felt no compelling reason to market a rare
item. It was selling immediately, however
notwithstanding this sounds like "past times worth
remembering" and companies need to battle out

Asset in To Excessive Participation Brands

assuming that they need to survive and for this, great
promoting strategies are set to be a standout amongst
the most essential weapons for the companies in the
nearing future. "India Opens Petrol Retailing to Mncs"
Close of the "Controlled Price Mechanism" time Work
now, petrol prices were being managed by the
government, at the end of the day, in India, prices of
petrol were not managed by the business sector
powers (of demand & supply) rather government
regulated the price of petrol by having a strategy of
giving subsidies to the selling companies. This
strategy which was utilized to direct the price of petrol
in the nation was known as "Regulated Price
Mechanism" then again APM (Mallik D. 2002.
"Destroying APM: Progress furthermore Prospects”.
Contracted Financial Analyst).

Anyway as the government withdrew the "APM" and
opened the doors of this extremely ensured and
protected industry in 2002, it was extremely clear that
promoting will be the new battleground and price vale
mathematical statement might be essential for triumph.
Old monsters comprehended the way that private
players can win the fight on the support of price
because of their skill in giving quality included
administrations, there by climbing the quality chain.
Reliance's A-1 squares on expressway have recently
caught a substantial business sector offer where ever
they are working. Thus, they began with forceful
promoting fights furthermore concentrated on including
new esteem included administrations in their offerings
(like Bharat Petroleum began its faithfulness program -
"Petrocard" and Hindustan Petroleum concocted 'Club
HP' and so forth). This was an response to the
disassembling of APM and a welcome sign for clients
as the companies began looking energetically to fulfill
their necessities and this is the fundamental subject of
‘promoting'.

PRIVATIZATION

India's oil business is the world's seventh-biggest,
however has so far been hoarded by state firms, for
example, the I0C, BPCL and HPCL. Section of private
segment companies has energized the fuel insurgency
further. Petrol and diesel retailing is situated to see a
major change one year from now when private and
multinational companies had started selling petrol and
diesel. Reliance Commercial ventures, Essar Oil and
Royal Dutch/shell have softened people in general
segment imposing business model up petroretailing.
These companies have arrangements to set up world-
class petrol stations ("Shell, RIL, Essar to set up petrol
stations". 3 December 2003. The Hindu Business
Line), demonstrating the time to come. Companies like
Shell are relied upon to situated new benchmarks of
working in this business. With its global experience
where this segment is not that secured, Shell's
aptitude of showcasing, store network and so forth will
provide for it a reasonable edge and it is normal that
for new players it is simpler to acclimate to these
conditions while it will be a genuine test for the old
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behemoths to adapt to the new tests in light of the
resoluteness in their 'extensive to-move' structure.

Globalization accumulates speculation and
competition to an economy and with that it makes an
essential for the provincial business to wind up
additional effective and successful (Vasudeva, P.k.
2004. ‘International Marketing". India. Outperform
Books). The same is the situation with Indian petrol
market, where not just the section of private and multi-
national companies however the power of their
earnestness is what is mixing the business sector. The
level of speculation, both in framework and in
promoting, and the velocity at which they are
spreading furthermore their arrangement to spread
further have recently rang the alert ringers for the
Public Sector Undertakings and they are likewise
pulling their socks for a showcasing fight. Shell and
Reliance joined are to contribute more than $2 billion
across the country in the following five years. Reliance
furthermore Essar Oil, are focusing on thruways where
330,000 truckers swallow $10 billion worth of diesel
consistently and Shell gloating on the subsidies by
government, now has more forceful plans concerning
the Indian market. It now needs to take back its impart
of India's $30 billion petroleum items market
("Sethuraman D. 2005. India opens petrol retailing to
Mncs").

LEVELS OF COMPETITION

Increasing competition accumulates more alternatives
at aggressive prices to customers (Saxena R. 2002.
"Advertising Management". India. Tata Mcgraw Slope).
New contestants in the petrol retail market are offering
decisions to Indian drivers. Today there are pumps
each few kilometers. Tired truckers, who prior nestled
into their vehicles for a rest and urinated by the
roadside, now utilize motels, restrooms also phones
offered by Reliance's new pumps also urban Indians,
who up to this point drove antiquated autos and
depended on expressions of mouth to discover a clean
pump, now drive huge Fords and Hondas and demand
better fuel and administration. Competition is
compelling Indian Oil, Bharat Petroleum and
Hindustan Petroleum, which together run more than
20,000 outlets across the nation, to clean up their
enactments India's most amazing oil organization
(Indian Qil Corporation) is using up to $250 million to
renovate 2,800 of its busiest outlets. The newcomers
are carrying more than administration stations.

The days when client center and worth expansion
what's more combative advertising and advancement
and so on which were out of inquiry; which the
companies never acknowledged; even which the buyer
never needed have turned into an actuality. "For the
petroleum retail division in India, later years have seen
basic changes in the way business is, no doubt done.
The part has moved far from being government

controlled, a move that has carried new levels of
focused danger and client center." (DIREM Promoting
Services Pvt Ltd., "Purchaser Loyalty & Petrol Retail in
India"). This recounts the entire story about the
extraordinary standard transformation occurring in the
promoting introduction of the Indian Petrol Selling
Industry.

"Showcasing" of petrol is the new actuality of today
however still doubtlessly what is unmistakable today is
proportionate to the tip of the ice sheet and a great
deal more is yet to come. Recently, due to all the
aforementioned changes in the environment, two
things have noticeably go to the front line and they are
making a ground for showcasing exercises to occur:
one is "competition" and an alternate is 'procedure’. It
could be accurately said that: 'competition drives

system' (Annoy A. 2002. "Promoting Strategy”. India.

Macmillan Business Books). In Indian petrol market,

both competition and methodology — are reason for

the 'promoting impact' and it appears sure that this

'‘promoting impact' will get solid with each one

passing day.

The vitality that showcasing is getting now is
unmistakable from the change in showcasing
exercises that are presently attempted by the
different players in this field, for instance - separated
from enhancing the circulation the companies are
seen concentrating on other segments of their
showcasing blend, for example - Advertising
furthermore deals advancement, Brand Management,

Differentiation, Segmentation, Targeting &
Positioning, Purchaser conduct & Customer
Relationship ~ Administration, = Constant  Value

expansion, Retail and so on. Marking - Differentiation
is a critical apparatus for marking, and is necessary
to make a personality of the brand (Trout J., Rivkin S.
2000. In "Separate or Die". India. East West Books)
at the same time since it was felt that marking will
never be needed for petrol, separation was clearly
out of inquiry since petrol was just an alternate
commodity and there are no brands for products.
However now the things have turned upside down.
Petrol Selling companies have included "Marking" in
their center advertising strategies. In July 2002,
Bharat Petroleum Corporation (BPCL), one of the
heading players in the Indian petroleum industry,
started premium grade petrol under the brand name,
'‘Speed'.

This was the first occurrence of an oil organization
starting marked fuel in the business. Before long, the
two other heading oil companies, Indian Oil
Corporation (IOC) and Hindustan Petroleum
Enterprise Ltd. (HPCL) additionally started their own
'new era' energizes. While 10C's marked petrol was
called 'Premium', HPCL called it 'Control'. I0OC and
HPCL additionally started marked diesel called
‘Diesel Super' and 'Turbo Plane' individually. In
December 2002, an alternate organization, IBP,
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started another brand of premium grade petrol "Josh"
and a premium evaluation fast diesel, 'Shakti'.

Quality included administrations — Since the
fundamental item of petrol venders is a "commodity",
which is undifferentiated. Companies are attempting to
pull in shoppers by changing over their "commodity
purchasing" into a "charming knowledge" and for that
numerous quality added administrations are constantly
used to expand the essential undifferentiated item and
these administrations are, no doubt advertised by the
companies as opposed to the primary item
(Chowdhary Nimit, Chowdhary Monika 2005. "Course
book of Showcasing of Services: The Indian
Experience" India. Macmillan). Marking, as well as
petrol selling companies are likewise taking a gander
at some different territories of advertising that might be
utilized within their strategies, for instance - "Hindustan
Petroleum Organization Limited" (HPCL) today
launches its new Retail Brand Club HP which
guarantees amazing customized Vehicle and Buyer
Care through a select set of outlets". Advertising and
bargains advancement - Advertising & Promotion of
petrol merchants, which were restricted to social
advertising (with the topic - "spare petrol") are likewise
getting a facelift. From social advertising to the
utilization of all conceivable systems to impact
shoppers' buy conduct furthermore disposition (Aaker
D., Batra R., Myers G. J. 1995. "Advertising
Management". India. PHI) is the new mantra in petrol
promoting. Superstars are presently signed for
underwriting petrol. Correspondingly, Yuvraj Singh an
alternate popular cricketer has likewise been signed by
Indian Oil Corporation along with performing artist
Vijay Raaj and the tennis impression of India, Sania
Mirza is working for HP. The crux is that promoting is
getting a vital role to play in petrol selling.

Shopper conduct and promoting examination -
Comprehending shopper conduct and purchaser
dependability was never so essential for petrol
venders in India, as it has gotten to be currently and
with that comes the necessity of showcasing
exploration. Since the petrol selling companies are
utilizing promoting despite any precedent to the
contrary, the domain of shopper examination is new
and consequently a ton of exploratory examination is
needed for picking up knowledge into purchaser
conduct and making customer devotion (Luck David J.,
Rubin Ronald S. "Advertising Research”. 1994. India.
PHI). With the going out having gotten extreme, the
more astute players have gotten on right on time that
the most ideal approach to work together is to bolt
clients into a propensity they can't break. Devotion
projects are "in" with each of the enormous players
charming wallet offers with steadfastness card
programs.

Retailing - The petroleum and common gas division is
situated to erupt as retailing of transportation
energizes like diesel and petrol will see wonderful
movement. Essar Oil arrangements to set up
additional than one outlet a day; Reliance Industries is

Asset in To Excessive Participation Brands

arranging an eliminated move of 1,500 retail outlets
from February. Over 1,000 new petrol pumps are liable
to spring up in the following 12 months. Essar Oil,
Reliance Industries, Mncs (read Royal/dutch Shell)
and open division outfits like Indian Oil Corporation,
Bharat Petroleum Organization, Hindustan Petroleum
Corporation, Oil and Natural Gas Corporation and IBP
will be setting up these outlets.

CONCLUSION

We've directed an in-profundity dissection of the Indian
Petrol market, particularly retail showcase — with
reference to a government approach and changes
made in it throughout the years; the past and present
utilization and creation example of petrol in India and
the amount of import of petrol furthermore its impact
on offset of installment position of India.

The object is additionally to comprehend the present
changes which are occurring in the Indian Petrol
Business and the effect of these progressions on the
advertising strategies of the companies, and to
discover a path advance by taking Indian Oil
Corporation as a base. The study points at an
extensive examination of Indian Oil Corporation's
showcasing strategies and at discriminatingly breaking
down the fithess of the strategies in the present
situation and additionally the long haul suitability of its
strategies.

The study additionally intends to follow the patterns in
the petroleum showcasing in Indian connection, i.e., to
comprehend the changing flow of advertising in the
Indian petroleum industry, taking an instance of Indian
Oil Corporation. The above examination is simply a
preview of the sizzle that the petrol selling industry is
experiencing, it is this critical change in the situation of
petrol selling in India, which has pulled in a great deal
of consideration of the media everywhere throughout
the world. No one recognizes what's to come sees
however one thing is for indeed that promoting in
petrol selling industry is here to stay.
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