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T he la tes t Convenience Store News T o p 1 0 0 r e p o r t 

f i n d s H o u s t o n - b a s e d B P N o r t h A m e r i c a a t N o . 6 

w i t h a t o t a l s t o r e c o u n t o f a p p r o x i m a t e l y 7 , 1 0 0 l o c a 

t i o n s . T h o s e o p e r a t e p r i m a r i l y u n d e r t h e ampm, 

A R C O , B P , B P C o n n e c t a n d B P S h o p b a n n e r s . 

O n e of t h e s e b a n n e r s is g e a r i n g u p f o r a n e x c i t i n g y e a r 

a h e a d , ampm h a s a s t r o n g p r e s e n c e d a t i n g b a c k t o 1 9 7 8 a l o n g 

s i d e A R C O - b r a n d e d f u e l l o c a t i o n s . T o d a y , t h e ampm n e t w o r k 

s p a n s f i ve w e s t e r n s t a t e s : A r i z o n a , C a l i f o r n i a , N e v a d a , O r e g o n 

a n d W a s h i n g t o n . 

A m a j o r i t y f r a n c h i s e o p e r a t i o n , ampm is n o t o n l y c o m i n g u p 

o n i ts 4 0 t h a n n i v e r s a r y , b u t it is a l s o e y e i n g i ts 1 ,000 th l o c a t i o n 

a l o n g i ts j o u r n e y to k i c k t h e d e f i n i t i o n o f " c o n v e n i e n c e " u p a 

n o t c h o n t h e n a t i o n ' s W e s t C o a s t . 
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TAKING IT TO THE NEXT LEVEL 
W i t h almost 40 years under its belt, ampm is taking 
steps to bring its offer to the next level. K n o w n as 
"Project M o j o , " the brand is i n the midst of ro l l ing 
out a program w i t h new in-store graphics, a new cof
fee program, and a new fresh food program. 

"We are dialing up the offer, making i t current and 
fresh, and aligned w i t h the trends we see around our 
consumer base," Donna Sanker, BP chief operating 
officer, explained to Convenience Store News during 
its visit to the brand's La Palma, Calif., headquarters 
to conduct this year's CSNews " A Day in the L i f e " o f 
a c-store retailer series. 

ampm is on a journey to significantly grow its busi
ness over the next five years, "so it's an exciting t ime , " 
she said, adding that BP and its franchisees are invest-

them across nearly 1,000 sites. 
The Project M o j o initiative has been the pinnacle 

of Orsbourn's tenure so far. The goal of the project is 
exactly what i t sounds like: maintain and enhance the 
mojo at ampm w i t h an updated store image and offers 
that consumers are demanding. 

For ampm, mojo means the inclusion of various 
things, such as a more robust coffee program, the r o l l 
out o f a proprietary fresh food program, and improve
ments to the overall store image. 

As part of Project M o j o , BP is introducing new 
interior graphics to its ampm stores. Interior graphics 
can create a w a r m , attractive and fun atmosphere, i f 
done right, and invite customers to "linger for longer 
for potential basket-building results," noted Orsbourn. 

As w i t h most c-store retailers w h o periodically 

Improvements to the overall store image are a key part of ampin's "Project Mojo." 

ing a lot o f money i n the business. "We've got some 
big things in the hopper to come." 

Near the top of the hopper is food. One difference 
between the convenience store scenes on the West Coast 
of the United States vs. the East Coast is the level o f 
foodservice, w i t h the West Coast lagging behind. The 
disparity may stem from the larger number of food 
options on the West Coast, whether it's fast-casual or 
quick-service restaurants, or even food trucks. 

"There is such a range of options for food because 
it is so heavily populated," Sanker said. "Regardless, 
many of the convenience retailers you see here are t ry
ing to advance and elevate their offers." 

RAMPING UP ITS MOJO 
As BP's director of convenience marketing for the 
ampm brand, Carl Orsbourn and his team are faced 
w i t h h o w to implement new programs and deploy 

refresh their dispensed beverage program, ampm 
knew i t was time to revitalize its offering. Entering 
into a new playing field for the brand w i t h the latest 
customer craze, the brand is introducing cold brew 
coffee and frozen coffee. The debut of both products 
w i l l help consumers recognize that they can get a good 
quality and differentiated beverage solution at ampm, 
Orsbourn explained. 

"ampm represents customization and variety. A t 
ampm, it's about the consumer being able to make 
their o w n beverage the way they want i t , " the director 
of convenience marketing said. 

I f Orsbourn had to choose which initiative of 
Project M o j o he is most excited about, i t w o u l d be 
the fresh food element because he f i rmly believes that 
foodservice — and all areas associated w i t h i t — is 
going to be an " important differentiator" for ampm. 

Fresh food, i n particular, has the ability to attract 
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new consumers, as wel l as draw out different missions 
f rom current consumers, he added. I f ampm gets fresh 
food r ight , i t w i l l bui ld further trust i n the brand and 
heighten consumer perceptions about "gas station 
f o o d " quality, he continued. 

"There is no better job than mine right now. It's 
a really exciting place to be one of the leaders of the 
brand's further aspirations for success," Orsbourn said. 

MISSION POSSIBLE 
Having a large footprint like ampm can prove daunt
ing, though. Implementing a new program or making 
a change across the network can be "a big ship to 
move," Sanker acknowledged. 

" I t is a gift and i t is a challenge. It's a gift because 
we have meaningful scale, but i t certainly makes it 
challenging to r o l l things o u t , " she said. 

Speed to market can be a challenge as we l l . "The 
w o r l d is changing so quickly. We keep a close watch 
on these changes, and keeping up is an area i n which 
we t ry to press ourselves all the t ime , " Sanker said. 

Challenging, yes, but not impossible. 
As one of the leaders of a well-established brand in 

the convenience and fuel retailing industry, Orsbourn 
is keenly aware that his role goes beyond that of a 
typical marketing director. He has made i t his personal 
mission to foster a culture of belief that what init ia l ly 
seems unachievable is indeed possible. 

" I f I can help people understand that one day we 
can have a higher transaction m i x of consumers com
ing i n to the store to purchase something i n addition 
to gas, then that w o u l d be tremendous," Orsbourn 
expressed to CSNews. 

He is faced w i t h several core challenges. A n impor
tant one is identifying and pr ior i t iz ing the exciting list 
of opportunities to grow and improve the ampm offer. 
Because the brand functions in a franchise environ
ment, how to engage and sell offer innovation across 
nearly 1,000 sites can likewise present a challenge. 

"Franchisees are bri l l iant entrepreneurs — they 
have great ideas and thoughts about what i t takes to 
drive their business forward and take i t to the next 
level. However, taking those ideas and applying them 
across a network of nearly 1,000 sites is challenging," 
Orsbourn explained. 

To overcome this challenge, ampm engages in fre
quent and open conversations w i t h its franchisees to 
hear what's on their minds and share exciting develop
ments being made w i t h i n the overall offer. Then, the 
team takes into consideration the demographics and 
consumer behaviors i n each region and works w i t h 

Another significant element of ampin's "Project Mojo" is the rollout 
of a proprietary fresh food program. 

franchisees to deliver achievable individual goals. 

PREPARING FOR THE FUTURE 
G r o w t h at ampm is occurring through its network and 
offer by ensuring ampm is a place that consumers can 
come visit to help manage their busy lives w i t h true 
convenience solutions. 

Orsbourn said the brand is focused on strategies for 
2018 and beyond. 

"We ask ourselves, 'What's an ampm in 2020 going 
to feel like and look like to our consumer? H o w can 
we aspire to something bigger, bolder and better than 
anyone else?'" he said, csw 
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