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 I

摘  要 

2007 年成品油零售市场对外放开，BP、壳牌、埃克森美孚等石油巨头已进

入我国成品油零售市场, 各成品油销售企业为了占领市场、扩销增效，加快了终

端销售网络建设的步伐，加油站数量增加很快，可还没有从根本上改变加油站服

务单一的情况。在成品油进入微利时代、加油站竞争日趋激烈的今天，各大成品

油销售企业的经营者认识到了并且已经着手在所属加油站增设非油品服务。2010

年 2 月，商务部发布关于促进加油站非油品业务发展的指导意见，要 求“十二

五”期间，各地要因地制宜，利用加油站网点布局优势、地理位置优势、企业品

牌优势和客户资源优势，积极发展非油品业务，逐步形成功能完备、服务配套、

具有较强竞争力和品牌价值的营销网络，为拓展综合性经营服务提供支撑，这标

志着我国加油站正式进入多元竞争时代，以便利店为主的非油品业务将迎来发展

的崭新起点和全新机遇。 

目前国内加油站便利店业务光明的前景与目前不乐观的曲折现状形成了对

比。一方面便利店业务发展虽然质量不高，但发展空间很大。另一方面受居民生

活消费习惯和消费水平的影响和经营环境、管理水平等因素制约，国内目前在处

在“提供油品服务的加油站”向“有油品业务的便利店”过渡阶段，加油站便利

店非油业务发展壮大仍要有段较长的过程，在中国虽然加油站便利店非油业务还

缺少足够的利润,但实际上加油站便利店将越来越快成为各成品油销售企业有效

盈利模式。本文站在石油销售企业 SES 公司的角度，从福建省具体的区域特点出

发，在综合考虑公司情况、宏观环境、微观环境及内部环境的基础上对其市场细

分和定位进行了分析，并从 4C 的角度针对 SES 公司当前的便利店业务情况进行

营销策略研究，结合实际提出具体的措施和建议，期望通过本文的研究能对 SES

公司乃至各石油销售企业发展加油站便利店有所裨益。  

 

 

关键词：加油站；便利店；4C 营销策略 
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Abstract 

As is known to all, the retail market for refined oil product was opened to the 

outside world in 2007. Afterwards, World oil giants were successful in entering 

Chinese market, which are BP, Shell, and Exxon Mobil etc. The quantity of gas 

stations has a large increase in order to capture market, push up sales and increase the 

efficiency. Nevertheless, singleness for the service of gas station has not been changed 

radically. For refined oil product, the era of meager profit is coming. Meanwhile, the 

competition is becoming more and more fiercely for gas station. Operators in the 

major oil companies have identified that and started to add non-oil service in the gas 

station. In February of 2012, Commercial department published the guidance 

suggestion for the development of non-oil service of gas station, which required oil 

companies everywhere should take the most suitable actions according to local 

conditions, fully make use of the advantages of gas station in terms of network, 

location, brand and customer resources, actively develop non-oil service. Therefore, 

the marketing network can be formed step by step, which is with perfect function, 

self-contained complete service, strong competitiveness, and high brand value. As is 

shown above, Chinese gas station has formally entered the era of diverse competition 

and will confront the new starting point and challenges for the non-oil service of 

convenient store.  

Nowadays, the bright perspective of domestic convenient store is in strong 

contrast to the current pessimistic situation. On the one hand, although developing 

without high quality, the convenient store still has big development space. On the 

other hand, many factors influence and restrict the development for convenient store 

such as residents’ consumption habit, the level of residents’ consumption, business 

environment, and the level of management etc. Currently, for gas station, it’s in the 

transition stage when gas station provides non-oil service instead of oil service. There 

is a long way to go for the development of the non-oil service in gas station. While the 
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 III

profit for non-oil service is lacking, convenient store in gas station will become an 

effective profit model more and more quickly for refined oil companies. In the 

viewpoint of the oil sales company of SES, this essay comprehensively analyzes the 

market segment and position in consideration of the situation of company, 

macro-environment and micro-environment. At the same time, from the 4C angle, it 

makes a marketing strategy research about the current business of SES convenient 

store, and put forward specific and practical suggestions, anticipating all the research 

will be benefit for the SES, and even the whole oil companies. 

 

 

Key Words: gas station；convenient store；4C marketing strategy.
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