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This Orange Disc focuses on Gulf’s expanding promise. It’s a great pleasure to be part of the 
Gulf family during these exciting times. Rapid changes are taking place in technology, the 
environment and the market place. Gulf has accelerated its growth by expanding its markets and 
product portfolio, supported with innovative market offerings. 

2007 has been another pivotal year for Gulf Oil International. We have seen a further expansion 
of the Gulf group around the world as the Gulf brand continues to attract the interest of 
entrepreneurial oil and petroleum distributors. 

Gulf’s stakeholders have continued to invest heavily in order to realise their vision for the 
brand, and the Gulf Oil International Group was delighted to announce, on the 12th November, 
the successful acquisition of the Petromin brand in Saudi Arabia. Together with our joint venture 
partners, the Dabbagh Group, Gulf was selected from amongst many bidders as the preferred 
purchaser. This dramatic step propels the Gulf brand, together with the Petromin brand as 
market leaders in Saudi Arabia with 38% of the lubricants market. 
This development follows the 100% acquisition of all operations 
in Dubai to strengthen the Gulf brand’s position in the Middle East 
& Africa and the new plant built at the end of last year in Yantai 
Province, China. 

The inspirational opportunity of acquiring the Petromin brand 
does not come along every day, so when it presented itself, 
all the Gulf stakeholders made a huge effort and courageous 
decisions were made to achieve the goal. It is yet another dramatic 
demonstration of the power and strength of the Gulf brand. 
Following this success, Gulf is now concentrating on another 
possibility for a major acquisition in Europe. All opportunities 
to promote Gulf’s brand values, develop the brand, its market 
coverage and strength, are carefully examined as they occur. Added 
to this, there are immensely exciting marketing developments in 
the pipeline – including in Gulf’s motor sport program - that follow 
on from the success of the Gulf brand in Endurance racing in 2007. 
With new distributors joining the ranks of Gulf every month more 
and more parts of the world are being painted “Blue and Orange”, 
especially in Europe and Latin America.

Every week Gulf is approached with new requests from businesses eager to extend the Gulf 
brand and to build on its lifestyle status. 2007 has seen a signiÞ cant development in Service 
Stations and Lubricants licensees, Gulf products were introduced in Brazil, Croatia, Czech 
Republic, Ireland, Malta, Slovakia, Slovenia and Venezuela, with other countries due to join the 
Gulf family soon.  

While introducing Gulf products in new markets we need to keep in mind that today’s world 
is dominated by technology and knowledge. Technology, leadership and effective knowledge 
management are becoming more and more important for sustained growth. In order to meet 
fast changing market requirements, the Global Technology Group of Gulf has undertaken the 
revision of the Global Product Portfolio and expanded OEM approvals/endorsements, having 
considered the valuable input received from all our business associates during the 2004 and 
2006 conventions.

2008 is, therefore, certain to be another important year for Gulf and all whose businesses 
revolve around the brand and I would like to take this opportunity to wish everyone a healthy, 
peaceful and prosperous New Year.

Alain Dujean
Gulf Oil International (UK) Ltd.
Vice President 
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Gulf’s presence at Europe’s 
largest automotive trade 
show in 2007, Equip Auto, 
was once again amongst 
the most eye-catching of 
any of the oil companies 
who exhibited. The Paris 
expo saw French and 
Belgian distributors, Caroil 
SA playing host to a number 
of Gulf guests from around 
Europe and, in general, it 
proved to be very busy for 
Gulf throughout the show. 
The front of the stand was 
impressive enough, as can be seen from the picture, but the rear of the stand was 
equally notable, with a pictorial history of Gulf’s international motorsport success.

For further details contact Michel Majot: majotmichel@skynet.be

             FRANCE/BELGIUM

GULF SHINES AGAIN AT EQUIP AUTO

At the end of October, Oil Trading 
Poland (OTP) organised its fi rst annual 
distributor day, or D-Day as it was 
known locally.

On Friday October 26th, Gulf 
distributors from all over Poland 
and their partners were invited to 
a reception at the Novotel Hotel in 
Szcecin, near OTP’s head offi ce. The 
next morning everyone was transported 
by bus to the port of Swinousjie where 
they embarked on the Ms. Polonia for a 
24-hour Baltic Sea cruise.

The formal part of the distributor day, 
took place after lunch and included 

presentations from Paul Stannard (Gulf 
Oil International), Robert Kruijff (Gulf 
Oil Netherlands) and Rene de Reus 
and Rob van den Bosch (Oil Trading 
Poland). During the formal of D-Day a 
special program was also organised for 
distributors’ partners.

The goal of D-Day was to stimulate 
awareness that, by joining the Gulf 
family, the distributors in Poland 
had become part of a professional 
team working with an iconic, globally 
recognised and rapidly expanding 
brand. 

After the presentations, Rene de 
Reus introduced the “Hakuna Matata” 
distributor incentive scheme to win a 
Kenyan safari. Sales targets were set 
for all individual distributors for the 
coming 5 months. Every distributor 
that reaches their target can win the 
incentive.

D-Day was a considered a great 
success by everyone involved. For 
further info please contact Rene de 
Reus: rene@oiltrading.pl 

Gulf Oil Corporation Ltd held its Annual Distributor Meet 
for 2006/7 in a number of locations across India, with a 
multitude of prizes being handed out to the best performers.

Our picture shows particpants at the Western Region 
Distributor Conference, which was held Mount Abu, a Hill 
Station in Rajasthan

More information from Bijoy Paul: 
bpaul@gulfoil.co.in

The Chief Executive of Gulf’s UK fuel distributor, Bayford 
and Co, took on a amazing challenge recently which called 
on him to demonstrate Gulf’s core values of Courage, 
Inspiration and Endurance as he drove his 1907 Itala on 
the fearsome Peking to Paris Rally. The event marked the 
Centenary of the fi rst such Rally. 

Jonathan Turner began his 12,000 mile adventure in May 
in Beijing, travelling across China and through the Gobi 
desert for eight days, before crossing Outer Mongolia and 
the Asian Steppes.  The gruelling event then continued 
through Siberia and Eastern Russia, before entering 
Moscow and moving into the Baltic States and Poland. It 
fi nished with a parade in Paris at the end of June.

Turner and co-pilot Adam Hartley suffered total engine 
failure early on, but instead of retiring , the pair bought an 
old Volga car from a local scrap metal dealer and, by putting 
the engine and gearbox into the Itala were able to make 
the fi nish. 

Turner said: “This expedition was never going to be easy. 
As ever, determination and perseverance were the keys to 
success.”  An inspiration for any Gulf business, as will be 
seen in 2008, in a multi-part documentary, when the story of 
the rally is aired on TV channels around the world.

More information from Adam Walsh: awalsh@bayford.co.uk
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Jonathan Turner seen ready for the start in his 1907 Itala

            UNITED KINGDOM

TURNER’S INSPIRATIONAL 
PARIS-PEKING RALLY

          INDIA

TOP INDIAN DISTRIBUTORS 
REWARDED

f th i t b t th f th t d
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D-DAY: FIRST GULF 
DISTRIBUTOR DAY IN POLAND!
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         SRI LANKA

GOMEL SIGNS HISTORIC AGREEMENT IN SRI LANKA
Another signiÞSteinkamp. “We have high expectations of our joint marketing activities which we are conÞ dent 

will further boost the 
Gulf brand – introducing it into a whole new element where 
orange meets crystal blue water.” 

More information on 

www.gulfoil.se and www.ryds.se or 
contact Martin Steinkamp: martin.steinkamp@gulfoil.se

GULF HEADS FOR FRESH WATERS IN SCANDINAVIA
         SWEDEN
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Gulf Oil Argentina recently celebrated 
the appointment of a new distributor in 
Paraguay with a twin business event in 
Paraguay’s capital Asuncion. Electrodiesel, 
their new distributors, were exhibiting at the 
Automobile Supply Expo in the city as is 
illustrated. Also pictured is one of the Gulf 
liveried vans that Electrodiesel are now 
operating.

Gulf Oil Argentina 
also used the 
opportunity to stage 
a sales convention 
in conjunction with 
Electrodiesel. Both 
events proved very 
effective for Gulf 
and we wish all 
concerned every 

success in the future. 
Further details from Pablo Carballo: 

pcarballo@gulfoil.com.ar

         PARAGUAY

SALES CONVENTION & EXPO MARK LAUNCH FOR 
NEWEST GULF DISTRIBUTORS IN PARAGUAY
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“While major multinational oil companies leverage the size
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international oil performance speciÞ cations, such as API SM, 

CJ-4 and ACEA C3, E6 and E7. Some OEMs, notably those 

at the forefront of engine design and lubricant development, 

additionally issue formal approvals to branded oil products. 

Several years ago Gulf had few such approvals; now 

nearly all the more important ones have been obtained. For 

passenger car oils these approvals are primarily carried by 

the Gulf Formula and Gulf TEC Plus brands (see table 1).

Chart 1 shows clearly how these products have met 

with popular demand. There are now 8 synthetic motor 

oils under the Gulf Formula brand - a family of oils that 

has been introduced to cover the wide variety of different 

speciÞ cations and approvals, some of which are mutually 

exclusive, now required in the marketplace.

Six of these have already penetrated into the European 

market (see Chart 2) in just the past 18 months (note: two 

were only introduced in the past 4 months). These new 

products have made a signiÞ cant contribution to the overall 

volume growth for Gulf in these markets as well as replacing 

oils bought by customers who have upgraded from the 

previous products (notably Gulfpride GLV).

The same applies to semi-synthetic oils, where new Gulf 

TEC Plus, with its value-for-money offer of high performance 

speciÞ cations and OEM approvals, has already completely 

replaced the supply of Gulf GDI Extra and Gulfpride GTS 

in the European market; again with signiÞ cant increase in 

overall volume.

DIESEL-SPECIFIC LUBRICANTS

Diesel engine oils (DEOs) show similar trends (see Chart 

3, page 12). The very popular Gulf Superß eet LE and 

Superß eet Supreme, both premium performance products, 

each replete with updated OEM approvals, now dominate 

Gulf’s DEO business in Europe. A variant on one of these 

has been approved and even co-branded by Ashok Leyland 

in India, where it is marketed throughout their service 

network as well as directly by Gulf Oil. 

The newly launched and/or revamped super-high 

Continued on page12 >>

expansion of OEM approvals. 

“More than two years of dedicated effort, by our Global 

Technology Team – backed with the support of all our 

business associates – has resulted in the development 

and positioning of automotive lubricants in line with 

market requirements and product ranges of major global 

multinational oil companies. Today, we have products 

suitable not only for the latest vehicles meeting Euro IV/V 

and US 2007 emission norms, but also for the vehicles in 

Asia and Latin America, the regions that are catching up fast 

with developed regions - in respect of engine technology 

and emission requirements. We have over 300 products 

approved by the major Global OEMs like Daimler, Volvo, 

MAN, Scania, Mack, Cummins, Detroit Diesel, VW, BMW, 

GM, Ford, General Motors, MTU and ZF, among others, as 

well as industry bodies like API, JASO and NMMA. About 200 

approvals have been obtained during the last couple of years 

for our latest products. 

“Concurrently, we have also been strengthening our 

Research and Development facilities in order to support our 

future product development activities. “

As is clear therefore, the expansion and development 

process is ongoing. In no way can we rest on our laurels 

in this Þ ercely competitive 

business. It is evident, 

however, that it is already 

having an impact on the 

market. Some results 

highlighted here illustrate 

the recent success of 

Gulf lubricants and how 

the improved lubricants’ 

marketing propositions are 

already being successful in 

the marketplace.

PASSENGER CAR LUBRICANTS

Leading the expanded lubricants offer are the OEM-approved 

motor oils. Changes to engine design and vehicle servicing 

schedules have led OEMs to demand higher oil performance 

levels. These are, in general, described in the latest 
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CHART 2. (right)
Gulf Formula 
G is the most 
successful of 
Gulf’s synthetic 
passenger car oils 
in Europe, but the 
newer products 
with their more 
specialised 
performance 
profiles are 
already proving 
popular as can be 
seen over three 
successive 
six-month periods

CHART 1. (below)
The penetration of 
the new synthetic 
Gulf Formula and 
semi-synthetic 
Gulf TEC products 
into the European 
Market
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GULF WEEKEND IN BRAZIL: 
A MAJOR SUCCESS 

São Paolo, the world’s third largest city was the venue for a 
landmark Gulf event, in early November. It was the setting 
for the fi rst Gulf Latin American convention and it further 
coincided with the fi nal round of the 2007 Le Mans 
Series (LMS).

Gulf delegates from throughout the 
region attended the two-day event – 
which encompassed a conference on 
the Friday and the Mil Milas LMS at the 
city’s Interlagos track on the Saturday. 
As well as the host nation affi liates 
of Brazil, attendees converged on 
São Paolo from Paraguay, Ecuador, 
Panama, Venezuela, Argentina, and 
Colombia.

Friday’s conference consisted of three parts. To 
commence with, Gulf’s Vice President International, Alain 
Dujean delivered a general update on Gulf worldwide. This 
was followed by a comprehensive review and update of 
Gulf’s complete lubricant product offer delivered by Gulf 
Oil’s Vice President, Operations, Dr. Richard Pinchin. The 
conference was rounded off by Gulf Oil International Brand 
and Marketing Manager, Aakash Andrews who gave a 
“state -of-the-nation” presentation on Gulf marketing, both 
internationally and at local level. 

On Friday night, all of the delegates and various other 
Gulf guests were treated to a typical meal at one of Brazil’s 
famous Churrascaria (Brazilian Steakhouse) restaurants. 
The evening helped establish a true sense of regional 

camaraderie emerging over the course 
of the evening.

Saturday’s activities picked up very 
much where Friday’s had left off. Gulf 
guests at the Interlagos race track were 
treated to a full day of VIP hospitality. 
This was followed by a garage tour and 
a Driver’s perspective of both the Gulf-
Barazi Epsilon Zytek and the upcoming 
race itself given by Karim Ojjeh, Gulf’s 
driver ambassador.

The race itself gave all of the guests reason to celebrate 
and the Gulf party joined the throng in the pitlane at the 
end of the race to witness the Gulf drivers receiving their 
winners trophy at the post race victory podium. The party 
then returned to the conference hotel to celebrate the Gulf 
racing season fi nishing on a high note together. All in all, it 
was a fi tting end to what had proved to be a very successful 
weekend for the brand and seemingly the beginning of a 
new chapter in Gulf’s history  in Central and South America.

Further details from Aakash Andrews: aakash@gulfoilltd.com
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The Gulf Kremer Porsche 
Spyder - which Derek Bell 
drove at Le Mans in 1994 
– was one of more than 
80 Group C sports cars 
which assembled in a 
World-record gathering of 
such cars at Silverstone’s 
Classic festival in the 
summer.

OranGe   Disc

Round one of 
the 2007 
Gulf-sponsored 
Dirt Track National 
Championship in 
Bhopal attracted a 
record entry of 165 
participants – 55 
of which were local entrants from Bhopal and Indore and the 
remaining were from different parts 
of India.

The event attracted signifi cant media interest, as Bhopal 
rapidly emerges as a popular venue for motorsport events 
and Gulf continues to be a respected name in the city.

Round two of the 2007 series took place in the city of 
Coimbatore in Tamil Nadu State, and once again attracted a 
healthy entry of 154 riders from all over India..

Finally from India, some 34 intrepid sportsmen took part in 
the 2007 Gulf Monsoon Scooter Rally. The event, which took 
place in Mumbai, was staged over 125 tough kilometres of 
road and dirt surfaces.

Mr. Ravi Chawla, newly appointed President of the Lubes 
division at Gulf Oil Corporation Ltd, fl agged off the starters, 
while Mr Nagre, Assistant Commissioner of Police, handed 
out the winners’ trophies.

More information from Bijoy Paul: bpaul@gulfoil.co.in

         INDIA
A SPORTING EXTRAVAGANZA 
IN INDIA

         UNITED KINGDOM

Delta Akaryakit, Gulf’s Turkish licensee, 
joined forces with LB Racing to become 
the main sponsor of a two-car team in 
the classic six hour endurance event at 
Spa-Francorchamps in Belgium.

The invaluable sponsorship allowed 
LB Racing to enter two cars for the 
race – an MGB and an Austin Healey 
3000 - both resplendent in Gulf and 
Delta logos, and a four-strong driver 
line-up; team owner Mark Schmidt being 
joined by Bart Jan Deenik, Erwin Boon 
and Austin Healey expert Esper van 
Heeswijck.

The team did a splendid job of 
branding their pit garage with huge Gulf 
logos and lots of Gulf product on display.

Problems in qualifying saw the MGB 
starting at the back of the grid of more 
than 90 cars. The Austin Healey fared 
rather better, qualifying mid-grid.

Both cars made good starts, but then 
the Austin Healey started to experience 

problems losing 
signifi cant time, 
before it could 
rejoin the race.

The MGB 
enjoyed a 
storming run 
from 90th place 
up to 48th but 
even with 90 
minutes to go 
there were a 
few surprises in 
store. Third gear 

kept popping 
out under heavy breaking and then a 
cooling system plug came loose, forcing 
all the coolant out at high pressure and 
cracking a cylinder head. Amazingly the 
mechanics found a solution in just eight 
minutes - hammering a piece of metal 
into the hole where the plug was to seal 
it up again allowing it to make the fi nish.

With both cars completing the 
race, the Gulf team cracked open the 
champagne to celebrate.

More information from Kelvin Aldus: 
kaldus@deltapetrol.com

         TURKEY
GULF CLASSIC RACERS OVERCOME 
ADVERSITY TO CONQUER THE SPA 6 HOURS

         SAUDI ARABIA

GULF BRINGS LE MANS TO THE GULF! 
Gulf – through its Saudi Arabian distributors APSL – has pioneered major media 
coverage for this year’s Le Mans Series and Le Mans 24 Hours throughout Saudi 
Arabia and the Gulf states in order to create increased awareness of Gulf’s Motorsport 
programme.

Karim Ojjeh, whose family hails from Saudi-Arabia, has been the focal point of 
much of the coverage. He and the Gulf-sponsored Barazi-Epsilon Zytek team, for 
whom he drives, have offered not only an avenue through which local interest has 
been galvanised, but he has also been able to provide a personal insight into top level 
endurance racing, which has never before been available to followers of motorsport in 
the region. 

Through the Gulf initiative, viewers were able to follow much of this year’s Le Mans 
24 Hour race as it unfolded. APSL also did a superb job as Gulf entertained some of 
the area’s top motoring journalists at the race. This was rewarded with extensive press 
coverage, including a major feature in the Alaam Assayarat Magazine (translation: 
“Automotive World”), which is one of the highest circulation magazines in the Arab 
Region.

APSL participated in the Saudi International Motor Show end November, as they 
looked to gain further mileage from Gulf’s Motorsport programme and boost the 
brand’s presence further in the region.

For further details contact Sajid Saeed: sajidsaeed@apsl-ksa.com

Caroil SA, Gulf’s 
Belgian Lubricants 
distributor, has 
once again been 
very active and 
successful in 
promoting the Gulf 
brand through 
Motorsport 

activity in its area. Icepol Racing for whom Yves Lambert 
and Christian Lefort compete in the Le Mans Series with the 
Gulf-sponsored Ferrari 430 have complemented this with 
competing in the popular Belcar sports racing series. The 
beautiful Mosler – now in full Gulf livery – has proved one of 
the fastest cars in the ultra-competitive series, 
often taking the honours in its class.

David Zollinger’s excellent season continues. The rising 
French racing star has been competitive in everything he has 
driven – from Porsche 911 GT cars, through to Lola historic 
racers – but nowhere more so than in the French 2 Litre 
Sports Prototype series. Congratulations are now due to 
David as he was recently crowned 2007 Champion in the 
Gulf-liveried Norma. 

For more details contact Michel Majot: majotmichel@skynet.be

    FRANCE/BELGIUM



2007: HARD WORK ULTIMATELY 
Gulf’s 2007 season came to a successful climax as the Le 

Mans Series visited South America for its Þ nale. In what 

has been a dramatic season, Gulf has again found success 

both on and off the track. There have been some superb 

performances – and some heartache along the way as well. 

The Gulf sponsored Barazi-Epsilon Zytek 07S – driven 

by Karim Ojjeh, Michael Vergers and Juan Barazi has 

consistently been at the head of the LMP2 timesheets 

throughout the year – often proving so fast that it has headed 

the majority of the larger LMP1 cars as well.

The opening race in Monza – where the car was incredibly 

fast on its Þ rst appearance until bad luck struck – proved to 

be a foretaste of things to come for the Þ rst half of the season.  

At Valencia, Le Mans and Spa the car ran at the front of the 

LMP2 Þ eld for long periods and looked odds-on for podium 

positions until misfortune intervened. These races only 

resulted in a one point scoring Þ nish. In results terms, it was a 

case of “so near and yet so far”.

The season really turned around, however, at the 
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Nürburgring when, at long last, the drivers of the number 32 

blue and orange machine mounted the victory podium with a 

hard fought second place – which might, with a few more laps, 

even have been a category Þ rst. 

Ultimately, at Silverstone in September - the scene of the last 

Gulf Le Mans Series LMP2 category victory - it all came right 

(main pic). In front of more than Þ fty Gulf guests from Bayford 

and Co. and other Gulf afÞ liates from Europe and Asia – the 

largest number of the year -  the enormous amount of hard 

work and dedication of everyone in the Barazi-Epsilon team 

was rewarded with a Þ ne and very popular LMP2 victory. 

This race win pushed the Gulf-sponsored team back in 

contention for a series award at the Þ nal race in Brazil where 

again the team and drivers delivered another excellent 

performance. 

For Brazil, GOI arranged that Gulf afÞ liates from all over 

South and Central America were able to use the LMS Þ nale 

as part of the 2007 Latin American Convention. More than 

forty Gulf personnel and guests from the region were at the 

2007: HARD WORK ULTIMATELY 
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Þ rst hand and they were rewarded with extensive coverage, 

including an article in Al Arabia – one of the top newspapers in 

the region.

The further upsurge in interest in Gulf’s Motorsport programme 

has been reß ected by a correspondingly large increase of 

activity by Gulf licensee, Dakota. The number of outlets selling 

Gulf merchandise at Le Mans and LMS increased four or Þ ve 

fold, with queues reported at some of the Le Mans shops and a 

large upturn in sales as Gulf continues to grow as a “cool” brand 

amongst motorsport enthusiasts and youth.

2007 may well prove to be a pivotal year in Gulf’s ongoing 

motorsport programme and plans for 2008 are already at an 

advanced state. 

Next year marks a landmark occasion for Gulf as it 

celebrates the 40th anniversary of its Þ rst Le Mans 24 Hours 

victory. The race itself, however, will only be one event in a 

season long celebration of the Þ rst victory for the Gulf brand at 

“The Great Race” and it seems certain that, however exciting 

2007 was, it might be but a foretaste of things to come…

OranGe   Disc
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Interlagos track to cheer on the pretty blue and orange Gulf 

Zytek, which ran almost faultlessly over the nine hour/1000 

mile race, Þ nishing in the top Þ ve and winning its category by a 

considerable margin to secure 3rd place in LMP2 for 2007.

2007 has seen another step forward in the take-up of Gulf’s 

Motorsport programme by afÞ liates worldwide. In addition to the 

excellent use of the UK and Brazilian rounds by Gulf, another 

highlight was undoubtedly the Le Mans 24 Hours itself. 

The legendary French race saw Gulf afÞ liates and their 

guests converging on the Circuit des 24 Heures from as far 

aÞ eld as Japan and Finland. There, US-Parts Finn-AM – Gulf’s 

Finnish distributor, had used Le Mans as the grand prize for 

customer competitions. 

Saudi Arabia also made superb use of the race. Gulf was 

responsible for pioneering extensive TV coverage of Le Mans 

in the kingdom, using Karim Ojjeh - the Þ rst top-line driver from 

the area - as the focal point of the coverage. 

APSL – Gulf’s distributors in Saudi also brought over some 

of the country’s top motoring journalists to experience the race 

INTERLAGOSINTERLAGOS

REWARDED WITH SUCCESS



For 2008 Gulf Oil 
International is embarking 

on an historic new 
partnership with a factory 

race team at Le Mans

This new and exciting 
chapter of Gulf’s motorsport 

history will be previewed 
in full in the next edition of 

Orange Disc

Gulf Oil 
will celebrate the 
40th Anniversary 
of its historic Þ rst 

Le Mans 24 Hours 
Victory in 2008


