
don't get anything extraordinary, 
but we do have the basic staples at 
consistently good prices. We are es­
pecially competitive with our beer 
prices." The stores also sell money 
orders and feature ATMs. 

Store locations range from towns 
of 150 people to cities of 60,000, both 
on and off Interstate 70. Most have 
six to 10 pumps, with all stations of­
fering pay-at-the-pump capabilities. 

"We prefer larger towns simply 
because of the volume of business," 
says Jeff. "But we do have some 
smalJ towns where we've done 
very well because we are the only 
thing in town." 

Teclmological know-how 

A large part of Arens' success is 
its commitment to harnessing the 
power of technology. "Technologi­
cally, we are probably as devel­
oped as any company out there," 
says Arens. "All our stores are tied 
into a central computer pricebook. 
We download from our grocery 
wholesalers and vendors and send 
that out to the stores." 

Arens is particularly pleased 
with the company's affiliation with 
viaLink, a third-party pricebook ad­
ministrator that contracts with in­
dividual vendors and provides data 
to its customers. "The cost efficien­
cies and accuracy are amazing," 
says Arens. "They write the inter­
faces with the vendors so that what 
used to be an hour's worth of data 
entry for our pricebook person is 
now only five minutes." 

In 1993, Arens Oil became one 
of the first stores to implement 
product scanning. After seven 
years of scanning, however, the 
company recently "pulled the plug 
and is regrouping," having decided 
they needed better control over 
what was happening in the stores, 
says Arens. 

The primary problem, Arens ex­
plains, was personnel related. "The 

individuals in charge of scanning 
really didn't have passion for the 
project. And they lacked opera­
tional understanding. When you 
put those two variables together, 
problems arise." 

However, the experience was 
positive enough that the company 
plans to eventually implement 
scanning again. "This time, we 
will focus on how to build the 
pricebook and maintain a system 
that works with the register and 
can be flexible enough to move 
with operations," Arens says. 

Valuable associations 

SIGMA members since 1995, 
the Arens characterize such affilia­
tions as "a great value." "Associa­
tions keep you from growing stale, 
keep you abreast of new trends, 
and provide standards by which 
to measure your company," says 
Jeff Arens. The company also is a 
member of state marketing associa­
tions as well as the National Asso­
ciation of Convenience Stores and 
the National Convenience Stores 
Advisory Group. "One of the great 
things about our industry is that 

everyone is willing to share their 
successes and failures and not 
point a finger and laugh." 

Arens characterizes the com­
pany as currently "in a holding pat­
tern" when it comes to future ex­
pansion. "We are not looking to 
expand immediately but would if 
the right deal came along. We pre­
fer to pick existing sites, but we are 
not afraid to build from the ground 
up." The company has no plans to 
move outside central Missouri, al­
though they would consider loca­
tions adjacent to the company's 
present geographic area. 

"The next five to 10 years 
should be a wild ride for this in­
dustry," says Arens, who cites the 
biggest challenge as surviving the 
changes in fuel providers. "There 
is not enough refining capacity for 
the number of fuels out there," he 
adds. "We need to figure out how 
we can move to a more fungible 
grade of fuel and utilize the current 
refineries to capacity." _ 

Peggy Ann Brown, Ph.D., is an 
independent writerlresearcher 
in Alexandria, Virginia. 

In the early 1980s, Arens Oil renamed their stores The Kwik Stores. Although the 
company converted to Amoco Oil in 1997, it still has three Phillips 66 stations. 
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