
racing interests and provide training ground for 
upcoming drivers. 

In the continuous endeavor to deliver the 
brand promise, Oilibya launched the Oilibya card 
in 2010. This microchip based card gives the user 
peace of mind and convenience as they access 
the vast range of quality services and products 
available at Oilibya sites. 

HISTORY
Libya Oil Kenya Limited offi cially launched its 
retail outlet brand, ‘Oilibya’, in November 2007, 
having bought out ExxonMobil’s assets in Kenya 
in December 2006. 

The acceptance of the new brand by both 
customers and staff was challenging, but a series 
of brand internalization and training programmes 
were employed to overcome any hurdles 

culminating in the retail brand 
market share growing from 8% in 
2006 to 11% currently.

The lubricants brand launched 
in 2008 has been embraced by 
customers, fully replacing the 
ExxonMobil brands and now 
reporting unprecedented sales. In 
similar indication of international 
airlines’ confidence in the Oilibya 
brand, the aviation market share 
has grown from below 1% to 
14.32% in just over 3 years.

Today, as in the past, safety is 
the overriding priority at Oilibya, 
with strict policy governing safety, 
health and environment (SHE) 
aspects of its business. Safety is 
key to ensuring the wellbeing of 
employees, partners, customers 
and the public. 

THE PRODUCT
Oilibya’s business covers the 
sale and marketing of a range of 
quality lubricants; fuel to retail and 
commercial customers; as well as 
(Mpishi) LP gas, chemicals and 
special products. 

Fuel: Super, Regular, 
Kerosene and Diesel are available 
to individuals at service stations. 
Bulk sales are also available to 
commercial customers.

Lubricants: Oilibya offers 
a wide range of automotive, 
industrial and specialized 
application lubricants, flagship 

THE MARKET
Leading petroleum distribution and marketing 
company Libya Oil Kenya Limited – or ‘Oilibya’ 
as its brand is known - has a retail network of 64 
service stations located in major cities and towns 
of Kenya. Its core business covers the sale and 
marketing of a wide range of quality petroleum 
products, including PMS (Super), RMS (Regular), 
IK (Kerosene) and ADO (Diesel). 

Oilibya also offers a range of quality 
lubricants, key brands being the ‘Accel’ and 
‘Deomax’ brands targeted at motorists. Oilibya’s 
LPG offering – Mpishi in the 6, 13 and 40 kg 
packages - targets both domestic and industrial 
markets. An additional offering for consumers is 
Oilibya’s ‘MyShop’ branded convenience stores, 
superior food offering through partnership 
with strong International food brands, car care 
facilities and pharmacies at select 
retail outlets.

Oilibya has built the value of 
its brand by identifying consumer 
needs and providing the benefits 
customers want to reap by using 
its products and experiencing its 
service.

Oilibya commands an 11% 
market share in the petroleum 
industry in Kenya, proof of the 
brand’s longevity, customer loyalty 
and goodwill. The brand’s innovation 
and use of modern retailing trends 
has increased both vehicular and 
foot traffic to its service stations, 
providing additional income for the 
entrepreneurs running its sites while 
giving clients a one-stop service 
experience.

The brand is on a growth 
path that will continue into the 
medium term. In the long term, it 
is envisioned that the brand will 
be completely entrenched in the 
market and become top of mind 
in consumer awareness as more 
consumers become familiar with 
the high quality and convenience of 
Oilibya’s brand offerings.

ACHIEVEMENTS
Among Oilibya’s many achievements 
is the launch of its lubricants line in 
April 2008. These quality lubricants 
are blended locally at Oilibya’s ISO 
certifi ed plant in Mombasa. Oilibya’s 
Lube Oil Blending Plant has achieved 

the ISO9001:2008 certifi cation for its Quality 
Management System being the fi rst plant in the 
country to be awarded the prestigious award in 
clear demonstration of the brand’s pioneering spirit. 
The certifi cation affi rms the brand’s commitment 
to living its promise of continuous improvement 
guaranteeing customers continued enhancement 
of its products and services to meet, and exceed, 
their requirements.

September 2009 also saw the official launch 
of the Oilibya Racing Academy. In living the 
brand vision “To be Africa’s leading and most 
respected partner in shaping African energy and 
empowering Africa born prosperity” this academy 
aims at not only nurturing young racing talent, 
but also training and uplifting rally enthusiasts in 
Kenya. Its objective is to encourage and maintain 
high racing standards, create professional 

and the public. 
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products being the Accel and Deomax brands for 
motorists. 

Gas: Oilibya markets its Liquefied Petroleum 
Gas (LPG) under the brand name ‘MPISHI’, 
which provides customers with safe, clean and 
reliable LPG. Three pack sizes - 6kg, 13kg and 
40kg cylinders and accessories, are offered in 
answer to a variety of market demands. Bulk 
sales are also available.

Oilibya Card: This microchip based and 
PIN code protected innovative smart card is 
available in pre-paid and post-paid options. It 
offers customers convenience, safety, reliability 
and control as they access quality products and 
services countrywide. 

Added value: Oilibya’s value-adding 
products include strong food brands, quality 24 
hour convenience stores (‘MyShop’), car care 
facilities and chemists at select retail outlets. 
The brand has partnered with food experts to 
provide a back-court with a difference, offering 
high-quality, well known food brands. It has also 
partnered with major banks to provide ATMs at 
selected Oilibya service stations.

Select offerings: Other facilities available 
at selected retail outlets include ‘MyLube’, a 
modern service bay where motorists can have 
an oil change or even full motor vehicle service; 
‘MyTyre centre’, a modern facility that caters for 
repairs, sale of tyres and related accessories and 
‘MyWash’, which ensures customer’s cars are 
spotless.

Special innovations include MPESA services 
at select retail sites; PESATRANSACT which 
offers airtime in all denominations; and full auto 
care at Ngong Road service station in Nairobi.

Oilibya’s retail staff undergo continuous 
training to assure customers of a friendly and 
professional buying experience. 

RECENT DEVELOPMENTS
The 2009 launch of the Oilibya Racing Academy 
is a moment of pride for the brand. 

Another key milestone is the introduction of 
an African themed restaurant – ‘Qwetu’ which in 
Kiswahili means – ‘our place’. It was born out 
of a customer need for local food at unmatched 
quality and value for money. 

In 2010, Oilibya launched ‘The key to 

convenience’ - the Oilibya 
Card giving customers safe 
convenience countrywide. 

PROMOTION
Oilibya uses both above 
and below the line (BTL) 
advertising including media 
such as TV, radio, print, 
banners and billboards in its 
marketing strategy, which is 
geared towards highlighting the 
superior quality of the Oilibya 
brand and assuring customers 
of its high standards in service 
provision and products. 

Generally, in BTL 
advertising Oilibya uses short-term incentives 
aimed at its target markets; and direct 
communication in the form of direct mail. This 
has proved to be very effective in launches as 
it generates trials which result in repeat sales. 
Oilibya has run several successful campaigns 
such as “Kazi ingare na Deomax” targeting 
garage mechanics - key consumers of the Oilibya 
lubricants and “Swap & Go” aimed at educating 
customers on new regulations in the LPG industry. 
Oilibya runs Safety campaigns dubbed ‘Road tips 
with Oilibya” through local radio stations 

The brand’s marketing activity has given rise 
to the development and constant growth of the 
brand. Print advertising and bus branding have 
been the major message carriers, supplemented 
by promotional materials themed on Oilibya’s 
corporate values and policies, as well as the 
various products offerings. 

Golf and motorsports are the main promotional 
events, where Oilibya sponsors themed corporate 
golf days and interactive club nights. Oilibya 
sponsors drivers participating in the annual rally 
circuits and has also given support to build local 
talent in Motocross. 

BRAND VALUES 
Oilibya’s promise is to get customers to “Feel 
Africa’s Energy”, through:    

• Pursuing excellence: 
 The brand undertakes periodic analysis 

THINGS YOU DIDN’T KNOW ABOUT 
LIBYA OIL KENYA LIMITED

 It is a mature business dating back to 1951 
when the company was incorporated.

 A merger with Esso in 2000 created 
ExxonMobil and in 2006 ExxonMobil 
gave way to the dynamic Oilibya.

 The Oilibya Racing Academy, geared 
towards nurturing racing talent and 
training rally enthusiasts was launched in 
2009. 

 Oilibya has an African themed restaurant 
branded – ‘Qwetu’ 

 In 2010, Oilibya launched the Oilibya 
Card offering customers convenience, 
safety, reliability and control as they 
access Oilibya’s wide product offering.

of all operations to ensure excellence and 
consistently high standards

• Encourage collaboration: 
 Oilibya staff members engage global leaders 

in engine manufacture to ensure Oilibya’s 
products meet or exceed their demanding 
specifications. 

• Fostering innovation: 
 Oilibya encourages the use of the latest 

technological solutions in its operations. 
• Nurturing leadership: 
 Oilibya’s vision is to empower African 

born prosperity and it continually invests 
in its employees and partners to see this 
actualized.
Customer satisfaction is a distinct feature of 

Oilibya’s business. Backed by excellent technical 
service, the brand offers customers far more than 
good products. In a demanding industry, this close 
relationship between customer and supplier gives 
Oilibya a better understanding of its customer’s 
evolving needs and new opportunities.
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