
Texaco Deodorized High Test Gasoline in 1908
and Number Four Gasoline in 1909, followed two
years later by Texaco Auto Gasoline. As the auto-
mobile revolutionized society, sales soared and
the Texaco brand became ever more distinctive.
In 1928, Texaco became the U.S. industry’s first
truly national brand when it began marketing in
all 48 states. To support its retail network, the
company introduced a wide range of new and
improved products. Among the most successful
and enduring products was Havoline motor oil, to
which the company obtained the rights when it
acquired the Indian Refining Company in 1931. 

Over its century-long history, the Texaco brand
has benefited from strong advertising support, epit-
omized by the 1932 introduction of Texaco Fire
Chief Gasoline, promoted in radio broadcasts by
comedian Ed Wynn. That tradition continued with
the 1948 television debut of The Texaco Star
Theater, hosted by the medium’s first megastar,
Milton Berle. In 1962, Texaco introduced its
famous advertising campaign, “Trust your car to
the man who wears the star,” which derived its 20-
year success not only from its clever line, but more
importantly, from its tie to a core brand value of
trust. Internationally, “The Star of the Road” cam-
paign was successfully extended to the United
Kingdom, Nigeria, Barbados, Colombia, and oth-
ers, expanding Texaco’s local relevance in the
global markets where it operates. 

Recognizing the worldwide power of the
Texaco brand, the company became Texaco Inc.
in 1959. The new name suited the company,

THE MARKET

Over the past century, the energy industry has
been pivotal to the increased mobility and mod-
ernization of life around the world, growing in
tandem with the escalating popularity of the auto-
mobile. Today, the industry has multiple roles:
finding crude oil and natural gas with the help of
computers and satellites, manufacturing and
blending products to exact specifications, and
employing a modern, worldwide network of
tankers, pipelines, and trucks to distribute the
products to service stations and other end users.

Within this category, Texaco has built a 
century-long reputation as an icon of the automo-
tive landscape, and has become a truly global
brand. From the high-octane excitement of
Texaco/Havoline–sponsored NASCAR racing to
the simple assurance that there’s a service station
waiting for us down the road, the Shining Star of
Texaco continues to be a trusted symbol for
motorists and automotive experts who care about
maintaining their cars’ performance. 

ACHIEVEMENTS

As one of the three world-class brands owned by
Chevron Corporation — which is the second-
largest U.S.-based energy company and the fifth-
largest in the world — Texaco represents a full
range of quality petroleum products. Texaco has
been synonymous with enduring performance for

over 100 years, and has emerged as an influential
global brand with American heritage. Texaco gaso-
lines with Techron® are high quality, and in early
2007, Primedia (publishing house for magazines
such as Motor Trend, Automobile, and European

Car) announced Texaco as its official fuel of
choice. From fuels and lubricants to antifreeze and
services, Texaco-branded products can be found
nationwide at over 2,300 Texaco retail outlets and
Xpress Lube facilities, and internationally with
more than 6,000 Texaco service stations in Latin
America, West Africa, and Europe.

HISTORY

The news of a March 1901 gusher in Spindletop,
Texas, sent thousands of prospectors scurrying to
the region, including industry veteran Joseph
Stephen Cullinan, nicknamed “Buckskin Joe” for
his rough-hewn managerial style. Cullinan joined
with New York financier Arnold Schlaet to found
the Texas Fuel Company. By April 1902, the rap-
idly expanding organization adopted a new name:
the Texas Company (later, Texaco). The company’s
risk-taking spirit proved vital when it made its first
discovery in January 1903 in Sour Lake, Texas,
after gambling its future on the site’s drilling rights. 

Texaco’s founders established a marketing for-
mula that remains successful today: create a brand
that customers identify with and trust, advertise and
promote it strategically, and market products aggres-
sively in countries around the world. Before the end
of the decade, the Texas brand had emerged with its
distinctive logo, based on a five-point star. It soon
became one of the world’s most recognizable brand
icons to consumers in nearly 100 countries. 

Capitalizing on the growth of the automobile
industry, Texaco’s founders introduced a roster of
successful fuel oil products, beginning with
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