


people of all ages. There is even a Chevron Cars 
website that fosters an enjoyable and educational 
learning environment for children, parents, and 
educators alike. 

BRAND VALUES
Built on the core brand values of quality, reliabil-
ity, and cleanliness, Chevron is often viewed by 
consumers as having an engaging and likeable 
persona. The success of the Chevron Cars cam-
paign has played a role in establishing this valu-
able public image and helps keep Chevron number 
one in the hearts and minds of its customers.

More than 70 years ago, Socal adopted as its 
company symbol a three-bar chevron based on 
an ancient design motif identi�ed with rank and 
service. The symbol came to be so strongly 
linked to the company products and service sta-
tions that Chevron became the corporate name in 
1984. Even before the introduction of the 
Chevron logo, the company’s products — such as 
Red Crown gasoline and Zerolene motor oil — 
were brands synonymous in the public mind with 
quality, value, and service. Those same attributes 
are more than just a representation of the organi-
zation; they are a promise to customers.

Moreover, a strong brand cannot exist without 
a strong employee culture. The behavior and 
actions of Chevron’s people help mold what the 
brand has been and what it will become. Take, for 
instance, Chevron’s group of highly trained tanker 
truck drivers. Every day around the world, thou-
sands of fuel deliveries are made to Chevron sta-
tions. And for Chevron Master Drivers — a 
Chevron tanker driver who has 20 years of experi-
ence without an incident, accident, spill, or ticket 
of any kind — what they consider routine perfor-
mance has helped personify Chevron’s goal of 
safe operations. Every where they go, Chevron 
drivers carry the company logo. They play a criti-
cal role in representing the Chevron brand on the 
roads where customers drive.

Corporation, which was derived from the  
chevron-shaped logo that Socal had been using 
on products for decades and under which it oper-
ated in many U.S. locations. The change re�ected 
the brand’s powerful association in the public’s 
mind with quality, value, and service. 

In the years ahead, as petroleum companies 
engaged increasingly in megaprojects, they 
became more prone to seek partners to share 
capital and risk. In 2001, Chevron Corporation 
and Texaco Inc., two long-standing partners, 
agreed to a historic merger that created today’s 
Chevron Corporation. 

THE PRODUCT
Chevron’s quality products are designed to keep 
vehicles running efficiently 
and include Chevron with 
Techron® gasoline and 
Chevron diesel fuels, plus 
coolants, transmission �uids, 
and a full range of lubricants 
for passenger cars and diesels.

Since 1973 all three major 
U.S. auto manufacturers have 
used Chevron gasolines to 
help their new engines pass 
the U.S. Environmental Pro-
tection Agency’s tough 50,000- 
and 100,000-mile emissions 
system durability tests. With 
the introduction of Techron® in 1995, Chevron 
gasolines continue to offer great engine perfor-
mance with the lowest possible deposit-related 
engine emissions.

RECENT DEVELOPMENTS
After analyzing retail data of all fuel brands, the 
Lundberg Letter consistently ranks Chevron as 
the king of brand value. The Oil Price Information 
Service (OPIS) ranks Chevron �rst in brand value 
out of more than 100 competitors. 

In 2008 Chevron launched a TV, radio, print, 
and Internet campaign focused on getting the 
most from your Chevron with Techron®. Starring 
the Chevron Cars, the campaign highlighted 10 
simple energy conservation tips, like combining 
multiple errand runs into one trip and avoiding 
abrupt, jackrabbit starts and stops.

PROMOTION
For much of its history, the company’s advertis-
ing focus was on the superior quality of 
Chevron’s product line, whether the medium was 
print, billboards, or television. In recent decades, 
this approach has combined with corporate 
advertising that focuses on the company’s values. 
One memorable U.S. corporate campaign, 
launched in 1985, was titled “People Do” and fea-
tured the company’s efforts to protect the envi-
ronment near its facilities. From arti�cial reefs in 
Florida to raptor perches in Wyoming to the pres-
ervation of butter�y habitats in Cali fornia, the 
16-year campaign became familiar to television 
viewers in the United States, accompanied by 

magazine advertisements.
In May 1995 Chevron 

launched one of its longest-
lasting, and most endearing, 
marketing promotions: the 
Chevron Cars. Quirky and  
playful, the appealing auto- 
mobiles talk about  the con-
cerns, hopes, and dreams of 
cars everywhere and subtly 
promote the company’s high-
quality products. 

From the original Sam Sedan, 
Tony Turbo, and Wendy Wagon 
to the latest model, Fuller Fire 

Truck — which shares with children and their 
families the importance of having a �re safety 
plan — the �eet of more than four dozen Chevron 
Cars provides fun and promotes education to 
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�  Chevron’s Techron® additive is so advanced 
in its cleaning ability that when the tech-
nology was originally introduced in the 
early 1980s, it already surpassed 1995 
EPA deposit control requirements, almost 
15 years before they came into effect.

�  Since 2001 Chevron has presented a 
special-edition toy car specifically cre-
ated to raise awareness about breast 
cancer and has donated all net proceeds 
from its sale to promote the early detec-
tion of breast cancer. Chevron has helped 
raise more than $1.65 million in the quest 
to promote breast cancer awareness.

�  Chevron Energy Solutions, a subsidiary of 
Chevron Corporation, uses advanced, 
energy-efficient solar and fuel cell solu-
tions to help public institutions like the 
U.S. Postal Service conserve power and 
save more than $4.2 million in energy 
costs each year.

THINGS YOU DIDN’T KNOW ABOUT
CHEVRON




