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Each year in the St. Louis area,

service stations displaying the

Shell pecten pump some 120

million gallons of gas. That gaso-

line is manufactured at Wood

River, but the process that moves

the product from the refinery to

the distribution facility, then to

the station and ultimately into

customers' tanks is a part of the

business seldom — if ever-

by those who make it. Just across

the Mississippi, however, only

a few miles away from WRMC,

our St. Louis distribution and

marketing partners are hard at

work, ensuring there is a strong

and growing demand for our

products and making sure that

demand is filled.
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THE ST. LOUIS PLANT
Continued from cover. . .

When gasoline destined for the St. Louis market leaves
Wood River, it travels in a southwesterly direction through a
six-inch pipe to a place on the Mississippi River just north of
downtown St. Louis. There the pipeline emerges from the
ground and continues across the river, suspended under-
neath a rai l road bridge. On the Missouri side, it goes
underground again for the short distance to the St. Louis
Plant, the distribution terminal for the St. Louis area.

About four months ago, Jack Bowman came to St. Louis
from the Chicago area as Plant Manager for the Mid-
America Complex, a trio of distribution terminals that in-
cludes the Cincinnati Plant and the Pekin Plant (in Peoria), in
addit ion to the St. Louis Plant. He explains that Cincinnati and
Pekin are distribution centers for asphalt produced at Wood
River. The St. Louis facility handles light oil products—gasoline
and diesel fuel. When these products come into the Plant, they
go into tanks for storage. "The tanks are like a bank," he says.
"The product they hold represents money for Shell."

number in Houston, then using the keypad to punch in the
type and quantity of product needed and where and when it
should be delivered. A computer processes the information
and automatically routes it to the appropriate distribution
plant, where the order prints out.

The St. Louis Plant also has responsibility for quality. After Shell
gas is manufactured, two things are necessary to assure the
product that reaches customers lives up to its advertising
promise. The first involves handling the product in a way to
prevent contamination by foreign substances, particularly wa-
ter. The second involves adding substances to the product.

A special additive formula 'customizes' Shell gasoline, distin-
guishing it from that of its competitors, and the terminal is where
the formula is introduced into the product. Precision is essential;
ingredients must be added in exactly the right proportions.
Bowman explains that Shell engineers continually refine and
improve the additive formula to give higher performance, so it
changes from year to year. "We just switched to a newformula,"
he says. "It's called NAP-95. Next year, it may be NAP-96."

Safety
Like all Shell employees, those who work in distribution are

highly conscious of safety, and Bowman is particularly proud of
the safety record compiled by the three
plants in the Mid-America Complex. Drivers
have gone for seven years without a PVA—
a preventable vehicular accident. Addi-
tionally, St. Louis hasn't had a lost time
injury (LTI) for seven years. Pekin has had
1 8 LTI-free years, and Cincinnati, 20.

As orders from stations come in, trucks are filled at the
loading rack, drawing from the tank reserve. "Here at the St.
Louis Plant," says Bowman, "our employees are very commit-
ted. We serve 86 area Shell stations, making over 1 ,000
deliveries a month. At about 9,500 gallons per delivery, that
adds up to an average of around 1 0 million gallons monthly.

That kind of volume keeps the Plant's eight drivers
busy. Tony Candies, Kevin Cusack, Ken
Grave, Doug Husemann,
Eric Kase, Roger
Overman,  Tom Schrage
and John Tucker collectively
drive 250,000  miles a year
to deliver orders, and Murray
Franzen, Delivery Supervisor,
makes sure that the entire de-
livery process works smoothly.
Other St. Louis Plant employ-
ees supporting the distribution
process include Plant Operators
Gerry Eberle, Rich Nibberich and
Marco Riddlespriger (a former
WRMC employee), along with
Margo Preston, who provides of-
fice support.

Customer-
Friendly
Ordering

Order ing is de-
signed to be as
easy as possible.
Serv ice  s ta t ion
owners may place
an order by simply
p i ck i ng  up the
phone, dial ing a

The viability of a manufacturing
facility dependson marketdemand—
and meeting that demand. The St.
Louis Plant provides an efficientcon-
duit between WRMC and Shell deal-
ers, thus ensuring the gasoline we
make is available to Snell custom-
ers at the pump. In addit ion,  they

supply gasoline to two other oil compa-
nies through exchange agreements.
The Cincinnati Plant has six exchange
agreements for asphalt, and the Pekin

Plant has three. By
keeping our prod-
ucts mov ing ,  the
Mid-America Com-
plex serves as a
vital link in the
marketing chain.
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Left to right: Jack
Bowman, Murray
Franzen and Margo
Preston.



MIDAMERICA MARKETING
The view from the window is

cars. Lots of cars, all streaming
east and west along Hwy. 40 in
Chesterfield, Mo. And it's a
good bet that a high percent-
age of those cars are humming
along on Shell gas. That's a
though t  that p leases
Terry Runnels.

The window is in Runnels'
office and, as District Manager
of Midamerica Marketing, he
has a special reason to be inter-
ested in the contents of gas
tanks. Midamerica Marketing,
he explains, has the responsi-
bility of getting more Shell gas
into more cars throughout the
M idamer i ca  Retail Distr ict ,
which includes St. Louis, Mo.; Indianapolis, Ind.; Louisville
and Lexington, Ky.; and Nashville, Tenn. "Ata  1 2% return,"
he hastens to add.
Within the Midamerica Retail District are 231 direct (Shell-

leased) stations. There are 86 stations in the St. Louis area
alone. Of these, says Runnels, "We run ten as contract stations,
and the rest are independently owned, or franchised."

Over 50% of stations have car washes, and 29 stations are
now ETD ('Experience The Difference') franchises, which offer
customers sparkling convenience stores, as well as Shell oil
products. "The franchise end of the market is growing," says
Runnels. Only last May, five area ETD grand openings were held
over two weekends.

tomer satisfaction. For stations
offer ing repair  service, the
'Auto Care' training program
is provided.

Shell On A RAMpage
When it looked— finally—as

if St. Louis would be successful
in gett ing a footbal l  team,
Midamerica Marketing saw a
golden opportunity. Snell has
long been a corporate sponsor
of the Nat ional  Football League

“t. Louis adver-
promotion to the

St. Louis Rams seemed a natu-
ral. As RAMania hit St. Louis,
Shell's identification with the
team could be seen all over the

area. NFL flags flew. Blue and yellow bunting was hung.
There were Rams pennants, decals, balloons and pom-
poms, and stations sold 23,000 miniature Rams/Shell foot-
balls. Some stations hosted Rams player and cheerleader
appearances and held prize giveaways, in addition to

(NFL), so tying St.
tising and prom

Midamerica Marketing’s Janet Debus and Terry Runnels.

To The Super Bowl' sweepstakes— the first sweepstakes to
use scratch-and-win playing pieces that are also Fleer
football cards.The ten grand prize winners in this largest-
ever Shell sports promotion will win a trip to the Super Bowl.

Continued on page 4---

Increased sales and brand loyalty are built not only by
producing top quality products, but also by extending quality
to customer experience. Given this fact, a large portion of
Midamerica Marketing's job involves helping dealers pro-
vide the kind of experience that makes customers want to
return. That means setting standards and providing training.

To assure customer convenience and reach the broadest
possible market, Shell Marketing requires dealers to be open
24 hrs. a day. To make the buying experience pleasant,
dealers must comply with Shell's image program, which
requires that stations be neat, clean and well-maintained.

an even more extensive set of standards.
Marketing conducts a school for all new dealers "to help

them get off on the right foot," says Midamerica Marketings'
Janet Debus, and ETD dealers go through a three-week, in-
house training program in Houston. Once they are in opera-
tion, continued support helps assure dealers will be success-
ful. According to Debus, dealers in training are immersed in
Shell's 'You Make The Difference' (YMTD, for short) customer
service philosophy, which focuses on skills to promote cus-



Continued from page 3...

To encourage dealers to make the Rams theme highly
visible, Marketing held an 'Ultimate Rams Station' compe-
tition. The winner was the Shell station at 2609 Dunn Road
in St. Louis, owned by Sharon and Paul Ronsick. A giant
football topped the station, and customers could pet a live
ram (the four-legged, wooly type).

'Your Home Town Oil Company'
Have you noticed the absence of dancing cars on your

tv screen? The animated cars featured in Snell's national
advertising campaign danced up a storm for several
months, but now they've left St. Louis. And WRMC is one
of the reasons. To the marketing folks at Midamerica
Marketing, the fact that Shell gasoline is manufactured
right here in the area presented a unique—and more
effective—-direction for advertising in the St. Louis market.
Thus the dancing cars have been
replaced by a new image of Shell as
'Your Home Town Oil Company.'

Runnels explains that the switch in
focus for advertising and promotion
was prompted by the Business Model
process. Midamerica Marketing and
WRMC shared Business Model experi-
ences and, as a result, have intensified
the focus on our strengths in the re-
gion. "Larry Selden, who worked with
Shell to implement the Business Model
concept, drove home the fact that you
have to look at every segment of the
business differently,"says Runnels.
"When we looked at our district, it was
apparent  that St. Louis wasn't carrying
its weight. Shell had a 1 3.5% market
share in St. Louis, compared to a 27.5%
share in Indianapolis." Sam Morasca,
Vice President Marketing for Shell Oil
Products, and Jack Gleeson, Manager
Midcontinent Region-Retail, issued a
challenge to boost market share
in St. Louis.

In marketing, a one-
approach-fits-all strat-
egy doesn't always
work .  "Wha t
works in In-
d i anapo l i s
may not nec-
essari ly work
here," says Run-
nels. "We recog-
nized that, here in St.
Louis, we havealotthat's
positive to talk about— and
the gasoline is refined so close.

We felt a more local theme, presenting Shell as a company
people can identify with, would have more appeal than
dancing cars. Our current campaign capitalizes on local
products, locally made." And, of course, the Rams. Debus,
who orchestrates Shell's promotions in the district, says the
promotional tie-in with the Rams fits perfectly with the
'home town' marketing theme for the St. Louis area.

Community Involvement
Shell's 'home town' image is also reinforced by heavy

involvement in the local community through support of other
sports teams, charities and community events. Before Christ-
mas, Shell teamed with the Rams and Coca-Cola to sponsor
the 'Toys for Tots' campaign. Shell is also a sponsor of the
Juvenile Diabetes campaign, the V.P. Fair, the Black Expo, the
St. Louis Ambush Soccer Team, the St. Louis Blues Hockey

Team's Rally Towel Nights, and the Blues'
charity golf tournament to raise money
for the March of Dimes.

Midamerica Marketing also spear-
headed Shell's current sponsorship of a
Habitat for Humanity house for a low-
income family in St. Louis as a joint
venture with WRMC, Shell Pipeline, and
the St. Louis Plant. "Habitat relies on
corporations for financing more than for
labor," says Debus. Nevertheless, since
September, every weekend has found
Shell people on the construction site. "But
we can always use more volunteers,"
says Debus. The house should be com-
pleted in February or March.

Growing Market Share
Twenty-eight people work in the

Midamerica Retail District, including
three Retail Managers and 1 0 Repre-
sentatives, and they share a single fo-
cus: to grow Shell's market share by
creating an ever-increasing demand

for the products manufactured
here at Wood River. The

strategy is working.  Since
the launch of the 'Home

Town Oil Company'
campaign,  sales

are up.
Qual i ty  prod-

ucts, ef f ic ient
distribution and

effective market-
ing— it's a surefire

formula for ensuring
that ever more of the

cars you see on the road are
driving on Shell.

1
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Ultimate Rams Station owners Sharon and
Paul Ronsick (with ram) .
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LOQISTICS SDWT
TRANSITION
TEAM IN STATE
COMPETITION
The Logistics SDWT Transition Team represented WRMC in the 1995
Illinois Team Excellence Award Competition.

Longden was followed by Ahart, who discussed some of the
radical changes involved in the transition. Under the plan,
Supervisors would be absorbed into the work force, and Operators
would assume many of their responsibilities. “We had to sell the
ideas,” he said, and the Team worked to create an “improved
environment” in which Operators would “be comfortable with
decision-making.” Also, changes “all had to take place while
keeping an eye on safety and environmental performance.”

Fralinger followed, discussing some of the problems encountered
in the transition and how they were resolved. “Problems began to
emerge shortly after we had taken the first steps on the journey to
self-direction,” he said. The Team decided to ask core Operators
(those who must share tools and responsibilities, but on opposing
shifts) to get together to share information and work out differ-
ences. Fralinger credited Human Resources for helping provide
many of the tools and skills needed to make the core Operator
workshops successful. As a result, Logistics achieved its goal of
self-direction while maintaining excellent performance: the best
asphalt season ever and an improved safety and reliability record.

Yeager wrapped up the formal presentation by reviewing results
and strategy for making change permanent. He noted that the
great challenge of the Team was to accomplish a self-directed
work mode after “75 years of command and control.” To be
successful, the Team realized old paradigms would have to be
broken, and “everyone would have to take full responsibility” for
performance. To accomplish this critical change, he said, “We
shifted to a climate of trust and openness.”

People have, for the most part, risen to the challenge. Since the
implementation of self-direction, the department has “reduced
costs and helped make the Complex many millions more profit-
able,” reported Yeager.

RECOGNITION BY CLT
While the Team lost out in the competition to Maytag, those at

WRMC familiar with the group’s work and results concur that
they are winners for the Complex. On Oct. 24, the team was
invited by Gayle Johnson to review their presentation for the
Complex Leadership Team.

Reflecting on the Team’s accomplishment, Johnson says, “I
think this team really exemplifies the work environment we are
creating here at WRMC. In the simplest of terms, our objective
is to completely evolve to a high-trust organization where every
employee has an opportunity to fully realize his or her abilities.
This simple strategy will be the key enabler that will make
WRMC a net income leader in the tough refining business.” 0

On Sept. 20, the Logistics Self-Directed Work Team (SDWT)
Transition Team traveled to the Illinois Wesleyan University
campus in Bloomington to participate in the 1995 Illinois Team
Excellence Award regional competition. The Team was selected
by WRMC Manager Gayle Johnson to represent the Complex
in this year’s competition, which is sponsored annually by the
Illinois Manufacturers’ Association. A total of nine teams from
around the state competed.

TEAMWORK
The Team is comprised of 10 members from Logistics: Jerome

Ahart, Tom Fralinger, Al Funk, Scott Jenkins, Clarence Kelly,
Terry Longden, Brad Reilson, Roosevelt (Rosey) Shelton, Mike
Tomlanovich and Karl Yeager.

All members were involved in the 15-minute presentation.
Yeager, Longden, Fralinger and Ahart were the presenters, and
Shelton, the moderator. Reilson was the audio/visual technician.
Funk, Jenkins, Kelly and Tomlanovich handled the question/
answer portion of the program.

How did it go? “Very quickly,” says Tom Fralinger. “Having
to describe the Team’s objectives, its work and the results within
the 15-minute format presented a real challenge. We had to
work together to make sure we covered everything without
being redundant.”

THE MOVE TO SELF-DIRECTION
Each competing team had to describe how they had achieved a

goal or resolved a problem. The SDWT Transition Team focused
on how they had successfully implemented self-direction in
Logistics.

Longden, the first presenter, described the formation of the
Team in Nov., 1993, and its mix of seven Operators and three
staff persons, including the Logistics Manager. He also outlined
the challenges involved and the overall approach taken in
achieving their goal of eliminating first line Supervisors by Feb. 1,
1994- “We had many layers of supervisors,” he told the judges,
“and an organizational style not very conducive to self-direction.
We turned to Human Resources for help in learning the basic
principles of self-direction, teambuilding and breaking down
the barriers.”



Propane Business
Appreciates
Customers

Oct. 25 was Propane Customer Appre-
ciation Day—a day for demonstrating how
much we value our Propane customers. The
event was the culmination of a long effort to
improve service in Propane.

Performing And Looking Great
For several years, ongoing problems with

the automated propane rack were a source of frustration for drivers.
Finally, under the leadership of Judy Bautsch, OP SET in Propane, and
Dave Lewis, Engineering-Control Systems, WRMC determined to fix
what was wrong.

As a first step, they called a meeting with drivers to gain a better
understanding of the problems, then they went to work. In June, they
regrouped with the drivers to ask, "How are we doing?" Based on
drivers' feedback, the propane rack shut down for several days of
further work in August. After work was completed, the Operators
took over, sprucing up the area to make it more attractive.

After all the improvements, which had caused some inconve-
niences for customers, Market ing and Sales in Houston came up
with the idea of a Customer Appreciation Day and offered to pay
for it. Andy Ronald, Manager  Nat ional  Accounts and Rail Sales,
says, "We had wanted to bring about a level of service at the rack
that would make us the supplier of choice. By then, our perfor-
mance problems were solved, and we presented a sharp, profes-
sional image. We thought it was time to take the next step and
show customers our appreciation."

Propane stages an all-clay cook-a-thon.

“...we presented a sharp , professional image .”

Feeding The Masses
Judy Bautsch coordinated the event at Propane East. "It was a

lot of work," she says. "We aren't set up for cooking and needed
grills, tents— everything. I had never done this kind of thing before,
but we pulled it off with help from Carol McConnell,  Gail Smay,
Linda Snyder and a lot of others."

In addit ion to drivers and customers, all WRMC and rai l road
people associated with Propane were invited. "We wanted it to be a
chance for everyone to meet Wood River people involved with the
business," say Bautsch. "Anyone who touches Propane was invited."

Ronald and Jack Vaughn, Manager Propane Wholesale Sales,
transformed into chefs-for-a-day, cooking breakfast and dinner
for more than 200 people— bacon, eggs, hand-cut potatoes,
Texas beans, steaks, Italian sausage and hamburgers. Bautsch
recalls, "There was a van load of people here at 5:15 in the
morning! We just hurried to get set up and started cooking."

Ronald, who claims he "slept very well" that night, certifies the
event as a great success and is looking forward to holding a similar
event in 1 996. # Nothing says “thanks” like good food.



When You Can’t Come
In From The Cold

Winter is here, and it’s not always possible to spend days
and evenings toasting in front of a cheery fire with a
steaming cup of hot chocolate (my personal favorite for
combatting sub-freezing temperatures). Going to
work or just stepping outside for firewood,
there are times when exposure to the
cold is simply unavoidable. Or maybe
you’re a snow bunny...one of the
legions of skiers, skaters and sledders
who go into a state of rapture at the
first snowflake.

But whether choice or necessity
takes you into the great—and cold—
outdoors, you need to be aware of the
dangers and protect yourself against such winter-
time risks as frostbite, hypothermia and
snow-shoveling injuries.

Staying Warm (Enough)
Indoors or out, when Jack Frost comes calling, you’ll

stay warmer if you wear several layers of clothing. The
layers trap air, which provides insulation and helps
prevent escape of body heat. If you’re going to be
outside, avoid alcohol intake, which inhibits the body’s
ability to combat the cold and causes body temperature
to drop more quickly. Mild hypothermia occurs when
body temperature drops to between 95° and 90".
Anything below 90" is life-threatening.

The elderly are particularly susceptible to the effects
of cold, so check on older neighbors and relatives when
the temperature plummets. Encourage them to turn up
their thermostats and dress with extra clothing, and
make sure they have enough blankets on their beds.

Heeding The Danger Signals
Symptoms such as shivering, numbness, drowsiness,

muscle weakness and slurred speech are all warning
signals of hypothermia, telling you to come in and get
warm. Remove all wet clothes immediately and warm
up by wrapping yourself in blankets or extra clothing. If
symptoms are severe and body temperature has dropped
to the levels above, seek medical attention.

Frostbite symptoms appear when prolonged exposure
to cold causes ice crystals to form in the fluid of skin
tissue cells. Pain and red skin are the first indications.
As frostbite advances, the skins pales, appears waxy,

and feels very cold and numb. Ultimately, the pain
disappears, and blisters may form. Cover the frozen part
with extra clothing or blankets, get indoors as soon as
possible, then warm the frostbitten area rapidly using

warm (NOT hot) water. Do NOT
use heat lamps, hot water

bottles or heating pads, do
NOT place the affected area
near a hot stove or radiator,
and do NOT break blisters.

When feeling returns, stop
the warming process and get

medical attention.

Avoiding Falls
Snow and ice on walkways are “accidents waiting to

happen” and should be cleared as soon as possible. Be
prepared. Before nasty weather hits, stock up on salt or
cinders, which help the melting process along. To give
yourself extra traction, wear cleared shoes, such as
golf shoes.

Getting Rid Of The White Stuff Safely
Prior to any strenuous activity (and shoveling snow

certainly qualifies), you need to warm up with stretch-
ing exercises. Stretch out again when you’re finished.
Doing so will help avoid injury during the activity and
sore muscles afterward.

Scatter salt before you shovel to avoid slipping and use
a shovel with a handle length appropriate for your
height. The sooner you can shovel, the better. Freshly
fallen snow is lighter than snow that’s been around long
enough to melt and freeze. And be sure to wear flat-
heeled shoes with good traction.

Place your feet apart, about shoulder width, with one
foot forward for balance. Use your legs, not your back,
to do the work. Bend from the knees and scoop, testing
the weight of the load before you lift. Keep your back
locked (never rounded), and straighten your knees as
you lift. As you empty the shovel, step and turn —don’t
twist, which puts added strain on your back and is a
primary cause of back injuries.

Finally, remind yourself often of the beauty of snow.
Enjoy it for the miracle it is, but remember: with an
injury, a winter wonderland loses a lot of its wonder. <

HINTS i
FOR
HEALTH



them in mo t i on  and mon i t o r i ng
progress.  Accord ing  to Roff,  the
Commi t tee ' s  con t r i bu t i on
to 'wor ld  class' pe r f o rmance  in
Opera t ions  wi l l  be " to  assure we
are re l i ab le  on demand  to
de l i ve r  p roduc t s  and ma te r i a l s
to ma rke t . "  Toward that end,
the g roup  has channe led
ef for ts  in seve ra l  d i rec t ions .

One of the Commi t t ee ' s
f i rst  tasks was to deve lop  a

Surve i l lance Gu idebook— a
comp i l a t i on  of the best su rve i l l ance  pract ices
emp loyed  at Wood River and e l sewhere ,  ga the red
toge the r  and p resen ted  in condensed  f o rm .  To
iden t i f y  pract ices that shou ld  be i nc luded ,  the
Commi t tee  worked  closely wi th Opera t i ons ,
Eng ineer ing  & Ma in tenance  (OEM) .  The Guide-
book is i n t ended  as a gene ra l  re fe rence  re-
source — a s ta r t i ng  po in t  for deve lop ing  specif ic
gu ide l ines  for i nd i v i dua l  un i ts .

Other p r io r i t i es  i nc l uded  know ledge -sha r i ng  and
t ra i n i ng .  "We needed to f ind out what  Opera to rs
need to know, "  says Roff .  "We ' re  f o r t una te  to
have some of the best Ope ra to rs  in Shel l .  They
a l ready  had many  exce l l en t  su rve i l l ance  pract ices
in place, so we s ta r ted  out ahead of the game . "
Commi t t ee  members  say that  what  is needed is to
max im ize  ex i s t i ng  exper t i se  by sha r i ng  know l -
edge between uni ts,  as wel l  as to i den t i f y  new
lea rn ings  that wi l l  f u r t he r  enhance  Ope ra to rs '
surve i l lance capabi l i t ies .

In add i t i on ,  the Commi t t ee  rea l i zed  that ,  as
surve i l lance pract ices were rev iewed in i nd i v i dua l
units and, in many  instances,  changed ,  check
sheets wou ld  have to be rewr i t ten .

The Implementation Team
To carry out this work  on the uni t  leve l ,  the

S tee r ing  Commi t t ee  f o rmed  the Opera to r
Surve i l lance Imp lemen ta t i on  Team.  The Team is
made up of Opera to rs  f r om each un i t ,  i nc lud ing
Jack Blair f rom A lky /C rack ing ;  Ma rk  K i rksey ,
Jack LaTempt and Don Wagnon  f rom
Hydroprocess ing ;  Jan S tah lhu t  f r om Catalyt ic
Crack ing ;  Ron Hous ton  f rom D is t i l l i ng ;  Brett  M i l l e r
f rom Env i ronmen ta l  Opera t ions ;  J im Spink f rom
Gas; Norm Schi l ler  f rom Lubes;  Scott Jenk ins  and
Mike  Tomlanov i ch  f rom Logist ics; and Tom
Reide lberger  f rom Ut i l i t ies .  T.P. Wy l ie  represents
Eng ineer ing  Services, and Ron He t t i nge r  serves

The Operator*"
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Operator
Surveillance

The following article is the 3rd in a series on
Operations Excellence, WRMC's strategy to move
Operations to 'world class' performance.

Opera to r  Surve i l lance re fers  to Ope ra to rs '
mon i to r i ng  of equ ipmen t  for the pu rpose  of
ca tch ing  equ ipmen t  p rob lems  in their  uni ts  be fo re
they occur or, if they do occur,  be fore  they create
b igger  p rob lems .  Every hour  of down t ime is an
hour  of lost p roduc t i on  (and thus lost p ro f i t s )  so
it 's easy to unde rs tand  why re l i ab i l i t y  f i gu res  so
p rom inen t l y  as an issue to be addressed under  the
Opera t i ons  Excel lence s t ra tegy .  'Exce l lence '
demands  that eve ry th ing  keep humming—
exac t l y  on key,  never  m iss ing  a beat.  Wi th that as
the goal to be ach ieved ,  Opera t ions  Excel lence
p rog ram  sponsor  Tom Purves cha r te red  the
Opera to r  Surve i l lance S tee r ing  Commi t tee .

The Commi t tee ' s  membersh ip ,  compr i sed  of
represen ta t i ves  f r om all opera t ing  uni ts,  inc ludes:
Jack Br i sky  f rom Alky and Crack ing,  Dick
DeQuas ie  f rom Ut i l i t ies ,  Ed Uetz f rom D is t i l l i ng
and Gas, and Bill Ga lb ra i t h  f rom Hydroprocess ing .
Other members  i nc l ude  Ron He t t i nge r ,  O rgan i za -
t i ona l  Ef fect iveness & T ra in i ng  (OE&T);  Kent Lyt le,
Ma in tenance ;  Bob Mi l ls ,  Systems Coord ina to rs ;  Tim
Roff, Env i r onmen ta l  Opera t i ons  & Ut i l i t ies ;  and
Larry  S ick ing ,  Ma in tenance /Eng inee r i ng .

Shaping The Initiative
The Commi t tee  was cha rged  with des ign ing  the

e lemen ts  of the i n i t i a t i ve  and subsequent ly  se t t i ng



exp la i ns  that all the i r  check sheets were
rewr i t ten  when the Cata ly t i c  Dewax ing  Unit
(CDU) was s ta r ted  up and the Deaspha l t i ng  Unit
(DAU)  demo thba l l ed  in 1 987 .  "So we weren ' t
s t a r t i ng  f rom square  one , "  he says.

The Team makes  the po in t  that check sheets
serve impo r tan t  pu rposes  beyond ensu r i ng  that
surve i l lance is pe r fo rmed  on schedule,
accord ing  to spec i f i ca t ion .  For one th ing ,  they
p rov ide  a h is tor ica l  reco rd  of equ ipmen t
pe r fo rmance .  "Ove r  t ime , "  says Schi l ler ,  "check
sheets help us spot t r ends . "

Imp roved  check sheets wi l l  also help assure
100% compl iance wi th legal  r equ i remen ts
imposed  by OSHA (Occupa t i ona l  Safety  and
Hea l th  Adm in i s t r a t i on ) ,  DOT (Depa r tmen t  of
T ranspor ta t ion ,  and ERA (Env i ronmen ta l
Pro tec t ion Agency )  and p rov ide  essent ia l
documen ta t i on  that we are do ing what  shou ld
be done at the level  of f r equency  requ i red
by law.

Training
With the imp lemen ta t i on  of new procedures

and techniques comes the need for t r a i n i ng ,
which wil l  be addressed on a un i t - by -un i t  basis.
The Team worked  wi th SOMs (Superv isors  of
Opera t ions  and Ma in tenance ) ,  Manage rs  and
the Operat ions Excel lence Team wo rk i ng  on
Opera to r  T ra i n i ng  (p rev ious l y  p ro f i l ed  in WRR)
to de te rm ine  t r a i n i ng  needs and plan p rog rams .
Hous ton  says, "We have very good Opera to rs ,
and we want to make  them even be t te r .  In all
the years I 've been at Shel l ,  Opera to rs  have
said, 'We want more  t r a i n i ng . '  Now we ' re  go ing
to get i t . "

The Team is also inves t iga t ing  new equ ipmen t -
mon i t o r i ng  t echno logy  needed to take the Comp lex
into the 21 st cen tu r y .  One examp le  is the poss ib i l i t y
of using hand -he ld  compute rs ,  no l a rge r  than a
ce l lu la r  phone ,  for i n f o rma t i on -ga the r i ng  in the
f ie ld .  Such compu te rs  are reasonab l y  p r i ced  and, on
a cos t -benef i t  basis, appear  p rom is i ng .

A possib le app l i ca t i on  of such t echno logy  wou ld  be
for cap tu r i ng  pump v ib ra t ions ,  which can give ear ly
wa rn ing  of f a i l u re .  Opera to rs  now have i ns t rumen ts
for measu r i ng  v ib ra t ions ,  but they are the app rox i -
mate size and we igh t  of a concrete b lock and thus
are not easi ly  po r t ab le .  "We 've  saved a g rea t  deal
of money  by measu r i ng  v ib ra t i ons , "  says Schi l le r ,
"bu t  t empe ra tu re  is an even more impo r tan t
measu remen t .  If we could measu re  pump  bea r i ng
tempera tu res  and h is to r ica l l y  plot any increases,  it
wou ld  give us an even ea r l i e r  wa rn ing  of a bea r i ng
fa i l u re  than v i b ra t i on  mon i t o r i ng . "  Hand -he ld
compu te rs  can eas i ly  measu re  t empera tu res  by bar
code scann ing  and i ns tan t l y  input  the da ta .

If we pick the r igh t  compu te r , "  says Schi l le r ,  " i t
wi l l  speed up the t ime to check mach ine ry  and
p roduce  bet te r  resu l t s . "  He exp la i ns  tha t ,  r a the r
than try to adapt  WRMC pract ices to ex i s t i ng
p rog rams ,  "We ' re  going to look for a vendo r  w i l l i ng
to cus tomize  their  p rog ram for our use. "

as team leader  and l ia i son  wi th the S teer ing
Commi t tee .

It is the Team 's  job to cus tomize the gene ra l
pract ices i nc l uded  in the Gu idebook  for each un i t ,
spec i f y ing  techn iques  and p rocedures  to be
fo l l owed  and deve lop ing  cor respond ing  check
sheets.  The Team is also i den t i f y i ng  t r a i n i ng  needs
in each unit  and deve lop ing  p rog rams  to meet
those needs.

"A Clearinghouse
Of Knowledge"

In all, su rve i l l ance  needs for 15 separa te ,  cross-
unit  d isc ip l ines are be ing addressed— areas such
as safety, tanks, pumps, compressors, PRVs and
inst rumentat ion.  "Not all units are invo lved  with
every discipl ine," expla ins  Team member  Norm
Schiller, "but  a signif icant number  of these disciplines
apply in each depar tment .  This creates an ideal
opportunity to share knowledge between uni ts."

Ron Houston stresses ut i l izat ion of SMEs— Subject
Matter Experts. "There are people in each unit  who
know a grea t  deal about  a pa r t i cu la r  d isc ip l ine—
PRVs, fu rnaces ,  and so on. They can tell us 'This is
what  you shou ld  be do ing ' . "

Tapp ing  these resources is l ead ing  to s ign i f i can t
imp rovemen ts ,  and everyone  on the Team can
read i l y  cite examp les  of the benef i t s  of know l -
edge -sha r i ng .  " In  Lubes , "  says Schi l ler ,  "we found
that the way D is t i l l i ng  was check ing  pumps was
bet te r  than our me thod .  On the other  hand, our
sa fe ty  check sheets were be t te r .  There are
exce l len t  ideas that can come f rom other peop le ,
but be fo re ,  we never knew they were t he re . "

Schi l ler sums up the role of the Team, say ing ,
"We ' re  f unc t i on ing  as a c lear inghouse of
know ledge ,  ga the r i ng  the best ideas and mak ing
sure they get out to o the rs . "

The Search For New Ideas
Ach iev ing  exce l lence also demands  t ak i ng  the

next  step to consider  new ideas not cu r ren t l y  in
pract ice— going  beyond  'wha t  is' to 'wha t  can
be. '  This means  l ook ing  at techn iques  and
procedures  f rom ou ts ide  WRMC.

On Dec. 3, a de lega t i on  f rom the Imp lemen ta -
t ion Team, headed  by Ron He t t i nge r  and Bill
Ga lb ra i t h ,  depa r ted  on a week - l ong  f ac t f i nd ing
visit to Ma r t i nez  and Anacor tes .  The pu rpose  was
to learn what  pract ices and equ ipmen t  are be ing
used at those loca t ions  that could be impo r ted  to
imp rove  equ ipmen t  surve i l l ance  at Wood River .

Putting Excellence Into Practice
Check sheets are a means of s t anda rd i z i ng

pre fe r red  surve i l lance pract ices and ensu r i ng  the i r
imp lemen ta t i on .  All uni ts had ex i s t i ng  check sheets;
however ,  the i n tens i ve  review of su rve i l l ance
techn iques  necessi tated a pa ra l l e l  rev iew of check
sheets.  Some uni ts have found few changes
necessary,  whi le  o thers  have v i r t ua l l y  had to start
f rom scratch.

In many  cases, the ex ten t  of rev is ions
depended  on how long check sheets
had been in use. In Dis t i l l ing,  for
examp le ,  they had rema ined
unchanged  for a number  of
yea rs . "We  had to comp le te l y
redo t hem, "  says Hous ton .

In con t ras t ,  Lubes had to do
m in ima l  mod i f i ca t i on .  Schi l ler

Continued on page 10...
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Midcontinent
Managers
Tour Complex

During a Leadership Conference in Houston, WRMC
Manager Gayle Johnson and Jack Gleeson, Manager
Retail - Midcontinent Region, discussed the possibility of
the Complex hosting an event for the retail Managers
who are Shell’s marketing arm for the middle part of the
country. Possibility became reality on Oct. 26, when the
Midcontinent Managers arrived for a day at Wood River.
The visiting group included Mike Cluck, Tom Dailey,
Dan Dalacasa, Dana Day, Janet Debus, Jim Dillard, Steve
Elam, Tom Gravlin, Wayne Hamilton, Kevin Jameson,
Joe Moore, Jim Mullen, Terry Runnels, Paul Stone, Rick
Thornton, Craig Walker and Larry Whittaker. Jack
Gleeson was also on hand, as were Jack Bowman and
Murray Franzen from the St. Louis Plant (distribution).

As Superintendent Operations Tom Purves observed,
the experience was a first for many in the group, who had
never before visited a refinery.

Continued from page 9...

Far from complicating Operators' jobs, say Team members,
training will simplify monitoring of equipment and enable them
to do a more thorough job.

The success of training— and ultimately the success of the
Operator Surveillance initiative— depends largely on attitude,
which, in turn, requires a change in culture. People have to be
willing to accept the challenge of new ideas and discard 'but-
we've-always-done-it-this-way' thinking. Schiller and Houston
both emphasize that everyone involved must realize that our
competitors are doing these things and that, to be competitive,
we have to do them too. Failure to do so will only hold us back.

Schiller says, "It 's been my experience that, when Operators
become aware of a better way of doing something, they do it.
I think Operator awareness will drive this."

Nearing The Goal
No one needs to convince members of the Steering Committee

or Implementation Team that bringing surveillance practices to a
level of peak performance is worthwhile. Both groups relate story
after story of instances in which spotting a problem early or using
sophisticated techniques to identify the exact cause of a problem
prevented great expense or loss of production. Bill Galbraith
recalls the time at HDU-1 (Hydrotreating) when a high pressure
drop was observed: "We didn't know where it was, but we were
able to pinpoint the differential point by a change in sound and
confirmed if by installing a pressure gauge. That enabled us
to avoid a unit shutdown and save 28,000 barrels a day in
lost production."

Dick DeQuasie relates that, in Utilities, Operators routinely
check fans on boilers before a storm. Recently they spotted a
problem with a forced draft fan. "If we hadn't caught it early,
we would have had to replace the gear box," he says.

The common goal of the Steering Committee and the Imple-
mentation Team is, they say, "to make sure we're looking at the
right things and to head off trouble." Those involved, in addition
to performing their normal job responsibilities, have devoted
many hours to reaching this goal as quickly as possible. The
timeline varies by unit, with more changes needed in some than
in others; however, at this point, much of the work has been
completed. As a result, all operating units are looking forward
to moving into 1 996, confident that their changes in equipment
surveillance will reduce down time and lower costs, thereby
advancing Complex goals of running full and producing the
best yields, with a leading cost structure. <

About The Complex
Following a luncheon at Kendall Hill, Purves addressed

the guests, giving an overview of what goes on in the
Complex. “Most of the crude we use comes from the
Gulf Coast—Texas, Oklahoma, and offshore wells in
Louisiana, as well as imports from the Middle East and
the North Atlantic. It gets here through pipelines that
run through Mississippi, Arkansas and Missouri,” he told
the group, adding that the Complex runs a wide range of
crudes, about half light and half heavy: “We might run a

blend of seven or eight different
crudes at any one time.” From that

crude, Wood River produces
gasoline, propane, oil, jet fuel,
asphalt, and lubricants for
most of the eastern U.S.

Jack Gleeson,
Manager Retail-

Midcontinent Region .



He also impressed the visitors with a number of
interesting facts about the Complex. (See accompanying
Gee Whiz! Quiz, below.)

Marketing What We Make
Gleeson also addressed the group and, for the benefit

of WRMC representatives, described the scope of the
Midcontinent Region marketing group, which encompasses
seven districts and 14 states and includes 1,600 service
stations. “There are 22 major markets in the region,” he
said. “That’s out of 72 in the country.” He explained that
the greatest part of Shell sales come from major markets.

“As part of the master plan to become a premier oil
company,” he said, “Marketing has a significant growth
initiative planned for the next five years. This plan calls
for increasing net income business to $500 million from
the current $200 million.” He was optimistic about
prospects for success: “If each of us does our little piece
of it, this is certainly attainable.”

The View From The Top
Leaving Kendall Hill in four small groups accompanied

by WRMC guides, the visitors set off for a tour of the
Complex. Included on the tour were the Control Rooms
at Distilling/Gas and Aromatics West. Another stop was
the Motor Lab and CMC Control Room. The most
impressive part of the tour, perhaps, was a trip up Cata-
lytic Cracker No. 2. The elevator slowly crawled up to
the 10th floor, where the groups emerged to a breathtak-

ing view across the Complex. By that time, a fine mist
was falling; even so, downtown St. Louis and the Arch
were visible in the distance across the Mississippi. A few
hardy souls even climbed two more flights of stairs to
reach the pinnacle.

At each stop along the way, employees were waiting to
greet the guests and describe the processes of the units.

The groups converged at the History Museum, where
they were treated to a tour through exhibits recalling past
decades at the Complex.

Visitors to WRMC for the Midcontinent Managers luncheon and tour
are impressed with the view from Cat Cracker No. 2.

GEE WHIZ!  QUIZ
7. is the th largest refinery in the U.S.
8. currently employs people.
9. covers acres of land.

Each day, WRMC produces...
10. MM gallons of gas.
11. MM gallons of jet fuel.
12. MM gallons of furnace oil, enough for

homes.
13. quarts of lube oil.

14- barrels of asphalt.

How much do you know about WRMC? See how you
do answering the following questions, which are based
on facts included in Tom Purves’ presentation for the
Midcontinent Managers, Oct. 26. Answers are at the
bottom of the box.

WRMC has...
1. miles of pipeline.
2. motors.
3. pumps.

4. storage tanks.
5 . been refining since .

WRMC...
6. currently processes about barrels of

crude a day.
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WRMC
Notes

A VISIT WITH SANTA
On Sat., Dec. 9, the Chr is tmas season o f f i c ia l l y  a r r i ved  at WRMC.

Brav ing  bone -ch i l l i ng  tempera tu res ,  s t reams  of ch i l d ren  and the i r  Shell
pa ren t s  and g randpa ren t s  pou red  into the t hea te r  on the Lewis and Clark
Commun i t y  Col lege campus for the annua l  Shell  Ch i ld ren 's  Chr is tmas
Par ty .  Never m ind  that  it was 1 6 days ea r l y .  As anyone  could see, this
was Christmas— comp le te  wi th a b l az i ng  Chr is tmas t ree,  dozens of
po inset t ias ,  and ho -ho -hos  f rom You-Know-Who !

Christmas in Song, Dance And Magic
Two pe r fo rmances ,  the first at 9 :00  a.m.  and the second at 1 :00 p .m. ,

fea tu red  a wide var ie ty  of en te r t a i nmen t .  Mag i c i an  and jugg le r  Lar ry
Levin (bet ter  known as "The Amaz ing  La r r y " )  and the COCADance dance
company  from the Center of Con tempora ry  Arts in St. Louis, both popu la r
acts last year ,  gave re tu rn  pe r f o rmances .  New to the l i neup  were the
Wood River High School Jazz Band and the Al ton Ch i ld ren 's  Puppet
Thea t re .  Clif Ca rpen te r  was the emcee for the p rog ram.

...And Santa, Of Course
Natu ra l l y ,  no p re -Chr i s tmas  ce leb ra t i on  wou ld  be comp le te  w i t hou t  a

visit  with Santa ,  and a f te r  each pe r f o rmance ,  ch i l d ren  sc ramb led  to the
stage to take the i r  places in l ine.  When the i r  tu rn  came, they happ i l y
c l imbed  into the laps of Mr.  and Mrs. Santa Claus, who l i s tened to
hund reds  of g i f t  wishes,  ca re fu l l y  no t i ng  each one. With help f rom
San ta ' s  capab le  elves,  each child was g iven candy and a teddy bear
to take home.

The couple f rom the Nor th  a lmos t  d i dn ' t  make  it this yea r .  Mr.  and Mrs.
Claus, known for years by g rownups  as Bill and Donna Jacobs, rece ived a
gif t  of their  own that day.  Early on the morn ing  of the par ty ,  they
rece ived  word that they were about  to become g randpa ren t s ;  unde rs tand -
ab ly ,  they rushed  off  to the hosp i ta l ,  r a the r  than to the Lewis and Clark
campus ,  to awa i t  the a r r i va l  of the i r  new g randson .  Chr is tmas,  however ,
is about  no th i ng  if not mi rac les ,  and, in the nick of t ime,  A r l and  Sparks
and Linda Snyder  were mag i ca l l y  t r ans fo rmed  into Mr. and Mrs. Claus.

Thanks To Santa's Helpers
The Chr is tmas Party takes many  hours of p l ann ing  and p repa ra t i on ,

and again this year ,  Santa had lots of help.  For a great  job, t hanks  go to
Joan Brooks ,  Gera rd  Jacqu in ,  Mark  Pap ro th ,  Sandy Por ter ,  Dot tye Tay lo r ,
Wanda  Wes te rho ld  and Nancy Ya rne l l ,  in add i t i on  to those above .  *

Waiting for the show to begin.

COc AD ance ce Company.



WRMC
Notes
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Building A Home—And
A ‘Home Town’ Image

Midamerica Marketing, WRMC’s St. Louis-based
marketing partner, was the leading force in sponsoring
a Habitat for Humanity home being built in St. Louis
for a low-income family. Joining in the venture with
Midamerica Marketing are volunteers from Shell’s
St. Louis Plant (distribution), WRMC and Shell Pipeline.

Jack Gleeson, Manager Shell Marketing-
Midcontinent Region, and a number of St. Louis
City officials were on hand for the September
groundbreaking. Approximately one month later, the
framing and exterior work and been completed, and
electrical and plumbing work was under way. The
home should be ready for occupancy in late February.

The project is a win-win situation for everyone
involved. A deserving family will have a new home of
their own, and a neighborhood will be improved. In
addition, Shell is strengthening and giving meaning to

its ‘Home Town Oil Company’ image—the marketing
theme for the St. Louis area.

Volunteers Needed
The Habitat for Humanity project will continue for

another two months of so, and volunteers are needed.
Consider the benefits. You’ll help our marketing effort
by demonstrating that Shell people are ‘home town’
people who truly care about our community. It’s a great
chance to help someone else and, at the same time,
learn practical construction skills from experts. And
finally, volunteers report they have a lot of fun partici-
pating in the group effort.

No experience is required, and since it’s an ongoing
project, you can schedule volunteer days at your
convenience. To volunteer, contact Nancy Yarnell,
ext. 2685. *

0



Jim Morgan
Visits Complex

Jim Morgan, President, Shell Oil Prod-
ucts Company, recently spent a day tour-
ing WRMC and talking with people from
all parts of the Complex. After a lunch at
the Complex with about 20 people repre-
senting a number of departments, he trav-
eled to St. Louis for a tour of Shell service stations and the
Midamerica Marketing office.
Over pizza and sandwiches, Morgan fielded questions. The
informal discussion ranged from opportunities for growing
the company to the new Shell Learning Center in Houston.*

WRMC
Notes

United Way Tops Goal
By anyone’s measure, this year’s United Way cam-

paign was a big success. WRMC’s 1995 Employee
Campaign goal was $175,000. To the delight of the
campaign committee, however, when all the pledges
were tallied up, they reached approximately $182,000—
with some late pledges still coming in. Contributions to
the overall United Way Partnership campaign totaled
$2.1 million, exceeding the goal of $2 million by .05%.

Pledge Amounts Up
Committee Co-Chair Larry Sicking credits the gener-

osity of WRMC employees, retirees and Shell Pipeline
employees for taking the campaign over the top. “We were
especially pleased that 409 of our approximately 1,100
employees were Fair Share givers,” he said. “They’re the
backbone of our employee campaign.” Additionally,
contributions from both retirees and Pipeline employees
were up this year.

Shell’s corporate gifts were also up. On Oct. 25, a check
from Shell for $150,000 was presented to the United
Way Partnership, covering the Alton-Wood River-
Edwardsville area. Another check, for $7,000, went to
the Tri-Cities United Way.

WRMC Manager Gayle Johnson observes, “This
successful campaign by Shell employees demonstrates
that an employee-led campaign works very well for us,
and others are beginning to take notice.”

Drawing Held
The campaign culminated with a drawing held in front

of the United Way campaign tote board near Main
Office. Everyone who pledged was eligible to win, and
dozens of prizes donated by local businesses, from airline
tickets to restaurant meals, were given away. Nancy
Martin, President of the United Way Partnership, was

on hand to help draw names and thank all those who
helped to make this year’s compaign so successful.

The biggest check ever!



Service
Anniversaries

Daniel Jenkins,
91, died Oct. 26.Billboard

NOVEMBER

J. S. Cannon
Pipefitter 1
Maintenance/Shops
25 Years

Dianne K. Isaak
Senior Assistant
Human Resources
25 Years

Gary G. Kirby
Craneman 1

Mr. Jenkins was
an Operator First
in Distilling. He
retired Mar. 1, after
35 years of service.Howard Dreon,

80, died Nov. 16.

Harold T. Sherer,
75, died Oct. 17.

Mr. Sherer, a
Compounder First
in Compounding,
retired Oct. 1,
1980, following

Mr. Dreon, a
Pipefitter in
Engineering,
retired June 1,
1965. He served
for 26 years.

Maintenance/Shops
35 Years

Jane F. Wells
Financial Analyst
Business Services - Financial
30 Years

DECEMBER

Tom M. Reidelberger
Operator 1 /Breaker
Utilities
25 Years

Tony J. Reskusich
Operator 1 /Breaker
Gas
40 Years

39 years of serivce.

William Chester
Ventress, 81,
died Oct. 11.

Mr. Ventress, an
Operator First in
Utilities, retired
Feb. 1, 1975. He
served for 29 years.

Ira Wesley
Westfall, 86, died
Nov. 24.

Mr. Westfall was
a Pipefitter First
in Engineering.
He retired April 1,
1963, following 21
years of service.

John Peter
Eversole, 77,
died Dec. 1.

Mr. Eversole was
an Operator First
in Utilities. He
retired Mar.1,
1979, after 26
years of service.

No
Photo

Available

Edward A.“Sonny”
Goeglein,
49, died Dec. 10.

Mr. Goeglein retired
as an Operations
Foreman in Distill-
ing/Gas on
March 1, 1993. He
served for 25 years.

RETIREMENTS
Wesley T. Hunter,
74, died Nov. 13.

Arlene L. Tutt
Senior Assistant
Human Resources
33 Years

Mr. Hunter, who
was an Operator
First in Lubricants,
retired Mar. 1,
1982. He served
for 30 years.



Billboard

SRA Board
Elected

In elections held Oct. 24-25, ballots
were cast for the 1 996-97 SRA board
of directors. WRR congratulates the
following members ofthe new board:

STAFF
Pat Maher-WRMC Medical

Kerry Pitt—Utilities

MAINTENANCE
Dan Callahan-Aromatics West

Dennis Minted-Distilling

OPERATIONS
Ralph Butler-Lubes

New Yearns Greetings
to all Shell employees

and retirees
from
The
Shell

History
Museum

Shell collectibles on sale at the Museum
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