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EXECUTIVE SUMMARY 

The 2006 National Retail Petroleum Site Census, researched and published by MJ Ervin & 
Associates Inc., is a comprehensive enumeration of the petroleum retail outlet population in 
Canada. This, our third annual survey of Canada’s retail petroleum infrastructure, is a unique 
study: there is no other single industry or governmental source of such information. 

One of the keys to understanding this industry is by differentiating between a "brand" of gasoline, 
"marketers" who have the right to represent that brand, and “dealers”, whose pump price is either 
controlled by the dealer or by the marketer. A given brand can only have one brand owner, but 
may have several marketers, who in turn may have a variety of relationships with their many 
dealers. 

As of the 31st of December 2006, there were 13,772, retail gasoline stations operating in Canada; 
4.2 outlets for every 10,000 persons. Per capita number of outlets varies significantly from one 
province to another; and this has a strong relationship to "throughput efficiency" by province, 
which in turn has significant implications with the level of price-competitiveness in that province's 
markets. Provinces or markets with poor (low) throughput efficiencies tend to have higher retail 
gasoline prices (after tax differences are factored out) than those with high throughput efficiencies. 

Our surveyed number of retail gasoline stations in Canada is higher than other previous surveys 
have estimated. Our assessment of the outlet population trend does not differ from others however: 
the number of retail gasoline outlets has declined by a relatively steady two percent per year since 
about 1989.  

Our census illustrates a continued diversity of brands of gasoline in Canada (we measured 98 
different "brands" of gas), although the physical product largely originates from 15 refineries in 
Canada, operated by a total of nine refining organizations. Similarly, we identified 66 companies 
involved in the marketing of gasoline, where they manage a network of two or more stations. 
About 7,300 individual outlet operators directly control the price at the pump - in effect, they 
market their own gasoline (through their own control of the pump price) under the banner of their 
own brand of gas, or under the banner of a third-party brand owner and supplier. 

Sixteen percent of all gas stations come under the price control of one of the three "major" oil 
companies (Petro-Canada, Esso or Shell). Twenty-nine percent of all gas stations come under the 
price control of one of the nine refiner-marketers in Canada. The remaining 71 percent of all gas 
stations in Canada are price-controlled by individual outlet proprietors or non-refiner marketers, a 
diverse genre of petroleum marketers, whose importance and influence is growing, particularly 
among two sub-types: Regional Distributors and Big Box marketers. The latter in particular have 
an influence on the retail petroleum market – particularly in terms of price competitiveness – that 
is far out of proportion to their relatively small numbers of outlets. 

We also measured the market representation of a number of site features and offerings: the type of 
pump service (full, self or dual), convenience store size, car washes, fast food, automotive service, 
and to what degree ethanol-blended gasoline or diesel fuel is offered for sale. The provision of 
goods or services other than gasoline is of vital importance to the competitiveness and viability of 
retail gasoline outlets, since (based on other research) the gross margin on gasoline itself is 
generally not sufficient to provide for the operating costs and reasonable return on the operation of 
these facilities. 
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INTRODUCTION 

The retail gasoline industry plays a vital part in the day-to-day lives of most Canadians, by 
providing automotive fuels and related goods and services for the consumer. It is through this 
infrastructure of retail gas stations that the public interacts with the broader petroleum industry, 
which encompasses the upstream (crude oil exploration and development), as well as other 
elements of the downstream (product refining and marketing) sector.  

An understanding of the makeup of the petroleum marketing industry, and specifically with respect 
to the retailing of automotive fuels, provides many useful perspectives on the variety of marketers 
who compete in this sector. This is not a static industry: from year to year, marketers enter and exit 
the business, or they expand or contract their networks of outlets. New gasoline brands have 
appeared, and other long-established brands have disappeared over the past two decades. 

A representation of the makeup of this industry also provides perspectives on the markets in which 
petroleum retailers operate. Each province is unique in terms of population demographics, 
geography, and regulatory constraints, all of which have an impact on the way in which petroleum 
marketers are represented in each province. 

This survey is the third annual undertaking by MJ Ervin & Associates (MJEA) who have expanded 
upon previous surveys formerly conducted by Octane 
Magazine for several years. As research and consulting 
specialists in the downstream petroleum sector, we recognize 
the importance of maintaining a survey of this nature, in 
order to provide a detailed, accurate overview of the retail 
petroleum infrastructure in Canada. 

SURVEY OVERVIEW 

How We Conducted The Census Survey 
The MJEA retail petroleum site census is a comprehensive 
enumeration of the number of retail petroleum (selling gasoline, and in some cases, ethanol-
blended gasoline, and diesel) stations in Canada. Every known petroleum retail marketer in Canada 
was invited to participate in this study, which solicited information about their marketed brands: 
the number of outlets per brand; and the number of offerings (such as Convenience stores) related 
to each brand. The survey established the number of retail outlets in Canada, as of December 31, 
2006.  

Response on the part of petroleum marketers to our request for their participation was generally 
supportive: they understand the importance of providing increased transparency of the downstream 
petroleum sector. We had to estimate the site representation of some brands however (annotated as 
"Est" in our data tables), although in most of these instances, our estimates are likely to be very 
close to their actual counts, owing to a variety of resources at our disposal. 

In this report, we use the terms 
"retail gas (or gasoline) outlet", 
"gas bar", or "gas station" 
interchangeably: all are commonly 
used terms for a retail facility that 
dispenses motive fuels (sometimes 
including diesel fuel) to the 
motoring public. This survey does 
not include commercial cardlock 
facilities, the fuelling 
infrastructure used principally by 
commercial truck operators. 
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For the purposes of this study, we define a retail marketer as an individual or company who has the 
right to sell a particular “brand” of fuel, and to advertise that brand on its pumps.1 Using this 
criterion, a brand such as "Esso" (for example) is utilized by several different "marketers". These 
marketers would include Imperial Oil (the owner of the Esso brand), 7-Eleven Canada, Wilson 
Fuels, and Cango Petroleum. In turn, these marketers either sell or consign petroleum to individual 
dealers – the actual operators of the gasoline outlets.  

Pump prices at retail petroleum outlets may be either marketer-controlled, or dealer-controlled 
(usually referred to by marketers as uncontrolled), essentially depending on whether the fuel 
inventory is consigned to the dealer (thus marketer-controlled), or is sold to the dealer (thus dealer-
controlled). Our survey differentiates between these two types of retail sites, since pump prices, 
and who controls them, is of interest to many observers of the petroleum industry. 

It is important to note that although some survey participants may have identified a certain number 
of their sites as “dealer-controlled” (with respect to pump price), there may be occasions when a 
marketer provides a form of “price support” to one or more dealers on a temporary basis, which for 
that period of time, essentially defines that dealer as marketer-controlled. Also, some marketers’ 
wholesale pricing arrangements with their (uncontrolled) dealers may create incentives for the 
dealers to establish retail prices in accordance with the prevailing retail prices in the area. This, it 
might be argued, imposes a degree of marketer control on what would technically be considered a 
dealer-controlled (or uncontrolled) site. Our survey does not attempt to document the nature of 
these wholesale price arrangements. We refer to any dealer that buys their inventory at a wholesale 
price – under any wholesale price structure – as a dealer-controlled outlet with respect to pump 
price. 

In most provinces there are a number of smaller petroleum retailers who are not affiliated with any 
brand that we have not been able to identify. In order to establish an accurate count of such sites as 
possible, we enlisted the help of several provincial agencies who keep their own registries of retail 
gasoline outlets (usually for the purposes of tracking petroleum storage tanks, pump prices, or fuel 
tax remitters). From this data, we were able to compare our surveyed site counts to the provincial 
registry counts, thus obtaining a resultant "unidentified" total number of sites by province. For 
those provinces that were either unwilling or unable to assist us, we have made our own estimate. 

RETAIL GASOLINE OUTLET REPRESENTATION 

Our study identified 13,772 retail gasoline stations in Canada, or 4.2 outlets for every 10,000 
population (Table 1). Although the more populous provinces would be expected to have a higher 
total number of retail outlets than the less populous ones, per capita representation varied widely, 
with Ontario having the least number of outlets per capita (3.0 per 10,000). Newfoundland and 
Labrador had the highest site representation of any province at 8.99 – three times that of Ontario 
(in all of Canada, Yukon Territories was highest, at 15.38 per 10,000). There remains a sharp 
contrast between Ontario and Quebec: the latter having 1.7 times the number of retail gas bars per 
capita. Quebec had the highest number of retail gas stations of any province: 3,894. 

                                                 
1 This definition has changed since our 2004 Census, wherein we defined a marketer as anyone (including an 
individual dealer) who has the responsibility for setting the pump price at a given gas station. This (and future) year’s 
survey better recognizes the relationships between “brand owner”, “marketer” and “dealer”. 



MJ ERVIN & ASSOCIATES INC. 3

 
Table 1: 2006 Retail Site Demographics 

Source: Statistics Canada (population – July 2006, demand); MJEA (Outlet counts)   
 

There is a fundamental relationship between per capita site representation (and their closely 
related throughput efficiencies, as discussed later), and retail competitiveness – particularly in 
terms of pump prices. A number of factors would likely contribute to the wide variance in per 
capita site representation by province – and hence their relative price competitiveness – although 
none has been extensively studied: 

• Provinces where the population is more concentrated in large urban centres are likely to 
have a lower per capita representation of gas bars.  

• The possibility that price regulatory structures that exist in provinces such as Quebec (a 
"price floor" structure), Newfoundland & Labrador and PEI ("price ceiling" structures) may 
influence entry into or exit from the petroleum market in a way that either improves or 
diminishes the potential for competitiveness and/or low pump prices. 

• The possibility that regulations concerning underground storage tanks (USTs) may impede 
the closure of retail sites due to the high cost of decommissioning UST installations.  

Figure 1: Outlets per 10,000 Population 
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Historical Site Counts: a Fifteen-Year Decline in Outlets 
The last survey of retail gasoline outlet representation (as of December 2005) established the 
number of retail gasoline outlets in Canada at 14,054. This year’s survey establishes a national site 

BC AB SK MB ON QC NB NS PE NL YT NT CAN

Population (000's) 4,311 3,376 985 1,178 12,687 7,652 749 934 139 510 31 42 32,593
Retail outlet 
population 1,510   1,621   700      662      3,800     3,894   469      456      102      458      48        52       13,772   
Outlets per 10,000 
pop'n 3.50     4.80     7.10     5.62     3.00       5.09     6.26     4.88     7.36     8.99     15.38   12.41  4.23       
Rank (lowest = 1) 2          3          8          6          1            5          7          4          9          10        12        11       
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count of 13,772 as of December 2006 – a two percent decrease. Figure 2 shows the historical outlet 
population trend since 1988. The outlet counts for the period 1988-2003 are based on Octane 
Magazine’s estimates.  

Our estimates suggests that the Canadian retail gas station population peaked at about 20,360 in 
1989, declining at a steady pace until about 1999, and at a moderately lesser pace since then, to its 
present population of 13,772. This represents a 32 percent drop in retail outlets from 1989 to 2006, 
or an average annual decline of about 2 percent over that period. 

Of particular note in this year’s survey is that the 15-year downward trend in outlet population that 
appeared to have ceased in 2005, reappeared in 2006. This suggests that the long period of 
rationalization may not have come to an end, as previously predicted.  

 
Figure 2: Historical Retail Gasoline Outlet Counts: 1988-2006 
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THROUGHPUT EFFICIENCY 

The throughput efficiency of a market, or of a region, is defined as the volume of petroleum sold 
by the average gas station in that market or region. This is an important measurement: markets 
with high average throughput efficiencies would be more likely to have more competitive retail 
gasoline prices (after eliminating differences in fuel taxes) than those with low throughput 
efficiencies. High volume stations incur a lower operating cost per litre than similar, low volume 
stations, thus enabling them to either be more profitable or to be more price-competitive, or both.  

The 2006 average retail outlet throughput in Canada was 2.79 million litres per year (Table 2). 
This represents the continuation of a strong upward trend in throughput efficiencies since about 
1990 (Figure 4, using MJEA re-stated outlet counts), a consequence of a long-term rise in 
petroleum demand, coupled with a long-term decline in the number of retail outlets. 
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Table 2: Provincial Throughput Efficiencies - 2006 

 (1 ML = 1,000,000 litres) 

Canadian throughput efficiencies are likely somewhat below those in the U.S., likely a simple 
consequence of the need for a network of gas stations in Canada that in many parts of the country, 
services a relatively small population base. 

 
Figure 3: Canada Average Throughputs: 1996-2006 (ML or 000,000's litres) 
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Not surprisingly (given its low per capita outlet count), Ontario gas stations had the highest 
throughput efficiency of any province or territory: the average retail outlet in Ontario pumps 4.0 
million litres of petroleum annually, while Northwest Territories had the lowest throughput 
efficiency, at only 313,000 litres – roughly one-thirteenth that of Ontario. As with outlet 
representation, the contrast between Ontario and Quebec was marked: Quebec gas stations on 
average pump only slightly more than half the volume as those in Ontario. The possible reasons for 
these wide variations are the same as those explaining per capita outlet representation: 
demographics, geography, and the potential effects of differing provincial regulations affecting the 
marketing of retail petroleum products. 

It is important to note that each province is made up of many individual markets, each of which is 
characterized by their own throughput efficiencies, together comprising the provincial average. 
The range of throughput efficiencies in any given province (based on other studies we have done) 
from one market to another is very wide. The average throughput efficiency of 
Newfoundland/Labrador, for example, is very low (at 1.2 ML), but that of St. John's is quite 
comparable to most other Canadian cities of its size. Similarly, many (usually smaller) markets in 
Ontario might pump 1-2 million litres at a typical outlet, while those in Toronto typically pump 5-6 
million litres, with some individual stations pumping well in excess of 10 million litres annually. 

BC AB SK MB ON QC NB NS PE NL YT NT CAN
Avg.  Outlet 
Throughput (ML) 2.91 3.04 2.02 1.97 3.97 2.10 2.21 2.68 2.24 1.32 0.41 0.31 2.79
Rank (highest = 1) 3          2          8          9          1            7          6          4          5          10        11        12       
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Figure 4: Average Annual Througputs by Province, 2006 (ML or 000,000's litres) 
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BRANDS AND MARKETERS 

Refiner-Marketer Relationships 
To the consumer, a gas station selling a given brand of gas may seem to be a straightforward 
entity. In fact, there exists a myriad of types of dealer-marketer relationships, and a variety of types 
of brand marketers (Figure 5), which fall into one of two broad categories:  

• Integrated Refiner-Marketers: marketers whose 
corporate structure also encompasses one or more 
(domestic) refineries. There are ten refiner-marketers 
operating a total of 16 refineries in Canada. 

• Non-refiner Marketers: marketers who obtain 
supply from a refiner “at arms’ length”.  

Non-refiner marketers can be generally classified in one of 
four different ways: 

• Regional Distributor: An independent marketer who 
operates a number of retail outlets which carry a well-
known brand (usually a refiner’s brand), under a 
supply and licensing arrangement. In the U.S., often referred to as a “jobber”. 

• Big Box Marketer: A marketer whose primary offering is non-petroleum in nature, usually 
dealing in “high volume” retail sites.  

• Traditional non-refiner marketer: A marketer whose primary offering is petroleum in 
nature, operating a chain of traditional gas stations under their own brand.  

Some non-refiner marketers 
operate in more than one 
capacity. For example, Cango 
(an Ontario marketer) acts as a 
Regional Distributor (for the 
Esso brand), as a traditional 
non-refiner marketer (for the 
Cango and other of its own 
brands), and as a broker to a 
number of unaffiliated, 
independent gas stations. 
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• Wholesale Broker: A marketer who buys from a refiner and sells to independent dealers 
who are typically not affiliated with any sort of recognized brand. 

Figure 5: Refiner-Marketer-Retailer Relationships 
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Marketer-Retailer Relationships: Controlled vs. Non-controlled Outlets 
From the perspective of the marketer, a gas station (retailer) that it supplies can be either 
"controlled" (where the marketer decides upon the pump price), or "non-controlled" (where the 
pump price is controlled by the individual dealer). Controlled sites almost always operate on 
property that is owned or leased by the marketer, while property title or lease ownership of non-
controlled sites may be on the part of the marketer or the individual dealer. 

General Findings 
Our survey identified 98 distinct brands of gasoline in Canada – there are likely over 120 Canadian 
brands of gasoline, if one were to include the many smaller marketers who remain unknown due to 
the small and (usually) remote nature of their retail operations. Although comparisons with a 
decade ago are difficult, we believe that the diversity of brands has grown in that period of time. 

We identified 66 distinct companies involved in the marketing of these retail petroleum brands and 
their products in Canada, through their networks of stations. In addition, we identified about 7,300 
individual dealers who have a wholesale relationship with their petroleum marketer (appearing in 
our report as "Dealer" control). 

Almost two-thirds of the gasoline stations in Canada are flying the banner of a non-major oil 
company (i.e. other than Imperial Oil, Petro-Canada, or Shell); reflecting a diversity of brands 
whose makeup differs significantly from one region to another. 

Only 2,206 or 16 percent of all retail gas stations in Canada come under the price control of the 
three major oil companies, although these same three marketers' brand names appear on 5,019, or 
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36 percent of all gas stations. Of the almost 13,800 retail gasoline stations in Canada, 4,003 (29 
percent) are price-controlled by integrated refiner-marketers (Appendix E). The remainder – 71 
percent – are price controlled by proprietors or companies who are not involved in the refining of 
petroleum products. These "non-refiner marketers" therefore reflect the majority of retail gasoline 
stations in Canada. Two categories of non-refiner marketers, the Regional Distributors and the Big 
Box marketers, typify an important trend in the marketing of retail gasoline. 

Regional Distributors 
Several companies (in addition to the brand owners) market Canada's "major" brands of gasoline. 
The Esso brand for example, is marketed by no less than fifteen different companies, including 
Imperial Oil (the brand owner). Petro-Canada and Shell brands are marketed under similar 
arrangements. 

This approach to gasoline brand marketing is not new, but there are indications that refiner-
marketers are increasingly willing to either extend or maintain their brand presence by allowing 
regional distributors to manage the relationship with formerly non-controlled branded associates. 
This would allow the refiner-marketer to focus more strongly on its most profitable, higher 
volume, controlled outlets. 

There appears to be several non-refiner marketers who are very willing to take on these outlets, 
either as controlled or non-controlled sites. Cango (in Ontario), and Wilson Fuels (in Atlantic 
Canada) exemplify this type of marketer: both operate a number of Esso-branded outlets. 

"Big-Box" Petroleum Marketers 
Our survey identified 1,433 gasoline outlets in Canada that are associated with a "Big-Box", or 
non-traditional marketer (Appendix F). We define this genre of petroleum marketer as one whose 
primary source of gross sales revenue is typically merchandise other than gasoline. We identified 
eleven such types of marketer, who together are represented under a large assortment of brands. 

Non-traditional marketers generally have a much larger impact on the petroleum marketplace than 
their relatively small numbers might suggest. Most retail outlets under this category are HVR's – 
High Volume Retailers, meaning that their outlet throughputs are much higher than the market's 
average. Markets with a high concentration of HVR's have generally been characterized by low 
pump prices, likely due to their strongly competitive advantages of low operating costs per litre, 
and the ability to offer cross-merchandizing enticements associated with their non-petroleum 
merchandize offerings. 

There remains a marked East-West imbalance in Big-Box representation: although the western 
provinces comprise only about 33 percent of the outlet population, these provinces account for 
more than 60 percent of all outlets associated with non-traditional marketers. Also, Western 
Canada has a wide assortment of such marketers, while in Ontario, only one marketer (Canadian 
Tire) accounts for the vast majority of such outlets. Similarly, in Quebec, two marketers 
(Coopérative fédérée du Québec and Canadian Tire) account for almost the entirety of non-
traditional sites. 

It is difficult to state a single reason why non-traditional marketers have proliferated much more in 
the west than in central or eastern Canada, although it is our view that this imbalance will lessen in 
future years, particularly in Ontario, and to a lesser extent, in the Atlantic Provinces. Growth of 
this sector may be slower in Quebec, where its regulated floor price provisions may serve as an 
impediment to the market entry of such players. 
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OUTLET FEATURES AND OFFERINGS 

Retail gasoline stations must depend on more than gasoline revenues in order to remain viable in 
any market today. In addition to the ubiquitous Convenience Store, there are several non-gasoline 
offerings that are natural partners to the core petroleum offering. Specific details of ancillary 
offerings were reported for 10,222 of the 13,772 sites across Canada, or around 74 percent of all 
outlets.   

Convenience Stores 
There is a convenience store associated with virtually every gasoline outlet in Canada, ranging 
from small kiosks to offerings of over 2000 square feet in merchandizing area. While the largest 
percentage of convenience stores fall into the "small" to “mid categories (i.e. under 1,500 square 
feet) category, larger C-stores are almost always featured in new or upgraded sites. This trend will 
remain strong for some time to come: gasoline retail margins are thin in most markets, and are not 
likely to improve, putting more emphasis on "back-court" (e.g. C-store) offerings – with their 
healthier margins – in order to provide for an increasing proportion of operating revenues. 

Car Washes 
There were 1,751 car washes associated with the 10,222 sites reporting ancillary offerings. This 
represents a representation rate of around 17 percent, slightly lower than the representation rate 
reported last year. The collective car wash network of major oil companies (Imperial Oil, Petro-
Canada and Shell) fell by 160 washes or 14.2 percent.  

Quick-Serve Restaurants (QSRs) 
A quick-serve restaurant can be found at about eight percent of gasoline outlets reporting ancillary 
offerings, a representation rate similar to that found in the United States (according to National 
Petroleum News statistics).  

Automotive Service 
While gas stations with automotive service were once (30 years ago) almost as common as C-
stores are today, bays can now be found at only around 10 percent of all reporting gas bars. There 
are a number of reasons for this decline: the increasing complexity of automobiles has required 
more specialized equipment – and technicians – to perform many automotive services. Longer 
warranty periods have tended to send car owners back to the dealership instead of the corner gas 
station. Several "boutique" service chains (such as Mr. Lube), have taken away much of the 
traditional market share from the gas bar. Indeed, if one were to determine the urban vs. rural 
detail (which we did not), the vast majority of gas bars with service bays would likely be found to 
exist in rural communities, where these factors have not had as great an effect. 

Diesel  
Diesel fuel continues to be available at almost half of the reporting retail petroleum outlets, a 
representation rate that appears to have been unchanged for the past several years. Despite its 
extensive representation, diesel fuel sales represent only about five percent of petroleum sales at 
retail outlets. This creates (compared to gasoline) higher inventorying and capital costs, likely 
explaining why retail diesel fuel typically sells at a gross marketer margin (the difference between 
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the wholesale "rack" price and the tax-excluded pump price) that is three to four cents per litre 
higher than that of gasoline. 

Ethanol 
In 2006, for the first time, our survey captured outlets offering ethanol-blended fuel. Ethanol is 
available at about 16 percent of the 10,222 reporting outlets. We will watch with interest as this 
number grows in the coming years.  

Pump Service 
The retail gasoline marketplace is dominated by the self-serve gas bar – over sixty percent of 
10,222 reporting outlets operate in this mode. Over the past 20 years there has been a steady 
transition away from full-serve offerings, a trend that might reverse itself in future years: as the 
average gasoline consumer grows older, full serve outlets may be increasingly in demand. 

ACKNOWLEDGEMENTS 

This survey would not have been possible without the support and active participation of a number 
of organizations.  

First and foremost, we are grateful to those petroleum marketers who actively participated in the 
survey process.  These organizations have shared the view that an accurate, comprehensive 
enumeration of retail gasoline operations is an important part of providing transparency about the 
petroleum marketing industry. 

We are also grateful for the assistance of several provincial governments, who have assisted us in 
calculating the number of "unknown" outlets, by providing us with accurate counts of total 
registered gasoline stations from their registry information (fuel tax and/or tank installations). 

ABOUT MJ ERVIN & ASSOCIATES INC. 

MJ Ervin & Associates Inc. is a Calgary-based consultancy whose sole focus is upon the 
downstream petroleum industry. Although we are best known for our national petroleum price 
database (at www.mjervin.com), our expertise also includes industry performance benchmarking, 
petroleum markets analysis, familiarization seminars, and consulting and research work relating to 
a wide range of matters specific to the petroleum refining and marketing sector.  

Our clients span a wide range of government, NGO and industry organizations with an interest in 
downstream petroleum issues. A comprehensive brochure describing our services can be found on 
our web site. 

Please direct any questions or comments regarding this report to Michael J. Ervin, who can be 
reached by telephone at 403-283-8704 ext 101, or via email: michael.ervin@mjervin.com.  
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APPENDIX A: SURVEY – BY BRAND 



MJ Ervin & Associates Inc
National Retail Petroleum Site Census - By Brand 2006

 Marketer YT NT BC AB SK MB ON QC NB NS PE NL Tot FS SS DS SM MD LG BYCW QR DF EN

Pump Svc C-Store OtherProvince / TerritoryBrand  Pump Price 
Control

7-Eleven 0 15120 65 0007 39 0 0 138
0 0 12 65 15 7 39 0 0 0 0 0 1387-Eleven Canada, Inc 0 137 1 0 0 138 0 100 00Marketer

Amco 0 000 0 0000 64 0 0 64
0 0 0 0 0 0 64 0 0 0 0 0 64Amco Petroleum 0 0 0 0 0 0 0 (Est.)00 00Dealer

Axco 0 000 0 0000 0 42 0 42
0 0 0 0 0 0 0 42 0 0 0 0 42Cadrin inc, Les Pétroles 0 0 0 0 0 0 0 00 00Dealer

BB 0 000 0 0000 12 0 0 12
0 0 0 0 0 0 9 0 0 0 0 0 9Bradshaw Fuels 5 4 0 0 6 0 0 72 00Dealer

0 0 0 0 0 0 3 0 0 0 0 0 3Bradshaw Fuels 1 1 1 0 1 1 0 20 00Marketer

Beaver 0 000 0 0000 36 0 0 36
0 0 0 0 0 0 36 0 0 0 0 0 36Shell Canada Products 34 2 0 36 0 0 8 74 75Marketer

Bélisle 0 000 0 0000 0 14 0 14
0 0 0 0 0 0 0 12 0 0 0 0 12Bélisle & Bélisle Inc., Pétroles 0 12 0 10 0 0 2 (Est.)122 02Dealer

0 0 0 0 0 0 0 2 0 0 0 0 2Bélisle & Bélisle Inc., Pétroles 0 2 0 2 0 0 0 (Est.)20 00Marketer

Belzile 0 000 0 0000 0 15 0 15
0 0 0 0 0 0 0 15 0 0 0 0 15Belzile enr, Les Pétroles 5 10 0 15 0 0 0 (Est.)00 00Dealer

Big Chief 0 000 0 0000 1 0 0 1
0 0 0 0 0 0 1 0 0 0 0 0 1Suncor Energy Products, Inc. 0 1 0 1 0 0 0 10 00Marketer

Canadian Tire 0 780 21 10066 136 58 13 265
0 0 8 21 6 6 135 58 13 6 0 10 263Canadian Tire Petroleum 3 258 2 201 50 12 13 5873 07Marketer

0 0 0 0 0 0 1 0 0 0 0 0 1Couche-Tard, Alimentation Inc. 0 1 0 0 0 1 0 (Est.)10 00Marketer

0 0 0 0 1 0 0 0 0 0 0 0 1Couche-Tard, Alimentation Inc. 0 1 0 0 0 1 0 00 10Dealer
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 Marketer YT NT BC AB SK MB ON QC NB NS PE NL Tot FS SS DS SM MD LG BYCW QR DF EN

Pump Svc C-Store OtherProvince / TerritoryBrand  Pump Price 
Control

Cango 0 000 0 0000 46 0 0 46
0 0 0 0 0 0 23 0 0 0 0 0 23Cango Petroleum 21 2 0 20 3 0 1 94 140Marketer

0 0 0 0 0 0 21 0 0 0 0 0 21Cango Petroleum 13 8 0 7 8 6 4 142 131Dealer

0 0 0 0 0 0 1 0 0 0 0 0 1Couche-Tard, Alimentation Inc. 0 1 0 0 0 1 0 (Est.)00 01Marketer

0 0 0 0 0 0 1 0 0 0 0 0 1TV Gas Bars Holdings Inc. 0 0 0 0 0 0 0 (Est.)00 00Marketer

CAN-OP 0 000 0 0000 70 0 0 70
0 0 0 0 0 0 65 0 0 0 0 0 65Canadian Operators Petroleum 0 0 0 0 0 0 0 00 00Dealer

0 0 0 0 0 0 5 0 0 0 0 0 5Canadian Operators Petroleum 0 0 0 0 0 0 0 00 00Marketer

Centex 0 000 9 0000 0 0 0 9
0 0 0 5 0 0 0 0 0 0 0 0 5Centex Petroleum 0 5 0 0 3 0 0 52 00Marketer

0 0 0 4 0 0 0 0 0 0 0 0 4Centex Petroleum 0 4 0 0 2 1 0 43 00Dealer

Chevron 0 01710 0 0000 0 0 0 171
0 0 2 0 0 0 0 0 0 0 0 0 27-Eleven Canada, Inc 0 2 0 0 0 2 0 00 00Marketer

0 0 7 0 0 0 0 0 0 0 0 0 7Chevron Canada Limitied 1 6 0 1 0 6 1 20 00Dealer

0 0 161 0 0 0 0 0 0 0 0 0 161Chevron Canada Limitied 8 97 56 29 4 128 7 519 018Marketer

0 0 1 0 0 0 0 0 0 0 0 0 1Couche-Tard, Alimentation Inc. 0 1 0 0 0 1 0 00 00Dealer

Coast 0 000 0 0020 0 0 8 10
0 0 0 0 0 0 0 0 8 2 0 0 10Wilson Fuel Company Limited 0 0 0 0 0 0 0 00 00Dealer

Co-op 0 215360 62 427100 1 0 23 450
0 0 0 0 0 0 0 0 23 7 2 4 36Co-op Atlantic 18 9 9 28 6 2 1 100 00Marketer

0 0 0 0 0 1 0 0 0 0 0 0 1Couche-Tard, Alimentation Inc. 1 0 0 0 0 1 0 00 00Dealer

0 0 11 5 6 5 0 0 0 0 0 0 27Federated Cooperatives 18 2 7 14 5 4 0 255 60Marketer

0 0 25 57 209 94 1 0 0 0 0 0 386Federated Cooperatives 323 36 27 239 90 61 24 485 1686Dealer

Costco 0 020 0 0000 0 1 0 3
0 0 2 0 0 0 0 1 0 0 0 0 3Costco Wholesale Corporation 0 0 0 0 0 0 0 (Est.)00 00Marketer

Couche-Tard 0 000 0 0000 0 67 0 67
0 0 0 0 0 0 0 35 0 0 0 0 35Couche-Tard, Alimentation Inc. 0 35 0 0 0 35 0 51 03Dealer

0 0 0 0 0 0 0 32 0 0 0 0 32Couche-Tard, Alimentation Inc. 0 32 0 0 0 32 0 10 00Marketer
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 Marketer YT NT BC AB SK MB ON QC NB NS PE NL Tot FS SS DS SM MD LG BYCW QR DF EN

Pump Svc C-Store OtherProvince / TerritoryBrand  Pump Price 
Control

Crevier 0 000 0 0000 16 268 3 287
0 0 0 0 0 0 0 7 0 0 0 0 7Crevier Inc., Les Pétroles 4 3 0 1 2 0 4 60 40Marketer

0 0 0 0 0 0 16 261 3 0 0 0 280Crevier Inc., Les Pétroles 210 73 0 8 28 59 198 2130 60Dealer

Dalys 0 000 0 0000 0 0 2 2
0 0 0 0 0 0 0 0 2 0 0 0 2Dalys Gas 0 0 0 0 0 0 0 (Est.)00 00Dealer

Dash 0 000 1 0000 0 0 0 1
0 0 0 1 0 0 0 0 0 0 0 0 1Domo Gasoline Corporation 0 1 0 1 0 0 0 00 00Marketer

Domo 0 540 24 00045 0 0 0 78
0 0 0 0 1 21 0 0 0 0 0 0 22Domo Gasoline Corporation 10 11 1 0 18 4 3 102 00Dealer

0 0 4 24 4 24 0 0 0 0 0 0 56Domo Gasoline Corporation 51 5 0 56 0 0 0 00 00Marketer

Drummonds 0 000 0 0000 15 1 0 16
0 0 0 0 0 0 7 1 0 0 0 0 8Drummonds Fuels Ltd. 0 0 0 0 0 0 0 (Est.)00 00Dealer

0 0 0 0 0 0 8 0 0 0 0 0 8Drummonds Fuels Ltd. 0 0 0 0 0 0 0 00 00Marketer

Econo 0 000 0 0000 3 0 0 3
0 0 0 0 0 0 3 0 0 0 0 0 3Econo Fuels 0 0 0 0 0 0 0 (Est.)00 00Marketer

Eko 0 000 0 0000 0 77 0 77
0 0 0 0 0 0 0 28 0 0 0 0 28Dufresne Inc., F. 8 20 0 4 5 20 1 154 00Marketer

0 0 0 0 0 0 0 49 0 0 0 0 49Dufresne Inc., F. 16 33 0 6 3 9 31 230 00Dealer
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 Marketer YT NT BC AB SK MB ON QC NB NS PE NL Tot FS SS DS SM MD LG BYCW QR DF EN

Pump Svc C-Store OtherProvince / TerritoryBrand  Pump Price 
Control

Esso 4 992325 212 62267194 649 434 80 1968
0 0 27 16 8 4 8 0 0 0 0 0 637-Eleven Canada, Inc 1 61 1 0 0 63 0 91 00Marketer

0 0 0 0 0 0 77 0 0 0 0 0 77Bradshaw Fuels 21 49 7 2 45 9 3 5015 012Dealer

0 0 0 0 0 0 5 0 0 0 0 0 5Bradshaw Fuels 2 3 0 1 2 0 0 40 00Marketer

0 0 0 0 0 0 76 0 0 0 0 0 76Cango Petroleum 23 52 1 22 40 14 17 5217 4422Dealer

0 0 0 0 0 0 7 0 0 0 0 0 7Cango Petroleum 3 4 0 5 1 1 0 23 10Marketer

0 0 0 0 0 0 0 26 0 0 0 0 26Couche-Tard, Alimentation Inc. 0 25 1 0 0 25 0 71 02Dealer

0 0 7 22 0 3 16 23 0 0 0 0 71Couche-Tard, Alimentation Inc. 0 71 0 0 0 71 0 (Est.)164 310Marketer

0 0 0 0 0 0 0 55 18 0 0 0 73Global Fuels Inc. 40 33 0 8 40 25 13 5512 00Dealer

0 0 0 0 0 0 3 6 4 0 0 0 13Global Fuels Inc. 2 11 0 0 3 10 1 113 00Marketer

0 0 0 0 0 0 0 45 0 0 0 0 45Harnois inc, Le Groupe 0 0 0 0 0 0 0 (Est.)00 00Dealer

0 0 0 0 0 0 0 11 0 0 0 0 11Harnois inc, Le Groupe 0 0 0 0 0 0 0 (Est.)00 00Marketer

0 0 68 67 16 15 256 110 0 13 0 10 555Imperial Oil Limited 6 449 100 77 326 152 20 223356 9234Marketer

4 2 108 27 5 2 67 45 1 3 0 4 268Imperial Oil Limited 69 179 20 82 89 97 50 17365 221Dealer

0 0 0 0 0 0 22 41 0 0 0 0 63MacEwen Petroleum Inc. 0 0 0 0 0 0 0 (Est.)00 00Dealer

0 0 0 0 0 0 5 0 0 0 0 0 5McDougall Fuels 1 1 3 1 1 2 0 00 00Marketer

0 0 0 0 0 0 35 0 0 0 0 0 35McDougall Fuels 24 11 0 11 10 10 8 271 016Dealer

0 0 0 0 0 0 37 0 0 0 0 0 37NOCO Energy Canada 0 0 0 0 0 0 0 (Est.)00 00Dealer

0 0 0 0 0 0 0 10 0 0 0 0 10OLCO Petroleum Group Inc. 7 3 0 0 5 2 0 101 00Marketer

0 0 0 4 2 1 0 0 0 0 0 0 7Parkland Income Fund 2 5 0 0 5 2 1 40 20Marketer

0 3 22 76 68 0 0 0 0 0 0 0 169Parkland Income Fund 0 154 15 0 110 59 0 900 690Dealer

0 0 0 0 0 0 12 0 0 0 0 0 12Pioneer Petroleums 0 8 4 2 8 1 0 46 90Marketer

0 0 0 0 0 69 23 0 0 0 0 0 92Pioneer Petroleums 0 0 0 0 0 0 0 00 230Dealer

0 0 0 0 0 0 0 62 0 0 0 0 62Therrien Inc., Les Pétroles 0 0 0 0 0 0 0 (Est.)00 00Dealer

0 0 0 0 0 0 0 0 41 46 21 44 152Wilson Fuel Company Limited 0 0 0 0 0 0 0 00 00Dealer

0 0 0 0 0 0 0 0 16 9 5 4 34Wilson Fuel Company Limited 0 17 14 5 18 7 0 2411 016Marketer

Extra Foods 0 9120 31 0004 2 0 0 58
0 0 12 31 9 4 2 0 0 0 0 0 58Loblaw Companies Limited 0 58 0 58 0 0 0 540 110Marketer
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 Marketer YT NT BC AB SK MB ON QC NB NS PE NL Tot FS SS DS SM MD LG BYCW QR DF EN

Pump Svc C-Store OtherProvince / TerritoryBrand  Pump Price 
Control

Fas Gas 6 23140 50 0003 1 0 0 97
0 0 1 3 0 0 0 0 0 0 0 0 4Couche-Tard, Alimentation Inc. 0 4 0 0 4 0 0 00 00Dealer

6 0 6 24 9 1 1 0 0 0 0 0 47Parkland Income Fund 30 10 6 6 21 20 5 3715 90Dealer

0 0 7 23 14 2 0 0 0 0 0 0 46Parkland Income Fund 36 7 3 2 40 4 4 555 140Marketer

Fas Gas Plus 0 17100 70 00010 0 0 0 107
0 0 7 61 14 9 0 0 0 0 0 0 91Parkland Income Fund 49 35 7 0 50 41 2 912 00Marketer

0 0 3 9 3 1 0 0 0 0 0 0 16Parkland Income Fund 0 16 0 2 10 4 0 100 00Dealer

FastFuel 0 000 0 0030 0 0 3 6
0 0 0 0 0 0 0 0 3 3 0 0 6Sobeys 0 6 0 6 0 0 0 (Est.)00 00Marketer

Flying J 0 450 14 0004 5 6 0 38
0 0 5 14 4 4 5 6 0 0 0 0 38Flying J Inc. 0 36 0 0 36 0 0 (Est.)360 011Marketer

Fortinos 0 000 0 0000 2 0 0 2
0 0 0 0 0 0 2 0 0 0 0 0 2Loblaw Companies Limited 0 2 0 2 0 0 0 20 20Marketer

Francis Fuels 0 000 0 0000 14 7 0 21
0 0 0 0 0 0 11 7 0 0 0 0 18Francis Fuels 16 2 0 9 5 4 8 90 00Dealer

0 0 0 0 0 0 3 0 0 0 0 0 3Francis Fuels 1 2 0 1 0 2 0 00 00Marketer

FS 0 000 0 0000 13 0 0 13
0 0 0 0 0 0 5 0 0 0 0 0 5UPI Energy LP 4 1 0 3 0 2 0 40 50Marketer

0 0 0 0 0 0 8 0 0 0 0 0 8UPI Energy LP 8 0 0 7 0 1 1 80 41Dealer

Fuel Stop 0 000 0 0010 0 0 0 1
0 0 0 0 0 0 0 0 0 1 0 0 1XTR Energy Company Limited 1 0 0 0 0 1 0 00 00Dealer

Gales 0 000 0 0000 15 0 0 15
0 0 0 0 0 0 15 0 0 0 0 0 15Gales Fuels 10 0 5 15 0 0 0 70 00Marketer

Gas King 0 000 6 0000 0 0 0 6
0 0 0 6 0 0 0 0 0 0 0 0 6Gas King Oil Co. Ltd. 2 2 2 0 3 3 0 44 00Marketer

Gas Plus 0 350 48 0000 0 0 0 56
0 0 5 26 0 0 0 0 0 0 0 0 31Gas Plus Inc 0 31 0 0 10 21 0 00 00Dealer

0 0 0 22 3 0 0 0 0 0 0 0 25Gas Plus Inc 0 25 0 4 3 18 0 02 30Marketer
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 Marketer YT NT BC AB SK MB ON QC NB NS PE NL Tot FS SS DS SM MD LG BYCW QR DF EN

Pump Svc C-Store OtherProvince / TerritoryBrand  Pump Price 
Control

Gas Rite 0 000 0 0000 16 0 0 16
0 0 0 0 0 0 7 0 0 0 0 0 7Cango Petroleum 1 6 0 4 0 3 1 21 41Dealer

0 0 0 0 0 0 8 0 0 0 0 0 8Cango Petroleum 3 5 0 6 1 1 1 42 31Marketer

0 0 0 0 0 0 1 0 0 0 0 0 1TV Gas Bars Holdings Inc. 1 0 0 0 0 1 0 (Est.)00 00Marketer

Gaz-O-Bar 0 000 0 0000 0 62 0 62
0 0 0 0 0 0 0 12 0 0 0 0 12Gaz-O-Bar inc, Le Groupe 0 0 0 0 0 0 0 00 00Marketer

0 0 0 0 0 0 0 50 0 0 0 0 50Gaz-O-Bar inc, Le Groupe 0 0 0 0 0 0 0 00 00Dealer

GOCO 0 000 0 0000 65 0 0 65
0 0 0 0 0 0 53 0 0 0 0 0 53Gra Ham Energy Services Ltd. 0 0 0 0 0 0 0 00 00Dealer

0 0 0 0 0 0 12 0 0 0 0 0 12Gra Ham Energy Services Ltd. 0 0 0 0 0 0 0 00 00Marketer

Goyer 0 000 0 0000 0 22 0 22
0 0 0 0 0 0 0 22 0 0 0 0 22Goyer, Les Pétroles 10 10 0 10 0 0 0 (Est.)00 00Dealer

GTO 0 000 0 0000 4 0 0 4
0 0 0 0 0 0 4 0 0 0 0 0 4Suncor Energy Products, Inc. 0 3 1 4 0 0 0 33 02Marketer

Harnois 0 000 0 0000 0 87 0 87
0 0 0 0 0 0 0 1 0 0 0 0 1Couche-Tard, Alimentation Inc. 0 1 0 0 0 1 0 10 00Dealer

0 0 0 0 0 0 0 54 0 0 0 0 54Harnois inc, Le Groupe 0 0 0 0 0 0 0 (Est.)00 00Marketer

0 0 0 0 0 0 0 32 0 0 0 0 32Harnois inc, Le Groupe 0 0 0 0 0 0 0 (Est.)00 00Dealer

Hometown 0 000 0 15000 0 0 0 15
0 0 0 0 0 0 0 0 0 0 0 15 15North Atlantic Petroleum 14 1 0 1 8 6 1 40 00Dealer

Hughes 0 000 21 0000 0 0 0 21
0 0 0 21 0 0 0 0 0 0 0 0 21Hughes Petroleum 0 22 0 19 3 0 0 2222 00Marketer

Husky 2 281242 157 00025 34 0 0 372
0 0 1 1 0 0 0 0 0 0 0 0 27-Eleven Canada, Inc 0 2 0 0 0 2 0 10 00Marketer

0 1 0 20 0 0 2 0 0 0 0 0 23Couche-Tard, Alimentation Inc. 0 23 0 0 0 23 0 (Est.)90 81Marketer

0 1 69 86 14 17 18 0 0 0 0 0 205Husky Energy 42 78 85 37 114 43 43 15479 1650Marketer

2 0 54 50 14 8 13 0 0 0 0 0 141Husky Energy 38 71 32 8 81 21 13 8129 1000Dealer

0 0 0 0 0 0 1 0 0 0 0 0 1TV Gas Bars Holdings Inc. 1 0 0 0 0 1 0 (Est.)00 00Marketer
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 Marketer YT NT BC AB SK MB ON QC NB NS PE NL Tot FS SS DS SM MD LG BYCW QR DF EN

Pump Svc C-Store OtherProvince / TerritoryBrand  Pump Price 
Control

Irving 0 000 0 84271060 2 189 135 543
0 0 0 0 0 0 0 31 0 0 0 0 31Couche-Tard, Alimentation Inc. 0 31 0 0 0 31 0 50 01Marketer

0 0 0 0 0 0 0 82 0 0 0 0 82Couche-Tard, Alimentation Inc. 0 81 1 0 0 82 0 494 08Dealer

0 0 0 0 0 0 2 76 94 73 24 73 342Irving Oil Limited 19 293 30 171 61 110 8 2193 035Dealer

0 0 0 0 0 0 0 0 41 33 3 11 88Irving Oil Limited 2 69 17 11 14 63 37 638 015Marketer

Loblaws 0 000 0 0000 4 5 0 9
0 0 0 0 0 0 4 5 0 0 0 0 9Loblaw Companies Limited 0 9 0 9 0 0 0 90 20Marketer

Lucar 0 000 0 0000 0 11 0 11
0 0 0 0 0 0 0 11 0 0 0 0 11Lucar inc, Pétroles 0 0 0 6 0 0 3 (Est.)115 00Dealer

MacEwen 0 000 0 0000 58 7 0 65
0 0 0 0 0 0 22 0 0 0 0 0 22MacEwen Petroleum Inc. 0 0 0 0 0 0 0 (Est.)00 00Marketer

0 0 0 0 0 0 36 7 0 0 0 0 43MacEwen Petroleum Inc. 0 0 0 0 0 0 0 (Est.)00 00Dealer

Mac's 0 240 17 0001 37 0 0 61
0 0 4 17 2 1 37 0 0 0 0 0 61Couche-Tard, Alimentation Inc. 0 61 0 0 0 61 0 (Est.)11 09Marketer

Maxi 0 000 0 0000 0 5 0 5
0 0 0 0 0 0 0 5 0 0 0 0 5Loblaw Companies Limited 0 5 0 3 2 0 0 50 00Marketer

MF 0 000 0 0000 18 0 0 18
0 0 0 0 0 0 18 0 0 0 0 0 18McDougall Fuels 12 6 0 6 8 2 5 90 02Dealer

Mohawk 0 13520 50 00017 3 0 0 135
0 0 15 16 3 6 1 0 0 0 0 0 41Husky Energy 25 11 5 4 28 3 8 3111 400Dealer

0 0 37 34 10 11 2 0 0 0 0 0 94Husky Energy 15 33 46 13 69 12 4 6127 910Marketer

Mr. Gas 0 000 0 0000 33 4 0 37
0 0 0 0 0 0 31 2 0 0 0 0 33Mr. Gas Ltd. 15 18 0 8 22 3 5 207 333Marketer

0 0 0 0 0 0 2 2 0 0 0 0 4Mr. Gas Ltd. 2 2 0 1 3 0 1 00 20Dealer

Murphy 0 200 3 0000 3 0 0 8
0 0 0 3 2 0 3 0 0 0 0 0 8Murphy Canada 0 8 0 8 0 0 0 (Est.)00 00Marketer

No Frills 0 000 0 0000 10 0 0 10
0 0 0 0 0 0 10 0 0 0 0 0 10Loblaw Companies Limited 0 10 0 10 0 0 0 100 50Marketer

NOCO 0 000 0 0000 4 0 0 4
0 0 0 0 0 0 4 0 0 0 0 0 4NOCO Energy Canada 0 0 0 0 0 0 0 (Est.)00 00Dealer

Monday, June 25, 2007
Page 7 of 12

Legend:  FS: Full Service; SS: Self Serve; DS: Split Serve; SM: Small; MD: Medium; LG:  Large; CW: Car Wash; QR: Quick-Serve Restaurant; BY: Auto Service Bays; DF: Diesel; EN: Ethanol

Note:  Several brands may be associated with a given marketer; see our accompanying "By Marketer" Report to view representation by brand. See also our "Brand Ownership" report

© MJ Ervin & Associates Inc.



 Marketer YT NT BC AB SK MB ON QC NB NS PE NL Tot FS SS DS SM MD LG BYCW QR DF EN

Pump Svc C-Store OtherProvince / TerritoryBrand  Pump Price 
Control

North Atlantic 0 000 0 39000 0 0 0 39
0 0 0 0 0 0 0 0 0 0 0 23 23North Atlantic Petroleum 2 11 10 7 10 6 3 92 02Dealer

0 0 0 0 0 0 0 0 0 0 0 16 16North Atlantic Petroleum 1 13 2 4 8 4 1 81 02Marketer

OLCO 0 000 0 0000 111 107 0 218
0 0 0 0 0 0 90 24 0 0 0 0 114Global Fuels Inc. 65 49 0 45 50 19 16 8712 220Dealer

0 0 0 0 0 0 17 0 0 0 0 0 17Global Fuels Inc. 5 12 0 7 8 2 2 154 50Marketer

0 0 0 0 0 0 4 83 0 0 0 0 87OLCO Petroleum Group Inc. 76 9 2 2 25 10 28 8628 00Marketer

Payless 0 0100 2 0000 0 0 0 12
0 0 0 2 0 0 0 0 0 0 0 0 2Shell Canada Products 1 1 0 0 2 0 0 20 00Dealer

0 0 10 0 0 0 0 0 0 0 0 0 10Shell Canada Products 1 9 0 1 9 0 0 107 00Marketer

Penny 0 000 0 0000 1 0 0 1
0 0 0 0 0 0 1 0 0 0 0 0 1Cango Petroleum 1 0 0 1 0 0 1 00 10Marketer

Petro Gold 0 000 0 0000 32 0 0 32
0 0 0 0 0 0 32 0 0 0 0 0 32Petro Gold Inc. 0 0 0 0 0 0 0 (Est.)00 00Dealer

Petro-Canada 3 401980 131 084149 444 386 36 1336
0 0 23 14 4 2 3 0 0 0 0 0 467-Eleven Canada, Inc 0 46 0 0 0 46 0 81 00Marketer

0 0 0 0 0 0 1 0 0 0 0 0 1Cango Petroleum 0 1 0 0 0 1 0 01 11Marketer

0 0 3 6 2 0 8 9 0 0 0 0 28Couche-Tard, Alimentation Inc. 0 28 0 0 0 28 0 (Est.)50 27Marketer

0 0 0 0 0 0 0 27 0 0 0 0 27Couche-Tard, Alimentation Inc. 0 27 0 0 0 27 0 83 00Dealer

1 0 128 89 22 27 315 152 8 26 2 0 770Petro-Canada Ltd. 63 635 72 290 434 46 45 355197 1770Marketer

2 0 44 22 12 20 117 198 28 15 6 0 464Petro-Canada Ltd. 123 365 54 401 132 9 105 (Est.)30658 057Dealer

Petro-Mart 0 000 0 0000 2 0 0 2
0 0 0 0 0 0 2 0 0 0 0 0 2Suncor Energy Products, Inc. 0 2 0 2 0 0 0 00 01Marketer

Petro-T 0 000 0 0000 0 122 0 122
0 0 0 0 0 0 0 3 0 0 0 0 3Couche-Tard, Alimentation Inc. 0 3 0 0 0 3 0 10 00Dealer

0 0 0 0 0 0 0 104 0 0 0 0 104Therrien Inc., Les Pétroles 0 0 0 0 0 0 0 (Est.)00 00Dealer

0 0 0 0 0 0 0 15 0 0 0 0 15Therrien Inc., Les Pétroles 2 13 0 1 5 9 0 (Est.)137 00Marketer
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 Marketer YT NT BC AB SK MB ON QC NB NS PE NL Tot FS SS DS SM MD LG BYCW QR DF EN

Pump Svc C-Store OtherProvince / TerritoryBrand  Pump Price 
Control

Pioneer 0 000 0 0000 141 0 0 141
0 0 0 0 0 0 1 0 0 0 0 0 1Couche-Tard, Alimentation Inc. 0 1 0 0 0 1 0 (Est.)00 00Marketer

0 0 0 0 0 0 8 0 0 0 0 0 8Pioneer Petroleums 4 4 0 3 0 1 0 20 00Dealer

0 0 0 0 0 0 132 0 0 0 0 0 132Pioneer Petroleums 22 99 11 41 42 3 0 7721 1321Marketer

Pronto 0 000 0 0000 1 0 0 1
0 0 0 0 0 0 1 0 0 0 0 0 1Suncor Energy Products, Inc. 1 0 0 1 0 0 0 00 00Marketer

Provigo 0 000 0 0000 0 1 0 1
0 0 0 0 0 0 0 1 0 0 0 0 1Loblaw Companies Limited 0 1 0 1 0 0 0 10 00Marketer

Race Trac 15 39423 81 0008 1 0 0 189
0 0 0 1 0 0 0 0 0 0 0 0 1Parkland Income Fund 1 0 0 0 1 0 0 10 00Marketer

15 3 42 80 39 8 1 0 0 0 0 0 188Parkland Income Fund 97 86 5 10 140 38 37 12518 390Dealer

Real Canadian Super Store 1 7210 24 0089 10 0 5 85
1 0 21 24 7 9 10 0 5 8 0 0 85Loblaw Companies Limited 3 80 2 85 0 0 0 634 90Marketer

Real Canadian Wholesale 
Club

0 460 1 0001 1 0 0 13

0 0 6 1 4 1 1 0 0 0 0 0 13Loblaw Companies Limited 0 13 0 13 0 0 0 120 40Marketer

Relais 0 000 0 0000 0 6 0 6
0 0 0 0 0 0 0 6 0 0 0 0 6Crevier Inc., Les Pétroles 4 2 0 0 1 1 4 50 00Dealer

RL 0 000 0 0000 0 25 0 25
0 0 0 0 0 0 0 25 0 0 0 0 25RL, Pétroles 0 25 0 25 0 0 0 (Est.)00 00Marketer

Safeway 0 1120 32 00010 3 0 0 58
0 0 12 32 1 10 3 0 0 0 0 0 58Canada Safeway Limited 0 43 15 57 1 0 0 110 00Marketer

Save On Foods Gas 0 0140 11 0000 0 0 0 25
0 0 14 11 0 0 0 0 0 0 0 0 25Overwaitea Food Group 0 25 0 20 5 0 0 (Est.)00 00Marketer

Save on Gas 0 080 0 0000 0 0 0 8
0 0 7 0 0 0 0 0 0 0 0 0 7Federated Cooperatives 1 3 3 3 4 0 1 00 00Dealer

0 0 1 0 0 0 0 0 0 0 0 0 1Federated Cooperatives 1 0 0 0 1 0 0 00 00Marketer

Monday, June 25, 2007
Page 9 of 12

Legend:  FS: Full Service; SS: Self Serve; DS: Split Serve; SM: Small; MD: Medium; LG:  Large; CW: Car Wash; QR: Quick-Serve Restaurant; BY: Auto Service Bays; DF: Diesel; EN: Ethanol

Note:  Several brands may be associated with a given marketer; see our accompanying "By Marketer" Report to view representation by brand. See also our "Brand Ownership" report

© MJ Ervin & Associates Inc.



 Marketer YT NT BC AB SK MB ON QC NB NS PE NL Tot FS SS DS SM MD LG BYCW QR DF EN

Pump Svc C-Store OtherProvince / TerritoryBrand  Pump Price 
Control

Shell 14 632026 191 1125073 554 492 57 1715
0 0 0 0 0 1 0 0 0 0 0 0 17-Eleven Canada, Inc 0 0 1 0 0 1 0 10 00Marketer

0 0 0 0 0 0 0 5 0 0 0 0 5Couche-Tard, Alimentation Inc. 0 5 0 0 0 5 1 00 00Dealer

0 0 0 0 0 0 8 0 0 0 0 0 8Couche-Tard, Alimentation Inc. 0 8 0 0 0 8 0 (Est.)13 01Marketer

0 5 63 51 27 32 134 92 28 17 9 1 459Shell Canada Products 221 200 38 58 320 81 2 3403 2719Dealer

0 1 137 138 34 40 275 154 5 16 3 0 803Shell Canada Products 148 568 87 208 355 240 35 374272 12657Marketer

14 0 2 2 2 0 137 241 24 17 0 0 439Unidentified Marketers or Dealers 0 0 0 0 0 0 0 00 00Dealer

Sonerco 0 000 0 0000 0 95 0 95
0 0 0 0 0 0 0 15 0 0 0 0 15Cadrin inc, Les Pétroles 0 0 0 0 0 0 0 00 00Marketer

0 0 0 0 0 0 0 80 0 0 0 0 80Cadrin inc, Les Pétroles 0 0 0 0 0 0 0 00 00Dealer

Sonic 0 000 0 0000 0 186 0 186
0 0 0 0 0 0 0 155 0 0 0 0 155Coopérative fédérée de Québec 0 0 0 0 0 0 0 (Est.)00 00Marketer

0 0 0 0 0 0 0 30 0 0 0 0 30Coopérative fédérée de Québec 0 0 0 0 0 0 0 (Est.)00 00Dealer

0 0 0 0 0 0 0 1 0 0 0 0 1Couche-Tard, Alimentation Inc. 0 1 0 0 0 1 0 10 00Marketer

Sunoco 0 000 0 0000 285 0 0 285
0 0 0 0 0 0 13 0 0 0 0 0 13Couche-Tard, Alimentation Inc. 0 13 0 0 0 13 0 (Est.)00 03Marketer

0 0 0 0 0 0 3 0 0 0 0 0 3Pioneer Petroleums 0 3 0 3 0 0 0 10 30Marketer

0 0 0 0 0 0 1 0 0 0 0 0 1Suncor Energy Products, Inc. 0 1 0 0 0 0 1 10 10Dealer

0 0 0 0 0 0 268 0 0 0 0 0 268Suncor Energy Products, Inc. 53 182 33 152 93 11 43 9881 25682Marketer

Sunys 0 000 0 0000 48 3 0 51
0 0 0 0 0 0 40 1 0 0 0 0 41Cango Petroleum 36 5 0 21 10 10 12 274 131Dealer

0 0 0 0 0 0 7 2 0 0 0 0 9Cango Petroleum 8 1 0 8 1 0 1 80 20Marketer

0 0 0 0 0 0 1 0 0 0 0 0 1TV Gas Bars Holdings Inc. 1 0 0 1 0 0 0 (Est.)10 00Marketer

Super Gaz 0 000 0 0000 0 9 0 9
0 0 0 0 0 0 0 9 0 0 0 0 9Super Save Group 9 0 0 0 0 0 0 (Est.)00 00Marketer

Super Save Gas 0 0850 0 0000 0 0 0 85
0 0 64 0 0 0 0 0 0 0 0 0 64Super Save Group 39 22 3 0 15 57 0 (Est.)550 00Marketer

0 0 21 0 0 0 0 0 0 0 0 0 21Super Save Group 21 0 0 8 6 7 7 (Est.)100 00Dealer

Tempo 3 49330 43 00045 1 0 0 174
3 0 33 43 49 45 1 0 0 0 0 0 174Federated Cooperatives 0 0 0 0 0 0 0 00 00Dealer
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 Marketer YT NT BC AB SK MB ON QC NB NS PE NL Tot FS SS DS SM MD LG BYCW QR DF EN

Pump Svc C-Store OtherProvince / TerritoryBrand  Pump Price 
Control

Top Valu 0 000 0 0000 5 0 0 5
0 0 0 0 0 0 2 0 0 0 0 0 2Pioneer Petroleums 2 0 0 0 0 0 0 10 00Marketer

0 0 0 0 0 0 3 0 0 0 0 0 3Pioneer Petroleums 3 0 0 0 0 0 0 00 00Dealer

Tru Value 0 000 0 0000 17 0 0 17
0 0 0 0 0 0 10 0 0 0 0 0 10TV Gas Bars Holdings Inc. 8 2 0 0 8 0 0 (Est.)80 00Dealer

0 0 0 0 0 0 7 0 0 0 0 0 7TV Gas Bars Holdings Inc. 7 0 0 1 6 0 0 (Est.)50 00Marketer

Turbo 0 660 19 0002 0 0 0 33
0 0 0 1 0 0 0 0 0 0 0 0 1Shell Canada Products 1 0 0 0 1 0 0 10 00Dealer

0 0 6 18 6 2 0 0 0 0 0 0 32Shell Canada Products 31 1 0 17 15 0 0 00 300Marketer

UFA 0 200 53 0000 0 0 0 55
0 0 0 53 2 0 0 0 0 0 0 0 55UFA 55 0 0 2 3 3 0 00 20Marketer

Ultramar 0 000 0 778700 96 711 48 1010
0 0 0 0 0 0 2 24 0 0 0 0 26Couche-Tard, Alimentation Inc. 0 26 0 0 0 26 0 (Est.)70 00Marketer

0 0 0 0 0 0 0 28 0 0 0 0 28Couche-Tard, Alimentation Inc. 0 28 0 0 0 28 0 52 03Dealer

0 0 0 0 0 0 81 645 48 70 8 77 929Ultramar Limited 375 488 66 738 143 75 48 62187 019Marketer

0 0 0 0 0 0 13 14 0 0 0 0 27Ultramar Limited 27 0 0 0 0 0 0 00 00Dealer

Unbranded/Unknown 0 4018236 172 821727131 529 369 9 1594
0 0 0 0 0 0 52 0 0 0 0 0 52Amco Petroleum 0 0 0 0 0 0 0 (Est.)00 00Dealer

0 0 0 0 0 0 18 0 0 0 0 0 18Bradshaw Fuels 11 7 0 3 6 0 2 110 01Dealer

0 0 0 0 0 0 30 0 0 0 0 0 30Canadian Operators Petroleum 0 0 0 0 0 0 0 00 00Dealer

0 0 0 0 0 0 4 0 0 0 0 0 4Cango Petroleum 4 0 0 1 2 1 1 10 00Dealer

0 0 0 0 0 0 0 0 2 0 0 0 2Co-op Atlantic 2 0 0 0 0 0 0 00 00Dealer

0 0 0 0 0 0 0 9 0 0 0 0 9Crevier Inc., Les Pétroles 6 3 0 0 0 0 0 00 00Dealer

0 0 0 0 0 0 7 0 0 0 0 0 7Drummonds Fuels Ltd. 0 0 0 0 0 0 0 (Est.)00 00Dealer

0 0 0 0 0 0 32 0 0 0 0 0 32Econo Fuels 0 0 0 0 0 0 0 (Est.)00 00Dealer

0 0 0 0 0 0 0 0 0 0 0 8 8North Atlantic Petroleum 6 1 1 1 6 1 0 00 00Dealer

0 36 182 172 40 131 386 360 7 27 17 74 1432Unidentified Marketers or Dealers 0 0 0 0 0 0 0 (Est.)00 00Dealer

UPI 0 000 0 0000 34 0 0 34
0 0 0 0 0 0 2 0 0 0 0 0 2UPI Energy LP 2 0 0 2 0 0 1 00 02Dealer

0 0 0 0 0 0 32 0 0 0 0 0 32UPI Energy LP 28 4 0 17 9 6 5 211 3210Marketer
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 Marketer YT NT BC AB SK MB ON QC NB NS PE NL Tot FS SS DS SM MD LG BYCW QR DF EN

Pump Svc C-Store OtherProvince / TerritoryBrand  Pump Price 
Control

UPI Energy LP 0 000 0 0000 9 0 0 9
0 0 0 0 0 0 9 0 0 0 0 0 9UPI Energy LP 6 2 1 5 3 1 0 62 90Marketer

Western 0 000 0 70000 0 0 0 70
0 0 0 0 0 0 0 0 0 0 0 65 65Western Petroleum 0 30 35 0 0 65 0 00 00Dealer

0 0 0 0 0 0 0 0 0 0 0 5 5Western Petroleum 0 5 0 0 0 5 0 00 00Marketer

Wilsons 0 000 0 41460 0 0 27 78
0 0 0 0 0 0 0 0 1 8 0 0 9Wilson Fuel Company Limited 0 5 7 3 6 4 0 91 04Marketer

0 0 0 0 0 0 0 0 26 38 1 4 69Wilson Fuel Company Limited 0 0 0 0 0 0 0 00 00Dealer

Woodwards 0 000 0 10000 0 0 0 10
0 0 0 0 0 0 0 0 0 0 0 10 10Woodward's Oil Limited 0 0 0 0 0 0 0 00 00Marketer

XTR 0 700 0 011818 30 0 20 94
0 0 0 0 7 18 30 0 20 18 1 0 94XTR Energy Company Limited 72 18 4 0 4 50 35 527 130Dealer

YIG 0 000 0 0000 7 0 0 7
0 0 0 0 0 0 7 0 0 0 0 0 7Loblaw Companies Limited 0 7 0 7 0 0 0 70 70Marketer

Zehrs 0 000 0 0000 7 0 0 7
0 0 0 0 0 0 7 0 0 0 0 0 7Loblaw Companies Limited 0 7 0 7 0 0 0 70 10Marketer

52
1,510

1,621
700

662
3,800

3,894
469

456
102

458
13,77248National Totals
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MJ ERVIN & ASSOCIATES INC. 

APPENDIX B: RETAIL BRANDS - WHO OWNS THEM 



Brand Ownership:
Retail Gasoline Brands and Who Owns Them
Brand Brand Owner

7-Eleven 7-Eleven Canada, Inc
Amco Amco Petroleum
Atlantic Superstore Loblaw Companies Limited
Axco Cadrin inc, Les Pétroles
BB Bradshaw Fuels
Beaver Shell Canada Products
Bélisle Bélisle & Bélisle Inc., Pétroles
Belzile Belzile enr, Les Pétroles
Big Chief Suncor Energy Products, Inc.
Canadian Tire Canadian Tire Petroleum
Cango Cango Petroleum
CAN-OP Canadian Operators Petroleum
Centex Centex Petroleum
Chevron Chevron Canada Limitied
Coast Wilson Fuel Company Limited
Co-op Federated Cooperatives
Costco Costco Wholesale Corporation
Couche-Tard Couche-Tard, Alimentation Inc.
CountrySide UPI Energy LP
Crevier Crevier Inc., Les Pétroles
Dalys Dalys Gas
Dash Domo Gasoline Corporation
Domo Domo Gasoline Corporation
Drummonds Drummonds Fuels Ltd. 
Econo Econo Fuels
Eko Dufresne Inc., F.
Esso Imperial Oil Limited
Extra Foods Loblaw Companies Limited
Fas Gas Parkland Income Fund
Fas Gas Plus Parkland Income Fund
FastFuel Sobeys
Flying J Flying J Inc.
Fortinos Loblaw Companies Limited
Francis Fuels Francis Fuels
FS UPI Energy LP
Fuel Stop XTR Energy Company Limited
Gales Gales Fuels
Gas King Gas King Oil Co. Ltd. 
Gas Plus Gas Plus Inc
Gas Rite Cango Petroleum
Gaz-O-Bar Gaz-O-Bar inc, Le Groupe
GOCO Gra Ham Energy Services Ltd.
Goyer Goyer, Les Pétroles
GTO Suncor Energy Products, Inc.
Harnois Harnois inc, Le Groupe
Hometown North Atlantic Petroleum
Hughes Hughes Petroleum
Husky Husky Energy
Independent Loblaw Companies Limited
Irving Irving Oil Limited
Loblaws Loblaw Companies Limited
Lucar Lucar inc, Pétroles
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Brand Brand Owner

MacEwen MacEwen Petroleum Inc.
Mac's Couche-Tard, Alimentation Inc.
Maxi Loblaw Companies Limited
MF McDougall Fuels
Mohawk Husky Energy
Mr. Gas Mr. Gas Ltd.
Murphy Murphy Canada 
MX Mercers Fuels
No Frills Loblaw Companies Limited
NOCO NOCO Energy Canada
North Atlantic North Atlantic Petroleum
OLCO OLCO Petroleum Group Inc. 
Payless Shell Canada Products
Penny Cango Petroleum
Petro Gold Petro Gold Inc.
Petro Plus PetroPlus Fuels
Petro-Canada Petro-Canada Ltd.
Petro-Mart Suncor Energy Products, Inc.
Petro-T Therrien Inc., Les Pétroles
PetroWest Parkland Income Fund
Pioneer Pioneer Petroleums
Pronto Suncor Energy Products, Inc.
Provigo Loblaw Companies Limited
Race Trac Parkland Income Fund
Real Canadian Super Store Loblaw Companies Limited
Real Canadian Wholesale Club Loblaw Companies Limited
Relais Crevier Inc., Les Pétroles
RL RL, Pétroles
Safeway Canada Safeway Limited
Save On Foods Gas Overwaitea Food Group
Save on Gas Federated Cooperatives
Sergas Ultramar Limited
Shell Shell Canada Products
Sonerco Cadrin inc, Les Pétroles
Sonic Coopérative fédérée de Québec
Sunoco Suncor Energy Products, Inc.
Sunys Cango Petroleum
Super Gaz Super Save Group
Super Save Gas Super Save Group
Tempo Federated Cooperatives
Top Valu Pioneer Petroleums
Tru Value TV Gas Bars Holdings Inc.
Turbo Shell Canada Products
UFA UFA
Ultramar Ultramar Limited
Unbranded/Unknown Unidentified Marketers or Dealers
UPI UPI Energy LP
UPI Energy LP UPI Energy LP
V-Plus Suncor Energy Products, Inc.
Western Western Petroleum
Wilsons Wilson Fuel Company Limited
Woodwards Woodward's Oil Limited
XTR XTR Energy Company Limited
YIG Loblaw Companies Limited
Zehrs Loblaw Companies Limited
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MJ ERVIN & ASSOCIATES INC. 

APPENDIX C: SURVEY – BY MARKETER  





 Brand YT NT BC AB SK MB ON QC NB NS PE NL Tot FS SS DS SM MD LG BYCW QR DF EN

Pump Svc C-Store OtherProvince / TerritoryMarketer  Pump Price 
Control

Harnois inc, Le Groupe 0 000 0 0000 0 142 0 142
0 0 0 0 0 0 0 11 0 0 0 0 11Esso 0 0 0 0 0 0 0 (Est.)00 00Marketer

0 0 0 0 0 0 0 45 0 0 0 0 45Esso 0 0 0 0 0 0 0 (Est.)00 00Dealer

0 0 0 0 0 0 0 32 0 0 0 0 32Harnois 0 0 0 0 0 0 0 (Est.)00 00Dealer

0 0 0 0 0 0 0 54 0 0 0 0 54Harnois 0 0 0 0 0 0 0 (Est.)00 00Marketer

Hughes Petroleum 0 000 21 0000 0 0 0 21
0 0 0 21 0 0 0 0 0 0 0 0 21Hughes 0 22 0 19 3 0 0 2222 00Marketer

Husky Energy 2 411751 186 00042 34 0 0 481
0 1 69 86 14 17 18 0 0 0 0 0 205Husky 42 78 85 37 114 43 43 15479 1650Marketer

2 0 54 50 14 8 13 0 0 0 0 0 141Husky 38 71 32 8 81 21 13 8129 1000Dealer

0 0 37 34 10 11 2 0 0 0 0 0 94Mohawk 15 33 46 13 69 12 4 6127 910Marketer

0 0 15 16 3 6 1 0 0 0 0 0 41Mohawk 25 11 5 4 28 3 8 3111 400Dealer

Imperial Oil Limited 4 211762 94 1401617 323 155 1 823
0 0 68 67 16 15 256 110 0 13 0 10 555Esso 6 449 100 77 326 152 20 223356 9234Marketer

4 2 108 27 5 2 67 45 1 3 0 4 268Esso 69 179 20 82 89 97 50 17365 221Dealer

Irving Oil Limited 0 000 0 84271060 2 76 135 430
0 0 0 0 0 0 0 0 41 33 3 11 88Irving 2 69 17 11 14 63 37 638 015Marketer

0 0 0 0 0 0 2 76 94 73 24 73 342Irving 19 293 30 171 61 110 8 2193 035Dealer
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 Brand YT NT BC AB SK MB ON QC NB NS PE NL Tot FS SS DS SM MD LG BYCW QR DF EN

Pump Svc C-Store OtherProvince / TerritoryMarketer  Pump Price 
Control

Loblaw Companies Limited 1 20390 56 00814 43 11 5 197
0 0 12 31 9 4 2 0 0 0 0 0 58Extra Foods 0 58 0 58 0 0 0 540 110Marketer

0 0 0 0 0 0 2 0 0 0 0 0 2Fortinos 0 2 0 2 0 0 0 20 20Marketer

0 0 0 0 0 0 4 5 0 0 0 0 9Loblaws 0 9 0 9 0 0 0 90 20Marketer

0 0 0 0 0 0 0 5 0 0 0 0 5Maxi 0 5 0 3 2 0 0 50 00Marketer

0 0 0 0 0 0 10 0 0 0 0 0 10No Frills 0 10 0 10 0 0 0 100 50Marketer

0 0 0 0 0 0 0 1 0 0 0 0 1Provigo 0 1 0 1 0 0 0 10 00Marketer

1 0 21 24 7 9 10 0 5 8 0 0 85Real Canadian Super Store 3 80 2 85 0 0 0 634 90Marketer

0 0 6 1 4 1 1 0 0 0 0 0 13Real Canadian Wholesale Club 0 13 0 13 0 0 0 120 40Marketer

0 0 0 0 0 0 7 0 0 0 0 0 7YIG 0 7 0 7 0 0 0 70 70Marketer

0 0 0 0 0 0 7 0 0 0 0 0 7Zehrs 0 7 0 7 0 0 0 70 10Marketer

Lucar inc, Pétroles 0 000 0 0000 0 11 0 11
0 0 0 0 0 0 0 11 0 0 0 0 11Lucar 0 0 0 6 0 0 3 (Est.)115 00Dealer

MacEwen Petroleum Inc. 0 000 0 0000 80 48 0 128
0 0 0 0 0 0 22 41 0 0 0 0 63Esso 0 0 0 0 0 0 0 (Est.)00 00Dealer

0 0 0 0 0 0 22 0 0 0 0 0 22MacEwen 0 0 0 0 0 0 0 (Est.)00 00Marketer

0 0 0 0 0 0 36 7 0 0 0 0 43MacEwen 0 0 0 0 0 0 0 (Est.)00 00Dealer

McDougall Fuels 0 000 0 0000 58 0 0 58
0 0 0 0 0 0 35 0 0 0 0 0 35Esso 24 11 0 11 10 10 8 271 016Dealer

0 0 0 0 0 0 5 0 0 0 0 0 5Esso 1 1 3 1 1 2 0 00 00Marketer

0 0 0 0 0 0 18 0 0 0 0 0 18MF 12 6 0 6 8 2 5 90 02Dealer

Mr. Gas Ltd. 0 000 0 0000 33 4 0 37
0 0 0 0 0 0 2 2 0 0 0 0 4Mr. Gas 2 2 0 1 3 0 1 00 20Dealer

0 0 0 0 0 0 31 2 0 0 0 0 33Mr. Gas 15 18 0 8 22 3 5 207 333Marketer

Murphy Canada 0 200 3 0000 3 0 0 8
0 0 0 3 2 0 3 0 0 0 0 0 8Murphy 0 8 0 8 0 0 0 (Est.)00 00Marketer
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 Brand YT NT BC AB SK MB ON QC NB NS PE NL Tot FS SS DS SM MD LG BYCW QR DF EN

Pump Svc C-Store OtherProvince / TerritoryMarketer  Pump Price 
Control

NOCO Energy Canada 0 000 0 0000 41 0 0 41
0 0 0 0 0 0 37 0 0 0 0 0 37Esso 0 0 0 0 0 0 0 (Est.)00 00Dealer

0 0 0 0 0 0 4 0 0 0 0 0 4NOCO 0 0 0 0 0 0 0 (Est.)00 00Dealer

North Atlantic Petroleum 0 000 0 62000 0 0 0 62
0 0 0 0 0 0 0 0 0 0 0 15 15Hometown 14 1 0 1 8 6 1 40 00Dealer

0 0 0 0 0 0 0 0 0 0 0 23 23North Atlantic 2 11 10 7 10 6 3 92 02Dealer

0 0 0 0 0 0 0 0 0 0 0 16 16North Atlantic 1 13 2 4 8 4 1 81 02Marketer

0 0 0 0 0 0 0 0 0 0 0 8 8Unbranded/Unknown 6 1 1 1 6 1 0 00 00Dealer

OLCO Petroleum Group Inc. 0 000 0 0000 4 93 0 97
0 0 0 0 0 0 0 10 0 0 0 0 10Esso 7 3 0 0 5 2 0 101 00Marketer

0 0 0 0 0 0 4 83 0 0 0 0 87OLCO 76 9 2 2 25 10 28 8628 00Marketer

Overwaitea Food Group 0 0140 11 0000 0 0 0 25
0 0 14 11 0 0 0 0 0 0 0 0 25Save On Foods Gas 0 25 0 20 5 0 0 (Est.)00 00Marketer

Parkland Income Fund 21 149876 278 00022 2 0 0 565
0 3 22 76 68 0 0 0 0 0 0 0 169Esso 0 154 15 0 110 59 0 900 690Dealer

0 0 0 4 2 1 0 0 0 0 0 0 7Esso 2 5 0 0 5 2 1 40 20Marketer

0 0 7 23 14 2 0 0 0 0 0 0 46Fas Gas 36 7 3 2 40 4 4 555 140Marketer

6 0 6 24 9 1 1 0 0 0 0 0 47Fas Gas 30 10 6 6 21 20 5 3715 90Dealer

0 0 7 61 14 9 0 0 0 0 0 0 91Fas Gas Plus 49 35 7 0 50 41 2 912 00Marketer

0 0 3 9 3 1 0 0 0 0 0 0 16Fas Gas Plus 0 16 0 2 10 4 0 100 00Dealer

0 0 0 1 0 0 0 0 0 0 0 0 1Race Trac 1 0 0 0 1 0 0 10 00Marketer

15 3 42 80 39 8 1 0 0 0 0 0 188Race Trac 97 86 5 10 140 38 37 12518 390Dealer

Petro Gold Inc. 0 000 0 0000 32 0 0 32
0 0 0 0 0 0 32 0 0 0 0 0 32Petro Gold 0 0 0 0 0 0 0 (Est.)00 00Dealer

Petro-Canada Ltd. 3 341720 111 084147 432 350 36 1234
2 0 44 22 12 20 117 198 28 15 6 0 464Petro-Canada 123 365 54 401 132 9 105 (Est.)30658 057Dealer

1 0 128 89 22 27 315 152 8 26 2 0 770Petro-Canada 63 635 72 290 434 46 45 355197 1770Marketer
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