Whitehouse announces reorganization

By Jim Kosowski Staff Writer

Implementation of major changes
in Sohio's organizational structure
and senior managerial assignments
is under way. The reorganization
was announced Feb. 8 by Sohio
Chairman Alton W. Whitehouse.

"Sohio is a vastly changed
company,"” Whitehouse noted. "lIts
size, scope, and complexity have
changed dramatically from the time
of the BP merger through the addition
of Kennecott Corporation.

"I believe that now is the time
to realign our organization to deal
effectively with both the changes
that are behind us, as well as the
demands and opportunities that lie
ahead," Whitehouse said.

"Sohio's organization throughout
the 1960s and 70s served the
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company well as it addressed the
major tasks of those years,"
Whitehouse said.

"Much was accomplished within
that framework, and | thank
everyone who played a role in those
accomplishments for their efforts."

Whitehouse initiated the
comprehensive organizational study
utilizing the services of a consulting
firm expert in these matters.

"l also consulted extensively
with John Miller and Tom Barrow as
the study progressed,” Whitehouse
said, "then made the initial decisions
on Sohio's organization structure
and the senior management
assignments which go along with it."

Whitehouse created an Office of
The Chairman and reorganized
Sohio's businesses into five major
groups.

IO

Members of the Office of The
Chairman,
are Sohio President and Chief
Operating Officer John R. Miller
and Vice-Chairman Thomas D.

in addition to Whitehouse,

Barrow. As chief executive officer
of the corporation,
have the ultimate authority of the
Office.

Members of the Office of The
Chairman will be individually
responsible for overseeing specific
operating and staff groups of the
company.

Whitehouse will

Richard A. Bray, newly named
president of Sohio Petroleum
Company (see story on page 3)
heads the Oil and Gas group. This
group is responsible for all of Sohio's
petroleum exploration and pro-
duction activities and continues to

The Downstream Petroleum group
encompasses crude oil and products
trading, transportation, refining,
and marketing. These activities are
headed by Sohio Senior Vice-President
Frank E. Mosier, who reports to
Miller.

The Chemical and Industrial
Products group is headed by William
P. Madar, former Sohio Chemicals
vice-president, who also reports to
Miller. This group is responsible
for all of Sohio's chemical
operations as well as its industrial
products operations, which consist
primarily of the businesses of
Carborundum, Chase Brass,
Dorr-Oliver, and Pangborn, obtained
in the Kennecott acquisition.

E. John Finn heads the Sohio
Industrial Products Company,

*Turnto WHITEHOUSE, page 10.

report to Barrow.
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Made for each other

Sohio's Ice-Card additive and
the winter of '82 were made for
each other. See page 7.

Demanding job

It takes more than a strong back
to mine coal for Old Ben. For
more on today's skilled miners,

turn to page 5.

Savage interview

Always candid, Sohio Petroleum
Company's former president
talks about where SPC has been
and where it's headed. All the
details on page 3.

Courage on skis

Patrick Lombard, 10, blind since
birth, is learning to ski this
winter thanks to help from

Sohio. Instructor Miranda
Massey-Woods assists Patrick.
Story on page 7.

First oil flows from Kuparuk

By Carey Fletcher Staff Writer

Oil began flowing in mid-December
from Alaska's newly developed
Kuparuk Field, an area ranked as one
of the country's ten largest oil fields.

Located 40 miles west of Prudhoe
Bay, Kuparuk is expected to yield
1.2-billion to 1.5-billion barrels of
recoverable crude over its life span
from an estimated 4.4-billion barrels
in place.

Atlantic Richfield (ARCO),BP Alaska
Exploration Inc., Union Oil, and
Sohio — major partners in development
of the field
agreement effective Dec. 1, 1981.

— signed an operating

The same major-interest owners also
signed a unit agreement designed to
maximize full recovery.

Negotiations are continuing with
owners of three adjoining tracts to
bring the entire field into the unit area.

"Under the terms of unitization,
Sohio holds a 9.5-percent interest
inthe field," says George J. Abraham,
general manager of New Ventures for
Sohio Petroleum Company. "Our
interest in production,
limited to 4.5 percent during the first

*Turn to FIRST OIL, page 8.

however, is

A 200-foot communications tower
soars over the central production
facility, heart of Alaska's Kuparuk

Field.

Marketing and refining show modest income gain

Sohio's marketing and refining oper-
ating income showed a modest gain in
1981, bucking an industry-wide decline
in earnings from those operations.
Sohio Chairman Alton W.
Whitehouse, reporting a rise in
marketing and refining operating
income to $256 million from 1980's
$248 million, says the improvement
was due primarily to
margins and better product yields.

improved

Partially offsetting the improved
margins was a 9-percent drop in
sales of refined petroleum products
and the $30-million write-off of a

sulfur removal
Refinery.

project at Toledo

Sohio's overall 1981 netincome was
$1.95 billion, a 7-percent increase
over the $1.81 billion for 1980.
Per-share earnings were $7.92 versus
$7.37 for 1980.

Whitehouse attributes the 1981
earnings improvement "primarily to
higher prices for Alaska crude oil."

Higher taxes and exploration
expenses, and losses in metals mining
operations obtained through the
Kennecott acquisition June 4, sub-
stantially offset the price improvement,

he says.

Sohio's 1981 capital expenditures
were $4.5 billion compared with $1
billion for 1980. The 1981 amount,
Whitehouse notes, includes the
property added by the Kennecott
acquisition and the coal properties
acquired from U.S. Steel Corp.

Oil and gas exploration expenses
for 1981 were $370 million, more
than double 1980's $176 million.

"These increased expenditures,”
Whitehouse says, "reflect our
commitment to search for additional

*Turn to MARKETING, page 8.



Marketing merits
our attention

The search for oil and gas is a fascinating,
risky undertaking. It's an adventure:
climbing mountains, hanging on an oil
rig's monkey board 150 feet above the
ocean, driving through blinding snow on
a road supported by a shelf of ice over
the Beaufort Sea.

It's the battlefront of the energy industry.
Stories about the oil and gas business
and the billions of dollars being invested
in it fill the pages of Sohio News. We all
know our future is at stake.

Meanwhile, service station crews still
unlock the station doors on cold winter
mornings and drag out the rack of snow
tires marked with sale prices. Sales people
still call on contractors and purchasing
agents. Tank trucks follow familiar country
roads carrying fuel oil and gasoline to
farms. Service station crews funnel anti-
freeze into the radiators of cars parked
on the driveways because there's no room
left in the lube bays.

Marketing and its sales force have gone
through some tough years —years of
regulations and controls. Imported crude
oil costs increased dramatically, escalating
gasoline prices, with the inevitable con-
frontation with the customer at the gas
pump. Shortages and waiting lines put the
station crews even more in the role of
front-line troops.

Lately the news has changed. Prices are
decontrolled. Cars are getting smaller and
use less gas, less oil. Signs posting the
latest "come-in" prices are prominent at
service stations.

Marketing success depends on doing many jobs well. This sketch shows the multiple tasks a

station employee may perform in a typical day.

Some stations have closed, and more
closings are forecast. A unit at Toledo
Refinery is temporarily shut for lack of
demand. The asphalt plant in Cleveland,
last remnant of The Standard Oil Company's
original refining center, will soon be gone.

The everyday job of holding costs,
getting out production, keeping the books,
beating the competition, selling your
company's product is still going on.

It's what most of us do for a living. It's

not always an adventure. It doesn't always
make headlines. But it's a struggle against
competition in a tough market. And, as
recent events indicate, it is still as risky —
and as important—as ever.

Sohio News will bring you the company's
headline stories again in 1982 —the big
ventures where the big bucks are going.
But you can also expect more flashbacks
to the service station. There's a hell of

a battle going on there.

Sohio makes diesel fill-ups more convenient

By Bernie Buttler Staff Writer

More than 1.6 million diesel-powered
cars and light trucks were on the
road in the United States at the end
of 1981.

"This figure," says Marketing
Vice-President Robert G. Griffin,
"is expected to climb to more than
five million by 1985.

"To serve the growing market,
Sohio substantially increased the
number of stations selling Diesel
Supreme during 1981," he says.
"Diesel Supreme is a superior

product, providing benefits no
other diesel fuel can offer."

Diesel owners, unlike drivers of
gasoline-powered vehicles, can't
pull into just any station for fuel.
They have to plan their refueling
stops because only certain stations
carry diesel fuel.

To make it more convenient for
motorists to get Sohio's diesel fuel,
the company has produced a handy,
pocket-size "Diesel Supreme
Directory,"” which lists more than

200 stations where the fuel is available.

The 14-page directory "takes the

guesswork" out of finding stations
with Diesel Supreme, Griffin says.
It lists 194 Sohio stations in Ohio,
plus a number of outlets of its sub-
sidiary, Boron Oil Company, in
Indiana, Kentucky, Michigan, and
Pennsylvania.

The directory has been mailed to all
registered owners of diesel cars and
light trucks in Ohio, where Diesel
Supreme outlets are concentrated.

It also has been distributed to
diesel-car dealerships in Ohio and
western Pennsylvania "to help ease
concerns prospective diesel auto
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buyers may have about the availability
of diesel fuel," Griffin says.

Maps in the directory show the
locations of the stations in key
metropolitan areas. The directory
also lists toll-free telephone numbers
in and out of Ohio that motorists can
call for information about diesel
fuel and to obtain additional copies
of the directory.

The Cleveland telephone number is
(216) 271-8800. Elsewhere in Ohio
the toll-free number is 1-800-162-9206.
Outside Ohio it is 1-800-321-9555.

Customers also may write Sohio's
Customer Services, or "Tom Holiday,"
P. O. Box 6989, Cleveland, Ohio 44101
to obtain copies of the directory.

"Diesel Supreme," Griffin says,

"is superior to ordinary No. 2 diesel
fuels marketed in Ohio.

"It has a higher cetane rating.
That translates into easier starting
and faster warm-ups in cold weather,"
Griffin notes.

Diesel Supreme burns cleaner, is
filtered for maximum engine pro-
tection, and carries the Ice-Card
guarantee "no fuel-line freeze-up or
Sohio pays the tow."

"Sohio," Griffin says, "intends to
keep pace with the growth in demand
for diesel fuel." He attributes part
of the growing popularity of diesel-
powered vehicles to the 25 percent
better fuel economy they achieve
than conventional gasoline-powered
vehicles.

Tim Soeder, manager of a gas-only
service station at Chagrin and
Richmond in Beachwood, Ohio, east
of Cleveland, gets ready to "fill ‘erup
with Diesel Supreme.



