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Can digital platforms connect  
oil and gas companies with future  
fuels consumers?

Historically, oil and gas companies don’t have direct access 
to their end consumers at fuel stations, which are mostly 
owned by branded or unbranded franchisees. But diminishing 
demand for fuel, volatile oil prices amid the fallout from 
COVID-19, and the rise of eco-friendly vehicles are exposing 
the downsides of this arrangement, amplifying questions 
about what role the two sides should play in the future — and 
how technology can create more favorable relationships 
while preserving important related revenue streams. 

Whether a sole proprietor or national conglomerate, today’s 
franchisees enter a long-term purchase contract for fuel with 
oil companies and sell the fuel to end consumers at the gas 
stations. In most cases, the franchisees own and maintain 
the infrastructure and technology related to the forecourt, 
fueling pumps and convenience stores. They employ the 
labor and enter partnerships with branded franchisees, while 
the oil companies manage the branding and marketing. 
Major oil companies own only a small percentage of these 
stations’ assets.

Fuel retailers earn most of their profit from the convenience 
stores and ancillary services, such as car washes and vehicle 
maintenance. In the US, the total market size of fuel retail 
is around US$660 billion, but store sales account for about 
60% of total gross profits. As a result, franchisees have a 
business incentive to promote the retail store and other 
services to consumers. Oil companies, on the other hand, 
do not benefit from such additional services. They have little 
direct involvement with convenience store operations and 
don’t connect with their customers.

In this partnership, suppliers and franchisees aren’t 
collaborating effectively and therefore miss out on potential 
synergies, business opportunities and new revenue streams. 
Despite having the necessary scale and capabilities, oil 
companies lack the motivation to generate and provide the 
consumer insights and other business operations support 
to retailers. Without this additional operations support, 
franchisees face greater hurdles in developing services, more 
targeted promotions and better pricing models. Meanwhile, 
they face a growing existential threat as drivers begin to 
distance themselves from fossil fuels altogether.

What can bring the two sides closer to their customers while 
enabling sustainability and protecting lucrative convenience 
sales? The answer lies in technology: oil and gas companies 
could create a federated transactional platform that would 
help individuals make better decisions on their carbon 
footprint and save money on their favorite goods and 
services. The data from consumers would be anonymized 
through tokenization to protect their privacy, but the 
behaviors could be shared with fuel retailers for insights into 
how to target more relevant products, services, deals and 
discounts, and experiences to customers. And oil and gas 
companies can get closer to end consumers and retailers 
(B2B and B2C) to offer products and services that support 
both constituencies.
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1 Assessing the future

Oil companies have been struggling to maintain stable and 
growing revenue from fuel sales due to volatile prices of crude 
oil and the changes in consumer demand. The double whammy 
of the COVID-19 crisis and the subsequent drop in oil prices has 
made it more necessary than ever for oil companies to have 
alternate revenue streams. 

While distributors are already operating on extremely tight 
margins, demand for fuel is shrinking. Original equipment 
manufacturers (OEMs) are producing more eco-friendly, efficient 
cars, including electric vehicles (EVs), in response to evolving 
consumer behaviors, and the emergence of this market has 
significantly displaced oil demand. 

Furthermore, regulators, policymakers and investors are 
implementing measures to drive businesses toward carbon 
neutrality. Fuel sales continue to decline as a result, which 
has only been exacerbated by limitations on mobility due 
to COVID-19. Now, more than ever, industry players must 
consider the effect of these trends as they develop their future 
business strategies.

Demand for fuel has declined as the EV market has expanded: 
functionality and environmental concerns are major 
determinants of consumer purchase behavior, driving eco-
innovation and green consumption.1 OEMs and tech giants 
are innovating in the green vehicle space to capture this new 
demand, pushing the envelope with disruptive technologies, 
such as self-driving cars.

These technologies are becoming more cost effective to 
manufacture; for example, battery pack prices dropped by nearly 
80% as mass production has made batteries more economical, 
spurring electrification. The future of cars is autonomous, 
efficient and eco-friendly, and EVs are on the rise as a result. 
According to the BlackRock Investment Institute, hybrid and EVs 
are projected to dominate global car sales in the next decade.2 
Estimates indicate that by 2040, EVs will displace a combined 
13.6 million barrels of oil per day.3 The growing market for EVs 
is directly impacting fuel sales and is further distancing oil and 
gas companies and fuel franchisees from the consumer.

More regulators, policymakers and investors are pushing a 
decarbonization agenda: regulatory and political pressures 
and impact investing have also influenced businesses and 
individuals to be mindful of their carbon footprint, further 
limiting demand for fuel. Many countries and major cities 
aim to put an end to gas-powered cars on the road.4 To go 
green and reduce carbon emissions, and to attain greater 
energy efficiency, government incentives across the globe are 
promoting sustainable transportation options and, ultimately, 
EV adoption and deployment. This is further illustrated with 
trends in environmental, social and governance (ESG) investing, 
as with the recent uptick in the investment activity of oil and gas 
companies in the e-mobility space, with about 20 transactions of 
over US$500m in investment.5

The future of cars is autonomous, efficient and eco-friendly, and EVs 
are on the rise as a result.
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2
Generation Z and the future 
fuels consumer

These trends are unfolding as demographics change, with large 
implications for how to connect with consumers and serve their 
unique needs. As the consumers of the future, Generation Z 
(Gen Z) is coming of age and will set the pace for change in all 
industries, and oil and gas will not be an exception. With US$144 
billion in purchasing power,6 Gen Zers have wants and needs, as 
summarized below, that will be critical to adapt to. Businesses 
that don’t are at risk of commoditization.7

• Individualize through two-way communication. Gen Zers have 
strong heads and strong values. To reach this new generation, 
companies will work to understand them using data and 
technology to individualize products and services and adapt to 
their preferences. 

• Balance technology and human interaction. Gen Zers are used 
to instant access and motivated by efficiency, and they want 
tools that promote ease and simplicity, with tasks that are 
intuitive and not process-heavy. At the same time, they value 
interaction, openness and collaboration. Companies will need 
to consider providing them with a digital platform to remain 
authentic, connected and fulfilled.

• Prioritize transparency and trust. Gen Zers are more inclined 
to share information than past generations. Building trust and 
transparency around motivation and purpose is important to 
connect with these individuals. Data privacy is imperative.

• Create an environment that embraces inclusiveness. Gen Zers 
value diversity — what drives and motivates each individual 
person. Companies that cater to personalization rather than 
individualization will fail to attract customers who are most 
likely to influence future change.

• Make the world a better place. Gen Zers take a broad view of 
the world and seriously consider their role in making it a better 
place. A majority (61%) of Gen Z feels “very or extremely” 
worried about the future, citing global worries such as  
climate change.8

Gen Z preferences are directly impacting the oil and gas 
industry. While transportation is a primary spending area for Gen 
Zers, they see car ownership and driving as a means to an end, 
defaulting to walking, biking and public transit and relying on 
ride-sharing as the most common form of vehicle-based transit. 
This generation increasingly prefers eco-friendly mobility options 
or subscription services — not just because of environmental 
concerns but more because of the efficiency and economy of 
self-propelled transport, public transit, and hybrid and EVs.9  
This shift away from fuel-powered cars further contributes to, 
and will continue to, affect the decline in fuel revenues for oil 
and gas companies and franchisees.

Gen Z increasingly prefers eco-friendly mobility options or subscription 
services.
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3
Challenges of future fuels 
retailers

In light of these changes, fuels retailers are re-evaluating their 
product offerings and service models to create new sources 
of revenue. How consumers drive, consider fuel prices and 
determine whether to shop inside a convenience store greatly 
impact the retail channel that sells 80% of the fuel purchased in 
the United States. With fuel margins as low as 8%, it is vital that 
consumers make purchases other than fuel. In-store sales are 
key, making up about two-thirds of a store’s overall profits. Food 
service is primarily driving in-store growth, with sales rising 4.4% 
in 2019 and representing 25.4% of all inside sales. 

At the same time, new business investments are leading to 
higher operating expenses and pretax profits. The average 
cost to build a new store has increased over the last five years, 
from US$5.6 million to US$7.0 million. Facing declining fuel 
consumption and increased costs of doing business, fuel retailers 
are exploring more adjacent products and services to redefine 
their relationships with their customers and protect their 
businesses, gaining more sustainable sources of revenue with 
higher margins and at a lower cost.10



20

15

0

10

5

25

30

m
m

bo
e/

da
y

Hydrogen 
Electricity 
Natural gas 
Gasoline/diesel

1980

1985

1990

1995

2000

2005

2010

2015

2020

2025

2030

2035

2040

Road transportation energy demand
Source: Shell “Sky” Scenario

6Leading consumers into a low–carbon world  |

4
Those who have gone  
before us

The new OEM model serves customers from end-to-end, leveraging 
digital features across all three phases to drive consumers toward 
alternate channels.

Several industries have struggled with developing a meaningful relationship with the end consumer while supporting their 
intermediaries. Each company used different strategies to accomplish its goal, including leveraging customer data to build new 
products and insights, using blockchain to store data and push preferences, and building tools for intermediaries to help run their 
businesses better.

Road transportation energy demand

Source: Shell “Sky” Scenario.
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Disrupting HVAC manufacturing

In the heating, ventilation and air conditioning (HVAC) industry, 
dealers typically sell directly into homes, and a leading company 
that manufactures HVAC systems lost its connection to its end 
consumer, making it difficult to provide appropriate services 
and care and address unmet needs. Faced with the same sort of 
problem that oil and gas companies must confront, this business 
relaunched a business-to-consumer (B2C) residential digital 
business platform to capture future opportunities in services 
based on better consumer data. 

The first step was to provide a turnkey, experience-minded 
brand for franchisees to sell simple, connected systems to 
homeowners. This provides franchisees a solution and portal 
integrated with the customer digital experience, including an 
in-home consultation and close via web app, a field service tool 
linked to an account portal, and a turnkey marketing and selling 
solution. Additionally, the company provided a digital-enabled, 
end-to-end experience for selling systems to homeowners 
(integrated dealer sales and CRM system) which increases the 
number of dealer leads and conversions by transmitting richer 
customer details. It also offered a digital platform for other 
smart home market segments. 

Key takeaway: By establishing a direct touch point with its 
customers through the HVAC system itself, the manufacturing 
company began the journey to build back the relationship with 
the customer while also supporting dealer needs.

Disrupting automotive 

In the automotive retail industry, leading dealerships and OEMs 
face a somewhat similar dynamic, in which they must re-evaluate 
how they meet shifting consumer needs; amid rapidly changing 
circumstances around customer experiences, digitization and 
mobility innovation. The customer journey has three phases: 
information, consideration and purchase. Currently, 80% of 
customers research vehicles online before making their way to 
the dealers, yet more than 80% of dealers still do not plan to 
increase their online presence. 

Traditionally, the automotive OEM controls the consumer 
relationship before and after the actual car sale, owning the 
vehicle research process (along with third-party information 
sites) and the after-sales parts and service process. The new 
OEM model serves customers from end to end, leveraging digital 
features across all three phases to drive consumers toward 
alternate channels. In response, one auto retail company created 
a separate third-party platform that both sold cars directly 
as well as serviced them online. By leveraging its complete 
digital platform — with functions such as online chat and data 
analytics — the company competes to fully own the complete 
journey of car ownership and create a valuable, comprehensive 
and cohesive customer experience. 

Key takeaway: Leveraging digital tools to interact with consumers 
throughout more steps along the value chain unlocks insights 
that can drive more targeted offerings and expanded value 
for customers.
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Power and utilities go “clean”

Platforms have also been used to further consumer 
sustainability efforts. A power and utility company began to 
discuss a nonregulated, consolidated platform of solutions and 
services to help large commercial companies meet their clean–
energy goals. The goal of this platform was not only to help 
assess the emissions from electricity consumption but also to 
provide market-tested solutions to manage consumption and 
procure 100% clean generation. 

This app-based solution allows customers to control on-premises 
power sources to optimize energy usage, displays real-time 
energy usage with grid conditions and provides real-time 
reporting for compliance with multiple green energy initiatives. 
Customers customize their preferences by selecting one of five 
types of clean energy goals — carbon negative, carbon neutral, 
carbon free, renewable energy and clean energy — and then are 
presented with additional products and services to buy tailored 
to their needs. The app then tracks the ongoing effectiveness of 
solutions and services. 

Key takeaway: By using an application to capture data based on decision-
making around energy, companies understand their customers better and can 
provide better services and solutions to them. They can also track the overall 
carbon footprint for the participating companies.

The examples above highlight the power of greater consumer 
connections and online platforms — but what would an example 
look like for oil and gas companies. 

They could create a federated transactional platform based on 
individuals trading “carbon credits” that would help build a more 
sustainable world through better individual day-by-day decision-
making. Rather than purchase fuel, end consumers could 
purchase credits at a fixed price point that could go toward any 
type of energy (such as fuel or charging) and could track their 
impact on the environment and trade their credits with others 
in the system. The insights and data collected in this platform 
could be pushed to fuel retailers, giving them the opportunity 
to make better decisions on how to target their customers 
with more relevant products, services, deals and discounts, 
and experiences.
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5
Digital platform for purpose-
oriented consumers 

How it could work: imagine an app

The user experience 

Imagine an app that consumers can access through multiple 
devices, such as a smartphone, an EV charging machine or 
a watch. Instead of dollars, buying any type of energy would 
require “carbon credits” — a unit of measurement purchased 
separately at a fixed rate up front and in bulk (think “class pass,” 
where you purchase credits in the app and exchange them for 
classes). Credits could also be purchased through a subscription 
model at a fixed fee that renews monthly or annually.

The subscription service offers the additional benefit of 
allowing users to better understand their total impact on the 
environment. In addition to being able to purchase carbon 

credits, users could receive additional credits for making 
decisions that promote a more sustainable world. For example, 
using a ride-share pool could be worth an additional 20 credits, 
while decreasing home energy use could be worth five credits. 
Essentially, the app can offer opportunities to incentivize any 
desired behavior. 

The up-front purchase of the carbon credit could create an 
immediate new revenue stream for the oil and gas company 
(or whoever owns the platform), and then a slice of the carbon 
credit could be given to each of the partnering companies in the 
ecosystem. Moreover, with end consumers using the app directly, 
oil and gas companies not only gain individual consumer data 
but also can partner with their customers to drive behaviors that 
could help them.

Industry proposition
• Ability to make better decisions on their carbon footprint

• Ability to save money on their favorite goods and services 
based on the customer data the franchisees have

• Ability to have a better overall experience with potentially 
more targeted services

• Additional 
revenues beyond 
the pump

• Better insights 
on how to run 
their convenience 
stores based on 
the lessons learned 
from corporate– 
owned businesses

• Additional loyalty 
from customers 
by leveraging 
customer data to 
build more targeted 
offerings in their 
convenience stores

• Pre-purchased and 
new streams of 
revenues from all 
types of energy

• Additional 
connectivity to 
consumers to 
provide additional 
partnerships and 
services

• Customer data to sell 
back to fuel retailers 
as well as use at 
their own sites to 
create and support 
new businesses and 
services

Value to  
the end 

consumer

Value to the 
franchisee

Value to the 
oil and gas 
company

Carbon
platform
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The platform: how it would work

Technically speaking, the carbon energy platform may in fact 
be a good candidate for blockchain. The platform can build 
connectivity with the end consumer through an up-front 
application. As the end consumer downloads and uses the 
app to purchase credits, personal data enters through the 
smart devices to store the information. The end consumer will 
need to opt in to share the data as a facet of using the app to 
make purchases. 

Once the payment system is in place, anywhere the end 
consumer chooses to use their carbon credits is behavioral data 
that can be collected. This includes EV charging stations, any 
type of transportation spend, travel and grocery purchases — 
any area or partner that has elected to become a part of the 
ecosystem. This information can then be pushed to the partner 

Economic valuation proposition for carbon footprint tracking, data valuation and 
monetization and carbon credit

Consumer

Platform

Data value realization, 
context building via 

data fabric

Tokenized data and 
smart contacts

Carbon credit and 
data monetization 

marketplace

Smart contracts API 
integrations

BlockchainDistributed 
ledger

Integration services

Credit/debit bank card 
integration

Partners and service 
providers

Social media and other 
app integration

Touch point and channels

POS devices

Carbon tracker

App for overall 
interaction and Carbon 

credit redemption

Energy usage 
data

Payment 
processor 
integration

Partnerships 
and app 
integration

loT vehicle 
and in-home 
device

Purchase at 
gas station

Sign up and 
consent

to receive and fulfill the carbon credit, and all the data collected 
from the individual can be stored in individual “blocks” in the 
blockchain to keep the information secure and anonymized.

The individual’s information then passes through using 
tokenization and/or a double algorithm, which protects the 
identity of the end consumer but still allows insights and 
information to be leveraged on the back end and calculates 
value with each of the back-end partners. This tokenization — 
essentially assigning a token to an end consumer instead of 
a name — protects the person but still monitors the behavior. 
Based on the behavior and information, oil and gas companies 
and jobbers can make decisions on what new products and 
services can be pushed or promoted. Once the algorithm 
determines the customer engagement track that it would like to 
push to the end consumer, the campaign will activate and push 
the desired actions to the token and back to the end consumer.

Economic valuation proposition for carbon footprint tracking, data valuation and monetization, and carbon credit
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Extended loyalty schemes: carbon credits

Carbon credits could be available for promotions and special 
deals that drive items in convenience stores. Depending on the 
choices of the end consumer, they can drive data and insights 
on products and services to the oil and gas companies. For 
the franchisees that are struggling to stay relevant as “fuel 
stations” become less important, the credits can provide 
valuable insights on how to drive product sell-through and what 
kinds of “convenience” products and services should be offered. 
They also offer franchisees a way to connect directly with end 
consumers beyond the seven minutes they spend in the store.

Shifting the paradigm: proposition for oil and gas 
CEOs

This concept is not new, as it basically layers in a loyalty system 
within a currency system. Credit cards set the precedent of 
translating good behavior (using the cards, in this case) into 
additional money in the pockets of their consumers. 

The interesting part of this platform concept lies in two areas: 
first, its ability to unite companies that share similar missions 
and definitions of what driving sustainability means; and 
second, allowing companies that are driving to a carbon-neutral 
corporate mission to partner with their end consumers to 
make it happen. If participating companies in the carbon credit 
ecosystem can bind together, they will know how end consumer 
behaviors are driving energy efficiency — and therefore could 
potentially claim it on their books. 

This has strong implications for oil and gas companies as it really 
changes the conversation from fuel to energy overall. Asking 
oil and gas companies to help consumers transition to a smaller 
carbon footprint is incredibly bold and paradigm-shifting. CEOs 
could ask themselves if they have the brand license to make such 
a move, given the challenging history and focus of some of the 
companies. This is a statement and a change in direction — but if 
many of the new CEOs are trying to target clean energy, it is a 
way to unite consumers to the cause every single day.

This has strong implications for oil and gas companies as it really 
changes the conversation from fuel to energy overall.

Franchise business model
The franchisee owns the forecourt and manages and operates the shop and the site using its own employees. The independent has 
an agreement with the convenience brand where the brand supplies the shop products, while an oil company supplies the fuel under 
a fuel supply agreement.
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Following consumers into a low-carbon world 

Ultimately, this is about unlocking the potential for a reduction 
of indirect emissions, also known as Scope 3. Offsetting and 
a reduction of Scope 3 emissions in the oil and gas value 
chain, particularly in downstream activities and including end 
consumers, is paramount for oil and gas companies.

The app will facilitate an increase in the voluntary carbon 
offsetting through much more seamless platform integration 
and features that do not rely on individual, specific stakeholder 
action. Instead, they will simply happen in the background. 
At the same time, it will aim to decrease that indirect carbon 
footprint through innovative solutions (fueled and enabled by 
the sharing of anonymized data within a partner ecosystem 
focused on a sustainable agenda) and platform strategies 
that encourage more carbon-neutral behaviors across the 
value chain.

The research into the carbon-offsetting market indicates a 
significant upside and potential to move the dial in this voluntary 
carbon-offsetting domain. But, as discussed below, we are barely 
scratching the surface.

Application to large, mandated entities and institutions 

In the larger compliance market, companies, governments 
and other entities buy carbon offsets in order to comply with 
caps on the total amount of carbon dioxide they are allowed to 
emit — for example, to comply with the obligations set out by the 
Kyoto Protocol or the EU Emission Trading Scheme. According 
to Wikipedia, in 2006, about US$5.5 billion of carbon was 
purchased in the compliance market, representing about  
1.6 billion metric tons of CO2e reduction.

Application to smaller, voluntary entities and institutions

In the much smaller voluntary market, individuals, companies 
and governments purchase carbon offsets to mitigate their own 
greenhouse gas emissions from transportation, electricity use 
and other sources. This market was worth US$191 million in 
2016. More recent valuations suggest that the voluntary market 
has grown to around US$250 million in 2019, nevertheless 

representing only a very small percentage of the total carbon 
footprint in this category. As such, the potential market size 
for voluntary carbon offsetting is materially larger than these 
“as–is” estimates. This market (or rather part of this market) is 
relevant for the solution being offered in our point of view.

Low-carbon and compliance benefits to different stakeholder 
groups 

• Customers: this is an opportunity for “subsidized,” convenient 
and seamless carbon offsetting, as well as to be part of 
something with a greater purpose. 

• Innovation ecosystem: aggregated, anonymized data is shared 
openly and used to power innovation around the sustainability 
and climate change agenda. As a major benefit for all 
stakeholders, this open innovation and open data is a key part 
of the solution outlined in our headline hypothesis. 

• Broader society: the overall amount of voluntary carbon 
offsetting increases. Currently, this voluntary offsetting is 
minimal, about a few percentage points. But sustainability and 
green agenda innovations and platform strategies encourage 
more carbon-neutral consumer (and supplier) behaviors.

• Integrated oil and gas companies: they gain all the benefits 
associated with the B2C relationship: stronger brand 
affiliation, relationship ownership, a platform-play ROI 
multiplier and more.

Partnerships

The carbon credit platform is predicated on a strong ecosystem 
of partners that want to participate in incentivizing their 
customer base to live a sustainable lifestyle. This could span 
many sectors — including power and utilities and consumer 
products companies, OEMs, those offering transportation 
services and EV charging and battery charging services, and 
even governments — to reduce taxes for aligned behavior.



Governments across the world are setting targets and policies to enforce the 
adoption of Electric Vehicles (EVs)

Canada
Targets of:
• 10% zero-emission vehicles sales in PLDVs from 2025
• 30% zero-emission vehicles  sales in PLDVs from 2030
• 100% zero-emission vehicles  sales in PLDVs from 2040

2020 2030 2040 2050

US
• 3.3m EVs in eight 

states combined by 
2025

• 22% zero-emission 
sales in passenger 
cars and light–duty 
trucks by 2025

• Additional incentives 
at state level

France
•

and PHEVs in 2022

• No internal combustion
engine sales by 2040

Germany
• No internal combustion engine 

sales by 2040
• €4,000 grant for pure EVs and 

€3,000 grant for plug-in EVs

Netherlands
• Target of 100% 

zero-emission 
vehicle sales in 
PLDVs by 2030

Norway
•

all new vehicles by
2025

UK
• Target of 50%–70% EV sales in PLDVs by 2030
• No internal combustion engine sales by 2040

Sweden
• No internal

combustion engine
sales by 2030

China
• “Made in China” initiative to support EV adoption through 

EV credit mandates
• Road map for NEV sales share: 7%–10% by 2020, 15%–20% 

by 2025 and 40%–50% by 2030

India
•

all new vehicles
by 2030

Japan
• By 2050, all cars sold to be EVs
• Purchase price incentives, depending on 

vehicle range
• Long-term goal (by the end of 2050) of 

a reduction of 80% of GHG emissions per 
vehicle produced by Japanese 
automakers

South Korea
• Targets of 430,000 BEVs 

and 67,000 FCEVs on the 
road by 2022

• Subsidies and rebates on 
national and local vehicle 
acquisition taxes; 
reduced highway toll fees 
and public parking fees
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Governments across the world are setting targets and policies to enforce the adoption of EVs.
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Apart from the automotive sector, the eMobility space has received investments from multiple other sectors.

Automotive

Oil and gas

Power and 
utilities

Private equity/ 
venture capital

Consumer 
products & 

retail

• A number of consumer 
companies, including online 
retailers, distributors and 
homebuilding, have invested 
in the eMobility space.

• The majority of the 
investments were 
focused on funding EV 
manufacturers.

• Power and utility companies have been focusing 
their investments mainly in the charging 
infrastructure space through a number of 
private placements.

• PE and VC companies have 
invested over US$15.4b 
across ~230 transactions.

• The eMobility space 
witnessed over 170 unique 
PE and VC companies 
investing.

• Over 33% of the 
transactions were early 
stage investments (Series B 
and earlier).

• The automotive sector 
invested close to US$8b 
across ~100 transactions.

• The majority of 
transactions were focused 
on EV manufacturers 
(>50 targets), followed by 
charging infrastructure 
(>35 targets).

• There has been an increase 
in the investment activity 
of oil and gas companies 
in the eMobility space with 
~20 transactions investing 
over US$500m

• The majority of investments 
have been made through 
the corporate venture 
capital arms, mainly 
focusing on charging 
infrastructure.

eMobility

The carbon credit platform is predicated on a strong ecosystem of 
partners that want to participate in incentivizing their customer 
base to live a sustainable lifestyle.
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6 How the EY organization  
can help

With a global network of engineering, science, business, finance 
and operations professionals, coupled with a deep understanding 
of specific policy and regulatory instruments, the EY 
organization is well-equipped to position oil and gas companies 
to shape new strategies and diversify their holdings. We can help 
your organization:

• Design and realize your innovation strategy. Generating ideas 
is only 5% of the challenge. At least 95% of innovation success 
is based on the ability to execute and bring amazing things to 
customers at full global scale. EY Innovation Realized is the 
recognized innovation industry consulting leader, according 
to The Forrester Wave. Our global methodology brings a 
unique blend of strategists, technologists and designers 
to help clients design and launch innovations. We help you 
create new value, ranging from incremental to disruptive, 
with the following transformational offerings: business 
model innovation, experience innovation (customer and 
employee), ecosystem innovation, products and services 
innovation, digital innovation, supply chain innovation and 
managerial innovation.

• Identify new opportunities and new business partners. Key 
players must be brought together across the electrification 
ecosystem, and EY teams have sector-focused insights and 
engagement experience with top companies worldwide.

• Turn plans into actions, rapidly. Our proprietary tools and 
accelerators, along with existing relationships, help identify 
potential partnerships and acquisition targets to quicken your 
go-to-market efforts.

• Better target consumers. We have extensive experience 
in developing customer strategies and branding loyalty. 
EY professionals have helped clients form new businesses 
and develop an overall portfolio of unified offerings — such 
as for both charging and gasoline — to appeal to evolving 
customer demands. 

• Understand the regulatory landscape. Continuous market 
research, along with experienced practitioners with regulatory 
and policy knowledge, help clients navigate evolving 
requirements across the globe. Moving to a lower-carbon 
footprint can present opportunities for tax credits and 
other opportunities. 

• Manage risks and reduce costs. In addition to helping clients 
respond to regulatory and market drivers, as well as to the 
impact of climate change on infrastructure and supply chains, 
our teams can help clients benefit from opportunities related 
to new carbon markets and renewable–energy market drivers. 

• Create digital strategies in emerging markets. By developing 
and deploying modeling, forecasting and simulation tools, we 
equip clients with a deeper understanding of market data, 
insight and analysis. For instance, some markets offer unique 
infrastructure considerations, wherein they can make the leap 
to charging stations without relying on as-yet-undeveloped 
conventional fuel stations. 

The EY organization is well-equipped to position oil and gas 
companies to shape new strategies and diversify their holdings.



17 |  Leading consumers into a low-carbon world



18Leading consumers into a low-carbon world  |

Sources
1. “IOC and the Future of Payments,” Benchmarking and Trends Study, Steve Basil, Joseph Koh, 20 December 2019. 

2. “Future of Fuels Retail,” WEC Ted Talk, Paul Bogenrieder, Fay Shong, 31 July 2019.

3. “IOC PE Report,” David Johnston, 8 May 2020.

4. “Factors Affecting Green Purchase Behaviour and Future Research Directions,” International Strategic Management Review, https://www.sciencedirect.com/science/article/pii/S2306774815000034, 
June–December 2015.

5. “Consumer behavior at the pump,” convenience.org, https://www.convenience.org/topics/fuels/documents/how-consumers-react-to-gas-prices.pdf, accessed March 2019. “Convenience stores 
fuel America,”convenience.org, https://www.convenience.org/Topics/Fuels/Fueling-America, accessed 17 February 2020. “Record US convenience store food, merchandise sales in 2018,” 
convenience.org, https://www.convenience.org/Media/Daily/2019/Apr/4/1-Record-US-CStore-Food-Merchandise-Sales_Research, accessed 4 April 2019. 

6. “The Future of Automotive Innovation,” Visual Capitalist, https://www.visualcapitalist.com/future-automobile-innovation, 15 February 2018.

7. “Generation Z as Future Customers - Forecast to 2027: Gen Z has a Direct Spending Power of US$29 Billion-US$143 Billion,” ResearchAndMarkets.com, https://www.globenewswire.com/news-
release/2019/03/01/1745114/0/en/Generation-Z-as-Future-Customers-Forecast-to-2027-Gen-Z-has-a-Direct-Spending-Power-of-US-29-Billion-US-143-Billion.html, accessed 1 March 2019.

8. “How contradictions define Generation Z,” EY website, https://www.ey.com/en_us/advisory/how-contradictions-define-generation-z, accessed 28 January 2020.

https://www.sciencedirect.com/science/article/pii/S2306774815000034
https://www.convenience.org/topics/fuels/documents/how-consumers-react-to-gas-prices.pdf
https://www.convenience.org/Topics/Fuels/Fueling-America
https://www.convenience.org/Media/Daily/2019/Apr/4/1-Record-US-CStore-Food-Merchandise-Sales_Research
https://www.visualcapitalist.com/future-automobile-innovation
https://www.globenewswire.com/news-release/2019/03/01/1745114/0/en/Generation-Z-as-Future-Customers-Forecast-to-2027-Gen-Z-has-a-Direct-Spending-Power-of-US-29-Billion-US-143-Billion.html
https://www.globenewswire.com/news-release/2019/03/01/1745114/0/en/Generation-Z-as-Future-Customers-Forecast-to-2027-Gen-Z-has-a-Direct-Spending-Power-of-US-29-Billion-US-143-Billion.html
https://www.ey.com/en_us/advisory/how-contradictions-define-generation-z


EY | Assurance | Tax | Strategy and Transactions | Consulting
About EY
EY is a global leader in assurance, tax, strategy, transaction and consulting 
services. The insights and quality services we deliver help build trust and 
confidence in the capital markets and in economies the world over. We 
develop outstanding leaders who team to deliver on our promises to all 
of our stakeholders. In so doing, we play a critical role in building a better 
working world for our people, for our clients and for our communities.

EY refers to the global organization, and may refer to one or more, of the 
member firms of Ernst & Young Global Limited, each of which is a separate 
legal entity. Ernst & Young Global Limited, a UK company limited by 
guarantee, does not provide services to clients. Information about how EY 
collects and uses personal data and a description of the rights individuals 
have under data protection legislation are available via ey.com/privacy. For 
more information about our organization, please visit ey.com.
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drive down costs and compete more effectively.
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