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ABSTRACT The overall objective of this work is to implement adequate financial strategies for excellent deci-
sion making and optimization of resources are there in a service station, using credit sales to increase 

sales. The methodological strategy was defined as the study of the analysis of qualitative and quantitative information 
through the use of financial reasons, to develop this research. Among the main findings of the study is that variables 
that make up the market, its growth is uneven: service stations grew by 275% while cars grew up 234%. Another find-
ing is the balance of the service stations in 8500 liters of daily sales and cash as cash sales increase, the ability of 
credit sales increases proportionally equal.
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Introduction
For the decades of the 40´s of the 20th century, with 
the expropriation of the oil wells in Mexico, with the 
conventional use of a wide variety of cars and pub-
lic transport of cargo vehicles, petrol and diesel, have 
been taking an important role in the everyday life of the 
economy of any company or person. In Mexico this en-
ergy business is operated and controlled by Petroleos 
Mexicanos (PEMEX), which, in order to commercialize 
these fuels, franchises to companies for the establish-
ment of service stations. This is how the stations play a 
major role in the Mexican economy, as they are respon-
sible for supplying the basic fuel for the final consumer. 
That is why filling stations have great economic poten-
tial, but that at the same time could be affected by the 
financial crises that live today in Mexico if they do not 
take the needed actions. Currently the service stations 
nationwide have suffered a series of problems, for posi-
tioning in consumer markets, as in recent years in Mexi-
co, the number of service stations has increased consid-
erably. According to Pemex Refining (2011), there was a 
review of administrative procedures for adding new sta-
tions to a lag in the growth of the commercial network, 
regarding socio-economic dynamics of the country. This 
led to the agreement with the Federal Competition 
Commission, which was signed in July 1994 and which 
resulted in the simplified installation of new service sta-
tions program. This encourages the Pemex franchise in-
terest and increases steadily network of service stations 
which today means having a network of over 12,000 ser-
vice stations distributed throughout the country.

Problem Statement
Perchance  the service stations have the need to ab-
sorb the financial problems of its customers for a bad 
decision in the credits, aside to cushion their financial 
déficits, they have also to absorb fuel price increases for 
not making proper planning. Another problem affecting 
service stations, is the increasing number in cities, which 
constantly causes the sharing of the same consumer 
market.

This work is limited to study the stations that are located 
within the city of Tecoman, Colima, Mexico. This demarcation 
manages to locate exactly which stations will be studied. Al-
though it is noteworthy that the problem of service stations is 
similar throughout Mexico country, with the growth of service 
stations in relation to consumer demand.

Overall goal
The main objective of this work is to find the right financial 
strategies for excellent decision making, to optimize the re-
sources available to a service station. Mainly it manages the 
service stations optimize their human, financial capital, re-
sources which will help the employer to achieve better results 
by preventing and avoiding any unnecessary costs by a bad 
decision in credit operations.

It also aims to that managers of service stations can increase 
sales using as means the credit lines to new customers, but 
in a proper way, where the manager can see where are the 
limits to open credit to customers.

Justification
Today, it is of great importance to the service stations, take 
the right financial decisions, because a wrong decision could 
bring great operational and financial damage. Formerly Previ-
ously the station managers did not know the word compe-
tition, there were few service stations for the entire market, 
which caused that without implementing administrative and 
financial strategies, they sold anyway. This is how the sta-
tions, begin to bother their ways of management by the new 
changes and opening of new service stations, this leads to 
new requirements for training managers, besides, with this 
new system of Pemex franchise networks distribution, there 
are new service stations, in addition to that there are currently 
many projects, which bring market division.

Mainly one of the things that most affect service stations, is 
the bad decision to extend credit to customers, this is be-
cause many times the manager does not have an indicator 
strategies or parameters to help meet their limits and abili-
ties.
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Ettinger and Golieb (1965) talk about sales credit compa-
nies, regard it as an accelerator of sales, leading to high 
production and the generation of leading economic cycles, 
since the consumer can acquire goods or services for pay-
ment back and not to have to wait for liquidity.

Methodology
Carrying out this work the techniques of quantitative and 
qualitative analysis were used to reach results. On the fi-
nancial side, it was where quantitative analysis through the 
financial ratios were used. Regarding the administrative in-
formation was merely qualitative analyzes.

In qualitative studies, the data analysis is not fully deter-
mined, but “prefigured,  choreographed or outlined.” That 
is, it begins to be carried out under an overall plan, but its 
development is undergoing changes according to the re-
sults (Dey, 1993). For example, it may happen that we clas-
sify contents of interviews in themes and categories, and 
in doing so, we elaborate a graph or a diagram, then we 
incorporate comments from our notes and realize that it is 
important to add the analysis of photographs and a video, 
etc. (Hernandez, et al, 2003, p. 579).

The technique used for  collecting data of  this study 
was: “primary and secondary data” (collected by other re-
searchers). Which it aims to obtain information through the 
review of documents, public records, physical or electronic 
files for subsequent analysis and conclusion.

Theoretical framework 
Importance of finance in companies
Today the economy is volatile for companies and is not the 
exception for service stations. According to Merton (2003), 
resources are scarce and must be allocated over time, be-
ing very difficult to predict the future of these. 

Remember the principle of economic duality, every act 
generates a result which can be positive or negative. Ram-
irez (2005) Ramirez (2005) says that when investors invest 
in a project is hoping to make a profit. Shareholders are 
hoping to start their business and achieve generate the 
necessary steps to recover their investment and profits.

The primary role of managers  is decision making to meet 
business goals. Besley and Brigham (2000) say that the pri-
mary role of the manager is to get resources and the pur-
pose of these is to gain profits, where they acquire internal 
or external financing to increase working capital or invest-
ment. Several stations have implemented the strategy of 
sales on credit, the problem has been bad decisions when 
it comes to lending, it is very easy to sell on credit but 
charge is the problem.

As for the credits granted to customers, Ettinger et al., 
(1965) describes the credit as a domino effect in each of 
the stages and processes of economic life, in an example 
landing the leading producer apply for credit to buy his 
raw materials and supplies. 

Techniques to analyze the creditworthiness
There are several techniques for analyzing financial state-
ments to facilitate lending decisions. Ettinger et al (1965) 
mentions the techniques: comparative analysis of reason, 
trend analysis, analysis of which has been obtained - which 
have been implemented and budget analysis. All of these 
techniques in order to measure the strength of customer 
credit.

According to Merton (2003) tells us that the financial 
statements fulfil three important economic roles in the 
economic life of companies:
1.  Provide information to owners and creditors of the 

company about the current status of this and previous 
financial performance. 

2.  The financial statements provide owners and creditors 
a suitable way to set performance goals and to im-
pose restrictions on managers of the company.

3.  Financial statements provide suitable templates for fi-
nancial planning.

 
Every company should trace its way forward, otherwise it 
will drift and any decision could be correct. Mazon (2003) 
explains that the success of the company rests on its over-
all objectives raised and which are often long term. Subse-
quently they should draw particular objectives that will be 
essential for achieving the general objectives.

In this case it is important that service stations raise strate-
gies and objectives that indicate the way forward. Mazon 
(2003), says that strategies should be made based on the 
internal and external situation of the company, implying 
the market, sources of financing, human resources, infra-
structure. With the new reforms on energy competition 
and the entry of new bidders to Mexico as Exxon Mobil, 
Royal Dutch Shell, Chevron, etc., Mexican franchises have 
a titanic challenge of survival and profitability. Rodriguez 
(2005) talks about survival, profitability and growth of com-
panies as part of the financial process, but adds on survival 
and grow to survive in the future. 

Definitely service stations have to anticipate these future 
changes resulting from approaching energy reforms in or-
der to survive. Stressing on credit operations to increase 
profitability to new oil giants. Therefore, they must de-
velop strategies which correspond to the analysis of the 
strengths and weaknesses of the competition, which is to 
convert their weaknesses into opportunities and areas of 
opportunity to counteract them. This forces the service 
stations provide analytical monitoring of its current and fu-
ture competition, to implement their strategies to achieve 
greater success (Hill and Jones 2009).

The first step is formulating strategies, but then follows 
its implementation in the company, and often require a 
change in the organization. Explains Hill and Jones (2009) 
that the implementation of the strategies involves major 
changes in the organization of the company, is the equiv-
alent of an industrial re-engineering, where each of the 
departments in the organization must readjust to change. 
This leads to service stations must invest financial resourc-
es to carry out the strategies formulated ranging  from in-
vestment of function  integrative systems, personnel train-
ing and creating new organizational cultures. According to 
Hampton (1989), the general plan is unitary should relate 
to the benefits of strategies to ensure success in the envi-
ronment of the organization.

Hellriegel et al, (2005) says about a general strategy mod-
els, arguing that a model is generic to some extent, which 
can be used as a basis for its application to other organi-
zations. It will be important that service stations analyze 
their competition strategies in detail and manage to de-
cipher their tactics that have been the key to its success, 
based on this to make feedback and improve it

Results
Market behavior in Tecoman
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According to information consulted corresponding to the 
INEGI censuses of 2000 and 2010, an analysis and projec-
tion was made in 2015, becoming a study of five variables 
that would allow us to analyze market behavior in Tecoman 
for service stations, according to table 1.

Insert Table 1
In teble 1 you can see the market behavior figured in Te-
coman. Concerning to the population has increased by 
21%,  inhabited dwellings has increased by 54%, cars 
have increased by 234%, service stations have grownth by 
275%, and estimated cars has decreased -11%, all these 
percentages for the year 2000 against 2015.

Insert here Figure 1
The growth of the service stations show that grew dis-
proportionately to other variables, cars per service station 
even decreased, effects generated because the variables 
of the cars was lower than service stations by 41% less. 

Balance point in service stations
According to technical information provided by service sta-
tions in Tecoman regarding fixed costs and percentages of 
profit on every liter, also collating information with PEMEX 
Refining portal, and based on the balance point formula, 
and the use of the financial ratio formulas, Table 2, where 
different points balance point is displayed in daily liters 
sales and the liters to be sold on credit at year-end.  

According to Table 2, it indicates that the balance point of 
a service station is 8500 liters, generating a small profit to 
be reinvested to give credit to 1077 liters at year-end. 

Insert Table 2
In Figure 2 you can see how they are increasing the ca-
pacity of credit sales as cash sales increase. It is notewor-
thy that exceeding  the balance point at 8500 liters, the 
company no longer lost, which may increase credit sales 
through the use of external financing. In this case it is ob-
served that if the company has high cash sales, financing 
may only take the early years, then with pure reinvestment 
of profits, does not  need external financing.

Insert here Figure 2
Portfolios of customers for service stations
analyzed in Table 2 liters of credit at year-end  according 
to daily cash sales, but now analyze what happens if the 
credit is requested Station 7, 14 or more days later. Table 
3 shows rotations liters that can be sold on credit based 
on the day deadline for payment, using financial ratios.

Insert Table 3
In Figure 3 an illustration of the behavior of credit sales 
based on cash sales is made based on cash sales as the 
term is extended. The red line shows the cash sales while 
the blue line shows credit sales based on the days of term, 
at a longer term, the rotation of credit sales decreases, 
and at a shorter term, the rotation of credit sales acceler-
ates. On this basis, the service station manager can know 
what his credit limits are without the need for external fi-
nancing.

Insert here Figure 3
Conclusions
Once interpreted the results in this study, we shall analyze 
whether the general and specific objectives were met as 
well as the research question too. Overall objective: to find 
the right for making excellent decisions for loans financ-
ing strategies. Indeed the study show how service stations 

must implement financial strategies, in this case emphasiz-
ing the decisions on the opening credits to their customers 
as well as different processes to optimize their resources.

Specific goals
Provide the necessary tools for credit limits to avoid liquid-
ity problems: indeed the study shows a table with points 
of balance with daily cash sale liters showing a maximum 
of credit liters according to daily cash sales.It also showed 
a table of credit sales turnover according to payment 
terms that will be granted to customers, with this service 
stations will know how far they can extend credit to cus-
tomers without the need for external financing.Regarding 
the question on how to improve profits through increased 
sales to retrieve their investment?, It concludes that indeed 
the sales increase is an option to make a profit, because 
the service stations can control the credit operations with-
out impacting their liquidity.
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