
EDITORS’ NOTE Gary Heminger 
is also Chairman of the Board and 
Chief Executive Offi cer of MPLX GP 
LLC. He joined Marathon in 1975. 
In addition to five years in var-
ious financial and administra-
tive roles, he spent three years in 
London as audit supervisor of 
the Brae Project. He worked with 
Emro Marketing, the predecessor of 
Speedway SuperAmerica LLC, for 
eight years in several marketing 
and commercial roles. In 1991, he 
was named Vice President of Emro 
Marketing’s Western Division. Following that, 
he served as President of Marathon Pipe Line 
Company; Manager, Business Development & 
Joint Interest of Marathon Oil Company; and 
Vice President of Business Development for 
Marathon Ashland Petroleum (MAP). Heminger 
was named president of MAP and later appointed 
president of Marathon Petroleum Company LLC. 
He was named president and CEO of Marathon 
Petroleum Corp. in July of 2011. Heminger 
earned a bachelor’s degree in accounting from 
Tiffi n University in 1976 while already employed 
by Marathon Oil Company in Findlay, Ohio. 
He is past Chairman of the Board of Trustees of 
Tiffi n University. He earned a master’s degree in 
business administration from the University of 
Dayton, Ohio and is a graduate of the Wharton 
School Advanced Management Program at the 
University of Pennsylvania.

COMPANY BRIEF Marathon Petroleum 
Corporation (marathonpetroleum.com; MPC) 
is the nation’s third-largest refi ner, with a crude 
oil refi ning capacity of approximately 1.8 mil-
lion barrels per calendar day in its seven-refi nery 
system. Marathon-brand gasoline is sold through 
approximately 5,500 independently owned retail 
outlets across 19 states. In addition, Speedway 
LLC, an MPC subsidiary, owns and operates the 
nation’s second-largest convenience store chain, 
with approximately 2,730 convenience stores in 
21 states. MPC also owns, leases, or has ownership 
interests in approximately 10,800 miles of pipe-
line. Through subsidiaries, MPC owns the general 
partner of MPLX LP, a midstream master limited 
partnership. MPC’s fully integrated system pro-
vides operational fl exibility to move crude oil, feed-
stocks, and petroleum-related products effi ciently 
through the company’s distribution network in the 
Midwest, Southeast, and Gulf Coast regions.

What has been the key to the suc-
cess of Marathon, and what is its 
competitive advantage?

First and foremost, our success 
is due to our committed employees 
and the culture we all help to create 
and sustain. We assess our employee 
engagement every two years, and we 
have consistently had top-tier results 
since we became an independent 
company six years ago. Part of that is 
because we have passionate leaders 
who lead by example – they are vis-
ibly committed to our values of health 

and safety, environmental stewardship, integ-
rity, diversity and inclusion, and citizenship, and 
they reinforce this at all levels.

In order to nurture this competitive advan-
tage, we have an approach to performance that 
focuses on what is done and how it is done, 
and we apply it both to our employees and our 
leadership. Our management is also guided by 
a leadership profi le and defi ned competencies 
so that it’s clear what we want our leadership to 
be, know, and do.

Because we believe strongly that our 
people are our biggest advantage, our leaders’ 
most critical function is to support, guide, and 
prepare our employees every day. We put an 
enormous amount of thought into making sure 
our people have all the development, tools, and 
resources they need to be successful.

Do you see growth in your refi ning, 
midstream, and retail segments, and what 
specifi c opportunities do you see in natural 
gas?

In refi ning we’re going to invest to con-
tinue to improve our value capture – that is, 
how we make a higher value product out of the 
crude oil we refi ne. Each investment we’re mak-
ing in refi ning is not necessarily to grow volume 
but to improve the product yield.

In natural gas, we see tremendous growth. 
We have a very big midstream presence in the 
Marcellus and Utica shale regions, in Southwest 
Oklahoma, and in the Permian. We see tremen-
dous growth with technological advancements 
in the shale basins of the country. Therefore, we 
will continue to invest in gathering and process-
ing assets and in the transportation assets to get 
those liquids to market.

When it comes to our crude oil and refi ned 
product pipelines, I see more of a steady state 
in those businesses, which takes us back to 

refi ning. The U.S. has adequate refi ning capacity, 
and refi ned product is getting to the market 
through our existing logistics networks.

Going forward, we might see some shifting 
of markets, but I don’t see much growth on the 
refi ned products side. All of the growth is on the 
natural gas side.

Finally, we see signifi cant growth oppor-
tunities for our Speedway business. We see tre-
mendous opportunities to grow our gasoline 
and convenience store markets.

How critical have investments in tech-
nology been for the business, and how 
much of an impact has new technology had 
when it comes to the industry?

There have been tremendous improve-
ments in technology.

We now operate all of our refi neries from 
operating control centers that complement 
the efforts of workers in the operating units. 
This allows us to have pinpoint control over 
our assets, and technology can also give us 
very early warning signs of potential operating 
issues. 

Where the technology has also continued 
to evolve is in our pipeline segment. Over the 
past 20 years, we have seen signifi cant increases 
in both the use and capabilities of in-line inspec-
tion smart tools.

These tools carry technology to help iden-
tify potential anomalies within the pipe. In addi-
tion to highly sensitive geometric measurement 
and global positioning tools that pinpoint exact 
locations, we also use magnetic and ultrasonic 
technologies. It’s similar to using an MRI or an 
ultrasound during a medical exam. We use this 
advanced technology to examine our pipelines 
and give them a clean bill of health until the 
next checkup.

These tools are specifi cally designed to 
travel through crude oil, light products, natural 
gas liquids, or natural gas being shipped, with-
out disrupting operations. Because the inspec-
tion occurs from inside the pipe, we are able to 
examine the entire pipeline to fi nd anomalies 
such as metal loss from corrosion, cracks, and 
even dents, which can come from a third party 
hitting our pipe. 

The best part about using in-line inspec-
tion technology is that it has helped the indus-
try greatly reduce the number of incidents 
and releases. We’ve challenged our leaders to 
continue partnering with technology providers 
and industry peers to identify ways to further 
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leverage it for use in our thousands of miles of 
pipelines.

Another technology frontier is in our retail 
segment with Speedway, where we have one 
of the most sophisticated loyalty programs in 
retail. In addition, we bought 1,250 units on 
the Eastern Seaboard three years ago and, at all 
of our units, we have very sophisticated back-
room inventory control and labor control sys-
tems. From our loyalty program, we know what 
our customers’ preferences are at different times 
of day inside the stores. This technology allows 
us to plan labor for the right time of the day and 
know what product we need to have prepared. 
This has translated into tremendous effi ciency in 
our Speedway operations.

What makes having a diverse work-
force so critical, and have you been happy 
with your efforts in this regard? 

We have found that when we use inclusion 
principles, we see the best level of engagement 
from our employees. By learning and caring 
about their people, our leaders are able to 
unlock ideas and motivation that are unique to 
each employee.

We’re working toward the mindset with 
the entire workforce that this is just how we 
do business – that we always select the best 
person no matter their age, gender, religion, 
or sexual orientation, and we provide an inclu-
sive workplace for everyone. Ideally, it’s how humankind should be – evaluating every per-

son based on his or her merits, 
and seeing the value each one 
brings – but that is still down 
the road. We continue to make 
strides, but we always have to 
improve.

It’s a shame how divided 
the world is on many fronts 
today but, every day, we’re 
working to get better.

How hard is it today 
to invest in the future with 
such short-term pressures? 

We run everything here 
for the long term, but we have 
to be strong and efficient 
commun i c a t o r s .  We  s t i l l 
have to be able to explain 
quarter-to-quarter realities, 
and we have to be able to show 
strength and leadership in our 
explanation. 

We can’t sit back and have 
a quarterly result dictate what 
our long-term strategy is going 
to be. 

In a capital-intensive busi-
ness, we have to have a vision 
for the long term, and we start 
this conversation around lead-
ership. We can’t invest in lead-
ership for the short term; we 
have to invest and develop 
people for leadership over the 
long term. That is how we do 
it. One of my key jobs is to 
provide leadership, succession 
planning, and development for 
the long term.

For example, we collaborate with several 
universities we recruit from every year. We have 
agreements with the University of Cincinnati, 
Michigan State, Louisiana State University, and 
Ohio State and are exploring agreements with 
many others.

Our objective is to partner with universities 
so that we can offer professional opportunities 
to their best students who are diverse, talented, 
and motivated. We want to fi nd the best over 
the years through intern programs and co-op 
programs. 

We kicked this off about three years 
ago, and it’s starting to pay dividends. We’re 
investing in students by bringing them into 
our operations for internships and co-ops, 
and we’re seeing them return and are offer-
ing them jobs. It has been a very successful 
program for us.

Will you discuss some of the advan-
tages you see Ohio offering as a business-
friendly state?

Ohio has been home to our company head-
quarters for 130 years, so we have had a long-
term, productive relationship with the state. We 
see our presence here as part of our heritage, 
and we share many of the same priorities as the 
people of this state, such as economic opportu-
nity for the companies and people who call this 
state home. That means prioritizing a business-
friendly environment, a high-quality workforce, 
and a regulatory approach that allows people 
and businesses to compete and serve custom-
ers well.

When we became an independent com-
pany in 2011, Governor Kasich and his adminis-
tration helped make it possible for us to remain 
here. As a result, we have created hundreds of 
new jobs and continued to invest and grow our 
legacy of success.•

Marathon Petroleum Corp.’s refi nery in Canton, Ohio, is part of the corporation’s seven-refi nery system, which can process approximately 
1.8 million barrels per day of crude oil (above); Marathon Petroleum Corp. owns, leases, or has an ownership interest in 10,800 miles of 
crude oil and light product pipelines and more than 5,600 miles of gas gathering and natural gas liquids pipelines (below)
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