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Case Objectives and Use

“Petrobras: Its First Child” was written to be used for MBA programs and executive education courses including subjects such as Marketing Strategy, Brand Management, Service Business Management and International Marketing. This case addresses several service brand strategy issues, including: service corporate brand management and relevant stakeholders involved in this process–especially focusing on customer contact or front-end personnel, corporate brand regionalization strategy, cultural drivers associated with corporate international expansion, using market research reports for decision-making processes, segmenting and positioning decisions. 

The scenario depicted by this case requires an external –market-oriented- and an internal –company-focused- marketing management approach. Hence, case analysis may be viewed as mapping an iceberg. The fraction of its mass above water level represents the external management approach. At first, students focus on market-related decisions, such as brand choice. The internal management approach, hidden like the invisible, larger portion of an iceberg, is equally or even more important to consider. The approach to the visible fraction involves decisions on target market segments, corporate brand attributes –name, logotype, acronym, color scheme- and external communications. These decisions are also based on key brand globalization strategy aspects. The invisible portion encompasses decisions on human resources management (recruiting, training, motivation, supervision), internal communications, negotiations with points of sale (POS) –gas or filling stations- managed by other parties, and actions oriented to support chosen positioning. 

Case Synopsis

In 2002, Petrobras joined the Argentine fuel retail (gas stations) market. The venture faced several challenges. On the one hand, Argentina was undergoing one of the most severe economic and social crises in history. On the other, the local fuel market was dominated by a few players with brands that held significant consumer mindshare over many years. Additionally, personnel morale at Eg3 –the company acquired by Petrobras to enter the local market- was besieged by uncertainty and disillusionment as a result of a string of mergers and acquisitions and underlying H.R. management remoteness. Finally, the company’s Brazilian origin could jeopardize its appeal for Argentine consumers, given the cultural –and sports-based (soccer)- rivalry between these neighboring countries. The case presents this scenario and calls for decisions associated with service brand definition and strategy formulation for this company across its national borders. 
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