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Abstract: In Romania, the first OMV station was opened in 1999, and today, the Romanian 
customers have 153 OMV stations. OMV Petrom has a definite advantage by offering the best 
value for money in the best placed distribution stations. Promoting the company is a 
controllable variable, a form of social communication. It becomes an imperative, a necessity 
for any entrepreneur, including OMV, to have a very well-established promotional 
communication mechanism. 
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Introduction 

OMV Petrom is the most important supplier on the Romanian fuel market, with approximately 550 
distribution stations. Located in all counties of the country, Petrom's outlets are the largest distribution 
network in Romania. It is also the major supplier of fuels and related services and the most important 
player on the local LPG market. 

 
1. OMV Petrom's Promotion Strategy 

The promotion strategy is an important element of the company's global marketing policy. At present, 
it is not enough to produce; the product must be known to consumers and have a good image among 
them, the existence and development of the company being in close association with the performance 
of the promotional activity being carried out. 
 
The promotion strategy is one of the four basic elements of the marketing mix: Product, Price, 
Placement (Distribution), and Promotion. The four elements represent the seller's point of view on the 
marketing tools he has in place to influence buyers. 

 
From the point of view of the buyer, each marketing tool is meant to give it an advantage in its 
capacity as a consumer. 
 
Promotional communication is the process of transmitting information about the products, services 
and activity of the company to the target consumer segments. The purpose of this communication is to 
create a favourable attitude of consumers and to convince them to buy the products, respectively the 
services of the respective company and not those of the competitors. 
 
OMV Petrom, the largest Romanian company, has invested 4 million Euros in an image change 
strategy. Petrom has changed its image strategy over the years and has transformed itself from a 
company that addresses its business partners to a "close to the heart of the people." 

  
The company's promotional policy materializes into a set of strategies that, given the complexity of 
promotional activities, are characterized by a great diversity. 
For OMV Petrom, the purpose of the activities describing the promotion policy is: 

 Supporting sales of petroleum products; 
 Support sales of complementary products; 
 Promotion of the company's image; 
 Clients' loyalty. 

http://www.ugb.ro/etc
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The logo is a unique symbol for the recognition of Petrom. This is the expression of competence and 
success. By its form, the OMV Petrom logo creates a whole body of words and images, fixed and 
independent. The logo must always be used together with the "OMV Group Member" certification. 
(Figure no. 1.) 

 

 
 

Figure no. 1. The Logo of Petrom Company 
 

The logo communicates that Petrom is the source of the message on all media channels and products. 
It is very important for the visual identity that the logo should be used with care. Proper use of the 
logo strengthens the brand identity and thus helps to promote the products and services offered by 
Petrom. The logo must reflect the high quality standards of products and services as well as the 
company image. 

 
OMV Petrom's promotional message includes two key ideas: 

- The quality of petroleum products, which is based on many years of experience, emphasizing 
that OMV Petrom's oil products are petroleum products that meet the requirements of the new 
EU standards; 

- The fact that most petroleum products marketed by other market operators come from Petrom 
refineries, a reality that is not unimportant and must be communicated to customers. 

 
OMV Petrom uses a variety of promotional techniques to communicate with target segments, 
techniques that make up the promotional mix: advertising, public relations, sales promotion, sales 
promotion, direct marketing, promotional specialties, internet promotion. 
OMV Petrom's promotional activities include two categories: 

a) Promotional activities with punctual character - these activities point to the following types of 
events: 
 Well-defined calendar events (8th March, Easter holidays, summer season, Petrolist 

Day, winter holidays); 
 Launching new products; 
 Inauguration of new distribution stations, oil products and / or reopening of modernized 

OMVPetrom stations; 
 Promote sales for products with stagnation or sales volume reductions. 

 
b) Promotional activities of a permanent character: 

 OMV Petrom new product brochures; 
 Sponsoring of various events of a social, cultural, sports, etc .; 
 Fidelity promotional cards; 
 Prizes raffles; 
 Price reductions for heavily variable products; 
 Group sales of complementary products on stock. 

 
The purpose of the promotional activities is to create a favourable attitude towards OMV Petrom and 
the quality of its products, as well as to achieve the permanent sales promotion goal. 

 
By switching from the old PECO distribution system to the modern distribution system of Petrom, we 
are looking for a long-term change in customer vision on Petrom's image and, last but not least, the 
transformation of casual customers into permanent customers. The existence of competition in the 
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marketing of petroleum products requires the transition from static advertising to Petrom's image to a 
modern and dynamic advertising promotion system. It is intended to make a permanent advertisement 
of the distribution system but also aggressive when it comes to certain special events (e.g. general 
holidays and / or related to the company's activity). 

 
One of the most popular promotional techniques in the company to promote it is advertising. It focuses 
greatly on advertising, as it is a form of promotion of the company's products, services or image that 
are addressed to large groups of consumers through mass media. The program for the promotion and 
advertising activities of the distribution system consists of: 

 Advertising in national and local newspapers: 
- of a permanent nature in a large circulation newspaper; 
- periodically in several newspapers on occasion of various events (holidays, new 
product launches, etc.); 
- in local newspapers on the occasion of the re-entry into the commercial circuit of 

modernized stations or the opening of new stations; 
 Advertising in magazines (bilingual or monthly publications) with auto-motor: 

- semi-permanent in the form of short advertisements; 
       - product-specific when new product launches take place, accompanied by an article on 
the technical characteristics and advantages of using the product in question; 
 Radio advertising: 

- via various holiday messages at a national radio station, and possibly at local radio 
stations; 
- by sponsoring auto-motor shows by offering themed products (oil drums, petrol 
vouchers, etc.) during promotional campaigns; 

 TV advertising: 
- by means of a television station which does not have many live broadcasts and in 
particular transmissions of football matches; 
- by auto-motor TV shows; 
- promotional campaigns, various holiday messages; 
- occasional publicity through various sporting events: auto-motor races, winter 
competitions, sports contests organized on the beach; 

 Local advertising: 
- in large cities; 
- billboards (4/3 meters) located on high-rise buildings at high-traffic intersections, 
which are located periodically; 
- Small panels temporarily placed on street lighting poles at a distance of 100 meters 
from each other on some major city arteries (for example, in Bucharest on the Bucharest 
Auto Show, on Calea Victoriei, Lascar Catargiu Street, etc.); 
- placing a bright advertisement on the Petrom headquarters (Bucharest) and on the 
headquarters of the branches in the country, if these offices correspond technically and 
aesthetically to the proposed purpose; 
- on important edges to enter large cities and summer resorts (two-sided, large-scale 

advertising boards); 
 Advertising at the distribution stations: 

- advertising leaflets with and about Petrom products at the distribution stations; 
- the construction and placement of panels of various types in the distribution 

stations; 
 Advertising in other media: 

- Advertising in specialized directories 
- in large cities and especially during the summer season, considering that most local 

public transport companies use fuel purchased from Petrom branches. 
In order to obtain a stable market position, Petrom carries out the following 

marketing activities related to the distribution system: 
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- there was set up at the level of each distribution branch a specialized department 
for marketing activities; 

- creating comparative databases on the activity of its own branches and 
competition; 

- complements and updates Petrom's website; 
- Initiates training courses in terms of marketing activity for staff employed in 

Petrom distribution stations. 
 
For the same purpose, the telephone service was also available to the public INFO CENTER 
PETROM, put into operation on 1 March 2000, a service that provides information to customers. 
 

2. Petrom's Social Responsibility 
The Corporate Social Responsibility (CSR) concept focuses on the role companies play in a wider 
social context. CSR is a concept that clarifies the social responsibilities of companies and how they 
can be met. There may be, for example, companies that are financially profitable but whose activity is 
harmful to both employees and the community or the environment. 

 
Responsibility for the community and society can be a very important element of differentiation 
between companies, as consumers and other relevant actors are becoming more receptive to the ways 
in which companies contribute to the sustainable development of society: more and more consumers 
consider that a company should be involved in solving the social problems of the community in which 
it operates, while some consumers have begun to consider ecology issues when buying a product. [1] 

 
Corporate Social Responsibility is an integral part of Petrom's sustainable development strategy. One 
of Petrom's main concerns is to support the efficient use of energy resources and products. Through its 
CSR programs, reunified under the motto "Respect for the Future," the company tries to take into 
account both the needs of today's customers and the interest of future generations in protecting the 
environment and the sustainable development of society.[2] The company runs CSR projects to 
support Petrom employees, Education, Sport, Environmental Protection, Quality and Local 
Communities. 
 
OMV Petrom has a long history in the field of sustainable development. Responsibility towards 
society and the environment has been a permanent concern over the years. 
 
Sustainability is the principle that we aim to have a profitable growth in a responsible way. By 
activating in a field that involves natural resources, we believe it is our responsibility to secure and 
protect the energy source for present and future generations. 
 
At this time, we are investing in developing the energy resources of the future. This area refers not 
only to natural resources but also to people. OMV employees are committed to the idea of responsible 
and sustainable business behavior and are constantly building trust and honesty relationships with all 
stakeholders. 
 
We are always looking for innovative solutions that will lead us to a win-win situation - for OMV 
Petrom, society and the environment. 
 
The concept of sustainability, called Resourcefulness, incorporates topics related to health, safety, 
security, environment, diversity, business ethics, human rights and stakeholder involvement, all under 
one holistic strategy. Our employees play an active role in our initiatives. We encourage and facilitate 
social responsibility in the conduct of our projects. 
 

3. New Methods of Promotion within the Modern Firm 
Contemporary age is a dynamic one in which changes take place very quickly, and the modern firm 
needs to adapt and respond promptly to these changes. It is an era of television, computer and the 
internet, so a modern firm has to speculate and move in the same direction. 
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TV advertising is the most expensive, but it is presented to a large number of consumers, and the 
internet has a tremendous advantage for any company; through the internet, any company having the 
opportunity to present themselves, submit their offers, communicate directly and quickly with 
potential customers and potential business partners, maybe even advertise over the Internet, given that 
the number of Internet users is in continuous expansion. Thus, building a company site is one of the 
newest ways to promote your business, but one that can attract customers and connect the company to 
the latest and most important information. Petrom has created its own website, where it can get a 
wealth of information and a great deal of work can be done. 
 
There are other methods that have a big impact on potential clients, but also on potential business 
partners, namely sponsorships and fairs and exhibitions, respectively. Sponsorship has a huge effect on 
the population when there are cultural, sporting or other social events. 

 
Starting with 2005, Petrom, together with professional partners, has been involved in the development 
of complex and long-lasting projects that have had a positive impact on society in areas such as social 
assistance, sports and education. Among the much sponsorship for various events offered by Petrom, 
the most important sponsorship projects are represented by: 
 
"The Champions’ House Foundation" - since 2006, the company has started a partnership with the 
"Champions’House Foundation”, which supports the teams of national junior groups for gymnastics, 
canoeing and canoeing. Starting with 2010, OMV Petrom supports the women's national gymnastics 
group. For Petrom, support for Romanian sports and young Romanian athletes is an important and 
continuous activity. 
 
«Petrom Running event» - Since 2006, Petrom has organized 6 Petrom running event-sections; 
according to the tradition and regulation of this stadium organized and sponsored by the strongest 
economic company in Romania, with the support of the Romanian Athletics Federation, according to 
the number of participants, Petrom has arranged one meter of cycle track for a competitor participating 
in the competition. 
 
Mobile advertising campaign 
The "Make a full of gasoline every 15 minutes" marketing campaign - which has been running since 
2009-2010, also benefited from a mobile advertising campaign for Petrom's summer promotion. Thus, 
in addition to traditional media - spot TV and point-of-sale materials, the Petrom promotion developed 
by Leo Burnett Group has included other innovative promotional channels through the Vodafone 
mobile advertising service, AdPlus, which has allowed extreme selection the precise audience, 
depending on the desired segmentation criteria. Thus, the campaign targeted Vodafone subscribers 
across the country, aged 25 to 55, with average and above average purchasing power, and who used at 
least three times the mobile phone in the vicinity of the gas station. 
 
The AdPlus revolutionizes the way in which brands and companies can communicate and interact 
with their users, in addition to traditional advertising. The mobile advertising service is an innovative 
and highly effective tool because it allows detailed segmentation of the target audience based on 
specific criteria such as age, geographical location, potential income or areas of interest to consumers. 
Extremely precise audience selection is a unique advantage of mobile advertising. 

 
Conclusions 

With regard to the promotion policy adopted, throughout its work, the company has turned to several 
image and advertising campaigns to promote products and services. Thus, since 2005, the company 
has run several marketing and image campaigns to promote its products and services. 
 
OMV Petrom, the largest Romanian company, has invested 4 million Euros in an image change 
strategy. Petrom has changed its image strategy over the years and has transformed itself from a 
company that addresses its business partners to a "close to the heart of the people." 
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Currently, the trend towards consumers is to acquire more brand or image than the product itself, so 
advertising and other forms of promotion are increasingly focusing on these components, and 
companies are trying to create their own brands, to make them as familiar and personalized as 
possible. 
 
The secret to the success of a promotion campaign will be to create an image associated with the 
original brand, which is well promoted, brought to the attention of the general public and attracted by 
the elements of originality and uniqueness. Success occurs when consumers identify the product or 
brand promoted at any time, or associates it with a pleasant, funny picture that suits it in order to 
determine them to buy it. 

 
OMV Petrom proposes Sustainable Performance to maximize portfolio value and capture growth 
opportunities in the upstream segment alongside optimization of middle and downstream operations as 
well as further investing in a competitive and favourable fiscal and regulatory environment for 
investment in to support performance. 
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