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Brazil's Whopper Deal
HBR Blog post by Fernando luzio,

ic Capitat .  a pr vate eqlr ì ty f in l ì
backecÌ by Brazi l ian Ìnvestors,
pL rchased A nerican fast- food
gÌ i Ì f l  BLrfger Kifg in September.
f l ì -"  lak-"ovef is dLre to frnal ize i Ì ì
December. For Fernarìdo Luzio.
. F . j  ^F  

" , i .  
! ^  i < Ì i .  c i r . Ì oo .

Vision. t ìc $3.rG bitt ion invotved
in t i ìc BLrfgcr King buyout sym
llol iz,"s t ìe pow-"r that Brazi l ian
banks have acc!m!lated.'  n this
post, he exptores what 3c Capìtal
shoutd do to remake BLrrger King
if Ì t  wants to catch üp to McDolì.
akl\:  redelrne BK's target markets,
rethlnk i ts offerings, cut excess
. ô ( Ì (  - ì ô . 1  Â  ê n ô r ô ^  f ì p . h r  n .

employees.

Ìhe acadêmic êvÌdence ofthe p6t 50 yea6

shows thât the sharehotde6 ofacquÍing

compânies do not gain âÍì)thing. on avêr

age, from acquisitions. For an acquirerto
be better than avemge, it has to do some-
thingspeciat.
Posted by cosr* Màrkides, Robert P. Baumãn
ProÍesor oÍ strategic Leaderehip, London Busi

Lu2io responds: f the new cÊo continues
business os usuolot B( rhe scguisrtion will
ptobãbty not be eÍíectÌve.

It's not all about catching McDonald's.Ìhe
Brdilian buyers are notfocused on being
frrst, but on generating value. Ìhese gu)s

establishêd â corpoÉte culture duringthên
yêars at carantia Bank that is centered on
results. Íhe fâct thât BK has management
and strategy probtems is more of an oppor
tunity than a chauenge for them.
Posted by Renato Mendes, cEo, conv4te

Lu o responds: /nlïnonce, we ledrn thdt
"cdsir 6 king," buttor3c, vdlüe is cod."
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we wilt see if BK competeswith McDonaLdt
head-on, pláying their game (for exampte,
ãddinghealthÍer menu items) with ruthtess
ând eveFincresing effrciency, or if it diffeF
entiates its offerings and business modêt-
setting it apart from jts largest coÍnpetjtor
not in sheersize, but perhaps in customer
loyalty and proÍtabitin/.
Po.ted by andre Matsushima reixen., Managin8

McDonatd! is divertingjìom Íts own corê
business by selting smoothies.
Postêd by Eduardo cãÉenkhut, Pãrtner,

Luzio responds: Reentt we hove seen
Mcoonald's reinvent itsef while prcsery
ing the DNA oÍ its corc fast iood strctey
oddpting irs business nodel to rhe
ì n cre o s i ng Iy h e o lth - co n s c ì ous no úet.
why couldn't BK da the sãn.e?

Ìhe most important aspect ofthe takeover
is how the new shãrcholdeE witlhãndte
the companyt communÌcatÌon system.
Few compãnies use these powerfultools

Póstêd by Maira costa, Dlêcror of Integrated
Lommuntrãmns. f sc Lomunrcãçoes

LLaÌo responds: My experience corobo-
rutes whãt steve zaíírcn and Dãve Logan
caü the Firct Law of Peíomance: "How
people peíon coftelates to how sírua-
tions occül to them," the 3G execurivês
rr'ust catqully n.anage peôple's percep
tions oboüt ony chdnges in 8l(b büsi-
ness model to ençure stmteoic
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It,s Time to Take
Fu[[ Responsibi]ity
HBR article by Rosabeth Mos Kântêr,

Supply chain transparency cuLtl
vates responslbLe busÌness, but ìt
also compLrcates strategy. Kanter
says, "Ìts no Longergood enough
to do yourjob well,  satist cus-
tomers, and generate financÌaL
retLrrns," Instead, "companies and
teaders witl be assessed not onLy
on immediate resuLts but aLso oÌì
longer-term impact-the ult imaÌe
effects their actions have on soci
etat weLL beÌng.

ÌhÌs is ontya problem ifyourbusinessstrâ!
egJ' is bmnd rccognition.lfyou re pushÌng
for a cost'leadêr stategy this doesnÌ

Ìhe cost{eader strategy wiil not suíÍce

about the supply chain than they are about
the price ofthe product. Even wal-Mart,
with its costleader strate$/, willrot bê
abte to hide behind lower prices.
Posrêd by ÂnÌhonyG, smiÌh rr, Quahtyassunnce
offi c€f, \ ryndham vacauon nesorts

cost-leadêr strategy Ìn its purestforÍn is
Ìryingto Ínêêt a broad marketwiththe
Lowest cost, without rêgard to customer
retentìon. wâl-Mart! business Ínodel at
tempts to get customeE to come backwith
a no-questions'asked return poticy. when
your strate$/ is truty cost-teâder, customer
sâtisfâction is notaconcern; you are sÌmpLy
providing the best price for ã

correction: rn Growing Green (HBR r"..
,alo) the wrong web sddress oppnts '.'

the Globol Reporting tnitiotive. Íhe c."..:
oddrcss is wwwgloboheponing.Òtg t,.
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