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Abstract

Recently, emerging markets became a potential ttémgeéhe beauty industry and Brazil is
becoming a profitable market for premium cosmetiedpcts (Euromonitor International,
2013). The low-income population in Brazil reprase@0% of its inhabitants when
considering classes C, D and E (Barki and Par@MH)), being the class C represented by
56% of the population (Neri, 2012). This is a pttnmarket for the multinational
companies (MNCs) that face challenges to do busiimethere since class C choose to spend
part of their income with products related to bgg@ilva and Parente, 2007) and there is
still a little knowledge about the BoP consumptoshavior.

Therefore, the objective of this study is to inigestie and describe the consumption behavior
of the Brazilian women class C in the beauty septtated to premium-mass products,
gaining a deeper knowledge in regards to this faajmui and the subject proposed.

To reach this objective, the author used a metlmggyobased on a qualitative descript
analysis in which 20 women from all age groups beilog to the Brazilian class C were
interviewed and quotes were used to provide théroaation of the analysis’ results.

The results suggest that, over the years, thereindesed a trade up movement in the
consumption of the beauty products. In additiome fimain aspects were identified, which
drive the class C women’s purchase decision irbdaity sector: reliability, quality, status,
self-esteem and well-being.

Despite of the limitations of an exploratory stuthjis research will be expected to increase

the knowledge about the BoP market, especiallggards to the beauty industry.

Key words: International Management, Consumer Behavior, C@ssThe Base of the

Pyramid, Brazilian Class C, Trade-up, Brazilian @&gdndustry, Premium products.



Resumo

Recentemente, os mercados emergentes se tornaratvaipotencial para a industria da
beleza e o Brasil estd se tornando um mercadotikmrpara os produtos cosmeéticos
Premium (Euromonitor International, 2013). A pomédla de baixa renda no Brasil representa
70% de seus habitantes ao considerar as clasge® €, (Barki e Parente, 2010), sendo a
classe C representada por 56% da populacdo (Nd2)2Este € um mercado potencial para
as empresas multinacionais (MNCSs), que enfrentasafibs de fazer negdcios no pais, visto
gue a classe C opta por gastar parte de sua rendarodutos relacionados a beleza (Silva
e Parente, 2007) e ainda ha um pouco conhecimebte e comportamento de consumo na
base da piramide.

Portanto, o objetivo deste estudo € investigarserdger o comportamento de consumo das
mulheres brasileiras da classe C no setor de h@&ezeelacdo aos produtos Mass Premium,
melhorando o conhecimento no que diz respeitoa@mgsulacédo e ao tema proposto.

Para atingir esse objetivo, o autor utilizou umatadelogia baseada em uma analise
descritivas qualitativa em que foram entrevist&fasulheres de todas as faixas etéarias, que
pertencem a classe C brasileira e citacfes foradagspara fornecer a confirmacao dos
resultados da analise.

Os resultados sugerem que, ao longo dos anos, keuato um movimento de trade up no
consumo de produtos de beleza. Além disso, for@mtifittados cinco aspectos principais,
gue conduzem decisdo de compra das mulheres dseclas no setor de beleza:
confiabilidade, qualidade, status, autoestima e-bstar.

Apesar das limitagbes de um estudo exploratériperasse que a pesquisa aumente o
conhecimento sobre o mercado da base da piranggecialmente no que diz respeito a

indUstria da beleza.

Palavras-chave:Gestao Internacional, Comportamento Consumidas<&l C, A Base da
Piramide, A Classe C Brasileira, Trade-up, A Indastla Beleza Brasileira, Produtos

Premium
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1. Introduction

1.1. Context (Introduction)

Invisible to the corporate sector for a long periadnassive segment of the global
population has changed the way of doing businessudtinational companies (MNCs). The
Base of the Pyramid (BoP) market, also known asdobf the Pyramid, comprised of low-
income consumers, had its importance increasedinfpicompanies to face challenges to
communicate their products. Companies’ marketingtatiies, that before were directed to
high-income consumers had to be reviewed in ordeurtderstand the needs of these
emerging consumers. Two renowned scholars, C.Kdkad and Stuart L.Hart, first exposed
the potential of this market. They drew attentiomtound 4 billion people belonging to this
tier of the pyramid, aspiring products from the MdNGhat could profit from a large
magnitude of opportunities in the emerging mark&tse major challenge would be to
combine low cost, sustainability, good quality gmdfitability (Prahalad and Hart, 2002).

For most MNC'’s, poor people were not the targetigrbecause of the companies’
cost structures that would not provide profit frims market, also due to the lack of money
from the poor to afford products and services effeto developed countries. In their
perception, poor could use outdated technology traprevious generation as well as being
cared by the government and non-governmental arzghons (Prahalad and Hart, 2002).
The BoP literature has helped to shift the neggiemeeption about poverty. Therefore, the
low-income population who was not considered aifaiole market, started to be seen as
consumers (Seelos and Mair, 2007). The high adodsgormation among poor people has
brought them awareness of many products and sepieeasing their aspiration to share
the benefits (Prahalad and Hart, 2002).

Considering the description above and the competitiarket nowadays, companies
have to fulfill not only consumers’ objective neglst also establish a deep relationship with
them. For this, especially in the BoP contexts ilnnportant to satisfy consumers’ symbolic
needs, their self-realization needs (Barki and iar€2010). There is a huge market gap for
MNCs to explore if they combine their advanced texdbgy with local insights, in order to
offer products designed to this tier of the pyrantidndon and Hart (2004), for instance,
highlighted that MNCs have to develop relationslapd alliances with non-traditional local

BoP partners as part of their strategy to puréistmarket.



In Brazil, the Base of the Pyramid represents 73%he market when counting
classes C, D and E (Barki and Parente, 2010). whr& will comprise only the Brazilian
‘new middle-class’ also known as ‘Class C’ thatresgnts around 56% of the country’s
population (Neri, 2012).

Having this potential market as a target groupafoompany to be a leader in Brazil
it has to develop specific strategies to addresspibpulation. It is necessary to understand
that the consumption behavior of these peoplelasa® to the sense of belonging and social
inclusion. In this sense, products consolidatedhim market play a major role in their
purchase decision, giving them a complete mearsogial status, self-fulfillment and
personal achievement (Parente, Barki and Gearged08).

The related social context arises therefore theudson of the trading up concept, in
which the new middle-class consumers selectivejyhypgher prices for goods that meet their
emotional needs. The Boston Consulting Group hatsewra report in 2008, which states
that companies that are doing business in Brazibemter consumers eager to trade up in a
more selective and focused pattern (BCG, 2008} Stoidy will focus particularly the beauty
industry, observing the trade up phenomenon irBtlagilian new middle-class.

The beauty industry has a huge potential in emgngiiarkets and Brazil is becoming
a profitable market for premium cosmetic produ&srpmonitor International, 2013). The
class C choose to spend part of their income witillycts related to beauty, despite their
financial restrictions (Silva and Parente, 200 this sector, the reality is not different from
others; MNCs have to know how to communicate theaducts to low-income consumers.

However, there is still little research regardimg tconsumption behavior of this

population in the beauty sector.

1.2. Objectives

Considering the previous description, the mainabje of this study is to investigate
and describe the consumption behavior of the Baawiwomen class C in the beauty sector
related to premium-mass products. Hence, the afitilea of this research is to gain a deeper
knowledge in regards to this population and sulgeaposed.

In order to reach this objective, some fundamemkks should be accomplished:

» To identify the existence of the trade-up conceghe defined target group.



* Toidentify aspects that are important in the pasehdecision of a premium-mass
product.

1.3. Research Question and Justification

The research question that this study has the et answer is the following:
What isthe Brazilian Class C women perception regarding premium-mass productsin the
beauty sector? In particular, this research aims to identify sfie@spects that influence this

target group to consume premium-mass beauty preduct
1.4. Thesis Structure Description

This work is divided in 5 chapters: The first oméroduces the topic, the research
guestion, the relevance of the study and its olbgecthe second chapter presents important
concepts and the knowledge review. In the third,ittethodology applied in the research is
described such as the description of the desigmparitipants. The fourth chapter comprises
the data analysis and results. The last chapte&septs the conclusion, summing up the
context and the importance of the topic, compaitiregesults obtained in the study and work

limitations.



2. Literature Review

2.1. The Base of the Pyramid Overview

The Base of the Pyramid (BoP) is a vast and unthppket of the World’s poorest
people where there is a great market potentiaidarpanies to make profit (Prahalad, 2004).

Over the past recent years, several authors detireedoncept of the BoP market.
The simplest way to define it is to recognize theaome level. Prahalad and Hart (2002)
characterized the target group at the BoP in texfnscome less than US$1.500 per year,
based on purchasing power parity in U.S. dollaee(Bigure 1), the minimum considered
necessary to have a decent life. In a compariseninternational poverty line is between
US$1.08 and US$2.15 per day, per person, accordithg PPP in 1993, having consumption
as the preferred indicator instead of income (Rewaand Chen, 2004). To differentiate, the
extremely poor people live with less than US$1 yawlile the moderate poor live with less
than US$2 (Reddy and Minoiu, 2007). Other recemtliss have stated that the 4 billion
people who live with less than US$8 a day, at tb® ,Bhave a combined income of about

USS$5 trillion, the same amount of the gross natior@me of Japan (UNDP, 2008).

Annual Por Capita Incomeo® Tiars Population in Millions
More Than $20,000 1 T5-100
$1,500-%20,000 2&3 1,500-1,750

Less Than $1,500 ' 4,000

Figure 1 - The World Economic Pyramid

*Based on Purchasing Power Parity in US$

Source: U.N. World Development Reports

The figure 1 shows the annual per capita incoraseth on purchasing power parity
in US$, divided in three layers. The so-called dotiof the pyramid is comprised of 4,000
million people who earn less than $1,500 per yEae. second layer is a population of 1,500
to 1,750 million people who earn between US$1,5aD&S$20,000 a year. The last layer is
the top of the pyramid, a population comprised ®td@ 100 million people who earn more
than US$20,000 per year (Prahalad and Hart, 2002).

Most of BoP consumers live in rural villages obam slums and have little or no
formal education. These characteristics put thena guosition difficult to reach through

4



conventional distribution, credit and communicat{®nahalad and Hart, 2002). Due to the
social costs, mobility limitations and distributionefficiencies, poor people are usually
vulnerable to companies’ strategies, paying theeggwenalty. In other words, they pay
more for the same products, because they haveytmbocal markets that charge more from
the poor. The significant income gap between higloime and low-income people reinforces
the fact that, despite being majority, the poorexeluded from the global market economy,
in the sense that a low quantity and quality ofpicis reaches them.

In order to succeed in this market, it is importentinderstand that BoP consumers
have distinct characteristics when compared to pebple and this brings to the business
more challenges. The key is to know how to commateigvith the BoP. While the message
to rich people have the idea of exclusivity, in 8@ market, companies should focus on
methods that deal with their aspirational leveighhghting their inclusivity into the society.
To offer cheap and low-quality products is not iatsigy to enter this market (Prahalad,
2005).

Some authors stated that to benefit from this ma&tential, MNCs need to rethink
their business model (London and Hart, 2004), irctvicapabilities and partnerships should
be considered as necessary to face the challereggesfng the BoP market (Seelos and Mair,
2007). Prahalad and Hart (2002) went beyond, sayiagselling to the poor can help to
bring prosperity and eradicate poverty. In facis tier of the pyramid is a market where
capital efficiency and volume are important. Nelekess, this market does not allow the
pursuit of high margins. Thus, managers shoulddasuscale, being this achieved by small
margins and high unit sales.

As described, low-income population have distict@racteristics, which bring the

necessity to adapt marketing strategies accordingly

2.2. The Class C Definition: Brazilian market

The class C definition in this study is a close gmaof the current Brazilian
population. This social class has a great impodamthe Brazilian socioeconomic pyramid.
It has changed the market perspective, bringingre¢wepportunities for companies that want
to make profit from the Brazilian Base of the PyidrBoP). Considering the country’s
Gross Domestic Product (GDP) of US$2.3 trillior2Bi.3, Brazil is the 7 largest economy



by purchasing power parity. Moreover, its populataf over 200 million people and its
geographical area put the country in a rank asthiargest in the World. Around 70% of
this population belongs to the Base of the PyrgiB@P), counting classes C1, C2, D and E
(Barki and Parente, 2010). According to a studyertadSerasa Experian together with Data
Popular Institute in 2014, the middle-class is mavacentrated in the Southeast region of
Brazil (43%), followed by the Northeast (26%), So(15%), Midwest (8%) and North (8%).

Neri (2010) stated that it is rather complex to a@ptualize the middle-class,
represented by over 56% of the country’s populafidrere are two interesting and relevant
classifications. The first one is accordingdssociacao Brasileira de Empresas de Pesquisa
(ABEP), also known a€ritério Brasil, used by most of research institutes. This ecoaomi
segmentation instrument uses household charaatsrist differentiate the population in
distinct social classes. This means, they do aeyuiv find out the access to durable goods
and their respective amounts (e.g. TV, washing maclridge, radio), as well as servants,
toilettes and the level of education of the heathefhousehold. As described in the table 2
and 4, the criteria assigns points according tedteharacteristics and carries the sum of the
points. Afterwards, there is a match between thees@anges and the economic classification
defined in A1, A2, B1, B2, C1, C2, D and E, as showthe table 5. Following the tables 2
and 4 there are suggested questions to the surevdglmelated to the each one of them,
namely tables 3 and 5, respectively.

Brazilian families were responsible for 58% of tbeedit loan in Brazil (Data
Popular/Serasa, 2011). Poverty has considerablyeased, reducing the inequality and
improving income distribution. The government hasniched social programs (e.g. bolsa
familia) as a way to provide support for poor peoj fact, the increase in the purchasing
power of the population caused, among other readgrihie stability of the currency at that
time and the expansion of credit that had a de#fetct on the consumption behavior of this
people. According to Data Popular/Serasa study 1(R0this social class was eager to
consume in 2014, around 8.5 million domestic trips, million TV sets, 4.8 million
refrigerators and 4.5 million tablets. However, th#ationary pressure is harming these

incentives, since people can no longer buy the ghimgs as before.



The middle-class in Brazil earns a total monthly$ehold income from R$2.900 to
R$7.249,99 (IBGE, 2014), as the table 7 shows. iBhise second possible definition to the
middle-class.

The IBGE classification, according to minimum wsges simpler and divide the
population in only five social classes, A, B, Cabd E. This table shows a definition similar
to FGV that classify the middle-class in Brazilr@ag a total monthly household income
from R$1.734,00 to R$7.475,00 (Neri, 2012).

All the incentives have contributed to an increasbe number of families belonging
to the class C from 2005 to 2011, in the respeqinaportions of 34% and 53% (IPSOS,
2011), as observed in the figure 2. There has bdmrge social mobility, being the class C
the biggest one in the country due to the expres®duction of classes D and E between
2010 and 2011 (IPSOS, 2011).
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Figure 2 - The Brazilian Social Pyramid

Source: Cetelem BGN Research — IPSOS 2011

The social mobility has increased the desire émsamption. Previously, the middle-
class consumers used to buy only the necessarygsoi survive, which, now, is a different
reality. Nowadays, the concept of belonging todlass C is related to have a car, a mobile,
a computer, to make pension payments, to havehhiesiirance, to be self-employer or an

employer (Neri, 2008).

2.3. Consumer Behavior in the Brazilian class C context



It is important to understand basic features aadhehts of the marketing mix in order
to meet the needs of consumers (Levy, Weitz, 200 Brazilian class C has
characteristics, values and shopping behavioratekey for local and global companies to
establish their marketing strategies and profibfrinis huge market. The rationale behind
the low-income consumer behavior is distinct, adeay to their values, vocabulary,
repertoire, culture, educational level and econagitication (Aguiar, Torres and Meirelles,
2008).

A key feature of this market is the desire to achia higher social position. It is
important for a consumer class C to take the rgdision when purchasing a product, in
order not to make a mistake and waste money (&itdaZilber, 2009). These consumers, for
instance, are willing to buy premium products, elfethey have to pay more and despite
their disposable income (Barki and Parente, 200ltgrefore, branded products are a security
that expected value is going to be delivered anlenthem feel as if they belong to the
society, not having the feeling of exclusion (Kemp2004). Moreover, the extremely poor
people cannot afford these products, so the Baddimehow, differentiated. The aspirations
from the poor are related to the social inclusivithius, the purchase decision in the class C
context does not depend exclusively on pricing,dis in the quality standards and brand
image of the product. There is a misconceptiongbat people do not want quality products
(Prahalad, 2005).

Kempen (2004) revealed that more than extrinsidityudesigned brand logo serves
as a social identity for the poor, as a symboljregsion. For this reason, they are willing to
pay a symbolic premium for a designer label. Sitheze are consumers who are in a low
level of income and cannot afford to spend res@uotesymbolic products attributes, other
individuals who earn an income above this levehalgh still poor, can be differentiated
from the poorer group by consuming these symbabducts.

Prahalad (2005) has identified three ingrediente®@Buccess to enter the Base of the
Pyramid (BoP) market. The first one is availabitigt relies heavily on innovation and deep
knowledge of these consumers’ needs. The nextdiggeis the access, in which innovation
also involves the processes of distribution sucim@ssity and geographic distance and last

but not least affordability that requires efficigrio the distribution to avoid lost sales since



the client has no way to postpone your purchaserupenalty of not having the feature at
another time.

Barki and Parente (2010) went beyond saying ableatimportance of dignity,
personalized relationship and value propositionb&gin with, poor people want to have
dignity and be embedded in their community. Poarpte do not want to be treated as
dishonest and, unfortunately, the prejudice regardincome increases this feeling. In an
exploratory study made by Barki, some people frammBoP were interviewed and it was
possible notice the statements saying ‘I am padr] &m clean’, ‘l am poor, but I am honest’
(Barki, 2010). They always want and try to provattthey are honest and deserve to be
treated well.

One of the most important aspects for the low-inegmpulation is the relationship.
In this social class, they tend to create a stratg/ork that means one help the other. Thus,
they have the desire to build a good relationshth people who sell to them. As a strategy,
companies should give priority to face-to-face echtfor instance, sales promoters. This
can create a close link with consumers (Barki, 2010

The third important element is the value propositiwhich means maximizing the
relationship between benefits and costs, accorirRparki and Parente (2010). In addition,
this perception in relation to cost and benefits different among poor and rich people. As
mentioned previously, low-income want to buy pradueith good quality, for this reason,
the price is not always the aspect that affecptirehase decision. Due to the lack of formal
education, the way of communicating with this sbciass is different from the high-income
people. The implicit message directed to them shbale the idea of inclusivity. In other
words, to suggest an access to the middle-classcmiity (Aguiar et al., 2008).

Accessing the living standard pattern of this papah means to consider that a
working housewife, after her journey of work outslibme, instead of watching TV, usually
listen to it. While working at home, she puts thé Jound in a high volume. It shows to
companies that communicating with the middle-clesguires the observation of this
behavior pattern. For instance, commercials dice¢tethese consumers relies on voice
messages, composed with repetitions and familiaalolary that would be possible to get
the message without watching the images. Kempebd{2ade a parallel wittelenovelas

watching, in Latin America, justifying that poorresumers are willing to pay a premium



price for products as a way of escaping from ttaditse in other words, having the same
designer label products as the actors from thendelelas, facilitate the identification of
themselves with these characters. As Tufte (20@3BQ) statedtelenovelawatching brings

a sense of belongingness through identificatiorh wibvela characters with middle-class
lifestyle.

The concept of abundance is also present in theucoer behavior literature (Barki
and Parente, 2010). The poor have a very good pé&voeof abundance since they are used
to crowded visuals. In the point of sales, for amsie, this concept can be associated with
good management, high stocks and low prices. Ferrdason, they feel comfortable in
streets full of people, in stores with a volumepodducts displayed, in supermarkets with
colorful price offers, and so on.

2.4. The trade-up phenomenon

The higher purchase power of the middle-class haseased the presence and
importance of premium products in the market. Traumation of developed markets, the
globalization and the enrichment of emerging marketve changed the traditional luxury
concept to a new democratized luxury context. Nayagdmany people prefer to spend their
money on experiences rather than tangible prod@astilho, 2006).

Alléres (2000) and Castarede (2005) defined thoreepts of traditional luxury:
unaffordable luxury, intermediate and affordabliee Tast one is the only segment considered
as the New Luxury. According to other authors, ¢higoes of products/services can belong
to this new concept (Silversteins and Fiske, 2005):

» Accessible Superpremium: products whose pricethareighest in its category,
with a considerable margin over conventional praslublonetheless, they are
accessible to average consumers, because theg pricelatively low (e.g.
premium beer, gourmet brands, mineral water).

» Extensions of traditional luxury brands: productsikar to the ones sold to high-
income people in a cheaper version. Some luxunydsraucceed working on both

ends of the luxury pyramid.
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e Masstige products (mass + prestige): products dhatbetween the mass and
prestige, with a high price compared to standamtiyets, but they are much
cheaper than luxury goods.

What differentiates the new luxury from the tramfial luxury is mainly its emotional

appeal to consumers and the sense of inclusivitjewthe second offers status and
exclusivity. As figure 3 shows, there is a segmigmteof the luxury market.

Inaccessible Luxury

Intermediate Luxury
“Accessible Luxury

. . New-Luxury
Accessible Superpremium ’

Maastige

Figure 3 - The traditional and the new luxury market segmentation.

Source: Toledo and Galhanone, based on Allérés, 2000 a2k, 2005 and Silverstein &
Fiske, 2005.

Silverstein and Fiske (2005) stated that for thesomers, premium products do not
necessarily reflect status, but can bring to the@s a personal satisfaction and a sense of
well-being. Moreover, women would be more emotitnelvolved with the products they
usually consume, being possible to evaluate inep@&emanner the meaning given to these
products.
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Thus, this research has the objective to identifg anderstand the consumption
behavior of the women belonging to the Braziliaassl C, to meet the aspects that influence
their purchasing decisions of beauty products dsasehe meaning for them of a premium
product. The study was conducted in the citieséad Baulo and Tabo&o da Serra in places
where the author of this study has personal netwadh as beauty salons, clothing stores
and public schools.

Trading up is identified when the consumption ralmihange to a type of goods
considered superior during a certain period of igdverstein and Fiske (2005) would state
that consumers’ willingness to pay a premium pfareproducts and services with higher
guality than others in the same category provieethspirational value and make them feel
good.

2.5. The Brazilian Beauty Industry

Brazil, in 2012, was ranked théd"4argest consumer of beauty and personal care
Market, with around 652 thousand tonnes consunmeldatin America, it accounted for 50%
of the regional volume consumption (Euromonitorl20 The same report considers the
following categories in the beauty and personat aadustry: skin care, bath & shower, hair
care, sun care, oral care, deodorants and colonetas.

The country is one of the fastest-growing marketh World for beauty industries,
and the direct selling accounts for a large prapordf beauty sales. It is a very competitive
and concentrated market, with around 1.700 compaeigistered in 2009, in which, the 10
largest companies hold 61% of the market (Euroneon010).

In the hair care segment, for instance, Brazilissesmore conditioners than any other
population, as it can be noticed in the figure dr{#nonitor, 2012). Women perceive these

products as a value added because they usuallgaakef their hair.
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Figure 4 - Performance of Conditioners in Top 10 Countries 2012-2017.

Source: Euromonitor, 2012.

For the deodorants segment, Brazil was, in 20R2latgest market globally in value
terms. To understand the preferences, women corsig@ng dry an essential feature. The
category of general body care is increasing cotlgtanecause is used daily to hydrate
Brazilian women’s skin. Above all, an interestingormation is that the importance of
natural ingredients is increasing among Braziliggsiromonitor, 2012). Brazilians’ higher

disposable income has grown the consumption oftggaaducts.

2.5.1. Premium-mass Cosmetic Products

Premium products in Brazil is gaining a significanportance in the beauty industry.
Products with high value added, superior benefits @erformance are attracting more and
more consumers. The low-income population conteliatthe volume of sales with many
small transactions, transforming the mass markieinainant market. High taxes and limited
distribution of premium products in Brazil have kéjppem out of the country and opened
space in the beauty market for masstige produasting consumers’ needs (Euromonitor,
2010).
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3. Methodology
The following chapter describes the method that used to answer the research

guestion in terms of design and participants.

3.1. Design

This study aims to answer the questidvhat is the Brazlian Class C women
perception regarding premium-mass products in the beauty sector? To achieve this
objective, a qualitative research was conductedngbéhe method the best suited.
Considering the little knowledge about the consuomabehavior of low-income population,
it is fundamental to gain an in-depth understandibgut these consumers. This can be
reached through a qualitative method based on pthdenterviews that explores the
important aspects of the beauty products themselgasell as the consumption behavior
regarding premium products as a trade up mover@erdlitative research studies objects in
their natural settings, considering the meaningmuibty people (Denzin and Lincoln, 2000).

This methodology uses a qualitative exploratory dedcriptive research, which
considers a non-probabilistic sampling, and uses jtldgment selection where the
individuals interviewed have the characteristicshaf population who is the subject of this
study (Thiry-Cherques, 2009). The qualitative asialys essentially descriptive, frequently
using transcripts of the interviews, testimoniald guotes that allows confirming the results
and providing some more views, according to Trigifib987).

Despite using a guideline, which can be seen irAfiEendix 1, the interviews were
semi-structured with no standardized questionnaliewing the flexibility to place the
guestions at the appropriate time. According tokH{R009), this type of interview offers the
possibility to reach freedom and spontaneity resgliaind it is more likely that respondents
feel comfortable to express their views. Moreovee, author states that the subjectivity of
the researcher and the population being studiguhiit of the research process and the
thoughts, impressions and attitudes become dateg part of the interpretation of the study.

The guideline is comprised of five main topics @ath one has a set of questions.
The first topic is related to general questionsyhich the interviewee answers the type of
beauty products and the frequency of its use. €bergl seeks to understand the motivation

for the use of beauty products as well as the emeador it. The third topic tries to guide the
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interview in the way of the purchase decision dredglements that the respondents consider
important during the buying process. The fourthdag about branding in which is possible
to identify the brand power in a purchase decigmrtess. It is also a mean to drive the
interview to the trade up behavior and to undedstdy@ perception about mass premium
products. The last but not least important topithis one that guides the interview to the
identification of the trade up behavior.

The interviews were conducted in the cities of $aollo and Tabodo da Serra in
places where the author of this study has perseetatork such as beauty salons, clothing

stores and public schools.

3.2. Participants

The target group of this study was 20 women frohagé groups belonging to the
Brazilian class C, who live and work in the citedsS&o Paulo or Tabo&o da Serra. In order
to identify the target group, the author of thise&rch chose specific places to conduct the
interviews such as beauty salons, clothing stonelspaiblic schools, being the respondents
the employees of these places or a member of fdrity. In addition, two main questions
filtered the sample: the first one was if the regpent uses beauty products and the second
was to confirm if she belongs to the class C adngrdo the IBGE monthly household
income criteria, that defines the class C withtaltmonthly household income from R$2.900
to R$7.249,99. In order to make the respondentsci@afortable answering the second
guestion, they received a paper with income barobiog following the same criteria that
they could answer without anyone be seeing theoresp

In order to facilitate the comprehension of thelgsig, the table 1 can be analyzed

beforehand, which includes a description of the@anThe interviews were recorded.
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Table 1 - Details from the interviews

Respondents | Age (Years Old) City Occupation Marital Status Household Income
Interviewee 1 37 Tabodo da Serra Elementary School teacher Married
Interviewee 2 33 Tabodo da Serra Elementary School teacher Single
Interviewee 3 56 Tabodo da Serra Elementary School Coordinator Married
Interviewee 4 36 Tabodo da Serra Elementary School teacher Single
Interviewee 5 32 S3o Paulo Hair Stylish Stable Relationship
Interviewee 6 13 S30 Paulo Student/ helps her mother in the beauty saloon Single
Interviewee 7 49 530 Paulo Manicure Married
Interviewee § 36 S30 Paulo Hairdressing Assistant Single
Interviewee 9 29 Tabodo da Serra Elementary School teacher Single
Lnterw:ewee 10 46 Tabodo da Serra Clezning Lad}.' ina }?eaut}-' saloon Sing%e From R$2.900.00 to R$7.249.99
Interviewee 11 49 S350 Paunlo Hair Stylish Married
Interviewee 12 22 S30 Paulo Assists her mother, who is a hair stylish Stable Relationship
Interviewee 13 48 S3o Paulo Clothing store saleswoman Single
Interviewee 14 53 S30 Paulo Clothing store saleswoman Married
Interviewee 135 37 530 Paulo Manicure Married
Interviewee 16 32 S30 Paulo Receptionist Married
Interviewee 17 41 S30 Paulo High School teacher Married
Interviewee 18 29 S3o Paulo Manicure Stable Relationship
Interviewee 19 28 Tabodo da Serra Elementary School Director Married
Interviewee 20 23 S30 Paulo Elementary School teacher Single

3.3. Size of the sample

To select the sample, it was used the judgmenttsatein which, according to
Schiffman and Kanuk (2000), the researcher usékdniswn judgment to select members
of the population. To delimitate the size of thenpke, it was used the saturation method of
Thiry-Cherques (2009), an epistemological modet tedines when observations become
not necessary, once there is no new element tloatsaincreasing the number of properties
of the object under observation. According to thishor, when data and adding information
in a research do not change the understandingpbéaomenon studied, the saturation was
reached.

The most common way of using this method is throsgmi-structured interviews
with open answers (Thiry-Cherques, 2009). The rekea write the answers and identify
the repetitions. When no new information or thesieecorded, there exists the saturation
point.

In order to facilitate the saturation point ideicgtion, “big themes” were identified,
as called by Thiry-Cherques (2009), which meansttigacorresponding themes are grouped

as they come up during the interviews.
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4. Data analysis and Results

The data analysis showed that there was indeedhde tup movement in the
consumption of beauty products over the yeardhyamterviewees experienced to buy more
expensive and premium products and consideredudléyjof them better than the ones they
used before. Along the interviews, the author esgidhe aspects in this new consumption
behavior that are important to them in order taotdg what made them buy these products.

Respondents seemed to be willing to pay more fmoduct they consider to be the
best. The reasons why and the aspects considepedtant to them are going to be explored
during this analysis. To facilitate the comprehensithe figure 5 shows a summary of the
themes analyzed, initiated by the concept of tiqdip. The figure explains in a brief the

theme and gives an example from the interviews.

Trade up
In a certain period of life, consumers from the Class C, changed their consumption habits in the beauty sector and

started to use a type of product considered superior, paying more for it.
“I started to use o brand a little more expensive, but it brought satisfaction to my body and met my needs” (Interviewee 3).

Women from the class C rely on premium branded products. They constantly have the feeling of safety.
"When | us a premium mizke-up | feel mare confident” (Interviewss 12).

Reliability

i Consumers associate premium products with guality.
Q'Uallt}' “Durability, for sure. Its smell, its quality. You have the perception that the perfume lasts much longer and the make-up
halds in your skin for a long periad as well” [Interviewse 13).

Class C consumers mentioned that who use premium products are women belonging to higher social
Status classes

“Women with a higher social stotus use these products, becouse they have @ lat of money, right?” (Interviewse 19).

They believe that premium products have the power to transform their appearance.
Self - Esteem “I think we look more beautiful” {Interviewes 10).

Well-bein They associate the use of premium products to the feeling of well-being.
" g “vou vse this product in the skin, it gives pou on absurd sense of well-being™ {Interviewse 4).

Figure 5 - Big Themes.

4.1. Trade up

Observing the trade up phenomenon in the beautystnglis one of the objectives of
this study. Interviews’ analysis showed that iregtan period of life, consumers from the
Class C, changed their consumption habits in tlaeifyesector and started to use a type of
product considered superior. Nowadays, with theraw@ment in their social condition, they
are willing to pay a premium price for a beautyduad that offer them a better quality,
according to their perception. As the interviewéestatedIf you are going to pay 160 reais
in a perfume from Boticério, it is better to sav@Ireais and buy a fragrance from abroad.
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It lasts all day long. | am using a perfume fronv&ichy now. It is being a long time that |
do not use this perfume. When | move myself amdaxound, | can feel it. | do not buy a
cheap one! To buy a cheap perfume will not solvgralem. | prefer to save up and buy
the one | really want ta” According to her perception, imported products eonsidered
premium as well as have a better quality. She hadrade up experience and, according to
her, she prefers to save money and buy a premiodupt instead of buying a product that
will offer her a lower quality.

Despite still having budget restrictions, pricen the main driver in the purchase
decision of premium products for the majority. Qamers from the class C consider other
attributes while taking a purchase decision bespte. For instance, the respondent 10
said:“l am like this, when | like something, | do noteabout the price’ The same applies
to the interviewee 8 who saitRegardless the price, | would rather pay mor&f course,
the price considered here is something that isssdde to them even being expensive
compared to the standard products, mainly in pserioida favorable economic scenario.
However, even if they do not care about price, thdy buy products that are more expensive
if they consider the quality good. In general, mrggents consider that expensive products
have a better quality. Interviewees seemed to ldiféerent perceptions regarding cheap
products compared to more expensive and premiurs. drieis, majority stated that as the
years passed by, they changed the products theywsed to use to products with a better
deliver, with better attributes. An intervieweatsd:“If | know that a product is good, it
can cost 500 reais, | buy(interviewee 17). There was a tendency for a ttgglenovement
while consumers started to have more access tomiatmn, to credit, to different types of
products. Popular brands were no longer enoughett the needs of these consumers. They
were willing to experience branded products, premproducts’l changed. A while ago, |
was using Avon, but | had an allergic problem viatth make-up and moisturizing creams.
Then, | started to use a brand a little more expansut it brought satisfaction to my body
and met my needglInterviewee 3). Another respondent had a sinsfatement but, besides
the quality perception, it is important to rememtbet class C consumers usually trust in the
word of mouth. The trade up happened as a nathexiggmenon among women from this
social class since their financial situation gdtdreand, among them, friends and family also

started to use products considered supéilichanged everything, because | got older, | felt
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the necessity of using better products. | begdmatee more money and could pay for them,
for higher quality products, indicated by friend€hterviewee 4). She did a trade up to
products with a higher aggregated value, but muae that, she started to use products that
her friends indicated and she trusted on them.

This study showed that consumers from the clasav@ kxperienced the trade up,
and are willing to buy premium products even payangymbolic premium price, because
they consider the quality better. If the econontigadion is not favorable, they will probably
stop buying premium products for a while if necegshut as a cyclical situation, as soon as
they can, they will continue to buy premium beaptgducts. The benefits experienced
compensate the costs.

The second objective of this research is to iderttie aspects of the premium
products considered important for the class C cmess. When asked about using a premium
branded product and their feelings related tavié ain aspects emerged: reliability, quality
and durability, status, self-esteem and well-beifigese five big themes are going to be
analyzed in the following topics.

4.2. Reliability

Perceptions described previously have led to thatification of the first important
big theme, called by the author as reliability. $Sla&C consumers rely more on premium
branded products than cheap products or produathéve a lower brand image. Moreover,
they have a higher perception of quality when usimggn. In addition, they have the feeling
of safety. For this reason, majority prefers to payre and buy a premium product instead
of any other beauty product without credibility. Asespondent said when speaking of her
make-up?l feel myself safer and | know that it will hold my skin for a long period. For
instance, now the weather is hot and | am meltigen | use a premium make-up | feel
more confident’(Interviewee 12). Class C consumers usually sogiremium products and
its effects on their skin?l feel confident that it will not cause allergieés my skin”
(Interviewee 6). Another interviewee, who is a tstylish, for example, talked about hair
products and made a parallel with price, quality agliability: “Cheap products do not
convince me. Most of them are full of siliconemiy profession, for instance, you cannot be

surrendered to such products. It does not trangaliability” (Interviewee 11). Another
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respondent said:rely on expensive products, since it is linkethva strong brand name”
(Interviewee 3). These consumers believe it woothbuy products that offer them more
confidenceA woman who can pay a little more for a produda her self-confidence, it
worth” (Interviewee 3).

When asked if they consider that Premium brandedymts have more quality than
others do, class C women responded positiVelgr sure! Not the merchandising itself, but
the brand for its quality and the reputation of tempany”(Interviewee 11). The same can
be observed in another stateméthtfeel more confident when using expensive prosluct
because of its quality(interviewee 20).

It is important to notice that even companies’ imagere mentioned when asked to
compare cheap and expensive produttfse most reputable companies produce more
expensive products. This bring us a certain crditypbiCompanies that produce cheap
products may have their production line in the hackl, which has no proper origin”
(Interviewee 16).

In general, branded products, especially the prenovuaes, play an important role
among class C consumers. Being branded, expensiMengorted are a perfect combination
according to the statements from this study. Woinem the class C trust in their quality
and rely on its credibility. However, if a premiymmoduct can be considered as a symbolic
expression of a social identity for these womerstated Kempen (2004), companies could
communicate their products considering this agpmat level, even not being imported
products, for instance. For this reason, this stuay several insights for companies in the

beauty industry.

4.3. Quality

Despite being related with the previous topic amdnfiany times being mentioned
together with the first big theme, there were motseluring the interviews that respondents
mentioned only the aspects quality to justify theeference for premium products. For this
reason, the author considered important to segreélgatanalysis and have a special topic for
this second big theme identified, called quality.

It is not knew the fact that the class C consumauisthase decision does not depend

only on pricing, but also on the quality standaadd brand image of the product. Since they
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have a limited budget, they cannot make a wrongsaerto buy a product that they could
not like, because they have no extra budget taanoyher one in a short period. Each person
have a different idea of what quality representsydwver, in general, data analysis showed
that quality is linked in consumers’ mindset witkpensive premium productéMore
expensive products are better, the result is beltgou buy a perfume from abroad you feel
the difference. If you use a cheap perfume, it doétast for a long period. | like everything
that is expensive from perfume to make-(ipterviewee 17).

Quality was frequently associated with brand. Puembranded products, for class
C consumers, are always related with higher pritesis, when asked to compare cheap
products with expensive ones, they usually saitttiey feel safe by using premium beauty
products because these products have more qualityae expensive. The interviewee 3
compare cheap and expensive products by the queliteived:| compare the quality! It
is useless being cheap and having a lower quaiggin, the concept of being expensive and
imported product have a strong relation with qyallthere is no translation to what quality
really means besides durability, but still, constsrieom the class C prefer to buy premium
expensive products. The concept of quality mayediifom class C consumers to others, just
because they have different chances to experigffeeetit products. If they have never been
exposed to premium products, probably they woufdraghese products, but would never
know the quality differences if they exist. A conwr that has been exposed to different type
of products and its attributes may have a diffepamteption from product to product.

When asked to compare cheap and expensive prodoeysmentioned many times
the quality and durability:Durability, for sure. Its smell, its quality. Y chave the perception
that the perfume lasts much longer and the makielgs in your skin for a long period as
well” (Interviewee 18). At the same time that majorityegpondents are rationale and do
not want to say that they buy because of the bitsedf, they repeatedly mention the
perception of quality?Not for the brand, neither for the price, but theore expensive the
product, the better the quality and it lasts lorigémterviewee 20). The premium brand
image reinforce the perception of quality becaudssy tthink that popular brands do not
deliver the same resultMake-up from Natura is expensive, but does not lasng’
(Interviewee 18). However, the rationale is alwpsesent trying to bring more reality on the

stage. Despite having this consumption behaviolikoig to feel included and buying
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products for its brand image, respondents sometinsesto show that their buying behavior
was not guided by the brand itself, but kept memtig the quality perceivedt would buy
more expensive products, as | said, because qtidhty. There are expensive products that
are not so good, but other expensive brands @erviewee 15). The previous statements
showed that consumers from the class C rationtizie behavior, and they usually respond
negatively to the brand or to the expensive prtated to their consumption patterns. They
affirm that the high price of the product is nog¢ timain reason for buying it nor the brand.
However, at the same time, they believe that expensroducts have a better quality.
Though, once they believe that expensive produrie la better quality compared to cheap
ones, their rationale does not affect their congionehavior.

When asked the feeling of using a premium and esiperproduct, an interviewee
answered’lt is a feeling of being using a good product wéth excellent quality. The product
itself, not because of its glamour. If | thoughattAvon is good, | would buy i(Interviewee
8). Sitill in the line of rationality, another womatated:“l use La Roche, MAC, Dior. If |
had unlimited budget | would buy many of these pectal | really like Dior, not because it
is Dior, but due to its quality. That is what irdhces my purchase decisio(ihterviewee
11). The interviewee 8 said that she has the fgelfrusing an excellent product. When she
says that is not because of its glamour, she éadyr assuming that an expensive product is
glamorous. In addition, as stated previously, cassnsumers’ purchase decision considers
also the durability of the product, since they hiaméted budget to buy another product again
in a short period. Therefore, they seek for proslwgth quality even if they have to spend a
higher amount of their budget with things they d¢des important. Thus, having the
perception that premium products last longer thapupar brands, they make it clear:
“Popular brands have some qualities that certaiople like. However, after you use a Dior,
for instance, it is quite complicated to make corrgmms. Well, if | have just Avon to use in
a certain moment, | use Avon. | prefer to use aiporbrand instead of using nothing. It will
not last the 12 hours that a Dior provides me, ibwtill be fine for about 8 hours. | really
feel the difference(Interviewee 11). Other consumers stated the sdrhave tested some
brands. So now, | pay a little more, but | haveedtdr result” (Interviewee 8) andl like
things that are good. | was looking up a perfunad th not the cheapest one, but | am going

to buy!” (Interviewee 10). It is possible to notice that treding up movement is present
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again; in a sense that consumers will pay a prenficira product that, they believe to have
better results.

The quality perception is also regarding the paniggrhey perceive that premium
products’ package is better and more durable tbanlpr ones'If the package of the make-
up from Boticario and Avon falls on the groundpiieaks entirely and spreads all over the
ground. Imported brands do not break. It seems fitee packaging was made to this”
(Interviewee 11). The product image as a wholdring, even the package that is not the
product itself, but the complement. This complentstomes evident to consumers and is
part of the product’s quality perceived.

The perception of companies’ effort to make bgiteducts also appeared during this
topic: “Premium products may have a better result right®¥ are products that have been
studied. Other companies do not have so much conemitto improve the formula”
(Interviewee 16).

4.4. Status

For a long period, low-income population was exellidfom the society, having no
access to products from multinational companiegnBwore, they have no money and no
credit to buy products that were more expensive thair budget could afford. This context
has created an image to premium products, whigrgeb the third big theme identified by
the author as status.

Respondents were asked which type of women thay that use premium products.
Every response was related to expressions thatteestatus as, for instance, sophistication:
“Sophisticated women from the high society, who &dst of money, use these products”
(Interviewee 1). Another consumer saflVomen who have tons of money to pay every
month for expensive productf@hterviewee 15).

Social status has been related to expensive premioducts:Women with a higher
social status use these products, because theyahlat@f money, right?{Interviewee 19).
Class C consumers always mention that who buy pmanproducts are the ones that have
money or women from a higher social class, howenatignally speaking, they do not feel
included in this group of people even if they disry the same product. Once they also buy

expensive and sophisticated products, there iason to say that only rich woman from
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the high society use these products. Thus, thestupts bring unconsciously to their lives
the feeling of belonging.

When talking about her own use of products, inemge 14 also transpired a certain
status regarding her feelings of using premium petglwhen she saidl: like perfume from
top brands. In my skin | use Chronos, from Natutas very expensive, sophisticated,
extremely expensive”

Also, some respondents mentioned quality as abatircombined with social status,
to justify a women profile that use premium progut¥vomen who like good things use
these products, who have mong¥fiterviewee 10). Some tried to rationalize everreno
saying that they do not care about premium brapdedicts, but even so, they think it brings
a certain statusi do not care about brands that are ‘chic’, | likerands that are good for
my skin” (Interviewee 7). Chic is a common word used totkaysomething shows a certain
status, which is different from the ordinary.

There was a woman who does not use premium prqdudtfer perception follows
the same line described befotehave never used, so | have no opinion. | thinttwomen
from the high society use these produdlsterviewee 2). Thus, although she does not use
premium products she considers it a symbol of statu

4.5. Self-esteem

The fourth big theme identified by the author waBed self-esteem. This theme is
related, somehow, to the previous theme since at isean to achieve the status desired.
Consumers feel important when using premium pradaontl the data analysis showed that
women from class C relate the use of these prodwits the feeling of self-esteem:
“Expensive products improve our self-esteem. | ppaking for myself{Iinterviewee 17).
The interviewee 18 stated the same idelsing these products raise our self-esteem. We
get more excited”

Their feelings are always related to their own pption of beauty, which means that
they believe that premium products have the powdransform the way people see their
appearance?You feel that the product is paying off. Peopl®Kkoat you and see that
something is different{Iinterviewee 4). In addition, they also believattpremium products

have the power to transform their beatftyhave to have a good smell, right? | use these
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products to feel good, more beautiful, to imprdweway | look”(Interviewee 13). Another
respondent statetl: think we look more beautiful'{Interviewee 10).

Class C consumers believe unconsciously that tiseee minimum pattern to be
accepted in the society, since some years ago tliadythe feeling of being excluded.
Premium products come to help them to have a bletd&rand, therefore, to be accepted in
the society!l use these products to be more presentalfleterviewee 1). Another woman
reinforced this perception when she sdid:order to make people feel good by my side”
(Interviewee 5). She also saftlvhen | was teenager, | was used to buy any typeaduct
since | did not have enough money. | looked thetarin the magazines, usually rich woman,
and wanted to be as beautiful as they were”.

Another important aspect identified related to-gslieem is that people use beauty
products to their personal care. One of the respatsdsaid:| feel myself weird if | do not
use, my hands get dry and with a bad appearar{it&erviewee 7). Another respondent
stated:'For my hair, | use good products to keep it shopifior my skin, | use to protect from
the sun. In general, to take care of myself, tpkag joviality” (Interviewee 11). Other two
interviewee said:To take care of my skin'(Interviewee 2) andTo keep my beauty”
(Interviewee 4). The only respondent that do netarswould like to use premium products
is the interviewee 2. For all the others we coulikena parallel with the use of premium
products and self-esteem since they are all willngay more and have a better product and

consider that the use of beauty products improge Helf-esteem.

4.6. Well-being

The last big theme identified by the author, butleast important was the sense of
well-being. Class C consumers tend to establigiadion between expensive products and
the perception they have regarding the resultstiieste products provide. Even if they try to
be rationale, they cannot separate from the emaitgide. When asked which feelings they
have when using it, their expressions frequentlgrreo the sense of well-beingYou use
this product in the skin, it gives you an absundasgeof well-being. Your skin gets like a baby
butt” (Interviewee 4). Another respondent specifi#d:let my hair healthier, to let my skin
more beautiful and to smell good. Summing up, & food” (Interviewee 8). The
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interviewee 12 was straightforward when she s&dr the well-being, for my skin to be
softer”.

The last statement used to this analysis, waseklatomehow, to the big theme
‘status’ when asked what would she feel if she @¢@lays use these productg/ow, |
would be extremely happy. | would feel very goibé, & Queen’(Interviewee 15). Thus, at
the same time that they save up and buy thesedkipcbducts, when they try to rationalize

they believe that only women from the high societg these products.
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5. Conclusion

The main objective of this study was to descrilbe ¢cbnsumption behavior of the
Brazilian women class C in the beauty sector rdldgpremium-mass products. The critical
idea of this research was to gain a deeper knowledgegards to this population and subject
proposed.

In order to achieve this objective, two main tasksre accomplished: (a) the
identification of the existence of the trade-up agpt in the defined target group; (b) the
identification of the aspects that are importanth@ purchase decision of a premium-mass
product for the same target group.

The literature review helped to support the stmieguof the research in terms of
knowledge about the consumption behavior of the Balket as well as served as a basis
for structuring the guideline for the interviewsthvBrazilian women class C.

The first main contribution of this research is tdentification of the trade up
movement in the Brazilian women class C regardivggldeauty sector. This social class,
having a great importance in the Brazilian socio@coic pyramid has changed the market
perspective, bringing several opportunities for pames that wanted to make profit from
this tier of the pyramid. In the beauty industryswent different.

Over the years, poverty has considerably decreasedcing the inequality and
improving income distribution. The social prograpnavided by the government as a way to
provide support for the poor, the stability of therency and the expansion of the credit have
changed the consumption behavior of this populasorce their purchasing power has been
increased. This scenario has contributed to tlietwp in the beauty industry, where women
from the class C started to have access to infeomaind to premium products. Once they
had more money, they could pay a premium pricebioying these products. The data
analysis showed that these consumers are now gvitipay more for a product they consider
the best.

The second main contribution was the identificatminthe aspects considered
important by women from the class C regarding puvemproducts. They explored five

aspects during the interviews: Reliability, qual#tatus, self-esteem and well-being.
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Data analysis showed that these consumers rely amopegemium branded products
that others that have a lower brand image. Theydliag to pay a premium price for a
product that brings them confidence. Premium prtedéave more credibility and are
associated with expensive products. Moreover, lttlzey a higher perception of quality when
using them. It is not knew that since they havenitéd budget, they cannot make a wrong
decision to buy a product that they could not likecause they have no extra budget to buy
another one in a short period. Data showed thatdheept of being expensive and imported
product have a strong relation with quality.

Status was another aspect that appeared durimgtémeiews. Women from the class
C believe that sophisticated women use premiumuymtsd Despite stating that they use
premium products, when asked which type of womey tihink that use these products,
respondents said that rich women use them, alsoewdnom the high society. Another
aspect considered important for respondents wagdhag of self-esteem. They believe that
premium products have the power to transform thg p&ople see their appearance. In
addition, they feel more beautiful.

The last but not least important is the feelingvedl-being. Consumers stated that
premium products bring this feeling to them. Asytlieel good when using this type of
product, they prefer to save money and pay a prarpitce for it.

This study has some managerial implications. knswn that the BoP market has
some peculiarities and companies that want to sacoethis business need to understand
the aspects that drive this population’s purchasgsibns and consumption behavior. The
beauty industry in Brazil has already a competigweironment. Companies that have a
better understanding of the Brazilian women clasgilCenjoy this competitive advantage.
This research contributes with the identificatioh aspects considered important to
consumers from the class C in premium mass beawupts. Thus, besides creating a
strategy focused on this population launching petslwith aspects that they consider
essential, they can also benefit from this worlcteate marketing strategies, being 360
campaigns, in store activations with dedicated fpoirsales’ materials, online activations,
partnerships with beauty salons or any other mendsstrategy to differentiate their existing

products.
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Companies should decide whether they want to €reapecific brand designated to
sell to the BoP market or if the positioning of thasting brand is enough. As reliability and
brands seem to be very important, to create a atmplew brand just for the base of the
pyramid should be seen with caution and probatdntextensions might work better in this
case.

The research showed that organizations could expdome of the characteristics
valued by the consumers as well-being, self-estestatus, reliability and quality, not
necessarily these specific words, to create awaseoiethe product. Also companies could
think of how to foster the aspirational aspecthaf beauty products.

Moreover, since consumers rely on the word of imquartnerships with beauty
salons might be an important way to influence cores.

In the offline platform, so called point of salespmpanies could provide an
experience with the products’ packaging showing kdowable they are in any circumstance
and, besides that, how glamourous they are.

This work has some limitations due to its methodgldSince it is an exploratory
study, it is not possible to apply the finding ke twhole BoP market. In addition, as the
research was based on interviews with 20 womembeig to the class C, it may be biased
and cannot be extrapolated to the huge BoP maFkethermore, the interviews were
realized in the cities of Sdo Paulo and Tabo&o efaaSonly. There is no one from the
Northeast or similar, where the BoP populationugéh Besides, the author selected specific
places to realize the interviews not necessariliypes of places where the BoP population

usually go. However, people from all the places&eld were from the BoP.
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Appendix 1

Perguntas Gerais

1) Vocé usa produtos de beleza?

2) Qual tipo de produto e em qual parte do corpo wsadtiliza? (Perfume, maquiagem,
creme hidratante)

3) Com qual frequéncia vocé faz uso de produtos dezael

4) Quanto vocé gasta em meédia com produtos de betezags?
Motivos de uso

5) Por que vocé usa produtos de beleza?
6) Vocé usa produtos / marcas diferentes para ocadifé@entes? (Trabalho, sair com

familia, com amigos, namorado)
Decisdo de Compra

7) O que mais influencia sua decisdo de compra de &axm / produtos de beleza?
(Marca, preco, qualidade? — explorar bastante)

8) Quais caracteristicas vocé considera importantaienproduto de beleza? Quais
caracteristicas ndo podem faltar?

Marcas

9) Quais marcas vém primeiro na sua cabeca, quandofalar de produto de beleza?
10)Tem alguma marca de preferéncia e por qué?
11)Para vocé, € importante comprar um produto quereans&ja conhecida / indicada?

12)A marca, na sua opinido, traz maior garantia dédadge do produto?
Trade up

13)Vocé sempre usou esse(s) produto(s) de belezamudau? Por qué?

14)Vocé ja comprou produtos de beleza mais carosngepsrque? Qual foi a sua
percepcao/opiniao? Qual sentimento vocé tem aocessas produtos?

15)Como vocé compara os produtos de beleza mais cano®s mais baratos? Quais as

principais diferencas?
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16)Vocé estaria disposta a pagar mais caro por unupyalt beleza? Por quais motivos?

17)Vocé compraria um produto de beleza em promocammesie ndo fosse o produto
gue vocé esta acostumada a comprar?

18)Vocé ja ouviu falar dos produtos de beleza da Vie® Secret, L'Oreal, Vichy, La
Roche Posay, Clean & Clear? (Mostrar a foto degsstutos). Qual a sua opiniao
sobre ele? Quem que vc conhece usa esse produéb? Quipo de mulher que usa
esse produto?

19)Vocé tem algum produto de beleza que € seu sonbordaimo? O que faz ele ser

téo desejado por vocé?

Demografica
20)Qual sua faixa etaria?

a) Até 18 ands |

b) 18-25 ang|

c) 26-39 ands |

d) Acima de 40 ar@
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Appendix 2

Table 2 - Household characteristics - ltems dafinit

Bathroom 10 14
Housemaid

car
Microcomputer

=
=
=
Ll

Dishwasher
Refrigerator
Freezer

Washing machine
DVD player
Microwave oven
Motorcycle
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Drying machine

Source: ABEP - Critério de Classificacdo Econbmica Bra3ill15 (to be implemented) —

www.abep.org

Table 3 - Household characteristics — Quantitytefris

Bathroom
Housemaid

Car
Microcomputer
Dishwasher
Refrigerator
Freezer
Washing machine
DVD player
Microwave oven
Motorcycle
Drying machine

Source: ABEP - Critério de Classificacdo Econbmica Bra3ill15 (to be implemented) —

www.abep.org
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Table 4 - Household characteristics — Level of Edien and Public Services

llliterate /Elementary School Incomplete
Elementary School / Secondary School Incomplete
Secondary School/ High School incomplete

High School / Higher Education incomplete

Higher Education

I

City Water 0 4
Paved Street 0 2

Source: ABEP — Critério de Classificagdo Econ6mica Bra¥il15 (to be implemented) —
www.abep.org

Table 5 - Household characteristics - Level of Eatioey and Public Services Definition

1 General distribution network
2 Well or Spring
3 Another source

1 Paved
2 Gravel

Source: ABEP - Critério de Classificacdo Econbmica Bra3ill15 (to be implemented) —
www.abep.org

Table 6 - Critério Brasil — Economic Classificati®@trata

A 45-100
Bl 38-44
B2 29-37
Cc1 23-28
c2 17-22
D-E 0-16
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Source: ABEP — Critério de Classificacdo Econ6mica Bra¥l15 (to be implemented) —

www.abep.org

Table 7 - Monthly Household Income

A More than 20 MW R5$14.500,00 or more

B 10 to 20 MW From R$7.500,00 to R514.499,99
C 4 to 10 MW From R$2.900,00 to R57.249,99
D 2tod MW From R5$1.450,00 to R$2.899,99
E To 2 MW To R51.449,99

Source: IBGE — ibge.gov.br
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