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New insights:  Why your 

colleagues, competitors, 

clients - and hopefully you - 

call Brazil a MUST market 

for new business potential. 

MAJOR COSMETIC ACQUISITION  

November 2015: COTY, owner of Adidas, 

Calvin Klein, Chloé and Playboy, acquires 

Hypermarcas’ 14-brand cosmetic division 

for US$1B. 

Hypermarcas retains its skin care, 

sweetener, and prophylactic businesses, 

using the additional resources to expand its 

14% share of the high-growth and high-

margin OTC sector.  

Source: OGlobo.com 

 

ÁBACO BBB #9 
BREAKING NEWS: 

As of November 2015, São 

Paulo is “investment grade”, 

according to Fitch Ratings, 

safe for new ventures. 

Brazil: World Beauty Capital, stands out in Personal Care and Esthetics markets, whatever the climate. 

Today’s intersection of strong fundamentals, slow economy and soft currency, attracts new investors. 

Brazilian Business Bulletin  

World #1 in Perfume & Deodorant Sales, ~$7B and $5B respectively 

Some key indicators based on 2014 results:         Source: www.premiumbeautynews.com 

üPersonal Care market grew 14%, surpassing US$40B, exceeded only by the USA and China. 

üBrazil had 9% of all new product launches in Hair Care.  Had 24% of worldwide Children’s Hair Care sales.   

ü 91% declare themselves Shampoo users.  Shampoos and Conditioners constitute a $3B market. 

üBrazilian men are conservative, but Male Grooming Products already account for 11% of worldwide volume. 
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Pursuit of the Perfect Body 

According to Observer.com, 

among Victoria’s Secret’s 

current 27 models: “Brazil, the 

USA, and Netherlands are tied 

for Hottest Country Around, 

with five models coming from 

each of those countries”. 

  

Brazilian GYM INDUSTRY is #2 worldwide. Concerns about health and 

pursuit of the perfect body put Brazil in the top nations, with over 

23,600 establishments, behind only the USA’s 30.000 fitness centers.  

International fitness brands begin to appear on the urban landscape. 

Simultaneously... 

Brazil is among the four largest cacao consumers and 

producers, 90% destined for export. As consumption grows; 

the country reduces cacao exports and imports more 

chocolate to supply domestic demand. 

Brazil imports 20,000 tons of chocolate annually, mostly  

from the USA, Germany, Belgium and Switzerland. 

Brazilians love sweets and  

chocolate is their first choice! 

Life expectancy grew 4,5 years in São 

Paulo since 2000. A newborn in São 

Paulo State is expected to live 75.5 

years; index of first world nations. 

Main reasons for growth are fewer 

deaths from crime, heart disease, and 

early childhood ailments. 
Source: Fundação Seade 

...and Living Longer   

MORE LOCAL M&A NEWS         .  

ü Global heavyweights target HEALTH CARE: Advent purchased 13% of Fleury, leading Brazilian diagnostic laboratory.  

ü AB Inbev, world’s #1 BEER producer commanded by a trio of Brazilians, bought SABMiller, the #2 brewery, for U$12B   

Since 1975 
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MAJOR EVENTS IN BRAZIL IN 2016  

ALTERNATE FUEL CHAMPION 

Brazil is the world’s 2nd sugarcane ethanol 

producer and consumer: 16,7m tons in 2014. 

More importantly, it is the pioneer in using it 

as vehicle fuel, replacing almost 40% of its 

gasoline needs.   

More than 90% of new cars sold today are 

Flex Fuel, 60% of the light vehicle fleet.  

Vegetable sources gradually replace diesel 

fuel.  Current proportion of Biodiesel Is 7%. 

Call ÁBACO’s Multilingual 

Senior Researchers 

ÁBACO Exceeds Client  

Expectations by Being: 

Responsive: Quick feedback by teams who “get” your needs 

Proactive: Market and cultural input to “Tropicalize” your study 

Careful: Strict oversight, 100% checking and data consistency 

Involved: Regular insightful status reports…no surprises 

Timely: On-time delivery and ÁBACO’s long-term follow-up 

New at ABACO:  

Eye-Tracking and Facial Coding  

  

Entertainment Headliners: 
 

January: David Guetta 

February: Carnival! _ +  

 The Rolling Stones 

March: Simply Red + Maroon 5 + 

Lollapalooza Brazil + Iron Maiden 

April: Tomorrowland Brazil 

OLYMPICS  &  PARAOLYMPICS 

2016: Tourism’s Big Boost 

Brazil expects 500,000+ foreign tourists 

for Rio’s 2016 Olympic Games.  

Welcomed 6.4M in 2014, year of the 

Football World Cup, 11% more than 

2013.  

Brazil and the USA might suspend visa 

obligations, favoring tourism in 2016.   

WE AND OUR CLIENTS HOPE SO! 

  

Our EYES and FACIAL MUSCLES reveal what 

we secretly feel and perceive. 

Ad-Visor®, Abaco’s diagnostic all-media research, 

with 30 years of norms, added Biometrics to help 

understand Subconscious Perception: 

ü What do our eyes see, that can influence 

behavior at the point of sale? 

ü What micro-emotions go through our minds 

when we see a person, ad, or brand name? 

   
  

Portable devices 

to use anywhere… 
…or in the ÁBACO-LAB 

https://www.esomar.org/membership/corporate-membership/founding-corporate-members.php


“HOW TO AVOID (other peopleôs) ERRORS, WHEN  

PERFORMING OR USING MARKETING RESEARCH”      

Part of a continuous work in progress 

There are two ways to learn in life: from your own errors or from the errors of others.  For most of us, 

learning from the errors of others is more efficient, more fun, and much less harmful to our careers.   

Here is some learning from observed errors that affected RESEARCH IN GENERAL   
 

WHAT ARE THE ERRORS TO AVOID...IN RESEARCH IN GENERAL?  

1. Initiate research without clearly defining the objectives or intended use of the results.   

2. Lack of Action Standards: what will you do in case of such or such results? 

3. Ignore Free Information: buried treasure of sales data in spreadsheets or files in every company. 

4. Toss out, or ignore in a file cabinet, the valuable patrimony of previous research studies.   

5. Don’t tell the researcher everything.  Not because of secrecy, but to “guarantee objective results”   

6. Ask consumers to answer questions beyond their reach or knowledge. 

7. Use a qualitative method to answer quantitative questions, such as WHO? HOW MUCH?   

8. Use a quantitative method to answer qualitative questions such as WHY?  HOW?   

9. Ask consumers what they think, their frank opinions...and believe the answers.   

10. Ask questions that let respondents guess the client’s identity, right or wrong. 

11.  Disaster Check near a launch instead of research beforehand to prevent errors about to occur. 

12. Use research after the launch, when it is merely an autopsy, rather than product optimization.   

13. Use an “inquiry” to substitute research that is technically correct, representative, and trustworthy.   

14. Do research with a sample easy and cheap to obtain, although not representative of the target.   

15. Use the data from a specific segment as if it represented the total population.   

16. Conduct interviews so long and tiresome that final responses are superficial and ill-considered.   

17. Take consumer response literally, without interpretation by a senior analyst.   

18. Not to accompany new technology and resources that can improve research productivity.   

19. Adopt precipitously any fashionable new method, unproven and without norms. 

20. Ignore this law: You can have two of these three benefits: Fast, Economical, and Quality.   

21. Depend totally on research for decision making, without a filter of common sense.   

22. Metric-Modism  Use research to measure a buzz-word, the new secret for market success, even          

if your B2C or B2B public doesn’t really understand it.  Examples: Engagement, Sustainability...   

This compendium has chapters about errors in Qualitative, Quantitative, Communication and Image 

Research, Product and Marketing Mix Testing, and International Research (the most perilous). 
 

What errors have you observed that impaired the execution or use of research? 

Send your insights to AG7@AbacoResearch.com   Alan Grabowsky  

Since 1975 
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