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This is the final report covering the results
 

of work performed by Monsanto Research Corporation
 

for the Agency for International Development under
 

Contract AID/LA-502, concerning the feasibility of
 

the introduction of a protein beverage in Brazil.
 



WORK PERFORMED UNDER PHASES I AND III
 

The collection of secondary information on the economy,
 
on the state of nutri­on the demography and eating habits, 


tion and on the beverage market.
 

A consumer study of the beverage consumption habits con­

sisting of 1600 interviews in Sao Paulo, Rio and Recife.
 

A preliminary compilation of laws pertaining to the
 

beverage industry, and procedures for registration of
 

a beverage in Brazil.
 

Interviews with the Brazilian Government to uncover any
 

constraints on the introduction of a beverage.
 

Interviews with business, banking, and private sources
 

to verify beverage industry information.
 

Monadic Consumer Acceptance Test of Protein Beverage
 

Prototype.
 

Group Discussions on Product Concepts.
 

Costing of Bottler Economics.
 

Concentrate Import Calculations.
 

- -our CitiesAdvertising and Promotion Cost St'idy 


Soft Drink Industry Profile - Four Cities
 

Acceptance Testing of Protein Beverage
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OBJECTIVE
 

The objective of this market research program has
 

been to assess the feasibility of introducing and
 

marketing a protein beverage in Brazil in order to
 

create a self-sustaining commercial enterprise.
 



CONCLUSIONS
 

Summary
 

It will be necessary to create a new product position
 

that combines the consumer perceptions of a food and
 

a beverage in one convenience product. The existing
 

channels of distribution via present or new franchised
 

bottlers provide the most effective means of reaching
 

the greatest number of people.
 

The negative reaction to the prototype product in the
 

Group Discussions (CIN - Volume VI) is attributed to the
 

effect of the higher expectations raised by the prolonged
 

tasting.
discussion of the product's appearance prior to 


in the
The participants in the discussion groups were 


middle and upper middle classes. Their negative reactions
 

confirmed the hypothesis that the positioning of the
 

beverage not be directed toward upper income groups.
 

The discussions also revealed that the major emphasis
 

of refreshment,
of the advertis.ng should noz be solely one 


inasmuch as the expectation which would be created by
 

such an emphasis could not be fulfilled by the attributes
 

of the product. The group discussions thus confirmed
 

the hypothesis that a new product identity must be created.
 

r,3spon-
The Monadic laste Test (CIN - Volume V) among 114 

dents was more favorable. 75% of those tested said they 

http:advertis.ng


liked the product. Acceptance of the product was
 

higher among younger people and higher among social
 

class C (lowest of the 3 socio-economic classes 
tested).
 

The beneficial effect of the product can reach all 
groups
 

is so low that they
except those whose economic status 


to benefits that
have no voluntary means of response 


This-group must be
require even minimum cash outlay. 


Our product,
served by government subsidized programs. 


a significant portion of
 or a variation thereof, could be 


(Brazil)
such a program. The economics of the market 


a local factory be built, and that indigenous
require that 


raw material be utilized for the manufacture of the
 

beverage concentrate. Both nutritional and commercial
 

success are contingent upon the following factors:
 

"good" ­
1. 	The product attributes must be perceived as 


i.e., local. consumers must recognize the food value
 

of the product.
 

2. 	The product must be acceptable to local taste.
 

3. 	The economics must provide for:
 

a. 	competitive pricing
 

b. 	standard trade profit margins
 

standard trade promotional expenditure
c. 




Specific
 

1. 	To introduce the concept of a food beverage in a
 

soft drink "refrigerante" bottle, to develop the
 

marketing system, and to achieve the volume accep­

tance required for commercial success will require
 

time and sales promotion.
 

The solution is to plan for intensive promotional
 

investment by both the parent company and the bottler
 

so that the period required for sales volume develop­

ment can be shortened.
 

This time could be further shortened by a government
 

assisted program of introduction via school lunches.
 

2. 	In order to insure maximum acceptance and satisfaction
 

of consumer expectations the parent company should
 

maintain an ongoing consumer research program. This
 

program should be directed toward the continuous
 

refinement o.: promotion and product image to insure
 

that all aspects of the presentation are consistent
 

with, and enhiance, the modern image of the new product
 

concept.
 

3. 	The areal flavor "undertheme" should be reduced.
 



4. 	The nutritional value of the product should be
 

emphasized in terms of "goodness" -- however, it
 

should not be over-emphasized so that the pleasure
 

associations of a "refrigerante" are lost. Nor
 

should it be overpromised beyond its real nutritional
 

considerations -- which are -- a nutritious alternate
 

to non-nutritious carbonated beverages; i.e., "more
 

for the money".
 

5. 	Although the prototype beverage is of significantly
 

higher nutritive value than standard soft drinks,
 

great care should be taken that it not be represented
 

or understood as something more.
 

The prototype beverage contains 3.6 grams of vegetable
 

(soybean) protein per 6.5 bottle (190.4 grams nwt.),
 

or 1.9% protein by weight. The PER equals about 1.8.
 

Depending upon the protein needs of the consumer
 

(because of age, weight and other factors) and upon
 

the nutritional standards applied, we estimate that
 

the protein available in one 6.5 oz. bottle would supply
 

from five to ten percent of the minimal daily protein
 

requirements for the adults and growing children most
 

likely to be consumers. This amount of protein would
 

be of marginal but not insignificant utility, depending
 

upon the individual consumer.
 



If the drink is sold at the price of other soft
 

drinks -- about 7.4t (U.S.) per 6.5 oz. bottle -­

it will provide the consumer with vegetable protein
 

at a cost of about 20 (U.S.) per gram. The fact
 

that this protein is more expensive to the consumer
 

than that in beans, or less expensive than the
 

protein in manioc is irrelevant if the beverage is
 

consumed as a "gratification drink". In this case
 

it would serve as a supplementary source of protein,
 

presumably diverting disposable income from more
 

frivolous products.
 

Inasmuch as C & D economic groups do, in fact, purchase
 

soft drinks, we must conclude that the introduction
 

of a nutritious beverage would contribute to available
 

protein resources and provide a new method of protein
 

distribution.
 

6. 	In order to provide the economic structure required
 

for profit, promotion, and m..rket development, it is
 

essential the business be )ased on the ::cal manu­

facture of locally produced raw materia.s.
 

The imposition of the following costs on imported 

concentrate 

3 - 4 cents per case, CIF Santos 
plus
 

8 cents per case, landed Sao Paulo
 

makes it impossible to meet the economic structure
 

with imported raw materials. These figures do not
 

include local sales tax or industrialization Lax.
 



7. 	To assess whether the product has been properly
 

consumer acceptance, it will
 
positioned to achieve 


launch and market the beverage on a
 be necessary to 


This would be
 full scale in a Brazilian market. 


the only valid method for measuring volume 
and
 

profitability.
 

At the present time, existing soybean 
processing


8. 


are unable to produce the 	basic material
facilities 


for the formulation of a beverage that 
will meet
 

the consumer expectations identified in 
this survey.
 

9. The soy-based milk extender proposed by 
Monsanto for
 

public 	feeding programs is infeasible at the present
 

the low world price for non-fat dry milk.
 time due to 


course of this contract, Monsanto developed
During the 


(Monsanto Protein Extender)
a soy-based milk extender 


an amount of protein equal to that
which contained 


close to non-fat
of non-fat Cry milk and which was 


dry milk in .-utritional value (see Appendix M for
 

a
The milk extender was designed as
composition) 


to be mixed with equal quantities of non-fat
powder 


use in public feeding programs. It was

dry milk for 


intended to be sold at less than the world price for
 

This price, however, has dropped
non-fat dry milk. 


low during the past year that the extender is no
 so 


longer economically feasible.
 



ACTION
 

1. 	Recommend to Monsanto the expeditious conclusion
 

of present technical efforts to develop a low
 

capital conversion process for manufacture of beverage
 

concentrate from Brazilian soybeans.
 

2. 	When pilot plant success is achieved with this process,
 

solicit import concessions, on a temporary basis, from
 

Government of Brazil in order to initiate marketing.
 

3. 	When process is complete and market acceptance demon­

strated, construct the concentrate facility and
 

replace imported concentrate with locally manufactured
 

concentrate.
 

4. 	Terminate milk extender activity. This would be in
 

conflict with the local dairy business and is not
 

viable for government participation in view of present
 

low price of non-fat dry milk.
 



METHODOLOGY
 

The studies completed during Phase I were designed to provide
 

information on the Brazilian beverage market, on the state
 

of nutrition in Brazil, and on any major legal, political or
 

economic constraints which would affect the establishment of
 

a protein beverage business based on local franchises. To
 

this end, Companhia de Incremento de Negocios was contracted
 

to perform a series of market studies as well as to compile
 

secondary information already available from published sources.
 

The results of these investigations are contained in CIN
 

Volumes I through IV.
 

Secondary information compiled included: 1) basic information
 

the economy, 2) a report on demographic and social conditions,
on 


3) statistics on the state of nutrition in Brazil, 4) a descrip­

tion of the BraziliLan beverage market with specific emphasis on
 

the soft drink market, 3) an analysis of advertising media in
 

Brazil and 6) a report on the legal requirements pertaining to
 

the establishment of a soft drink enterprise.
 

To compile a profi.e of the consumers oE soft drinks in Brazil,
 

a field study of beverage consumption habits was made in Sao
 

Paulo, Rio and Recife. This was intended to direct to the form­

ulation of promotional concepts.
 



Concurrently, the Monsanto Project Manager interviewed
 

Brazilian officials and local businesmen in order to antici­

pate the government's attitude toward such a beverage and to
 

uncover the possible constraints mentioned above.
 

As a result of Phase II product development, a prototype
 

beverage was sent to Brazil for Phase III market testing.
 

Tests included a monadic taste test and group discussions on
 

the product concept.
 

In addition, an intensive examination of the local soft drink
 

markets was initiated in four specific cities which were
 

considered representative of the Brazilian market. A soft
 

drink industry profile as well as an advertising and promotional
 

cost study was prepared for each. Calculations were made
 

comparing the feasibility of irporting concentrate versus
 

producing it locally. The final phase of the project was the
 

calculation of prcjected profitability for local bottlers.
 



APPENDIX A
 

BEVERAGES IN BRAZIL
 

This Appendix outlines the basic parameters of the beverage 
and summarizes the information collectedindustry in Brazil 


in the Glohal. Appraisal and Consumer Habit Study.
 

The M-ra:ilian non-alcoholic beverage market can be divided 
These
into 3 ,leneral categories, excluding tea and coffee. 

arc: Soft Drinks, "Refrescos", and Natural Juices and 

"V i tam inns" 

Soft Drinks -- The "Soft Drink" (or "Refrigerante") is by 
carbonated orMT-TiflTt-0il--in Brazil a bottled soft beverage, 

an industrialnot , manufactured, marketed and sold following 
pa l ter n.
 

(refreshment) is a non-carbonated
"Refrcscos" -- The "Refresco" 
liquid concentrate, and con­bTeverage, prepared with powder or 


at bars, (combination bar-luncheonette), at home,
sumed in cups, 

from street peddlers, etc. 

Natural Juices and "Vitaminas" -- The Vitamina is a milk 
sTa-The made from any of a variety of fruits or vegetables mixed 

home or in side­with milk in an electric blender, either at 


waik bars. Natural Juices are sold mainly at sidewalk bars,
 
a small mar­f-requentIly from "iet spray" dispensers. There is 


kel for canned juices.
 

The Iliffe rence between Soft Drinks and "Re frescos".
 
should mean essentia-l ly the same
'~'lrIcraint '-' "iRefres co 

ini practice the words are used for different typesliiing, Ibt 

ofI klr iks. A,, mciiiioned before, a "refrigeranite" is a bottled,
 

a still wateredcnilI,,ted suit dr'nk, while a "refresco" is 
so 't-drink prepared by the consumer. 

(oca Cola, Crush ad Pepsi, for instance, are "refrigerantes", 
while fru, it, or chocolate, flavors, in powder or liquid f.'rm, 

arc used to prepar2 "refrescos". Beer, coffee, tea, mate 

(a hitter teal, ar3 neither "re::rescos" nor "refrigerante!;"; 
just beer, coffee, tea, and mate to the Braziliar
thcy are 

other
cor sInner and conseouently are not seen as comnetitive to 


soft drinks. Soft drinks and refreshments are both thirst­
are
quenching beverages, but even though refrescos typically
 

a Eome-made product, the consumption of refrigerantes at home
 

is higher than that of refrescos, as shown in the following
 

st tidy.
 

Al 



In 19o5, housewives in Sao Paulo were asked about the family's 
home consumption of soft drinks and refrescos during the pre­

vious 30 days. The results ran as follows: 

SOFT DRINKS
 
(CARBONATED SOFT DRINKS) REFRESCOS
 

DRUNK DURING TI E 

PREVIOUS 30 DAYS 85 26 

74 100I)1D NOT 15 100 

I)RUNK DURING TIlf-
PREVIOUS 7 DAYS 72 16 

I)]D NOT DRINK DURING 
TIlE PREVIOUS 7 DAYS 
(BUT DRUNK DURING THE 13 85 10 26 

PREVIOUS 30 DAYS) 

(SOURCE CIN STUDY, VOLUME II, PAGE 14) 

Di)'ing the week hefore these interviews took place, the
 
families' consumption of soft drinks was: 

TOTAL INTERVIEWS 900 
0 

USED ONILY BOTTLES SOFT DRINKS 
55(REFRIGERANTES) 

111) ONLY "REFRESCOS"e
 
4
(SYRUPS OR CANNED) 

16USi 0 BOTH 

25NEI [THER 
r-ff~ 

(SOURCE: CIN STUDY VOLUME II, PAGE 14)
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The 1965 study did not deal with Vitaminas. They were not
 
considered as thirst-quenchers.
 

The consumer research conducted by CIN in Rio, Sao Paulo and
 
Recife for Monsanto during September and October 1967, included
 
questions on the soft drink and refresco segments of the market.
 
The extent of invisible competition from Vitaminas and natural
 
juices is unknown and difficult to estimate due to the informal­
ity of their preparation and sale.
 

They
Vitaminas are more often served in bars than in the home. 

are often drunk instead of lunch. They are considered a pro­
fitable operation by bar-owners, particularly in downtown areas.
 

Outside of Rio de .Janeiro and Sao Paulo, vitaminas are neither
 
popular with consumers, nor pushed by the outlets due to the
 
inconvenience of stocking fresh fruits and vegetables.
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REFRESCOS
 

The two main industrialized segments of the refresco market
 
are concentrated fruit drinks and chocolate drinks. The
 
third segment of this market, comprised of drinks served
 
over-the-counter in cups and from jet-spray dispensers, is
 
substantial but difficult to measure. The first two seg­
ments were studies to throw further light on the beverage
 
consumption habits of the Brazilian consumer. Ietails of
 
the study are to be found in Volume IV of the attached CIN
 
study. 

Fruit Drinks --

These consist of powdere'd fruit flavorings sold in envelopes
 
to be mixed with sugar and water as well as liquid syrup
 
concentrates prepared in the same manner. Of these two, the
 
powdered drinks sell about 3 times more for home use because
 
of the convenience of the packaging. The syrups still pre­
dominate in over-the-counter cup sales, however.
 

The 1965 study reported that only 16% of the households
 
interviewed had consumed fruit drinks within the previous
 
week. Of that population the percentage broke down as follows:
 

POWDERED CONCENTRATES 64%
 

SYRUPS 31 

CANNEl) JUICES 5
 

(SOURCE: CIN STUDY, VOLUME II, PAGE 14).
 

The 10% figure may be taken as a better indication of the 
percentage of cons'stent users of fruit drinks than the 65% 
reported in the :967 CIN study as consuming powdered fruit 
drinks once ina while. 

In any case, for our purposes it is sufficient to observe
 
that fruit powders have more restricted distribution than
 
soft drinks. Preferred flavors in powdered concentrates are:
 

STRAWBERRY
 

GRAPE
 

PINEAPPLE
 

RASPBERRY
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Citrus flavors are not popular, but this may be due to the
 

difficulty of duplicating real citrus flavor in a reconsti­
tuted beverage.
 

One brand, Q-Suco, made by Kibon (now a General Foods sub­

sidiary) dominates the powdered drink market (over 90% of
 

our sample).
 

The fact that powdered drinks were reported as consumed more
 
frequently by our sample during hot weather indicates that
 
they are consumed as thirst quenchers, much as soft drinks.
 
Chief consumers are the under 20 age group.
 

Chocolate Drinks --

Chncolate drinks are also powders, but they are usually mixed
 
with milk instead of water and are served hot or cold. They
 

of interest because they are perceived as nutritious by
are 

the consumer. Most chocolate drinks are sold for home con­
sumpt ion.
 

The 1967 CIN study shows that chocolate drinks are consumed
 
most often at breakfast, as an afternoon snack, and at bed­
time. They are also less widely consumed than soft drinks;
 
only 6'{0% of the soft drink consumers in the 1967 CIN study
 
reported drinking chocolate drinks.
 

Like powdered fruit drinks, chocolate drinks are consumed
 
mostly by those under 20 years of age.
 

The major brand in this market is Toddy, manufactured by the
 
Toddy Company. This company also makes Kresto, a second
 
chocolate drink, with a minor market slice. In second place
 
is Nestle's Nescau, a traditional brand which was re-activated
 
some years ago.
 

The third brand is Laboratorios Wander's Ovomaltine, of Swiss
 
origin. 

Fourth is Vic-Maltema, which enjoyed a better position some
 
years, but has slipped recently in popularity. It is pro­
duced by the Antarctica group.
 

An 1BOPE study shows the follow.ng brand preference (1967).
 

AS
 

http:follow.ng


BRANDS IN THE HOME - SAO PAULO
 

BRANDS 1.182 RESPONDENTS
 

Toddy 30% 
Nescau 19 
Ovomaltine 10 
Vic-Maltema 2 
Mi lo 2 
Kresto 1 
Others 4 
Don't know 32 

BRANI)S IN THE HOME - RIO de JANEIRO 

BRANDS 1,000 RESPONDENTS
 

Toddy 20 % 
Nescau 17 
Neston 9 
Ovomaltine 7 
Vitavena 3 
Kresto 3 
Mi lo 1 
Vic-Maltema 1 
Others 
Don't Know I 
Don't Use 37 

(SOURCE: CIN STUDY, VOLUME II, PAGES 20-21).
 

Advertising --

Of the chocolate drinks, only Ovomaltine stresses nutrition.
 
Nescau stresses taste. Both Nescau and Toddy use frequent

giveaways to push their products and devote a lot of adver­
tising space to the prices children can win by drinking their
 
drink. (See examples Volume III C.I.N. study).
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SOFT DRINKS
 

Soft drinks are the most important segment of the beverage
 
market in Brazil.
 

Total annual soft drink sales in Brazil are estimated at
 
85,000,000 cases or about .97 cases per capita. The five
 
most popular flavors are Cola, Guarana, Orange, Tonic Water,
 
and Grape, with sales divided as follows:
 

FLAVOR % R CASES BRANDS
 

COLA 39 33 Coca Cola; Pepsi Cola, Gra-Cola
 

GUARANA 38 32 Antarctica; Brahma; Fratelli Vita;
 
Guara-Suco, Guarinda
 

ORANGE 9 8 Fanta; Crush; Mirinda: Clipper,
 

Laranj inha
 

TONIC WATER 5 4 Antarctica, Brahma
 

GRAPE 1 1 Grapette
 

OTHiRS 8 7 Mineirinho, Soda Limonada, etc.
 
T(including soda water and
 

carbonated or still mineral
 
water).
 

Geograiphical Regions --

The South of Brazil leads in volume as well as in per capita
 
consumption. More people, and more money, offset the favor­
able (hotter) climatic conditions of the North. S~o Paulo,
 
(state and city), is the greatest consumer, greaterRio de
 
.Janeiro is second, and the State of Rio Grande do Sul is third.
 
These three states account for almost 55% of the total sales.
 
However, with the :.ndustrial and agricultural progress being
 
madle in the Northeast, Bahia and Recife are now considered as
 
very promising markets.
 

We estimate regioital distribution of soft drink sales as
 
fo llows:
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REGIONAL
 

R.G.SUL/STA. CATARINA/PARANA 22
 

SAO PAULO 23
 

RIO de JANEIRO/GUANABARA/
 
ESPIRITO SANTO 20
 

MINAS GERAIS/GOIAS/BRASILIA/
 
MATO GROSSO 10
 

BAHIA/SERGIPE 8
 

PERNAMBUCO/ALAGOAS/PARAIBA/
 
R.G. do NORTE 10
 

CEARA/PIAUA 4
 

MARANHAO/BELEM 2
 

AMAZONAS/TERRITORIES 1
 

TOTAL 100%
 

These estimates may be slightly biased toward the South because
 
of the difficulty of collecting statisti.cs from the small
 
guarana producers in the North. A further idea about geograph­
ical differences can be gained from the tables on pages 41-62
 
of Volume III of the attached study by C.I.N.
 

Seasoral Variation --

Seasonal variations on sales of bottled soft drinks are chiefly
 
caused by temperature and other weather conditions (e.g.), rain
 
shortens the working time of delivery by truck in Rio from ten
 
to six hours daily.
 

Taking January (year's peak sales) as 100, the industry estimate
 
global seasonability as follows:
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1. JANUARY 100
 

2. FEBRUARY 100
 

3. MARCH 90
 

4. APRIL 80
 

S. MAY 65
 

6. JUNE 65
 

7. JULY 65
 

8. AUGUST 65
 

9. SEPTEMBER 65
 

10. OCTOBER 75
 

11. NOVEMBER 85
 

12. DECEMBER 95
 

These indexes are an average for all major marketing areas
 
in Brazil. However, in the North, despite the fact the weather
 
is considerably warmer throughout the year the incidence of
 
rain in winter causes a drop in sales in that season. In the
 
far South, particularly'Rio Grande do Sul, Santa Catarina and
 
Parana, decline in sales during the cold weather which begins
 
in May and remains low until October.
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MARCH .JUNE SEPTEMBER DECEBE 
.... N/CITIES/STATES %IAX.O N.C . A 0 c !AX GN.\A . ,..C , . 

.N.RTH - -

-.'AYAUS A A- ONAS 29.5 22.9 31.3 22.8 3.7 '2 0 31.6 23.9 
F':M - PARA 30.0 22. R 31.3 22.5 31.3 21.8 32.8 22.9 

Nc'R tiAS'I-

FORTALEZA - CEARA 30.1 24.5 28.9 22.3 29.3 2-.2 31.0 24.6 
RIF(IFE - PERN.AMIBUCO 30.6 24.6 27.2 22.2 28.3 22.6 29.9 24.9 

EAST - -

SALVADOR - BAHIA 30.3 24.0 26.9 22.1 27.9 21.8 29.8 23.3 
B.HORIZONTE - MINAS -- -- 24.1 14.9 27.9 17.3 28.6 19.2 

RIO - GUANABARA 29.n 2?.6 25.9 20.1 27.1 20.8 31.7 24.0 

SOUTH --

SAO PAULO - SAO PAULO 24.8 16.5 22.5 13.7 26.3 15.3 26.4 19.0 
CURITIBA - PARANA 24.1 13.7 20.9 11.1 22.8 12.2 24.9 16.6 
P.Al.FRE - R.G.StUL 28.8 19.4 18.4 8.3 21.3 13.1 28.4 17.6 

MI DWEST -

GOIANIA GOIAS 28.4 18.7 29.1 13.5 33.0 17.6 29.5 19.4 
BRASILIA 25.8 16.9 25.3 13.2 29.7 17.0 27.3 17.4 

cjk 
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MAXIMUIM 'iEMPERATIJRL S RECORDED IN 1905 

0 
DATEC.CI I' ILs 

Si.PTEMB1R 3038.0MANA Ils 

I)WICEMI IiR 1434 .9BHE. I 

NOVEMBER 632 .8SALVADOR 

DECEMBER 2732.4IOIIIAEZA 

MARCH 1232.2RlE iF 

DECEMBER 2132.0BliLO IIOR IZONTI 

JANUARY 3137. 0RIO do JANIRO 

SEPTEMBER 433.5SAO PAllI 

IIBRUARY 230 .('U Il' BA 


J 26
,JANUARY39PORIT AI.W RE 


SEPTEMB3HR 22
36.0(30 ANIA 


SEPTEMBER 4
33.0BR\SII, IA 

(S-oI<(:l: : .B.G .E') 

sot Oriiiks, )y Brzilian defirition, are pac'kaged only i.n 
of pre-mixes or 

bottles, a tho 13r-:izilian law Forbids selling 
of Cans are still too ex

Io,nt:aiii drinks at points sale. 

pci sive for 1i.,s irarket. 

All
 



Plastic, aluminum and paper packaging are not yet used
 
in Brazi I Bottles come in the standard U.S. sizes.
 

6 .5 ounce, used almost exclusively by the 
cuda soft drinks. 

10 01ounCe, or about 300 ml., which is the 
standard size for all "refrigerantes". 

2- oua;ce, "family size", which, in units,
accotult f"or a small portion of the mar­
ket, is today rapidiy increasing its 
position vis-a-vis other sizes. However, 
many local brands of guarana (e.g., the 
"Tlubaina" beverage, a popular, sweeter 
gttarana) are sold in bottles of about this 
size, i.e., the standard Brazilian beer 
bottlc. 

(Some of the Mineral Waters and Tonics are also bottled in 
14 and 15 ounce b.httles, although not authorized by law).
Brazil, in general, is recognized as a 10 ounce market. 
Practically all soft drinks are bottled in this size. Coca 
Cola, the leading cola brand in Brazil, is rapidly switch­
ing froni 0.5 (the'r most popular size in Rio' to 10 ounces. 
About 4011 of the Rio sales are of 6.5 ounce bottles. This 
si, e does not exist anymore in Sao Paulo, where 7i% of 
sales are of 10 oivnce bottles. 

The 20 ounce botti-2 case in Rio has 6 bottles, and in Sao 
Pautlo 12. 

Approximate sales of eacii size are: 

10 DUNCE...................... 5.5V
 

6.3 OUNCE .................... 35%
 

26 OUNCE .........................
 

A12
 



lhe 35' , share of the 6.5 size is tending to decline. The 26 
ouiince fami ly size - Coke; Pepsi; Fanta; Crush; Mirinda, 
and GTuara.iuco) should improve its position, due to increased 
emphasis by manufacturers. This size was introduced in 1959 
by Coca Cola and is eventually expected to account for up 
to 3ol, of the market. The 6.5 size is the package use for
"otl the road" consumption; the 10 ounce size is preferred 
at wall5. As mentioned previously, pre-mix and fountain 
dispeCnISing at point of sale are forbidden by law; beer is 
the only drink sold in cups. (The breweries are responsible 
f'ur lobbying this law, but the high cost of installing pre­
mix equipment keeps the soft drink industry from pressing 
f(or its' repeal). 

As iii the U.S., deposits of about 40% of the bottle cost, 
-ire charged to the consumer for the use of the bottle. 

All soft drinks are assembled in twenty four bottle wooden 
cases for the 6.5 and 10 ounce sizes. No "6-packs" for 
o.5 amid 10 ounce ibottles are now available.
 

A list of bottle and case suppliers can be found in Appendix G. 

Price - -

In lec'emiber 1907 government price controls came into effect 
reducing wholesalc prices as follows: 

WHOLESALE PRICE PER BOTTLE 

OLD PRICE NEW PRICE - (SAO PAULO) 

6.5 oz. NCr. 150 ( 5.5€US) NCr. 100 ( 3.7€US)
 

10 oz. NCr. 200 ( 7.4€US) NCr. 150 ( 5.5€US)
 

26 oz. NCr. 400 (14.9€US) NCr. 360 (13.3US)
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The full effect of this action on retail prices is still un­
known, but prices in bars and luncheonettes in Sao Paulo
 
were (January 1968) selling 10 oz. bottles of all soft drinks
 
for NCr.$.250 (9.3 ), 6.5 oz. bottles of cola and orange for
 
NCr.$.200 (7.40) and 6.5 oz. bottles of guarana for NCr.$.170
 
(6.4).
 

Rio de Janeiro and Sao Paulo use the same price structure -­
slightly higher than the other areas. This is particularly
 
true as compared to the North where, because of lower labor
 
costs, and cheaper sugar, the selling price per bottle is
 
about 35% lower than in Rio and Sao Paulo.
 
Observed wholesale and retail prices in Recife in August 1967,
 

before price control, were:
 

WHOLESALE RETAIL
 

6.5 oz. NCr.100 (3.7€US) .150 (5.5¢ US)
 

10 oz. NCr.130 (4.8€US) .200 (7.40 US)
 

The 6.5 ounce size is accepted as the standard size for price
 
calculations. The 10 ounce size is sold between 30% and 50%
 
higher. The 26 ounce family size is priced at four times the
 
cost of a 6.5 ounce bottle, less 10%.
 

Until December, prices for soft drinks were not officially con­
trolled, the bottlers association -- following the lead of Coca
 
Cola and Pepsi Cola -- informally established prices, but only
 
about half of the dealers abided by them. It appears that
 
retail prices will also be subject to control, but at this
 
writing, the retail dealers are still negotiating with the
 
government and the situation is in a state of flux.
 

Distribution --


One of the characteristics of the soft drink industry which
 
makes it attractive as a vehicle for nutrition, is the wide­
spread distribution network. In Brazil, as in the rest of the
 
world, you have to get pretty far from civilization to avoid
 
Coca Cola.
 

Bott.ers maintain large deposits at their bottling plants in
 
the cities, and smaller deposits adjacent to population centers
 
(suburbs, etc.). The most efficient distribution in rural
 
areas employs local deposits which are supplied in large lots
 
by heavy trucks from the city. The local retailers are then
 
supplied by smaller trucks from these deposits. Bottlers nor­
mally own their own fleets in the city (at US $8-10,000 per truck)
 
and contract for trucking outside. As in the US, trucks go one
 
way fully loaded and return with empty bottles.
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R~ctail outlets are typically small. The average stock is about 

5 cases. lIven in Rio, outlets with over 40 cases in stock are 

rare. Normal outlets are bars, restaurants, general stores
 
(in the country), street vendors and the weekly "feira" (market).
 
Sales in supermarkets are light. For a geographical breakdown
 
of food and beverage sales outlets in Brazil, see Appendix F.
 

Industry Structure 

Three kinds of organizations exist: the U.S. franchise company, 
the brewery which also sells soft drinks, and the small, in­
dependent local bottler. 

The most important international franchise companies are Coca 
Cola, Pepsi Cola, Crush and Grapette (Anderson-Clayton). 

The two giant beer companies, Antarctica and Brahma produce 
guaratna and soda l imonada. 

Smaller bottlers of note are Fratelli Vita (Recife & Salvador)
 
and Clipper (Recife). 

Franchise agreements follow world-wide practice. The parent 
company signs a long-term (10 year) contract with a local bottler 
wherein the latter agrees to produce and distribute the beverage
 
within an established area and according to certain conditions
 
(consistent product formhla, agreement to follow national adver­
tising campaign, etc.). The parent company makes its profit
 
from the sale of the flavor concentrate from which the bottler 
pr,tices t!.e soft drink by adding sugar, water and carbonr:tion. 
Thc parent company and bottler agree to split advertising costs 

aaccording to a schedule in which the parent company assume 
declining percentage of the costs over 5 years until each pays 
about hal f. The franchise agreement allow the parent company 
Lo retain ownership of the concentrate operation while the
 
bottler can be .100% Brazilian-owned. Occasionally the parent 
company constructs and owns a bottling company when this is 
necessary to establish its soft drink in a certain area.
 

leading Companies by Flavor --

COLAS: The cola market in South America is dominated by Coca 
"* TVexcept in Venezuela (Pepsi 4 to 1) and Ecuador (Pepsi 4 to 1). 
Coc Cola leads in Uruguay, which has the world's highest per 
capita consumption of colas and in Argentina, where it sells 
283,000 cases per day in Buenos Aires alone. 

Pepsi is marketing aggressively. Their Buenos Aires plant is
 
selling some 35,000 or more cases a day, Uruguay is being
 
attacked with a strong sales effort. (Objective: 5% of the Cola 
market). Efforts are also being made in Chile and Ecuador and 
other countries. 
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lottling companies are highly profitable in South America,
 
and both Coke and Pepsi intend to keep on making substantial
 
invest.itOnts. Coke is introducing the "fountain" system in
 
Buenos Aires where start-up expenses are estimated at 3 million
 
dollars. Pepsi is doing the same in Venezuela at a cost of
 
about I million. Coke is reported to be buying plants in Peru,
 

-

expanding them and then selling to independent bottler

(unIcont'ir'id). Pepsi is franchising by territory, and selling 
a marketing program in which concentrate is only one of many 
items. Roth companies are also introducing additional flavors 
and new bottle sizes to win sales in this highly competitive 
field. 

Coca Cola also leads the Brazilian cola market (estimated 75% 
of cola sales). Pepsi Cola is attempting to recover from 
roceiut ly declining sales by a complete reorganization of its 
biraz'ilian origanization including the closing of several plants 
and the invitation of Venezuela's Cizneros group to take over 
the mago!ement of the Rio and STo Paulo bottling operations. 
i908 will probably witness a fierce competitive struggle 

Cola for these two markets. Anderson­betwen Coca Cola and Pepsi 
Clayton has just introduced "Gra-Cola", the future of which is 

Fratelli Vita produces a cola which is a
!!-till in doubt. 
strong factor in the local market in Salvador. 

CARANA: This indigenous Brazilian soft drink, which until 
recently outsold the colas, is produced under about 800 different 
brind names (700 of which are in Para and Ainazonas). Only two
 

nationally important. Both
brinds, Antarctica and Brahma, are 

are secondary products of the Antarctica and Brahma breweries, 
the two larglest breweries in the country. The Guarana soft 
drink contains a small amount juice of the actual guarana fruit 

colas, it is a stimulant(Paulltinia C(upan;. Sorbilis). Like the 
becCtASe o1" the caffein it contains. 

Both the Irahma and Antarctica Companies are major economic 
powers in brazil. They are characterized by traditional manage­
ment and marketing practices. 

Gu.irana is also produced by Fratelli Vita in Recife and Sal­
vador and by Pepsi Cola ("Guarinda") in Rio Grande do Sul. 

drinks have never obtainedORAN(;i: The orar.ge flavored soft 
a siTstInl. Vti ,aret share. Crush, the For:der market leader 
is now i)eing cnl lenged by Fanta (Coca Colau). Pepsi Cola has 

an"Mir:Anda" in the South and Clipper produces orange
 
drink in Recife.
 
ia Lched 

,2?Pl: 'Fi .s 7lavor is practically confined to Anderson-Clayton's 
grapethjze ,...>oseens to be declining and which remains popular 
only in RIo ,c Janeiro. 
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Cos tfi t ion labits --

A comparison of the consumer habit study done for Monsanto in 
the I'all of 1967 (CIN study - Volume IV, attached) with a 1966 
MARPI.AN study(Appendix F) makes possible the following con­
clusions about soft drink consumption. 

I) 	 Consimption is wide-spread through all socio-economic 
levels, geographical regions and age groups, althou&.i 
the percentage of regular consumers is undoubtedly not 
as high as the 90% reported in the 1967 study. 

2) 	The 15-19 and 20-29 age groups comprise the most im­
portanut market. This is based both on the number of
 
consuimers in their age groups and their frequency of
 
lprchase. 

3) 	 Although colas and guarana now have nearly equal shares 
of" the market, the balance is shifting toward the colas. 
Guarana is still more popular among older Brazilians and 
in rurtl areas -- not very promising segments. The 
logical conclusion is that this situation has been brought
 
about by 20 years of intensive marketing efforts by the
 
cola companies.
 

4) 	Nei ther study adequately defines the percentage or on­
premise/off-premise consumption, but the high number of 
responses mentioning "bar" as a point of purchase, coupled
 
with Frequent mentioAi of "parties", "excursions" and 
"snack breaks" as consumption occasions, point to a 
greater amount of on-premise consumption. In this respect
"duthring meals" is ambiguous and could refer to both on 
and orf-premise consumption. 

5) 	 MNthLr's at titudes toward soft drink consumption by 
chi idren seem to bear little relation to their actual 
cons11wpt ion . The most interesting response emerging 
iron; this pnase of the study, was the large number of 

mc-thers wno sa.d their chil.'en consumed too few soft 
driprs.1 this indicates that they perceive soft drinks 
is aavin , some value for their children . 

Th1'.e st'udies did rot examine specific consuner motivations for 
soft drian, consumption. A study directed to this en6 will be 
inc!udco i.i Phase .I to provide a base for the development of 
a p.omoti onal campdAgn for a nutritious beverage. 

Advn'-t ising --

Appndi> .,desc:.-bos leading soft drink :dvertising campaigns.
 
Voluime 'il of the attached CIN report ccntains samples of the
 
c,:, a igns. A :,',:udy of Brazilian media is -..'clude( as Appendix I. 
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The iivernational franchise companies have made the same type 

of campaign in Brazil as in the U.S. These campaigns attempt 

to identify the consumption of the drink with pleasurable
 

occasions. They try to represent the consumer of the drink as
 

a person the actual consumer would like to be.
 

The guarana companies focus more on the qualities of the 
beverage itself -- the fact that it contains real guarana, 
that it is better for you, etc. Antarctica has recentl) been 

abandunirig this kind of campaign for the US-type. 

It is estimated that Coca Cola spends six times as much on 
the major guarana companies.advertising in Brazil as either of 
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APPENDIX B
 

SOFT DRINK PROFILE IN FOUR CITIES
 

RECIFE
 

Population: 1,056,000
 

Population of State: 4,645,000
 

area covered by this study (300 km. radius): 1,300,000

Population in 


Estimate of Population Growth:
 

Estimated Population from 1965 to 1970
 
- 1967 Anuario Estatistico)
(I.B.G.E. 

(1,000 Habitants)
 

1970
1968 1969
1965 1966 1967 


PERNAMBUCO 4,476 4,560 4,645 4,731 4,819 4,908
 

973 1,014 1,056 1,100 1,147 1,195

RECIFE 


STATE OF PERNAMBUCO: A state con-
Short Economic Evaluation: 
 now being heavily
sidered the most important in the North East, is 

Recife, its capital, is
developed under SUDENE expansion plan. 


The state is rapidly changing its

Brazil's fourth largest city. 
 The city is
 economy from agriculture (sugar cane) to industry. 


International Airport, good hotels
modern, with a good port, an 

The city has a
and good newspapers, radio and TV stations. 


university with faculties of medicine, law and engineering. 
Power
 

Recife is the actual capital for
and light are being improved. 

all Northeast, with mass media penetration in the entire region
 

(Alagoas, R. G. Norte, Paraiba). The bottling plans serve the
 

well, through deposits in important cities and capitals.
region as 


Temperature Variations: 	 Winter: from 200C to 250C
 
Summer: from 230C to 350C
 

Seasonal Fluctuation of Soft Drinks:
 

100 	 May 8) September 55
January 

June 6) October 65
February 95 


November 75
March 95 	 July 5. 

August 	 December
April 90 5) 	 85
 

Soft Drink Brands in the 	Market in Order of Importance:
 

Coca-Cola
 
Fratelli Vita (Guarana)
 
Cliper
 
Pepsi-Cola
 
Champagne (Antartica (N- -alcoholic)
 

Bl
 



Flavors or Soft Drinks Sold Under Each Brand Name and Their Volume
 
in 6.5Oz., 24-Bottle Cases (Estimated 9 Sales
 

Coca-Cola - Cola 3,000,000 
Fratelli Vita - Guarana 2,800,000 
Cliper - Orange 800,000 
Pepsi-Cola - Cola 750,000 
Champagne - Guarana 700,000 
Fanta - Orange 650,000 
Crush - Orange 500,000 
Fratelli Vita - Soda 300,000 

All figures cover an area within 300 km. radius. There are no
 
available figures for the city itself.
 

Sizes of Package, Estimated Share of Total Brand Volume, Price
 
to Retailers and Consumers, and Deposit Charged in Container
 

PRICE TO PRICES CHARGED DEPOSIT 
VOLUME RETAILER/ CONSUMER/BOTTLE CHARGED 

RAND SIZES IN CASES CASE FROM TO BOTTLE CASE 

a-Cola 6.5 oz. 65% NCr$3,60 NCr$0,20 NCr$0,25 NCr$0,20 NCr$1,20
 
si-Cola 10 oz. 25% 4,80 0,27 0,35 0,20 1,20
 

26 oz. 10% (2,88 0,60 0,65 0,40 1.20
 
ta
 
Vita
 
per
 

Prices Last Decreased: January 31, 1968
 

NOTE: Until January 31, 1968, prices were settled by the industry
 
through their local associations. On this date, federal government
 
authorities decided to establish a national price for all soft
 
drinks, starting with a 25% to 50% cut on established retailer
 
prices. Although much pressure is being exercised, the industry
 
has not yet freed itself from this control.
 

Information on Four (4) Major Local Soft Drink Manufacturers:
 

(a) 	Refrescos do Recife (Coca-Cola/Fanta)
 
Superintendent: Dr. Claudio V. Andrade
 
Has plants at Recife and Caruaru and deposits at Campina
 
Gr4nde (PB), Maceio (AL), and Natal (RGN).
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(b) 	 Fratelli Vita S.A. (Guarana Fratelli Vita, Soda Fratelli 
Vita) 

President: Miguel Vita 
Plant in Recife, deposits in Campina Grande, Caruaru, Garanhuns,
 

wholesalers throughout the state.
 

UNIAO DE BEBIDAS S.A. (Laranjada Cliper)
(c) 

President: 
 P. Botelho
 
Plant in Recife, wholesalers throughout the territory (also
 

heavy liquor, wines and conhacks - former P.C. bottler).on 


(d) 	Companhia Refrigerante Crush de Pernambuco (Crush)
 

Manager: Alexandre Maranhao
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SOFT DRINK PROFILE IN FOUR CITIES
 

CAMPINAS
 

Population: 180,000
 

Population of Territory: 210,000
 

Population in area covered by this study: 210,000
 

Estimate of Population Growth: 8% (Estimated)
 

Short Economic Evaluation: CAMPINAS, a city in the state of
 
Sao Paulo, some 45 minutes from Sao Paulo, SP, is a progressive

city with many industries and farming. The middle class dominates,
 
and per capita income brackets are high. Very good commerce.
 

Temperature Variations: 	 Winter: From 100C to 200C
 
Summer: From 17'C to 31*C
 

Seasonal Fluctuation of Soft Drinks:
 

January 100* 	 May 80 September 60
 
February 100 June 50 October 70
 
March 90 July 55 November 80
 
April 85 August 50 December 90
 

*of total plant capacity; fluctuations on a soft drink
 
sold as a thirst quencher only.
 

Soft Drink Brands in the 	Market in Order of Importance:
 

Guarana Antartica (Champagne)
 
Guarana Brahma
 
Coca-Cola
 
Fanta
 
Crush
 

Flavors of Soft Drinks Sold Under Each Brand Name and Their Volume
 
i- 6.5 Oz., 24-Bottle Cases
 

Champagne - Guarana 500,000
 
Coca-Cola - Cola 400,000
 
Fanta - Orange 280,000
 

NOTE: 	 Coca-Cola is the only operative bottling plant in the city;

other products sold through deposits or wholesalers. No
 
figures available.
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Sizes of Package, Estimated Share of Total Brand Volume, Price
 

to Retailers and Consumers, and Deposit Charged in Container
 

PRICE TO PRICES CHARGED DEPOSIT
 
VOLUME RETAILER/ CONSUMER/BOTTLE CHARGED
 

CASE FROM TO BOTTLE CASE
IWIAND SIZES IN CASES 


L. mpagnie 6.5 oz. 32% NCr$3,60 NCr$0,20 NCr$0,25 NCr$0,20 NCr$1,20
 
0,27 0,35 0,20 1,20
Brdihmzi 10 oz. 60% 4,80 


a -Cola 26 oz. 8% 2,88* 0,60 0,65 0,40 1,20 

Crush
 

bb-bottle case
 

Prices Last Decreased: January, 1968
 

Information on Major Local Soft Drink Manufacturer
 

Refrigerantes de Campinas Ltda.
 
Products Bottled: Coca-Cola, Fanta
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SOFT DRINK PROFILE IN FOUR CITIES
 

CURITIBA
 

Population: 576,000
 

Population of State: 6,743,000
 

Population in area covered by this study: 650,000
 

Estimate 	of Population Growth;
 

Estimated Population from 1965 to 1970
 
(I.B.G.E. 	- 1967 Anuario Estatistico)
 

(1,000 Inhabitants)
 

1965 1966 1967 1968 1969 1970
 
PARANA 5,888 6,301 6,743 7,217 7,723 8,265
 

707
CURITIBA 502 538 576 617 660 


Short Economic Evaluation: STATE OF PARANA: Curitiba, the
 
state capital is an inland capital (state's port is Paranagua)
 
and the center of agricultural (coffee and mate) and some small
 
industrial complex. Population is mainly of middle or lower
 
classes. Small upper class, good water, light and power.
 

Temperature Variations: 	 Winter: From 90'C to 20'C
 
Summer: From 17*C to 28°C
 

Seasonal 	Fluctuation of Soft Drinks:
 

January 100 May 80 September 50
 
February 95 June 60 October 55
 
March 90 July 60 November 65
 
April 85 August 55 December 85
 

Soft Drink Brands in the 	Market in Order of Importance:
 

Coca-Cola
 
Crush
 
Pepsi-Cola
 
Fanta
 
Mirinda
 

Flavors of Soft Drinks Sold Under Each Brand Name and Their Volume
 

in 6.5 Oz., 24-Bottle Cases (Estimated 1967 Salesj
 

Coca-Cola - Cola 1,200,000
 
Crush - Orange 700,000
 
Fanta - Orange 400,000
 
Mirinda - Orange 250,000
 
Pepsi-Cola - Cola 230,000
 
Champagne - Guarana 260,000
 
Brahma - Guarana 190,000
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Sizes of Package, Estimated Share 
of Total Brand Volume. Price
 Ctananr
to-Retailers an 


tRealr anConsumers, and Deposit Carg-edinContLiner
 

DEPOSIT
PRICES CHARGED
PRICE TO 
 CHARGED

RETAILER/ CONSUMER/BOTTLE
VOLUME 
 CASE
 

AND SIZES IN CASES CASE FROM 


NCr$1,20
 

TO BOTTLE 


40% NCr$3,60 NCr$0,20 NCr$0,25 NCr$0,20 

Co-.L-Cola 6.5 oz. 0,35 0,20 1,20
 

45% 4,80 0,27

N' ii-Cola 10 oz. 0,65 0,40 1,20
0,60
2,88*
26 oz. 15%
l-,,La 

Mi!"i lida 

CI U1pagfle 

Brahmna 

*6-bottle case
 

Prices Last Decreased: January 31, 1968
 

Information on Major Local Soft Drink 
Manufacturers
 

Crush do Parana e Santa Catarina S/A 
(Crush)


a) 


b) Parana Refrigerantes S.A. (Coca-Cola)
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SOFT DRINK PROFILE IN FOUR CITIES
 

PORTO ALEGRE
 

Population: 889,000
 

Population of State: 6,397,000
 

Population in area covered by this study: 1,200,000
 

Estimate of Population Growth:
 

Estimated Population from 1965 to 1970
 
(I.B.G.E. - 1967 Anuario Estatistico)

(1,000 Inhabitants) 

1965 1966 1967 1968 1969 1970 
R. G. DO SUL 6,082 6,237 6,397 6,561 6,728 6,900 
PORTO ALEGRE 808 848 889 933 979 1,026 

Short Economic Evaluation: STATE OF RIO GRANDE DO SUL: Porto 
Alegre, the state capital, is the most important Brazilian city 
south of Sao Paulo; the state is strong in agriculture and cattle. 
A rising industry - mainly of consumer goods - is now under develop­
inent; active middle class and labor population has fair standard 
of living. 
Temperature Variations: Winter: From 100 C to 210C
 

Summer: From 200C to 290C
 

Seasonal Fluctuation of Soft Drinks:
 

.January 100 May 60 September 55 
February 95 June 50 October 65 
March 85 July 50 November 75 
April 70 August 50 December 85 

Soft Drink Brands :.n the Market in Order of Importance:
 

Fanta
 
Pepsi Cola
 
Mirinda
 
Coca-Cola
 

Flavors of Soft Drinks Sold Under Each Brand Name and Their Volume
in 6.5 Oz., 24-Bottle Cases (Estimated 1967 Sales)
 

Fanta - Orange 3,000,000 
Pepsi Cola - Cola 2,800,000 
Mirinda - Orange 2,200,000 
Coca-Cola - Cola 2,200,000 
Guarinda - Guarana 600,000 
Champagne - Guarana 550,000 
Brahma - Guarana 520,000 
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Sizes of Package, Estimated Share of Total Brand 
Volume, Price
 

to Retailers and Consumers, and Deposit Charged in Container
 

DEPOSIT
PRICES CHARGES
PRICE TO 

CHARGED
RETAILER/ CONSUMER/BOTTLE
VOLUME 


BOTTLE CASE
FROM TO
IN CASES CASE
BRAND SIZES 


NCr$0,25 NCr$0,20 NCr$1,20
 
oz. 35% NCr$3,60 NCr$0,20
Fanta 6.5 


0,35 0,20 1,20

10 oz. 55% 4,80 0,27
rinda 

26 oz. 10% 2,88* 0,60 0:65 0,40 1,20


psi-Cola 

Coca-(Cola-'uaI.I1da 

ati|p.agne 

*6-bottle case
 

Prices Last Decreased: January 10, 1968
 

Information on Major Local Soft Drink Manufacturers
 

a) 	Pepsi-Cola Refrigerantes Ltds. (Pepsi)
 

(Coca-Cola)
b) 	Refrescos do Brasil S.A. 

Manager: Helio Oliveira
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APPENDIX C
 

BOTTLER ECONOMICS
 

This Appendix is a prospectus for a typical franchise
 

operation in Brazil. All figures are in U.S. Dollars.
 

NOTE:
 

Because taxes will vary according to the location of
 
the bottling operation, no provision whatsoever has been
 
made for taxes.
 

RATE OF EXCHANGE Cr $3.65 = U.S. $1.00 

Bottle Size 192 cc (6.5 oz.) 

Wholesale price per case U.S. $1.10 

Retail price per bottle .0687 

Cost of bottle .0962 

Deposit price per bottle .0460 

Cost of case .7100 

Deposit price per case .4328 

Volume projection first year 300,000 Cases of 24/6.5 oz.
 
bottles
 

Cl
 



ESTIMATED CAPITAL INVESTMENT REQUIRED
 

300,000 case level
 

A. 	Fixed Capital Assets 
.... Chinry $127,500 

2. 	Land 12,000 

40,0003 	 -ilding 


S. 	 ,u7rniZUre & Fixtures 4,500 

.	 \.rAicios (10) 70,000 

3 (17,160 case) 40,000Bozzlos 


7. Cases (17,160 	 12,200
 

S. 	Fo.1- Lifz Truck (1) 8,000 

9. 	2ailots (221) 2,000
 

3,400
10. 	 Pant Tools 

i S. laneous 5,000I c 
SUB TOTAL $324,600 

2rc- naugural Inaugural Expense 

-. .Ll mation Company $ 2,000to 	 of 

6,000
13. 	 Or-ganization 


14. 	 1,....n of Equipment & 
Uilities 12,000 

'1. .. Advertising 	 20,000
.ugal 


5,00013. 	 Miscellaneous 

SUB 	TOTAL $ 45,000
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C. 	Opo7ting Capital.Assets ­

:7. Supplios 

a. 	Concentrazo -(66 M cases 
2 peak mos. supply) 13,200 

b. 	Crowns (for a.) 3,500
 

c. uar 'for a.) 3,840
 

-. Caustic Soda 230
 

e. 	Other Chemicals 230
 

SUB TOTAL 21,000
 

. OkLra i:.g iund 
.S. NorW.l Advertising 7,500 

•o r.fo 	 700
;,,,S 


2j. .. '" Liconsos 650
 

nsuanceC 6,000
 

1'. O-#uracing ipensas 9,000
 

23. 	 Miscolaneous 2,000
 

SUB TOTAL 25,850
 

TOTAL CAPITAL INVESTVENT 	 $416,450
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OS2S 2:" C2' OF 24 BO rTTLES, EACH BOTTLE CONTAINING 6.5
X_C , 0, 4BT
 
UWD ,.2~-:A' 300,G00 CASES LEVEL FIRST YEAR
 

.2200 C20% of wholesale
SCo.nzra t 
selling price)
 

.0581
* 	Sugar 


.. C,... .0500
 

.3281
 

:. ,.,2%.0656
au :.. .... 

. . ls Per Case .3937 35.8% of wholesale
A.s
'o:.uo.of Mlaterials Pe 

selling price
 

.,,,?. X CZXNAL EX?"NSES
 

Slaies and Wages 	 .0702
 
. 

.0210
,rr 	 ,., :-nofis 

.0123
C'.. Heat 

.0046V 0:r 


, 	,... .. c .0034
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APPENDIX D
 

THE FOOD & BEVERAGE OUTLETS IN BRAZIL
 

In 1900 there existed in Brazil 361,448 establishments engaged
 
in selling a varied range of goods. 89.9% of these were
 
retailers.
 

TABLE
 

COMMERCIAL ESTABLISHMENTS IN BRAZIL -- 1960 

TYPE OF ESTABLISHMENTS NUMBER % OF TOTAL
 

RETAILERS 325,177 89.9 

WHOLESALERS 18,264 5.1 

MIXED (RETAIL e WHOLESALE) 18,007 5.0 

TOT A1. 36TI 4TW­

(SOURCE: COMMERCIAL CENSUS, 1960). 

Or this total, almost 65% were in the food and beverage trade. 
Of the retailers, 67.3% were engaged in the food and/or beverage 
trade. Of all wholesale outlets, 44.8% traded in foods and/or 
beverages. Among establishments engaged in both wholesale and 
retail, 39.5% dealt with food and/or beveige products. 

The geographical distribution of these food and beverage sales
 
outlets is seen in the following table.
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TABLE 

GEOGRAPHICAL DISTRIBUTION OF FOOD & BEVERAGE 

SALES OUTLETS BY STATE - BRAZIL - 1960 

% OF STATE TOTAL
 

STATES 


R()N DON11 

AC;Rui 

AMAZO'NAS 

kO()RAIMA 

PAkA 

AMA)A 


NORTIIIiAST 

'RANI IA 
lIAtll 
CEIARA 
RIO GRANI'E do NORTE 
PAI AIIA 
Il:kNAj BiJCO 

,\I,A(;OAS 


I lI
.&-,l 

I.AII IA


INASq ( RAIS 

'-,1: RA dot AIMORES 
:.SPI' 'rO SANTO 
j,0) h' .IANIIRO 
6;IJANABARA 

I,-9,790
SAO PA.O 
11A RANA 

.ANTA v\,ARINA 
I ) (dOl, do Stil, 

\ I V 

, Wk)SSOMATO 
O IAS 

Sv~l1,\'iI 

SALES OUTLETS 


NUMBER 


281 

620 


2,458 

66 


6,489 

203 


7 674 
3,051 


12,657 

4,129 

6,166 

.7 il01 

4,923 


4,792 

23,563

28,160 


1 023 

4,586 

2 738 

8,945 


" '' 5 
7 ,!)35 

19,725 

3,171 
, 3,739 

1233,980 

0.12 

0.26 

1.05 

0.03 

2.77 

0.09 


3.28 

1.30 

5.41 

1.76 

2.64 

7.31 

2.10 


2.05 

10.07


1 12.04 


0.44 

1.96 

3.44 
3.82 


17.00 

4.66 

3.01 

8.43 


1.36 

1.60 


100.00 

RETAIL 


96.09 

79.04 

91.01 

86.36 

90.84 

87.19 


94.24 
96.04 

95.92 

95.61 

96.22 

95.45 

94.06 


85.93 

94.97

93.60 


96.19 

89.78 

96.64 

91.96 


90.64 

93.10 

93.75 
93.92 

94.95 

96.53 


93.47 


WHOLESALE MIXED 

0.71 3.20 
0.48 20.48 
1.26 7.73 
1.52 12.12 
1.73 7.43 
0.49 12.32 

1.86 3.90 
1.24 2.72 
2.20 1.88 
1.70 2.69 
2.34 1.44 
2.34 2.21 
2.36 3.58 

0.92 13.15 
2.694.14 

2.342.26 

0.78 3.03 
3.53 6.69 
2.41 0.95 
5.44 2.60 

6.12 3.24 
4..3C 2.40 
3.14 3.11 
3.91 2.17 

2.02 3.03 
1.20 2.25 

3.49 3.04 

, iI, OF CENSUS.l,(6;Aii
N .A''Io\A 
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This distribution shows the most important markets for food
 
and beverages in Brazil to be: Pernambuco; Bahia; Minas
 
Gerais; Sio Paulo; Rio GRande do Sul, and Guanabara. The
 
State of Guanabara does not appear with the relative im­
portance that it actually has, but it should be remembered
 
that it comprises just one city -- Rio de Janeiro.
 

Tt is also interesting to note that the importance of the
 
so-called "mixed" trade of food and beverages increases in
 
less developed and far away states, where these stores nor­
mally excecd the number of wholesale outlets. Located in
 
areas of difficult access, major retailers prefer to buy and
 
maiiitain large inventories, which enables them to sell in the
 
who -sale market as well. 
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APPENDIX13
 

1966 MARPLAN STUDY OF
 

HOME CONSUMPTION OF SOFT DRINKS
 

GENERAL COMMENTS --


A Brazilian Research Institute, conducts yearly surveys on
 
products ranging from automobiles to tooth pastes. Among
 
these are soft drinks. Most interviews are held with
 
housewives. The survey provides indications about one seg­
ment of the soft drink market home consumption.
 

The MARPLAN survey covers 11 of the most representative
 
cities of the country, namely;
 

1. 	sAO PAULO 

2. 	RIO de JANEIRO
 

3. 	RIBEIRAO PRETO
 

4. 	BELO HORIZONTE
 

5. 	JUIZ de FORA
 

6. 	CURITIBA
 

7. 	LONDRINA
 

8. 	PORTO ALEGRE
 

9. 	SALVADOR
 

10. RECITE
 

11. FORTALEZA
 

Tabulated results ror each city will be found on pages 41-62
 
of the CIN Study, Volume III.
 

CONCLUSIONS -­

1. 	The Cola flavor predominates. Coca Cola is consumed
 
faster in the home in all cities, with the notable
 
exceptions of:
 

Porto Alegre, where Pepsi predominates.
 
Curitiba, where Crush predominates. 
S.o Paulo, the stronghold of Guarana, where, as
 
far as home coasumption is concerned, this flavor
 
predominates.
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2. Guarana has a consistent second position almost
 
everywhere where it does not lead. It is primarily
 
consumed by the lower strata of the population (in

the home), when compared with other brands and/or
 
specifically with Coca Cola'.
 

3. 	The Sao Paulo consumer has more soft drinks avail­
able at home than the consumer of other cities.
 

4. 	The presence of the bottled drinks at home is cor­
related with social status, viz., the higher the
 
status, the higher the percentage of soft drinks
 
present at home.
 

S. 	There is a turnover of brands within each particular
 
home. Brand loyalty is not significant, even among
 
people who state that they "do not change brands"
 
(they stick to their preferred two or three usual
 
brands).
 

6. 	Once the soft drink bottle is in the house, we can
 
risk a broad generalization saying that "everybody

drinks it". However, children do still drink more
 
and/or more frequently than adults and women drink
 
more than men.
 

BRANDS PRESENT *AT HOME (STOCKED) --


Coca Cola had a leading position except for Sio Paulo; Curitiba;
 
Loudrina, and Porto Alegre, where Coca Cola general1) appears
 
in second place in all other cities this brand of soft drink
 
was the one most found in homes interviewed. In Porto Alegre
 
the leading position belonged to Pepsi Cola, with Coca Cola
 
in Fourth place.
 

Another significant: fact, revealed by the research, is the 
presence of "guarana" in the homes - in most cases it appears
in the second place. The presence by brands of guarana varies 
according to the site where the "guarana" is manufactured: in 
the Center South region, "Brahma" and "Antarctica" brands 
predominate; in the Northeast, it is the "Fratelli Vita", in 
Ju3z de Fora "Pereia", etc. 

In Sdo Paulo, "Antarctica" guarana is the preferred one, having

been found in 67% of the homes that had at least one brand of
 
soFt drink. Coca Cola, in turn, appeared in only half of
 
these homes, with only 33%. It should be mentioned that this
 
large difference between guarana and Coca Cola, in favor of
 
the former, was observed only in Sao Paulo.
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On th other hand, in the two other cities where uoua wui 

second (Curitiba and Londrina) the preferred soft drinks comes 

were, respectively, Crush and Guarana Londrina.
 

from the tables attached to the Appendix, the
As can be seen 

preference for guarana is typical among families belonging
 

The only ex ptions
to the lower socio-economic classes. 

observed were in Ribeirao Preto; Juiz de Fora and Curitiba,
 
where Coca Cola is also the preferred soft drink of the
 

lower classes.
 

According to the research, the flavors of the various brands
 

of soft drinks currently in the market can be divided as
 

follows:
 

1. COLA
 

2. GUARANA 

3. ORANGE
 

4. OTHERS
 

Following this flavor classification, it can be noted that
 

the Cola flavor is the preferred one, represented by Coca
 

Cola. The participation of Pepsi-Cola is on'y significant in
 

Porto Alogre. The second preferred flavor is guarana, but
 

as said before, brand preference varies according to the city
 

whore the research was conducted. The orange flavor is mostly
 

represented by Crush, which, as already seen, holds the first
 

position in Curitiba, the second in Fortaleza and third in
 

Londrina, Salvador and Belo Horizonte. One may thus presume
 

that Crush is the third preferred brand of soft drink. Another
 

orange flavored soft drink is Fanta, which appears in the
 

third place in Porto Alegre, fourth in Rio de Janeiro and
 

and fifth in Belo Horizonte.
Recife 

are coycerned, there
As far as "other" brands of soft drinks 


is a great variation from one city to another. The only one
 
imonada which appears in the third
worth montioning is Soda 


place in Sao Paulo and Juiz de Vora.
 

PIFIR(:NTA(;Ii OF AOMiES WITH SOFT DRINKS -­

[ S.io 	 l'ailO, pract:ically half of the homes interviewed (41%)
 
,cast one brand of soft dr.nk oan hand. Tc should b
had at 


-- when
horn in :iand, ho.ever, that in this typv w, .wbearch 

no ,tctu . ]jnoo- is required -- answers obtained can be biased.
 

If ai " 1ifirmative answer might imply prestige to the inter­

vtewee, he is generally inclined to answer "yes".
 

researched the
ExIluding Sfo Paulo, in the remaining cities 


per:entage of affirmative answers are more homogeneous,
 

shosing an average of 23%.
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APPENDIX F
 

GOVERNMENTAL CONSTRAINTS AND INCENTIVES
 

The Brazilian Government entertains a generally favorable, but
 
cautious attitude toward the concept of a nutritious beverage
 
based on soybeans. The idea of a soft drink with nutritional
 
value appeals to them but there is concern with the necessity
 
to import a concentrate based on an agricultural product plenti­
tul in Brazil.
 

Constraints --

Importations of Concentrate. Although the duty on a soybean 
concentrate would be only about 28%, it is necessary to get 
an import certificate from the Banco do Brazil. This can be
 
withheld or delayed when the import is not in the national
 
interest. Therefore, it will be necessary to obtain prior
 
assurances from the government that the project is indeed con­
sidered in Brazil's interest.
 

Traders in soybeans would take action to block concentrate im­
port, only if they perceive it to be in competition with local 
soybeans. This constraint can be overcome if it is demonstrated 
that the creation of a market for a soy-based soft drink will 
eventually increase the market for native soybeans. Concentrates 
like Monsanto's, which use the whole soybean, are not in direct
 
competition with the major products now on the market, i.e.,
 
the extracted oil and the left-over meal (used for animal feed). 
Nevertheless, the government must be convinced of the product's 
worth and the necessity for its importation. In this respect, 
any nutritious product enjoys an advantage. 

Rtequirement for Local Production --

Importation nay be made conditional upon the company's agreement 
to produce the concentrate in Brazil within a given number of 
years. Although this would appear consistent with any company's 
plans, if such an agreement is unavoidable, it should be made 
contingent upon the development of a specified market volume. 
Low sales will not support a local manufacturing facility. 

Restrictions on Machinery Imports --

Brazil restricts tac importation of certain types of machinery. 
Both the requirements for a manufacturing facility and for local 
bottling plants must be checked against this list as part of 
the feasibility study. 
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Price Controls are a definite constraint (See Appendix on
 

Beverages).
 

Incentives --


Plants located in the Northeast or the Amazon region, regions
 
under the aegis of SUDENE and SUDAN, receive certain specific 
tax privileges from Federal Government as well as favorable 
considerations of machinery imports. Industries in other 
parts of the country may invest up to 50% of their federal
 
taxes in installations in those regions instead of paying

them to the Government. 

Certain municipalities grant exception from municipal taxes
 
for up to 20 years to attract industry.
 

Some states have their own development agencies (e.g. CODEPAR 
of Parana) which will provide up to 70% of the financing of a 
new plant, to be paid off in 5 years. 

GLIPAL, the newly-created group for the promotion of the food
 
industry has still not specifically clarified what incentives
 
it can provide. Presumably these will include financing, some
 
tax benefits and, perhaps, a guiding hand through the red tape.
 
In the case of a protein drink, GEIPAL might intervene in favor
 
of concentrate importation if convinced of the product's merit.
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APPENDIX G.
 

NUTRITION AND CONSUMER AWARENESS
 

Without attempting to prove once again that Brazil has a
 
looked for secondary information
nutritional problem, we 


relating to protein needs and income. The majority of the
 

data has the failing of most global studies: it shows average
 

protein consumptiou figures for the population as a whole, with­

out clearly identifying the segments of the population which
 

are nutritionally deficient. For example, Table I shows that
 

Brazil's average protein consumption is above its average need.
 

This is practically meaningless when we consider the widespread
 

inequalities in the distribution of food which are known to
 

Brazil, both by social class and geographic area.
exist in 

Slightly more significant is Brazil's position in relation to
 

other nations. The Brazilian average protein consumption (61
 

grams per day in 1957/59), is well below the next group of
 

countries above it on the list. If the average is so low,
 

disparities in income will insure that a large number of people
 
When the needs of special groups such
receive less than this. 


as lactating mothers are taken into account, the low average
 

becomes even more critical.
 

The effect of income on nutrition can be seen by a comparison
 

of Tables 2-8 at the end of this section, which contrast the
 

average protein intake of the population in six Brazilian
 

cities against the protein intake of families with below­

average incomes. Although the first table, Table 2, shows
 

average consumption to be above the average need in each city,
 

the remaining tablcs demonstrate that the population with a 
lower income not only eat less than the average, but also 

replace more nutritious products -- milk, eggs and meat -- with 

less expensive and less nourishing products -- corn and manioc 

flour, coffee, sugar, etc.
 

It is impossible to estimate at what income level nutrition
 

becomes a problem. Expenses vary by region; the nature of
 
available foods var.es by regions. Although urban populations
 

in general consume more proteins than rural populations, even
 

this generalization is misleadin.g. Conversat.ons with the
 
tS AID mission in Brazil indicaze that the part of the city
 

new arrivals from the country is nutrition­dwellers made up of 
ally difficult because of their inability to buy nourishing 
foods (higher prices, other new expenses) and their substitution 

of more attractive, but less nourishing manufactured foods for 

their normal rural diet. This is a hypothesis which should be 

made the basis of future study, because of its implications 
for newly urban ?opulations in all developing countries. 
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AVERGE FOR 19>-1959
 

COUNT RY "TAI._ 
PROIE1N CONSUMPTION0O: ANIMAL -

O R1 G IN _1ATOTAL 

PRCTETN NEED 

CONSUMPTION/NEED 

GR. GR. GR. INDEX NO'S. 

Nt. ZEALAN;) lC), 7 68 44 -2.39 

ARGENTINA 98 57 58 42 2.33 

FRANCE 96 50 52 47 2.04 

CANADA 95 63 66 42 2.26 

FINLAND 94 53 56 43 2.19 

UNITED STATES 92 65 70 40 2.30 

AISTRA' T A 92 61 67 45 2.04 

SW ITZI.',AND 90 51 56 44 2.05 

UNITI. ,iNGDOM 86 51 59 44 1.95 

GERMANM 79 46 58 44 1.80 

CHILE 77 27 34 46 1.67 

Bl'AZIL 61 19 31 as 1.36 

INDIA 51 6 12 48 1.06 

PAKISTAN 46 7 16 46 1.00 

CEYLON 45 9 20 47 0.96 

SOURCE: -- F.A.O. ("EL ESTADO MUNDIAL de LA AGRICULTURA Y LA ALIMEN'ACIION - 1964") 
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Without such empirical information, although the existence of
 
are unable
nutritional deficiencies in Brazil is well known, we 


to quantify the specific segment of the population which is
 

meat-nourished, but which has the disposable income to purchase
 

a commercial high-protein beverage.
 

Consumer Consciousness of Nutrition 


Brazilian consumers are 	aware of nutrition, but they are not
 
Its importance a force motivating
quite sure what it is. as 


sales seems to be secondary. In a study by IBOPE done in
 
1902 in Sao Paulo, 70% of the respondents thought that "some­

else" should be given people besides their "normal" food.
thing 

This "something else" was determined to be a food supplement
 
which can provide the body with "substances" (a) that science
 
says are importint; (b) that the consumer does not fully under­
stand but is somewhat aware of, and (c) that "norma" food is
 
supposed not to contain in sufficient quantity. There were
 
also clear indications that the above observations were pre­
dominantly associated with children's growth. Even though
 

of these statements were probably repetitions of half­some 

can be said that nutrition at
remembered school lessons it 


least does not have a negative "image" for the consumer.
 

This statement is not as flippant as it may appear. In the
 
field of consumer marketing it matters little how much absolute
 
value a product possesses if the consumer does not perceive it
 
as valuable. A product may in fact be harmful and still enjoy
 
voluminous sales if the negative effect applies over a long
 
time and some positive value is perceived in the short run
 
(e.g., cigarettes).
 

Selling "nutrition" is essentially a "negative sale." What
 
is being sold when someone buys a "nutitious product" is
 
really temporary freedom from worry about health. This is
 
illustrated by the same study wherein 50% of the sample declared
 
that "worries about nutrition" become less important when one
 
takes u vitamin.
 

Freedom from worry can be a sales stimulus, but immediate
 
positive sensual gratification is usually stronger. This is
 
why most food product advertising concentrates oj taste rather
 
than long-term nutritional benef.t, and why Monsanto would
 
emphasize the refreshing qualities of any nutritive soft drink
 
it might market.
 

Although the majority of the sample above indicated that nu­
tritional supplements were important, a 1967 IBOPE study in
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Rio and Sao Paulo showed that only 30% of the homes sampled
 
have vitamins or tonics present.
 

SAO PAULO RIO de JANEIRO
 

HAVE AT IOME: 

CLASS A 27 38
 
CLASS B 19 35
 
CLASS C 8 28
 

It is important to note that their presence increases with
 
income. It is generally accepted that income is a limiting
 
factor on the use of medicines in Brazil and the same would
 
seem to apply to nutritional supplements.
 

From this it follows that if a nutritious product can be 
given other positive attributes which are perceived as more 
immediately responsive to the consumer's needs, it should be 
marketed primarily on the basis of those attributes. 
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TABLE 2
 

DAILY PER CAPITA CONSUMPTION AND NEED FOR 

PROTEINS IN SIX BRAZILIAN CITIES - 1961/1962 

~PROTEINS
 

I 

C ITIES 

Ao PAAILOI 

(;IANABARA 

C JITI IA 

111 I.O tiORI- ZON'I'E 

SAIVAI)OR 

P 

CONSUMPTION 

T-

TOTAL ANIMAL 
ORIGIN NEED 

CONSUMPTION/ 
NEED 

(;R. GR. GR. INDEX NO'S. 

92 

101 

89 

68 

78 

,LC,[,.. 

33 

L6 

34 

27 

34 

27 

47 

47 

47 

46 

47 

47 

1.96 

2.15 

1.89 

1.48 

1.66 

1.74 
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TABLE 3
 

CONSUMPTION OF FOODSTUFFS AND PROTEINS IN 
SAO PAULO
 

2. "PT.R CAPITA"
1. "PER CAPITA" 


FOOD PROTEINS
FOOD PROTEINS 


K,,'IJAY 6 R.
Kg/DAY GR. 


I ANS 
0.157 
0.054 
., ,, 
v 16 

3.560 
12.S-" 

. . , L 0 
3.333 

-J.71 
14.03 
18.67 
3.64 

0.140 
0.050 
0.049 
0.012 

11.200 
11.900 
10.335 
2.524 

15.74 
16.72 
14.52 

3. 55 

(:1I lCKIiN (0o -)
oi.!!0.018 

1.845 
4.533 

2.01 
4.95 

0.004 
0.011 

0.820 
2.821 

1.15 
3. 96 

0.. 24 2.952 3.22 0.017 2.091 2.94 

' :ii-
0.142 
0.010 , 

6.375 
3.080 

6.96 
3.36 

0.104 
0.005 

4.483 
1.540 

6.30 
2.16 

0li0l'0 018 2.106 2.30 0.013 1.521 2.14 

1,1 IOU, 

L F:IOIR
,lH:V IlU')L(''S 

:.\ AN) OIIS 
> I i' PO'lA'i 0 
, ',A,1, 

I()C 
1 ,AN ANAS 
,).AN(IG S 

!)il,S (WV[!OUJ' 

i()T'('ONTHNTS) 

0.007 

0.008 
0.169 
0.067 
0.007 
0. C77 
0.C09 
0 053 
0.288 

0.: 33 

0.095 
0.768 

19 .773 
0.097 
0,133 
1.386 
0.180 
0.689 
1,728 

.... 

0.10 
0.84 

21.60 
0.11 
0.15 
1.51 
0.20 
0.75 
189 

0.008 
0.006 
0.157 
0.,% 
0 006 
0.054 
0 OC6 
0. ,40 
0.183 

0. 1I 

0.109 
0.576 
18.369 
0.044 
0.114 
0.972 
0.120 
0.520 
1.093 

0.15 
0.81 

25. 83 
0.06 
0.16 
1.37 
0.17 
0.73 
1.54 

I , I=A 

'itYI'AI, " . 8 91.585 100.00 1.)37 71.157 100.00 

INS Oi ANIMAkI 
24.614 34.5839.218 42.81 ­()k It; IN 

'.EiRA,. AVi:,'A(;L­C.t'. 


.\VI'RACF FOR M;>3.iiRS OF FAMILUS WITH AN N, A,- iP TO OR 

"\R,'LIND TiiiL GlN\.RAL AVERAGE Fi,MILY ,\,0M, 

,... .NA O( ,i.'(VARGAS
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-,,777".C!:t;, ::NSUMPTION OF FO D T S, AN PROTEINS IJN, GUANABARf,.... ;
!,; CO: 


.... INS:I: :;
'!--7:/,:::)'PRiOTEINSI PROTE," 


DAY.:, !. o
-;tQxDAg,/,. : " Kg/DAY" GR.," .. . ;: 

. . 00:,63 1.i4;994: 14.88 :, 0.059 14.,042':, 18.94
 
0.123- 26 520 26.35 0.079; 17-.3 5 -23.40
 

,,)-0017 30'"0a' ' .48 - 11 2.247 3.03 

'i :N0.020 -" ,4.0 4.*0 7 01,012 :2 *460 3.*32
 
,l11 0 0 3 8 3 4 8.33 "0.021 S. 384 7,.26;
 

GGSII K0 0.;;,-0;,0 2 .460. 5.98 0.012 3.784 1.-99.
,020 6.024 2.44 2.10.- .0.076 1.476 


AV"-.'l_______________INCOMMWA 1.404 <ll",ll 0.007 1.100.012 1.39 0.819 "
 

)UR, 0. 245 0.016- 231 

:::0ll;:il 0 0:;~0 0 0.960 ,0'.9S5 1 0.01-3 1I.248. 1.68
 

;
 

,'.IANW 1):F 0.018 TABL 0.-24', 0. 0.31." 

'/\"lM 'I< I( 1; : , 0.i 9 IS5.093 '.4.[98, 0." ,06 1:2.402 , 16. 72 
__________________________________________G7_____ .
FAT' t. ,1 1,SS46 . ,.0.12 7 :0.1.2 0.033 ;0.009, 0.01 

..."; i~~ii )'TIATIO 0 --, 26(,i 0.,26,:0 .c10 0M - 0. 0 0.190-; . 26-
OTATO~ ~ 0O71 132 13 0 .O55S 0O.990 13 

AN1)C0.0i2 2L 0.0 24 :, 0 .C09 1, . 00-.24! .• 

, \ ANAS 0.079 .0)27 , I.02 - - 0.058 u.7.5' 1.02 
.,D,, 0,-.0._168 - 8s. i.00o . 107 0 ,64Z 0.87 

A<" 1.2-'0 1100. 743 0.9i.5 7." IS 3 i'''),;i1. C00;.00 100.00
'- "l,891 IN, S4.01 " 34. 246 4.18 - ..: 

N. 1. V i L . .. . . . . 

-O AMILIES WTT - AN i,"C " .'O OR AROUNL, 
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TABLE 


C)NSLJM''PTiON 	OF FOODSTUFFS AND PROTEINS IN CURITIBA
 

1. "PER CAPITA" 	 2. "PER CAPITA"
 

)OO)STUiF 	 !FOODj PROTEINS FOOD PROTEINS 

Kg/DAY! GR. Kg/DAY GR. 

099 7.920 8.88 0.93 7.440 10.34 
,,ANS I 0.055 113.090 14.68 0.054 12.852 17.86 

],i.L, 0.105 21.815 24.47 0.075 15.665 21.77 
ORK014 2.977 3.34 0.010 2.173 3.02 
CIICKl;N 0.009 1.845 2.07 0.004 0.820 1.14 
i:i Sli1 0.009 2.180 2.45 0.004 0.675 0.94 
LGS 
, ; 

0.016 
0.131 

1.968 
6'.271 

2.21 
7.03 

0.012 
0.079 

1.476 
4.732 

2.05 
6.58 

J i.,-i;Sl: 0.009 2.772 3.11 0.005 1.540 2.14 
:LATULOUk 0.044 5.148 5.77 0.048 5.616 7.81 

i,,AN!OC FLOURRN F.OUR 
0.008
0.015! 

0.109
1.440 

0.12
1.62 

0.0U
0.018 

0.095 
. 1.728 

0.13
2.40 

,.:\A PRODUCTS 
:A'fS i OILS 

0.158 18.486 
0.052 ! 0.119 

2G.74 
0. 3 

0. ,25 
0.042 

14.742 
! 0.079 

20.49 
0.11 

S i 
,'OTA' 

POTATO, ! 0.008 
i0.079 

0.152 
1.422 

0.17 
1.60 

G.06 
).366 

0.114 
1.188 

0.16 
1.65 

:, 0.004 0.080 0.09 0.003 0.060 0.08 
,',ANAS 0.077 I1.001 I 1.12 -).057 0.741 1.03 

;.,,1S 0.0 0.354 0.40 6.036 0.216 0.30 

i'. Oi'L CO.\' iNTS3; 0.134 00.33 --

TOTAL ' ..bS {8".145 I00 00 6.,,77 i71L.953 100.00 

kW'(0EINS OiF ANijIAi. 
ORGIN 39.828 44.68 - 27.081 37.64 

G-%LNiRALAVERAGE. 

UP TO OR AsOUND
.kVLi<Ai AR .iLULS OF FAMILIES WITH AN N-. 
T.:;k GENERAL AVERAGE'A, iviLY INCOME. 

__.:_* - ALA.\C G:TULIO VARGAS. 
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TABLE 6
 

CONSUMPTION OF FOODSTUFFS AND PROTEINS IN BELO HORIZONTE
 

i{)ODSTUFFF 


,,A,,S 

po)iK 

CiiICKEN 

::ISl; 
i:,GS 

CIi LL,-; L 
W,.iA'F FLOUR 
,AiO,\iC FLOUR 
(ijR' FLOUR 

.;w:,.A' PRODUCTS 

; OILS 
;.; P,,A 

UC 

( LA\(LS
O' ,,)R (WiThiOUT 
,, o.TLiN CONTENTS 

,'WiYINS 3 ANIMAL 
O.GiN , 

± . CG'.RAL AVERAGE. 

i. "PER CAPITA" 2. "PER CAPITA"
 

OOD ) PROTEINS FOOD PROTEINS 

Kg/DAYI GR. % Kg/DAY GR. %
 

0.134 10.720 15.76 0.118 9.440 18.64 
0.037 8.806 12.95 0.032i 7.616 15.04 
0.082 16.955 24.94 0.061 12.505 24.71 
0.009 1.683 2.47 0.006 1.104 2.18 
0.009 1.845 2.71 0.003 0.615 1.21 
0.006 1.518 2.23 0.001 0.225 0.44 
0.012 1.476 2.17 0.007 0.861 1.70 
0.131 4.866 7.16 0.089 3.115 6.15 
0.006 1.848 2.72 0.002 0.616 1.22 
0.014 1.638 2.41 0.009 1.053 2.08 
0.013 0.177 0.26 0.013 0.177 0.35 
0.017 1.632 2.40 0.018 1.728 3.41 
0.106 112.402 18.24 0.086 10.062 19.87 
0.'49 0.075 0.11 0.042 0.048 0.09 
oATO0.009 
0.046 
0.)090; 3 

0.171 
0.328 
0.180
0.689 

0.25 
1.22 
0.20
10 i 

0.iO6 
0, 34 
0.005
0.030 

I 
0.114 
0.612 
0.100
0.390 

0.23 
1.21 
0.20
0.77 

0.033 0.498 I 0.73 0,0. ' 0.252 0.50 

0. :.38 
- -

--• .,'I -- 0.119 
_________________ I 

-- -­

.TA0. ;63.007 ioo.001 0.723 i 50.633 100.00 

- 30.191 44.40 -- 19.041 37.61 

A tj • i FOR MEUMBERS OF FAMILIES WITH AN INCOME , TO OR AOUND 
,.i. '.,v.RAL AVLRAGU FAMILY INCOME. 

t:,rul\ACAO G i'7ULIO VARGAS 
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TABLE 7
 

CONSUMPTION OF FOODSTUFFS AND PROTEINS IN SALVADOR
 

1. "PER CAPITA" 	 2. "PER CAPITA"
 

FOODSTUFF FOOD PROTEINS 	 FOOD PROTEINS
 

Kg/DA1 GR. %Kg/DAY 	 GR.% 

0.040 3.200 4.08 0.026 2.080 2.91 
l;LANS 0.051 12.138 15.49 0.044 10.472 14.67 

0.129 28.620 36.55 0.102 23.085 32.37 
0.011 2;166 2.76 0.006 1.187 1.66 

iI 'KLNS 0.004 0.820 1.05 0.001 0.205 0.29 
FiSl1 0.019 5.082 6.49 0.011 3.114 4.36 
i , 0.0!0 1.230 1.57 0.006 0.738 1.03 
i L K 0.040 3.086 3.94 G.020 1.543 2.16 

(Aliii.iSL 0.003 0.924 1.18 u 001 0.308 0.43 
WILAT FLOUR 0.006 0.702 0.90 0.002 0.234 0.33 
MA,* iUC FLOUR 0.093 1.265 1.61 0.087 1.183 1.66 
CC',N FLOUR 0.005 0.480 0.61 0.004 0.384 0.54 

Nill:AT PRODUCTS p0.145 16.965 21. ,5 0.120 114.040 19.67 
: OILS 0.027 0.105 0.:3 0.019 11.856 16.61 

sv)iLT OTATO 10.010 0.190 0.24 0.007 0.133 0.19 
t'OYATO 10.013 0.234 0.30 0.007 0.1;6 0.18 
;,LNjOC '0.005 0.100 0.13 0.003 0.060 0.08 

0.0591 C.767 0.98 0.036 0.468 0.66
 
ORANGIlS 0.043 3 0.270 0.34 0.024 0.144 0.20

O'li'1 ZS (WlI T1 10UT I 

PRO'f.IN CONTENTS 10.083 -- -- 0.065 -- --

7,OTAL 	 10.7,c) 78.344 riOXOU 0.391 7130 100.00I 	 t 

PROTIANS OF ANIMAL 
ORIGiN -- 53.54 30.180 42.3041.924 	 1--


,. 	 GENLRAL AVhRAGE
 

i. 	AVERACL FOb MEMBERS OF FAMILIES WITH AN INCOME uP TO OR AROUND 
Till GLNLi(AL AVERAGE FAMILY INCOME. 

- IUNDACAO GETULIO VARGAS 
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TABLE 8
 

CONSUMPTION OF FOODSTUFFS AND PROTEINS IN RECIFE
 

1. "PER CAPITA" 


FOODSTUFFS 	 FOOD PROTEINS 
I .. .I, 

i Kg/DAY GR. 2. 

R:Ch 0.055 4.400 5.36 
;LANS 0.054 12.852 15.65 

0.108 25.185 30.64 
PURR 0.005 0.929 1.13 
(ii iCKEN 0.004 0.820 1.00 
1ISU 0.012 3.176 3.87 
, ti,, 0.008 0.984 1.20 
Milk 0.041 3.402 4.14 
CIIESL i 0.004 1.232 1.50 
Will.AT FLOUR 0.005 0.585 0.71 
MAN10C FLOUR 0.065 0.884 1.08 
C01'N FLOUR 
1iLii.AT PRODUCTS 

0.014 
0.201 

1.344 
23.517 

1.64 
28.63 

iAYiS k4OILS 
[.-,.T POTATO 

0.028; 
0.C30 

0.114 
0.570 

0.14 
0.69 

PO1'ATO 0 .G21 0.378 0.46 
;,iANIOC 0.004 0.080 0.10 
'iANANAS 0.086 1.118 1.36 
')RANGLS
U'fllLiRS (1W'LTIr OUT 

0.C96 
6 

0.576 0.70 

PROTEIN CONTENTS 0.132 - --

.'OTAL 	 0,-13 82. 146 j10G. 


i'ROTE1NS OF ANIMAL 
ORiGIN 	 -- 35.728 43.48 

±. 	 GLNERAL AVLRAGE 

d. 	 AVLIRA;L FOR MEMBERS OF FAMILIES WITH AN 
'rTjiE GINERAL AVERAGE FAM4ILY INCOME. 

:;k)iJkCl: - FUNDACAO GETULIO VARGAS 
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2. "PER CAPITA"
 

FOOD PROTEINS
 

Kg/DAY GR. %
 

0.042 3.360 5.21
 
0.049 11.662 18.07
 
0.081 19.360 29.99
 
0.004 0.754 1.17 
0.001 0.205 0.32
 
0.007 1.901 2.95
 
0.006 0.738 1.14
 
0.026 2.596 4.02
 
0.001 0.308 0.48
 
0.004 0.468 0.73
 
0.064 0.870 1.35 
0.014 1.344 2.08 
0.162 18.954 29.36
 
0.020 0.066 0.10
 
0.030 0.570 0.88
 
0.014 0.252 0.39 
0.003 0.060 0.09
 
0.059 0.767 1.19 
0,052 0.312 0.48 

. 

0.11 

I_ 
. 0.750 64.547 i00 00
 

25186
 
28 40.07
 

INCOME UP TO OR AROUND 



APPENDIX H 

ADVERTISING MEDIA IN BRAZIL -- 1966
 

In most countries, advertising activities can be measured
 
by the total amount spent for their development. In Brazil, 

however, the absence of official figures makes such measure­
ment difficult. Nevertheless, attempts have been made by 
different sources to estimate the total amount of advertising 
expenditures. The estimates below have been represented by
 

the advertising industry as being more-or-less accurate. 

GROSS ADVERTISING % OF
 
PRODUCT EXPENDITURES GROSS 

YEAR NCr $ MILLION NCr$ 1,000 PRODUCT 

19.5 09571 5,800.0 0.83 
1956 887.2 9,350.0 1.05 
1957 1,059.8 11,609.0 1.09 
19 8 1,313.6 14,527.0 1.06 
1959 1,806.0 20,516.0 1.13 
1960 2,413.8 26,169.0 1.08 

In 1966 advertising expenditure was the same. However, the 
cosensus is that this is not valid, in view of the economic 
cri;es that affectd Brazil from 1963 onwards. The advertising 
business was particularly affected by these crises. In Brazil, 
adv,,r isin, budget, have been the first to be reduced when­
ever economic and "inancial difficulties have arisen. 

Ta,,in-, thes-e factors into consideration, one could try to 
ma>,e :n est imate, by ust taking the inflaticnary index as 
a hane. For instaice, taking NCr$ 26,169 1 40CC .s iein a correct 
rst imi to Ciavr sinq expenditures ir M)O. in 1960 this 
"Q rC snotuld have 5een around NC:S 39>o ',, OO, considering 
Iotl iur:Ig tnat poariod the inlationary iu: cx was 1502. 
,i otrer wVor ;s:,uing that there was no aczual growth in 
ilt' I r.Vtlis n, 'ic ld -- for reason, expi iincu )ove -- i. 
,'It NCr$ 393 , 058,000 would have aught the sam, volume of 
ad'trr i: n,, dirchased 3. I960 for NCr$ 26 ,16 ,000. This 
est w.od ".overtis ng figure fo 1966 re-resents about 0.89% 

of raz,!'s g4ross: product in thzt s,.ic y. .r, which is very 
no., th cpurcer tLgC found for 1955, when it re;rusented 

Q, he other Wfl, 11 is quite probabie tha, . o recuperation 

of" he Br.az :k . vcinomy after the first hall j 966 had a 
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lao,,,le impact in the advertising field as well, estimated 

to NCr$ 450,000,000 distributedbetween NCr$ 393,000,000 	 as 

iol I ows: 

TV 40% 
RADIO 20% 

25%
 
NEWSPAPERS 

MAGAZINES 


10%
 
2% 

OUTDOOR 3% 
CINEMA 

Mi.lilA AVAII ABI LITY iN BRAZIL -­

i:rin (Ihe point of view of availability, there exists in
 

l":Ki j broad spectrum of advertising media as compared to
 

I miAnt.- rica and many other countries. lowever, i.t cannot
 

with the U.S. because aithouga offering variety
on comp.Ired 

it lacks ii depth and national coverage. Even magazines 


boast a national circulation -- have from 70%
;oMI1, of which 

to, SL! l their readers distributed in the States of So
 

Rio Grande do
Pauo; Minas Gerais; Guanabara; 	 Parana, and 

a advertising effort
Sul1,reas. Therefore, whenever national 

is to be made, 	 local media has to be called u- , , to supple­

of major media in given areas. Of course, it
niCeIt the reach 
cove:- :he most 	 signifi­is trume that these "national" magazines 


some advertisers the)' are "national"
cant markets; :;o that, for 

for ail practical purposes.
 

hasthe above limitations, great progressNolwithstanding 
the quality of 	media. The publicationbe. a de in inprving 

- 00i.~controlled 	 cir­of new.: 'radc and siccialized i aazines 
printingct latin; - imp rovecments in the 'omriat, conter:ts and in 


magazines, inaugurations of new TV channels
tuality of several - a t and r, Aio 	 s -roadcasnqions, new programwring, introduction 

o 	 circ,ilal ion "udtiting (IV0 and media research institutes,
 
have taken place in recent years.
and otiier advances 

5ilJ(:'IIt~ItI OF 	 EI MLIl)A MARKET ­

h f,, excepL i. -, 	 the media rarkez .. ,'a ii is in the 

g4roups, mo.t of tipm loc.,.ted in the STioh:d o:.... e w ,. -cr 
ra , eas. The 	 "f.lario. v,Em~ss:',s Associadas''Paoi& - (-,.,iana, 


groLip, for ;isianocu, own and cortro" about 17 .' .nannels,
 
28 rad i; s:tat .or.: and 33 newsriaFper , ..-ouho ". .zi 1
 

in . . viofn :o 	 ,nia week!)ip'icu;ar.y . ,acC Cap:t.,i ­

". , one womtals montr '/ magazileIl .. ll t of g n"-itin 

ant : ,trip-typc ,uj~ica -orns. 

of each of the medi ,oiliows.A irief at , .:n 

. ,, ld,' I1; I Ii.,n l I,in ' -1), 	 il)12 i' J i'V . ,L- '4 Id tfr'ed ,im u n ;i.' i h,, lic,..t in 

itri tlanc "( l:.tado de Sirl '.i",., 	 alnd "iorrlal do 
,, vwiltl, I o,: 
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Brizi," (Rio). However, both total and individual circulation 
figures in Brazil are very low as compared to other countries. 
Accor(!ig to the IBGE, the following number of newspapers 

existcd ini Brazil in 1964:
 

NEWSPAPERS IN BRAZIL
 

ESTIMATED
 
NIEWSPAPIRS NUMBER AVERAGE CIRCULATION 

DAI!. iS MORNINGS 138 1,474,397 
I)AILIiS IEVIiNINGS 39 664,712 
D)AIIEILS NON-SPECIFIED 50 467,362 
WIEKIL IIES 482 1,245,614 
FORTNIII EII, 102S 149,280 
O'THIiRS 153 439,951 

It i:s unquestionable that this low circulation figure is a 
direct consequence of the high rate of illiteracy (46.4%) 
that st I I prevails in the country. 

The leading newspapers in Brazil are the following: 

ESTIMATED AVERAGE CIRCULATION 
NIWS1PAPEI DATLY SUNDAYS OR MONDAYS LOCATION 

000's 000's
 

0 IS'AI)O do S.PAULO 170 200 S.PAULO-SP 
FOIIA de S.PAULO 150 180 S.PAULO-SP 
O) (HA 134 152 RIO -GB 

OI W I,O> 120 190 RIO GB 
I)I.ARIO d NOITE 80 100 S.PAULO-Sil 
.,r(RNAL do BRAS IL 62 172 RIO - G5 
IYIARI() d' S.PAULO 70 1'0 S.PAU,O-S 
(:ORRIlC) do POVO 50 83 S.ALEGRE-RGS 
.JIORNAI. do (:OMMIRC:O 40 55 RECIFE-PE 
i.S 't',I'( d M NAS 40 to B.HORIZONT1-4i; 
IT)RNAI. :'. 'I'ARW. 38 42 S.PAULO-SP 

i) IA p, .. PERdX AM UCO 35 48 REC !FE - PE 
A TA.lf 28 3, SALVADOR-BA 
;OLH/ do Nn,,. '1 K BELIM - PA 
(,A"'' do 'OW 15 .7 CUR!TIIA-PR 
,WA, uo PARANA 13 is CURITIBA-PR 
O 1I )V' 10 i2 FORTALEZA-Cli 

Wec i A(.re)crts Zor 1964 a total of 799 muaazincs in guneral 
in Br;,.::,, with an estimated totai cir" .,W- -c 18,27,404. 
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A breakdown of the number of the most important magazines would
 

be as follows:
 

MAGAZINES IN BRAZIL
 

NUMBER OF ESTIMATED AVERAGE
 

MA(;AZINES PUBLICATIONS CIRCULATION- 000's
 

- WOMEN'S WEEKLIES 1 160 
- WOMEN'S MONTHLIES 11 1,887 
- GENERAL INTEREST MONTHLIES 2 900 
- TRADE &jTECHNICAL MAG. 14 842 
- OTHER WEEKLIES 4 505 

oF consumer magazines, the following are the most important: 

AVERAGE 
MAGAZ INiS CIRCULATION TYPE 

000's
 

CAPRI C1CO 465 STRIP-TYPE LOVE STORIES
 
REALI ID)AD1: 397 GENERAL INTEREST 
SELECOES (READER'S DIGEST) 360 GENERAL INTEREST 
INTERVALO 245 TV GUIDE 
CLAIJI)IA 157 WOMEN'S GENERAL INTEREST 
O CRUZEIRO 157 GENERAL INTEREST 
MANCHETE 156 GENERAL INTEREST 
QUATRO RODAS 82 TOURISM AND AUTOMOBILES 

NEWS MAGAZINE
VISAO 80 


The great majority of magazines are published by a few houses.
 

The most important are: 

(a) i'DI'ITORA ABRIT --

This publisher produces about 16 magtz:.nes, ranging from 
children's m:.gazines to trade publicatins. The most 
imporiant arc: Realidade (General Interest), Quatro 
Ro,;;a: (aitomebile and tourism), Claudia (women's) Capricho 
,strip-t c iove stores), Manequim (fashion), Intervalo 
(TV Gu;( ', Donald Duck and Mickey (children's), Trans­
porte Moernc. Maquinas & Metais and Quimica & Derivados 
(trade anc, ;,ecialized).
 

(b) BLOCIH EDITORES --

Although Limited to. 4 publications, Bloch Editores pub­
lishes one of the leading weekly magazines of teneral
 
interest (Manchete). Their other publiations are:
 
Paros i Fotos (General Interest) ,oia (woorcn' s and 
Set imo Ceu (strip-type love storie.J. 
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(c) iiMI'REISA GRAFICA "0 CRUZET RO" --

Belonging to the "Diarios e Emissoras Associadas" Group,
 
this publishing house puts out "0 Cruzeiro", one of the
 
oldest magazines of teneral interest in Brazil. In
 
addition, they also have a monthly women's magazine (A
 
Cigarra) and 13 children's magazines.
 

(d) RIO GRAFICA EDITORA --

With a total of 40 publications, Rio Grafica belongs to the
 
"0 Globo" group and is located in Rio de Janeiro. The 
majority of their magazines is for children (29). The
 
remaining 11 are either women's or mystery magazines.
 

(e) I)[RIGINTES S.A. --

This publisher is active in the trade and specialized
 
magazine field. Associated with the "Vision" group of 

New York, they were the first to set-up a "controlled 
circulation" operation in Brazil. Their publications, with 

specializations are: 0 Dirigente Industrial (Industrial), 
0. l)irigente Rural (Farming), 0 Dirigente Municipal
 
(Municipalities), Medicina Hospitalar (Hospital Management).
 

(f) II:II EDITORA --

Mecanica Popular (Popular Mechanics), Autoesporte and
 

Casa e ,lardim are the magazines published by Efece Editora.
 

The First two deal with mechanics and automobiles, while
 

the latter is a home decoration magazine (similar to
 

'louse and Garden). 

(g) GRAI-lCA EDITORA PUBLICACAO ESPECIALIZADA S/A -- GEPESA 

This is another publisher in the trade ahd specialized
 

magazine fieldi. Their main interest lies in the medical
 
,and plharriLceutical areas (4 magazines) although tney 

also have 2 enigineering and architecture pub! icat ions. 

(h ) CA.A li;)TORA V/ECCHI LTDA..­

'mei's -,i~ga: nes are their specialty, 1,a:irzicularly strip­

type love stories (6 publications). The:r most recent 
iunching w:as "Figurino MoCerno" (fashion) , under an 

,igreeen t with-: Germany's "Burda". 

(i) OTI.R MA.JO( PUBLISIHERS ARE EDITO.A EXPANSAO LTDA. -­

'2 fed,..'a magazines), in addition to Vis (weekly news 

;:La .,"ine) :nd Selecoes (Readers' Digesz) ,jith one publica­
1 ia eaca . 

All of the, ah,,vt, pub-ishers have their headoffIces in either 
orSao ,',nulo or Rio de .,anciro, working through t ,ranchoffices 

in oiher State Capitals.re, )rvscnttdives 
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The first TV channel was inaugurated in Brazil (Sio Paulo)
 

in 1950. Statistics showing the number of stations and TV
 

as reach by State, best illustrate the develop­sets, is well 

ment of this advertising medium in Brazil.
 

NUMBER OF TV STATIONS AND SETS
 

BRAZIL - 1950/66
 

YiARS NUMBER OF STATIONS 1,000 SETS * 

195 0 
1951 
19.q3 

1 
2 

S 
25
50 

1953 4 100 

[954
1955 

4 
6 

140 
192 

1950 
1957 
1958 
1959 
19 ( 0 
190 1 
1902 
1 ' 3 

6 
6 
6 
8 

21 
26 
27 
32 

275 
390 
517 
668 
850 

1,085 
1,505 
1,800 

19114 
1.9( 5 
1960 

34 
35 
38 

2 
2 
2 

200 
605 
827 

FS-T IMATE 

NUMBER OF TV STATIONS AND SETS B! STAT_ - - 966 

TOTAL NO.
ESTIMATED NO. OF SETS 


A]IS 
NO. 

SETS 1 ,000S 'l' :If.,IN-I,, CAPITAL TNTER-OR 

L36,8..4 1,270SAO' IPAUL..O b33,156 
(;i.NIIN..AN~il RO 510 ,00G 342 )0CC 852 

. 

73,000 188MINAS LGil.RAIS 7 113,000 
93,0 0.. 62,00t. 355R.( . do .UL 

PI-IN: MIINC ) 68,00C ,; ,00C. 13 
PAkANA 3 36,000 24,000 60 

2 54BAl IA i 32,000 
CIA\A 21,000 .4,00G 35 

B;: 1.1A 3 20,000 14,000 34 
18,000 12,000 30 

( \CI 2 9,000 15 
81 S,000..Si qAN I'0 

0iA,i ,000 - *20u 
3,000 , ' 5

\Aii A 1 
_ -\i \' I , "i)S O 2 

.... . 5. o i ,261,84' ,827, i ,5 
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TV REACH -

ESTIMATED NUMBER OF CITIES THAT RECEIVE THE IMAGE
 

BRAZIL 1966
 

NUMBER CITIES
STATE 

SAO PAULO 400 
GUANABARA/RI) de JANEIRO 70 
MINAS GERAIS 350 

100PARANA 
RIO GRANDE do SUL 100 
PE RNAMBIJCO 80 
BAIITA s0
 

s0
CIARA 
isBRASI LIA 
25
PARA/R. BRANCO 

60
GOIAS 


BSPIRITO SANTO 	 40 
40PARA I BA 
25
MARANIHAO 

MATO GROSSO 15 
RIO GRANDE do NORTE 10 

10AIAGOAS 

5SIiR(; PE/FERNANDO deNORONHA 

30
SANTA CATARINA 


TOTAL 	 1,475
 

Inasmuch as Brazil has around 4,235 municipalities, the above 
1W coverage represents only about 35% of the whole country. 
This results from the fact that there are no so-called TV 

networks in Brazil, nor local devices such as the CA-TV, which
 

would permit a global coverage similar to the US' coast-to­
coast reach. However, between So Paulo and Rio, and sometimes
 

are established
between these states, Minas and Parana, links 

soccer
For the rc-transmission of special events, particularly 


are
gmles. Notwithst.,nding this limitation in coverage, there 


already i98 kncwn -epeating stations throughout the country, 31%
 

of which in the state of S'o Paulo alone. As in the case of
 

newspapers and magazines, most TV Stations are owned by a few
 

major groups, some of which also own a chain of newspaper; and
 
"D~arios e Emis:;oras
maoazines. The most important of them is 


and controls 17 TV channels in 12 different
Associadas" which owns 

States, as shown below.
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TV CHANNEL OWNER GROUPS
 

STATES
NO. CHANNELS
OWNER GROUPS 


DIARIOS e LIISSORAS 
AS'SCIfAl)S 	 2 SAO PAULO
 

3 MINAS GERAIS
 
2 GOIAS (TNCLUDING
 

BRASILIA)
 
2 PARANA
 
8 ONE CHANNEL EACH IN
 

GUANABARA, RIO
 
GRANDE do SUL,
 
PERNAMBUCO, BAHIA,
 
CEARA, PARA, ESPIRITO
 
SANTO, PARAIBA
 

2 SAC PAULO
lIX CIAIS IOR 

2 ONE CHANNEL EACH IN
 

GUANABARA & RIO
 

GRANDE do SUL.
 

.JOAO BATISTA do 

3 ONE CHANNEL EACH IN
7f-fATL7 T TLHOS 


GUANABARA, MINAS
 
GERAIS A BRASILIA.
 

2 SAO PAULO
0 (.;1LOI() 

1 GUANABARA
 

Tne o)ther channels are independently owned, with the excention
 

of TV Jornal do Commercio, in Recife (Pernambuco), which belongs
 

Io the newspaper "Jornal do Commercio" published in that city.
 

In 1907 one more channel was inaugurated in Sao Paulo - TV
 

13 - also belonging to an independent group
Bandetrantes, Channel 

and other channels are in line for inauguration. Color-TV is
 

experts the coun­still non-existent in Brazil, ard according t: 


try is still far-away From this development because of TV set
 

(1ven though in 1964 S. Paulo's TV Tupi Associada,
cost prohWlns. 
America",no;sily .n1.iuratc. "the Ist color-TV station in Latin 

"Bonanza", whichtlh'c:'r w.s on'y ,program with full co'.1rs, 

aft_' ," ear r,,s,:iicd its B/W version beca.use of failure of the
 
inustry to sapp)y Color-TV sets at reasonable prices). 

118
 



RAI)O() - -

Radio in Brazil dates as far back as 1923, when the first 
broadcLsting station was inaugurated in Rio de Janeiro. In 
1930 there already existed 13 radio stations. The figure
 
totalled 650 by 1960, 


YEAR 


1930 

1940 

1950 
1956 

1960 


as shown below.
 

NUMBER OF STATIONS
 

13
 
69
 

292 
481
 
650 

Today, there are over 900 broadcasting stations throughout
 
Brazil, distributed as follows:
 

RADIO STATIONS IN BRAZIL
 

STATE NUMBER OF STATIONS 
CAPITAL INTERIOR TOTAL
 

ACRE 
AIA(LOAS 
AMAZONAS 
BAIl I[A 
ClAIA 
) 1 ;TI,',ITO F I.ERAL- IRASI LIA 

I.:SP IR ITO SANTO 
G0 1/\ 
(iANAARA 

MA RANIIA() 
MATO GROSSO 
MI\AS (.RAIS 
PAkA 
PARANA 
l'lil'J\IIj :) 
11 Al; 
RI JANlIRO 
RI (-RA Ii do 

) (IA.\I). ,..U 
R .I):N I A 
SA '*'AC.TAR] NA 
SA-) P :?,i) 
S : ,.(,

NOR'.'E 
SJL-

'l'l!i ; I'~,) A,,...A
T ~i 'i, .I()R A , i 

1 1 2 
5 4 9 
3 4 7 
5 23 28 
8 1.4 22 
4 - ,1 
4 5 9 
7 23 30 

20 - 20 
5 7 12 
4 -.2 16 

14 114 128 
8 3 11 

1 S :7 112 
7 .3 30 
3 .) 
2 36 
5 1 

j7 13.; 147 
2 - 2 

69 74 
19 8: 205 

-
3
I 

1'(j A,. 17 i 70t, 93' 
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NUMIUI( OF SETS --

There are no official data regarding the number of radio sets
 
in Brazil -- figures vary from one statistical table to 

another. The last estimate set the figure at around 15 million 
sets. Yet, in 1960, according to the Census, radio receivers 
could he found in 4,767,368 Brazilian homes, out of a total of 
13,17S,.172. Consequently, at that time, only 35.4% of the 

one radio. With the fast growingBra:ilian homes had at least 
developwent of the radio industry since then -- particularly 
transistors -- it is quite probable that today the number of 
homes with radio has increased considerably. One may even 
admit that in more developed urban areas -- such as in the 

has at least one radio on the average.South -- every home 

'Ti-I.rlVISION VP kS1JS RADIO --

ThL. ippou;ince of Television on the Brazilian scene had, of 
course, an immediate impact on radio. However, it soon became 
apparent that the facili-ties offered by radio as a mass 
communication medium could complement the novelty and entertain­
ment offered by television. By re-organizing their programming -­

with miore time devoted to music and news -- broadcasting stations 
not only managed to survive, but actually gained in importance. 
The fa;ct that from 1950 to 196(0 there was an increase of about 
123'; in the nwmber of Brazilian broadcasting stations is evidence 
o1f this development. 

RL.\tI dlF I;\M)1 IN 3RAZlI, -­

Celmer:i I v speakin.: , the reach o." radio in Brazil is local or 
r ,i: ohi . This rcLa lts -. rom the fact that very few stations 

hroadcast on short w,v., which would be required For covering 
a 'oIotrV the 'i :'L o 3razil. According to recent information, 
n' holut 5C, statt or. iave short wave transnis.;on equipment 
in; ii';, I.I. Ifowever, even those stations, that can claim 
na: in al coverage, have very little audience outside of their 
h oad,:a st ig a.rea , ht cause of local competiti.on. 

The ,ime cannot b2" said when it comes to the re-broadcasting 
ol .,Pec;a. events, p,.rticularlyoccer games. When this h-ppens, 
III: :mt;1'nois shori--Iong re-bro tdcast links are established
 
b,.,t *e ,idir1we,,iSi-. Paulo and 1'',c broadcasti*r' stations and
 
st;'t. ions iocated ii almost every corn,-r oF 3raazil.
 

IiI Ofpitttoe nit ialions in -he nation..; * 'overageoffered 
hv radic, It , :al;,uestionahie that in Braz I radio is a very 
pov i'fu *ve r.- .i r. media on a ioca, and regional level, 
p.,ll ii,,a r> icca,.,e of the ilimited TV coverage and the high 
r;,te ,1 1~terHy. 
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OWNIiR 6ROIJPS e REPRESENTATIVES --

Although to a lesser degree than TV channels, newspapers and 
magazines, radio stations also have their owner groups. The
 
most important of them are:
 

GROUP NIJMBER STATIONS
 

I.IMSSORAS COLI(;ADAS 29 
DIARIOS e EMISSORAS ASSOCIADAS 28 
RI'DE PIRATININGA 25 
CAI)IA VERDE e AMARE,,A 13 
o (;L.OBO 3 

Because of the size of the Brazilian territory, it would be 
impossible for all stations to sell time in the major marketing 
areas of S5o Paulo and Rio de .Janeiro, which are responsible 
for the largest portion of advertising.
 

Therefore, a system of radio station representation has developed
 
in Brazil, whcreby specialized firms represent one or more 
stalions located outside Sao Paulo and Guanabara. Some of 
these firms concentrate their efforts in the representation 
O1 broadcasting stations of a g.ven region, which enables them 
to offer regional radio coverage, when required. 

Otlien hold an interest in one or more radio stations of the 
interior, but also work as representatives for others, some­
tii,es including nevspapers. The following representative groups 
arc the most impor :ant: 

NUMBER STATIONS 
GROUPS REPRESENTED 

()%(;AN:ZAc(AO N. VAC1:DO t CIA. LTDA. (.'8 
RAI) INTER IOR 79 
PIiIZUIRA
ANVIil ) 

de SOIJZA t.7 
L13 

SO(: 'I I'AS 5s 
BAI I OSA I:1 1,110 3S 
(i .fA'- I1IBi.lCI DADE.' 
R!Y NFI"RAS 
R,Ai)I A;, 
M. A. A',.VAO 2 
R1')1i NACIOINAi. de D.VULGACAO 27 

.JOS.i S1QHIJt2 A 27 
1). . . 2 '­

W.r. Rl ilktUSENTACO i S 
i 6I NAIS 1., 
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AI..iRi ISING --

Outdoor facilities are available in major metropolitan areas,
 
particiiiarly in State capitals. The most common is the 16­
sheet poster, but 3-sheet and mini-posters can also be pro­
grammed in major State capitals. In addition, highway panels
 
can also be placed along the main roads of Brazil. Actually,
 
the majority of outdoor firms that have billboards for 16-sheet
 
posters also handle highway panels, to a greater or lesser
 
degree. The following cities and/or areas have outdoor facili­
ties available:
 

SAO PAULO 
RIO do JANEIRO
 
(;O IAN IA 
BRASILIA 
RECI FE 
FORTAL1, 'ZA 
PORTO ALEGRE 
PELOTAS 
SA>VADOR
 
BELO IORIZONTE 
CUR I TT BA 
LONDRINA
 
PONTA GROSSA
 

PLUS MAJOR CITIES IN THE INTERIOR 
OF THE STATE OF SAO PAULO AND RIO 
do JANEIRO. 

Tht, MOSt important outdoor firms are: 

)POCA
 

KARVAS 
1II BI IX 
1:SPACO 
K IMER 
.\ )V ER 
. VJLGAIDORA 

n-oRi PA 
*I;.TOLJX 

,AN Di IRANTES 
(;i ,AVI-S
 
'.\U1ARI'S
 
PROVENDAS 
MONTMARTRE 

te:,c. 

Co I owing are ai st ava il ec in major mc. r,, tan areas:
 
larle ) ii:. ,rus ,: taciiuim. usually ar- -sn'i .- ted fo.- on an
 

In a di t ion to the :LCtIor fad litie. ined above, the 

a ii~~ ] ,3d5 i ndl o ,'m.li fn conunct o~i w:t an t..xclusivc pro­

dud it .C:tlhli tihe stadium - (Aatarc: ica, for example)Ii:'uLo-
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one-sheet poster billboards in street car and buses; illuminated
 
signs, electric spectaculars, etc. It should be mentioned
 
that Latin America's biggest illuminated panel -- in tonnage -­
is to h' found in the city of S'o Paulo and the "running" sign
 
under the Sugar Loaf in Rio was the first of its type in the
 
world and its inventors have franchised or licensed such signs
 
in many cities, including New York.
 

CINEMA - -

There are over 3,000 movie theatres in Brazil -- 27% of which 
are located in the State of Sao Paulo -- with a total seating 
capacity of about 1,909,000. The advent of Television has had 
a great impact on cinema attendance. According to the State of 
Szlo Paulo Cinema Owners' Union, in 1955 the State had a total 
of 824 movie theatres, with a 570,000 seating capacity, record­
ing a total annual audience of 105 million people. In 1964, the
 
number of movie theatres in that State had risen to 886, seating 
capacity had increased to 667,500 but total audience had fallen
 
to 85 millions of people. In spite of this fact, the industry
 
must he secure, if one considers the number of new and luxurious
 
movie theatres that have been inaugurated in the past years,
 
particularly in the city of S'o Paulo.
 

Cinema advertising is regulated by Federal laws under which
 
advertising is permitted throughout the Brazilian territory.
 
In pra-tice, however, this is not true, because of superceding
 
municipal laws that forbid any advertising promotion in cinemas
 
ill specific cities or areas thereof. As it is prohibited, or
 
on y possible under the most complex and inhibiting formulas
 
('lile, "Half light" intermissions etc.) in the most important
 

:I:n markets -- S5-o Paulo and Rio de Janeiro -- major 
adx'erit ise rs have had very limited interest in such advertising 
in recent years. They claim that production costs are too high 
," 1h2 coverage that this typo of advertising can offer in 

areas less i,:portant than the cities of Rio and Sgo Paulo. It 
shotild he noted tnaia the cinema industry in these two cities 
ha:. been worring very hard towar-i the revoking of these legal 
restrictions, hut sD far without success. 

Th( above commcnts. :re ippiicabi to specific product advertising 
only'. O)i Ihe n.;t i uti onal - - pivol. i c reiat iors 1eve 1 , c inema 
is cSm n lv II!,C' as ai adv, rt is i -, media throlghout liraz iI By 
utS mri doctwi(enl;tmr "lms showing, :or instanc:, the development 
o1 their :idustr%' i.d :,s contriution to tie Brazi ian economy, 
majo.r n:0incer., m lra..c. 7o get tiCe r mes-S..ges through without 
viclatilmli tie ,,,. N".wsreels of inat ugu,-tions, ViP visitors, 
spccial .,venrs, e'c. -e other d cvices for ,civertising in 
c n1ea1.s. The.sk ,n hL )ne throig, severa, .4 in producers 
that,. inA dd0 ,. I !roducton;.c i ti e , a,* . o :er a circuit 
Ol I iiiu' eil /w , at iona * Or rejlio.1a * ieVe l -- for 
S thi't'xii i l I io l' t[ i LhlW, IrOduced .Cl h'SI 
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DIRIC:T MAIl, -­

an efficient
Though available, until recently Direct Mail was not 


and economical media in Brazil for two basic reasons:
 

(a) 	Deficiencies of the Brazilian mail system.
 

(b) 	 Lack of organization and know-how on the
 

part of Direct Mail companies.
 

In spite of these difficulties, the use of Direct Mail has
 
few years. Bonafide organiza­increased considerably in the last 


tions, some of them associated with major media owning groups,
 

have set up their own Direct Mail operations, using most modern
 
These


techniques and equipment, including electronic computers. 


entering into special agreements with Post
organizations are 

ensure
Office :]lthorities and other government agencies, to 


As a result of these
faster distribution and better coverage. 

Direct Mail activities are being intensified and
developments, 


it is expected that in the near future it will become a very
 

important advertising media in Brazil.
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APPENDIX I
 

SOFT DRINK ADVERTISING CAMPAIGNS
 

The following is a description of individual advertising
 
campaigns in support of the major soft drinks in Brazil
 
during 1970. Samples of these campaigns can be found in
 
Volume IIi of the attached C.I.N. report.
 

Current appeals of leading brands are aimed at youth, both
 
in copy and visuals. Young people having fun, enjoying the
 
pleasures of life (and youth) appear as a central theme.
 

COCA COLA - -

Media Strategy: Point of Purchase and Outdoor are the major
 
media used by Coke. TV and Radio are basic among orthodox
 
media, with equal shares. Magazines (color) are important as
 
well, with newspapers receiving only a minimal appropriation.
 

Copy Analysis:
 

A. STRATEGY -- To increase consumption, encourag­
ing people to drink it on all occasions and
 
situations where refreshment is indicated.
 

B. TIEMI -- "Things go better with Coca-Cola" 

C. INIAGIi (;OAL -- Coca Cola means fun and happiness. 
Ftisto e drunk on all occasions -- at the 

club, during parties, at meals, between meals, work 
breaks, etc. It tastes better. 

Family size bottles are especially convenient for 
hoer.c consumption, also more economic. 

PRI:SIENTATIOX ---

TV -- Young people at an outdoor party. Their fun
 
is inzer-upted by rain; they Yo inside an6 stiHl
 
have thu.r Coke.
 

.RAI) (O -- '1h.1-. gc better with Coca-Coli-. Coca-Cola 
-.. pcrmaneit exciting party C"ua a festa borbul­
hant de alegria"). 

MA(. 'IN.l -- 'jirce advert isements were published during 
thc 1ir.st half, of 1907. 
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One pictures a girl and a young man by a
 
swimming pool, having their Cokes. The copy
 
says that good moments are better with Coke.
 

The second demonstrates, through the illustration
 
of a girl and Coca Cola, that each bottle con­
tains 2 glasses of liquid. The copy states that
 
picnics, regular and light meals are improved with
 
Coca Cola.
 

The third pictures a Coca Cola bottle, a salad 
and a hamburger, saying that Coke is the right
 
choice for light meals anywhere, at any time.
 

All advertisements stress the gay image of Coca
 
Cola in their copy, as well as the economy aspect
 
of the family size bottle.
 

PIPS1 - COLA - -

Media Strategy: Point of Purchase/Outdoor and Radio are
 
the major media for Pepsi. TV accounts for only
 
half of what is spent in Radio. Magazines are of
 
a minimum importance, even when compared with 
newspapers. (This may be attributed to the fact
 
that their entire exposure pattern is being re­
vised in light of launching Pepsi in the Rio
 
market son) . As for Promotioa versus Advertising, 
Pepsi foilows the Coca Cola pattern.
 

Copy Analy'sis: 

STRATEGY -- To obtain initial recognition. 

To improve attitude of people toward 
the brand. 

To improve brand image. 

T'NIFiM -- "Life is bettcr with Pepsi" (The 
Portugtuese phrase does not translate literally to
 
iing1 i sh) 

IMAGE GOAL -- Pepsi is a gratifying, delicious 
"7~ii '~f t drink. 
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PIIjSIiNA'I'TIONS --

TV -- The basic advertisement is the TV commercial.
 
of a jingle saying that Pepsi (and
It consists 


life with Pepsi) has a difference: taste -­
a picnic on a
illustrated with young people at 


beach, byasunset. They are eating barbecue.
 

RADIO -- Same jingle. 

of a girl eating a barbecue
OUTDOOR -- Reproduction 
(take off from the TV commercial) with the theme 

"Con Pepsi a vida tem novo sabor."phrase: 


secure
The only sample we were able to
MAGAZINES --

an isolated
during the first half of 1967 is 


an element of the current
advertisement, not 

Its title: "Magic.. .pleasure".
campaign. 


Illustration: a magician pouring Pepsi up into
 

a glass.
 

CRUSH - -

Point of Purchase Outdoor, TV and Radio
 Media Strategy: 
for equal shares of Crush's budget.
account 


Major effort is dedicated to advertising, with
 
limitations.
little promotion, because of economic 


Copy Analysis: 

a basic difference: it
STRATEGY -- Crush has 

is produced with small proportion . natural
 
trans­orange rruits. Advertising is trying to 


form th s into an advantage, c~aiming that Crush 

is the only one containing natural juice.
 

orange today? ItTIINMWA -- Did you drink Crush 
is excelxent 

is a "young' so Ft drink --MAG>: GOAL, -- Crush 
is happi ly :Irinking a de. icous 

made with naturalLr,'usi, ne 1nyL soft Jirink 

orange Juic,. 

PRtjSINTATION -­

tc '11 ino t rack . On 
As .,sua , -,id i ng Ie i s* o 

and enjoy t ,c,;Ce in a garden.
TV, young peopli)e dance 
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--

BRAIIMA GIJARANA --

Media Strategy: Basic media are newspapers. Apparently,
 
a loose advertising
poor Tfark-TeTting "expertise" results in 


lack of creation making it rather difficult to
planning and 

guess any advertising strategy at all. However, it should
 

be noted that both Brahma and Antarctica as the major brewers
 
their weight in promoting
and distributors of beer can use 


Guarana sales. 

Copy Analysis:
 

Brahma Guarana's advertising is neither
 
regular nor conspicuous. A sample (newspaper)
 
secured by us features an Indian, stating that
 

Indians believed that the Guarana tree provided
 
a tonic and stimulating.
a beverage which was 


ends with the phrase: "healthier -- refreshing --It 
tastes better -- it's better for you. Attention, 
sports fans: Listen to Brahma's soccer games on 

Radio Record." 

ANTAR(:TICA GUARANA 

which said for Brahma'sMedia Strate y: Amost everyth4ng was 


Giarana can eC'rCieated for Antarctica's. The latter, however,
 

is using televisi,,n as well. For years they have only used
 
It is understood they
advertising agencies for special ads. 


wi Ii use an agency in 1968 for several products "as an experi­

meit" 

Copy Anal si. 

11 seemt- that Antarct ica is, in a way, trying to 
emul ate the performance of international brands 

Core and Pepsi. They are nroducing cam­such a.s 
paiigns of a higher creative level than Brahma. 
Th e esnraI "atmosphere"of their TV and Radio 

adver;-I It I., correspords to that of a "young", 

N, p roL' IU1 image; young people are presented on 
a swimmingt he TV .:ommercial, drinking Guarara by 

poo. . iowever, the cverall effect is felt to be 
than that o. roe or Pepsiof ,i p)L-.-er quality 

ing. Its ma-or concern, -owever, seemsIdve:t 
'CO ,e' W1-1'" rGu1ranas and the rub-.inas, since they 

stdtL, -iat theirs is the best Guarana. 
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Their TV and Radio jingle say that:
 

"Whoever drinks Guarana Ant­
arctica crinks the best
 
guarana that exists".
 

The speaker mentions flavor, quality and
 
purity as well.
 

FANTA --

Media Strategy: Fanta is the orange flavor soft drink from
 

Coca Cola. Its budget and planning are a by-product of Coca
 

Cola plans and strategy. Its advertising, as a consequence,
 
is regular although less in volume, of course. Its distribution
 

is secured by Coke.
 

Copy Analysis:
 

We obtained only two samples during the first
 
six months of 1967:
 

A. 	 NEWSPAPER -- Selling Fanta's family size
 
bottle.
 

B. 	 RADIO -- A jingle tells you to drink
 
'fT-r-ania Fanta" (which sounds in Portuguese
 
both like "Fanta Orange" or "orange Fanta")
 
at every hour and repeat it, because it is
 
"...so delicious... it's fun to be thirsty"
 

Fanta has a slogan: "A product of (your)
 
bottler of Coca Cola." 

Is 



APPENDIX J
 

- FOUR CITIES

ADVERTISING AND PROMOTION BUDGET ESTIMATES 


General Comments
 

appendix presents estimates of the cost of 
advertising


This 

and promotional materials which would be required 

to launch
 
four metropolitan areas:
 and sustain sales of a soft drink in 


Recife, Campinas, Curitiba and Porto Alegre.
 

In principle, the programming and frequency of exposure is
 

consistent with that required, and successfully 
employed, in
 

"area" marketing of consumer products in Brazil and where
 

(through national magazines) is anticipated
no national cover 

during the first year of operations.
 

areas under con-
Obviously, the availability of Media in the 


sideration conditions costs.
 

assessment of effective
Firm statistics on which to make an 

calcu­

relative 	cost per thousand are fragmentary. For these 


CJN used Media which they believed to be most ap­lations, 	 as
 agency experience and such statistics
propriate based on 

were available from Marplan.
 

Note: The equivalent of "Standard Rate and Data" does 
not
 

are
exist in Brazil. Audited circulation figures 

leading national magazines
only available for the 


Statistics on
and major metropolitan newspapers. 

Rio and Sao Paulo TV audiences are reliable, which
 

for TV stations in
does not necessarily hold true 

other areas.
 

To establish estimatec costs, a nypothetical launching
 
months were
period of 	15 days and a sustaining program of 11 


The pattern of exposure during the ii months of
assumed. 
 unknown
the sustaining period would of course depend on The
locale "hat would condition the rhythm.
factors en 

result is estijiatei global figur- for the 11-month period.
 

It shouid be carejully noted that the costs set forth are
 

based on rate carus as oL March, 1968 and it must be as­
tae end of 1968 that Media rates in general
sumed tnat be ,e 


will follow the present inflationary trend of approximate
 

2 t) 3'% per monl: although the rate changes may come as a
 
con­delayed reaction. This is a most important factor to 

sider when establishing the project feasibility, estimating 

cash flow, and pricing product - particularly in light of 

Government interference. 
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Programming 

IPrograniming for the four cities would be identical except for
 
Campinas where no TV is available.
 

Newspapers: Basic ads of 240 cms. for launching (6 columns 
by 40 cms.) and 100 cms. (4 columns by 25 cms.) for the sus­
taining program would be used. During the launching period
 
two 240 ciiis. ads and two 100 cms. ads would be placed. During
 

the 11 months of sustaining period an average of two insertions
 
of 100 cms. per month would be employed.
 

Television: Films of 30 seconds would be used for both launching 
and the sustaining program. During the launching period 3 com­
inercials per day during prime time would be used. For the 30 
days thereafter 2 spots per day. During the following 10 months 
two coimiercials per day on alternate days (total 15 days per 
month) would be the average programming. 

Radio: 30 seconds spots would be employed during the launching­
and sustaining period using a similar strategy as in TV: during
 
the launching 15 spots per day followed by 10 spots per day
 
during a 30-day period and for the following 10 months an
 
average of 5 spots per day. 

Outdoor: The use of outdoor would vary city by city due to avail­
ability of space. 16 sheet posters using a 15-day time segment 
would be used and in principle the posting pattern would be as 
follows: one during the launching period; one 30 days later; 
one every other month for the li-month period - total 7 postings. 
In principle this would utilize 150 hordings in Recife, 120 in 
Curitiba, 100 in Campinas, and 200 in Porto Alegre. 

Me d i a 

IZCI "1:1 

Newspaq.pers: Jorna. do Commercic/Diario da Noite e Diario de 
P'e rnambuco 

Radio: Radio Jornal do Commercio e Radio Tamandare 
Television: TV-Jornal do Comercio e TV-RaAio Clube 
Outdoor: Bande'.rantes Out-door
 

CUR1 TI BA 

Newspapers: Gazeta do Povo/Di.ario da Tarde e Estado do Parana/ 
Tribuna 

Radio: Radio Independencia e Radio Clube Paranaense
 
Television: TV-Parana, TV-Paranaense e TV-Iguassu 
Outdoor: Publicidade Rodofer e Montmartre Public
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CAMPINAS
 

Newspapers: Correio Popular e Diario do Povo
 
Radio Educadora e Radio Publicidade e Cultura
Radio: 


Outdoor: Empresa de Propaganda Epoca
 

PORTO ALEGRE
 

Correio do Povo e Diario de Noticias
Newspapers: 

Radio Guaiba e Radio Gaucha
Radio: Radio Itai, 


TV-Gaucha e TV-Piratini
Television: 

Outdoor: Soripa Publicidade e Helio Lux Ltda.
 

Purchase Material - Disposable and Semi-PermanentPoint of 


These materials would be used as indicated and budget wise the
 
(normal in Brazil) to Media
percentage cost would bear a relation 

were established based
expenditures. Therefore, rough figures 


rule of thumb and experience in the areas under consideration.
on 

A more realistic figure can only be projected at such time as the
 

been selected and the local bottler establishes his
city has 

to
marketing pattern, which will determine the number of outlets 


volume of materials required. In
be served and indicate the 

light of a more definite sales goal, a per case expenditure
 

would be determined.
 

In the case of Campinas as previously noted, there is no TV
 

coverage. Therefore, comparatively, all types of POP must be
 

given more emphasis in compensation to insure adequate product
 

support.
 

noted that many factors will condition the
It should also be 

use and volume of semi-permanent POP such as the availability
 

of power, servicing, space, etc. 

are
For a basic appraisal of costs for semi-permanent POP there 


shown below seine of the current unit cost for this material
 

based on low volume purchases:
 

Cost
Type Format 


1,80 x 0,90 (1 face) US$171.88
Acrilic signs 

1,00 x 0,50 (2 faces) 46.88
F " " 


Flange or angle sigis (metal) 1,60 x 0,40 (2 fac,.s) 2.00
 

Suspended signs (metal) 0,63 x 0,33 (2 faces)
 
6 colors 0.32
 

Store front sign with dealer's 2,00 x 1,00 (1 face) 9.69
 
2 colors
name (metal) 


Metal wall signs
 
vertical or horizontal 1,00 x 0.33 (1 face)
 

6 colors 1.97
 

(iveni the above factors, the estimated budgets are presented as 

() I I ows 
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http:US$171.88
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APPENDIX K
 

RESUME' OF BRAZILIAN LEGAL REQUIREMENTS FOR THE
 

ESTABLISHMENT OF A SOFT-DRINK COMPANY
 

Specialized Requirements for the Soft-Drink Industry 


1. 	Any food product to be sold in Brazil must be registered
 
with the Ministry of Health as described in Appendix L.
 
The condition for approval is normally only that the
 
product be harmless to health. The registration is
 
usually easier if the product has already been licensed
 
for sale in another country.
 

2. 	The trademark must be registered at the same time as
 
the product. Trademark registration is long and in­
volved if there is any question of trademark infringe­
ment.
 

3. 	There are certain detailed requirements for any physical
 
that the walls
installation where food is handled (e.g., 


be tiled up to a certain level). These must be taken
 
into account in plant construction.
 

4. 	The present I.P.I. tax on Soft-Drinks (22-02, clause 1)
 
is 10%. See Taxes below.
 

Establishing a Cornoration -­

A:;suming that a corporation or limited liabi.ity company is 

established, it must be registered as follows. 

- Filing of tie By-Laws in the Commercial Council 
of the State (Junta Comercial do Estado); 

- Registration in the General Register of Taxpayers 
(Cadastro Geral de Contri.buintes) of the Finance 
Ministry; 

- Registration, as taxpayer of the Tax on the Circulition 
of Goods ([:nposto de Circulacao de Mercadoria) with 
the Finance Department; 

- Registration as taxpayer of the Tax on industrialized 
Products 'Imposto do Produtos Indust-Iakizados) Iith 
tile Federal Collector's Office; 
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Inscription of the commercial books in the Com­
mercial Council and of the fiscal books in the
 
respective fiscal departments;
 

Registration with the Regional Labor Court (Delegacia
 

Regional do Trabalho);
 

Payment of Union taxes;
 

Registration with the National Pension Institute
 
(Institute Nacional de Previdencia Social);
 

Request to register the name of the company and
 
its' trademarks with the National Department of
 
Industrial Property (Departamento Nacional de
 
Propriedade Industrial);
 

Registration with the Municipality to obtain a
 
license to operate and advertise;
 

Registration of stock shares in the Stock Exchange.
 

Taxes - -

The Tax on Industrailized Products (I.P.I. - formerly 
Consumption Tax) is due to the Federal Government 
upon shipment of industrialized products from the
 
plant.
 

With the purchase of raw material to manufacture
 
the product, the tax paid on this purchase is cre­
dited. When the product is shipped from the plant
 
the tax is then debited. In cases where the tax
 
on the shipment exceeds that paid on the purchase,
 
the tax due is payable to the Federal Collector's
 
Office within 45 days of the last day of the month
 
covering the operations. This procedure is followed
 
monthty. In cases where the tax on purchases exceeds
 
that on shipments, a credit is carried over to the
 
next month.
 

The Tax oil -he Cirulcation of Gods (formerly 
Sales F,Con:signment Tax) is due to the State, also 
on shipments from the plant.
 

This tax is one only and is 15% at present on th,:
 
total value of the transaction with no assessment. 
However, on the IPI portion applied to the products, 
the tax procedure is the same as adopted for the IPI 
r.intioned above. The I1CM paid on the purchase (f raw 
materials and other products used in soft drink,, is 
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credited and debited by the sales (excluding
 
the IPI portion). Whereas the IPI payment is
 
based on the monthly movement and within 45 days,
 
tile ICM payment is based on the fortnightly move­
ment and within 5 working days.
 

The income tax is collected on actual profits earned
 
during a 12-month period of operation (one year)
 
as shown on the Balance Sheet, which must be duly
 
prepared.
 

The income tax rate applied at present on actual pro­
fits is fixed at 33% (thirty-three percent). However,
 
reductions of this tax are allowed according to the
 
tax policy in effect, provided the taxpayer adopts
 
the "price contention" systems established by the
 
Federal Government (CONEP).
 

The so-called "tax privileges", created by the Federal
 
Government to stimulate the development of certain
 
zones or activities of the country -- such as SUDENE,
 
SUDAM AND SUDEPE -- allow a 50% application of the tax
 
owed in these development organizations.
 

The Municipal taxes in force are two: a) on Services
 
of Any Nature, and, b) on Operation and Advertising,
 
which is really a fee applied by the Municipality on
 
the plant, considering its location and the advertising
 
made by the taxpayer.
 

(It should be noted, while on the subject of taxes
 
and fees, that plants located within the SUDAM (Amazonia)
 
and SUDENE (Northeast) areas, are allowed certain
 
specific tax privileges granted by the Federal Govern­
ment with respect to Income Tax and Tax on Industriali..ed
 
Products, in addition to favoring the importation
 
of machinery and other products required to set up a
 
plant. On the other hand, even outside thos" area;,
 
there are certain Municipalities that grant exemption
 
of Municipa'. taxes for certain periods (5, 10, 20 years)
 
to the plan,:s built in their respective countries.
 
ft should he noted that, in this case, the tax pr.vileges
 
extended to such plants would be the buil'ding and land
 
taxes, scrv.ces, and tax on operation and advertising.)
 

Finally, th2 labor and pension contributions to b.
 
made by industries in Brazil should be mentioned.
 

These con-rLIutions represent at present 80 to 85
 
(eighty-five percent) of the monthly payroll and must
 
he paid on tne month following that of the payroll; a
 
portion is of the company's responsibility at the time
 
the employees are dismissed.
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APPENDIX L
 

REGISTRATION OF FOOD PRODUCTS IN BRAZIL
 

1961 is the basic document on registra-
Decree 55871 of March 26, 

tion, especially for food additives. The regulations should be
 
changed in the near future, however, because studies are being
 
made for the regulation of the Brazilian Code of Food Products
 
(Decree Law 209 of February 2, 1967).
 

The Institute Adolfo Lutz was officially given the job of analyzing
 
the sale of food products by the Ministry of Health, under
 
Decree 49.947-A of January 21, 1961. Registration of a food
 
product will be granted by the Central Laboratory of Control
 
of Drugs, Medicinal Products and Food Products of the Ministry
 
of Hlealth (LCCDMA) upon receiving favorable results of tests
 
made by the Adolfo Lutz Institute (IAL).
 

The Ministry of Health (LCCDMA) requires information as to the
 
product formula, the process of manufacture, chemical additives
 
and samples of the product. For industrialized products the
 
Institute Adolfo Lutz requires the petition to be submitted in
 
Portuguese according to a specified model, with four copies of
 
the text of the product labels and four copies of the formula
 
of the product and with the principal components and methods
 
of preparation. The information should be as detailed as pos­
sible, that is, whatever is necessary for complete understanding
 
of the product.
 

The information supplied the Institute is kept confidential as
 
well as the analysis and respective results. Samples are sent
 
directly to the Technical Department of the Institute.
 

For soft drink beverages, the applicant should supply 6 (six)
 
bottles of the same. For other products they would request
 
6 (six) cans, boxes,. etc., or a reasonable quantity for analysis
 
if it is to be sold in large amounts.
 

Once the analysis of the product is made, the results are sent
 
to the competent department of the Ministry of Health, which is
 
the LCCDMA (Central Laboratory of Control of Drugs, Medicinal
 
and Food Products) for registration if the results are positive.
 

Chemical additives used must be previously registered with the
 
LCCI)MA. If the additives are not already registered, applica­
tion should be made to the CFPA (Permanent Commission of Food
 
Additives), as specified in Article 3 of Decree 55971.
 

Some "concentrates" used in Coca-Cola, Crush and Grapette had
 
to be registered with the LCCDMA prior to the registration of
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the soft drinks. Once the product is registered at the LCCDMA
 
it can be marketed, no other registration being necessary.
 

The Instituto Adolfo Lutz says that an average of 60 days is
 
needed for their analysis. Thirty to sixty days more would be
 
necessary for final registration at the LCCDMA.
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APPENDIX M
 

COMPOSITION OF
 

NON-FAT DRY MILK, EXTENDED MILK AND
 

MONSANTO PROTEIN EXTENDER
 

Non-Fat Extended Monsanto
 

Dry Milk Milk Protein Extender 

Protein (%) 36.9 36.9 36.9 

Carbohydrate (%) 51.0 38.2 25.4 

Fat (%) 0.90 12.0 23.1 

Ash (%) 8.5 6.4 4.3 

Iodine (mg/100 g) 0.07 1.1 2.1 

Calcium (mg/100 g) 1,310. 748. 186. 

Iron (mg/100 g) 0.6 4.2 7.8
 

Phosphorus (mg/100 g) 1,020. 771. 522.
 

Sodium (mg/100 g) 450. 225. 1.0
 

Potassium (mg/l00 g) 1,745. 1,638. 1,532.
 

Thiamine (mg/100 g) 	 0.35 0.6 0.8
 

Riboflavin 'mg/100 g) 2.0 2.1 2.2
 

Niacin (mg/100 g) 0.9 1.4 1.9
 

Ascorbic Acid (mg/100 g) 9.8 10.0 11.0
 

Vitamin A (I.U./100 g) 36.3 69. 102.
 

Copper 0.05 0.26 0.50
 

(a) 	Above values are for dry materials by weight.
 

(b) 	The extended milk contains equal weights of Monsanto
 
Protein Extender and non-fat dry milk.
 

Ml
 



APPENDIX N
 

MARKET RESEARCH FIRMS IN BRAZIL
 

INSTITUTO 	 de FSTUDOS SOCIAIS e ECONOMICOS (INESE)

Rua Quintino Bocayuva, 161
 
S o Paulo
 
TE I: 53-40-89
 

36-59-47
 

(1)r. Octavio de Costa Edvardo)
 
(Affiliated with Market Facts Roc Internatiorjl
 
of New York & Chicago)
 

RIO de JANEIRO'OFFICE: 	 Rua Mexico, 21
 
TELE: 42-4776
 

TNSTIrUTO 	de PESQUISAS de OPINIAO e MERCADO (IPOM)
 
Av. Franklin Roosevelt 39,
 
Rio de Janeiro
 
TELE: 35-02-62 

(Maxim A. 	Castelnau, Manager)
 
(Affiliated with International Research 
Associates, Inc., of New York)
 

SAO PAULO 	OFFICE: Rua Barao Paranapiacaba, 93
 
-.
sala 33 


TELE: 35-0262
 

jIjItQIJISAS 	 GALLUP 6e BRAZIL 
Rue Germaine Bu--hard 324 
Perdizes, 59o Paulo 

(Mr. ;Nernani Donato) 
(Affiliated with Gallup International & 
Uruguayan Institute) 
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MARP.LAN 

LTDS. 
I'ES( UI,,S e ESTUDOS de MERCADO,

53- andarRua 24 de Maio, 

Sio Paulo
 
TELE: 32-1543
 

(Sr. Dalton de Souza)
 

Av. Almirante Barroso, 72
 RIO de JANEIRO OFFICE: 

sala 405,
 
TELE: 32-6551
 

TECHNICOS- ESTUDIOSPAUI,1)ING S.A. 
Av. Presidente Wilson 165,
 
Rio de Janeiro
 

(Mr. R. L. Harmon, President)
 

(Primarily technical & financial 
surveys- also market studies).
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