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       1950  1990    2004   2012 • Developed Markets 

• Dot Com Markets 

• BRIC Markets 

EVOLUTION OF THE CONTEXT: Which customer??? 

Goizueta Business School-Emory University 
2012 



6 Doing Business Argentina 
2012 

DISTRIBUTION SYSTEM  

BENCHMARKING LATIN AMERICA 
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So what does a BRIC country look like? 
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Number of Food Retail 

A.C Nielsen 
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Channels Structure Evolution 

Europe 

HYPER SUPER OTHER SELF TRADITIONALS 
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Channel Structure Evolution in Argentina 

SELF-SERVICE TRADITIONALS 
(MOM&POP STORES, SPECIALTY STORES) 

SUPERMARKETS 

Source: Nielsen Retail Index – 81 categories  
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CONSUMPTION 

EVOLUTION IN ARGENTINA 
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So what does a BRIC country look like? 
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GDP Evolution (in million constant $) 
 

Source: World Bank 
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This includes food / non food 

Consumption Evolution in End-consumers (Total Argentina) 

Source: World Bank 
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Market Evolution (in volume) 

Source: ACARA 
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THE ARGENTINE CONSUMER 
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So what does a BRIC country look like? 
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The Social Economic Level Index 
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Profile of the Social Economic Level groups - 1996 

Employment 
 
 
 
 
Automobile  
 
Nº of goods X   
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High School (Compl) 
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• Entrepreneur 

• Senior 
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• Shop floor worker 
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•  Middle/low staff 

 

96% 
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Social Economic Levels - 1996 
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Social Economic Levels 1996 (1 peso = 1 U$D) 
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Social Economic Levels - 2007 
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5 

30 

C2=$6.600 

C3=$3.100 

Consumption basquet 
$3.500 

Source: CCR 

25 

20% 

80% 

Social Economic Levels 2007 (1 peso = 3.20 U$D) 

Households mean 

Income per month 

25 

Poverty line $1.000 

15 
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Social Economic Levels - 2010 
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Social Structure 2010 (1 peso = 3.80 U$D) 
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MYTH or MYTH-STAKES? 
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So what does a BRIC country look like? 
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 The poor are poor 

 

 The poor dislike brands 

 

 The poor are low-tech 

 

 The poor are scattered 

 

Myths on the BoP 
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Source: de Soto, 2000 

What’s below the Formal Economy? 
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Size of Food mkt (In millions of $ tax incl.) 

Source: AC Nielsen 
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Market potential 
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 The poor are poor  aggregated consumption value 
(60%) > upper-class (40%) 

 

 The poor dislike brands 

 

 The poor are low-tech 

 

 The poor are scattered 

 

Myth-Stakes on the BoP 
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- New products, more 
expensive (up to 135% 
more) and still in 
constant growth.  

Source: AC Nielsen, 2003 

% of Brands 
 
 
 
 
 
 
 

31 31 

55 
41 

Bever
ages 

Staple 
foods 

Non-
staple 
foods 

Cleani
ng 
items 

“Are of better quality than the 
b-brands” 

“They show higher performance” 

“There is no longer such price 
difference.” 

“I always find them” 

“They give me more choice 
alternatives” 

71 

36 

24 

18 

11 

Reasons: 

Doing Business Argentina 
2012 

 

Brands Situation 
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 The poor are poor  aggregated consumption value 
(60%) > upper-class (40%) 

 

 The poor dislike brands value for money is 
particularly relevant in this segment 

 

 The poor are low-tech 

 

 The poor are scattered 

 

Myth-Stakes on the BoP 
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 The poor are poor  aggregated consumption value 
(60%) > upper-class (40%) 

 

 The poor dislike brands value for money is 
particularly relevant in this segment 

 

 The poor are low-tech frog leaping  

 

 The poor are scattered 

 

Myth-Stakes on the BoP 
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 The poor are poor  aggregated consumption value 
(60%) > upper-class (40%) 

 

 The poor dislike brands value for money is 
particularly relevant in this segment 

 

 The poor are low-tech frog leaping  

 

 The poor are scattered current distribution systems 
were designed for urban upper-classes 

 

Myth-Stakes on the BoP 
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 The poor are poor  aggregated consumption value 

(60%) > upper-class (40%)  attractive market 

 The poor dislike brands value for money is 

particularly relevant in this segment  brands are 

guarantees thus need to understand the values of the 

segment 

 The poor need low-tech  frog leaping  rather than 

watered-down solutions use high-tech to reach the 

segment 

 The poor are scattered current distribution systems 

were designed for urban upper-classes  need to re-

design distribution systems 

Beyond Myths on the BoP 
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Video Cases 
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Videos BoP 

Introducción de Prahalad 

Casas Bahia 

Cemex 

Salt Hindustan Lever Limited 
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Solution 

Social Economic Factors 
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Acknowledging need 

Seeking Information 

Identifying Alternatives 

Evaluating Alternativesa superior product at a cheaper price 

Buying Decision 

Post Sales Experience delight 

Superior 

Product 

Social Economic Factors 
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