
Leveraging the strength of the 
brand

Rodrigo Lacerda



Total customer focus!

Our customers

Knowing our customers

Carrefour customer perception

Our future: “Solution” Brand



Our customers



Great customer traffic to build on

644 million visits to our stores every year!

328,653,000 tickets per year ...

1.96 people in each ticket/ visit ...

Today almost 2 million people will be visiting our stores !!!



Covering each segment of a growing 
market

Major metropolitan 
region

Socioeconomic 
segments

Ages

Spectrum of needs

Consumption 
occasions

U$ 19.384

U$ 6.544

U$ 2.818

Brazil Average family income
(annual)

15%

46%

39%

A/B

C

D/E

Classes Brands In all…

Source: ABEP- Associação Brasileira de Empresas de Pesquisa - 2003
Based on  Socio economic research - 2000 - IBOPE



Knowing our 
customers



Client needs and expectations are 
feeding our business model

Ongoing feedback of our campaigns & operations

Call Center / E-mail / Chat on line, Discussion groups with customers: every 
month in each store, Carrefour blog, Consumer database/ BI (Private Label Card)

Tracking consumption behavior, attitudes and perception

Trend studies and U&A

Deep understanding of our consumers: ethnographic research



CUCA: building trust with the 
customer 

Leverage the brand through a differentiated 
“relationship building process” and 
communication

Orient consumers to buy in an intelligent and 
smart way

Stimulate consumer interaction in all Carrefour 
touch points (SAC, blogs, etc.)

10 commandments …



CUCA: leveraging the contact points

Customer 
Service

245,475 contacts

Blog CUCA
223,819 visits

Customer 
Meeting

1,350 customers
/ 150 stores Research

Field / Trends

Carrefour 
Website

2,445,806 visits

Numbers of Contacts – Total Period (Jan-Apr)



“CUCA” Video



Carrefour customer 
perception



Strong gains in brand image 
perception

2008

Multiformat & Services

Closer, younger and modern

Communication generates 

recall, affectivity and connection

Attraction through the power of 

the brand

Intangible values associated 

with the brand and fair price

Hypermarket

Cold and distant

Low recall and more 

rational communication

Attraction through

promotional approach

Price and Products

2004



The strength of the Carrefour Brand 
and the differentiation proposals …

The Carrefour 
Brand Equity is so 
strong that it 
enables successful 
brand declinations 
to other formats 
and services …



The supermarkets gained competitive 
advantage through the Brand transfer

Promotions, offers

Advertising

Folders, leaflet

Card, Loyalty program

Quality of fresh products

Choice

New products

Product availability

Products’ localization

Areas’ distribution

Staff dedication

Employees’ care

Customer servicing services

Options of shopping

Access to store

Security

Modernity

Shopping experience

Preferred banner

Young/old

Friend / distant

Happy/ serious
High/popular class Prices

Champion Bairro Nível 0



Growing consumer recognition

Sources: Folha de São Paulo, Consumidor Moderno, Reader’s Digest and Meio & Mensagem



Our future: The “Solution”
Brand



How do consumers spend?

Public services 
and tariffs 

Total Expenses
11%

Transportation
Total Expenses 

12%

Food 
& Drinks

Total Expenses
18%

Housing/rental
Total Expenses

13%

Health
Total Expenses

7%
Clothing

Total Expenses
6%

Leisure
Total Expenses

4%

Out of Home 
Food & Drinks
Consumption

Total Expenses
5%No Carrefour 

Presence

Source: Latin Panel

Medium Carrefour 
Presence

Strong Carrefour 
Presence



Consumers spend most of their 
additional income in services and 
conveniences

Access to 
credit

Car
insurance



Portfolio strategy: high growth 
potential and a competitive value 
proposition …

FORMATS A B C OCCASIOND

STOCK-UP

MONTHLY 
PURCHASE

WEEKLY 
PURCHASE

CONVENIENCE

WEEKLY 
PURCHASE

SERVICES

…for each target segment



We have a sustainable leadership…

Almost 2 million people visit our stores 
every day

The strongest brand

Winning value proposition (format and 
services)

How we translate all these to our stores? 






