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Constantlyevolving,the Brazilianfranchisingmarket is a great generator
of brandsanda role modelof innovation. Basedon the 2019data released
by the Brazilian Associationof Franchising,Brazil has 2,918 franchise
chains,and the segmenthad a 6.8% increasein earningscomparedwith
2018.

Today,however,Brazilianfranchisingentrepreneursare focusingnot only
on growingand conqueringthe world, but alsoon a muchseriousconcern
in the global market: COVID-19 and the impactsof the pandemicon the
franchisesegment.

Whether developing their own initiatives or following examplesfrom
others,Brazilianfranchisebrandsare finding waysto go through this crisis
as best they can, alwayssafeguardingthe health of their customersand
employees. Innovation,agility andadaptivecapacityare the major alliesof
the Brazilianfranchisingsegmentright now. Investingin digital alternatives
hasshownto be crucial,and communicatingassertivelynot only with the
endcustomerbut alsowith franchisorsandinvestorshasshownto bevital.

Onthis e-book,FranchisingBrasilτa programfor the internationalization
of Brazilian franchise brands carried out by means of a partnership
between the BrazilianAssociationof Franchising(ABF)and the Brazilian
Tradeand InvestmentPromotionAgency(Apex-Brasil)τ bringsinitiatives
and casesof Brazilianfranchisechainsduring the pandemicin different
fields of operation. On the next pagesyou will find information on great
brands in beauty, health, education, food and fashion, and what each
franchisehasbeendoing to provideservicesto customersand franchisees
in a remoteandsafeway.

Havea goodread!
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Bruno Amado
Executive Manager of Franchising Brasil
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While we focuson our mentaland physicalhealth,taking care of our self-

esteemis also extremelyimportant,evenduring the quarantineperiod. Thissegment

continuesat full throttleand, like others,had to reinventitself to keepgoing onat this

difficult moment. Someexamplesin this industryare Yes! Cosmetics, a Brazilian

beauty productscompany; Instituto Embelleze, dedicated to the qualification of

wellbeingprofessionals; and theBoticárioGroup, a giant in thebeautyand cosmetics

sectorthatsellsa wide rangeof products.

Sincestoresare closed,the biggest challengefor beauty franchisestoreswas to

reconnectwith their customersand emphasizethe importanceof their products.

Additionally to the onlinesalesthey were already usedto explore, the companies

startedusingthe delivery system,thusmakingtheentireprocessfaster and improving

customerloyalty by providinga high-qualityservice.

Thatõsthe solutionfoundby O Boticário, whichmet with its franchiseesover the past

few weeksto improvesuchsystem. For theMotherõsDay campaign,the brand got

evencloserto its customersvia WhatsApp. Thecompanytook advantageof the omni-

chat,a virtualassistantthat identifiescustomersõneedsand transfersthemto the store

nearestto their homes,so that employeescan proceedwithcustomersõorders. Each

storetakesthe responsibilityof interactingwith customersand managingthe logistics

for delivery. AndréFarber,vicepresidentof franchisebusinessof theBoticárioGroup,

says that the companybelieves the key is the close communicationit has been

maintainingwith itsbusinesspartnerssincethebeginningof thecrisis. Headds:òAfast

decision-making,safeguardingthe health of employeesand ensuringa sustainable

businessfor the Group and the franchisees,certainly contributedto increasethe

reliability of the managingcommitteecomposedof severalareas that are crucialfor

thecontinuationof theplanó.
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André admits that the daily routine and

the way people buy things changed

dramatically becauseof the pandemic,

for every company belonging to the

beauty segment. O Boticáriohas learned

what to do by observing its customersõ

behavior and what other countrieswere

doing to deal with the virus. The brand

identified the different waves of the

pandemic and the urgent need of

personalhygieneproductsduring the first

oneñ on its online store, the company

sells items suchas hand sanitizersand

soaps. ThenO Boticáriostarted focusing

on productsfor the skin,hair and makeup

for the eyes. òAcloselook at consumerõs

needsmustalwaysguideouractions,from

portfolio to communicationand serviceó,

explainsAndré.

The Boticário Group informs that its

administrativeemployees,who are not

involved in manufacturingand logistic

operations,havebeenworkingfrom home

sincethebeginningof thequarantine.

Thathasbeenthe standardprocedurefor

companies,as well as actionsaiming at

the maintenanceof employment. By using

strategies of collective vacation,

compensatorytime off and paid leaves,

the group hasbeen makingall efforts to

maintain all employees while

safeguarding everybodyõshealth. The

company says it donated personal

protection items suchas hand sanitizers

and face masks to over 12 thousand

peoplewhowork in thegroup.

òPlanningthe future by taking all careful

actions that may be taken now is a

strategy that ensures business

sustainability. It is important to pay

attentionto the signsthe marketgivesyou

and to what your customersare saying.

You have to understandthat this is an

atypical momentthat everybody is going

through, and that it requires a bigger

commitmentfrom all people. We have to

provide good serviceswhile following

safety and health guidelines. Crisis will

pass; wedonõtknowhow long it is going

to take, but it willpassó,completesAndré

Farber.
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òPLANNING THE FUTURE BY 

TAKING ALL CAREFUL 

ACTIONS THAT MAY BE 

TAKEN NOW IS A STRATEGY 

THAT ENSURES BUSINESS 

SUSTAINABILITYó. 
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MakeB by O Boticário

André Farber ðBoticárioGroup




