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Introduction

This paper discusses challenges and the contribution of the application of ethnographic research in Marketing business to understand the outgroups in consumption, which has been lived the inclusion process in different parts of the world, specially in BRICS. Ethnography is a unique tool of Anthropology and only recently, in the last 20 years, has become more popular for companies in search for the voice of the consumer´s identity and production insights, specialy in emerging economies such as Brasil. However, the methodological principles of ethnography are rarely in line with the scenario of businesses and management. The challenge is to adapt ethnographic research to reality and the need for business agility, but without losing the characteristics that identifies it as an anthropological tool. In this paper, I present a proposal to adapt the ethnographic tool for business, tested over the last 10 years in Brazil, for understanding the meanings of consumption and production insights for companies operating in different sectors. As a case study the paper presents the challenges of understanding the motivations of the Brazilian low income group, an excluded public consumer that is now facing a market and emerging economy and surprisingly growing consumption of such items once considered superfluous: products of decoration and home improvement.

The growing economy in Brazil included a new public in the consumption market: the low income group. Thus far, this audience was overlooked by businesses and there were few marketing actions that had this group as target. A wide range of consumer credit, actions in economic policy, income distribution meant that the Brazilian economy could stand out worldwide as a leading emerging market, but was followed by a public consumer whose consume emerged only recently .
It´s important to point that low income group was excluded and never considered as a target by companies because of its economic, social conditional and its race. Which company did want the low income group as a target? No one wanted.
This emerging movement in the economy and consumption has sparked interest from companies in the use of research tools that enabled differentiated and more direct contact with the consumer. The goal now is to humanize the consumer through research to map and deeply understand their values ​​and motivations of consumption and lifestyle.
Hence, the market demand has grown by ethnographic research for two main objectives: to promote a more holistic and human approach about the consumer; allowing direct contact between marketing executives and the consumer, since most of these executives in Brazil belong to the high income segment therefore ignoring the everyday life and buying habits of low income group which currently represents a market of at least 100 million consumers.

The use of ethnographic research in business presents some major challenges that actually characterize it as a unique tool of Anthropology and socializing that demands a long and ongoing public study. It was first applied to the study of primitive societies, anthropologists and social scientists devoted months and sometimes years of living and immersion with the locals. These characteristics do not match the requirements of companies and businesses in general need of short-term results and a representative sample. 
How to apply ethnographic research in business so that it maintains its original features but can also meet the needs of the Market?

 The purposes of this paper are:
· Understand the importance of inclusion in consumption of outgroups and excluded social and economic groups.
· Discuss the role of market research under the growing pressure that afflicts companies in search for  profits.
· Think through a case study, how it is possible to build knowledge and real impact on the Marketing business and even in society, starting from market research.
· Understand the meanings of consumption for low income group in the home improvement market.

Research gap and Research problem

Although the ethnographical research has started to draw the companies' attention more effectively in the last few years, it is still considered as an academic tool, very subjective and exclusive of special and sporadic projects. In general, Marketing executives are not able to see the application of the ethnographical research for the company strategies and are even less able to realize the results that can increase profits. Even anthropologists are critical about the application of ethnography by the business world. That is a controversial debate which has accompanied market research.
Summarizing, we have as the major challenges of this methodology:

	Challenges of the ethnographical method

	Challenge
	Controversies

	Short-term results
	Anthropologists and scholars insist that the ethnographical research can only be applied in long-term studies.

	Interviewee’s space
	Different than primitive communities, which had been the first object of the ethnographical studies, consumers move around during the day: home, office, school, movie theatre, theatre and bar. Therefore there is a greater challenge in observing urban community versus primitive tribes. 

	Interviewee’s time
	Consumer’s timing is different than the time limit imposed by the client for the presentation of the project results. This happens because the interviewee has other priorities and activities. Besides that, he/she consumes and relates to the studied brands and products.   

	Sample
	Due to the diversity of styles in urban spaces, the sample formation is a challenge for the ethnographical market research. Under this aspect, clients/companies, scholars and even market research professionals are together in criticizing the application of ethnography in market studies.

	Break of spontaneity
	Clients/companies argue that the participating observation research does not identify the real behavior of consumers as they start “behaving” and acting in a different way since they know they are being observed and researched.

	Informer
	Considered truthful in the academic ethnography, the informer is generally mistrusted by market researchers that defend the application of a more representative sample.

	Samples
	The results of the ethnographical research tend to be too long, subjective and little related to the companies’ profit expectations. In general, executives have some difficulty in understanding how to use the ethnographical research data in the quest for higher profits.



These issues have been rarely dealt with academic rigor, since in many cases the application of ethnographic research in business aim to adapt it to the rhythm of companies generally confusing ethnographic research with “ home visit”  (visits to the consumer's home reduced to 2 or 3 visits of 4 hours) or observational research.

Several authors (ELLIOT, MILLER, OLSON) have the following questions about the challenges of ethnographic research applied to marketing:
- How to conduct an ethnographic research that ensures the interaction and immersion in the everyday consumer life, but without taking long periods, often unfeasible for companies?
- What are the ways to interact with the consumer in an urban setting where there are multiple lives and different contexts throughout the day?
- How to have an immersion in everyday consumer’s life ensuring minimal interference?
- How to promote direct contact between company executives and the consumers? Is it really possible for top up executives to interact with the consumers in their lives?
- What are the ways to generate useful insights for businesses?



Research Methodology

The aim of this research methodology was to study the cultural and market impacts and the motivations of the low income group to the consumption of home decor and home improvement.

For this we used ethnographic research that enabled the interaction and immersion in 40 family houses in the low income group, in 4 different cities in Brazil: São Paulo, Rio de Janeiro, Porto Alegre and Salvador.

All the studied families have a monthly family income of up to U.S. $ 1,200.00 and about 4 people living with this total income.

In order to guarantee the unique characteristics of Ethnographic Research (one of the goals in this study) adjustments were made and careful attention was given to the following steps:
- Selection of the cases studied,
- The families studied were able to define the profile of the interviewer,
- Promote direct contact and socializing among executives and consumers,
- Generating insights for application in Marketing,
- Understanding the meanings of consumption of low income group which was the target        proposed.

The study had the collaboration of four observers / researchers and took about 4 months in 2014.




Data analysis and results

The main results of this study, as the reflection on the use and application of ethnographic research, concluded that the rigorous selection of the sample ensures a better quality in the production of insights and adequate adaptation of ethnography for business, preserving its original features.
This is possible through some major processes:
- Engaging executives in choosing the sample,
- Enabling the respondents to define the interviewer profile,
- Having prior contact with the family before setting it as a case sample,
- Set the days for socializing with the family based on an everyday schedule for every household member.

Cultural characteristics that impact consumption practices of low income group for decorative products and home improvement:
- Meanings of basic goods and superfluous,
- Home decor as a vehicle of expression of the residents’ identity, 
- Importance of inclusion in the consumption group a public that was overlooked by the market.


Implications of the study

The paper introduces a case study in which interviewers had lived at the interviewed consumers’ house. This practical case provides the discussion about the following themes:
· Problems and methodological and operational challenges to live in the consumers’ house during a certain period of time.
· Operational and methodological aspects that must be taken into consideration in that kind of ethnographical approach.
· The consequences and the real impact on researchers, clients and interviewees deriving from a study in which the researchers coped and lived in the interviewees’ house.
· It shows how it is possible to obtain practical results from a studied focused in consumers’ feelings, values and emotions.
· The experience of listening to the interviewees after the research: how deeply  consumers really changed theirs habits and behavior during the observation research.
· It shows how photographs and film can be used in research to get the objective truth.
· The involvement and relation between the researcher and the interviewee. Controversial debate of Sociology, Anthropology and Market Research.
· It reveals marketing opportunities and information about low-income consumers’ behavior. This segment is little studied in the whole world and it has been pointed out by the most strategists as a promising trend in the business world.
· It shows new ways of considering the new models of marketing mix as well as the strategic plans through market research.
· Using analysis of photographs and ethnographic film to insights about consumer. The study resulted in more than 2,000 photos of everyday families and an ethnographic film of 20 minutes duration, based on 1,000 hours of footage.

It is not merely an experience limited to a certain place but it can be helpful in facing challenges and achieving changes in every country of the world, specially the emerging markets and economies.
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