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ABSTRACT
Throughout recent years, the strategy developed by mobile phone companies in Brazil led them to significant growth, but at the expense of reduced profits. Historically, the companies´ relationship with clients of their prepaid service (mostly from the population’s lower income strata), which represent more than 70% of their market, has been very little explored, due to the lack of information about their consumption behavior. Given the great disparity among realities of social classes in Brazil, it is usual that marketing professionals have difficulties in clearly understanding the factors that model consumption of low income markets. In this study, attempted to better understand the use of mobile phones by poor consumers in Brazil, sixteen low income clients of mobile phone companies were interviewed. The laddering technique was employed in the interviews, which were recorded, transcript and then interpreted, under the means-end chain perspective, to unveil perceived benefits and deeper individual values that could have motivated consumers to enroll the pre paid service. Results show very different attitudes and behaviors from those observed in more wealthy consumers. Following the discoveries, some actions are suggested to increase the relationship between mobile phone companies and their poorer clients. 
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INTRODUCTION
The 1999 launch of pre-paid cell phone use in Brazil can be seen as the main factor driving the expansion of mobile telephony in Brazil, rendering it accessible to low income consumers. From that year on, annual growth rates of cell phone usage in Brazil have surpassed 20% in all years, peaking at 42% between 2003 in 2004. Of the more than 125 million handsets in operation in 2008, more than 80% use prepaid service (ANATEL, 2008). Table 1 shows the percentage distribution of prepaid services by family income tier. It can be seen that more than 75% of prepaid service users have a family income equal to or less than three minimum salaries. 
Prepaid service, which enables the control of spending on cell phone use without committing monthly income, is favored by low income consumers. Following are some typical characteristics of these consumers (ANATEL, 2008):
· mostly young, with 53% aged between 20 and 35;
· 35% of users make only collect calls and use their phones almost exclusively to receive calls;
· 73% do not own a computer and only 18% have Internet access;
· 75% do not have home cable TV service;
· 66% do not have a credit card. 
However, since their main customer relations initiatives have been directed almost exclusively to high-value consumers, mobile phone operators have little understanding of the behavior of their clients with more modest incomes. For the latter segment, the only action use thus far was the subsidy for the purchase of a new handset.
However, once they become familiar with the consumer behavior of lower-income segments, businesses will be able to develop products and services that better serve this public and make such products and services available at more accessible prices through more effective distribution channels (Rocha & Silva, 2008).
There is a potential for actions involving low-income prepaid cell phone service clients that can increase yields, loyalty and customer retention. However, in order to structure such actions, it is necessary to understand better the consumption behavior of these clients. This understanding must transcend usage that is merely utilitarian and service costs, for also involved are perceptions of a range of risks, technological barriers, and symbolic connotations. 
LOW INCOME MARKETS
Prahalad (2005) has identified characteristics that can be directly related to the "bottom of the pyramid" (BOP). In his interpretation, aspects for attracting low-income consumers are not just limited to the reduction of prices; they can serve as distinct approach-opportunities for companies interested in increasing their exposure to this class of client: 
· “There is money in BOP”: it is possible to identify a broad market in developing countries – including Brazil, a country that can be considered to belong to the bottom of the pyramid.
· “Access to BOP markets”: large urban areas, where the infrastructure facilitates distribution, usually attract poorer residents.
· “BOP markets are brand sensitive”: the poor are conscious of brand and are also (necessarily) conscious of value. BOP consumers, like those of other classes, dream of improved quality of life. They seek high-quality products and services at accessible prices. 
· “The BOP market is connected”: BOP consumers are able to exploit rapidly benefits provided by networks. The rapid growth of the installed cell-phone base in Brazil is an example of this characteristic (Prahalad, 2005).
· “BOP consumers are quick to embrace advanced technologies”: the dissemination of mobile telephony among low-income consumers is an example that supports this statement.
D`Andrea et al. (2003) have evaluated low-income markets in order to show just how much their potential for consumption is underexploited, with the potential to generate opportunities for profits for those companies willing to expose themselves. However, despite this ample market having enormous potential for exploitation, there are several challenges that such markets pose to businesses (Rangan et al., 2005):
· The cultural distance between the executives responsible for business decision making and their target public –  distance which can lead to incorrect interpretations in understanding consumer needs and lead to actions that do not adequately serve them;
· Deficient infrastructure – a reality in poor communities;
· The difficulty that businesses often run into when fostering actions, directed to low-income consumers, on a scale large enough to make them viable. 
In relation to the behavior of consumer behavior of low-income classes in the United States, despite the portion of salaries earmarked for food being smaller there, living and health expenses have risen (Hill, 2002). Changes in spending have also been observed over the course of the period, without there having been any change in family expenditure on basic needs. Hill (2002) concluded that the main factor common to the studies evaluated was related to the constant reassessing that poorer consumers would undertake regarding the possibilities of maintaining or raising their standards of consumption. 
It is a challenge to manage to "penetrate the symbolic consumption universe of the poor and to interpret the meanings attributed to objects and places of consumption". Perhaps for this reason, few studies on poor consumers have, thus far, been carried out until now.
LOW INCOME CONSUMERS IN BRAZIL

Sachs (2005) grouped low income consumers into three categories, according to their degree of poverty: the extremely poor (unable to take care of their basic needs of food and shelter); those who live in moderate poverty (able to satisfy some basic needs such as food and shelter, but without access to education and health); those who live in relative poverty (with income below the national average and who, while having access to low quality educational and health services, have limited possibilities for social ascent). Rocha and Silva (2008) noted that the last two categories could be served by BOP marketing. 
Parente et al. (2005) have compiled characteristics common to the behavior of low-income classes and this has contributed to a better understanding of their universe of consumption:
· Conservatism: the low income population manifests behaviors that are much more conservative when compared with the more liberal attitude of the Brazilian elite;
· Predisposition to bountifulness, which can be observed in several contexts;
· Low self-esteem vs. dignity: low-income consumers feel demeaned and perceived as "second-class citizens"; they do, however, show great concern with maintaining their dignity and in not being confused with crooks or fraudsters;
· Credit flexibility: many low-income consumers do not participate in the formal labor market, earning variable income without a fixed day for receiving payment for their services;
· Paradox of power and frustration with the buying process: with few alternatives for entertainment, visits to stores represent a source of leisure. They show pleasure and reveal a feeling of "power" with the act of buying. On the other hand, their limited budget leads to frustrations;
· Face-to-face contact: their subculture values personal contact highly;
· Contact networks: a rather interesting channel in the low-income market – one creative and very strong – is the door-to-door network.
Other studies that have focused on this stratum of the population have revealed additional aspects regarding their consumption:
Commitment of Family Income
Silva and Parente's (2007) study identified five groups within the low-income population of the city of São Paulo:
- renters: accounted for 6% of the sample and generally lived in rented accommodations. Housing expenses represent 44% of their budget, followed by food, representing a commitment of 40% of the family income. Have the highest index of children over the age of seven at home. Were dissatisfied with their diets and often had accounts that were overdue.
-  informal employment sector: corresponded to 31% of the sample. Food accounts for 10% of their income; housing and health are next with 7% each. They complement the family budget in various ways and although they usually pay their bills on time, they also have the lowest index of possession of durable goods. They complain about certain budget-related dietary restrictions.
- upwardly mobile: comprise the most numerous group identified, corresponding to 42% of the sample. They have larger families, with a higher presence of women in the family nucleus.  Food consumes 15% of the budget; transport, 12% and housing, 11% (the biggest expenses). They possess a greater variety of belongings, have higher schooling than the head of the household, and have the greatest index of vehicle ownership, as well as more durable goods. 
- battling for survival: have elderly heads of household and higher indexes of illiteracy. Individuals account for 19% of the sample; the family budget consumes 39% of their income, with housing representing 10% of outlays. With low delinquency rates, they manifest dissatisfaction with diet – both in terms of quality and quantity.
- the last group identified was the investors, who represent 2% of the sample. Food accounts for 7% of their family budget and transport, 6%. They do, however, invest in bettering their lot, with either residential construction or renovation (39%). They expressed dissatisfaction with diet.
Brand Choices
A characteristic that Rangan et al. (2005) have identified as being common to low income consumers is the reluctance to try out new product brands, different from their usual brands, due to the fear of the risk of spending resources on something unknown – something which could displease the family, even though such brands may be promotionally priced. Parente et al. (2005) believe that low-income consumers show strong brand preference and loyalty. 
The preference for traditional brands, to the detriment of cheaper ones, could suggest a strategy of risk mitigation that this class often relies on, especially with regards to psychosocial and financial risks (Grossi et al., 2008). This preference for brand names – not necessarily the cheapest ones – might be associated with the perception of quality and the guarantee of satisfaction, as well as with aspirations of social ascent and the image of prosperity vis-à-vis those closest to the shopper. These factors are pointed to as being fundamental for poorer consumers (D`Andrea & Herrero, 2007).
Brand can be understood to be a differentiating feature for products acquired by wealthier classes, vis-à-vis products acquired by the poor, with brand sometimes being used as a mark of prestige (Grossi et al., 2008; Chauvel, 2000). Low-income buying of brand-name goods by low-consumers can be understood to be a demonstration of caring for children or other family members (Grossi et al., 2008; Barros & Rocha, 2007). 
Young people frequently reject the public display of cheap brands because this might be construed as evidence of their less favorable economic condition (Barros & Rocha, 2007). Barros and Rocha (2007) observed particular concern by young people with regard to cell phone models: they were embarrassed to be seen with older or cheaper models – even to the point of avoiding taking calls in public in order to hide the offending model.
Use of Credit
Independent of the low educational levels of the poorer classes and of the hampered access to information, the paucity of resources makes poorer consumers rationalize their choices even more (D`Andrea & Herrero, 2007). It might not just be the option of more-attractive sticker prices that guide the purchases of poor consumers. Other factors, may too, influence their decisions, such as how often they shop, how far they live from the store, the types of products found on the shelves, and the availability of easy credit, customized to their (oftentimes) informal income documentation (Grossi et al, 2008; D`Andrea & Herrero, 2007).
The increased availability of credit in Brazil in recent years has acted as a catalyst for the inclusion of poor consumers who, traditionally, faced countless hurdles to acquiring durable goods (Parente et al., 2005). A behavioral difference between the poor and the wealthy population is with regard to the sensation of exclusiveness/inclusiveness. While the higher-income class prefers made-to-measure products that offer the image of exclusiveness and which provide a feeling of uniqueness, the low-income consumer seeks products that offer the notion of inclusion – the feeling of belonging.  Since poor consumers feel excluded, consumption is a way for them to feel like an integral part of society (Oliveira 2006; Parente et al, 2005), and credit is the pathway to making such inclusion viable. 
 Brusky and Fortuna (2002) have identified a form of credit (anticipated consumption) that the authors refer to as "reverse" savings. Because of the low family income, every month consumers put aside amounts that are earmarked to pay these essential expenses, such as rent or loan payments. 
Another form of credit presented by Castilhos (2007) is to obtain a loan for the acquisition of durable goods; this can be seen as a way to control the budget.
Meaning of Acquired Goods
Castilhos (2007), in his study of a large working class area in a Brazilian southern city, noticed that electronic devices were perceived by consumers as a symbol of prosperity and of being up-to-date, conferring status upon users and enabling them to exhibit the devices conspicuously for everyone to see. In homes, videogame consoles and computers were the main consumer's dream for families, who would display them with pride.
The purchase of electronic devices exemplifies what Barros and Rocha (2007) refer to as “consumption to belong”. The mere fact of having access to certain articles, such as cell phones, enables a poor person to feel like a true consumer, thus transcending the identity of "poor" and, concomitantly, creating a favorable identity vis-à-vis his peers and other wealthier consumers.
Choice of Stores
The retail store is a space where the low-income consumer's emotions can vary from pleasure and happiness to humiliation and embarrassment. In their study on the consumption patterns of domestic employees, Barros and Rocha (2007) show that stores perceived as providing good service were those where the poor were not discriminated against, but, rather, received respectful and attentive service. A strongly negative attribute of a store might be arrogant service toward the low-income consumer.
METHOD
The study attempted to shed light on the barriers and risks perceived by low-income consumers in obtaining prepaid cell phone services and the strategies such consumers might employ to mitigate risks and circumvent barriers. To begin, 16 in-depth interviews lasting 40 minutes, on average, were held; interviews followed a planned script and were recorded and transcribed for analysis. 
Questions were related to the importance of owning a cell phone, ways and occasions for using cell phone service, monthly airtime use, amounts spent on monthly charges, knowledge about tariffs, knowledge regarding operator promotions, and satisfaction with service. 
Inasmuch as meanings and deeper-rooted beliefs were sought in relation to psychosocial benefits and individual values, the means-to-an-end appeared suitable. In order that functional and psychosocial benefits could be gleaned from the interviews, the technique known as laddering was used (Reynolds & Gutman, 1988).
Laddering theory was conceived of to shed light on how consumers associate attributes (the most superficial evaluation) of a product or service to its deeper benefits and values – i.e., the root of their true motivations. During the interviews, the line of questioning moves from product attributes to user characteristics, thereby enabling the investigation of emotional and psychological motivations that influence the consumer's buying decisions.
The informants (Table 2) were residents of the greater metropolitan Rio de Janeiro area, had at least one active prepaid cell phone and had (with the exception of two informants) a family monthly income of up to three minimum salaries (approximately US$ 670.00). 
RESULTS
After the interviews, the research focus concentrated on the benefits of, the barriers to, and the perceived risks of, prepaid service; the strategies employed to mitigate those risks and overcome barriers; and certain aspects related to buying behavior. 
Perceived Benefits to Service
Communication with the family 
The main functional benefit that cropped up in all of the interviews was the possibility of communicating with family members away from home, and the need to be findable in urgent family situations – something which becomes all the more important when the family does not have a landline at home.
"I've got three small kids and my wife needs to be able to tell me if something is happening." (Celso)
"My daughter convinced me of the importance of a cell phone if I should have an emergency away from home. That's mostly why I have the cellphone." (Fátima)
 "My son's teacher asks the mothers to leave their cell phone numbers with her so she can let them know if the child gets sick or if there's a problem."  (Jacilene).
The telephone as a work tool 
Another functional benefit revealed by the respondents was the use of the prepaid service in activities that add to the family income. For the self-employed, and those who work in the street, cell phone service is essential for maintaining access with customers or bosses. It must be appreciated that, regardless of whether the individual's main source of income is formal or not, it is commonplace in low-income classes for there to be additional sources of income that, sporadic though they may be, are critical contributions to the family budget. Even though the handset might not have sufficient credits to make outgoing calls, the cell phone acts as a facilitator in Brazil, since consumers can still receive calls from customers or immediate bosses. 
“When he calls me, I have to answer right away, otherwise he'll call someone else and I'll lose a day's work. If I didn't have a cell phone, I wouldn't be able to have this job." (Denílson)
“In my job, having a cell phone is great because it means customers can find me at any time. Also, if I'm a bit late and I'm in the street, I can call them to let them know.” (Thelma) 
Outgoing call restriction
When the purchased credits have finished, the restriction on making outgoing calls, instead of being a limitation, is perceived by the informants as a functional benefit of the service: it ensures that at the end of the month they will not have a nasty surprise when they see they have spent more than they should have. 
 “I only add more credits when I must – when the credits have almost finished, and they send a text saying they'll cancel the number if I don't add more credits. But then all you need to do is add R$10 – that's enough." (Emerson, 14, student)
“The advantage of prepaid service is a you always know how much you've spent on the cell phone at the end of the month – because you've paid up front. No surprises." (Leandro, 31, mechanic)
Barriers and Perceived Risks
Product complexity
The restricted access to information of this population makes reading handset instruction books complicated. None of the interviewees mentioned having resorted to reading the handset instruction manual or having visited an operator point-of-sale, after having contracted service, in order to clear up questions about its use. In these cases, they can ask family members, with whom they feel more comfortable.  
“I bought this cell phone from my cousin, who exchanged hers for a new one. You can't go wrong – she showed me herself how to use it as an alarm clock, calendar and the rest.” (Sandra, 41, civil servant)
“My godmother hasn't a clue about cell phones, so I showed her how to take pictures and send them to other people and also how to use the built-in answering machine.” (Emerson, 14, student)
 “If my nephew hadn't gone with me to the store to help buy the cellphone, I'd be there till today because I find it so hard to choose one from among all those brands.” (José Almir, 46, doorman)
High cost
Furthermore, the purchase of a handset and contract mean a hefty expense.  The support and approval of family members makes us feel more secure when making the choice. Should they acquire an expensive item that is disapproved of by their family, in addition to the ensuing feeling of frustration or guilt, they might not have enough funds available, short-term, to correct the error they have made. 
Strategies for Handling Barriers and Perceived Risks
Family advice
The family was mentioned by several informants as their main point of reference. Frequently, they turn to family members to help them figure out questions about the cell phone's functions and about the use of services. When heading off to the point-of-sale, whether to buy a handset or to order services, they seek the company of a family member to provide support for their decision and to help them understand better the pros and cons.
This behavior pattern of having a family member close by when buying a handset (or when buying used handsets from family members) seems to be related to the need for support from those close to the individual in order to reduce the perceived risks of purchasing a complicated/expensive item. Low-income consumers, in having less access to information, have a harder time in understanding the attributes of technology-related services. The poor do not feel sufficiently competent to function properly in contexts in which they are faced by numerical or technological complexity (Scribner & Cole, 1981). 
Keeping spending on prepaid phone cards within limits 
Consumers seem to have difficulty in relating prices to services provided. Only one of the informants was knowledgeable about the tariffs related to his plan. The other interviewees said they weren't aware of the exact costs and only controlled their spending by watching how long the prepaid card would last. They would always buy new credits in the same amount and would set aside the sum to be spent on the cell phone at the beginning of the month, rather like a kind of reverse savings (Brusky & Fortuna, 2002). Some would take advantage of the free service offered by all operators that reports the remaining credit at the end of each call.
"I really don't know exactly how much each call costs. I control costs by watching how long it takes the prepaid card to finish. I also make a note of how long the card is going to last by listening to those messages you get when the call finishes. ” (Danielle, 23, receptionist)
The frequency of the refill and the amount are generally the same. The informants do not usually add a refill when the credits finish, since they carefully monitor monthly costs with cell phone service. When the credits finish ahead of time, several tricks are used before buying a refill: calling collect (when the number dialed is a friend or family member); very brief calls (just long enough to let the recipient know who is calling); using landline phones at work; and making calls from public pay phones. 
“I always buy a R$15 card and it lasts about two weeks before the credits finish. If I see it's finishing before expect, I start calling everybody collect; if I'm calling a cell phone, I just give it a short ring so the person can see it's me and call me back. (Danielle, 23, receptionist) 
“When the credits run out, I wait until I get home to call from there. If it's someone you know well, you can even call them collect. But you can't call just anybody collect." (Sandra, 41, civil servant)
All informants demonstrated a a belief that prepaid cell phone plans are superior to postpaid plans. Moreover, they preferred this standard of service in order to be able to control their spending better. Limited resources and the concomitant need to severely limit monthly spending on phone usage appears to be a determining factor in choosing prepaid service.
Avoiding overly complex models
Although Prahalad (2005) believes that BOP consumers are quick to embrace advanced technologies, the sheer complexity of the technology in modern cell phone handsets is a factor which naturally distances the service provider (who has an ample knowledge of the parameters of the service offered) from its public (who does not usually have immediate access to sector innovations) (Zeitham & Bitner, 2003).  
“I have this cell phone – the cheapest and least flashy – because I don't know how to use any of the functions. Just learning to put phone numbers into the phone book was an ordeal." (Fátima, 66, retiree) 
“I still haven't figured out how to work this cell phone properly. Every new model we get comes with a bunch of new features and I find it all quite confusing." (Solange, 36, manicurist) 
“I wanted to get a new cell phone for my mother for Mother's Day. But it's not worth spending a lot of money on those models with a lot of features because she doesn't know how to use any of them." (Denílson, 31, driver)
Buying Behavior
Prices
Despite being unfamiliar with the tariff structure of their plans, all respondents had figured out that the tariffs of calls originating on cell phones are higher than those originating from land lines, and that the latter are, in turn, more expensive than those originating from public pay phones. 
“Before I thought prepaid phone credits only got used for making calls and that sending texts didn't cost anything.” (Emerson, 14, student) 
“Exactly how much it costs per minute to speak on a cell phone, I really don't know. All I know is it's a lot more expensive than calling from home or from the public payphone.” (Thelma, 25, beauty parlor worker)
The reports agree with Hill's (2002) observations, inasmuch as prepaid service provides low-income clients with the perception of lower financial risk; it enables a tenable commitment of income, thereby affording the individual with the dignity of not running the risk of a tarnished image (Parente et al, 2005).
“The problem with landlines is that if you don't have the money to pay the bill and you pay late, you can wind up with a bad credit rating. Prepaid cell phones are better because, even if you have no phone credits, there won't be any issues. You can only get incoming calls.” (Danielle, 23, receptionist)
 “I prefer the security that comes with not risking getting a bill that I might not be able to pay; when I get to the end of my prepaid phone credits, the only downside is I can't talk anymore.” (Alaíde, 49, elderly caretaker)
Channels
The informants buy their refill cards at newspaper stands, supermarkets or small shops close to home or the workplace. If they cannot obtain refill cards of the value they are looking for, they look for other points-of-sale that offer a refill card with the right value. Another option is to buy a refill card at the operator's own retail outlet.
“I don't think I've ever bought a refill card at the Claro store. I prefer to buy cards at the newspaper stand or at the supermarket." (Tatiane, 30, nursemaid)
“Sometimes I go to the newsstand wanting to get a R$10 or R$12 refill, but they only have expensive ones such as R$30 or R$50. In that case I don't buy one. I go to another newsstand or the Claro store, where, usually, they have all values of refill cards.” (Celso, 29, mason)
Based on the information provided by the informants, it can be seen that consumers want a simple solution and attempt to buy refill cards at places they normally frequent. Because the environment can affect client's behaviors of approximation and distancing vis-à-vis their social interactions (Baker et al, 1994), visits to operator stores (with more-luxurious decors and where expensive and sophisticated products are on display) may leave the poor consumer feeling diminished and ill at ease (Barros & Rocha, 2007). Small shops and supermarkets are preferred as being oft-frequented and familiar environments where clients feel at ease.  
“I prefer to buy refill cards at Lojas Americanas when I need one because they always have all values. But I also often buy them in a little shop opposite the bus stop.” (José Almir, 46, doorman)
According to the informants, the availability of bonuses or other type of promotion might lead them to increase their usual refill value, something which they ordinarily would not do.
“Nothing will make me buy a refill card costing more than R$15, unless there's a double-minutes promotion which, in order to get, you have to at least R$30. But it's good because then you can go for a long time without having to refill again.” (Claudiane, 27, cleaning business owner) 
“I only add more than R$20 when there's a promotion. For example, you add R$25, you get R$100 –  then it's worth it. But they don't run that kind of promotion very often.” (Antônia, 33, maid)
DISCUSSION
By means of an exploratory research study based on in-depth interviews with clients of large Brazilian cell phone operators, this study has attempted to understand some of the characteristics unique to the low-income public that uses prepaid cell phone services. Statements by the informants point to some surprising aspects regarding the behavior of these clients:
· they usually justify the need to contract service for emergency use with family members or people close to the family;
· they do not often buy handsets or buy service by themselves without the prior approval of family members or others who participate in domestic spending decisions;
· they do not know how much they pay for calls; however they do control spending by making a note of the remaining credits; in spite of this, they do understand that postpaid and landline tariffs are lower than prepaid plans;
· they have difficulty in understanding how many of the services related to the prepaid plan/acquired handset work; in order to get answers to questions about the prepaid plan, they talk to people they know instead of reading instruction manuals, calling customer service centers or going to the operator store;

· in order to ensure their ability to make payments and have the service available, they always try to make refills of the same value and with the same frequency;
· in using prepaid phone service, their profile shows a high frequency of short outgoing calls, collect calls, and incoming calls; 
· they perceive the restriction on outgoing calls when credits run out as being a benefit of the product rather than a limitation;
· they prefer to buy refill cards in small shops, supermarkets, newspaper stands or department stores, rather than operator-owned stores, where they may not feel so comfortable or respected;
· they find prepaid cell phone service as a facilitator for work opportunities;
Limitations of the Study
The results obtained in a study of an exploratory nature do not allow inferences to be made regarding what occurs in the low-income population, and is limited to the informants interviewed.
Another limitation identified is related to the large disparity observed in the Brazilian low-income population; this is something that makes it difficult to understand what happens in other groups with slightly more or less income than the interviewees. Additionally, the study does not investigate differences related to per-capita family income – differences which might imply significant consequences in the use of the services and in the risks that consumers perceive. 
Management Recommendations
Certain perspectives of a managerial nature can be formulated: 
· Since low-income clients frequently use the prepaid service for contacting family members in emergencies, prepaid service could be expanded to include a feature offered by postpaid plans, i.e., enabling the registration of favorite numbers (same operator) so that clients can make free/low cost calls to these numbers. These types of possibilities have been ignored by operators, who, based on current marketing practices, tend to marginalize the low-income consumer (Alwitt & Donley, 1996). 
· Because low-income clients seek the approval of family members when contracting for services or when purchasing handsets, companies could offer easy-to-understand but detailed information regarding the costs of handsets and tariffs. Moreover, they could make available free-access contact numbers to the operator for answering questions. 
· Since low incomes correlate with low education levels, the poor feel insufficiently competent to function properly in contexts of numerical or technological complexity (Viswanathan et al., 2005) – even to the point of understanding the language relevant context (Scribner & Cole 1981). Therefore, this channel would also address difficulties that clients have with respect to understanding handset functions and services related to postpaid plans; 
· Knowing that clients are frequently ignorant of tariffs and the majority of services offered, the sending of text messages to communicate promotional tariffs and prices of services could be quite an efficient communication channel –provided texts are written in language easily understandable by the low-income public. However, it is also necessary to understand that poor consumers cannot be talked to in the same way as the rest of society. This has been something difficult for business managers to understand since the "non-poor" have an incorrect image of the poor (Allwitt & Donley, 1996) and may even be completely ignorant of their reality, imagining them to be people marked only by having less money (Andreasen, 1975) 
· In order to increase the frequency of sales, operators could extend free minutes promotions (already offered to increase the sales of higher-cost refills) to refill cards having lower values, as long as the refill is repeated a number of times within a certain period. Thus, instead of rewarding free minutes for a minimum refill of R$30, they could extend the bonus to three R$10-refills within a month;
· Since common client practices include making short outgoing calls, calling collect, and incoming-calls-only, the operator could deploy actions to stimulate client outgoing calls such as giving free credits to clients with high volumes of incoming calls or bonus outgoing minutes after making a certain number of outgoing calls. Additionally, microcredit actions could be expanded that would enable the client to complete an outgoing call even though credits run out during the course of a call. At the time of the next refill, this value, increased by a fee, would be discounted. It must not be forgotten, however, that microcredit, like other innovative financial services, must be customized to the requirements of the context and be adapted to the dynamic needs of poor consumers (Matin et al., 2002).
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TABLES

Table 1: Distribution of prepaid services by family income tier
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Table 2: Interviewee profiles

	Name
	Age
	Profession
	Income
	Number of people in household

	Antônia
	33
	Maid
	R$1000.00
	2

	Vanda
	24
	Telemarketing operator
	R$760.00
	2

	José Almir
	46
	Doorman
	R$1800.00
	4

	Solange
	36
	Manicurist
	R$1100.00
	3

	Fátima
	66
	Retiree
	R$800.00
	1

	Celso
	29
	Mason
	R$1400.00
	5

	Danielle
	23
	Receptionist
	R$850.00
	2

	Alaíde
	49
	Elderly caretaker
	R$1300.00
	3

	Emerson
	14
	Student
	R$1300.00
	3

	Tatiane
	30
	Nursemaid
	R$1500.00
	3

	Denilson
	31
	Van driver
	R$1500.00
	3

	Sandra
	41
	Civil servant
	R$1300.00
	4

	Claudiane
	27
	Cleaning business owner
	R$800.00
	2

	Thelma
	25
	Beauty parlor worker
	R$1600.00
	3

	Jacilene
	28
	Maid
	R$1400.00
	4

	Leandro
	31
	Mechanic
	R$1400.00
	4


Family Income (R$)





Users of Prepaid Services





Fonte: Pesquisa de Satisfação dos Serviços de Telefonia ANATEL - 2004
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