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ABSTRACT 

 

Franchising is an internationally implemented business model characterized by a great 

partnership and responsibility between the parties, being compared in some studies to a 

marriage relationship, due to the high degree of commitment and dependence. In macro 

relations, franchising also performs an essential role in the social and economic development 

of countries, states, and cities. The model depends on and concentrates the ownership of 

franchises by entrepreneurs who substantially insert life savings in line with the dream of 

owning their own business in franchising. In this concern, it is the franchisor's responsibility to 

develop businesses that take into account that they are dealing with the dreams of thousands of 

people. Besides, the absolute number of people impacted by this business provides an 

opportunity to proclaim a more conscious business model that can more easily proliferate. The 

Conscious Capitalism (CC) model states that a more conscious business environment generates 

gains for all parties. Starting by defining a higher purpose for companies that goes beyond 

financial gain, conscious leaders as protagonists of transformations, a greater focus on 

stakeholders, so they are integrated and benefited by the business and influential culture that 

disseminates and makes possible these transformations in everyday activities in companies. 

One of the great impasses for the implementation of CC is how to apply practical and possible 

actions in small and medium retail businesses, in which professionalization is a problem, and 

there is often no knowledge on the subject.  

The study was structured in two phases. In the first, four in-depth interviews were conducted 

with experienced franchise professionals, and in the second, a case study was conducted with a 

company in the menswear sector called Casa Prado, which genuinely applies the CC principles. 

The case study was based on eleven in-depth interviews with the leadership, management and 

sales force of the stores and on observations from the stores. The management strategy allowed 

them to reach the third generation of management and start their expansion by franchises in the 

same way that the franchisor addresses the principles of Conscious Capitalism. 

 

KEY WORDS: FRANCHISING, RETAIL, CONSCIOUS CAPITALISM. 

 

 

 

 

 



 

RESUMO 

 

O Franchising é um modelo de negócio internacionalmente implementado como meio de 

expansão de empresas sendo caracterizado por uma intensa parceria e responsabilidade entre as 

partes, sendo comparado em alguns estudos como uma relação de casamento, devido ao alto 

graus de comprometimento e dependência. Nas relações macro, o franchising também 

desempenha um papel importante no desenvolvimento social e econômico dos países, estados 

e cidade. Isso principalmente por depender e concentrar a detenção das franquias por 

empreendedores que em sua maioria depositam economias da vida alinhado ao sonho de possuir 

seu próprio negócio nesse modelo. Nesse sentido, é de grande responsabilidade dos 

franqueadores em desenvolver negócios que levem em consideração que estão lidando com os 

sonhos de milhares de pessoas. Ademais, a grandiosidade do número de pessoas impactadas 

por esse negócio trás um oportunidade de disseminar um modelo de negócios mais consciente 

que pode mais facilmente ser proliferada. O modelo do Capitalismo Consciente (CC) presa por 

uma ambiente de negócio mais consciente e que gere ganhos para todas as partes, começando 

por definir um proposito maior para as empresas que vá além do ganho financeiro, lideres 

conscientes e protagonistas de transformações, maior foco nos stakeholders para que eles sejam 

integrados e beneficiados com o negócios e uma cultura forte que dissemine e torne possível 

essas transformações no dia a dia das empresas. Um dos grandes impasses para a 

implementação desse modelo é como aplicar ações práticas e possíveis em pequenos e médios 

negócios no varejo, em que a profissionalização é um problema e não há conhecimento sobre 

o tema, muitas vezes.  

Visto isso, este trabalhou tem como objetivo mostrar como o Franchising, sendo uma genuína 

plataforma de educação, serve de catalizador do modelo do CC de forma prática e como é 

possível aplicar várias práticas no varejo gerando os beneficio o que o CC tanto preza.  

O estudo foi estruturado em duas fases. Na primeira, foram realizadas quatro entrevistas em 

profundidade com profissionais experientes do franchising e, na segunda, realizado um estudo 

de caso com uma empresa do setor de moda masculina, a Casa Prado, que aplica de forma 

genuína os princípios do CC. O estudo de caso baseou-se em onze entrevistas de profundidade 

com a liderança, gerencia e força de vendas das lojas e em observações das lojas. A  estratégia 

de gestão os permitiu chegar na terceira geração de gestão e iniciar sua expansão por franquias 

nos mesmo moldes que a franqueadora endereça pelos princípios do Capitalismo Consciente. 

KEY WORDS: FRANCHISING, VAREJO, CAPITALISMO CONSCIENTE. 
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1. INTRODUCTION AND OBJECTIVES 

 

The idea that businesses should provide environmental and social gains - in addition to 

economic gain is putting pressure on organizations to adapt their business structure in order to 

be able to adapt to demands related to sustainability and be able to remain competitive. 

For most companies, alignment with this new sustainable guideline is difficult to reconcile to 

increase shareholder value. Several models and theories, with different names, incite the need 

to build or adapt a more conscious capitalist model, creating a more humanist and emotional 

vision of the business. Business activity is increasingly seen as the leading cause of 

environmental, economic, and social problems, generalizing the idea that this sector grows and 

is strengthened to the detriment of society (KRAMER; PORTER, 2011). 

The discussion on corporate sustainability started in franchising organizations recently, more 

specifically with the creation of AFRAS. The debate require that organizations promote 

discussions and reflections both internally (with their employees and processes, seeking 

alternatives in their way of doing business), and externally (involving stakeholders in the 

definition of strategies and initiatives that promote the development of localities in which they 

are inserted).  

The purpose of these discussions is to promote activities based on the environmental, economic 

and social pillars, which have an in-depth treatment within the concept of the Triple Bottom 

Line (SAVITZ, 2006) tripod of sustainability, overcoming the challenge of changing the 

objectives of a society guided by individualistic principles that raise the economic 

maximization at any cost to ensure that human activities balance these three pillars. 
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Movements such as Conscious Capitalism (MACKEY, J.; SISODIA, R., 2014) are 

strengthening and gaining followers in the business world. According to SISODIA (2011), the 

creator of Conscious Capitalism, companies have a crucial role in improving people's living 

conditions. They need to find a higher purpose that goes beyond profit; however, they have 

been losing credibility in recent years. According to data from Gallup (MACKEY, J.; 

SISODIA, R., 2014, p. 15), large companies have a terrible image, given that it has been 

identified a constant decline in confidence of Americans in relation to corporations - from about 

34% in 1975, to a historic low of 16% in 2009, with a slight recovery to 19% in 2011. Four 

pillars (MACKEY, J.; SISODIA, R., 2014) involve the characteristics of these conscious 

companies: higher purpose (which goes beyond profit); integration with stakeholders (shared 

benefits in the chain); conscious leadership (seeking to establish win-win relationships); and 

the conscious culture (influential culture based on values), which will be explored in-depth in 

the development of this research. 

According to Hart and Milstein (2004), some companies argue that applying sustainable 

practices to the business will happen at the expense of profits and shareholder value in the name 

of a more sustainable world. However, for Nidumolu and Prahalad (2009), even if many 

organizations still resist this trend, there will be the need to adapt to business models. Aligned 

with Porter (2011) perspective of competitive advantage, which highlights that the integration 

of all organizational activities related to a defined strategy results in a generation of value 

superior to its stakeholders, considering that actions related to corporate sustainability will only 

be applied once organizations perceive this value. 

Currently, the retail market going through difficulties in Brazil and worldwide, causing this 

period to be marked by significant changes in the sector. Issues such as the significant decline 

of foot traffic in the stores, which demand a better experience within the stores. Many 

companies in the sector begin to adopt more advanced techniques of management and 
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technology that play an increasingly important role in the Brazilian scenario. (PARENTE, 

2000). 

By considering that the Conscious Capitalism model generates benefits for all stakeholders and 

its practices are considered as a competitive advantage, the adoption of this model can serve as 

a differentiation strategy in this period when changes and innovations are needed. 

Besides, the retail sector, explicitly franchising, the retail sector has a substantial economic and 

social importance due to its mobilization of entrepreneurs (specifically in franchising), 

dependency level between retailers and suppliers, and the proximity with the final consumer 

and its influence power between all those stakeholders. Moreover, Retail is the gateway to 

thousands of people in the job market. This reality is usually related to the need and extra 

income gain so that individuals can pursue their dreams and goals. According to the 

performance survey conducted by the Brazilian Franchising Association (ABF), recorded 

revenues of 174.843 billion reais in 2018, an increase of 7.1% compared to 2017. (ABF, 2019) 

Therefore, this study seeks to identify opportunities of how companies linked to franchising 

can adhere to the model of Conscious Capitalism as a way to overcome the challenges of the 

sector actuate and still generate more prosperity in society. 

 

1.1. OBJECTIVES 

 

1.1.1. RESEARCH QUESTION 

 

Given the context presented the last chapter, the present study aims to answer the follow 

research question: How can franchising business models enhance the importance and the 

benefits of conscious capitalism practices in retail?  
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The franchising chains are responsible for thousands of offline retailers, which mobilize 

thousands of entrepreneurs, employees, suppliers and consumers. Each of these stakeholders 

have an active role in the sustainable development of the society, specially towards business 

practices and conscious consumption. If retailers, specially franchising chains, take a role in 

disseminating practices for a sustainable future, would it generate significant changes?  

This problem can be better understood through more specific research questions, which will be 

the drivers of this work, encompassing the themes that were addressed in the theoretical 

framework: 

(1) How practices related to the business models of franchising companies are aligned with the 

pillars of conscious capitalism. 

(2) How the four principles of the Conscious Capitalism model are worked out in the 

organizations studied 

(a) HIGHER PURPOSE 

(b) STAKEHOLDERS INTEGRATION 

(c) CONSCIOUS LEADERSHIP 

(d) CONSCIOUS CULTURE 

(3) What is the view of retail and franchising professionals regarding practices related to 

conscious capitalism? 
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1.1.2. RESEARCH OBJECTIVES 

 

The main objective of this work, considering the significant amount of stakeholders involved 

in the retail industry and the influencing power it has, specifically regarding franchising chains, 

is to identify the main practices related to Corporate Social Responsibility (CSR) and Conscious 

Capitalism (CC) that could be applied to retail and generate changes in society. 

Therefore, the objectives of this project are: 

(1) Investigate the main challenges regarding franchising business models; 

(2) Responsibilities and challenges of parts in the relationship franchisor x franchisee; 

(3) Investigate Conscious Capitalism practices and its benefits to businesses and society 

and how they can be applied in business models; 

(4) Investigate how franchising can apply Conscious Capitalism practices. 

 

1.1.3.  JUSTIFICATION 

 

There is a significant pressure towards sustainable business models, and  what is the role of 

business regarding economic, social and environmental problems. The retail sector has a huge 

economic and social importance, due to its mobilization of entrepreneurs (specifically in 

franchising), dependency level between retailers and suppliers and the proximity with the final 

consumer and its influence power between all those stakeholders. 
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Moreover, the retail national and internationals associations, congresses and conferences have 

been discussing intensively the difficulties the sector have been passing thought and in parallel, 

the relevance of integrating more sustainable practices into the business model.  

The objective of this study it to understand which and how strategies have to be adapted 

according to the market characteristics, in order to offer suggestions for franchisees and retailers 

to develop strategies appropriate to this market.  

This is an exploratory research on a topic which has not yet been studied and is extremely 

relevant for three aspects: 

1) Social: give a purpose to employees to work, increase motivation and professionalism 

in retail 

2) Economic: increase the income generated by companies and employees, contributing 

for the country development 

3) Academic: provide a study regarding conscious capitalism applied specifically for retail 

and franchising by integration studies in various industries adapted to the retail sector. 

 

2. LITERATURE REVIEW 

 

2.1. FRANCHISING CONTEXT 

 

2.1.1. HISTORY OF FRANCHISING 

 

The franchising model began when the Singer company, specialized in sewing machines, 

established in 1860, created the first embryonic franchise network with a network of 
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independent resellers, (MENDELSOHN, 1994; MONYE, 1997).  The founder was facing a 

problem in finding a more extensive distribution for his product but lacked the money to 

increase manufacturing, and he had to train all the buyers to use the machines, which the 

retailers could not provide. In order to overcome those challenges, the company created a 

licensing model in which professionals would own the rights to sell his machines in specific 

and predetermined geographical regions and would train customers on how to use his machines. 

Other pioneer companies such as General Motors and Coca Cola also adopted the model to 

expand their market coverage at the end of the century. (RISNER, 2001) 

Nevertheless, the real boom in franchising came from the post-World War II era, when millions 

of soldiers returned from the war, mostly without previous professional experience in other 

sectors, and needed another alternative to survive. Therefore, they saw the unprecedented model 

of franchising as an alternative to independence by running a business already tested in the 

market, reducing the risks. During this period, the United States of America (USA) government 

also released financing lines for newcomers from war who desire to undertake. It was a 

favorable scenario for the franchising dissemination: there were people with capital available 

for investment in new small and medium-sized businesses and without previous entrepreneurial 

experience meaning that they would need guidance in the implementation and management of 

this business model. (DAHAB, 1996). 

With the number of franchisors and franchisees increasing considerably, the International 

Franchise Association was founded in 1960 in the USA, as legislation that protects the parties 

in the franchising model was needed. The association operates as an organization among 

franchisors, franchisees, and suppliers to provide assistance and guidance to the entire industry 

and also establishes a Code of Ethics to lead the implementation of best practices in franchising 

relationships. Besides, from this legislation and with new terms that protected the parties, 
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international expansions were initiated, enabling several networks to enter in Brazil and still 

serves as guidance for franchising in the world. 

In Brazil, the most popular franchise as we know it today, in the format of expansion of business 

models, emerged in parallel to the network of Yázigi schools, founded by Fernando Heraclio 

Silva and César Yázigi in 1950. The second generation of the company's management, chaired 

by Ricardo Young, was also responsible for establishing ABF (ALEXANDER; SILVA, 2002). 

The franchise model gained power in the country with the shopping malls growth in the 1980s 

and 1990s, private spaces for the establishment of retail companies, focused in products and 

services, and with the formulation of the Franchise Law, Law No. 8.955 of December 15, 1994, 

which regulates the model until today. (RISNER, 2001, p. 5). 

Table 1 presents the main facts in the franchising history in Brazil and USA are presented: 
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Source: Ministério do Desenvolvimento, Indústria e Comércio Exterior (2016) 

2.1.2. FRANCHISING AS A BUSINESS MODEL 

 

First of all, the basis of the model can be understood from the text of Article 2 of Law no. 

8.995/94 (PLANALTO, 1994): 

 

Business Franchise is the system by which a franchisor grants to the 

franchisee the right to use a trademark or patent, associated with the 

right of exclusive or semi-exclusive distribution of products or services 

and, eventually, also gives the right to use technology for 

implementation and administration of business or operating system 

Decade Events 

50 
McDonald's, Burger King, KFC, Dunkin Douts and other chains were 
created. 

60 
Creation of laws in the U.S. obout franchises; 

Beginning of the movement in Brazil (Yázigi and CCAA mainly). 

70 

Internationalization of American networks; 

Emergence of new franchising chains in Brazil (Ellus, Água de Cheiro, 

Boticário). 

80 

Globalization; 

ABF was created; 

Franchising Boom in Brazil. 

90 

Congress approval of Law 8955 regulation franchsing; 

The effect of globalization on the business world is getting stronger and 
stronger; 

The franchises of services begin to stand out in Brazil; 

More demanding franchisees, search for amis information and to know 

better the franchisor. 

2000 -  

More consistency, better-prepared franchisees and franchisees; 

Trend: slower and healthier growth; 

Professionalization of the franchise system. 

 

Table 1: Main events in franchising history in Brazil and the USA. 
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developed or held by the franchisor, through direct or indirect 

remuneration, without, however, being characterized employment 

relationship.” translated1 (Lei nº 8.995, 1994) 

 

Second, DAHAB (1996), franchising is a business model which has an organizational 

innovation feature that represents one of the essences of capitalism, since it is possible to have 

a quicker develop compared to other companies contractually and managerial linked. Thus, 

franchising has emerged as a highly relevant strategy for business growth and economic 

development. 

 

Essentially, franchising is an exclusive and direct distribution channel, which may proliferate 

through third parties financing and human resources and decentralized administration. 

Moreover, it provides greater market penetration, as it is easier to enter and explore the business 

expansion in different cities, states, and countries, which is operationally unfeasible for the 

franchisor. (Ministério do Desenvolvimento, Indústria e Comércio Exterior, 2016) 

With the rise of retail and the success repercussion of this business model, franchising began to 

be used internationally as an effective strategy for the expansion of small and medium-sized 

companies. 

Mainly, franchising is based on the relationship between two parties, in which the franchisor, 

the party that developed the business model, grants direct replication of its brand and model, 

 
1 Franquia empresarial é o sistema pelo qual um franqueador cede ao franqueado o direito de uso de marca ou 

patente, associado ao direito de distribuição exclusiva ou semi-exclusiva de produtos ou serviços e, eventualmente, 

também ao direito de uso de tecnologia de implantação e administração de negócio ou sistema operacional 

desenvolvidos ou detidos pelo franqueador, mediante remuneração direta ou indireta, sem que, no entanto, fique 

caracterizado vínculo empregatício. 
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through the payment of fees for a specific period. Instead, the franchisee is obliged to strictly 

comply with the rules determined by the franchisor to guarantee the chain model and quality of 

service standardization. (MORGENSTEIN; STRONGIN, 1992). 

According to Combs and Ketchen (1999), franchising is a legal agreement that involves the 

franchisor granting a business format to the franchisee for financial compensation and 

continuous payment through royalties. This concession is made from a franchise contract, 

which makes explicit the transfer of knowledge, which is a franchising crucial part and should 

be inimitable to provide competitive advantage (GHANTOUS; DAS, 2018) and also, should 

be transmitted in a educational manner in order that the franchisees can implement it 

(BROOKES, 2014; PERRIGOT, 2017). It is a "complex system of independent business 

owners." (KAUFMAN; EROGLU, 1999) 

One of the main competitive advantages in using the franchising model is the flexibility and 

facility of adaptation of the business model and the transfer of knowledge, products, and 

services to the local business reality, after the franchisor approval (KAUFMAN; EROGLU, 

1999).  According to Iddy and Alon (2019), franchisees can modify products by using local 

knowledge to increase brand competitiveness, which often leads to improving the performance 

of the network beyond the success of the network depend on the absorption capacity of the 

parties in identifying, transferring, integrating and applying knowledge. 

Knowledge transfer in franchising is very different than in other types of corporeal institutions 

since franchisees are like entrepreneurs and demand their profits and have a material impact on 

the franchising brand, by making investments in the business and not acting as employees 

(IDDY, ALON, 2019). The franchisor depends directly on the success of its franchises, once 

its revenue comes from them, so the importance of transferring knowledge and effectively 

supporting the network. (GHANTOUS; DAS, 2018).  
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Concerning this, knowledge transfer can be hindered by several factors. According to 

Cumberland (2012), the lack of trust, compatibility, and distance between franchisor and 

franchisee, the incorrect profile of the franchisee and its capacity to absorb knowledge, the 

subject to be transferred, transfer mechanisms and cultural differences can generate a high 

relationship conflict and consequently for the business 

 which will be discussed in the section 2.1.4. 

In Table 2 are organizes the Advantages, Challenges, and Responsibilities of being a Franchise 

firm. 
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Table 2: Advantages, Challenges, and Responsibilities of being a Franchise firm. 

 

Source: Ministério do Desenvolvimento, Indústria e Comércio Exterior (2016). 

 

ADVANTAGES 

(1) The network expansion is made with investments smaller than those necessary 

when with own capital, because the franchisee finances a large part of the 
expansion;  

(2) It focuses on the production and development of new products and services;  
(3) The franchisees are highly motivated partners, achieving superior performance 

than their own units.  

(4) There is the creation of a fair and differentiated distribution channel;  
(5) Aligns brand and know-how with the franchisees' workforce and local 

relationships, strengthening the brand even more;  
(6) There is a decentralization of structure that generates benefits of lower fixed 

costs than with own units;  
(7) Enables economies of scale gains;  

(8) With faster market occupation, the system allows opening several units 
simultaneously in different markets;  

(9) Enables more marketing actions.  

CHALLENGES 

(1) The management of the business starts to have a participation of the franchised 
partners, directly or indirectly and independent of the will of the franchisor;  

(2) The leadership will be tested at all times;  
(3) If you do not have a good support and selection structure for franchisees, you 

run the risk of being penalized for the poor performance of franchisees, for 
example:  

(4) Leakage of information, loss of confidentiality; o Risk of loss of operational 

standard; Misuse of the brand, among others.  

RESPONSABILITIES 

Related to the business:  

(1) To have a business with proven profitability through its own units and 
compatible with the franchised operation;  

(2) Own brand;  

(3) Have experience in the operation and management of the business to be 
franchised;  

(4) Always innovate, in order to maintain the competitiveness of its products and 
business in the market;  

(5) To develop new technologies and methodologies;  
(6) Carry out constant research to analyze changes, trends, etc.;  

(7) Develop new products and suppliers.  
 

Related to the franchisees:  
(1) Transfer the know-how acquired over the years of operation to future 

partners/franchisees;  

(2) Authorize the right to use the trademark and franchise system according to pre-
defined rules;  

(3) Structuring a support and support area for the franchisee with professionals 
trained to ensure the operation of the units according to the needs of your franchise 

project;  
(4) Generate, whenever possible, gains in economies of scale purchases;  

(5) Monitor the quality standards of all processes and franchises.  
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2.1.3. FRANCHISING NUMBERS IN BRAZIL 

 

The retail market is facing challenges in Brazil and worldwide. Furthermore, as this expansion 

takes place, companies in the sector begin to adopt more advanced techniques of management 

and technology that play an increasingly important role in the Brazilian scenario (PARENTE, 

2000). 

The sector accounts for 2.6% of the Brazilian GDP, according to data from the entity. (EXAME, 

2019) 

The franchise system, according to the performance survey conducted by ABF, recorded 

revenues of 174.843 billion reais in 2018 and an increase of 7.1% compared to 2017. The 

number of active units in the country is 153,704, an increase of 5.2% over the previous year, 

and double compared to the variation in 2016-2017.  The central factors which explain this 

phenomenon are the development of new formats and business models, expansion in small and 

medium-sized cities, and more competitive cost levels regarding commercial locations. 

Besides, the sector has been maturing even more because there has been an average increase of 

units per network, which today is 53.4, indicating franchising chains are getting stronger and 

with more capillarity. The number of brands has also grown, and today Brazil has 2,877 existing 

brands. (ABF, 2019) 

Another advantageous variable to the franchise sector in Brazil was the approval of the labor 

reform, which favored the work contracts and increased the number of employees, which 

already reached 1.3 million jobs in 2018, an 8.8% increase over 2017. (ABF, 2019) 

Moreover, for each open franchise, eight jobs are generated on average, contributing to the 

national economy. (EXAME, 2019) 
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The ABF´s president, André Friedheim, in this report, mentioned that if there are more political 

reforms, referring specifically to the welfare and taxes will further boost the sector, which will 

consequently increase employment levels, favoring thousands of  

individuals, entrepreneurs, companies, and consumers in the country. 

Many franchise companies give the first job opportunity. The ABF, on 

the other hand, is concerned with training, coaching, and showing how 

to work. So, besides contributing to market placement, we have 

educated professionals who will be able to have a successful career 

ahead.2André Friedheim. (EXAME, 2019) 

 

According to recent ABF´s research (ABF, 2019), 55% of the more than 140 thousand franchise 

selling points in Brazil are managed by people that have more than one unit on the portfolio. 

According to the same study, 54% of the franchiser's brands inform to work with multi 

franchises, a name given to the ones that control more than one franchise. In 2016, this rate was 

38%. 

The Brazilian franchise sector is experiencing a process of concentration comparable to that 

which occurred in the USA, the cradle of the model, and where it is common to see investment 

funds providing resources to companies open to the public by owners of a number of different 

franchises - many of them with annual revenues which surpasses US$ 1 billion. (O GLOBO, 

2019) 

This scenario is completely new considering the traditionally pulverized market in the country, 

finding by the popularity of ABF's fairs to attract new franchisees, which usually gather 

thousands of interested parties throughout the country. A large part of the franchisee candidates 

 
2 Muitas franqueadoras, inclusive, dão a oportunidade do primeiro emprego. Já a ABF preocupa-se em capacitar, 

formar e mostrar como se trabalha. Então, além de contribuirmos para a colocação no mercado, formamos 

profissionais que poderão ter uma carreira de sucesso lá na frente. 
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is usually Brazilians who have lost their jobs and are looking for a new activity in a franchise, 

attracted by the advantage of being able to apply a tested model of established brands. (O 

GLOBO, 2019) 

 

2.1.4. FRANCHISOR-FRANCHISEE RELATIONSHIP 

 

The franchise relationship (DOHERTY; ALEXANDER, 2004) has been compared to a 

marriage in a way to emphasize the longevity of the business relationship. To 

Mendelsohn (1994), the model can also be compared to a parent-child relationship, because 

franchisees are like small children when they first join the system—eager to learn and to require 

hand-holding. Over time, they become like teenagers, resentful of parental interference. 

The relationship between the parties in a franchising model offers benefits to both parties, 

franchisors, and franchisees. 

 To the franchisors, the benefits come from the franchisees' resources, both financial and 

human, which facilitate expansion and reduces the agency problems linked to the operation of 

an extensive network. Concerning the franchisees, the benefits are related to access to a proven 

business concept and brand, training, and pre- and post-opening support and also the intellectual 

resources of the franchisor (BRICKLEY; DARK, 1987). 

Although it seems that the parties' role is clear and that there is a win-win relationship, there 

are unclear areas that can trigger conflicts that often make such partnerships complex and 

critical. 
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The franchisors, in exchange for the royalties charged to the franchisees, are required to offer 

support to the franchisees. This includes initial and ongoing training, management assistance, 

marketing support, market research, which are the main reasons why individuals become 

franchisees (Peterson & Dant, 1990).  

However, as this support is a contractual obligation of the franchisor, it is common that 

dissatisfaction and conflict arise if franchisees perceive that these services are inadequate. Still, 

if franchisees favorably evaluate service assistance, their confidence in the franchisor will 

strengthen (CHIOU, 2004). 

The main areas of conflict in the franchisor-franchisee relationship are rooted in its agency 

relationship. (WATSON; JOHNSON, 2010). 

Although franchisees, as residual claimants, share with franchisors an incentive to promote and 

maintain brand equity in the network, there are franchises that have only invested in brand 

maintenance if their own short-term profitability is not compromised by it, which can trigger 

the re-execution of activities that may be detrimental to the brand in exchange for short-term 

gains. (DANT; NASR, 1998) 

At the same time, conflicts may also arise within the franchisor. For Hopkinson and Hogarth-

Scott (1999), the franchisor may make financial savings and consequently reduce the quality of 

the products  

(for example, through cost reduction) offered to the detriment of its franchisees. 

 

2.1.4. FRANCHISING CHALLENGES 
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 According to a study developed by Praxis Business (2019), which includes the participation of 

more than 100 franchisees, the main franchising challenges (Figure 1) involve interpersonal 

relationships, in a higher level between franchisor and franchisee and in between franchisee 

and its employees: Inadequate Franchisee Profile for the Business, People Management  in the 

Franchised units and Low Engagement of the Franchisees and their teams.  

 

Figure 1: Main Franchising Challenges. 

 

Source: Praxis Business (2019) 

 

2.1.4.1. FRANCHISEE PROFILE 

 

The low franchisee profile usually triggers several other problems for the network, and this is 

the origin of most of the challenges encountered in franchising since its beginning. Besides, the 

variable is the top of the list reasons for closing franchise units. (PRAXIS BUSINESS, 2019) 

Concerning this, it is observed a trend of significant investments in training these franchisees, 

generally focused on technical and managerial skills, the hard skills, so the candidate becomes 

an ideal entrepreneur to manage franchise units and consequently generating satisfactory 

financial results for his franchise and in parallel generating gains for the franchisor. (PRAXIS 
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BUSINESS, 2019) 

Nevertheless, investing in this hard skills improvement is not enough to solve the problem and 

make the franchisee who was previously inadequate, ideal. Primarily because the characteristics 

investigated among franchise candidates should include attitude and relationship capacity, and 

it is necessary to develop soft skills, those linked to the entrepreneur's behavior and socio-

emotional competencies. (PRAXIS BUSINESS, 2019) 

Each behavior has a reason, a cause, an internal state, which can be a need or a desire, and this 

can be achieved through competencies and skills that relate to individual motivations. The 

motivation, which is always individual and influenced by personal experiences, provokes 

stimuli to meet the need, leading to a specific behavior. (PRAXIS BUSINESS, 2019) 

Some suggestions in the same study of Praxis (2019) mention that franchisors must choose and 

see their franchisees and possible candidates as individuals who, in addition to obtaining hard 

skills necessary for business management, they must have values, emotions, impulses, and 

thoughts that impact on their performance and how they manage their business.  

In order to make franchisees react to the stimulus of applying hard skills needed to manage their 

franchises, some work regarding these soft skills must be implemented to precede this behavior. 

The main transformation factor is to work on the organization's purpose, presenting the reasons 

why the company exists, which objectives and causes it supports, and also work on making 

connections between the company purpose with the franchisees' purpose as a professional and 

a person and why they are pursuing this path. This a way to reinforce the values and the culture 

of the company. (PRAXIS BUSINESS, 2019) 
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2.1.4.2. ENGAGEMENT x SATISFACTION 

 

Furthermore, today, one of the main challenges of the network is having franchisees engaged 

with the network and are motivated for franchising growth and expansion. (PRAXIS 

BUSINESS, 2019) 

The main reason regarding this challenge is continuous misunderstandings of the difference 

between engagement and satisfaction regarding the franchisors. Engagement refers to a high 

degree of commitment to something and, in the case of franchising, commitment, dedication, 

and enthusiasm to work with the business and the brand and get involved with the strategies 

and actions promoted by the franchising company. It depends on the intrinsic motivation of the 

franchisee that goes beyond the application of the company's business model. (PRAXIS 

BUSINESS, 2019) 

Satisfaction, on the other hand, refers more to the quality of services and products offered by 

the franchisor, but it is not something that achieves the motivation and passion for the brand 

(PRAXIS BUSINESS, 2019). 

 

2.2. CONSCIOUS CAPITALISM 

 

 

2.2.1. INTRODUCTION AND PROS 

 

The model proposed by the Conscious Capitalism movement proposes that companies have a 

purpose that exceeds the objectives of economic return, providing environmental and social 

benefits simultaneously. With this, it applies the idea of shared value, first proposed by Kramer 
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and Porter (2011), which many companies aim to achieve, but need to give up their profit. Such 

a model is an evolution of sustainability. However, success in this area are based on value 

shared with stakeholders in the production chain, as a result of parties’ synergy. 

The purpose of companies that work with environmental and social concerns works as a way 

to share the resources available today, allowing the development of society to occur in parallel 

with the growth of companies. 

Mackey and Sisodia (2014), the authors who disseminated the concept of Conscious Capitalism 

globally, state that the management of companies creates a series of benefits for all its 

stakeholders: financial, intellectual, physical, ecological, social, cultural, emotional and ethical, 

for example. For this reason, it proposes a way of thinking the business with a higher proposal, 

evaluating the impacts in the world, and relation to its stakeholders. 

Companies within the scope of Conscious Capitalism go far beyond doing good, seeking 

affection, love, happiness, authenticity, empathy, and compassion, according to Sisodia (2009), 

creating a new structure related to their reason if it exists. For this reason, it is proposed that a 

conscious company covers four main principles (Table 4), which are interlinked with an 

excellent idea of management (SISODIA, 2011). It can distract companies from their 

profitability objective, however, what is perceived is that companies can combine the emotional 

side with a rational business vision. Therefore, besides being better companies to work for and 

do business with, they end up being more profitable companies. 
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Table 3: Conscious Capitalism Pillars. 

 

Source: Sisodia (2011) 

 

 

Companies of all sizes and sectors can work and implement in their business model the pillars 

of Conscious Capitalism, thus obtaining the benefits of this form of administration. 

The basis of conscious capitalism is a more humanist vision in the performance of companies, 

in which all stakeholders are treated with more affection and care. The purpose is to achieve a 

triple gain: (a) the company, with a more integrated and conscious work environment and 

obtaining higher profits; (b) the consumer, with a more cordial and humane service; and (c) 

society as a whole, since the companies have a more significant concern with their social and 

environmental impacts. (MACKEY, J.; SISODIA, R., 2014). 

 

2.2.1.1. HIGHER PURPOSE 
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The purpose is the first principle of conscious capitalism, which makes explicit and guides the 

reason for the existence of a company. The purpose that motivates and causes everyone in the 

organization to be aligned and directed to meet and achieve the same objective. 

Organizations with these characteristics can attract and bring more people together because, 

just as companies are born from the passion of their entrepreneurs, many people are moved by 

superior desire as well, which goes beyond the financial return. The main challenge is to 

maintain this inspiration of purpose in the long term. The purpose evolves and is strengthened 

together with the company, as its actions and relationship with stakeholders are aligned with 

the mission and vision of the organization, generating a virtuous cycle of engagement and 

motivation for a higher purpose (CONSCIOUS CAPITALISM, 2014). 

In short, the purpose offers a direction, an idea, a sense to be sought by all people in the 

organization, and that explains to all stakeholders the reason for the existence of that 

organization. 

 

2.2.1.2. CONSCIOUS CULTURE 

 

The alignment of the purpose and objectives of conscious companies with all their stakeholders 

is supported by a conscious culture permeated by values that guide the attitudes of stakeholders, 

which requires a managerial vision based on decentralization, empowerment, and collaboration 

(MACKEY, J.; SISODIA, 2014). In this way, it promotes knowledge of the company's 

objective among its employees, raising the relationship of interdependence between 

stakeholders and their trust in the business, which is essential for the constant search to achieve 

the organization's mission — making it aware in all areas. Besides, for the authors, the 
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conscious culture is responsible for engaging more people together with this more sustainable 

movement suggested from the concept of shared value (PORTER, M.; KRAMER, M., 2011). 

A conscious culture is based on seven characteristics present in the Table 4:  

Table 4: Conscious Culture Characteristics 

 

Source: (MACKEY, J.; SISODIA, R., 2014) 

TRUST

It is perceived at all levels among employees, from the 

executive board to the most operational positions. It also 

strengthens relationships among other stakeholders, such as 

customers, the community, and suppliers, based on trust in 

their actions.

ACCOUNTABILITY

Conscious companies show more care for their customers, 

employees, community, and suppliers. In turn, they tend to 

adopt a more authentic and committed attitude towards the 

organization.

CARING

Employees have a high degree of commitment and 

responsibility for the company's internal and external activities, 

reflecting the empowerment gained from them.

TRANSPARENCY
The ain assumption of a conscious culture, in which companies

deal with several relevant issues openly and transparently.

INTEGRITY
Conscious companies are guided by a high degree of integrity 

and ethics, which are essential values to be followed.

LOYALTY

As a result of the above characteristics, stakeholders tend to

have a high level of loyalty to the company because of their

higher level of trust, responsibility, and care.

EGALITARIANISM

There is a central concern in promoting egalitarianism, either

because of a lower wage difference between the hierarchical

levels, i.e., because of gender issues. Communication among

all is based on respect and dignity.

CONSICOUS CULTURE CHARACTERISTICS
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2.2.1.3. STAKEHOLDERS ORIENTATION 

 

The objective of companies in this principle is to promote win-win relationships, in which it is 

possible to share the value generated by the activities generated from the organization and its 

stakeholders. 

Mackey and Sisodia (2014) explain the main ways to create value for the main stakeholders of 

a company in the Table 5. 
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Table 5: Value Created to Stakeholders in a Conscious Company. 

 

Source: (MACKEY, J.; SISODIA, R., 2014) 

 

As stated previously, conscious companies seek to create synergies among their various 

CUSTOMERS 

Conscious companies are continuously concerned about establishing a 

long-term relationship with their customers. One way to create value 

from customers is always to innovate and seek to meet needs not yet 

met.

EMPLOYEES

Currently, people are increasingly looking for a place where they can 

pursue a higher purpose with which they feel engaged. Thus, 

conscious companies are continually searching for a way to motivate 

their employees, offering a harmonious and pleasant work 

environment, engaged team, and the right package of benefits to make 

them feel valued.

INVESTORS

A good relationship with their investors is key for consicous 

comapnies. Once an excellent financial return is obtained, 

organizations prioritize greater sustainability over time, essential for 

the forwarding of other sustainable practices and at the same time, 

ensuring their survival.

SUPPLIERS

It is essential to create a good relationship with suppliers, since they

are important allies of the business, and can bring innovations and be

partners in the search for a more conscious vision. In several cases,

conscious companies also develop their partners, financing

improvements offering benefits, in order to all walk with the same

objectives of purpose and quality of products and services.

COMMUNITY

Solving social and environmental issues are a mainlly in the 

surrounding areas in which they establish activities is core practice in 

the conscious companies. By engaging in actions such as these, the 

organization is also investing in problems that impact it indirectly.

ENVIRONMENT

Conscious companies are also concerned with implementing actions

that reduce the impacts of their operations on the environment.

However, they think this strategically, enabling a profit to be

generated from these adaptations, such as energy and water savings,

for example.

VALUE CREATED TO STAKEHOLDERS IN A CONSCIOUS COMPANY
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stakeholders, integrate them, and create value from this mutual relationship in various areas of 

the business. 

 

2.2.1.4. CONSCIOUS LEADERSHIP 

 

Conscious business leaders are people of high integrity and are primarily responsible for 

creating enthusiasm in corporations. In doing so, they become the inspiration of employees. 

They use inspiring speeches and rituals, for example, to motivate employees (SISODIA, 2009). 

These are also considered leaders by actions taken outside the organization, in the personal 

sphere of relations. 

In addition to emotional intelligence, conscious leaders have high spiritual intelligence. 

Spiritual intelligence is related to that which accesses deeper meanings, purposes, and values. 

That is why these leaders can evaluate more accurately when things are going off track 

(MACKEY, J.; SISODIA, 2014). 

True business leaders are aware of their legacy and their choice to exercise citizenship through 

their management position. They know that they are not thereby chance; they see the process 

as a mission to serve others and lead them to build a larger space than they have today. 

(BLOCH, 2011) 

In short, the leadership ensures the application of the company's purpose through a cultural 

alignment, inspiring and motivating its employees and at the same time, understanding the 

interests of other stakeholders, creating a fundamental synergy for the perpetuation of the 

conscious company. 
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2.2.2.  CRITICALS 

 

According to O'Toole, J., & Vogel, D. (2011), the critical point concerning the Conscious 

Capitalism model developed by Sisodia and Mackey is that it is not clear how the suggested 

practices can be applied and consequently prove significant transformations. The business 

examples suggested by the authors, in their view, cannot be used as a rule so that also all other 

companies can or will prosper. Also, there is a concern that the movement proposed by 

Conscious Capitalism undermines more conventional strategies that reconcile corporate 

practices and social needs by creating unrealistic alternatives for implementation. 

The second criticism is that not all companies can apply the proposed strategies because their 

financial reality or the nature of the business is not realistic. 

An excellent first step for the movement's advocates would be to make more apparent 

distinctions between "shoulds," "cans," and "wills;" otherwise they risk continually engaging 

in the fallacy of composition: to wit, "because many good companies are profitable, all are, or 

can be. Yes, every company that can adopt the tenets of Conscious Capitalism should do so, 

but, realistically, not all companies or industries can." In particular, many small businesses lack 

sufficient funds to behave generously to their employees and other stakeholders even if they 

would like to, and many profitable businesses cannot because of the nature of their businesses 

or the technologies they employ. (O'TOOLE, J., & VOGEL, D.,2011) 

The third criticism is that the model must recognize that many entrepreneurs do not worry about 

being more aware and that they will never change their thinking. 

Finally, it is essential not to forget two threats inherent in Conscious Capitalism, the first being 

known as the Body Shop Syndrome, when entrepreneurs seek to withdraw from the good 
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businesses they founded and the Jerry Effect when shareholders demand that founders sell their 

company to a larger company with a substantial premium. In both cases, virtuous entrepreneurs 

end up selling their businesses to large corporations that promise to remain faithful to the 

founder's values but rarely keep that promise. 

 

3. METHODOLOGY 

This section aims to present how the research was conducted from a case study methodology 

in order to achieve the research objective. The guiding elements of the study are described here, 

namely: (1) Research Questions; (2) Methodology structure; (3) Case study methodology; (4) 

Data collection; (5) Questionnaires and specific objectives; and (6) Content analysis method. 

3.1. RESEARCH QUESTIONS 

As previously presented, the objective of this research is to solve the following problem: 

How can franchising business models enhance the importance and the benefits of 

conscious capitalism practices in retail?  

This problem can be better understood through more specific research questions, which will be 

the drivers of this work, encompassing the themes that were addressed in the theoretical 

framework: 

(1) How practices related to the business models of franchising companies are aligned with the 

pillars of conscious capitalism. 
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(2) How the four principles of the Conscious Capitalism model are worked out in the 

organizations studied 

 

(a) HIGHER PURPOSE 

(b) STAKEHOLDERS INTEGRATION 

(c) CONSCIOUS LEADERSHIP 

(d) CONSCIOUS CULTURE 

 

(3) What is the view of retail and franchising professionals regarding practices related to 

conscious capitalism? 

The methodology used in the study is Exploratory Research, and it has the objective to provide 

greater familiarity with the problem, which may involve bibliographic survey, case study 

interviews with people experienced in the researched problem.   

 

3.2. METHODOLOGY STRUCTURE 

 

Two techniques were used to collect data in order to achieve the research objectives. The first 

chosen was in-depth interviews with experienced franchising professionals in order to have a 

better view of the practical context of franchising and conscious capitalism in Brazil. The 

second technique used was the development of a Case Study, which made it possible to analyze 

in a concrete way how a retail company and franchisor manages to implement the concepts of 

conscious capitalism in the business. 
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3.2.1. IN-DEPTH INTERVIEWS 

 

In-depth interviews were conducted with four retail professionals mentioned, between 

September 9th and 18th, 2019. They were conducted in person in the city of São Paulo at the 

interviewees' offices, and were guided by QUESTIONNAIRE 1 (Appendix), and lasted, on 

average, one hour. In order to enable the analysis, the interviewees allowed the interviews to 

be recorded for later transcription. 

The background of the interviewees is mentioned in sequence, who preferred to not publish 

their names.  

A1: Director of a Franchising consultancy firm specialized in training and relationship with 

franchise firms and franchisees. 

A2: Director of Franchisees at ABF and Multifranchisee in Brazil, managing four chains in 

different sectors. 

A3: Former president of Franchising Sustainable Association. A3 started his career in a 

language education franchising chain, which was known by its compromise with its purpose 

for education. A3 also led the creation of the ABF's Franchising Sustainable Association and, 

after its dilution, guided his career as a Social Responsibility Director at Pearson Brazil, Market 

Intelligence, Relationships, and Sustainability Director at ABF and Director at Instituto 

Sorridents. Currently, A3 dedicates his career as a consultant in Franchising and Sustainability. 

The is also the author of franchising discussing the franchising chain generations. 
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A4: General Director at Conscious Capitalism Institute, Brazil. He worked for many years as 

an executive in retail companies, such as Pão de Açúcar and is considered a pioneer in bringing 

the conscious capitalism model to the industry in Brazil. 

During the analysis of the interviewees, these were identified by A1, A2, A3, and A4, as shown 

in the identification above. 

 

3.2.2.  CASE STUDY 

 

Based on the research questions raised by the work aligned with its objective, it was defined 

that the type of research suitable is a Case Study. According to Yin (2015), there is a step by 

step to be followed in order to define the best research method in each context. In his book 

"Case Study: Planning and Methods" (2015) it is specified  the three conditions that define 

which is the best method to use: 

 

(1) The type of research question proposed; 

(2) The extent of control a researcher has over actual behavioral events; 

(3) The degree of focus on contemporary events as opposed to entirely historical events. 

 

The three conditions mentioned above are represented in Table 6 showing how they are related 

to the primary research methods: experiments, surveys, analysis of archives, historical research, 

and case studies.  

 

Table 6: Situations relevant to different research methods. 
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Source: Yin, 2015, p. 10. 

Each condition has importance for the distinction between the five methods and, for a better 

understanding, needs to be analyzed in isolation. Next, the importance and function of each 

condition will be detailed in order to define the best methodological model to be followed to 

achieve the research objective. 

(1) The type of research question proposed (Column 1): 

This first condition is categorized by a series of questions (Hedrick, Bickman & Rog, 1993): 

"who", "what", "where", "how" and "why". 

(a) "What": Focus on an exploratory study, whose goal is to "develop hypotheses and 

propositions relevant to the research to be raised. "(Yin, 2015, p.10). 

(b) "Where" and "Who": Focus on survey methods or data analysis, as in economic studies, 

whose goal is both to describe the incidence of a phenomenon and predict positive results" (Yin, 

2015, p.10). 

(c) "How" and "Why": Focus on the case study, because they deal with the operational links 

that need to be tracked over time, more than the mere frequencies or incidences" (Yin, 2015, 

p.11). 

As the research question in this paper was defined by "How can franchising business model can 

enhance the importance and the benefits of social responsibility practices in retail?", it favors 

the use of a case study. 

The case study is the most assertive methodology when facing contemporary events, "but when 

Method

(1)

 Research quetions 

format?

(2) 

Requires control of 

behavioral events?

(3) 

Focus on conteporary 

events?

Experiment How, why? Yes Yes

Survey Who, what, where, how many? No Yes

Documents analysis Who, what, where, how many? No Yes/No

Historical research How, why? No No

Case Study How, why? No Yes
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the relevant behaviors cannot be manipulated" (Yin, 2015, p.12). It is possible to make a "direct 

observation of the events being studied and interviews of the people involved in the events" 

(Yin, 2015, p.13). The significant differential of the case study is its openness in dealing with 

various evidence, such as interviews, documents, artifacts, and observations. 

It is necessary, however, to better define what a case study consists of in a theoretical 

perspective, according to Yin (2015): 

 

The essence of a case study, the central trend among all 

types of case study, is that it tries to illuminate a decision or 

a set of decisions: why they are made, how they are 

implemented, and with what result. (YIN, 2015, p.16) 

 

From the analysis of the data mentioned above, it can be defined that the case study is the most 

appropriate method to sequence the practical research. 

 

3.2.2.1. DATA GATHERING 

 

The data collection of the case study occurred mainly through the collection of: (1) secondary 

data; (2) interviews with different stakeholders, and (3) and observation. This is because, 

according to the methodology proposed by Yin (2015), case studies should be analyzed from 

documents, files, observations, or interviews.  

Secondary data: the data on the business model of the one company surveyed were accessed by 
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conventional electronic means of the organizations, such as institutional sites, commercials, 

books and bibliographies, documentaries, business magazines.  

Interviews: questionnaires were applied to the leadership (QUESTIONNAIRE 2), employees 

(QUESTIONNAIRE 3) and the franchisee (QUESTIONNAIRE 4) in order to investigate the 

perception of those parts regarding the principles of conscious capitalism. 

The interviews were defined as semi-structured, which approached a dialogue about a specific 

subject, based on a guide. This method was chosen for being flexible, allowing the interview to 

be adaptable to the individual and the circumstances. 

In the Case Study, the pillars of Conscious Capitalism were analyzed, (1) PURPOSE, (2) 

CULTURE, (3) STAKEHOLDERS INTEGRATION, and (4) LEADERSHIP from three 

perspectives: (1) LEADERSHIP, (2) BUSINESS MODEL, (3) EMPLOYEES. 

In (1) LEADERSHIP, the vision of the founding partners on the pillars of conscious capitalism 

in the business was captured through interviews, in (2) BUSINESS MODEL, it was observed 

how this vision on the pillars is implemented in the day-to-day business and the business model 

and (3) EMPLOYEES how employees perceive such practices. 

Table 7 is the list of employees interviewed by Casa Prado: 

 

Table 7: Case Study Interviews Information. 
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Source: the author. 

 

In order to obtain different points of view among employees, it was categorized that 

professionals with different duration working in the company and performance levels would be 

interviewed. This choice aims to identify variables such as company time, and performance 

may be related to engagement and conscious capitalism practices. 

 

3.3. ANALYSIS  

 

The investigation of the data collected in the research was done by a content analysis, which is 

defined as a set of techniques for communication analysis (BARDIN, 2016). The author 

established steps that should be followed in this process, namely: 

(1) Content analysis: performed in three phases - data reading, material exploration, and 

treatment of results; 

(2) Coding: organization of the information; 

(3) Categorization: classification of information; 

POSITION INTERVIEWE YEARS WORKING AT CP

SECOND GENERATION LEADER CS1

THIRD GENERATION LEADER CS2

SALES EMPLOYEE BEST EMPLOYEE OF THE YEAR CS3 16

SALES EMPLOYEE NEWEST EMPLOYEE CS4 0,1

SALES EMPLOYEE LOW PERFORMANCE EMPLOYEE CS5 1

SALES EMPLOYEE ENAGAGED MANAGER CS6 14

SALES EMPLOYEE GOOD PERFORMANCE MANANER CS7 3

HR PROFESSIONAL RH MANAGER CS8 13

HR PROFESSIONAL HR ANALYST - STARTED AS A CASHIER CS9 3

MANAGER CONSULTANT IN HOUSE CONSULTANT CS10 14

FRANCHISEE FRANCHISEE CS11 1

CASE STUDY: CASA PRADO
PILAR

LEADERSHIP

LEADERSHIP

ST
A

KE
H

O
LD

ER
S
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(4) Inference: analysis and conclusion of the relationships found in the information collected. 

From the theory proposed by Bardin (2016), the analysis of the research data was made through 

the collection of data on the business model of the organizations and, then, analyses of these 

activities were made from the perspective of Conscious Capitalism and its principles. 

 

4. RETAIL & FRANCHISING PROFESSIONAL'S ANALYSIS  

 

As explained in the METHODOLOGY chapter, the interviews were conducted with four 

franchising and retail specialists.  

In-depth interviews were conducted with four retail professionals mentioned, between 

September 9th and 18th, 2019. They were conducted in person in the city of São Paulo at the 

interviewees' offices and were guided by QUESTIONNAIRE 1 (APPENDIX 8.1) and lasted, 

on average, one hour. In order to enable the analysis, the interviewees allowed the interviews 

to be recorded for later transcription. 

The background of the interviewees is presented on Table 8, who did not have their names 

published by their preference.  

 



 50 

Table 8: Franchising professionals interview background. 

 

Source: the author. 

 

The content of the interviews was gathered in the main insights identified, and after they were 

allocated under a Conscious Capitalism pillar Table 9. This method allows an analysis of the 

interviewees' points of view on the same subject. However, it is essential to consider that some 

insights might overlap between the Conscious Capitalism pillars. 

 

Table 9: Franchising Professionals Insights under Conscious Capitalism Pillars. 

 

Source: the author. 

 

The main findings of the interviews are presented in Table 10, and the details are presented in 

the text. 

INTERVIWEE PROFESSIONAL BACKGROUND

A1
Director of a Franchising consultancy firm, specialized in trainings and relationship 

with franchise firms and franchisees.

A2
Director of Franchisees at ABF and Multifranchisee in Brazil, managing four chains 

in different sectors.

A3

Former president of Franchising Sustainable Association. A3 started his career in a 

language education franchising chain which was known by its compromise with its 

purpose for the education. A3 also leaded the creation of the ABF´s Franchising 

Sustainable Association and, after its dilution, guided his career as a Social 

Responsibility Director at inportant player in the educational sector, Market 

Intelligence, Relationships and Sustainability at ABF, Director at Instituto Sorridents. 

Now he dedicates his career as a consultant in Franchising and Sustainability. He is 

also the author of a book called XXX, discussing the franchising chains generations.

A4

General Director at Conscious Capitalism Institute Brazil. He worked for many years

as an executive in retail companies, such as Pão de Açúcar and is considered a pioneer

in bringing the conscious capitalism model to the industry in Brazil.

RETAIL IMMEDIACY

PURPOSE CULTURE STAKEHOLDERS ORIENTATION LEADERSHIP

PROSPERITY GENERATOR THE ROLE OF THE LEADER 

MANAGERS OF DREAMS

ENGAGEMENT THE ROLE OF THE EDUCATION

EDUCATIONAL PURPOSE

FRANCHSING PROFESSIONALS INSIGHTS UNDER CONSCIOUS CAPITALISM PILLARS

CHALLENGES IN RETAIL AND FRANCHSIING

RETAIL AS THE FIRST JOB & SALESPERSON 

PROFESSION
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Table 10: Franchising Professionals Interviews Analysis Overview. 

 
Source: the author. 

CHALLANGES
RETAIL 

IMMEDIACY

While in other industries the investments are made to 

obtain results at the end of the month or at the end 

of the year, in franchising the short term is 

represented by today and the long term in two days. 

This reality makes it difficult to develop longer-term 

strategies, especially in terms of sustainability.

Interviewees put that this is a major impediment to 

the development of a more conscious retailer.

The reflection is that, always - based on Maslow's 

theory, companies will look for alternatives at any 

cost to supply first their most basic needs, which are 

very much linked to the immediacy of retail, to then 

add efforts to work the purpose and the other pillars. 

First the company will look inside and its needs, to 

then look outside and understand its role with society 

and other stakeholders.

PROSPERITY 

GENERATOR

DREAM 

MANAGERS

ENGAGEMENT

PURPOSE 

EDUCATION

RETAIL AS 

THE FIRST JOB 

& 

SALESPERSON 

PROFESSION

THE ROLE OF 

EDUCATION

CULTURE

One of the main themes linked to the dissemination of culture is to have franchisees that share the same 

values and that are aligned with responsibilities so that the culture can be disseminated. In addition, 

culture, as well as the purpose, can be the object of study and can be taught so that more franchisees use 

culture to make the relationship between franchisees more advantageous to ambush the parties and 

harmony contributing to the perpetuity of the business.

STAKEHOLDERS 

ORIENTATION

Many professionals have their first employment experience in retail, and it is in retail that they begin to 

create their behavioral and vision bases within the labor market, which they perpetuate in their careers. It 

is important that retailers understand the importance and impact that their first job leaves on an individual, 

and that it can also serve as an incentive and lever for these people to achieve their goals. In addition, the 

profession of salespeople is not valued on a multi-year basis, which can be a reason for disengagement and 

high turnover in the retail sector.

Franchising can also be analyzed as a business school. In essence, the franchise model proposes that the 

business model created by the franchisor be replicated through rules, manuals, and technical training. 

However, this educational center that is the franchisng can also use its tools and expertise to teach soft 

skills and disseminate purpose, culture and other practices proposed by conscious capotalism, for example. 

This is the most significant lever of the franchisng, since it will be disseminating more conscious practices 

to thousands of entrepreneurs throughout the country also worldwide, who will also disseminate such 

practices in their surroundings.

LEADERSHIP

The leader is the protagonist in all business changes, it is he who, in general, innovates in the creation of 

business models, gives a strategic direction, assembles teams and serves as an example for them. However, 

in order for this leader to create significant transformations, it is necessary for him to understand the 

current needs of retail and have knowledge of the management strategies that can be applied, making it 

necessary to approach and professionalize in relation to issues such as Conscious Capitalism.

ANALYSIS OVERVIEW

PURPOSE

Franchising generates growth, risks in the conceptualization and implementation of new business models, 

hires thousands of people, seeks achievements, drives the creation of entrepreneurs having a very strong 

growth spring. 

The purpose of the franchise companies must be for something much more than the financial return as 

franchising firms are dealing with the dreams of so many entrepreneurs and individuals who are looking 

for to start their dreams as a business owner.

In the discussion on how to resolve friction between franchisees and franchisees, what comes up is the 

question of what brings engagement and satisfaction between these parties.  Engagement is emotional. 

Satisfaction is rational. This engagement has as its main variable the purpose, it generates an intrinsic 

motivation and an alignment that is favorable for the relationship between the parties.

The issue of purpose is not yet widespread among franchise companies. There is still a lot ofattention in 

social responsibility, which can be worked in parallel with the business. However, developing and working 

with purpose is much more intrinsic to the leadership and the business model. For this reason, franchising 

associations and other institutions which work together with high retail management should act to 

disseminate the work to be done for this purpose and what are the advantages and benefits of applying this 

conscious pillar.
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4.1.CHALLENGES IN RETAIL AND FRANCHISING  

 

4.1.1. RETAIL IMMEDIACY 

 

The main challenges faced by franchising and retail, in general, is the immediacy of results in 

the short term. While in other industries, one invests in obtaining results at the end of the month, 

at the end of the year, in franchising, the short term is represented by today and the long term 

in two days. This reality makes it difficult for longer-term strategies to be developed, especially 

in terms of sustainability. Most leaders are driven by annual bonuses that are directly linked to 

the year's performance, so the efforts are directed to the short term, destroying an immeasurable 

value in the long term. This is because decisions that involve a deepening of relationships and 

investments with stakeholders are off the agenda in order not to harm the results. 

Unanimously, the interviewees stated that this is the greatest obstacle to the development of 

more conscious retail. Nevertheless, even so, it is possible to work on other fronts so that this 

challenge can be overcome, which will be presented in the sessions related to the pillars of 

conscious capitalism. 

Still, within this theme, it is worth noting that the complexity of the Brazilian tax model makes 

unfair competition among players. The system is not clear, transparent, or inspected enough to 

make business worthy and correct, as highlighted by A4. As a result, companies that are not in 

a phase of maturity are unable to focus their efforts on the long term. 

This maturity can be understood from the hierarchy pyramid of Maslow's needs, according to 

A4. 
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Maslow, in this theory, defined five categories of human needs: physiological, safety, affection, 

esteem, and self-realization. This theory is represented by a pyramid (Figure 2) where the most 

basic needs are found at the base because they are directly related to survival. According to 

Maslow, an individual only feels the desire to satisfy the need for the next stage if the previous 

level is cured; therefore, the motivation to fulfill these desires comes gradually. (KOTLER; 

KELLER, 2014). 

Only with the intention of resuming the stages that will be used with the analysis, the base of 

the pyramid refers to the physiological needs, which refer to requirements for human survival 

and that if they are not satisfied, the human body cannot function and no other need can be 

satisfied. The top of the pyramid, on the other hand, refers to the need for self-realization. 

Figure 2: Maslow Hierarchy of Needs. 

 

Source:  (Money, Freedom & the Pursuit of Happiness, 2019) 

 

However, it can also be used of such a theory for application in companies instead of 

individuals. There is no academic research and secondary data that makes this relationship with 
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the needs of organizations; however, according to A4 like to work briefly on the topic, which 

is also an option for future research. 

Within stage 1 of the needs, physiological needs, it can be understood that refers to the need of 

the company to stay alive, to at least generate revenue to reach the break-even point, in which 

turnover equals it to costs.  In addition, employees must receive a dignified income in order to 

be able to live and also meet their physiological needs.  

At the top of the pyramid, where the self-updating is located, it can be understood how the 

company develops its purpose ultimately when it has already met all the most basic needs 

related to the assembly and management of the business, needs of recognition of consumers. 

In this last stage, the company will focus efforts on developing activities that are aligned with 

the purpose of the company, which goes far beyond profit and commercial objectives. 

The question of how a retail company that faces a series of complexities for the maintenance 

and management of the business due to taxation and high dependency on people, can reach a 

higher stage of maturity, applying the purpose of the business and the other pillars of conscious 

capitalism without first meeting its most basic needs.  

 

ANALYSIS: 

The reflection is that, always - from Maslow's theory, companies will look for alternatives at 

any cost to supply first their most basic needs, which are very much linked to the immediacy 

of retail, to then add efforts to work the purpose and the other pillars, first the company will 

look inside and its needs, then look outside and understand its role with society and other 

stakeholders. 
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4.2.THE PURPOSE 

 

The central pillar of conscious capitalism is the purpose. This is what guides companies towards 

their goals. 

Business can and should be done with a higher purpose that guides the organization, and not 

just to maximize profits. A sense of obligation to this end creates an extraordinary degree of 

involvement of all stakeholders and catalyzes the generation and release of large amounts of 

organizational energy. (SISODIA, 2011) 

The main insights of the interviewees regarding the purpose were organized in the sub-themes 

PROSPERITY GENERATOR, MANAGERS OF DREAMS, ENGAGEMENT, and 

EDUCATIONAL PURPOSE. 

 

4.2.1. PROSPERITY GENERATOR 

 

Franchising generates growth, risks in the conceptualization, and implementation of new 

business models hire thousands of people, seeks achievements, drives the creation of 

entrepreneurs having a powerful growth spring. Furthermore, a characteristic that marks this 

industry is the pillar of education. Franchising generates knowledge for entrepreneurs to 

manage their business better and even creates the entrepreneur by assisting him in opening the 

business and being persistent with support throughout the legal relationship, commented A3. 

It is also a collaborative and exponential sector. When analyzing the franchise business model, 

he uses the network as an increase in bargaining power for negotiations with suppliers and other 

stakeholders connected to the network. This competitive advantage acquired from these 

negotiations will reflect in better margins for franchisees, which will grow and prosper more, 
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analyzing coldly and understanding that there are other variables in this process. With the 

expansion, the network's brand gains more awareness, and the franchisor also obtains more 

financial resources for the network's development investor. It is a win-win cycle. 

Moreover, it is essential to emphasize that franchising is nothing more than a capitalist model, 

in which successful business models are replicated through a network of entrepreneurs. It is not 

a welfare model since profit is core. The franchisers, especially those that are already 

consolidated and with a high degree of maturity, have a purpose, but this still needs to come to 

the fore to further drive the growth of the network and stakeholder engagement. However, this 

is still a very little discussed and explored the theme, as put A4, and therefore the role of the 

Institute of Conscious Capitalism in Brazil is conducting mainly events to disseminate the 

theme, intending to generate awareness. He said that the franchise company is usually born 

with a purpose, but this is not worked on and needs to come out. 

There is also a vision that the entrepreneurs are the protagonists of transformations and 

innovations, and they are the ones who take initiatives to solve problems in our society, a point 

brought by A1. The franchising model is nothing more than to create entrepreneurs or "half 

entrepreneurs" to manage a business model. In this business, they will be mobilizing a new 

chain of stakeholders by offering a product or service that will meet local needs, generate jobs 

that consequently involve hundreds of families and turn the local economy around. 

 

4.2.2. MANAGERS OF DREAMS 

 

The purpose of the franchise companies must be for something much more than the financial 

return for dealing with the dream of so many entrepreneurs and individuals who are in search 
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of the dream of having a business of their own. A1, who was the second interviewee, 

highlighted this issue. 

The franchising model by concept is a system in which the franchisor creates a business model, 

and the franchisees buy the right to use these brands and models, in order to, many times, be 

their only income option (research people who invest in franchising). Given this, the role of 

franchising is extended to a position of model dealing directly with the dreams of thousands of 

entrepreneurs, and their families, who see in franchising an option for the independence of 

having their own business. Thus, its impact is quite significant in the social and economic 

development of the country. Therefore, the importance of working on the theme of purpose, 

once so many people are impacted by this sector and disseminate their practices. Franchising 

companies should understand more transparently the numbers related to the impact of their 

business on society and their role as a diffuser of business models and creator of these 

entrepreneurs throughout the country. 

It is a great responsibility to disseminate good practices so that these individuals and 

entrepreneurs also apply this purpose and all the initiatives that relate to it also in their field of 

action.  

 

4.2.3. ENGAGEMENT 

 

A1 commented that it is the purpose that connects the franchisor and the franchisees. 

He took it during training and courses held at franchise companies and with franchisees that 

there is a big difference and between engagement and satisfaction.  
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In the discussion on how to resolve the frictions between franchisees and franchisees, what 

comes up is the question of what brings engagement and satisfaction between these parties.  

Engagement is emotional. Satisfaction is rational. This engagement has as its primary variable 

the purpose, it generates an intrinsic motivation and an alignment that is favorable for the 

relationship between the parties. 

In the experience of A1, in order to standardize their chains, the franchisors focus a lot of hard 

skiing training. However, even if the franchisors have practical knowledge and are in similar 

geographical and economic conditions, it can be identified that many obtain different results. 

Moreover, for the interviewee, this refers a lot to the engagement of the franchisee. 

Furthermore, it is prevalent in their training to work this engagement by working out why the 

purpose. Moreover, this refers mainly to making connections between the organizational 

purpose and the Franchisees' purpose, i.e., relating, also sharing values and reinforcing the 

culture. 

A2 also stated that the purpose generates employee engagement within the franchisor. They 

know that behind their work, there is something else going on. According to him, in his 

franchise networks, he seeks to engage employees and business leaders by linking some of the 

employee's personal objectives to the company's objectives, in order to make it transparent that 

one objective helps the other. This type of practice generates a sense of belonging and 

responsibility, increasing engagement. 
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4.2.3. EDUCATIONAL PURPOSE 

 

A3, throughout his career at AFRAS, commented that it is the purpose that makes the franchisee 

follow the same objectives as the founder of the franchisor, it is he who serves as an alignment 

and engages the franchisees and consumers. It is essential that this purpose be reliable once it 

is the franchisees and consumers who will give life and perpetuity to the franchising company. 

In his book, he did a study in which he divided the franchising into six phases, taking back all 

the history and development of franchising in Brazil, which can be found in his book. 

The milestone of the beginning of the new phase in franchising was in October 2009, the 6th 

generation, during the 1st Symposium on Social Responsibility, with the title "Franchise 2.0: 

A new generation of sustainable business", which was organized by ABF and AFRAS. This 

generation was marked by the creation and implementation of social responsibility indicators 

for franchising, which were conceived in a partnership between the two institutions mentioned 

above and the Ethos Institute, which is why these were entitled Ethos-ABF-Afras Sector 

Indicators of Corporate Social Responsibility. The objective of this launch was to promote the 

internalization of the concepts inserted in the indicators in business development. The social 

and environmental responsibility projects of the franchisers could no longer be considered and 

worked on in a parallel and sporadic manner but should have been incorporated into the 

business model, including being part of the strategy of the organizations. 

The characteristics of the sixth generation of franchise networks: 

(1) Use of Ethos-ABF-AFRAS Indicators of Social Responsibility of the Franchise Sector 

in the management of the franchisor; 
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(2) Inclusion in the management of the franchisor of the themes proposed by the Ethos 

Institute based on the questionnaire: Internal Public, Consumers and Customers, 

Government and Society, Suppliers, Values, Transparency and Governance, 

Environment and Community; 

(3) Establishing commitments to sustainable development through partnerships with 

national and international associations and pacts in this regard; 

(4) Development of social and environmental projects in partnership with the franchised 

network and third sector institutions; 

(5) Encouraging franchisors to develop their own socio-environmental projects, and that 

these are open for incorporation by the franchisor and other franchisees in the network; 

(6) The franchising company shall establish Mission, Vision, and Values. This is an 

opportunity to review its position regarding sustainability challenges. 

 

This was the last generation of franchising developed by AFRAS. It can be understood that it 

is still something much earlier than the question of purpose. A3 stated that the study should be 

resumed in order to survey the trends and characteristics of the current phase of franchising. 

Furthermore, AFRAS, which proposed to be at the forefront of the changes guiding the 

Brazilian franchising in the implementation of these proposals related to sustainability, was 

today dissolved in the ABF, and its initiatives were dissolved among the other board fronts 

within the ABF. 

The main objective of this sixth generation of franchising is to make franchisors aware of the 

need to pay attention to their purposes and to be bound to cause more significant than their 

profits. There is a general view on the part of the franchisors about causes of social 

responsibility; however, there is no knowledge of what is behind all this, the question of a cause 
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and a purpose that guide the business. Therefore, this question of purpose must be taught so 

that franchisers can work internally to develop this pillar, which will consequently be an 

essential variable in the generation of competitive advantage, according to the benefits 

generated by conscious capitalism cited in chapter 2.2. 

For A1, once this purpose begins to be applied by the franchisor in its practices within the 

business model and becomes a constant speech in conferences and meetings with franchisees, 

it will also be disseminated and worked by these franchisees, who, as well as entrepreneurs, 

will also disseminate this cause among their employees and customers, generating a virtuous 

cycle. 

As A4 also pointed out, these issues related to this purpose can indeed be taught; after all, there 

is still a large number of franchise entrepreneurs who are unaware of the theme and its benefits. 

Here it is also essential to understand if it makes sense to have an institution that keeps this 

topic on the agenda and stay ahead so that innovations and transformations happen in the 

franchising system. 

 

4.3. CULTURE 

 

Culture is a much closer theme to franchisees than to purpose. 

Culture is the practical way in which employees apply the purpose daily in their day today. For 

A4, culture is essential for business development, and all the benefits of implementing a 

conscious culture need to be clearer among retailers in general, franchisers and franchisees in 

order to also apply in their teams. 
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Like the purpose, culture can be taught and formed. For A3, since franchisees are well-chosen 

and engaged with the franchisor's cause or purpose, implementing the proposed culture is more 

feasible. However, it will always start this culture will be the leader, because it is he who will 

choose the collaborators and partners who will apply it in the day to day business. 

In this sense, A1 reinforces that the choice of the franchisee is the most critical decision when 

choosing the leadership for the franchise because this person must ̀ have values compatible with 

the franchisor in order the implementation of the culture is possible. 

A2, because it is also multi-franchise, one of the most influential trends within the national 

franchise, gave a different perspective on culture. For him, there is a trend in which the 

franchisers will prioritize franchisees who also own other franchise brands. As this kind of 

entrepreneur deals daily with several business fronts, he ends up creating his own culture for 

the management of his network, which, consequently, may be different from the culture 

suggested by each franchisor. Furthermore, this movement is something natural that happens 

in the management of each leader. However, there is always a culture that prevails more than 

the others, and that can be taught and disseminated to other businesses. 

 

4.4. STAKEHOLDERS ORIENTATION 

 

 

4.4.1. RETAIL AS THE FIRST JOB & SALESPERSON PROFESSION 

 

Retail is the gateway to thousands of people in the job market. This reality is usually related to 

the need and extra income gain so that individuals can pursue their dreams and goals. 
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Given this, most retail employees are temporary by nature, and there is no talk of building a 

salesperson's career. 

A salesperson's career does not exist; what does exist is the salesperson's function. This seems 

a little too simplistic, but it also has a significant impact on the individuals who dedicate 

themselves to the "enchantment" of customers daily. Lack of incentive and appreciation can 

make these professionals feel diminished and unmotivated to persuade a career within a store 

or in a service. Also, this is linked to a lack of career planning, in which even employers are 

unaware of how to do it. It is not because a salesperson's profession is usually temporary that 

other people cannot persuade them. 

According to A2, in his franchise network, this issue has already been identified that turnover, 

which is one of the main difficulties faced in the retail sector in general, is natural (at certain 

levels, of course) and that most employees are there temporarily until they reach a goal. It is 

essential to understand that this is a retail reality. 

Thus, there is a misalignment of needs and expectations: for the company, employee turnover 

is negative, and therefore it makes no sense to invest in these employees. As they will also 

remain little in the company, issues of training and engagement are also left aside. 

Employees, on the other hand, do not give their best in the company either, striving beyond the 

minimum to achieve the results. 

It is natural for people to be motivated by something they see as valuable. If he already sees 

that work as temporary and a way to generate only income, it is a company that is also only 

oriented to profit, at some point, this will disappear. 

That is the gap, a lose-lose relationship. 
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In his network, in which the purpose is "to make employees leave here better than they entered," 

employees also share only their dreams that work in retail will be a means and a tool to get 

there. 

 

4.4.2. THE ROLE OF THE EDUCATION 

 

Franchising can also be analyzed as a business school. In its essence, the franchise model 

proposes that the business model created by the franchisor be replicated through rules, manuals, 

approved suppliers list, and also with all the support and training of the franchisors. 

The franchisers periodically offer courses and training on improvements, management for 

franchisees and their teams, with the aim of professionalizing, updating and aligning the 

network. This is also necessary because the profile of the franchisees is that the franchisees are 

50% entrepreneurs, and they need guidance. 

In addition to the technical teachings focused on management, issues such as the purpose and 

culture of the business can also be taught, as has been firmly stated in A3 and A4. Today, the 

power of disseminating the power of engagement and motivation that purpose and culture can 

generate in a business network is still little explored, and a glaring example of this is the lack 

of research and publications on the subject. Nevertheless, this can be taught. 

These teachings about the purpose and the other pillars related to conscious capitalism should 

be part of the agenda of franchisees. It is their role to understand the level of socioeconomic 

impact they develop in the country and that they are shaping the entrepreneurs who make things 

happen. By identifying themselves as an extensive training network, they have placed more 
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emphasis than the purpose and how sustainability in its broadest sense can be implemented in 

the business model and that its benefits will help in the perpetuity of the business of so many 

entrepreneurs who will also be generating a more significant impact on society since the 

spraying of franchises is done at the national and international levels, reaching the most remote 

locations. 

A1, under the immersion in the realities of its customers, began to implement management 

training for franchisees and their franchisees as a way to align the teams and leaders, define 

purpose, mission, vision, and values with leaders of the franchise company and the franchisees. 

Moreover, this emerged an exciting insight, if the purpose, mission, and vision of an 

organization should be the same for all stakeholders. Here is a provocation to continue in the 

next survey, if this purpose or mission should be the same, for different leaders. In his 

experience, A1 puts that there are conflicts in mission and vision, but the purpose is common 

to all. 

 

4.5. LEADERSHIP 

 

4.5.1. THE ROLE OF THE LEADER  

 

Unanimously, the role of the leader is to be the protagonist in all business changes. It is his 

figure that needs to bring new thoughts and ways of management. In this sense, awareness of 

the benefits and pillars of conscious capitalism must also be worked first in leaders. In both the 

A4 and A3 vision, there are no retail leaders today who do not know what needs to be done or 
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who have never had contact with other conscious leaders. However, the lack of professionalism 

and deepening of how to apply more current issues, such as Conscious Capitalism, and its 

benefits for business models and its impact on society, ends up blocking the development of 

more conscious activities. Furthermore, for something to be done, leadership must be informed 

and empowered to implement more conscious management models. 

For A3, the role of the leader is to create this long-term vision for the organization, what is its 

role in society. What is the commitment they propose, and how will they orchestrate this 

network in favor of the organization's purpose. 

For A2, the leader serves as an example for employees and franchisees and is a source of 

inspiration, especially when it comes to the franchise market. In this segment, franchisor brands 

are usually always linked to the figure of an entrepreneur, who serves as motivation and 

inspiration for the franchisees. They are often a strong argument in the decision to purchase the 

franchise. 

In general, it is the leader who will initiate all the other initiatives mentioned above, who directs 

the trajectory of the organization, as well as chooses the individuals who traveled this trajectory 

with him and who helped in the dissemination of the purpose. 

 

5. CASE STUDY A – CASA PRADO 

 

Casa Prado was chosen for the Case Study for many reasons. Firstly, the research author 

participated in the project of transformation of Casa Prado into a franchisor, in which it created 

the viability and adaptation of the present business model to support a franchising operation. In 

this process, it was needed to do an immersion in the day to day business, and it was found that 
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the practices there matched with the CC model, and it was being applied genuinely since the 

leader did not know the model of Mackey and Sisodia (2014). 

With the development of the franchise model in Casa Prado, it was noticed that this process of 

franchising would be immensely convincing to be the object of study. The study would help to 

ascertain whether all those conscious practices applied in Casa Prado, which were studied in-

depth in this chapter, could be perpetuated in the newly created franchise and the future 

franchising model. Moreover, the case study reveals how the leaders can encourage a business 

to continue with the introduction of such practices, which are the main reason for the Casa 

Prado competitive advantage, the company already existing for three generations. 

For the Casa Study development of the , ten professionals from Casa Prado were interviewed, 

including leadership, office staff, store managers, salespeople, and the franchisee. 

The interviews were semi-structured, which approached a dialogue about a specific subject, 

based on a guide. This method is flexible, allowing the interview to be adaptable to the 

individual and the circumstances. 

In the Case Study, the pillars of Conscious Capitalism analyzed are: (1) PURPOSE, (2) 

CULTURE, (3) STAKEHOLDERS ORIENTATION, and (4) LEADERSHIP. Each pillar is 

studied in three perspectives: (a) LEADERSHIP, (b) BUSINESS MODEL, (c) EMPLOYEES. 

Table 11 represents the structure of this chapter visually. 
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Table 11: Case Study Structure. 

 

Source: The author. 

 

In (a) LEADERSHIP, the founding partners' vision concerning conscious capitalism pillars in 

the business was captured through interviews, in (b) BUSINESS MODEL, it was observed how 

this vision on the pillars is implemented in the day-to-day operations and in the business model 

and (c) EMPLOYEES how employees perceive 

 such practices. 

 

Tables 12 to Table 17 present a summary of the chapter:  
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Table 12: Case Study Summary - Casa Prado Overview. 

 
Source: The author. 

 

Table 13: Case Study Summary - Purpose. 

 
Source: The author. 

 

 

 

 

 

 

 

 

Casa Prado is a retail company in the Men's Fashion segment, created 

in 1965 in Cuiabá, state of Mato Grosso, Brazil. They have 7 own 

stores and the 1 frenchise.

During the immersion in Casa Prado it was observed that the company 

presented several practices recommended by the model of Conscious 

Capitalism.

The process of franchising would be immensely interesting to be the 

object of study, in order to ascertain whether all the practices that Casa 

Prado practices, which were studied in depth in this chapter, can and 

will be perpetuated in the newly created franchise and how the leaders 

can encourage it to continue with the introduction of such practices, 

which are the reason for the competitive advantage of the company 

already present for three generations.

CASE STUDY

CASA PRADO OVERVIEW

LEADERSHIP 

VISION

The current leadership of Casa Prado, 2nd and 3rd generations, states 

that this purpose of focusing on customer satisfaction is still the 

company's greatest asset.

BUSINESS 

MODEL

The business model was adapted in order to offer services that 

positively add to the customer experience. This includes small 

activities in the customer journey to better engage with them. To 

make all the activations possible, the employees, who are key players 

in this interaction, are also treated in the best possible way.  

EMPLOYEES

The employees stated that they have a great responsibility in 

maintaining Casa Prados reputation, in which the client is always very 

well treated. According to them, the essence of the business are the 

people who take good care of each other and the customer, especially. 

It is a company which develops relationships and become close and 

intimate of the clients is the core of the business. 

CASE STUDY

PURPOSE
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Table 14: Case Study Summary – Culture 

 
Source: The author. 
 

Table 15: Case Study Summary - Stakeholders Orientation. 

 

Source: The author. 

 

LEADERSHIP 

VISION

In essence, the leadership manages Casa Prado primarily through 

caution, transparency, integrity and loyalty. These are essentially 

human values that value relationships, because for them people are 

the most important. Leadership has a strong commitment to make 

both customers and employees loyal, they want to be present in all the 

great moments of customers, from generation to generation, and also 

be present in the achievements that employees could achieve from 

their work in the company.

BUSINESS 

MODEL

The culture of the company is very transparent in relation to the issues 

of performance and feedback, which at the same time generates a 

great sense of trust because recognition is a key part of the business 

model of the company. There is great integration and care with 

stakeholders, and the practices aimed at them make the culture of Casa 

Prado aware, generating a high level of commitment between the 

parties, perpetuating the purpose of the business.

EMPLOYEES

When asked what it's like to work at Casa Prado, employees 

commented on the high level of care they should take with customers, 

that creating relationships is at the heart of the business. Besides, they 

are very loyal to the company, mainly because they feel valued by the 

leadership and for being in a humanized environment, in which their 

personal needs are also taken into consideration, which is not found in 

many companies, according to them. 

CASE STUDY

CULTURE

LEADERSHIP 

VISION

It is very clear to the leadership that the success of the company is in 

this special and close relationships with its customers, employees and 

suppliers. Moreover, as the company is placed in Cuiabá for more 

than 60 years, they get involved with social and environmental 

projects in the city. 

BUSINESS 

MODEL

In order to ensure customer satisfaction, many actions such as hidden 

customers, satisfaction surveys and extra services in store too. 

Regarding the emplyess, they go through a¡sn tretetcic panned hiring 

model and trainings and they participate of premiums and 

recognitions system. Actvations with teh society are integrated with 

the busibess model, such as the recycling of aerosol packages of the 

employees and clients and coffee waste of the store.

EMPLOYEES
Employess showed a very strong bond with the company and is very 

grateful for the opportunities that were provided to them.

CASE STUDY

STAKEHOLDERS 

ORIENTATION
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Table 16: Case Study Summary - Leadership 

 

Source: The author. 

 

LEADERSHIP 

VISION

The leaders of Casa Prado are an example to all other employees. 

They are examples of humanity and know the human need to offer 

affection and kindness. 

They also recognize the responsibility and strength that the brand has 

in the region and that they need to repay society in some way. 

Therefore, implementing the most humane dealings with employees, 

customers and partners, creating a long-term relationship, in addition 

to developing activities that involve the community and benefit the 

environment. 

BUSINESS 

MODEL

The leaders are in the day to day of the company, working in the 

back office and  in the stores with the sellers as well. They share their 

vision and management values weekly and formally to all store 

leaders. They are also present at all interaction events in order to get 

even closer to the store teams.

The back office is well aligned with the front office, there is a high 

level of cooperation to align the business and all stakeholders have a 

direct communication channel with the leadership.

EMPLOYEES

For the employees, the proximity to the board makes them feel much 

closer to the history of Casa Prado, which brings much more 

engagement and responsibility in perpetuating it. Moreover, for the 

management, the role of the directors has a purpose of passing on the 

essence and the experience that they wish to be passed on to the final 

consumers. Leaders are humble and gentle, always open to 

conversation. 

CASE STUDY

LEADERSHIP
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Table 17: Case Study Summary - Franchisee. 

 

Source: The author. 

 

Table 18 presents the list of people interviewed in Casa Prado: 

 

Table 18: Case Study Interviewees Information. 

 

Source: The author. 

 

 

 

 

 

VISION ABOUT 

THE BUSINESS

To the franchisse he have been adapting daily to the business model 

of Casa Prado. According to him, the essence of the business is the 

quality of service and the creation of a relationship with customers, a 

point that is repeatedly reinforced by the leaders of Casa Prado and 

shows a point of constant concern in almost all conversations that the 

parties have. 

FRANCHISOR X 

FRANCHISEE

The relationship between them is of partnership. It is understood by 

both parties that the model is not 100% finalized and that adjustments 

are necessary, therefore, the challenges, mistakes and solutions are 

discussed, tested and implemented together. This relationship brings 

trust and narrows the commitment between the parties, which is 

essential in the pillar of the relationships suggested in Conscious 

Capitalism.

FRANCHISEE

CASE STUDY

POSITION INTERVIEWE YEARS WORKING AT CP

SECOND GENERATION LEADER CS1

THIRD GENERATION LEADER CS2

SALES EMPLOYEE BEST EMPLOYEE OF THE YEAR CS3 16

SALES EMPLOYEE NEWEST EMPLOYEE CS4 0,1

SALES EMPLOYEE LOW PERFORMANCE EMPLOYEE CS5 1

SALES EMPLOYEE ENAGAGED MANAGER CS6 14

SALES EMPLOYEE GOOD PERFORMANCE MANANER CS7 3

HR PROFESSIONAL RH MANAGER CS8 13

HR PROFESSIONAL HR ANALYST - STARTED AS A CASHIER CS9 3

MANAGER CONSULTANT IN HOUSE CONSULTANT CS10 14

FRANCHISEE FRANCHISEE CS11 1

CASE STUDY: CASA PRADO
PILAR

LEADERSHIP

LEADERSHIP

ST
A

KE
H

O
LD

ER
S
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5.1. INTRODUCTION 

 

Casa Prado is a retail company in the Menswear segment, created in 1965 in Cuiabá, state of 

Mato Grosso, Brazil. 

The founder, José Rodrigues do Prado, opened the first store after a period of post-war scarcity, 

betting on offering more sophisticated products. At the time, local retailers offered a broad 

portfolio of products, attending various customer segments, so the focus on segmentation was 

an innovation for the period. (CASA PRADO, 2019) 

After the founder's death, his son, CS1, led the store's management and expansion. Currently, 

commanded by the third generation, CS2, Casa Prado has seven stores, 5 in the capital Cuiabá, 

1 in Rondonópolis, 1 in Porto Velho. Besides that, the third management stage is marked by a 

new expansion phase, via franchises. 

In this movement, Casa Prado inaugurated in 2018 the first franchise in Sinope, which will 

function as a model for the other stores of the chain. 

In addition to the channel's expansion, Casa Prado is also undergoing a continuous process of 

modernization of its portfolio since the new generation of customers pressure with new 

demands. 

The great challenge in introducing the franchising model is how to implement in the third party, 

which is the franchisee, the administration standards, and Casa Prado's culture,  which is, 

according to the partners and employees, the company's most significant competitive 

advantage. 



 74 

5.2. PURPOSE 

 

The company's purpose, the patriarch philosophy, as set on the Casa Prado's official website, is 

"to bring the client a special service, unique and differentiated, with all the attention, what he 

solicits." 

According to the pillars proposed by Sisodia (2011), the corporations' purpose should be 

something more meaningful than the profit. A sense of commitment to this purpose creates an 

extraordinary degree of involvement of all stakeholders and catalyzes the generation and release 

of large amounts of organizational energy. (SISODIA, 2011). However, by identifying this 

higher purpose of the founder, it is possible to analyze that, from basic management principles, 

it is the role of every retailer to serve their customer well. Therefore, it was necessary to identify 

the real meaning of the purpose through the interviews with the leadership. 

Besides, as proposed in the interview with the consultant A1, in the previous chapter, the 

primary purpose is the main factor generating engagement between the franchisees and 

employees, and it is necessary to identify if there is alignment between the leadership, 

employees, and the franchisee. 

 

5.2.4. LEADERSHIP VISION 

  

The current Casa Prado leadership, second and third generations, states that the purpose of 

focusing on customer satisfaction is still the company's greatest asset. CS1 states: 
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Customer satisfaction is our focus, and we do not give it up. I remember 

that we had a client who tried on up to 20 pairs of shoes, did not buy 

any, and even then, my father still offered him a ride to his home. He 

did not just sell clothes, but he was captivated by the dedication and 

affection. translated 3(CS1, September 18th, 2019) 

 

CS1 visits at least two stores daily to evaluate the service offered in the stores. Every detail of 

the service is strategically thought out so that the customer feels as welcome as possible. Today, 

according to the partner, customers have a lack of affection and attention for having a much 

more digital life, which contributes to reducing human contact. Customers see even more value 

when they are assisted differently, and when they are the center of attention. 

 

We want this experience of the moment of purchase to be for our 

customers a unique moment in which he can feel tranquility and 

security in acquiring products with the highest quality, a characteristic 

that has always been the brand of Casa Prado. translated4 (C1, 

September 18th, 2019) 

 

For the partners, this is the Casa Prado's trademark: impeccable service. Furthermore, this 

service includes activities that were implemented in the business model of the company, which 

are presented. 

 

 
3A satisfação do cliente é o nosso foco, e nós não desistimos dela. Lembro-me que tivemos um cliente que 

experimentou até 20 pares de sapatos, não comprou nenhum e, mesmo assim, meu pai ainda lhe ofereceu uma 

carona até sua casa. Ele não vendia apenas roupas, mas se cativava pela dedicação e carinho. 
4 Queremos que esta experiência do momento da compra seja para os nossos clientes um momento único em que 

ele possa sentir tranquilidade e segurança em adquirir produtos com a mais alta qualidade, característica que 

sempre foi a marca da Casa Prado. 



 76 

5.2.5. BUSINESS MODEL 

  

To offer the best service possible to customers, Casa Prado leaders understand that its service 

also includes other activities besides assistance at the time of purchase. Because of this, the 

business model was adapted to offer services that positively add to the customer experience. 

The store's customer journey begins with an offer to "decompress" the customer. A fresh coffee, 

which roasts the beans on the spot, is offered. According to CS1, this activity generates an 

affinity between seller and buyer, which makes the service much more personal and friendly. 

Moreover, if the customer is the only one in the store, all available employees are trained to 

give attention to the same customer in parallel. Thus, he feels like a king or a queen because all 

people are paying attention and gently surrounding him. 

During the clothing trying, the employees also make measurements on clothes that need 

adjustments. There are seamstress professionals dedicated exclusively to this in each of the 

stores. Besides, all customers who buy at Casa Prado can send their brand clothes for 

adjustments whenever they need the service, and it is provided as a lifetime service, which is 

very convenient in a tailoring clothing segment. 

After purchase, the employee responsible for the selling calls the customer to investigate if he 

or she was satisfied with the purchase and the product after its use. Also, customers are 

periodically contacted to receive news by an employee who always assists them. This kind of 

strategy is widely used mainly in the luxury market. With this type of practice, customers create 

a bond with salespeople, which contributes to customer loyalty and repurchase. 
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OB1: During the store visit, a couple aged +60 entered to try on shoes for him. They refused 

help from the salesman and started to serve themselves. Then the saleswoman offered them 

coffee, which was also refused. When she asked for help to find her shoe number, the two 

salespeople in the store and the manager mobilized to serve that customer, and he was the center 

of everyone's attention. 

Then, CS1, who was also in the store, approached the couple and with an approach to offer the 

different coffee that the seller's: "Are you sure you will not want the coffee? He is different 

from the ones he knows best, and the beans are roasted on the spot, they say it is the best coffee 

here at the mall". The same client opened a smile but did not accept the coffee again. He finished 

his purchase, and when he left, he said he would come back for the coffee. 

OB1 analysis: It is prevalent in the retail market to have a "salesman at a time" process inside 

the stores. That is who is responsible for customer service from start to finish. Soon this 

collaborative practice between salespeople, in favor of the best possible service for the same 

customer, leaving aside the internal competition for sales, is a practice that turns on the throne 

of the company's purpose, culminating in the sale that generates financial value. The attention 

and care with the details in the coffee offer is a way of "disarming" the customer, who feels 

more comfortable in the store to do its shopping, which also culminates in a financial gain to 

the company. 

  

OB2: On the morning of the day that a groom would go to Casa Prado to pick up the suit he 

would wear at his wedding, the seller responsible for him received the outfit from the factory 

and realized that the model and color were wrong. It was a factory mistake, which recognized 

the error, apologized, and would send another piece. However, the wedding would happen in 

two days, insufficient time for new manufacture and shipping. 
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The salesman felt responsible for the commitment he had with that groom and one of the 

happiest dates of his life. In order to solve the problem in time, he asked for permission and 

convoked three seamstresses from three different Casa Prado's stores in Cuiabá and presented 

them with the challenge of making a new suit in two days, what usually takes a month. The 

story of this groom without the suit mobilized all the employees who could help. The store 

managers freed the seamstresses, rescheduled other orders delivery with the customers, the 

drivers did the logistics to put them all in the same place to do the suit and the office staff set 

up a temporary sewing room in the company's headquarter so that they could work together. 

The field consultants, simultaneously with more employees, sought for and bought all the 

materials needed to create a new suit. The situation created general mobilizations and 

commotions from the stores, and all the employees sent support messages in the direct 

communication channels within the company. 

On the next day, at 9 pm, the groom went to the store to try the new suit, which was perfect and 

met his expectations. Even knowing that the mistake was from the factory, the groom made a 

very touching statement showing his immense gratitude to the employee who solved the 

problem and helped him on this critical date. It was a day of celebration at Casa Prado. Two 

interviewees on the same day said that it was situations and challenges such as these that 

motivate and engage them, a feeling of family and responsibility with colleagues and customers. 

 

People Management: 

In the vision of the company's leadership, since its foundation, so that the purpose of serving 

the customer in the best possible way is reached, the employees, who are critical players in this 

contact, should also be treated in the best possible way. The details of the negotiations with 

employees will be explored in the session about Stakeholders Orientation.  
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In this sense, their salaries are higher than average in the market, and there are several types of 

individual and collective awards, recognitions, trips, training, and group events. Also, 

leadership is exceptionally close to employees as much as possible. They treat people by name, 

adapting subjects and words according to the person they talk to; it is a humanized approach.  

Analysis: First, it may seem obvious that people and employees should be treated humanely. 

Unfortunately, however, this is not a reality in retail. Retail turnover is quite high. 

So, a differentiated treatment, in which they feel well and motivated, corroborates so that they 

follow with more determination the purpose of the company. According to Maslow's needs 

hierarchies were analyzed and applied to business maturity, employees can pay more attention 

to the company's purpose, which is the top of the pyramid, if their most basic needs are not met, 

such as a significant salary and a sense of belonging in the organization.  

  

5.2.6. EMPLOYEES  

 

Ten employees of Casa Prado were interviewed, as stated in the research methodology. 

Moreover, the questions in QUESTIONNAIRE 3, which was applied, sought to understand 

what Casa Prado meant to them. It was unanimous the idea that the company is a place where 

the client will feel good and will be treated very well. 

The most common comment made by the employees was about the great recognition that Casa 

Prado has in the region and that the employees have significant responsibility in maintaining 

this reputation, in which the client is always very well treated.   
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However, the word purpose has not been mentioned once among the employees, neither with 

the franchisee. Nevertheless, what is very clear is the tradition of Casa Prado in being part of 

the history and construction of the culture of Mato Grosso, especially in the cities that are 

present with stores.   

From employees with low performance to those with the highest performance, it was mentioned 

that Casa Prado is part of the history of the city, that it is very responsible for working in the 

stores and that and that the customer should always feel the center of attention. 

For CS6, one of the oldest managers of the chain and also responsible for the mains store that 

is the model for the other franchises of the chain commented that the "purpose" of Casa Prado 

is apparent, that the essence of the business is the people who take good care of each other and 

the customer, especially. It is a company in which to develop relationships, and to become close 

and intimate with the clients is the core of the business. 

 

 

Here at Casa Prado our purpose is to take care of people, our colleagues, 

and customers, so we create a strong relationship. This is the essence of 

the business. translated 5(CS6, September 18th, 2019) 

 

 

This relationship, besides generating very positive energy that engages the store's employees, 

also generates a great sense of responsibility with the treatment of customers. 

 

 
5 Aqui na Casa Prado o nosso propósito é cuidar das pessoas, dos nossos colegas e clientes, para que possamos 

criar uma relação forte. Essa é a essência do negócio. 
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5.3. CULTURE 

 

The conscious companies' 's purpose and objectives alignment with all their stakeholders is 

supported by a conscious culture permeated by values that guide the attitudes of employees. 

Therefore, the company was investigated as is the daily routine of the company and the 

integration between all parties. 

 

5.3.4. LEADERSHIP VISION 

 

Casa Prado has an evident mission, vision, and values for customers, employees, and partners, 

which always permeate the idea that the customer should be the center of attention of everyone, 

that he should be very well treated in order to generate a long-term relationship with the 

company.  

Since its foundation, Casa Prado values the care with people and prioritizes the development of 

a close and familiar relationship with customers and employees.  

 

We cultivate this culture of well-being every day. We reinforce every 

day with management that approaches and motivates their teams. With 

our happier and more engaged staff, the client also receives excellent 

treatment, which is our goal. translated 6 (CS1, September 18th, 2019) 

 

 
6 Cultivamos esta cultura do bem-estar todos os dias. Reforçamos todos os dias com uma gestão que se aproxima 

e motiva as suas equipas. Com nossa equipe mais alegre e comprometida, o cliente também recebe um excelente 

tratamento, que é o nosso objetivo.  
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In essence, the leadership manages Casa Prado primarily through caution, transparency, 

integrity, and loyalty. These are necessarily human values that value relationships, because for 

them, people are the most important. Leadership has a strong commitment to making both 

customers and employees loyal, they want to be present in all the great moments of customers, 

from generation to generation, and also be present in the achievements that employees could 

achieve from their work in the company. 

 

5.3.5. BUSINESS MODEL 

 

The way the business is managed transmits much trust, transparency, and responsibility to 

stakeholders. 

Since the hiring to day-to-day business, employees are aware of the responsibilities they will 

have and also of what will be charged. The culture of the company is very transparent 

concerning the issues of performance and feedback, which at the same time generates a great 

sense of trust because recognition is a crucial part of the business model of the company. As 

mentioned in the section on stakeholder orientation, there is an excellent integration and care 

with stakeholders, and the practices aimed at them make the culture of Casa Prado aware, 

generating a high level of commitment between the parties, perpetuating the purpose of the 

business. 
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5.3.6. EMPLOYEES 

 

When asked what it is like to work at Casa Prado, employees commented on the high level of 

care they should take with customers, that creating relationships is at the heart of the business. 

Besides, they are very loyal, mainly because they feel valued by the leadership and for being in 

a humanized environment. In the company, their personal needs are also taken into 

consideration, which is not found in many organizations. 

Furthermore, because Casa Prado is firmly recognized in the region, and has a history with the 

city, the employees have a high level of responsibility with the company and for maintaining 

its reputation in the market. 

It was also commented because Casa Prado is a reference in retail services in the region; other 

retailers periodically approach the employees with more advantageous salary conditions. The 

high level of loyalty, responsibility, and trust and bond that employees have with the company 

encourages them not to accept these proposals. CS10 commented that when an employee leaves 

the company tempted by these proposals after a short period returns to the company. The culture 

that Casa Prado has is not easily replicated in other companies, and this makes the business and 

the work environment unique and is indeed the essence of business success for three 

generations. 

 

I have worked in other companies in the same position, and there I was 

not treated as a person, but as a machine to perform tasks. Here at Casa 

Prado it is humanized, we are listened to, and we can talk to CS1 and 

CS2 if we want, the channel is open. They know that we are people who 
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also have problems and dreams, and everything is listened to. It is a 

great place to work. translated 7 (CS10, September 18th, 2019) 

 

5.4. STAKEHOLDERS ORIENTATION 

 

In this pillar, the objective is to identify how the relationship between parties works, especially 

concerning the commitment Casa Prado has with the stakeholders and how they perceive these 

actions. Besides, in the Business Model session, the leading practices within the business model 

that are aligned with this pillar of conscious capitalism were surveyed. 

5.4.4. LEADERSHIP VISION 

 

5.4.1.1. CLIENTS 

As already mentioned, creating a very close and long-term relationship with customers is the 

primary purpose of Casa Prado. It is evident to the leadership that the success of the company 

is in this unique and close relationships with its customers. Several examples corroborate this 

success, mainly the issue of taking good care of the employees so that they treat customers well 

and also the additional services that add much convenience to the purchase. 

 

 
7 Eu já trabalhei em outras empresas na mesma posição e lá eu não era tratada como uma pessoa, e sim como 

uma máquina de realizar tarefas. Aqui na Casa Prado é humanizado, somos ouvidos e podemos falar com os CS1 

e CS2 se quisermos, o canal é aberto. Eles sabem que somos pessoas que também tem problemas e sonhos e tudo 

é escutado. É um ótimo lugar para trabalhar. 
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5.4.1.2. EMPLOYEES 

 

The leaders of Casa Prado commented that it is the tradition of the company to treat very well 

the collaborators and partners, something that is a brand of the company since its foundation. 

It is necessary to be careful with the collaborators because they are the ones who represent the 

culture and the brand with the consumers.  

CS1 remembered that his father always gave a suit as a gift on employees' birthdays or special 

occasions and that they were always welcome in his home. 

Employees also have very close contact with the leadership and internal teams to demonstrate 

concerns, suggestions, and personal problems. It is evident to the company that employees' 

personal lives interfere with the work they do and, therefore, also receive support in whatever 

they need. 

The store leaders, the managers, are directed and trained to understand how the employees' lives 

are and if there is something that Casa Prado can help. An interesting example is the picture of 

dreams that is present in each store, in which the employees add short and long term dreams 

and objectives, and then the store employees sit together and set up an individual plan so that 

each one can achieve their dreams.  

In the stores we have the dream picture where each employee puts all 

his or her dreams and quarterly and annual goals. We have always 

reinforced that store teams should encourage their colleagues to achieve 

these dreams. We understand that our employees will work better and 

more motivated if they have tied their personal goals to work as well, it 

is a win-win situation for everyone. It is a general celebration when 

someone reaches a goal or dream, everyone is happy, it is a shared joy, 

like a family. This week CS3 beat her goal and became the best seller 

for 6 months, she will win a trip! Everyone was cheering for her because 
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we know that she wanted a lot and worked hard to get it. translated 8 

(CS1, September 18th, 2019) 

 

Managers also have the freedom to mobilize and serve and carry out small activities with 

company capital to motivate and help the team. For example: buying a birthday cake for an 

employee, an extra premium for those who reach the week's target, and even making their 

working hours more flexible to carry out personal activities. Leaders understand that this 

significantly improves the quality of life of employees. 

The leadership is also in charge of carrying out collective activities in order to unite the teams, 

which are already inserted in the company's business model and session mentioned in the next 

topic. It is essential that employees feel like a family and a team that wants the good of the 

company, join together for the sake of a higher goal - which is to treat the employee very well 

because then the sale will be a consequence and at the same time, fight to achieve their personal 

goals. 

 

5.4.1.3. SUPPLIERS 

 

Concerning suppliers, leaders see them as partners. As the production of parts is outsourced, 

Casa Prado has a high level of dependence on these suppliers. So the relationship is very close, 

and the communication channel is very open. The leading suppliers already have many years 

 
8 Nas lojas temos o quadro dos sonhos onde cada funcionário coloca todos os seus sonhos e objetivos trimestrais 

e anuais. Sempre reforçamos que as equipes de loja devem incentivar seus colegas para que alcancem esses 

sonhos. Entendemos que nossos colaboradores vão trabalhar melhor e mais motivados se tiverem atrelado ao 

trabalho seus objetivos pessoais também, é um ganha-ganha para todos. É uma comemoração generalizada 

quando alguém alcança um objetivo ou sonho, todos ficam felizes, é uma alegria compartilhada, como uma 

família. Essa semana CS3 bateu sua meta e se tornou a melhor vendedora por 6 meses, ela vai ganhar uma 

viagem! Todos estavam torcendo por ela porque sabemos que ela queria muito e trabalhou muito para conseguir. 
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of company and are spread throughout Brazil. The leaders always visit them periodically 

throughout the year to reinforce the partnerships.  

An interesting example was the adherence of suppliers with the new franchise business model. 

This model demands that the suppliers send the Casa Prado clothes directly to the franchisees 

and make the royalties management to the company, which will serve as a bonus in order for 

the Franchiser to make its purchases. It seems something simple, but this operation demands a 

level of complex management of invoices, which is not common to see in the market. This 

shows that suppliers have decided to support the new project of their partner Casa Prado and 

together will adapt to the needs that the model requires.  

 

Our suppliers are our partners, and we have worked with them for many 

years. In our franchise project, we expose directly how the new format 

would work and how it could be beneficial for all of us. We have 

adopted the model with time, and we know that there can be mistakes, 

we are partners, and we want gains for both. I'm very satisfied, and I'm 

sure they are too. Mistakes can also always happen with products and 

deliveries, and what is very common is to negotiate an allowance or 

other replacement terms to get around the problems, always in a 

friendly way. translated9 (CS1; CS2  September 19th, 2019);  

 

5.4.1.4. COMMUNITY/ENVIRONMENT 

 

Casa Prado has a strong bond with Cuiabá and the State of Mato Grosso, for being a company 

with a local presence for over 65 years. This historical baggage also creates a strong sense of 

 
9 Nossos fornecedores são nossos parceiros e trabalhamos com eles há muitos anos. Em nosso projeto de franquia, 

expomos diretamente como o novo formato funcionaria e como poderia ser benéfico para todos nós. Adotamos o 

modelo com o tempo, e sabemos que pode haver erros, somos parceiros, e queremos ganhos para ambos. Estou 

muito satisfeito, e tenho certeza que eles também estão. Erros também podem sempre acontecer com produtos e 

entregas, e o que é muito comum é negociar um subsídio ou outros termos de reposição para contornar os 

problemas, sempre de forma amigável. 
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responsibility with the community and the environment, which are already inserted in the 

business model and will be presented. 

 

5.4.5. BUSINESS MODEL 

 

5.4.2.1. CLIENTS 

 

In order to ensure customer satisfaction, the leadership created a model and service that seeks 

to delight and treat the customer in the best possible way. These sales models are trained and 

supervised daily by store leaders and by the leadership. Also, the company invests in hidden 

customers in order to identify flaws in this process. There is also a satisfaction survey conducted 

by the office team, in which calls are made to a random selection of customers from each store 

in order to understand how they were served at the time of purchase and exchange of products. 

It is also offered in the stores a service of sewing and adjustments proper of Casa Prado, in 

which the necessary adjustments in the pieces are made in a freeway and during the time that 

the pieces last, is a service that is always available to customers.  

 

5.4.2.2. EMPLOYEES 

 

(1) HIRING: During the selection process of Casa Prado, an exam is applied that measures 

the values of the individuals, used as a means to identify some personality traits of individuals, 
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and whether they would fit into the culture of Casa Prado. It is known that it is only possible to 

identify if the employee is aligned and has the behavioral characteristics that the company seeks 

in its day-to-day work. However, it is already known that some characteristics people cannot 

develop with training, for example, like to communicate with people or a sense of responsibility 

and ethics. Given this, tests are an option to reduce the risks of hiring. It is already exposed to 

the employee how the company works, purpose, and values: Family business, customer focus, 

awards, functions, and rules. Then, at the very beginning, the employee already in the first 

contact with Casa Prado, the purpose and culture are addressed. 

 

(2) TRAINING: After the confirmation of the hiring, the employees will go through 

immersion on what is Casa Prado and then follow for more technical training. In this immersion, 

the entire history of the company is passed on, the reason for the creation, who was the founder, 

the process of growth and hiring. The history and relevance that Casa Prado has with the city 

of Cuiabá are emphasized, 65 years of history in the region. This starts to create a sense of 

responsibility with the brand, with the old clients that can make a habit of buying products of 

the company from father to son. Besides, employees are consistently encouraged to take 

courses. These can be sales courses, focused on the reality of the store, or even for personal 

development, such as oratory courses. Also, every Saturday, employees meet in the morning 

before work to exchange knowledge, in which employee house is responsible for a theme per 

Saturday, they are encouraged to study the theme and present to colleagues. This brings another 

sense of responsibility and collaboration, which is vital in the store's daily life. 

 

(3) PREMIUMS AND RECOGNITION: Casa Prado develops and applies various types of 

recognition and bonuses to its employees. There are individual and collective awards. 

Individuals, for example, recognize sales performance, customer satisfaction, satisfaction with 
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the return, discount margin offered, store goals. These are mostly returned as a percentage of 

sales to employees in general, at the end of the quarter, the best is rewarded with domestic and 

state trips. There are also goals designed to encourage teamwork and encourage cooperation, 

such as store goals. Store goals impact the individual bonus of each employee, and once the 

team is aligned and all store goals are achieved, employees also achieve 1005 of what they 

could receive as a prize. This includes several quantitative variables such as quality, such as 

store cleanliness and posts purchase customer satisfaction, for example. For this reason, the 

work at Casa Prado places a high value on the collective, the store, and the customers belong 

to everyone.  

 

(4) OVER WORK MEETINGS: Casa Prado organizes periodic events so that there can be 

interaction beyond working hours with employees. A weekly morning running training is 

organized, with the participation of all employees of the stores and the office, with the presence 

of the leadership and also their families are welcome. Furthermore, the employees who attend 

the event the most also receive awards and recognition. There are also monthly mini-

conferences of the network, with all the salespeople, where the awards also take place. 

Managers have weekly meetings where the business is discussed, and then everyone goes to 

dinner and relax. 

 

5.4.2.3. SUPPLIERS 

 

There is no specific business plan practice to ensure good relationships with suppliers. There is 

very close communication between the leadership and the suppliers and the construction of a 

strong partnership relationship. 
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5.4.2.4. COMMUNITY/ENVIRONMENT 

 

Casa Prado, in addition to the high level of care of its employees and their families, has also 

been developing activities that mobilize society. For example, Casa Prado sponsors the Race of 

Kings in Cuiabá, which is recognized as the most important sporting event of the year in the 

region. And not only does it sponsor, but the employees are invited to train all year round, 

weekly, with the teams at Casa Prado. 

Concerning more environmentally friendly measures, Casa Prado recently adopted recycling 

practices. Today, there are campaigns to recycle aerosols and batteries, in which employees are 

encouraged to return these materials to the stores but collect and dispose of them correctly. The 

exciting thing is that some of the employees I talked to have already taken this culture of 

recycling into their homes and are spreading the idea.  CS8, the RH Manager who is responsible 

for the managing these actions in the store commented: 

 

We have now started these environmentally friendly steelworks. It is 

still something we do only internally. Even with the little time we see 

that our collaborators are already engaging and disseminating inside the 

house, some already bring the aerosols of the whole family. Others send 

me messages asking how much coffee went into the garden this week. 

It is very nice to see the people engaged with the cause and to see that 

we are helping a school. translated10(CS8, September 18th, 2019)11 

 
10 Já iniciámos estas siderurgias amigas do ambiente. Continua a ser algo que só fazemos internamente. Mesmo 

com o pouco tempo que vemos que nossos colaboradores já estão se engajando e disseminando dentro da casa, 

alguns já trazem os aerossóis de toda a família. Outros me enviam mensagens perguntando quanto café entrou 

no jardim essa semana. É muito bom ver as pessoas envolvidas com a causa e ver que estamos ajudando uma 

escola. 

11 Iniciamos agora essas ações voltadas para o meio ambiente. Ainda é algo que fazemos só internamente. Mesmo 

com o pouco tempo vemos que os nossos colaboradores já estão se engajando e disseminando dentro de casa, 

alguns já trazem os aerosols da família toda. Outros me mandam mensagens perguntando quanto de café foi para 

a horta nessa semana. É muito legal ver o pessoal engajado com a causa e ver que estamos ajudando uma escola. 
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Besides, there is also a campaign to recycle the coffee grounds that are produced in stores by 

the coffee machine. This material is destined for a local vegetable garden, where organic 

vegetables and vegetables are produced. 

The company has also developed an initial line of t-shirts that are produced from pet bottles. 

This is the first collection to test the market and introduce other sustainable consumption 

options. 

 

5.4.6. EMPLOYEES 

 

(1) TRAINING: The employees' view of the training is very aligned with the management 

objective. In general, they find it very interesting to be able to improve themselves as a 

professional, from the courses offered by Casa Prado. 

 

That is a knowledge you will never take away from me, and it is good 

for my future. translated 12 (CS4, September 19th, 2019) 

 

Also, the training on the company and its purpose further reinforce the vision that employees 

have about the company. Casa Prado has consistently won the annual Top of Mind award in 

Cuiabá, showing that it is well known in the city. Because of this, the employees already have 

the vision that the company has a reputation, and in training is reinforcement that this reputation 

is the result of excellent service in these 65 years of existence. 

 
12 Esse é um conhecimento que você nunca vai tirar de mim, e é bom para o meu futuro. 
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The practical training happens inside the store together with the managers and other 

salespeople. The employee spends one week under the manager's accompaniment to learn the 

store's practices, the accompaniment.  

It is very clear is the tradition of Casa Prado in being part of the history and construction of the 

culture of Mato Grosso, especially in the cities where the stores are located. 

The employees with low performance to those with the highest, it mentioned that Casa Prado 

is part of the city's history, that it is very responsible for working in the stores, and that the 

customer should always feel the center of attention. 

 

Casa Prado is a very recognized brand in Mato Grosso, everyone knows 

it in Cuiabá, it is already part of the city's history. I have already 

attended many customers who come to the store and comment that they 

buy at Casa Prado since the time of their José do Prado. It seems that 

he is still present. translated 13 (CS5, September 19th, 2019) 

 

(1) ACHIEVEMENTS: 

A point indicated by many employees is that they have achieved several personal goals while 

working at Casa Prado, there were several of dreams fulfilled. The company takes the 

employees' goals seriously and makes it possible for them to become possible if there are effort 

and commitment. 

CS3, a seller at Casa Prado for 16 years, commented on all the conquests that she got from her 

work in Casa Prado, as a private house and the graduation of the daughter in Law. She showed 

a substantial bond with the company and is very grateful for the opportunities provided to her. 

 
13 A Casa Prado é uma marca muito reconhecida no Mato Grosso, todo mundo conhece em Cuiabá, ela já faz 

parte da história da cidade. Eu já atendi muitos clientes que vem até a loja e comentam que compram na Casa 

Prado desde a época do seu José do Prado. Parece que ele ainda está presente. 
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She also commented that she is unaware of any other company that offers opportunities to make 

dreams possible, and that treats employees with as much humanity as is done at Casa Prado. 

The employees who work here create a solid bond with Casa Prado, 

because many of their personal objectives were possible to happen 

because they were working in the company. Buying the house, the car, 

to graduate a son, was provided by the work in Casa Prado. This creates 

a solid bond, and I am very grateful for everything I have achieved here 

in the company. translated 14 (CS3, September 19th, 2019) 

 

CS9, CS10, also reinforced the achievements point. They entered Casa Prado as salespeople 

and now hold leadership positions. All the effort they embedded into the company was always 

well recognized. 

I started at Casa Prado as a cashier. Moreover, since I worked well and 

liked the company, they invited me to work in the office. I am taking 

courses and participating in collective events. I know that if I want to 

and strive and can still grow more in the company. translated 15 (CS9, 

September 18th, 2019) 

 

5.5. LEADERSHIP 

 

The main objective of this session is to identify what is the leadership's view on their role, how 

they can implement actions in the business, and how employees perceive leaders. 

 

 
14 Os funcionários que trabalham aqui criam um vínculo sólido com a Casa Prado, pois muitos de seus objetivos 

pessoais eram possíveis de acontecer porque estavam trabalhando na empresa. A compra da casa, do carro, para 

formar um filho, foi proporcionada pela obra na Casa Prado. Isso cria um vínculo sólido, e sou muito grato por 

tudo o que consegui aqui na empresa. 
15 Comecei na Casa Prado como caixa. Como eu trabalhava bem e gostava da empresa, eles me convidaram para 

trabalhar no escritório. Estou fazendo cursos e participando de eventos coletivos. Sei que se eu quiser e me 

esforçar, posso crescer ainda mais aqui na empresa. 
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5.5.4. LEADERSHIP VISION 

 

The Casa Prado leaders are an example to all other employees. They are models of humanity 

and know the human need to offer and receive affection and kindness. CS1 spends every day 

in at least two stores, and he knows that he and CS2 are an example for others and that they 

bring inspiration to the teams. 

They also recognize the responsibility and strength that the brand has in the region and that they 

need to repay society in some way. Therefore, implementing the best dealings with employees, 

customers, and partners, creating a long-term relationship, in addition to developing activities 

that involve the community and benefit the environment. 

 

5.5.5.  BUSINESS MODEL 

 

The leaders are present in all company fronts, working in the back office and at the stores with 

the sellers. They share their vision and management values weekly and formally to all store 

leaders. They are also in all interaction events in order to become closer to the store teams. 

The back office is well aligned with the front office, there is a high level of cooperation to align 

the business, and all stakeholders have a direct communication channel with the leadership. 

 

5.5.6. EMPLOYEES 
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For the employees, the proximity to the board makes them feel much closer to the Casa Prado 

history, which brings much more engagement and responsibility in perpetuating it. Moreover, 

in their vision, the role of the directors has the purpose of passing on experience essence that 

they envy to be passed on to the final consumers. Leaders are humble and gentle, always open 

to conversation. 

The managers, CS10, CS9, and CS7, commented that they adore when CS1 comes to the store, 

he is the business soul and heart, and he always has something to instruct. 

It was also commented that leaders are extremely humanized, which is quite unconventional 

from retailers in general and the other places that had worked before, where the owners did not 

about the employees. They also feel well supported by the employees, have openness to show 

concerns about personal problems, because there is an influential culture of welcoming at Casa 

Prado. 

They are leaders who are always concerned with offering the best to the employees. 

 

5.6. FRANCHISEE VISION 

 

5.6.4. VISION ABOUT BUSINESS 

 

In the interview with CS11, the decision to acquire a Casa Prado's franchise was based on the 

brand recognition in the state of Mato Grosso, which is already part of the region's history. It is 

worth mentioning that the process of developing the franchise model was triggered by the 



 97 

enormous interest of CS11, which contacted the Casa Prado leaders with the interest in owning 

a franchise, therefore, started the development of the project in which CS11 would be the first 

franchisee. 

Since its start in the business, CS11 has been adapting daily to the business model of Casa 

Prado. According to him, the main point to take into account is the quality of service and the 

relationship creation with customers, a position that is repeatedly reinforced by the Casa Prado 

leaders, which is a constant concern in almost all conversations that the parties have. 

 

The success of Casa Prado is very much due to the excellent service and 

reliable relationships with customers. translated 16(CS11, September 

26th, 2019) 

 

In this sense, CS11 commented that he is really supported by the franchisor and has a direct 

channel with the founding leaders, who serve as an example and inspiration for him, as 

professionals and individuals. In all visits made to his store, he succeeds in learning more 

management practices. However, the company's essence is internalizing its history and its 

purposes, which is something that customers are also interested in because it passes the 

credibility. As the franchise is his first business, CS11 is concerned with learning more about 

management and improving technical skills. The supervisor and consultant of Casa Prado 

Stores were actively present at the beginning of the operation and even today makes periodic 

visits to help in all store issues, which is of great value to the franchisee. 

 
16 O sucesso da Casa Prado deve-se ao excelente serviço e às relações de confiança com os clientes. 
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When asked about practices that recognize and enhances employee motivation, such as salaries 

and bonuses above the market average, CS11 recognizes the benefits and positive results of 

those for the company. 

 

My employees are much more engaged and motivated; they work much 

more willingly. Whenever I need something or when the store needs to 

be closed later, they offer themselves to stay more, without question. 

They want the best for the store and the customer. translated 17(CS11, 

September 26th, 2019) 

 

Besides, it was commented that these actions help the company to have less employee turnover 

and make them work much better. According to CS11, these practices with employees are very 

advantageous for both parties. 

 

5.6.5. FRANCHISOR X FRANCHISEE 

 

With the development of the franchise plan, Casa Prado has designed a business model that 

would present the same practices that are currently applied in its stores. However, the 

company's culture and purpose cannot be required in the contract. Therefore the franchisor's 

leadership must work incessantly to find the right leaders for the franchises and guide them to 

create a conscious culture as the Casa Prado one. 

 
17 Meus funcionários são muito mais engajados e motivados; eles trabalham muito mais voluntariamente. Sempre 

que eu preciso de algo ou quando a loja precisa ser fechada mais tarde, eles se oferecem para ficar mais, sem 

dúvida. Querem o melhor para a loja e para o cliente. 
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When choosing the first franchisee, the main point considered by the franchisors is the 

motivation to open the store and the facility dealing with people. The actual franchisee holds a 

high degree of care and ability to deal with people. 

In order for the franchisee to implement the management model that Casa Prado has today, the 

leadership has a very close approach to this franchisee, working as mentors for the new 

entrepreneur. It is understood that it is much easier to work on technical skills than on personal 

skills, so the personal priority before the professional when choosing the candidate. 

It is understood that the franchisee is the key to a collaborative and supportive partnership, such 

as a "marriage" between two parties. Both need to have financial gains, and that is why 

everything is talked about and renegotiated, a very flexible and very close relationship. 

As the franchise contract does not allow the franchisor to impose very individual terms on the 

business, such as awards and salary ranges, the franchisor has to convince the application of 

such practices by showing and explaining the benefits and competitive advantage that those can 

bring to the business. Therefore, Casa Prado's leadership acts as a consultant indicating best 

practices to the franchisee. CS10, which acts as a consultant for the chain, is frequently present 

in the store to help in this implementation. 

For CS11, the role of being the first franchisee is of great responsibility. Mainly because  Casa 

Prado is a family business, and he, as a franchisee, needs to show much credibility to manage 

the brand, and to him was deposited much confidence to carry the Prado family legacy. The 

clients who buy today at his one year store before traveled to other cities to buy at Casa Prado, 

so they are customers who already know the quality of the product and service. Being a brand 

with so much credibility in the region for more than 65 years, CS11 needs to do a great job with 

its store and maintain the standard of Casa Prado. 
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As I am the first franchisee, both the leaders of Casa Prado and I are 

learning and adapting to the model. It is a partnership relationship in 

which both parts learn and support the other. translated 18 (CS11, 

September 26th, 2019) 

 

The franchisee is very satisfied with the model and performance of the store. He has leadership 

support and has direct communication with the franchisor. The relationship between them is of 

partnership. It is understood by both parties that the model is not 100% finalized and that 

adjustments are necessary. Therefore, the challenges, mistakes, and solutions are discussed, 

tested, and implemented together. This relationship brings trust and narrows the commitment 

between the parties, which is essential in the pillar of the relationships suggested in Conscious 

Capitalism. 

 

6. FINAL CONSIDERATIONS 

 

Casa Prado, the studied company, applies in a certain way several conscious capitalism 

practices because the leadership believes faithfully this is the correct way to manage a business, 

something that happens since the company's creation. However, on the franchise model, the 

franchisees are not obliged to follow the same management model as the franchisers, and it may 

be that all these conscious practices are lost with the franchises because the leaders will 

prioritize other objectives. It can be observed with the research, that the first franchisee is still 

 
18 Como sou o primeiro franqueado, tanto as líderes da Casa Prado quanto eu estamos aprendendo e nos 

adaptando ao modelo. É uma relação de parceria em que ambas as partes aprendem e apoiam o outro. 
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focusing a lot on the most technical part of the business, for being at the beginning of its 

operation.   

Moreover, the leadership of Casa Prado is not clear that all these conscious actions that they 

practice generate a virtuous cycle that maintains the perpetuity of the company already for three 

generations. However, according to the theory of conscious capitalism, the application of all 

pillars generates very strong benefits and is the reason to create a competitive advantage for the 

company. 

Given this, the company's leadership must deepen in the CC model and its advantages, in order 

to understand the importance of it. With this, they will understand that this is a significant 

differential for the company and that it generates benefits that at the end of the process also 

generate a higher financial return, which is very beneficial for the franchisor and for the 

franchisees and will also start to disseminate this theme among their franchisees, through 

corporate education, which is a crucial part of franchising. In order to ensure that franchisees 

follow the trajectory of the franchisor, it is necessary that franchisees are very well chosen and 

be aligned on value issues and that they receive much support and guidance to expand not only 

the technical business models but also their conscious essence.   

A conscious business, which is based on purpose, culture, leadership, and integration with 

stakeholders, starts mostly from leaders with a distinct purpose and who put all this ideal into 

practice from an influential culture and applying conscious practices with their stakeholders. 

However, the franchise is managed by others who may not present adherence to the purpose 

and values. Therefore, as already commented in the previous chapter, the choice of the 

franchisee is a crucial part so that a conscious business can be perpetuated from an expansion 

model via franchises. 
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The challenge is about how to ensure that the franchisee acts with the same principles as the 

franchisor.  

As there is no study of how this can be done, retail professionals and consultants indicated in 

their interviews that everything can be taught through education and practical examples, after 

all, the franchisors are nothing more than a model that must be replicated, and this issue of 

implementing conscious practices must be worked more thoroughly in order to understand 

which method is best for this purpose. 

Considering also the insights brought by franchising professionals, one can understand from 

the research that franchising is a potential platform for the dissemination of CC, because it 

generates social, environmental and economic impact. For this to be possible, the leadership 

that is the protagonist has to know the CC and its benefits and convince the franchisees, which 

can be achieved through corporate education with a CC-based training and soft skills since this 

is a resource already implemented in the sector.  Furthermore, because franchisees play a 

leadership role in their own businesses are responsible for their teams, the leadership pillar of 

CC will be disseminated through them, serving as a catalyst for CC.  

The main limitations of this research are practical and academic. Firstly, practical because it is 

complex to investigate in a real way, the benefits that the implementation of the practices of 

conscious capitalism can bring to business models. This is mainly due to the lack of metrics 

that can measure and quantify these advantages. It is also a common problem when it comes to 

impact a business. Sisodia has made available a questionnaire (APPENDIX 8.5) that measures 

the level of business awareness by generating a score through a qualitative analysis of the 

characteristics of each pillar. However, this is not yet sufficient to measure the benefits of each 

practice that the model suggests. The first suggestion of future studies refers to the development 
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of viable metrics to measure the impacts of conscious capitalism practices, individually for each 

pillar, in order to materialize and make more concrete the advantages of its application. 

Academic limitations mainly refer to the lack of good cases of retailers applying conscious 

capitalism practices that can serve as a basis for further studies. Besides, there is a complexity 

of integrating various areas of management to study the implementation of conscious practices 

explicitly applied to the reality of franchising. 

From the analysis with franchising professionals and what happens within Casa Prado, the 

starting point for any significant change in companies comes from leadership. Leaders are 

protagonists of innovations, implementation of changes, and dictate how these will be 

implemented and serve as an example to other stakeholders. 

In this sense, the recommendations for future studies are on how the theme of Conscious 

Capitalism can integrate into succession processes. It is important so that future leaders can 

start a more professionalized management with more in-depth knowledge of the theme so that 

it can integrate such practices in the business models they will manage. This suggestion is due 

to the fact many franchisees today do not apply models because of the lack of knowledge and 

technical leadership capacity on the subject, its benefits, and how to implement them. 
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8. APPENDIX 

 

8.1. QUESTIONNAIRE 1 – FRANCHISING PROFESSIONALS 

 

BACKGROUND 

 

1. Could you tell us a little about your trajectory in Retail? 

 

RETAIL AND FRANCHISING AND SOCIAL AND ECONOMIC DEVELOPMENT 

 

2. What are the key challenges and deficiencies of general retail today in the world? 

3. Is it different in Brazil? 

4. What is the importance of Retail in relation to the other industries in the social and 

economic development?  

5. On Franchising is it different? How? Why? 

6. What is the role of franchising in the social and economic development of the country? 

7. Do you think that the Franchising, due to the specificities of your business model, has 

more potential to develop the country? Why? 

 

FRANCHISING AND CONSCIOUS CAPITALISM 

 

8. Do you know the concept of Conscious Capitalism?  

9. How are the Franchising movements in relation to Sustainability, Conscious Capitalism 

and Social Responsibility? 

10. Could you give examples? 
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11. Do you think that there was an evolution of CSR on the last years? What has changed? 

Why do you think these changes have happened? 

12. How does competition influence CSR practices?  

13. Do you believe that companies mirror each other? In what sense? By pressure? 

14. How does consumer demand influence CSR practices? 

15. How do company employees influence CSR practices? 

16. 16. Do you think franchisees influence franchisors' CSR practices? And vice versa? 

17. Do you believe that if there were no longer market pressure behind these social 

responsibility practices, companies would still persuade them? 

 

CONSCIOUS CAPITALISM 

 

18. What is the role of leadership in this process? On the franchiser and on the franchise. 

19. And the culture and the purpose of the company? 

20. How do you think company's purpose influences on business practices? 

21. Do you think it influences the choice of franchisees? Why? 

22. Do you think it is possible to put people before profits in a company? Mainly in a sector 

in which it depends so much on people? 

23. Do you think it is possible to reconcile the vision of CC with profitability? Why? 

24. Do you believe that these practices can be a competitive advantage in the expansion of 

the company? Why? 

25. Do you know any company that took in consideration these practices on its expansion? 

Which one? What does it do in terms of management and practices that are interesting? 

26. Entrepreneurs, which seeks to buy franchises, are looking for and value this kind of 

movement and management practices? 
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27. Is there counseling on the implementation of these practices on the franchise segment?  

28. Do you believe that the retail and franchise leaders today have knowledge about this 

theme? Knowledge enough to transform on actions? 

30. What is the main limiter for more Retail and Franchising companies to apply CC 

practices? 

31. What is the general view of franchising on the subject from your point of view? 

32. What is your view on the topic? 

33. Do you think the actions are in the direction of a higher purpose or do we still have a lot 

of green/social washing? 

 

8.2. QUESTIONNAIRE 2 – CASE STUDY - LEADERSHIP 

 

PURPOSE 

 

1. Could you tell the story of the company and how it was founded? 

2. Why was it created? 

3. What was the purpose of the Founder? 

4. How was the purpose aligned with the creation of the business? 

5. Is that purpose still pursued today? If yes, in what way? If not, has it been adapted? 

6. How is the purpose inserted in the business model of Casa Prado? 

a. Employees 

b. Suppliers 

c. Consumers 

7. Does Casa Pardo satisfy the deep needs of its customers and not just their wishes? 

8. How loyal are they to their customers? 
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9. How motivated are your employees? What are the factors? 

10. How is this purpose passed on to your employees and customers? 

11. How was it passed to your franchisee? 

 

CULTURE 

 

12. How is the Culture of Casa Prado? 

13. Is it perceived internally and externally? By employees and other stakeholders? Is the 

Culture clear to everyone? 

14. Does this culture generate trust? 

15. Are employees encouraged to make their own decisions? Are they empowered? 

16. Would you say that their teams are self-managed, self-motivated and self-directed to do 

the work?  

a. If so, why do you think so?  

b. If not, why don't you think so? 

17. How is this culture passed on to employees? 

18. How is the culture passed on to other stakeholders? 

19. How was this culture passed on to your franchisee? 

20. What is the level of commitment of the parties?  

21. There were already difficult moments at Casa Prado? How did the stakeholder’s rule? 

 

BRANDING 

1. You divulge the history, the purpose of the brand with the consumers. 

 

STAKEHOLDER INTEGRATION 
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22. How does the strategic decision-making process work? Which parties do you take into 

account in your decisions? Why? 

a. Customers, employees, suppliers, investors and communities. 

23. Do you measure the level of well-being and satisfaction of stakeholders? 

a. Customers, employees, suppliers, investors and communities. 

24. Are there metrics and processes to measure this? 

25. Do you recognize the interdependence between stakeholders? 

26. How is the communication between stakeholders? 

 

EMPLOYEES 

27. How does the relationship between employees and management work? Regarding 

feedback and engagement? 

28. What is your view on the role of employees? 

29. How does the promotion of people work? Are employees encouraged to stay longer? 

Why do you believe that this is the right thing to do and not bring a person from the market? 

 

SUPPLIERS 

30.  What is the history of the suppliers? How long does the partnership last? 

31. How would you describe the relationship between you? 

 

COMPANY 

32. What role does Casa Prado play with society and the place where it operates? 

33. What actions aimed at society are carried out? 

 

CONSUMERS 
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34. Do you believe your client is loyal? 

35. How do you your client 

 

8.3. QUESTIONNAIRE 3 – CASE STUDY - EMPLOYEES 

 

EMPLOYEES 

  

1. How do you see the leaders of Casa Prado?  

2. How does the relationship and communication with them work?  

3. What is it like to work for Casa Prado? 

4. What motivates you? What engages you? 

5. What actions does Casa Prado develop that are motivating? 

6. Is there a purpose in working here? What is the purpose of the company? 

7. How was this passed to you? 

8. What is taught on Casa Prado trainings? 

9. Do you see yourself working here in the long run? Why? 

10. How do you describe the relationship between people here in the company? Between 

leaders, employees, consumers? 

11. What is your goal with the client?  

12. How do you see Casa Prado's clients? 

13. Is he loyal? 

14. Have you ever worked in another retail company? Is Casa Prado different? Why? 

 

8.4. QUESTIONNAIRE 4 – CASE STUDY – FRANCHISEE 

 

1. What were you looking for when choosing a franchisee? 



 115 

2. Why have you chosen Casa Prado´s franchise? 

3. How was the process of buying and implementing the franchise? 

4. Do you think your store operates in the same way as the Casa Prado’s store, regarding 

products and the quality of the service? 

5. What is the culture and the purpose of the company? 

6. How is your relationship with Casa Prado’s leadership? 

7. How do you think company's purpose influences on business practices? 

8. How does the relationship between employees and management work? Regarding 

feedback and engagement? 

9. What is your view on the role of employees? 

10. How does the promotion of people work? Are employees encouraged to stay longer? 

Why do you believe that this is the right thing to do and not bring a person from the 

market? 

11. Do you think it influences the way your employees serve the clients? 

12. Do you think it is possible to put people before profits in a company? Mainly in a sector 

in which it depends so much on people? 

13. Do you believe that these practices can be a competitive advantage in the expansion of 

the company? Why? 

14. Are you satisfied with the franchisee for far? Why? 

15. Would you like to have one more CP franchisee? 
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8.5. CONSCIOUS CAPITALISM AUDIT 

 

 


