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WHY LOW INCOME BRAZILIAN CONSUMERS REFUSE TO BUY CHINESE AUTOMOBILES?
Abstract

The purpose of this research is twofold. (1) Agregate country effect considering social, instrumental and effective factors to Path Dependece (2) to explain why Chery, a Chinese automobile firm, has failed to introduce its cars in Brazilian market.  A case study was carried out, the sampling was homogeneous and selected by judment and composed by low-income consumers that bought automobiles in years 2013, 2012 and 2011 from diversed brands. Data collection was carried out by focus groups and data was analysed by content analysis. A test was made to verify consistency in all codes founded by tree diferent researchers. The findings were (i) country effect is an importante factor due to the fact that chinese brands are seen as low in quality and status and (2) at the time Chery introduced cheap cars it breaks a dominant pattern in Brazil which is premiuns cars and/or cars perceived as high quality, a pattern stablished by the first and main players in Brazil.
Key words: Chinese automobiles, low income consumer, country of origin effect, path dependence analysis. 
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