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Summary: Once the organizations are inserted in an environment of constant changes, 
they choose an efficient management style through a set of activities including supply, 
manufacturing, distribution, and lastly, sales which are essential to gain a sustainable 
competitive advantage over the competition. These activities integrate the logistic 
systems that, at this time, had passed from cost centers to strategic centers within a 
company. Once the logistic costs are incurred, the quality of the services offered to the 
customers and, in particular, the times of cycle of the logistic chain depend directly on 
the chosen strategy. After developing bibliographical, documented and explorative 
researches, the present study focuses on presenting the strategic logistic management 
that was adopted by the Brazilian cosmetic company, Natura. This study verified, by 
evidence, that the operations and logistic strategies of the successful cosmetic industry 
have a satisfactory and efficient performance, reaffirmed by the wide acceptance and 
credibility of their customers. 
Key words: Competitiveness; Logistic systems; Cosmetic industry. 

1. Introduction   

Before the growing competitiveness, companies that sell products in a traditional way, 

or through internet, don't have conditions of obtaining advantage over their competitors 

without the implantation of logistic nets of high performance. Logistics takes charge of 

improving the level of profitability of the distribution, through planning, organization 

and control of the transport activities and storage, facilitating the flow of materials 

(CHING, 2001). The same author evidences, as objective of the logistics, the delivery of 

the products, or services, to the buyer in the correct time and moment, at the smallest 

possible cost and in the pre-determined conditions. 

This way, it can be said that logistics became a factor of success indispensable in all the 

industrial sections; however, there are some tendencies that should be considered 

previously to the exam of the structures and internal processes of the managerial system 

(MARTEL & VIEIRA, 2008). The globalization together with the opening of markets, 

the technological explosion and to the appearance of new competitors redefined the 

scenery of the competition at world level and so, if the companies don't adapt to this 

new scenery, it gets more and more evident that the competitive position will end up 

deteriorating. 



Other tendencies that affect the logistic systems are the most informed consumers and 

with high sophistication degree, demanding more and more from the companies; higher 

power of the wholesalers and retailers; explosion in terms of technological evolution. 

Such adaptation needs to the companies lead to the conclusion that the strategic 

positioning of stocks, allied to the other logistic activities, won't take long to become 

obligatory (MARTEL & VIEIRA, 2008). Para Bowersox & Closs (2001), what cannot 

be forgotten is the administration of the logistic information, which has as purpose to 

ensure the effectiveness of the logistic systems project. 

This research can be framed under the point of view of its nature as an applied research, 

because it aims at the generation of knowledge for practical application and driven to 

the solution of specific problems on the logistics chain of the company. Under the point 

of view of dealing with the problem it can be characterized as being descriptive where 

the interpretation of the phenomena and the attribution of meanings are basic in the 

process of qualitative research. As to the form of analyzing its objective, it's closer to a 

study of case of the exploratory type, involving bibliographical rising, interviews with 

people that had experience with the study subject and analysis of examples that 

stimulate the understanding (SILVA & MENEZES, 2005). 

Thus, the present article has as main objective to present the strategic administration of 

logistics adopted by the company of cosmetics - Natura, being distributed in 4 chapters, 

including this introductory one. The chapter 2 presents briefly the concept of logistics 

chain, the chapter 3 presents the administration systematic of the company Natura, 

mainly as to the logistics and, the last chapter presents the conclusions and 

recommendations for future studies. The relevance of the study is pointed out, due to 

fact that the administration of logistic systems presents a strategic focus for the 

obtaining of sustained competitive advantage, mainly in the section of cosmetics. In the 



practical subject, it is reinforced the contribution offered to the companies belonging to 

the aesthetic section, providing the establishment of a policy of continuous 

improvement through the synchrony of the logistic operations along the chain of supply. 

2. Logistic Management System   

Multiple stages are necessary to transform a group of raw materials in a consumption 

product and, in this manner, to place it in its respective market niche. The sum of those 

stages defines the industrial net, called supply chain. According to Novaes (2004) this 

concept focuses in the consumers, having the whole process departing from them, to 

equate the chain of supplies to serve them in the way they want.   

According to the same author, internally, five primary activities locate along the flow of 

materials of the company: supply, production, distribution, sales and services. Besides 

those, the logistic system incorporates all the necessary support activities for the 

company to plan and control the acquisition, the development, the unfolding, the use 

and the allocation of its resources, be them humans, financial, materials or relative to 

the information. The industrial and commercial net, for instance, begins with the 

producing of raw materials and it finishes with the final consumer, and the 

transformation happens during the path. 

In a large part of the logistic chains, the transformation process begins with the source 

of natural resources close to (producer, in this example), soon after, the raw material is 

stored and in sequentially directed to the transformer unit, known as factory or industry. 

Once the raw material is transformed in finished product, it is allocated in appropriate 

packages for its protection and transport, to be sent to the distribution center. When the 

sale happens through retail nets, the finished product is directed to the retailer and, then, 

is offered to the final consumer. As it happens in the company Natura, from the 



distribution center, the finished product is directed to the consumer directly (in this case, 

for the Consultants of sales which take the responsibility for the delivery to the final 

customer). 

In this way, according to Martel & Vieira (2008), it is considered that the logistics chain 

is formed by the group of internal logistic nets of the companies’ member, and the flows 

in those nets are associated to the stages of the transformation process. Thus, to be able 

to manage the flows of materials and information and to increase the competitiveness in 

the market, it necessary to turn to a net of plans based in the decisions of short 

(operational plans), medium (tactical plans) and long (strategic plans) term.    

3. The Model of Administration of the Cosmetics Company Natura 

3.1 History and structure of the company   

Brazilian company in the cosmetics section began its activities in 1969 with only seven 

employees. In the path of Natura, one of the strong points of the company to obtain 

success is in the option, done in 1974, for direct sales. In 1980 there were already 200 

employees and a net of 2 thousand Consultants. In 1990 it already possessed 1800 

employees and 50 thousand Consultants and, between the years of 1993 and 1997, it 

grew 5,5 times. The company began 1997 as the largest Brazilian company of 

cosmetics, with 3000 employees, 145 thousand Consultants in Brazil and about 10 

thousand in Latin America.    

In the year of 2002 it reached the mark of 307 thousand Consultants in Brazil and 15 

thousand in Argentina. It reached a volume of businesses of R$ 1,9 billion and it 

registered net profit of R$ 119 million, the largest since its foundation and which meant 

a growth of 187,5% in relation to the previous year. The Graph 1 presents the evolution 

of the company in monetary subjects since its creation. 



 

 

 

 

 

Graph 1. Consolidated Gross Revenue (R$ millions). Source: Medeiros (2006). 

In the year of 2007, the market-share of the company was of 22,5%. According to 

Rezende (year of publication unknown) that growth, fast and significant, with quite 

heady results, reflects the general performance of the business and, a culture and group 

of beliefs and values focused in people and their relationship with themselves and with 

the world. Such culture, beliefs and values are also present in the developed and 

manufactured products and it indicates a work guided by the relationship of the 

company with the consumer, with the Consultants, with the collaborators, with the 

suppliers and partners, finally, with its stakeholders. 

Data for 2006 report that the company has an area of 83.2 thousand m2, with the largest 

research center for cosmetic development in Latin America. Business has, in addition to 

Brazil, Argentina, Colombia, Venezuela, Peru, Chile, Mexico and France. 

This way, the company reaffirms its participation each time larger in a market in 

ascension. Through the development of projects that value the human being and the 

nature, the company Natura promotes the beauty, taking to people quality products and 

environmentally responsible.   

 



3.2 Administration of the logistic flow   

According to Ielpo (2005), the companies that adopt the system of sale of the direct-sale 

type, have been investing more and more in logistics, reducing delivery periods and 

enlarging the capacity for attendance of orders. Data of 2005 inform that about 1,3 

thousand people were involved in the logistics operation of the company, dispatching, 

on average 15 thousand volumes a day to be delivered to about 300 thousand 

Consultants all over the Country. With a mix of products around 510 SKU´s (Stock 

Keeping Unit, designates the different items of a stock), among cosmetics, hygiene 

products, perfumery and health, the company Natura administers its activities following 

a business model as it consists in the Figure 1. 

 

Figure 1. Model of businesses of Natura. Source: Silva (2005). 

At the top of the organizational structure are the market managers which have the 

responsibility of analyzing the market and the development of products. Right after 

there are the sale managers which control and stipulate the sales goals, negotiating 

directly with the promoters of sales. These, in turn, act at the several areas of Brazil and 

other countries where the company acts, usually with their own offices; they are 

responsible for accomplishing the direct contact with Consultants Natura. The sale 

promoters have the function of accomplishing the popularization of the new products of 

the company, as well as to motivate the increase of the sales, offering trainings and 



courses to the Consultants about sales, make-up methods and application of the 

products, among others. 

The Consultants, which accomplish the direct sale to the consumer, are a kind of final 

customer of the logistics chain of the company, because all negotiation of orders and 

delivery of goods happens directly between the company and the Consultant. Later on, 

the final consultant is who directly passes to the consumer the sold products. Such fact 

makes the company to constantly worry about treating the Consultants very well, 

considering their requests in the shortest time possible, besides guaranteeing the total 

execution of the same, not allowing the lack of items. 

For the company to obtain larger control of its process, it administers each stage 

carefully, beginning in the selection of its suppliers and proceeding to the purchase of 

the supplies, according to the demand of market, administration of the productive 

process or of transformation, allocation and control of stocks and distribution.    

The text exposed in the sequence of this article has the intention of presenting the 

operation of the logistics chain of the company Natura in full detail, which has been 

placing the company in an excellent occupation in the market. The approach will be on 

the policy of suppliers, reception and processing of orders, administration of the 

demand, administration of stocks, separation of orders and storage, besides the 

distribution. 

3.2.1 Policy of suppliers   

In the intention of assuring the quality in the acquisition of inputs, products and 

outsourcing, the company Natura has taken over the commitment of privileging the 

suppliers that present the best excellence patterns. To identify a possible supplier in an 

ethical and transparent way, the answer found was the creation of an accompaniment 



process and certification of those that meet the requirements of the sustainability 

principle. The pattern adopted for that is the QLICAR, whose meaning is expressed in 

the Figure 2. 

 

 

 

Figure 2. Meaning of the tool QLICAR of Natura company. Source: Medeiros (2006). 

The requirements of inclusion of QLICAR are considered by the company the pillars for 

the construction of a fair relationship among the parts. The main objective is to 

guarantee the conformity of the materials and/or services, as the key point is the 

approval of the audit in the Requirements of Integrated System. When the evaluation 

period is over, the supplier that obtains 75% of the measured points on this time will be 

certified, and this certificate has the validity of one year, period of a new year QLICAR, 

when the indicators are again measured in agreement with the objectives of the process. 

3.2.2 Planning of sales and production   

In agreement with Bowersox & Closs (2001), the planning and the coordination involve 

activities of planning of materials inside the company as much as to the members of the 

distribution channel. Their components are: strategic objectives, capacity restrictions, 

logistic needs, production needs and supply needs. It can be said that, the concept of 

integrated logistics, for the authors mentioned, is going to the encounter of the logistic 

flow of the company in study, where the logistics is seen as the competence that links 

the company to its customers and suppliers.    



The necessary information for the planning to begin the production is received from 

customers and flow to the company in the form of activities of sales, forecasts and 

orders and, are filtered in specific plans of purchases and of production. The process 

presents two interrelated actions: flow of materials and flow of information. 

To the amount of the flow it can be found the plan of performance in the market, the 

headquarters of registers (orders) and administration of materials. From then it begins 

the planning and control of the production, over and above the accompaniment of the 

logistic process. The company Natura operates with cycles of 3 weeks sales, in other 

words, to every 3 weeks the company launches a new mix of products to be offered in 

the market, through magazines that the Consultants introduce to the final consumer. In 

this magazine the base items are presented (more common and that are always part of 

the presented mix), the promotional items of the cycle and also the releases. It is valid to 

mention that to each new cycle, different products of the company's SKUs enter are on 

sale to increase the sales of each family of products, "inducing" the purchase on the part 

of the consumer. 

For the elaboration of the mix of each cycle it is made the Administration of the 

Demand, the planning and adjustment of the production planning. For authors Corrêa, 

Gianesi & Caon (2001), the responsible area for the Administration of the Demand 

should be responsible for foreseeing the demand, act as a communication channel with 

the market, have influence on the demand and have ability to promise periods and 

allocate and prioritize certain activities. There are several processes that are related to 

this area, however, according to the authors, the main processes are to foresee the sales, 

to register the requests, to promise the delivery date, to define and to evaluate the 

service level to the customer, to plan the needs and to distribute the products physically 

to the customers. 



For the accomplishment of the Forecast of Sales, there is a specific area in the section of 

Planning and Control of the Production (PCP) that makes the planning of the 

demand/sale of the products, with base in historical data. The sales are subdivided in 

promotional and non-promotional sales, being the first of them the one of larger 

relevance for the company (approximately 60%). With relationship to the monthly 

analysis, for each cycle of sales (a magazine Shop window), several sceneries are 

elaborated, varying the promoted products, and this analysis happens approximately 90 

days before the period of sales. Each person responsible for a line of products elaborates 

their sceneries in particular, considering the report of sales, the ' feeling', 

complementary items to compose the mix of the cycle, inflators and deflators with 

statistical basing using the software Excel. Such method contributes to the elimination 

of the 'whip' effect, because the levels of stock of safety are reduced, once the planners 

possess a certain degree of precision in their forecasts. 

For the non-promotional sales the statistical basing is not used, it is just made an 

exponential softening1. For instance, it is proposed a discount of 20% for the lipstick ' 

X' and, later, a discount of 15% for the same product. The elasticity price-demand is 

observed, the decline of the price is analyzed to thus, do the correlations with similar 

situations and to apply for the current situation. 

The elaboration of these sceneries is consolidated in the executive meeting of Sales and 

Operation Planning (S&OP) where the generated revenue is analyzed starting from each 

elaborated scenery, together with the revenue generated starting from the non-

promotional products, opting a certain mix of products. It is worth to point out that, in 

                                                 
1 Exponential softening consists in the forecast of short term with base in the precedent period and 
respective adjustment for the following period. It is about a variation of the forecast by movable average, 
usually used because it is easy implementation. 



this meeting, it is also decided which products should be maintained or taken out of the 

production line. Simultaneously to the projection of the future demand, the company 

takes in consideration other influential factors as the stock cost, cost of the lack of 

products and the use of items, among others. 

Once defined the mix of products of the cycle of sales in subject, it takes place the 

master  production planning (MPS) and the analysis of the Material Requirement 

Planning system (MRP - Planning of the Material Needs), which has as purpose to 

generate the list of purchase orders for materials or components linked directly to a 

product (BERTAGLIA, 2003). It's suitable to highlight that the cycle of sales for the 

Natura Consultant is of 21 days, however for the company it is not the same, therefore 

its system is chained: when it is finishing the cycle for an area of the country, it is 

beginning the same cycle in another area; in other words, there are always 2 

concomitant cycles in Brazil, for not overloading the logistic system of the company. 

The company Natura possesses a model and hybrid factory ground, using the tool 

Kanban to accomplish the planning of the production. The system of production of the 

company is pushed, with the help of MPS and MRP to the purchase of the inputs and, 

afterwards, the system is pulled, with the help of Kanban. The strategy adopted by the 

company it is to maintaining stocks of the inputs and not of the finished products; like 

this, as the products are sold, they are restored. 

3.2.3 Management of stocks   

At the same time in that the production plan is elaborated, the availability of products it 

is also verified in stock in the centers of distribution (CDs), as well as the demand for 

each one of them, with base in the sale statistics, to verify the need of provisioning in 

the place. The requests of production of firm orders are analyzed and also of the planned 



orders. Also with the help of Kanban, weekly, the tendency of the sales and the 

generated deviation are observed (foreseen x accomplished) and the estimated values 

are reviewed.    

For the control of stocks, it is not used the indicator of stock turn (due to the fact that 

the company considers that it presents low contribution for the effective administration), 

but the covering indicator. Data of 2008 indicate that the average covering of stocks of 

the company is around 100 days. This indicator is directly related to the Cost of Sold 

Merchandise (CMV, in Portuguese), which indicates the cost of a certain item for the 

company. For instance, if the company esteems to sell an item 'Z', that represents 

R$100,00 of the stock in 3 months; it means that intends to sell R$33,33 referring to the 

item 'Z' per month and, thus, it has a covering of stock for 3 months. This indicator is 

used to measure the efficiency of the company. 

Nowadays the company doesn't use the classification ABC for the control of its stock 

anymore, using mainly a specific tool of administration based on the concepts of 

products offer. It is possible to say that the company in study uses in its stock control 

system two of the systematic ways found in literature: the systematic of stock control 

for order point (Q) and the systematic of stock control for periodic reviews (P). The first 

systematic happens in the control of the inputs, where it establishes an amount of items 

to be maintained in stock, called replacement point that, when reached, is starts the 

process of replacement of the item in a pre-established amount. The second systematic 

happens in the control of the finished products, and the model works in the axis of time, 

establishing dates in which the demand and other conditions of stocks are analyzed to 

make decisions on the replacement (GONÇALVES, 2008). 



Other tools used to help in the Administration of the Stocks are SAP®, Warehouse 

Management (WM - Administration of Warehouse) and Product Planning (PP - 

Planning of Product). Besides, it is used indicators of losses, of quality (measuring the 

percentile of usefulness of a given item, it is due or obsolete, etc.). The count of the 

inventory is cyclical, happening, in general, quarterly and in a randomly way daily, 

being launched immediately in the system the necessary corrections. Once initiated the 

production, the production of the factory is programmed daily and the downstream of 

the flow is considered as exit of the process, the finished products that are destined to 

the storage and later, to the Natura Consultants. 

3.2.4 Storage and picking   

The company Natura has 3 factories in its headquarters in Cajamar-SP (Brazil) and, a 

4th Warehouse, which is responsible for the separation activity (picking). The activity 

picking or order picking can be defined as the activity responsible by the collection of 

the correct mix of products, in the correct amount to satisfy the consumer's needs 

(MEDEIROS,1999). The increase of the importance of the picking activity made the 

company do new investments in that area, mainly in the separation systems. To have an 

idea of the representativity of this activity, on average, the picking is responsible for 

65% of the costs of handling of materials of a distribution center. 

The company in study has 3 Centers of Distribution (CD’s). The unit of Recife-PE has 

capacity of storage of 1.000 pallets, because it possesses a small CD used as laboratory 

majorly for tests; in other words, when the company wants to alter the layout of a box 

(used in the delivery of the orders), for instance, it launches the project in this area in 

order to evaluate the logistic character. As the area of the Northeast is atypical, with arid 

midlands and slopes, it serves as basis to verify the resistance of the materials in 



analysis. Usually, if the box/package resists to this course, it will resist to the other areas 

of the country. 

The unit of Matias Barbosa-MG presents storage capacity for 2.000 positions (spaces 

for pallets) and the unit of Cajamar-SP for 52.000 positions, supplying the factories with 

inputs and the picking area with products ended for the separation. When the production 

order is opened by the collaborators of the factory, the collaborators of the warehouse 

immediately receive the information on the inputs that they will need, and they send the 

items through robots. 

In the year of 2005 the second vertical warehouse of the company was inaugurated. The 

structure totally automated increased in about 116% the capacity of storage of the 

company, allowing larger agility in the attendance to the Consultants. The construction 

of that warehouse still has the objective of being able to handle the increase of sales 

foreseen by the company for the next years. In agreement with the company, the new 

warehouse practically doubled the storage capacity and movement, activating the 

process of separation of products. The warehouse is 35 meters tall, which allowed 

elevating its capacity to hold more pallets, passing from 25.000 to 52.000. The AV 

presents a time of replacement of 2 minutes, being that the system of stock 

administration is integrated with the control system SAP®. In this area only 3 

collaborators operate, they administer the activities by the “eletromonovia” of 650 

meters, and the time of movement of the materials, from the warehouse to the factory, is 

of 14 minutes, according to Figure 3. 

 

 



 

 

 

 

 

Figure 3. Eletromonovia. Source: Medeiros (2006). 

In the picking area the orders are separated, be them of the type Make to Order (upon 

request) or Make to Stock (for stock), through 3 lines (two of them automatic, what 

limits the format of the items, and one of them semiautomatic, the largest of the three). 

In these 3 lines it is possible to move 3.000 boxes/hour approximately, because the 

automatic lines work 24 hours a day, continuously. In them, the products referent to an 

order are automatically separated in a mat by devices known as dispensers and, later, 

they are directed to the sending box to the customer. The control and the automation of 

the system guarantee that each order has its respective products ejected automatically in 

way that the separation is fast and precise. 

The picking area is responsible for the separation of orders of more than 300.000 

customers throughout Brazil, and has the responsibility of guaranteeing the delivery 

periods and the accuracy in the separation of the orders. In the company Natura, daily, 

are approximately separated 35.000 orders per day, being 35.000 to 45.000 volumes 

(boxes) and 98% of the requests are dispatched within 24 hours. In periods of no 

festivities, it works with just one production/expedition shift. 

Once a day the orders are received, separated by area and, later, mounted. The floor of 

the warehouse is delimited identifying the positioning place of the inputs and of the 



finished products (it can be in pallets or in boxes) to facilitate the movement of the 

materials. The order of attendance of the costumers' requests is determined by arrival, 

and inside of each subdivision for area, the oldest orders are attended - First in First out 

(FIFO - First to arrive it is the first to leave). If there is an area with larger delay than 

the others, it is delayed the sending of these to recuperate the delay of the most impaired 

area (backlog). 

The behavior of the picking activity in the biennium 2003-2004 was of growth in the 

amount of orders as well as in the amount of items separated from 24% and 26%, 

respectively. After the assembly of the orders, their checking is accomplished in the 

control station, which happens in 3 stages: 1) reading of the Bar Code of each product 

contained in the customer's box - if an item of the order is missing, it is accused in the 

visualization screen and the collaborator adds that item to the order and if it's in excess, 

it is removed; 2) Weight Checking - a very narrow safety rate is added for the weights 

and if there is discrepancy, the box is directed for manual analysis; 3) Manual analysis 

of the Order. However, it's pointed out that the control system for Radio-Frequency 

IDentification (RFID) it is not yet used by the company due to the high implantation 

cost. 

3.2.5 Distribution   

According to Ballou (1993), the physical distribution has costs two to three times larger 

than the superior limit of the average of supply and thus, the administrators' attention 

has been concentrated in the activities of larger economical impact.   

In the case of the company Natura, whose strategy of sales is the direct, it's possible to 

get to its consumers in a personalized way and exploring the main attributes of its 

products in an appropriate and convincing way. Another important aspect in this 



distribution system is the no-dependence of great wholesale and retail nets for the 

distribution of the products, what make the company immune to the growing increase of 

power of the intermediates of the commercialization chain negotiation, a fact that 

affects, nowadays, most of the companies of consumption products that depend on them 

to drain their production. Besides those factors, the system of direct sale, with the width 

of the one built by the company Natura, constitutes a strong entrance barrier for new 

competitors in that section. 

This way, the company Natura stays alert as to the expenses of this operation and it has 

been looking to reduce the number of involved carriers, looking for strategic alliances 

and excellence in the level of rendered service. Data of 2005 point that the company 

reduced the number of carriers of 44 to only 5, providing a reduction of 88,63%. As 

only 5 carriers are used to make the distribution of the products for the whole Brazil, the 

company adopts the systematic of delivering the loads for the carriers according to their 

schedules of collection. For instance, if the company Correios (Brazilian Mail 

Company) picks up the load at the warehouse at about 6:00 am., the company Natura 

has the responsibility of executing the separation of the orders for this carrier, until 4:00 

pm. This way it is avoided that the carrier waits for the liberation of the load, being 

reduced time and expenses. 

The distribution of the products happens in 5.816 cities, for which are directed from 25 

to 30 trucks, and other 450 cars a day. This strategy of product delivery makes that an 

order is delivered to every second, guaranteeing that 95% of them are given inside the 

stipulated period. Between the years 2003 and 2004, the number of trucks increased in 

21%, at the same time that the number of carriers used to make the distribution of the 

products was reduced, even so guaranteeing an increment in the indicator of punctuality 

of 96 to 97%. 



Besides, the lead team practiced by the company, since the receiving of the order to its 

delivery to the Consultants, can vary according to the area, in São Paulo (capital) the 

orders received until 10 o'clock are directed to the Consultants in the same day with 

98% of accuracy. In the Northeast the delivery of the request can take from 3 to 4 days 

and in Amazonas from 7 to 9 days. The company seeks to work so that the lead team is 

only in the transport and that in the company the order is sent in, at the most, 24 hours.   

3.2.6 Service level to the customer   

According to Christopher (2007), the role of the service to the customer is to offer 

"usefulness of time and place" in the transfer of goods and services between the buyer 

and the salesperson. In other words, there is no value in the product or service until it is 

in the consumer or customer's hands. Then it is concluded that making the product or 

service "available" is the meaning of the distribution function in a business.   

In the company, complaints referring to the composition and delivery of the requests 

can happen on the part of the Consultants and final customers. Therefore, if the final 

customer is not satisfied with the received product, he or she can enter directly in 

contact with the company, through telephone and require the reimbursement or the 

merchandise change. If it tumbled off a truck, for instance, the company picks up the 

products to try and recover them to sell them again. For the cases of the complaints 

done by the Consultants, a screen is accomplished on the part of the company to detect 

the origin of the problem and solve it.    

For larger control of the contact between the company and the Consultants, some 

indicators for performance analysis are used, such as: a) INA - non attendance index; b) 

Punctuality - Punctuality in the delivery of the requests; c) NC - consultant notification; 

d) ISC - Index of satisfaction of the consultants. 



When in case of damages, the merchandise exchange is done and; when the Consultant 

receives product in excess the company leaves the product to the Consultant, because 

the picking up of the product is highly costly and, in case of lacks, a correspondent item 

is sent. It can also happen that the same Consultant complains for several followed 

cycles. In this case, the company already has a special routine with statistical basing to 

discover the truthfulness of the same, reducing, this way, the cases of false complaint. 

In that way, the company seeks more and more to increase the service level to the 

customer, being closer to them through the Consultants. 

4. Final Considerations   

This work presented what happens in the administration of the chain logistics of one of 

the largest cosmetics companies of Brazil, Natura. It is considered that we have reached 

the main objective of the study that was to present the administration strategy adopted 

by the company, what can be useful for future studies on the importance of the 

effectiveness logistics in the companies of great and medium size.   

Several studies are found in the literature regarding logistic systems, however, under 

such perspective, involving the logistics of cosmetics, nothing was found, mainly 

approaching the operation of the company Natura. When analyzing the policy of 

suppliers adopted by the company, big contributions can be withdrawn to be used as 

benchmarking by other companies. The way of demand administration and also of 

stocks presents great impact on the provisioning chain, because if incoherent strategies 

are taken, the control of the process is lost, unchaining loss of sales, delay in the 

deliveries, misleading of goods, lack of inputs, among others. The option for 

outsourcing of the distribution is also seen as a great example for other companies, once 



the company turns to focusing in what it does best, leaving this activity for specialized 

companies in this service type. 

The studied case clearly shows the potential of the lifted up approach, where solutions 

of high quality are obtained, for problems relatively big and in satisfactory times for the 

company. With this study it was possible to visualize the operation of a company of 

great load, analyzing the several stages of the logistic process, from the acquisition of 

inputs to the delivery of the product to the final consumer, under the point of view of 

some of the areas of the Engineering of Production.   

For the continuation of this work, it is proposed a more refined analysis of the referring 

data to the administration of stocks and distribution practiced by the company, 

proposing improvements, in case there is need. Besides, to increase the competitiveness 

in the market, the companies, mainly of the cosmetics section, lack of a cultural and 

valuable re-orientation with focus in the final customer and in the sustainability through 

its provisioning chain. 
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