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1. Introduction

This paper aims to analyse the structuring of the symbolic space of Sdo Paulo
and its relationships with social characteristics such as class, age, gender, and race. It
is an ongoing research project!, and the results presented here are still unpublished.
Although it is based on an extensive literature review, further discussion with the
existing literature is still lacking, as our goal at this stage is primarily to present the
first results. We begin by outlining the research design, followed by an analysis of the

symbolic space. We conclude with some final remarks and discussions.

2. Research Design

The project Distinction in Sdo Paulo investigates the homologies between
social space and symbolic space in the city of Sao Paulo, within the context of recent
social changes in Brazil and beyond. It examines the social determinants of cultural
tastes and practices, assessing whether cultural capital influences class dynamics and
stratification. More broadly, it explores whether, and how, cultural capital is
converted into symbolic power within contemporary stratification processes.

To our knowledge, this is the first study of its kind in Brazil—and in South
America—to adopt a comprehensive Bourdieusian framework for analysing cultural
distinctions. It builds on landmark international research following Pierre Bourdieu’s
Distinction (REF), drawing particular methodological inspiration from Bennett et al.
(REF) and Pereira (REF) for their integration of qualitative and quantitative methods.

The research design combines multiple interconnected techniques, where data
from one phase informs the construction of the next. The process is outlined in the

flowchart?;

! This research is funded by FAPESP - S3o Paulo Research Foundation. More information about it can be found
here: https://csc.ifch.unicamp.br/grupo/15

2 For document analysis we mainly mean lifestyles programs on TV; film and music ratings on websites, and
mapping contents. They all offer us insights on cultural offering and hierarchies



Focus groups —— survey + booster —— household interview
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Those methods were preceded by a spatial typology of the city of Sao Paulo.
After conducting a Principal Correspondence Analysis of the city’s districts based on
sociodemographic indicators, we identified seven clusters in Sdo Paulo that enabled
us to reduce the city to manageable data while still preserving its social complexity

(REF).
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We used this typology both to construct the main sample of our survey and to
select some areas of the city that should be more deeply observed, in order to grasp
urban social complexity.

The focus groups and the document analysis were used as exploratory
techniques. The document analysis aimed at collecting information on cultural and

lifestyle offerings that could be used in both the focus groups and the survey. The



focus group was the most useful technique to allow us not to “impose the
problematic”. As we wanted to find questions and hypotheses that could guide the
construction of the questionnaire, we could observe people interacting while
discussing the following topics:
v" What do people do in their free time?
v" How do people talk about their tastes and distastes and those of others?
And which categories do they use for it?
v" Do people assume the existence of cultural hierarchies?
v' Do they associate certain tastes and practices to particular groups of
individuals?

v Do people classify each other based on tastes and aesthetic preferences?

We conducted six focus groups, recruiting individuals occupying different
regions of the social space, in a bourdieusian fashion: vertically divided into three
parts (upper, middle and lower) and horizontally into two parts, according to the
relative weight of different types of capital (cultural versus economic). We used
occupation as a proxy of cultural and economic capitals, but also many other
indicators of social positions, such as: economic capital (employee or company owner,
labor situation, household income); cultural capital (educational degree); in case of
higher education, which university attended to; if the parents and/or any other person
in the household had college education. Each of these indicators had a score, and
according to the occupation and the score we placed our participants in a specific
focus group.

These were undertaken in 2022, and they proved to be very fruitful, as data
collected through the analysis of focus group interactions allowed us to:

v' Grasp the fields of practice that mobilize people more intensely,
operating as empirical instances where we can observe processes of
distinction;

v' Aspects of practice that are most differentiating, referring to the
frequency with which individuals go to a restaurant, for instance, their
favourite places to eat out (and the ones they avoid), and the knowledge
they have of the options available (and if they can manage categories and

hierarchies operating in each field);



v' “Indigenous” categories, terms and words people used to refer to

different aspects of what they and others do, how they appreciate it etc.

Based on previous research (including the analysis of many international
questionnaires that dealt with the same problematic), the focus groups and the
aforementioned documents, we started drafting the questionnaire. It took us one year
and many versions and tests to have it finalised and ready to be applied. For this, we
hired the polling institute DataFolha, which conducted household interviews between
June and October 2024 with a representative sample of adult residents of the city of
Sdo Paulo (aged 18 or over) -- n = 2004. The instrument was designed to:

v Build a broad set of indicators to measure various aspects of practices in
different symbolic domains, not restricted to a “conventional” definition
of culture;

v Build a broad set of indicators to measure the positions occupied by
agents in the social space;

v Generate a large amount of information on individuals’ social positions
and position-takings => possibility of empirically testing the hypothesis

of homologies between the social space and the symbolic space.

To do that, we created questions to construct both the symbolic and the social
spaces. We also inserted questions that allowed us to locate people geographically and
identify their mobility, so that we may also construct the geographic space.

For the symbolic space, we designed questions for the following domains that
proved to be relevant in the previous phases of the research: Audiovisual (cinema,
series, and TV); Music; Visual Arts; Travel; Fashion; Food; Reading; Free time;
Decoration; Other cultural practices; Body/Sports/Exercise; Choices of Education. In
nearly all domains, we designed questions to capture multiple cultural dimensions,
mainly: Participation; Taste and aversion; Knowledge; Aspiration or interest;
Inheritance (cultural and economic) - only used for the construction of the social
space

Yet, as it emerged as highly relevant from the focus groups, we sought to
collect data on a range of cultural distinctions, such as: Legitimate and non-legitimate
culture; Traditional and emergent culture; Moral and aesthetic judgement; Cultural

intermediaries; Modes of engagement (how practice is understaken). These cultural



dimensions and distinctions helped us to structure the group of questions in every
domain.

We also took several methodological decisions regarding measurement. I
highlight two of them here: A) We primarily used questions based on named
references - such as artists, venues, restaurants or brands - rather than broad cultural
genres, following current methodological debates. The exception was music where
both artists and genres were used. There are two reasons for this: (1) musical genres
are highly established and widely recognised in Brazil. People engage in them and
discuss them, as it was confirmed in the focus groups. (2) respondents were asked to
evaluate each genre (rather to select a preferred one), enabling us to observe potential
cross-genre mixing and test hypotheses related to omnivorousness. B) We measured
attendance to cinemas and museums by asking when respondents last visited, rather
than how often. This was an strategy to minimise prestige-biased responses, as people
tend to exaggerate their participation in certain cultural domain when they realize it
generates prestige.

Now for the construction of the social space, we also collected a broad set of

variables that can be grouped as such:

Variables related to Cultural capital

v" Questions about education (diploma, university and courses);

v' To capture the evolution of this type of capital, questions were asked
about the education of the two previous generations (course and higher
education institution of the previous generation);

v" Questions about cultural inheritance (age at which and person with whom
they first visited cultural facilities, when they traveled abroad or learned
to play a musical instrument);

v Fluency in other languages;

Variables related to Economic capital
v Occupation of the interviewee (and of the previous generation — social
origin);

v" Ownership of secondary houses (number and location);

(\

Presence of a maid/domestic worker and number of bathrooms;

v Total family income;



v Rental income from other properties;

v Occupancy status of one’s residence.

Sociodemographic information: age, gender, color/race, family composition, marital

status, religion.

We also conducted two booster samples to obtain more data for two subgroups
of residents in Sdo Paulo we were particularly interested in examining. The same
questionnaire of the main sample (only with a few updated questions) was applied by
the polling institute Locomotiva between June and August 2025, and the subsamples

WCEIC:

Subsample of high-income individuals (n = 100): online application
v" Men and women aged between 19 and 60;
v Personal income starting at R$ 16.000,00 (top 5%);
v Residence in a district classified as superior;
v Must fill one of the following criteria: having travelled abroad in the last
5 years or having a second home for leisure (at the beach, in the
countryside) or owning the apartment where one lives or having another

apartment in the districts indicated above.

Subsample of educated young people from lower classes (n = 100): face-to-face
application
v" Men and women aged between 19 and 29;
v" College Graduate or currently enrolled in higher education;
v Primary caregivers must have completed secondary education as their
highest level of education;

v" Residence in the districts classified as popular.

We are just beginning to deal with the subsamples. Returning to the main
sample, after a number of procedures we will explain in the next section, we
constructed the first symbolic space (to be refined later) using MCA. After the MCA

we conducted a hierarchical cluster analysis that produced the appropriate solution of



five clusters® (clusters of taste and practice) based on which we selected people for
household in-depth interviews. As we used variables from the social space as
supplementary, we were able to analyse the clusters accordingly. We identified,
within each cluster, both its internal homogeneity and its heterogeneity compared to
other clusters, so that we could typify them. After that we examined each cluster and
identified which sociodemographic indicators best characterised them and which were
more rare within them. Using those indicators we selected five people to be
interviewed in each cluster: three of them were the typical individuals of the cluster
(i.e. those whose profiles best characterised that cluster), and two were the atypical
individuals within that cluster (i.e. those who shared the same lifestyle but had the
rarest sociodemographic characteristic of that cluster).

We give an example. Below are the five clusters as they are distributed on the

plane 1-2 of the symbolic space.
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3 This is not the definitive analysis of the symbolic space. The analysis that will be presented in the next
section is already a more refined construction of that space. Therefore, the five clusters shown at this
stage of the text should be regarded as an exploratory device for selecting interviewees. In these terms,
it proved to be a highly accurate methodological tool.



In the red ellipse is cluster 4, which may be characterised as tastes and
practices strongly related to religion. The points with a nomenclature are the
individuals we are interviewing within this cluster. The code says Ent meaning
Interviewee. After the first underscore appears Tip or At — Tip stands for typical and
At for atypical. So we can see where these individuals are located in the symbolic
space.

Therefore, we are conducting 25 interviews that should be finished in
November 2025 and analysed shortly thereafter. We designed a general interview
script (to be applied for every cluster), but also for each cluster we designed a specific
script (to be applied to all respondents of that specific cluster). We also studied
thoroughly the interviewees’ responses to the questionnaire; therefore, there are
questions that are related to that specific respondent.Finally, we also studied the
neighbourhood where the interviewees live and as we carried out the in-depth
interviews we also spent some extra hours in the area in order to observe the region.

With the interview, we want to:

Qualify answers given to the survey;

Capture how practices are undertaken;

Capture symbolic hierarchies and criteria of hierarchisation;
Gather more information about digital media consumption;

Capture forms of acquiring capital;

D N N NN

Capture symbolic/social boundaries.

The research finishes its data collection in 2025 and should have its general

but structured results in 2026.

3. Constructing the symbolic space

We constructed the symbolic space based on the survey of the main sample.
Altogether, respondents spent an average of 70 minutes answering the survey. For the
questions related to the symbolic space alone, we collected 933 variables. In order to
run the MCA, we had to work with this large set, which required several
methodological decisions. Below, we explain the most relevant ones that may have

affected the results.



A) Creating synthetic variables

As mentioned earlier, our goal was to capture four cultural dimensions:
knowledge, taste/aversion, participation, and interest/aspiration. Since we understand
distinction as the interaction of these dimensions, we designed the questionnaire to
assess each reference through multiple lenses. For example, when asking about
musicians, for each name we asked whether respondents had ever listened to them; if
so, whether they liked them or not; and if not, whether they had at least heard of them.
This allowed us to derive indicators of participation (listened or not), taste (liked or
not), and knowledge (familiar or not).

While this structure enabled us to grasp the interaction between cultural
dimensions, it also generated an operational issue—many variables contained large
numbers of missing values. In fact, the questionnaire followed a logic that produced
cascading or accumulated missing data. To clarify: in some cultural domains, we
began by asking whether respondents had any contact with that domain. If they
answered no, they were automatically routed to the next topic. For example, the film
section began with a question about whether the respondent had ever gone to the
cinema. Those who answered no skipped six follow-up questions about movie theatre
preferences. Likewise, respondents who reported not watching streaming series
skipped the entire streaming section, meaning we did not ask for their opinion on a
series such as Downton Abbey.

We designed the survey this way both to streamline the questionnaire and to
avoid random answers from respondents unfamiliar with the topic. Combined with the
multi-step procedure described previously, this resulted in numerous variables with
substantial missingness. Let us illustrate this using the example of streaming series.
First, we asked whether respondents watched streaming series. A total of 1,543
answered yes (76,7%), and 466 answered no (23,3%). Next, only among those who
answered yes (n = 1,538), we asked whether they had ever heard of the series Mad
Men: 804 said yes, 734 said no, and 466 were missing. Among those familiar with the
show, we asked whether they had actually watched it: 460 answered yes, 344 no—
bringing the missing values to 1,200. Finally, among those who knew the show but
had never watched it, we asked whether they would like to watch it: 164 said yes, 159

said no, 21 said they did not know, and 1,660 were now missing.



From this single reference, we collected rich information on knowledge,
participation, and aspiration. The same approach was applied to several other cultural
items, always combining as many dimensions as possible. However, this resulted in
many variables with extensive missing data. To overcome this, while preserving the
multidimensionality of the symbolic space (i.e., the interaction of participation,
taste/aversion, knowledge, and aspiration), we created synthetic variables by
combining these dimensions.

In the case of Mad Men, we collapsed all related variables into a single

categorical variable with the following categories:

es_ s MadMan

Label of the category | Count | % of total number

Know+Watched+ 460 23,0
Know+Watched-Int+ 164 8,2
Know+Watched-Int- 180 9,0
Know- 1200 59,9

Know+Watched+ = Have heard of it and watched it

Know+Watched-Int+ = Have heard of it, never watched it, and have the interest to
watch it

Know+Watched-Int- = Have heard of it, never watched it, and don’t have the interest
to watch it.

Know- = Don’t know it or don’t watch series at all.

We provide three additional examples of synthetic variables.
We asked whether the respondent knew Van Gogh. If they answered yes, we
followed up by asking whether they liked him. We then combined these responses

into a single variable with the following categories:

es_a_VGogh

Label of the category

Know+Like

Know+Dislike

|know_

Variable combining categories to reflect both knowledge and taste




We asked whether the respondent had ever listened to Beethoven. If yes, we
asked whether they liked him. If they had never listened to him, we asked whether

they at least knew who he was.

es_ m_Beeth

Label of the category

Listened+Liked
Listened+Liked-

Listened-Know+

Listened-Know-

Variable combining categories to reflect knowledge, activity and taste

We asked whether the respondent had ever been to a restaurant. If yes, we
followed up by asking whether they liked it. If they had never been, we asked whether
they would like to go. In this case, the example used was the restaurant Coco Bambu

(see attachment).

es_co_CocoBambu (restaurant)

Label of the category

Went+Liked+
Went-Would like+
Went-Wouldn't like
Went+Dislike
Went-Know-

Variable combining categories to reflect activity, taste and aspiration

B) Choosing active variables and categories for the MCA

The synthetic variables allowed us to observe the symbolic space in all its
complexity. However, we still had to select which variables would be used as active
variables in the MCA. Following the methodological rigor required for a robust MCA,
our aim was to retain as many variables as possible, capturing the widest range of

distinctions within the symbolic space. To do so, we adopted the following procedure:



Step 1: Each domain was first analysed separately through MCA, and only the
categories contributing above the mean to at least one of the first three axes were
retained. Since our focus is on distinction, we considered that the retained categories
should represent some form of resource. Such resources are produced within fields; if
a category is not relevant within its specific field, it is unlikely to operate as a
meaningful resource in the broader social space. Therefore, these categories were
excluded. On a more technical note, we also removed domains that were too difficult
to interpret—not because they were unimportant, but due to the way they appeared in
the dataset. For example, questions on educational preferences were asked only to
respondents with children, which already excluded a large part of the sample. As a
result, most categories had very low frequencies and were not suitable for retention.
Similar issues occurred in the media and decoration domains, where only a small
number of variables were usable.

Step 2: Categories with fewer than 100 observations (approximately 5% of the
sample) were excluded as active categories.

Step 3: Redundant categories were also removed. For example, we asked
about the intention to watch sequels of certain films, but also whether respondents had
watched or wanted to watch titles that were essentially part of the same franchise. For
instance, questions about a Marvel movie were later echoed by questions about The
Avengers. Since they were redundant, the former was excluded.

Step 4: A series of test MCAs were run in order to refine the selection. Based
on their outputs, we excluded variables whose contribution fell below the mean across

all three axes.

C) Active variables and categories used in the analysis
As a result, we retained 220 active variables and 819 active categories for

constructing the symbolic space. The distribution of these variables across domains is

as follows:

L)omain N of active variable[N of active categories
music (_m) 34 124

tv (tv) 22 60




art (_a) 21 55

food (_co) 20 84
film (_f) 20 77
free-time (_tl) 17 90
body/sports (_corp) 16 50
literature (_lit) 15 63
travel (_vi) 14 56
other cultural practice (_cp)|13 46
series (_s) 13 46
fashion (_vt) 12 50
housing (_mo) 2 14
media (_mi) 1 4
Total 220 819

Some justifications are needed. First, we intentionally retained as many
variables and categories as possible because: a) our aim is to understand the
complexity of the symbolic space without making prior assumptions about what is
relevant before analysing it; b) we did not find any reliable or inductive criterion that
would allow us to exclude additional variables.

However, the relative overrepresentation of music in our dataset also requires
clarification. As already mentioned, the music domain contained both named
references and musical genres, which naturally increased its weight. This is justified
for three main reasons:

A) The centrality of music in Brazilian cultural life. Both the focus groups and
existing literature consistently confirm that music is the most widely shared cultural
domain in Brazil.

B) Music provided the best combination of all the cultural dimensions we sought to
capture. Within this domain we found traditional and emerging forms, legitimate and
non-legitimate culture, as well as indicators of participation, taste, aversion, and
aspiration.

C) Music holds a prominent place in the literature on cultural distinction, which

further supports its analytical relevance.



Therefore, while music is overrepresented, this is theoretically justified and

should be understood as a feature to be acknowledged in the interpretation rather than

as a methodological flaw.

Furthermore, when we group the domains according to broader sociological

criteria, we observe a balanced distribution of variables and categories. The following

grouping adopts such a perspective and presents how they are distributed according to

their relevance to our research problem.

Domains aggregated Domains N of active variable |N of active categories
fashion (_vt)

lifestyle 1 - body oriented [food (_co) 48 184
body/sports (_corp)
travel (_vi)
free-time (_tl)

lifestyle 2 - others 34 164
media (_mi)
housing (_mo)
series (_s)

audiovisual 33 123
film (_f)
literature (_lit)

highbrow domains 36 118
art (_a)

music (_m) music (_m) 34 124
other cultural practice (_cp)

lowbrow domains 35 106
tv (_tv)

Total 220 819

We classify literature and visual arts as highbrow domains, and other cultural

practices along with television as lowbrow domains, since this is how respondents

themselves classified them during the qualitative phase of the research.

4. The analysis

The MCA produced three interpretable axes, which together account for

73.6% of the total variance according to Bénzecri’s modified rate. The first axis, the
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most dominant, contributed 56.6% of the variance; the second axis accounted for
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We will analyse each of the three axis.

4.1. Axis 1

To aid interpretation before examining the cloud of categories, we prepared
two tables. The first table aimed to measure separately the contributions of knowledge,
taste, participation, and interest. Since many categories were combinations of these
dimensions, we needed to decompose them. We did this by treating the responses as if
they formed a scale ranging from knowledge to taste or interest—the latter
representing the most active forms of taking a position. For example, a category
indicating “know and like” was classified as Taste+, while “know, never did, but want
to do” was classified as Int+ (Int: interest/aspiration; Act: active participation). This

approach worked particularly well for interpreting the first axis.

Variance by sort of category aggregated




Total Neg Side Pos Side Dif Pos/Neg

Taste+ 13,4 0,5 12,9 -12,4

Taste- 2.4 0 2.4 -2,4

Act+ 26 2,9 23,1 -20,1

Act- 09,3 7,4 1,8 5,6

Int+ 2,2 0,3 2 -1,7

Int- 11,3 10,5 0,7 9,8

Know- 16,6 16,3 0,3 16,1

Total 81,2 38 43,2 -5,2

As shown, one pole of the first axis (the left side of the cloud, with negative
coordinates) is characterized exclusively by categories of disengagement, in contrast
to the opposite pole. Importantly, the most striking feature is that not being aware of
the item in question emerges as the dominant characteristic.

The second table organizes the categories according to domains.

Variance by domain

Variable Total Contribution Neg Side Pos Side Dif Pos/Neg
art (_a) 11,79624 4,28515 11,77065  [7,4855
food (_co) 12,9227 10,32985 7,8798 2,45004
body/sports (_corp) [2,30002 0,44856 2,22189 -1,77333

(_cp)

other cultural practice

5,6177 3,78108 3,28598 0,4951

film ()

10,77539 5,88144 3,24443 2,637




literature (_lit) 8,54909 0,63065 5,52436 -4,8937
music (_m) 16,23121 5,3589 3,87198 1,48692
media (_mi) 0,45502 0,2605 0,17671 0,08379
housing (_mo) 0,37823 0 0 0

series (_S) 10,41774 2,60621 1,88053 0,72568
free-time (_tl) 7,06223 2,49075 0,9366 1,55415
tv (_tv) 1,21984 0,16509 0 0,16509
travel (_vi) 6,54332 0,78302 1,90556 -1,12254
fashion (_vt) 5,73128 0,98094 0,49758 0,48336
Total 100 38,00213 43,19607

is fairly evenly distributed across both sides of the axis. This contrasts with literature
and visual arts, whose contributions are much more concentrated on the right side of

the axis.

whose contributions are greater than 50%.

As expected, music makes the largest contribution. However, this contribution

We can now examine the cloud of variables, considering only those categories
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Axis 1 (translated into English, with highlights)

Variables - Axes 1 & 2
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On the left-hand side, we find categories denoting a lack of awareness and participation, with

lack of awareness being the most salient feature. Conversely, on the right-hand side, there is an



Lack of awareness

apparent mixture of genres and tastes: appreciation of canonical painters and literature appears
alongside the consumption of mainstream streaming series such as Friends and Breaking Bad. This
pattern may suggest a form of cultural omnivorousness, although caution is warranted. First, Brazilian
commercial popular culture is largely absent on this side, even though legitimate Brazilian culture (e.g.,
the film Bacurau, established painters) is present. Second, literature and visual arts are central here, in
contrast to their absence at the opposite pole.

In synthetic terms, Axis 1 can be interpreted as representing the opposition between lack of
awareness and knowledge. It should be noted, however, that lack of awareness is aligned with non-
participation, while knowledge tends to be associated with participation in legitimate cultural activities

and international streaming series.
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4.2. Axis 2



Variance by sort of category aggregated 2
Total Neg Side IPos Side Dif Pos/Neg
Taste+ 13,9 2 11,9 -9,9
Taste- 7,6 7,6 0 7,6
Act+ 15,5 10,2 5,2 S
Act- 3,9 3,3 0,6 2,7
Int+ 15,8 0 15,8 -15,8
Int- 16,2 16,2 0 16,2
Know- 9,6 9,2 0,4 8,8
Total 82,6 48,6 34 14,6

Variance by domain

Variable Total Contribution [Neg Side [Pos Side |Dif Pos/Neg
art (_a) 4,97052 7,61156 2,19897  [5,41259
food (_co) 19,59627 12,79504  (11,13513 |1,65991
body/sports (_corp) [2,68451 1,75512 0,94749  (0,80764
other cultural practic

4,1384 2,42055 3,00701  [-0,58645
e (_cp)
film (_f) 8,4957 5,86457 2,75689  [3,10767
literature (_lit) 5,62603 4,25001 0,59558  [3,65443
music (_m) 25,39996 7,80226 7,52243  (0,27982
media (_mi) 0,25991 0 0 0
housing (_mo) 0,41801 0 0 0




series (_S) 5,27535 1,04194 1,49528  [-0,45334
free-time (_tl) 5,0462 1,14864 1,33742  }-0,18879
tv (_tv) 3,35746 0,75513 1,39554  [-0,64041
travel (_vi) 8,27149 1,70834 0,56689  [1,14145
fashion (_vt) 6,46019 1,42549 1,03383  [0,39166
Total 100 48,57865  [33,99246 |14,58619

Examining the first table, we notice that dislike, lack of awareness, and,
paradoxically, higher participation are concentrated at the bottom of the axis (negative
coordinates). This region also shows greater prominence of categories related to
visual arts, literature, and film. This pattern suggests the simultaneous presence of
overall rejection and some adherence to legitimate culture. Let’s look at the cloud of

categories to make sense of it.



Axis 2

Variables - Axes 1 & 2

098
08 | es_co_Paris6
— es_cp_Funk Foi-Gostaria+
+1x il
. T { es_co_ZDeli ,* es_co_PobreJuan
Ak % Foi-Gostaria¥” Foi-Gostaria+
075 Foi-Gostaria+ \ h P -
: e = T -
&z es_m_Guime > ;. e
085 e - ", Lot -
OuviutGostout+™ "~ =----—____ L2 o
P = o P es_s_Sintonia
086 = " - ® ___---- Conh+Ass+
- T ~
0s - I el
es_vt_Zara 5 = s
es_co_Madero L = TN
o Foi-Gostaria+ Conh+Comprod4nt+ T mei#a-co. OOM
04 b e P Foi-Gostaria+
. ~, T es_co_Casserole
i P 1: i, es_co_Braz Foi-Gostaria+
s es_m_Gusttavol ' i Foi-Gostaria+
OuviutGostou+ \ N,
02 es_m_AlineBarr i
015 Ouviu+Gostou+ es_m_ACastela
B4 OuviutGostou+
0.08
o
0.05
<01
0.15
T 02
3
o .0.25
# 3
o
i 035 es_m_SertAtual
w 04 NGosta )
E ' es_vt_LouisV
e es_m_Pagode ) Conh+Comprou-Int
e es_co_Madero n NGosta \ b= JroE=ES
: - 3 . Lo
- Fm-Gosta\rla- ., | .
08 = S ' u--__es_m_Gospel
065 es_co_FogoChao es_co_Paris6 NGosta
" i e Foi-Gostaria-
| Foi-Gostaria- H
gt es_co_Giraffas AR «-___es_a_IMDecRB
o7s Foi-costaria- | FEmame i NGosta & .
s »----- Foi-Gostaria- es_vi_Viajou es_lit_ ESC
-0.88 . S es_f_Vingadores Estrangeiro Leu+
o8 o " Conh+Ass-Int- ¥
%
: -
e E ; . es_lit_PRPP
P es_f_CinShop | i - es_m_AlineBarr Leu-_Gostaria-
Ant- ! 4 Ouviu-Conh- * ;
108 Freg-Int ; ! es_a_RBritto
14 es_m_Guime ! 4 Gonh+_Gostou-
% ! | ~
-1.18 Quviu-Conh- ¥ - ‘\ - g
' N BEg. s
i es_m_ACastela / % es_m_Se_rtAtuaI es_vi_BAires
2 Ouviu-Conh- i es_m_Gusttavol Odeia Foi+
/ 7 i
A es_m_Tiaguinho Ouviu-Conh+ es_vi_EUA _______ 2
135 il Foi+
Ouviu-Conh+ i
4 es_vi_Europa
= —-=u
s Foi+
_— es_vi_QuantPaises _____ - —------ -
. Ou mais de 5 paises
-18
-15 i 1.3 A2 1.4 -1 -0.8 -08 0.7 06 08 -0.4 03 -02 -0.1 1] o1 02 0.3 04 05 0s 07 o8 0o 1 1.1 12 13 14

Axis 1 (4.7%-0.133)



Axis 2 (translated into English, with highlights)
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In fact, at the lower part of the axis, we observe more rejection, whereas the
upper part is characterized by greater adherence. The cloud of categories helps clarify
this distinction. On the upper side of the axis, there is strong adherence to artists such
as Aline Barros, Tiaguinho, Tati Quebra Barraco, Ana Castela, and Gusttavo Lima.
An Al-generated verbatim of these names, attached to this paper, highlights that all of
them are major commercial successes. This pole is also associated with strong
aspirational consumption, particularly in domains such as eating and clothing.

On the lower side of the axis, rejection is primarily directed at what is highly
commercial. This includes much of what is prominent on the upper side—especially
Sertanejo music—but also international works such as Avengers and Rich Dad Poor
Dad. There is also a notable rejection of Romero Britto, a Brazilian visual artist based

in Miami, who is highly successful commercially in decorative art. In terms of
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adherence, this pole is associated with activities such as traveling abroad and reading
prestigious books, for example Blindness by the Portuguese author José Saramago.
Thus, Axis 2 can be interpreted as representing the opposition between
adherence to and rejection of highly commercial popular culture. Adherence aligns
with aspirational consumption, while rejection aligns with engagement in legitimate
cultural practices. It is important to emphasize that this refers specifically to highly
commercialized popular culture, not popular culture in general. As we will see below,

this is precisely the type of culture that the elite tend to reject.
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4.3. Understanding plane 1-2

15




Before moving on to Axis 3, let us examine this plane in terms of social
characteristics. We projected supplementary variables representing class, cultural and
economic capitals, class origin, and other socio-demographic characteristics. As these
variables were coded in Portuguese, we begin by providing a dictionary to clarify the

terms used in the following analysis.

rec_rendaf = household income
sm = minimum wage

csoc = occupational category
sup = superior

med = medium

inf = low

cc+ = cultural capital

ce+ = economic capital

Is = 1sometric capital

mob soc = social mobility
sexo = gender

masculino = man

feminino = woman

museu = museum

anos = years old

escolaridade_resp = respondent
education

Fund = primary school

Med = High school

superior incompleto = Incomplete
higher education

superior = higher education
pos-graduacdo = Postgraduate
education

cor = colour/race

white = branco

pardo = pardo

preto = black

amarelo = yellow (Asian
origin)

idade = age

Before presenting the maps, we need to explain the categories used. In the
class map, we combined occupational class, education, and income. Occupational
classes were grouped following a Bourdieusian approach: occupations were classified
as high, medium, or low according to the overall volume of capital. They were further
distinguished as cultural, economic, or isometric, depending on the type of capital that
primarily characterizes the position, using income as a proxy for economic capital and
educational level as a proxy for cultural capital. This resulted in nine occupational
categories (csoc). In the class-origin map, we projected indicators of social mobility
(mob_soc) as well as the age and company of the respondent’s first visit to the cinema.

Finally, in the socio-demographic map, we included gender, age, and colour/race.
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We find that class, education, and income are the principal explanatory factors
on Axis 1, showing strong alignment among them. A university degree emerges as a
key differentiator on Axis 1, and it also plays a major role on Axis 2. However,
education is particularly important on Axis 2, distinguishing those with and without
an academic degree. In other words, holding a university degree continues to have a
significant impact on social trajectories, as explored by Graziela Perosa (REF). This
likely reflects the fact that widespread access to higher education in Brazil occurred
much later than in Europe. In Sao Paulo, only 25% of the population holds a
university degree, compared to over 40% in France and England.

Axis 2 also highlights the relevance of class-origin categories. Here, class and
indicators of embodied cultural capital follow the same general pattern, but two
elements stand out: A) Museum visitation aligns with the pattern of Axis 1,
distinguishing those who have attended from those who have not. However, the
context of first museum exposure further differentiates categories along Axis 2:
individuals who visited with family differ from those who went with school. B) Class
origin follows the same logic, yet social mobility reveals an interesting pattern.
Downwardly mobile categories tend to remain closer to their class of origin, a
tendency that is particularly strong on Axis 2. For instance, the category med-
(parents from a superior class, respondents from a medium class) is closer to superior-
class categories than to medium= or medium+. Both examples underscore the
importance of inherited capital, and Axis 2 can be characterized accordingly.

Regarding socio-demographic characteristics, gender does not influence Axes
1 or 2. Race is relevant for Axis 2: Black and Pardo categories align with popular
culture, whereas White and Yellow categories are more associated with rejection of it,
reflecting the alignment between class and race in Brazil. Age also aligns with Axis 2:
older respondents tend to reject commercial popular culture more strongly. Notably, a
threshold appears between ages 45-59 and 60+, with the latter group shifting toward
non-awareness and non-participation. Interestingly, ageing appears to move in the
opposite direction of class, a dynamic that warrants further exploration within the

social space.

4.4. Axes 3 (Plane 2-3)
We will focus on the 2-3 plane, as it reveals an interesting pattern in our

analysis: the relationship between commercial popular culture and popular urban



culture. We argue that this relationship carries significant meaning in Brazilian
society, particularly within the popular classes. To begin, we project the plane using

the categories that contribute most strongly (more than 50%) to both axes.

Plane 2-3
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Plane 2-3 (translated into English, with highlights)
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We have already analysed Axis 2. On Axis 3, the top of the axis is

characterized by rejection of Racionais (the most important rap group in Brazil), funk,

and rap events. In contrast, the bottom reflects adherence to rap and funk shows,

engagement with trap, getting tattoos more than once, attending parties, and playing

football. This opposition suggests that Axis 3 is structured around adherence to what

we term popular urban culture.

Unlike in many other countries, rap, funk, and trap in Brazil remain highly

stigmatised cultural forms. Although some rap artists have gained recognition (REF)

and even commercial success, they are still perceived differently from other popular

cultural expressions. In terms of recognition, established forms of popular culture

continue to dominate—particularly in music. Prior research (REF) and our focus




Rejection of commercial culture

groups confirm that artists associated with MPB (Musica Popular Brasileira), such as
Chico Buarque, Paulinho da Viola, and FElis Regina, are considered the most
prestigious, embodying the very notion of Brazilian popular culture.

Regarding commercial success, rap, funk, and trap do not achieve the same
acclaim as genres like Sertanejo or religious music and films. Nevertheless, they are
widely recognised as cultural forms originating from the peripheries of major cities,
such as Sdo Paulo and Rio de Janeiro. For these reasons, they constitute a distinct form

of popular culture, which is captured and structured along Axis 3.

Plane 2-3 (translated into English, with highlights)
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Adherence to popular urban culture

Adherence to popular urban culture aligns with a lack of awareness of what
might be considered musical “common sense.” Notably, respondents in this position
often show limited familiarity with representatives of national and international

established popular culture, such as Chico Buarque and the Beatles, as well as widely




known classical music like Beethoven. Conversely, rejection of popular urban culture
is associated with adherence to religious practices. At the top of the axis, we observe
activities such as attending church and reading the Bible as preferred literature.

Before interpreting these patterns further, it is important to examine the plane

in terms of social characteristics.

4.5. Understanding plane 2-3

We used the same scheme as before, but in the socio-demographic map, we

added religion. This is what we have.
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Education clearly matters for Axis 2, particularly starting at the level of higher
education. In other words, there is a distinct cleavage between secondary and higher
education. Class and income also contribute to explaining this axis, and class origin
plays a role as well, particularly through the intergenerational transmission of capital,
as previously discussed.

On Axis 3, museum visitation patterns further differentiate respondents. Not
having visited a museum or having visited with one’s family contrasts with visiting
with school or later in life. In the lower part of Axis 3, another distinction emerges:
those who visited museums with their families tend to reject television and similar
forms of entertainment, whereas those who have never visited a museum are more
likely to adhere to popular urban culture. This pattern suggests that, in the lower-right
quadrant of the map, cultural capital is not inherited—or at least not through the
dimensions captured by our indicators. Race, gender, age, and religion are also strong

explanatory factors for Axis 3.




5. Results and discussions

Social class aligns closely with education and income in explaining the
dominant axes of lifestyle, consistent with findings in the existing literature. However,
the structure of the axes in Sdo Paulo reveals a distinctive pattern. Unlike studies from
developed countries, where the primary opposition typically contrasts
participation/engagement with non-participation/disengagement, in Sao Paulo the key
axis should be understood as opposing non-awareness and knowledge. This indicates
that, due to their social position, a substantial portion of the population is excluded not
only from legitimate culture—which they are—but also from even being aware of what
exists culturally. This reflects the specificity of a highly unequal country and city (Gini
coefficient of 0.54), which we may term a “fractured society.”

Beyond this, the most salient opposition concerns adherence to versus rejection
of commercial popular culture. This is not simply an opposition between popular and
legitimate culture. While legitimate culture appears on one pole, the rejection of
commercially successful popular culture (including widely consumed forms such as
visits to Disney or Dubai) is of greater significance. Importantly, this does not imply a
rejection of all popular culture; rather, it primarily concerns the subset that achieves
commercial success. Established popular culture, recognized as legitimate in Brazil,
and popular urban culture do not significantly structure this axis.

Axis 2 is also explained by education. The main educational divide lies
between college graduates, who tend to reject commercial popular culture, and non-
graduates, who are more likely to embrace it. This suggests that the expansion of the
higher education system has not yet diminished the social value of a university degree.
Most importantly, inherited capital plays a central role: respondents endowed with this
resource are generally more inclined to reject commercial popular culture.

In contrast, adherence to popular urban culture, which structures Axis 3, is less
class-dependent. It is instead explained by gender, race, age, and religiosity. Two
points are particularly relevant:

First, Plane 2-3 sheds light on the omnivorousness thesis. While the elite mixes
cultural hierarchies among themselves, its relationship with popular classes shows
selective engagement: the elite largely rejects commercial popular culture, even as it is

embraced and consumed by the popular classes. In other words, the elite does not share



the cultural preferences of the popular classes. Nevertheless, some elements of popular
urban culture have entered the elite sphere, particularly through educational institutions,
where this culture is increasingly recognized as legitimate. For example, the rap group
Racionais has achieved significant institutional recognition: their album Surviving in
Hell has been adapted into a book and included as mandatory reading for entrance
exams at prestigious universities such as Unicamp, which has also awarded the group
an honorary doctorate (Doctor Honoris Causa). This exemplifies how popular urban
culture can gain legitimacy and become accessible to elite audiences.

Second, the comparison between popular urban and commercial popular culture
illuminates the cultural dynamics of the popular classes. As expected, their cultural
profiles are predominantly defined by popular culture, yet this culture is internally
differentiated. Commercial popular culture is widespread, whereas popular urban
culture introduces further distinctions: older and religious respondents tend to reject it,
while younger and non-religious respondents are more likely to embrace it. This
highlights that the popular classes are not a homogeneous group; they exhibit internal
cultural divisions. Indeed, disputes over popular culture may help explain recent social
and political tensions within this class. These disputes can also be understood as
struggles over resources related to popular urban culture and religious practices—
forms of cultural capital that the popular classes are negotiating, evaluating, and

attempting to accumulate.

Verbatim generated by Chat GPT

Aline Barros is one of the most famous gospel singers in Brazil. She’s extremely
popular among evangelical audiences and represents a mainstream, religious form of
popular culture. Her music isn’t considered highbrow, but she has enormous reach and
social influence.

Gusttavo Lima is a major star in sertanejo, a country-style genre that dominates
Brazilian radio. He represents commercial, mass-oriented popular music, very
successful among the middle and lower-middle classes. It’s widely consumed but not
valued by the cultural elite.

MC Guimé is a funk artist from Sao Paulo’s peripheries. His music talks about the
favela, success, and social mobility through consumption. Funk is often stigmatized by
upper classes but is a central form of popular urban culture in Brazil. MC Guimé
represents this energetic, peripheral creativity.

Racionais MC'’s are a legendary rap group from Sao Paulo’s outskirts. They emerged
in the late 1980s and became a powerful voice for the Black and working-class



population. Their lyrics address inequality, racism, and police violence. Although they
come from popular culture, they’re highly respected intellectually — even considered
classic figures of Brazilian social critique.

Tati Quebra Barraco is one of the pioneering women in funk carioca. She became
famous in the 2000s for her bold, explicit lyrics that challenge gender norms and
celebrate female sexuality from a working-class perspective. She’s a symbol of
peripheral, popular feminism — often rejected by elites but deeply influential in
popular culture.

Chico Buarque represents the other end of the spectrum. He’s one of Brazil’s most
respected MPB (Musica Popular Brasileira) composers — poetic, politically engaged,
and associated with the intellectual middle and upper classes. He embodies the
country’s musical high culture.

Romero Britto is known for his bright, pop-art style and commercial appeal. He’s
popular internationally, especially in the U.S., but critics in Brazil often see his work as
kitsch. He’s very popular, but not considered highbrow.

Tarsila do Amaral is one of Brazil’s most important modernist painters. Her 1920s
works, especially Abaporu, are part of the national cultural canon. She’s a foundational
figure of Brazilian high culture.

Adriana Varejdo is a leading contemporary artist whose work explores colonialism,
race, and identity. Her pieces appear in major international museums. She’s clearly
positioned within the highbrow, intellectual art world.

OsGemeos are twin brothers who started as graffiti artists in Sao Paulo. Their
distinctive, colorful style gained global recognition. They bridge the worlds of popular
and elite art — rooted in street culture, but respected in high-end institutions.

Kobra is a mural artist known for large, photorealistic, and colorful public murals. His
work is highly visible and widely appreciated by the general public, though less valued
by the fine-art elite. He represents accessible, popular art with urban roots.

Sintonia 1s a Netflix series set in Sdo Paulo’s peripheries. It follows three friends —
one a funk musician, one involved in crime, and one in the evangelical church. The
show realistically portrays life in the urban margins and the connections between
music, religion, and survival. It’s a popular cultural product, but with social depth and
authenticity.

Coco Bambu is a successful restaurant chain that serves seafood and Brazilian dishes
in a large, fancy setting. It’s very popular with the middle and upper-middle classes
and often associated with upward mobility and family celebrations. It’s not haute
cuisine, but it’s perceived as elegant and aspirational.






