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"Brazilians take their personal hygiene very seriously.
Consumers constantly change and wash their clothes, and
spend more on home laundry products than their
counterparts in the Northern hemisphere.”

— Victor Fraga, Senior Analyst

This report looks at the following areas:

This report investigates the home laundry market in Brazil. REPORT NOW
This market covers laundry detergents, fabric conditioners and softeners, and laundry aids. Market size

comprises sales through all retail channels including direct-to-consumer and excludes sales to V I S l T:
professional laundries and launderettes. store.mintel.com

The definition for each individual segment is described below:

CALL:

< Conditioners and softeners: standard and concentrated conditioners, softeners, and dryer EMEA
sheets +44 (0) 20 7606 4533

= Laundry aids: removers, ironing aids, whiteness and color-care products, and other
ancillary products for fabric care
= Laundry detergents: hand (powders, flakes, and cakes/bars), machine liquid and machine Brazil

other (powder, capsules, and tablets) 0800 095 9094

Americas

+1 (312) 943 5250

APAC
+61 (0) 2 8284 8100

EMAIL:
oxygen@mintel.com

This report is part of a series of reports, produced to provide you with a
more holistic view of this market

DID YOU KNOW?
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