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“Brazilian men have learned how to reconcile a busy
lifestyle with the shopping routine for cosmetics. The time
pressures of modern life do not prevent them from
shopping for toiletries, often on their own. In reality, they
have just the opposite effect. He no longer asks her to buy
his shampoo and deodorant. He prefers to choose them
himself.”

— Victor Fraga, Senior Analyst

This report looks at the following areas:

BUY THIS
= How has beauty moved to the top of the agenda? REPORT NOW

< How is the category becoming fast and proactive?

This report investigates the men’s toiletries sector in Brazil. V I S l T:
store.mintel.com

This market covers shaving preparations, shampoo, conditioner, hair treatments, hairstyling products,

hair colorants, facial skincare, body skincare (eg lotions, creams), suncare products, deodorants,

shower gels, and hand and nail products. CALL
EMEA

+44 (0) 20 7606 4533

Brazil

0800 095 9094

Americas

+1 (312) 943 5250

APAC
+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
' more holistic view of this market
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Figure 64: Attitude, June 2014
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