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“As Brazil continues to dive deep into a recession and
political upheaval, consumers have had to tighten their

budgets, making significant changes to their lifestyles and
purchasing habits during the last year. While consumer

interest in thrift is high, it also holds opportunities for
companies to innovate and adjust to consumers’ new

demands.”
– Renata Pompa de Moura, Research Manager

This report looks at the following areas:

• After the basic, there is not a lot left to half of Brazilians
• Brazilians are planning purchases more
• Eating out, technology, and alcoholic drinks: the first to be cut, when times are tough
• Internet rises as a tool to search for deals

Political instability and the deterioration of macroeconomic indicators have placed Brazil in a deep
recession that is taking longer to recover than expected. The prosperity seen a few years ago has
ended, and since then consumers have seen their financial situations worsen significantly. This report
describes this current scenario as the New Normal. In this scenario, consumers are making important
changes to their lifestyles and purchasing habits, cutting back on a number of items/services and
trading down to less expensive brands. Companies must accept this “New Normal” and face the
repercussions on their current businesses and future goals.

This New Normal scenario also provides opportunities, and companies that are ready to understand the
recent changes in consumer attitudes and adjust to them will likely succeed.
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Strong market slowdown marks 2015
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Figure 40: Best- and worst-case forecast for beauty and personal care, at current prices, Brazil, 2010-20
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Brazilians have been spending less with cosmetics since 2015

‘Do It Yourself’ can be a way out for consumers in times of crisis
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Increased pollution levels and aging population contribute to the retail sales of pharmaceutical products
Figure 41: Retail sales of OTC and prescription medicines in Brazil, by value, 2010-15

Pharmaceutical industry can benefit from diseases such as swine flu
Figure 42: Best- and worst-case forecast for OTC and prescription medicines, at current prices, Brazil, 2010-20
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Elderly people contribute to the sales of prescription medicines

Internet can be an option to buy cheaper medicines
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What we think

Home appliances sector was one of the most affected by the recession
Figure 43: Retail sales of home and garden products in Brazil, by value, 2010-15

Rising prices of steel can complicate sales of home and garden items
Figure 44: Best- and worst-case forecast for home and garden items, at current prices, Brazil, 2010-20

Winners for 2016

Losers for 2016

Key consumer findings

Brands can do online promotions to avoid stagnation

Sharing home appliances can be an opportunity for singles

What we think

Clothing and accessories sector suffers with the crisis
Figure 45: Retail sales of clothing and accessories in Brazil, by value, 2010-15

Brands must take advantage from a higher US dollar and the imports fall
Figure 46: Best- and worst-case forecast for clothing and accessories, at current prices, Brazil, 2010-20

Winners for 2016

Losers for 2016

Key consumer findings

Brazilians are buying less clothing, accessories, and footwear

Brands could target single consumers and do promotions

What we think

Economic instability makes consumers postpone travels
Figure 47: Retail sales of the vacations market in Brazil, by value, 2010-15

Higher US dollar will keep affecting airlines in 2016
Figure 48: Best- and worst-case forecast for the vacations market, at current prices, Brazil, 2010-20

Winners for 2016

Losers for 2016

Key consumer findings

Brazilians are trying to spend less with travels

Family travel packages could boost tourism in Brazil

What we think

Spending on education and private health are reduced
Figure 49: Retail sales of the miscellaneous expenditure sector in Brazil, by value, 2010-15

Unemployment will keep affecting the health sector

Home and Garden

Clothing and Accessories

Vacations

Miscellaneous Expenditure

Report Price: £2466.89 | $3995.00 | €3133.71

Brazilian Lifestyles 2016: Adapting to the New Normal - Brazil - June 2016

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

http://reports.mintel.com//display/store/747917/
mailto:reports@mintel.com


Figure 50: Best- and worst-case forecast for miscellaneous expenditure, at current prices, Brazil, 2010-20

Winners for 2016

Losers for 2016

Key consumer findings

Lower income leads consumers to do more services by their own

Distance learning encourages the Brazilian population

The recession is making the gender gap more evident

Consumers over 55 are more likely to have a tight financial situation

Cooking at home: an alternative for many to save

Health and house cleaning products the least likely to be cut

Reusable packaging is more appealing to young consumers

The recession creates opportunities for private labels

After the basics, there is not a lot left for half of Brazilians
Figure 51: Financial situation, February 2016

North-East the least likely to be healthy, most likely to be tight
Figure 52: Financial situation, by region, February 2016

Men have a better financial situation than women
Figure 53: Financial situation, by gender, February 2016

Consumers over 55: the most likely to have a tight financial situation
Figure 54: Healthy and tight financial situation, by age group, February 2016

Brazilians are planning more of their purchases
Figure 55: Lifestyle changes, February 2016

DIY: More common in the South and South-East
Figure 56: Agreement with the statement “I am doing more DIY (eg repairs) myself rather than hiring a professional (eg builder,
plumber)” by region, February 2016
Figure 57: Agreement with the statement “I am doing more DIY (eg repairs) myself rather than hiring a professional (eg builder,
plumber),” by gender, February 2016

Consumers aged 25-34: cooking more at home to save
Figure 58: Agreement with the statement “I try to cook more at home instead of eating out,” by age group, February 2016

Free activities are attracting more ABC1
Figure 59: Agreement with the statement “I choose to do more free activities rather than paid for ones (eg exercise in park versus
gym),” by socioeconomic group, February 2016

Installment payments are becoming less popular

Eating out, technology, and alcoholic drinks: the first to be cut, when times are though
Figure 60: Spending cuts, February 2016

Cleaning and health products the least likely to be cut

Southern consumers: The most likely to cut premium food
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Figure 61: Spending cuts, premium food, by region, February 2016

Internet rises as a tool to search for deals
Figure 62: Interest in thrift, February 2016

Reusable packaging is more appealing to young consumers
Figure 63: Agreement with the statement “Buying products with reusable packaging,” by age group, February 2016

Young males also more likely to buy used appliances
Figure 64: Agreement with the statement “Buying used appliances rather than brand new ones,” by gender and age group, February
2016

The need to save provides opportunities for private label products

Sharing services more likely to be seen as an alternative for ABs to save
Figure 65: Agreement with the statement “Sharing services such as carpooling,” by socioeconomic group, February 2016
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Figure 76: Best- and worst-case forecast for technology and communications, 2015-20
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