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"Most of Brazilians use body, hand, and foot care products
and deodorants only after bathing/showering. There is

space, however, for innovation in these segments. In
addition, brands need to improve their communication

strategies, making clear the purpose of their products and
what skin type they serve best."

– Juliana Martins, Beauty and Personal Care
Senior Specialist

This report looks at the following areas:

• Those with dry skin need to use more body care products
• There is a lack of sport deodorants for women
• Natural products should also look to the lower socioeconomic groups

Brazil's retail sales of body care products grew very little in 2016 and 2017, according to Mintel. The
poor performance can be explained by the country's economic instability – high inflation, rising
unemployment and increasing prices of beauty products – which has affected the consumption power of
Brazilian families.
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UV protection, anti-aging and stick format are opportunities for innovation
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Figure 25: Launches of deodorants, by format, Brazil, January 2016-June 2018
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Those with dry skin need to use more body care products
Figure 26: Body skin types, by usage of body care products "after bathing/showering," June 2018
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Figure 27: Body skin types, by body care routines, "I don't use this product," June 2018

Technologies that help improve the skin can attract consumers who define their skin type as "combination"
Figure 28: Body skin types, by selected attitude toward body care products, June 2018

There is a lack of sport deodorants for women
Figure 29: Body care routines, by gender and usage of deodorants, June 2018

Brands have space to innovate with hand care and foot care products to be used at night
Figure 30: Body care routines, by selected products and age, June 2018

Products that communicate pleasant scent can appeal to southerners
Figure 31: Body care routines, by selected products and region, June 2018
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Young women may be interested in products that can be made at home with antipollution ingredients
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Figure 37: Attitudes toward body care products, June 2018
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In-shower moisturizers for body and face can attract Brazilians who want to save time
Figure 38: Attitudes toward body care products, June 2018

Deodorants for the whole body can be communicated in different ways
Figure 39: Interest in formats, June 2018
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Figure 40: Interest in formats, by gender and age, June 2018
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