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Introduction

“Brazil is one of the countries with the highest penetration of
deodorants and antiperspirants in the world, with 95% of
the population stating they use deodorants. For instance,
this percentage is even higher than in the U.S., where 92% of
the population uses this type of product.

Due to high temperatures year-round in most of their
country, Brazilians are highly concerned with protection
against underarm wetness and odor. This concern makes
deodorants an essential element in Brazilians’ daily
grooming routines.”

— Sebastian Concha, Research Director, Latin America

- What are the opportunities to increase deodorant use
in some demographic segments?

- To what degree are there opportunities to develop
niche formats and other positioning claims within the
category? store.mintel.com

 What are the barriers to future growth and how can
they be overcome?

- In such a highly competitive and dynamic market, are
there opportunities for innovations and new entrants?

- What are the claims most valued by consumers and by
the different demographic segments?

 What are the trends and innovations in deodorants
and antiperspirants in Brazil and in the rest of the
world?

This study includes deodorants and antiperspirants for men and
women in all formats including aerosols, pumps, atomizers,
roll-ons, sticks, gels, and creams, as outlined on the next page.
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- Deodorants contain ingredients to kill bacteria that cause body odor and/or contain
fragrances to mask the smell of perspiration. They do not prevent wetness.

- Antiperspirants (APDs) control both wetness and odor. These contain ingredients—
generally salts of aluminum—that react with sweat to temporarily seal the pores,
thereby controlling perspiration, and are usually combined with a deodorant to
control odor.

- Aerosol deodorants/antiperspirants come in a metal container packaged under
pressure with propellant gas for release as a spray of fine particles.

- Pump/atomizer deodorants/antiperspirants are packaged in a plastic container
using a pump, which converts the liquid into a fine spray.

- Roll-on liquid deodorants/antiperspirants come packaged in plastic or glass bottles
and are applied to the underarms with a rolling applicator.

- Stick deodorants/antiperspirants are packaged in a solid or gel format using plastic
tubes with a twist-up dispenser.

« Cream deodorants/antiperspirants come in a cream format using a jar or plastic tube
dispenser.
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Figure 28: Share of launches in direct sales channel by company, January 2009-June 2012

Figure 29: Percentage of users who purchased fragrances in direct sales channel in the last 12 months
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Figure 30: Percentage of users who purchased fragrance through direct sales channel in the past 12
months, by social class, June 2012

Meanwhile, traditional retail stands out

Figure 31: Share of the traditional retail channel in the volume and value sales of deodorants, 2008-
11

WHAT IT MEANS

CONSUMERS’ CONCERN WITH WETNESS PROTECTION GENERATES GROWTH
OPPORTUNITIES

store.mintel.com

oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


http://oxygen.mintel.com/display/640183/

MINTEL
@

Deodorants - Brazil - November 2012

Contents

KEY POINTS
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Figure 32: Frequency of using deodorant and antiperspirant, June 2012

Figure 33: Average annual temperature
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Figure 35: Women who use deodorants and agree with the statement, by age, June 2012
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Figure 36: Percentage of launches with long-lasting claims, January2009-June 2012
Opportunities for new protection technologies
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Odor-fighting concern is even greater among young women

Figure 37: Percentage of deodorant users who try hard to ensure they never smell sweaty, by gender
and age, 2012
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Figure 40: Percentage of users who are willing to pay extra for deodorants with fragrances that they
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WHAT IT MEANS

NATURAL DEODORANTS CAN FUEL THE CATEGORY'’'S FUTURE GROWTH
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Concerns with irritation drive changes in deodorants’ formulations

Figure 41: Percentage of users who have sensitive skin that is easily irritated by
antiperspirant/deodorant, by gender and age, June 2012

Alcohol-free formulations gain evidence

Figure 42: Percentage of alcohol-free deodorant launches, January 2009-June 2012
Aluminum is a concern that has not been met by the industry

Consumers want natural ingredients, but innovations are not meeting this demand

Figure 43: Percentage of launches with natural claim in personal care categories, January 2009-June
2012

Figure 44: Percentage of users who would like to see more deodorants with natural ingredients, by
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features of deodorants and antiperspirants (any agree), June 2012

Figure 70: General attitudes toward deodorants and antiperspirants, by next most popular attitudes
toward features of deodorants and antiperspirants (any agree), June 2012

ATTITUDES TOWARD PURCHASING DEODORANTS AND ANTIPERSPIRANTS
Figure 71: Attitudes toward purchasing deodorants and antiperspirants, June 2012

Figure 72: Attitudes toward purchasing deodorants and antiperspirants, by frequency of using
deodorant and antiperspirant, June 2012

Figure 73: Attitudes toward purchasing deodorants and antiperspirants, by frequency of using
deodorant/antiperspirant roll-on, June 2012

Figure 74: Attitudes toward purchasing deodorants and antiperspirants, by frequency of using
deodorant/antiperspirant aerosol, June 2012

Figure 75: Attitudes toward purchasing deodorants and antiperspirants, by frequency of using
deodorant/antiperspirant gel/cream, June 2012

Figure 76: Attitudes toward purchasing deodorants and antiperspirants, by frequency of using
deodorant spray, June 2012

Figure 77: Attitudes toward purchasing deodorants and antiperspirants, by most popular general
attitudes toward deodorants and antiperspirants, June 2012

Figure 78: Attitudes toward purchasing deodorants and antiperspirants, by next most popular general
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Figure 84: Attitudes toward purchasing deodorants and antiperspirants, by next most popular
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FREQUENCY OF USING DEODORANT AND ANTIPERSPIRANT

Figure 85: Frequency of using any deodorant, by demographics, June 2012

Figure 86: Frequency of using deodorant/antiperspirant roll-on, by demographics, June 2012
Figure 87: Frequency of using deodorant/antiperspirant aerosol, by demographics, June 2012
Figure 88: Frequency of using deodorant/antiperspirant gel/cream, by demographics, June 2012
Figure 89: Frequency of using deodorant spray, by demographics, June 2012
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Figure 99: Most popular attitudes toward purchasing deodorants and antiperspirants, by
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