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"The Brazilian middle-class is diverse; subgroups within
this socioeconomic group are in different financial
situations, with their desires and expectations varying
according to a range of different aspects, from the number
of children in the household, household structure, to giving
how much importance they give to celebrity endorsements
and their favorite TV programs."

— Sheila Salina, Senior Lifestyle Analyst

This report looks at the following areas:

= What is the current financial situation of middle-class consumers? REPORT NOW

= What do they plan to spend their money on over the next three months?

= What factors do they consider most important for a happy life?

= What are the most common attitudes and behaviors of the middle class and its VISIT:
subgroups? store.mintel.com

Middle-class consumers mentioned in this report are those who are part of socioeconomic group C,

according to the social classification methodology set by Abep, the Brazilian Association of Companies CALL

and Research. EMEA

+44 (0) 20 7606 4533

Brazil

0800 095 9094

Americas

+1 (312) 943 5250

APAC
+61 (0) 2 8284 8100

EMAIL:
oxygen@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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