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“Brazilian fragrance wearers are experiencing a developing
category, and are able to choose between national and
imported products that are available either online, at
physical stores, or through catalog sales representatives.
These consumers are mostly interested in new launches
and new brands.”

— Sheila Salina, Senior Analyst

This report looks at the following areas:

BUY THIS
= What are Brazilians’ main habits and reasons for wearing fragrances? REPORT NOW
= How much do Brazilians understand about fragrances (eg essence concentration and
fragrance families)?
= What are the top influencers when choosing a fragrance? VISIT:
= What are Brazilians’ attitudes toward usage and purchasing of fragrances? StOre. minte| .com

CALL:
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+44 (0) 20 7606 4533

Brazil

0800 095 9094

Americas
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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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Market and Forecast

Key points

The category experienced a 2% growth in 2013, mainly due to higher prices
Figure 9: Brazil retail sales of fragrances, total, in R$ m, 2007-13

Figure 10: Brazil retail sales of fragrances, total and segments, in R$ m, 2012-13

More competitors, brands, and channels will boost sales in the coming years
Figure 11: Brazil retail sales of fragrances, total, 2009-19

Figure 12: Brazil retail sales of fragrances, total, 2009-19

Factors used in the forecast

Market Share

Key points

Sales in 2013 were boosted by O Boticario and luxury brands
Figure 13: Leading brands’ shares in the Brazil retail fragrance market, 2012-13

Companies and Brands

Grupo Boticario — O Boticario

General information

Main fragrance brands

Most recent advertising and marketing campaigns
Natura Cosméticos

General information

Main fragrance brands

Most recent advertising and marketing campaigns

The Consumer — Habits and Reasons for Wearing Fragrances

Key points

Almost all Brazilians wear fragrances, but not all wear them frequently
Figure 14: Reasons for wearing fragrances, April 2004

Usage habit determines consumers’ relationship with the category
Figure 15: Selected attitudes toward fragrances, by selected reasons for wearing fragrances, April 2014
Figure 16: Selected attitudes toward fragrances, by selected reasons for using fragrances, April 2014

Figure 17: Selected attributes related to knowledge about fragrances, by selected attitudes toward fragrances, April 2014

The implications

Fragrances positioned to make consumers feel more attractive are appealing to young and middle-aged adults
Figure 18: "I feel more attractive when I'm wearing a fragrance" — Reasons for wearing fragrances, by gender and age, April 2014

Consumers who wear fragrances to feel more attractive tend to value more innovations than brand

Figure 19: Selected attitudes toward fragrances by all and by reason for wearing fragrances — "I feel more attractive when I’'m wearing
a fragrance,” April 2014

The implications

The Consumer — Knowledge of Fragrances

Key points
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Just over one in five Brazilians are able to identify different types of fragrances
Figure 20: Knowledge of fragrances, April 2014
The implications

Price and the habit of wearing the same type of fragrance is an obstacle for the category to attract C2DE consumers
Figure 21: Knowledge of fragrances, selected attributes, by socioeconomic group, April 2014

Figure 22: Selected attitudes toward fragrances, by socioeconomic groups, April 2014

The implications

The Consumer — Reasons for Buying Fragrances

Key points

Brazilians want to have access to new category products
Figure 23: Reasons for buying a fragrance, April 2014

The implications

Consumers who like trying out samples wish to understand innovations before buying them

Figure 24: Knowledge of fragrances, selected attributes, by all and by reason for buying fragrances — "I had tried a sample or tester
before,” April 2014

The implications

The Consumer — Attitudes toward Fragrances

Key points
Experimentation and a desire to know more about the category suggest independent consumers
Figure 25: Attitudes toward fragrances, April 2014
The implications
“Difficulty in finding a fragrance | like” is directly linked to the need for fragrances to be targeted at specific consumer profiles

Figure 26: Attitude “It’s difficult to find a fragrance | like,” by age and gender, April 2014

The implications

Appendix — Market and Forecast

Figure 27: Best and worst case scenarios for the fragrance market, in the retail trade, 2014-19

Appendix — Reasons for Wearing Fragrances

Figure 28: Reasons for wearing fragrances, April 2014
Figure 29: Reasons for wearing fragrances, by demographics, April 2014

Figure 30: Reasons for wearing fragrances, by demographics, April 2014 (cont.)

Appendix — Reasons for Buying Fragrances

Figure 31: Reasons for buying fragrances, Abril 2014

Figure 32: Reasons for buying fragrances, by demographics, April 2014

Figure 33: Reasons for buying fragrances, by demographics, April 2014 (cont.)
Figure 34: Reasons for buying fragrances, by demographics, April 2014 (cont.)

Appendix — Knowledge of Fragrances

Figure 35: Knowledge of fragrances, April 2014
Figure 36: Knowledge of fragrances, by demographics, April 2014
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Figure 37: Knowledge of fragrances, by demographics, April 2014 (cont.)

Appendix — Attitudes toward Fragrances

Figure 38: Attitudes toward fragrances, April 2014
Figure 39: Attitudes toward fragrances, by demographics, April 2014
Figure 40: Attitudes toward fragrances, by demographics, April 2014 (cont.)
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