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“Food prices continue to rise and many consumers are
cutting back on eating out in order to save money for
priorities such as in-home food. However, those in the
Central-West seem to be a little better off, as they are the
most likely to say they have changed their purchasing
habits.””

— Renata Pompa de Moura, Research Manager

This report looks at the following areas:

BUY THIS

= What can help young women pay off their debt? REPORT NOW
= What can restaurants do to continue attracting consumers as food prices rise?
= Where are consumers treating themselves more?

VISIT:
Inflation, rising unemployment, and more expensive credit are holding back consumption and quickly store. minte| .Ccom
changing Brazilian purchasing habits. The focus is now on grocery essentials, while several nonessential
categories have been cut from consumers’ purchasing lists over the past 12 months. As the economy
continues its downward trend, promotional efforts and scaled-down versions are necessary for brands CALL
and retailers to survive. However, amid this surge of negative indicators, some age groups and regions EMEA

of the country are standing out for their purchasing potential and represent opportunities for marketers +44 (O) 20 7606 4533
in the current and short term.
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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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Figure 6: IPCA monthly change, in %, May 2014-May 2015
Figure 7: Cumulative inflation (IPCA) over the past 12 months, in %
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Interest rate rises to hold back consumption
Figure 9: SELIC prime interest rate, annual percentage, 2010-15

2015: A year of rising unemployment
Figure 10: Unemployment rate in moving quarters, 2014-15

The Consumer — Changes in Volume Purchased
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Key points
Eating out, technology, leisure, clothing, and alcoholic drinks were the main areas of cutting back
Figure 11: Changes in the volume purchased, Brazil — April 2015
Along with everyday essentials like food and drink, household care and beauty and personal care products were the most likely to remain
stable
More consumers are cutting back on a greater number of categories

Figure 12: Repertoire analysis of changes in the volume purchased, by more and less, April 2015

When it comes to purchasing more, young consumers stand out in a number of categories
Figure 13: Purchasing more of selected categories, by age group and total, April 2015

The Consumer — Reasons to Change Purchasing Habits

Key points
High food prices and utility bills are by far the main reasons leading to changes in purchasing habits
Figure 14: Reasons to change purchasing habits, Brazil, April 2015

Among men, seniors are the most likely to change purchasing habits due to high utility bills and food prices

Figure 15: Selected reasons to change purchasing habits, by age and gender, Brazil, April 2015
Consumers in the North and South are the least likely to say they are saving and the most likely to say their household income has
decreased

Figure 16: Selected reasons to change purchasing habits, by region, Brazil, April 2015

DEs are the most likely to cut back on purchases due to unemployment
Figure 17: Selected reasons to change purchasing habits, by socioeconomic group, Brazil, April 2015

The Consumer — Actions to Save Money

Key points
TV, still a powerful vehicle to advertise promotions
Figure 18: Actions to save money, Brazil, April 2015

Internet and TV reach different income groups
Figure 19: Selected actions to save money, by socioeconomic group, Brazil, April 2015

Promotions in the newspaper attract 25% of males 55 and older
Figure 20: Selected actions to save money, by gender and age group, Brazil, April 2015

The Consumer — Attitudes toward Spending

Key points
37% of Brazilians are brand loyal
Figure 21: Attitudes toward spending, Brazil, April 2015

Young adults are more likely to enjoy combining shopping with other leisure activities
Figure 22: Agreement with attitude: “I like to combine shopping with other leisure activities,” by age group, Brazil, April 2015

Use of gift cards is still very minor in Brazil
Figure 23: Agreement with attitude: “I have used/gifted a gift card,” by socioeconomic group, Brazil, April 2015

While older males tend to do their research before purchasing, young consumers tend to buy on the spur of the moment
Figure 24: Selected attitude toward spending, by gender and age group, Brazil, April 2015
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