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“In order to afford medicine, seniors and soon-to-be
seniors may be forced to work beyond retirement. But
beyond that, retailers and brands can educate consumers
on how to best budget their money and continue preparing
for their future. Price plays an important role and with
planned cuts from the government ahead, the purchase of
medicines will become more expensive."
– Andre Euphrasio, Research Analyst
This report looks at the following areas:
•
•

Targeting an aging population
Targeting OTC medicine and vitamins to sportsmen/women

The OTC (over-the-counter) medicines market has grown: in 2014, it grew 10% in value compared to
2013. Brazilians who buy products in pharmacies/drugstores prioritize location and price when deciding
where to shop. Sales of vitamins and minerals had growth of 12% in the same period. The increasing
interest of younger consumers in the category is contributing to sales growth.
Different tools can be used to help customers to better monitor and manage their health, and retailers
should provide enhanced services to help clients, especially kiosks for self-screening, as these are
highly sought after. Such services can provide value, and extend services to consumers besides
offering lower prices and promotions.
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Location, low price and special offers play an important role in attracting more consumers to
pharmacies/drugstores as well as a wide range of products available and 24 hour services.
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Products covered in this report
This report covers the pharmacy retailing market in Brazil.
Market size is based on sales of OTC medicines in all retail channels, including direct sales to
consumers. This includes:
•
•
•
•
•

Analgesics (painkillers) and antipyretic drugs (to prevent or reduce fever)
Anti-cough/cold/flu products: decongestants and flu medicine
Dermatological products: skincare products, dermatological creams and antipsorics (antiskin irritation)
Gastrointestinal products: antinauseants/stomach and diarrhea/laxative medicines
Vitamins and minerals (not including supplements)

In addition, other products commonly sold in pharmacy retailers were included in the consumer
research, but are not in the market data:
•
•
•
•
•
•
•
•
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Health devices (eg inhalers, humidifiers)
Ready-to-drink (RTD) beverages (eg juice, water, isotonic drinks)
Confectionery
Children’s products other than medicines (eg diapers, children’s hygiene products)
Beauty products (eg makeup)
Sunscreen lotion
Personal hygiene products (eg shampoo, soap, deodorant)
Prescription medicines
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Due to the high number of new product launches, the vitamins and minerals market stays competitive
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Figure 23: Leading brands' shares in the Brazil retail vitamins and minerals market, by value, 2013-14
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Purchasing Habits
Prescription medicine is the main product purchased at pharmacies
Figure 38: Purchase of prescription medicines, by age, November 2015
Over-the-counter medicines less purchased than in 2015
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Figure 39: Purchase of OTC medicines, by age, November 2015
Vitamins/supplements and more used by younger consumers
Figure 40: Purchase of supplements and vitamins, by age, November 2015
Dermocosmetics and beauty products sold in pharmacies are more popular among young adults
Figure 41: Purchasing habits in pharmacies/drugstores, November 2015
Pharmacies/drugstores most benefit from AB consumers
Increasing revenue from other products
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Most Important Factors in Deciding Where to Buy
Location and low price are the most important factors
Figure 43: Most important factors in deciding where to buy, by age, November 2015
Having competitive prices and deals are essential
AB consumers favor location while DE favors price
Figure 44: Figure 45: Most important factors in deciding where to buy, by socioeconomic groups, November 2015
Bringing in loyalty
Availability of generic medicine is important to 21%
Figure 46: Most important factors in deciding where to buy, November 2015

Interest in Services/Products
Retailers can provide enhanced services to help clients manage their health
Kiosks for self-screening are sought-after
Figure 47: Interest in kiosks at retailers that provide health screenings, such as temperature, blood pressure, and heart rate checks,
by gender and age, November 2015
Figure 48: Interest in services/products, November 2015
Online self-diagnosing is done by 26%
Online chat is the most desired service
Using mobile apps to track health is desired by 31%
Figure 49: Interest in services/products, November 2015
Tracking devices are still used by a minority
Smartphone for seniors
Figure 50: Interest in tracking devices (eg Nike Fuelband or Fitbit) which track health measures such as sleep patterns, exercise, by
gender and age, November 2015

Shopping Behavior
While older consumers are price-driven, younger consumers are more brand-loyal
While men look for familiar brands, women choose discounted medicine
Figure 51: Shopping behavior, by gender and age, November 2015
Authenticity of products is an important priority
Improving the shopping experience
Figure 52: Shopping behavior, November 2015

Appendix – Market Size and Forecast
Figure 53: Value sales of OTC medication, 2010-20
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Appendix – Who’s Innovating?
Figure 54: New product launches of vitamins and supplements, by format types, Worldwide, 2013-15
Figure 55: New product launches of vitamins and supplements, by format types, Brazil, 2013-15
Figure 56: New product launches of OTC medication, by format types, Brazil, 2013-15

Appendix – Methodology and Definitions
Fan chart forecast
Abbreviations
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