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"Beauty and personal care retailing in Brazil is a unique
sector. Actions with the aim to make consumers more loyal
are essential in a market characterized by fierce
competition. However, online channels have been used
mainly by Millennials, and stores that sell their own
brands should adapt their strategies."
– Juliana Martins, Beauty and Personal Care
Specialist
This report looks at the following areas:
•
•

Cash-and-carry channels appeal to higher socioeconomic groups
Pharmacies fight crisis by diversifying their product range

Beauty and personal care (BPC) retailing in Brazil is marked by multichannel sales (physical stores,
direct sales, and online sales) and has three market leaders, both in value and volume: Group
Boticário, and two pharmacy chains Raia Drogasil and Drogarias DPSP. It is expected that these groups
will expand their physical stores in 2017.
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Unusual events could surprise male consumers and help them decide where to buy their fragrances
Figure 19: Agreement with motivation “The retailer recommended by family/friend,” when buying fragrances and facial and body
skincare products, by gender – Brazil, November 2016
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Appendix – Market Size and Forecast
Figure 26: Sales in BPC retailers, by value – Brazil, 2011-21
Figure 27: Sales forecast of BPC retailers, by value – Brazil, 2011-21
Figure 28: Sales of BPC retailers, by value – Brazil, 2014-15
Source: MMS
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