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DEODORANTS IN BRAZIL - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales increase by 15% in current terms in 2023 to BRL13.6 billion  

▪ Deodorant sticks is the best performing category in 2023, with retail value sales rising by 26% 

in current terms to BRL163 million 

▪ Unilever Brasil Ltda is the leading player in 2023, with a retail value share of 48% 

▪ Retail sales are set to rise at a current value CAGR of 10% (2023 constant value CAGR of 

6%) over the forecast period to BRL21.4 billion 

 

 

2023 DEVELOPMENTS 
 

Rising temperatures and new usage occasions drive double-digit value 
growth for deodorants 

Deodorants was one of the main growth highlights of the year in beauty and personal care in 

Brazil in 2023, with double-digit retail current value growth, and a strong positive advance in 

volume terms as well. The year 2023 was confirmed as the hottest on record, driven by man-

made climate change and the natural phenomenon El Niño. In Brazil, average temperatures 

stood at 24.92°C, which was 0.69°C above the historical average of 1991/2020, at 24.23°C, 

according to data from the National Meteorological Institute. With higher temperatures, the use 

and reapplication of deodorants increased in 2023. Brazilian consumers are very concerned 

about their own hygiene. Brazilians consume 6% of the total retail value of personal care 

products globally, even though they only account for 3% of the world’s population. More 

specifically, in deodorants, Brazilian consumers were responsible for 10% of global consumption 

in value terms in 2023. Habits relating to local culture, combined with rising temperatures, mean 

that this previously stable category in terms of growth is beginning to undergo new 

transformations. As well as having an effect on the quantity of deodorant demanded, consumers 

are also looking for better quality products to control sweat and bad odours. The industry has 

responded to this demand. According to data from the VIA, which tracks Stock Keeping Units 

(SKUs) sold online, over the course of 2023, there was a 96% increase in deodorants using the 

48- or 72-hour duration claim. 

Formats that allow for easy reapplication throughout the day have gained ground on shelves 

and in consumer preference. During the COVID-19 pandemic, many workers migrated to a 

remote working routine. In 2023, many of these workers returned to a hybrid work pattern, or 

100% face-to-face routine. The possibility of reapplying deodorant throughout the afternoon, or 

even the possibility of combining office work with physical activity, means deodorants in roll-on 

and stick format are often found in Brazilians’ bags. Beach tennis, for example, is a sport that is 

being practised throughout Brazil by a growing number of people. The Brazilian Tennis 

Confederation (CBT) estimates that the number of players has almost tripled in the last three 

years, from 400,000 in 2021 to 1.1 million in 2023. Many of the clubs are located far from 

beaches, but close to office areas, where physical activity takes place right after the working 

day. The search for a healthier lifestyle despite the resumption of a hectic activity routine has 

boosted consumption in a number of categories, such as Ready to Drink (RTD) drinks, snacks, 
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and deodorants. In other words, as well as quantity, the search for quality within the category 

has also contributed to the demand for new formats to suit different usage occasions. 

 

Body splashes and newcomers shake up the deodorants category 

Rising temperatures have also influenced the way in which Brazilians deal with their favourite 

category in beauty and personal care, fragrances. The warmer weather has increased the 

demand for light, fresh fragrances that give the sensation of having taken a bath – this has given 

more room for the rise of body splashes within deodorants. As these products are perfumed 

water with a smaller amount of essence than a perfume, they can also be an option for those 

with allergies, or who want to avoid strong fragrances. With strong double-digit growth, body 

splashes are replacing part of fragrances consumption. In Brazil, it is common for consumers to 

have more than one fragrance, and different scents can be used for different occasions. With 

warmer days, body splashes appear to be a good option, with a lighter scent and more attractive 

prices. The Eudora brand, for example, has launched a line of body splashes inspired by 

fragrances that are well-established amongst the public. These products hit the market with the 

lightness and freshness characteristic of this type of fragrance, combined with the brand's 

already popular essences. Meanwhile, the Phebo brand brought new components to body 

splashes: multifunctionality and gift appeal. The Phebo Limão Siciliano line not only brings 

freshness to the scent, which is well aligned with hot days, but also brings the availability of gift 

kits that combine soap, fragrance and body splash, that can be applied to both skin and hair. 

Players operating in other categories are also entering this segment, such as Melu, a brand 

from the influential colour cosmetics brand Ruby Rose, and Sephora, which has incorporated 

body splashes into its list of SKUs under its own brand. Even premium brands have given in to 

the advance of body splashes, with the launch of the 212 and Dior brands, for example. 

It is not only body splashes which are attracting traditional players from other categories. With 

the rising demand for practical deodorants that can be easily carried in a bag, there has also 

been a strengthening of the traditional deodorants segment focused on sweat and odour control. 

The brand Sol de Janeiro, known for its strong global presence in the body care category, has 

launched the Rio Deo line in the Brazilian market, featuring vegan, cruelty-free, paraben-free, 

and aluminium-free stick deodorants. Besides their practicality, this format gained prominence 

throughout 2023 for its ability to meet the consumer demand for more sustainable products. Sol 

de Janeiro’s launch also reduces plastic usage by 58% through the availability of refillable 

products. Similarly, the brand Alva offers a more natural product both in terms of its ingredient 

composition and packaging, promising not only good durability, but also the reduction of 

packaging units in the environment each year. The combination of practicality and consumer 

values is creating space for the deodorants category to move beyond mere promotional 

campaigns and price wars, embracing greater complexity. Value is increasingly being 

demonstrated through alignment with ideologies, a growth avenue particularly driven by the 

ingredient-led beauty trend. Innovations such as skin-lightening functionalities in deodorants, 

exemplified by Principia’s AD-01 product, indicate that the deodorants category is ripe for 

premiumisation and the potential development of consumer loyalty. 

 

Premiumisation process opens up space for retail e-commerce to 
advance 

Sales of deodorants via retail e-commerce saw solid growth in 2023. However, growth was 

not uniform throughout the year. In the 24 hours leading up to Back Friday, deodorants was 

among the 10 most searched categories on Google. As products with a higher price tier grow in 

the domestic market, a product that was originally associated with grocery retailers and 

pharmacies is increasingly participating in the online market, which in Brazil has more synergy 
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with items considered premium. The virtual environment is also advancing as a platform for 

publicising brands through social networks. Viral products on social media used to be much 

more concentrated in beauty categories linked to colour cosmetics, hair care and fragrances, 

but in 2023 they also began to incorporate personal care items through deodorants. The 

Herbíssimo brand, for example, went viral with its cream deodorant. This was a format 

historically associated with trading down in the consumption of deodorants, but it has come to 

exploit competitive advantages through its possible synergy with the skin care category.  

Famous personalities such as professional surfer Pedro Scooby are partners and promoters 

of the start-up Visto.bio. Founded in 2014, the company develops solutions that promise to 

combat the odour of sweat and eliminate the use of deodorants. What Visto.bio does is 

regenerate and strengthen the skin itself. Claiming to definitively say goodbye to the use of 

traditional deodorants, the start-up offers two sprays, original and antiseptic, sold together for 

BRL174 – a solution that costs around 10 times more than the best-selling traditional lines in 

spray deodorants. The application of Visto.bio products alone does not guarantee the 

elimination of odours – there is a protocol that varies from one to three months in duration, 

depending on each person’s body. The process involves a free consultation with one of the 

company’s specialists, the use of vegetable glycerine soaps, moisturising the armpits, and 

ongoing hygiene care. Although it may have an effect on the market in the long term, in 2023 

the scenario for deodorants remained optimistic in Brazil. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Deodorant sprays expected to remain the main format in the market, 
although deodorant sticks and pumps set to advance at a faster pace 

After almost a decade of expected stable or declining growth, deodorants in Brazil has 

adjusted to a positive forecast, with a solid predicted retail current value CAGR in the forecast 

period to 2028. Deodorant sticks and pumps are expected to be the fastest-growing formats, 

driven by the trend towards practicality, and the replacement of fragrances with body splashes, 

especially in a scenario where the high temperatures recorded in 2023 continue. Despite this, 

deodorant sprays should continue to account for the largest share of sales of deodorants in 

value terms in 2028 (two thirds of sales). The dry feel of deodorant sprays is still a positive 

characteristic of this product, which is likely to continue to be valued. In addition, this is a format 

that allows the product to be shared amongst the family, unlike creams and roll-ons, which 

because they come into direct contact with the armpit, are not sharable products. In Carnival 

2024, even the street blocks incorporated spray deodorants into their informal trade. On the 

streets of Rio de Janeiro, Fortaleza, and Belo Horizonte, for example, street vendors sold the 

“use of a deodorant spray” for BRL2. This illustrates an important cultural aspect of Brazilians, of 

valuing hygiene and good odour. In the face of high temperatures, this is a favourable place for 

deodorant consumption. Another factor allowing spray deodorants to resume its growth is 

expected to be the end of the price war which occurred in the domestic market during the 

pandemic years. According to Euromonitor International’s Beauty and Personal Care Price 

Tracker, every quarter since July 2022 has been marked by a double-digit increase in the 

average price of spray deodorants sold on e-commerce. Now, instead of fighting over price, we 

have an environment of competition over quality. 

The growth of body splashes is expected to remain a significant driver behind the popularity of 

deodorant pumps. Their use in the morning and afternoon as a substitute for fragrances creates 

a scenario where a dynamic interchange between categories can be sustained over the medium 

term. As new launches and products with similar functionalities enter the market, they can 

leverage established growth factors known in the local fragrances category, such as the 
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inclination to try new products, the propensity for impulse buying linked to emotions and 

nostalgia, and the appeal of purchasing items as gifts. An important external factor is the 

potential continuation and exacerbation of rising temperatures due to climate change. According 

to the Brazilian Panel on Climate Change, Brazil is expected to experience warmer climate 

conditions over the coming decades, with average temperatures across all regions rising 

gradually and variably by between 1°C and 6°C by 2100, compared with the end of the 20th 

century. This shift could alter the consumption patterns for fragranced products in Brazil during 

the forecast period, favouring lighter, fresher products suited to hot weather. In addition, higher 

temperatures often lead to skin issues caused by allergic reactions, excessive sweating, and the 

use of heavy clothing, thereby creating opportunities for products addressing sensitive skin 

claims. 

 

Synergy with a healthy lifestyle and the practice of sports will continue 
to boost sales of deodorants 

In May 2023, the World Health Organization declared the end of the international public health 

emergency related to COVID-19. Despite the reduction in cases and the cessation of 

adjustments such as social isolation, consumers still carry elements from the pandemic period. 

According to the 2023 Lifestyles Survey by Euromonitor International, fielded January to 

February 2023, the most common definition of health, cited by 76% of respondents in Brazil, is 

mental wellbeing. It is well-documented that cases of depression and anxiety surged by 

approximately 25% during the pandemic years. In Brazil, the situation is even more concerning, 

as the country leads globally in anxiety disorders, and ranks fifth for depression rates. Physical 

activity, widely recognised for its benefits to both body and mind, has seen a significant rise in 

interest, with more people seeking new exercise routines. For example, road running has 

expanded beyond its niche audience, attracting a growing number of enthusiasts and 

newcomers alike. Data from Tickets Sports indicate that 1,181 road races were held nationwide 

in 2022, with the number rising to 1,421 in 2023 – a 20% increase. The sport’s accessibility 

contributes to its popularity, requiring minimal equipment and no specialised techniques. 

However, even equipment-intensive activities such as cycling and beach tennis are growing in 

Brazil. This heightened interest in sports creates a favourable environment for brand promotion 

and the development of specific consumer niches. For instance, the brand Herbíssimo has 

announced its sponsorship of the Rio Open in 2024, becoming the tournament’s official 

deodorant. Meanwhile, Giovanna Baby has partnered with Formula 1 for the São Paulo Grand 

Prix, focusing on its GB Men line. As more Brazilians embrace new sports practices, there is a 

growing opportunity for the communication and use of deodorants in various formats and 

settings, suggesting a promising future for the category, especially considering the increasing 

popularity of a healthy lifestyle both in real life and online. 

 

New brands and products will drive e-commerce growth, but 
pharmacies and grocery retailers will continue to account for the highest 
shares of sales 

Although retail e-commerce has opened up space for innovative brands with alternative 

claims in deodorants – such as more sustainable products that treat the skin or eliminate 

underarm odour more permanently – the overwhelming share of sales is still concentrated 

amongst traditional products, commonly purchased in grocery retailers and pharmacies. This 

pattern is unlikely to change in the forecast period. Despite the accelerated growth of retail e-

commerce, traditional channels should continue to account for the largest share of sales in the 

category. The change in mentality in favour of products with alternative claims to sweat and 

odour control is still likely to come up against the limitations imposed by price. In addition, 
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because deodorants are seen as an essential consumer item, they are commonly purchased as 

part of the basic shopping routine carried out in supermarkets, which also offer a particular 

advantage in terms of payment methods: the use of the so-called food vouchers or employee 

benefit cards. The food voucher is a benefit intended for the purchase of foodstuffs, cleaning 

and hygiene products, amongst other essential items sold in food channels. In 2023, around 

53% of purchases of basic consumer items were made using food vouchers. As of 31 

December 2024, workers will be able to choose the manager of their meal and food vouchers, 

provided that an approved Provisional Measure (MP) is regulated by the Executive Branch. 

According to experts, the possibility of portability of the benefit should increase adherence and 

reduce the fees charged by establishments, even allowing new Brazilians to enter the benefits 

system. Competition between service providers should also increase, with the possibility of 

consumers choosing the company that offers the best services. As a result, consumers may find 

themselves with a new incentive to shop at food channels, since they are the only ones where 

the benefit can be used.  

 

 

CATEGORY DATA 
 

Table 1 Sales of Deodorants by Category: Value 2018-2023 

 

BRL million 
 2018 2019 2020 2021 2022 2023 
 
Deodorants 11,535.9 11,935.0 11,591.0 11,229.0 11,798.5 13,620.0 
Deodorant Creams 349.4 355.0 341.2 322.1 335.9 383.0 
Deodorant Pumps 1,354.4 1,335.9 1,450.0 1,368.4 1,462.4 1,765.5 
Deodorant Roll-Ons 1,936.4 1,877.9 1,822.7 1,731.9 1,808.7 2,080.3 
Deodorant Sprays 7,782.0 8,237.2 7,850.0 7,684.4 8,061.7 9,228.4 
Deodorant Sticks 113.7 129.1 127.2 122.3 129.8 162.9 
Deodorant Wipes - - - - - - 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 2 Sales of Deodorants by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Deodorants 15.4 3.4 18.1 
Deodorant Creams 14.0 1.9 9.6 
Deodorant Pumps 20.7 5.4 30.4 
Deodorant Roll-Ons 15.0 1.4 7.4 
Deodorant Sprays 14.5 3.5 18.6 
Deodorant Sticks 25.5 7.4 43.2 
Deodorant Wipes - - - 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 3 Sales of Deodorants by Premium vs Mass: % Value 2018-2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
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Premium 0.2 0.2 0.2 0.2 0.3 0.3 
Mass 99.8 99.8 99.8 99.8 99.8 99.8 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 4 NBO Company Shares of Deodorants: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Unilever Brasil Ltda 48.0 49.3 48.9 49.4 48.0 
BDF Nivea Ltda 12.1 11.1 12.2 12.3 12.3 
Natura Cosméticos SA 7.9 10.2 9.8 11.1 11.1 
Coty Brasil Indústria e 10.6 9.4 9.3 9.3 8.9 
    Comércio de Cosméticos Ltda      
Botica Comercial 5.2 5.3 5.4 5.9 6.1 
    Farmacêutica Ltda      
Avon Cosméticos Ltda 3.9 3.3 3.2 3.3 2.5 
Baston Industria de 0.0 1.0 1.6 1.6 2.1 
    Aerossois Ltda      
Pro Nova Industria e - - - - 2.0 
    Comercio Ltda      
Procosa Produtos de 1.6 1.4 1.4 1.3 1.0 
    Beleza Ltda      
Procter & Gamble do 0.4 0.4 0.4 0.4 0.4 
    Brasil SA      
Perfumes Dana do Brasil SA 0.3 0.3 0.3 0.3 0.4 
Memphis SA Industrial 0.4 0.4 0.4 0.4 0.4 
MCD Miami Cosmetic 0.2 0.2 0.2 0.2 0.2 
    Discount Comércio Imp Exp      
    Ltda      
Megalabs Farmaceutica SA - - - - 0.1 
Pierre Alexander Cosmeticos 0.1 0.1 0.1 0.1 0.1 
Hypermarcas SA - - - - - 
Private Label 0.1 0.1 0.1 0.1 0.1 
Others 9.2 7.5 6.6 4.2 4.1 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 5 LBN Brand Shares of Deodorants: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Rexona Women Unilever Brasil Ltda 14.2 14.1 14.6 14.3 
    (Unilever Group)      
Rexona Men (Unilever Unilever Brasil Ltda 12.7 12.5 12.5 12.3 
    Group)      
Dove (Unilever Group) Unilever Brasil Ltda 9.4 9.3 9.4 9.1 
Nivea (Beiersdorf AG) BDF Nivea Ltda 7.0 7.9 8.0 8.0 
O Boticário (Grupo Botica Comercial 5.3 5.4 5.9 6.1 
    Boticário) Farmacêutica Ltda     
Axe (Unilever Group) Unilever Brasil Ltda 5.2 5.1 5.0 4.8 
Natura (Natura&Co) Natura Cosméticos SA 4.3 4.1 4.6 4.7 
Monange (Coty Inc) Coty Brasil Indústria e 4.9 4.7 4.7 4.6 

Data removed from sample 
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 Comércio de Cosméticos Ltda     
Nivea Men (Beiersdorf BDF Nivea Ltda 4.0 4.3 4.3 4.3 
    AG)      
Dove Men + Care Unilever Brasil Ltda 4.0 3.9 3.9 3.8 
    (Unilever Group)      
Bozzano (Coty Inc) Coty Brasil Indústria e 2.2 2.3 2.3 2.2 
 Comércio de Cosméticos Ltda     
Above Baston Industria de 1.0 1.6 1.6 2.1 
 Aerossois Ltda     
Giovanna Baby (Nasha Pro Nova Industria e - - - 2.0 
    Intercontinental Comercio Ltda     
    Cosmetics Ltda)      
Suave (Unilever Group) Unilever Brasil Ltda 2.1 2.1 2.1 1.9 
adidas (Coty Inc) Coty Brasil Indústria e 2.1 2.1 2.1 1.9 
 Comércio de Cosméticos Ltda     
Garnier bí-O (L'Oréal Procosa Produtos de 1.4 1.4 1.3 1.0 
    Groupe) Beleza Ltda     
Rexona Clinical Unilever Brasil Ltda 1.0 1.0 1.0 1.0 
    (Unilever Group)      
Suave Men (Unilever Unilever Brasil Ltda 0.9 0.9 0.9 0.8 
    Group)      
Avon On Duty Avon Cosméticos Ltda 0.7 0.7 0.7 0.5 
    (Natura&Co)      
Sr N (Natura&Co) Natura Cosméticos SA 0.5 0.4 0.5 0.5 
Gillette Series Procter & Gamble do 0.4 0.4 0.4 0.4 
    (Procter & Gamble Co, Brasil SA     
    The)      
Herbíssimo (Dana Perfumes Dana do Brasil SA 0.3 0.3 0.3 0.4 
    Classic Fragrances Inc)      
Alma de Flores Memphis SA Industrial 0.4 0.4 0.4 0.4 
Biografia (Natura&Co) Natura Cosméticos SA 0.3 0.3 0.3 0.3 
Avon Far Away Avon Cosméticos Ltda 0.3 0.3 0.3 0.3 
    (Natura&Co)      
Ban (Kao Corp) MCD Miami Cosmetic 0.2 0.2 0.2 0.2 
 Discount Comércio Imp Exp     
 Ltda     
Avon Musk (Natura&Co) Avon Cosméticos Ltda 0.2 0.2 0.2 0.1 
Perspirex (Orkla Group) Megalabs Farmaceutica SA - - - 0.1 
Avon Homem (Natura&Co) Avon Cosméticos Ltda 0.1 0.1 0.2 0.1 
Pierre Alexander Pierre Alexander Cosmeticos 0.1 0.1 0.1 0.1 
Private Label Private Label 0.1 0.1 0.1 0.1 
Others Others 14.7 13.8 12.0 11.4 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 6 LBN Brand Shares of Premium Deodorants: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Perspirex (Orkla Group) Megalabs Farmaceutica SA - - - 56.8 
Aesop (L'Oréal Groupe) Aesop Brasil Com - - - 1.1 
 Cosméticos Ltda     
Aesop (Natura&Co) Aesop Brasil Com 2.2 2.4 1.3 - 
 Cosméticos Ltda     
Others Others 97.8 97.6 98.7 42.1 
Total Total 100.0 100.0 100.0 100.0 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 7 Forecast Sales of Deodorants by Category: Value 2023-2028 

 

BRL million 
 2023 2024 2025 2026 2027 2028 
 
Deodorants 13,620.0 14,581.0 15,495.4 16,457.0 17,360.8 18,118.3 
Deodorant Creams 383.0 411.7 440.0 466.7 494.3 518.3 
Deodorant Pumps 1,765.5 1,936.4 2,112.6 2,280.0 2,432.7 2,545.4 
Deodorant Roll-Ons 2,080.3 2,223.8 2,371.5 2,528.8 2,682.3 2,832.0 
Deodorant Sprays 9,228.4 9,827.6 10,372.6 10,966.4 11,520.8 11,976.8 
Deodorant Sticks 162.9 181.5 198.8 215.0 230.6 245.8 
Deodorant Wipes - - - - - - 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 8 Forecast Sales of Deodorants by Category: % Value Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Deodorants 7.1 5.9 33.0 
Deodorant Creams 7.5 6.2 35.4 
Deodorant Pumps 9.7 7.6 44.2 
Deodorant Roll-Ons 6.9 6.4 36.1 
Deodorant Sprays 6.5 5.4 29.8 
Deodorant Sticks 11.4 8.6 50.9 
Deodorant Wipes - - - 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 9 Forecast Sales of Deodorants by Premium Vs Mass: % Value 2023-2028 

 

% retail value rsp 
 2023 2024 2025 2026 2027 2028 
 
Premium 0.3 0.3 0.3 0.3 0.3 0.3 
Mass 99.8 99.7 99.7 99.7 99.7 99.7 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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BEAUTY AND PERSONAL CARE IN 
BRAZIL - INDUSTRY OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Beauty and personal care in 2023: The big picture 

In 2023, Brazil returned to the ranks of the world’s 10 largest economies, rising from 11th to 

ninth place. This renewed dynamism in the global economic landscape was also reflected in the 

beauty and personal care industry. After a prolonged period in fourth place, Brazil overtook 

Japan to reclaim third position in the global beauty and personal care rankings in 2023. The 

double-digit current value growth for beauty and personal care in Brazil in 2023 reflects a more 

favourable macroeconomic environment, characterised by the lowest average unemployment 

rate in the last decade, cooling inflation, a reduction in the poverty rate, and a 3% increase in 

household consumption compared with 2022.  

Amongst the categories in beauty and personal care in Brazil, sun protection stood out in 

2023. Experiencing accelerated double-digit growth, this category has seen its consumer base 

broaden as awareness of the risks of sun exposure increases across the country. A significant 

driver of this trend has been rising temperatures. Brazil faced nine heatwaves throughout 2023, 

partly a result of the El Niño phenomenon, which tends to elevate temperatures in various 

regions of the planet. The historical maximum temperature was also broken, reaching 44.8ºC. 

Although UV protection is necessary regardless of extreme temperatures, warmer weather 

heightens consumer awareness of the need for protection, especially for facial skin, where sun 

protection often serves as an entry point into skin care for many people. In addition to sun care, 

hygiene products also benefited from rising temperatures. Brazilians already maintain a more 

intensive hygiene routine compared with the global average, and with the increase in 

temperatures, sales of bath and shower and hair care products, as well as deodorants, were 

bolstered by the rising number of baths and showers. 

Sales in personal care categories in general were boosted by rising temperatures, causing 

this product segment to regain a certain prominence over products exclusively related to beauty 

in 2023. Even so, fragrances, colour cosmetics and skin care saw low double-digit current value 

growth rates. Mass products in particular saw higher growth than in the previous year, while the 

premium segment saw a slowdown, and mass products continued to overwhelmingly dominate. 

This reflects a consumer profile that is increasingly concerned about the value for money offered 

by products. Consumers are attempting to “outsmart the system” by adopting more creative 

approaches to make their money go further. They look for “dupes”, pay with rewards points, 

engage in free or low-cost activities, and leverage social media to find out about the best deals 

or products that are overpriced. With the rise of social media, and specifically TikTok, beauty 

products can go viral overnight, with posts from relevant content creators on the platform 

fostering “dupe culture”. However, this search for the best value for money does not necessarily 

translate into buying the lowest-priced products. The efficacy of products is becoming more and 

more important, and the search for scientific evidence and results that prove the effect that 

products promise reflects the construction of an increasingly critical consumer audience. 

Although consumers look for delightful distractions when consuming beauty and personal care 

products, they are also becoming more pragmatic, and see ingredient-led beauty as a way of 

proving the value of products. 
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2023 key trends 

Climate change was a prominent and pressing issue in the lives of Brazilians throughout 

2023, which the National Meteorological Institute (Inmet) recorded as the hottest year in Brazil’s 

history. The year was characterised by successive heatwaves, extreme rainfall in some regions, 

an increase in cases of arbovirus, and historic droughts in the Amazon. Brazil is home to over 

60% of the Amazon rainforest, the largest tropical forest in the world, with an estimated annual 

value of at least USD317 billion, according to the World Bank. This proximity to a rich biome that 

concentrates 25% of known terrestrial biodiversity, alongside the daily impacts of climate 

change, has made consumers more attentive to, and the beauty and personal care industry 

more inclined towards sustainable development initiatives. According to Euromonitor 

International’s 2024 Voice of the Industry: Sustainability Survey, fielded January to February 

2024, the global beauty and personal care industry shows the least engagement with 

sustainable development goals. However, this standard does not apply to Brazil. Here, the 

commitment to reducing negative environmental impacts is central to the ethos of companies 

such as Natura&Co, and furthered by Grupo Boticário and Unilever. Data from the Carbon 

Disclosure Project (CDP) shows Brazil as the sixth country worldwide in terms of the number of 

companies reporting on environmental performance, with 1,158 participants in 2023. Although 

this trend continues to grow, the development of environmentally friendly products and 

processes has shifted from being a differentiator to a standard expectation. This is now almost 

obligatory, and the main trends in the Brazilian market extend beyond basic environmental, 

social, and governance responsibilities, connecting with more specific consumer demands. 

Mental health, in particular, is a pressing issue in the consumer landscape. 

According to the latest comprehensive global mapping of mental disorders conducted by the 

World Health Organization (WHO), Brazil has the highest prevalence of depression in Latin 

America, and the highest prevalence of anxiety disorders worldwide. The reasons behind this 

phenomenon are varied, ranging from financial instability to living in an environment with high 

exposure to violence. The fact remains that wellbeing has become a significant pursuit for 

Brazilians, especially since the COVID-19 pandemic, and this quest for wellness is strongly 

linked to the search for mental health. This consumer quest has numerous implications across 

various goods and services industries. To mitigate the impact on their mental wellbeing, people 

are seeking ways to escape negative noise and daily worries, and to break away from the 

mundane, even if only for a few minutes. In this context, the trend towards delightful distractions 

has gained importance. In fragrances and skin care, products scented with nostalgic aromas 

have played a significant role in various launches in recent years. This trend remained robust 

throughout 2023, and extended to other consumer categories. Following the success of the 

Bubbaloo range launched by Grupo Boticário in 2021, the Carmed brand mobilised social media 

and pharmacies with a lip gloss created in partnership with the confectionery brand Fini 

(Sánchez Cano SA). Scent was also a key differentiator for colour cosmetics throughout the 

year, particularly as lip care products were a highlight of 2023, driven by the establishment of 

the lip gloss trend, and the possibility of offering nostalgic and comforting scents to consumers.  

Bath time also received renewed attention through the “premium bath/shower” concept. The 

new generation, accustomed to TikTok, is redefining everyday habits. The latest trend on the 

platform, with over 25,000 posts, is the hashtag “premium shower”. At its core, the “premium 

shower” is a deeply personalised self-care experience. It involves carefully selecting specific 

days for a longer, more relaxing shower, creating an environment that stimulates the senses 

with soft music, captivating aromas, and the gentle touch of high-quality towels, along with using 

various products for hair, body, and facial care. This practice has become a valuable way for 

many to unwind amidst the hustle and bustle of daily life. It is no coincidence that such trends 

emerge from younger generations in Brazil. According to public data from the Unified Health 
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System (SUS), in 2023, for the first time, anxiety rates amongst children and young people 

surpassed those of adults. 

In addition to the relaxation and nostalgia evoked by the scents and sensory effects of 

products, consumers are increasingly seeking products that address specific needs, such as 

difficulty sleeping. This issue has even prompted regulatory agencies in Brazil to take action. 

Zolpidem, a drug for treating insomnia, which has been available for over 30 years, has seen 

exceptional growth in consumption in Brazil since 2018, leading the National Health Surveillance 

Agency (Anvisa) to tighten its control over the drug. In response to this growing concern, more 

products in the beauty and personal care industry are now aiming to provide a relaxing routine 

conducive to a good night’s sleep. An example is Natura’s Todo Dia Toda Noite line, which 

includes skin care products, soaps, and sprays designed to envelop the body in a soothing 

chamomile and lavender scent. Both the sensory experience and the ingredients are intended to 

support restful sleep. This focus on ingredients highlights the significance of the ingredient-led 

beauty movement in the Brazilian market, and underscores the growing trend of wellness 

pragmatism. Consumers are taking a pragmatic approach to their mental and physical health, 

seeking smarter ways to enhance their wellbeing and appearance. While the desire for self-care 

and optimal health is not new, the methods of achieving it are evolving. With more accessible 

information, scientific backing and proven results have become increasingly sought-after by 

consumers, with functional fragrances and dermocosmetics standing out in this context. 

 

Competitive landscape 

The competitive landscape in beauty and personal care in Brazil underwent some 

transformations in 2023. With growth outpacing the overall industry, Beiersdorf advanced in the 

national ranking once again, surpassing Johnson & Johnson/Kenvue to reach seventh position 

in global brand owner terms in 2023. This success in the national market stems from the 

company’s recent strategy of incorporating added value into its traditional lines, moving away 

from a portfolio positioned in lower price tiers, and integrating complexity into its new formulae 

and products. In recent years, the company has begun integrating frugal innovations into its 

traditional products, such as Nivea’s facial moisturiser. It has introduced new product lines 

designed to meet specific skin care needs, such as reducing blemishes, and has utilised 

advanced formulations and ingredients to highlight the value of its Luminous line to consumers. 

This approach has proven effective in skin care, notably through the appeal of masstige 

products in the Brazilian market under the Nivea brand. In addition, the growth of 

dermocosmetics, including its Eucerin brand, highlights the success of this strategy in the 

country. The surge in consumption of personal care products has also benefited the company. 

Deodorants, which is Beiersdorf’s second-largest category in Brazil, saw substantial growth due 

to the heat in 2023. This increase in demand was driven not only by more frequent showers, but 

also by the complete return to in-person activities and a shift towards healthier lifestyles. As a 

result, deodorants have moved from bathroom shelves to bags and backpacks. In this context, 

roll-on and stick formats have become particularly popular, with new usage occasions and 

formats contributing to their success. Consequently, deodorants emerged as the second fastest-

growing category within beauty and personal care in Brazil in 2023, which also positively 

impacted Beiersdorf's performance in the country. 

Another notable player throughout 2023 was Casa Granado Laboratórios, Farmácias e 

Drogarias SA. The company moved up three positions in the national ranking in global brand 

owner terms, approaching the 20th position held by Estée Lauder Cos Inc. Two key trends 

contributed to Casa Granado’s success in Brazil. Consistent with the trend observed for 

Beiersdorf, the growth of hygiene categories was a significant growth driver. In particularly, soap 

played a crucial role for the Granado and Phebo brands. Since 2019, the primary claim in 

Brazil’s beauty and personal care industry has been hydration, according to Euromonitor 
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International’s Product Claims and Positioning mapped in e-commerce. As soap prices 

increased and shrinkflation adjusted the category’s price levels, some consumption shifted 

towards products that offered strong hydration appeal, even if priced slightly above mainstream 

brands. With a glycerine-based composition, an ingredient widely recognised for its moisturising 

effects, Casa Granado’s soaps are perceived as a more cost-effective or smart choice amongst 

Brazilians. In addition, the incorporation of fragrances, ingredients, and visual identity that 

resonate with Brazilian culture also differentiates the brand. More than just conventional soap, 

the brand successfully positions its products as attractive gift options, which historically play an 

important role in the consumption of bath and shower products and fragrances in Brazil. 

Leading players Natura&Co and Grupo Boticário also maintained their significance in beauty 

and personal care in Brazil in 2023, together accounting for between a quarter and a third of 

overall value sales in the country. Their success is largely due to their established national 

credibility, strong market presence, a positive cycle driven by gift-giving traditions, dynamic 

product launches, and effective omnichannel strategies. Another important element behind the 

success of these two players is the great weight they have in the fragrances category. Brazil is 

the second largest market for fragrances globally, and the majority of this category is accounted 

for by mass products. With Brazilians’ consumption preferences strongly inclined towards 

fragrances, and a tax structure that makes international products much more expensive, Grupo 

Boticário and Natura&Co together continue to dominate fragrances in Brazil with ease. 

 

Retailing developments 

The direct selling channel was a positive highlight in beauty and personal care in Brazil in 

2023. The success of direct selling in Brazil is largely driven by two major players: Natura&Co 

and Grupo Boticário. Together, they account for between a quarter and a third of sales in the 

Brazilian beauty and personal care industry. Their significant influence through the direct selling 

channel fuelled its growth throughout 2023, particularly in fragrances. Without the positive 

impact generated by these two companies, the direct selling landscape is more challenging, as 

other players struggle to maintain their market shares. A significant threat to direct selling 

brands is the rise of the “value hackers” trend, which highlights, for example, “dupe culture”. 

Consumers are increasingly looking for creative ways to stretch their money. As the ingredient-

led beauty trend gains momentum, consumers are becoming more conscious of product 

formulations. This quest for effective yet affordable compositions is propelling the dupe 

movement across retail e-commerce, apparel and footwear specialists, and beauty specialists, 

leaving the direct selling channel struggling to keep up. 

The supermarkets channel benefits from consumers buying an entire basket of basic items at 

once, from food to hygiene products, and from facilitated payment methods, such as employee 

benefit cards in the format of a food allowance. Meanwhile, pharmacies has benefited from the 

expansion of the product assortment, and from becoming a more common shopping destination 

since the COVID-19 pandemic. Besides pharmacies becoming an increasingly diverse channel 

in terms of the number of products, private label has also found a fruitful environment for growth 

in this channel. Raia Drogasil, the pharmacy chain with the largest number of outlets in Brazil, 

embarked on a strategic initiative not only to expand its presence in terms of number of outlets, 

but also to establish autonomy with its own private label line: Needs. A notable differentiator is 

its competitive price compared with the offers of multinational conglomerates. Within this 

framework, private label is emerging as a viable cost-saving alternative for consumers, while 

maintaining quality standards. 

Another factor that favours in-store purchases is the ability to offer experiences within the 

shopping environment. However, a new challenge for beauty and personal care sales channels 

is the changing spatial configuration of population distribution across the country. According to 

the 2023 Brazilian Demographic Census by the Brazilian Institute of Geography and Statistics 
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(IBGE), major urban centres have experienced significant population declines over the past 12 

years. Conversely, medium-sized cities (populations between 100,000 and 499,000) have 

driven population growth, becoming the only segment to see an increase in the percentage of 

the Brazilian population. This shifting spatial configuration may pose challenges, particularly for 

major traditional beauty retailers such as Sephora, which are predominantly located in large 

cities. This trend could balance sales concentration across different types of stores, contributing 

to fragmentation. 

Meanwhile, there has also been a change in the geographical distribution of incomes in Brazil. 

Agribusiness has accelerated economic growth in the Central-West region. The 2022 Census 

revealed that the Central-West was the region with the highest population increase in Brazil, and 

that incomes had also grown (8%), reaching the highest value in the survey’s historical series, 

which began in 2012. The region’s influence extends beyond agricultural production. In recent 

decades, the Central-West has also become a significant musical hub in the country, particularly 

for sertanejo music. According to a survey published in March by the streaming platform Spotify, 

six of the ten most played artists in the summer of 2023 were born in the Central-West. These 

are singers who often celebrate the pride of living on a farm and outside the big cities. 

Considering the appreciation of the in-store experience in a country as vast as Brazil, it is crucial 

to recognise the movements of population income and the trends that stand out and change 

over time. 

Despite still showing double-digit value growth, retail e-commerce saw a slowdown in 2023. 

Although online product and price research are widely practised by Brazilians, the profile of e-

commerce consumers in Brazil is, on average, more premium than the total market. With the 

slowing growth rate of the premium segment, retail e-commerce also lost some of its momentum 

in 2023.  

 

What next for beauty and personal care? 

Beauty and personal care in Brazil is projected to experience consistent retail volume and 

current value growth in the coming years, especially in sun care, deodorants, fragrances, and 

hair care. The expansion of the consumer base is a particularly important factor for sun care. 

The demand for sun protection has been on the rise since 2022, and is expected to gain further 

momentum along with potential temperature increases and rising public awareness. On 31 

March 2023, President Lula sanctioned Law 14.539/23, establishing the National Campaign to 

Prevent Undue Exposure to the Sun. Its aim is to raise awareness about the risks and 

consequences of excessive sun exposure, and implement measures to facilitate access to sun 

protection. Deodorants is also expected to continue performing positively, driven by the 

emergence of new formats. The stick format, which was previously scarcely available in Brazil, 

is beginning to see more brand options and gain shelf space. Along with the increased 

availability of products in alternative formats to spray, new claims associated with skin treatment 

are driving a premiumisation trend in the category. Fragrances, in turn, have performance that is 

highly correlated with income growth in Brazil. Projections for the Brazilian economy have been 

adjusted upwards by bodies such as the International Monetary Fund (IMF) and the rating 

agency Moody’s. With a more positive economic outlook, an increase in demand for fragrances, 

a favourite category amongst Brazilians, is expected. Hair care, although a highly mature 

category, is expected to find new growth opportunities in categories such as styling agents. As 

Brazilians increasingly express their authenticity and roots through their hair, gels and styling 

creams are gaining prominence, creating new growth avenues. In contrast, depilatories and 

baby and child-specific products are set to see much lower growth rates, due to maturity and the 

country’s falling fertility rate. While skin care is set to see lower growth than the average for 

beauty and personal care, the dermocosmetics segment is expected to grow rapidly, driven by 

the trend of ingredient-led beauty and wellness pragmatism. 
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Another element set to impact the industry in the forecast period is tax reform. The process of 

approving tax reform in Brazil continued at a steady pace throughout 2023. The primary 

objective of the proposal is to simplify the Brazilian tax system by consolidating five existing 

taxes (IPI, PIS, COFINS, ICMS, and ISS) into one tax (IVA). According to data from the Institute 

for Applied Economic Research (Ipea), the tax reform could potentially have a positive impact 

on Brazil’s GDP of up to 2.4% by 2032. This timeframe takes into consideration the approval 

period and the complete transition to the new model. Experts commonly assert that Brazil’s tax 

collection system ranks amongst the most complex in the world. The country consistently finds 

itself at the lower end of the World Bank’s “Doing Business” report, with “bureaucracy of the tax 

system” being the primary factor negatively affecting business in the nation. There are many 

rules and exceptions for paying taxes. For a company, complying with deadlines and payments 

requires dozens of tax lawyers. Consequently, billions of Brazilian reais (BRL) are lost in the 

country’s economy due to inefficiency. Tax reform is expected to increase investment and make 

it easier to pay taxes, which will translate into lower costs for companies, businesspeople, 

entrepreneurs, and ultimately consumers. Furthermore, a new regulatory environment for the 

taxation of hygiene and beauty products is expected to be established. While essential 

consumer items should operate with reduced rates, categories perceived as non-essential, 

premium, or harmful to health may face higher taxation. The “sin tax” is an example of this. The 

Selective Tax within the tax reform, nicknamed “sin tax”, envisages the taxation of items harmful 

to health or the environment. Amongst the products that fit this concept are alcoholic drinks and 

ultra-processed products. Although no beauty and personal care categories are currently 

subject to this penalty, new rates could favour or penalise certain consumption categories in the 

forecast period. 

Another trend poised to shape forecasts is the rise of emerging economies as pivotal trend-

generating centres for beauty and personal care. Over the next five years, the most significant 

economic growth is expected to occur outside the US and Europe. The ascent of regions such 

as India and Indonesia is fostering the emergence of new trends and brands, which could 

significantly influence the future trajectory of the beauty and personal care industry. As these 

markets expand, they bring unique cultural influences and consumer preferences that will likely 

redefine industry standards and drive innovation. 

 

 

MARKET DATA 
 

Table 10 Sales of Beauty and Personal Care by Category: Value 2018-2023 

 

BRL million 
 2018 2019 2020 2021 2022 2023 
 
Beauty and Personal Care 112,588.7 117,109.0 122,885.0 124,076.4 138,914.3 156,529.8 
Baby and Child-specific 5,094.2 5,263.1 5,519.9 5,669.7 6,136.9 6,725.3 
    Products       
Bath and Shower 8,096.9 8,606.9 10,199.8 10,938.1 11,866.3 13,152.3 
Colour Cosmetics 10,329.5 10,249.0 9,681.0 9,329.7 10,170.8 11,375.6 
Deodorants 11,535.9 11,935.0 11,591.0 11,229.0 11,798.5 13,620.0 
Depilatories 666.9 653.5 601.0 591.0 620.9 679.8 
Fragrances 25,039.9 26,331.9 27,951.5 28,463.1 34,861.2 39,596.7 
Hair Care 21,683.4 22,147.5 23,175.6 23,269.0 25,262.8 28,272.9 
Men's Grooming 23,253.9 24,121.6 24,326.8 24,429.0 27,959.4 31,124.0 
Oral Care 9,767.5 10,039.4 10,718.1 11,509.3 12,609.3 14,143.1 
Oral Care Excl Power 9,767.5 10,039.4 10,718.1 11,509.3 12,609.3 14,143.1 
    Toothbrushes       
Skin Care 12,369.7 13,454.0 15,282.5 15,249.4 17,149.5 18,932.7 
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Sun Care 3,463.8 3,774.5 3,878.2 3,677.8 4,154.8 5,352.1 
Premium Beauty and 6,204.2 6,981.6 6,991.7 7,779.5 9,558.1 11,137.1 
    Personal Care       
Prestige Beauty and 4,452.5 4,975.8 4,823.3 5,532.1 7,101.5 7,939.2 
    Personal Care       
Mass Beauty and 91,261.8 94,638.2 100,146.7 99,909.2 111,701.4 125,721.9 
    Personal Care       
Dermocosmetics Beauty 3,273.9 3,705.9 4,033.5 4,225.0 4,687.4 5,741.1 
    and Personal Care       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Note 1: Prestige/premium/mass beauty and personal care sales are additionally included within baby and child-
specific products, bath and shower, colour cosmetics, deodorants, fragrances, hair care, skin care and 
sun care 

Note 2: Sum of categories is greater than market size because of double counting in men’s bath and shower, 
men’s deodorants, men’s hair care, men’s skin care, men’s fragrances, and baby and child-specific sun 
care categories 

 

 

Table 11 Sales of Beauty and Personal Care by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Beauty and Personal Care 12.7 6.8 39.0 
Baby and Child-specific Products 9.6 5.7 32.0 
Bath and Shower 10.8 10.2 62.4 
Colour Cosmetics 11.8 1.9 10.1 
Deodorants 15.4 3.4 18.1 
Depilatories 9.5 0.4 1.9 
Fragrances 13.6 9.6 58.1 
Hair Care 11.9 5.5 30.4 
Men's Grooming 11.3 6.0 33.8 
Oral Care 12.2 7.7 44.8 
Oral Care Excl Power Toothbrushes 12.2 7.7 44.8 
Skin Care 10.4 8.9 53.1 
Sun Care 28.8 9.1 54.5 
Premium Beauty and Personal Care 16.5 12.4 79.5 
Prestige Beauty and Personal Care 11.8 12.3 78.3 
Mass Beauty and Personal Care 12.6 6.6 37.8 
Dermocosmetics Beauty and Personal Care 22.5 11.9 75.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Note 1: Prestige/premium/mass beauty and personal care sales are additionally included within baby and child-
specific products, bath and shower, colour cosmetics, deodorants, fragrances, hair care, skin care and 
sun care 

Note 2: Sum of categories is greater than market size because of double counting in men’s bath and shower, 
men’s deodorants, men’s hair care, men’s skin care, men’s fragrances, and baby and child-specific sun 
care categories 

 

 

Table 12 GBO Company Shares of Beauty and Personal Care: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Natura&Co 12.0 16.9 16.1 16.3 16.0 
Grupo Boticário 11.3 10.7 10.9 12.5 13.2 
Unilever Group 11.4 11.3 11.3 10.6 10.7 
L'Oréal Groupe 6.2 6.3 6.5 6.6 6.7 
Colgate-Palmolive Co 6.1 6.4 6.8 6.6 6.5 
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Procter & Gamble Co, The 5.9 5.6 5.6 5.3 5.4 
Beiersdorf AG 3.2 3.2 3.2 3.3 3.5 
Kenvue Inc - - - - 3.3 
Coty Inc 4.5 3.3 3.3 3.1 2.9 
Phitoteraphia 1.4 1.4 1.4 1.3 1.2 
    Biofitogenia Laboratorial      
    Biota Ltda      
Mary Kay Inc 1.5 1.5 1.2 1.1 1.2 
Puig SL 0.6 0.6 0.9 1.1 1.1 
Devintex Cosmeticos Ltda 0.8 0.9 0.9 0.9 0.9 
Haleon Plc - - - 0.9 0.8 
Wella AG - 0.8 0.8 0.8 0.8 
Flora Produtos de Higiene 0.8 0.8 0.8 0.8 0.7 
    e Limpeza SA      
Larru's Indústria e 1.0 0.9 0.8 0.7 0.6 
    Comércio de Cosméticos Ltda      
LVMH Moët Hennessy Louis 0.3 0.3 0.4 0.5 0.5 
    Vuitton SA      
Grupo Silvio Santos 0.7 0.6 0.6 0.6 0.5 
Estée Lauder Cos Inc 0.6 0.4 0.5 0.4 0.4 
Casa Granado 0.3 0.3 0.4 0.4 0.4 
    Laboratórios, Farmácias e      
    Drogarias SA      
Hypera SA 0.4 0.3 0.3 0.4 0.4 
Société Bic SA 0.4 0.4 0.4 0.4 0.4 
Kimberly-Clark Corp 0.4 0.4 0.4 0.4 0.3 
Ruby Rose Co 0.4 0.3 0.3 0.3 0.3 
Bonyplus Indústria e 0.4 0.3 0.3 0.3 0.3 
    Comércio, Importação e      
    Exportação de Cosméticos      
    Ltda      
Nasha Intercontinental 0.1 0.1 0.1 0.1 0.3 
    Cosmetics Ltda      
Condor SA 0.2 0.2 0.2 0.3 0.2 
ISDIN SA 0.0 0.0 0.0 0.0 0.2 
Pierre Fabre SA, 0.2 0.2 0.2 0.2 0.2 
    Laboratoires      
Private Label 0.1 0.1 0.1 0.1 0.1 
Others 28.6 25.3 25.2 23.6 19.8 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 13 NBO Company Shares of Beauty and Personal Care: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Natura Cosméticos SA 11.9 12.8 12.6 12.9 13.2 
Botica Comercial 10.9 10.4 10.6 12.2 12.9 
    Farmacêutica Ltda      
Unilever Brasil Ltda 11.4 11.3 11.3 10.6 10.7 
Colgate-Palmolive 6.1 6.4 6.8 6.6 6.5 
    Indústria e Comércio Ltda      
Procosa Produtos de 4.9 5.0 5.3 5.4 5.5 
    Beleza Ltda      
Procter & Gamble do 5.9 5.5 5.6 5.3 5.4 
    Brasil SA      
Johnson & Johnson do 3.9 3.8 3.8 3.6 3.5 
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    Brasil Indústria e      
    Comércio de Produtos para      
    Saúde Ltda      
BDF Nivea Ltda 3.1 3.1 3.2 3.3 3.4 
Coty Brasil Indústria e 4.4 3.3 3.2 3.0 2.9 
    Comércio de Cosméticos Ltda      
Avon Cosméticos Ltda 4.1 3.9 3.4 3.2 2.6 
Phitoteraphia 1.4 1.4 1.4 1.3 1.2 
    Biofitogenia Laboratorial      
    Biota Ltda      
Niely do Brasil 1.3 1.3 1.3 1.2 1.2 
    Industrial Ltda      
Mary Kay do Brasil Ltda 1.5 1.5 1.2 1.1 1.2 
Puig Brasil 0.7 0.6 0.9 1.1 1.1 
    Comercializadora de      
    Perfumes S/A      
Devintex Cosmeticos Ltda 0.8 0.9 0.9 0.9 0.9 
Wella Brasil Ltda - 0.8 0.8 0.8 0.8 
GlaxoSmithKline Brasil Ltda 0.7 0.7 0.8 0.7 0.7 
Flora Produtos de Higiene 0.8 0.8 0.8 0.8 0.7 
    e Limpeza SA      
Larru's Indústria e 1.0 0.9 0.8 0.7 0.6 
    Comércio de Cosméticos Ltda      
LVMH Perfums & Cosmetics 0.3 0.3 0.4 0.5 0.5 
    do Brasil Ltda      
Jequiti Cosméticos 0.7 0.6 0.6 0.6 0.5 
Estée Lauder Brasil 0.6 0.4 0.5 0.4 0.4 
Casa Granado 0.3 0.3 0.4 0.4 0.4 
    Laboratórios, Farmácias e      
    Drogarias SA      
Hypera SA 0.4 0.3 0.3 0.4 0.4 
Bic Indústria 0.4 0.4 0.4 0.4 0.4 
    Esferográfica Brasileira SA      
Kimberly-Clark Brasil 0.4 0.4 0.4 0.4 0.3 
    Indústria e Comércio de      
    Produtos de Higiene Ltda      
Nelida do Brasil Comércio 0.4 0.3 0.3 0.3 0.3 
    e Importação Ltda      
Vult Comércio de 0.4 0.3 0.3 0.3 0.3 
    Cosméticos Ltda      
Bonyplus Indústria e 0.4 0.3 0.3 0.3 0.3 
    Comércio, Importação e      
    Exportação de Cosméticos      
    Ltda      
Condor SA 0.2 0.2 0.2 0.3 0.2 
Other Private Label 0.1 0.1 0.1 0.1 0.1 
Others 20.4 21.5 21.4 20.9 20.9 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 14 LBN Brand Shares of Beauty and Personal Care: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Seda (Unilever Group) Unilever Brasil Ltda 2.4 2.4 2.2 2.2 
Dove (Unilever Group) Unilever Brasil Ltda 2.2 2.2 2.0 2.1 
Natura Ekos (Natura&Co) Natura Cosméticos SA 1.6 1.7 1.7 1.9 
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Natura Tododia Natura Cosméticos SA 1.7 1.7 1.8 1.7 
    (Natura&Co)      
Nivea (Beiersdorf AG) BDF Nivea Ltda 1.5 1.6 1.6 1.7 
Eudora (Grupo Botica Comercial 0.9 1.0 1.3 1.6 
    Boticário) Farmacêutica Ltda     
Colgate Total Colgate-Palmolive 1.5 1.6 1.6 1.6 
    (Colgate-Palmolive Co) Indústria e Comércio Ltda     
Malbec (Grupo Botica Comercial 1.3 1.3 1.6 1.5 
    Boticário) Farmacêutica Ltda     
Oral-B (Procter & Procter & Gamble do 1.4 1.4 1.4 1.4 
    Gamble Co, The) Brasil SA     
Gillette Prestobarba Procter & Gamble do 1.4 1.4 1.3 1.3 
    (Procter & Gamble Co, Brasil SA     
    The)      
Rexona Women Unilever Brasil Ltda 1.3 1.3 1.2 1.2 
    (Unilever Group)      
Pantene (Procter & Procter & Gamble do 1.1 1.1 1.1 1.2 
    Gamble Co, The) Brasil SA     
Palmolive (Colgate- Colgate-Palmolive 1.3 1.4 1.3 1.2 
    Palmolive Co) Indústria e Comércio Ltda     
Lux (Unilever Group) Unilever Brasil Ltda 1.1 1.2 1.1 1.1 
Colgate (Colgate- Colgate-Palmolive 1.1 1.1 1.1 1.1 
    Palmolive Co) Indústria e Comércio Ltda     
Rexona Men (Unilever Unilever Brasil Ltda 1.2 1.1 1.1 1.1 
    Group)      
Floratta (Grupo Botica Comercial 1.0 0.9 0.9 1.1 
    Boticário) Farmacêutica Ltda     
Sorriso (Colgate- Colgate-Palmolive 1.0 1.0 1.0 1.0 
    Palmolive Co) Indústria e Comércio Ltda     
O Boticário (Grupo Botica Comercial 0.9 0.9 1.0 1.0 
    Boticário) Farmacêutica Ltda     
Elsève (L'Oréal Groupe) Procosa Produtos de 0.9 0.9 0.9 1.0 
 Beleza Ltda     
Monange (Coty Inc) Coty Brasil Indústria e 1.2 1.1 1.0 0.9 
 Comércio de Cosméticos Ltda     
Mary Kay (Mary Kay Inc) Mary Kay do Brasil Ltda 1.2 0.9 0.9 0.9 
Salon Line Devintex Cosmeticos Ltda 0.9 0.9 0.9 0.9 
La Roche-Posay Procosa Produtos de 0.8 0.8 0.8 0.9 
    (L'Oréal Groupe) Beleza Ltda     
Egeo (Grupo Boticário) Botica Comercial 0.5 0.6 0.8 0.8 
 Farmacêutica Ltda     
Johnson's Baby Johnson & Johnson do - - - 0.8 
    (Kenvue Inc) Brasil Indústria e     
 Comércio de Produtos para     
 Saúde Ltda     
Nativa Spa (Grupo Botica Comercial 0.7 0.7 0.7 0.7 
    Boticário) Farmacêutica Ltda     
Natura Mamãe e Bebê Natura Cosméticos SA 0.7 0.7 0.7 0.7 
    (Natura&Co)      
TRESemmé (Unilever Unilever Brasil Ltda 0.7 0.7 0.7 0.7 
    Group)      
Cor & Ton (L'Oréal Niely do Brasil 0.6 0.6 0.6 0.6 
    Groupe) Industrial Ltda     
Johnson's Baby Johnson & Johnson do 0.8 0.8 0.8 - 
    (Johnson & Johnson Inc) Brasil Indústria e     
 Comércio de Produtos para     
 Saúde Ltda     
Other Private Label Other Private Label 0.1 0.1 0.1 0.1 
    (Private Label)      
Others Others 65.2 64.8 64.9 64.0 
Total Total 100.0 100.0 100.0 100.0 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 15 Penetration of Private Label in Beauty and Personal Care by Category: % Value 
2018-2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Beauty and Personal Care 0.1 0.1 0.1 0.1 0.1 0.1 
Baby and Child-specific 0.7 0.7 0.8 0.8 0.8 1.0 
    Products       
Bath and Shower 0.1 0.1 0.1 0.1 0.1 0.1 
Deodorants 0.1 0.1 0.1 0.1 0.1 0.1 
Depilatories 0.3 0.3 0.4 0.4 0.4 0.4 
Hair Care 0.1 0.1 0.1 0.1 0.1 0.1 
Men's Grooming 0.1 0.1 0.1 0.1 0.1 0.1 
Oral Care 0.2 0.2 0.2 0.2 0.2 0.2 
Skin Care 0.1 0.1 0.1 0.1 0.1 0.1 
Sun Care 0.1 0.1 0.1 0.1 0.0 0.2 
Mass Beauty and 0.1 0.1 0.1 0.1 0.1 0.1 
    Personal Care       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 16 Distribution of Beauty and Personal Care by Format: % Value 2018-2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Retail Channels 99.7 99.7 99.7 99.8 99.7 99.8 
- Retail Offline 96.9 96.6 94.1 92.7 91.5 91.5 
-- Grocery Retailers 32.8 31.8 31.4 30.7 28.7 28.0 
--- Convenience Retail 0.1 0.1 0.1 0.1 0.1 0.1 
---- Convenience Stores 0.0 0.0 0.0 0.0 0.0 0.0 
---- Forecourt Retailers 0.0 0.0 0.0 0.0 0.0 0.0 
--- Supermarkets 15.4 13.9 13.4 12.4 12.0 12.1 
--- Hypermarkets 7.0 6.4 6.1 5.5 3.3 3.3 
--- Discounters 0.3 0.3 0.3 0.3 0.2 0.2 
--- Warehouse Clubs 8.3 9.5 10.2 11.1 11.8 11.2 
--- Food/drink/tobacco - - - - - - 
    specialists       
--- Small Local Grocers 1.6 1.5 1.4 1.3 1.3 1.2 
-- Non-Grocery Retailers 38.8 38.9 35.8 36.6 36.9 36.9 
--- General Merchandise 0.2 0.2 0.2 0.2 0.2 0.2 
    Stores       
---- Department Stores 0.1 0.2 0.2 0.2 0.2 0.2 
---- Variety Stores 0.0 0.0 0.0 0.0 0.0 0.0 
--- Apparel and 0.5 0.6 0.5 0.6 0.6 0.6 
    Footwear Specialists       
--- Appliances and - - - - - - 
    Electronics Specialists       
--- Home Products - - - - - - 
    Specialists       
--- Health and Beauty 37.7 37.6 34.7 35.4 35.6 35.8 
    Specialists       
---- Beauty Specialists 19.2 18.5 14.9 15.4 16.4 16.6 
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---- Pharmacies 18.4 19.1 19.8 20.1 19.2 19.2 
---- Optical Goods Stores - - - - - - 
---- Health and 0.0 0.0 0.0 0.0 0.0 0.0 
    Personal Care Stores       
--- Leisure and - - - - - - 
    Personal Goods       
    Specialists       
--- Other Non-Grocery 0.5 0.5 0.4 0.4 0.4 0.3 
    Retailers       
-- Vending - - - - - - 
-- Direct Selling 25.3 25.9 26.9 25.3 25.8 26.6 
- Retail E-Commerce 2.8 3.0 5.6 7.1 8.3 8.3 
Non-retail channels 0.3 0.3 0.3 0.2 0.3 0.2 
- Hair Salons 0.3 0.3 0.3 0.2 0.3 0.2 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 17 Distribution of Beauty and Personal Care by Format and Category: % Value 
2023 

 

% retail value rsp 
 Baby and Bath and Colour Deodorants Depilatori Fragrances 
 Child- Shower Cosmetics  es  
 specific      
 Products      
 
Retail Channels 100.0 100.0 100.0 100.0 100.0 100.0 
- Retail Offline 98.3 98.2 91.7 96.4 94.0 84.0 
-- Grocery Retailers 19.9 50.0 3.5 45.2 34.7 0.3 
--- Convenience Retail 0.0 0.1 0.0 0.1 0.3 0.0 
---- Convenience Stores 0.0 0.1 0.0 0.1 0.1 0.0 
---- Forecourt Retailers 0.0 0.0 0.0 0.0 0.2 0.0 
--- Supermarkets 10.8 26.3 2.1 25.0 17.4 0.2 
--- Hypermarkets 2.3 6.4 1.4 4.6 3.9 0.1 
--- Discounters 0.1 0.2 0.0 0.2 0.3 0.0 
--- Warehouse Clubs 5.3 16.7 0.0 14.7 10.9 0.0 
--- Food/drink/tobacco 0.0 0.0 0.0 0.0 0.0 0.0 
    specialists       
--- Small Local Grocers 1.3 0.4 0.1 0.7 1.9 0.1 
-- Non-Grocery Retailers 51.6 23.4 47.1 34.1 49.0 34.3 
--- General Merchandise 0.9 0.0 0.0 0.0 0.0 0.4 
    Stores       
---- Department Stores 0.9 0.0 0.0 0.0 0.0 0.4 
---- Variety Stores 0.0 0.0 0.0 0.0 0.0 0.0 
--- Apparel and 0.2 0.0 1.1 0.0 0.0 1.8 
    Footwear Specialists       
--- Appliances and 0.0 0.0 0.0 0.0 0.0 0.0 
    Electronics Specialists       
--- Home Products 0.0 0.0 0.0 0.0 0.0 0.0 
    Specialists       
--- Health and Beauty 50.4 23.2 45.7 34.0 49.0 31.7 
    Specialists       
---- Beauty Specialists 9.6 6.0 37.1 7.5 23.3 30.6 
---- Pharmacies 40.8 17.2 8.6 26.5 25.6 1.1 
---- Optical Goods Stores 0.0 0.0 0.0 0.0 0.0 0.0 
---- Health and 0.0 0.0 0.0 0.0 0.0 0.0 
    Personal Care Stores       
--- Leisure and 0.0 0.0 0.0 0.0 0.0 0.0 
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    Personal Goods       
    Specialists       
--- Other Non-Grocery 0.1 0.2 0.3 0.0 0.0 0.5 
    Retailers       
-- Vending 0.0 0.0 0.0 0.0 0.0 0.0 
-- Direct Selling 26.8 24.8 41.1 17.0 10.4 49.4 
- Retail E-Commerce 1.7 1.8 8.3 3.6 6.0 16.0 
Non-retail channels 0.0 0.0 0.0 0.0 0.0 0.0 
- Hair Salons 0.0 0.0 0.0 0.0 0.0 0.0 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
 
 Hair Care Men's Oral Care Skin Care Sun Care  
  Grooming     
 
Retail Channels 98.7 100.0 100.0 100.0 100.0  
- Retail Offline 92.3 88.8 97.2 89.3 92.1  
-- Grocery Retailers 47.8 21.8 69.1 6.4 18.4  
--- Convenience Retail 0.1 0.0 0.1 0.0 0.3  
---- Convenience Stores 0.0 0.0 0.1 0.0 0.2  
---- Forecourt Retailers 0.1 0.0 0.0 0.0 0.1  
--- Supermarkets 20.4 10.3 17.7 3.3 10.7  
--- Hypermarkets 6.4 2.3 5.8 0.4 5.2  
--- Discounters 0.5 0.1 0.5 0.1 0.0  
--- Warehouse Clubs 18.3 6.4 44.6 2.1 0.2  
--- Food/drink/tobacco 0.0 0.0 0.0 0.0 0.0  
    specialists       
--- Small Local Grocers 2.1 2.7 0.3 0.5 1.9  
-- Non-Grocery Retailers 37.5 32.2 28.0 44.3 64.8  
--- General Merchandise 0.3 0.2 0.0 0.0 0.0  
    Stores       
---- Department Stores 0.3 0.2 0.0 0.0 0.0  
---- Variety Stores 0.1 0.0 0.0 0.0 0.0  
--- Apparel and 0.0 1.1 0.0 0.1 0.0  
    Footwear Specialists       
--- Appliances and 0.0 0.0 0.0 0.0 0.0  
    Electronics Specialists       
--- Home Products 0.0 0.0 0.0 0.0 0.0  
    Specialists       
--- Health and Beauty 36.4 30.5 28.0 43.9 64.5  
    Specialists       
---- Beauty Specialists 10.5 21.7 2.2 15.6 9.1  
---- Pharmacies 25.9 8.8 25.8 28.2 55.4  
---- Optical Goods Stores 0.0 0.0 0.0 0.0 0.0  
---- Health and 0.0 0.0 0.0 0.0 0.0  
    Personal Care Stores       
--- Leisure and 0.0 0.0 0.0 0.0 0.0  
    Personal Goods       
    Specialists       
--- Other Non-Grocery 0.7 0.3 0.0 0.3 0.3  
    Retailers       
-- Vending 0.0 0.0 0.0 0.0 0.0  
-- Direct Selling 7.1 34.8 0.1 38.6 8.9  
- Retail E-Commerce 6.4 11.2 2.8 10.7 7.9  
Non-retail channels 1.3 0.0 0.0 0.0 0.0  
- Hair Salons 1.3 0.0 0.0 0.0 0.0  
Total 100.0 100.0 100.0 100.0 100.0  

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Key: BC = baby and child-specific products; BS = bath and shower; CC = colour cosmetics; DO = deodorants; 
DP = depilatories; FR = fragrances; HC = hair care; MG = men’s grooming; OC = oral care; SK = skin 
care; SU = sun care 
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Table 18 Forecast Sales of Beauty and Personal Care by Category: Value 2023-2028 

 

BRL million 
 2023 2024 2025 2026 2027 2028 
 
Beauty and Personal Care 156,529.8 164,229.7 172,368.0 181,215.6 190,385.9 198,801.5 
Baby and Child-specific 6,725.3 6,961.0 7,163.8 7,365.3 7,549.4 7,679.9 
    Products       
Bath and Shower 13,152.3 13,622.5 14,094.0 14,556.6 14,969.2 15,320.2 
Colour Cosmetics 11,375.6 11,834.5 12,363.6 12,968.2 13,632.3 14,322.9 
Deodorants 13,620.0 14,581.0 15,495.4 16,457.0 17,360.8 18,118.3 
Depilatories 679.8 692.7 694.2 689.3 679.6 666.5 
Fragrances 39,596.7 41,354.2 43,481.4 46,078.3 49,065.1 51,642.5 
Hair Care 28,272.9 30,054.3 31,786.7 33,549.1 35,299.5 36,956.3 
Men's Grooming 31,124.0 32,203.6 33,793.4 35,631.8 37,686.7 39,607.4 
Oral Care 14,143.1 14,805.0 15,465.4 16,127.8 16,772.9 17,370.3 
Oral Care Excl Power 14,143.1 14,805.0 15,465.4 16,127.8 16,772.9 17,370.3 
    Toothbrushes       
Skin Care 18,932.7 19,710.9 20,655.8 21,693.4 22,746.1 23,803.5 
Sun Care 5,352.1 5,913.8 6,412.6 6,889.4 7,358.1 7,847.9 
Premium Beauty and 11,137.1 11,670.4 12,380.2 13,173.4 14,102.4 15,001.9 
    Personal Care       
Prestige Beauty and 7,939.2 - - - - - 
    Personal Care       
Mass Beauty and 125,721.9 132,177.3 138,875.9 146,176.3 153,662.5 160,465.6 
    Personal Care       
Dermocosmetics Beauty 5,741.1 - - - - - 
    and Personal Care       

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note 1: Prestige/premium/mass beauty and personal care sales are additionally included within baby and child-
specific products, bath and shower, colour cosmetics, deodorants, fragrances, hair care, skin care and 
sun care 

Note 2: Sum of categories is greater than market size because of double counting in men’s bath and shower, 
men’s deodorants, men’s hair care, men’s skin care, men’s fragrances and baby and child-specific sun 
care categories 

 

 

Table 19 Forecast Sales of Beauty and Personal Care by Category: % Value Growth 
2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Beauty and Personal Care 4.9 4.9 27.0 
Baby and Child-specific Products 3.5 2.7 14.2 
Bath and Shower 3.6 3.1 16.5 
Colour Cosmetics 4.0 4.7 25.9 
Deodorants 7.1 5.9 33.0 
Depilatories 1.9 -0.4 -2.0 
Fragrances 4.4 5.5 30.4 
Hair Care 6.3 5.5 30.7 
Men's Grooming 3.5 4.9 27.3 
Oral Care 4.7 4.2 22.8 
Oral Care Excl Power Toothbrushes 4.7 4.2 22.8 
Skin Care 4.1 4.7 25.7 
Sun Care 10.5 8.0 46.6 
Premium Beauty and Personal Care 4.8 6.1 34.7 
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Prestige Beauty and Personal Care - - - 
Mass Beauty and Personal Care 5.1 5.0 27.6 
Dermocosmetics Beauty and Personal Care - - - 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note 1: Prestige/premium/mass beauty and personal care sales are additionally included within baby and child-
specific products, bath and shower, colour cosmetics, deodorants, fragrances, hair care, skin care and 
sun care 

Note 2: Sum of categories is greater than market size because of double counting in men’s bath and shower, 
men’s deodorants, men’s hair care, men’s skin care, men’s fragrances and baby and child-specific sun 
care categories 

 

 

 

DISCLAIMER 
Forecast and scenario closing date: 8 April 2024 

Report closing date: 23 July 2024 

Analysis and data in this report give full consideration to consumer behaviour and market 

performance in 2023 and beyond as of the dates above. For the very latest insight on this 

industry and consumer behaviour, at both global and national level, readers can access 

strategic analysis and updates on www.euromonitor.com and via the Passport system, where 

new content is being added on a systematic basis. 

 

 

SOURCES 
Sources used during the research included the following: 

 

Summary 1 Research Sources 

Official Sources Secretaria de Comércio Exterior (SECEX) 

Trade Associations Abevd 

 Abrafarma 

 Associação dos Importadores de Perfumes, 

Cosméticos e Similares ADIPEC 

 Associacio Brasileira da Indústria de Higiene 

Pessoal, Perfumaria e Cosméticos ABIHPEC 

 Associacio Brasileira dos Supermercados 

(ABRAS) 

Trade Press Beauty Business News 

 BW Confidential 

 Cosmade.com 

 Cosmetics Business 

 Cosmetics Design 

 European Cosmetic Markets 

 Financial Times 

 Forbes 
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 Global Cosmetics News 

 Guia da Farmácia 

 Guia de Perfumes 

 Happi Magazine 

 International Cosmetique News 

 Jornal DCI 

 Jornal O Estado de S¦o Paulo 

 Revista Claudia 

 Revista Cosmética 

 Revista Distribuição 

 Revista Elle 

 Revista Exame 

 Revista H&C 

 Revista Veja 

 Soap Perfumery & Cosmetics 

 Supermercado Moderno 

 Valor Econômico 

Source: Euromonitor International 
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