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What is Latin America for us?

INTRODUCTION
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The region is highly diverse

INTRODUCTION
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Median

The median consumer
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Income and necessity

INTRODUCTION
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Shifting economic power in Latin America
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Inflation went through the roof in 
Venezuela...

INTRODUCTION
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...and has been on the rise in other markets

INTRODUCTION
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Beauty and personal care in Latin America

INTRODUCTION

Note: All value figures in this presentation are viewed in con/con and fixed 2018 exchange rate 
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Home care in Latin America

INTRODUCTION
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Population and income

INTRODUCTION
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(Each dot represents a single-year age group)

Age structure of population

INTRODUCTION
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Households and living

INTRODUCTION
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Laundry profile of Latin America

INTRODUCTION

http://www.google.co.uk/url?sa=i&rct=j&q=top+loader+washing+machine&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://daneng.en.alibaba.com/product/308238964-50327213/8_8KG_Twin_Tub_Washing_Machine_reliable_quality.html&ei=O811VfiMH4eT7Aaag4OIAg&psig=AFQjCNEq5K2ofx1MD67cSbOCTBYpyHvMPg&ust=1433869968173667


© Euromonitor International

19

Effects of urbanisation

INTRODUCTION
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Bottom of the pyramid

INTRODUCTION
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Supply chain and categories

INTRODUCTION
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Amazon with presence in Mexico and Brazil

INTRODUCTION
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Beauty and personal care retail landscape
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Direct sellers diversify distribution

INTRODUCTION
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Home care retail landscape

INTRODUCTION
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Increasing impact of discounters

INTRODUCTION
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Emergence of warehouse clubs

INTRODUCTION
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Impact of grey market

INTRODUCTION



© Euromonitor International

29

Industry Snapshot: Home Care

01.
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Hand

• Hand Wash Detergents 

• Bleach

• Bar Detergents

• Hand Dishwashing

• Substitutes (e.g. baking powder)

Auto

• Automatic Dishwashing

• Automatic Detergents

• Fabric Softeners

Modern

• Fine Fabric Detergents

• Concentrated Automatic 
Detergents (e.g. tablets)

• Eco-Friendly Products

Low                                      Disposable Income                             High  

Key Driver: Disposable Income

INDUSTRY SNAPSHOT: HOME CARE
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1%
Global Home Care Growth

2018 value sales

1%
LATAM Home Care Growth

INDUSTRY SNAPSHOT: HOME CARE 

Home care market growth
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Where the money is made

INDUSTRY SNAPSHOT: HOME CARE

78%
of value sales in Brazil, 
Mexico and Argentina

54%
of value sales 

through laundry care
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INDUSTRY SNAPSHOT: HOME CARE



© Euromonitor International

34

0

10

20

30

40

50

60

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018

Per-household spending on home care

Uruguay

Chile

Costa Rica

Panama

Argentina

Ecuador

Mexico

Peru

Brazil

Colombia

Bolivia

Pe
r 

ca
p

it
a 

sp
en

d
 in

 U
SD

 f
ix

ed
 e

xc
h

an
ge

Per-household spending on home care
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INDUSTRY SNAPSHOT: HOME CARE
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Industry Snapshot: Beauty and Personal 
Care

02.
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2%
Global BPC Growth

3%
LATAM BPC Growth

Beauty & personal care market growth

INDUSTRY SNAPSHOT: BEAUTY AND  PERSONAL CARE

2018 value sales
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5%
Global Premium BPC Growth

5%
LATAM Premium BPC Growth

Premium beauty & personal care market 
growth

INDUSTRY SNAPSHOT: BEAUTY AND  PERSONAL CARE

2018 value sales
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Beauty & personal care in Latin America

49%
of value sales in Brazil

23%
of value sales through 

fragrances

INDUSTRY SNAPSHOT: BEAUTY AND  PERSONAL CARE



© Euromonitor International

40INDUSTRY SNAPSHOT

-2

-1

0

1

2

3

4

5

6

0

10

20

30

40

50

60

70

80

Beauty & Personal
Care

Fragrances Hair Care Skin Care Colour Cosmetics Others

1
7

-t
o

-1
8

 %
 v

al
u

e 
gr

o
w

th

V
al

u
e 

sa
le

s 
in

 U
SD

 b
ill

io
n

s 
fi

xe
d

 e
xc

h
an

ge

LATAM value sales LATAM value growth 17-to-18 Global value growth 17-to-18

Skin care recovers together with economy
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Developments in Retailing

03.
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DEVELOPMENTS IN RETAILING
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Urbanisation is set to continue

80%
of the population lives in 

urban areas

10x
Higher disposable income 
compared to rural areas

DEVELOPMENTS IN RETAILING
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Card Transactions continue to gain in 
popularity

DEVELOPMENTS IN RETAILING
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Latin American consumers are connected

DEVELOPMENTS IN RETAILING
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smartphones
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Hyperlocal delivery services 

DEVELOPMENTS IN RETAILING
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Sustainability delivered to your doorstep

DEVELOPMENTS IN RETAILING
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Availability of online-only brands increases

DEVELOPMENTS IN RETAILING
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Brand loyalty is slowly diminishing

DEVELOPMENTS IN RETAILING
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Private label with strong potential in home 
care
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channel mostly used by
immigrants

Bolivia:
Urbanisation
effects

Guatemala:
Low car ownership limits
potential

Peru:
Slow expansion into
second-tier cities

Colombia: Importance of
traditional channel

Mexico: Strong network
of traditional stores due
to heavy traffic

Infrastructure development important for 
growth of modern retailing

STATUS QUO
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Future Developments

05.
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Economic uncertainty remains

FUTURE DEVELOPMENTS
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Population growth will boost sales

FUTURE DEVELOPMENTS
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Price-consciousness set to limit growth

FUTURE DEVELOPMENTS
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FUTURE DEVELOPMENTS
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Urbanisation is set to continue

5%
value growth CAGR of 

modern retailing in 2018-2023

4,600
additional discounter outlets 

until 2023

FUTURE DEVELOPMENTS
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Future growth of home care in Latin America

FUTURE DEVELOPMENTS
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“Experience more” will proliferate

FUTURE DEVELOPMENTS
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E-Commerce will play an essential part

FUTURE DEVELOPMENTS
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Future growth of beauty and personal care 
in Latin America
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Strengthened middle-class 
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Source: Euromonitor International’s Lifestyle Survey 2017
Note: Respondents who agree or strongly agree with the statements
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I like to try new
products and services

I like to be distinct
from others

I only buy from
companies and

brands that I trust
completely

I prefer branded
goods to non-

branded alternatives

I prefer to spend my
money on

experiences, rather
than things

It is important to me
that other people

think I am doing well
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Latin America: Status and Consumerism

Personalisation and premiumisation 

FUTURE DEVELOPMENTS
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© Euromonitor
International

Source: Euromonitor International’s Beauty Survey 2017

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Colour Cosmetics
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Skin Care Products

% of respondents

Latin America: Premium formulation vs lower price

Strongly prefer lower price Somewhat prefer lower price

Neutral Somewhat prefer premium ingredients or formulation

Strongly prefer premium ingredients or formulation

Many Latin Americans are willing to pay 
more for premium beauty

FUTURE DEVELOPMENTS
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Premium products in Latin America
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Opportunities within premium beauty

FUTURE DEVELOPMENTS
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New 
Consumerism

Consumer demand and 
behaviour is changing

rapidly

Shopping 
Reinvented

Modern channel and e-
commerce are going to 
increase in importance

Market potential

Favourable demographics
and strengthened middle-

class create growth
potential
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