Ariana Estevao
specialist in the study of Brazilian hair

Worked for over 20 years in the cosmetics market.

First with strategic planning at Johnson & Johnson.
Developed a strong background in product innovation at Natura&Co,
Natura Brazil and Natura Argentina.
Later, in Marketing at L'oreal, worked in the professional hair products division,
Worked together with the international division and
launched several products for coloring, treatment and relaxation.
Salus Cosmetic Founding partner.

Strategy and marketing professional with international experience.
Graduated in business administration from PUC-SP,
with an MBA in Marketing from ESPM-SP and University Extension at
Business School SP and California State University Northridge



the beauty of the
hair care market
N Brazil



The year 2023 marked Brazil's return to the top 3 of the global hair care
market, surpassing Japan and behind only the United States and China,
reaching R$28.2 (USD 6) billion in sales, an increase of no less than
11.9% compared to the previous year, according to Euromonitor
International.

The result was higher than the global growth (4.4%).Euromonitor's
forecasts also indicate that the increase In Brazilian consumption of hair
care products will remain above the global growth in the coming years.

While the global market is expected to grow 35.1% by 2028, in Brazil, this
rate will be 54.5%, totaling R$43.6 billion.



Brazilian Hair Care Industry OverviewThe Brazilian Hair Care market is competitive, owing to the presence
of large regional and domestic players. Emphasis is given to the merger, expansion, acquisition, and
partnership of the companies and new product development as strategic approaches adopted by the
leading companies to boost their brand presence among consumers.

Brazilian Hair Care Market Leaders

Market Concentration

o Proctor and Gamb[e Consolidated- Market dominated by 1-5 major
players
® rocalsa

e Johnson & Johnson

o Natura & Co
— Brazil Hair Care Market

Fragmented - Highly competitive market without
dominant players
Unilever PLC

Source: Mordor Intelligence

*Disclaimer: Major Players sorted in no particular order
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OTHER WAY.

IT MUST BE EVAN WILLIAMS
SHAMPOO.

“ORDINARY’’ Grade for Dark Hair.
*“ CAMOMILE "* Grade for Fair Hair.
OF ALL CHEMISTS & HAIRDRESSERS 4d.

EVAN WILLTAMS
SHANMPOOO

WRITE FOR *“MY STORY' BCOKLET
Dept. P.W., EVAN WILLIAMS CO., LTD.,
14 UNION STREET LONDON W I
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2000...

The focus shifts to
Hair Treatment.

Intense
diversification of
products and
treatments
begins.
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straighteners and
progressive
treatments arrive
in Brazil.




What we want




What will
come next

“Consumer knowledge of ingredients
is driving a shift in the most desired
features of hair care,” says Connor
Spicer, senior research analyst at
Euromonitor International. As for the
hair care shield trend, there is a
notable commitment from raw
material suppliers to offer innovative
ingredients that effectively preserve
health, repair and shield against a
variety of types of damage. Cosmetic
Innovation



Thank you !

arianaestevao@gmail.com

+05 11 96347 2832
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