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Scope and Themes

“The Brazilian beer market presents a paradox. On the one
hand, it can be considered quite developed. Over the past
decade the beer market has quickly expanded its volume to
have one of the highest per capita consumption rates in all of
Latin America (67 liters annually). If analyzed by frequency,
quantity, or penetration the Brazilian beer market can
easily match those of well-known beer drinking cultures
such as the UK or the US, which have per -capita
consumption rates of 65 and 75 liters, respectively.”

— Lucas Marangoni, Senior Drinks Analyst

- What is the best strategy for international brands to
use to establish their presence in the market?

- What sort of packaging innovation would add value to
the market?

- What strategies will best appeal to women and bring
them into the category? store.mintel.com

- What is the best way to capitalize on beer’s
refreshment attribute to appeal to a broader base of
consumers?

- What is the best route of development for craft beers
in the market?

- What will be megabrands’ best strategies to maintain
their shares in an increasingly competitive market?

This report covers the market for beer in Brazil, including lager,
draft beer, and other beers (including ale, stout, black beer,
and fruit-flavored beers). The market is further divided into
three segments -strong/premium, standard strength, and
light/no/low alcohol - based on a product’s average price and
positioning in the market.

Unit definition: This report will use the American English
concept of 1 billion (one thousand million, not one million
million).
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Refreshment is a central element for the category
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Brazilian brands will continue to be the backbone of beers in Brazil
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INTERNATIONAL BRANDS LEAD THE GROWING OPPORTUNITIES
The big names have landed in Brazil — with a glamour twist
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What it means

REFRESHMENT IS A CENTRAL ELEMENT FOR THE CATEGORY

Super cold beers are something that every Brazilian seems to enjoy

Figure 33: Agreement with the statement: ‘I only like beer when it is served really cold’, by age, June
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Refreshment is more than temperature, it is a feeling
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Flavor innovation provides opportunities to take refreshment a step beyond
Figure 43: Agreement with the statement: ‘I would like to see more flavorful beers’, by gender,
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What it means

PACKAGING INNOVATION OFFERS OPPORTUNITIES FOR NEW DEVELOPMENT
Brazilian beer market lags behind in packaging innovation
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International brands well positioned to bring packaging innovation to Brazil
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Figure 68: Absolut flavor of the tropics

What it means

TARGETING WOMEN REQUIRES A GENDERLESS APPROACH

As with other alcoholic beverages, Brazilian women consume less beer
Figure 69: Consumption of alcoholic beverages, by gender, June 2012
Figure 70: Consumption of alcoholic beverages, by gender, June 2012
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Product innovation just for women will face challenges
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International brands have the potential to captivate younger upper-class women
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Refreshment continues to be the cross-segment message for the category

Figure 84: Agreement with the statement: ‘I only like beer when it is served really cold’, by gender,
June 2012

What it means

CRAFT BEER MUST GO A LONG WAY BEFORE DEVELOPING IN BRAZIL

Today, craft beer market is almost non-existent in Brazil

Figure 85: Brazil beer segments, 2011

International growth of the craft segment presents a route map of how the segment can develop
Figure 86: Attitudes toward craft beer in the US, June 2012

Figure 87: Craft beer in Argentina

Figure 88: Craft beer in Santiago, Chile

Figure 89: Kunstmann

Younger upper-class consumers are most likely to initiate the trend of craft beer in Brazil
Figure 90: Agreement with the statement: ‘I like trying new kinds of beers’, by age, June 2012
Figure 91: Agreement with the statement: ‘It is worth paying more for premium beers’, by
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Figure 92: Brew dog beers, UK

Price anxiety and soft beers anticipate a slow development
What it means

BRAZILIAN BRANDS WILL CONTINUE TO BE THE BACKBONE OF BEERS IN BRAZIL
Despite slowing down Brazilian major brands will continue to be the main sector in the market
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National brands’ appeal is widespread
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Refreshment and football will continue to be major brands’ best friends

Figure 101:

Selected beer and football packagings

Innovation within locals brands will keep their momentum
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Figure 103:

Premium version of value brands, Europe
Bud light platinum

What it means
APPENDIX - THE MARKET
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Average retail price and per capita consumption of selected countries
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APPENDIX — CONSUMER DATA
Frequency of drinking selected alcoholic beverages
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Brands of beer drunk in the past 30 days
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