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NRT SMOKING CESSATION AIDS IN 
BRAZIL - CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales grow by 5% in current terms in 2023 to BRL132 million  

▪ NRT patches is the best performing category in 2023, with retail value sales increasing by 6% 

in current terms to BRL74 million 

▪ Quifa Farmaceutica do Brasil Ltda is the leading player in 2023, with a retail value share of 

55% 

▪ Retail sales are set to grow at a current value CAGR of 3% (2023 constant value CAGR of -

1%) over the forecast period to BRL152 million 

 

 

2023 DEVELOPMENTS 
 

Nrt smoking cessation aids sees a weak performance as high prices 
continue to discourage consumption 

NRT smoking cessation aids is set to continue to witness a volume decline in Brazil in 2023, 

despite the expectation of current value growth, due to increases in prices. Although nicotine 

patches is one of the most established formats for nicotine replacement therapy, it has struggled 

to maintain consumers’ interest due to high prices. A complete treatment with NRT patches lasts 

an average of six weeks and is priced at around BRL90 per week. The average Brazilian’s real 

monthly income in June 2023 was BRL2,936. In other words, in a month, complete treatment 

with NRT patches accounts for around 12% of the average Brazilian’s monthly income. Studies 

have also shown that nicotine patches can also cause side-effects such as nausea, abnormal 

dreams, and other sleep disturbances, further jeopardising their success and reducing the rate 

of use amongst consumers. 

NRT gum is a format with a lower presence in the Brazilian market, and its expansion is 

compromised by a unit price that is even higher than that of patches. There is also growing 

public health concern regarding NRT gum. The US Food and Drug Administration (FDA), an 

agency similar to Brazil’s Anvisa, recently issued a warning regarding the potential risks 

associated with nicotine gum. The FDA’s statement emphasises that these gum products bear a 

striking resemblance to children’s food or sweets, posing a significant risk of severe nicotine 

toxicity or even fatal outcomes amongst young children. Research highlights that the ingestion 

of 1-4mg of nicotine can be profoundly toxic for children under the age of six, contingent upon 

their body weight. The risk of unintentional exposure amongst children is yet another aspect that 

might deter Brazilian consumers from choosing this product format. 

 

Niquitin and nicorette dominate despite a lack of innovation 

The Latin American market for NRT smoking cessation aids is characterised by a significant 

concentration of value share amongst a small number of players. In the case of Brazil, the 

NiQuitin (Química y Farmacia SA/Quifa Farmaceutica do Brasil Ltda) and Nicorette (Kenvue 

Inc/Johnson & Johnson Industrial Ltda) brands together account for almost all value share within 

this category. The relatively modest performance of this category over the past five years has 

discouraged substantial investment in innovation and the introduction of new products. 
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Consequently, these items have failed to secure prominent placement on pharmacy shelves. In 

addition, Brazil’s Unified Health System (SUS) offers complimentary treatment options for 

individuals seeking to quit smoking, which includes the provision of nicotine patches and gum. 

This further compounds the challenges faced by these products, as consumers have access to 

cost-effective alternatives through the public healthcare system. 

 

Gradual reduction in consumption is the main strategy adopted by 
brazilians who want to quit smoking 

The well-documented health hazards associated with smoking have propelled concerns about 

immunity and overall wellbeing amongst the population. This heightened awareness has created 

a conspicuous conflict with the continued use of cigarettes. The World Health Organization 

(WHO) has even launched a campaign entitled “Tobacco and Poverty: A Vicious Circle”, 

underscoring the inextricable connection between the two. In Brazil, the consumption of 

nicotine-based cigarettes is disproportionately prevalent amongst individuals with lower levels of 

education, and is closely linked to economic deprivation, as corroborated by the WHO’s 

research. This correlation is further reinforced by the evident price sensitivity observed in 

cigarette consumption. Notably, the tobacco industry in Brazil faces robust competition from 

illicit brands, primarily imported from Paraguay, which consumers are keen to purchase due to 

their affordability. The prevalence of illicit product usage highlights the pivotal role of price in 

purchasing decisions. Manufacturers of NRT smoking cessation aids should take into account 

this socioeconomic context. Given that the population that consumes the most cigarettes 

typically has limited disposable incomes, the cost of NRT smoking cessation aids can often 

serve as a deterrent to their adoption. According to the findings of Euromonitor International’s 

Voice of the Consumer: Health and Nutrition Survey, fielded February 2023, the prevailing 

approach to quitting smoking amongst respondents in Brazil is a gradual reduction in the 

amount smoked daily or weekly (exceeding 60%). Given the financial constraints of this 

demographic, cost-free methods are often favoured in consumers’ attempts to combat addiction. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

E-cigarettes will continue to offer competition to nrt smoking cessation 
aids 

NRT smoking cessation aids is expected to fail to return to volume growth in Brazil over the 

forecast period, although current value sales are anticipated to continue to rise. Over 90% of the 

Brazilian population abstains from smoking, as indicated by a Ministry of Health survey. In 2021, 

approximately 9% of Brazilians self-identified as smokers, with this percentage predominantly 

concentrated amongst older adults. The majority of consumers of nicotine-based cigarettes fall 

within the 55-64 year-old age group. These figures attest to the profound impact of extensive 

awareness campaigns about the detrimental effects of smoking since 1990, bolstered by 

rigorous taxation policies and legislation. 

The younger generations have grown up in an environment of robust anti-smoking measures, 

resulting in a distinct smoking pattern, and consequently a specific audience for NRT smoking 

cessation aids. This pattern is expected to persist throughout the forecast period, particularly as 

new smoking trends emerge amongst young people that are not associated with nicotine, such 

as e-vapour products (e-cigarettes/vaping). While not legally recognised in Brazil, the 

consumption of e-vapour products has been on the rise, particularly amongst teenagers and 

young adults, who are drawn to their modern aesthetics and enticing flavours. Moreover, 

Brazilian digital influencers actively promote these products, transforming e-cigarettes and 

 
 

Content removed from sample 
 

 
 

 
 
 
 
 
 
 

Content removed from sample 
 

 
 

 
 
 
 
 

Content removed from sample 
 



N R T  S M O K I N G  C E S S A T I O N  A I D S  I N  B R A Z I L  P a s s p o r t  3 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

vaping into cultural symbols and fashionable accessories. Since 2001, Anvisa has enforced a 

ban on the commercialisation, importation, and advertising of e-cigarettes or vapour devices. 

Despite the ban, these products are readily available online, with specialised companies 

marketing them. Anvisa is unlikely to amend this regulation, and in 2022, the agency reaffirmed 

its stance, citing health concerns associated with these products and their increasing use 

amongst adolescents and young adults. 

 

Tax reform could add another layer of disincentive to tobacco 
consumption 

Since 2015, cigarette manufacturers have had consistent concerns regarding the taxation 

levels imposed on their products. Continuous rises in costs and final prices have conferred a 

competitive advantage to illicit brands, enabling them to gain a larger share of sales. 

Simultaneously, the government has initiated discussions about tax reforms in Brazil, 

encompassing proposals to increase the taxation on tobacco, alcoholic beverages, and products 

containing added sugar, as part of broader efforts to revamp the Brazilian tax system. If the 

proposed “sin tax” is approved, its effects will be felt immediately, resulting in higher prices, 

increased investment in economy brands, and the potential disappearance of the mid-priced 

and premium segments in cigarettes. Moreover, illicit trade is expected to benefit from these 

changes. Potential new tax regulations could be poised to become one of the key determinants 

shaping the future of the tobacco industry in Brazil. As a result, price should appear as a new 

element discouraging the entry of new tobacco smokers. Consequently, demand for NRT 

smoking cessation aids is also expected to reduce in the long term. 

 

Nrt smoking cessation aids in brazil: Navigating maturity and limited 
innovation 

The forecast for NRT smoking cessation aids in Brazil anticipates declining volume growth. 

This category is poised to undergo minimal innovation or transformation. Given the strong 

market presence of a couple of key brands, their shares are likely to remain unchallenged over 

the next five years. NRT smoking cessation aids in Brazil is approaching a state of maturity. A 

diminishing number of Brazilians are starting smoking or maintaining a daily smoking habit, and 

the Brazilian government is actively working to reduce these figures further. Furthermore, there 

have been no significant advances in terms of product developments within this category, as 

NRT gum and NRT patches remain the preferred choices amongst consumers. This limited 

consumer enthusiasm for exploring new product types beyond patches and gum has created a 

lack of incentive for companies to introduce disruptive innovations, thereby constraining the 

category’s evolution. Consequently, companies operating within this category will have to 

navigate within these established parameters without significant disruptions. 

 

 

CATEGORY INDICATORS 
 

Table 1 Number of Smokers by Gender 2018-2023 

 

 2018 2019 2020 2021 2022 2023 
 
Male ('000) - - - - - - 
Male (%) 14.9 14.4 14.2 14.1 14.0 13.9 
Female ('000) - - - - - - 
Female (%) 9.3 9.1 9.0 8.8 8.6 8.4 
Total ('000) - - - - - - 
Total (%) 12.0 11.7 11.5 11.4 11.2 11.1 
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Source: Euromonitor International from official statistics 

 

 

 

CATEGORY DATA 
 

Table 2 Sales of NRT Smoking Cessation Aids by Category: Value 2018-2023 

 

BRL million 
 2018 2019 2020 2021 2022 2023 
 
NRT Smoking Cessation 99.9 108.5 112.5 118.1 125.3 132.0 
    Aids       
- NRT Gum 46.6 51.5 52.9 53.9 55.0 57.6 
- NRT Inhalators - - - - - - 
- NRT Lozenges - - - - - - 
- NRT Patches 53.4 57.1 59.5 64.2 70.3 74.4 
- Other NRT - - - - - - 

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

Note: 2023 data is provisional and based on part-year estimates 

 

 

Table 3 Sales of NRT Smoking Cessation Aids by Category: % Value Growth 2018-
2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
NRT Smoking Cessation Aids 5.4 5.7 32.1 
- NRT Gum 4.7 4.3 23.7 
- NRT Inhalators - - - 
- NRT Lozenges - - - 
- NRT Patches 5.8 6.9 39.4 
- Other NRT - - - 

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

Note: 2023 data is provisional and based on part-year estimates 

 

 

Table 4 NBO Company Shares of NRT Smoking Cessation Aids: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Quifa Farmaceutica do - - - 54.5 55.2 
    Brasil Ltda      
Johnson & Johnson 45.7 44.9 43.2 41.8 40.4 
    Industrial Ltda      
GlaxoSmithKline Brasil Ltda 47.5 49.4 52.8 - - 
GSK Consumer Healthcare 3.7 2.5 0.5 - - 
Novartis Biociências SA - - - - - 
Others 3.2 3.2 3.5 3.7 4.3 
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 
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Table 5 LBN Brand Shares of NRT Smoking Cessation Aids: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
NiQuitin (Química y Quifa Farmaceutica do - - 54.5 55.2 
    Farmacia SA de CV) Brasil Ltda     
Nicorette (Kenvue Inc) Johnson & Johnson - - - 40.4 
 Industrial Ltda     
Nicorette (Johnson & Johnson & Johnson 44.9 43.2 41.8 - 
    Johnson Inc) Industrial Ltda     
Niquitin (Perrigo Co GlaxoSmithKline Brasil Ltda 49.4 52.8 - - 
    Plc)      
Nicotinell GSK Consumer Healthcare 2.5 0.5 - - 
    (GlaxoSmithKline Plc)      
Niquitin GlaxoSmithKline Brasil Ltda - - - - 
    (GlaxoSmithKline Plc)      
Nicotinell (Novartis Novartis Biociências SA - - - - 
    AG)      
Others Others 3.2 3.5 3.7 4.3 
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 Forecast Sales of NRT Smoking Cessation Aids by Category: Value 2023-2028 

 

BRL million 
 2023 2024 2025 2026 2027 2028 
 
NRT Smoking Cessation 132.0 131.5 130.3 129.5 128.8 128.2 
    Aids       
- NRT Gum 57.6 57.2 56.7 56.7 56.8 57.0 
- NRT Inhalators - - - - - - 
- NRT Lozenges - - - - - - 
- NRT Patches 74.4 74.2 73.5 72.8 72.0 71.2 
- Other NRT - - - - - - 

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

Note: 2023 data is provisional and based on part-year estimates 

 

 

Table 7 Forecast Sales of NRT Smoking Cessation Aids by Category: % Value Growth 
2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
NRT Smoking Cessation Aids -0.4 -0.6 -2.9 
- NRT Gum -0.6 -0.2 -1.0 
- NRT Inhalators - - - 
- NRT Lozenges - - - 
- NRT Patches -0.3 -0.9 -4.4 
- Other NRT - - - 

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

Note: 2023 data is provisional and based on part-year estimates 
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CONSUMER HEALTH IN BRAZIL - 
INDUSTRY OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Consumer health in 2023: The big picture 

Consumer health in Brazil is expected to close 2023 with double-digit growth in current value 

terms for the third consecutive year. While in previous years, the COVID-19 pandemic boosted 

demand for cough, cold and allergy (hay fever) remedies, as well as analgesics and products 

focused on preventive immune care, 2023 has been marked by new health challenges: 

arboviruses (dengue, zika, and chikungunya). The rise in temperatures has led to an increase in 

cases, and dengue in particular has attracted widespread attention in Brazil. The heat, followed 

by rain, provides the perfect scenario for the proliferation of insects, especially mosquitoes. In 

2023 alone, 1.6 million cases of the disease were recorded in the country. It marked the second-

worst figure since the year 2000, when the Ministry of Health began keeping records. Climatic 

and socioeconomic conditions in Latin America are identified as the primary causes of the 

recurring outbreaks of the disease, which tend to cycle every three to five years. However, this 

is not just a Brazilian issue. The World Health Organization (WHO) warns that climate change 

makes dengue a global health threat. The agency reported over five million dengue infections 

and 5,000 deaths worldwide in 2023, with almost 80% in the Americas, Southeast Asia, and the 

Western Pacific. Climate change impacts dengue transmission by increasing rainfall, humidity, 

and temperatures. The rise in the number of reported dengue cases occurs as infected 

mosquitoes thrive in new locations due to global warming. Dengue symptoms include high fever, 

body and joint pains, discomfort, and red spots on the body. There is no specific medication for 

treating dengue. The remedies available to alleviate symptoms should be prescribed by a 

doctor, as many over-the-counter (OTC) medications sold in pharmacies without a prescription, 

such as ibuprofen and nimesulide, can increase the risk of bleeding. According to infectious 

disease specialists, paracetamol (acetaminophen) and dipyrone are the recommended 

medications to relieve symptoms, and this is set to translate into growth in analgesics in 2023. 

This category continues to represent the largest share of value sales in consumer health, 

accounting for nearly a quarter of overall value sales in 2023, and 40% of value sales in OTC for 

the same year. 

The positive performance expected for consumer health in 2023 has also been driven by non-

medicinal products, including non-essential items. This trend has been propelled by 

improvements observed in the macroeconomic landscape throughout the year. According to the 

IBGE, GDP grew by 3% in 2023. This outcome was propelled by the strong performance in the 

first half of the year, heavily influenced by the record production of soy and corn, two of Brazil’s 

most crucial crops, as recorded by the Levantamento Sistemático da Produção Agrícola 

(LSPA). From a demand perspective, a highlight is Household Consumption Expenditure, which 

increased by 3% compared with 2022. This was influenced by the improved conditions in the job 

market, with increased employment, real wage mass, and a moderation in inflation. The pursuit 

of healthier lifestyles in the post-COVID-19 environment has led to a boom in some categories, 

especially sports nutrition. While in 2019, this category represented 3% of overall consumer 

health value sales, it is set to reach a share of 9% in 2023, gaining significance in consumer 

preference and reshaping the local consumption landscape. It is no longer exclusively 

associated with sports and athletic activities, but increasingly linked to a healthy lifestyle and 

healthy ageing. 
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2023 key trends 

The year 2023 has been marked by the expansion of the consumer base seeking a healthier 

lifestyle in Brazil. Protein has been a significant catalyst for this movement. Historically 

associated with the use of whey protein for sports activities such as weight training, protein is an 

ingredient that has expanded beyond the boundaries of the gym-going public aiming for 

significant lean muscle gains. Amongst the new consumers are individuals seeking a healthy 

ageing process. Maintaining lean muscle mass is a growing concern during the ageing of 

individuals; a period of life where sarcopenia, the loss of muscle mass, replaced by fatty tissue, 

typically occurs. This leads to a loss of strength, directly impacting mobility and increasing the 

risk of falls and hospitalisation. Therefore, maintaining lean muscle mass acts as a preventive 

measure against these issues, improving strength, mobility, and overall quality of life. This is a 

crucial matter, especially considering the rapid demographic transition Brazil has undergone. 

Recent UN projections suggest that the population over 65 will increase more than sevenfold 

between 1950 and 2050 in Brazil, adding around 51 million people, of which an estimated 16 

million will be over 80 years old. This rate of ageing is three times faster than that observed in 

countries such as the UK, France, and Sweden, whose demographic transitions began many 

decades before Brazil’s. The market has already begun to adapt to these demands. Gelita, for 

example, has heavily invested in a new product, Bodybalance. Composed of bioactive collagen 

peptides, Bodybalance is an effective ingredient for maintaining muscle strength and tone in 

people of all ages, and already features in products such as Nutrify’s Collagen Pro, and 

Essential Nutrition’s Collagen Essential Protein.  

Adding protein-enriched products to the diet has therefore become of interest to individuals 

not necessarily aiming for significant muscle gain, but seeking to incorporate healthy habits into 

their routine. This shift has led even industries not traditionally associated with health to enter 

the scene in 2023. Mais Mu, a start-up specialising in healthy foods and supplements, especially 

protein-based, received financial backing in 2023 from BAT Brasil, formerly Souza Cruz, a 

subsidiary of British American Tobacco in Brazil. Beyond this investment, BAT Brasil is 

becoming a strategic partner for foodtech, providing support in key areas for the company’s 

growth and bringing Mais Mu products to over 140,000 points of sale served by BAT Brasil, 

expanding its reach more than 13 times. This not only illustrates the potential of this industry in 

Brazil, but also highlights the ambiguous nature of consumption patterns in the country. 

While some consumers are actively pursuing a healthy lifestyle through a combination of a 

balanced diet and physical activity, others are grappling with deteriorating eating habits. This 

apparent paradox is, in fact, an intricate interplay between these two phenomena. Influential 

factors including pricing disparities, a limited supply of fresh food in suburban areas, and time 

constraints for meal preparation, have prompted families nationwide to trade traditional staples 

such as rice and beans, meat, and salad for less nutritious industrialised alternatives laden with 

excess fat, sodium, and sugar – examples being instant noodles, sausages, and filled biscuits. 

The quest for practicality serves as a key driver behind these shifts. With the resurgence of 

more hectic routines, consumers are actively seeking practical solutions in their dietary choices. 

A segment of the population has adopted unhealthy eating practices, leading to substantial 

demand for digestive remedies. Simultaneously, the pursuit of health intersects with other 

industries, fostering the incorporation and promotion of innovative product formats such as 

RTDs and protein bars. 

 

Competitive landscape 

The competitive landscape in consumer health remains highly fragmented, with numerous 

entities establishing a presence in specific categories or functionalities. Hypera SA is expected 
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to maintain its overall leadership in consumer health in value terms in 2023, benefiting from a 

comprehensive portfolio of over-the-counter (OTC) products. Following the acquisition of brands 

from Sanofi-Aventis Farmacêutica in 2022 and Takeda in 2020, Hypera’s leadership in global 

brand owner terms is grounded in major brands such as Engov and Neosaldina. One category 

that is expected to operate below expectations in 2023 is cough, cold, and allergy (hay fever) 

remedies. Hypera SA owns the brand Benegrip, one of the leaders in this category in Brazil, 

which also faced challenges from temperature changes throughout 2023. With a warmer than 

usual winter, there was an impact on the more common viral infections during this time of year. 

Cold weather tends to keep environments enclosed, leading people to stay indoors to shield 

themselves from the low temperatures, resulting in increased virus circulation. This is why flu 

often peaks in the coldest months. However, there was a different experience in a year when 

the effects of global warming created a summer in the midst of winter. Of course, Hypera was 

not the sole player affected by the rise in temperatures. Other companies with a strong 

presence in cough, cold, and allergy (hay fever) products also faced below-expected 

performances. 

Diversification has emerged as a strategic response for pharmaceutical companies to 

navigate external shocks, affecting demand in specific categories. Multinational corporations 

have taken the route of separating pharmaceutical operations into prescription medications and 

health care operations, which includes OTC drugs. In early 2023, Johnson & Johnson split its 

consumer health business, Kenvue, housing brands such as Band-Aid and Tylenol, and GSK 

separated its consumer arm, Haleon, in 2022. Other pharmaceutical giants, including Novartis 

and Pfizer, took similar measures in recent years. At the end of 2023, Sanofi announced its 

evaluation of potential means to facilitate the separation of its operations.  

Another avenue for diversification involves enhancing synergies with the beauty and personal 

care industry. Cimed Indústria de Medicamentos Ltda has adeptly explored this strategy. The 

company concluded 2023 with the acquisition of R2M, a wipes manufacturer renowned for 

brands such as Bebê Limpinho and Snow Baby. Furthermore, Cimed has entered the aesthetic 

procedures market with the new brand Milimetric PRO, and is venturing into the beauty and 

personal care industry with products such as Carmed lip gloss. In the face of uncertainties, 

diversification has emerged as a strategic advantage for Cimed. Investing in new product lines 

and complementary offerings that foster sustained growth is pivotal. The pharmaceutical 

industry’s collaboration with the beauty and personal care industry is particularly noteworthy. 

Given that Brazil ranks as the fourth-largest market for beauty and personal care globally, 

pharmaceutical companies, leveraging their scientific expertise and credibility, can explore novel 

avenues for growth amidst market uncertainties. This is exemplified by the promising potential of 

dermocosmetics, offering pharmaceutical companies opportunities to tap into a robust market 

and innovate in response to evolving consumer needs. 

 

Retailing developments 

Pharmacies continues to be the primary sales channel in consumer health, particularly small 

and medium-sized pharmacies. These play a pivotal role in the Brazilian economy by providing 

essential products and services for the health and wellbeing of the population. According to the 

Serviço Social de Apoio às Micro e Pequenas Empresas (Sebrae), these businesses represent 

an impressive 84% of the national pharmaceutical market. While obtaining an exact number of 

pharmacies in the country is challenging due to the dynamic nature of the market, estimates 

suggest there are approximately 90,000-100,000 pharmacies spread across the entire national 

territory. In the first half of 2023 alone, over 4,000 new stores opened in Brazil – a number 

surpassing the pre-pandemic figure for new business openings. Part of the strength of this 

channel is linked to the fact that pharmacies are the only establishments authorised to 

commercialise medicines in Brazil. As nearly 60% of the consumer health market in value terms 
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is tied to OTC medications in 2023, a significant proportion of sales is concentrated in these 

channels. 

However, the growing significance of non-pharmaceutical categories within consumer health, 

such as sports nutrition and dietary supplements, opens up opportunities for the advance of 

alternative distribution channels. The concept of obtaining products for a healthier lifestyle in a 

single location has facilitated the expansion of multi-brand health and personal care stores, 

exemplified by Mundo Verde. The Mundo Verde network operates over 500 points of sale 

nationwide, with plans to increase the total number of stores by 20% by 2025. Major grocery 

store chains have also recognised consumer health categories as a means to diversify their 

portfolios and reengage with customers. In particular, hypermarkets has faced a growth 

trajectory that falls short of expectations. Competition with warehouse clubs for essential food 

and beverage items explains part of this market shift, also motivating diversification strategies 

observed in channels such as supermarkets. These channels are not only expanding the range 

of consumer health products available for consumption, but also serve as effective entry points 

for new consumers, capitalising on impulse purchases, particularly considering the rise in visits 

to grocery stores post-pandemic. 

Moreover, there has been considerable discourse on how the pandemic hastened digital 

transformation for both individuals and businesses. The past three years have been 

characterised by distance learning, remote working, and a surge in online commerce. In the 

healthcare domain, the rise of telemedicine has been accompanied by the adoption of digital 

prescriptions and online sales of medications. Despite a proportion of the population still 

favouring local physical stores, pharmacies are increasingly embracing a novel business model: 

the dark pharmacy. This concept mirrors that of dark stores or dark kitchens, operating 

exclusively in the digital realm and serving as a distribution hub for online purchases made on 

websites, apps, or marketplaces. This approach not only shortens the distance between stores 

and customers, but also streamlines deliveries, reduces operational costs, and consequently 

lowers product prices. Although this movement is relatively recent in Brazil, companies in the 

market, particularly healthtechs, are already closely monitoring this trend. However, the full 

impact of this trend is likely to unfold in the coming years. The National Health Surveillance 

Agency (Anvisa) has the authority to regulate and inspect the commercialisation of medicines, 

health products, cosmetics, and other related items. It also regulates services, including 

pharmaceutical services. Currently, the regulatory framework does not encompass the dark 

pharmacy model.  

Initiatives that integrate physical spaces with e-commerce appear to be driving changes in 

retailing. An example of this is the integration between proprietary apps and click and collect 

initiatives. Raia Drogasil, the largest pharmaceutical retail chain in Brazil, has undergone rapid 

geographic expansion in recent years. The company is transitioning towards a new pharmacy 

model, where pharmacists play a role centred on health promotion, embodying the concept of 

the New Pharmacy. This innovative model revives the essence of neighbourhood pharmacies, 

combining the experience of health services with the convenience brought by technology, such 

as the pharmacy’s proprietary app offering benefits and exclusive discounts. However, Raia 

Drogasil is not the sole participant in this movement. Panvel, for instance, is committed to 

providing deliveries within an hour, and has introduced the role of digital managers. Digital 

managers are store employees who offer insights on how to use the app to access discounts, 

stay informed about trends, discover promotional products, and explore new launches. While 

the COVID-19 pandemic played a pivotal role in expanding the concept of health and ushering 

in a more robust e-commerce era, it is phygital strategies that persist in shaping the current 

landscape of consumer health in Brazil. 
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What next for consumer health? 

According to the latest data released in the 2022 Demographic Census, Brazil has become an 

older and more female-dominated country. This information, disclosed in October 2023 by the 

Brazilian Institute of Geography and Statistics (IBGE), indicates that women now constitute 

51.5% of the 203 million Brazilians, with approximately 104.5 million women and 98.5 million 

men (a difference of six million). This shift highlights the increasing significance of women in the 

overall population, with anticipated implications for businesses, the healthcare industry, and 

society at large. The ongoing dismantling of social taboos, particularly surrounding menopause, 

will be important. Menopause is a period where women undergo various bodily changes, 

including potential challenges with weight control. Estimates suggest that around 70% of women 

gain up to 1.5kg per year during the menopausal transition, which can last up to a decade. 

Weight loss becomes challenging as the body attempts to compensate for the lack of oestrogen 

by accumulating fat. This weight gain can impact women’s self-esteem and quality of life, in 

addition to increasing the risk of diabetes, cardiovascular diseases, and other health issues. 

Excess weight is also correlated with more hot flushes and night sweats, with the Menopause 

Society recommending weight loss as a non-hormonal effective treatment for these symptoms.  

Due to these changes, women seek immediate solutions for weight gain, with Ozempic 

(semaglutide) emerging as a potential solution. Ozempic has gained popularity for its effective 

double-digit percentage weight loss results over the past few years. The potential benefits of the 

medication are being researched beyond the specific need of women during menopause, but 

also for the general public in cases of heart disease and sleep apnoea. According to a projection 

by the World Obesity Federation, 41% of the adult population in Brazil is expected to be obese 

by 2035 if current trends continue. The impact of obesity on the national GDP in this year is 

expected to be significant, considering healthcare expenses. Ozempic therefore has the 

potential to have a major impact on the Brazilian economy, as weight loss in individuals with 

obesity reduces the chances of developing long-term comorbidities associated with high body 

fat levels.  

The maximum cost of Ozempic currently represents 90% of the current Brazilian minimum 

wage. However, with patent expiration, the owner, in this case, pharmaceutical company Novo 

Nordisk, will no longer have exclusive rights to produce the medication. Other laboratories, 

authorised by Anvisa, may start manufacturing generic drugs, which can cost up to 50% less 

than the reference drug. The impacts can extend from the food and beverage industry, luxury 

goods, clothing, gyms, aspirational items, and even other medications. Some movements are 

already observed in the market, with Nestlé, for example, announcing its efforts to develop 

products to accompany weight loss medications. In 2023, the National Health Surveillance 

Agency (Anvisa) approved the commercialisation of Wegovy in Brazil – the first injectable 

weekly medication specifically designed for overweight and obesity. Medications such as 

Ozempic and Wegovy are expected to have an unclear impact on sales of weight management 

and wellbeing products, especially OTC obesity and weight loss supplements, throughout the 

forecast period. 

 

 

MARKET INDICATORS 
 

Table 8 Consumer Expenditure on Health Goods and Medical Services: Value 2018-
2023 

 

BRL million 
 2018 2019 2020 2021 2022 2023 
 
Pharmaceuticals, 150,049.3 157,228.2 186,458.4 206,896.1 241,566.9 263,162.0 
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    medical appliances/       
    equipment       
Outpatient services 59,523.1 63,304.9 81,838.8 90,430.0 99,502.3 108,179.0 
Hospital services 191,994.1 215,884.4 244,388.8 272,313.7 291,807.8 318,438.4 
Total 401,566.6 436,417.6 512,686.0 569,639.8 632,877.0 689,779.4 

Source: Euromonitor International from official statistics, trade associations, trade interviews 

 

 

Table 9 Life Expectancy at Birth 2018-2023 

 

years 
 2018 2019 2020 2021 2022 2023 
 
Males 72.0 72.2 70.7 69.6 70.3 73.1 
Females 78.3 78.5 77.4 76.0 76.6 79.3 

Source: Euromonitor International from official statistics 

 

 

 

MARKET DATA 
 

Table 10 Sales of Consumer Health by Category: Value 2018-2023 

 

BRL million 
 2018 2019 2020 2021 2022 2023 
 
Consumer Health 30,250.4 32,119.8 34,279.5 38,562.7 42,407.7 46,745.8 
OTC 19,634.8 20,734.8 20,926.0 22,991.5 25,568.7 27,815.8 
Sports Nutrition 2,334.7 2,582.8 2,264.9 2,883.9 3,473.4 4,358.6 
Vitamins and Dietary 6,569.5 7,106.7 9,396.0 10,978.7 11,585.9 12,596.5 
    Supplements       
Weight Management and 1,711.4 1,695.5 1,692.6 1,708.5 1,779.6 1,975.0 
    Wellbeing       
Herbal/Traditional 3,354.3 3,447.3 3,847.2 4,191.5 4,581.4 5,079.4 
    Products       
Allergy Care 548.4 585.2 574.7 640.7 718.0 783.9 
Paediatric Consumer 1,627.2 1,700.6 1,759.3 1,862.4 2,027.2 2,178.4 
    Health       

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

Note 1: Consumer health total is the sum of OTC, sports nutrition, vitamins and dietary supplements and weight 
management and wellbeing 

Note 2: Sum of categories is greater than the market size because allergy care is a duplicate of categories found 
in cough, cold and allergy remedies, dermatologicals and eye care; paediatric consumer health is an 
aggregate of paediatric categories in OTC and vitamins and dietary supplements; and herbal/traditional 
products is an aggregate of herbal/traditional categories in OTC and vitamins and dietary supplements 

Note 3: 2023 data is provisional and based on part-year estimates 

 

 

Table 11 Sales of Consumer Health by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Consumer Health 10.2 9.1 54.5 
OTC 8.8 7.2 41.7 
Sports Nutrition 25.5 13.3 86.7 
Vitamins and Dietary Supplements 8.7 13.9 91.7 
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Weight Management and Wellbeing 11.0 2.9 15.4 
Herbal/Traditional Products 10.9 8.7 51.4 
Allergy Care 9.2 7.4 42.9 
Paediatric Consumer Health 7.5 6.0 33.9 

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

Note 1: Consumer health total is the sum of OTC, sports nutrition, vitamins and dietary supplements and weight 
management and wellbeing 

Note 2: Sum of categories is greater than the market size because allergy care is a duplicate of categories found 
in cough, cold and allergy remedies, dermatologicals and eye care; paediatric consumer health is an 
aggregate of paediatric categories in OTC and vitamins and dietary supplements; and herbal/traditional 
products is an aggregate of herbal/traditional categories in OTC and vitamins and dietary supplements 

Note 3: 2023 data is provisional and based on part-year estimates 

 

 

Table 12 NBO Company Shares of Consumer Health: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Hypera SA 6.4 8.6 8.7 9.0 8.7 
Sanofi-Aventis 7.6 8.5 8.3 8.1 7.9 
    Farmacêutica Ltda      
GlaxoSmithKline Brasil Ltda 3.9 3.8 3.8 3.5 3.6 
Integralmédica  1.6 1.7 1.8 2.0 2.4 
    Suplementos Nutricionais      
    Ltda      
Bayer Brazil SA 1.8 2.2 2.3 2.4 2.3 
Reckitt Benckiser 2.3 2.2 2.1 2.3 2.2 
    (Brasil) Ltda      
EMS SA 2.3 2.3 2.2 2.1 2.2 
Aché Laboratórios 2.4 2.2 2.1 2.0 2.1 
    Farmacêuticos SA      
Cimed Indústria de 1.4 1.5 1.5 1.5 1.8 
    Medicamentos Ltda      
Supley Laboratório de 0.7 0.9 1.2 1.3 1.7 
    Alimentos & Suplementos      
    Nutricionais Ltda      
Nycomed Pharma Ltda 1.7 1.7 1.6 1.6 1.5 
Farmoquímica SA 1.4 1.5 1.7 1.5 1.4 
Mondelez Brasil Ltda 2.0 1.5 1.3 1.4 1.3 
Mantecorp Indústria 1.4 1.3 1.2 1.3 1.2 
    Química e Farmacêutica Ltda      
Johnson & Johnson do 1.4 1.3 1.2 1.1 1.1 
    Brasil Indústria e      
    Comércio de Produtos para      
    Saúde Ltda      
Procter & Gamble do 1.2 1.0 1.0 1.0 1.0 
    Brasil SA      
Abbott Laboratórios do 1.1 1.1 1.1 1.1 1.0 
    Brasil Ltda      
Janssen-Cilag 0.9 1.0 1.0 1.1 1.0 
    Farmaceutica Ltda      
Herbalife International 1.9 1.7 1.3 1.1 0.9 
    Do Brasil Ltda      
Alcon Laboratórios do 1.0 1.0 0.9 0.9 0.9 
    Brasil Ltda      
Marjan Indústria e 0.7 0.7 0.6 0.6 0.8 
    Comércio Ltda      
Nestlé Brasil Ltda 0.6 0.7 0.6 0.6 0.7 
Neo Vida Comércio e 0.3 0.4 0.5 0.6 0.7 
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    Importação de Produtos      
    Naturais SA      
Vida Forte Nutrientes 0.6 0.7 0.6 0.7 0.7 
    Indústria e Comércio de      
    Produtos Naturais Ltda      
ADS Laboratório 1.0 0.6 0.7 0.7 0.7 
    Nutricional Ltda      
Probiótica Laboratórios 0.3 0.4 0.5 0.5 0.6 
    Ltda      
DM Indústria Farmacêutica 0.5 0.5 0.4 0.6 0.6 
    Ltda      
Eurofarma Laboratórios SA 0.2 0.2 0.2 0.4 0.6 
União Química 0.2 0.4 0.4 0.5 0.5 
    Farmacêutica Nacional SA      
Takeda Pharma Ltda 0.5 0.6 0.6 0.5 0.5 
Boehringer Ingelheim do 2.4 - - - - 
    Brasil Química e      
    Farmacêutica Ltda      
Others 48.2 48.0 48.4 48.0 47.4 
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 LBN Brand Shares of Consumer Health: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Dorflex (Sanofi) Sanofi-Aventis 3.1 3.0 2.9 2.8 
 Farmacêutica Ltda     
Integralmédica Integralmédica 1.6 1.7 1.9 2.3 
 Suplementos Nutricionais     
 Ltda     
Max Titanium Supley Laboratório de 0.9 1.2 1.3 1.5 
 Alimentos & Suplementos     
 Nutricionais Ltda     
Halls (Mondelez Mondelez Brasil Ltda 1.5 1.3 1.4 1.3 
    International Inc)      
Novalgina (Sanofi) Sanofi-Aventis 1.2 1.3 1.3 1.3 
 Farmacêutica Ltda     
Sal de Fruta Eno GlaxoSmithKline Brasil Ltda - - 1.1 1.2 
    (Haleon plc)      
Neosaldina (Hypera SA) Nycomed Pharma Ltda 1.4 1.3 1.3 1.2 
Buscopan Hypera SA 1.2 1.2 1.2 1.2 
Benegrip Hypera SA 1.1 1.1 1.1 1.1 
Tylenol (Kenvue Inc) Janssen-Cilag - - - 1.0 
 Farmaceutica Ltda     
Tamarine Hypera SA 0.9 0.9 1.0 0.9 
Vick (Procter & Procter & Gamble do 0.9 0.9 0.9 0.9 
    Gamble Co, The) Brasil SA     
Lisador Hypera SA 0.8 0.7 1.0 0.9 
Redoxon (Bayer AG) Bayer Brazil SA 0.8 0.9 0.9 0.8 
Hipoglós (Kenvue Inc) Johnson & Johnson do - - - 0.8 
 Brasil Indústria e     
 Comércio de Produtos para     
 Saúde Ltda     
Centrum (Haleon plc) GlaxoSmithKline Brasil Ltda - - 0.8 0.8 
Buscopan Composto Hypera SA 0.7 0.7 0.7 0.7 
Puravida (Nestlé SA) Neo Vida Comércio e - - 0.6 0.7 

 

 

 

 

 

 

 

 

Data removed from sample 

 

 

 

 

 

 

 

 

 

 

 

 

 

Data removed from sample 

 



N R T  S M O K I N G  C E S S A T I O N  A I D S  I N  B R A Z I L  P a s s p o r t  15 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

 Importação de Produtos     
 Naturais SA     
Lavitan Cimed Indústria de 0.7 0.8 0.7 0.7 
 Medicamentos Ltda     
Ensure (Abbott Abbott Laboratórios do 0.8 0.7 0.7 0.7 
    Laboratories Inc) Brasil Ltda     
Herbalife Nutrition Herbalife International 1.2 0.9 0.8 0.7 
    (Herbalife Nutrition Do Brasil Ltda     
    Ltd)      
Nutren (Nestlé SA) Nestlé Brasil Ltda 0.6 0.5 0.5 0.7 
Cimegripe Cimed Indústria de 0.5 0.5 0.5 0.6 
 Medicamentos Ltda     
Naldecon (Reckitt Reckitt Benckiser 0.5 0.5 0.7 0.6 
    Benckiser Group Plc (Brasil) Ltda     
    (RB))      
ProbiótiCA (Supley Probiótica Laboratórios 0.4 0.5 0.5 0.6 
    Laboratório de Ltda     
    Alimentos &      
    Suplementos      
    Nutricionais Ltda)      
Atlhetica Nutrition ADS Laboratório 0.5 0.6 0.7 0.6 
 Nutricional Ltda     
Sustagen (Reckitt Reckitt Benckiser 0.7 0.6 0.6 0.6 
    Benckiser Group Plc (Brasil) Ltda     
    (RB))      
Engov (Hypera SA) DM Indústria Farmacêutica 0.4 0.4 0.5 0.6 
 Ltda     
Expec EMS SA 0.5 0.5 0.5 0.6 
Luftal (Reckitt Reckitt Benckiser 0.6 0.5 0.6 0.6 
    Benckiser Group Plc (Brasil) Ltda     
    (RB))      
Tylenol (Johnson & Janssen-Cilag 1.0 1.0 1.1 - 
    Johnson Inc) Farmaceutica Ltda     
Hipoglós (Johnson & Johnson & Johnson do 1.0 0.9 0.8 - 
    Johnson Inc) Brasil Indústria e     
 Comércio de Produtos para     
 Saúde Ltda     
Sal de Fruta Eno GlaxoSmithKline Brasil Ltda 1.1 1.1 - - 
    (GlaxoSmithKline Plc)      
Centrum GlaxoSmithKline Brasil Ltda 0.8 0.9 - - 
    (GlaxoSmithKline Plc)      
Advil GlaxoSmithKline Brasil Ltda 0.6 0.5 - - 
    (GlaxoSmithKline Plc)      
Others Others 72.0 72.1 71.5 70.9 
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 14 Penetration of Private Label in Consumer Health by Category: % Value 2018-
2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Consumer Health 0.1 0.2 0.2 0.3 0.3 0.3 
Vitamins and Dietary 0.7 0.8 0.8 1.0 1.1 1.3 
    Supplements       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 15 Distribution of Consumer Health by Format: % Value 2018-2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Retail Channels 100.0 100.0 100.0 100.0 100.0 100.0 
- Retail Offline 97.5 97.2 96.0 94.6 94.0 93.2 
-- Grocery Retailers 9.4 9.8 8.0 8.0 8.1 9.1 
--- Convenience Retail - - - - - - 
---- Convenience Stores - - - - - - 
---- Forecourt Retailers - - - - - - 
--- Supermarkets 1.4 1.4 1.4 1.3 1.4 1.4 
--- Hypermarkets 1.1 1.1 1.0 0.9 0.9 0.9 
--- Discounters - - - - - - 
--- Warehouse Clubs - - - - - - 
--- Food/drink/tobacco - - - - - - 
    specialists       
--- Small Local Grocers 7.0 7.3 5.6 5.8 5.8 6.8 
-- Non-Grocery Retailers 82.8 83.2 83.8 82.8 82.7 81.3 
--- General Merchandise - - - - - - 
    Stores       
---- Department Stores - - - - - - 
---- Variety Stores - - - - - - 
--- Apparel and - - - - - - 
    Footwear Specialists       
--- Appliances and - - - - - - 
    Electronics Specialists       
--- Home Products - - - - - - 
    Specialists       
--- Health and Beauty 82.8 83.2 83.8 82.8 82.7 81.3 
    Specialists       
---- Beauty Specialists - - - - - - 
---- Pharmacies 82.2 82.6 83.3 82.4 82.3 80.9 
---- Optical Goods Stores - - - - - - 
---- Health and 0.6 0.6 0.5 0.4 0.3 0.3 
    Personal Care Stores       
--- Leisure and - - - - - - 
    Personal Goods       
    Specialists       
--- Other Non-Grocery - - - - - - 
    Retailers       
-- Vending - - - - - - 
-- Direct Selling 5.2 4.2 4.2 3.8 3.2 2.8 
- Retail E-Commerce 2.5 2.8 4.0 5.4 6.0 6.8 
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 16 Distribution of Consumer Health by Format and Category: % Value 2023 

 

% retail value rsp 
 OTC Sports Vitamins Weight Herbal/ Allergy 
  Nutrition and Management Traditiona Care 
   Dietary and l Products  
   Supplements Wellbeing   
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Retail Channels 100.0 100.0 100.0 100.0 100.0 100.0 
- Retail Offline 97.9 73.0 91.6 82.2 95.2 98.3 
-- Grocery Retailers 2.0 63.4 4.2 21.5 2.1 2.0 
--- Convenience Retail 0.0 0.0 0.0 0.0 0.0 0.0 
---- 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 1.0 3.2 0.0 12.8 0.2 1.0 
--- Hypermarkets 0.9 1.2 0.0 5.3 0.2 0.9 
--- Discounters 0.0 0.0 0.0 0.0 0.0 0.0 
--- Warehouse Clubs 0.0 0.0 0.0 0.0 0.0 0.0 
--- Food/drink/tobacco 0.0 0.0 0.0 0.0 0.0 0.0 
    specialists       
--- Small Local Grocers 0.0 58.9 4.2 3.4 1.7 0.1 
-- Non-Grocery Retailers 95.6 9.0 82.6 30.8 91.2 96.0 
--- General Merchandise 0.0 0.0 0.0 0.0 0.0 0.0 
    Stores       
---- Department Stores 0.0 0.0 0.0 0.0 0.0 0.0 
---- Variety Stores 0.0 0.0 0.0 0.0 0.0 0.0 
--- Apparel and 0.0 0.0 0.0 0.0 0.0 0.0 
    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 95.6 9.0 82.6 30.8 91.2 96.0 
    Specialists       
---- Beauty Specialists 0.0 0.0 0.0 0.0 0.0 0.0 
---- Pharmacies 95.6 9.0 82.6 22.9 91.1 96.0 
---- Optical Goods Stores 0.0 0.0 0.0 0.0 0.0 0.0 
---- Health and 0.0 0.0 0.0 7.9 0.1 0.0 
    Personal Care Stores       
--- Leisure and 0.0 0.0 0.0 0.0 0.0 0.0 
    Personal Goods       
    Specialists       
--- Other Non-Grocery 0.0 0.0 0.0 0.0 0.0 0.0 
    Retailers       
-- Vending 0.0 0.0 0.0 0.0 0.0 0.0 
-- Direct Selling 0.3 0.6 4.8 30.0 1.9 0.3 
- Retail E-Commerce 2.1 27.0 8.4 17.8 4.8 1.7 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
 
 Paediatric      
 Consumer      
 Health      
 
Retail Channels 100.0      
- Retail Offline 98.0      
-- Grocery Retailers 15.0      
--- Convenience Retail 0.0      
---- Convenience Stores 0.0      
---- Forecourt Retailers 0.0      
--- Supermarkets 7.6      
--- Hypermarkets 7.0      
--- Discounters 0.0      
--- Warehouse Clubs 0.0      
--- Food/drink/tobacco 0.0      
    specialists       
--- Small Local Grocers 0.3      
-- Non-Grocery Retailers 80.6      
--- General Merchandise 0.0      
    Stores       
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---- Department Stores 0.0      
---- Variety Stores 0.0      
--- Apparel and 0.0      
    Footwear Specialists       
--- Appliances and 0.0      
    Electronics Specialists       
--- Home Products 0.0      
    Specialists       
--- Health and Beauty 80.6      
    Specialists       
---- Beauty Specialists 0.0      
---- Pharmacies 80.6      
---- Optical Goods Stores 0.0      
---- Health and 0.0      
    Personal Care Stores       
--- Leisure and 0.0      
    Personal Goods       
    Specialists       
--- Other Non-Grocery 0.0      
    Retailers       
-- Vending 0.0      
-- Direct Selling 2.5      
- Retail E-Commerce 2.0      
Total 100.0      

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

Key: OTC = over the counter; SN = sports nutrition; VDS = vitamins and dietary supplements; WMW = weight 
management and wellbeing; HTP = herbal/traditional products; AC = Allergy Care; PCH = paediatric 
consumer health 

 

 

Table 17 Forecast Sales of Consumer Health by Category: Value 2023-2028 

 

BRL million 
 2023 2024 2025 2026 2027 2028 
 
Consumer Health 46,745.8 49,011.7 51,478.3 54,061.1 56,769.6 59,389.9 
OTC 27,815.8 28,583.5 29,363.6 30,152.8 30,923.0 31,668.0 
Sports Nutrition 4,358.6 4,960.5 5,627.4 6,385.2 7,226.4 8,087.1 
Vitamins and Dietary 12,596.5 13,372.4 14,263.7 15,161.8 16,128.3 17,015.2 
    Supplements       
Weight Management and 1,975.0 2,095.3 2,223.6 2,361.2 2,491.9 2,619.6 
    Wellbeing       
Herbal/Traditional 5,079.4 5,321.8 5,581.5 5,864.1 6,167.5 6,473.2 
    Products       
Allergy Care 783.9 801.4 821.3 843.3 868.5 893.9 
Paediatric Consumer 2,178.4 2,208.0 2,240.1 2,272.4 2,304.5 2,336.9 
    Health       

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

Note 1: Consumer health total is the sum of OTC, sports nutrition, vitamins and dietary supplements and weight 
management and wellbeing 

Note 2: Sum of categories is greater than the market size because allergy care is a duplicate of categories found 
in cough, cold and allergy remedies, dermatologicals and eye care; paediatric consumer health is an 
aggregate of paediatric categories in OTC and vitamins and dietary supplements; and herbal/traditional 
products is an aggregate of herbal/traditional categories in OTC and vitamins and dietary supplements 

Note 3: 2023 data is provisional and based on part-year estimates 

 

 

Table 18 Forecast Sales of Consumer Health by Category: % Value Growth 2023-2028 
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% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Consumer Health 4.8 4.9 27.0 
OTC 2.8 2.6 13.8 
Sports Nutrition 13.8 13.2 85.5 
Vitamins and Dietary Supplements 6.2 6.2 35.1 
Weight Management and Wellbeing 6.1 5.8 32.6 
Herbal/Traditional Products 4.8 5.0 27.4 
Allergy Care 2.2 2.7 14.0 
Paediatric Consumer Health 1.4 1.4 7.3 

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

Note 1: Consumer health total is the sum of OTC, sports nutrition, vitamins and dietary supplements and weight 
management and wellbeing 

Note 2: Sum of categories is greater than the market size because allergy care is a duplicate of categories found 
in cough, cold and allergy remedies, dermatologicals and eye care; paediatric consumer health is an 
aggregate of paediatric categories in OTC and vitamins and dietary supplements; and herbal/traditional 
products is an aggregate of herbal/traditional categories in OTC and vitamins and dietary supplements 

Note 3: 2023 data is provisional and based on part-year estimates 

 

 

 

APPENDIX 
 

Otc registration and classification 

 

▪ Pharmaceutical companies must have the necessary authorisation from the Secretariat of 

Health Surveillance and the Brazilian Health Regulatory Agency (Anvisa) to produce, stock, 

distribute, commercialise and transport drugs, before submitting their medicines for 

registration and classification. 

▪ In 2003, Anvisa published a range of resolutions about registration procedures, divided into 

the following six categories: new medicines; similar medicines; specific medicines (vitamins 

and minerals with at least one of the components above 100% of the recommended daily 

allowance – RDA); generic medicines; homeopathic medicines; and herbal medicines. For 

each type of medicine there are specific registration provisions. 

▪ Brazil also has the Medicines Market Regulation Chamber (CMED), which sets limits on drug 

prices, adopts rules that encourage competition, monitors marketing, and applies penalties 

when its rules are not complied with. From 2003, OTC medicines began to be released from 

the price ceiling stipulation and, from 2019, were no longer regulated by the CMED, making 

OTC prices free for market adjustment. 

▪ Anvisa has improved the OTC regulatory scenario in Brazil in recent years. The Resolution of 

the Collegiate Board of Directors (RDC) nº 98, of August 2016, is the current legislation that 

establishes the criteria and procedures for classifying medicines as OTC. According to this 

RDC, for a drug to be classified as non-prescription, it is necessary to prove seven criteria: i) 

time of commercialisation; ii) security; iii) easily identifiable symptoms; iv) use for a short 

period of time; v) be manageable by the patient; vi) present low risk; and vii) not have the 

potential to cause dependence. In 2021, a list with all OTC medicines became widely 

publicised with new mandatory details – such as the disclosure of the maximum concentration 

of substances – in accordance with Normative Instruction nº86/2021. This list is called LMIP 

and was refreshed in 2022, dealing with the adequacy of medicines already registered and 

making presentations more transparent to the regulated sector and the general population. 
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▪ Reimbursement is not a common practice in consumer health in Brazil. Instead, the 

government invests in health programmes to provide the low-income population with easy 

access to medicines, but all consumers with a doctor’s prescription can get medications in the 

Sistema Único de Saúde (SUS) Basic Health Units. The National Health System – SUS – 

integrates the goal of universal health coverage in its legislation, recognising health as a right 

of citizens and a responsibility of government. Inspired by the NHS system in the UK, the 

system guarantees universal and free access to the entire population of the country, including 

refugees and asylum seekers. 

▪ The Popular Pharmacy Program Brazil is a federal government programme that aims to 

complement the availability of medicines in primary healthcare through a partnership with 

pharmacies in the private channel. Thus, in addition to Basic Health Units and/or municipal 

pharmacies, citizens are able to obtain medicines at accredited pharmacies. The programme 

provides free medications such as OTC products, including analgesics (mainly dipyrone and 

acetaminophen), and prescription remedies for the treatment of diabetes, asthma, 

hypertension and, on a subsidised basis, for dyslipidemia, rhinitis, Parkinson’s disease, 

osteoporosis, glaucoma, contraception, and geriatric incontinence products. In these cases, 

the Ministry of Health pays part of the value of the medicines (up to 90% of the reference 

value in the table), and the citizen pays the rest, according to the value charged by the 

pharmacy. 

▪ In Brazil, the advertising of OTC products to consumers is allowed via all media. According to 

a specific regulation from Anvisa, published in 2008 and revised in 2009, manufacturers and 

advertisers of non-prescription medicines must not do the following: use expressions such as 

“Demonstrated in clinical trials” or “Scientifically proven”; suggest that medication is the only 

possible treatment; use lay celebrities to state or suggest the use of medicines; use language 

that relates the use of medication with alcoholic or gastronomic excesses; direct messages 

towards children or adolescents; present abusive or misleading visual representations of 

changes in the human body caused by disease; or suggest that the usage of a medicine will 

affect an individual’s physical, intellectual, emotional, or sexual performance or beauty, unless 

specifically authorised by Anvisa. In addition, all advertising of OTC products must include: 

the commercial name of the medication, Anvisa registration number and list of active 

ingredients, as well as the following statement, “If symptoms persist, consult a doctor”, and, in 

the case of generic medications, “Generic medication – Law 9787/99”.  

▪ In November 2003, Anvisa published a specific regulation regarding the packaging and 

labelling of medicines. Specifically for OTC medication, the following must be included on the 

packaging: product indications and contra-indications (if this cannot be shown on the 

packaging, it is mandatory to include written instructions, or bulas, inside the packaging. If it is 

necessary to include a bula inside the packaging, the packaging must alert consumers to this 

through the message “information for patients on indications, contra-indications and 

precautions – see bula”); and the statement “follow the correct usage of the product; consult a 

doctor if symptoms persist”. Generic and herbal/traditional products have different restrictions: 

generic medicines must carry the phrase “medication approved in accordance with Law 

9787”; to identify a generic remedy, manufacturers must use the Brazilian Common 

Denomination or International Common Denomination, which is expressed by the active 

ingredient name (such as dipyrone); all herbal/traditional products must carry the word 

fitoterápico (herbal products); and herbal products cannot be identified as natural medicines 

(medicamento natural). 

▪ In May 2022, a law was passed that allows pharmaceutical laboratories to insert a QR Code 

on medication packages to access a digital package insert (Law 14.338/2022). The format 

must be easy to read and understand and allow for the conversion of text into audio or video. 
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▪ Based on Law 5991, approved in December 1976, the distribution of medicines is restricted to 

pharmacies. Retail e-commerce is increasing, but still accounts for a small proportion of sales, 

driven by chained pharmacies. According to RDC 44/2009, e-commerce retailers interested in 

selling medicines need to have a physical sales area (pharmacies), meaning that the pure e-

commerce of medicines is not allowed. 

 

Vitamins and dietary supplements registration and classification 

 

▪ The registration of vitamins and minerals classified as remedies follows Resolution 132, 

enacted in 2003, for specific medicines. The registration process is close to that for reference, 

similar, and generic medicines, except for the bioequivalence and bioavailability tests, which 

are not required for vitamins and minerals. Vitamins and minerals are classified under three 

categories, according to the recommended daily allowance: food supplements (dosages from 

25-100% of the recommended daily allowance); OTC medicines (above the RDA and up to 

the maximum allowed daily limit); and Rx medicines (above the maximum allowed or 

recommended daily limit established by Anvisa).  

▪ In the case of dietary supplements, registration and classification also varies according to 

Anvisa’s definitions: food supplements (fish oils, evening primrose oil, royal jelly, linseed oil, 

fibre, lecithin, guarana, lycopene, chitosan, propolis); herbal OTC medicines (garlic, ginseng, 

artichoke, Indian chestnut, aloe vera, calendula, black cohosh, camomile, espinheira santa, 

melissa, peppermint, passiflora, maracock, cascara sagrada, senna, white willow, confraria, 

tansy, guaco, polygala, arnica); and herbal Rx medicines (ginkgo biloba above 40mg, uvaursi, 

centella, echinacea, St John’s Wort, kava-kava, valerian, hamamelis and other herbal 

products not classified under herbal OTC medicines). For dietary supplements classified as 

herbal medicines and herbal/traditional remedies, there is a specific phytotherapy regulation – 

Resolution 48, approved in March 2004. Herbal products considered as foodstuffs follow the 

regulations imposed by Anvisa. The advertising, distribution, packaging and labelling of 

vitamins and dietary supplements classified as herbal OTC and Rx medicines follow the same 

obligations mentioned previously for OTC products.  

▪ Anvisa is strict regarding the health claims on packaging and in advertising campaigns. Only 

products classified as medicines can have their health claims presented on the packaging and 

in advertising campaigns, while products classified as foods cannot advertise health benefits, 

unless they obtain prior approval from Anvisa.  

▪ Vitamins and dietary supplements are sold mainly in pharmacies. In addition, they can also be 

sold through health retailers known as body shops and chained green stores. Retail e-

commerce accounts for a small proportion of sales. 

 

Self-medication/self-care and preventive medicine 

 

▪ In Brazil, although self-medication is a common practice, it is still not developed as a public 

health policy. According to the World Self-Medication Industry (WSMI), drawing a clear 

distinction between OTC and Rx medicines is the first key to developing a policy towards a 

self-medication framework. Although in Brazil there is a regulation for this distinction, 

government control of some types of Rx medicines is loose (e.g., “red stripe” medicines), 

which means it is very common to buy Rx medicines over the counter without a prescription, 

mainly in certain regions of the country and on the outskirts of large cities. In order to reduce 

this problem, Anvisa has adopted some measures to avoid this situation. For instance, since 

2013 antibiotics have only been available via prescription.  
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▪ Many factors contribute to this scenario. Industry specialists affirm that as there are no 

reimbursement policies in the country, the regulatory agencies are very conservative in their 

prescription-to-non-prescription policy. Unsurprisingly, there is restricted availability of OTC 

medicines in comparison with markets in which the self-medication culture is more developed, 

such as the US, Canada, and the EU. On the other hand, the Brazilian healthcare system is 

riddled with problems, which restricts access to public healthcare. As a result, many 

consumers use Rx medicines for treating minor ailments at home, and the distinction between 

responsible and irresponsible self-medication has faded. In this context, self-medication has 

been historically misunderstood, and perceived as a synonym for irresponsible use of 

prescription medication or abusive use of OTC products, both by the media and government 

authorities.  

▪ Since 2012 Anvisa has allowed pharmacies to make OTC products accessible to consumers 

on shelves. During this period, many pharmacies changed their layouts to meet this new 

legislation, enlarging their dermocosmetics and beauty and personal care ranges. Chained 

pharmacies are committed to the correct display of medicines without a prescription, grouped 

in the main categories of OTC and vitamins and dietary supplements, with clear signage and 

presentation of products by type of need.  

▪ Currently, pharmaceutical associations have emphasised that self-care with correct OTC drug 

information helps public health, saving SUS money on medical consultations for less severe 

illnesses such as headaches, and investing this money for patients with more serious 

diseases.  

▪ The association that has taken care of OTC medicines since February 2022 is ACESSA 

(Brazilian Association of the Industry of Self-Care in Health Products), which replaced ABIMIP 

with the aim of expanding the debate on self-care in health to include other industries related 

to the health and wellness. 

 

Switches 

 

▪ There were no switches from prescription (Rx) to OTC, or BTC (pharmacy) to OTC, and no 

reverse switches of OTC to Rx (prescription), or BTC (pharmacy) to prescription (Rx) between 

2022 and 2023. 

 

 

DISCLAIMER 
Forecast and scenario closing date: 4 September 2023  

Report closing date: 18 March 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. 

 

 

DEFINITIONS 
The total market size given for consumer health is the sum of OTC, sports nutrition, vitamins 

and dietary supplements and weight management and wellbeing. 

The sum of these categories is greater than actual market size because allergy care is a 

duplicate of categories found in cough, cold and allergy (hay fever) remedies, dermatologicals 

and eye care; paediatric consumer health is an aggregate of paediatric categories in OTC and 
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vitamins and dietary supplements; and herbal/traditional products is an aggregate of 

herbal/traditional categories in OTC and vitamins and dietary supplements. 

2023 data are provisional and based on part-year estimates. 

 

 

SOURCES 
Sources used during the research included the following: 

 

Summary 1 Research Sources 

Official Sources Agência Nacional de Vigilância Sanitária 

(ANVISA) 

 Conselho Federal de Medicina (CFM) 

 Instituto Nacional de Cancer (INCA) 

Trade Associations Abenutri 

 ABEVD 

 ABIAD 

 ABIFISA 

 ABIMIP 

 Abradilan 

 Abrafarma 

 ACESSA 

 Associação Brasileira da Indústria de 

Medicamentos Isentos de Prescriç¦o (ABIMIP) 

 Associação Brasileira da Indústria Fitoterápica 

(ABIFITO) 

 Associação Brasileira de Redes de Farmácias 

e Drogarias (ABRAFARMA) 

 Associação Brasileira dos Supermercados 

(ABRAS) 

 Associação da Indústria Farmacêutica de 

Pesquisa (INTERFARMA) 

 Associação Nacional dos Laboratórios 

(ALANAC) 

 Brasnutri 

 Federação Brasileira da Indústria 

Farmacêutica (FEBRAFARMA) 

 SINDUSFARMA 

 World Self-Medication Industry (WSMI) 

Trade Press Agência Câmara 
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 DCI- Indústria, Comércio e Serviços 

 Economist, The 

 Estado de São Paulo 

 Estado do Parana 

 Farmácia Central 

 Folha de SP 

 Forbes Media LLC 

 Gazeta do Povo 

 Guia da Farmácia 

 Investnews 

 Jornal do Commercio 

 O Globo 

 Panorama Brasil 

 Redação Medicina S/A 

 Revista Distribuição 

 Revista Exame 

 Revista Indústria Farmacêutica 

 Revista Isto É Dinheiro 

 Revista Kairos 

 Revista Médico Dr 

 Revista Pharma Business 

 Revista Veja 

 Revista Voce SA 

 RSM Pharma 

 Valor Econômico 

Source: Euromonitor International 
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