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“Brazilians are growing more dependent on the internet,
and this behavior is stronger among young consumers,
who are more likely to use the internet as a main source of
entertainment. With a higher familiarity with technology
and internet, young male adults are also more likely to
shop online and they tend to be an easy target for online
ads offered through entertainment sites.”

— Renata Pompa de Moura, Research Manager

This report looks at the following areas:
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This report provides a comprehensive understanding of the extent to which internet users integrate the R EPO RT N OW
internet into their daily lives. It provides an overview of the activities Brazilians do online, as well as
their internet safety concerns, and their behavior regarding the web and social media. A demographic
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New tax measures and price increase curb market sales
Figure 32: Forecast of sales in the BPC market based on current prices, by value, Brazil, 2009-19
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Figure 39: Sales in the vacation market, by value, Brazil 2009-14
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Strong dollar might make Brazilians spend less on international travel during the next five years
Figure 40: Forecast in the vacation market in Brazil, based on current prices, 2009-19

Key consumer findings
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Expenditure control

Online shopping
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The transport market has grown at a steady pace

Figure 41: Sales in the transport market in Brazil, by value, 2009-14

The transport market is forecast to grow by 30% in the next five years

Figure 42: Best- and worst-case forecast value sales of the transport market in Brazil, at current prices, 2009-19
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Sales in the technology and communications market more than doubled between 2009 and 2014

Figure 43: Sales in technology and communications market in Brazil, by value, 2009-14

Sales in the market will grow at a slower pace than in previous years

Figure 44: Best- and worst-case forecast value sales of the technology and communications market, at current prices, 2009-19
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The leisure and entertainment industry grew in a slow pace during 2009-14

Figure 45: Sales in the leisure and entertainment market in Brazil, by value, 2009-14

The leisure and entertainment industry is forecast to grow 16% by 2019
Figure 46: Best- and worst-case forecast value sales of the leisure and entertainment market in Brazil, at current prices, 2009-19
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Personal Finance and Housing
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Organizing personal finance becomes a priority

Figure 47: Sales in the personal finance and housing market in Brazil, by value, 2009-14

The housing market reaches stability

Figure 48: Best- and worst-case forecast value sales of personal finance and housing market in Brazil, at current prices, 2009-19
Key consumer findings
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Figure 49: Retail sales in the clothing and accessories market in Brazil, by value, 2009-14

A sluggish economy and consolidation will impact growth in the next five years
Figure 50: Best- and worst-case forecast value sales of the clothing and accessories market in Brazil, at current prices, 2009-19
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Miscellaneous Items
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Spending on education continues to fuel the miscellaneous items market

Figure 51: Retail sales in the miscellaneous items market in Brazil, by value, 2009-14

Inflation will drive up costs of school supplies

Figure 52: Best- and worst-case forecast value sales of miscellaneous market in Brazil, at current prices, 2009-19
Key consumer findings
Spending on health and smoking

Online versus offline

The Consumer — Activities Online

Key points
Emails and accessing social media are the most frequently done activities online

Figure 53: Activities online, December 2014

Young consumers stand out from old consumers in most online activities except online banking and reading the news
Figure 54: Activities online, by age group, December 2014

Young men: Far more likely to shop online
Figure 55: Shopping online, by gender, December 2014
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While social media is heaviest used in the South, online dating is biggest in the Northeast
Figure 56: Selected activities online, by region, December 2014

Trend application insight

The Consumer — Internet Safety

Key points

The safety of personal information is the highest concern of internet users
Figure 57: Online safety concern, December 2014

Parents”™ concerns with online activities vary as children age
Figure 58: Online safety concerns, by age of children in the household, December 2014

Internet users in the South are the most skeptical about the quality of products and reviews online
Figure 59: Selected online safety concerns, by region, December 2014

Trend application insight

The Consumer — Internet Usage Behavior

Key points

Connected 24/7
Figure 60: Internet use behavior, December 2014

Older users find it easy to switch off and ignore the internet after work
Figure 61: Internet use behavior, agreement with selected statements, by age group, December 2014

Products that monitor the health can appeal to many Southeasterners and males older than 45

Figure 62: Internet use behavior, agreement with the statement “i am interested in products that allow me to monitor my health”, by
age group and gender, December 2014

Figure 63: Internet use behavior, agreement with the statement “i am interested in products that allow me to monitor my health”, by
region, December 2014

Trend application insight

The Consumer — Social Media Behavior

Key points

Links to brands and reviews on social media attract more than a quarter of social media users
Figure 64: Social media behavior, December 2014

People with no children tend to access social media from smartphones

Figure 65: Social media behavior, agreement with the statement “i prefer to access social media websites (eg facebook, twitter) via my
smartphone, by presence of children in the household, December 2014
Figure 66: Social media behavior, agreement with selected statements, by marriage status, December 2014

Males tend to find it more beneficial to connect to influential people on social media

Figure 67: Social media behavior, agreement with the statement “i find it beneficial to connect with influential people on social media
(eg more experienced professional on LinkedIn), by gender, December 2014

Trend application insight
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