
 

Unilever in Brazil 

In order to expand, Unilever should invest money in the lower-margin segment of the 

market because there are over 48 million predominantly low-income consumers in Brazil’s 

Northeast that it can expand to. By expanding to this new lower end segment of the market, 

Unilever can jump on the bandwagon of the fast growing detergent market and begin to develop 

customer loyalty from this part of the population. Since Unilever already has 81 percent share of 

the detergent powder category, the only way to grow is to expand into its most vulnerable area; 

the lower-margin segment. Additionally, if they don’t expand then P&G will attack them through 

this vulnerable segment. 

By investing money in the lower-margin segment of the market Unilever will have to 

divert investing money from their premium brands to this new segment. In the long run, Unilever 

would risk increasing the price competition within the detergent market and may risk the 

reputation of its premium corporate brand. Additionally, targeting the lower income segment is 

risky because the people don’t have money, and in the short term it would cannibalise 

high-margin sales with lower-margin ones. Ultimately, marketers were worried about its 

corporate reputation and the stock market’s response to this change. 

All of Unilever’s brands have positive value proposition, therefor Unilever should adapt 

the promise of Minerva and do a brand extension. Minerva is already considered to be one of 

Unilever's cheapest brands and comes in both detergent powder and laundry soap, which is 

attractive in the NE market. Additionally, Minerva is already the leader in the NE market with a 

19 percent market share, so Unilever already has an advantage. Furthermore, by lowering the 



price and extending to low-margin segment, Unilever would also be able to expand its laundry 

soap line.  

In order to be successful the brand extensions must market to the NE population in ways 

that is familiar to them. The detergent must produce a large amount of foam, have a strong 

pleasant smell, be able to remove remove stains, and not leave any residue on the fabric after 

rinsing, while still being cheaper than other formulas. The packaging of the product must be 

distinctive, simple, and in easy to recognize packages since most low-income consumers are 

barely literate.  The packaging should be in traditional cardboard boxes, since low-income 

consumers are attached to them, but must still be in budget, so the solution would be to launch 

multiple types and sizes. 

The brand’s price should be a perfect median. If priced too high, the product would be 

out of reach for the targeted segment. If priced too low, it would increase the inevitable 

cannibalization of existing Unilever brands. Additionally, Unilever should develop good 

relations with small store owners, since most low income shoppers trust and rely on them for 

advice and financing. The distribution should be through these stores, and Unilever can rely on 

its network of generalists who would rely on secondary, smaller local wholesalers to reach all 

stores. Since Brazilians are such avid television watchers, the brand should keep its key message, 

and continue to rely on media advertising. The advantages of using primarily media advertising 

are its low cost-per contact and high end reach, which is extremely helpful in expanding. 


