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AWAY-FROM-HOME TISSUE AND 
HYGIENE IN AUSTRALIA - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Value sales msp increase by 8% in current terms in 2023 to AUD958 million 

▪ Away-from-home hygiene is the best performing category in 2023, with value sales msp 

growing by 10% in current terms to AUD338 million 

▪ Sales msp are set to grow at a current value CAGR of 5% (2023 constant value CAGR of 2%) 

over the forecast period to AUD1.2 billion 

 

 

2023 DEVELOPMENTS 
 

Growth for afh tissue in australia 

Overall away-from-home (AFH) tissue and hygiene in Australia experienced notable volume 

and current value growth rates in 2023. Growth in retail tissue was driven by several factors, 

including persistent hygiene habits formed during the pandemic, the return of employees to 

offices, and an increase in inbound and domestic travellers. According to Tourism Research 

Australia (TRA), there was a significant increase in travel demand and trips in 2023. Domestic 

trips increased by 4%, while inbound trips saw a remarkable 95% increase. This influx of 

travellers, both domestic and international, contributed to growth in AFH tissue. 

The positive performance of AFH tissue in 2023 also benefited from greater mobility, dining 

out, food takeaway needs, and the reopening of restaurants. The growth in demand for AFH 

napkins, boxed facial tissues, and paper towels persisted as consumers spent more time in 

foodservice outlets. The growth of AFH tissue in Australia was supported by the horeca (hotels, 

restaurants, and catering) channel, which experienced increased foot traffic by travellers and 

office workers. Despite seeing strong growth in 2023, AFH tissue still faced challenges, such as 

a significant increase in energy prices and the rising cost of raw materials such as wood pulp. 

These factors led to an increase in the average unit price, contributing to a high single-digit 

increase in current value terms. 

 

Players take action to deal with rising costs 

In 2023, the Australian market faced ongoing challenges due to the high costs of production 

and inflationary pressures, which impacted AFH tissue and hygiene. Raw materials costs, 

including wood pulp, continued to rise throughout the year, placing additional strain on 

manufacturers. Furthermore, the escalating cost of energy further exacerbated the challenges 

faced by manufacturers. One notable development in response to these challenges was the 

decision by Sorbent Paper Company to relocate some of its manufacturing operations offshore 

to Indonesia and permanently close paper machines in Box Hill, Victoria, which will affect 

production capacity for Sorbent Professional. This decision was influenced by concerns about 

the reliability of gas supply on the east coast of Australia, and a substantial increase in the 

company’s gas bill, which surged by almost 300%. 
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To cope with rising production costs, manufacturers were compelled to pass on some of these 

to consumers, resulting in increased average unit prices for both AFH hygiene and AFH tissue 

in 2023. Meanwhile, the details of Kimberly-Clark’s new organisational structure of simplified 

operations is still uncertain. Despite these challenges, the majority of tissue businesses in 

Australia remain committed to boosting domestic production capacity and achieving self-reliance 

to address the ongoing issues related to production costs. 

 

Driving sustainability: Manufacturers’ actions in afh tissue and hygiene 
in australia 

The increasing importance of sustainability and environmental protection amongst customers 

in Australia has prompted manufacturers in AFH tissue and hygiene to take proactive measures 

towards sustainability. Solaris Paper, in collaboration with fibre and base paper supplier Asia 

Pulp & Paper, has demonstrated a commitment to zero deforestation by utilising plantation-

grown, rapidly renewable trees. In addition, Solaris Paper is focusing on incorporating rapidly 

renewable fibre and ensuring responsible sourcing practices. Kimberly-Clark Professional has 

intensified its efforts to reduce waste in transportation and manufacturing processes. Notably, in 

Australia, the company has made significant strides in reducing plastic in the supply chain by 

shipping pallets without stretch wrap. Furthermore, Kimberly-Clark Professional aims to 

incorporate an average of 20% recycled content across plastic packaging by 2025. It is 

expected to incorporate 30% recycled plastic into the poly film packaging of multifold towels in 

the Asia Pacific region. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Outlook for afh tissue and hygiene in australia 

AFH tissue and hygiene was heavily impacted by the pandemic, with restrictions on 

movement leading to subdued demand from hospitality, public areas, and office buildings. 

However, as consumers returned to offices, socialising, and travelled more freely, the category 

showed a full recovery to the pre-pandemic level of sales in 2023. The performance of AFH 

tissue and hygiene in Australia is closely tied to the broader economic situation, and a 

restoration of consumer confidence could lead to an improved performance in the forecast 

period, with the category set to maintain retail volume and current value growth in the forecast 

period. 

Over the forecast period, overall away-from-home (AFH) tissue and hygiene in Australia is 

anticipated to experience a slowdown in growth during the first half of the forecast period. 

Despite this, AFH adult incontinence is expected to see higher growth rates, driven by 

demographic factors such as population growth and an ageing population. The high cost of 

living pressures expected to persist in the first half of the forecast period may hinder consumers’ 

ability to dine out frequently or take long trips, impacting demand for AFH tissue products. 

However, as workplaces gradually reopen and employees return to office settings, there is still 

expected to be a positive impact on the volume growth of AFH tissue and hygiene products. 

While volume growth in retail tissue is expected to be modest during the first half of the forecast 

period, the current value CAGR is anticipated to be slightly higher, driven by predictions of 

increased raw materials and production costs. This highlights the ongoing challenges faced by 

manufacturers in managing costs while meeting demand for AFH tissue and hygiene products. 
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Navigating challenges and opportunities 

The forecast for the travel industry poses a challenge to the further growth of AFH tissue and 

hygiene in Australia. With an increasing imbalance between housing supply and demand, the 

lodging industry is experiencing rising room prices, and prices are expected to continue 

increasing, potentially deterring consumers from planning longer trips or planning to take a trip. 

This imbalance in housing supply is expected to persist during the forecast period, exacerbated 

by increased migration, the limited availability of housing, and low construction approval rates. 

However, Australia’s ageing population is anticipated to drive higher demand for AFH adult 

incontinence products. According to Austrade, approximately 125,000 Australians living in 

residential aged care were affected by incontinence in 2021, with this number projected to 

double by 2031. The pandemic further delayed the transition of many older Australians into 

aged care facilities, resulting in pent-up demand for these products which is set to be released. 

 

The rise of eco-friendly alternatives 

The demand for sustainability is expected to continue to shape AFH tissue and hygiene 

during the forecast period. As consumers prioritise environmentally-friendly options, businesses 

will need to respond by offering green alternatives to meet their needs. For instance, in Australia 

hotels are increasingly embracing sustainability and getting eco certifications. Accor plans to get 

its 5,400 hotels, including hotels in Australia, to obtain external sustainable certifications to show 

their commitment in contributing to net zero carbon emissions. This shift presents opportunities 

for manufacturers and distributors to introduce eco-friendly products, such as bamboo-based 

tissue, recycled paper towels, biodegradable wipes, and toilet paper with minimal plastic 

packaging, aligned with the consumer preference for sustainable options. By offering these 

products, businesses can not only reduce waste generation and their carbon footprint, but also 

enhance their image of corporate social responsibility. 

There is also an anticipated trend towards implementing green energy in manufacturing 

processes. Concerns about the reliability of gas supply and rising gas bills have prompted 

manufacturers such as Kimberly-Clark to explore alternative energy sources. For example, 

Kimberly-Clark is planning to use green hydrogen at its tissue mill in eastern South Australia, 

aiming to move away from its reliance on gas. This transition is planned in stages, with the initial 

phase involving the production of green hydrogen to be blended into the natural gas feed, 

ultimately reducing the plant’s environmental impact. 

 

 

CATEGORY DATA 
 

Table 1 Sales of Away-From-Home Tissue and Hygiene by Category: Value 2018-2023 

 

AUD million 
 2018 2019 2020 2021 2022 2023 
 
Away-from-Home Tissue 761.4 792.8 776.0 794.2 885.3 957.6 
    and Hygiene       
Away-from-Home Hygiene 230.8 248.3 258.2 270.8 308.5 338.2 
- AFH Adult Incontinence 230.8 248.3 258.2 270.8 308.5 338.2 
Away-from-Home Tissue 530.6 544.5 517.8 523.4 576.8 619.4 
- AFH Boxed Facial 21.8 22.5 18.6 18.3 19.9 21.2 
    Tissues       
- AFH Paper Tableware 53.4 54.2 44.9 43.9 47.9 50.5 
-- AFH Napkins 52.8 53.5 44.3 43.4 47.3 50.0 
-- AFH Tablecloths 0.7 0.7 0.6 0.5 0.6 0.6 
- AFH Paper Towels 220.2 226.2 229.4 233.3 257.7 277.3 
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- AFH Toilet Paper 197.5 202.5 179.7 178.8 196.2 210.3 
- AFH Wipers 37.8 39.2 45.2 49.0 55.2 60.1 

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

 

 

Table 2 Sales of Away-From-Home Tissue and Hygiene by Category: % Value Growth 
2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Away-from-Home Tissue and Hygiene 8.2 4.7 25.8 
Away-from-Home Hygiene 9.6 7.9 46.6 
- AFH Adult Incontinence 9.6 7.9 46.6 
Away-from-Home Tissue 7.4 3.1 16.7 
- AFH Boxed Facial Tissues 6.6 -0.6 -2.8 
- AFH Paper Tableware 5.5 -1.1 -5.5 
-- AFH Napkins 5.5 -1.1 -5.3 
-- AFH Tablecloths 0.4 -3.5 -16.2 
- AFH Paper Towels 7.6 4.7 25.9 
- AFH Toilet Paper 7.2 1.3 6.5 
- AFH Wipers 8.9 9.7 59.1 

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

 

 

Table 3 Sales of Away-From-Home Paper Towels by Type: % Value 2018-2023 

 

% away-from-home value msp 
 2018 2019 2020 2021 2022 2023 
 
Interleaf 45.3 45.5 55.7 57.9 58.0 59.2 
Roll 54.7 54.5 44.3 42.1 42.0 40.8 
Other - - - - - - 
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 4 Distribution of Away-From-Home Tissue and Hygiene by Format: % Value 2018-
2023 

 

% away-from-home value 
 2018 2019 2020 2021 2022 2023 
 
Business/industry 19.0 18.7 16.1 15.2 15.7 15.9 
Horeca 20.1 19.8 18.3 17.4 17.7 17.7 
Hospitals/healthcare 49.0 49.8 54.4 55.8 55.5 55.4 
Public 11.9 11.7 11.3 11.6 11.2 11.1 
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, 
trade interviews, trade sources 

 

 

Table 5 Distribution of Away-From-Home Tissue and Hygiene by Format and Category: 
% Value 2023 
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% away-from-home value 
 Away-from-Home Away-from-Home 
 Hygiene Tissue 
 
Business/industry 0.0 24.5 
Horeca 0.0 27.4 
Hospitals/healthcare 100.0 31.0 
Public 0.0 17.1 
Total 100.0 100.0 

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

Key: AH = away-from-home hygiene; AT = away-from-home tissue 

 

 

Table 6 Forecast Sales of Away-From-Home Tissue and Hygiene by Category: Value 
2023-2028 

 

AUD million 
 2023 2024 2025 2026 2027 2028 
 
Away-from-Home Tissue 957.6 995.1 1,022.4 1,042.2 1,059.1 1,073.2 
    and Hygiene       
Away-from-Home Hygiene 338.2 361.9 381.6 396.6 411.2 425.2 
- AFH Adult Incontinence 338.2 361.9 381.6 396.6 411.2 425.2 
Away-from-Home Tissue 619.4 633.3 640.8 645.6 647.9 648.0 
- AFH Boxed Facial 21.2 21.6 21.9 22.1 22.2 22.3 
    Tissues       
- AFH Paper Tableware 50.5 51.4 51.8 52.1 52.3 52.5 
-- AFH Napkins 50.0 50.9 51.3 51.6 51.8 52.0 
-- AFH Tablecloths 0.6 0.5 0.5 0.5 0.5 0.5 
- AFH Paper Towels 277.3 284.5 287.1 288.2 288.0 286.8 
- AFH Toilet Paper 210.3 213.5 216.1 217.8 218.7 218.8 
- AFH Wipers 60.1 62.2 63.9 65.4 66.7 67.7 

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

 

 

Table 7 Forecast Sales of Away-From-Home Tissue and Hygiene by Category: % Value 
Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Away-from-Home Tissue and Hygiene 3.9 2.3 12.1 
Away-from-Home Hygiene 7.0 4.7 25.7 
- AFH Adult Incontinence 7.0 4.7 25.7 
Away-from-Home Tissue 2.2 0.9 4.6 
- AFH Boxed Facial Tissues 2.2 1.0 5.2 
- AFH Paper Tableware 1.7 0.8 3.9 
-- AFH Napkins 1.8 0.8 4.1 
-- AFH Tablecloths -3.1 -3.1 -14.7 
- AFH Paper Towels 2.6 0.7 3.4 
- AFH Toilet Paper 1.5 0.8 4.0 
- AFH Wipers 3.6 2.4 12.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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TISSUE AND HYGIENE IN AUSTRALIA 
- INDUSTRY OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Tissue and hygiene in 2023: The big picture 

In 2023, tissue and hygiene in Australia performed well, with single-digit current value growth 

rates seen across both retail and away-from-home (AFH) tissue and hygiene, primarily driven by 

factors such as the high inflationary environment, and increased costs of raw materials and 

energy. Consequently, unit prices rose across the board. However, there were differences in 

terms of volume growth. 

Increases in prices for retail hygiene products prompted some consumers to be more 

discerning in their spending habits, leading to reduced usage for some, and a preference for 

cost-effective alternatives. For instance, some consumers chose reusable/washable menstrual 

underwear over disposable towels. This trend resulted in only marginal volume growth for retail 

hygiene categories such as nappies/diapers/pants, menstrual care, and retail adult 

incontinence, although overall demand remained higher than pre-pandemic levels due to 

demographic factors. Wipes experienced solid growth in volume terms, with various product 

types, such as all purpose cleaning wipes, baby wipes, moist toilet wipes, and general purpose 

wipes, performing well. These products have become integral to consumers’ daily lives. 

Retail tissue products are considered essential daily products, and volume demand continued 

to increase in 2023, partly due to a significant number of migrants entering Australia. However, 

consumers remained mindful of the high cost of living, prioritising affordability and value for 

money. This led more consumers to opt for budget brands or private label options. 

 

2023 key trends 

In 2023, affordability emerged as a key trend within retail tissue and hygiene, driven by the 

impact of the high cost of living. Despite economic challenges, sustainability remained a top 

priority for many players in the industry. Manufacturers sought to address both affordability and 

sustainability simultaneously, leading to innovative approaches and product offerings. ABC 

Tissue Products exemplified this trend by experiencing growth in retail value terms while also 

demonstrating a strong commitment to sustainability. It achieved this by removing plastic from 

its facial tissue boxes, and offering larger tissue sizes, which reduces the need for multiple 

tissues and minimises waste. Similarly, Who Gives a Crap capitalised on the growing demand 

for sustainable products by introducing double-length recycled paper towel rolls, providing 

consumers with an eco-friendly alternative. In retail hygiene, TOM Organic launched a Reusable 

Liner made with organic cotton, allowing consumers to wash and reuse it up to 40 times. This 

not only promotes sustainability, but also offers cost savings over time compared with 

disposable options. 

Retailers also joined the sustainability movement, with Coles removing the plastic openings 

from its tissue boxes and transitioning to boxes made of at least 95% recycled material. This 

initiative is expected to significantly reduce plastic waste, and has been prominently featured in 

its product descriptions, aligning with consumers’ growing interest in environmentally-friendly 

products. 
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Competitive landscape 

In 2023, Kimberly-Clark Australia maintained its leadership of retail tissue and hygiene in 

value terms. With top brands such as Huggies in nappies/diapers/pants, U by Kotex in 

menstrual care, and Kleenex in retail tissue, as well as a strong presence in retail adult 

incontinence with Poise and Depend, Kimberly-Clark remained a strong player in the market. 

ABC Tissue Products followed closely as the second-largest player in 2023, with its Quilton 

brand holding a significant value share in retail tissue. Essity AustralAsia, with its new product 

portfolio of sustainable washable menstrual underwear Modibodi, gained more traction in 2023 

due to significant improvement of the penetration rate of such products. As consumers became 

increasingly price-sensitive in 2023, private label products gained traction, particularly in 

categories in which the differences between brands and private label options are less apparent. 

Despite their focus on affordability, consumers remained unwilling to compromise on quality, 

leading some high-quality products in retail tissue and hygiene to witness both volume and 

value growth. 

 

Retailing developments 

In 2023, supermarkets continued to dominate the distribution of retail tissue and hygiene 

products in Australia. Consumers appreciate the convenience of purchasing these products 

while shopping for groceries or other related items in the same store. Retailers responded to the 

consumer demand for cost-efficient options by introducing more big packs on shelves. For 

example, Coles launched 80 new bulk-sized household essentials in July 2023, offering savings 

of up to 70% for customers who switch to larger packs. Its Big Pack Value range includes baby 

necessities, retail tissue products, and hygiene products, in supersized value packs. 

Discounters also experienced strong growth in retail value sales in 2023, as consumers became 

more mindful of their spending and planned their shopping ahead. Visiting discounters has 

become a regular part of many consumers’ grocery shopping routine, reflecting their emphasis 

on finding value for money. 

The growth of e-commerce was initially boosted by pandemic-related home seclusion in 2020. 

After a decline in share as the pandemic ended, e-commerce penetration saw a significant 

rebound in Australia in 2023, with more households choosing to shop online for at least part of 

their grocery needs. Many brands offer subscription services on their e-commerce platforms to 

enhance convenience and lower overall costs for consumers. This strategy aims to increase 

repeat orders and brand loyalty among consumers. E-commerce is expected to play an 

increasingly important role in the retail landscape during the forecast period. 

 

What next for tissue and hygiene? 

Tissue and hygiene in Australia is anticipated to maintain a positive performance in the 

forecast period, with solid current value growth and lower volume growth rates for both retail and 

AFH tissue and hygiene. Consumers are expected to face persistent challenges related to the 

high cost of living, and manufacturers are expected to see rising prices of raw materials and 

energy. Consequently, consumers are more likely to adopt a more cautious approach to 

spending, necessitating careful planning and consideration of their needs. There may not be 

significant potential for robust volume growth, which will present a challenge for players seeking 

to remain competitive in a mature industry. To address this challenge, players are likely to 

continue exploring strategies focused on product differentiation, such as themed packaging, 

offering a broader range of sheet sizes, and incorporating sophisticated designs. For example, 

collaborations with popular IPs such as CoComelon have enabled Rascal & Friends to introduce 

limited-edition collections of branded nappies/diapers and training pants, catering to the 

consumer preference for novelty and variety. In addition, like other companies, Sorbent has 
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refreshed its product line with redesigned packaging and communications to emphasise its 

Australian heritage, enhance its product identity, and ensure easy navigation of benefits for 

consumers. 

The demand for retail hygiene products, particularly retail adult incontinence products, is 

heavily influenced by demographic factors. Retail adult incontinence is expected to experience 

growth throughout the forecast period, driven by an ageing population, and as the category still 

has significant untapped potential. However, the increasing acceptance and availability of 

sustainable washable absorbent underwear may constrain the growth of disposable retail adult 

incontinence products. Conversely, retail volume growth of nappies/diapers/pants is expected to 

be more subdued due to the anticipated decline in the birth rate in Australia over the forecast 

period. 

 

 

MARKET INDICATORS 
 

Table 8 Birth Rates 2018-2023 

 

per '000 population 
 2018 2019 2020 2021 2022 2023 
 
Birth rates 12.2 12.0 11.5 12.3 11.6 11.6 

Source: Euromonitor International from official statistics 

 

 

Table 9 Infant Population 2018-2023 

 

'000 
 2018 2019 2020 2021 2022 2023 
 
0-4 yrs female 759.6 754.4 745.4 733.1 734.1 740.0 
0-4 yrs male 803.8 799.7 789.6 775.9 776.5 782.6 
0-4 yrs total 1,563.4 1,554.0 1,535.0 1,509.0 1,510.5 1,522.6 

Source: Euromonitor International from official statistics 

 

 

Table 10 Female Population by Age 2018-2023 

 

'000 
 2018 2019 2020 2021 2022 2023 
 
Female population: 12,573.0 12,757.6 12,920.6 12,936.0 13,098.3 13,250.3 
    January 1st       
0-4 yrs 759.6 754.4 745.4 733.1 734.1 740.0 
5-9 yrs 780.7 786.5 787.1 784.9 782.6 776.7 
10-14 yrs 736.4 757.3 778.2 788.3 796.6 801.1 
15-19 yrs 723.7 725.1 720.2 717.3 742.9 770.5 
20-24 yrs 845.0 845.9 827.0 785.8 791.6 802.0 
25-29 yrs 932.5 942.3 937.2 903.0 901.5 897.4 
30-34 yrs 937.6 951.8 962.7 958.7 967.5 973.1 
35-39 yrs 867.3 898.1 926.0 939.0 953.9 963.3 
40-44 yrs 802.3 806.5 819.7 838.5 863.0 890.8 
45-49 yrs 851.7 853.1 851.5 832.6 819.1 812.5 
50-54 yrs 778.1 783.0 796.8 817.5 839.6 849.6 
55-59 yrs 781.0 791.5 799.1 788.1 779.6 772.7 
60-64 yrs 698.4 716.4 741.7 754.1 766.4 776.9 
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65-69 yrs 619.7 633.7 652.8 662.8 675.3 687.9 
70-74 yrs 518.6 542.7 570.4 592.1 593.2 600.4 
75-79 yrs 364.4 380.0 399.5 419.4 454.7 483.7 
80+ yrs 576.1 589.5 605.3 620.9 636.9 651.6 

Source: Euromonitor International from official statistics 

 

 

Table 11 Total Population by Age 2018-2023 

 

'000 
 2018 2019 2020 2021 2022 2023 
 
Population at January 1st 24,963.3 25,334.8 25,649.2 25,685.4 26,005.5 26,304.0 
0-4 yrs 1,563.4 1,554.0 1,535.0 1,509.0 1,510.5 1,522.6 
5-9 yrs 1,604.7 1,616.4 1,619.5 1,616.3 1,612.0 1,599.2 
10-14 yrs 1,517.7 1,560.8 1,602.8 1,623.6 1,638.7 1,648.2 
15-19 yrs 1,488.3 1,494.8 1,486.4 1,479.2 1,533.6 1,590.0 
20-24 yrs 1,730.5 1,740.1 1,704.3 1,622.9 1,637.0 1,658.0 
25-29 yrs 1,869.1 1,892.2 1,885.0 1,821.5 1,825.0 1,822.7 
30-34 yrs 1,859.8 1,886.4 1,908.9 1,899.2 1,914.4 1,927.3 
35-39 yrs 1,725.8 1,785.7 1,840.5 1,867.1 1,894.0 1,908.2 
40-44 yrs 1,594.9 1,599.1 1,621.2 1,654.4 1,704.6 1,762.7 
45-49 yrs 1,675.9 1,683.6 1,682.9 1,650.0 1,621.7 1,605.8 
50-54 yrs 1,532.0 1,540.8 1,568.3 1,611.7 1,653.4 1,673.1 
55-59 yrs 1,533.5 1,553.7 1,567.1 1,550.8 1,533.6 1,519.3 
60-64 yrs 1,359.6 1,394.0 1,439.5 1,465.5 1,491.7 1,514.2 
65-69 yrs 1,209.9 1,230.6 1,262.8 1,280.5 1,302.2 1,324.7 
70-74 yrs 1,017.7 1,061.4 1,111.1 1,146.8 1,143.7 1,153.3 
75-79 yrs 697.4 729.4 768.0 807.3 874.3 929.5 
80+ yrs 983.3 1,011.7 1,046.0 1,079.6 1,115.1 1,145.3 

Source: Euromonitor International from official statistics 

 

 

Table 12 Households 2018-2023 

 

 2018 2019 2020 2021 2022 2023 
 
Households ('000) 9,260.4 9,480.9 9,693.3 9,808.4 10,024.2 10,232.4 
Average number of 2.7 2.7 2.6 2.6 2.6 2.6 
    occupants per household       
    (Number)       

Source: Euromonitor International from official statistics 

 

 

Table 13 Forecast Infant Population 2023-2028 

 

'000 
 2023 2024 2025 2026 2027 2028 
 
0-4 yrs female 740.0 748.5 760.7 772.3 782.6 792.1 
0-4 yrs male 782.6 790.7 803.9 816.8 827.8 837.9 
0-4 yrs total 1,522.6 1,539.3 1,564.6 1,589.1 1,610.4 1,630.0 

Source: Euromonitor International from official statistics 

 

 

Table 14 Forecast Female Population by Age 2023-2028 
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'000 
 2023 2024 2025 2026 2027 2028 
 
Female population: 13,250.3 13,400.1 13,546.9 13,690.9 13,831.2 13,970.3 
    January 1st       
0-4 yrs 740.0 748.5 760.7 772.3 782.6 792.1 
5-9 yrs 776.7 770.8 764.5 758.0 757.9 762.8 
10-14 yrs 801.1 803.9 802.3 804.1 800.2 793.5 
15-19 yrs 770.5 794.8 816.8 829.3 835.9 839.2 
20-24 yrs 802.0 813.8 825.0 842.7 867.9 893.6 
25-29 yrs 897.4 894.8 895.6 899.9 904.3 913.1 
30-34 yrs 973.1 975.8 974.6 968.7 963.0 956.4 
35-39 yrs 963.3 973.1 983.7 993.9 1,001.1 1,005.3 
40-44 yrs 890.8 915.4 939.2 955.9 968.6 977.1 
45-49 yrs 812.5 815.0 823.8 842.8 865.1 892.1 
50-54 yrs 849.6 848.9 844.0 825.4 810.3 803.8 
55-59 yrs 772.7 774.7 783.0 805.3 825.1 834.7 
60-64 yrs 776.9 782.6 781.0 772.3 763.3 756.6 
65-69 yrs 687.9 701.6 714.7 729.7 742.3 752.4 
70-74 yrs 600.4 609.4 618.4 628.5 640.6 652.8 
75-79 yrs 483.7 504.7 524.3 541.8 542.7 549.6 
80+ yrs 651.6 672.2 695.3 720.3 760.3 795.1 

Source: Euromonitor International from official statistics 

 

 

Table 15 Forecast Total Population by Age 2023-2028 

 

'000 
 2023 2024 2025 2026 2027 2028 
 
Population at January 1st 26,304.0 26,597.8 26,885.9 27,168.2 27,443.1 27,715.2 
0-4 yrs 1,522.6 1,539.3 1,564.6 1,589.1 1,610.4 1,630.0 
5-9 yrs 1,599.2 1,587.5 1,573.1 1,559.1 1,558.5 1,568.5 
10-14 yrs 1,648.2 1,653.5 1,651.5 1,655.2 1,647.9 1,633.3 
15-19 yrs 1,590.0 1,639.5 1,682.4 1,707.0 1,718.4 1,725.6 
20-24 yrs 1,658.0 1,681.4 1,702.4 1,734.8 1,786.0 1,838.7 
25-29 yrs 1,822.7 1,822.1 1,828.3 1,841.4 1,852.2 1,869.7 
30-34 yrs 1,927.3 1,935.9 1,939.5 1,935.0 1,931.4 1,924.8 
35-39 yrs 1,908.2 1,925.1 1,944.4 1,961.9 1,974.1 1,984.2 
40-44 yrs 1,762.7 1,813.7 1,861.7 1,895.1 1,917.8 1,930.3 
45-49 yrs 1,605.8 1,607.0 1,621.8 1,657.1 1,703.1 1,759.5 
50-54 yrs 1,673.1 1,672.7 1,663.2 1,628.8 1,598.1 1,582.4 
55-59 yrs 1,519.3 1,521.6 1,536.9 1,578.3 1,615.5 1,634.6 
60-64 yrs 1,514.2 1,526.2 1,524.4 1,508.2 1,490.3 1,476.5 
65-69 yrs 1,324.7 1,351.7 1,377.1 1,405.8 1,432.0 1,453.6 
70-74 yrs 1,153.3 1,166.8 1,181.2 1,199.5 1,220.8 1,242.4 
75-79 yrs 929.5 966.7 1,000.7 1,029.9 1,027.8 1,037.4 
80+ yrs 1,145.3 1,187.1 1,232.8 1,282.1 1,358.6 1,423.8 

Source: Euromonitor International from official statistics 

 

 

Table 16 Forecast Households 2023-2028 

 

 2023 2024 2025 2026 2027 2028 
 
Households ('000) 10,232.4 10,435.4 10,629.4 10,815.0 10,992.8 11,164.3 
Average number of 2.6 2.5 2.5 2.5 2.5 2.5 
    occupants per household       
    (Number)       
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Source: Euromonitor International from official statistics 

 

 

 

MARKET DATA 
 

Table 17 Retail Sales of Tissue and Hygiene by Category: Value 2018-2023 

 

AUD million 
 2018 2019 2020 2021 2022 2023 
 
Retail Tissue and Hygiene 2,942.1 2,948.1 3,173.1 3,373.7 3,717.9 3,957.7 
Retail Hygiene 1,452.2 1,457.4 1,585.6 1,690.8 1,844.1 1,932.7 
- Retail Adult 173.4 184.0 203.6 225.6 244.1 253.7 
    Incontinence       
- Nappies/Diapers/Pants 641.7 651.8 698.5 750.1 826.3 866.2 
- Menstrual Care 290.1 262.9 266.3 258.9 273.7 286.0 
- Wipes 347.1 358.7 417.2 456.2 500.0 526.7 
Retail Tissue 1,489.9 1,490.7 1,587.5 1,682.9 1,873.8 2,025.0 
- Paper Towels 228.5 233.6 260.4 279.1 325.7 353.3 
- Paper Tableware 45.6 46.1 45.0 43.9 44.2 47.4 
- Facial Tissues 285.1 288.4 270.3 265.6 276.4 300.2 
- Toilet Paper 930.7 922.6 1,011.8 1,094.3 1,227.5 1,324.1 

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

 

 

Table 18 Retail Sales of Tissue and Hygiene by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Retail Tissue and Hygiene 6.4 6.1 34.5 
Retail Hygiene 4.8 5.9 33.1 
- Retail Adult Incontinence 4.0 7.9 46.3 
- Nappies/Diapers/Pants 4.8 6.2 35.0 
- Menstrual Care 4.5 -0.3 -1.4 
- Wipes 5.3 8.7 51.8 
Retail Tissue 8.1 6.3 35.9 
- Paper Towels 8.5 9.1 54.6 
- Paper Tableware 7.2 0.8 3.9 
- Facial Tissues 8.6 1.0 5.3 
- Toilet Paper 7.9 7.3 42.3 

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

 

 

Table 19 NBO Company Shares of Retail Tissue and Hygiene: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Kimberly-Clark Australia 32.7 32.3 32.7 32.2 31.7 
    Pty Ltd      
ABC Tissue Products Pty Ltd 14.5 14.5 14.1 12.8 12.2 
Solaris Paper Pty Ltd 11.2 10.4 9.9 11.5 11.7 
Woolworths Group Ltd 5.0 5.1 5.4 5.5 6.2 
Aldi Stores Supermarkets 6.3 6.2 6.0 5.3 5.6 

 

 

 

 

Data removed from sample 

 

 

 

 

 

Data removed from sample 

 

 

Data removed from sample 

 



A W A Y - F R O M - H O M E  T I S S U E  A N D  H Y G I E N E  I N  A U S T R A L I A  P a s s p o r t  13 

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

    Pty Ltd      
Essity AustralAsia - - 5.2 5.0 5.0 
Wesfarmers Ltd 5.0 5.2 5.1 4.8 4.5 
Goods Goods Pty Ltd 1.1 1.9 2.7 3.4 3.6 
Unicharm Australasia Pty 4.4 3.9 3.6 3.6 3.5 
    Ltd      
Reckitt Benckiser 1.7 2.1 2.2 2.0 2.0 
    (Australia) Pty Ltd      
Johnson & Johnson Pacific 2.6 2.1 1.6 1.4 1.3 
    Pty Ltd      
Rascals International Ltd 0.2 1.0 1.0 1.0 1.1 
Nice Pak Products Pty Ltd 0.3 0.4 0.4 0.5 1.0 
Church & Dwight 0.7 0.8 0.8 0.8 0.8 
    (Australia) Pty Ltd      
Encore Tissue Pty Ltd 0.1 0.3 0.4 0.7 0.8 
WaterWipes UC 0.2 0.4 0.6 0.8 0.8 
Procter & Gamble 0.2 0.5 0.8 0.8 0.8 
    Australia Pty Ltd      
RASCO Enterprises Pty Ltd 0.1 0.2 0.2 0.4 0.5 
The Economy Store Pty Ltd - 0.1 0.1 0.4 0.4 
Cottons Pty Ltd 0.4 0.4 0.4 0.4 0.4 
TOM Organic Pty Ltd 0.6 0.4 0.5 0.4 0.3 
Playtex Australia Pty Ltd 0.3 0.3 0.3 0.3 0.3 
No Issues Pty Ltd 0.2 0.2 0.2 0.3 0.3 
SC Johnson & Son Pty Ltd 0.4 0.4 0.3 0.3 0.3 
Colgate-Palmolive Pty Ltd 0.2 0.2 0.3 0.3 0.3 
Ecoriginals Trading Pty Ltd 0.1 0.2 0.2 0.2 0.2 
Zuru Pty Ltd - - 0.3 0.2 0.2 
Biopak Pty Ltd - - 0.2 0.2 0.2 
Organic Initiative Ltd - - 0.2 0.2 0.2 
DuluxGroup Ltd 0.1 0.1 0.2 0.2 0.2 
Asaleo Care Ltd 6.1 5.8 - - - 
Others 5.2 4.7 4.2 4.3 3.6 
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 20 LBN Brand Shares of Retail Tissue and Hygiene: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Huggies (Kimberly- Kimberly-Clark Australia 13.9 14.5 14.8 14.4 
    Clark Corp) Pty Ltd     
Quilton ABC Tissue Products Pty Ltd 13.8 13.6 12.4 11.9 
Sorbent (Essity AB) Solaris Paper Pty Ltd 7.3 7.0 8.5 9.3 
Kleenex (Kimberly- Kimberly-Clark Australia 10.8 10.0 9.1 8.7 
    Clark Corp) Pty Ltd     
Kleenex VIVA Kimberly-Clark Australia 2.8 2.8 3.2 3.7 
    (Kimberly-Clark Corp) Pty Ltd     
Who Gives a Crap Goods Goods Pty Ltd 1.9 2.7 3.4 3.6 
Babylove (Unicharm Unicharm Australasia Pty 3.9 3.6 3.6 3.5 
    Corp) Ltd     
Coles (Private Label) Wesfarmers Ltd 3.2 3.2 3.3 3.4 
Vevelle (Private Label) Woolworths Group Ltd 0.3 2.3 2.6 3.1 
Mamia (Private Label) Aldi Stores Supermarkets 3.4 3.1 2.6 2.8 
 Pty Ltd     
Tena (Essity AB) Essity AustralAsia - 2.7 2.7 2.6 
Handee (Essity AB) Solaris Paper Pty Ltd 2.6 2.6 2.7 2.2 
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U by Kotex (Kimberly- Kimberly-Clark Australia 2.5 2.4 2.2 2.2 
    Clark Corp) Pty Ltd     
Confidence (Private Aldi Stores Supermarkets 2.1 2.1 1.9 2.0 
    Label) Pty Ltd     
Libra (Essity AB) Essity AustralAsia - 2.0 1.9 1.8 
Poise (Kimberly-Clark Kimberly-Clark Australia 1.5 1.6 1.6 1.5 
    Corp) Pty Ltd     
Little One's (Private Woolworths Group Ltd 1.5 1.5 1.4 1.5 
    Label)      
Rascal & Friends Rascals International Ltd 1.0 1.0 1.0 1.1 
    (Zuru Inc)      
CUB Wesfarmers Ltd 1.8 1.9 1.5 1.1 
Pine 'O' Cleen Reckitt Benckiser 0.9 1.1 1.0 1.0 
    (Reckitt Benckiser (Australia) Pty Ltd     
    Group Plc (RB))      
Dettol (Reckitt Reckitt Benckiser 1.1 1.0 0.9 0.9 
    Benckiser Group Plc (Australia) Pty Ltd     
    (RB))      
iCare Encore Tissue Pty Ltd 0.3 0.4 0.7 0.8 
Curash (Church & Church & Dwight 0.7 0.8 0.8 0.8 
    Dwight Co Inc) (Australia) Pty Ltd     
WaterWipes (Irish WaterWipes UC 0.4 0.6 0.8 0.8 
    Breeze UC)      
babyU Nice Pak Products Pty Ltd 0.1 0.1 0.3 0.7 
Depend (Kimberly- Kimberly-Clark Australia 0.8 0.8 0.8 0.7 
    Clark Corp) Pty Ltd     
Always (Procter & Procter & Gamble 0.3 0.6 0.6 0.6 
    Gamble Co, The) Australia Pty Ltd     
Carefree (Kenvue Inc) Johnson & Johnson Pacific - - - 0.6 
 Pty Ltd     
Stayfree (Kenvue Inc) Johnson & Johnson Pacific - - - 0.6 
 Pty Ltd     
TOM Organic (Essity AB) Essity AustralAsia - 0.5 0.5 0.5 
Carefree (Johnson & Johnson & Johnson Pacific 0.9 0.7 0.7 - 
    Johnson Inc) Pty Ltd     
Stayfree (Johnson & Johnson & Johnson Pacific 0.9 0.6 0.6 - 
    Johnson Inc) Pty Ltd     
Tena (Essity AB) Asaleo Care Ltd 3.1 - - - 
Libra (Essity AB) Asaleo Care Ltd 2.3 - - - 
Others Others 13.7 12.1 12.2 11.6 
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 21 Penetration of Private Label in Retail Tissue and Hygiene by Category: % Value 
2018-2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Retail Tissue and Hygiene 14.1 14.7 14.7 14.6 14.0 15.1 
Retail Hygiene 12.9 13.7 13.7 13.7 12.4 13.3 
Retail Adult Incontinence 3.9 4.6 10.5 13.5 13.5 13.4 
Nappies/Diapers/Pants 16.3 17.3 16.2 14.4 12.1 13.4 
Menstrual Care 5.9 6.4 6.3 6.8 6.9 7.3 
Wipes 16.8 17.4 15.8 16.5 15.4 16.5 
Retail Tissue 15.3 15.6 15.6 15.6 15.6 16.8 
Paper Towels 22.9 22.6 20.8 21.2 18.2 19.0 
Paper Tableware 47.6 47.8 53.1 55.3 53.4 52.4 
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Facial Tissues 9.7 9.8 10.3 10.9 10.8 11.1 
Toilet Paper 13.6 14.0 14.0 13.8 14.7 16.3 

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

 

 

Table 22 Distribution of Retail Tissue and Hygiene 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 96.3 95.8 89.5 84.7 89.8 85.0 
-- Grocery Retailers 92.0 91.3 85.3 80.2 85.5 81.3 
--- Convenience Retail 0.8 0.8 0.6 0.6 0.5 0.4 
---- Convenience Stores 0.6 0.6 0.5 0.4 0.4 0.3 
---- Forecourt Retailers 0.2 0.2 0.2 0.1 0.1 0.1 
--- Supermarkets 81.6 80.8 75.1 70.5 76.5 71.3 
--- Hypermarkets 1.8 1.8 1.6 1.5 1.4 1.3 
--- Discounters 7.3 7.4 7.3 7.1 6.6 8.0 
--- Warehouse Clubs 0.2 0.2 0.2 0.2 0.2 0.1 
--- Food/drink/tobacco - - - - - - 
    specialists       
--- Small Local Grocers 0.4 0.4 0.4 0.4 0.3 0.2 
-- Non-Grocery Retailers 4.2 4.4 4.2 4.4 4.3 3.6 
--- General Merchandise 0.0 0.0 0.0 0.0 0.0 0.0 
    Stores       
---- Department Stores - - - - - - 
---- Variety Stores 0.0 0.0 0.0 0.0 0.0 0.0 
--- Apparel and - - - - - - 
    Footwear Specialists       
--- Appliances and - - - - - - 
    Electronics Specialists       
--- Home Products - - - - - - 
    Specialists       
--- Health and Beauty 4.1 4.3 4.1 4.3 4.2 3.5 
    Specialists       
--- Leisure and - - - - - - 
    Personal Goods       
    Specialists       
--- Other Non-Grocery 0.1 0.1 0.1 0.1 0.1 0.1 
    Retailers       
-- Vending 0.0 0.0 0.0 0.0 0.0 0.0 
-- Direct Selling 0.0 0.0 0.0 0.0 0.0 0.0 
- Retail E-Commerce 3.7 4.2 10.5 15.3 10.2 15.0 
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 23 Distribution of Retail Tissue and Hygiene by Format and Category: % Value 
2023 

 

% retail value rsp 
 Retail Retail Nappies/ Menstrual Wipes Retail 
 Hygiene Adult Diapers/ Care  Tissue 
  Incontinence Pants    
 
Retail Channels 100.0 100.0 100.0 100.0 100.0 100.0 
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- Retail Offline 83.7 80.9 79.8 89.5 88.5 86.2 
-- Grocery Retailers 77.6 58.8 75.0 87.3 85.8 84.9 
--- Convenience Retail 0.1 0.0 0.2 0.1 0.1 0.7 
---- Convenience Stores 0.1 0.0 0.2 0.1 0.1 0.5 
---- Forecourt Retailers 0.0 0.0 0.0 0.1 0.0 0.2 
--- Supermarkets 66.5 57.6 56.1 79.0 80.9 75.8 
--- Hypermarkets 1.9 0.4 3.0 0.4 1.6 0.7 
--- Discounters 8.8 0.6 15.3 7.0 3.1 7.3 
--- Warehouse Clubs 0.1 0.2 0.2 0.1 0.1 0.2 
--- Food/drink/tobacco 0.0 0.0 0.0 0.0 0.0 0.0 
    specialists       
--- Small Local Grocers 0.2 0.0 0.2 0.7 0.0 0.2 
-- Non-Grocery Retailers 6.1 22.1 4.8 2.1 2.7 1.2 
--- 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 5.9 22.1 4.8 2.1 2.1 1.2 
    Specialists       
--- Leisure and 0.0 0.0 0.0 0.0 0.0 0.0 
    Personal Goods       
    Specialists       
--- Other Non-Grocery 0.2 0.0 0.0 0.0 0.6 0.0 
    Retailers       
-- Vending 0.0 0.0 0.0 0.0 0.0 0.0 
-- Direct Selling 0.0 0.0 0.0 0.0 0.0 0.0 
- Retail E-Commerce 16.3 19.1 20.2 10.5 11.5 13.8 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
 
 Paper Paper Facial Toilet   
 Towels Tableware Tissues Paper   
 
Retail Channels 100.0 100.0 100.0 100.0   
- Retail Offline 86.5 94.5 87.7 85.4   
-- Grocery Retailers 86.5 94.3 82.0 84.8   
--- Convenience Retail 0.1 0.2 3.9 0.1   
---- Convenience Stores 0.1 0.1 3.0 0.1   
---- Forecourt Retailers 0.0 0.1 0.9 0.0   
--- Supermarkets 78.4 88.4 65.6 77.0   
--- Hypermarkets 0.7 1.0 2.1 0.4   
--- Discounters 7.0 4.0 10.0 6.9   
--- Warehouse Clubs 0.1 0.6 0.1 0.2   
--- Food/drink/tobacco 0.0 0.0 0.0 0.0   
    specialists       
--- Small Local Grocers 0.2 0.2 0.3 0.2   
-- Non-Grocery Retailers 0.0 0.2 5.7 0.6   
--- General Merchandise 0.0 0.2 0.1 0.0   
    Stores       
---- Department Stores 0.0 0.0 0.0 0.0   
---- Variety Stores 0.0 0.2 0.1 0.0   
--- Apparel and 0.0 0.0 0.0 0.0   
    Footwear Specialists       
--- Appliances and 0.0 0.0 0.0 0.0   
    Electronics Specialists       
--- Home Products 0.0 0.0 0.0 0.0   
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    Specialists       
--- Health and Beauty 0.0 0.0 5.6 0.5   
    Specialists       
--- Leisure and 0.0 0.0 0.0 0.0   
    Personal Goods       
    Specialists       
--- Other Non-Grocery 0.0 0.0 0.0 0.0   
    Retailers       
-- Vending 0.0 0.0 0.0 0.0   
-- Direct Selling 0.0 0.0 0.0 0.0   
- Retail E-Commerce 13.5 5.5 12.3 14.6   
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 

Key: RH = retail hygiene; RAC = retail adult incontinence; NDP = nappies/diapers/pants; MC = Menstrual 
Care; W = wipes; RT = retail tissue; PTO = paper towels; PTW = paper tableware; FT = facial tissues; 
TP = toilet paper 

 

 

Table 24 Forecast Retail Sales of Tissue and Hygiene by Category: Value 2023-2028 

 

AUD million 
 2023 2024 2025 2026 2027 2028 
 
Retail Tissue and Hygiene 3,957.7 4,009.5 4,060.7 4,112.4 4,162.5 4,213.2 
Retail Hygiene 1,932.7 1,953.3 1,980.8 2,011.2 2,043.7 2,078.9 
- Retail Adult 253.7 263.3 275.1 288.8 303.8 320.4 
    Incontinence       
- Nappies/Diapers/Pants 866.2 877.8 895.5 914.1 933.5 954.1 
- Menstrual Care 286.0 283.6 278.3 272.2 265.8 259.3 
- Wipes 526.7 528.6 532.0 536.1 540.6 545.2 
Retail Tissue 2,025.0 2,056.2 2,079.9 2,101.2 2,118.8 2,134.3 
- Paper Towels 353.3 362.4 371.4 380.2 388.4 396.1 
- Paper Tableware 47.4 47.5 47.5 47.1 46.6 46.1 
- Facial Tissues 300.2 304.5 308.5 312.1 315.4 318.6 
- Toilet Paper 1,324.1 1,341.7 1,352.5 1,361.8 1,368.4 1,373.6 

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

 

 

Table 25 Forecast Retail Sales of Tissue and Hygiene by Category: % Value Growth 
2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Retail Tissue and Hygiene 1.3 1.3 6.5 
Retail Hygiene 1.1 1.5 7.6 
- Retail Adult Incontinence 3.8 4.8 26.3 
- Nappies/Diapers/Pants 1.3 2.0 10.1 
- Menstrual Care -0.9 -1.9 -9.3 
- Wipes 0.4 0.7 3.5 
Retail Tissue 1.5 1.1 5.4 
- Paper Towels 2.6 2.3 12.1 
- Paper Tableware 0.3 -0.5 -2.7 
- Facial Tissues 1.4 1.2 6.1 
- Toilet Paper 1.3 0.7 3.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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DISCLAIMER 
Forecast closing date: 12 February 2024 

Report closing date: 14 May 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. 

 

 

SOURCES 
Sources used during the research included the following: 

 

Summary 1 Research Sources 

Official Sources Australian Bureau of Statistics 

 Australian Competition & Consumer 

Commission 

 CSIRO Forestry & Forest Products 

 Department of Health & Aging 

 UN Comtrade 

Trade Associations Australian Aerosol Association 

 Australian Asthma Foundation, The 

 Australian Paper Industry Council 

 Choice (Australian Consumers Association) 

 Continence Foundation of Australia Ltd 

 Packaging Council of Australia, The 

 Steel Can Recycling Council, The 

Trade Press Accomm News 

 Australian Financial Review, The 

 B&T Weekly 

 Bloomberg 

 Business Review Weekly 

 News.com.au 

 Retail World (RW) 

 Sydney Morning Herald 

Source: Euromonitor International 
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