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MENSTRUAL CARE IN SINGAPORE - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales grow by 6% in current terms in 2023 to SGD62 million 

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

current terms to SGD11 million 

▪ Kao (S) Pte Ltd is the leading player in 2023, with a retail value share of 30% 

▪ Retail sales are set to grow at a current value CAGR of 5% (2023 constant value CAGR of 

2%) over the forecast period to SGD77 million 

 

 

2023 DEVELOPMENTS 
 

Slim/thin/ultra-thin towels achieve highest value growth in 2023 due to 
prioritisation of convenience and mobility 

Despite the declining female demographic aged 12-54, menstrual care continued to register 

low positive year-on-year growth in current value terms while retail volume transactions faced a 

small decline. While the threat of the COVID-19 pandemic no longer prompts higher hygiene-

conscious behaviour among Singaporeans, more Singaporean women and menstrual care 

product users continue to be mindful of intimate hygiene and feminine health, driving interest in 

menstrual care with higher value positioning, which are usually sold at a premium. Among the 

categories, slim/thin/ultra-thin towels achieved the highest value growth in 2023. While the 

category generated substantial value growth in 2022, this category witnessed faster growth in 

retail volume due to this towel format becoming more widely used. Given the increased interest 

in sports and consistent fitness routines, slim/thin/ultra-thin towels have become the preferred 

option due to their strength in security assurance that enables greater mobility and mobile 

lifestyles. 

Sanitary protection brand Always recently launched its Infinity FlexFoam range in Singapore, 

which features its proprietary two-layer polyacrylate foam material, FlexFoam. Compared to 

other sanitary protection products which feature spunlace fabric or other super absorbent 

polymers, FlexFoam cotton is highly compressed, enabling sanitary pads to be very thin and 

hence discreet for the user. Kotex has a similar line known as its Super UltraThin range which is 

made of a similar material. The brand even has a concept line called the Kotex Stellar series 

specifically positioned at fitness-conscious consumers, which claims to stay in place for 10,000 

steps. Sofy has made a similar move, introducing SOFY SPORTS which claims to be highly 

effective against sanitary pad mispositioning during sports activities. 

 

Clean features continue to perform well, while herbal offerings remain 
unpopular 

In the aftermath of the COVID-19 pandemic, health concerns have greatly risen in Singapore 

in recent years, with more consumer interest in products with clean or “free-from” claims, which 

reduces unnecessary synthetic ingredients and emphasises the use of natural and organic 

ingredients. According to Euromonitor International Product Claims and Positioning 2023, the 
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share of products with clean claims across retail hygiene categories is rapidly increasing in 

Singapore, including claims such as “no chemicals”, “no parabens”, “no sulphates”, “fragrance-

free”, reflecting consumers’ desire to reduce unwanted ingredients from their hygiene essentials 

and the industry’s intention to address the gap. Such a desire is also boosted by the rise in 

awareness of skin sensitivity and chronic skin conditions in the market, which has given rise to 

more claims in dermatological testing. The Laurier F Day Ultra Gentle Airy Soft series is 

dermatologically tested for sensitive skin to relieve stuffiness and provide superior absorption. 

Apart from global brands’ innovation, regional and local brands have paved the way for the new 

regional focus on cleaner and safer products for use. Korean brand Rael sanitary pads comes 

with an organic cotton cover and is made hypoallergenic, vegan and cruelty-free, with certified 

Texas organic cotton and chlorine-free natural pulp with super absorbent polymer. The brand 

also claims to make products without harsh chemicals that irritate and inflame intimate areas, 

disrupt hormones or increase exposure to carcinogens. Blood is a local menstrual care brand 

that has greatly risen in popularity despite the premium price positioning. The brand offers ultra-

thin corn pads made with a 100% biodegradeable corn topsheet, making the products naturally 

antibacterial and hypoallergenic, which aligns with the increased hygiene and sensitive skin 

needs of local consumers. Its products also contain zero chlorine, phthalates, fragrances, dyes, 

rayon and wood pulp, catering to consumers who are interested and willing to pay a premium for 

clean ingredient products. 

 

Cooling scents are popular to reduce odours, while herbal offerings 
remain unpopular 

Odour prevention continues to play a vital role in new product development, especially given 

the tropical and humid climates in Singapore. To cater to such a need, cooling products or 

products that offer cooling features including materials such as sage and cucumber extract are 

popular among consumers seeking menstrual care to fulfil the need for elimination of odours. 

One such example is Laurier Fresh Protect Day Anti-Bacterial Ultra Slim Pads that claim to be 

developed with Japan’s SP+ Antibacterial formula and infused with natural Clary Sage extract 

that helps inhibit up to 99.99% bacteria growth and effectively prevents odour for up to 10 hours. 

Chinese feminine care brand UUcare Cool Technology products claim to use microcapsule 

slow-release technology which facilitates the interaction of body sensation and pad surface, 

causing friction to continuously release the cooling effect. Its sanitary pads also offer 

antibacterial properties that claim to further enhance odour elimination for at least 12 hours. The 

brand has also been known for its no-chemical approach which aligns to clean and gentle 

feminine care, where its adhesive is made of food-grade glue which has been determined to be 

safer for use. On the other hand, features such as herbal scents, while created and marketed 

highly for the Asia Pacific region due to perceived ingrained cultural habits of using more herbal 

products, have proven to be less popular as the scents tend to be too overpowering and can 

lead to less discreetness in menstrual care. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Security assurance remains key driver of innovation 

While discreetness and mobility are key areas of innovation for regular menstrual care 

products, more companies are seeking novel means of capturing a larger slice of the pie by 

improving product efficacy to align quality to higher, inflated values and price points. One such 

means is the improvement in promotion and latent growing popularity of night-use menstrual 

care products. Night-use menstrual care has been the premium option to its regular-use 
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counterparts and its amped-up promotions are a reflection of companies seeking to justify 

imminent price increases and move a mature market demographic such as Singapore towards 

premium menstrual care amidst shifts towards adoption of “affordable premium” lifestyles. Sofy 

Body Fit Night is Sofy’s night series menstrual care product that comes with its thinnest 0.1cm 

super-absorbent flexi sheet with full back coverage fit and flexible to body movement to prevent 

back leakage during sleep movement, tackling a key concern among menstruating individuals. 

Kotex Overnight Panties comes with 360o leakage protection through a super absorbent 3D 

design to help prevent side and back leakage amidst tosses and turns during sleep and claims 

to be soft and breathable like regular cotton underwear. Apart from major global brands, 

regional Asia Pacific brands have greatly improved in ensuring higher security assurance. This 

includes Adore, a Japanese brand with a special focus on security assurance, with its 

proprietary technology including a Green Compound Strip bonded with far-infrared rays and 

Nano Ag+, emitting highly concentrated negative ions at a rate of 6,100cm3/s. This powerful 

combination effectively inhibits bacterial growth, promotes freshness and ensures feminine 

hygiene. Its night series, which features its Good Night, Sleep Tight and Sweet Dreams 

products, claims to provide 18-hour antibacterial protection with a breathable leak-proof base 

and strong adhesive tape. Regional brands are also known to compete more on price among 

Singaporean menstruating individuals experiencing the pinch due to inflationary pressures on 

essential goods. Regional brands that are able to offer more specific, secure and night-use 

products including pant-type towels at affordable rates stand to acquire a larger slice of this 

growing market. This includes e-commerce brand Ankexin with its Liquid Cotton Menstrual 

Overnight Panties pant-type towels made of sensitive skin-friendly soft cotton. The brand is 

known for its much lower price tag on its pant-type towel products, launching at ~SGD0.60 per 

piece, which lowers the barrier for budget-friendly consumers to try the product. Popular 

Malaysian brand Sally Sweet Dream Menstrual Pants is another affordable alternative for the 

budget-friendly Singaporean consumer interested in seeking alternatives with higher security 

assurance, which can be purchased just above SGD1 per piece, compared to the industry 

average of closer to SGD2 per piece. Over the forecast period, more of such innovations are 

expected. 

 

Brands to expand portfolio with unique offerings to support feminine 
care and women’s health 

As women’s health becomes a widely discussed and less stigmatised topic, there has been 

greater openness in discussions on feminine care and hygiene, which has spearheaded 

innovations to improve menstrual skin health, including facial and vaginal care. 

Local and sustainable menstrual care brand Blood has successfully cemented its niche 

market premium positioning through its expansion into holistic care offerings. The brand 

originally started off with its MenstruHeat and targeted heat patches to relieve period pains and 

improve feminine care. MenstruHeat uses a clinically-proven heat therapy method to relax 

cramping uterine abdominal muscles, easing cramps in the process. Blood claims that its 

proprietary formulation will allow heat to be released quickly and steadily over 12 hours to 

provide all-day comfort and relief through a user-friendly means. Apart from helping with 

menstrual cramps, Blood has partnered with skin care brand Bioderma for period “care packs” 

to support women’s health more holistically, including its Blood x Bioderma Period Acne bundle 

for Acne-Prone skin.  

Regional brands have also expanded their offerings beyond towels to include products that 

may cater to other needs of the menstruating individual. Malaysian brand Secret Garden by 

Lafre recently expanded into health supplements that support feminine health, including Blush 

Whitening Jelly (brightening supplement that helps to improve skin barrier function, clear pores 

and repair skin texture), Fuel Meal Replacement (enhanced with iron and calcium, hydration 
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while controlling blood sugar) and Lullaby Supplement (sleep aid that helps to improve sleep, 

reduce insomnia, improve memory and concentration, and reduce anxiety). Pure N Soft recently 

launched its daily protection flushable feminine wipes made from plant-based ingredients, with 

added prebiotics to reduce odour elimination. Its antibacterial and anticandidiasis properties aim 

to help maintain pH balance and enhance vaginal resistance against itchiness and discomfort. 

Such brand developments will enable these brands to achieve top of mind consciousness 

among consumers seeking value-added experiences and products, who are more likely to be 

convinced that the femcare brand seeks to improve their menstrual health, and consumers who 

align themselves with the cause for raising awareness on femcare are more likely to use and 

purchase from these brands too. 

 

Local scene seeks to improve affordability and accessibility of menstrual 
care 

Menstrual care has been highly impacted by supply chain issues and related inflationary 

pressures during the pandemic, with products such as tampons being made primarily out of 

cotton and rayon, two materials that have been in high demand for personal protective 

equipment throughout the pandemic. For tampons, prices have increased for applicator 

components such as plastic as well. This resulted in a global shortage of menstrual care 

products in 2022 leading into 2023; while other industries have seen a reduction in retail volume 

sales as a result of supply shortages and highly inflated prices, period product purchases are 

not optional for those who menstruate. Across the board, all menstrual care products saw a 

surge in prices even in 2023; for tampons which are less used by Singaporeans due to historical 

cultural stigmatisation and persistence of ingrained habits, average unit prices increased as high 

as 10%, especially given a limited number of brands used and trusted in the market. For 

pantyliners and towels which are used more frequently and ubiquitously by menstruating 

individuals, average unit prices increased by approximately 7%. 

With persistently heightened prices against the backdrop of the necessity of menstrual care 

products for menstruating individuals, relative period poverty has been an emerging issue in 

Singapore. With these goods now more closely associated with social equality, more initiatives 

have been kickstarted to enhance product accessibility. Go With The Flow Singapore is a social 

organisation that has been outspoken about reducing period-related shame and eradicating 

period poverty; it seeks to bridge access to menstrual care for low-income families in Singapore 

through sanitary pad donation and distribution. According to Euromonitor International’s Voice of 

the Consumer: Sustainability Survey published in 2023, 31.6% of respondents living in 

Singapore shared that a key means of sociopolitical action they take is to buy from brands that 

support social and political issues that are aligned with their values. Thus brands that align 

themselves with such social causes and partner with these social organisations will stand to 

acquire a larger slice of the pie. 

 

 

CATEGORY DATA 
 

Table 1 Retail Sales of Menstrual Care by Category: Value 2018-2023 

 

SGD million 
 2018 2019 2020 2021 2022 2023 
 
- Menstrual Care 51.9 52.5 53.1 53.9 58.3 61.8 
-- Pantyliners 9.3 9.5 9.5 9.6 10.4 11.0 
-- Tampons 2.5 2.5 2.5 2.4 2.7 2.8 
-- Towels 40.0 40.5 41.1 41.8 45.3 48.0 
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--- Standard Towels 9.2 8.8 8.6 8.5 8.8 8.9 
---- Standard Towels 6.4 6.1 6.1 6.0 6.3 6.4 
    with Wings       
---- Standard Towels 2.9 2.7 2.5 2.4 2.5 2.5 
    without Wings       
--- Slim/Thin/Ultra- 30.8 31.7 32.5 33.4 36.6 39.1 
    Thin Towels       
---- Slim/Thin/Ultra- 23.6 24.5 25.0 25.6 28.0 29.7 
    Thin Towels with Wings       
---- Slim/Thin/Ultra- 7.2 7.2 7.5 7.8 8.6 9.4 
    Thin Towels without Wings       
-- Menstrual Care 53.9 54.5 55.0 55.8 60.4 63.9 
    Including Intimate Wipes       

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

 

 

Table 2 Retail Sales of Menstrual Care by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
- Menstrual Care 5.9 3.5 19.0 
-- Pantyliners 6.2 3.3 17.8 
-- Tampons 5.2 1.9 9.8 
-- Towels 5.9 3.7 19.9 
--- Standard Towels 1.3 -0.8 -4.0 
---- Standard Towels with Wings 1.9 0.1 0.4 
---- Standard Towels without Wings -0.2 -2.9 -13.8 
--- Slim/Thin/Ultra-Thin Towels 7.0 4.9 27.1 
---- Slim/Thin/Ultra-Thin Towels with Wings 6.0 4.7 26.0 
---- Slim/Thin/Ultra-Thin Towels without Wings 10.2 5.5 30.6 
-- Menstrual Care Including Intimate Wipes 5.9 3.5 18.6 

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

 

 

Table 3 Retail Sales of Tampons by Application Format: % Value 2018-2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Applicator Tampons 78.5 79.0 80.0 79.5 79.9 79.2 
Digital Tampons 21.5 21.0 20.0 20.5 20.1 20.8 
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 4 NBO Company Shares of Retail Menstrual Care: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Kao (S) Pte Ltd 29.9 29.6 29.4 29.5 30.0 
Procter & Gamble (S) Pte 22.2 22.0 21.7 21.6 21.8 
    Ltd      
Kimberly-Clark (S) Pte Ltd 17.7 17.5 17.3 17.0 17.0 
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Unicharm Corp 12.3 12.2 12.1 12.2 12.4 
Johnson & Johnson Pte Ltd 9.7 9.5 9.5 9.5 9.6 
Energizer (S) Pte Ltd 0.3 - - - - 
Others 7.9 9.2 10.1 10.2 9.2 
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 5 LBN Brand Shares of Retail Menstrual Care: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Laurier (Kao Corp) Kao (S) Pte Ltd 29.6 29.4 29.5 30.0 
Whisper (Procter & Procter & Gamble (S) Pte 19.6 19.3 19.2 19.4 
    Gamble Co, The) Ltd     
Kotex (Kimberly-Clark Kimberly-Clark (S) Pte Ltd 17.5 17.3 17.0 17.0 
    Corp)      
Sofy Unicharm Corp 12.2 12.1 12.2 12.4 
Carefree (Kenvue Inc) Johnson & Johnson Pte Ltd - - - 6.3 
Tampax (Procter & Procter & Gamble (S) Pte 2.4 2.4 2.4 2.4 
    Gamble Co, The) Ltd     
o b (Kenvue Inc) Johnson & Johnson Pte Ltd - - - 1.7 
Stayfree (Kenvue Inc) Johnson & Johnson Pte Ltd - - - 1.6 
Carefree (Johnson & Johnson & Johnson Pte Ltd 6.3 6.3 6.3 - 
    Johnson Inc)      
o b (Johnson & Johnson & Johnson Pte Ltd 1.7 1.6 1.6 - 
    Johnson Inc)      
Stayfree (Johnson & Johnson & Johnson Pte Ltd 1.5 1.5 1.5 - 
    Johnson Inc)      
Playtex (Edgewell Energizer (S) Pte Ltd - - - - 
    Personal Care Brands      
    LLC)      
Playtex (Energizer Energizer (S) Pte Ltd - - - - 
    Holdings Inc)      
Others Others 9.2 10.1 10.2 9.2 
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 Retail Sales of Menstrual Care by Category: Value 2023-2028 

 

SGD million 
 2023 2024 2025 2026 2027 2028 
 
- Menstrual Care 61.8 62.6 63.8 65.3 67.1 69.2 
-- Pantyliners 11.0 11.2 11.6 12.0 12.6 13.2 
-- Tampons 2.8 2.8 2.7 2.7 2.6 2.6 
-- Towels 48.0 48.6 49.5 50.6 51.9 53.4 
--- Standard Towels 8.9 8.6 8.4 8.2 7.9 7.7 
---- Standard Towels 6.4 6.2 5.9 5.7 5.5 5.3 
    with Wings       
---- Standard Towels 2.5 2.4 2.5 2.5 2.5 2.4 
    without Wings       
--- Slim/Thin/Ultra- 39.1 40.0 41.1 42.4 43.9 45.7 
    Thin Towels       
---- Slim/Thin/Ultra- 29.7 30.3 31.2 32.3 33.9 35.7 
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    Thin Towels with Wings       
---- Slim/Thin/Ultra- 9.4 9.7 9.9 10.2 10.0 10.0 
    Thin Towels without Wings       
-- Menstrual Care 63.9 64.8 66.0 67.5 69.4 71.6 
    Including Intimate Wipes       

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

 

 

Table 7 Forecast Retail Sales of Menstrual Care by Category: % Value Growth 2023-
2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
- Menstrual Care 1.4 2.3 12.0 
-- Pantyliners 2.3 3.7 19.8 
-- Tampons -1.3 -1.2 -6.0 
-- Towels 1.3 2.2 11.3 
--- Standard Towels -2.7 -2.8 -13.0 
---- Standard Towels with Wings -3.4 -3.8 -17.7 
---- Standard Towels without Wings -0.9 -0.2 -0.9 
--- Slim/Thin/Ultra-Thin Towels 2.2 3.2 16.8 
---- Slim/Thin/Ultra-Thin Towels with Wings 2.0 3.8 20.4 
---- Slim/Thin/Ultra-Thin Towels without Wings 2.9 1.1 5.4 
-- Menstrual Care Including Intimate Wipes 1.4 2.3 12.1 

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

 

 

 

 

Data removed from sample 

 

 

 

 

 

Data removed from sample 

 



M E N S T R U A L  C A R E  I N  S I N G A P O R E  P a s s p o r t  8 

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

TISSUE AND HYGIENE IN 
SINGAPORE - INDUSTRY OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Tissue and hygiene in 2023: The big picture 

The post-pandemic shift in consumer priorities has redefined the tissue and hygiene 

landscape in Singapore. In 2023, this new picture depicted consumers’ higher selectivity 

towards the improvement of hygiene, compared to a general increase in the adoption and 

appreciation of hygiene and cleanliness, fostered by pandemic-induced fears.  

In the retail hygiene space, that has translated into greater sales of products known to be 

hypoallergenic, clean, vegan and cruelty-free, especially in menstrual care. The understanding 

of consumers’ “clean and green” preferences has shifted the industry into sustainable overdrive, 

where more brands are launching their own clean and sustainable variants, pursuing value while 

combating slowing growth in the female population aged 12 to 64, which comprises the main 

consumer group that uses menstrual care products.  

While the nappies/diapers/pants category had a relatively stronger year due to a small 

demographic increase compared to 2022, the industry will continue to be challenged with a 

slowing fertility rate and players are set to expand sustainable and digital initiatives to grow their 

share at the expense of others, while regional and local players continue to compete on price 

and strengthen their distribution through mother and baby fairs.  

Retail adult incontinence growth was led largely by demographic shifts, with low awareness 

and prevailing stigma stunting the volume growth of light incontinence compared to 

moderate/heavy incontinence, although education attempts by social organisations and 

government assistance is closing the volume adoption gap within the adult incontinence 

industry.  

Wipes continue to enjoy higher-than-pre-pandemic sales as the appreciation for hygiene is 

still on a high compared to pre-pandemic. As heightened concerns around hygiene reduce, it is 

beneficial for wipes manufacturers and brands to reposition their products as complements to 

hygiene products, such as intimate wipes for menstrual care, baby wipes for baby care and 

moist toilet wipes for incontinence care.  

In the retail tissue space, there is a discernible shift towards premium and eco-friendly tissue 

products, with consumers seeking enhanced quality and environmentally conscious choices. 

Major brands are responding by introducing sustainable alternatives, including recycled content 

and biodegradable options, aligning with the growing global focus on eco-friendly practices. 

Brands and businesses that embrace sustainability, premium quality and modern restroom 

technologies are poised to thrive in this evolving market, meeting the changing demands of 

consumers and reinforcing their commitment to responsible and forward-thinking practices. 

Simultaneously, the Away-From-Home (AFH) tissue market is experiencing shifts influenced 

by bidet adoption, particularly in tourist-centric establishments such as airports. The increased 

prevalence of bidets is reshaping restroom hygiene practices, leading to a reduction in the 

demand for traditional AFH toilet paper. The integration of bidets in high-traffic areas reflects a 

commitment to efficiency, sustainability and elevated visitor experiences. Establishments are 

strategically adapting their facilities to accommodate bidets, marking a noteworthy transition in 

restroom technologies and user expectations. AFH hygiene continues to be driven 

predominantly by demographic growth of the 65+ age group and the expected expansion and 

growth of community hospitals and nursing homes. 
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2023 key trends 

Mobility, performance and security assurance are key areas of innovation that enable the 

hygiene industry to expand even against demographic growth challenges, as consumers have 

shown their willingness to spend on products that can improve and reduce disruptions to their 

lifestyles.  

Within menstrual care, the leading category is slim/thin/ultra-thin towels as its offerings often 

come with a sports or fitness positioning to guarantee higher security. Another scenario-based 

format that has come into popularity is the pant-format towel for night-time use, which increases 

convenience and alleviates concerns around leakage among consumers.  

The desire for mobility was also reflected in nappies/diapers/pants, which saw disposable 

pants remain the category leader. Popular disposable pants products included those that 

accounted for the baby’s fast growth and development, with innovations across the various 

mobility stages providing higher personalisation to the speed of the baby’s development and 

physical growth.  

However, pertaining to adult incontinence, mobility innovations remained poor and insufficient, 

especially across the light incontinence format that is still lacking in volume growth compared to 

moderate/heavy format. This was due in part to the country’s burgeoning elder population, but 

also as a result of the entrenched age-related and gendered stigma, that prevents younger male 

incontinence sufferers from seeking incontinence treatment earlier in their lives. 

Innovations in ethical sustainability improved amidst cost and supply chain pressures, 

although fully sustainable brands retained their smaller and niche origins with small growth in 

the market. While improving in hygiene, the tissue market has shown faster development of 

sustainability. Consumers are gravitating towards eco-friendly options, prompting tissue 

manufacturers to adopt more sustainable practices. This includes the use of recycled materials, 

eco-certifications and the development of biodegradable or compostable tissue products. 

Brands are actively communicating their commitment to environmental responsibility, aligning 

with the global push towards a greener future. This sustainability revolution is evident in both 

retail and AFH tissue segments, shaping product innovation and influencing consumer choices. 

 

Competitive landscape 

Kimberly-Clark continued to lead tissue and hygiene in value terms in 2023, where its brands 

remained resilient despite the reduced hygiene consciousness post-pandemic. The company is 

followed by Unicharm Corp, Kao (S) Pte Ltd and Procter & Gamble (S) Pte Ltd in second, third 

and fourth places, respectively. All top companies lost value share in retail tissue and hygiene, 

especially in light of more affordable e-commerce brands emerging in their categories. While 

they continue to maintain their lead as the top few players in the market, the threat of increasing 

premium e-commerce options from regional and local origins will definitely prompt the brands to 

find new grounds for innovation. For many years now, major global brands prided themselves 

with their ability to launch products with unique value propositions apart from budget 

consciousness, including the use of clean and sustainable ingredients, the use of premium 

cotton and product usage flexibility for persons with mobility issues. As regional and local 

offerings step up to provide products of similar variance at even more competitive prices, major 

global brands continue to rely on the established consumer trust within the country, especially in 

light of weakening demographic drivers, apart from the burgeoning ageing population that 

massively contributes to the growth of retail adult incontinence. 

The prominence of house brands taking up significant shelf space in retail stores is a 

noteworthy trend in the consumer goods market. Retailers such as NTUC FairPrice are 

strategically allocating considerable shelf space to their house brands as part of a deliberate 
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merchandising strategy. By doing so, they seek to enhance the visibility and accessibility of their 

private label products. This strategic placement allows house brands to compete more 

effectively with national brands, influencing consumer choices at the point of purchase. The 

expansion of house brands goes beyond just occupying shelf space; retailers are also 

diversifying their product offerings. In the tissue and hygiene aisle, this may include a range of 

products such as toilet paper, paper towels, tissues and wipes. By offering a comprehensive 

suite of house brand products, retailers aim to cater to various consumer preferences while 

reinforcing the value proposition associated with their private label products. 

 

Retailing developments 

The rise of online shopping platforms such as Shopee and Lazada has transformed the way 

consumers acquire household essentials, including tissue and hygiene. The convenience of 

browsing and purchasing from the comfort of one's home or on the go has become a compelling 

factor. With a few clicks, consumers can explore a wide range of tissue products, compare 

prices, and make informed decisions without the need to visit physical stores. Shopee and 

Lazada provide an extensive array of tissue and hygiene products from various brands and 

sellers. Consumers can easily compare features, read reviews and select products that suit their 

preferences. The online platforms serve as virtual marketplaces, offering a diverse selection that 

may not be as readily available in brick-and-mortar stores. This diversity empowers consumers 

to make informed choices based on factors such as brand reputation, product specifications and 

customer feedback. 

 

What next for tissue and hygiene? 

Over the forecast period, both retail and AFH markets will navigate a dual landscape of 

heightened environmental consciousness and a quest for innovative solutions. The retail tissue 

market in Singapore is poised for continued innovation, particularly in sustainable packaging 

solutions. Brands are expected to explore eco-friendly alternatives, reducing the environmental 

impact of packaging materials and aligning with consumer preferences for sustainable choices. 

Premium and specialised tissue products are anticipated to gain traction in the retail sector. 

Manufacturers may focus on introducing premium lines of tissue with enhanced features such 

as superior softness, strength and unique textures. Customisation options, allowing consumers 

to tailor their tissue preferences, could also emerge as a trend. 

In retail hygiene, there remains considerable unfulfilled potential within retail adult 

incontinence given the burgeoning elderly population. Given Singaporeans’ inclination towards 

convenient innovations, digitalised initiatives including the adoption of smart incontinence and 

nappies/diapers/pants products will provide much higher fluidity and flexibility in the daily 

routines of the caretakers, who are the primary purchase makers for this category. By 2030, one 

in four Singaporeans will be over 65 years of age and the care needs of the population will 

increase in tandem. At the same time, families will become smaller, with approximately one child 

per family, depending on the speed at which the Singapore fertility rate declines. By 2030, the 

senior support ratio is likely to be halved from 5.7 to 2.1 adults supporting one elderly person. 

With such demographic shifts, digitalised initiatives will work to provide much more convenience 

and structure to the lives of the caretakers. At the same time, given the fast-paced and 

everchanging nature of Singaporean life, their priorities in product purchases lie in a 

compromise between the themes of comfort, convenience and price. For Singaporeans to 

consider digital alternatives to disposable hygiene products, products have to be priced and 

positioned as affordable luxuries. 
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MARKET INDICATORS 
 

Table 8 Birth Rates 2018-2023 

 

per '000 population 
 2018 2019 2020 2021 2022 2023 
 
Birth rates 6.9 6.9 6.8 7.1 6.3 6.5 

Source: Euromonitor International from official statistics 

 

 

Table 9 Infant Population 2018-2023 

 

'000 
 2018 2019 2020 2021 2022 2023 
 
0-4 yrs female 102.7 107.8 111.3 108.1 111.1 111.8 
0-4 yrs male 86.6 91.0 93.9 91.1 93.0 93.3 
0-4 yrs total 189.4 198.9 205.2 199.2 204.1 205.0 

Source: Euromonitor International from official statistics 

 

 

Table 10 Female Population by Age 2018-2023 

 

'000 
 2018 2019 2020 2021 2022 2023 
  
Female population: 2,877.6 2,913.7 2,905.5 2,781.9 2,882.7 2,915.7 
    January 1st       
0-4 yrs 102.7 107.8 111.3 108.1 111.1 111.8 
5-9 yrs 100.3 98.0 96.2 92.8 98.1 102.4 
10-14 yrs 107.1 108.4 106.7 100.2 101.1 98.8 
15-19 yrs 141.9 129.2 120.9 107.2 107.8 108.7 
20-24 yrs 188.3 187.3 181.0 164.6 160.9 147.7 
25-29 yrs 197.8 200.3 199.1 191.1 193.2 194.5 
30-34 yrs 221.1 215.4 206.5 194.9 200.5 201.7 
35-39 yrs 248.3 249.3 245.4 228.2 227.4 222.3 
40-44 yrs 252.2 253.3 248.4 237.7 245.9 247.2 
45-49 yrs 247.2 251.0 250.5 239.6 247.7 249.3 
50-54 yrs 240.8 241.5 239.7 230.0 239.2 242.8 
55-59 yrs 240.2 243.3 241.7 229.7 235.1 234.9 
60-64 yrs 213.2 220.6 224.0 218.4 228.8 232.5 
65-69 yrs 153.4 168.4 179.6 181.7 195.9 204.0 
70-74 yrs 85.6 95.5 105.4 112.5 129.5 144.1 
75-79 yrs 53.7 56.2 59.8 62.0 69.8 77.4 
80+ yrs 83.9 88.4 89.4 83.3 90.8 95.5 

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 5,638.7  5,703.6 5,685.8 5,453.6 5,637.0 5,700.0 
0-4 yrs 189.4 198.9 205.2 199.2 204.1 205.0 
5-9 yrs 185.5 180.9 177.5 171.3 180.9 189.0 
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10-14 yrs 201.0 202.9 199.2 186.7 187.5 182.9 
15-19 yrs 281.4 251.9 232.6 204.4 203.7 204.6 
20-24 yrs 392.5 388.9 374.1 337.7 325.6 294.0 
25-29 yrs 408.9 415.7 414.6 399.9 404.2 406.2 
30-34 yrs 438.8 431.6 418.2 399.7 413.6 418.4 
35-39 yrs 481.3 483.5 477.5 447.5 448.6 442.8 
40-44 yrs 495.6 495.4 484.2 463.1 477.5 480.2 
45-49 yrs 492.4 499.1 497.3 475.1 488.5 490.1 
50-54 yrs 485.6 484.3 478.8 459.3 476.0 483.1 
55-59 yrs 489.0 495.0 490.9 466.1 474.5 472.3 
60-64 yrs 432.8 446.7 452.9 442.0 462.2 470.4 
65-69 yrs 299.4 333.4 358.8 365.2 393.5 409.8 
70-74 yrs 149.5 168.7 189.4 206.8 243.2 276.3 
75-79 yrs 91.6 95.9 101.7 105.2 118.1 131.7 
80+ yrs 123.8 130.8 132.8 124.2 135.4 143.1 

Source: Euromonitor International from official statistics 

 

 

Table 12 Households 2018-2023 

 

 2018 2019 2020 2021 2022 2023 
 
Households ('000) 1,740.3 1,804.9 1,765.8 1,731.3 1,824.3 1,879.4 
Average number of 3.2 3.2 3.2 3.2 3.1 3.0 
    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 111.8 111.0 109.9 110.1 111.3 111.6 
0-4 yrs male 93.3 92.2 91.2 91.5 92.8 93.3 
0-4 yrs total 205.0 203.2 201.1 201.7 204.1 204.9 

Source: Euromonitor International from official statistics 

 

 

Table 14 Forecast Female Population by Age 2023-2028 

 

'000 
 2023 2024 2025 2026 2027 2028 
 
Female population: 2,915.7 2,935.9 2,954.1 2,971.9 2,988.7 3,004.6 
    January 1st       
0-4 yrs 111.8 111.0 109.9 110.1 111.3 111.6 
5-9 yrs 102.4 107.2 111.6 113.9 113.9 114.1 
10-14 yrs 98.8 96.5 96.0 97.0 99.7 103.6 
15-19 yrs 108.7 109.6 109.1 107.7 105.7 102.9 
20-24 yrs 147.7 134.9 128.4 120.5 118.2 118.7 
25-29 yrs 194.5 193.2 189.5 182.4 174.4 160.0 
30-34 yrs 201.7 203.6 204.8 207.1 203.9 204.4 
35-39 yrs 222.3 215.8 209.2 207.8 207.9 208.2 
40-44 yrs 247.2 247.1 245.6 240.0 232.5 226.3 
45-49 yrs 249.3 249.2 246.7 247.8 249.0 249.2 
50-54 yrs 242.8 245.3 247.1 247.9 248.9 249.4 
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55-59 yrs 234.9 234.5 234.9 236.4 238.7 241.2 
60-64 yrs 232.5 234.4 234.9 234.1 232.7 231.6 
65-69 yrs 204.0 210.0 215.1 219.8 223.6 226.3 
70-74 yrs 144.1 157.4 169.3 179.4 187.8 194.8 
75-79 yrs 77.4 86.0 95.9 107.5 120.3 133.3 
80+ yrs 95.5 100.3 106.1 112.7 120.2 129.1 

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 5,700.0 5,734.3 5,767.7 5,799.9 5,831.0 5,860.7 
0-4 yrs 205.0 203.2 201.1 201.7 204.1 204.9 
5-9 yrs 189.0 197.8 205.9 210.0 209.8 209.9 
10-14 yrs 182.9 178.4 177.2 179.3 184.3 191.7 
15-19 yrs 204.6 205.4 203.8 200.5 196.2 190.7 
20-24 yrs 294.0 263.6 247.4 229.2 223.3 223.2 
25-29 yrs 406.2 401.6 391.3 372.3 351.5 317.5 
30-34 yrs 418.4 423.8 427.0 432.3 425.9 426.3 
35-39 yrs 442.8 434.0 425.0 426.2 429.7 432.6 
40-44 yrs 480.2 480.6 479.4 471.1 460.0 452.2 
45-49 yrs 490.1 488.0 481.8 483.0 485.0 485.6 
50-54 yrs 483.1 487.8 490.9 491.3 491.9 491.4 
55-59 yrs 472.3 469.2 468.6 470.9 475.2 480.2 
60-64 yrs 470.4 474.3 475.0 472.4 468.4 464.3 
65-69 yrs 409.8 421.1 431.1 440.5 448.6 454.8 
70-74 yrs 276.3 306.7 333.4 355.2 372.7 386.8 
75-79 yrs 131.7 148.3 168.6 193.5 221.8 251.0 
80+ yrs 143.1 150.7 160.0 170.6 182.7 197.6 

Source: Euromonitor International from official statistics 

 

 

Table 16 Forecast Households 2023-2028 

 

 2023 2024 2025 2026 2027 2028 
 
Households ('000) 1,879.4 1,923.7 1,964.7 2,002.4 2,037.2 2,069.0 
Average number of 3.0 3.0 2.9 2.9 2.9 2.8 
    occupants per household       
    (Number)       

Source: Euromonitor International from official statistics 

 

 

 

MARKET DATA 
 

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

 

SGD million 
 2018 2019 2020 2021 2022 2023 
 
Retail Tissue and Hygiene 282.2 288.8 300.1 313.6 337.5 358.5 
Retail Hygiene 192.7 197.2 204.2 212.4 230.1 245.8 
- Retail Adult 14.3 15.3 16.0 17.2 19.4 21.4 
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    Incontinence       
- Nappies/Diapers/Pants 94.8 96.9 100.9 105.5 114.0 122.2 
- Menstrual Care 51.9 52.5 53.1 53.9 58.3 61.8 
- Wipes 31.7 32.6 34.2 35.7 38.4 40.4 
Retail Tissue 89.5 91.5 96.0 101.3 107.3 112.6 
- Paper Towels 9.6 9.8 10.5 11.3 12.2 12.7 
- Paper Tableware 1.7 1.7 1.6 1.6 1.7 1.7 
- Facial Tissues 35.2 35.7 36.5 38.1 40.1 41.8 
- Toilet Paper 43.0 44.3 47.4 50.3 53.4 56.5 

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 6.2 4.9 27.0 
Retail Hygiene 6.8 5.0 27.6 
- Retail Adult Incontinence 10.5 8.4 49.6 
- Nappies/Diapers/Pants 7.2 5.2 28.9 
- Menstrual Care 5.9 3.5 19.0 
- Wipes 5.2 5.0 27.6 
Retail Tissue 5.0 4.7 25.8 
- Paper Towels 4.0 5.7 31.8 
- Paper Tableware 1.8 -0.5 -2.5 
- Facial Tissues 4.4 3.5 19.0 
- Toilet Paper 5.7 5.6 31.2 

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 (S) Pte Ltd 18.1 18.1 17.8 18.2 18.0 
Unicharm Corp 11.9 11.6 11.2 11.3 11.3 
Kao (S) Pte Ltd 9.0 8.8 8.5 8.5 8.6 
Procter & Gamble (S) Pte 8.9 8.6 8.3 8.3 8.3 
    Ltd      
Essity AB 7.8 7.9 7.9 8.0 8.1 
NTUC FairPrice Co- 5.5 5.5 5.5 5.5 5.6 
    operative Pte Ltd      
Universal Sovereign 3.2 3.3 3.3 3.3 3.3 
    Trading Pte Ltd      
Onwards Paper Products 2.6 2.7 2.6 2.6 2.5 
    (S) Pte Ltd      
Johnson & Johnson Pte Ltd 2.5 2.4 2.4 2.4 2.4 
Tipex Trading Pte Ltd 2.3 2.3 2.5 2.2 2.2 
Nibong Tebal Paper 1.8 1.8 1.8 1.7 1.7 
    Products Pte Ltd      
Beiersdorf (S) Pte Ltd 1.5 1.5 1.5 1.5 1.5 
Disposable Soft Goods (S) 1.5 1.3 1.3 1.3 1.3 
    Pte Ltd      
Pigeon Singapore Pte Ltd 1.3 1.3 1.3 1.3 1.3 
Daio Paper Corp 1.2 1.2 1.2 1.2 1.2 
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DFI Retail Group - - 0.2 0.9 0.9 
Reckitt Benckiser (S) Pte 0.6 0.7 0.7 0.7 0.7 
    Ltd      
Watson's Personal Care 0.6 0.6 0.5 0.5 0.5 
    Stores Pte Ltd      
Sanofi-Aventis Singapore 0.3 0.3 0.3 0.3 0.3 
    Pte Ltd      
Tollyjoy Baby Products 0.3 0.3 0.3 0.3 0.3 
    Pte Ltd      
3M Singapore Pte Ltd 0.2 0.3 0.2 0.2 0.2 
Paul Hartmann AG 0.3 0.2 0.2 0.2 0.2 
Freshening Industries Pte 0.1 0.1 0.1 0.1 0.1 
    Ltd      
CB Fleet International 0.1 0.1 0.1 0.1 0.1 
    (S) Pte Ltd      
Summit Co Pte Ltd 0.0 0.0 0.0 0.0 0.0 
Dairy Farm International 0.9 0.9 0.7 - - 
    Holdings Ltd      
Energizer (S) Pte Ltd 0.1 - - - - 
SCA Group - - - - - 
Asia Pulp & Paper Co Ltd - - - - - 
Combe Inc - - - - - 
Other Private Label 3.2 3.2 2.9 3.1 3.1 
Others 14.1 14.9 16.7 16.1 16.3 
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 

 

 

Table 20 LBN Brand Shares of Retail Tissue and Hygiene: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Mamypoko Unicharm Corp 9.4 9.1 9.2 9.2 
Huggies (Kimberly- Kimberly-Clark (S) Pte Ltd 7.4 7.2 7.2 7.3 
    Clark Corp)      
FairPrice (Private NTUC FairPrice Co- 5.5 5.5 5.5 5.6 
    Label) operative Pte Ltd     
Laurier (Kao Corp) Kao (S) Pte Ltd 5.2 5.0 5.1 5.2 
Drypers Essity AB 4.9 4.8 4.8 4.8 
Kleenex (Kimberly- Kimberly-Clark (S) Pte Ltd 4.6 4.7 5.0 4.8 
    Clark Corp)      
Pampers (Procter & Procter & Gamble (S) Pte 4.8 4.6 4.6 4.5 
    Gamble Co, The) Ltd     
Whisper (Procter & Procter & Gamble (S) Pte 3.5 3.3 3.3 3.4 
    Gamble Co, The) Ltd     
PurSoft Universal Sovereign 3.3 3.3 3.3 3.3 
 Trading Pte Ltd     
Tena Essity AB 2.8 2.8 3.0 3.1 
Kotex (Kimberly-Clark Kimberly-Clark (S) Pte Ltd 3.1 3.0 2.9 2.9 
    Corp)      
Scott (Kimberly-Clark Kimberly-Clark (S) Pte Ltd 2.8 2.8 2.8 2.7 
    Corp)      
Onwards (Onwards Onwards Paper Products 2.5 2.4 2.4 2.3 
    Paper Industries Sdn (S) Pte Ltd     
    Bhd)      
Beautex (Provisions Tipex Trading Pte Ltd 2.3 2.5 2.2 2.2 
    Suppliers Corp Ltd)      
Sofy Unicharm Corp 2.2 2.1 2.1 2.1 

 

 

 

 

 

 

 

 

 

 

Data removed from sample 

 

 

 

 

 

 

 

 

 

 

 

Data removed from sample 

 



M E N S T R U A L  C A R E  I N  S I N G A P O R E  P a s s p o r t  16 

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

Merries (Kao Corp) Kao (S) Pte Ltd 2.1 2.1 2.0 2.0 
Nivea Visage Beiersdorf (S) Pte Ltd 1.5 1.5 1.5 1.5 
    (Beiersdorf AG)      
Pigeon (Pigeon Corp) Pigeon Singapore Pte Ltd 1.3 1.3 1.3 1.3 
Goo.N Daio Paper Corp 1.2 1.2 1.2 1.2 
Carefree (Kenvue Inc) Johnson & Johnson Pte Ltd - - - 1.1 
Petpet (Unicharm Corp) Disposable Soft Goods (S) 1.0 1.0 1.0 1.0 
 Pte Ltd     
Premier (NTPM Nibong Tebal Paper 1.1 1.1 1.0 1.0 
    Holdings Bhd) Products Pte Ltd     
Bioré (Kao Corp) Kao (S) Pte Ltd 0.9 0.9 1.0 1.0 
Dettol (Reckitt Reckitt Benckiser (S) Pte 0.7 0.7 0.7 0.7 
    Benckiser Group Plc Ltd     
    (RB))      
Guardian (Private DFI Retail Group - - 0.7 0.6 
    Label)      
Watsons (Private Label) Watson's Personal Care 0.6 0.5 0.5 0.5 
 Stores Pte Ltd     
Magiclean (Kao Corp) Kao (S) Pte Ltd 0.5 0.5 0.5 0.4 
Tampax (Procter & Procter & Gamble (S) Pte 0.4 0.4 0.4 0.4 
    Gamble Co, The) Ltd     
Neutrogena (Kenvue Inc) Johnson & Johnson Pte Ltd - - - 0.4 
Johnson's Baby Johnson & Johnson Pte Ltd - - - 0.4 
    (Kenvue Inc)      
Carefree (Johnson & Johnson & Johnson Pte Ltd 1.1 1.1 1.1 - 
    Johnson Inc)      
Neutrogena (Johnson & Johnson & Johnson Pte Ltd 0.4 0.4 0.4 - 
    Johnson Inc)      
Guardian (Private Dairy Farm International 0.7 0.7 - - 
    Label) Holdings Ltd     
Other Private Label Other Private Label 3.2 2.9 3.1 3.1 
    (Private Label)      
Others Others 19.0 20.7 20.1 19.9 
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 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 10.2 10.2 10.3 9.8 10.1 10.0 
Retail Hygiene 3.8 3.8 3.9 3.7 3.6 3.5 
Retail Adult Incontinence 4.8 4.6 4.4 4.2 4.0 3.8 
Nappies/Diapers/Pants 0.9 0.8 0.8 0.8 0.8 0.8 
Wipes 18.1 18.3 18.8 17.7 17.5 17.1 
Retail Tissue 23.9 24.2 24.0 22.7 23.8 24.3 
Paper Towels 23.0 24.9 25.6 25.3 25.8 27.3 
Paper Tableware 28.2 28.7 28.8 28.5 29.5 29.6 
Facial Tissues 28.9 30.2 29.1 26.6 28.8 29.6 
Toilet Paper 19.8 19.0 19.6 19.0 19.5 19.4 

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 
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% 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 91.0 88.7 81.3 75.8 71.2 68.6 
-- Grocery Retailers 74.4 72.0 64.5 59.1 55.1 54.3 
--- Convenience Retail 1.1 1.0 1.0 1.0 1.0 0.9 
---- Convenience Stores 1.1 1.0 1.0 1.0 1.0 0.9 
---- Forecourt Retailers - - - - - - 
--- Supermarkets 53.1 51.4 45.6 42.2 39.0 38.6 
--- Hypermarkets 11.2 10.7 9.1 7.1 6.3 6.1 
--- Discounters - - - - - - 
--- Warehouse Clubs - - - - - - 
--- Food/drink/tobacco - - - - - - 
    specialists       
--- Small Local Grocers 9.1 8.9 8.8 8.8 8.8 8.7 
-- Non-Grocery Retailers 16.6 16.7 16.8 16.7 16.1 14.3 
--- General Merchandise 0.6 0.6 0.5 0.5 0.5 0.5 
    Stores       
---- Department Stores 0.6 0.6 0.5 0.5 0.5 0.5 
---- Variety Stores - - - - - - 
--- Apparel and - - - - - - 
    Footwear Specialists       
--- Appliances and - - - - - - 
    Electronics Specialists       
--- Home Products - - - - - - 
    Specialists       
--- Health and Beauty 15.1 15.3 15.0 15.0 14.8 13.6 
    Specialists       
--- Leisure and - - - - - - 
    Personal Goods       
    Specialists       
--- Other Non-Grocery 0.9 0.8 1.3 1.2 0.8 0.2 
    Retailers       
-- Vending - - - - - - 
-- Direct Selling - - - - - - 
- Retail E-Commerce 9.0 11.3 18.7 24.2 28.8 31.4 
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 
- Retail Offline 61.3 72.5 40.7 80.9 87.6 84.6 
-- Grocery Retailers 43.0 35.3 34.3 56.5 52.9 79.1 
--- Convenience Retail 0.8 0.0 0.3 1.5 1.6 1.2 
---- Convenience Stores 0.8 0.0 0.3 1.5 1.6 1.2 
---- Forecourt Retailers 0.0 0.0 0.0 0.0 0.0 0.0 
--- Supermarkets 31.8 24.7 27.6 39.3 36.6 53.6 
--- Hypermarkets 5.5 2.1 6.4 4.6 5.8 7.4 
--- Discounters 0.0 0.0 0.0 0.0 0.0 0.0 
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--- 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 5.0 8.4 0.0 11.1 8.9 16.9 
-- Non-Grocery Retailers 18.3 37.2 6.4 24.5 34.7 5.5 
--- General Merchandise 0.7 0.0 0.0 0.1 3.9 0.0 
    Stores       
---- Department Stores 0.7 0.0 0.0 0.1 3.9 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 17.3 37.2 6.4 24.3 29.1 5.5 
    Specialists       
--- Leisure and 0.0 0.0 0.0 0.0 0.0 0.0 
    Personal Goods       
    Specialists       
--- Other Non-Grocery 0.3 0.0 0.0 0.0 1.7 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 38.7 27.5 59.3 19.1 12.4 15.4 
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 84.1 95.6 85.2 84.0   
-- Grocery Retailers 84.1 95.6 71.5 83.1   
--- Convenience Retail 1.0 1.5 1.5 1.0   
---- Convenience Stores 1.0 1.5 1.5 1.0   
---- Forecourt Retailers 0.0 0.0 0.0 0.0   
--- Supermarkets 65.0 63.0 49.1 54.0   
--- Hypermarkets 7.5 11.7 5.9 8.4   
--- Discounters 0.0 0.0 0.0 0.0   
--- Warehouse Clubs 0.0 0.0 0.0 0.0   
--- Food/drink/tobacco 0.0 0.0 0.0 0.0   
    specialists       
--- Small Local Grocers 10.6 19.4 15.0 19.7   
-- Non-Grocery Retailers 0.0 0.0 13.7 0.9   
--- General Merchandise 0.0 0.0 0.0 0.0   
    Stores       
---- Department Stores 0.0 0.0 0.0 0.0   
---- Variety Stores 0.0 0.0 0.0 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   
    Specialists       
--- Health and Beauty 0.0 0.0 13.7 0.9   
    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       
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-- Vending 0.0 0.0 0.0 0.0   
-- Direct Selling 0.0 0.0 0.0 0.0   
- Retail E-Commerce 15.9 4.4 14.8 16.0   
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 

 

SGD million 
 2023 2024 2025 2026 2027 2028 
 
Retail Tissue and Hygiene 358.5 371.5 383.8 396.3 409.3 424.1 
Retail Hygiene 245.8 253.9 262.1 270.9 281.0 292.4 
- Retail Adult 21.4 23.0 24.7 26.5 28.5 30.7 
    Incontinence       
- Nappies/Diapers/Pants 122.2 127.2 131.6 135.8 140.8 146.3 
- Menstrual Care 61.8 62.6 63.8 65.3 67.1 69.2 
- Wipes 40.4 41.0 42.0 43.3 44.6 46.2 
Retail Tissue 112.6 117.7 121.7 125.4 128.2 131.7 
- Paper Towels 12.7 13.1 13.3 13.4 13.4 13.4 
- Paper Tableware 1.7 1.7 1.8 1.8 1.9 1.9 
- Facial Tissues 41.8 43.3 44.4 45.3 46.0 46.8 
- Toilet Paper 56.5 59.6 62.2 64.9 67.0 69.6 

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 3.6 3.4 18.3 
Retail Hygiene 3.3 3.5 18.9 
- Retail Adult Incontinence 7.7 7.5 43.3 
- Nappies/Diapers/Pants 4.1 3.7 19.7 
- Menstrual Care 1.4 2.3 12.0 
- Wipes 1.5 2.7 14.3 
Retail Tissue 4.5 3.2 16.9 
- Paper Towels 3.3 1.1 5.7 
- Paper Tableware 2.4 2.9 15.2 
- Facial Tissues 3.5 2.3 11.8 
- Toilet Paper 5.5 4.3 23.2 

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

 

 

 

DISCLAIMER 
Forecast closing date: 12 February 2024 

Report closing date: 22 February 2024 
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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. 
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