
BUY THIS
REPORT NOW

VISIT:
store.mintel.com

CALL:
EMEA

+44 (0) 20 7606 4533

Brazil
0800 095 9094

Americas
+1 (312) 943 5250

China
+86 (21) 6032 7300

APAC
+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

"The mature household paper products market has
experienced flat sales in recent years. Still, while

consumers continue to take a value-driven approach to
shopping for household paper products, they place

importance on product quality and are interested in
products that allow them to streamline and simplify tasks,

as well as products that are environmentally friendly."
- Rebecca Cullen, Consumer Research Analyst

This report looks at the following areas:

• Slow pace of growth expected to continue
• Budget-conscious consumers replacing discretionary products with staples
• Consumers stock up, look for cost savings

For the purposes of this report, Mintel defines household paper products as follows:

• Paper towels
• Toilet tissue
• Facial tissue
• Paper napkins
• Flushable wet wipes*
• Moist towelettes for hands and face*

Throughout this report, Mintel uses the terms toilet tissue and toilet paper interchangeably.
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