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“In spite of low overall sales growth and universal
household penetration, the household paper market holds

opportunities for brands that emphasize quality and
performance and that explore ideas that make it easier for

consumers to use paper products in a wider array of
occasions.”

– John Owen, Senior Household Analyst

This report looks at the following areas:

• How can companies leverage improved product quality?
• Where do opportunities for growth lie?
• Why is making sustainability more relevant important in this category?

The $171 billion household paper products market has posted only modest sales growth between 2008
and 2013. While toilet paper and paper towels remain staples in nearly all households, usage of some
other paper products, including facial tissue and paper napkins has slipped as some consumers have
deemed them replaceable. Category shoppers are as value-conscious as ever, however some brands
are having success at advancing the idea that better quality paper products can be a better value. In
addition, there’s an opportunity for brands to generate incremental sales through ideas that make it
easier for consumers to use paper products in a wider array of occasions.

This report builds on the analysis presented in Mintel’s Household Paper Products – US, February 2013,
as well as the February 2013, September 2010, September 2008, September 2006, February 2004,
and January 2003 reports of the same title.
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Kleenex maintains leadership, puts new emphasis on pack design
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Figure 46: Social media metrics – Charmin, January 2014
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Bounty
Figure 47: Social media metrics – Bounty, January 2014

Key online campaigns

What we think

Puffs
Figure 48: Social media metrics – Puffs, January 2014

Key online campaigns

What we think

Viva
Figure 49: Social media metrics – January 2014

Key online campaigns

What we think

Key points

Incidence continues to slip for facial tissues, paper napkins

Household Usage of Paper Products
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Figure 50: Household usage of paper products, by product type, 2009, 2011, and 2013

Younger adults less likely to report usage of facial tissues, paper napkins
Figure 51: Household usage of paper products, by age, July 2012-September 2013

Higher-income households more likely to use all types of paper
Figure 52: Household usage of paper products, by household income, July 2012-September 2013

More people in the household means more paper used
Figure 53: Household usage rate of paper products, by household size, July 2012-September 2013

Key points

Young adults more likely to use moist products

Older adults more likely to use boxed facial tissues
Figure 54: Personal use of household paper products, by gender and age, December 2013

Higher-income consumers use a wider variety of paper products
Figure 55: Personal use of household paper products, by household income, December 2013

Toilet paper shoppers look for quality, brand, and value

Napkin and moist towelette purchasers most likely to shop based on price

Online purchase incidence low but growing
Figure 56: Paper product shopping behaviors, December 2013

Key points

Product quality a key criterion for most paper purchases

Familiarity and habit also play important roles

Added features a key for facial tissues and moist towelettes
Figure 57: Paper product attribute importance, December 2013

Key points

Cleaning effectiveness and strength essential qualities for toilet tissue

Moist toilet tissue marketers must convince consumers of effectiveness
Figure 58: Toilet tissue product preferences, gender and age, December 2013

Less can mean more for paper towels
Figure 59: Paper towel product preferences, by gender and age, December 2013

Figure 60: Paper towel product preferences, household size, December 2013

Young adults less likely to make a habit of keeping facial tissues handy
Figure 61: Facial tissue product preferences, gender and age, December 2013

Young adults more likely to express interest in a variety of new ideas
Figure 62: Interest in household paper product concepts, by gender and age, December 2013

Personal Use of Paper Products

Paper Product Shopping Behaviors

Attribute Importance

Household Paper Product Preferences

Interest in Household Paper Product Concepts
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Key points

Sustainability has only moderate impact on paper purchase decisions
Figure 63: Attitudes toward sustainability and paper product purchase, by gender and age, December 2013

More limit use to save money than to protect the environment
Figure 64: Attitudes toward sustainability and paper product usage, by gender and age, December 2013

Higher income consumers more likely to limit use to protect environment
Figure 65: Attitudes toward sustainability and paper product usage, by household income, December 2013

Hispanic and Asian households more likely to use paper napkins
Figure 66: Household usage of paper products, by race/Hispanic origin, July 2012-September 2013

Black and Hispanic consumers show interest in value-added products
Figure 67: Interest in household paper product concepts, by race/Hispanic origin, December 2013

Black and Asian consumers more likely to view flushable wipes as effective
Figure 68: Toilet tissue product preferences, race/Hispanic origin, December 2013

Hispanics especially attuned to environmental issues
Figure 69: Attitudes toward sustainability and paper product purchase, by race/Hispanic origin, December 2013

Product purchase and use skews by age of kids in the household
Figure 70: Purchase of household paper products, by parents with children and age, December 2013

Figure 71: Personal use of household paper products, by parents with children and age, December 2013

When shopping, parents of young kids a little more focused on price
Figure 72: Toilet paper/tissue attribute importance, by parents with children and age, December 2013

School-age kids may heighten awareness of environmental issues
Figure 73: Attitudes toward sustainability and paper product purchase, by parents with children and age, December 2013

Paper towels in the car, just in case
Figure 74: Paper towel product preferences, by parents with children and age, December 2013

Household usage of paper products
Figure 75: Household usage of paper products, by household size, July 2012-September 2013

Personal use of household paper products
Figure 76: Personal use of household paper products, by household size, December 2013

Interest in household paper product concepts
Figure 77: Interest in household paper product concepts, by household size, December 2013

Attitudes toward sustainability and paper product purchase
Figure 78: Attitudes toward sustainability and paper product purchase, by household size, December 2013

Attitudes toward sustainability and paper product usage
Figure 79: Attitudes toward sustainability and paper product usage, by household size, December 2013

Attitudes toward Sustainability and Household Paper Products

Impact of Race and Hispanic Origin

Custom Consumer Groups

Appendix – Other Useful Consumer Tables
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Figure 80: Attitudes toward sustainability and paper product usage, by household income, December 2013

Brand usage or awareness
Figure 81: Brand usage or awareness, December 2013

Figure 82: Kleenex usage or awareness, by demographics, December 2013

Figure 83: Bounty usage or awareness, by demographics, December 2013

Figure 84: Charmin usage or awareness, by demographics, December 2013

Figure 85: Puffs usage or awareness, by demographics, December 2013

Figure 86: Cottonelle usage or awareness, by demographics, December 2013

Figure 87: Viva towels usage or awareness, by demographics, December 2013

Activities done
Figure 88: Activities done, December 2013

Figure 89: Kleenex – Activities done – I have looked up/talked about this brand online on social media, by demographics, December
2013
Figure 90: Kleenex – Activities done – I have contacted/interacted with the brand online on social media to . . ., by demographics,
December 2013
Figure 91: Kleenex – Activities done – I follow/like the brand on social media because . . ., by demographics, December 2013

Figure 92: Kleenex – Activities done – I have researched the brand on social media to . . ., by demographics, December 2013

Figure 93: Bounty – Activities done – I have looked up/talked about this brand online on social media . . ., by demographics, December
2013
Figure 94: Bounty – Activities done – I have contacted/interacted with the brand online on social media to . . , by demographics,
December 2013
Figure 95: Bounty – Activities done – I follow/like the brand on social media because . . ., by demographics, December 2013

Figure 96: Bounty – Activities done – I have researched the brand on social media to . . ., by demographics, December 2013

Figure 97: Charmin – Activities done – I have looked up/talked about this brand online on social media . . ., by demographics,
December 2013
Figure 98: Charmin – Activities done – I have contacted/interacted with the brand online on social media to . . ., by demographics,
December 2013
Figure 99: Charmin – Activities done – I follow/like the brand on social media because . . ., by demographics, December 2013

Figure 100: Charmin – Activities done – I have researched the brand on social media to . . ., by demographics, December 2013

Figure 101: Puffs – Activities done – I have looked up/talked about this brand online on social media . . ., by demographics, December
2013
Figure 102: Puffs – Activities done – I have contacted/interacted with the brand online on social media to . . ., by demographics,
December 2013
Figure 103: Puffs – Activities done – I follow/like the brand on social media because . . ., by demographics, December 2013

Figure 104: Puffs – Activities done – I have researched the brand on social media to . . .., by demographics, December 2013

Figure 105: Cottonelle – Activities done – I have looked up/talked about this brand online on social media . . ., by demographics,
December 2013
Figure 106: Cottonelle – Activities done – I have contacted/interacted with the brand online on social media

Figure 107: Cottonelle – Activities done – I follow/like the brand on social media because . . ., by demographics, December 2013

Figure 108: Cottonelle – Activities done – I have researched the brand on social media to . . ., by demographics, December 2013

Figure 109: Viva towels – Activities done – I have looked up/talked about this brand online on social media . . ., by demographics,
December 2013
Figure 110: Viva towels – Activities done – I have contacted/interacted with the brand online on social media to . . ., by demographics,
December 2013
Figure 111: Viva towels – Activities done – I have researched the brand on social media to. . ., by demographics, December 2013

Online conversations
Figure 112: Online mentions for selected household paper products, by month, Jan. 1-Dec. 31, 2013

Figure 113: Online mentions for selected household paper products, by page type, Jan. 1-Dec. 31, 2013

Figure 114: Topics of online conversations among the selected household paper product brands, Jan. 1-Dec. 31, 2013

Appendix – Social Media
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Appendix – Trade Associations
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