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“Growth of feminine care products has been minimal in
recent years, as the market is up against several challenges.

Women are having fewer, lighter periods, contributing to
declining usage of sanitary protection, specifically

tampons. However, an aging population and increased
interest in cleansing products bodes well for the category.

– Emily Krol, Health and Wellness Analyst

This report looks at the following areas:

• How are delivery services changing how people shop the category?
• How do women use sanitary protection for bladder leakage?
• Why is the tampons segment struggling?

This report will include all internal and external products for sanitary protection and feminine hygiene
needs, including the following:

Sanitary protection products:

- Sanitary pads, including napkins and liners/shields (Note: throughout this report, the terms sanitary
napkin and pad will be used interchangeably)

- Tampons, including plastic applicator, cardboard applicator, non-applicator tampons, as well as
menstrual cups

- Adult incontinence products, (also referred to as bladder leakage or LBL products) including pads and
briefs

- Feminine hygiene products, including douches, wipes, vaginal treatments, and other feminine hygiene
products (such as deodorants or vaginal anti-itch products)

The entire category is referred to throughout the report as “feminine care.”

Products that are excluded include:

- Personal lubricants

- Contraceptive products

- Prescription products (i.e., for yeast infections)

OTC (Over the counter) and prescription medications, vitamins, supplements, or premenstrual
syndrome (PMS) and menopause products.
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Figure 42: Feminine care product launches, and share of branded/private label launches, 2008-13
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Figure 58: Online conversations for select feminine care product brands, by page type, April 1, 2013-March 31, 2014

What are people talking about?
Figure 59: Topics of online conversations for select feminine care product brands, April 1, 2013-March 31, 2014

Key points

Pad usage nearly universal among menstruating women
Figure 60: Used pads past six months among menstruating women, by age, March 2014

Three quarters of menstruating women use tampons

Menstrual cups present opportunity for line extension
Figure 61: Used tampons past six months among menstruating women, by age, March 2014

Bladder leakage products present growth opportunity
Figure 62: Used LBL products past six months, by experience light bladder leakage, March 2014
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Figure 63: Used feminine hygiene products past six months, by age, March 2014
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Figure 64: Any past six month usage, March 2014

Purchase habits vary by product users
Figure 65: Brand selection purchase behaviors, March 2014
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Interest in cleansing products drives sales of feminine hygiene products

Younger users embarrassed about shopping for and using sanitary protection
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Figure 66: Attitudes toward feminine care, by age, March 2014
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Figure 68: Interest in product innovations, by menstruation status and experience LBL, March 2014
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Figure 69: Reasons do not use tampons, March 2014
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Key points
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Black women use larger, more absorbent pads, tampons
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Appendix – Other Useful Consumer Tables
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Figure 95: Feminine hygiene product launches, top claims, 2008-13

Brand usage
Figure 96: Brands of tampons used, by age, November 2012-December 2013

Figure 97: Brands of sanitary pads and napkins used, by age, November 2012-December 2013

Figure 98: Brands of pantiliners/shields used, by age, November 2012-December 2013

Figure 99: Brands of tampons used, by age, November 2012-December 2013

Figure 100: Brands sanitary pads and napkins used, by age, November 2012-December 2013

Figure 101: Brands of pantiliners/shields used, by age, November 2012-December 2013

Figure 102: Brands of yeast infection products, October 2007-December 2013

Attitudes toward usage
Figure 103: Attitudes toward feminine care, by product users, March 2014

Figure 104: Attitudes toward feminine care, by feminine hygiene users, March 2014

Interest in product attributes
Figure 105: Interest in product innovations, by brands used, March 2014

Figure 106: Interest in product innovations, by product users, March 2014

Figure 107: Interest in product innovations, by race/Hispanic origin, March 2014

Brand usage or awareness
Figure 108: Brand usage or awareness, March 2014

Figure 109: U by Kotex usage or awareness, by demographics, March 2014

Figure 110: Tampax usage or awareness, by demographics, March 2014

Figure 111: Always usage or awareness, by demographics, March 2014

Figure 112: Summer’s Eve usage or awareness, by demographics, March 2014

Figure 113: Playtex usage or awareness, by demographics, March 2014

Figure 114: Poise usage or awareness, by demographics, March 2014

Activities done
Figure 115: Activities done, March 2014

Figure 116: U by Kotex – Activities done – None of these, by demographics, March 2014

Figure 117: Tampax – Activities done – None of these, by demographics, March 2014

Figure 118: Always – Activities done – None of these, by demographics, March 2014

Figure 119: Summer’s Eve – Activities done – None of these, by demographics, March 2014

Figure 120: Playtex – Activities done – None of these, by demographics, March 2014

Key social media metrics
Figure 121: Key social media metrics—Tampax, April 2014

Figure 122: social media metrics—Summer’s Eve, April 2014

Figure 123: social media metrics—Always, April 2014

Figure 124: social media metrics—U by Kotex, April 2014

Figure 125: social media metrics—Poise, April 2014

Figure 126: social media metrics—Playtex, April 2014

Appendix – Social Media
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Online conversations
Figure 127: Online conversations for select feminine care product brands, by month, April 1, 2013-March 31, 2014

Figure 128: Online conversations for select feminine care product brands, by page type, April 1, 2013-March 31, 2014

Figure 129: Topics of online conversations for select feminine care product brands, April 1, 2013-March 31, 2014

Information Resources Inc. Consumer Network Metrics

Appendix – Information Resources Inc. Builders Panel Data Definitions

Appendix – Trade Associations
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