
This report looks at the following areas:

Making matters worse, facial tissue and paper napkins continue to lose
relevance. The trend of substituting paper towels for napkins and toilet paper
for facial tissue has transformed these categories from everyday essentials to
discretionary luxuries.

The household paper category’s problems are not due to a lack of innovation.
Several brands have improved paper-based cleaning products, for example,
to expand into the domain of nonwoven wet wipes and dish towels. The
problem is that so far, consumers haven’t seen the need. As the surface
cleaning category responds to prohibitions on single-use plastic, papermakers
may still find margin-enhancing domain expansion opportunities. The question
is will opportunity come soon enough for renewed category health.

•• Private label outperforms the market
•• Facial tissue and napkins are losing relevance
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"Consumers have hastened
their trading down to private
label. Store brands have
closed the quality gap and a
growing percentage of
consumers no longer see a
functional need for premium-
priced name brands and
private label has captured
record market share."
– Jamie Rosenberg, Senior
Global Analyst, Household &
Personal Care
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opportunities

• 2019 sees higher, albeit temporary growth
Figure 6: Total US sales and fan chart forecast of household
paper products, at current prices, 2014-24
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Figure 7: Total US retail sales and forecast of household
paper products, at current prices, 2014-24

• Fast-growing segments won’t rise above supplemental
status
Figure 8: Total US retail sales and forecast of household
paper products, by segment, at current prices, 2014, 2019
(est) and 2024 (fore)

• Substitute products cast uncertainty on paper towel
innovation
Figure 9: Premium paper towels are not worth the extra
money, by age, December 2019

• Growing allergies present sales and social responsibility
opportunities
Figure 10: Experience with cold, flu and allergies, December
2018

• Private label continues its run
• Bounty holds its own in a tough market
• Viva’s revamp has a strong inaugural showing
• Brawny Tear-A-Square is giving consumers greater sizing

choice
• Charmin hopes its Forever Roll will be a boon for

convenience
• Quick cleanups and on-the-go lifestyles support moist

towelette growth
• Despite government pushback, flushable moist wipes gain

penetration
• Paper napkins struggle for relevance

• Private label continues its run
Figure 11: Multi-outlet sales of household paper products, by
leading companies, rolling 52 weeks 2018 and 2019
Figure 12: Multi-outlet sales of private label vs. total market,
by category, percentage (%) growth, rolling 52 weeks 2018
and 2019
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Figure 13: Forecast retail market spend per capita vs. CAGR
next five years, by country, 2019

• Bounty holds its own in a tough market
Figure 14: Multi-outlet sales of paper towels, by leading
companies and brands, rolling 52 weeks 2018 and 2019

• Viva’s revamp has a strong inaugural showing
• Brawny Tear-A-Square is giving consumers greater sizing

choice
• Charmin hopes its Forever Roll will be a boon for

convenience
Figure 15: Prefer extra-large toilet paper rolls, by age,
December 2019

• Quick cleanups and on-the-go lifestyles support moist
towelette growth
Figure 16: Multi-outlet sales of hand/face moist towelettes, by
leading companies and brands, rolling 52 weeks 2018 and
2019

• Wet Ones has become synonymous with hand and face
cleansing

• Despite government pushback, flushable moist wipes gain
penetration
Figure 17: Multi-outlet sales of flushable wet wipes, by leading
companies and brands, rolling 52 weeks 2018 and 2019

• Paper napkins struggle for relevance
Figure 18: Multi-outlet sales of paper napkins, by leading
companies and brands, rolling 52 weeks 2018 and 2019
Figure 19: Use of paper towels as napkins, by age and age of
child, December 2019

• Facial tissue brands plagued by substitute products
Figure 20: Substitute other paper products for tissue, by age,
December 2019

• Wipes will go plastic-free
• Wetting wipes on demand could drive safer cleansing

• Tissue penetration declines further
• Young consumers may be switching to durable dishcloths
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• Online retail is the province of the young and wealthy and
new parents

• Tissue usage is becoming more specialized
• Travel packs will become a more dominant format
• Paper towels are first and foremost a cleaning product
• Paper towels are the new napkins
• Toilet paper has the most viable premium tier
• Consumers like the convenience of extra-large roles
• Many consider paper napkins wasteful

• Tissue penetration declines further
Figure 21: Use of household paper products, December 2019

• Young consumers may be switching to durable cloths
Figure 22: Usage of facial tissue, paper towels and paper
napkins, by age, December 2019

• Will younger consumers increase their tissue usage as they
age?

• Mass merchandisers are still the dominant channel
Figure 23: Purchase locations for household paper products,
December 2019

• Online retail is the province of the young and wealthy and
new parents
Figure 24: Online shopping for household paper products by
age, income and parental status, December 2019

• Facial tissue is predominantly for ailments
Figure 25: Usage behavior for facial tissue, December 2019

• Younger consumers are driving new usage habits
Figure 26: Only buy tissues when sick or have allergies and
interested in lotion tissue, by age, December 2019

• Travel packs will become a more dominant format
• Could facial tissues cross into surface cleaning?

Figure 27: Preference for travel packs and usage of facial
tissues for cleaning small spills, by age, December 2019

• Paper towels are first and foremost a cleaning product
Figure 28: Usage behavior and attitudes toward paper
towels, December 2019

• Paper towels are the new napkins

USAGE OF HOUSEHOLD PAPER PRODUCTS

PURCHASE LOCATIONS

USAGE BEHAVIOR OF FACIAL TISSUE

USAGE BEHAVIOR OF PAPER TOWELS
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Figure 29: Use of paper towels as napkins, by age and age
of children, December 2019

• Toilet paper has the most viable premium tier
Figure 30: Usage behavior and attitudes toward toilet paper,
December 2019

• Consumers like the convenience of extra-large roles
Figure 31: Prefer extra-large toilet paper rolls, by age,
December 2019

• Awareness of clogs from flushable moist wipes is growing
Figure 32: Flushable wipes can clog plumbing, by area,
December 2019

• Many consider paper napkins wasteful
Figure 33: Attitudes and usage behaviors related to napkins,
December 2019
Figure 34: Use customized paper napkins, by age and
income, December 2019

• Data sources
• Sales data
• Fan chart forecast
• Consumer survey data
• Abbreviations and terms
• Abbreviations

Figure 35: Total US retail sales and forecast of household
paper products, at inflation-adjusted prices, 2014-24
Figure 36: Total US retail sales and forecast of household
paper products, by segment, at current prices, 2014-24
Figure 37: Total US retail sales of household paper products,
by segment, at current prices, 2017 and 2019

Figure 38: Total US retail sales of household paper products,
by channel, at current prices, 2014-19
Figure 39: Total US retail sales of household paper products,
by channel, at current prices, 2017 and 2019

USAGE BEHAVIOR OF TOILET PAPER AND WIPES

USAGE BEHAVIOR OF NAPKINS
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About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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