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Growth of the overall feminine care products market has
been marginal in recent years, as it faces several
challenges. Women are having fewer, lighter periods,
contributing to declining usage of sanitary protection,
specifically tampons.

This report looks at the following areas:
•
•
•

Sales of sanitary protection products stagnate
More women experience bladder issues than use incontinence-specific products
Concerns over the safety of feminine care products

An aging population and increased interest in cleansing products bodes well for the adult incontinence
and feminine hygiene segments of the category. Discussions about menstruation and bladder leakage
are also becoming less taboo, empowering women to discover solutions for their feminine care needs.
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Figure 11: Uses contraceptives for birth control, by female, April 2015
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More than half of women are currently menstruating
Most women use sanitary protection products, some use feminine hygiene products
Nearly half of women experience bladder leakage
One quarter of women use incontinence products
Feminine care products evoke specific needs
Some women express concern with chemicals in sanitary protection products
Women are receptive to the benefits of feminine hygiene products
Incontinence products are easy to find; yet embarrassing to purchase

Menstruation Experience
More than half of women are currently menstruating
Figure 23: Menstruation experience, January 2016
Age drives menstruation
Figure 24: Menstruation experience, by age, January 2016
Hispanic women have the highest incidence of current menstruation
Figure 25: Menstruation experience, by Hispanic origin and race, January 2016
Many who menstruate also experience bladder leakage
Figure 26: Bladder leakage experience, by women currently menstruating, January 2016

Sanitary Protection and Hygiene Product Use
Nearly three fourths of women are using sanitary protection products
Figure 27: Sanitary protection product use, January 2016
Profile of sanitary protection product users
Figure 28: Sanitary protection product use, by age, Hispanic origin and race, and menstruation status, January 2016
About two out of five women use a feminine hygiene product
Figure 29: Feminine hygiene product use, January 2016
Profile of feminine hygiene product users
Figure 30: Feminine hygiene product use, by age, Hispanic origin and race, and product user type, January 2016

Bladder Leakage Experience
Nearly half of women experience bladder leakage
Figure 31: Bladder leakage experience, January 2016
Age knows no boundaries for bladder leakage
Figure 32: Bladder leakage experience, by age, January 2016
Moms are susceptible to bladder issues
Figure 33: Bladder leakage experience, by parental status, January 2016
Hispanic women report experiencing bladder leakage most
Figure 34: Bladder leakage experience, by Hispanic origin and race, January 2016

Adult Incontinence Product Use
One quarter of women use incontinence products
Figure 35: Adult incontinence product use, January 2016
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Profile of adult incontinence product users
Figure 36: Adult incontinence product use, by age, Hispanic origin, race, number of children, and bladder leakage experience, January
2016

Feminine Care Product Usage Occasions
Feminine care products evoke specific needs
Figure 37: Correspondence Analysis, product usage occasions, January 2016
Panty liners meet several needs
Figure 38: Panty liners product usage for menstruation occasions, by age, January 2016
Figure 39: Panty Liners product usage for other occasions, by age, menstruation experience, and bladder leakage experience, January
2016
Sanitary pads are for heavy flow days and preparation
Figure 40: Sanitary pad product usage occasions, by currently menstruating and bladder leakage experience, January 2016
Women use tampons when menstrual flow is heaviest
Figure 41: Tampon usage occasions, January 2016
Feminine hygiene products considered part of a daily routine
Figure 42: Feminine hygiene product usage occasions, by all and currently menstruating, January 2016
Incontinence products are for bladder leakage and used often
Figure 43: Incontinence product usage occasions, by age and bladder leakage experience, January 2016

Attitudes toward Sanitary Protection Products
Women purchase sanitary protection products on autopilot
Figure 44: Sanitary protection product brand attitudes, January 2016
Health-conscious ingredients and materials have appeal
Figure 45: Agreement with attitudes toward sanitary protection product materials, January 2016
Offer women choices
Figure 46: Agreement with attitudes toward sanitary protection product materials, by older Millennials, Hispanic origin, urban dweller,
mothers of children under 18, January 2016
Women aged 25-34 are most aware of the alternatives
Figure 47: Agreement with awareness of alternative sanitary protection product materials, by age, January 2016

Attitudes toward Feminine Hygiene Products
Women are receptive to the benefits of feminine hygiene products
Figure 48: Agreement with perceptions of feminine hygiene products, by age, Hispanic origin, January 2016
Some concern does surround the safety of these products
Figure 49: Agreement with natural perceptions of feminine hygiene products, by age, January 2016
Feminine hygiene products are easy for women to find
Figure 50: Agreement with locating feminine hygiene products, by age, January 2016

Attitudes toward Adult Incontinence Products
Incontinence products are easy to find; yet embarrassing to purchase
Figure 51: Agreement with locating incontinence products, by age and incontinence product users, January 2016
For one third of women age impacts acceptability
Figure 52: Agreement incontinence products are not for someone my age, by age, January 2016
Women are using sanitary protection products for bladder leakage
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Figure 53: Agreement with incontinence products usage occasions, by product user and bladder leakage experience, January 2016
Bladder support products have appeal
Figure 54: Interest in trying a bladder support product, by age, incontinence product user and bladder leakage experience, January
2016

Appendix – Data Sources and Abbreviations
Data sources
Sales data
Fan chart forecast
Consumer survey data
Abbreviations and terms
Abbreviations
Terms

Appendix – The Market
Figure 55: Total US retail sales and forecast of feminine hygiene and sanitary protection products, at inflation-adjusted prices, 2010-20
Figure 56: Total US retail sales and forecast of feminine hygiene and sanitary protection products, by segment, at current prices,
2010-20
Figure 57: US female population, by age, 2011-21

Appendix – Key Players
Figure 58: MULO sales of feminine hygiene, by leading companies and brands, rolling 52 weeks 2014 and 2015
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