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“Purchasing household paper products tends to be a
habitual process, meaning that brands need to work to

break habits to increase sales. There are consumer
concerns about the environment, suggesting that there

may be scope to increase interest in recycled or alternative
fibres. However, brands need to clearly indicate how these

products can add value that transcends price.”
– Richard Hopping, Brand and Household Analyst

This report looks at the following areas:

• Making advertising count
• The future of online shopping in household paper

Although value sales for household paper products once again declined during 2016, the pace of the
decline has slowed when compared to previous years. The market has been strongly influenced by
discounting; however there is evidence to suggest that this influence may be waning.

2016 has seen a number of big name brands relaunch product lines, perhaps in response to declining
sales, but true innovation is few and far between. There may be scope to create new products featuring
more vibrant colours or alternative fibres, but brands will need to work hard in order to break ingrained
purchasing habits.
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Figure 36: Recorded above-the-line, online display and direct mail total advertising expenditure on household paper products*, by top
advertisers for 2016, 2015-16
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Figure 49: Usage of household paper products in the last month, October 2015 and October 2016

Most buy on a monthly basis
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Figure 55: Uses of kitchen roll, October 2016

Interchangeable uses between household paper products
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Figure 61: UK retail value sales and forecast of kitchen roll, at current and constant prices, 2011-21

Figure 62: UK retail value sales and forecast of facial tissues, at current and constant prices, 2011-21

Report Price: £1995.00 | $2510.51 | €2325.77

Household Paper Products - UK - February 2017

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

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

http://reports.mintel.com//display/store/792401/
mailto:reports@mintel.com

	Household Paper Products - UK - February 2017
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Overview
	Executive Summary
	Issues and Insights
	The Market – What You Need to Know
	Market Size and Forecast
	Market Segmentation
	Channels to Market
	Market Drivers
	Companies and Brands – What You Need to Know
	Market Share
	Launch Activity and Innovation
	Advertising and Marketing Activity
	Brand Research
	The Consumer – What You Need to Know
	Usage and Purchase of Household Paper Products
	Shopping Channels for Household Paper Products
	Appealing Advertising for Household Paper Products
	Kitchen Roll Uses
	Attitudes towards Household Paper Products
	Appendix – Data Sources, Abbreviations and Supporting Information
	Appendix – The Market



