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WOUND CARE IN AUSTRALIA - 
CATEGORY ANALYSIS 

 

 

HEADLINES 
 

▪ Demand for wound care slows in 2021 following panic buying trend of 2020 due to reduced 

need for replacement purchases 

▪ In 2021, wound care records 3% retail current value growth, to reach AUD156 million 

▪ Gauze, tape and other wound care records highest current value growth of 3% in 2021, 

reaching sales of AUD34 million 

▪ Johnson & Johnson Pacific Pty Ltd gains leadership of wound care in 2021, with a 32% value 

share 

▪ Over the forecast period, wound care is expected to record a 3% current value CAGR (a 1% 

value CAGR at constant 2021 prices), to reach sales of AUD182 million in 2026 

 

 

2021 DEVELOPMENTS 
 

Return to low undynamic growth rates for wound care in 2021 as 
Australians use accumulated stock 

COVID-19 has had little impact on wound care purchases by Australian consumers, with the 

category only experiencing a marginal upturn in demand in 2020 due to initial stockpiling for 

essential items, such as gauze, tape and other wound care and sticking plasters/adhesive 

bandages. However, 2021 is set to see a return to low undynamic growth rates for the category 

as consumers use accumulated stock from the previous year before replenishing these items. 

On the other hand, greater time spent outdoors as restrictions ease will support predictions for a 

marginally stronger performance by first aid kits in 2021. 

Nevertheless, demand during the year is likely to be supported by a further easing of 

restrictions and Australians spending longer periods of time outside of their homes, including 

taking part in various sporting activities, which increases the risk of injuries; experts have 

advised consumers to ease themselves slowly back into exercise routines to avoid injuries. 

Many Australians generally lead active lifestyles, with over half of all men and women 

participating in sport-related activities. The highest proportion of active Australians is comprised 

of children with many participating in organised after-school activities, including sports. 

 

Mature category needs innovation to drive value 

While general active lifestyle trends tend to influence demand for wound care in Australia, the 

category is highly mature without much innovation witnessed at the end of the review period, 

mainly linked to the dominant value category of sticking plasters. Products already available 

include blister protection, cushioned, assorted shapes, sensitive, heavy duty, waterproof and 

advanced healing. As in most of the review period, it is gauze, tape and other wound care which 

is expected to see the strongest current value growth in 2021, from a lower base. 
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Elastoplast and Band-Aid remain popular trusted wound care brands 

Intense competition remains between Beiersdorf Australia, which offers the brand Elastoplast, 

and Johnson & Johnson and its Band-Aid brand; the latter is expected to gain overall leadership 

of wound care in 2021 with significant value share gain. Band-Aid now dominates the largest 

value category of sticking plasters/adhesive bandages and continues to enjoy high consumer 

awareness as well as being ranked first in the Plasters and Adhesive Bandages category of 

Australian Reader’s Digest magazine’s annual list of Australia’s Most Trusted Brands for 2021. 

Nevertheless, Elastoplast remains the convincing leader of gauze, tape and other wound care 

in addition to ranking second in sticking plasters/adhesive bandages. The brand continues to 

have wide distribution through key grocery retailers and health and beauty specialist retailers, 

maximising its sales opportunities. Furthermore, Elastoplast continues to benefit from strong 

consumer awareness, with the brand investing significantly in sponsorship and partnerships for 

multiple sports events. The company is also active through social media channels, including 

Facebook, Instagram and YouTube. During the worst of the COVID-19 pandemic in the country, 

the company focused its social media communications on providing advice for those working 

from home, including posture, and exercises for different muscle groups. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Ageing population to stimulate demand for wound care over forecast 
period 

Demand for wound care is expected to remain stable but undynamic over the forecast period, 

driven by both active consumers, including children, and an ageing population. While 

institutional sales to health institutions are a notable channel for wound care sales in Australia, 

consumer demand for wound care through retail is still expected to be positively influenced by 

Australia’s ageing population. While 6-12% of all patients treated in hospitals tend to develop a 

pressure wound, this figure increases to 30% in the elderly. Older consumers often commonly 

suffer from an increased number of illnesses, such as pressure ulcers, which require wound 

care, even in the home. Growth is therefore expected to be supported by the ageing population, 

as older people are generally more susceptible to wounds and abrasions, and they also offer 

suffer from delayed healing, meaning that they need to use wound care products for longer. 

 

Rising number of diabetes patients in Australia contributing factor to 
demand 

Although growing from a low base, the rising prevalence of diabetes in Australia is also 

expected to influence demand for wound care over the forecast period. The Australian Bureau 

of Statistics as part of a National Health Survey reported an estimated 1.2 million Australians 

(4.9% of the total population) suffered from diabetes in 2017-18. Diabetes is associated with a 

myriad of complications which affect the feet, eyes, kidneys, and cardiovascular health and is 

believed to be the fastest growing chronic condition in Australia; increasing at a faster rate than 

other chronic diseases such as heart disease and cancer. The combination of high blood sugar 

and plasma kallikrein is believed by experts to cause increased bleeding in diabetes sufferers, 

increasing demand for wound care amongst this segment of the population. Incidence of 

diabetes also tends to increase with age, with the risk tripling amongst those aged 65-74 years 

compared to consumers aged 45-54 years according to the National Health Survey of 2017-

2018. 
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Offering innovative products with natural positioning could offer stronger 
value growth potential 

One potential avenue for growth is the launch of products with a more natural positioning, to 

appeal to a young, environmentally-aware and health-conscious consumer group. For instance, 

although only currently a small player, local company Nutricare is expected to continue to 

strengthen its presence in wound care in Australia with its brand Patch. It claims its products are 

the world’s first organic, hypoallergenic, compostable, plastic-free wound-care solutions, made 

using natural bamboo. The company also continues to innovate, launching Patch Bandages with 

Activated Charcoal and Patch Kids Panda Bandages. Other players are also likely to follow the 

natural route to achieve growth. 

 

 

CATEGORY DATA 
 

Table 1 Sales of Wound Care by Category: Value 2016-2021 

 

AUD million 
 2016 2017 2018 2019 2020 2021 
 
- First Aid Kits 26.8 27.1 27.5 28.2 28.5 29.2 
- Gauze, Tape and Other 28.4 29.7 30.9 32.0 33.4 34.4 
    Wound Care       
- Sticking Plasters/ 79.9 82.4 84.9 87.3 89.8 92.0 
    Adhesive Bandages       
Wound Care 135.1 139.2 143.3 147.5 151.8 155.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Note: 2021 data is provisional and based on part-year estimates 

 

 

Table 2 Sales of Wound Care by Category: % Value Growth 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
- First Aid Kits 2.2 1.7 9.0 
- Gauze, Tape and Other Wound Care 2.9 3.9 21.0 
- Sticking Plasters/Adhesive Bandages 2.5 2.8 15.1 
Wound Care 2.5 2.9 15.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Note: 2021 data is provisional and based on part-year estimates 

 

 

Table 3 NBO Company Shares of Wound Care: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
Johnson & Johnson 28.7 28.8 29.0 29.3 32.0 
    Pacific Pty Ltd      
Beiersdorf Australia Ltd 31.4 31.3 31.1 30.1 29.4 
3M Australia Pty Ltd 5.0 4.9 4.8 5.2 5.5 
BSN Medical (Aust) Pty 4.2 4.1 4.0 3.9 3.9 
    Ltd      

 
 
 

Content removed from sample 
 

 
 

Data removed from sample 
 

 
Data removed from sample 

 

 
 

Data removed from sample 
 



W O U N D  C A R E  I N  A U S T R A L I A  P a s s p o r t  4 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

St John Ambulance 2.6 2.6 2.6 2.6 2.6 
    Australia Inc      
KB Medical Sales Pty Ltd 2.4 2.4 2.3 2.3 2.5 
Australian Red Cross 2.3 2.2 2.2 2.1 2.1 
Smith & Nephew Pty Ltd 1.3 1.3 1.3 1.3 1.3 
Sigma Healthcare Ltd 0.5 0.5 0.5 0.5 0.5 
ConvaTec (Australia) 0.4 0.4 0.4 0.4 0.4 
    Pty Ltd      
Rodan & Fields 0.1 0.2 0.2 0.2 0.2 
    Australia Pty Ltd      
Woolworths Ltd - - - - - 
    (Australia)      
Sigma Pharmaceuticals Ltd - - - - - 
Other Private Label 2.9 2.9 2.8 2.7 2.7 
Others 18.2 18.5 18.9 19.5 17.2 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 4 LBN Brand Shares of Wound Care: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Band-Aid (Johnson & Johnson & Johnson 28.8 29.0 29.3 32.0 
    Johnson Inc) Pacific Pty Ltd     
Elastoplast Beiersdorf Australia Ltd 31.3 31.1 30.1 29.4 
    (Beiersdorf AG)      
Nexcare (3M Inc) 3M Australia Pty Ltd 4.9 4.8 5.2 5.5 
Leukoplast (BSN BSN Medical (Aust) Pty 4.1 4.0 3.9 3.9 
    Medical GmbH & Co KG) Ltd     
St John (Order of St John Ambulance 2.6 2.6 2.6 2.6 
    Saint John, The) Australia Inc     
SurgiPack KB Medical Sales Pty Ltd 2.4 2.3 2.3 2.5 
Red Cross Australian Red Cross 2.2 2.2 2.1 2.1 
Smith & Nephew Smith & Nephew Pty Ltd 1.2 1.2 1.2 1.2 
    (Smith & Nephew Plc)      
Amcal (Private Label) Sigma Healthcare Ltd 0.5 0.5 0.5 0.5 
Duoderm (ConvaTec ConvaTec (Australia) 0.4 0.4 0.4 0.4 
    Inc) Pty Ltd     
Rodan + Fields Rodan & Fields 0.2 0.2 0.2 0.2 
    (Rodan & Fields LLC) Australia Pty Ltd     
Amcal (Private Label) Sigma Pharmaceuticals Ltd - - - - 
Leukoplast (BSN Smith & Nephew Pty Ltd - - - - 
    Medical GmbH & Co KG)      
Homebrand (Private Woolworths Ltd - - - - 
    Label) (Australia)     
Other Private Label Other Private Label 2.9 2.8 2.7 2.7 
    (Private Label)      
Others Others 18.6 19.0 19.6 17.3 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 5 Forecast Sales of Wound Care by Category: Value 2021-2026 

 

AUD million 
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 2021 2022 2023 2024 2025 2026 
 
- First Aid Kits 29.2 29.4 29.7 30.1 30.5 30.9 
- Gauze, Tape and Other 34.4 34.8 35.2 35.6 36.1 36.5 
    Wound Care       
- Sticking Plasters/ 92.0 92.8 93.2 93.8 94.3 95.2 
    Adhesive Bandages       
Wound Care 155.6 157.1 158.1 159.6 160.9 162.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: 2021 data is provisional and based on part-year estimates 

 

 

Table 6 Forecast Sales of Wound Care by Category: % Value Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
- First Aid Kits 1.0 1.2 5.9 
- Gauze, Tape and Other Wound Care 1.1 1.2 6.1 
- Sticking Plasters/Adhesive Bandages 0.9 0.7 3.4 
Wound Care 0.9 0.9 4.5 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: 2021 data is provisional and based on part-year estimates 
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CONSUMER HEALTH IN AUSTRALIA - 
INDUSTRY OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Consumer health in 2021: The big picture 

Consumer health is set to register yet another year of solid current value growth in 2021, 

following impressive growth rates witnessed the previous year due to the outbreak of the 

COVID-19 pandemic in Australia. The latter has been disruptive to consumer health and 

exposed health vulnerabilities of local consumers, especially those who are at greater risk of 

developing more serious illnesses from the virus. Many consumers have become increasingly 

aware of the importance of maintaining personal health needs in 2021, as COVID-19 has 

significantly changed their lives and attitudes towards protecting themselves. With heightened 

consumer anxiety around health, Australians have been re-evaluating their overall wellbeing and 

needs accordingly. 

In 2020, when COVID-19 initially emerged, consumers sought products that they believed 

could minimise the severity of common symptoms and/or could combat the virus’s virulence. 

2021 is seeing a period of readjustment by Australian consumers such as exploring new 

options, and recalibration of demand; this readjustment phase is resulting in certain consumer 

health categories experiencing further impressive growth rates, namely analgesics, sleep aids, 

immune-boosting vitamins and dietary supplements as well as NRT smoking cessation aids. 

The World Health Organization’s (WHO) understanding of the COVID-19 disease continued to 

evolve rapidly in 2021 and consumers have become more educated about demographics and 

lifestyle types, including who is at most risk of serious illness after being infected by the COVID-

19 virus. For instance, according to industry experts, smokers are at higher risk of serious 

illness if they become infected due to respiratory complications. 

The implementation of Australia’s vaccination program has also had an impact on non-

COVID-19 healthcare and vaccinations. The Therapeutic Goods Administration (TGA) has 

approved the rollout of the first cell-based influenza vaccine during the flu season, in addition to 

the usual egg-grown vaccines. This breakthrough followed new advances in influenza 

vaccinations, resulting in a range of new vaccines that are appropriate for different 

demographics. According to industry experts, the key benefit of cell-based vaccines is that the 

process eliminates the potential for egg-adapted changes, which potentially makes the vaccines 

more effective as the grown virus may more closely match circulating virus strains. The 

Australian Government Department of Health has been encouraging local consumers to take 

the vaccine and continues to communicate the importance of being immunised against flu. 

Under the Australian National Immunisation Program, free flu vaccines are provided to children 

between six months and five years of age, as well as to members of demographics who are at 

higher risk of complications if they contract flu. The rollout of a free influenza vaccine has 

removed one barrier, namely cost, as it eases financial pressure of eligible consumers and 

ultimately encourages Australians to get vaccinated against flu. 

 

2021 key trends 

Consumer health is benefiting from lifestyle trends in 2021, not just in terms of fitness and 

nutrition, but also overall physical and mental health, which is also contributing to further 

development of telemedicine and personal health trackers as consumers take a more preventive 
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approach to their health and wellbeing. Nutritional needs are gravitating towards accomplishing 

wellness goals, as opposed to weight loss, resulting in a subdued performance by weight 

management and wellbeing, as consumers take to preparing fresh home-cooked meals, while 

those with less time or fewer culinary skills have been turning to fresh meal delivery kits. Sleep 

disorders such as insomnia, driven by many factors including stress relating to the economic 

fallout of the pandemic, are becoming increasingly recognised, leading to consumers 

understanding the positive correlation between mental health and sleep. This trend is translating 

to ongoing demand for sleep aids, including herbal/traditional options. 

Dermatologicals in Australia has been positively impacted by the down-schedule of 

mometasone in June 2020, which has been switched from Schedule 4 to Schedule 3 

(pharmacist-only) as the only therapeutically active substance in preparations for dermal use to 

contain 0.1% or less of mometasone in packs containing no more than 15g. The switch of 

mometasone within antipruritics has made certain anti-inflammatory creams more readily 

available over-the-counter, which has been well-received by the significant number of Australian 

consumers who are affected by atopic dermatitis, with the majority of cases able to be treated 

via antipruritics. 

Cold, cough and allergy (hay fever) remedies is set to experience a polarised performance in 

2021. The lockdown and social distancing restrictions implemented by the Australian 

government through much of 2020 in an attempt to manage the COVID-19 outbreak has 

effectively caused a record low transmission rate of influenza during the winter months, which 

has lingered into 2021 and therefore impacted demand for cough and cold remedies. However, 

as social distancing restrictions slowly start to ease, the demand for cold, cough and allergy 

(hay fever) remedies has been increasing as Australians start to interact, while seasonal 

allergens are set to offer further growth momentum for antihistamines/allergy remedies 

(systemic) as the country heads into the spring months. 

NRT smoking cessation aids is set to record another positive performance in 2021 as 

consumers have been encouraged to attempt to quit smoking during the pandemic. It is believed 

that smokers with lung damage or suffer from lung disease are likely to experience more severe 

symptoms should they contract the COVID-19 virus. The increased health risks of COVID-19 

associated with smoking has led to further demand for NRT smoking cessation aids. 

Government sources revealed that consumers were four times more likely to attempt to quit 

smoking during the pandemic, although they were supported by a range of different methods 

including the mobile app, Quitbuddy, which assists consumers with the process of quitting 

smoking. 

 

Competitive landscape 

Consumer health remains a highly fragmented competitive landscape with numerous players 

specialising in one or more categories and carving out small shares. The share of the smallest 

players, included under “others”, is expected to continue to rise in 2021. Nevertheless, 

multinational GSK Consumer Healthcare is set to maintain its overall leadership of the market in 

value share terms, benefiting from consistent demand for its leading analgesics brand Panadol 

within both paediatric and adult presentations as a result of COVID-19. Other major 

multinationals, such as Johnson & Johnson Pacific, Sanofi-Aventis Australia and Reckitt 

Benckiser (Australia) also hold top 10 positions. These companies have huge advantages within 

OTC consumer health, not least due to their consistent focus on new product development, an 

area in which local companies simply do not have the resources to compete. Furthermore, 

major multinational drug companies generally offer very wide portfolios across several OTC 

categories, enabling them to establish strong positions at industry level and mitigate poor 

performances in dwindling product categories via strong performances in more dynamic 

categories. 
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Further new product development is expected to surge heading into the forecast period as 

COVID-19 has shaped new demands of consumers. One driving force for new product 

development is likely to be new consumer demand for immune-boosting products. Blurring lines 

between medicine and nutrition will also impact OTC manufacturers’ product positioning, as 

Australians increasingly expect an overall positive health outcome. 

 

Retailing developments 

The pandemic has been extremely disruptive to consumer health’s supply chain in Australia, 

due to initial stockpiling and product shortages. Consumers recognise the importance of 

chemists/pharmacies due to their expertise in terms of offering advice, enabling it to remain the 

most popular distribution channel overall, although it continues to lose ground to modern 

grocery retailers including supermarkets. The latter continues to grow as it offers consumers 

convenience, particularly during the lockdown period when consumers wanted to limit their 

outings to retailers, with supermarkets offering a one-stop solution. Furthermore, retailers 

located in Central Business Districts, large shopping centres, lockdown areas or tourist locations 

were negatively impacted in 2020 and continue to be challenged in 2021 due to closures or lack 

of footfall. 

Nevertheless, e-commerce is set to record another year of dynamic growth and share gain in 

2021, a trend that was already emerging pre-pandemic, but was given further momentum due to 

home seclusion. Not only does e-commerce offer the convenience and perceived safety of 

home delivery, but it also offers a wider range of products and brands that can generally be 

found in-store in addition to competitive prices. E-commerce is likely to be given a further boost 

over the forecast period with the predicted arrival of Amazon Pharmacy in Australia. The e-

commerce giant trademarked the term “Amazon Pharmacy” in the country in early 2020, but has 

since launched its service in the US, offering Prime customers discounts on prescriptions, and 

unlimited, free delivery which can be arranged through the Amazon app on a mobile device or 

desktop. 

 

What next for consumer health? 

Consumer health is anticipated to see dynamic growth rates over the forecast period, 

although at a marginally slower pace when compared to 2020 during the stockpiling phase. 

Post-pandemic, with a national vaccination programme continuing to be rolled out in 2021, the 

purchasing behaviour of consumers is expected to normalise over the forecast period. However, 

following the outbreak of COVID-19, a few emerging trends will shape the consumer health 

space moving forward. A strong emphasis will be placed on online platforms and remote 

engagement in order to overcome fast-paced digitalisation disrupting the supply chains and 

clinical trials. The pandemic has created a “new normal” and has accelerated digital channels, 

forcing players, retailers and consumers to adapt to technology at lightning speed through 

teleconsultation services and remote patient monitoring. 

The further ageing of the population in Australia is also likely to be contributing factor to 

positive growth over the forecast period. This will be a particularly relevant growth driver of 

categories such as sleep aids, topical analgesics/anaesthetic, eye care and digestive remedies, 

as sleep problems, muscle pain, and eye and digestive issues generally increase with age. 

Consumers’ purchasing patterns in 2020 led to disrupted supply chains and product 

shortages, as Australians stockpiled products in preparation and to maintain good health. 

Consequently, manufacturers are expected to fast-track the adoption of technologies to mitigate 

potential risk to supply chain disruptions over the forecast period, namely artificial intelligence, 

virtual reality, and digital twins. Another trend shaping consumer health will be overcoming the 

spread of online misinformation post-pandemic. The risk of undermining the efforts of consumer 
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health workers through the circulation of false news and conspiracy theories regarding COVID-

19 gained momentum in 2021, including on social media platforms or even politicians. Greater 

consumer education and awareness is therefore key to supporting Australians in making 

informed decisions regarding their health. 

 

 

MARKET INDICATORS 
 

Table 7 Consumer Expenditure on Health Goods and Medical Services: Value 2016-
2021 

 

AUD million 
 2016 2017 2018 2019 2020 2021 
 
Pharmaceuticals, 27,425.1 29,652.5 31,500.9 32,593.7 31,037.8 32,956.7 
    medical appliances/       
    equipment       
Outpatient services 32,969.2 34,232.2 36,147.1 39,048.2 37,626.4 39,191.6 
Hospital services 3,006.9 3,159.7 3,285.1 3,611.5 3,514.4 3,639.9 
Total 63,401.2 67,044.4 70,933.0 75,253.4 72,178.6 75,788.2 

Source: Euromonitor International from official statistics, trade associations, trade interviews 

 

 

Table 8 Life Expectancy at Birth 2016-2021 

 

years 
 2016 2017 2018 2019 2020 2021 
 
Males 80.4 80.5 80.7 80.9 81.1 81.2 
Females 84.6 84.6 84.9 85.0 85.1 85.2 

Source: Euromonitor International from official statistics 

 

 

 

MARKET DATA 
 

Table 9 Sales of Consumer Health by Category: Value 2016-2021 

 

AUD million 
 2016 2017 2018 2019 2020 2021 
 
OTC 2,480.1 2,557.4 2,542.1 2,623.0 2,727.0 2,836.0 
Sports Nutrition 615.3 671.5 730.2 795.4 876.3 944.9 
Vitamins and Dietary 2,419.2 2,371.2 2,442.2 2,518.8 2,592.3 2,578.7 
    Supplements       
Weight Management and 429.1 431.0 432.6 434.5 439.2 442.8 
    Wellbeing       
Herbal/Traditional 589.8 576.9 599.3 612.9 627.8 642.8 
    Products       
Allergy Care 224.3 233.3 243.0 252.2 292.5 331.4 
Paediatric Consumer 184.5 182.7 197.1 211.9 221.1 228.8 
    Health       
Consumer Health 5,943.8 6,031.1 6,147.0 6,371.7 6,634.8 6,802.3 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Note 1: Consumer health total is the sum of OTC, sports nutrition, vitamins and dietary supplements and weight 
management and wellbeing 

Note 2: Sum of categories is greater than the market size because allergy care is a duplicate of categories found 
in cough, cold and allergy remedies, dermatologicals and eye care; paediatric consumer health is an 
aggregate of paediatric categories in OTC and vitamins and dietary supplements; and herbal/traditional 
products is an aggregate of herbal/traditional categories in OTC and vitamins and dietary supplements 

Note 3: 2021 data is provisional and based on part-year estimates 

 

 

Table 10 Sales of Consumer Health by Category: % Value Growth 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
OTC 4.0 2.7 14.3 
Sports Nutrition 7.8 9.0 53.6 
Vitamins and Dietary Supplements -0.5 1.3 6.6 
Weight Management and Wellbeing 0.8 0.6 3.2 
Herbal/Traditional Products 2.4 1.7 9.0 
Allergy Care 13.3 8.1 47.7 
Paediatric Consumer Health 3.5 4.4 24.0 
Consumer Health 2.5 2.7 14.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Note 1: Consumer health total is the sum of OTC, sports nutrition, vitamins and dietary supplements and weight 
management and wellbeing 

Note 2: Sum of categories is greater than the market size because allergy care is a duplicate of categories found 
in cough, cold and allergy remedies, dermatologicals and eye care; paediatric consumer health is an 
aggregate of paediatric categories in OTC and vitamins and dietary supplements; and herbal/traditional 
products is an aggregate of herbal/traditional categories in OTC and vitamins and dietary supplements 

Note 3: 2021 data is provisional and based on part-year estimates 

 

 

Table 11 NBO Company Shares of Consumer Health: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
GSK Consumer Healthcare 6.2 5.3 7.6 7.6 7.7 
Johnson & Johnson 5.8 5.9 5.9 5.9 6.1 
    Pacific Pty Ltd      
Reckitt Benckiser 4.9 4.6 4.5 4.4 4.4 
    (Australia) Pty Ltd      
Sanofi-Aventis 4.7 4.6 4.4 4.5 4.3 
    Australia Pty Ltd      
Blackmores Ltd 5.9 5.7 5.5 4.3 3.8 
Pharmacare Laboratories 3.8 3.9 3.9 3.8 3.8 
    Pty Ltd      
Bayer Australia Pty Ltd 3.8 3.6 3.4 3.6 3.7 
Swisse Wellness Pty Ltd 8.5 8.5 5.5 3.5 3.1 
Herbalife Australasia 2.1 2.1 2.1 2.0 2.0 
    Pty Ltd      
Nature's Care Pty Ltd 2.4 2.4 2.3 1.9 1.8 
iNova Pharmaceuticals 1.6 1.6 1.8 1.7 1.7 
    (Australia) Pty Ltd      
Nestlé Australia Ltd 1.6 1.7 1.6 1.6 1.6 
Vitaco Health Australia 0.7 0.9 0.9 1.0 1.1 
    Pty Ltd      
Procter & Gamble - 0.6 0.6 0.6 1.0 
    Australia Pty Ltd      
Alcon Laboratories 0.9 0.9 1.0 1.0 0.9 
    (Aust) Pty Ltd      
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Allergan Australia Pty 0.8 0.8 0.8 0.9 0.9 
    Ltd      
Metagenics (Aust) Pty Ltd - 1.0 1.0 1.0 0.9 
Nutrition Systems 0.9 0.8 0.8 0.8 0.8 
Aspen Pharmacare 1.1 1.1 1.0 0.8 0.8 
    Australia Pty Ltd      
Care Pharmaceuticals 0.7 0.7 0.7 0.7 0.7 
    Pty Ltd      
Beiersdorf Australia Ltd 0.7 0.7 0.7 0.7 0.7 
By-health Co Ltd - 0.5 0.7 0.9 0.7 
Glanbia Performance 1.0 0.7 0.7 0.6 0.6 
    Nutrition Pty Ltd      
Caruso's Natural Health 0.6 0.6 0.6 0.6 0.5 
Roche Products Pty Ltd 0.6 0.6 0.6 0.5 0.5 
Norgine Pty Ltd 0.5 0.5 0.5 0.5 0.5 
Sigma Healthcare Ltd 0.5 0.5 0.5 0.5 0.5 
Perrigo Australia 0.7 0.5 0.4 0.4 0.5 
Optipharm Pty Ltd 0.5 0.5 0.5 0.5 0.4 
Pharmacor Pty Ltd 0.3 0.3 0.4 0.4 0.4 
Probiotec Ltd 0.5 0.4 0.4 - - 
Pfizer Australia Pty Ltd 2.3 2.3 - - - 
USN Australia Pty Ltd 0.7 0.6 - - - 
Life-Space Group Pty Ltd 0.8 - - - - 
PGT Healthcare 0.6 - - - - 
Other Private Label 1.3 1.4 1.4 1.5 1.5 
Others 31.9 32.9 37.4 41.4 42.0 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 12 LBN Brand Shares of Consumer Health: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Blackmores Blackmores Ltd 5.5 5.3 4.2 3.8 
Swisse (Health & Swisse Wellness Pty Ltd 8.0 5.5 3.5 3.1 
    Happiness (H&H)      
    International      
    Holdings Ltd)      
Panadol GSK Consumer Healthcare 2.5 2.5 2.5 2.5 
    (GlaxoSmithKline Plc)      
Nurofen (Reckitt Reckitt Benckiser 2.7 2.7 2.6 2.5 
    Benckiser Group Plc (Australia) Pty Ltd     
    (RB))      
Nature's Way Pharmacare Laboratories 2.4 2.4 2.4 2.4 
 Pty Ltd     
Herbalife Nutrition Herbalife Australasia 2.1 2.1 2.0 2.0 
    (Herbalife Pty Ltd     
    Nutrition Ltd)      
Healthy Care Nature's Care Pty Ltd 2.2 2.3 1.9 1.8 
Nicorette (Johnson Johnson & Johnson 1.3 1.3 1.3 1.4 
    & Johnson Inc) Pacific Pty Ltd     
Voltaren GSK Consumer Healthcare 1.2 1.2 1.2 1.2 
    (GlaxoSmithKline Plc)      
Codral (Johnson & Johnson & Johnson 1.2 1.1 1.0 1.0 
    Johnson Inc) Pacific Pty Ltd     
Nature's Own (Sanofi) Sanofi-Aventis 0.9 0.9 0.9 0.9 
 Australia Pty Ltd     
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Bioglan Pharmacare Laboratories 1.0 1.0 1.0 0.9 
 Pty Ltd     
Zyrtec (Johnson & Johnson & Johnson 0.6 0.7 0.7 0.8 
    Johnson Inc) Pacific Pty Ltd     
Difflam iNova Pharmaceuticals 0.9 0.9 0.8 0.8 
 (Australia) Pty Ltd     
Claratyne (Bayer AG) Bayer Australia Pty Ltd 0.6 0.6 0.7 0.8 
Caltrate GSK Consumer Healthcare - 0.7 0.7 0.8 
    (GlaxoSmithKline Plc)      
Cenovis (Sanofi) Sanofi-Aventis 0.8 0.7 0.8 0.8 
 Australia Pty Ltd     
Band-Aid (Johnson & Johnson & Johnson 0.7 0.7 0.7 0.7 
    Johnson Inc) Pacific Pty Ltd     
Berocca (Bayer AG) Bayer Australia Pty Ltd 0.7 0.7 0.7 0.7 
Elastoplast Beiersdorf Australia Ltd 0.7 0.7 0.7 0.7 
    (Beiersdorf AG)      
Telfast (Sanofi) Sanofi-Aventis 0.6 0.7 0.7 0.7 
 Australia Pty Ltd     
Betadine Sanofi-Aventis 0.6 0.6 0.6 0.7 
    (Mundipharma Australia Pty Ltd     
    International Ltd)      
Life-space By-health Co Ltd 0.4 0.7 0.8 0.6 
Musashi (Shanghai Vitaco Health Australia 0.4 0.5 0.5 0.6 
    Pharmaceuticals Pty Ltd     
    Holding Co Ltd)      
Systane (Alcon Alcon Laboratories - 0.6 0.6 0.6 
    Laboratories Inc) (Aust) Pty Ltd     
Centrum GSK Consumer Healthcare - 0.5 0.6 0.6 
    (GlaxoSmithKline Plc)      
Allen's (Nestlé SA) Nestlé Australia Ltd 0.6 0.6 0.6 0.6 
Caruso's Caruso's Natural Health 0.6 0.6 0.6 0.5 
Inner Health Metagenics (Aust) Pty Ltd 0.6 0.6 0.6 0.5 
Xenical (Roche Roche Products Pty Ltd 0.6 0.6 0.5 0.5 
    Holding AG)      
Caltrate (Pfizer Inc) Pfizer Australia Pty Ltd 0.7 - - - 
Systane (Novartis AG) Alcon Laboratories 0.6 - - - 
 (Aust) Pty Ltd     
USN (USN (Pty) Ltd) USN Australia Pty Ltd 0.6 - - - 
Centrum (Pfizer Inc) Pfizer Australia Pty Ltd 0.6 - - - 
Other Private Label Other Private Label 1.4 1.4 1.5 1.5 
    (Private Label)      
Others Others 55.8 58.9 62.0 62.9 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 13 Penetration of Private Label in Consumer Health by Category: % Value 2016-
2021 

 

% retail value rsp 
 2016 2017 2018 2019 2020 2021 
 
Consumer Health 2.0 2.0 2.1 2.0 2.1 2.1 
Herbal/Traditional 0.4 0.4 0.3 0.2 0.1 0.1 
    Products       
OTC 3.5 3.7 4.1 4.1 4.3 4.3 
Paediatric Consumer 0.4 0.4 0.4 0.4 0.4 0.4 
    Health       
Sports Nutrition 0.5 0.1 0.1 0.1 0.1 0.1 
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Vitamins and Dietary 1.2 1.2 1.0 0.8 0.8 0.8 
    Supplements       
Weight Management and 0.3 - - - - - 
    Wellbeing       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 14 Distribution of Consumer Health by Format: % Value 2016-2021 

 

% retail value rsp 
 2016 2017 2018 2019 2020 2021 
 
Store-Based Retailing 90.3 88.9 89.8 87.9 84.5 81.1 
- Grocery Retailers 23.9 23.7 23.2 23.2 23.6 23.7 
-- Modern Grocery 22.9 22.6 22.2 22.3 22.6 22.7 
    Retailers       
--- Convenience Stores - - - - - - 
--- Discounters 0.0 0.0 0.0 0.0 0.0 0.0 
--- Forecourt Retailers 0.3 0.4 0.4 0.4 0.4 0.5 
--- Hypermarkets - - - - - - 
--- Supermarkets 22.6 22.3 21.8 21.8 22.1 22.2 
-- Traditional Grocery 1.0 1.0 1.0 0.9 1.0 1.0 
    Retailers       
--- Other Grocery 1.0 1.0 1.0 0.9 1.0 1.0 
    Retailers       
---- Healthfood shops 0.8 0.9 0.8 0.8 0.8 0.9 
---- Other Other 0.2 0.2 0.2 0.1 0.1 0.1 
    Grocery Retailers       
- Mixed Retailers 0.3 0.3 0.3 0.2 0.2 0.2 
-- Department Stores - - - - - - 
-- Mass Merchandisers 0.3 0.3 0.3 0.2 0.2 0.1 
-- Variety Stores - - - - - - 
-- Warehouse Clubs - - - 0.0 0.0 0.0 
- Non-Grocery Specialists 66.1 64.9 66.4 64.4 60.7 57.3 
-- Health and Beauty 66.0 64.9 66.4 64.4 60.7 57.2 
    Specialist Retailers       
--- Beauty Specialist - - - - - - 
    Retailers       
--- Chemists/Pharmacies 35.1 34.5 34.6 33.4 32.2 31.5 
--- Optical Goods Stores - - - - - - 
--- Drugstores/ 26.2 25.8 27.0 26.4 24.2 21.9 
    parapharmacies       
--- Vitamins and 4.7 4.6 4.7 4.6 4.2 3.8 
    Dietary Supplements       
    Specialist Retailers       
--- Other Consumer 0.0 0.0 0.0 0.0 0.0 0.1 
    Health Non-Grocery       
    Specialists       
Non-Store Retailing 9.7 11.1 10.2 12.1 15.5 18.9 
- Vending - - - - - - 
- Homeshopping 0.4 0.4 0.2 0.2 0.2 0.2 
- E-Commerce 4.9 6.3 5.8 8.1 11.7 15.2 
- Direct Selling 4.3 4.4 4.1 3.8 3.7 3.5 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 15 Distribution of Consumer Health by Format and Category: % Value 2021 

 

% retail value rsp 
 OTC Sports Vitamins Weight Herbal/ Allergy 
  Nutrition and Manageme Traditio Care 
   Dietary nt and nal  
   Suppleme Wellbeing Products  
   nts    
 
Store-Based Retailing 98.4 61.5 71.6 68.6 77.9 99.0 
- Grocery Retailers 33.9 22.7 14.4 14.4 19.1 35.1 
-- Modern Grocery 33.7 16.3 14.3 14.4 18.9 34.9 
    Retailers       
--- Convenience Stores 0.0 0.0 0.0 0.0 0.0 0.0 
--- Discounters 0.0 0.0 0.1 0.0 0.1 0.0 
--- Forecourt Retailers 0.0 3.3 0.0 0.0 0.0 0.0 
--- Hypermarkets 0.0 0.0 0.0 0.0 0.0 0.0 
--- Supermarkets 33.7 13.0 14.2 14.4 18.9 34.9 
-- Traditional Grocery 0.2 6.4 0.1 0.0 0.1 0.2 
    Retailers       
--- Other Grocery 0.2 6.4 0.1 0.0 0.1 0.2 
    Retailers       
---- Healthfood shops 0.0 6.0 0.1 0.0 0.1 0.0 
---- Other Other 0.2 0.4 0.0 0.0 0.0 0.2 
    Grocery Retailers       
- Mixed Retailers 0.2 0.1 0.2 0.0 0.2 0.1 
-- Department Stores 0.0 0.0 0.0 0.0 0.0 0.0 
-- Mass Merchandisers 0.2 0.1 0.2 0.0 0.2 0.1 
-- Variety Stores 0.0 0.0 0.0 0.0 0.0 0.0 
-- Warehouse Clubs 0.0 0.0 0.1 0.0 0.0 0.0 
- Non-Grocery Specialists 64.3 38.7 57.0 54.3 58.6 63.8 
-- Health and Beauty 64.2 38.5 56.9 54.3 58.6 63.8 
    Specialist Retailers       
--- Beauty Specialist 0.0 0.0 0.0 0.0 0.0 0.0 
    Retailers       
--- Chemists/Pharmacies 48.9 3.0 23.4 28.8 29.3 48.0 
--- Optical Goods Stores 0.0 0.0 0.0 0.0 0.0 0.0 
--- Drugstores/ 15.2 12.6 32.5 22.4 28.5 15.6 
    parapharmacies       
--- Vitamins and 0.1 22.9 1.0 3.1 0.8 0.2 
    Dietary Supplements       
    Specialist Retailers       
--- Other Consumer 0.2 0.2 0.0 0.0 0.0 0.0 
    Health Non-Grocery       
    Specialists       
Non-Store Retailing 1.6 38.5 28.4 31.4 22.1 1.0 
- Vending 0.0 0.0 0.0 0.0 0.0 0.0 
- Homeshopping 0.0 0.5 0.2 0.0 0.2 0.0 
- E-Commerce 1.4 34.5 24.2 10.3 18.8 0.9 
- Direct Selling 0.1 3.5 4.1 21.1 3.2 0.0 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
 
 Paediatr      
 ic      
 Consumer      
 Health      
 
Store-Based Retailing 85.1      
- Grocery Retailers 22.1      
-- Modern Grocery 22.0      
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    Retailers       
--- Convenience Stores 0.0      
--- Discounters 0.0      
--- Forecourt Retailers 0.0      
--- Hypermarkets 0.0      
--- Supermarkets 21.9      
-- Traditional Grocery 0.1      
    Retailers       
--- Other Grocery 0.1      
    Retailers       
---- Healthfood shops 0.0      
---- Other Other 0.1      
    Grocery Retailers       
- Mixed Retailers 0.2      
-- Department Stores 0.0      
-- Mass Merchandisers 0.2      
-- Variety Stores 0.0      
-- Warehouse Clubs 0.0      
- Non-Grocery Specialists 62.8      
-- Health and Beauty 62.7      
    Specialist Retailers       
--- Beauty Specialist 0.0      
    Retailers       
--- Chemists/Pharmacies 38.6      
--- Optical Goods Stores 0.0      
--- Drugstores/ 23.6      
    parapharmacies       
--- Vitamins and 0.6      
    Dietary Supplements       
    Specialist Retailers       
--- Other Consumer 0.0      
    Health Non-Grocery       
    Specialists       
Non-Store Retailing 14.9      
- Vending 0.0      
- Homeshopping 0.1      
- E-Commerce 12.5      
- Direct Selling 2.3      
Total 100.0      

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Key: OTC = over the counter; SN = sports nutrition; VDS = vitamins and dietary supplements; WMW = weight 
management and wellbeing; HTP = herbal/traditional products; AC = Allergy Care; PCH = paediatric 
consumer health 

 

 

Table 16 Forecast Sales of Consumer Health by Category: Value 2021-2026 

 

AUD million 
 2021 2022 2023 2024 2025 2026 
 
OTC 2,836.0 2,885.8 2,927.8 2,965.4 3,009.3 3,051.7 
Sports Nutrition 944.9 1,000.2 1,057.1 1,116.3 1,178.2 1,241.6 
Vitamins and Dietary 2,578.7 2,596.5 2,615.3 2,635.2 2,655.4 2,676.8 
    Supplements       
Weight Management and 442.8 437.9 433.5 429.2 425.1 421.5 
    Wellbeing       
Herbal/Traditional 642.8 646.5 649.5 652.2 655.5 657.9 
    Products       
Allergy Care 331.4 340.6 346.1 351.9 358.4 365.3 
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Paediatric Consumer 228.8 233.2 237.5 241.5 245.2 248.5 
    Health       
Consumer Health 6,802.3 6,920.4 7,033.6 7,146.0 7,268.0 7,391.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note 1: Consumer health total is the sum of OTC, sports nutrition, vitamins and dietary supplements and weight 
management and wellbeing 

Note 2: Sum of categories is greater than the market size because allergy care is a duplicate of categories found 
in cough, cold and allergy remedies, dermatologicals and eye care; paediatric consumer health is an 
aggregate of paediatric categories in OTC and vitamins and dietary supplements; and herbal/traditional 
products is an aggregate of herbal/traditional categories in OTC and vitamins and dietary supplements 

Note 3: 2021 data is provisional and based on part-year estimates 

 

 

Table 17 Forecast Sales of Consumer Health by Category: % Value Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
OTC 1.8 1.5 7.6 
Sports Nutrition 5.9 5.6 31.4 
Vitamins and Dietary Supplements 0.7 0.7 3.8 
Weight Management and Wellbeing -1.1 -1.0 -4.8 
Herbal/Traditional Products 0.6 0.5 2.3 
Allergy Care 2.8 2.0 10.2 
Paediatric Consumer Health 1.9 1.7 8.6 
Consumer Health 1.7 1.7 8.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note 1: Consumer health total is the sum of OTC, sports nutrition, vitamins and dietary supplements and weight 
management and wellbeing 

Note 2: Sum of categories is greater than the market size because allergy care is a duplicate of categories found 
in cough, cold and allergy remedies, dermatologicals and eye care; paediatric consumer health is an 
aggregate of paediatric categories in OTC and vitamins and dietary supplements; and herbal/traditional 
products is an aggregate of herbal/traditional categories in OTC and vitamins and dietary supplements 

Note 3: 2021 data is provisional and based on part-year estimates 

 

 

 

APPENDIX 
 

OTC registration and classification 

 

▪ The Therapeutic Goods Administration (TGA) is Australia’s regulatory authority for therapeutic 

goods. The TGA is part of the Australian government's Department of Health and regulates 

the import and supply of drugs in Australia in accordance with the Therapeutic Goods Act 

1989 and the Therapeutic Goods Regulations 1990. Medicines are grouped into schedules 

according to the appropriate level of regulatory control over their availability to consumers. 

The scheduling of drugs is a matter for the States and Territories, but all States and 

Territories adhere either closely or exactly to the national standard. 

▪ OTC medicines can be supplied as pharmacy medicines (included in Schedule 2 to the 

Poisons Standard), which are only available at pharmacies; or pharmacist-only medicines 

(included in Schedule 3 to the Poisons Standard), which can be can only be sold after 

speaking to the pharmacist; or general sales medicines, that are not included in any of the 

Schedules to the Poisons Standard, which are available through any retailer that wish to stock 

these. OTC products in Australia are largely out of pocket, whilst prescription products are 

subsidised through the Pharmaceutical Benefits Scheme (PBS). 

Data removed from sample 
 

 
 
 

Data removed from sample 
 

 
 
 
 
 

 
Content removed from sample 

 



W O U N D  C A R E  I N  A U S T R A L I A  P a s s p o r t  17 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

▪ A new Therapeutic Goods Advertising Code came into effect in January 2019. Key changes 

under the new code included: 

▪ New requirements for the advertising of products that consumers are not able to examine 

before purchasing, notably online sales 

▪ Only messages critical to the consumer when selecting a product for self-treatment need to 

be “prominently displayed” 

▪ Additional guidance on the distinction between scientific claims and scientific representations 

has been provided, and in what circumstances specific research must be identified and/or 

cited in a therapeutic goods advertisement 

▪ Endorsements of any kind must not be included in therapeutic goods advertisements 

▪ Evidence of traditional use can now be mentioned in advertisements. 

▪ Requirements for child-resistant packaging are outlined in the Therapeutic Goods Order 80, 

with the new version (Therapeutic Goods Order 95) coming into effect in October 2018.Under 

these requirements, child-resistance is associated with an overall pack type, rather than an 

individual component, such as a bottle closure. A substance will generally require child-

resistant packaging if the amount contained in a maximum prescription quantity, or the largest 

retail pack size is likely to produce significant harm in a typical 18-month-old child. This 

requirement is not restricted to medicines that are ingested, but also to medicines that may 

cause serious harm through inadvertent contact with the eyes, skin or mucous membranes. 

Medicines that require child-resistant packaging are included under a list of substances under 

the Therapeutic Goods Order. In the new version of the Therapeutic Goods Order only two 

additional substances were added: podophyllum/podophyllotoxin and alpha blockers. 

▪ Labelling requirements for Australian medicines were updated in 2016 and aimed to improve 

the readability and useability of medicine labels by emphasising the active ingredient and 

critical health information of a medicine. In the case of OTC medicines, more substances that 

could cause an allergic reaction needed to be listed on labels, e.g. crustacea, fish, eggs, 

soya, milk and tree nuts. The TGA adopted a four-year transition period to minimise the cost 

and impact of the changes on the industry, and to align with the International Harmonisation 

of Ingredient Names (IHIN) labelling reform work which commenced in April 2016. 

 

Vitamins and dietary supplements registration and classification 

 

▪ In March 2018, the TGA implemented a list of permitted indications, which refers to 

statements that describe the specific therapeutic use for complementary medicines. In this 

way, TGA has abolished the “free text” box for indications; and sponsors applying to list a 

complementary medicine will be required to select from an approved list of indications that 

has been determined by the regulator. Furthermore, under the new regulation there is a 

distinction between scientific evidence and traditional evidence supporting claims about 

complementary medicines. For instance, for a sponsor claiming that a medicine has traditional 

evidence, it must have a history of medicinal use of the ingredients or medicines that exceeds 

three generations (or 75 years), and it must be extensively recorded in internationally 

recognised sources. 

▪ In Australia, medicinal products containing ingredients such as herbs, vitamins, minerals, 

nutritional supplements, homoeopathic and certain aromatherapy preparations are referred to 

as “complementary medicines”. They are regulated by the Therapeutic Goods Association 

and consequently are subject to tougher regulations in terms of safety than in most other 

markets in the world; a factor which has led to a high degree of consumer confidence in the 

safety of vitamins and dietary supplements. The TGA requires all therapeutic goods available 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

Content removed from sample 
 

 
 
 
 
 
 
 

 
Content removed from sample 

 



W O U N D  C A R E  I N  A U S T R A L I A  P a s s p o r t  18 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

in Australia or exported from the country to be listed with the Australian Register of 

Therapeutic Goods. 

▪ The Therapeutic Goods Regulations 1990 define a complementary medicine as a therapeutic 

good consisting of principally of one or more designative active ingredients listed in Schedule 

14 of the regulation. Lower-risk medicines can be listed on the ARTG while higher risk 

medicines must be registered on the ARTG. Some herbs are prohibited, and all herbs 

permitted for therapeutic use are recorded and listed on the Australian Herbal Names (AHN) 

list. 

▪ The TGA states that the marketing and advertising of therapeutic goods, including 

complementary medicines, must be socially responsible, cannot mislead or deceive 

consumers and has to promote the quality of use of the product. 

▪ Tariff classification of vitamins and food supplements has been changed by the local 

government with some products treated as dutiable as food supplements (unless they are 

imported from a free trade partner, and eligible for free trade agreement preferential duties). 

These include vitamin gummies, weight loss gummies and similar products which are now 

being classified as food preparations or food supplements instead of medicaments. The 

government enacted the Customs Tariff Amendment (Incorporation of Proposals and Other 

Measures) Act 2021 to amend the Customs Tariff Act 1995. 

▪ The Therapeutic Goods Administration (TGA) has made changes to the regulation of certain 

sports nutrition products with specific higher-risk ingredients, such as added substances 

banned by the World Anti-Doping Agency and substances scheduled in the Australian 

Poisons Standard, which may include prescription medicine ingredients, among others. The 

decision looks to reduce risks from potentially dangerous ingredients following a sequence of 

supplements-linked deaths internationally and in Australia. From 30 November 2020, certain 

sports supplements will therefore be regulated as therapeutic goods (medicines). 

 

Self-medication/self-care and preventive medicine 

 

▪ Self-medication and preventative care continue to be common in Australia, as consumers look 

to avoid costly medical treatments. Similarly, the daily consumption of vitamins and dietary 

supplements continues to be entrenched in the routine of many Australians, due to the 

tradition of naturopathic practices in Australian culture. However, in 2019 changes in 

regulations, including in relation to the ways in which companies can promote or describe 

complementary medicines, as well as the government’s removal of private health fund rebates 

for natural therapies, may have impacted the way Australians perceive and approach these 

types of medicines and therapies in the long term. 

▪ Herbal/traditional products have become increasingly popular in consumer health, delivering 

consistent growth year-on-year. Many consumers view herbal/traditional products as more 

effective and less harmful to their bodies than standard products. With recurring illnesses 

resulting from seasonal or environmental influences, many Australians are turning to 

preventative measures to stop the symptoms from becoming full-blown conditions. This is 

especially evident for complaints pertaining to coughs, colds and allergies. Vitamins and 

dietary supplements are often purchased by Australians to help maintain their health and 

prevent the degenerative conditions associated with ageing. 

 

Switches 
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▪ In June 2020, mometasone was switched from Schedule 4 to Schedule 3 (pharmacist-only) 

as the only therapeutically active substance in preparations for dermal use containing 0.1% or 

less of mometasone in packs containing 15g or less. Also in 2020, modified release 

paracetamol (MRP) products changed from pharmacy medicine (Schedule 2) to pharmacist-

only (Schedule 3). Modified release paracetamol (sometimes labelled as sustained release, 

slow release or extend release) is formulated with a higher dose of paracetamol per tablet 

(665mg) compared with immediate release paracetamol, at 500mg per tablet. There was a 

decision to amend the entry of this type of paracetamol to Schedule 3, a) when combined with 

ibuprofen in a primary pack containing 30 dosage units or less, except when included in 

Schedule 2; or b) in modified release tablets or capsules containing 665mg or less 

paracetamol enclosed in a primary pack containing not more than 100 tablets or capsules; or 

c) in modified release tablets or capsules containing 665mg or less paracetamol enclosed in a 

primary pack containing more than 100 tablets or capsules intended only as a bulk medicine 

and labelled “For dispensing only” and “This pack is not to be supplied to a patient”. 

▪ Melatonin was also switched from Schedule 4 to Schedule 3 (pharmacist-only) from October 

2020, in modified release tablets containing up to 2mg of melatonin for the short-term 

treatment of primary insomnia for adults aged 55 or over, in packs containing not more than 

30 tablets. In addition, it has been announced that the migraine treatments eletriptan, 

sumatriptan and zolmitriptan are being down-scheduled to Schedule 3 (pharmacist-only) from 

February 2021. 

 

Summary 1 OTC: Switches 2020-2021 

Brand name Manufacturer Ingredient/dosage Switch date 

Various brands Various 

Manufacturers 

Mometasone – as the 

only therapeutically 

active substance in 

preparations for 

dermal use 

containing 0.1% or 

less of mometasone 

in packs containing 

15g or less 

 

1 June 2020 Various brands Various Manufacturers 

Modified release Paracetamol (MRP) Products – 665mg  

1 June 2020 Various brands Various Manufacturers  

Melatonin – in Modified release Tablets containing up to 2mg of melatonin 

the short-term treatment of primary insomnia for adults aged 55 or over, in 

packs containing not more than 30 tablets  1 October 2020 

Various brands Various Manufacturers Eletriptan – 40mg or 

less per tablet and 

when in a pack 

containing no more 

than two dosage units 

for the acute relief of 

migraine in patients 

who have a stable, 
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well-established 

pattern of symptoms 

 1 February 2021 Various brands Various 

Manufacturers Zolmitriptan – 2.5mg 

or less per dosage 

unit and when sold in 

a pack containing not 

more than two 

dosage units 

 1 February 2021 

Various brands Various Manufacturers Sumatriptan – 50mg 

or less per dosage 

unit and when sold in 

a pack containing not 

more than two 

dosage units 

1 February 2021    

Source: Euromonitor International from official statistics, trade associations, trade press, trade interviews. 

 

 

 

DISCLAIMER 
Forecast and scenario closing date: 6 September 2021 

Report closing date: 5 October 2021 

Analysis and data in this report give full consideration to consumer behaviour and market 

performance in 2021 and beyond as of the dates above. For the very latest insight on this 

industry and consumer behaviour, at both global and national level, readers can access 

strategic analysis and updates on www.euromonitor.com and via the Passport system, where 

new content is being added on a systematic basis. 

 

 

DEFINITIONS 
The total market size given for consumer health is the sum of OTC, sports nutrition, vitamins 

and dietary supplements as well as weight management and wellbeing. 

The sum of these categories is greater than actual market size because allergy care is a 

duplicate of categories found in cough, cold and allergy (hay fever) remedies, dermatologicals 

and eye care; paediatric consumer health is an aggregate of paediatric categories in OTC and 

vitamins and dietary supplements; and herbal/traditional products is an aggregate of 

herbal/traditional categories in OTC and vitamins and dietary supplements. 

2021 data are provisional and based on part-year estimates. 

Explanations of words and/or terminology used in this report are as follows: 

▪ TGA refers to the Therapeutic Goods Administration 

▪ Daigou: the practice of Chinese people purchasing goods in bulk in countries such as 

Australia and then privately importing them into China and selling them on through online 

channels. 
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SOURCES 
Sources used during the research included the following: 

 

Summary 2 Research Sources 

Official Sources Australian Bureau of Statistics 

 Australian Deparment Of Health & Aging 

 Australian Government-National Health & 

Medical Research Council 

 Better Health Channel 

 Complementary Medicines Australia 

 Therapeutic Goods Act 

Trade Associations Arthritis Australia 

 Association of the European Self-Medication 

Industry (AESGP) 

 Australasian Pediatry Council 

 Australasian Sleep Association 

 Australian Association of Smoking Cessation 

Professionals 

 Australian Pharmaceutical Manufacturers 

Association 

 Australian Regulatory Guidelines for OTC 

Medicines 

 Australian Self-Medication Industry 

 Australian Traditional Medicine Society 

 Complementary Healthcare Council 

 Generic Medicines Industry Association 

 Medical Industry Association of Australia 

 Medicines Australia 

 National Community Pharmacists' Association 

 National Pharmaceutical Services Association 

 NPS MedicineWise 

 Pharmaceutical Society of Australia 

 Pharmacy Guild of Australia 

 Royal Australian College of General 

Practitioners 

 TGA 

 World Self-Medication Industry (WSMI) 
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Trade Press Australia Financial Review 

 Australian Pharmaceutical Journal 

 Pharmacy Daily 

 Pharmacy News 

 Retail Pharmacy 

 Retail World 

 Sydney Morning Herald 

 The Australian 

Other Sources Biostime Inc 

 Laird's Pharmacy Elwood 

 Macquarie University 

 MIMS - Monthly Index of Medical Specialities 

 Monash University 

 PharmacyClub 

 Public Library 

 Terry White Pharmacy 

 Vita Life Sciences Ltd 

Source: Euromonitor International 
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