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TISSUE AND HYGIENE IN BRAZIL - 
INDUSTRY OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Tissue and hygiene in 2023: The big picture 

In recent years, Brazil witnessed a significant transformation in its tissue and hygiene 

industry, solidifying its position as a major player in the global market. With remarkable growth in 

revenue and volume sales in some categories, the industry in Brazil outpaced that in other 

nations, positioning itself amongst the top-ranking countries in terms of retail value sales, and is 

set to go from fifth in the world to fourth in the next year or so, surpassing Germany. This 

upward trajectory has been fuelled by various factors, including shifting consumer preferences, 

market dynamics, and evolving socioeconomic conditions. 

Tissue and hygiene in Brazil has experienced growth across multiple categories in the post-

pandemic era, with certain categories emerging as primary drivers of revenue expansion. Retail 

adult incontinence and toilet paper have seen remarkable surges in demand, reflecting changing 

consumer behaviours and increasing awareness of health and hygiene needs. Players such as 

Suzano Papel e Celulose SA, Kimberly-Clark Brasil Indústria e Comércio de Produtos de 

Higiene Ltda, and Procter & Gamble do Brasil SA have played pivotal roles in driving growth 

within these categories, introducing innovative products and expanding their market presence. 

Consumer preferences have undergone significant shifts, influenced by both pre-pandemic 

and post-pandemic trends. For instance, before the pandemic, napkins dominated the growth 

figures in retail tissue, but in the post-pandemic era, toilet paper has emerged as the growth 

leader, although in both cases toilet paper accounted for over 80% of sales in retail tissue. This 

transition underscores consumers’ heightened focus on hygiene and sanitisation, driven by 

concerns surrounding public health and wellbeing. In addition, retail adult incontinence has 

maintained its dynamic growth, reflecting a growing emphasis on addressing the needs of the 

ageing population. 

The tissue and hygiene industry in Brazil is characterised by market dynamics shaped by 

changing consumer behaviours, economic conditions, and the competitive landscape. Private 

label lines have gained significant traction, particularly amidst inflationary pressures, offering 

consumers more affordable alternatives without compromising on quality. This trend has 

reshaped market dynamics, fostering increased competition and product innovation. Moreover, 

sustainability has emerged as a major focus area, with companies such as Suzano leading the 

charge with eco-friendly initiatives, such as biodegradable wipes and sustainable sourcing 

practices. 

In 2023, Brazil’s tissue and hygiene industry witnessed significant volume and value growth 

and transformation, solidifying its position on the global stage. With a remarkable increase in 

revenue and consumption, particularly in categories such as retail adult incontinence and toilet 

paper, Brazil has consolidated itself as a key player in the global market. Consumer preferences 

have shifted, driven by greater awareness of health and hygiene, concerns about inflation, and a 

growing emphasis on sustainability. As the industry continues to evolve, it presents both 

challenges and opportunities for players to navigate in the coming years. 
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2023 key trends 

As Brazil has navigated inflationary pressures, shifts in work patterns, and growing concerns 

about sustainability, the industry has adapted to meet changing demands. Inflationary pressures 

have led consumers to seek more cost-effective options without compromising on quality. This 

trend has driven increased interest in private label products, which often offer better value for 

money. Initiatives from Drylock Technologies Participacoes Ltda in terms of sustainable 

packaging and product design have positioned it as a leader in this space. 

The transition to hybrid work models has also changed consumer behaviour, with more time 

spent at home leading to increased demand for household tissue and hygiene products. Brands 

have capitalised on this trend by offering convenient and innovative solutions for home use; 

wipes saw substantial growth in 2023 considering this, even broadening the usage of such 

products in the household. 

Sustainability has emerged as a prominent trend across all categories within tissue and 

hygiene. Consumers are increasingly prioritising eco-friendly products, driving companies to 

adopt more sustainable practices. For example, in addition to the introduction of biodegradable 

wipes by FW Indústria e Comércio de Produtos de Higiene Ltda in the past, companies such 

Suzano and Klabin have implemented initiatives to reduce carbon emissions and promote 

environmental conservation. Furthermore, collaborations between companies, such as Suzano’s 

partnership with Boticário and Faber-Castell, have resulted in the development of sustainable 

materials for various products, including paper towels. These efforts reflect a growing 

awareness and commitment to sustainability within the industry, paving the way for further 

innovations and eco-friendly solutions. 

The COVID-19 pandemic has heightened awareness of health and hygiene, driving demand 

for products that offer protection and cleanliness. Retail adult incontinence has experienced 

significant growth, with companies such as Essity do Brasil and Cimed launching innovative 

solutions to meet consumers’ needs. These trends reflect the evolving landscape of the tissue 

and hygiene industry in Brazil, with a focus on meeting consumer preferences for quality, 

convenience, and sustainability in a post-pandemic world. 

 

Competitive landscape 

The challenges posed by the pandemic and subsequent economic uncertainties paved the 

way for increased competitiveness in tissue and hygiene. Smaller players across various 

categories faced significant hurdles, leading to closures or acquisitions by larger competitors. 

Notable amongst these acquisitions was Bracell’s acquisition of OL Papers, a move that 

strategically expanded Bracell’s presence in retail tissue and enhanced its product portfolio. It 

also inaugurated a new factory in 2023 to help it compete with the main players in retail tissue in 

the years to come. 

Suzano’s acquisition of Kimberly-Clark’s tissue division stands out as a significant 

development, with Kimberly-Clark’s strategic decision to divest its tissue business and focus on 

hygiene products. This acquisition has enabled Suzano to strengthen its position and broaden 

its offering, consolidating its presence in retail tissue by leading the toilet paper category. 

Kimberly-Clark, on the other hand, made huge investments in hygiene and launched leading 

innovation initiatives across nappies/diapers and menstrual care, focusing on the consumer 

experience and meeting consumer demands. 

In addition, CCM Industria e Comercio de Produtos Descartaveis SA’s strategic investments 

have propelled its expansion in the market, allowing the company to capitalise on emerging 

opportunities and strengthen its competitive position. These moves reflect a broader trend of 

consolidation within the industry, as larger players seek to leverage their resources and scale to 

navigate challenges and seize growth opportunities. 
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Manufacturers have been strategically positioning themselves to maintain their shares in 

tissue and hygiene, with a focus on pricing strategies and product diversification. Retail e-

commerce has emerged as a key battleground for share, although challenges such as high 

shipping costs have tempered its efficacy in certain segments. Discounts and price wars remain 

prevalent as companies aim to attract cost-conscious consumers while upholding perceived 

quality standards, sometimes by maintaining prices high to not prejudice their image amongst 

consumers, and others favouring customers by giving bigger percentage discounts to those who 

buy more than one item. 

 

Retailing developments 

Several key developments have shaped distribution and logistics strategies around retailing in 

tissue and hygiene. Manufacturers have forged strategic partnerships to optimise distribution 

networks and enhance supply chain efficiency. These partnerships have become increasingly 

vital, particularly considering challenges such as the peak in raw materials prices and 

subsequent stabilisation, which impacted logistics costs and overall profitability. 

Moreover, the pandemic-induced disruptions underscored the importance of robust logistics 

and distribution systems. Companies have prioritised investments in logistics infrastructure and 

technology to mitigate risks and ensure uninterrupted supply chains. Retail e-commerce has 

emerged not as the best channel in terms of revenue, but one with great strategic placement, 

offering convenience and accessibility to consumers; although logistical challenges such as high 

shipping costs have posed obstacles, it is still a strategic channel to cater to consumers’ 

preferences. 

Manufacturers have also adapted their retailing strategies to accommodate shifting consumer 

preferences and behaviours. The peak in prices prompted consumers to seek more cost-

effective options, leading to increased demand for private label products. Manufacturers 

responded by expanding their private label offerings and enhancing their value propositions to 

cater to this demand, offering packages and discounts across most categories. 

Furthermore, the stabilisation of raw materials prices has provided a reprieve for 

manufacturers, enabling them to focus on enhancing product quality and innovation. Companies 

are leveraging this stability to introduce new products and initiatives aimed at meeting evolving 

consumer needs and preferences. Adult incontinence and toilet paper are the focus for 

innovations and investments, but this does not exclude initiatives in other categories. 

 

What next for tissue and hygiene? 

Expectations are high for continued growth and stabilisation in tissue and hygiene in Brazil 

over the next few years. Across various categories, from retail adult incontinence to away-from-

home (AFH) tissue and hygiene, the industry presents promising prospects and opportunities, 

with one of the top expected CAGRs worldwide. 

Looking ahead, retail adult incontinence is poised for continued growth, driven by factors such 

as an ageing population, increased health awareness, and improvements in the healthcare 

system. This category is breaking taboos and prejudices, with companies committed to 

destigmatising related health issues. In addition, sustainability has emerged as a significant 

trend, with consumers increasingly prioritising eco-friendly products. Players such as Suzano 

and Klabin are some examples leading the charge, with initiatives focused on biodegradability 

and reducing environmental impacts. 

Meanwhile, AFH tissue and hygiene is expected to experience steady growth in the forecast 

period, particularly as social dynamics continue to evolve post-pandemic. Services and 

experiences are seeing rising demand, benefiting sales to businesses such as foodservice 

establishments, offices, and schools. Premiumisation is another key trend, with brands such as 
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Neve and companies such as IPEL expanding their product lines to cater to discerning 

consumers seeking quality and value. 

Furthermore, the competitive landscape in tissue and hygiene has witnessed significant shifts, 

with smaller players facing challenges during the pandemic, while larger companies 

consolidated their positions through mergers and acquisitions, and this is set to continue. 

Strategic partnerships and investments in logistics and e-commerce are expected to continue 

driving competitiveness and enhancing supply chain efficiency. 

Overall, the future of the tissue and hygiene industry in Brazil looks promising, with 

opportunities for growth and innovation across categories. As consumers continue to prioritise 

health, sustainability, and convenience, manufacturers and retailers are poised to capitalise on 

these trends and drive the industry forward. 

 

 

MARKET INDICATORS 
 

Table 1 Birth Rates 2018-2023 

 

per '000 population 
 2018 2019 2020 2021 2022 2023 
 
Birth rates 14.5 13.9 13.1 13.0 12.4 12.3 

Source: Euromonitor International from official statistics 

 

 

Table 2 Infant Population 2018-2023 

 

'000 
 2018 2019 2020 2021 2022 2023 
 
0-4 yrs female 6,981.8 6,909.8 6,757.2 6,623.8 6,469.7 6,291.0 
0-4 yrs male 7,270.2 7,195.6 7,036.8 6,898.2 6,738.4 6,553.5 
0-4 yrs total 14,251.9 14,105.4 13,794.0 13,522.0 13,208.2 12,844.4 

Source: Euromonitor International from official statistics 

 

 

Table 3 Female Population by Age 2018-2023 

 

'000 
 2018 2019 2020 2021 2022 2023 
 
Female population: 104,720.4 105,297.0 105,776.1 106,189.8 106,684.9 107,249.8 
    January 1st       
0-4 yrs 6,981.8 6,909.8 6,757.2 6,623.8 6,469.7 6,291.0 
5-9 yrs 7,135.8 7,097.4 7,097.1 7,034.8 6,970.5 6,946.9 
10-14 yrs 7,481.0 7,380.6 7,258.8 7,185.1 7,163.2 7,102.3 
15-19 yrs 8,013.3 7,868.5 7,745.1 7,627.4 7,510.1 7,444.9 
20-24 yrs 8,316.4 8,298.3 8,252.6 8,182.8 8,097.4 7,976.5 
25-29 yrs 8,359.3 8,300.8 8,265.3 8,249.9 8,259.3 8,274.8 
30-34 yrs 8,632.5 8,574.8 8,505.9 8,432.7 8,364.6 8,304.9 
35-39 yrs 8,387.7 8,482.2 8,543.3 8,568.2 8,573.7 8,556.6 
40-44 yrs 7,522.6 7,673.5 7,834.0 7,990.4 8,146.4 8,287.7 
45-49 yrs 6,808.1 6,906.0 7,006.9 7,117.0 7,249.8 7,401.4 
50-54 yrs 6,381.4 6,410.6 6,445.5 6,490.7 6,561.3 6,661.4 
55-59 yrs 5,748.5 5,884.5 5,996.0 6,075.4 6,137.2 6,189.1 
60-64 yrs 4,740.2 4,896.8 5,050.4 5,196.3 5,345.1 5,499.2 
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65-69 yrs 3,756.7 3,900.0 4,027.7 4,150.3 4,282.3 4,432.8 
70-74 yrs 2,635.3 2,767.3 2,925.6 3,084.8 3,238.3 3,389.8 
75-79 yrs 1,913.8 1,962.0 2,013.2 2,069.2 2,138.1 2,231.7 
80+ yrs 1,906.1 1,984.0 2,051.5 2,110.8 2,177.8 2,258.7 

Source: Euromonitor International from official statistics 

 

 

Table 4 Total Population by Age 2018-2023 

 

'000 
 2018 2019 2020 2021 2022 2023 
 
Population at January 1st 206,050.9 207,128.6 208,003.2 208,733.6 209,624.0 210,664.2 
0-4 yrs 14,251.9 14,105.4 13,794.0 13,522.0 13,208.2 12,844.4 
5-9 yrs 14,558.0 14,480.9 14,481.4 14,355.7 14,225.9 14,178.7 
10-14 yrs 15,248.5 15,046.7 14,801.0 14,653.1 14,611.1 14,489.1 
15-19 yrs 16,301.2 16,012.5 15,764.0 15,525.5 15,290.0 15,162.5 
20-24 yrs 16,849.8 16,820.1 16,731.1 16,589.3 16,417.7 16,177.6 
25-29 yrs 16,852.4 16,744.5 16,678.9 16,650.3 16,672.6 16,708.7 
30-34 yrs 17,292.2 17,189.8 17,063.1 16,925.0 16,796.6 16,686.2 
35-39 yrs 16,650.2 16,859.9 17,003.0 17,070.7 17,097.0 17,076.9 
40-44 yrs 14,792.8 15,101.7 15,431.5 15,755.0 16,079.2 16,378.0 
45-49 yrs 13,266.5 13,464.3 13,670.1 13,894.0 14,162.4 14,469.8 
50-54 yrs 12,303.7 12,365.9 12,439.8 12,532.8 12,674.4 12,875.1 
55-59 yrs 10,928.7 11,193.9 11,412.8 11,569.5 11,692.0 11,797.5 
60-64 yrs 8,848.2 9,143.8 9,435.6 9,714.0 9,998.2 10,293.7 
65-69 yrs 6,852.6 7,112.1 7,346.7 7,573.5 7,818.1 8,097.9 
70-74 yrs 4,726.6 4,943.6 5,204.4 5,472.1 5,738.3 6,005.4 
75-79 yrs 3,335.3 3,421.2 3,508.1 3,594.9 3,699.1 3,848.0 
80+ yrs 2,992.4 3,122.3 3,237.7 3,336.2 3,443.2 3,574.7 

Source: Euromonitor International from official statistics 

 

 

Table 5 Households 2018-2023 

 

 2018 2019 2020 2021 2022 2023 
 
Households ('000) 75,308.2 78,692.2 82,335.3 86,282.0 90,688.0 94,638.9 
Average number of 2.7 2.6 2.5 2.4 2.3 2.2 
    occupants per household       
    (Number)       

Source: Euromonitor International from official statistics 

 

 

Table 6 Forecast Infant Population 2023-2028 

 

'000 
 2023 2024 2025 2026 2027 2028 
 
0-4 yrs female 6,291.0 6,122.4 6,017.7 5,934.2 5,886.6 5,839.3 
0-4 yrs male 6,553.5 6,379.1 6,271.3 6,185.6 6,136.8 6,088.2 
0-4 yrs total 12,844.4 12,501.5 12,289.0 12,119.8 12,023.4 11,927.5 

Source: Euromonitor International from official statistics 

 

 

Table 7 Forecast Female Population by Age 2023-2028 
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'000 
 2023 2024 2025 2026 2027 2028 
 
Female population: 107,249.8 107,795.5 108,316.6 108,816.4 109,291.1 109,737.9 
    January 1st       
0-4 yrs 6,291.0 6,122.4 6,017.7 5,934.2 5,886.6 5,839.3 
5-9 yrs 6,946.9 6,888.9 6,748.1 6,622.6 6,465.8 6,283.8 
10-14 yrs 7,102.3 7,079.0 7,091.1 7,036.8 6,969.1 6,941.3 
15-19 yrs 7,444.9 7,359.3 7,250.5 7,185.5 7,160.4 7,095.4 
20-24 yrs 7,976.5 7,844.5 7,732.3 7,623.0 7,502.9 7,433.7 
25-29 yrs 8,274.8 8,268.6 8,233.3 8,172.0 8,083.6 7,959.0 
30-34 yrs 8,304.9 8,260.4 8,236.4 8,230.1 8,237.4 8,249.1 
35-39 yrs 8,556.6 8,515.8 8,461.7 8,400.6 8,332.4 8,269.9 
40-44 yrs 8,287.7 8,398.7 8,475.8 8,515.6 8,523.5 8,504.7 
45-49 yrs 7,401.4 7,568.0 7,744.1 7,916.8 8,077.5 8,217.5 
50-54 yrs 6,661.4 6,773.7 6,890.2 7,018.3 7,159.5 7,311.6 
55-59 yrs 6,189.1 6,235.7 6,289.1 6,355.7 6,438.4 6,541.0 
60-64 yrs 5,499.2 5,646.7 5,774.0 5,877.4 5,957.1 6,015.4 
65-69 yrs 4,432.8 4,594.3 4,758.5 4,924.2 5,087.9 5,245.2 
70-74 yrs 3,389.8 3,529.2 3,658.2 3,791.5 3,933.1 4,082.9 
75-79 yrs 2,231.7 2,357.8 2,506.9 2,659.8 2,807.8 2,948.6 
80+ yrs 2,258.7 2,352.6 2,448.8 2,552.2 2,668.3 2,799.5 

Source: Euromonitor International from official statistics 

 

 

Table 8 Forecast Total Population by Age 2023-2028 

 

'000 
 2023 2024 2025 2026 2027 2028 
 
Population at January 1st 210,664.2 211,674.1 212,635.3 213,554.6 214,425.2 215,241.8 
0-4 yrs 12,844.4 12,501.5 12,289.0 12,119.8 12,023.4 11,927.5 
5-9 yrs 14,178.7 14,061.0 13,774.2 13,518.4 13,199.1 12,828.6 
10-14 yrs 14,489.1 14,443.1 14,469.3 14,359.9 14,222.6 14,166.8 
15-19 yrs 15,162.5 14,994.2 14,777.2 14,648.4 14,600.3 14,470.1 
20-24 yrs 16,177.6 15,917.8 15,698.7 15,485.6 15,249.7 15,116.7 
25-29 yrs 16,708.7 16,702.6 16,638.5 16,521.7 16,350.6 16,106.4 
30-34 yrs 16,686.2 16,606.4 16,566.3 16,561.4 16,583.5 16,614.1 
35-39 yrs 17,076.9 17,008.5 16,913.2 16,803.1 16,677.9 16,564.1 
40-44 yrs 16,378.0 16,619.8 16,794.3 16,893.4 16,927.3 16,905.7 
45-49 yrs 14,469.8 14,808.5 15,167.9 15,523.2 15,857.9 16,154.6 
50-54 yrs 12,875.1 13,101.2 13,336.7 13,596.2 13,882.4 14,191.1 
55-59 yrs 11,797.5 11,894.5 12,004.9 12,141.3 12,308.9 12,515.5 
60-64 yrs 10,293.7 10,577.9 10,824.6 11,027.3 11,186.1 11,305.3 
65-69 yrs 8,097.9 8,399.8 8,707.9 9,019.8 9,328.9 9,627.0 
70-74 yrs 6,005.4 6,256.2 6,492.1 6,737.1 6,996.2 7,270.3 
75-79 yrs 3,848.0 4,052.9 4,296.3 4,551.5 4,804.7 5,047.7 
80+ yrs 3,574.7 3,728.2 3,884.1 4,046.6 4,225.9 4,430.2 

Source: Euromonitor International from official statistics 

 

 

Table 9 Forecast Households 2023-2028 

 

 2023 2024 2025 2026 2027 2028 
 
Households ('000) 94,638.9 98,031.7 100,788.1 103,102.0 105,016.1 106,583.4 
Average number of 2.2 2.2 2.1 2.1 2.0 2.0 
    occupants per household       
    (Number)       
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Source: Euromonitor International from official statistics 

 

 

 

MARKET DATA 
 

Table 10 Retail Sales of Tissue and Hygiene by Category: Value 2018-2023 

 

BRL million 
 2018 2019 2020 2021 2022 2023 
 
Retail Tissue and Hygiene 23,731.9 24,798.1 25,931.7 27,463.7 29,887.5 33,125.3 
Retail Hygiene 14,711.1 15,495.2 15,762.4 16,894.8 18,230.5 19,991.3 
- Retail Adult 1,926.8 2,087.0 2,305.2 2,509.1 2,752.3 3,429.7 
    Incontinence       
- Nappies/Diapers/Pants 8,989.9 9,457.4 9,443.0 10,116.3 10,816.1 11,518.8 
- Menstrual Care 2,781.6 2,834.0 2,823.1 2,990.6 3,208.1 3,416.5 
- Wipes 1,012.9 1,116.8 1,191.2 1,278.8 1,454.1 1,626.3 
Retail Tissue 9,020.8 9,302.9 10,169.2 10,568.8 11,657.1 13,134.0 
- Paper Towels 936.9 958.7 1,080.9 1,110.8 1,207.2 1,334.7 
- Paper Tableware 166.3 186.9 180.3 185.8 193.9 211.5 
- Facial Tissues 227.4 246.9 262.6 271.6 288.0 320.9 
- Toilet Paper 7,690.2 7,910.5 8,645.4 9,000.6 9,968.0 11,266.8 

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

 

 

Table 11 Retail Sales of Tissue and Hygiene by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Retail Tissue and Hygiene 10.8 6.9 39.6 
Retail Hygiene 9.7 6.3 35.9 
- Retail Adult Incontinence 24.6 12.2 78.0 
- Nappies/Diapers/Pants 6.5 5.1 28.1 
- Menstrual Care 6.5 4.2 22.8 
- Wipes 11.8 9.9 60.6 
Retail Tissue 12.7 7.8 45.6 
- Paper Towels 10.6 7.3 42.5 
- Paper Tableware 9.1 4.9 27.1 
- Facial Tissues 11.4 7.1 41.2 
- Toilet Paper 13.0 7.9 46.5 

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

 

 

Table 12 NBO Company Shares of Retail Tissue and Hygiene: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Kimberly-Clark Brasil 17.3 17.4 16.8 17.4 13.3 
    Indústria e Comércio de      
    Produtos de Higiene Ltda      
Procter & Gamble do 10.9 10.5 10.5 10.4 10.0 
    Brasil SA      
Suzano Papel e Celulose SA 1.6 2.5 2.7 2.8 7.3 
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Santher - Fábrica de 6.7 7.3 6.5 6.4 6.3 
    Papel Santa Terezinha SA      
Ontex Brasil Holding Ltda 5.9 5.9 6.2 6.2 6.1 
Mili SA 5.1 5.4 5.5 5.5 5.9 
Softys Brasil Ltda - - - - 5.7 
Johnson & Johnson do 4.8 4.6 4.6 4.6 4.5 
    Brasil Indústria e      
    Comércio de Produtos para      
    Saúde Ltda      
Unicharm Do Brasil 3.7 3.6 3.6 3.5 3.4 
    Industria e Comércio Ltda      
Ever Green Indústria e 2.5 2.5 2.5 2.4 2.5 
    Comércio Ltda      
Essity do Brasil 1.7 1.7 1.8 1.8 2.4 
Sepac - Serrados e Pasta 2.3 2.4 2.3 2.4 2.4 
    de Celulose Ltda      
Drylock Technologies 2.1 2.1 2.2 2.2 2.3 
    Participacoes Ltda      
Melhoramentos Papéis Ltda 1.3 1.5 1.5 1.5 1.5 
CCM Industria e Comercio 1.4 1.5 1.4 1.4 1.4 
    de Produtos Descartaveis SA      
Copapa - Cia Paduana de 1.1 1.1 1.1 1.1 1.1 
    Papeis      
Manikraft Guaianazes 1.1 1.1 1.1 1.1 1.0 
    Indústria de Celulose e      
    Papel      
Cia Canoinhas de Papel 1.0 1.0 0.9 0.9 0.9 
Damapel Industria 0.7 0.7 0.7 0.7 0.7 
    Comercio e Distribuicao      
    de Papeis Ltda      
Braswell Papel e Celulose 0.6 0.6 0.6 0.6 0.6 
    Ltda      
Eurofral Industria de 0.5 0.5 0.5 0.5 0.5 
    Produtos Higienicos e      
    Termoplasticos Ltda      
Cia Volta Grande de Papel 0.3 0.3 0.3 0.3 0.2 
    Ltda      
Beiersdorf Indústria e 0.1 0.1 0.1 0.1 0.1 
    Comércio Ltda      
Clin Off do Brasil Ltda 0.1 0.1 0.1 0.1 0.1 
Haryon Industria E 0.1 0.1 0.1 0.1 0.1 
    Comercio De Fraldas E      
    Cosmeticos Ltda      
Softys - Melhoramentos 3.2 3.2 3.2 5.5 - 
    CMPC Ltda      
Carta Goias Industria e 2.2 2.2 2.2 - - 
    Comercio de Papeis SA      
Natura Cosméticos SA 0.2 0.1 0.1 - - 
Aloés Indústria & - - - - - 
    Comércio Ltda      
Confecções Capricho Ltda - - - - - 
Other Private Label 3.4 3.5 3.5 3.6 4.1 
Others 18.4 16.6 17.4 17.0 15.8 
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 13 LBN Brand Shares of Retail Tissue and Hygiene: % Value 2020-2023 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Data removed from sample 

 



T I S S U E  A N D  H Y G I E N E  I N  B R A Z I L  P a s s p o r t  9 

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

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Huggies (Kimberly- Kimberly-Clark Brasil 9.2 9.2 9.2 8.9 
    Clark Corp) Indústria e Comércio de     
 Produtos de Higiene Ltda     
Pampers (Procter & Procter & Gamble do 8.0 8.1 8.0 7.7 
    Gamble Co, The) Brasil SA     
Mili Mili SA 5.3 5.3 5.4 5.8 
Personal (Daio Paper Santher - Fábrica de 5.0 4.5 4.5 4.5 
    Corp) Papel Santa Terezinha SA     
Mamypoko (Unicharm Unicharm Do Brasil 3.6 3.6 3.5 3.4 
    Corp) Industria e Comércio Ltda     
Intimus (Kimberly- Kimberly-Clark Brasil 3.2 3.1 3.1 2.9 
    Clark Corp) Indústria e Comércio de     
 Produtos de Higiene Ltda     
Neve Suzano Papel e Celulose SA - - - 2.8 
Tena (Essity AB) Essity do Brasil 1.7 1.8 1.8 2.4 
Always (Procter & Procter & Gamble do 2.4 2.4 2.4 2.2 
    Gamble Co, The) Brasil SA     
Bigfral (Ontex BVBA) Ontex Brasil Holding Ltda 1.9 2.0 2.0 2.0 
Sempre Livre (Kenvue Johnson & Johnson do - - - 2.0 
    Inc) Brasil Indústria e     
 Comércio de Produtos para     
 Saúde Ltda     
Max Pure Suzano Papel e Celulose SA 1.2 1.4 1.4 1.8 
Pom Pom (Ontex BVBA) Ontex Brasil Holding Ltda 1.8 1.8 1.8 1.7 
Cremer (Ontex BVBA) Ontex Brasil Holding Ltda 1.6 1.6 1.6 1.5 
Elite Dualette Softys Brasil Ltda - - - 1.5 
    (Softys SA)      
Plenitud (Kimberly- Kimberly-Clark Brasil 1.2 1.3 1.3 1.5 
    Clark Corp) Indústria e Comércio de     
 Produtos de Higiene Ltda     
Duetto (Softys SA) Sepac - Serrados e Pasta - - - 1.4 
 de Celulose Ltda     
BabySec (Softys SA) Melhoramentos Papéis Ltda - - - 1.3 
Cotton (Softys SA) Softys Brasil Ltda - - - 1.1 
Carefree (Kenvue Inc) Johnson & Johnson do - - - 1.1 
 Brasil Indústria e     
 Comércio de Produtos para     
 Saúde Ltda     
Carinho Copapa - Cia Paduana de 1.1 1.1 1.1 1.1 
 Papeis     
Mimmo Suzano Papel e Celulose SA 0.5 0.7 0.8 1.0 
Johnson's Baby Johnson & Johnson do - - - 1.0 
    (Kenvue Inc) Brasil Indústria e     
 Comércio de Produtos para     
 Saúde Ltda     
Leblon Soft Blanc Softys Brasil Ltda - - - 0.9 
    (Softys SA)      
Fofinho Cia Canoinhas de Papel 1.0 0.9 0.9 0.9 
Paloma (Softys SA) Sepac - Serrados e Pasta - - - 0.8 
 de Celulose Ltda     
Sublime (Softys SA) Softys Brasil Ltda - - - 0.7 
Scott (Kimberly-Clark Suzano Papel e Celulose SA - - - 0.6 
    Corp)      
Sulleg Braswell Papel e Celulose 0.6 0.6 0.6 0.6 
 Ltda     
Geriamax Ever Green Indústria e 0.5 0.5 0.5 0.6 
 Comércio Ltda     
Neve (Kimberly-Clark Kimberly-Clark Brasil 3.2 2.8 2.9 - 
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    Corp) Indústria e Comércio de     
 Produtos de Higiene Ltda     
Sempre Livre (Johnson Johnson & Johnson do 2.2 2.2 2.1 - 
    & Johnson Inc) Brasil Indústria e     
 Comércio de Produtos para     
 Saúde Ltda     
Elite Dualette Softys - Melhoramentos 1.4 1.4 1.5 - 
    (Empresas CMPC SA) CMPC Ltda     
Duetto (Empresas CMPC Sepac - Serrados e Pasta 1.4 1.3 1.4 - 
    SA) de Celulose Ltda     
BabySec (Empresas Melhoramentos Papéis Ltda 1.3 1.3 1.3 - 
    CMPC SA)      
Carefree (Johnson & Johnson & Johnson do 1.1 1.1 1.1 - 
    Johnson Inc) Brasil Indústria e     
 Comércio de Produtos para     
 Saúde Ltda     
Johnson's Baby Johnson & Johnson do 0.9 1.0 1.0 - 
    (Johnson & Johnson Inc) Brasil Indústria e     
 Comércio de Produtos para     
 Saúde Ltda     
Paloma (Empresas CMPC Sepac - Serrados e Pasta 0.9 0.8 0.8 - 
    SA) de Celulose Ltda     
Sublime (Empresas Softys - Melhoramentos 0.6 0.6 0.7 - 
    CMPC SA) CMPC Ltda     
Cotton Carta Goias Industria e 1.1 1.1 - - 
 Comercio de Papeis SA     
Leblon Soft Blanc Carta Goias Industria e 0.8 0.8 - - 
 Comercio de Papeis SA     
Other Private Label Other Private Label 3.5 3.5 3.6 4.1 
    (Private Label)      
Others Others 31.8 32.2 33.9 30.1 
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 14 Penetration of Private Label in Retail Tissue and Hygiene by Category: % Value 
2018-2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Retail Tissue and Hygiene 3.3 3.4 3.5 3.6 3.6 4.1 
Retail Hygiene 1.3 1.4 1.4 1.4 1.5 1.6 
Retail Adult Incontinence 1.1 1.2 1.1 1.1 1.1 1.2 
Nappies/Diapers/Pants 1.3 1.4 1.5 1.5 1.5 1.6 
Menstrual Care 0.5 0.6 0.6 0.6 0.6 0.7 
Wipes 3.4 3.5 3.5 3.5 3.5 4.1 
Retail Tissue 6.7 6.7 6.8 7.0 7.0 8.0 
Paper Towels 5.5 5.5 5.7 6.1 6.2 6.4 
Paper Tableware 5.0 5.1 5.1 5.3 5.4 5.8 
Facial Tissues 3.1 3.2 3.2 3.4 3.4 3.6 
Toilet Paper 7.0 7.0 7.0 7.2 7.2 8.4 

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

 

 

Table 15 Distribution of Retail Tissue and Hygiene by Format: % Value 2018-2023 
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% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Retail Channels 100.0 100.0 100.0 100.0 100.0 100.0 
- Retail Offline 99.6 99.5 96.4 96.6 97.0 96.8 
-- Grocery Retailers 72.1 70.8 69.4 69.2 69.6 69.2 
--- Convenience Retail 0.6 0.7 0.7 0.7 0.7 0.7 
---- Convenience Stores 0.4 0.6 0.5 0.6 0.6 0.6 
---- Forecourt Retailers 0.1 0.1 0.1 0.1 0.1 0.1 
--- Supermarkets 25.5 25.1 24.5 24.5 24.7 25.0 
--- Hypermarkets 22.6 22.1 21.5 21.4 21.5 21.4 
--- Discounters 0.8 0.8 0.7 0.7 0.7 0.4 
--- Warehouse Clubs 3.7 4.1 4.2 4.2 4.3 4.2 
--- Food/drink/tobacco - - - - - - 
    specialists       
--- Small Local Grocers 18.9 18.0 17.7 17.6 17.6 17.5 
-- Non-Grocery Retailers 27.5 28.7 27.0 27.4 27.4 27.7 
--- General Merchandise 0.1 0.1 0.1 0.1 0.1 0.2 
    Stores       
---- Department Stores 0.1 0.1 0.1 0.1 0.1 0.2 
---- Variety Stores - - - - - - 
--- Apparel and - - - - - - 
    Footwear Specialists       
--- Appliances and - - - - - - 
    Electronics Specialists       
--- Home Products - - - - - - 
    Specialists       
--- Health and Beauty 27.1 28.3 26.7 27.1 27.1 27.2 
    Specialists       
--- Leisure and - - - - - - 
    Personal Goods       
    Specialists       
--- Other Non-Grocery 0.3 0.3 0.2 0.2 0.2 0.3 
    Retailers       
-- Vending - - - - - - 
-- Direct Selling - - - - - - 
- Retail E-Commerce 0.4 0.5 3.6 3.4 3.0 3.2 
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 

 

 

Table 16 Distribution of Retail Tissue and Hygiene by Format and Category: % Value 
2023 

 

% retail value rsp 
 Retail Retail Nappies/ Menstrual Wipes Retail 
 Hygiene Adult Diapers/ Care  Tissue 
  Incontinence Pants    
 
Retail Channels 100.0 100.0 100.0 100.0 100.0 100.0 
- Retail Offline 95.5 94.8 94.2 98.7 99.2 98.8 
-- Grocery Retailers 53.2 23.2 49.7 85.2 74.2 93.5 
--- Convenience Retail 0.6 0.0 0.6 0.9 1.2 0.8 
---- Convenience Stores 0.6 0.0 0.6 0.8 0.9 0.5 
---- Forecourt Retailers 0.0 0.0 0.0 0.0 0.3 0.3 
--- Supermarkets 19.8 11.2 18.1 27.6 33.7 32.9 
--- Hypermarkets 17.0 9.8 15.6 24.0 27.1 28.1 
--- Discounters 0.5 0.0 0.6 0.9 0.0 0.2 
--- Warehouse Clubs 2.9 1.2 2.7 3.9 5.2 6.4 
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--- Food/drink/tobacco 0.0 0.0 0.0 0.0 0.0 0.0 
    specialists       
--- Small Local Grocers 12.5 1.0 12.1 27.9 7.0 25.1 
-- Non-Grocery Retailers 42.3 71.6 44.5 13.5 25.0 5.4 
--- General Merchandise 0.2 0.0 0.2 0.2 0.1 0.2 
    Stores       
---- Department Stores 0.2 0.0 0.2 0.2 0.1 0.2 
---- Variety Stores 0.0 0.0 0.0 0.0 0.0 0.0 
--- Apparel and 0.0 0.0 0.0 0.0 0.0 0.0 
    Footwear Specialists       
--- Appliances and 0.0 0.0 0.0 0.0 0.0 0.0 
    Electronics Specialists       
--- Home Products 0.0 0.0 0.0 0.0 0.0 0.0 
    Specialists       
--- Health and Beauty 41.9 71.4 43.9 13.3 24.9 4.9 
    Specialists       
--- Leisure and 0.0 0.0 0.0 0.0 0.0 0.0 
    Personal Goods       
    Specialists       
--- Other Non-Grocery 0.3 0.2 0.4 0.0 0.0 0.3 
    Retailers       
-- Vending 0.0 0.0 0.0 0.0 0.0 0.0 
-- Direct Selling 0.0 0.0 0.0 0.0 0.0 0.0 
- Retail E-Commerce 4.5 5.2 5.8 1.3 0.8 1.2 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
 
 Paper Paper Facial Toilet   
 Towels Tableware Tissues Paper   
 
Retail Channels 100.0 100.0 100.0 100.0   
- Retail Offline 99.1 96.4 99.2 98.8   
-- Grocery Retailers 98.8 95.6 84.7 93.0   
--- Convenience Retail 1.3 0.9 3.1 0.7   
---- Convenience Stores 0.9 0.9 0.4 0.5   
---- Forecourt Retailers 0.4 0.0 2.7 0.2   
--- Supermarkets 42.2 37.7 38.8 31.5   
--- Hypermarkets 35.7 34.3 33.6 26.9   
--- Discounters 0.7 0.7 0.6 0.2   
--- Warehouse Clubs 7.3 3.5 3.2 6.4   
--- Food/drink/tobacco 0.0 0.0 0.0 0.0   
    specialists       
--- Small Local Grocers 11.5 18.6 5.3 27.4   
-- Non-Grocery Retailers 0.4 0.8 14.5 5.8   
--- General Merchandise 0.0 0.0 0.3 0.2   
    Stores       
---- Department Stores 0.0 0.0 0.3 0.2   
---- Variety Stores 0.0 0.0 0.0 0.0   
--- Apparel and 0.0 0.0 0.0 0.0   
    Footwear Specialists       
--- Appliances and 0.0 0.0 0.0 0.0   
    Electronics Specialists       
--- Home Products 0.0 0.0 0.0 0.0   
    Specialists       
--- Health and Beauty 0.1 0.0 14.2 5.3   
    Specialists       
--- Leisure and 0.0 0.0 0.0 0.0   
    Personal Goods       
    Specialists       
--- Other Non-Grocery 0.2 0.8 0.0 0.3   
    Retailers       
-- Vending 0.0 0.0 0.0 0.0   
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-- Direct Selling 0.0 0.0 0.0 0.0   
- Retail E-Commerce 0.9 3.6 0.8 1.2   
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 

Key: RH = retail hygiene; RAC = retail adult incontinence; NDP = nappies/diapers/pants; MC = Menstrual 
Care; W = wipes; RT = retail tissue; PTO = paper towels; PTW = paper tableware; FT = facial tissues; 
TP = toilet paper 

 

 

Table 17 Forecast Retail Sales of Tissue and Hygiene by Category: Value 2023-2028 

 

BRL million 
 2023 2024 2025 2026 2027 2028 
 
Retail Tissue and Hygiene 33,125.3 34,795.6 36,690.4 38,328.5 39,841.7 41,185.2 
Retail Hygiene 19,991.3 20,923.9 22,038.6 23,051.3 24,022.1 24,879.6 
- Retail Adult 3,429.7 4,014.5 4,687.6 5,307.4 5,831.0 6,261.4 
    Incontinence       
- Nappies/Diapers/Pants 11,518.8 11,766.6 12,121.3 12,459.7 12,859.0 13,260.1 
- Menstrual Care 3,416.5 3,436.2 3,467.4 3,475.0 3,479.5 3,474.2 
- Wipes 1,626.3 1,706.6 1,762.3 1,809.3 1,852.6 1,884.0 
Retail Tissue 13,134.0 13,871.7 14,651.8 15,277.1 15,819.6 16,305.6 
- Paper Towels 1,334.7 1,388.9 1,438.6 1,465.1 1,484.6 1,496.0 
- Paper Tableware 211.5 216.3 223.3 230.3 237.7 245.9 
- Facial Tissues 320.9 329.9 341.6 352.6 364.5 376.3 
- Toilet Paper 11,266.8 11,936.6 12,648.3 13,229.1 13,732.7 14,187.3 

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

 

 

Table 18 Forecast Retail Sales of Tissue and Hygiene by Category: % Value Growth 
2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Retail Tissue and Hygiene 5.0 4.5 24.3 
Retail Hygiene 4.7 4.5 24.5 
- Retail Adult Incontinence 17.1 12.8 82.6 
- Nappies/Diapers/Pants 2.2 2.9 15.1 
- Menstrual Care 0.6 0.3 1.7 
- Wipes 4.9 3.0 15.8 
Retail Tissue 5.6 4.4 24.1 
- Paper Towels 4.1 2.3 12.1 
- Paper Tableware 2.3 3.1 16.3 
- Facial Tissues 2.8 3.2 17.3 
- Toilet Paper 5.9 4.7 25.9 

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

 

 

 

DISCLAIMER 
Forecast closing date: 12 February 2024 

Report closing date: 24 April 2024 
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Analysis and data in this report give full consideration to consumer behaviour and market 

performance in 2023 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. 

 

 

SOURCES 
Sources used during the research included the following: 

 

Summary 1 Research Sources 

Official Sources BNDES 

 Conselho Administrativo de Defesa 

Econômica (CADE) 

 IBGE - Instituto Brasileiro de Geografia e 

Estatística 

 Ibope - Brazilian Institute of Public Opinion & 

Statistics (IBOPE) 

 Receita Federal 

Trade Associations Associação Brasileira da Indústria de Higiene 

Pessoal, Perfumaria e Cosméticos (ABIHPEC) 

 Associação Brasileira das Industrias de Nao 

Tecidos e Tecidos Tecnicos (ABINT) 

 Associação Brasileira das Indústrias de 

Produtos de Limpeza e Afins (ABIPLA) 

 Associação Brasileira das Indústrias 

Saboeiras (ABISA) 

 Associação Brasileira do Mercado Institucional 

de Limpeza (Abralimp) 

 Associação Brasileira dos Supermercados 

(ABRAS) 

Trade Press Construnews 

 Gazeta Mercantil 

 IG 

 Jornal da Tarde 

 Jornal do Comércio 

 Jornal Folha de São Paulo 

 Jornal Isto É Dinheiro 

 Jornal O Estado de São Paulo 

 Jornal O Globo 
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 Jornal Valor Econômico 

 Meio & Mensagem 

 Plástico em revista 

 Revista Consumidor Moderno 

 Revista Distribuição 

 Revista Embalagem Marca 

 Revista Exame 

 Revista Forbes 

 Revista Giro News 

 Revista Gôndola 

 Revista H&C 

 Revista Isto É Dinheiro 

 Revista Propaganda & Marketing 

 Revista Super Giro 

 Revista Super Varejo 

 Revista SuperHiper 

 Revista Supermercado Moderno 

 Revista Vitrine do Varejo 

 Saude Business 

 Techtextil 

 Tissue Online 

Source: Euromonitor International 
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AWAY-FROM-HOME TISSUE AND 
HYGIENE IN BRAZIL - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Value sales msp increase by 23% in current terms in 2023 to BRL2.8 billion 

▪ Away-from-home tissue is the best performing category in 2023, with value sales msp 

growing by 23% in current terms to BRL2.6 billion 

▪ Sales msp are set to grow at a current value CAGR of 14% (2023 constant value CAGR of 

10%) over the forecast period to BRL5.2 billion 

 

 

2023 DEVELOPMENTS 
 

Afh tissue and hygiene thrives in the post-pandemic era, at least in the 
short term 

Away-from-home (AFH) tissue and hygiene endured significant sales fluctuations in recent 

years, mirroring the economic and social challenges facing the nation. The onset of the 

pandemic dealt a severe blow to the category as businesses shuttered and consumer activity 

shrank. However, as Brazil gradually emerged from the crisis, AFH tissue and hygiene regained 

momentum, experiencing a notable resurgence of volume and current value growth in 2023. 

The economic landscape, characterised by uncertainties and fluctuations in purchasing 

power, had a profound impact on AFH tissue. Throughout the pandemic, businesses in 

consumer foodservice (bars, restaurants), offices, schools, and others faced unprecedented 

challenges. Shutdowns and restrictions disrupted operations, leading to a downturn in demand 

for AFH tissue products. However, as Brazil entered a new phase of reopening and recovery in 

2022, businesses began to adapt and innovate to meet evolving consumer needs. The 

subsequent year, 2023, marked a turning point for AFH tissue, with robust growth rates in the 

double digits and exceeding previous expectations. This was fuelled by a resurgence in 

consumer activity, as businesses across various industries reopened their doors to the public. 

Within AFH tissue and hygiene, certain product categories emerged as key drivers of growth. 

Toilet paper, as an essential hygiene product, assumed a prominent role, followed closely by 

paper towels and napkins. These products, crucial for maintaining cleanliness and sanitisation in 

commercial settings, experienced heightened demand as businesses prioritised hygiene 

protocols. Furthermore, AFH tissue and hygiene encompasses a diverse range of products, 

including wipers and other hygiene essentials, and sales are primarily driven by packaged 

offerings. Businesses typically procure AFH tissue and hygiene products in bulk, opting for cost-

effective solutions to meet their operational needs. 

 

Resilience amidst adversity in afh tissue and hygiene 

The pandemic years led to the closure of numerous AFH tissue and hygiene players which 

were unable to weather the economic storm. As economic struggles intensified and demand 

dwindled, many businesses lacked the security of loyal institutional consumers or the financial 

reserves to sustain their operations. The economic fallout from the pandemic therefore forced a 
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significant number of AFH tissue and hygiene companies to shutter their operations, unable to 

withstand the prolonged period of uncertainty and reduced demand. For these businesses, the 

absence of substantial capital reserves and a loyal customer base in the institutional space 

proved insurmountable hurdles. 

Amidst this tumultuous period, however, a select few players demonstrated remarkable 

resilience and adaptability, seizing the opportunity to thrive and gain share. One such example 

is IPEL, which successfully moved into the void left by the closure of other players in AFH 

tissue. By leveraging its operational capabilities and strategic initiatives, IPEL managed to 

solidify its position in the market and capitalise on the emerging opportunities. 

Moreover, the proliferation of private label offerings emerged as a key strategy for players 

seeking to maintain relevance and competitiveness during the crisis. As demand for AFH 

products diminished, consumers increasingly turned to more affordable options, mirroring trends 

observed in the business-to-consumer segment. Companies that had invested in private label 

initiatives found themselves better-positioned to meet shifting consumer preferences and 

capitalise on cost-conscious purchasing behaviours. 

In essence, the survival and resilience of AFH tissue and hygiene in Brazil during the 

pandemic underscored the importance of adaptability, strategic foresight, and innovative 

approaches. As the industry navigates the ongoing challenges and uncertainties, businesses 

that demonstrate agility and a commitment to meeting evolving consumer needs will continue to 

thrive in this dynamic landscape. 

 

Strategic pricing and supply chain dynamics consolidate the competitive 
scenario 

In AFH tissue and hygiene in Brazil, strategic manoeuvres have been instrumental in 

navigating the complex landscape. Amidst economic uncertainties and the fallout of the 

pandemic, players in this category adopted diverse strategies to maintain their relevance and 

sustain growth. One notable strategy employed by certain players was the maintenance of 

competitive pricing. Despite economic fluctuations and market challenges, some businesses 

opted to maintain higher prices, emphasising their value proposition and perception of high 

quality for the money amongst consumers. This approach allowed them to carve out a 

significant foothold in the market and retain consumer trust amidst evolving dynamics. As 

premiumisation was also one of the main movements after the pandemic, this strategy was even 

more relevant. 

Moreover, in terms of logistics and the supply chain, traditional channels continued to 

dominate over e-commerce in 2023. Unlike consumer-facing categories, AFH tissue and 

hygiene relies heavily on robust relationships with stakeholders, including manufacturers, 

distributors, and stockholders. This network-centric approach ensures efficient distribution 

channels and streamlined operations, contributing to resilience and stability in this space. 

Furthermore, the stabilisation of raw materials prices after the 2022 peak level has provided a 

favourable environment for leveraging existing relationships. With prices no longer fluctuating at 

alarming rates, businesses can capitalise on established partnerships to optimise procurement 

processes and enhance cost-efficiency across the supply chain. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Afh tissue and hygiene to sustain growth in the forecast period 

Amidst the evolving social dynamics and resocialisation efforts, AFH tissue and hygiene in 

Brazil is poised for continued volume and current value growth in the coming years. As 
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businesses and institutions adapt to new norms and requirements, the demand for such 

products is expected to remain robust. One significant trend driving growth is expected to be the 

emphasis on premiumisation. Businesses are increasingly recognising the importance of 

offering high-quality, premium AFH tissue and hygiene products to enhance their service 

offering and maintain customer satisfaction. Premiumisation not only improves the overall 

experience for end users, but also allows resilient players in the market to differentiate 

themselves and command higher margins. 

Moreover, as experiences become central to revenue generation across various industries, 

AFH tissue and hygiene stands to benefit significantly. Whether it is in hospitality, foodservice, 

healthcare, or educational institutions, high-quality AFH tissue and hygiene products will be 

essential for ensuring cleanliness, hygiene, and customer satisfaction. 

Despite new remote or hybrid work formats now becoming permanent for many across the 

globe, the return of many to the office at least some of the time will favour growth in AFH tissue 

in Brazil. Companies are still adjusting their work patterns, and many have not yet completed 

their return to office working. 

In essence, AFH tissue and hygiene in Brazil presents promising prospects for growth, driven 

by ongoing resocialisation efforts, an emphasis on premiumisation, and the fundamental role of 

AFH tissue and hygiene products in facilitating a safe and hygienic environment. 

 

Opportunities to move towards a greener future 

As the world moves towards greater environmental consciousness, AFH tissue and hygiene in 

Brazil is poised for significant transformations in the coming years. Sustainability has become a 

central focus for companies operating in this space, mirroring the shifting preferences and 

priorities of consumers. 

In response to the growing demand for eco-friendly solutions, companies such as IPEL have 

taken proactive steps to integrate sustainability into their offerings. For instance, IPEL has 

introduced paper towels that are certified for their sustainable practices, aligning with the 

increasing emphasis on environmental responsibility. 

Moving forward, there is immense potential for further innovation and advances in sustainable 

practices within AFH tissue and hygiene. Companies are likely to invest in research and 

development to create products that minimise environmental impact, while meeting the 

performance standards required for commercial use. In addition, partnerships and collaborations 

within the industry may foster the exchange of best practices and accelerate the adoption of 

sustainable technologies and processes. By embracing sustainability as a core principle, 

companies operating in AFH tissue and hygiene can not only meet the evolving needs of their 

customers, but also contribute to a more environmentally conscious and sustainable future. 

 

Health awareness set to drive sales of hygiene products 

Chief amongst the factors driving growth for AFH tissue and hygiene in the forecast period is 

likely to be the increased health awareness sweeping across the nation, driven by a 

combination of factors, including improved access to healthcare services, and heightened 

consciousness around personal wellbeing. With advances in the health system and a growing 

emphasis on preventive care, businesses across various areas are recognising the importance 

of maintaining hygiene standards in their facilities. From hospitals and healthcare centres to 

restaurants, hotels, and office buildings, the demand for quality AFH products to ensure hygiene 

is on the rise, which will drive growth for categories such as AFH toilet paper, AFH paper towels, 

and AFH wipers. 

Another category that stands out amidst this trend is AFH adult incontinence. Historically 

shrouded in stigma and taboos, this category has witnessed a remarkable shift in perception in 
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recent years. Companies are committed to destigmatising adult incontinence and providing 

solutions that prioritise dignity, comfort, and health for users. As awareness grows and barriers 

are broken down, AFH adult incontinence in Brazil is poised for continued significant expansion. 

Institutions such as hospitals and other healthcare institutions are increasingly seeking products 

that cater to their customers’ specific needs, driving innovation and investment in this space. 

Companies that can effectively tap into this evolving landscape stand to capture considerable 

opportunities for growth and success in the years ahead. 

 

 

CATEGORY DATA 
 

Table 19 Sales of Away-From-Home Tissue and Hygiene by Category: Value 2018-2023 

 

BRL million 
 2018 2019 2020 2021 2022 2023 
 
Away-from-Home Tissue 2,174.0 2,273.2 1,907.9 2,066.4 2,236.2 2,755.8 
    and Hygiene       
Away-from-Home Hygiene 62.9 68.2 79.6 85.9 95.3 115.6 
- AFH Adult Incontinence 62.9 68.2 79.6 85.9 95.3 115.6 
Away-from-Home Tissue 2,111.1 2,205.0 1,828.3 1,980.5 2,140.9 2,640.2 
- AFH Boxed Facial 4.4 4.5 3.6 3.9 4.2 5.1 
    Tissues       
- AFH Paper Tableware 63.0 66.0 52.8 56.1 59.5 71.1 
-- AFH Napkins 58.7 61.7 49.1 52.2 55.4 66.6 
-- AFH Tablecloths 4.2 4.3 3.7 3.9 4.1 4.5 
- AFH Paper Towels 1,180.1 1,226.3 1,025.7 1,092.6 1,164.7 1,426.4 
- AFH Toilet Paper 573.0 594.8 460.8 496.3 531.8 686.6 
- AFH Wipers 290.7 313.4 285.3 331.7 380.8 451.0 

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

 

 

Table 20 Sales of Away-From-Home Tissue and Hygiene by Category: % Value Growth 
2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Away-from-Home Tissue and Hygiene 23.2 4.9 26.8 
Away-from-Home Hygiene 21.3 12.9 83.8 
- AFH Adult Incontinence 21.3 12.9 83.8 
Away-from-Home Tissue 23.3 4.6 25.1 
- AFH Boxed Facial Tissues 21.7 3.1 16.3 
- AFH Paper Tableware 19.6 2.5 13.0 
-- AFH Napkins 20.3 2.6 13.5 
-- AFH Tablecloths 10.5 1.2 6.1 
- AFH Paper Towels 22.5 3.9 20.9 
- AFH Toilet Paper 29.1 3.7 19.8 
- AFH Wipers 18.4 9.2 55.1 

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

 

 

Table 21 Sales of Away-From-Home Paper Towels by Type: % Value 2018-2023 
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% away-from-home value msp 
 2018 2019 2020 2021 2022 2023 
 
Interleaf 35.4 35.9 36.1 36.6 36.7 36.7 
Roll 64.6 64.1 63.9 63.4 63.3 63.3 
Other - - - - - - 
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 

 

 

Table 22 Distribution of Away-From-Home Tissue and Hygiene by Format: % Value 2018-
2023 

 

% away-from-home value 
 2018 2019 2020 2021 2022 2023 
 
Business/industry 18.5 18.5 16.7 18.4 18.3 18.3 
Horeca 54.5 54.2 48.9 52.0 51.4 51.9 
Hospitals/healthcare 23.8 24.1 31.4 26.6 27.3 26.9 
Public 3.1 3.1 3.0 3.0 3.0 3.0 
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, 
trade interviews, trade sources 

 

 

Table 23 Distribution of Away-From-Home Tissue and Hygiene by Format and Category: 
% Value 2023 

 

% away-from-home value 
 Away-from-Home Away-from-Home 
 Hygiene Tissue 
 
Business/industry 0.0 19.1 
Horeca 0.0 54.1 
Hospitals/healthcare 100.0 23.7 
Public 0.0 3.1 
Total 100.0 100.0 

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

Key: AH = away-from-home hygiene; AT = away-from-home tissue 

 

 

Table 24 Forecast Sales of Away-From-Home Tissue and Hygiene by Category: Value 
2023-2028 

 

BRL million 
 2023 2024 2025 2026 2027 2028 
 
Away-from-Home Tissue 2,755.8 3,129.7 3,516.8 3,840.5 4,156.4 4,412.2 
    and Hygiene       
Away-from-Home Hygiene 115.6 131.3 147.7 162.8 176.2 187.7 
- AFH Adult Incontinence 115.6 131.3 147.7 162.8 176.2 187.7 
Away-from-Home Tissue 2,640.2 2,998.5 3,369.1 3,677.6 3,980.3 4,224.5 
- AFH Boxed Facial 5.1 5.6 6.2 6.7 7.2 7.6 
    Tissues       
- AFH Paper Tableware 71.1 79.3 88.1 97.1 106.4 115.0 
-- AFH Napkins 66.6 74.6 83.2 91.9 101.2 109.6 
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-- AFH Tablecloths 4.5 4.7 4.9 5.1 5.3 5.4 
- AFH Paper Towels 1,426.4 1,610.1 1,795.0 1,942.6 2,078.3 2,181.4 
- AFH Toilet Paper 686.6 802.5 928.2 1,035.3 1,148.5 1,242.5 
- AFH Wipers 451.0 501.0 551.6 596.0 639.8 677.9 

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

 

 

Table 25 Forecast Sales of Away-From-Home Tissue and Hygiene by Category: % Value 
Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Away-from-Home Tissue and Hygiene 13.6 9.9 60.1 
Away-from-Home Hygiene 13.5 10.2 62.4 
- AFH Adult Incontinence 13.5 10.2 62.4 
Away-from-Home Tissue 13.6 9.9 60.0 
- AFH Boxed Facial Tissues 11.6 8.6 51.1 
- AFH Paper Tableware 11.4 10.1 61.7 
-- AFH Napkins 11.9 10.5 64.5 
-- AFH Tablecloths 4.7 3.8 20.6 
- AFH Paper Towels 12.9 8.9 52.9 
- AFH Toilet Paper 16.9 12.6 81.0 
- AFH Wipers 11.1 8.5 50.3 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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RETAIL ADULT INCONTINENCE IN 
BRAZIL - CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales increase by 25% in current terms in 2023 to BRL3.4 billion 

▪ Light adult incontinence is the best performing category in 2023, with retail value sales 

increasing by 26% in current terms to BRL580 million 

▪ Essity do Brasil is the leading player in 2023, with a retail value share of 23% 

▪ Retail sales are set to increase at a current value CAGR of 17% (2023 constant value CAGR 

of 13%) over the forecast period to BRL7.4 billion 

 

 

2023 DEVELOPMENTS 
 

Rising knowledge around adult incontinence products highlights the 
category 

Retail adult incontinence was the shining star of retail hygiene in Brazil in 2023, experiencing 

remarkable growth in both retail volume and current value terms. Key players such as Essity do 

Brasil and Ever Green Indústria e Comércio Ltda, amongst others, reported impressive results, 

signalling a promising outlook for this category. However, while larger players thrived in this 

favourable environment, smaller players may have struggled to capitalise on the growth 

opportunities, given the relative consolidation within the category. 

A confluence of factors contributed to the significant growth witnessed in retail adult 

incontinence in 2023. The ageing population in Brazil played a crucial role, as the prevalence of 

incontinence tends to increase with age. In addition, companies have invested heavily in 

breaking down the taboos and prejudices associated with the use of incontinence products, 

leading to greater acceptance and awareness amongst consumers. 

Moreover, the category is expanding beyond its traditional demographic of older individuals 

requiring specialised care. Younger individuals who suffer from incontinence, whether due to 

medical conditions or childbirth, are also increasingly seeking out these products. This shift 

reflects a broader societal trend towards destigmatising incontinence and providing support and 

solutions for individuals of all ages. 

Initially associated with care for older people in hospital settings, adult incontinence products 

are undergoing a transformation, thanks to the awareness-raising efforts of companies and 

brands. This evolution has led to the introduction of new products and innovations tailored to 

meet the diverse needs of consumers. From discreet pads to absorbent underwear, the market 

is witnessing a proliferation of options designed to enhance comfort, dignity, and quality of life 

for individuals dealing with incontinence. 

 

Digital innovation raises awareness and helps caregivers 

Despite the growing availability of retail adult incontinence products in Brazil, many users, 

particularly older people, continue to face challenges in receiving the proper care and support 

they need. A significant proportion of these individuals rely on family members for assistance as 

they age, often placing a burden on loved ones who may lack the necessary knowledge or 

resources to provide adequate care. For many older individuals, especially women, societal 
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expectations dictate that family members, particularly daughters and daughters-in-law, should 

bear the responsibility of caregiving. However, this traditional caregiving model can often be 

inadequate or unsustainable, leading to strained relationships and heightened stress levels 

amongst caregivers. 

Recognising the need for innovative solutions to support caregivers and enhance the quality 

of care for older people, companies such as Essity have launched initiatives aimed at raising 

awareness and providing practical assistance. Essity’s Caressa platform is one such example, 

offering a digital solution to facilitate caregiving tasks and promote collaboration amongst family 

members tasked with such responsibility. Through the Caressa app, family members can 

coordinate tasks, share information, and access resources to ensure the wellbeing of their loved 

ones. By providing a centralised platform for caregiving, Caressa aims to alleviate some of the 

burdens associated with caring for older relatives and foster a more supportive and collaborative 

approach to caregiving. 

In addition to Caressa, Essity’s other platforms, such as TENA Smartcare, offer valuable 

resources and support for caregivers. TENA Smartcare is a comprehensive platform that 

provides personalised care plans, educational materials, and access to expert advice for 

individuals managing incontinence. By combining technology with expert guidance, Essity 

empowers caregivers to provide optimal care for their loved ones while navigating the 

challenges of incontinence. 

 

Online pharmaceutical channels empower shopping for incontinence 
products 

Online pharmaceutical channels have emerged as key facilitators for consumers in need of 

retail adult incontinence products, providing a convenient and discreet avenue for research and 

purchase. One of the primary advantages of online pharmaceutical channels is their ability to 

enable consumers to research and explore adult incontinence products from the comfort and 

privacy of their homes. In-store research can often be intimidating and embarrassing for 

individuals dealing with incontinence, leading many to prefer the anonymity of online research 

and shopping. By offering comprehensive product information and customer reviews online, 

such pharmaceutical retailers empower consumers to make informed decisions without the 

discomfort of in-store interactions. 

Despite growing awareness and acceptance of adult incontinence, challenges related to 

stigma and embarrassment persist for many individuals. While online pharmaceutical channels 

have helped alleviate some of these barriers, there is still work to be done to fully address the 

social and emotional aspects of purchasing incontinence products. In addition to providing a 

discreet shopping experience, pharmaceutical online channels offer consumers access to 

discounts, promotions, and bulk purchasing options. Buying in large packs not only allows 

consumers to save money, but also ensures they have an adequate supply of products to hand, 

reducing the need for frequent trips to the store. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Incontinence pants to gain share, but nappy/diaper format to remain 
dominant 

Retail adult incontinence is expected to maintain double-digit retail volume and current value 

growth rates in Brazil in the forecast period. Favourable demographic expectations and evolving 

consumer preferences are poised to drive robust growth within the category. The ageing 

population in Brazil, as indicated by recent census data, presents a significant opportunity. As 
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individuals age, the prevalence of incontinence tends to increase, creating growing demand for 

products that provide comfort, dignity, and reliable protection. 

One of the key drivers of growth in retail adult incontinence is the increasing popularity of 

adult incontinence pants. These products offer discretion, flexibility, and mobility for individuals 

managing incontinence, making them a preferred choice for many consumers. Over the next 

few years, adult incontinence pants are expected to gain significant share as consumers 

gravitate towards more comfortable and convenient solutions. 

Despite the rise of adult incontinence pants, the nappy/diaper format is expected to remain 

the cornerstone of the category. This format offers practicality and ease of use, particularly for 

individuals with health issues or reduced mobility, who may require assistance with changing. 

The convenience and reliability of the nappy/diaper format makes it indispensable for many 

consumers, which will ensure its continued prominence in the market. Furthermore, 

technological innovations in the nappy/diaper format, such as improved absorption and odour 

control, are anticipated to further drive demand for these products. Manufacturers will continue 

to invest in research and development to enhance the performance and comfort of these 

products, which will cater to the diverse needs of consumers. 

 

Sustainable solutions on the rise in the brazilian market 

In the coming years, retail adult incontinence faces both challenges and opportunities in 

Brazil, particularly concerning environmental sustainability. While disposable incontinence 

products have revolutionised the care and comfort of individuals dealing with incontinence, they 

also pose a significant environmental challenge due to their disposal. 

One of the key areas of focus for players in the forecast period is therefore expected to 

continue to be addressing the environmental impact of disposable incontinence products. As 

awareness of environmental issues continues to grow, consumers are increasingly concerned 

about the sustainability of the products they use. In response, companies within adult 

incontinence are investing heavily in efforts to mitigate their environmental footprint. One 

notable example of this is from Drylock Technologies Participacoes Ltda, a leading player in the 

global hygiene industry. Drylock has made significant strides in terms of sustainability by 

introducing recycled packaging for its products. By using recycled materials, Drylock aims to 

reduce its reliance on virgin materials and minimise waste in the production process. In addition, 

Drylock has committed to achieving carbon neutrality globally, further demonstrating its 

dedication to environmental stewardship. 

Investments in sustainable practices not only benefit the environment, but also align with 

consumer preferences and expectations. As consumers become increasingly conscious of the 

environmental impact of their purchasing decisions, they are more likely to choose products 

from companies that prioritise sustainability. By incorporating recycled materials, reducing 

waste, and pursuing carbon neutrality, companies in adult incontinence can differentiate 

themselves in the marketplace and appeal to environmentally conscious consumers. 

 

Innovations to ensure comfort will be a growth driver 

Retail adult incontinence was a key driver of value growth both before and after the pandemic, 

maintaining its momentum and even experiencing heightened growth due to increased 

awareness, health concerns, and evolving consumer preferences. This has made it one of the 

main categories in tissue and hygiene in terms of innovation and investment. 

One company at the forefront of innovation in adult incontinence is Drylock Technologies, 

which is well-known for its cutting-edge technology and commitment to user comfort. Drylock’s 

Comfort Dry technology represents a pinnacle of engineering, utilising advanced materials to 

rapidly distribute urine throughout the product, preventing accumulation and ensuring a dry and 
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comfortable experience for the user. This innovation not only enhances the performance of adult 

incontinence products, but also elevates the overall user experience, meeting the evolving 

needs and expectations of consumers. 

In addition to Drylock Technologies, other players in retail adult incontinence are also 

investing in innovative solutions to meet the demands of consumers. Whether it is advances in 

absorbent materials, ergonomic designs, or eco-friendly initiatives, companies are continually 

pushing the boundaries of what is possible in incontinence care. 

The emphasis on innovation and investment in retail adult incontinence reflects its growing 

importance within the broader retail hygiene space in Brazil. As consumers prioritise health, 

comfort, and quality of life, there is growing demand for products that deliver a superior 

performance and address specific consumer needs and preferences. 

 

 

CATEGORY DATA 
 

Table 26 Sales of Retail Adult Incontinence by Category: Value 2018-2023 

 

BRL million 
 2018 2019 2020 2021 2022 2023 
 
- Retail Adult 1,926.8 2,087.0 2,305.2 2,509.1 2,752.3 3,429.7 
    Incontinence       
-- Light Adult 332.0 350.9 386.5 421.7 461.4 580.0 
    Incontinence       
-- Moderate/Heavy Adult 1,594.8 1,736.2 1,918.6 2,087.4 2,290.8 2,849.7 
    Incontinence       

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

 

 

Table 27 Sales of Retail Adult Incontinence by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
- Retail Adult Incontinence 24.6 12.2 78.0 
-- Light Adult Incontinence 25.7 11.8 74.7 
-- Moderate/Heavy Adult Incontinence 24.4 12.3 78.7 

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

 

 

Table 28 NBO Company Shares of Retail Adult Incontinence: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Essity do Brasil 20.1 19.4 19.5 19.3 22.8 
Ontex Brasil Holding Ltda 24.2 23.6 23.2 23.7 21.2 
Kimberly-Clark Brasil 12.5 13.5 13.6 13.9 14.0 
    Indústria e Comércio de      
    Produtos de Higiene Ltda      
Ever Green Indústria e 11.0 10.8 11.1 11.3 11.3 
    Comércio Ltda      
Drylock Technologies 6.9 7.1 7.3 7.4 7.5 
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    Participacoes Ltda      
CCM Industria e Comercio 4.4 4.5 4.4 4.4 4.3 
    de Produtos Descartaveis SA      
Eurofral Industria de 3.8 3.5 3.4 3.2 3.0 
    Produtos Higienicos e      
    Termoplasticos Ltda      
Mili SA 1.7 1.7 1.6 1.6 1.5 
Hypermarcas SA - - - - - 
Confecções Capricho Ltda - - - - - 
SCA do Brasil - - - - - 
Mardam Industria e - - - - - 
    Comercio de Produtos de      
    Higiene Ltda      
Private Label 1.2 1.1 1.1 1.1 1.2 
Others 14.2 15.0 14.9 14.2 13.2 
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 29 LBN Brand Shares of Retail Adult Incontinence: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Bigfral (Ontex BVBA) Ontex Brasil Holding Ltda 21.7 21.4 21.9 19.5 
Tena Biofral (Essity Essity do Brasil 14.0 14.1 14.0 16.5 
    AB)      
Plenitud (Kimberly- Kimberly-Clark Brasil 13.5 13.6 13.9 14.0 
    Clark Corp) Indústria e Comércio de     
 Produtos de Higiene Ltda     
Tena (Essity AB) Essity do Brasil 5.4 5.4 5.3 6.2 
Geriamax Ever Green Indústria e 5.6 5.7 5.8 5.8 
 Comércio Ltda     
Natural Master Ever Green Indústria e 5.2 5.4 5.5 5.5 
 Comércio Ltda     
Confort Master CCM Industria e Comercio 4.5 4.4 4.4 4.3 
 de Produtos Descartaveis SA     
Higifral Eurofral Industria de 3.5 3.4 3.2 3.0 
 Produtos Higienicos e     
 Termoplasticos Ltda     
Slim (Drylock Drylock Technologies 2.6 2.7 2.8 2.8 
    Technologies NV) Participacoes Ltda     
Mastersoft (Drylock Drylock Technologies 1.7 1.8 1.8 1.8 
    Technologies NV) Participacoes Ltda     
Bigfral Moviment Ontex Brasil Holding Ltda 1.8 1.8 1.8 1.6 
    (Ontex BVBA)      
Mili Vita Mili SA 1.7 1.6 1.6 1.5 
Sensaty (Drylock Drylock Technologies 0.9 0.9 0.9 0.9 
    Technologies NV) Participacoes Ltda     
Sensaty Confecções Capricho Ltda - - - - 
Bigfral Hypermarcas SA - - - - 
Masterfral Mardam Industria e - - - - 
 Comercio de Produtos de     
 Higiene Ltda     
Biofral (SCA Group) SCA do Brasil - - - - 
Tena (SCA Group) SCA do Brasil - - - - 
Private Label Private Label 1.1 1.1 1.1 1.2 
Others Others 16.8 16.9 16.1 15.2 
Total Total 100.0 100.0 100.0 100.0 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 30 Forecast Sales of Retail Adult Incontinence by Category: Value 2023-2028 

 

BRL million 
 2023 2024 2025 2026 2027 2028 
 
- Retail Adult 3,429.7 4,014.5 4,687.6 5,307.4 5,831.0 6,261.4 
    Incontinence       
-- Light Adult 580.0 686.6 801.0 915.3 1,002.8 1,067.8 
    Incontinence       
-- Moderate/Heavy Adult 2,849.7 3,327.9 3,886.5 4,392.0 4,828.2 5,193.6 
    Incontinence       

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

 

 

Table 31 Forecast Sales of Retail Adult Incontinence by Category: % Value Growth 2023-
2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
- Retail Adult Incontinence 17.1 12.8 82.6 
-- Light Adult Incontinence 18.4 13.0 84.1 
-- Moderate/Heavy Adult Incontinence 16.8 12.8 82.2 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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NAPPIES/DIAPERS/PANTS IN BRAZIL 
- CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales increase by 7% in current terms in 2023 to BRL11.5 billion 

▪ Disposable pants is the best performing category in 2023, with retail value sales growing by 

21% in current terms to BRL2.9 billion 

▪ Kimberly-Clark Brasil Indústria e Comércio de Produtos de Higiene Ltda is the leading player 

in 2023, with a retail value share of 22% 

▪ Retail sales are set to grow at a current value CAGR of 6% (2023 constant value CAGR of 

3%) over the forecast period to BRL15.7 billion 

 

 

2023 DEVELOPMENTS 
 

Disposable pants takes the spotlight amidst a declining volume 
performance for nappies/diapers 

Nappies/diapers/pants saw low retail volume growth in 2023, along with more dynamic current 

value growth. Brazil finds itself navigating a complex economic and social landscape, 

characterised by shifting demographics and evolving consumer behaviours. The latest census 

data revealed a notable decline in the birth rate, reflecting changing societal norms and 

economic considerations. This trend directly impacts nappies/diapers/pants, a category that is 

mature, yet still holds significant importance within retail hygiene. 

Despite being one of the retail hygiene categories with a relatively lower overall performance 

in 2023, nappies/diapers/pants did manage to achieve some volume growth in this year. 

However, this growth was tempered by challenges stemming from the rising costs of raising 

children amidst a backdrop of diminishing purchasing power for many Brazilian families. While 

inflation stabilised, the financial burden of child-rearing continued to present a significant hurdle 

for parents. 

Amidst this backdrop, one notable bright spot within the category was the remarkable growth 

of disposable pants. This category experienced a continued surge in demand in 2023, with retail 

volume and current value growth rates in the double digits – a significant contrast to the 

declining volume sales of nappies/diapers. This surge can be attributed to various factors, 

including the increasing popularity of these products nationwide. 

Traditionally more prevalent in the northeast region of Brazil, disposable pants have gained 

widespread acceptance due to several factors. The region’s warmer climate makes pants a 

practical choice, serving as shorts for babies, and eliminating the need for an additional layer of 

clothing. In addition, pioneering efforts by companies such as Unicharm Do Brasil Industria e 

Comércio Ltda have helped popularise disposable pants in the region, establishing them as a 

product known for their quality and cost-effectiveness. With disposable pants offering 

convenience and reduced need for frequent changes, they have emerged as a preferred choice 

for discerning parents seeking both practicality and value for money in their childcare expenses. 
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Nappies/diapers/pants consolidates and expands after economic crisis 

Nappies/diapers/pants is experiencing expansion and increased investment, signalling a shift 

in focus and strategy amongst key players in the market. For instance, Kimberly-Clark Brasil 

Indústria e Comércio de Produtos de Higiene Ltda, recognising the potential within retail 

hygiene, has divested from other segments and redirected its resources towards expanding its 

presence in Brazil. With a renewed focus on hygiene products, Kimberly-Clark is expanding its 

factory in Bahia, signalling its commitment to meeting the growing demand for 

nappies/diapers/pants in the country and gaining consumer loyalty. 

Similarly, CCM Industria e Comercio de Produtos Descartaveis SA is also investing in 

expanding its production capacity in Brazil, ramping up its output of nappies/diapers to be able 

to compete with the new standards in the market. This surge in investment reflects a broader 

trend within the category towards expansion and growth, driven by changing consumer 

preferences and market dynamics. 

One significant trend shaping nappies/diapers/pants is the movement towards products 

offering higher perceived quality by consumers. With the prices of raw materials stabilising after 

reaching their peak in 2022, companies now have more flexibility to focus on improving product 

quality without significantly impacting prices. This shift is a welcome development for both 

consumers and manufacturers, as it allows for increased margins while maintaining affordability 

for essential products. 

During the peak of inflation in recent years, many companies were forced to downsize their 

products to absorb rising costs, leading to fewer items per pack. It is important to note that the 

economic challenges of recent years have taken a toll on smaller companies in 

nappies/diapers/pants. Many smaller players struggled to absorb the cost increases associated 

with inflation and raw materials, leading to closure or acquisition by larger competitors. The 

stabilisation of prices and economic conditions offer a glimmer of hope for the industry, 

providing a more stable environment for growth and investment in the years to come. 

 

Competitive landscape is not advantageous for all players 

The competitive landscape in nappies/diapers/pants in Brazil is undergoing significant shifts, 

driven by a combination of factors, including tax complexities, increasing competition, and 

shifting consumer preferences. As the space becomes more complex, larger players are 

consolidating their positions. 

One of the key challenges facing companies operating in Brazil is the complexity of the tax 

system, which can add significant costs and an administrative burden. Larger players with 

greater resources and scale are better-positioned to navigate these complexities, leading them 

to further consolidate their dominance. It also gives them the opportunity to be more present in 

consumers’ minds and maintain their loyalty to them. In response to these challenges, some 

companies may choose to explore opportunities in neighbouring countries, where the business 

environment is perceived to be more favourable. Countries with a simpler tax system and 

regulatory framework may offer attractive opportunities for expansion, allowing companies to 

compete more effectively in the regional market. 

In terms of distribution channels, retail e-commerce is experiencing significant growth in 

nappies/diapers/pants. Health and personal care stores has also seen substantial growth in the 

hygiene segment, with a focus on competing with established retail players such as Mercado 

Livre and Magalu. While retail e-commerce is growing in importance, particularly pharmaceutical 

channels, it is still primarily seen as a strategic avenue for most players, rather than a significant 

source of revenue. 

Overall, the competitive landscape in nappies/diapers/pants in Brazil is evolving rapidly, with 

companies facing challenges related to tax complexities and increasing competition. While 
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larger players may consolidate their positions, others may explore new opportunities or focus on 

strategic channels such as retail e-commerce to maintain their competitiveness in the market. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Premiumisation set to be a significant driver of value growth in the 
forecast period 

In the forecast period nappies/diapers/pants is set to see retail volume and current value 

growth in Brazil, with much higher growth in value terms. Premiumisation has firmly taken root 

amongst Brazilians, reshaping the competitive landscape and consumer preference in 

significant ways. As more high-value players enter the market, traditional mainstream brands 

are compelled to adapt and innovate to remain competitive. 

One notable aspect of this trend is the emergence of premium players investing in secondary 

lines of mainstream products to cater to a wider consumer base. Brands such as Pampers, for 

instance, offer both premium and more affordable options, allowing them to capture share 

across different socioeconomic segments. By diversifying their product offerings, these brands 

are better-positioned to meet the diverse needs and preferences of Brazilian consumers. 

Furthermore, consumers are increasingly conscious of their babies’ needs, and are actively 

seeking out high-quality products to enhance their experience and promote better health 

management. Innovations in nappies/diapers/pants reflect this growing demand for premium 

offerings. For example, brands such as Huggies have introduced innovative features including 

wetness indicator and hypoallergenic materials, designed to enhance comfort and convenience 

for both babies and parents. 

In addition to product innovation, companies are also focusing on sustainability and eco-

friendliness as key differentiators in the premium segment. Brands such as MamyPoko are 

incorporating sustainable materials and manufacturing processes into their products, appealing 

to environmentally conscious consumers who prioritise eco-friendly options. 

 

Shifting preferences and opportunities for private label in 
nappies/diapers/pants 

Private label is expected to be a promising trend in nappies/diapers/pants in Brazil in the 

forecast period, with ample opportunities for growth amongst the Brazilian population. While 

private label penetration remains relatively low compared with neighbouring Latin American 

countries, as well as European markets, the potential for expansion is substantial. 

One of the key players in private label in Brazil is Drylock Technologies Participacoes Ltda, a 

major hygiene player known for its expertise in manufacturing nappies/diapers. With a strong 

presence in private label manufacturing, Drylock Technologies is well-positioned to capitalise on 

the growing demand for affordable yet high-quality nappies/diapers/pants in Brazil. 

The low penetration of private label products in Brazil presents a significant opportunity for 

growth, particularly as consumers increasingly prioritise value for money and affordability. With 

the rising cost of living and economic uncertainties, more Brazilian families are likely to turn to 

private label options as a cost-effective alternative to branded products, representing an 

opposite trend to premiumisation, indicating polarisation. 

Moreover, the evolving retail landscape in Brazil is conducive to the growth of private label 

nappies/diapers/pants. As retailers expand their private label offerings and invest in marketing 

and branding efforts, consumers are becoming more receptive to these products. In addition, 

the rise of e-commerce platforms provides a convenient avenue for consumers to access private 

label products, further driving growth. 
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In the coming years, continued expansion and innovation are expected for private label in 

Brazil. Companies such as Drylock will play a crucial role, leveraging their expertise in 

manufacturing and distribution to meet the evolving needs of Brazilian consumers. As private 

label products become more mainstream and accepted, they have the potential to capture a 

larger share of sales and reshape the competitive landscape of nappies/diapers/pants in Brazil. 

 

Embracing sustainability in baby care in brazil 

Sustainability has emerged as a defining trend within retail hygiene in Brazil, driven by 

consumers’ increasing awareness of environmental issues and their desire for more eco-friendly 

products and practices. Today’s consumers are not only seeking products that meet their 

immediate needs, but also those that align with their values and beliefs, including sustainability. 

Brazilian consumers have shown a strong inclination to purchase sustainable products – even 

willing to spend a little more on environmentally-friendly alternatives, according to Euromonitor’s 

Voice of the Consumer: Sustainability Survey, fielded January to February 2023. This is a 

significant finding, especially considering Brazil’s relatively low per capita income compared with 

other countries surveyed. 

In response to the growing demand for sustainability, several international brands have made 

substantial investments in developing eco-friendly nappies/diapers/pants. For example, 

Pampers introduced its Pure Protection line, which features nappies/diapers made from 

responsibly sourced materials, and is free from chlorine bleach, fragrance, and parabens. 

Similarly, Huggies launched its Special Delivery nappies/diapers, which are made from plant-

based materials and offer superior leak protection, while being gentle on the environment. On 

the national front, Kimberly-Clark has also made further strides in promoting sustainability. The 

company recently launched its Huggies line of reusable nappies/diapers, catering to consumers 

looking for high-quality, sustainable alternatives that offer both cost benefits and environmental 

benefits. 

By investing in sustainable product offerings and practices, both international and national 

brands are not only meeting the demands of today’s environmentally conscious consumers, but 

also driving positive change towards a more sustainable future for nappies/diapers/pants in 

Brazil and beyond. 

 

 

CATEGORY DATA 
 

Table 32 Retail Sales of Nappies/Diapers/Pants by Category: Value 2018-2023 

 

BRL million 
 2018 2019 2020 2021 2022 2023 
 
- Nappies/Diapers/Pants 8,989.9 9,457.4 9,443.0 10,116.3 10,816.1 11,518.8 
-- Disposable Pants 1,148.4 1,512.7 1,678.0 2,031.7 2,435.9 2,944.8 
-- Nappies/Diapers 7,841.4 7,944.7 7,765.0 8,084.6 8,380.2 8,573.9 
--- Junior Nappies/ 3,668.9 3,733.5 3,640.1 3,779.6 3,927.1 4,068.1 
    Diapers       
--- New Born Nappies/ 580.2 591.2 579.6 590.4 596.6 607.0 
    Diapers       
--- Standard Nappies/ 3,592.3 3,620.0 3,545.3 3,714.5 3,856.5 3,898.8 
    Diapers       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 33 Retail Sales of Nappies/Diapers/Pants by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
- Nappies/Diapers/Pants 6.5 5.1 28.1 
-- Disposable Pants 20.9 20.7 156.4 
-- Nappies/Diapers 2.3 1.8 9.3 
--- Junior Nappies/Diapers 3.6 2.1 10.9 
--- New Born Nappies/Diapers 1.7 0.9 4.6 
--- Standard Nappies/Diapers 1.1 1.7 8.5 

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

 

 

Table 34 NBO Company Shares of Retail Nappies/Diapers/Pants: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Kimberly-Clark Brasil 21.2 22.0 21.7 21.9 21.8 
    Indústria e Comércio de      
    Produtos de Higiene Ltda      
Procter & Gamble do 21.1 21.2 21.2 21.3 21.4 
    Brasil SA      
Ontex Brasil Holding Ltda 9.8 10.0 9.9 9.9 10.0 
Unicharm Do Brasil 9.6 9.8 9.8 9.7 9.7 
    Industria e Comércio Ltda      
Drylock Technologies 4.0 4.2 4.2 4.2 4.3 
    Participacoes Ltda      
Melhoramentos Papéis Ltda 2.9 3.5 3.5 3.6 3.7 
CCM Industria e Comercio 2.8 2.9 2.8 2.8 2.8 
    de Produtos Descartaveis SA      
Ever Green Indústria e 2.3 2.3 2.1 2.1 2.1 
    Comércio Ltda      
Mili SA 2.1 2.2 2.2 2.1 2.0 
Santher - Fábrica de 2.0 2.0 1.8 1.6 1.5 
    Papel Santa Terezinha SA      
Haryon Industria E 0.3 0.3 0.3 0.3 0.2 
    Comercio De Fraldas E      
    Cosmeticos Ltda      
Hypermarcas SA - - - - - 
Aloés Indústria & - - - - - 
    Comércio Ltda      
Confecções Capricho Ltda - - - - - 
Mardam Industria e - - - - - 
    Comercio de Produtos de      
    Higiene Ltda      
Private Label 1.4 1.5 1.5 1.5 1.6 
Others 20.3 18.1 18.9 19.2 18.8 
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 35 LBN Brand Shares of Retail Nappies/Diapers/Pants: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
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Huggies (Kimberly- Kimberly-Clark Brasil 22.0 21.7 21.9 21.8 
    Clark Corp) Indústria e Comércio de     
 Produtos de Higiene Ltda     
Pampers (Procter & Procter & Gamble do 21.2 21.2 21.3 21.4 
    Gamble Co, The) Brasil SA     
Mamypoko (Unicharm Unicharm Do Brasil 9.8 9.8 9.7 9.7 
    Corp) Industria e Comércio Ltda     
Pom Pom (Ontex BVBA) Ontex Brasil Holding Ltda 5.0 4.9 4.9 5.0 
Cremer (Ontex BVBA) Ontex Brasil Holding Ltda 4.1 4.1 4.1 4.2 
BabySec (Softys SA) Melhoramentos Papéis Ltda - - - 3.7 
Mili Mili SA 2.2 2.2 2.1 2.0 
Personal Baby (Daio Santher - Fábrica de 2.0 1.8 1.6 1.5 
    Paper Corp) Papel Santa Terezinha SA     
Hipopó Baby CCM Industria e Comercio 1.6 1.5 1.5 1.5 
 de Produtos Descartaveis SA     
Capricho Baby Drylock Technologies 1.2 1.2 1.3 1.3 
    (Drylock Technologies Participacoes Ltda     
    NV)      
Scooby Doo CCM Industria e Comercio 1.3 1.3 1.3 1.3 
 de Produtos Descartaveis SA     
Natural Baby Ever Green Indústria e 1.2 1.1 1.1 1.1 
 Comércio Ltda     
Huppy Ever Green Indústria e 1.1 1.0 1.0 1.0 
 Comércio Ltda     
Sapeka (Ontex BVBA) Ontex Brasil Holding Ltda 0.9 0.9 0.9 0.9 
Baby Roger (Roger do Haryon Industria E 0.3 0.3 0.3 0.2 
    Brasil Industria de Comercio De Fraldas E     
    Cosmeticos e Produtos Cosmeticos Ltda     
    de Higiene Pessoal      
    Ltda)      
BabySec (Empresas Melhoramentos Papéis Ltda 3.5 3.5 3.6 - 
    CMPC SA)      
Baby Looney Tunes Aloés Indústria & - - - - 
 Comércio Ltda     
Turminha Feliz Aloés Indústria & - - - - 
 Comércio Ltda     
Capricho Baby Confecções Capricho Ltda - - - - 
Cremer Disney Baby Hypermarcas SA - - - - 
Pom Pom Hypermarcas SA - - - - 
Sapeka Hypermarcas SA - - - - 
Turma da Mônica Kimberly-Clark Brasil - - - - 
    (Kimberly-Clark Corp) Indústria e Comércio de     
 Produtos de Higiene Ltda     
Smilingüido Baby Mardam Industria e - - - - 
 Comercio de Produtos de     
 Higiene Ltda     
BabySec (Sepac - Melhoramentos Papéis Ltda - - - - 
    Serrados e Pasta de      
    Celulose Ltda)      
Baby Scooby Doo Mili SA - - - - 
Personal Baby Santher - Fábrica de - - - - 
 Papel Santa Terezinha SA     
Private Label Private Label 1.5 1.5 1.5 1.6 
Others Others 21.0 21.9 22.2 21.9 
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 
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Table 36 Forecast Retail Sales of Nappies/Diapers/Pants by Category: Value 2023-2028 

 

BRL million 
 2023 2024 2025 2026 2027 2028 
 
- Nappies/Diapers/Pants 11,518.8 11,766.6 12,121.3 12,459.7 12,859.0 13,260.1 
-- Disposable Pants 2,944.8 3,368.0 3,794.4 4,237.3 4,713.4 5,206.9 
-- Nappies/Diapers 8,573.9 8,398.6 8,326.9 8,222.3 8,145.6 8,053.2 
--- Junior Nappies/ 4,068.1 4,005.7 3,980.6 3,932.0 3,886.9 3,830.1 
    Diapers       
--- New Born Nappies/ 607.0 586.4 570.9 555.6 542.3 525.7 
    Diapers       
--- Standard Nappies/ 3,898.8 3,806.4 3,775.4 3,734.7 3,716.3 3,697.4 
    Diapers       

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

 

 

Table 37 Forecast Retail Sales of Nappies/Diapers/Pants by Category: % Value Growth 
2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
- Nappies/Diapers/Pants 2.2 2.9 15.1 
-- Disposable Pants 14.4 12.1 76.8 
-- Nappies/Diapers -2.0 -1.2 -6.1 
--- Junior Nappies/Diapers -1.5 -1.2 -5.9 
--- New Born Nappies/Diapers -3.4 -2.8 -13.4 
--- Standard Nappies/Diapers -2.4 -1.1 -5.2 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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MENSTRUAL CARE IN BRAZIL - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales grow by 7% in current terms in 2023 to BRL3.4 billion 

▪ Pantyliners is the best performing category in 2023, with retail value sales rising by 17% in 

current terms to BRL691 million 

▪ Johnson & Johnson do Brasil Indústria e Comércio de Produtos para Saúde Ltda is the 

leading player in 2023, with a retail value share of 33% 

▪ Retail sales are set to rise at a current value CAGR of 4% (2023 constant value CAGR of 

0.3%) over the forecast period to BRL4.1 billion 

 

 

2023 DEVELOPMENTS 
 

Menstrual care grows despite maturity and social difficulties 

In 2023, against the backdrop of a recovering but still uncertain Brazilian economy, menstrual 

care witnessed modest retail volume growth, which was an improvement compared with minimal 

growth the previous year. Amidst the lingering effects of the pandemic and global geopolitical 

tensions, Brazilian consumers found themselves navigating a landscape marked by cautious 

spending and heightened awareness of product value. 

Within the realm of menstrual care, while the overall performance remained slightly below the 

retail hygiene average, there were notable bright spots. Certain categories, such as pantyliners, 

continued their strong upward trajectory, buoyed by evolving consumer preferences and a 

growing emphasis on women’s health. This trend reflects a broader societal shift towards 

increased awareness and openness regarding feminine hygiene needs. 

Despite being a mature category with inherent challenges, menstrual care demonstrated 

resilience and potential for growth in 2023. Manufacturers recognised the evolving landscape 

and responded with innovative solutions aimed at holistic feminine health. For instance, 

Kimberly-Clark’s Intimus brand introduced a standard towel featuring colour-changing markers 

signalling the need for replacement – a testament to players’ commitment to enhancing the user 

experience and hygiene. Similarly, Ever Green Indústria e Comércio Ltda’s relaunch of Mods 

garnered significant attention and regained popularity, underscoring the demand for products 

tailored to women’s diverse needs and preferences. 

Despite advances in awareness and healthcare, women in Brazil continue to confront deeply 

entrenched misogynistic attitudes and societal expectations. These outdated norms often dictate 

restrictive roles and standards, perpetuating gender inequality and hindering progress towards 

gender equity. However, there is a noticeable shift underway, as public discourse is increasingly 

shedding light on these issues, prompting calls for greater accountability and systemic change. 

With each passing year, strides are being made towards dismantling these barriers and 

fostering a more inclusive and supportive environment for women. 

Moreover, the aftermath of the pandemic has left many women grappling with heightened 

levels of stress and anxiety, further underscoring the importance of holistic feminine care 

solutions. Recognising these challenges, companies within menstrual care are stepping up their 

efforts to engage with and support women through targeted campaigns and initiatives. By 
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addressing the multifaceted needs of their consumers and promoting a message of 

empowerment and self-care, these companies aim to alleviate some of the burdens faced by 

women in post-pandemic Brazil. 

 

Addressing menstrual poverty and health concerns takes centre stage 

Brazil’s menstrual care landscape witnessed a notable shift towards prioritising women’s 

health and safety in 2023, propelled by robust health campaigns and growing concerns about 

product efficacy and the user experience. Leading companies such as Essity spearheaded 

initiatives aimed at promoting awareness and ensuring the safety and wellbeing of consumers. 

For instance, Essity’s “Sua Saúde Importa” campaign emphasised the importance of informed 

choices and advocated for transparent communication about product ingredients and usage. 

Against this backdrop, conditions such as endometriosis gained prominence in public 

discourse, shedding light on the challenges faced by many women in accessing timely diagnosis 

and treatment. Endometriosis, a painful disorder where tissue similar to the lining inside the 

uterus grows outside the uterus, often takes years to diagnose properly, leading to prolonged 

suffering and compromised quality of life for many individuals. Furthermore, a sobering estimate 

from the United Nations is that one in every 10 girls misses school due to their period. In Brazil, 

this issue is exacerbated by barriers to accessing sanitary towels, leading to even higher rates 

of absenteeism amongst girls and women. 

In response, companies such as Procter & Gamble do Brasil SA are leveraging their 

resources and influence to combat menstrual poverty and promote menstrual health equity. By 

harnessing the reach and impact of its Always brand, Procter & Gamble is not only providing 

essential menstrual care products, but also supporting initiatives aimed at addressing systemic 

barriers and fostering a more inclusive and supportive environment for women in Brazil. 

Similarly, its campaign “Always Mais” underscored the company’s commitment to addressing 

menstrual poverty and promoting access to essential menstrual care products. Through 

partnerships with organisations such as Cruz Vermelha (Red Cross) and Fluxo sem Tabu (Flow 

Without Taboo), Procter & Gamble not only donates menstrual care products, but also supports 

grassroots efforts to destigmatise menstruation and empower women across Brazil. 

Cruz Vermelha plays a crucial role in providing humanitarian aid and promoting health and 

wellbeing across communities in Brazil. Through its various initiatives, including menstrual 

health programmes, Cruz Vermelha seeks to address the multifaceted challenges faced by 

vulnerable populations, including access to menstrual care resources. Also, Fluxo sem Tabu is 

a grassroots movement in Brazil dedicated to destigmatising menstruation and advocating for 

menstrual health education and access to resources. By challenging societal taboos and 

promoting open dialogue about menstruation, Fluxo sem Tabu aims to empower women and 

girls to embrace their menstrual health and wellbeing without shame or discrimination. 

 

Media partnerships on menstrual care positively impact companies 

As consumer demand for menstrual care products continues to grow, companies are 

strategically positioning themselves to capitalise on this trend, leveraging partnerships and 

innovative marketing tactics to expand their reach and influence, besides giving focus to 

logistics and distribution channels. E-commerce, steadily expanding across various categories, 

has emerged as a strategic avenue for companies within the menstrual care space. Although it 

may not yet contribute significantly to overall revenue, retail e-commerce serves as a vital 

component of companies’ distribution strategies, offering convenience and accessibility to 

consumers seeking menstrual care products online, or merely researching options in their own 

time and in comfort. 
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Furthermore, companies have increasingly recognised the importance of strategic 

partnerships in amplifying their brand presence and promoting awareness of women’s health 

issues. For instance, Kimberly-Clark, through its brand Intimus, seized the opportunity to 

showcase its products at events such as CCXP (Comic Con Experience), a popular 

entertainment convention that attracts a diverse audience. By distributing pantyliners, towels, 

and absorbent pants at such events, Kimberly-Clark not only expanded its consumer base, but 

also engaged with attendees in a meaningful way, raising awareness about menstrual health 

and hygiene. 

Similarly, Kimberly-Clark also collaborated with media platforms such as Netflix to address 

women’s health concerns and destigmatise conversations around menstruation. Through the 

television show Sex Education, this partnership allowed for the integration of menstrual care 

products into the storyline, contributing to a more inclusive and informed portrayal of women’s 

health issues on screen, focused on teenagers in this case, but not restricted to this group. 

Overall, the growing emphasis on menstrual care products within logistics and distribution 

channels underscores their increasing importance in meeting consumers’ needs and 

preferences. By leveraging strategic partnerships and innovative marketing initiatives, 

companies are not only expanding their market reach but also playing a pivotal role in promoting 

awareness and destigmatising conversations surrounding women’s health in Brazil. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Holistic care to drive innovation 

Looking ahead to the forecast period, menstrual care in Brazil is poised for continued retail 

volume and current value growth and innovation, driven by the introduction of specialised 

products tailored to women’s unique health needs. As global markets continue to evolve, and 

with advances in research and development, Brazilian consumers can expect to see a wave of 

innovative products making their way into the local market. 

Leading companies such as Essity are at the forefront of this movement, introducing cutting-

edge menstrual care solutions designed to provide a more holistic approach to women’s health. 

Essity has unveiled innovative products such as Libresse Daily Freshness Liners, which offer 

long-lasting freshness and protection for everyday use. Similarly, Ever Green is leveraging 

consumer demand for value-driven purchases to drive innovation in the menstrual care space. 

By focusing on providing high-quality products that offer both functionality and affordability, Ever 

Green has positioned itself as a key player in meeting the evolving needs of Brazilian 

consumers. 

Moreover, as consumers become increasingly discerning and proactive about their health and 

wellbeing, there will be growing demand for menstrual care products that offer more than just 

basic functionality. This trend is driving companies such as Essity to invest in research and 

development to develop innovative solutions that address specific women’s health problems, 

providing a more comprehensive and holistic approach to menstrual care. 

In the coming years, Brazilian consumers can therefore expect to see a wider range of 

menstrual care products enter the market, offering advanced features and benefits aimed at 

enhancing overall health and comfort. By embracing innovation and responding to consumer 

demand, menstrual care in Brazil is poised to thrive and evolve, providing women with the tools 

they need to manage their menstrual health with confidence and ease. 
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Private label emerging as an affordable and high-quality alternative 

Against the backdrop of Brazil’s historical struggle with high inflation, coupled with global 

economic uncertainties, consumers are increasingly prioritising affordability, although without 

compromising on quality, giving way for the emergence of private label products as a notable 

trend within retail hygiene. Private label lines, which offer competitively priced alternatives to 

established brands, have been gaining traction as consumers seek more cost-effective options 

for essential health products. While private label penetration in retail hygiene remains relatively 

low in Brazil, the potential for growth is substantial. 

In contrast to established brands, private label products typically offer comparable quality at 

lower price points, making them an attractive option for budget-conscious consumers. This trend 

is particularly pronounced in regions such as Europe, and other Latin American countries, where 

private label products have already established a strong foothold in retail hygiene. 

However, in Brazil, the adoption of private label products has been slower, partly due to 

consumer preferences and brand loyalty. Nevertheless, as economic pressures persist and 

consumers become more price-sensitive, there is a significant opportunity for private label lines 

to expand their presence and shares in menstrual care. 

 

Social responsibility and sustainability are priorities for consumers 

Menstrual care in Brazil is deeply intertwined with the growing emphasis on sustainability and 

social responsibility within the industry. As concerns about environmental degradation and 

social inequality continue to rise, menstrual care companies are increasingly prioritising 

sustainable practices and initiatives to meet the evolving demands of consumers. 

In response to climate change and environmental degradation, many menstrual care 

companies in Brazil are actively investing in sustainability initiatives. For example, companies 

such as Korui and Pantys are leading the charge by incorporating recycled materials into their 

products and making their production processes more transparent. By prioritising eco-friendly 

materials and practices, these companies are reducing their environmental footprint and 

appealing to consumers who value sustainability. 

Moreover, sustainability efforts extend beyond environmental concerns to encompass social 

aspects as well. A notable example in Brazil is Grupo MOL, which implemented a menstrual 

leave policy in early 2023, inspired by similar initiatives in Spain. This forward-thinking approach 

allows employees to take up to two days of leave during menstruation, acknowledging the 

unique challenges and health concerns that many women face. By fostering a supportive work 

environment and prioritising employee wellbeing, Grupo MOL has seen positive results, with 

early feedback indicating increased productivity and employee satisfaction. 

 

 

CATEGORY DATA 
 

Table 38 Retail Sales of Menstrual Care by Category: Value 2018-2023 

 

BRL million 
 2018 2019 2020 2021 2022 2023 
 
- Menstrual Care 2,781.6 2,834.0 2,823.1 2,990.6 3,208.1 3,416.5 
-- Pantyliners 459.6 505.1 498.3 544.3 592.8 690.9 
-- Tampons 205.8 204.1 205.0 215.6 227.6 234.5 
-- Towels 2,116.1 2,124.8 2,119.7 2,230.7 2,387.6 2,491.1 
--- Standard Towels 1,887.1 1,880.7 1,866.8 1,961.6 2,098.3 2,183.3 
---- Standard Towels 1,394.6 1,398.9 1,396.1 1,475.9 1,594.8 1,673.0 
    With Wings       
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---- Standard Towels 492.5 481.8 470.6 485.7 503.5 510.3 
    Without Wings       
--- Slim/Thin/Ultra- 229.0 244.1 252.9 269.1 289.3 307.8 
    Thin Towels       
---- Slim/Thin/Ultra- 211.0 225.9 234.3 249.7 268.7 286.0 
    Thin Towels With Wings       
---- Slim/Thin/Ultra- 17.9 18.3 18.6 19.4 20.6 21.8 
    Thin Towels Without Wings       
-- Menstrual Care 2,799.9 2,853.0 2,842.0 3,010.8 3,229.8 3,439.6 
    Including Intimate Wipes       

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

 

 

Table 39 Retail Sales of Menstrual Care by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
- Menstrual Care 6.5 4.2 22.8 
-- Pantyliners 16.6 8.5 50.3 
-- Tampons 3.0 2.6 13.9 
-- Towels 4.3 3.3 17.7 
--- Standard Towels 4.0 3.0 15.7 
---- Standard Towels With Wings 4.9 3.7 20.0 
---- Standard Towels Without Wings 1.3 0.7 3.6 
--- Slim/Thin/Ultra-Thin Towels 6.4 6.1 34.4 
---- Slim/Thin/Ultra-Thin Towels With Wings 6.5 6.3 35.5 
---- Slim/Thin/Ultra-Thin Towels Without Wings 5.7 4.0 21.5 
-- Menstrual Care Including Intimate Wipes 6.5 4.2 22.8 

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

 

 

Table 40 Retail Sales of Tampons by Application Format: % Value 2018-2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Applicator Tampons 11.4 14.3 16.4 16.4 16.3 16.3 
Digital Tampons 88.6 85.7 83.6 83.6 83.7 83.7 
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 

 

 

Table 41 NBO Company Shares of Retail Menstrual Care: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Johnson & Johnson do 32.8 32.8 32.7 32.6 32.7 
    Brasil Indústria e      
    Comércio de Produtos para      
    Saúde Ltda      
Kimberly-Clark Brasil 28.7 28.6 28.1 28.1 27.9 
    Indústria e Comércio de      
    Produtos de Higiene Ltda      
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Procter & Gamble do 22.4 22.6 22.4 22.4 22.2 
    Brasil SA      
Ever Green Indústria e 4.3 4.3 4.4 4.4 4.4 
    Comércio Ltda      
Santher - Fábrica de 4.7 4.8 4.1 4.1 4.0 
    Papel Santa Terezinha SA      
Melhoramentos Papéis Ltda 1.8 1.9 1.9 1.9 1.9 
Carrefour Comércio e 0.2 0.2 0.2 0.2 0.2 
    Indústria Ltda      
Other Private Label 0.4 0.4 0.5 0.5 0.6 
Others 4.6 4.4 5.7 5.7 6.1 
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 42 LBN Brand Shares of Retail Menstrual Care: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Intimus (Kimberly- Kimberly-Clark Brasil 28.6 28.1 28.1 27.9 
    Clark Corp) Indústria e Comércio de     
 Produtos de Higiene Ltda     
Always (Procter & Procter & Gamble do 22.1 22.0 22.0 21.8 
    Gamble Co, The) Brasil SA     
Sempre Livre (Kenvue Johnson & Johnson do - - - 19.5 
    Inc) Brasil Indústria e     
 Comércio de Produtos para     
 Saúde Ltda     
Carefree (Kenvue Inc) Johnson & Johnson do - - - 10.6 
 Brasil Indústria e     
 Comércio de Produtos para     
 Saúde Ltda     
Sym (Daio Paper Corp) Santher - Fábrica de 4.8 4.1 4.1 4.0 
 Papel Santa Terezinha SA     
Naturalmente Ever Green Indústria e 3.6 3.7 3.6 3.6 
 Comércio Ltda     
o b (Kenvue Inc) Johnson & Johnson do - - - 2.5 
 Brasil Indústria e     
 Comércio de Produtos para     
 Saúde Ltda     
Ladysoft (Softys SA) Melhoramentos Papéis Ltda - - - 1.9 
Naturalmente Daily Ever Green Indústria e 0.6 0.6 0.6 0.7 
 Comércio Ltda     
Tampax (Procter & Procter & Gamble do 0.4 0.4 0.4 0.4 
    Gamble Co, The) Brasil SA     
Carrefour (Private Carrefour Comércio e 0.2 0.2 0.2 0.2 
    Label) Indústria Ltda     
Definity Ever Green Indústria e 0.1 0.1 0.1 0.1 
 Comércio Ltda     
Sempre Livre (Johnson Johnson & Johnson do 20.1 20.1 20.0 - 
    & Johnson Inc) Brasil Indústria e     
 Comércio de Produtos para     
 Saúde Ltda     
Carefree (Johnson & Johnson & Johnson do 10.1 9.9 10.1 - 
    Johnson Inc) Brasil Indústria e     
 Comércio de Produtos para     
 Saúde Ltda     
o b (Johnson & Johnson & Johnson do 2.7 2.7 2.6 - 
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    Johnson Inc) Brasil Indústria e     
 Comércio de Produtos para     
 Saúde Ltda     
Ladysoft (Empresas Melhoramentos Papéis Ltda 1.9 1.9 1.9 - 
    CMPC SA)      
Ladysoft (Sepac - Melhoramentos Papéis Ltda - - - - 
    Serrados e Pasta de      
    Celulose Ltda)      
Naturella (Procter & Procter & Gamble do - - - - 
    Gamble Co, The) Brasil SA     
Sym Santher - Fábrica de - - - - 
 Papel Santa Terezinha SA     
Other Private Label Other Private Label 0.4 0.5 0.5 0.6 
    (Private Label)      
Others Others 4.4 5.7 5.7 6.1 
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 43 Forecast Retail Sales of Menstrual Care by Category: Value 2023-2028 

 

BRL million 
 2023 2024 2025 2026 2027 2028 
 
- Menstrual Care 3,416.5 3,436.2 3,467.4 3,475.0 3,479.5 3,474.2 
-- Pantyliners 690.9 730.9 774.7 799.5 819.7 834.5 
-- Tampons 234.5 232.3 232.4 232.0 232.4 232.9 
-- Towels 2,491.1 2,473.0 2,460.3 2,443.5 2,427.3 2,406.7 
--- Standard Towels 2,183.3 2,160.2 2,139.3 2,114.8 2,091.2 2,063.4 
---- Standard Towels 1,673.0 1,671.5 1,672.0 1,672.5 1,675.6 1,676.2 
    With Wings       
---- Standard Towels 510.3 488.7 467.4 442.2 415.6 387.2 
    Without Wings       
--- Slim/Thin/Ultra- 307.8 312.8 321.0 328.8 336.1 343.3 
    Thin Towels       
---- Slim/Thin/Ultra- 286.0 290.8 298.7 306.3 313.3 320.5 
    Thin Towels With Wings       
---- Slim/Thin/Ultra- 21.8 22.0 22.3 22.5 22.7 22.8 
    Thin Towels Without Wings       
-- Menstrual Care 3,439.6 3,459.6 3,491.2 3,499.3 3,504.2 3,499.3 
    Including Intimate Wipes       

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

 

 

Table 44 Forecast Retail Sales of Menstrual Care by Category: % Value Growth 2023-
2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
- Menstrual Care 0.6 0.3 1.7 
-- Pantyliners 5.8 3.8 20.8 
-- Tampons -1.0 -0.1 -0.7 
-- Towels -0.7 -0.7 -3.4 
--- Standard Towels -1.1 -1.1 -5.5 
---- Standard Towels With Wings -0.1 0.0 0.2 
---- Standard Towels Without Wings -4.2 -5.4 -24.1 
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--- Slim/Thin/Ultra-Thin Towels 1.6 2.2 11.5 
---- Slim/Thin/Ultra-Thin Towels With Wings 1.7 2.3 12.0 
---- Slim/Thin/Ultra-Thin Towels Without Wings 0.9 0.9 4.7 
-- Menstrual Care Including Intimate Wipes 0.6 0.3 1.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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WIPES IN BRAZIL - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales grow by 12% in current terms in 2023 to BRL1.6 billion 

▪ Personal wipes is the best performing category in 2023, with retail value sales increasing by 

12% in current terms to BRL1.6 billion 

▪ Kimberly-Clark Brasil Indústria e Comércio de Produtos de Higiene Ltda is the leading player 

in 2023, with a retail value share of 28% 

▪ Retail sales are set to rise at a current value CAGR of 7% (2023 constant value CAGR of 3%) 

over the forecast period to BRL2.2 billion 

 

 

2023 DEVELOPMENTS 
 

Wipes remain must-have products in brazil in the post-pandemic 
landscape 

Amidst the aftermath of the pandemic and with the prevailing socioeconomic challenges, 

wipes has consolidated as an essential category in retail hygiene in Brazil, and maintained 

dynamic current value growth in 2023. As the pandemic instilled a heightened sense of 

awareness regarding health and hygiene practices, wipes transcended their traditional uses and 

became indispensable tools for maintaining cleanliness and mitigating health risks. Consumers 

increasingly rely on wipes not only for personal hygiene, but also for surface cleaning and 

disinfection, reflecting a broader shift in hygiene habits and priorities. 

In the context of Brazil’s economic difficulties and consumers’ budget constraints in 2023, 

wipes offered a convenient and affordable solution for maintaining hygiene standards. The 

affordability and accessibility of wipes made them an attractive option for consumers seeking 

cost-effective alternatives amidst financial constraints. As a result, wipes experienced a 

significant uptick in demand and importance at the end of the review period, with consumers 

prioritising hygiene products that offered value for money. 

Furthermore, the socioeconomic situation in Brazil prompted strategic responses from major 

players in wipes. For instance, Pampers, a leading brand in the category, responded to 

consumers’ needs by launching new discounts and promotions on its wipes. By offering 

incentives such as bulk discounts and promotional offers, Pampers aimed to alleviate the 

financial burden on consumers, while ensuring access to essential hygiene products. This 

proactive approach not only addressed the immediate needs of consumers, but also 

underscored the industry’s commitment to supporting communities during challenging times. 

As the wipes category continued to evolve, companies across the industry intensified their 

investments in innovation and product development. From enhanced formulations to new 

functionalities, a wave of innovation was witnessed, aimed at meeting the evolving needs and 

preferences of consumers. While baby wipes remained the cornerstone of sales, other 

categories also experienced growth and diversification, reflecting the dynamic nature of wipes in 

Brazil. 
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Baby wipes nurture innovation and address the concerns of new 
parents 

Wipes continued to be one of the pillars of robust growth in retail hygiene in 2023, and baby 

wipes in particular remained at the forefront of innovation and growth, with brands continuously 

expanding their offerings to cater to the evolving needs of modern parents. Leading brands such 

as Huggies, Johnson’s Baby, and Granado seized the opportunity to introduce new lines 

specifically tailored for sensitive newborn skin. These products, formulated with gentle 

ingredients, and free from harsh chemicals, aimed to provide optimal care and comfort for 

infants. 

In addition, the market saw the emergence of environmentally conscious options, with brands 

such as Mustela launching plant-based baby wipes. This eco-friendly approach not only aligns 

with growing consumer demand for sustainable products, but also reflects a shift towards more 

natural and gentle skin care solutions for babies. In response to parents’ varying needs and 

lifestyles, brands such as MamyPoko introduced innovative offerings such as day and night 

wipes. These specialised wipes cater to different usage scenarios, offering convenience and 

functionality for parents caring for their babies around the clock. 

The investment and focus on innovation within baby wipes mirrors the changing 

demographics of Brazilian consumers, particularly parents, who are increasingly informed and 

proactive about their babies’ health and wellbeing. With a growing emphasis on safety, efficacy, 

and sustainability, baby wipes continues to evolve to meet the demands of modern parents in 

Brazil. 

 

Private label gains relevance and grows in wipes 

The competitive landscape of wipes in Brazil witnessed significant shifts in 2023. Amidst 

economic uncertainties and rising inflation, consumers displayed a growing preference for 

private label wipes, driven by perceptions of improved quality and diversity. This trend was 

fuelled by a desire for more cautious purchases, with consumers seeking cost-effective options 

without compromising on efficacy. 

One notable player in this evolving landscape is Extrafarma, which seized the opportunity to 

expand its hygiene product offerings in Brazil. Launching dozens of new products, including 

wipes in various categories, Extrafarma aimed to cater to the increasing demand for affordable 

yet reliable hygiene solutions. Furthermore, by the end of 2023 Cimed emerged as a key player 

in wipes, following its acquisition of R2M, a company which is well-known for its prominent 

wipes brands in Brazil. Leveraging its existing foothold in various industries, Cimed has 

strategically positioned itself to capitalise on the growing demand for wipes, particularly amongst 

baby care products. 

Pharmaceutical points of sale have emerged as crucial channels for wipes distribution, 

underscoring their significance in reaching consumers across Brazil. With pharmacies serving 

as trusted hubs for health and hygiene products, their role in the distribution network has 

become increasingly pivotal, offering consumers convenient access to a wide range of wipes 

options. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Wipes to maintain robust growth and innovation in the forecast period 

As wipes solidify their place in consumers’ routines, the category is expected to maintain solid 

current value growth in Brazil in the forecast period. Despite challenges such as economic 
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fluctuations and rising raw materials costs, the category is poised for expansion due to 

increasing consumer awareness and evolving consumption patterns. 

Major players such as Kimberly-Clark Brasil Indústria e Comércio de Produtos de Higiene 

Ltda, and Procter & Gamble do Brasil SA are expected to be instrumental in driving growth. 

These giants continue to expand their production capabilities and refine their strategies to earn 

consumer trust and loyalty. For instance, Kimberly-Clark’s Huggies brand introduced a new line 

of wipes featuring beloved characters from Disney’s Frozen franchise, catering to children’s 

preferences and enhancing the appeal of the brand. 

As consumers’ demand for convenient and hygienic products remains robust, companies are 

also investing in innovation to meet evolving needs. This includes developing wipes tailored to 

specific demographics and preferences, such as sensitive skin variants for babies, or eco-

friendly options for environmentally conscious consumers. 

Moreover, as the Brazilian economy stabilises and inflation finds equilibrium, consumers are 

expected to experience stability in product offerings. This, coupled with the potential for 

increased per capita consumption, suggests a promising future for the wipes category in Brazil. 

As market dynamics continue to evolve, opportunities abound for companies to capitalise on 

changing consumer preferences and drive further growth. 

 

Usage for cleaning is amongst the main trends, both for households and 
on-the-go 

Looking ahead to the next few years, wipes in Brazil is poised for significant growth and 

diversification, as these products continue to adapt to evolving consumer needs and 

preferences. With the versatility and convenience that wipes offer, coupled with increasing 

awareness of the need for hygiene and cleanliness, the category is expected to expand into new 

applications and usage scenarios. 

One of the key opportunities lies in the development of innovative wipes tailored to address 

emerging trends and challenges. As consumers prioritise health and wellness, there is growing 

demand for wipes infused with natural and eco-friendly ingredients, catering to environmentally 

conscious consumers. 

Furthermore, wipes are anticipated to play a crucial role in the post-pandemic world, where 

hygiene and disinfection remain paramount. The demand for wipes designed for surface 

disinfection is expected to soar, particularly in households, where they can offer practicality and 

effortless solutions. Brands that offer effective and convenient disinfectant wipes will be well-

positioned to capitalise on this trend and establish themselves as leaders in the category. In 

addition, with the resurgence of travel anticipated in the coming years, there is a significant 

opportunity for wipes designed for on-the-go use. For instance, travel-sized packs of facial 

cleansing wipes and sanitising wipes are expected to be in high demand amongst travellers 

seeking convenient hygiene solutions on their journey. 

 

Navigating eco-friendly initiatives within wipes 

As consumer awareness of environmental issues grows, sustainability has emerged as a key 

trend shaping the future of wipes in Brazil. Despite facing economic constraints, Brazilian 

consumers are increasingly willing to invest in eco-friendly alternatives, reflecting a strong 

commitment to environmental responsibility, according to Euromonitor’s Voice of the Consumer: 

Sustainability Survey, fielded January to February 2023. 

Leading the charge in terms of sustainable initiatives is FW Indústria e Comércio de Produtos 

de Higiene Ltda, which pioneered the introduction of biodegradable wipes in the Brazilian 

market with its Feelclean Eco Soft line in 2017. These wipes decompose upon contact with 

water, offering a less harmful alternative to traditional options. Similarly, Conserving Beauty 
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recently innovated with its Instamelt cosmetic wipes, which are designed to dissolve in water 

after use. This technology addresses the environmental impact of disposable wipes, particularly 

in the realm of facial cleansing, where waste generation is significant. 

As these initiatives gain traction, the prospects for sustainable wipes in Brazil are promising. 

With continued investment in eco-friendly solutions and growing consumer demand for 

environmentally-responsible products, the future of wipes in Brazil is set on a path towards 

sustainability and stewardship of the environment. 

 

 

CATEGORY DATA 
 

Table 45 Retail Sales of Wipes by Category: Value 2018-2023 

 

BRL million 
 2018 2019 2020 2021 2022 2023 
 
- Wipes 1,012.9 1,116.8 1,191.2 1,278.8 1,454.1 1,626.3 
-- Home Care Wipes and - 29.4 32.9 38.1 42.4 46.6 
    Floor Cleaning Systems       
--- Dry Electro-Static - - - - - - 
    Wipes       
---- Starter Kits/ - - - - - - 
    Sweepers/Sticks (Dry       
    Electro-Static)       
---- Wipes and Refills - - - - - - 
    (Dry Electro-Static)       
--- Floor Cleaning - - - - - - 
    Systems       
---- Refills - - - - - - 
----- Cleaning Solution - - - - - - 
----- Refill Wipes/Pads - - - - - - 
---- Starter Kits/ - - - - - - 
    Trigger Device       
--- Impregnated Wet Wipes - 29.4 32.9 38.1 42.4 46.6 
---- All Purpose - 29.4 32.9 38.1 42.4 46.6 
    Cleaning Wipes       
---- Furniture Polish - - - - - - 
    Wipes       
---- Toilet Care Wipes - - - - - - 
---- Window/Glass Wipes - - - - - - 
---- Other Impregnated - - - - - - 
    Wipes       
--- Starter Kits/ - - - - - - 
    Sweepers/Sticks       
    (Excluding Wipes)       
--- Wipes (Excluding - 29.4 32.9 38.1 42.4 46.6 
    Starter Kits/Sweepers/       
    Sticks)       
-- Personal Wipes 1,012.9 1,087.4 1,158.4 1,240.8 1,411.7 1,579.7 
--- General Purpose Wipes 7.9 8.7 9.3 10.4 12.0 13.3 
--- Intimate Wipes 18.4 19.0 19.0 20.2 21.7 23.1 
--- Baby Wipes 886.7 948.0 1,008.8 1,072.6 1,217.7 1,369.7 
--- Cosmetic Wipes 61.3 70.4 77.7 89.3 104.9 114.8 
---- Facial Cleansing 61.3 70.4 77.7 89.3 104.9 114.8 
    Wipes       
---- Deodorant Wipes - - - - - - 
--- Moist Toilet Wipes 38.6 41.4 43.7 48.4 55.4 58.8 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 46 Retail Sales of Wipes by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
- Wipes 11.8 9.9 60.6 
-- Home Care Wipes and Floor Cleaning Systems 9.9 - - 
--- Dry Electro-Static Wipes - - - 
---- Starter Kits/Sweepers/Sticks (Dry - - - 
    Electro-Static)    
---- Wipes and Refills (Dry Electro-Static) - - - 
--- Floor Cleaning Systems - - - 
---- Refills - - - 
----- Cleaning Solution - - - 
----- Refill Wipes/Pads - - - 
---- Starter Kits/Trigger Device - - - 
--- Impregnated Wet Wipes 9.9 - - 
---- All Purpose Cleaning Wipes 9.9 - - 
---- Furniture Polish Wipes - - - 
---- Toilet Care Wipes - - - 
---- Window/Glass Wipes - - - 
---- Other Impregnated Wipes - - - 
--- Starter Kits/Sweepers/Sticks (Excluding - - - 
    Wipes)    
--- Wipes (Excluding Starter Kits/Sweepers/ 9.9 - - 
    Sticks)    
-- Personal Wipes 11.9 9.3 56.0 
--- General Purpose Wipes 11.1 10.9 67.8 
--- Intimate Wipes 6.2 4.7 25.7 
--- Baby Wipes 12.5 9.1 54.5 
--- Cosmetic Wipes 9.5 13.4 87.2 
---- Facial Cleansing Wipes 9.5 13.4 87.2 
---- Deodorant Wipes - - - 
--- Moist Toilet Wipes 6.2 8.8 52.3 

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

 

 

Table 47 NBO Company Shares of Retail Wipes: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Kimberly-Clark Brasil 36.2 35.4 30.3 30.3 27.9 
    Indústria e Comércio de      
    Produtos de Higiene Ltda      
Johnson & Johnson do 22.6 22.5 22.5 22.3 22.8 
    Brasil Indústria e      
    Comércio de Produtos para      
    Saúde Ltda      
Ontex Brasil Holding Ltda 3.2 3.3 8.5 8.4 8.5 
Procter & Gamble do 5.8 5.7 5.7 5.8 6.0 
    Brasil SA      
Eurofral Industria de 4.5 4.6 4.6 4.5 4.4 
    Produtos Higienicos e      
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    Termoplasticos Ltda      
Ever Green Indústria e 4.7 4.8 4.8 3.2 3.0 
    Comércio Ltda      
Beiersdorf Indústria e 2.1 2.1 2.3 2.2 2.1 
    Comércio Ltda      
Suzano Papel e Celulose SA - - - - 2.1 
Clin Off do Brasil Ltda 2.5 2.5 2.5 2.2 2.1 
Cia Nacional de Álcool 1.4 1.4 1.5 1.5 1.4 
FW Indústria e Comércio 1.4 1.5 1.5 1.5 1.4 
    de Produtos de Higiene Ltda      
Bettanin Industrial SA 0.9 0.9 1.0 0.9 0.9 
Indústria Anhembi SA 0.3 0.3 0.3 0.3 0.3 
BDF Nivea Ltda 0.3 0.3 0.3 0.2 0.2 
Raia Drogasil SA 0.2 0.2 0.2 0.2 0.2 
Natura Cosméticos SA 3.4 1.5 1.4 - - 
Avon Cosméticos Ltda 0.1 0.5 0.5 - - 
Coty Brasil Indústria e - - - - - 
    Comércio de Cosméticos Ltda      
Sanofi-Aventis - - - - - 
    Farmacêutica Ltda      
Hypermarcas SA - - - - - 
Softys - Melhoramentos - - - - - 
    CMPC Ltda      
Other Private Label 3.2 3.2 3.3 3.3 3.9 
Others 7.1 9.3 8.9 13.1 12.7 
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 48 LBN Brand Shares of Retail Wipes: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Huggies (Kimberly- Kimberly-Clark Brasil 26.7 26.7 26.8 26.7 
    Clark Corp) Indústria e Comércio de     
 Produtos de Higiene Ltda     
Johnson's Baby Johnson & Johnson do - - - 20.9 
    (Kenvue Inc) Brasil Indústria e     
 Comércio de Produtos para     
 Saúde Ltda     
Pampers (Procter & Procter & Gamble do 5.7 5.7 5.8 6.0 
    Gamble Co, The) Brasil SA     
Turma da Mônica Ontex Brasil Holding Ltda - 5.1 5.1 5.1 
    (Ontex BVBA)      
Personalidade Eurofral Industria de 2.9 2.9 2.9 2.8 
 Produtos Higienicos e     
 Termoplasticos Ltda     
Nivéa Visage Beiersdorf Indústria e 2.1 2.3 2.2 2.1 
    (Beiersdorf AG) Comércio Ltda     
Neve Suzano Papel e Celulose SA - - - 2.1 
Clin Off (Clinoff SA) Clin Off do Brasil Ltda 2.5 2.5 2.2 2.1 
Natural Baby Ever Green Indústria e 3.7 3.7 2.1 1.9 
 Comércio Ltda     
Neutrogena (Kenvue Inc) Johnson & Johnson do - - - 1.9 
 Brasil Indústria e     
 Comércio de Produtos para     
 Saúde Ltda     
Cremer (Ontex BVBA) Ontex Brasil Holding Ltda 1.7 1.7 1.6 1.7 
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Coperalcool (MPR Cia Nacional de Álcool 1.4 1.5 1.5 1.4 
    Participações SA,      
    Grupo)      
Feelclean Absolute FW Indústria e Comércio 1.5 1.5 1.5 1.4 
 de Produtos de Higiene Ltda     
Esfrebom (Inbetta SA) Bettanin Industrial SA 0.9 1.0 0.9 0.9 
Intimus (Kimberly- Kimberly-Clark Brasil 0.9 0.9 0.9 0.8 
    Clark Corp) Indústria e Comércio de     
 Produtos de Higiene Ltda     
Plenitud (Kimberly- Kimberly-Clark Brasil 0.4 0.4 0.4 0.4 
    Clark Corp) Indústria e Comércio de     
 Produtos de Higiene Ltda     
Super Cândida Indústria Anhembi SA 0.3 0.3 0.3 0.3 
Nivea (Beiersdorf AG) BDF Nivea Ltda 0.3 0.3 0.2 0.2 
Needs (Private Label) Raia Drogasil SA 0.2 0.2 0.2 0.2 
Johnson's Baby Johnson & Johnson do 20.7 20.5 20.4 - 
    (Johnson & Johnson Inc) Brasil Indústria e     
 Comércio de Produtos para     
 Saúde Ltda     
Neve (Kimberly-Clark Kimberly-Clark Brasil 2.2 2.3 2.3 - 
    Corp) Indústria e Comércio de     
 Produtos de Higiene Ltda     
Neutrogena (Johnson & Johnson & Johnson do 1.8 2.0 1.9 - 
    Johnson Inc) Brasil Indústria e     
 Comércio de Produtos para     
 Saúde Ltda     
Mamãe e Bebê Natura Cosméticos SA 1.5 1.4 - - 
    (Natura&Co)      
Avon True (Natura&Co) Avon Cosméticos Ltda 0.5 0.5 - - 
Turma da Mônica Kimberly-Clark Brasil 5.2 - - - 
    (Kimberly-Clark Corp) Indústria e Comércio de     
 Produtos de Higiene Ltda     
Avon True (Avon Avon Cosméticos Ltda - - - - 
    Products Inc)      
Cremer Hypermarcas SA - - - - 
Lucretin Hypermarcas SA - - - - 
Baby Wipes (Kimberly- Kimberly-Clark Brasil - - - - 
    Clark Corp) Indústria e Comércio de     
 Produtos de Higiene Ltda     
Dermacyd (Sanofi) Sanofi-Aventis - - - - 
 Farmacêutica Ltda     
Other Private Label Other Private Label 3.2 3.3 3.3 3.9 
    (Private Label)      
Others Others 13.7 13.3 17.4 17.0 
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 49 Forecast Retail Sales of Wipes by Category: Value 2023-2028 

 

BRL million 
 2023 2024 2025 2026 2027 2028 
 
- Wipes 1,626.3 1,706.6 1,762.3 1,809.3 1,852.6 1,884.0 
-- Home Care Wipes and 46.6 49.0 51.6 54.4 57.5 60.9 
    Floor Cleaning Systems       
--- Dry Electro-Static - - - - - - 
    Wipes       
---- Starter Kits/ - - - - - - 
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    Sweepers/Sticks (Dry       
    Electro-Static)       
---- Wipes and Refills - - - - - - 
    (Dry Electro-Static)       
--- Floor Cleaning - - - - - - 
    Systems       
---- Refills - - - - - - 
----- Cleaning Solution - - - - - - 
----- Refill Wipes/Pads - - - - - - 
---- Starter Kits/ - - - - - - 
    Trigger Device       
--- Impregnated Wet Wipes 46.6 49.0 51.6 54.4 57.5 60.9 
---- All Purpose 46.6 49.0 51.6 54.4 57.5 60.9 
    Cleaning Wipes       
---- Furniture Polish - - - - - - 
    Wipes       
---- Toilet Care Wipes - - - - - - 
---- Window/Glass Wipes - - - - - - 
---- Other Impregnated - - - - - - 
    Wipes       
--- Starter Kits/ - - - - - - 
    Sweepers/Sticks       
    (Excluding Wipes)       
--- Wipes (Excluding 46.6 49.0 51.6 54.4 57.5 60.9 
    Starter Kits/Sweepers/       
    Sticks)       
-- Personal Wipes 1,579.7 1,657.6 1,710.7 1,754.9 1,795.1 1,823.1 
--- General Purpose Wipes 13.3 14.2 15.2 16.2 17.3 18.5 
--- Intimate Wipes 23.1 23.4 23.8 24.3 24.8 25.1 
--- Baby Wipes 1,369.7 1,438.9 1,481.2 1,514.9 1,544.0 1,561.3 
--- Cosmetic Wipes 114.8 121.1 128.5 135.8 143.6 151.4 
---- Facial Cleansing 114.8 121.1 128.5 135.8 143.6 151.4 
    Wipes       
---- Deodorant Wipes - - - - - - 
--- Moist Toilet Wipes 58.8 60.1 62.0 63.6 65.5 66.9 

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

 

 

Table 50 Forecast Retail Sales of Wipes by Category: % Value Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
- Wipes 4.9 3.0 15.8 
-- Home Care Wipes and Floor Cleaning Systems 5.1 5.5 30.6 
--- Dry Electro-Static Wipes - - - 
---- Starter Kits/Sweepers/Sticks (Dry - - - 
    Electro-Static)    
---- Wipes and Refills (Dry Electro-Static) - - - 
--- Floor Cleaning Systems - - - 
---- Refills - - - 
----- Cleaning Solution - - - 
----- Refill Wipes/Pads - - - 
---- Starter Kits/Trigger Device - - - 
--- Impregnated Wet Wipes 5.1 5.5 30.6 
---- All Purpose Cleaning Wipes 5.1 5.5 30.6 
---- Furniture Polish Wipes - - - 
---- Toilet Care Wipes - - - 
---- Window/Glass Wipes - - - 
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---- Other Impregnated Wipes - - - 
--- Starter Kits/Sweepers/Sticks (Excluding - - - 
    Wipes)    
--- Wipes (Excluding Starter Kits/Sweepers/ 5.1 5.5 30.6 
    Sticks)    
-- Personal Wipes 4.9 2.9 15.4 
--- General Purpose Wipes 6.7 6.8 39.2 
--- Intimate Wipes 1.3 1.7 8.6 
--- Baby Wipes 5.1 2.7 14.0 
--- Cosmetic Wipes 5.5 5.7 31.9 
---- Facial Cleansing Wipes 5.5 5.7 31.9 
---- Deodorant Wipes - - - 
--- Moist Toilet Wipes 2.2 2.6 13.8 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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RETAIL TISSUE IN BRAZIL - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales rise by 13% in current terms in 2023 to BRL13.1 billion 

▪ Toilet paper is the best performing category in 2023, with retail value sales rising by 13% in 

current terms to BRL11.3 billion 

▪ Suzano Papel e Celulose SA is the leading player in 2023, with a retail value share of 18% 

▪ Retail sales are set to grow at a current value CAGR of 8% (2023 constant value CAGR of 

4%) over the forecast period to BRL19.3 billion 

 

 

2023 DEVELOPMENTS 
 

Consolidation shapes retail tissue in brazil 

In 2023, retail tissue saw dynamic retail volume and current value growth in Brazil. In the 

tumultuous landscape of this year, the category witnessed profound consolidation, marking a 

pivotal moment in its evolution. Preceded by years of economic uncertainty compounded by the 

global pandemic and currency fluctuations, players in retail tissue faced formidable challenges, 

particularly smaller players struggling to maintain margins in a fiercely competitive environment. 

The response was swift and decisive. Industry giants embarked on a series of mergers and 

acquisitions, signalling a new era of consolidation. Suzano Papel e Celulose SA, a key player in 

retail tissue in Brazil, made significant strides by acquiring Kimberly-Clark’s tissue division, 

catapulting itself to the leading position in toilet paper. This strategic move not only expanded 

Suzano’s share in overall retail tissue, but also ensured it took the top position overall. 

Moreover, Suzano’s expansion plans included the inauguration of a state-of-the-art factory, 

further solidifying its presence in the market. 

Meanwhile, Softys made waves in retail tissue by acquiring Carta Fabril, a strategic move that 

broadened its product portfolio and propelled its competitive edge. The acquisition enabled 

Softys to diversify its offerings, enhancing its appeal to a broader consumer base while 

strengthening its position in retail tissue. Not to be outdone, Bracell made significant inroads by 

acquiring OL Papers, laying the foundation for its foray into retail tissue. With plans underway 

for the inauguration of a new tissue factory boasting large-scale production capabilities, Bracell 

is poised to challenge the top players in the market and carve out a significant share for itself. 

In summary, the consolidation of retail tissue in Brazil underscores players’ resilience and 

adaptability in the face of adversity. As major players assert their dominance through strategic 

acquisitions and expansion initiatives, the landscape of retail tissue in Brazil is undergoing a 

transformative shift, promising new opportunities and heightened competition in the years 

ahead. 

 

Wider scenario of uncertainty shows shifts in consumer preferences 

In the realm of retail tissue in Brazil, the financial landscape of consumers holds significant 

sway. Economic caution has become a hallmark in recent years, particularly amidst the 

backdrop of high inflation rates. This trend is not unique to Brazil, but extends globally, reflecting 

the broader economic uncertainties exacerbated by events such as the COVID-19 pandemic, 
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and geopolitical tensions including the war in Ukraine and the Israel-Hamas war. The impact of 

inflation has been keenly felt in retail tissue, prompting adjustments such as downsizing 

products to mitigate cost pressures. Consumers, faced with economic uncertainties, have 

shown a propensity to switch to more affordable options, prompting brands to adapt their 

strategies to meet shifting demands. 

Consumers have also shown a growing preference for private label. Following a trend seen 

mainly in other countries, Brazilian consumers are starting to realise the cost benefits of private 

label products, and the advantages of such products in terms of affordability and perceived 

quality. As this movement broadens amongst the population, brands and companies are tending 

to invest more on this front and expand the range of products available, increasing competition 

in the market. 

However, amidst these challenges, there were signs of stabilisation in 2023. Inflationary 

pressures are receding, and the peak in raw materials prices experienced in 2022 is subsiding. 

As a result, players in the market are engaging in competitive pricing strategies and appealing 

with innovation to attract consumers. This environment has contributed to modest growth in 

retail tissue, slightly surpassing earlier expectations. 

 

Supply chains and channels broaden the competitive scenario 

In retail tissue in Brazil, the competitive landscape has been shaped by significant cost 

increases, prompting players to engage in a fierce battle to mitigate expenses amidst the 

pandemic-induced price war. This struggle has been particularly pronounced for companies 

operating across both conversion and manufacturing processes, such as Suzano. Such 

vertically integrated firms have a distinct advantage, allowing them greater control over 

production costs and supply chain efficiency. By streamlining operations and optimising 

resources, they can better navigate the challenging economic climate. 

Moreover, the emergence of retail e-commerce as a sales channel has added another layer of 

complexity to the category dynamics. While online retailing presents opportunities for growth, 

especially in response to shifting consumer behaviours, significant challenges remain. One 

notable hurdle is the persistently high shipping costs in Brazil. Unlike countries such as China, 

where government incentives facilitate cheaper shipping, the Brazilian market struggles with 

prohibitive shipping expenses. This poses a barrier, particularly for tissue products with 

perceived low costs. 

Despite these challenges, the category remains resilient and adaptive, with players 

continuously seeking innovative solutions to optimise costs and enhance the consumer 

experience. As the competition intensifies and market conditions evolve, players are compelled 

to explore new strategies to stay competitive and meet the evolving needs of consumers. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Increasing awareness will drive demand for premium offers 

Retail tissue is set to maintain dynamic but slowing retail volume and current value growth 

over the course of the forecast period in Brazil. In the evolving landscape, the premiumisation 

trend has emerged as a pivotal force, transcending socioeconomic boundaries to attract 

consumers across the spectrum. Brands such as Neve, transitioning under Suzano’s 

stewardship in 2023, stand poised to harness this trend by expanding their product offerings and 

enhancing attributes to meet the demands of discerning consumers. 

Premiumisation, which was once synonymous with the luxury segment, now extends its reach 

to cater to consumers across diverse socioeconomic strata. As companies vie for share, the 
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emphasis on quality and value propositions has become paramount. In this context, campaigns 

advocating consumer consciousness have gained prominence, compelling brands to showcase 

the value proposition inherent in their products. 

Suzano, now the leading player in retail tissue in Brazil, exemplifies this strategy by 

championing consumer awareness initiatives. By emphasising the durability and superior quality 

of its offerings, Suzano seeks to underscore the long-term benefits of investing in premium 

tissue products. This approach not only cultivates brand loyalty, but also fosters a culture of 

informed consumption amongst Brazilian consumers. 

As retail tissue continues to evolve in Brazil, the convergence of premiumisation and 

consumer awareness is emerging as a transformative force, reshaping the dynamics of the 

category. By embracing these trends and aligning with evolving consumer preferences, players 

can unlock new avenues for growth and innovation in the forecast period. 

 

Mergers and acquisitions should weaken, but not disappear 

In the coming years, Brazil’s retail tissue landscape is poised for some “final” transformation 

and consolidation. This trend, which gained momentum during the pandemic, is expected to 

continue as larger players seek to expand their shares through mergers and acquisitions, while 

smaller or less competitive entities may face acquisition or closure as they lose space in the 

price war due to their lack of revenue margins. The main transactions within this category are 

expected to slow down, but not cease completely. 

Despite these shifts, there is reason for optimism within retail tissue. With the macroeconomic 

landscape in Brazil showing signs of stabilisation and controlled inflation, consumer confidence 

is likely to grow. Moreover, the potential for a tax reform in the forecast period, while uncertain, 

could bring about increased stability and investment opportunities for retail tissue. 

As the industry navigates these changes, there is an opportunity for both established players 

and newcomers to innovate and capture share. By focusing on product quality, sustainability, 

and meeting evolving consumer demands, companies can position themselves for success in 

retail tissue in Brazil. 

 

Retail tissue paves the way for greener initiatives 

As global awareness of environmental conservation intensifies, retail tissue in Brazil stands at 

the forefront of a burgeoning sustainability movement. Despite lower per capita income than 

many other countries globally, Brazilian consumers exhibit a remarkable inclination towards 

environmentally-friendly products, making sustainability a key driver of growth and innovation. 

Leading the charge towards sustainability, key players such as Suzano have garnered 

recognition for their steadfast commitment to eco-conscious practices. Suzano’s platinum 

classification in EcoVadis, a reputable sustainability rating platform, underscores its dedication 

to supporting native species, enhancing soil health, and mitigating environmental impacts 

throughout its production supply chain. Similarly, Klabin has emerged as a trailblazer in terms of 

sustainability, setting ambitious targets to significantly reduce emissions by 2030, with a long-

term vision of achieving carbon neutrality by 2050. These proactive measures not only align with 

global sustainability goals, but also position Klabin as a responsible steward of the environment. 

Beyond individual initiatives, collaborative efforts across industries signal a collective 

commitment towards a greener future. Partnerships such as Suzano’s collaborations with 

Boticário and Faber-Castell demonstrate a concerted effort to source sustainable materials for 

diverse applications, from cosmetics to stationery, driving innovation while minimising 

environmental impact. Furthermore, collaborations between Santher and Revita Ambiental 

exemplify the integration of sustainable practices into product development. By harnessing 

sustainable cellulose and implementing resource-efficient manufacturing processes, these 
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partnerships yield paper towels that conserve water, energy, and natural resources, thereby 

enhancing their eco-credentials. 

As retail tissue in Brazil embraces sustainability as a cornerstone of growth and innovation, 

collaborative endeavours and individual commitments pave the way for a greener, more resilient 

future. By prioritising sustainability in their operations and product offerings, companies can not 

only meet evolving consumer preferences, but also contribute to a more sustainable planet for 

generations to come. 

 

 

CATEGORY DATA 
 

Table 51 Retail Sales of Tissue by Category: Value 2018-2023 

 

BRL million 
 2018 2019 2020 2021 2022 2023 
 
Retail Tissue 9,020.8 9,302.9 10,169.2 10,568.8 11,657.1 13,134.0 
- Paper Towels 936.9 958.7 1,080.9 1,110.8 1,207.2 1,334.7 
- Paper Tableware 166.3 186.9 180.3 185.8 193.9 211.5 
-- Napkins 166.3 186.9 180.3 185.8 193.9 211.5 
-- Tablecloths - - - - - - 
- Facial Tissues 227.4 246.9 262.6 271.6 288.0 320.9 
-- Boxed Facial Tissues 160.0 172.3 181.7 187.2 199.0 220.5 
-- Pocket Handkerchiefs 67.4 74.6 80.9 84.5 89.0 100.4 
- Toilet Paper 7,690.2 7,910.5 8,645.4 9,000.6 9,968.0 11,266.8 

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

 

 

Table 52 Retail Sales of Tissue by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Retail Tissue 12.7 7.8 45.6 
- Paper Towels 10.6 7.3 42.5 
- Paper Tableware 9.1 4.9 27.1 
-- Napkins 9.1 4.9 27.1 
-- Tablecloths - - - 
- Facial Tissues 11.4 7.1 41.2 
-- Boxed Facial Tissues 10.8 6.6 37.9 
-- Pocket Handkerchiefs 12.8 8.3 49.0 
- Toilet Paper 13.0 7.9 46.5 

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

 

 

Table 53 NBO Company Shares of Retail Tissue: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Suzano Papel e Celulose SA 4.4 6.3 7.1 7.2 18.2 
Softys Brasil Ltda - - - - 14.3 
Santher - Fábrica de 14.3 15.3 13.9 13.9 13.6 
    Papel Santa Terezinha SA      
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Mili SA 11.0 11.4 11.7 11.8 12.6 
Sepac - Serrados e Pasta 6.1 6.1 6.1 6.1 5.9 
    de Celulose Ltda      
Copapa - Cia Paduana de 2.8 2.8 2.8 2.8 2.7 
    Papeis      
Manikraft Guaianazes 2.8 2.8 2.8 2.7 2.6 
    Indústria de Celulose e      
    Papel      
Cia Canoinhas de Papel 2.6 2.6 2.4 2.3 2.2 
Damapel Industria 1.8 1.8 1.8 1.7 1.7 
    Comercio e Distribuicao      
    de Papeis Ltda      
Braswell Papel e Celulose 1.7 1.6 1.6 1.6 1.6 
    Ltda      
Cia Volta Grande de Papel 0.7 0.7 0.7 0.7 0.6 
    Ltda      
Softys - Melhoramentos 8.4 8.2 8.2 14.1 - 
    CMPC Ltda      
Kimberly-Clark Brasil 8.6 8.7 8.1 9.5 - 
    Indústria e Comércio de      
    Produtos de Higiene Ltda      
Carta Goias Industria e 5.7 5.6 5.8 - - 
    Comercio de Papeis SA      
Private Label 6.7 6.8 7.0 7.0 8.0 
Others 22.4 19.3 20.2 18.7 16.1 
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 54 LBN Brand Shares of Retail Tissue: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Mili Mili SA 11.1 11.4 11.5 12.3 
Personal (Daio Paper Santher - Fábrica de 12.7 11.6 11.6 11.4 
    Corp) Papel Santa Terezinha SA     
Neve Suzano Papel e Celulose SA - - - 6.8 
Max Pure Suzano Papel e Celulose SA 3.0 3.5 3.6 4.6 
Elite Dualette Softys Brasil Ltda - - - 3.8 
    (Softys SA)      
Duetto (Softys SA) Sepac - Serrados e Pasta - - - 3.4 
 de Celulose Ltda     
Cotton (Softys SA) Softys Brasil Ltda - - - 2.8 
Carinho Copapa - Cia Paduana de 2.8 2.8 2.8 2.7 
 Papeis     
Mimmo Suzano Papel e Celulose SA 1.4 1.9 2.0 2.6 
Leblon Soft Blanc Softys Brasil Ltda - - - 2.2 
    (Softys SA)      
Fofinho Cia Canoinhas de Papel 2.6 2.4 2.3 2.2 
Paloma (Softys SA) Sepac - Serrados e Pasta - - - 2.1 
 de Celulose Ltda     
Sublime (Softys SA) Softys Brasil Ltda - - - 1.8 
Scott (Kimberly-Clark Suzano Papel e Celulose SA - - - 1.6 
    Corp)      
Sulleg Braswell Papel e Celulose 1.6 1.6 1.6 1.6 
 Ltda     
Kitchen (Softys SA) Softys Brasil Ltda - - - 1.5 
Snob (Daio Paper Corp) Santher - Fábrica de 1.7 1.5 1.5 1.4 
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 Papel Santa Terezinha SA     
Mirafiori Manikraft Guaianazes 1.4 1.3 1.3 1.3 
 Indústria de Celulose e     
 Papel     
Floral Suzano Papel e Celulose SA 1.2 1.1 1.1 1.2 
Primavera Manikraft Guaianazes 1.2 1.2 1.2 1.2 
 Indústria de Celulose e     
 Papel     
Dama Damapel Industria 1.0 1.0 1.0 0.9 
 Comercio e Distribuicao     
 de Papeis Ltda     
Fancy Damapel Industria 0.8 0.8 0.8 0.8 
 Comercio e Distribuicao     
 de Papeis Ltda     
Snack (Softys SA) Softys Brasil Ltda - - - 0.7 
Softy's (Softys SA) Softys Brasil Ltda - - - 0.7 
Kiss (Daio Paper Corp) Santher - Fábrica de 0.7 0.7 0.6 0.6 
 Papel Santa Terezinha SA     
Kleenex (Kimberly- Suzano Papel e Celulose SA - - - 0.6 
    Clark Corp)      
Bob Cia Volta Grande de Papel 0.7 0.7 0.7 0.6 
 Ltda     
La Vie Blanc Suzano Papel e Celulose SA 0.7 0.5 0.5 0.6 
Social Clean (Softys Softys Brasil Ltda - - - 0.4 
    SA)      
Residence Mili SA 0.3 0.3 0.3 0.3 
Neve (Kimberly-Clark Kimberly-Clark Brasil 7.8 7.1 7.2 - 
    Corp) Indústria e Comércio de     
 Produtos de Higiene Ltda     
Elite Dualette Softys - Melhoramentos 3.7 3.6 3.7 - 
    (Empresas CMPC SA) CMPC Ltda     
Duetto (Empresas CMPC Sepac - Serrados e Pasta 3.5 3.5 3.5 - 
    SA) de Celulose Ltda     
Paloma (Empresas CMPC Sepac - Serrados e Pasta 2.2 2.2 2.2 - 
    SA) de Celulose Ltda     
Sublime (Empresas Softys - Melhoramentos 1.7 1.7 1.7 - 
    CMPC SA) CMPC Ltda     
Kitchen (Empresas Softys - Melhoramentos 1.5 1.5 1.5 - 
    CMPC SA) CMPC Ltda     
Snack (Empresas CMPC Softys - Melhoramentos 0.7 0.7 0.7 - 
    SA) CMPC Ltda     
Softy's (Empresas Softys - Melhoramentos 0.7 0.7 0.7 - 
    CMPC SA) CMPC Ltda     
Kleenex (Kimberly- Kimberly-Clark Brasil 0.7 0.7 0.6 - 
    Clark Corp) Indústria e Comércio de     
 Produtos de Higiene Ltda     
Cotton Carta Goias Industria e 2.7 2.8 - - 
 Comercio de Papeis SA     
Leblon Soft Blanc Carta Goias Industria e 2.1 2.2 - - 
 Comercio de Papeis SA     
Social Clean (Grupo Carta Goias Industria e 0.4 0.4 - - 
    Carta Fabril) Comercio de Papeis SA     
Private Label Private Label 6.8 7.0 7.0 8.0 
Others Others 20.9 21.8 27.0 17.5 
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 55 Forecast Retail Sales of Tissue by Category: Value 2023-2028 
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BRL million 
 2023 2024 2025 2026 2027 2028 
 
Retail Tissue 13,134.0 13,871.7 14,651.8 15,277.1 15,819.6 16,305.6 
- Paper Towels 1,334.7 1,388.9 1,438.6 1,465.1 1,484.6 1,496.0 
- Paper Tableware 211.5 216.3 223.3 230.3 237.7 245.9 
-- Napkins 211.5 216.3 223.3 230.3 237.7 245.9 
-- Tablecloths - - - - - - 
- Facial Tissues 320.9 329.9 341.6 352.6 364.5 376.3 
-- Boxed Facial Tissues 220.5 227.4 236.4 244.7 253.5 261.8 
-- Pocket Handkerchiefs 100.4 102.4 105.2 107.9 111.1 114.6 
- Toilet Paper 11,266.8 11,936.6 12,648.3 13,229.1 13,732.7 14,187.3 

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

 

 

Table 56 Forecast Retail Sales of Tissue by Category: % Value Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Retail Tissue 5.6 4.4 24.1 
- Paper Towels 4.1 2.3 12.1 
- Paper Tableware 2.3 3.1 16.3 
-- Napkins 2.3 3.1 16.3 
-- Tablecloths - - - 
- Facial Tissues 2.8 3.2 17.3 
-- Boxed Facial Tissues 3.1 3.5 18.7 
-- Pocket Handkerchiefs 2.0 2.7 14.1 
- Toilet Paper 5.9 4.7 25.9 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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RX/REIMBURSEMENT ADULT 
INCONTINENCE IN BRAZIL - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Value sales msp increase by 4% in current terms in 2023 to BRL78 million 

▪ Sales msp are set to grow at a current value CAGR of 3% (2023 constant value CAGR of -

0.1%) over the forecast period to BRL92 million 

 

 

2023 DEVELOPMENTS 
 

Resilience despite a shortage of products 

Rx/reimbursement adult incontinence continued to experience steady volume and current 

value growth in Brazil in 2023, despite economic challenges. However, the category faced 

significant hurdles, particularly in health units, where a shortage of products, especially 

nappy/diaper format, caused difficulties for older individuals. Long queues and delays in 

scheduling examinations exacerbated the challenges faced by those in need of these essential 

products. The post-pandemic landscape further strained the category, with hospitals and health 

units across Brazil grappling with shortages of materials, primarily sourced from China. This 

disruption in the supply chain underscored the vulnerability of Rx/reimbursement adult 

incontinence to external factors. 

Despite these challenges, players have shown resilience and adaptability in meeting the 

growing demand for adult incontinence products. With an increasing number of individuals 

requiring these essential items, there is a pressing need for innovative solutions to ensure 

accessibility and affordability for all, given that adult incontinence products are often considered 

premium items despite their necessity. 

 

The impact of government programmes increases in brazil 

In 2023, Brazil reinstated the Farmácia Popular programme, marking a significant milestone in 

providing essential healthcare products to the population, including adult incontinence products. 

This programme, originally established to offer subsidised medication to low-income individuals, 

expanded its reach to become one of the government’s key initiatives in addressing health 

disparities. The Farmácia Popular programme offers a wide range of medications and 

healthcare products at reduced prices or free of charge, making them more accessible to those 

in need. This includes adult incontinence products, which are essential for individuals managing 

this condition. 

Previously, the programme had fallen out of date and lacked sufficient investment, limiting its 

efficacy in reaching the population in need. However, with its reinstatement in 2023, the 

Farmácia Popular programme underwent revitalisation and became a focal point of government 

policies aimed at improving access to healthcare. By expanding the reach of the programme 

and increasing investment, the government aims to ensure that essential health products, 

including adult incontinence products, are readily available to all segments of society. This 

renewed focus on the Farmácia Popular programme reflects a commitment to addressing 
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healthcare disparities and improving the overall wellbeing of the Brazilian population. Even with 

much to improve, this new movement brings hopes of helping those in need. 

 

Geopolitical turmoil presents challenges to the supply chain 

Challenges surrounding supply chain disruption persist in Brazil, significantly impacting 

Rx/reimbursement adult incontinence. Despite the gradual easing of the pandemic threat, 

logistical operations continue to face bottlenecks and high costs, posing difficulties for players in 

the industry. The ongoing war in Ukraine, and the Israel-Hamas war are exacerbating the global 

supply crisis, further straining supply chains and contributing to price uncertainties. These 

geopolitical tensions disrupt the availability of raw materials and essential components, affecting 

the production and distribution of hygiene products, amongst many others. 

Despite these challenges, Rx/reimbursement adult incontinence continues to navigate the 

uncertainties, with players seeking innovative solutions to mitigate the impact of supply chain 

disruptions and maintain product availability for those in need. However, the persistent global 

crises underscore the urgent need for proactive measures to address supply chain 

vulnerabilities and ensure the uninterrupted provision of essential healthcare products. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Brazil’s demographic situation set to drive growth 

Rx/reimbursement adult incontinence is set to maintain retail volume and current value growth 

in Brazil in the forecast period. With the ageing of the Brazilian population projected to increase 

significantly, according to the latest census data, the category is poised for continued steady 

growth in the coming years. This demographic shift underscores the growing need for 

healthcare solutions tailored to older individuals, including access to adult incontinence 

products. Furthermore, heightened awareness and consciousness of health amongst Brazilians 

is expected to further drive demand for Rx/reimbursement adult incontinence products. 

Manufacturers can innovate and expand their product offerings to meet the evolving needs of 

consumers, ensuring that quality and affordability remain paramount. 

 

Farmácia popular to continue driving growth in rx/reimbursement adult 
incontinence 

In the coming years, Rx/reimbursement adult incontinence in Brazil will present opportunities 

for enhanced accessibility and affordability, particularly with the resurgence of the Farmácia 

Popular programme. As the programme receives larger investments in 2024, expectations for its 

impact on the population are highly positive. Government initiatives aimed at improving the 

healthcare infrastructure and expanding coverage of essential medical supplies, including adult 

incontinence products, are expected to bolster demand. In addition, advances in technology and 

manufacturing processes offer the potential for cost-effective solutions and improved product 

performance, which will further drive growth. 

 

Electronic prescriptions will ensure timely access for consumers 

Looking ahead, Rx/reimbursement adult incontinence presents promising opportunities in 

Brazil, particularly with the implementation of electronic medical prescriptions, initiated in 2022. 

This innovative approach streamlines the process of obtaining necessary supplies for patients, 

including adult incontinence products, and has the potential for further enhancements. As 

awareness of and the emphasis on better care for older people continues to grow amongst the 

population, electronic medical prescriptions offer a convenient and efficient means of ensuring 
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timely access to essential healthcare items. Moreover, advances in technology and digital 

healthcare solutions provide avenues for improving patient outcomes and optimising resource 

allocation within the healthcare system. 
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Table 57 Sales of Rx/Reimbursement Adult Incontinence: Total Value MSP 2018-2023 

 

BRL million 
 2018 2019 2020 2021 2022 2023 
 
Rx/Reimbursement adult 70.6 64.8 68.1 72.1 75.5 78.4 
    incontinence       

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

 

 

Table 58 Sales of Rx/Reimbursement Adult Incontinence: Total Value MSP Growth 2018-
2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Rx/Reimbursement adult incontinence 3.8 2.1 11.1 

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

 

 

Table 59 Forecast Sales of Rx/Reimbursement Adult Incontinence: Total Value MSP 
2023-2028 

 

BRL million 
 2023 2024 2025 2026 2027 2028 
 
Rx/Reimbursement adult 78.4 77.2 77.2 77.2 77.5 77.9 
    incontinence       

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

 

 

Table 60 Forecast Sales of Rx/Reimbursement Adult Incontinence: Total Value MSP 
Growth 2023-2028 

 

% current value growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
Rx/Reimbursement adult incontinence -1.6 -0.1 -0.7 

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