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Tissue and Hygiene in Guatemala

EXECUTIVE SUMMARY

Tissue and hygiene in 2023: The big picture
2023 key trends

Competitive landscape

Retailing developments

What next for tissue and hygiene?
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DISCLAIMER

SOURCES

Summary 1 - Research Sources

Away-From-Horme Tissue and Hygiene in Guatemala
KEY DATA FINDINGS

2023 DEVELOPMENTS

Healthy constant value growth for away-from-home tissue
Foodservice looks to balance cost and quality
Kimberly-Clark Professional continues leading away-from-home tissue

PROSPECTS AND OPPORTUNITIES

Customer service key competitive tool
Price promotions continue to be important
Sustainability concerns dampen volume sales

CATEGORY DATA

Table 19 - Sales of Away-From-Home Tissue and Hygiene by Category: Value 2018-2023
Table 20 - Sales of Away-From-Home Tissue and Hygiene by Category: % Value Growth 2018-2023
Table 21 - Distribution of Away-From-Home Tissue and Hygiene by Format: % Value 2018-2023

Page 2 of 5



Table 22 - Distribution of Away-From-Home Tissue and Hygiene by Format and Category: % Value 2023
Table 23 - Sales of Forecast Away-From-Home Tissue and Hygiene by Category: Value 2023-2028
Table 24 - Sales of Forecast Away-From-Home Tissue and Hygiene by Category: % Value Growth 2023-2028

Retail Adult Incontinence in Guatemala
KEY DATA FINDINGS

2023 DEVELOPMENTS
Ageing population drives demand
Global brands lead

Consumers favour heavy/moderate incontinence pads

PROSPECTS AND OPPORTUNITIES
Moderate constant value and volume growth over forecast period
Need for lower priced offerings

Continuing innovation over forecast period

CATEGORY DATA

Table 25 - Sales of Retail Adult Incontinence by Category: Value 2018-2023

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

Table 27 - NBO Company Shares of Retail Adult Incontinence: % Value 2019-2023

Table 28 - LBN Brand Shares of Retail Adult Incontinence: % Value 2020-2023

Table 29 - Forecast Sales of Retail Adult Incontinence by Category: Value 2023-2028

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

MNappies/Diapers/Pants in Guatemala
KEY DATA FINDINGS

2023 DEVELOPMENTS

Continuing population growth supports increased volume sales
Huggies continues to dominate
Bulk buying prevalent

PROSPECTS AND OPPORTUNITIES

Growth of private label
Increasing range of more specialised nappies/diapers/pants
Disposable nappies/diapers still preferred option

CATEGORY DATA

Table 31 - Retail Sales of Nappies/Diapers/Pants by Category: Value 2018-2023

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

Table 33 - NBO Company Shares of Retail Nappies/Diapers/Pants: % Value 2019-2023

Table 34 - LBN Brand Shares of Retail Nappies/Diapers/Pants: % Value 2020-2023

Table 35 - Forecast Retail Sales of Nappies/Diapers/Pants by Category: Value 2023-2028

Table 36 - Forecast Retail Sales of Nappies/Diapers/Pants by Category: % Value Growth 2023-2028

tMenstrual Care in Guatemala
KEY DATA FINDINGS

2023 DEVELOPMENTS

Modest volume growth in 2023
Value sales for tampons still low
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Global brands dominate

PROSPECTS AND OPPORTUNITIES

Affordability still an issue
Opportunity for private label
Further innovative product launches over forecast period

CATEGORY DATA

Table 37 - Retail Sales of Menstrual Care by Category: Value 2018-2023

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

Table 39 - NBO Company Shares of Retail Menstrual Care: % Value 2019-2023

Table 40 - LBN Brand Shares of Retail Menstrual Care: % Value 2020-2023

Table 41 - Forecast Retail Sales of Menstrual Care by Category: Value 2023-2028

Table 42 - Forecast Retail Sales of Menstrual Care by Category: % Value Growth 2023-2028

Wipes in Guatemala
KEY DATA FINDINGS

2023 DEVELOPMENTS

Baby wipes used for variety of purposes
Huggies and Pampers continue to dominate
Bundling used as strategy to gain share

PROSPECTS AND OPPORTUNITIES

Muted constant value growth over forecast period
Sustainability comes to the fore again over the forecast period
Scent used as differentiator

CATEGORY DATA

Table 43 - Retail Sales of Wipes by Category: Value 2018-2023

Table 44 - Retail Sales of Wipes by Category: % Value Growth 2018-2023

Table 45 - NBO Company Shares of Retail Wipes: % Value 2019-2023

Table 46 - LBN Brand Shares of Retail Wipes: % Value 2020-2023

Table 47 - Forecast Retail Sales of Wipes by Category: Value 2023-2028

Table 48 - Forecast Retail Sales of Wipes by Category: % Value Growth 2023-2028

Retail Tissue in Guatemala
KEY DATA FINDINGS

2023 DEVELOPMENTS

Balance between price and quality
Private label and economy brands have significant foothold
Napkins register highest value growth

PROSPECTS AND OPPORTUNITIES
Smaller-sized retail tissue increasingly popular

Expansion of modern grocery retailers increases product ranges
Opportunity for expansion in tableware

CATEGORY DATA

Table 49 - Retail Sales of Tissue by Category: Value 2018-2023
Table 50 - Retail Sales of Tissue by Category: % Value Growth 2018-2023
Table 51 - NBO Company Shares of Retail Tissue: % Value 2019-2023

Page 4 of 5



Table 52 - LBN Brand Shares of Retail Tissue: % Value 2020-2023
Table 53 - Forecast Retail Sales of Tissue by Category: Value 2023-2028
Table 54 - Forecast Retail Sales of Tissue by Category: % Value Growth 2023-2028

About Euromonitor International

Euromonitor International is an independent market intelligence provider. Data, insight and analysis stem from in-the-field research
spanning 210 national markets.

Content ranges from the in-depth and country-specific, to key strategic themes with a global range and significance. Products cover
a comprehensive range of insights and market data, but can be broadly categorised as:

o Strategy Briefings: Global or regional in scope, and focussing on the most important themes shaping consumer demand, the
key markets, competitive environment and future outlook across a range of industries.

e Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus
of operations, their competitors, their geographic presence and performance.

e Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer
trends and lifestyles. These reports cover current trends, consumer demand, market potential and future prospects, with
country-specific local insight and comprehensive data, unavailable elsewhere.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/tissue-and-hygiene-in-guatemala/report.
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