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Monday, 5 January 2015 

Libra tops the tampon market  

Last year, 21% of Australian women bought tampons in any given four-week period. Libra is 
the most popular brand by far, being purchased by 31% of tampon-buyers in an average four 
weeks, well ahead of Carefree and U by Kotex.   

Recent findings by Roy Morgan Research show that while Libra tops the list, there are some 
differences in brand preference by age. U by Kotex is slightly more popular among tampon-
buyers aged under 25, with 35% buying the brand in any given four weeks compared to 34% 
who buy Libra. 

Carefree is the second-most purchased brand among women who buy tampons (particularly 
those aged between 50 and 64), but trails behind U by Kotex among under-25s. Marketed 
squarely at young teenage girls, U by Kotex is clearly resonating with the younger market. 
Nearly a quarter of women who bought tampons in an average four weeks chose Kotex.  

In contrast, women aged 35-49 and 50-64 are more likely to buy supermarket-brand tampons 
than Kotex. 

Top 4 best-selling tampons among Australian women 

 
Source: Roy Morgan Single Source (Australia), April 2014 – September 2014 (n=715). 
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Libra Carefree U by Kotex Supermarket Brand

Base: Australians females age 14+ who have brought tampons in the last 4 weeks
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Angela Smith, Group Account Director, Roy Morgan Research, says: 

“Libra’s dominance of the tampon market is well established, but among the other 
brands, some interesting trends emerge. While a woman’s choice of tampon appears to 
be heavily influenced by her age, the latest Roy Morgan data reveals that the brand she 
buys may also be coloured by subtle differences in attitudes and habits. 

“For example, women who buy supermarket brand tampons are far more likely than the 
average Australian woman to agree with the statement ‘I buy more store’s-own 
products than well-known brands’. In contrast, women who buy Moxie are more likely 
than other tampon buyers to agree that ‘I will buy a product because of the label’ and ‘I 
try to buy Australian-made products as often as possible.’ 

“A niche Aussie brand bringing a touch of pizzazz to this most unglamorous of FMCG 
categories, Moxie currently accounts for just 6% of total tampon buyers in an average 
four weeks, but is one to watch.  

“Moxie buyers tend to be extroverts who wear clothes that will get them noticed, 
identify as intellectual, place a high value on freedom and regularly attend their church 
or place of worship.  

“Let’s face it: tampons are a boring necessity for many women, but this doesn’t mean 
brands can’t differentiate themselves and target specific kinds of shoppers. But to do 
this requires the kind of in-depth insights into Australian consumers that only Roy 
Morgan data can provide…” 

For comments or more information Roy Morgan Research’s data on feminine hygiene 
products, please contact: 

Angela Smith 
Group Account Director – Consumer Products 
Office:  +61 (2) 9021 9101 
Angela.Smith@roymorgan.com 

Related research findings 

View our range of Feminine Product Profiles, including a Libra Feminine products profile, Kotex 
feminine products profile, and more. These profiles provide a broad understanding of the target 
audience, in terms of demographics, attitudes, activities and media usage in Australia. 

 

About Roy Morgan Research 

Roy Morgan Research is the largest independent Australian research company, with offices in each state 
of Australia, as well as in New Zealand, the United States and the United Kingdom. A full service 
research organisation specialising in omnibus and syndicated data, Roy Morgan Research has over 70 
years’ experience in collecting objective, independent information on consumers. 

 

Margin of Error 

The margin of error to be allowed for in any estimate depends mainly on the number of interviews on 
which it is based. Margin of error gives indications of the likely range within which estimates would be 

mailto:melbourne@roymorgan.com
http://www.roymorgan.com/
http://www.roymorgan.com.au/findings/finding-2014-201303210240
mailto:Angela.Smith@roymorgan.com
http://www.roymorganonlinestore.com/Browse/Australia/Consumer-Products/Non-Food/Feminine-Products.aspx
http://www.roymorganonlinestore.com/Browse/Australia/Consumer-Products/Non-Food/Feminine-Products/Libra-Feminine-Products-Buyer-Profile.aspx
http://www.roymorganonlinestore.com/Browse/Australia/Consumer-Products/Non-Food/Feminine-Products/Kotex-Feminine-Products-Buyer-Profile.aspx
http://www.roymorganonlinestore.com/Browse/Australia/Consumer-Products/Non-Food/Feminine-Products/Kotex-Feminine-Products-Buyer-Profile.aspx


 
 
 

Roy Morgan Research Ltd. A.B.N. 91 007 092 944 Quality System Certified to AS/NZS ISO 9001 
401 Collins Street, Melbourne, Victoria, 3000 – GPO Box 2282U, Melbourne, Victoria, 3001, Australia 

Tel: (03) 9629 6888 Fax: (03) 9629 1250  (03) 9224 5387  melbourne@roymorgan.com   www.roymorgan.com 

FO
R

 IM
M

ED
IA

TE
 R

EL
EA

SE
  

95% likely to fall, expressed as the number of percentage points above or below the actual estimate. 
Allowance for design effects (such as stratification and weighting) should be made as appropriate. 

Sample Size Percentage Estimate 

 40%-60% 25% or 75% 10% or 90% 5% or 95% 

500 ±4.3 ±3.8 ±2.6 ±1.9 

1,000 ±3.0 ±2.7 ±1.9 ±1.3 

1,500 ±2.5 ±2.2 ±1.5 ±1.1 
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