
AEROSOL FILLING FIGURES 
IN THOUSANDS
TOTAL : 1.44 BILLION2022

HOUSEHOLD  273,812

INDUSTRIAL  45,614

PAINTS & LACQUERS  37,705

MEDICAL / VETERINARY  31,075

INSECTICIDE  8,514

MISCELLANEOUS  1,473

AUTOMOTIVE  16,416

PERSONAL CARE  1,021,269
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The growth in 
personal care led 
to a 4% swing 
toward aluminium 
when compared to 
tinplate”
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Personal Care products dominated, with a record 71% 
of the total volume filled. There was the on-going small 
decline in the filling of deodorants/body sprays, but 
this was more than compensated for with a stunning 
11% increase in antiperspirants.”
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Filling of medical and 
pharmaceutical aerosols 
continues to grow.”
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71%

The share of household products slipped below the 
20% mark for the first time in many years, with a drop 
off in air freshener output of nearly 13%.”
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