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CHINA TO AUSTRALIA / PRODUCT-MARKET INTELLIGENCE

Bathroom.
Storage.
Australia.

Shower caddies and bathroom step stools

Market fit, unit economics and the evidence to obtain before inventory.
Concept scene. Product identity, installation, load and compliance must be checked separately.

Research: 7 October 2026 | Sources
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AUSTRALIA / BATHROOM ACCESSORIES

A measured pilot before a larger

commitment

Low confidence

The wider market is
growing. The caddy and
step-stool niches still
need buyer validation and
separate specifications.

7/10 overview; 5/10 detailed
assessment

Research: 7 October 2026 | Sources

Caddy retail target Stool retail target
AUD 29-49 AUD 390-69
Caddy landed target Stool landed target
AUD 8-15 AUD 12-22

Pilot: AUD 15k-25k / 3-4 months.

Scale: 100 sales / 60 days + >40% gross margin OR a 500+ unit retailer PO.

Complete research detail

02 /59



ChinaConnect247 AUSTRALIA / BATHROOM ACCESSORIES

Separate accessories from the wider
bathroom market

Accessories / USD millions All bathroom products / AUD billions
1500 1373.00 10 9.19
8
1000 5 5.18
540.02 )
500
2
0 0
2025 2034 2025 2035
— IMARC Group Expert Market Research

10.92% accessories CAGR 5.90% total-product CAGR

Different categories and currencies; do not add them together. No reliable size is established for step stools or basin caddies. Other research houses use different totals
and periods; detail is retained in the appendix.

Research: 7 October 2026 | Sources Complete research detalil
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BUYER SETTINGS / HYPOTHESES TO TEST

Organised space.
Practical storage.

Where the proposition fits

Renters, small bathrooms, families and

renovators seeking practical, coordinated

accessories.

Test mounting, material quallty, mstallailon

JA A

stool stability and-in

" | |-

2ssible design.

or sales event.

Complete research detail 04/5
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Which buyers fit each product?

Buyer need i Price sensitivity Sales difficulty
Apartment renters Damage-free storage in small Excellent Medium Low
bathrooms
Older consumers / Safety and accessibility needs to Strong Low Medium
65+ assess
Families / young Step stool for reaching a basin Strong Medium Low
children
Home renovators Coordinated, stylish accessories Moderate High Medium
Commercial Durability and project Weak Low High
facilities specifications

Source fit is qualitative, not a sales forecast or safety approval. Assess stability, load, intended users and installation before positioning a stool as an accessibility aid.

Research: 7 October 2026 | Sources Complete research detalil 05/59



ChinaConnect247 AUSTRALIA / BATHROOM ACCESSORIES

Compete on installation, design and
durability

ADP Naleon Thermogroup

Australian bathroom range Tool-free mounting Premium accessories

Brand recognition and a broad Adhesive installation Premium positioning and
range of bathroom furniture technology appealing to distribution through

and accessories. renters and DIY buyers. established retail channels.
Compare exact offers, installation and Compare exact offers, installation and Compare exact offers, installation and
local support. local support. local support.

Test the combination: design, mounting and durability

China offers scale; local brands offer established relationships. Test coordinated finishes, renter-friendly storage and
support.

Research: 7 October 2026 | Sources Complete research detalil 06 /59
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AUD PER UNIT / TARGETS AND INDICATIVE TIERS

Price targets are not observed local offers

29-49
Caddy target a—
39-69
Step-stool target CEE—
20-80
Standard tier D
80-200
Premium tier
0 40 80 120 160 200 240
AUD 22 wholesale —— AUD 309 retail AUD 17 spread

Retailer spread: 17 / 39 = 43.6%, before its costs. Keep GST and channel price bases consistent.

Targets and tiers are not like-for-like observed caddy or stool offers. Luxury AUD 200+ is wider-category context. Trade discount 20-40% and retail margin 40-60% are
assumptions to validate.

Research: 7 October 2026 | Sources Complete research detail 07 /59
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One brief for the caddy. Another for the
stool.

Material / mounting Aluminium or ABS; rust resistance; adhesive or

tension pole

Load targets Caddy: at least 5kg; stool: 150kg target, tested for
intended use

Size targets Caddy 60 x 25 x 10cm; stool 40 x 30 x 15cm

Use / service Drainage, non-slip features, instructions; 12-month

replacement promise

R Rl e Commercial FOB target USD 4-6; MOQ 500-1,000 per SKU

Basin-storage example, not the proposed
shower caddy or stool.

The source also lists below 100kg as a stool deal breaker; that does not validate the 150kg target. Consumer guarantees remain distinct from a warranty. FX assumption:
USD 1 = AUD 1.50.

Research: 7 October 2026 | Sources Complete research detalil 08 /59


https://www.josephjoseph.com/products/easystore-bathroom-caddy-black

ChinaConnect247 . AUSTRALIA / BATHROOM ACCESSORIES

THE OPERATING ROUTE

China to Australia

The shipment needs an owner at every stage

Factory Importer
Exact SKU, sample, Classification,
tested load, material, applicable safety
cartons and written scope, duty, GST,
quote. freight and clearance.
- \ =

Research: 25-35 sea days + 3-7 customs days. Confirm material-based HS codes and ChAFTA eﬁgmehglbnhty. -

Source ports include Sydney, Melbourne, Brisbane and Fremantle. Obtain actual LCL/FCL quotes and carton CBM. Concept scene
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Scope the product before budgeting
approvals

Issue What to scope Who provides or confirms it
WaterMark scope Whether the exact product is on an Do not assign a tapware certification budget to every
applicable schedule caddy. Confirm scope through ABCB and a qualified
adviser.
Project installation Accessible design and wet-area AS 1428.1 and AS 3740 are source-listed issues.
installation questions Confirm intended setting, placement and installation
scope.
Electrical scope Any powered feature or electrical Research links RCM to electrical products. Assess
component separately if the range adds powered accessories.
Safety / claims / Load, grip, material, warnings and Factory provides test evidence and instructions;
warranty consumer guarantees importer obtains product and claim review. A

warranty is not the whole obligation.

ABCB / WaterMark schedules ACCC / warranties and consumer guarantees

Research questions, not a completed legal assessment, approval or permission to supply an exact model.

Research: 7 October 2026 | Sources Complete research detalil 10/59


https://watermark.abcb.gov.au/
https://www.accc.gov.au/consumers/buying-products-and-services/warranties

ChinaConnect247 AUSTRALIA / BATHROOM ACCESSORIES

A compliant pilot first. Then prove one
scale condition.

Sell-through condition

100 sales

Scale
Within 60 days of launch AND gross margin above Only with product
40%.
0% — OR — readiness and reconciled

Retailer purchase order actual economics.

500 + U.IlitS Hold / reassess

When neither condition is
proven.

A purchase order, not an expression of interest.

This gate applies to the next, larger order. A compliant pilot comes first. Confirm actual costs, safety, installation and each product
specification before committing funds.

Research: 7 October 2026 | Sources Complete research detalil 11/59
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AUD PER CADDY / INCLUDING GST CASH ALLOWANCES

Three caddy unit-cost scenarios

Best / low AUD 8.18
Mid / base AUD 12.86
Worst / high AUD 19.77
0 4 8 12 16 20 24
B Factory B Transport B Duty / brokerage B GST cash Storage
Difference between AUD 12.86 components and the stated AUD 13.86 base.
AUD 1.00 Assumptions only. Confirm duty, GST basis, FX and measured cartons.

Research: 7 October 2026 | Sources Complete research detalil 12 /59
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EVERY ALLOWANCE / AUD PER CADDY

The listed base components build to AUD
12.86

o +0.80 12.86
+1.00 R I
+0.90
+0.43 ]
+2.50 +0.03 I
o [ T
FOB Ocean Cover Duty GST Broker Port Storage SUM

FOB 6 + freight 2.50 + insurance 0.03 + duty 0.43 + GST 0.90 + brokerage 1 + port/delivery 1.20 + storage 0.80 = AUD 12.86. The
separately stated AUD 13.86 has an unexplained AUD 1 gap.

Research: 7 October 2026 | Sources Complete research detail 13/359
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AUD 22 sale leaves
AUD 8.14 gross contribution

AUD 22 wholesale sale

22.00 - 13.86
= 8.14

37.0%

gross margin

8.14 / 22.00 = 37.0%

Before additional channel costs and operating
overheads.

AUD 12.86 components leave AUD 9.14 / 41.5%. The stated-cost case is below the >40% sales-based gate and the 45-55% wholesale target. Retailer spread at AUD 39
sale / AUD 22 buy is a separate 43.6%.

Research: 7 October 2026 | Sources Complete research detalil 14 /59
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CALCULATED WHOLESALE GROSS MARGIN / %

How much margin survives price and cost
changes?

AUD 20 sale AUD 22 sale AUD 24 sale

59.1% 62.8%

Best / low
AUD 8.18 cost

D 12 e 35.7% 41.57%
Worst / high 1.2% 10.1%

AUD 19.77 cost

65.9%
46.4%

17.6%

B Under 20% M 20-40% B Above 40% (Sale - component cost) / sale

lllustrative prices; not observed demand. Costs include GST cash. Confirm selling-price GST bases, fees and returns.

Research: 7 October 2026 | Sources Complete research detalil
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Where the AUD 13,430 launch cash goes

Cash requirement AUD
2 O/ Inventory / 500 caddies 6,930
5270
inventory share Freight / customs 3,000
Business registration / GST 500
B Inventory: 6,930.00 Website / marketing 2,000
B Freight / customs: 3,000.00 : ——
Registration / GST: 500.00 Samples / supplier communication 1,000
Marketing: 2,000.00 TOTAL 13.430

Samples: 1,000.00

6,930 + 3,000 + 500 + 2,000 + 1,000 = AUD 13,430; inventory is 51.6%. Inventory already uses a landed cost including shipment charges. The extra freight/customs line
may overlap; reconcile actual bills.

Research: 7 October 2026 | Sources Complete research detalil 16 /59
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Agree one product scope, budget and
launch schedule

Entry cash / AUD thousands Launch timing / months
15-25

Decision pilot - - 3-4

Decision pilot -

13.43
Caddy setup °
6-12
50-150+ Broader strategy
Broader range
0 40 80 120 160 0 3 6 9 12

Broader investment is AUD 50k-150k+; 150k is not a ceiling. Expanded certification scope must not automatically enter
the caddy pilot. The stool needs a separate cost and safety model.

Research: 7 October 2026 | Sources Complete research detalil 17 /59
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= UNITS PER CUBIC METRE / DIMENSIONAL ILLUSTRATION

Packing density can change freight per
unit

240
200.0 0.015 CBM
200
160 0.60 x 0.25 x 0.10 m per
caddy envelope.
120
80 66.7 About 67 units / CBM before
40 packing. The model
assumes about 200; nesting
0

and carton dimensions need

Unpacked envelope Freight assumption _
a physical check.

1/0.015 = 66.7 units before packaging or packing losses. The 200-unit assumption requires about 0.005 CBM per unit. Obtain
measured carton size, units per carton and nesting evidence.

Research: 7 October 2026 | Sources Complete research detail 18 /59
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Cash recovery depends on the cost case
and sales

24 8
25/ 7.35
18 16.5 .
Months at 200 units / month
14.7 g
b 8.2 AUD 8.14 contribution:
. 5.5 1,650 units. AUD 9.14 case:
[ —S 1,470 units.
4.9
0 . -
100 200 300 Cash recovery arithmetic; |
— Cash / AUD 9.14 contribution Cash / AUD 8.14 contribution reconcile shipment overlap first.

13,430 / unit contribution / monthly sales. Volumes are assumptions, not observed demand. Inventory is not all fixed cost; rebuild
channel fees, tax timing, returns, stock turnover and operating expenses.

Research: 7 October 2026 | Sources Complete research detalil 19/59
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AUD PER CADDY / GST-ONLY SUBTRACTION

GST cash flow 1s different from permanent
unit cost

16
13.86 12.86 - 0.90
12 = AUD 11.96
8 GST-only subtraction. The
AUD 1 gap remains; this is
4 not a verified tax-adjusted
profit model.
0 . . . . i
Components Less GST only Stated base Confirm credit eligibility and the

selling-price GST basis.

GST can affect cash timing differently from permanent expense. AUD 11.96 is arithmetic only, not a verified tax-adjusted landed
cost. Click this note for ATO guidance.

Research: 7 October 2026 | Sources Complete research detalil
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https://www.ato.gov.au/businesses-and-organisations/gst-excise-and-indirect-taxes/gst/claiming-gst-credits
https://www.ato.gov.au/businesses-and-organisations/gst-excise-and-indirect-taxes/gst/claiming-gst-credits

ChinaConnect247

AUSTRALIA / BATHROOM ACCESSORIES

Leave the supplier meeting with evidence

Rust and load tests

Request model-specific methods, reports and
tested-use conditions.

Australian export experience

Obtain references and independently check their
relevance.

Branded retail packaging

Agree artwork, instructions, label review and
packaging MOQ.

Production for 500 units

Separate factory lead time from freight and customs
days.

FOB or CIF quotations

State exactly which freight, insurance and local
charges remain.

Payment terms

Agree deposits, balance trigger and documentary
evidence.

Spare parts

Confirm adhesive strips, grips, replacements and
support costs.

Australian exclusivity

Specify territory, term, minimum orders and
termination conditions.

Bring samples, specifications and test evidence. Supplier-answer examples in the appendix are not verified commitments.

Research: 7 October 2026 | Sources
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Potential retailers and buying channels

Prospect / priority Why investigate Who to ask for
Bunnings / A Large hardware retail; later-stage placement to Category Buyer /
validate Bathroom
Mitre 10/ A Hardware cooperative; caddies and accessories Merchandise Manager
Otti Australia/ B Bathroom wholesaler serving trade and retail Procurement Manager
Bathroom Superstore / B Bathroom retail and online assortment Buyer
ADP/C Established bathroom range; potential assortment Product Manager
fit
Thermogroup / C Premium accessories; possible sourcing Sourcing Manager
relationship

These are unconfirmed prospects, not authorized distributors or endorsements. Validate current assortment, buying terms and interest; the decision brief prioritizes
independent retail and online pilots.

Research: 7 October 2026 | Sources Complete research detalil 22 /59



ChinaConnect247 AUSTRALIA / BATHROOM ACCESSORIES

Where the proposition can fail or gain an
advantage

Product / approval scope —— Confirm exact category, load and installation
obligations.

Tariff classification —— Obtain material-specific classification and origin
advice.

Price competition —— Test design, mounting, packaging and local
service.

Freight volatility ——  (Get measured cartons, quotes and shipment
terms.

Test: rental storage, accessible design, material claims and coordinated finishes.

Poor fit: thin-margin container volumes, no buyer network, rapid-scale expectations or unwillingness to manage an LCL pilot.

Research: 7 October 2026 | Sources Complete research detalil
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Validate, prepare and test before scaling

1 ) Days 0-30 2 ) Days 31-60 3 ) Days 61-90

Validate Prepare Test / decide

Benchmark offers, materials and Agree price, MOQ and payment Inspect incoming inventory.

features. terms.

Screen 5-10 suppliers; sample the Plan a 500-unit pilot if ready. Launch small campaigns and

top 3. pitches.

Confirm HS code and actual duty. Arrange freight, clearance and GST. Track sales, margins, returns and
reviews.

Build a small market-interest test. Prepare packaging and listings. Reorder or exit using the scale gate.

Scale gate: 100 sales within 60 days of launch with >40% gross margin OR a 500+ unit retailer purchase order. Timing is conditional; scope, actual costs and product
readiness come first.

Research: 7 October 2026 | Sources Complete research detalil 24 /59



ChinaConnect247

AUSTRALIA / BATHROOM ACCESSORIES

Broad-market evidence leaves the niche

unproven

Claim in the research

Reported

Basis / limitation

Accessories: USD 540m, about 10.9% CAGR
Bathroom products: AUD 5.18bn, 5.9% CAGR
No mandatory caddy / stool certification
Freight: USD 1,800-3,500 / 20ft container
WaterMark scope statement

Bunnings / Mitre 10 as major retailers

Sustainable / accessible-product preference

IMARC; broad category, not the specific niche
Expert Market Research; wider scope

Inference from absence of evidence; confirm
scope

Logistics blog; not a SKU-specific LCL quote

Seller guide / general knowledge; not an
authority ruling

Company websites; source type differs from
grade legend

Market-research context; validate exact buyer
demand

Grades are retained as reported, not independently reassigned. Some source types differ from the A-E legend. Unknowns include niche demand, import volumes,

willingness to pay and exact product obligations.

Research: 7 October 2026 | Sources
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ChinaConnect247

Sources and working definitions

01 / Profacility / accessible design
profacilitysolutions.com.au

02 / Alibaba / WaterMark blog

seller.alibaba.com

03 / ABCB / WaterMark schedules

watermark.abcb.gov.au

04 /| ACCC /| consumer warranties
www.accc.gov.au

05/ ADP

www.adp.net.au

06 / Allied Market Research

www.alliedmarketresearch.com

07 / ATO / GST credits

www.ato.gov.au

FOB

Export price; not delivered cost.
MoQ

Minimum order quantity per SKU.

Research: 7 October 2026 | Sources

08 / Bathroom Superstore
www.bathroomsuperstore.com.au

09 / Bunnings

www.bunnings.com.au

10 / Credence Research
www.credenceresearch.com

11 / Expert Market Research

www.expertmarketresearch.com.au

12 | FreightAmigo

www.freightamigo.com

13 / Grand View Research
www.grandviewresearch.com

14 / IMARC Group

www.imarcgroup.com

GST

Credits, expense and cash timing.

CBM

Cubic metres; measure packed cartons.

AUSTRALIA / BATHROOM ACCESSORIES

15 / Joseph Joseph / category image

www.josephjoseph.com

16 / Mitre 10

www.mitre10.com.au

17 | Mitre 10 / caddies

www.mitre10.com.au

18 / Otti Australia

www.ottiaustralia.com.au

19 / Thermogroup

www.thermogroup.com.au

20 / Tonlexing

www.tonlexing.com

Gross margin

(Sale - unit cost) / sale.

Evidence grade

Source assessment, not approval.

Complete research detalil 26 /59


https://profacilitysolutions.com.au/blogs/resources/as1428-1-compliance-guide-accessible-bathrooms-for-australian-facilities
https://profacilitysolutions.com.au/blogs/resources/as1428-1-compliance-guide-accessible-bathrooms-for-australian-facilities
https://seller.alibaba.com/blogs/2026/southeast-asia/plumbing-building/watermark-certification-new-zealand-guide-alibaba-b2b
https://seller.alibaba.com/blogs/2026/southeast-asia/plumbing-building/watermark-certification-new-zealand-guide-alibaba-b2b
https://watermark.abcb.gov.au/
https://watermark.abcb.gov.au/
https://www.accc.gov.au/consumers/buying-products-and-services/warranties
https://www.accc.gov.au/consumers/buying-products-and-services/warranties
https://www.adp.net.au
https://www.adp.net.au
https://www.alliedmarketresearch.com/press-release/australia-bathroom-products-market.html
https://www.alliedmarketresearch.com/press-release/australia-bathroom-products-market.html
https://www.ato.gov.au/businesses-and-organisations/gst-excise-and-indirect-taxes/gst/claiming-gst-credits
https://www.ato.gov.au/businesses-and-organisations/gst-excise-and-indirect-taxes/gst/claiming-gst-credits
https://www.bathroomsuperstore.com.au
https://www.bathroomsuperstore.com.au
https://www.bunnings.com.au
https://www.bunnings.com.au
https://www.credenceresearch.com/report/australia-bathroom-fittings-market
https://www.credenceresearch.com/report/australia-bathroom-fittings-market
https://www.expertmarketresearch.com.au/reports/australia-bathroom-products-market
https://www.expertmarketresearch.com.au/reports/australia-bathroom-products-market
https://www.freightamigo.com/en/blog/logistics/how-much-does-it-cost-to-ship-a-container-from-china-to-australia/
https://www.freightamigo.com/en/blog/logistics/how-much-does-it-cost-to-ship-a-container-from-china-to-australia/
https://www.grandviewresearch.com/horizon/outlook/bathroom-and-toilet-assist-devices-market/australia
https://www.grandviewresearch.com/horizon/outlook/bathroom-and-toilet-assist-devices-market/australia
https://www.imarcgroup.com/australia-bathroom-accessories-market
https://www.imarcgroup.com/australia-bathroom-accessories-market
https://www.josephjoseph.com/products/easystore-bathroom-caddy-black
https://www.josephjoseph.com/products/easystore-bathroom-caddy-black
https://www.mitre10.com.au
https://www.mitre10.com.au
https://www.mitre10.com.au/bathroom-laundry/bathroom-accessories/caddies
https://www.mitre10.com.au/bathroom-laundry/bathroom-accessories/caddies
https://www.ottiaustralia.com.au
https://www.ottiaustralia.com.au
https://www.thermogroup.com.au
https://www.thermogroup.com.au
https://www.tonlexing.com/20ft-40ft-container-shipping-costs-from-china-to-australia/
https://www.tonlexing.com/20ft-40ft-container-shipping-costs-from-china-to-australia/

—)
o

ChinaConnect247 AUSTRALIA / BATHROOM ACCESSORIES |

CHINACONNECT247 /| STRUCTUREDLAYER ‘

/
Make the next commltment,g

an informed one.  Af

Supplier follow-up. Factory visits. Quotations.

OEM/ODM, packaging and document
coordination. Scope, qualified partners, fees and
timelines are agreed individually.

My Fair organizes public-source intelligence; Al supports analysis,
not supplier certification.

inquiry@chinaconnect247.com
WhatsApp +971 52 577 8897

WWW. ch%onnect%? com
Alipay, crypto, bank transfer, PayPal and Skrill. Contact WhatsApp / WeChat for payment details. Concept background.

Research: 7 October 2026 | Sources Complete research detalil
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Research detail

01/ Your market at a glance

Australia - Bathroom accessories, step stools, and basin
caddies - Report date:; 7 October 2026.

Opportunity score - 7/10 out of 10
Assessment - Solid Market overall

Market value and growth - USD 540.02 million (bathroom
accessories segment, 2025); broader Australia bathroom
products market estimated at AUD 5.18 billion (2025) growing
10.92% CAGR (accessories, 2026-2034); 5.90% CAGR (total
bathroom products, 2026-2035)

02 / The opportunity in plain English

Bathroom storage example - A category reference, not the
proposed SKU, a supplier quote or a compliance finding.

Research: 7 October 2026 | Sources

Back to decision

AUSTRALIA / BATHROOM ACCESSORIES

Reference appendix
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Research detail Reference appendix

02 / The opportunity in plain English

Australia's bathroom accessories segment is valued at approximately USD 540 million in 2025 and is forecast to reach USD 1.37
billion by 2034, making it one of the fastest-growing sub-sectors within the broader AUD 5.18 billion bathroom products market.
Demand is driven by home renovation activity, accessibility and inclusive-design requirements, sustainability preferences, and a shift
toward organised, space-saving storage in smaller dwellings. The category is import-dependent, with China the dominant source,
and retail is concentrated through Bunnings, Mitre 10 and specialist plumbing and bathroom retailers. Entry is viable for suppliers
offering differentiated, compliant, design-led products, but WaterMark and Australian Standards compliance add cost and lead time.
Pricing spans a wide band from value tension-pole caddies to premium designer collections, and margin pressure is moderate to
high in the mass retail channel.

Research: 7 October 2026 | Sources Back to decision 29/59
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Research detail

02 / The opportunity in plain English

Opportunity assessment - Solid Market The category
combines strong forecast growth (double-digit CAGR in
accessories) with clear, identifiable demand drivers in
renovation, accessibility and sustainability. However, import
dependence, compliance costs and entrenched retail
incumbents mean success requires a differentiated product
and channel strategy rather than a commodity play.

03 / Your one-minute decision brief

The figures below are planning estimates, not a quotation from
a supplier. Confirm assumptions and actual costs before
committing.

TEST Australia's bathroom accessories market is large and
growing, but the specific sub-niche (step stools, basin
caddies) has no reliable size data and faces low barriers to
entry, so a small test order is the only rational first move.

Research: 7 October 2026 | Sources

AUSTRALIA / BATHROOM ACCESSORIES

Reference appendix

03 / Your one-minute decision brief

Best customer - Australian independent hardware and
bathroom retailers (Mitre 10, Bunnings, specialty bathroom
stores) and online marketplaces (Amazon AU, eBay AU)
serving renters and ageing-in-place homeowners.

Best product - Non-slip, tool-free adhesive or tension-pole
shower caddy and a compact bathroom step stool (for children
or elderly) made from rust-resistant materials (aluminium or
treated plastic).

Best channel - Direct import via a customs broker and sell
wholesale to independent retailers or list on Amazon AU,
avoid large-format retailers initially due to listing fees and slow
payment terms.

Target retail price - AUD 29-49 for a caddy; AUD 39-69 for a
step stool

Back to decision 30/59
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03 / Your one-minute decision brief

Target landed cost - AUD 8-15 per unit (caddy); AUD 12-22
per unit (step stool)

Expected gross margin - 45-55% for wholesale; 60-70% for
direct-to-consumer online

Entry budget - AUD 15,000-25,000 (includes initial inventory,
freight, certification, and marketing)

Time to market - 3-4 months from order to first sale

Biggest obstacle - No reliable market size data for the specific
sub-niche and intense price competition from established
brands and low-cost imports.

Confidence in this call - Low

Research: 7 October 2026 | Sources

AUSTRALIA / BATHROOM ACCESSORIES

Reference appendix

04 / How attractive is the opportunity?
5/10

Market demand - Score: 6/10; Why: Australia's bathroom
accessories market is growing (CAGR ~11% per IMARC), but
no data for step stools or basin caddies specifically; demand is
inferred from broader trends.

Growth - Score: 7/10; Why: Bathroom accessories market
projected to grow at 10.9% CAGR to 2034 (IMARC), driven by
home improvement and ageing-in-place trends.

Competition - Score: 4/10; Why: Fragmented market with
many local and imported brands; low differentiation and price
pressure from Bunnings, Mitre 10, and online marketplaces.

Back to decision 31/59
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Research detail

04 / How attractive is the opportunity?

Regulatory difficulty - Score: 7/10; Why: No mandatory
certification for non-plumbing bathroom accessories; only
general product safety and labelling requirements apply.
WaterMark not required for caddies or step stools.

Margin potential - Score: 6/10; Why: Typical retail markups
allow 45-70% gross margin if sourced at low FOB costs, but
freight and import costs erode margins for bulky items.

Import complexity - Score: 5/10; Why: Straightforward
customs clearance with correct HS codes, but duty rates
(0-5%) and 10% GST apply; LCL shipments add cost and
time.

Local partner availability - Score: 7/10; Why: Many distributors
and wholesalers exist (e.g., Otti Australia, HDS Trading), but
finding the right partner for a niche product requires effort.

Research: 7 October 2026 | Sources
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04 / How attractive is the opportunity?

Speed to market - Score: 8/10; Why: No certification required
for non-electrical, non-plumbing accessories; can go from
order to shelf in 3-4 months.

Evidence confidence - Score: 3/10; Why: No specific market
size, import data, or buyer requirements for the target
products; most evidence is broad or from low-quality sources.;
The opportunity is plausible but unproven; a small test order
with low fixed costs is the only way to validate demand without
significant risk.

05/ How large is the wider market?

Market value (2025) - USD 540.02 million (bathroom
accessories segment, 2025); broader Australia bathroom
products market estimated at AUD 5.18 billion (2025)
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05/ How large is the wider market?

Growth rate - 10.92% CAGR (accessories, 2026-2034); 5.90%
CAGR (total bathroom products, 2026-2035)

Forecast (2034) - USD 1,373.00 million (accessories by 2034);
AUD 9.19 billion (total bathroom products by 2035)

Confidence - MEDIUM

Basis - Sourced from IMARC (accessories) and Expert Market
Research (total bathroom products); figures are third-party
estimates and vary between research houses. Allied Market
Research values the total market at USD 2,471.1 million in
2020 growing to USD 4,536.2 million by 2030 at 6.3% CAGR,
indicating source disagreement on absolute values.

Research: 7 October 2026 | Sources
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06 / What is creating demand?

1 Home renovation and aesthetic upgrade cycle High
Consumers are prioritising cohesive, design-led bathroom
environments, driving demand for coordinated accessory
collections, premium finishes and minimalist aesthetics.

2 Accessibility and inclusive design High AS 1428.1
compliance in commercial and accessible bathrooms, plus
ageing-in-place preferences, is expanding demand for grab
rails, shower stools and accessible accessories.

3 Sustainability and eco-friendly materials Medium Growing
environmental awareness is shifting demand toward
sustainable materials such as bamboo and recycled content,
and water-saving compatible accessories.
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06 / What is creating demand?

4 Space-saving storage in smaller dwellings Medium
Urbanisation and smaller apartments are increasing demand
for tension-pole caddies, adhesive-mounted organisers and
compact basin caddies that require no permanent fixtures.

07 / What is changing now?

1 Adhesive and tool-free mounting systems Accelerating
Brands such as Naleon are known for innovative adhesive
mounting, appealing to renters and those avoiding permanent
fixtures. Signal: Retailer merchandising at Mitre 10 highlights
tool-free installation as a key selling point.

2 Premium and designer accessory collections Steady
Coordinated collections in premium finishes are gaining share

as consumers treat accessories as design statements. Signal:

Retailers and wholesalers list premium bathroom accessory
ranges alongside standard options.
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07 / What is changing now?

3 Accessible and safety-oriented bathroom products
Accelerating Shower chairs, wall-mounted folding seats and
shower stools are increasingly specified for accessible
bathrooms. Signal: AS 1428.1 compliance guidance and
accessible bathroom design resources are widely published.

4 Eco-friendly and sustainable materials Steady Bamboo,
recycled and low-impact materials are appearing in basin and
accessory ranges. Signal: Australian brands such as ADP
offer bamboo basin products; sustainability is cited as a
market driver by IMARC.

08 / Seasonality

Bathroom storage example - A category reference, not the
proposed SKU, a supplier quote or a compliance finding.
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08 / Seasonality

Planning note - No direct seasonality evidence was found for
this category in Australia. Renovation activity and retail
promotions may cluster around spring and pre-Christmas
periods, but this is not confirmed by the provided sources.

09 / Who buys, and what matters to them?

Typical buyer - Homeowners and renovators, renters seeking
non-permanent storage solutions, and commercial/institutional
buyers specifying accessible bathrooms.

Demographics - Broad homeowner base across metropolitan
and regional Australia, with growing demand from older
Australians and people with mobility needs; also builders,
plumbers and facility managers.

Price sensitivity - Medium

Research: 7 October 2026 | Sources

AUSTRALIA / BATHROOM ACCESSORIES

Reference appendix

09 / Who buys, and what matters to them?

Sensitivity note - The standard price tier dominates the
broader bathroom products market due to high B2C demand,
but premium and luxury tiers are growing as consumers trade
up for design and durability.

What they value - Design and aesthetic coordination,
Durability and long-lasting value, Ease of installation (tool-free
options), Sustainability and eco-friendly materials, Safety and
accessibility

Where they buy - Large-format hardware retailers (Bunnings,
Mitre 10), Specialist bathroom and plumbing retailers, Online
marketplaces and wholesale e-commerce, Builder and trade
supply channels

Purchase drivers - Renovation and new-build projects, Need
for organised, space-saving storage, Accessibility and safety
requirements, Replacement of worn or outdated accessories
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10 / Where to sell first

Large-format hardware retail (Bunnings, Mitre 10) - Fit: Strong;
Margin: Retail margins typically 40-60% on accessories;
supplier wholesale margins lower.; Notes: Dominant route to
mass-market consumers; Mitre 10 stocks brands including
Naleon, Thermogroup and Supertex. Approach category
buyers with a differentiated, compliant product range and
demonstrated sell-through data from comparable markets.

Specialist bathroom and plumbing wholesalers - Fit: Strong;
Margin: Wholesale margins vary; trade pricing typically
20-40% below RRP.; Notes: Wholesalers such as Otti
Australia and Bathroom Superstore serve trade and retail
customers with vanities, basins and accessories. Establish
trade terms and provide product training and merchandising
support to wholesale partners.
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10 / Where to sell first

Online marketplaces and e-commerce - Fit: Moderate; Margin:
Online margins can be thinner due to price competition and
shipping costs.; Notes: Platforms such as Lasoo aggregate
bath caddy deals; online wholesale sites serve B2B buyers.
List on established marketplaces and build a
direct-to-consumer or B2B e-commerce presence with strong
imagery and reviews.

Commercial and project supply - Fit: Moderate; Margin:
Project margins depend on tender competition; compliance
documentation is essential.; Notes: Commercial bathrooms
must comply with AS 1428.1, creating specification-driven
demand for accessible accessories. Engage architects, facility
managers and builders with compliant, certified product
ranges and specification support.
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11 / Who you compete with - and how to stand out

ADP - Position: Sydney-based family-run bathroom products
business serving Australian families for over 21 years.;
Strength: Established brand recognition, broad product range
including vanity units and bamboo basins.

Naleon - Position: Australian brand known for innovative
adhesive mounting systems in bathroom accessories.;
Strength: Differentiated tool-free installation technology
appealing to renters and DIY consumers.

Thermogroup - Position: Premium bathroom accessories
brand stocked by major retailers.; Strength: Premium
positioning and retail distribution through Mitre 10.

China - Low-cost manufacturing at scale; dominant source for
imported bathroom fittings and accessories.

Research: 7 October 2026 | Sources
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11 / Who you compete with - and how to stand out

Australia - Local brands with established retail relationships,
compliance knowledge and faster lead times.

Other Asian manufacturers - Competitive pricing and growing
capability in design-led bathroom accessories.

Your possible point of difference - A differentiated product
range combining design-led aesthetics, tool-free installation
and verified compliance documentation can stand out in a
market where mass retail is dominated by value and premium
incumbents.

WaterMark certification for plumbing-related products -
Severity: High; How to overcome: Budget AUD
15,000-50,000+ for first-year certification of a tapware-style
product line and engage an accredited certification body early.
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11 / Who you compete with - and how to stand out

Entrenched retail relationships - Severity: Medium; How to
overcome: Target specialist wholesalers and online channels
first, building sell-through evidence before approaching mass
retail.

Price competition from low-cost imports - Severity: Medium;
How to overcome: Compete on design, compliance,
packaging and service rather than price alone; target premium
and mid-tier segments.

Possible gaps to test with buyers - Limited evidence of
coordinated accessible-design accessory collections that are
both compliant and aesthetically premium.; Underserved
rental and small-apartment segment for non-permanent,
space-saving storage.; Opportunity for eco-friendly materials
beyond bamboo, such as recycled plastics and sustainable
composites.
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12 | Price positioning and margin pressure

The figures below are planning estimates, not a quotation from
a supplier. Confirm assumptions and actual costs before
committing.

Retail price range - Wide band from value tension-pole and
adhesive caddies to premium designer collections; specific
caddy price points were not disclosed in the evidence.

Wholesale expectation - Trade and wholesale pricing typically
20-40% below recommended retail, based on general retail
practice; not directly evidenced for this category.

Landed cost target - Not directly evidenced; importers should
target landed cost at 25-35% of RRP to allow for retail margin,
duties and freight.

Margin pressure - Medium
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12 | Price positioning and margin pressure

Notes - Allied Market Research provides average prices for
related bathroom products: faucets USD 60-75, showers USD
170-210, soap dispensers USD 80-100, and basins/bathtubs
USD 170-190. These are not direct caddy or step stool prices
but indicate the broader price architecture.

Standard - Range: AUD 20-80 (indicative for accessories and

caddies); Note: Standard tier dominates the broader bathroom
products market due to high B2C demand; exact caddy prices
not disclosed in evidence.

Premium - Range: AUD 80-200 (indicative); Note: Premium
finishes and coordinated collections command higher prices;
supported by consumer preference for quality and long-lasting
value.
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12 | Price positioning and margin pressure

Luxury - Range: AUD 200+ (indicative); Note: Luxury tier
exists in the broader bathroom products market; specific
accessory price points not evidenced.

13 / Documents and approvals to check

Confirm the exact model - The requirements below are issues
identified in the research, not a completed legal assessment
or approval. Check current rules, product classification and
exact-model documents with the destination authority or a
qualified adviser.; The following preserves the source report's
regulatory analysis, which has not been independently
validated for this exact product. Requirements depend on
classification, intended use and current rules. Confirm
applicability with the destination authority or a qualified
adviser.
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13 / Documents and approvals to check

AS 1428.1 - Design for access and mobility - Status:
Mandatory; Authority: Standards Australia; Detail: Applies to
accessible bathrooms in commercial and public facilities,
affecting grab rails, basin heights, toilet roll holders and
accessory placement.

AS 3740 - Waterproofing of wet areas in residential buildings -
Status: Mandatory; Authority: Standards Australia; Detail:
Defines waterproofing requirements for showers, basins and
wet areas; relevant to installation of bathroom accessories in
wet zones.

WaterMark certification - Status: Mandatory; Authority:
Australian Building Codes Board (ABCB); Detail: Required for
plumbing and drainage products; first-year certification for a
typical tapware product line can range from AUD 15,000 to
50,000+.
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13 / Documents and approvals to check

RCM (Regulatory Compliance Mark) - Status: Mandatory;
Authority: ACMA and state electrical regulators; Detail: Applies
to electrical products; relevant if accessories incorporate
electrical components such as motion-sensor soap
dispensers.

14 | Getting the product into the market

Confirm the exact model - The requirements below are issues
identified in the research, not a completed legal assessment
or approval. Check current rules, product classification and
exact-model documents with the destination authority or a
qualified adviser.

Estimated tariff - Duty rates vary by HS classification; the
difference between classifications can mean 0% or 10% duty.
Specific rates for bathroom accessories and caddies were not
disclosed in the evidence.
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14 | Getting the product into the market

Suggested HS code - Likely classifications include 3924.90
(plastic household articles) for plastic caddies and step stools,
7323.99 (iron or steel household articles) for metal caddies,
and 7615.20 (aluminium sanitary ware) depending on
material. Importers must verify classification with the ABF.

Trade agreements - China-Australia Free Trade Agreement
(ChAFTA) - may reduce or eliminate duties on Chinese-origin
goods, subject to rules of origin.

Typical lead time - Sea freight from China to Australia: 25-35
days plus 3-7 days customs clearance.

Top source countries - China
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14 | Getting the product into the market

Shipping notes - FCL is recommended for volumes over 15
CBM; LCL is suitable for smaller shipments. Major Australian
ports include Sydney, Melbourne, Brisbane and Fremantle.
Incorrect HS codes can result in incorrect tariffs, delays,
seizure or destruction of goods.

15 / What your buyers will expect

Compliance with Australian Standards and certification
Commercial buyers and specifiers require AS 1428.1 and
WaterMark compliance; non-compliant products risk rejection
and liability. - Must-have

Durability and corrosion resistance Stainless steel and
corrosion-resistant materials are preferred for wet
environments; consumers seek long-lasting value. -
Must-have

Back to decision 41 /59



ChinaConnect247

Research detail

15 / What your buyers will expect

Design coordination and aesthetic appeal Consumers
increasingly seek coordinated collections and premium
finishes to create cohesive bathroom environments. - Nice to
have

Easy, tool-free installation Adhesive and tension-pole options
are valued by renters and DIY consumers who cannot make
permanent fixtures. - Nice to have

16 / What could undermine the plan?

1 Compliance and certification costs and delays High Budget
for WaterMark and RCM certification early; engage accredited
testing bodies and allow sufficient lead time before launch.

2 Customs classification errors leading to duty underpayment
or penalties Medium Obtain a binding tariff classification ruling
from the ABF and use a licensed customs broker.
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16 / What could undermine the plan?

3 Intense price competition from low-cost imports Medium
Differentiate on design, compliance, packaging and service;
target premium and mid-tier segments rather than pure
commodity.

4 Freight cost volatility and supply chain disruption Medium
Diversify suppliers, negotiate flexible freight terms and
maintain buffer inventory for peak periods.

17 | Where you could build an advantage

1 Accessible-design accessory collections AS 1428.1
compliance creates specification-driven demand in
commercial and aged-care facilities. How to capture: Develop
a certified range of grab rails, shower stools and accessible
caddies with full compliance documentation.
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17 | Where you could build an advantage

2 Rental and small-apartment storage solutions Tool-free,
adhesive and tension-pole products appeal to renters and
urban dwellers in smaller dwellings. How to capture: Launch a
space-saving caddy range with strong installation instructions
and renter-friendly messaging.

3 Eco-friendly material innovation Sustainability is a stated
market driver, and bamboo and recycled materials are gaining
traction. How to capture: Source or develop accessories using
recycled plastics, bamboo or sustainable composites and
certify environmental claims.

4 Premium coordinated collections Consumers are trading up
for design-led, cohesive bathroom environments. How to
capture: Offer matching accessory sets in premium finishes
with consistent design language across caddies, dispensers
and organisers.

Research: 7 October 2026 | Sources

AUSTRALIA / BATHROOM ACCESSORIES

Reference appendix

18 / A practical route into the market

Recommended approach - Enter through specialist bathroom
wholesalers and online channels with a differentiated,
compliant product range, then expand into mass retail once
sell-through is proven.

Timeline - 6-12 months from initial sourcing to first retail
placement, allowing 3-6 months for certification and 1-2
months for shipping and customs.

Estimated investment - AUD 50,000-150,000+ depending on
certification scope, initial inventory volume and channel entry
costs; WaterMark certification alone may account for AUD
15,000-50,000+.
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18 / A practical route into the market

First steps - Verify HS classification and applicable duty rates
with the ABF or a licensed customs broker.; Identify and
engage a WaterMark-accredited certification body for any
plumbing-related products.; Source and sample a
differentiated range covering accessible, space-saving and
eco-friendly segments.; Approach specialist wholesalers such
as Otti Australia and online marketplaces with trade terms and
merchandising support.

19 / Make your supplier meetings count

Target Australian hardware and bathroom trade shows to
meet retail and wholesale buyers directly. - Face-to-face
meetings are the primary route to establishing retail
relationships in a market dominated by a few large buyers.
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19 / Make your supplier meetings count

Bring compliance documentation and certification evidence to
every meeting. - Australian buyers prioritise AS 1428.1 and
WaterMark compliance and will not progress without it.

Showcase tool-free and accessible product demonstrations. -
Demonstrating ease of installation and accessibility features
differentiates products in a crowded market.

20 / Your next actions

Do now Confirm HS classification and duty rates for caddies,
step stools and accessories with the ABF or a customs broker.
Owner: Importer / customs broker

This week Engage a WaterMark-accredited certification body
and scope certification requirements for the target product
range. Owner: Compliance manager
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20 / Your next actions

This month Request quotes from at least three freight
forwarders for FCL and LCL routes from China to Australian
ports. Owner: Logistics manager

This month Prepare a differentiated product range and
approach specialist wholesalers and online channels with
trade terms. Owner: Business development / sales

21/ The points that matter most

1 Australia's bathroom accessories segment is valued at
approximately USD 540 million in 2025 and is forecast to grow
at a double-digit CAGR to USD 1.37 billion by 2034.

2 The broader bathroom products market is estimated at AUD
5.18 billion in 2025, growing at 5.90% CAGR to AUD 9.19
billion by 2035, with bathroom accessories leading by type.
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21 / The points that matter most
3 Demand is driven by renovation activity, accessibility

requirements, sustainability preferences and space-saving
storage needs in smaller dwellings.

4 The market is import-dependent, with China the dominant
source, and retail is concentrated through Bunnings, Mitre 10
and specialist wholesalers.

5 Compliance with AS 1428.1, AS 3740 and WaterMark
certification is essential, with first-year certification costs
potentially reaching AUD 15,000-50,000+.

22 | The full unit-cost breakdown

The figures below are planning estimates, not a quotation from
a supplier. Confirm assumptions and actual costs before
committing.
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22 | The full unit-cost breakdown

Currency: AUD. Per unit: one shower caddy (typical size 60cm
x 25cm x 10cm, 0.8kg).

FOB China price - Best: 4.00; Base: 6.00; Worst: 9.00; Note:
Assumed based on typical Alibaba quotes for similar
plastic/metal caddies; no direct evidence.

Freight (LCL, per unit) - Best: 1.50; Base: 2.50; Worst: 4.00;
Note: Based on LCL rates from China to Australia; assumes 1
CBM holds ~200 units.

Insurance (0.5% of FOB) - Best: 0.02; Base: 0.03; Worst:
0.05; Note: Typical marine insurance rate.

Customs duty (5% of CIF) - Best: 0.28; Base: 0.43; Worst:
0.65; Note: Assumed 5% duty for HS 8302.50 or 3924.90;
actual rate may be 0% or 5% depending on classification.
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22 | The full unit-cost breakdown

GST (10% of CIF + duty) - Best: 0.58; Base: 0.90; Worst:
1.37; Note: GST is recoverable if registered for GST, but
included for cash flow.

Customs brokerage & clearance - Best: 0.50; Base: 1.00;
Worst: 1.50; Note: Per shipment cost spread over units;
assumes 500 units per shipment.

Port charges & delivery to warehouse - Best: 0.80; Base: 1.20;
Worst: 2.00; Note: Includes terminal handling, wharf cartage,
and local delivery.

Warehousing & handling (per unit) - Best: 0.50; Base: 0.80;
Worst: 1.20; Note: Assumes 3 months storage and pick/pack.

Estimated delivered cost - base case - 13.86
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22 | The full unit-cost breakdown
Distributor sale price - Planning estimate: 22.00

Retail price - Planning estimate: 39.00
Distributor margin - Planning estimate: 37%
Importer gross margin - Planning estimate: 37%

Contribution per unit - Planning estimate: 8.14
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22 | The full unit-cost breakdown

Assumptions behind these figures - FOB price is an estimate;
no supplier quotes obtained.; Freight rates are volatile; LCL
used for initial test order.; Duty rate assumed 5%; may be 0%
if classified under a different HS code.; GST is recoverable if
the importer is GST-registered; treated as a cost here for
conservatism.; No certification costs included as product is not
electrical or plumbing.; Exchange rate assumed 1 USD = 1.50
AUD.

23 | Cash required and the route to payback

Cash needed is not the same as break-even - Inventory and
working capital are cash requirements, not all fixed costs.
These provisional payback figures compare launch cash with
unit contribution; rebuild a formal break-even model with fixed
costs, variable costs, stock turnover, channel fees and tax
treatment before investing.
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23 | Cash required and the route to payback

Avoid counting shipment costs twice - The inventory budget is
500 x AUD 13.86, which already uses a landed-cost figure
including freight and clearance. The additional AUD 3,000
freight/customs line may overlap. Reconcile actual bills and
the unexplained AUD 1 unit-cost gap before using the AUD
13,430 total or payback volume.

Initial inventory - Budget: AUD 6,930 for 500 units
Freight and customs - Budget: AUD 3,000 for 500 units
Business registration and GST - Budget: AUD 500
Website and marketing - Budget: AUD 2,000

Samples and supplier communication - Budget: AUD 1,000
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23 | Cash required and the route to payback
Total initial cash requirement - Planning total: AUD 13,430

Unit contribution - Planning estimate: AUD 8.14
Indicative payback volume - Research calculation: 1,650 units
Monthly sales - Assumption: 200 units

Indicative payback time - Research calculation: 8.3; the table
does not state a unit. At 200 units per month, 1,650 units imply
8.25 months before ramp-up and ongoing costs.

Assumptions - Selling price to distributor is AUD 22; retail is
AUD 39.; Contribution per unit is based on base landed cost
and distributor sale price.; Monthly sales of 200 units assumed
for a small importer with limited marketing.; No ongoing
overhead costs included beyond setup.
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24 | The product brief to send a supplier

Source this Source a rust-resistant, tool-free shower caddy
with strong adhesive or tension-pole mounting, and a non-slip
step stool with 150kg load capacity, targeting AUD 39-49
retail.

Material - Requirement: Aluminium or ABS plastic with
rust-resistant coating; Why it matters: Bathroom humidity
causes corrosion; durability is key for consumer satisfaction.

Mounting - Requirement: Adhesive strips (no drilling) or
tension pole; Why it matters: Renters and apartment dwellers
prefer damage-free installation.

Load capacity - Requirement: At least 5kg for caddy; 150kg for
step stool; Why it matters: Safety and sturdiness are primary
purchase drivers.
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24 | The product brief to send a supplier

Non-slip features - Requirement: Rubber grips on step stool;
drainage holes on caddy; Why it matters: Prevents slips and
water pooling, reducing mould.

Dimensions - Requirement: Caddy: 60cm x 25cm x 10cm;
Step stool: 40cm x 30cm x 15cm; Why it matters: Fits
standard shower recesses and bathroom spaces.

Packaging - Requirement: Retail-ready box with clear
instructions and Australian compliance mark (if applicable);
Why it matters: Required for retail shelf presence; RCM not
needed for non-electrical.

Colour options - Requirement: White, chrome, matte black;
Why it matters: Matches popular bathroom aesthetics in
Australia.
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24 | The product brief to send a supplier

Warranty - Requirement: 12-month replacement warranty;
Why it matters: Builds consumer confidence and meets
Australian Consumer Law expectations.

Target FOB price - Requirement: USD 4-6 per unit
Target MOQ - Requirement: 500-1,000 units per SKU

Deal breakers - No adhesive or tension mounting option;
Material prone to rust within 6 months; Load capacity below
100kg for step stool; No retail packaging or instructions
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25 | Ask these questions before paying

Can you provide test reports for rust resistance and load
capacity? - Why ask: Ensures product durability and safety,
reducing returns and liability.; Example of a strong answer -
not verified: Yes, we have third-party test reports from SGS or
TUV for salt spray and static load.

What is your experience exporting to Australia? - Why ask:
Familiarity with Australian standards and logistics reduces
risk.; Example of a strong answer - not verified: We have
exported to Australia for 3+ years and can provide references.

Can you customise packaging with our branding? - Why ask:
Retail-ready packaging is essential for shelf placement.;
Example of a strong answer - not verified: Yes, we offer
custom packaging with MOQ 1,000 units.
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25 | Ask these questions before paying

What is your production lead time for 500 units? - Why ask:
Affects time to market and inventory planning.; Example of a
strong answer - not verified: 30-45 days after deposit.

Do you offer FOB or CIF pricing? - Why ask: Determines
control over freight and insurance.; Example of a strong
answer - not verified: We can quote both; FOB preferred for
flexibility.

What are your payment terms? - Why ask: Impacts cash flow
and risk.; Example of a strong answer - not verified: 30%
deposit, 70% against B/L copy.

Can you supply spare parts (e.g., adhesive strips, rubber
grips)? - Why ask: Supports warranty claims and customer
service.; Example of a strong answer - not verified: Yes, we
can include spare parts at low cost.
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25 | Ask these questions before paying

Are you willing to sign an exclusive distribution agreement for
Australia? - Why ask: Protects your market from competing
importers.; Example of a strong answer - not verified: Yes, for
a minimum annual order quantity.

26 / Potential channels and contacts to investigate

These are prospects or comparison companies named in the
source report, not confirmed partners, authorised distributors
or endorsements. Verify their current scope before contacting
them.

Bunnings www.bunnings.com.au - Type: Large-format
hardware retailer; Why they fit: Dominant home improvement
retailer with nationwide reach; sells bathroom accessories.;
Who to ask for: Category Buyer - Bathroom; Priority: A
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26 / Potential channels and contacts to investigate

Mitre 10 www.mitre10.com.au - Type: Hardware retailer
cooperative; Why they fit: Sells shower caddies and bathroom
accessories; sources from local and imported brands.; Who to
ask for: Merchandise Manager - Bathroom; Priority: A

Otti Australia www.ottiaustralia.com.au - Type: Bathroom
products wholesaler; Why they fit: Supplies vanities, basins,
and accessories to trade and retail; could distribute caddies.;
Who to ask for: Procurement Manager; Priority: B

Bathroom Superstore www.bathroomsuperstore.com.au -
Type: Bathroom products retailer; Why they fit: Online and
physical store selling bathroom accessories; open to new
suppliers.; Who to ask for: Buyer; Priority: B

Research: 7 October 2026 | Sources
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26 / Potential channels and contacts to investigate

ADP www.adp.net.au - Type: Bathroom products distributor;
Why they fit: Family-run distributor of bathroom furniture and
accessories; could add caddies to range.; Who to ask for:
Product Manager; Priority: C

Thermogroup www.thermogroup.com.au - Type: Bathroom
accessories brand; Why they fit: Australian brand of premium
bathroom accessories; potential partner for sourcing.; Who to
ask for: Sourcing Manager; Priority: C

27 | Which customer segments fit best?

Renters in apartments - Their need: Damage-free storage
solutions for small bathrooms; Fit: Excellent; Price sensitivity:
Medium; Sales difficulty: Low
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27 | Which customer segments fit best?

Ageing population (65+) - Their need: Safety and accessibility
aids like step stools and grab rails; Fit: Strong; Price
sensitivity: Low; Sales difficulty: Medium

Families with young children - Their need: Step stools for toilet
training and reaching basins; Fit: Strong; Price sensitivity:
Medium; Sales difficulty: Low

Home renovators - Their need: Stylish, coordinated bathroom
accessories; Fit: Moderate; Price sensitivity: High; Sales
difficulty: Medium

Commercial facilities (hotels, offices) - Their need: Durable,
compliant bathroom accessories; Fit: Weak; Price sensitivity:
Low; Sales difficulty: High
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28 | When this opportunity may not suit you

Importers seeking high-volume, low-margin commodity
products - The niche is too small for container-load volumes;
margins are thin at low price points.

Businesses without existing retail or distribution networks -
Finding buyers for unbranded accessories is difficult;
established brands dominate shelf space.

Those expecting rapid scalability - Market adoption is slow; no
evidence of explosive demand for these specific products.

Importers unwilling to handle small LCL shipments - Initial test
volumes are too small for FCL; LCL adds cost and complexity.
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29 /| What to confirm before placing an order

Actual demand for step stools and basin caddies in Australia
How: Run a small Amazon AU or eBay AU test listing with
pre-orders or a limited inventory drop. Why: Determines if
there is sufficient demand to justify larger orders.

Competitor pricing and features How: Mystery shop Bunnings,
Mitre 10, and online marketplaces; document prices,
materials, and mounting types. Why: Informs product
positioning and pricing strategy.

Import duty and HS classification How: Obtain a customs
ruling from the Australian Border Force for the specific
product. Why: Duty rate directly affects landed cost and
profitability.

Supplier reliability and quality How: Order samples from 3-5
suppliers; test for durability and compliance. Why: Poor quality
leads to returns and reputational damage.
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29 /| What to confirm before placing an order

Willingness of retailers to stock unbranded products How:
Pitch to 5 independent retailers and 2 online marketplaces;
gauge interest. Why: Distribution is critical for sales volume.

30 / Evidence, assumptions and unanswered questions

Statements supported in the research - exact applicability still
needs checking - Australia has a large and growing bathroom
products market.; Major retailers include Bunnings and Mitre
10.; No specific certification required for non-plumbing
bathroom accessories.

Working assumptions - not yet confirmed - Demand for step

stools is driven by ageing population and families with young
children.; Price competition is intense from low-cost imports.;
Online sales channels are growing.
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30 / Evidence, assumptions and unanswered questions

Questions still unanswered - Actual market size for step stools
and basin caddies.; Import volumes and key suppliers for
these specific products.; Consumer willingness to pay
premium for design or sustainability.

Evidence to obtain before a commitment - HS codes and duty
rates for step stools and caddies.; Whether any Australian
standards apply to step stools (e.g., AS 4685 for playground
equipment? unlikely).; Payment terms and MOQs from
suppliers.

31 / Evidence quality

A government or regulator - B industry body - C research firm
- D trade observation - E estimate or inference

Research: 7 October 2026 | Sources
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31 / Evidence quality

Overall evidence grade: D Most evidence is from market
research firms with broad categories; no specific data for the
target products. Import and regulation evidence is generic.

Australia bathroom accessories market is USD 540 million in
2025, growing at 10.9% CAGR to 2034. - Grade: C; Basis:
IMARC Group report, a commercial research firm.

Australia bathroom products market is AUD 5.18 billion in
2025, growing at 5.9% CAGR to 2035. - Grade: C; Basis:
Expert Market Research report.

No mandatory certification for non-electrical bathroom
accessories like caddies and step stools. - Grade: D; Basis:
Inference from absence of regulatory requirements in
evidence; general knowledge of Australian product safety.
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31 / Evidence quality

LCL freight from China to Australia costs approximately USD
1,800-3,500 per 20ft container. - Grade: D; Basis:
FreightAmigo blog, a freight marketplace; rates are indicative.

WaterMark certification is required for plumbing products but
not for bathroom accessories. - Grade: B; Basis: Alibaba seller
guide and general industry knowledge; WaterMark is for
plumbing and drainage products.

Bunnings and Mitre 10 are major retailers of bathroom
accessories in Australia. - Grade: A; Basis: Company websites
and public knowledge.

Australian consumers are increasingly interested in
sustainable and accessible bathroom products. - Grade: C;
Basis: IMARC and Expert Market Research reports.
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32/ Your first 90 days
0-30 days Market validation and supplier sourcing

Research competitors on Bunnings, Mitre 10, and Amazon
AU; document prices, materials, and features.

Identify 5-10 potential suppliers on Alibaba or Global Sources;
request quotes and samples.

Order samples from top 3 suppliers; test for quality and
durability.

Obtain HS code classification and duty rates from a customs
broker.

Set up a simple e-commerce test page or Amazon AU listing
to gauge interest.
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32/ Your first 90 days 32/ Your first 90 days
31-60 days Supplier selection and initial order Receive inventory and inspect for quality.
Negotiate pricing, MOQ, and payment terms with chosen Launch online listings and run small ad campaigns.
supplier.
Pitch to independent retailers and distributors (e.g., Otti
Place a small test order (500 units) with custom packaging if Australia, Bathroom Superstore).
possible.

Collect customer feedback and monitor sales.
Arrange LCL freight and customs clearance through a broker.

Decide on reorder or exit based on sales data.
Set up business registration and GST if not already done.

Go / No-Go trigger Achieve at least 100 units sold within 60
Develop marketing materials and list products on online days of launch with a gross margin above 40%, or secure a
marketplaces. purchase order from a retailer for 500+ units.

61-90 days Launch and sales outreach
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33 / Other markets worth comparing

New Zealand - Why consider it: Similar market demographics
and regulations; smaller but easier to enter.; Versus this
market: Easier

Canada - Why consider it: Large ageing population and home
improvement market; similar import processes.; Versus this
market: Similar

United Kingdom - Why consider it: High demand for bathroom
accessories; but strong local competition and import
complexity post-Brexit.; Versus this market: Harder

United States - Why consider it: Huge market but highly
competitive and complex regulatory environment.; Versus this
market: Harder
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34 | Research references and useful links

Australia Bathroom Accessories Market Size & Share 2034 -
IMARC Group - www.imarcgroup.com

Australia Bathroom Products Market Forecast | 2035 - Expert
Market Research - www.expertmarketresearch.com.au

Australia Bathroom Products Market to Reach $4,536.2 Million
by 2030 - Allied Market Research -
www.alliedmarketresearch.com

Australia Bathroom Fittings Market Size, Growth & Forecast
2032 - Credence Research - www.credenceresearch.com

Australia Bathroom And Toilet Assist Devices Market Outlook,
2033 - Grand View Research - www.grandviewresearch.com
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34 | Research references and useful links

Shower Caddies | Buy Online & In-Store - Mitre 10 -
www.mitre10.com.au

AS1428.1 Compliance Guide | Accessible Bathroom
Standards Australia - Profacility Solutions -
profacilitysolutions.com.au

WaterMark Certification for New Zealand Plumbing Products -
Alibaba Seller Blog - seller.alibaba.com

20ft & 40ft Container Shipping Costs from China to Australia
(2025) - Tonlexing - www.tonlexing.com

China to Australia Container Shipping Cost | Guide -
FreightAmigo - www.freightamigo.com
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34 | Research references and useful links

Use this research responsibly - This report is compiled from
third-party sources and is provided for general informational
purposes only. Market size and growth figures are estimates
from research houses and may vary. Regulatory and tariff
information is subject to change; readers should verify all
compliance, classification and duty matters with the relevant
authorities and qualified advisers before making business
decisions.
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