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This report looks at the following areas:

= Sharing of household cleaning as a theme for a new campaign
= Understanding people’s general approach to cleaning the house
= Approach of people to different cleaning tasks around the home
= What it means to be clean in different rooms of the home

The household cleaning products market is worth £1.06 billion and caters for a wide range of cleaning
tasks in rooms throughout the home, including those that are done very regularly and those done by
the majority of people infrequently. In both hard surface cleaners and cleaning equipment a recent
focus has been seen on products that are quicker and easier to use for those with ever busier lives.

Pressure on time and a reluctance to spend too much spare time cleaning are barriers to more frequent
cleaning of the home and usage of cleaning products, but big variations also exist in the amount of
time different people spend cleaning the home during a typical week. On the whole, responsibility for
cleaning is not shared evenly between men and women, and older and younger members of
households, which has implications for product purchasing.

This report looks at how much time people spend cleaning the home, how cleaning responsibilities are
shared between households, general approaches to cleaning, how particular cleaning tasks are tackled,
signals for having cleaned enough in different rooms and attitudes towards home care. Insights gained
are then used to produce ideas for new products and campaigns, including those aimed at increasing
brand engagement and driving incremental sales of cleaning products.

DID YOU KNOW?

more holistic view of this market

“Focusing on not just highlighting the attributes of
cleaning products but also showing families doing the
cleaning together could help to inject more life into an

advertising campaign and at the same time increase
engagement with a cleaning brand.”
— Richard Caines, Senior Household Care Analyst
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Most people clean before the home gets too messy
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Other cleaning tasks only done when necessary

The Consumer — What it Means to be Clean

Key points
Number of strong signals for a clean kitchen
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Germ killing the top priority in the bathroom
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High importance attached to a clean home
Figure 30: Attitudes towards home care, April 2014
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Importance of a clean home to health
Rewarding people for their household cleaning efforts
Desire for convenience important for cleaning brands

Large proportion of consumers unsure about ingredients

The Consumer — Target Groups

Key points
Figure 32: Target groups for cleaning the house, April 2014

Product Focused (33%, equivalent to 17.2 million adults aged 16+)

Time spent and approach to cleaning
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Time spent and approach to cleaning

Demographic characteristics

Reluctant Cleaners (35%, equivalent to 18.3 million adults aged 16+)
Time spent and approach to cleaning

Demographic characteristics
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Figure 53: Approach to various cleaning tasks, April 2014
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Figure 60: Approach to cleaning task — Dusting items/furniture, by demographics, April 2014

Figure 61: Approach to cleaning task — Polishing furniture, by demographics, April 2014

Figure 62: Approach to cleaning task — Vacuuming fabrics/upholstery, by demographics, April 2014
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Figure 67: Signals for having cleaned enough in the kitchen, April 2014
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Figure 69: Signals for having cleaned enough in the bedroom, April 2014

Figure 70: Signals for having cleaned enough in the living room/family room, April 2014

Figure 71: ‘Things look tidy, organised’ — kitchen, by demographics, April 2014

Figure 72: ‘Things look tidy, organised’ — bathroom, by demographics, April 2014

Figure 73: ‘Things look tidy, organised’ — bedroom, by demographics, April 2014

Figure 74: ‘Things look tidy, organised’ — living room/family room, by demographics, April 2014
Figure 75: ‘Things smell clean’ — kitchen, by demographics, April 2014

Figure 76: ‘Things smell clean’ — bathroom, by demographics, April 2014

Figure 77: ‘Things smell clean’ — bedroom, by demographics, April 2014

Figure 78: ‘Things smell clean’ — living room/family room, by demographics, April 2014

Figure 79: ‘Surfaces are free of germs and bacteria’ — kitchen, by demographics, April 2014
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Figure 83: ‘Surfaces are smudge-free and shiny’ — kitchen, by demographics, April 2014

Figure 84: ‘Surfaces are smudge-free and shiny’ — bathroom, by demographics, April 2014

Figure 85: ‘Surfaces are smudge-free and shiny’ — bedroom, by demographics, April 2014

Figure 86: ‘Surfaces are smudge-free and shiny’ — living room/family room, by demographics, April 2014
Figure 87: ‘There’s no visible dirt or dust’ — kitchen, by demographics, April 2014

Figure 88: ‘There’s no visible dirt or dust’ — bathroom, by demographics, April 2014

Figure 89: ‘There’s no visible dirt or dust’ — bedroom, by demographics, April 2014

Figure 90: ‘There’s no visible dirt or dust’ — living room/family room, by demographics, April 2014
Figure 91: ‘There’s no visible grime’ — kitchen, by demographics, April 2014

Figure 92: ‘There’s no visible grime’ — bathroom, by demographics, April 2014

Figure 93: ‘There’s no visible grime’ — bedroom, by demographics, April 2014

Figure 94: ‘There’s no visible grime’ — living room/family room, by demographics, April 2014
Figure 95: ‘The hard-to-reach places are clean’ — kitchen, by demographics, April 2014

Figure 96: ‘The hard-to-reach places are clean’ — bathroom, by demographics, April 2014

Figure 97: ‘The hard-to-reach places are clean’ — bedroom, by demographics, April 2014
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Figure 98: ‘The hard-to-reach places are clean’ — living room/family room, by demographics, April 2014
Figure 99: ‘There’s a specific scent’ — kitchen, by demographics, April 2014

Figure 100: ‘There’s a specific scent’ — bathroom, by demographics, April 2014

Figure 101: ‘There’s a specific scent’ — bedroom, by demographics, April 2014

Figure 102: ‘There’s a specific scent’ — living room/family room, by demographics, April 2014

Figure 103: ‘Others take notice or comment’ — kitchen, by demographics, April 2014

Figure 104: ‘Others take notice or comment’ — bathroom, by demographics, April 2014

Figure 105: ‘Others take notice or comment’ — bedroom, by demographics, April 2014

Figure 106: ‘Others take notice or comment’ — living room/family room, by demographics, April 2014
Figure 107: ‘I've run out of time’ — kitchen, by demographics, April 2014

Figure 108: ‘I've run out of time’ — bathroom, by demographics, April 2014

Figure 109: ‘I've run out of time’ — bedroom, by demographics, April 2014

Figure 110: ‘I've run out of time’ — living room/family room, by demographics, April 2014

Figure 111: ‘I'm tired of cleaning’ — kitchen, by demographics, April 2014

Figure 112: ‘I'm tired of cleaning’ — bathroom, by demographics, April 2014

Figure 113: ‘I'm tired of cleaning’ — bedroom, by demographics, April 2014

Figure 114: ‘I'm tired of cleaning’ — living room/family room, by demographics, April 2014
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Figure 115: General home care attitudes, April 2014

Figure 116: Agreement with the statement ‘A clean and well-cared-for home leaves a positive impression on others’, by demographics,

April 2014

Figure 117: Agreement with the statement ‘Taking care of my home gives me a sense of accomplishment’, by demographics, April
2014

Figure 118: Agreement with the statement ‘It's important to take the time to be thorough in household chores’, by demographics, April
2014

Figure 119: Agreement with the statement ‘Maintaining a clean home is a good way to stay healthy’, by demographics, April 2014

Figure 120: Agreement with the statement ‘When you clean it is important to pay attention to unseen things such as germs and
alleraens’, by demoaraphics, April 2014

Figure 121: Agreement with the statement ‘In household chores, convenience is more important than perfection’, by demographics,
April 2014

Figure 122: Agreement with the statement ‘Household chores are thankless tasks’, by demographics, April 2014

Figure 123: Agreement with the statement ‘I tend to put off household chores as long as | can’, by demographics, April 2014

Figure 124: Agreement with the statement ‘I'm concerned that the ingredients in many cleaning products are unhealthy’, by
demographics, April 2014

Figure 125: Agreement with the statement ‘Natural cleaning products are healthier than conventional ones’, by demographics, April
2014

Figure 126: Agreement with the statement ‘It is important to make sure the household products you buy are as environmentally
friendly as possible’, by demographics, April 2014

Figure 127: Agreement with the statement ‘I'm concerned that the chemicals in some cleaning products can affect air quality in the
home’, by demoaraphics, April 2014

Figure 128: General home care attitudes, by time spent cleaning the house, April 2014

Figure 129: New product launch claims in hard surface care, toilet care and cleaning equipment, % of new launches, 2009-13

Appendix — The Consumer — Target Groups

Figure 130: Target groups, April 2014

Figure 131: Target groups, by demographics, April 2014

Figure 132: General home care attitudes, by target groups, April 2014
Figure 133: General home care attitudes, by target groups, April 2014
Figure 134: Time spent cleaning the house, by target groups, April 2014
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Figure 135: General household cleaning approach: statements, by target groups, April 2014

Figure 136: Approach to various cleaning tasks, by target groups, April 2014
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