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“Though air care products enjoy a relatively high incidence
of use, category sales have fluctuated in recent years and
were flat during 2013-14. Consumers approach shopping

the category with a cost-savings mindset and this has kept
growth tempered. Continued integration of added
functional benefits as well as new product innovations will
be needed to reinvigorate air care sales.”

- Gabriela Elani, Home & Personal Care Analyst

This report looks at the following areas:

BUY THIS
= Reinvigorate candle sales REPORT NOW

= Expand the current market with new products and functional benefits
= Better engage male consumers

Total US air care sales in 2014 have increased from sales observed in 2009. Air care sales during store. minte| .Ccom
2013-14 were flat and Mintel expects this trend to persist in the coming years. Though air care
products enjoy a high incidence of use, it's a discretionary category and consumers take a cost-savings

approach when shopping for these products which will keep growth tempered in the next few years. CALL

Brands will need to continue integrating new functional benefits into products or expand the category EMEA

with new types of product offerings for the market to resume steady sales growth. +44 (O) 20 7606 4533
This report builds on the analysis presented in Mintel’s Air Fresheners — US, September 2013 , as well

as previous reports with this same title in September 2012, November 2011, November 2010, Brazil

December 2009, December 2008, December 2007, December 2006, and September 2003. In addition, 0800 095 9094

the report builds on analysis presented in Mintel’s Candles — US, August 2013 , as well as previous
reports with this same title in August 2012, August 2011, August 2010, August 2009, February 2008,
February 2007, February 2006, February 2005, and January 2003. Americas
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This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Aerosols and scented candles most popular air care products
Figure 40: Air care product usage, May 2014

Women more invested in air care category
Figure 41: Air care product usage, by gender and age, May 2014

Usage of air care products is high across household income levels
Figure 42: Air care product usage, by household income, May 2014

Households with children use more air care product forms
Figure 43: Air care product usage, by parents with children in household, May 2014
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Figure 50: Preferred air care product scents, by gender and age, May 2014

New Product Opportunities

Key points
Consumers interested in products with added functional benefits
Figure 51: Interest in buying and willingness to pay more for new air care products and attributes, May 2014
Younger consumers have interest in number of new products
Figure 52: Any interest in new air care products and attributes, by gender and age, May 2014
Figure 53: Interest in and willingness to pay more for new air care products and attributes, by gender and age, May 2014
Parents with children aged 6-11 most willing to pay more for products with added benefits
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Consumers believe candles offer them positive emotional benefits
Figure 56: Attitudes concerning candles, May 2014

Women have strong positive associations around candles
Figure 57: Attitudes concerning candles, by gender and age, May 2014

Households with children key for brands with wax melt products
Figure 58: Attitudes concerning candles, by parent with children in household, May 2014

Race and Hispanic Origin
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Black and Hispanic consumers show high incidence of use of less popular air care formats
Figure 59: Air care product usage, by race/Hispanic origin, May 2014

Figure 60: Frequency of air freshener use, by race/Hispanic origin, November 2012-December 2013

Black and Hispanic consumers stick with top air care brands
Figure 61: Brands of air fresheners used, by race/Hispanic origin, November 2012-December 2013

Scent and price main focus for Black and Hispanic consumers
Figure 62: Top air care product attributes for scented candles, by race/Hispanic origin, May 2014
Figure 63: Top air care product attributes for air fresheners, by race/Hispanic origin, May 2014

Black consumers prefer a wide range of scents
Figure 64: Preferred air care product scents, by race/Hispanic origin, May 2014

Hispanic and Black consumers could be early adopters of new air care products
Figure 65: Any interest in new air care products and attributes, by race/Hispanic origin, May 2014

Figure 66: Interest in and willingness to pay more for new air care products and attributes, by race/Hispanic origin, May 2014

Appendix — Other Market Tables

Segment performance
Figure 67: Total US retail sales of air care products, by segment, at current prices, 2012-14

Retail channels
Figure 68: Total US retail sales of air care products, by channel, at current prices, 2012-14

Appendix — Other Useful Consumer Tables

Product usage
Figure 69: Air care product usage, by household size, May 2014

Brand usage
Figure 70: Brands of air fresheners used, by age, November 2012-December 2013

Attitudes concerning air fresheners
Figure 71: Air care usage behaviors, by gender and age, May 2014
Figure 72: Air care usage behaviors, by household income, May 2014
Figure 73: Air care usage behaviors, by race/Hispanic origin, May 2014
Figure 74: Air care usage behaviors, by household size, May 2014

Figure 75: Air care usage behaviors, by parents with children in household, May 2014

Scent preferences
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Figure 76: Preferred air care product scents, by household income, May 2014

Figure 77: Preferred air care product scents, by air care product usage, May 2014

Figure 78: Preferred air care product scents, by air care product usage, May 2014 (continued)
New product opportunities

Figure 79: Any interest in new air care products and attributes, by household income, May 2014

Figure 80: Any interest in new air care products and attributes, by household size, May 2014
Attitudes concerning candles

Figure 81: Attitudes concerning candles, by household income, May 2014

Figure 82: Attitudes concerning candles, by race/Hispanic origin, May 2014

Figure 83: Attitudes concerning candles, by household size, May 2014

Race and Hispanic origin
Figure 84: Frequency of air freshener use, by race/Hispanic origin, November 2012-December 2013

Appendix — Social Media Tables

Brand analysis
Figure 85: Key social media indicators of selected air care brands, July 2014
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Figure 95: Activities done, May 2014
Figure 96: Febreze — Activities done — | have looked up/talked about this brand online on social media, by demographics, May 2014
Figure 97: Febreze — Activities done — | have contacted/interacted with the brand online on social media to, by demographics, May
Ei%lu?e 98: Febreze — Activities done — | follow/like the brand on social media because, by demographics, May 2014
Figure 99: Febreze — Activities done — | have researched the brand on social media to, by demographics, May 2014
Figure 100: Glade — Activities done — | have looked up/talked about this brand online on social media, by demographics, May 2014
Figure 101: Glade — Activities done — | have contacted/interacted with the brand online on social media to, by demographics, May
Eiogjtﬁe 102: Glade — Activities done — | follow/like the brand on social media because, by demographics, May 2014
Figure 103: Glade — Activities done — | have researched the brand on social media to, by demographics, May 2014
Figure 104: Air wick — Activities done — | have looked up/talked about this brand online on social media, by demographics, May 2014
Figure 105: Air wick — Activities done — | have contacted/interacted with the brand online on social media to, by demographics, May

2014
Figure 106: Air wick — Activities done — | follow/like the brand on social media because, by demographics, May 2014
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Figure 107: Air wick — Activities done — | have researched the brand on social media to, by demographics, May 2014
Figure 108: Renuzit — Activities done — | have looked up/talked about this brand online on social media, by demographics, May 2014

Figure 109: Renuzit — Activities done — | have contacted/interacted with the brand online on social media to, by demographics, May
2014
Figure 110: Renuzit — Activities done — | follow/like the brand on social media because, by demographics, May 2014

Figure 111: Renuzit — Activities done — | have researched the brand on social media to, by demographics, May 2014

Figure 112: The Yankee Candle Company — Activities done — | have looked up/talked about this brand online on social media, by
demographics, May 2014

Figure 113: The Yankee Candle Company — Activities done — | have contacted/interacted with the brand online on social media to, by
demographics, May 2014

Figure 114: The Yankee Candle Company — Activities done — | follow/like the brand on social media because, by demographics, May

2014

Figure 115: The Yankee Candle Company — Activities done — | have researched the brand on social media to, by demographics, May
2014

Figure 116: Bath & Body Works — Activities done — | have looked up/talked about this brand online on social media, by demographics,
May 2014

Figure 117: Bath & Body Works — Activities done — | have contacted/interacted with the brand online on social media to, by
demographics, May 2014
Figure 118: Bath & Body Works — Activities done — | follow/like the brand on social media because, by demographics, May 2014

Figure 119: Bath & Body Works — Activities done — | have researched the brand on social media to, by demographics, May 2014
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