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"In 2019, home laundry products are estimated to increase.
While the market enjoys strong penetration – as nearly all
consumers purchase laundry products – industry players

are challenged to generate meaningful sales growth due to
shoppers’ habitual approach to the category. Mintel

projects continued modest growth of laundry products
from 2019-24."

- Rebecca Cullen, Household Care Analyst

This report looks at the following areas:

• Substantial growth remains elusive for laundry products market
• Laundry shoppers are driven by brand and price
• Laundry detergent sales static compared to dynamic laundry care segment
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Figure 44: Laundry detergent important attributes, July 2019

Expand brand reach by incorporating function and safety
Figure 45: TURF Analysis – Laundry detergent important attributes, July 2019
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Scent is important to parents, but ingredients matter
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The case for concentrated products is strong
Figure 57: Attitudes toward laundry products, July 2019

Older adults receptive to concentrated products
Figure 58: Select attitudes toward laundry products, by age, July 2019
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Figure 59: Total US sales and forecast of home laundry products, at inflation-adjusted prices, 2014-24
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Figure 63: Multi-outlet sales of fabric softener sheets, by leading companies and brands, rolling 52 weeks 2018 and 2019

Figure 64: Multi-outlet sales of laundry care products, by leading companies and brands, rolling 52 weeks 2018 and 2019

Figure 65: Multi-outlet sales of bleach, by leading companies and brands, rolling 52 weeks 2018 and 2019
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