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"The household surface cleaning category needs an
infusion of step-changing innovation to overcome its
communized status and drive growth."

- Jamie Rosenberg, Senior Global Analyst,
Household & Personal Care

This report looks at the following areas:

BUY THIS
e Consumers are trading down RE PO RT N OW
e Specialized cleaners loose relevance
e Ecommerce will merge convenience and sustainability
e Safe will become an expectation, natural is the means to achieve it VISIT:
e Aging consumers will reshape the market Sto re.m | nte| .com

The household surface cleaning market was defined by strong private label growth during the latest
review period as retailers launched natural brands and achieved greater parity with national brands. CALL:

This is especially true in wipes and all-purpose cleaners, which have driven category growth over the EMEA

last few years. While fragrance and natural ingredients will continue to add value to the category, name +44 (0) 20 7606 4533
brands need a new array of protectable innovation to maintain long-term differentiation with private
label and value brands. Looking ahead, Mintel predicts the category will add $517 million in sales to
reach $6.06 billion through 2024. Brazil
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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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Private label’s rise continues; P&G and Colgate grow sales
Figure 15: Multi-outlet sales of household surface cleaners, by leading companies, rolling 52 weeks 2018 and 2019

What’'s Working?

Private labels have convinced consumers that they're just as good
Figure 16: Multi-outlet percent growth of household surface cleaners, by leading companies, rolling 52 weeks 2019

Figure 17: Store brands are just as good as name brands, by age, June 2019
Store brands are going green

Figure 18: US launches of natural surface cleaning products, national brands vs. private label, 2014 - 2019 (January - September¥*)
P&G has upped the ante in floor cleaning and stain erasing
Ecommerce drives convenience and sustainability

Figure 19: Actual online purchase experience vs desire to buy online in the future, by product category, November 2018

Indulgent fragrances become more essential
Figure 20: Top purchase drivers for surface cleaning products, by age, June 2019

Wipes gain category share
Figure 21: Multi-outlet sales of cleaning cloths/wipes, by leading companies and brands, rolling 52 weeks 2018 and 2019

What's struggling?

Toilet, tub & tile cleaners give way to improving all-purpose cleaners
Figure 22: Sales of toilet, tub & tile vs all-purpose cleaners, 2014-2019 (est)

Figure 23: Top surface cleaning purchase drivers, June 2019

Multi-surface products that highlight toilet, tub & tile benefits

Pledge loses floor care sales
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Figure 24: Multi-outlet sales of floor cleaners/wax removers, by leading companies and brands, rolling 52 weeks 2018 and 2019

What's Next?

Name brands will continue to lose relevance
Ecommerce, convenience, sustainability and economy will converge

Automation will become more relevant to an aging society

The Consumer - What You Need to Know

Furniture polish and abrasive cleaners losing traction among young consumers
Traditional channels still dominate, but ecommerce is growing fast
Multi-purpose cleaners rise in importance

Parents of young children prioritize safe ingredients

Consumers show strong interest in reusable bottles

Consumers want cleaners that reduce the need to clean

Young consumers want robots, but older consumers need them

Household Surface Cleaner Usage and Frequency

Toilet, glass and all-purpose cleaners are most ubiquitous
Figure 25: Usage of household surface cleaners, June 2019

Furniture polish and abrasive cleaners losing traction among young consumers
Figure 26: Usage of furniture polish and abrasive cleaners, by age, June 2019

Usage frequency drives category growth
Figure 27: Use products at least weekly, by sub-category, June 2019

Figure 28: Reasons for cleaning less often, March 2019

Purchase Locations

Traditional channels still dominate, but ecommerce is growing fastest
Figure 29: Purchase locations for household surface cleaners, June 2019

Figure 30: Consumers who buy surface cleaners online, all vs aged 18-34, June 2019 and July 2018

Purchase Influencers

Multi-purpose cleaners rise in importance
Figure 31: Purchase Influencers, June 2019

Figure 32: US, New product launches of multi-purpose surface cleaners as a percentage of all surface cleaner launches, 2014-Sept
2019

The most frequently cleaned surfaces call for multi-purpose cleaners
Figure 33: Use of multi-purpose, specialty cleaners and wipes, by surface type, June 2019

Parents of young children prioritize safe ingredients
Figure 34: Interest in natural ingredients, allergen elimination and free-from claims, by age of children in the house, June 2019

Figure 35: Usage frequency of natural household products compared to a year ago, by age of child, April 2019

Brand name and long-lasting clean gain influence
Figure 36: TURF analysis - Purchase influencers, June 2019

Methodology
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Purchase Behaviors and Attitudes

Consumers are habitual shoppers and are trading down, but some express interest in innovations
Figure 37: Attitudes towards surface cleaners, June 2019

Consumers show strong interest in reusable bottles
Figure 38: Interest in refillable bottles, by age and income, June 2019

Consumers want cleaners that reduce the need to clean
Figure 39: Interest in surface cleaner innovations and select attitudes, June 2019

Young consumers want robots, but older consumers need them
Figure 40: Interest in cleaning robots, by generation, June 2019
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Sales data

Fan chart forecast
Consumer survey data
Abbreviations and terms

Abbreviations
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Figure 41: Total US sales and forecast of household surface cleaners, at current prices, 2014-24
Figure 42: Total US retail sales of household surface cleaners, by segment, at current prices, 2017 and 2019

Figure 43: Total US retail sales of household surface cleaners, by channel, at current prices, 2014-19
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Figure 44: Multi-outlet sales of toilet, tub & tile cleaners, by leading companies and brands, rolling 52 weeks 2018 and 2019
Figure 45: Multi-outlet sales of all-purpose cleaners, by leading companies and brands, rolling 52 weeks 2018 and 2019
Figure 46: Multi-outlet sales of specialized cleaners, by leading companies and brands, rolling 52 weeks 2018 and 2019

Figure 47: Multi-outlet sales of furniture polish, by leading companies and brands, rolling 52 weeks 2018 and 2019
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