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“The deepening of the 2007-09 recession helped drive strong 
increases in private label market share in nearly every 
household product category and segment. However, while 
consumers remain as budget conscious as ever in a tepid 
economic recovery, household product store brands collectively 
have lost share in 2011 and 2012. Leading name brands have 
sharpened their value propositions, and consumers’ attachment 
to familiar national brands remains strong. To put private 
label back on a growth track, retailers will need to work hard 
to convince consumers they deliver the best combination of 
price and performance.” 

– John Owen, Senior Analyst, Household 

 

 In this report we answer the key questions: 

• Do consumers believe that private label product 
quality is improving? 

• Could private label household products benefit from 
more marketing? 

• Is private label sales performance consistent across 
categories? 

 
While FDMx sales of private label household cleaning products 
made solid gains during the recession, they have edged down 
in the last couple of years as name brands have grown more 
competitive and adjusted to an increasingly value-focused 
consumer mindset. Looking ahead, the tentative pace of the 
economic recovery may be setting the stage for a return to 
growth in private label sales. In addition, Mintel research 
confirms that consumers give retailers credit for improvements 
in private label quality and selection. To take full advantage of 
these increasingly positive perceptions, however, retailers must 
continue to invest in product, packaging, and marketing.  

 

In this report Mintel examines the market for private label 
household cleaning products on an overall basis, providing 
insight into consumer attitudes and shopping behaviors. In 
addition the report explores private label sales performance 
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and consumer perceptions in individual categories and key product segments. 

 

This report focuses on the private label portion of the following household cleaning 
product categories and segments:  

 

• Paper towels 

• Home laundry products (liquid laundry detergent, fabric softener liquid, powder 
laundry detergent, laundry prewash/additive, fabric softener sheets, SHC bleach, 
color-safe bleach) 

• Cleaning equipment (cleaning tools/mops/brooms/sponges/scouring sponges, 
scouring pads, disposable gloves, non-disposable gloves) 

• Household surface cleaners (all-purpose cleaner/disinfectant, rug/upholstery 
cleaner/deodorizer, all-purpose wipes, toilet bowl cleaner/deodorizer, nonabrasive 
tub/tile cleaner, drain cleaner, glass cleaner/ammonia, furniture polish) 

• Dishwashing products (dishwashing liquid, dishwasher detergent/rinse aid)  

• Bleach (SHC and color-safe). 

 

Value figures throughout this report are at retail selling prices (rsp) excluding 
sales tax unless otherwise stated. 
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