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“Offering an improved vacuum cleaning experience – more
maneuverable, lighter, quieter – may be as sure a path to

increased market share as improved suction power. There
are also opportunities to eliminate the experience

altogether with robotics and to make vacuuming an
essential step in protecting health.”

– John Owen, Senior Household Analyst

This report looks at the following areas:

• Improving the vacuuming experience
• Opportunities for robotics
• Health, wellness, and vacuuming

While the vacuum cleaner market suffered steep declines during the recession, it regained considerable
momentum amid tentative improvement in the economy and a strengthening housing market.
Innovations in ease of use and versatility have also helped to give the category a boost in recent years
and will likely continue to do so in coming years. Mintel’s consumer research shows that there is still
plenty of room to improve the vacuuming experience and that vacuum cleaner owners would be willing
to pay more for a variety of added features and services the next time they purchase a vacuum.
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DID YOU KNOW? 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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Floor Cleaning Appliance Ownership and Purchase

Types Owned and Considered for Purchase
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Figure 41: Vacuum cleaner ownership and purchase interest, July 2013

Older adults own greater variety of floor cleaning appliances
Figure 42: Vacuum cleaner ownership, by gender and age, July 2013

Ownership rates higher among households with income of $75K+
Figure 43: Vacuum cleaner ownership, by household income, July 2013
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Handling issues prominent on list of vacuum cleaner complaints

Loss of suction a problem for some
Figure 44: Problems with vacuum cleaners, July 2013
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As-needed vacuuming wins over planned, but once started it’s hard to stop

Younger vacuum owners less skeptical of robotics, more curious

Women, especially those 35+, are more likely to be primary vacuumers
Figure 53: Vacuum cleaner beliefs and behaviors, by gender and age, July 2013
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Pets and allergy sufferers trigger more thorough approach to vacuuming
Figure 54: Vacuum cleaner beliefs and behaviors, by allergy and asthma suffering, July 2013
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home, July 2013
Figure 64: Attitudes toward vacuum cleaners, by predominant flooring type in home, July 2013

Beliefs concerning vacuum cleaners and air quality
Figure 65: Beliefs concerning vacuum cleaners and air quality, by gender and age, July 2013

Figure 66: Beliefs concerning vacuum cleaners and air quality, by household income, July 2013
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