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“Declining household penetration is a key issue for fabric
care marketers and retailers to address. As multi-benefit
laundry detergents grow more popular, fabric care brands
must get more creative in proving their value. More
specialized products could help to set the category apart.”
– John Owen, Senior Household Analyst

This report looks at the following areas:
•
•
•

Laundry detergent: competitive or complementary?
Fabric care on the go
Fabric care education

Fabric care category sales have slipped steadily in recent years as consumers continue to look for ways
to save both money and time when doing laundry. Sales declined 7% between 2008 and 2013 to an
estimated $835 million, a decline of 15% on an inflation-adjusted basis. In order to reverse the
downward trend, brands and retailers will need to explore new ways to make the category more
compelling in the context of laundry detergents touting extra stain-fighting power and other added
benefits. Fabric care products that put people in control of how they care for their clothing stand to
gain.
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This report builds on the analysis of the fabric care segment presented in Mintel’s Home Laundry
Products—US, September 2012 , as well as the June 2011 report of the same title.
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The following laundry products are included in this report:
•

laundry prewash/additive (including prewash and in-wash stain fighters, brighteners, whiteners,
detergent boosters, etc)

•

laundry starch

•

static control/fabric protectors

•

color-safe bleach
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The market size in this report
excludes
fabric refreshers (like Febreze), rug/upholstery care products, and chlorine bleach. Laundry detergent
and fabric softener are also excluded.
Value figures throughout this report are at rsp (retail selling prices) excluding sales tax
unless otherwise stated.

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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Key purchase measures
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Custom Consumer Groups—Gender and Presence of Children
Women, with or without kids, likely to take primary responsibility for laundry
Figure 52: Laundry responsibility, by gender and presence of children in household, October 2013
Parents more likely to use all types of fabric care products
Figure 53: Usage of fabric care products, by gender and presence of children in household, October 2013
Parents value a broader array of stain remover product attributes
Figure 54: Stain remover attribute importance, by gender and presence of children in household, October 2013
Presence of kids enhances value of fabric care among both women and men
Figure 55: Fabric care attitudes, any agree, by gender and presence of children in household, October 2013

Appendix—Other Useful Consumer Tables
Usage of fabric care products
Figure 56: Once a month usage of fabric care products, by household income, October 2013
Purchase responsibility for stain removers
Figure 57: Purchase responsibility for stain removers, by gender and age, October 2013
Figure 58: Purchase responsibility for stain removers, by household income, October 2013
Figure 59: Purchase responsibility for stain removers, by household size, October 2013
Stain remover attribute importance
Figure 60: Stain remover attribute importance, by household income, October 2013
Figure 61: Stain remover attribute importance, by gender and age, October 2013
Typical laundry issues
Figure 62: Typical laundry issues, by household income, October 2013
Fabric care behaviors
Figure 63: Fabric care behaviors, by household income, October 2013
Fabric care attitudes
Figure 64: Fabric care attitudes, any agree, by household income, October 2013
Figure 65: Fabric care attitudes, any agree, by household size, October 2013
Sales of fabric care products, by channel
Figure 66: Sales of fabric care products, by channel, 2011 and 2013

Appendix—Information Resources Inc. Builders Panel Data Definitions
Information Resources Inc. Consumer Network Metrics

Appendix—Trade Associations

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533
Brazil 0800 095 9094
Americas +1 (312) 943 5250
APAC +61 (0) 2 8284 8100
EMAIL: oxygen@mintel.com
oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

