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“Innovations in packaging and product form that simplify
everyday household chores stand a good chance of

capturing the attention of category shoppers. Results,
however, are just as important as convenience.”
– John Owen, Senior Household Analyst

This report looks at the following areas:

• Can laundry detergents offer both simple dosing and personal control?
• What are the opportunities for sustainable packaging?
• Could packaging encourage people to do more cleaning?

Household care product packaging does much more than just hold the product. Packaging and product
form are increasingly essential components of consumers’ experiences with household care brands and
are important platforms for new product development. Leading competitors across household care
categories are leveraging packaging innovation to answer a variety of consumer needs, including
making household chores easier, enabling more sustainable living, and saving money.

This report explores a variety of topics related to packaging and product form, including:

• The acceleration of packaging-related new product launches in recent years

• Consumer preferences in terms of dosing and dispensing

• The reasons behind the purchase of both standard- and large-size packs in key household care
product categories

• Attitudes and behaviors concerning household care product packaging and sustainability

• The labeling communication elements that receive the greatest consumer attention before purchase
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Laundry detergents

Unit dose products simplify, but dosing control still a key benefit
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Household surface cleaners

On-the-go cleanup an opportunity for young parents
Figure 30: Household cleaning product packaging preferences, by gender and age, November 2013
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Figure 31: Household cleaning product packaging preferences, by household size, November 2013
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Storability and weight keep some in standard sizes
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Figure 47: Household cleaning product packaging preferences, by gender and presence of children in household, November 2013

Parents, especially dads, prioritize economizing over environment
Figure 48: Attitudes concerning packaging and sustainability, by gender and household income, November 2013

Household care product purchasing responsibility
Figure 49: Household care product purchasing responsibility– laundry detergent, by gender and age, November 2013

Figure 50: Household care product purchasing responsibility – laundry detergent, by household income, November 2013

Figure 51: Household care product purchasing responsibility – laundry detergent products, by household size, November 2013

Attitudes Concerning Packaging and Sustainability

Attention to Labeling Elements

Race and Hispanic Origin

Custom Consumer Groups

Appendix – Other Useful Consumer Tables

Report Price: £2466.89 | $3995.00 | €3133.71

Household Care Packaging Trends - US - January 2014

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

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 © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://oxygen.mintel.com//display/store/679968/
mailto:oxygen@mintel.com
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Household cleaning product packaging preferences
Figure 73: Laundry detergent packaging preferences, by household income, November 2013
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Laundry detergent pack size purchased
Figure 76: Laundry detergent pack size purchased, by gender and age, November 2013
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Household hard surface cleaner pack size purchased
Figure 80: Household hard surface cleaner pack size purchased, by gender and age, November 2013
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Figure 83: Household hard surface cleaner pack size purchased, by race/Hispanic origin, November 2013

Dishwashing product pack size purchased
Figure 84: Dishwashing product pack size purchased, by gender and age, November 2013

Figure 85: Dishwashing product pack size purchased, by household income, November 2013
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Figure 86: Dishwashing product pack size purchased, by household size, November 2013

Figure 87: Dishwashing product pack size purchased, by race/Hispanic origin, November 2013
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Figure 90: Reasons for purchasing standard-size laundry detergent, by household size, November 2013

Figure 91: Reasons for purchasing standard size laundry detergent, by race/Hispanic origin, November 2013

Reasons for purchasing standard-size household hard surface cleaners
Figure 92: Reasons for purchasing standard-size household hard surface cleaners, by gender and age, November 2013

Figure 93: Reasons for purchasing standard-size household hard surface cleaners, by household income, November 2013

Figure 94: Reasons for purchasing standard-size household hard surface cleaners, by household size, November 2013
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Reasons for purchasing standard-size dishwashing products
Figure 96: Reasons for purchasing standard-size dishwashing products, by gender and age, November 2013

Figure 97: Reasons for purchasing standard-size dishwashing products, by household income, November 2013

Figure 98: Reasons for purchasing standard-size dishwashing products, by household size, November 2013
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Reasons for purchasing large-size laundry detergent
Figure 100: Reasons for purchasing large-size laundry detergent, by gender and age, November 2013
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Reasons for purchasing large-size household hard surface cleaners
Figure 104: Reasons for purchasing large-size household hard surface cleaners, by gender and age, November 2013
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Figure 106: Reasons for purchasing large-size household hard surface cleaners, by household size, November 2013

Figure 107: Reasons for purchasing large-size household hard surface cleaners, by race/Hispanic origin, November 2013

Reasons for purchasing large-size dishwashing products
Figure 108: Reasons for purchasing large-size dishwashing products, by gender and age, November 2013

Figure 109: Reasons for purchasing large-size dishwashing products, by household income, November 2013

Figure 110: Reasons for purchasing large-size dishwashing products, by household size, November 2013

Figure 111: Reasons for purchasing large-size dishwashing products, by race/Hispanic origin, November 2013

Attitudes concerning packaging and sustainability
Figure 112: Attitudes concerning packaging and sustainability, by household size, November 2013

Attention to labeling elements
Figure 113: Attention to labeling elements, by household income, November 2013
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