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“The dishwashing products category has turned in better
sales performance than most other household product
categories over the past five years. Still there are
opportunities to accelerate sales further by placing greater
emphasis on the versatility of dishwashing liquids and the
long-term value of dish care.”
- John Owen, Senior Household Analyst

This report looks at the following areas:
•
•
•

Could use away from the kitchen sink help build dishwashing liquid sales?
Movements toward more sustainable dishwashing
Making dishwashing an investment in dish care

The dishwashing products category has posted steady gains over the last several years, outperforming
most other major household product categories. While the category has benefited from a recessioninspired refocus on the kitchen and home meal prep, leading competitors have been successful in
launching new products that improve dishwashing performance and create a more pleasant
dishwashing experience. Looking ahead, the opportunity for continued growth lies in keeping
consumers engaged in product benefits rather than price comparisons.
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This report is part of a series of reports, produced to provide you with a
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Larger households look for more added benefits
Figure 42: Dishwashing liquid attribute importance, by household size, February-March 2014
Frequent washers want skin care, but not at the expense of cleaning power
Cold water liquids for frequent washers
Figure 43: Dishwashing liquid attribute importance, by frequency of washing dishes by hand, February-March 2014
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Figure 44: Dishwashing liquid attitudes and behaviors, by gender and age, February-March 2014
Frequent dishwashers may be open to a greater variety of liquids
Figure 45: Dishwashing Liquid Attitudes and Behaviors by Frequency of washing dishes by hand, February-March 2014
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Key points
Cleaning performance and protection are top priorities for detergent
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Figure 46: Dishwasher detergent attribute importance, by gender and age, February-March 2014
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Figure 47: Dishwasher detergent attribute importance by dishwasher usage frequency, February-March 2014
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Helping consumers break pre-rinsing habit could be opportunity for brands
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Figure 48: Dishwasher detergent attitudes and behaviors, by gender and age, February-March 2014
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Figure 49: Dishwasher detergent attitudes and behaviors by dishwasher usage frequency, February-March 2014
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Figure 54: Dishwashing liquid attitudes and behaviors, by race/Hispanic origin, February-March 2014
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Priorities in selecting dishwashing detergent mostly similar across groups
Figure 55: Dishwasher detergent attribute importance, by race/Hispanic origin, February-March 2014

Custom Consumer Groups
Past-12-month brand users
Eco-friendly brand users most frequent dishwasher users
Figure 56: Dishwasher usage frequency, by dishwashing product brands used in past 12 months, February-March 2014
Figure 57: Frequency of washing dishes by hand, by dishwashing product brands used in past 12 months, February-March 2014
Major brand users prioritize cleaning power in dishwashing liquid
Figure 58: Dishwashing liquid attribute importance, by dishwashing product brands used in past 12 months, February-March 2014
Eco-friendly brand users especially likely to appreciate new fragrances
Figure 59: Dishwashing liquid attitudes and behaviors, by dishwashing product brands used in past 12 months, February-March 2014
Big brand users a little more focused on detergent cleaning performance
Figure 60: Dishwasher detergent attribute importance, by dishwashing product brands used in past 12 months, February-March 2014
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Figure 69: Dishwashing products purchased, by race/Hispanic origin, February-March 2014
Figure 70: Dishwashing products purchased, by household size, February-March 2014
Dishwashing liquid attribute importance
Figure 71: Dishwashing liquid attribute importance, by household income, February-March 2014
Dishwashing liquid attitudes and behaviors
Figure 72: Dishwashing liquid attitudes and behaviors, by household income, February-March 2014
Figure 73: Dishwashing liquid attitudes and behaviors, by household size, February-March 2014
Dishwasher detergent attribute importance
Figure 74: Dishwasher detergent attribute importance, by household income, February-March 2014
Dishwashing liquid attitudes and behaviors
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Appendix – Sales Data
Figure 77: Sales of dishwashing products, segmented by type, 2011 and 2013
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Figure 78: MULO sales of dishwashing products from select eco-friendly brands, 2009-13

Appendix – Social Media
Online conversations
Figure 79: Online mentions, selected dishwashing products, April 7, 2013-April 6, 2014
Brand analysis
Figure 80: Dawn key social media indicators, April 2014
Figure 81: Finish key social media indicators, April 2014
Figure 82: Cascade key social media indicators, April 2014
Figure 83: Palmolive key social media indicators, April 2014
Figure 84: Seventh Generation key social media indicators, April 2014
Figure 85: Method key social media indicators, April 2014
Brand usage or awareness
Figure 86: Brand usage or awareness, March 2014
Figure 87: Dawn usage or awareness, by demographics, March 2014
Figure 88: Cascade usage or awareness, by demographics, March 2014
Figure 89: Palmolive usage or awareness, by demographics, March 2014
Figure 90: Finish usage or awareness, by demographics, March 2014
Figure 91: Seventh Generation usage or awareness, by demographics, March 2014
Figure 92: Method usage or awareness, by demographics, March 2014
Activities done
Figure 93: Activities done, March 2014
Figure 94: Dawn – Activities done – I have looked up/talked about this brand online on social media, by demographics, March 2014
Figure 95: Dawn – Activities done – I have contacted/interacted with the brand online on social media to, by demographics, March
2014
Figure 96: Dawn – Activities done – I follow/like the brand on social media because, by demographics, March 2014
Figure 97: Dawn – Activities done – I have researched the brand on social media to, by demographics, March 2014
Figure 98: Cascade – Activities done – I have looked up/talked about this brand online on social media, by demographics, March 2014
Figure 99: Cascade – Activities done – I have contacted/interacted with the brand online on social media to, by demographics, March
2014
Figure 100: Cascade – Activities done – I have researched the brand on social media to, by demographics, March 2014
Figure 101: Palmolive – Activities done – I have looked up/talked about this brand online on social media, by demographics, March
2014
Figure 102: Palmolive – Activities done – I have contacted/interacted with the brand online on social media to, by demographics,
March 2014
Figure 103: Palmolive – Activities done – I follow/like the brand on social media because, by demographics, March 2014
Figure 104: Palmolive – Activities done – I have researched the brand on social media to, by demographics, March 2014
Figure 105: Finish – Activities done – I have looked up/talked about this brand online on social media, by demographics, March 2014
Figure 106: Finish – Activities done – I have contacted/interacted with the brand online on social media to, by demographics, March
2014
Figure 107: Finish – Activities done – I have researched the brand on social media to, by demographics, March 2014
Figure 108: Seventh Generation – Activities done – I have looked up/talked about this brand online on social media, by demographics,
March 2014
Figure 109: Method – Activities done – I have looked up/talked about this brand online on social media, by demographics, March 2014

Appendix – Trade Associations
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