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"Maintaining a clean home is important to Black
consumers. A clean home is direct reflection of what others
think about them, and a clean home means a healthy
family. Black consumers are all about prevention, and rely
on products that have ingredients to help remove germs
and odors. Blacks teach their children early in life to do
their part of chores around the house."

- Tonya Roberts, Multicultural Analyst

This report looks at the following areas:

BUY THIS

= Are Black consumers are more likely to be germaphobes? REPORT NOW
= Blacks want natural products, but can they give up scent?
= What can marketers do to help parents involve their young children with chores?

VISIT:
Black consumers spent nearly $4 billion on household products in 2013, which is up from 2010. Despite store. minte| .Ccom
lower household incomes, Blacks are much more likely to buy brand name household products. When it
comes to household products, efficacy is more important than cost. Rather than risk buying a lower-
quality less expensive brand, Black consumers will shop around for the best price on their favorite CALL
household products. They are also more likely than White consumers to buy a wide array of household EMEA
cleaners, laundry products, scented products, and bleach. +44 (O) 20 7606 4533
This report focuses on the following household products: cleaning products, fabric care/laundry
products, dish detergent and dishwasher detergent, and paper goods (eg. toilet paper, paper towels, Brazil
napkins, and facial tissue.) This report builds on the analysis presented in Mintel's Household Paper 0800 095 9094

Products — US, February 2013, as well as Marketing to the Green Consumer — US, March 2013.

Americas

+1 (312) 943 5250

APAC
+61 (0) 2 8284 8100

EMAIL:
oxygen@mintel.com

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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Blacks want natural products, but can they give up scent?
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Expenditures and Category Usage

Key points

Blacks spent nearly $4 billion on household products in 2013
Figure 8: Black household expenditures for household cleaning and paper products, at current prices, 2008-13

Fewer Blacks buy facial tissue than other paper products
Figure 9: Blacks’ purchase of household paper products, November 2013

More Blacks aged 45-54 buy laundry and cleaning products
Figure 10: Blacks’ personal purchase of household paper products, by age, November 2013

Lower-income Blacks are significantly less likely to buy facial tissue

Attitudes Toward Home Cleaning

Key points
Blacks spend less time cleaning their home, but clean more frequently

Figure 11: Amount of time spent cleaning the house in a typical week, by race/Hispanic origin, February 2013
Blacks are significantly more likely to constantly clean their bathroom

Figure 12: Approach to cleaning bathroom, by race/Hispanic origin, February 2013

Figure 13: Approach to cleaning the toilet, by race/Hispanic origin, February 2013

The kitchen is a major area of focus for a clean home
Figure 14: Approach to cleaning the kitchen, by race/Hispanic origin, February 2013

Blacks more likely to dedicate time to doing cleaning around the house
Figure 15: Housecleaning scheduling approach, by race/Hispanic origin, February 2013

Blacks seek to leave a positive impression on others and germ free home
Figure 16: Attitudes toward home cleaning, by race/Hispanic origin, August 2013

Attitudes Toward Household Cleaning Products

Key points
Time-saving, antibacterial, scented products win over Blacks
Figure 17: Importance of household surface cleaner attributes, by race/Hispanic origin, August 2013

Black kids learn to clean early — Teaches responsibility, cleanliness, independence
Figure 18: Blacks’ attitudes toward cleaning and household products, November 2013
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Figure 19: Blacks’ attitudes toward cleaning, by age, November 2013

Paranoia of germs drives what they buy and other cleaning behaviors
Figure 20: Blacks’ Attitudes toward sanitizing and germs, November 2013

Scent is a key factor in what they buy and indicates a clean home
Figure 21: The importance of scent in cleaning and household products for Blacks, November 2013

Some are loyal to brands their parents used
Figure 22: Blacks’ attitudes toward cleaning and household products brands and selection, November 2013

Attitudes Toward Organic and Sustainable Products

Key points
Cost is a barrier to purchasing organic or natural cleaning products
Figure 23: Impact cost has on Blacks’ use of organic or environmentally friendly household cleaning products, November 2013

Blacks are concerned about harmful effects of household cleansers
Figure 24: Blacks’ attitudes toward natural or organic products, November 2013

Natural products more effective than homemade concoctions
Figure 25: Blacks’ opinions of efficacy of natural or organic products compared to standard products, November 2013

There’s a strong opportunity among men for natural products
Figure 26: Blacks’ attitudes toward organic and environmentally friendly household cleaning products, by gender, November 2013

People 18-24 fear harmful effects of standard products over natural products
Figure 27: Blacks’ attitudes toward organic and environmentally friendly household cleaning products, by age, November 2013

Household Cleaning Product Usage

Key points

Blacks are more likely than Asians and Hispanics to use household cleansers
Figure 28: Household use of household cleaners, by race/Hispanic origin, July 2012-September 2013

Pumps/trigger sprays and any liquid form most commonly used
Figure 29: Types of household cleaners used by household, by race/Hispanic origin, July 2012-September 2013

Blacks more likely to use disinfectants and odor eliminators
Figure 30: How household uses household cleaners, by race/Hispanic origin, July 2012-September 2013

Products found under the cabinets of Black households are very different
Figure 31: Top 15 brands of household cleaners used in the last six months, by race/Hispanic origin, July 2012-September 2013

Blacks more likely to use premoistened disposable wipes and floor cleaners
Figure 32: Household use of disposable wipes and floor cleaners, by race/Hispanic origin, July 2012-September 2013
Figure 33: Types of disposable wipes and floor cleaners used by household, by race/Hispanic origin, July 2012-September 2013

Blacks prefer disposable wipes and mops like Swiffer, over sweepers and mitts
Figure 34: Forms of disposable wipes and floor cleaners used by household, by race/Hispanic origin, July 2012-September 2013

Clorox is hands-down the leader wipe and floor cleaner brand

Figure 35: Brands of disposable wipes and floor cleaners used by household in the last six months, by race/Hispanic origin, July
2012-September 2013

Attitudes Toward Doing Laundry

Key points
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Blacks take pride in doing their laundry — A lot of work goes into it
Figure 36: Blacks’ general attitudes toward doing laundry, November 2013

Emotional attachment to laundry lies in money spent on clothes and image they project
Figure 37: Role image plays in laundry for Black consumers, November 2013

Men see laundry as dreaded chore, women take pride in it
Figure 38: Blacks’ general attitudes toward doing laundry, by gender, November 2013

Blacks are receptive to third-party laundry tips and advice
Figure 39: Effectiveness of third-party laundry tips and product demonstrations among Blacks, November 2013

Laundry Habits and Practices

Key points
One third of Blacks use more of the dose than what's recommended
Figure 40: Laundry practices and habits of Black consumers, November 2013
Nearly half say they’d switch if the other brand promised to be more effective
Figure 41: The role products have on laundry habits and practices for Black consumers, November 2013
Figure 42: Blacks’ laundry habits and practices, by gender, November 2013
Figure 43: Blacks’ laundry habits and practices, by age, November 2013

Lower income buys scent boosters while higher income buys cleaning boosters
Figure 44: Blacks’ laundry habits and practices, by household income, November 2013

Attitudes Toward Laundry Products

Key points
The majority of Blacks decide what to buy before they shop

Figure 45: Blacks’ attitudes toward brand preferences of laundry products, November 2013

Sales are nice, but it doesn’t drive Black consumers to switch brands
Figure 46: Blacks’ attitudes toward laundry product pricing, November 2013

Blacks prefer buying larger sizes to avoid shopping trips
Figure 47: Blacks’ laundry product size/load size preferences, November 2013

Blacks buy multiple products to achieve all of the laundry needs
Figure 48: Blacks’ attitudes toward using laundry boosters and additives, November 2013

Laundry Product Usage

Key points

Majority use liquid, but Blacks are twice as likely as Whites to use powered detergent
Figure 49: Types of laundry soaps and detergents used by household, by race/Hispanic origin, July 2012-September 2013

Tide and Gain are the leading laundry detergent brands among Blacks
Figure 50: Top 10 laundry detergent brands Black consumer use, by race/Hispanic origin, July 2012-September 2013

Blacks are more likely to use laundry boosters — Liquid form is preferred
Figure 51: Household use of laundry boosters, presoaks and precleaners, by race/Hispanic origin, July 2012-September 2013

Figure 52: Types of laundry boosters, presoaks and precleaners used by household, by race/Hispanic origin, July 2012-September
2013

Blacks more likely to use bleach — Chlorine bleach in liquid form
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Figure 53: Household use of bleach, by race/Hispanic origin, July 2012-September 2013

Figure 54: Types of bleach used by household, by race/Hispanic origin, July 2012-September 2013

Figure 55: Forms of bleach used by household, by race/Hispanic origin, July 2012-September 2013
Clorox is the leading bleach brand — Heritage and efficacy tied to loyalty

Figure 56: Brands of bleach used by household, by race/Hispanic origin, July 2012-September 2013

Figure 57: Brands of bleach used by household, by race/Hispanic origin, July 2012-September 2013
Blacks more likely to use fabric softeners — Used in dryer, wash, and rinse cycle

Figure 58: Household use of fabric softeners, by race/Hispanic origin, July 2012-September 2013

Figure 59: How households use fabric softeners, by race/Hispanic origin, July 2012-September 2013

P&G fabric softeners are leaders — Downy is #1 while Gain is #4
Figure 60: Brands of fabric softener used by household, by race/Hispanic origin, July 2012-September 2013

Blacks are twice as likely as others to use spray starch
Figure 61: Household use of spray starch, by race/Hispanic origin, July 2012-September 2013

Niagara is the leading brand of spray starch
Figure 62: Brands of spray starch used, by race/Hispanic origin, July 2012-September 2013

Attitudes Toward Household Paper Products

Key point

Blacks buy toilet paper and paper towels in bulk to save
Figure 63: Blacks’ attitudes toward shopping for household paper products, November 2013

Toilet Paper Attitudes and Usage

Key points
Blacks want toilet paper that’s thick because it goes a long way

Figure 64: Blacks’ attitudes toward toilet paper, November 2013

Angel Soft is the leading toilet tissue brand among Blacks
Figure 65: Brands of toilet paper used by household in the last 30 days, by race/Hispanic origin, July 2012-September 2013

Paper Towels and Napkins Attitudes and Usage

Key points

Blacks prefer using paper towels over sponges and towels
Figure 66: Blacks’ attitudes toward paper towels and napkins, November 2013

Figure 67: Types of paper towels used by household, by race/Hispanic origin, July 2012-September 2013

Bounty is the leading paper towel brand — Blacks are twice as likely to use Sparkle and Scott
Figure 68: Brands of paper towels used by household, by race/Hispanic origin, July 2012-September 2013

Blacks buy either store brand or Bounty paper napkins
Figure 69: Brands of paper napkins used by household, by race/Hispanic origin, July 2012-September 2013

Blacks aren’t necessarily buying the same brand of paper towels and napkins
Figure 70: Brands of paper napkins used by household, by race/Hispanic origin, July 2012-September 2013

Facial Tissue Attitudes and Usage

Key points
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Blacks keep tissue in multiple places — Throughout house and in car
Figure 71: Blacks’ attitudes toward facial tissues, November 2013

Blacks are significantly more likely than Whites to buy Kleenex facial tissue
Figure 72: Kinds of facial tissue used by household — Scented/unscented, by race/Hispanic origin, July 2012-September 2013

Figure 73: Brands of facial tissue used by household, by race/Hispanic origin, July 2012-September 2013

Marketing Strategies

Overview of the brand landscape
Brand analysis: P&G’s My Black is Beautiful — Home
Figure 74: My Black is Beautiful — Home, 2013
Brand analysis: Tide
Figure 75: Tide with bleach, Sixteen Socks TV ad, 2013

Figure 76: Tide, Rising Tide program, 2014

US Black Population

Key points

US population by race/Hispanic origin
Figure 77: Population, by race/Hispanic origin, 2009-19

Figure 78: Asian, Black, and Hispanic populations, 1970-2020
Age
Generations by race

Figure 79: US population, by race and generation, 2014
Black population by age

Figure 80: US Black population, by age, 2009-19

Figure 81: US Population, by age, 2009-19

US Black geographic concentration
Figure 82: Black geographic concentration, by region, 2010

Black population by state
Figure 83: States with largest Black population, 2011
Figure 84: States with largest Black population, by distribution, 2008

Population by geographic concentration
Figure 85: States (including District of Columbia) ranked with the highest share of Black residents, 2011

Black metro areas
Figure 86: Metropolitan status of Black households, 2006 and 2011
Figure 87: Top 10 metropolitan areas with the largest number of Black residents, 2010
Black households
Figure 88: Average household size, by race/Hispanic origin/race of householder, 2001 and 2011
Figure 89: Presence and ages of children in the household, by race/Hispanic origin, 2011

Figure 90: Marital status, by race and Hispanic origin, 2011
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Attitudes toward home cleaning
Figure 91: Attitudes toward home cleaning, by race/Hispanic origin, August 2013

Figure 92: Household surface cleaner shopping behaviors, by race/Hispanic origin, August 2013
Figure 93: Household surface cleaner usage behaviors, by race/Hispanic origin, August 2013
Figure 94: Attitudes toward household surface cleaners, by race/Hispanic origin, August 2013
Attitudes toward household cleaning products
Figure 95: Blacks’ attitudes toward cleaning and household products, by gender, November 2013
Figure 96: Blacks’ attitudes toward cleaning and household products, by age, November 2013
Figure 97: Blacks’ attitudes toward cleaning and household products, by household income, November 2013
Attitudes toward organic and sustainable products
Figure 98: Blacks’ attitudes toward organic and environmentally friendly household cleaning products, by gender, November 2013
Figure 99: Blacks’ attitudes toward organic and environmentally friendly household cleaning products, by age, November 2013

Figure 100: Blacks’ attitudes toward organic and environmentally friendly household cleaning products, by household income,
November 2013

Household cleaning product usage

Figure 101: Brands of household cleaners used by household in the last six months, by race/Hispanic origin, July 2012-September
2013

Figure 102: Frequency of household cleaners used by household in the last six months, by race/Hispanic origin, July 2012-September
2013

Laundry habits and practices
Figure 103: Blacks’ laundry habits and practices, by gender, November 2013

Attitudes toward doing laundry
Figure 104: Blacks’ attitudes toward doing laundry, by gender, November 2013
Figure 105: Blacks’ attitudes toward doing laundry, by age, November 2013
Figure 106: Blacks’ attitudes toward doing laundry, by household income, November 2013
Attitudes toward laundry products
Figure 107: Blacks’ attitudes toward shopping for laundry products, by gender, November 2013
Figure 108: Blacks’ attitudes toward shopping for laundry products, by age, November 2013
Figure 109: Blacks’ attitudes toward shopping for laundry products, by household income, November 2013
Laundry product usage
Figure 110: Household use of laundry products and detergents, by race/Hispanic origin, July 2012-September 2013
Figure 111: Forms of laundry soaps and detergents used by household, by race/Hispanic origin, July 2012-September 2013
Figure 112: Laundry soap/detergent brands used by household in the last seven days, by race/Hispanic origin, July 2012-September

2013
Figure 113: Brands of fabric softener used by household, by race/Hispanic origin, July 2012-September 2013

Attitudes toward household paper products
Figure 114: Blacks’ attitudes toward household paper products — Toilet paper, by gender, November 2013
Figure 115: Blacks’ attitudes toward household paper products — Paper towels and napkins, by gender, November 2013
Figure 116: Blacks’ attitudes toward household paper products — Facial tissues, by gender, November 2013
Figure 117: Blacks’ attitudes toward household paper products — Toilet paper, by age, November 2013
Figure 118: Blacks’ attitudes toward household paper products — Paper towels and napkins, by age, November 2013

Figure 119: Blacks’ attitudes toward household paper products — Facial tissues, by age, November 2013

Toilet paper attitudes and usage
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Figure 120: Blacks’ attitudes toward toilet paper, by gender, November 2013
Figure 121: Blacks’ attitudes toward toilet paper, by age, November 2013
Figure 122: Blacks’ attitudes toward toilet paper, by household income, November 2013
Figure 123: Blacks’ attitudes Blacks’ attitudes toward shopping for toilet paper, by household income, November 2013
Figure 124: Household use of toilet paper, by race/Hispanic origin, July 2012-September 2013
Paper towels and napkins attitudes and usage
Figure 125: Blacks’ attitudes toward paper towels and napkins, by gender, November 2013
Figure 126: Blacks’ attitudes toward paper towels and napkins, by age, November 2013
Figure 127: Blacks’ attitudes toward paper towels and napkins, by household income, November 2013
Figure 128: Blacks’ attitudes toward shopping for paper towels and napkins, by household income, November 2013
Figure 129: Household use of paper towels, by race/Hispanic origin, July 2012-September 2013
Figure 130: Household use of paper napkins, by race/Hispanic origin, July 2012-September 2013
Facial tissue attitudes and usage
Figure 131: Blacks’ attitudes toward facial tissues, by gender, November 2013
Figure 132: Blacks’ attitudes toward facial tissues, by age, November 2013
Figure 133: Blacks’ attitudes toward facial tissues, by household income, November 2013
Figure 134: Blacks’ attitudes toward shopping for facial tissues, by household income, November 2013
Figure 135: Household use of facial tissue, by race/Hispanic origin, July 2012-September 2013
Interest in niche household products
Figure 136: Blacks’ interest in niche household products — Use/have used and would use again, by gender, November 2013
Figure 137: Blacks ’interest in niche household products — Use/have used and would use again, by age, November 2013
Figure 138: Blacks’ interest in niche household products — Use/have used and would use again, by household income, November 2013
Figure 139: Blacks’ interest in niche household products — Use/have used and would not use again, by age, November 2013
Figure 140: Blacks’ interest in niche household products — Use/have used and would not use again, by household income, November
Ei%lu?r,e 141: Blacks’ interest in niche household products — Have not used but | am interested in using, by gender, November 2013
Figure 142: Blacks’ interest in niche household products — Have not used but | am interested in using, by age, November 2013
Figure 143: Blacks’ interest in niche household products — Have not used but | am interested in using, by household income, November
gi%:h?e 144: Blacks’ interest in niche household products — Have not used, and i am not interested in using, by gender, November 2013
Figure 145: Blacks’ interest in niche household products — Have not used, and i am not interested in using, by age, November 2013
Figure 146: Blacks’ interest in niche household products — Have not used, and i am not interested in using, by household income,
November 2013
Figure 147: Blacks’ interest in niche household products — Any interest, by gender, November 2013
Figure 148: Blacks’ interest in niche household products — Any interested, by age, November 2013
Figure 149: Blacks’ interest in niche household products — Any interested, by household income, November 2013
Figure 150: Blacks’ interest in niche household products — Not interested, by gender, November 2013
Figure 151: Blacks’ interest in niche household products — Not interested, by age, November 2013

Figure 152: Blacks’ interest in niche household products — Not interested, by household income, November 2013
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