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“With more kitchens therefore being kitchen/dining/living
rooms, odour elimination and longer-lasting freshening is
likely to be more important. This could help to drive sales

of kitchen-specific products that as well as cleaning
surfaces get rid of cooking and food smells to improve the
general ambience of flats – where space is limited – with

appealing scents.”
– Richard Caines, Senior Household Care Analyst

This report looks at the following areas:

• Increasing frequency of kitchen cleaning to increase sales
• Focusing on hygiene and a healthy kitchen
• Opportunities for added-value kitchen cleaners

A number of different cleaning tasks takes place in the kitchen, ranging from jobs done very frequently
such as cleaning worktops, the hob and sink/draining board to those that most people do once a month
or less, such as cleaning the oven or fridge. A number of different formats of hard surface cleaner are
used for cleaning the kitchen, but for many tasks soapy water and a cloth is the preferred option.

Hard surface cleaners widely used for cleaning the kitchen include kitchen cleaners, oven and hob
cleaners and other specialist cleaners, which will be used almost exclusively in the kitchen, but also all-
purpose/multipurpose cleaners that may be used in other rooms in the home. These categories
accounted for combined sales of £274 million in 2014, but grew less than 1% from 2013.

This report looks at the performances of the different product categories that relate to kitchen cleaning,
how frequently different tasks take place, what products are used for different tasks and interest in
products with different features/benefits for cleaning the kitchen. It also looks at attitudes towards the
kitchen that might influence product development and promotional activity going forward.
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Figure 22: Brand value shares for kitchen cleaners, years ending November 2013 and 2014
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Figure 23: Brand value shares for limescale removers and oven and hob cleaners, years ending November 2013 and 2014
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Trigger sprays used most on worktops, tiles and hobs
Figure 28: Cleaning products used for different cleaning tasks in the kitchen, December 2014

Wipes another convenient option for kitchen cleaning
Figure 29: Usage of cleaning wipes for cleaning cupboards and drawers, cupboard or fridge doors and kitchen worktops, by age,
December 2014

Cream cleaners used most on ovens and cooker tops

Soapy water a substitute for hard surface cleaners
Figure 30: Usage of cloth and soapy water for selected kitchen areas, by age, December 2014
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Figure 31: Interest in buying cleaning products for the kitchen with different features or benefits, December 2014

Strong interest in longer-lasting or all-natural antibacterial protection
Figure 32: Interest in antibacterial protection properties, by generation, December 2014

Protective and preventative product attributes also important
Figure 33: Interest in products that prevent the build-up of limescale on taps, sinks and draining boards, by region, December 2014

Finishing touches also important in the kitchen
Figure 34: Interest in buying cleaning products for the kitchen with longer-lasting scents or those that eliminate lingering cooking
smells and food odours, by type of kitchen, December 2014

Dispensing with the need for a surface cleaner
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Hygiene a top priority in the kitchen
Figure 35: Attitudes towards the kitchen, December 2014

Meal preparation drives cleaning of worktops and cooking appliances
Figure 36: Giving the worktops and hob a good clean after cooking and spending a lot of time cooking and preparing meals, by age,
December 2014
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More than a fifth of people have most everyday meals in the kitchen
Figure 37: Attitudes towards and usage of the kitchen, by those with separate kitchens with seating or open plan kitchen-diners,
December 2014

Lack of time and space limit cleaning of the kitchen
Figure 38: Impact of lack of time or space on cleaning and tidying the kitchen, December 2014

Room to increase usage of descaling products and specialist products
Figure 39: Selected attitudes towards the kitchen, all vs. those who have had a new kitchen fitted in the last three years, December
2014
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