MINTEL

Laundry and Fabric Care - China - July 2015

e The above prices are correct at the time of publication, but are subject to
Report Price: £2463.80 | $3990.00 | €3129.79 B

"In order to boost sales in a mature market such as laundry
and fabric care, companies and brands could not only tap
into more subdivided segments (eg products designed for

kids in different age ranges) but also target specific
consumer groups (eg 20-24-year-olds).”
— Yujing LI, Senior Research Analyst

This report looks at the following areas:
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What do consumers think about product improvements when doing laundry? store. minte| .com
= Which kind of laundry and fabric care products are most appealing for Chinese people?

What are consumers’ attitudes towards laundry and fabric care products?
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that more and more consumers start to use conditioners/softeners.
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Tough stain remains as the number one issue, but other expectations are on the rise
Figure 49: Improvements for laundry performance, April 2015
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Figure 50: Comparison of improvements for laundry performance, 2014 and 2015

Different consumers pay attention to different problems
By age

Figure 51: Improvements for laundry performance, by age, April 2015
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By city tier
Figure 53: Improvements for laundry performance, by city tier, April 2015
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Multifunction feature is most welcomed by consumers
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Figure 57: Interest in different laundry product innovations, April 2015
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Figure 63: Attitudes towards washing children’s clothes at home, April 2015

Meet the Mintropolitans

Key points
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Figure 64: Demographic profile of Mintropolitans vs Non-Mintropolitans, by gender, age and personal income

Figure 65: Demographic profile of Mintropolitans vs Non-Mintropolitans, by marital status, city tier and education level

MinT use laundry services for more types of clothes
Figure 66: Consumers who use laundromat for different clothes, by MinT and Non-MinT, April 2015

MinT use more types of laundry products, leaping ahead especially in specialised fabric care
Figure 67: Types of laundry and fabric care products used, by MinT and Non-MinT, April 2015

In general MinT and Non-MinT share similar opinions in terms of laundry detergent
Figure 68: Features of an ideal laundry detergent, by MinT and Non-MinT, April 2015

MinT are more sophisticated in doing laundry
Figure 69: Attitudes towards laundry and fabric care, By MinT and non-MinT, April 2015
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