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"Home laundry product sales have rebounded as
innovation in the category resulted in new product
offerings and increased consumer spending on higher-
margin products. Key drivers will focus on further
innovation in the category surrounding compactness and
scent, as well as a more personalized shopping experience
for consumers."

-Stephen Brown, Research Analyst

This report looks at the following areas:

BUY THIS
e Gain in sales, despite decline of key demographic groups RE PO RT NOW
e Concerns about safety of scent
e Powder detergent is continuing to dissolve away
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- Fabric care products (solid-form in-wash scent boosters, laundry starch, static control/fabric
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DID YOU KNOW? 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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What's Next?

Division between fabric softeners and scent boosters will blur

Niche brands appeal to natural consumers
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Figure 24: Select attitudes toward scent, May 2016

Concentrated formulas in single-dose packs

The Consumer — What You Need to Know

Gender imbalance in laundry behavior shows women are more engaged
Liquid detergents are most popular and scent is key

Fabric softeners are popular among families

In-wash scent boosters still gathering momentum

Samples and personalized discounts connect best with consumers
Women tend to vary detergent by load while Hispanics mix-and-match

Natural and unique scents are important when choosing products

Laundry Responsibility

Similar number of adults responsible for doing laundry and shopping for products
Figure 25: Responsibility for doing laundry and shopping for products, May 2016

Gender gap between those responsible for doing laundry and shopping
Figure 26: Responsibility for doing laundry and shopping for products - Mainly responsible, by gender, May 2016

Even distribution of laundry responsibility across ethnic lines
Figure 27: Responsibility for doing laundry, by race and Hispanic origin, May 2016

Use of Home Laundry Products

Liquid detergent has most widespread usage
Figure 28: Laundry product usage, any use, May 2016

Millennials are heavier users of add-on products
Figure 29: Regular use of any add-ons, by generation, May 2016

Hispanics follow suit with Millennials in add-on products
Figure 30: Regular use of any add-ons, by race and Hispanic origin, May 2016

Usage and Purchase Influencers of Laundry Detergent

Liquid detergent has strongest regular use
Figure 31: Laundry detergent usage, May 2016

Single-dose users skew younger
Figure 32: Regular usage of single-dose pods, by generation, May 2016

In their own words

Important attributes for detergent are scent and cold water effectiveness
Figure 33: Purchase influencers, laundry detergent, May 2016

Generational divide in the role of scent in detergent
Figure 34: Scent-related purchase influencers, laundry detergent, by generation, May 2016

Households with children have unique laundry needs
Figure 35: Select purchase influencers — Laundry detergent, by parental status, May 2016

In their own words

Usage and Purchase Influencers of Fabric Softener
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Dryer sheets see greater usage than liquid softener
Figure 36: Fabric softener usage, May 2016

Fabric softener usage higher among households with children
Figure 37: Fabric softener usage, any current use, by parental status, May 2016

Hispanics over index for fabric softener
Figure 38: Fabric softener usage, any current use, by race and Hispanic origin, May 2016

Important attributes for fabric softeners are scent and freshness
Figure 39: Purchase influencers, fabric softener, May 2016

Hispanics more keen on fragrance-free fabric softener
Figure 40: Purchase influencers, laundry detergent, by race and Hispanic origin, May 2016

In their own words

Usage and Purchase Influencers of Scent Boosters

Scent boosters are marginally used, but opportunity remains
Figure 41: Laundry scent booster usage, May 2016

Scent boosters most popular among young adults
Figure 42: Laundry scent booster — Any usage, by generation, May 2016

Hispanics use scent booster more than other ethnic groups
Figure 43: Laundry scent booster — Any usage, by race and Hispanic origin, May 2016

Important attributes for scent boosters mirror fabric softener
Figure 44: Purchase influencers for scent boosters, May 2016

Fragrance and size are important attributes for younger adults
Figure 45: Select purchase influencers of scent boosters, by generation, May 2016

In their own words

Shopping Influencers

Samples are important
Figure 46: Shopping influencers, May 2016

Women want more personalized discounts
Figure 47: Select shopping influencers, by gender, May 2016

Hispanic shoppers more attracted to in-store marketing
Figure 48: Select shopping influencers, by race and Hispanic origin, May 2016

Laundry Behavior

Majority vary the amount of detergent per load
Figure 49: Laundry attitudes, May 2016

Women are more likely to mix-and-match
Figure 50: Select attitudes toward doing laundry, by gender, May 2016

Hispanics favor stain removal and mixing-and-matching
Figure 51: Select attitudes toward doing laundry, by race and Hispanic origin, May 2016

Attitudes towards Scent
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Natural scents most popular, but opinion split
Figure 52: Attitudes toward scent, May 2016

Hispanics want more scent options and are willing to pay
Figure 53: Select attitudes toward scent, by race and Hispanic origin, May 2016

Households with children are more worried about allergens
Figure 54: Select attitudes toward scent, by parental status, May 2016

Scents go above and beyond detergents
Figure 55: Select attitudes toward scent, by select laundry product users, May 2016
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Abbreviations

Appendix - Market

Figure 56: Total US retail sales and forecast of home laundry products, at inflation-adjusted prices, 2011-21
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Figure 58: Total US retail sales and forecast of laundry detergent, at current prices, 2011-21

Figure 59: Total US retail sales and forecast of fabric softener liquid, at current prices, 2011-21

Figure 60: Total US retail sales and forecast of fabric softener sheets, at current prices, 2011-21

Figure 61: Total US retail sales and forecast of laundry care, at current prices, 2011-21

Figure 62: Total US retail sales and forecast of bleach, at current prices, 2011-21

Figure 63: Total US retail sales of home laundry products, by channel, at current prices, 2011-16
Market factors

Figure 64: Average household size, 2015

Figure 65: Population by race and Hispanic origin, 2011-21

Appendix - Key Players

Figure 66: MULO sales of laundry detergent by leading companies and brands, rolling 52 weeks 2015 and 2016
Figure 67: MULO sales of liquid fabric softener, by leading companies and brands, rolling 52 weeks 2015 and 2016
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Figure 71: Share of MULO laundry detergent sales, by format, rolling 52 weeks 2016

VISIT: store.mintel.com
BUY THIS CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

RE PO RT NOW Americas +1 (312) 943 5250 | China +86 (21) 6032 7300

APAC +61 (0) 2 8284 8100 |
EMAIL: reports@mintel.com



http://reports.mintel.com//display/store/747962/
mailto:reports@mintel.com

	Home Laundry Products - US - August 2016
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Overview
	Executive Summary
	The Market – What You Need to Know
	Market Size and Forecast
	Market Breakdown
	Market Perspective
	Market Factors
	Key Players – What You Need to Know
	Manufacturer Sales of Home Laundry Products
	What’s Working?
	What’s Struggling?
	What’s Next?
	The Consumer – What You Need to Know
	Laundry Responsibility
	Use of Home Laundry Products
	Usage and Purchase Influencers of Laundry Detergent
	Usage and Purchase Influencers of Fabric Softener
	Usage and Purchase Influencers of Scent Boosters
	Shopping Influencers
	Laundry Behavior
	Attitudes towards Scent
	Appendix – Data Sources and Abbreviations
	Appendix – Market
	Appendix – Key Players



