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“New product launches have created growth in value sales
in fabric care, in contrast to many other household care
categories including laundry detergents. While recent
launches in the fabric conditioner space have focused on
premium fragrances and longer-lasting freshness, there
may be scope to add value through increased
functionality.”

- Richard Hopping, Brand and Household Analyst

This report looks at the following areas:

. Maintaining NPD momentum REPORT NOW
. Using packaging to engage younger groups

Increased investment in product development and advertising has encouraged consumers to spend VISIT:

more on the fabric care and washing ancillaries category. Value sales increased by 8.6% from £520 Sto re.mi nte| .COm

million in 2014 to £565 million in 2015, and are predicted to reach £575 million in 2016.
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Lenor renews focus on core range in 2016
Comfort Intense takes precedence over Creations

Visual elements promote TV advertising

Figure 41: Total above-the-line, online display and direct mail advertising expenditure on fabric care products*, by media type,
January 2013-August 2016

Nielsen Ad Intel coverage

The Consumer - What You Need to Know

Women remain responsible for purchasing

Fabric conditioners seen as vital part of laundry regime
Sensitivity is key to consumers
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Many consumers may be open to fragrance experimentation
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Men more likely to use fragrance-related products...
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...while women more likely to take care of stains

Still a need to highlight product benefits
Figure 45: Repertoire of fabric care and other washing ancillary products used, August 2016

Attitudes towards Fabric Care

Sensitivity is an open goal

Figure 46: Attitudes towards fabric care, August 2016
In-wash scent boosts appeal to limited audience
Brand more important in stain removers than fabric conditioners

Still some doubt over best way to attack stains
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Interest in Product Features for Fabric Conditioners
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Still opportunity for added value through function

Figure 51: Interest in product features for fabric conditioners, August 2016
Ultra-concentrates and antibacterial properties already bearing fruit
Protection for clothes holds appeal

Figure 52: Interest in ‘protective’ product features for fabric conditioners, August 2016

Catering for functional clothing
Figure 53: Interest in fabric conditioners for specific clothing types, August 2016

Interest in longer-lasting fragrances
Figure 54: Interest in fragrance features for fabric conditioners, August 2016

Fabric Care Fragrance Preferences

Fragrance is key
Figure 55: Fabric care fragrance preferences, August 2016

Many consumers potentially open to change
Figure 56: Repertoire of fabric care fragrance preferences, August 2016

Fragrance could be used to widen repertoire of products used
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