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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
• Using packaging to engage younger groups

Increased investment in product development and advertising has encouraged consumers to spend
more on the fabric care and washing ancillaries category. Value sales increased by 8.6% from £520
million in 2014 to £565 million in 2015, and are predicted to reach £575 million in 2016.
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