
BUY THIS
REPORT NOW

VISIT:
store.mintel.com

CALL:
EMEA

+44 (0) 20 7606 4533

Brazil
0800 095 9094

Americas
+1 (312) 943 5250

China
+86 (21) 6032 7300

APAC
+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

“Continued reduction in household spend on laundry
detergents has strengthened an association between value
and low price, which brands need to address if they are to
see growth return. Promoting how developments can save

money in the long term, or that expand on the theme of
convenience, could encourage interest and greater spend.”

– Lucy Cornford, Category Director – Household
Care

This report looks at the following areas:

• Separating value from low price
• Leveraging on BPC trends

2017 is expected to see the laundry detergent market dip, following a steady decline as consumers
continue to fixate on price.

Consumers show an interest in new innovations that add value to detergent propositions, such as anti-
ageing formulas, laundry sheets and even subscription services. However, considerations over pricing
are here to stay, so brands also need to promote affordability and potential household savings in order
to pique interest and trial.
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Figure 49: Responsibility for buying laundry detergents, June 2017
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