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“The toilet and hard surface care markets are at a
crossroads, with brands seeking to arrest a long-term

decline in value sales. The rise of multipurpose cleaners
may have actually been bad news for brands in the long
run, with consumers seeing them as commoditised and
interchangeable. However, eco-friendly products have
shown fast growth, suggesting future increased sales.”

– Hera Crossan, Research Analyst

This report looks at the following areas:

• The rise of eco-cleaning

The size of the toilet and hard surface care market looks to have declined for the fourth consecutive
year, with value sales predicted to have fallen further in 2017. Brands in the segment may be victims
of their own success in promoting multipurpose cleaners as being the most effective tool for household
cleaning – consumers appear to have taken this message to heart, to the detriment of sales of
specialist cleaning products.

There are further challenges on the horizon too, with the declining size of households and the
development of powered cleaning products both having the potential to dent sales. The rise of eco-
cleaning does represent a bright spot of growth in the segment, however, with the acquisition of
Method and Ecover by SC Johnson proof that the market foresees long-term increases in the value of
this sub-category.
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Figure 65: User profile of Flash, December 2017

Mr Muscle seen as more fun than other brands
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Figure 68: User profile of Duck, December 2017

Bloo struggles to communicate brand values
Figure 69: User profile of Bloo, December 2017

Ecover used by higher-income groups
Figure 70: User profile of Ecover, December 2017
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Women more responsible for cleaning…
Figure 71: Responsibility of toilet and hard surface cleaning, by gender, December 2017

…as well as buying
Figure 72: Responsibility of purchasing toilet and hard surface cleaning products, by gender, December 2017
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Kitchen surfaces most frequently cleaned
Figure 73: Frequency of cleaning areas of the home, December 2017

Older people clean more
Figure 74: Everyday cleaning of bathroom and kitchen surfaces, by age, December 2017

Bleach most popular in toilet care
Figure 75: Usage of toilet cleaning products, December 2017
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Multipurpose cleaners dominate
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Environmental and health concerns are high
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Powered products could pose a greater threat
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Cleaning Frequency

Usage of Toilet Care and Cleaning Products

Usage of Hard Surface Cleaning Products
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