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“In its bid to reverse rapidly falling value, laundry
detergent brands have upped their focus on innovation

that aims to reduce consumers’ repertoire of laundry care
products. ”

- Hera Crossan, Research Analyst

This report looks at the following areas:

• Laundry detergents cannibalise sales of fabric care
• Skin health and the environment present growth opportunities

The laundry detergents, fabric conditioners and fabric care market is forecast to decline for the third
year running in 2018, with value sales predicted to fall another 0.4% to £1.555 billion, down from
£1.561 billion in 2017. Deep discounting among the supermarkets remains the key culprit, but newer
innovations in detergents also look to be cannibalising sales of fabric care products.
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Everyday washers favour powder
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Figure 88: Total above-the-line, online display and direct mail advertising expenditure on laundry and fabric care products, by media
type, January 2015-June 2018
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