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"The household surface cleaning market is characterized
by slow growth and low innovation, but there is reason for
optimism. Brands are beginning to trial new formulas and
formats that will enhance convenience, health, safety and
the consumer experience."
- Jamie Rosenberg, Senior Global Analyst,
Household & Personal Care

This report looks at the following areas:
•
•

Category growth remains slow
Private label is growing across the top segments

The market needs to adapt to changing consumer lifestyles, where there is a strong desire to save time
and reduce the health impact of cleaning the house. Improved brand transparency and recent launches
that better support quick, ad hoc cleaning are steps in the right direction.
All-purpose cleaners and wipes are the category’s primary growth drivers and these segments led the
market to modest growth in 2018 (est). Looking ahead, Mintel predicts the category to grow by 2023.
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DID YOU KNOW?

This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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High consumer confidence means more high-end surfaces
Figure 10: Consumer Sentiment Index, January 2007-July 2018
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Mr. Clean suffers muscle atrophy
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The Consumer – What You Need to Know
Toilet, glass, and all-purpose cleaners are most ubiquitous
Wipes users are frequent cleaners
Wipes can be better targeted at seniors
Traditional channels are still dominant
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Fragrance is one of the more variable preferences
Brands have an opportunity to redefine a healthy home

Surface Cleaner Usage and Frequency
Toilet, glass, and all-purpose cleaners are most ubiquitous
Figure 18: Usage of household surface cleaners, July 2018
Income drives surface-specific cleaners
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Wipes users are frequent cleaners
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Wipes can be better targeted at seniors
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Presence of young children also drives wipes usage
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Most consumers clean at least weekly
Figure 24: Cleaning frequency – NET any surface cleaner, July 2018
Parents are frequent cleaners
Figure 25: Cleaning frequency – NET any surface cleaner, by age of children in the house, Hispanic, and employment status, July 2018

Purchase Locations
Traditional channels are still dominant
Figure 26: Purchase locations for household surface cleaners, July 2018
The young and the wealthy are heavier online shoppers
Figure 27: Online purchases of surface cleaners, by age and income, July 2018

Purchase Influencers
Powerful, multitasking products are highly valued
Figure 28: Purchase drivers for household surface cleaners, July 2018
Cleaning power has become more important than multi-purpose
Figure 29: TURF analysis – Purchase influencers, July 2018
Methodology
Fragrance is one of the more variable preferences
Figure 30: Scent as purchase influencer, by age, parental status, Hispanic Millennials, July 2018
Figure 31: Use scented surface cleansers as a replacement for air fresheners, by age and income, parental status, Hispanic Millennials,
July 2018

Cleaners and Surface Types
Floor and glass cleaners are most important surface-specific products
Figure 32: Use of cleaners by surface type, July 2018

Purchase Behaviors
Surface cleaning consumers are habitual shoppers
Figure 33: Purchase behaviors, July 2018
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Performance is more important than sustainability
Figure 34: Interest in products with limited ingredients, probiotics or an environmentally-friendly positioning, by the age of children in
the house, July 2018

Attitudes toward Surface Cleaning Products
Brands have an opportunity to redefine a healthy home
Figure 35: Attitudes toward surface cleaning products, July 2018
Figure 36: Concerned about disinfectants vs those who use bleach, by all and rural consumers, July 2018
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