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“The air care market is facing a paradigm shift away from
being a functional category, and towards one more closely
aligned with the wellbeing sector. Supporting consumers
by being more transparent about products and innovating
to cater to emotional desires will help brands achieve a
superior consumer connect and stand out from the
growing influence of own-label.”

— Arpita Sharma, Global Household Analyst

This report looks at the following areas:

e Be transparent about the ingredients RE PO RT N OW
e Category shifts from functional to wellbeing

The air care category experienced a decline of 0.2% in 2018 compared to 2017, mainly due to a decline VISIT:

in consumer interest and rise in apprehension towards the category. The market is expected to remain store.mi nte| .COom

flat at £501 million in 2019.

The increase of influence from own-label, concerns over the environment and lack of clarity of product CALL:
content are inhibiting market growth. However, the category seems to have had a paradigm shift away EMEA

from being functional and drifting more towards a wellbeing category, offering potential for brands to +44 (0) 20 7606 4533
broaden their product range and positioning them in line with the wellbeing and lifestyle category.
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Figure 37: Total above-the-line, online display and direct mail advertising expenditure on air care products, January 2015-July 2019

Yankee Candle reduces above-the-line spend
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Ambi Pur and Febreze went for cinema ads
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2015-July 2019

Air care could move from being seasonal to year-round consumer need
Figure 41: Total above-the-line, online display and direct mail advertising expenditure on air care products, by month, 2015-18

Figure 42: Yankee Candle Garden Hideaway Collection to launch in January 2020 as publicised on the Yankee Candle website

Yankee Candle brings Christmas to July
Figure 43: Yankee Candle “Christmas in July” Tweet, July 2019

Air Wick Pure extends into the botanical/herbal category
Figure 44: Air Wick Pure essential oils collection, March 2018

Nielsen Ad Intel coverage

Brand Research

Brand map
Figure 45: Attitudes towards and usage of selected brands, July 2019

Key brand metrics
Figure 46: Key metrics for selected brands, July 2019

Wax Lyrical’s botanical and natural products resonates with customers’ health and wellbeing concerns
Figure 47: Attitudes, by brand, July 2019

Yankee Candle perceived as a fun brand
Figure 48: Brand personality - Macro image, July 2019

Febreze seen as effective and reliable

Figure 49: Brand personality — Micro image, July 2019
Brand analysis
Yankee Candle plays on consumers’ emotional wellbeing

Figure 50: User profile of Yankee Candle, July 2019

Febreze fulfils functional needs of air care consumers
Figure 51: User profile of Febreze, July 2019

Glade favoured by high income group Millennials
Figure 52: User profile of Glade, July 2019

Perceived as a family brand, Air Wick favoured by all income groups
Figure 53: User profile of Air Wick, July 2019

Wax Lyrical’s natural perception appeals equally to men and women
Figure 54: User profile of Wax Lyrical, July 2019

The Consumer - What You Need to Know

Decline in consumer usage across all air care

Category perception shifts from functional requirements to emotional needs
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Consumers show clear desire for natural products
Potential for brands to tap into desire for personalisation
Cleaning products act as source of fragrance

Transparency concerns acting as a barrier

Usage of Air Care Products

Decline in scented candles and scented oils
Figure 55: Usage of air care products in the last 12 months, May 2018 and July 2019
Consumer interest in car air fresheners lowers

Air care repertoire narrows
Figure 56: Repertoire of air care products used in the last 12 months, May 2018 and July 2019

Reasons for Using Air Care Products

From functional requirements to emotional needs

Consumers underline the need for a pleasant atmosphere
Figure 57: Reasons for using air care products, July 2019

Air Care Buying Behaviours

Consumers stick to preferred formats ...
... but are spending more on them

Figure 58: Behaviours around buying air care products, July 2019
Consumers show a clear desire for natural products

Transparency about ingredients is a vital consumer need

Consumer Interest in Innovative Products

Potential for brands to tap into desire for personalisation
Figure 59: Interest in innovative air care products, July 2019

Technology enablement in air care has a long way to go

Convince consumers about benefits to fetch premium

Air Care Behaviours in the Last 12 Months

Cleaning products act as source of fragrance
Figure 60: Air care behaviours in the last 12 months, July 2019

Millennials driving experimentation in category

Air quality becomes of greater concern

Attitudes towards Air Care Products

Transparency concerns acting as a barrier
Figure 61: Attitudes towards air care products, July 2019

Understanding of naturality and healthiness

Appendix - Data Sources, Abbreviations and Supporting Information

Abbreviations

Consumer research methodology
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