MINTEL

The Green Household Care Consumer - UK - May 2019

e The above prices are correct at the time of publication, but are subject to
Report Price: £1995.00 | $2693.85 | €2245.17 B

“The current direction of travel indicates a promising
future for eco-friendly household care. However, there is
still more that can be done to make it truly mainstream. ”
— Richard Hopping, Senior Brand and
Household Analyst

This report looks at the following areas:

BUY THIS
e Confusion over what eco-friendly means offers an opportunity RE PO RT NOW

e Developing new areas of eco-friendly expertise

The current direction of travel suggests a promising future for eco-friendly household care. A sizable VISIT:

45% of UK adults have bought eco-friendly household care products in the last six months, and a third store.m i nte| .COom

of buyers report that they have purchased an increased number in the last year. All types of brands are

targeting eco-friendly as a growth opportunity, and more consumers than ever are clearly seeing the

benefits. CALL:
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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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The Eco-Friendly Household Care Shopper
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Men more likely to have bought eco-friendly products
Figure 29: Household care product buyers, by gender, March 2019

Under-45s more likely to engage with eco-friendly products
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Figure 33: Household care product buyers, by gender, by financial situation and household income, March 2019
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25-34s most likely to have increased purchase
Figure 38: Change in purchase of eco-friendly household care products over the last 12 months - increased, by age, March 2019

Higher incomes influential in increase of eco-friendly purchases

ﬂgurﬁ ggig(ihange in purchase of eco-friendly household care products over the last 12 months - increased, by household income,
arc

Types of Retailers Bought From

Eco-friendly shoppers more likely to look online
Figure 40: Types of retailers consumers buy regular and eco-friendly household care products from, March 2019
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Figure 41: Types of retailers consumers buy eco-friendly household care products from, by age, March 2019

Potential for eco-brands without supermarket listings

Growth of discounters potentially damaging to eco-movement

Priorities When Completing Household Care Tasks

Eco-friendly products needs to meet basic demands
Figure 42: Consumer priorities when completing household care tasks, March 2019

Practicality less likely to be important for eco-friendly buyers

Figure 43: Consumer priorities when completing household care tasks, by types of household care products bought in the last six
months, March 2019

Opportunity to make germ-removal an eco-friendly specialism
Shifting the limitation of water usage from cost-saving to planet-saving
Figure 44: Colgate-Palmolive Save Water logo, 2019

Dry and rinse-free formats to accompany lifestyle changes
Figure 45: Examples of rinse-free launches in the household care sector, 2017-19
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Plastic demonisation influences consumer thinking
Figure 46: Ideal attributes of an eco-friendly product, March 2019

Eco-friendly buyers influenced by ethical certification

Figure 47: Ideal attributes of an eco-friendly product, by types of household care products purchased in the last six months, March
2019

Older groups more demanding; younger groups may be easier to please
Figure 48: Ideal attributes of an eco-friendly product, by age, March 2019
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Eco-Friendly Household Care Behaviours

Efficacy is still an issue
Figure 51: Eco-friendly household care behaviours, March 2019
Greater clarity required over concept of “eco-friendly”
Alternative materials play to the crowd
Loop could appeal to parents in particular

Figure 52: Eco-friendly household care behaviours, by presence of children in the household, March 2019

Big-name brand extensions to combat rise of niche players
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