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“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:

• Confusion over what eco-friendly means offers an opportunity
• Developing new areas of eco-friendly expertise

The current direction of travel suggests a promising future for eco-friendly household care. A sizable
45% of UK adults have bought eco-friendly household care products in the last six months, and a third
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.
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25-34s most likely to have increased purchase
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Higher incomes influential in increase of eco-friendly purchases
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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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