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“As much as the category remains price-driven, savvy
consumers are not willing to compromise on product

quality, indicating that cleaning efficacy is an essential
purchase driver and should be targeted in marketing

communication."
– Emilia Tognacchini, Junior Research Analyst

This report looks at the following areas:

• Water scarcity to lead innovation in toilet and hard surface care
• In-store refilling stations can boost zero-waste shopping
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Figure 48: Recorded above-the-line, online display and direct mail total advertising expenditure on hard surface care products, by
advertiser, 2019
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Figure 54: Attitudes, by brand, January 2020

Seventh Generation features a strong ethical profile
Figure 55: Brand personality – macro image, January 2020

Alkimi and Seventh Generation are perceived as comforting and authentic
Figure 56: Brand personality – micro image, January 2020

Brand analysis

Attitude is still little known, but highly recommended
Figure 57: User profile of Attitude, January 2020

Harpic appeals to variegated profiles of consumers
Figure 58: User profile of Harpic, January 2020

Seventh Generation is the ethical standout
Figure 59: User profile of Seventh Generation, January 2020

Alkimi creates a higher proportion of favouritism
Figure 60: User profile of Alkimi, January 2020

Frosch is perceived as basic and perfect for families
Figure 61: User profile of Frosch, January 2020
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Figure 65: Usage of toilet care and cleaning products, April 2019 VS December 2019
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Figure 66: Examples of toilet care products with limescale removing action, 2019

Removing limescale needs to be safe and eco-friendly
Figure 67: Examples of toilet care products with limescale removing action not tested on animals, 2019

Trigger spray remains the most popular choice
Figure 68: Usage of hard surface cleaning products, April 2019 VS December 2019

Multipurpose cleaners remain popular…
Figure 69: Usage of hard surface cleaning formulas, April 2019 VS December 2019

…but younger consumers prefer bleach
Figure 70: Usage of selected hard surface cleaning formulas, by age, December 2019

Price and product quality drive purchasing choices
Figure 71: Purchase drivers in the UK toilet and hard surface care category, December 2019

Women look for products that facilitate cleaning tasks
Figure 72: Purchase drivers in the UK toilet and hard surface care category, by gender, December 2019

Figure 73: Examples of toilet and hard surface care products carrying the easy-to-use claim, 2019

Reduced packaging material can attract consumers
Figure 74: Behaviours towards toilet and hard surface care products, December 2019

Younger consumers more likely to try new scents
Figure 75: Likeliness to try new scents of cleaning products, by age, December 2019

Changing fragrances to tackle over-cleaning

Consumers show interest towards waterless cleaning products…
Figure 76: Ajax Kitchen cleaner, Colgate-Palmolive, 2019

…but proving their efficacy is crucial

Smart dispensers to prevent over-dosing of cleaning formulas
Figure 77: Attitudes towards toilet and hard surface care products, December 2019

Older consumers question wipes’ cleaning efficacy
Figure 78: Agreement with “Cleaning wipes are just as effective at cleaning as other formats”, by age, December 2019
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