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Household Cleaning Equipment -
US

"While familiar, tried-and-true the cleaning tools form a
foundation for the mature household cleaning
equipment market, innovation is essential to driving
growth or gaining market share. Consumers who do
housecleaning are open to new ideas that deliver better
results and that make the task itself more satisfying."

Pest Control and Repellents - US

“Pest control sales are expected to grow steadily in the
next few years. However, market players can accelerate
category growth by increasing consumers’ use of insect
repellents, addressing concerns over chemical content,
and by encouraging consumers to be more proactive in
how they manage pest issues in their homes.” ...

Home Laundry Products - US

“While overall sales of home laundry products remain
weak, opportunities exist in all segments for brands that
that tap into the emotional importance that consumers
place on getting the job done right.”

– John Owen, Senior Household Analyst

Air Care - US

“Though air care products enjoy a relatively high
incidence of use, category sales have fluctuated in recent
years and were flat during 2013-14. Consumers
approach shopping the category with a cost-savings
mindset and this has kept growth tempered. Continued
integration of added functional benefits as well as new
product innovations ...

Washers and Dryers - US

“Bolstered by continued modest improvement in the
economy and a strengthening housing market, sales of
washers and dryers have turned in solid sales
performance since the end of the recession, rising to an
estimated $13.1 billion in 2014.”

- John Owen, Senior Household Analyst

Cookware - US

“The cookware market has continued to grow modestly
due to consumers’ continued need for cookware and
bakeware to facilitate meal preparation tasks.
Accelerated category growth can be achieved by focusing
on the emotional benefits of cooking as well as
positioning cookware ownership as a means to enhance
one’s skill and ...

Furniture Retailing - US

“Unmotivated by sales messages, afraid of buying
online, and reluctant to spend another $1,000 on
furniture before they absolutely have to, furniture
retailers face numerous challenges in getting consumers
back into stores before their current furniture is worn
out. Retailers must find new ways to motivate
consumers to visit ...
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