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This report looks at the following areas:

* The impact of COVID-19 on the eco-friendly household care market.

¢ Launch activity and innovation opportunities for 2021 and beyond.

- Types of regular and eco-friendly household care products bought.

< Change in purchases of eco-friendly household care products bought.

Important purchase drivers for regular and eco-friendly household care
products.
¢ Interest in eco-friendly product concepts.

Attitudes towards eco-friendly household care products.

The coronavirus outbreck and fears over contagion triggered an
unprecedented focus on home hygiene and product efficacy in eliminating
dangerous pathogens. Of all household care product shoppers, 56% agree
that the COVID-19 outbreak has made disinfection claims more important than
eco-friendly ones.

However, the pandemic has also created new growth opportunities for eco-
friendly household care brands as it has encouraged consumers to aspire o
healthier and more sustainable lifestyles and boosted demand for earth-
friendly homecare solutions. Of all eco-friendly household care product buyers,

35% are buying more eco-friendly household care products than they were 12
months prior.

While rising green senfiments indicate a bright future for eco-friendly
household care brands, consumers are developing a more accurate
understanding of environmental topics and over-exposure to ethical and
environmental claims is generatfing questions around the authenficity of
companies’ green pledges. As 70% of household care product shoppers agree
that brands should provide more proof of their eco-friendly claims, it is key for
brands to go beyond on-pack claims and provide transparent information
around the environmental impact of production methods and industry
practices.
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“Although the coronavirus
pandemic put eco-friendly
claims temporarily on the
backseat, the COVID-19 crisis
has also strengthened focus
on health and commitment
towards the environment. This
presents a new range of
growth opportunities for eco-
friendly household care
brands."

- Emilia Tognacchini, Brand
and Household Care
Research Analyst
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Although 29% of household care product shoppers agree that it is acceptable
for eco-friendly household care products to be more expensive, savvy and .
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concepts, 2021
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Figure 8: Attitudes towards eco-friendly household care
products, 2021
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Recycling packaging claims on the rise
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Figure 9: Proportion of household care” NPD carrying
environmental claims, by claim, 2018-21

» Put carbon footprint claims into context

ISSUES AND INSIGHTS
« COVID-19 urges eco-friendly brands to evolve

» Address consumers’ cynical attitudes towards eco-friendly

claims

THE MARKET - KEY TAKEAWAYS

« Consumer confidence sees signs of recovery
, -
» Support consumers’ green ambitions

» Embrace a holistic approach to sustainability

MARKET DRIVERS

« Average age of parents rises...
Figure 10: Fabulosa teams up with Bliss, 2021
e ...while older demographics grow
Figure 11: Trends in the age structure of the UK population,
2015-25
Figure 12: Cadbury Dairy Milk's “The Originals’ video, 2020
* One-person households on the rise
Figure 13: Proportion of one-person households in the UK, by
under 65 vs 65 and over, 1996-2020
« Consumer confidence sees signs of recovery...
Figure 14: Trends in consumer confidence for the coming year,
2009-21
» ...but the future remains blurry and spotless
Figure 15: Expectations of future behaviours after the
pandemic, 2021
« Support consumers’ green ambitions
» Consumers seek product efficacy
Figure 16: Seventh Generation Free & Clean Ulfra
Concenftrate Laundry Detergent, 2020
* Embrace a holistic approach to sustainability
- Promote social equality for a really sustainable future

* The future is multicultural

COMPANIES AND BRANDS - KEY TAKEAWAYS

» Ethical and environmental claims grow but lack meaning
» Put carbon footprint claims into context

* New players rethink traditional homecare formulas
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LAUNCH ACTIVITY AND INNOVATION

Ethical and environmental claims dominate...

Figure 17: Proportion of NPD in the household care category’,
by claim category, 2018-21

...but lack meaning

Fabric care and dishwashing products lead the eco-friendly
homecare market

Figure 18: Proportion of household care products carrying any
environmental claims®, by category, 2018-21

Environmental focus influences NPD in air care and
cleaning equipment

Figure 19: Examples of eco-friendly NPD in the cleaning
equipment category, 2020

OceanSaver launches sustainable dishwashing kit

Figure 20: OceanSaver launches new Plastic Free Dish
Washing Starter Kit, 2021

Recycling packaging claims on the rise

Figure 21: Proportion of household care® NPD carrying
environmental claims, by claim, 2018-21

Put carbon footprint claims into context

Figure 22: Hempur 100% Bamboo Toilet Paper, 2020
Unilever introduces surfactants made from industrial CO2
emissions

Figure 23: OMO launches world-first laundry capsules made
from industrial emissions, 2021

P&G and Reckitt lead NPD activity

Figure 24: Proportion of household care™ NPD carrying
environmental claims™, by fop 10 ultimate companies and
other, 2020

Figure 25: Examples of household care NPD carrying
environmental claims from P&G and Reckitt, 2020

SC Johnson and Unilever extend eco-friendly offerings
Figure 26: Examples of household care NPD carrying
environmental claims from Unilever and SC Johnson, 2020-21
Private-label brands invest in eco-friendly NPD and
initiatives

Figure 27: Proportion of branded and private-label
household care” NPD carrying environmental claims™, 2018-21
Figure 28: Examples of household care NPD carrying
environmental claims from own-label brands, 2020

New players rethink traditional homecare formulas

Figure 29: Wype and YUCO make their enfrance in the
household care market, 2020
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Provide green solutions to common household issues
Figure 30: Examples of NPD from 9 Elements, 2021
Harmonise science with nature

Figure 31: Examples of NPD from Defunkify, 2019-20

THE CONSUMER - KEY TAKEAWAYS

Online shopping grows but consumers also return to shop
in-store
Make value a key element of communication strategies

Focus on long-term trends while listening o consumers

IMPACT OF COVID-19 ON CONSUMER BEHAVIOUR

COVID-19 remains a source of preoccupation

Figure 32: Concerns about exposure to COVID-19/
coronavirus, 2020-21

Next normal creates opportunities for on-the-go product
ideas

Figure 33: Examples of on-the-go hard surface care product
concepts, 2020

COVID-19 boosts spend and engagement with homecare
products

Figure 34: Change in spend on household care products
compared to before the COVID-19/coronavirus outbreak,
2020-21

Figure 35: Method teams up with ice cream brand Jude'’s and
flower company Bloom & Wild, 2020 and 2021

Consumers aspire o healthier and greener lifestyles
Figure 36: Change in priorities since the COVID-19/
coronavirus outbreak, 2021

Online shopping grows but the in-store experience is
irreplaceable

Figure 37: Change in shopping behaviours since the start of
the COVID-19 outbreak, 2020-21

Opportunities to ‘up-green’ ecommerce...

Figure 38: Olive offers cardboard-free consolidated
deliveries, 2021

...and upgrade the in-store shopping experience

TYPES OF HOUSEHOLD CARE PRODUCTS BOUGHT

Regular products still represent the mainstream purchasing
choice

Figure 39: Regular and eco-friendly purchases of household
care products in the last six months, 2021

Room for growth for eco-friendly homecare brands
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Figure 40: Types of household care product buyer, 2021
Make value a key element of communication strategies

Go beyond single products

Figure 41: Repertoire analysis of eco-friendly household care
products bought in the last six months, 2021

CHANGE IN PURCHASE OF ECO-FRIENDLY HOUSEHOLD CARE
PRODUCTS

Environmental focus influences homecare purchases
Figure 42: Change in purchase of eco-friendly household
care products over the last 12 months, 2021

Differentiate between budget and premium eco-friendly
homecare

Figure 43: Change in purchase of eco-friendly household
care products over the last 12 months — more, by household
income, 2021

Promote green homecare among parents of under-18s
Figure 44: Change in purchase of eco-friendly household
care products over the last 12 months — more, by parental
status, 2021

Figure 45: Nimble launches New Parents Gift Set, 2020

MOTIVATIONS FOR INCREASE IN ECO-FRIENDLY HOUSEHOLD
CARE PURCHASES

Environmental sentiments drive demand for green
homecare

Figure 46: Reasons for buying more eco-friendly products
compared to 12 months ago, 2021

Promote healthy homecare habits...

...and prevent excessive cleaning

Figure 47: Whirlpool launches its first ever Liquid Laundry
Detergent, 2020

Focus communication strategies on older demographics
Tap into rising pet ownership among the young

Figure 48: Vamoosh's Pet Hair Dissolver, 2020

PURCHASE DRIVERS FOR REGULAR AND ECO-FRIENDLY
HOUSEHOLD CARE PRODUCTS

Homecare product buyers = savvy shoppers

Figure 49: Purchase drivers for regular and eco-friendly
household care products, 2021

Take recycling packaging claims to the next level

Figure 50: Sieben Generationen Free & Clear Liquid Laundry
Detergent, 2020
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Use technology to support correct recycling practices at
local level

Get creative with formulations

Figure 51: Examples of homecare formulas with waste and
food ingredients, 2018-20

INTEREST IN ECO-FRIENDLY HOUSEHOLD CARE PRODUCT
CONCEPTS

Make packaging the protagonist of refill/refillable product
ideas

Figure 52: Interest in eco-friendly household care product
concepts, 2021

Figure 53: Examples of refill/refillable homecare products in
metal aluminium packaging, 2021

Rethink the refill experience for one-person households
Figure 54: Spruce’s Eco-friendly Bathroom cleaner, 2021
Explore solid formats and plastic-free packaging at once
Figure 55: The Soap Co. soap bar, 2019

Switch to solid and powder formats to reduce dependency
on plastic

Explore probiotics to disrupt the category

Figure 56: Examples of household care products formulated
with probiotics, 2017-21

ATTITUDES TOWARDS ECO-FRIENDLY HOUSEHOLD CARE
PRODUCTS

Cynical attitudes challenge eco-friendly homecare brands
Figure 57: Attitudes tfowards eco-friendly household care
products, 2021

Focus on long-term trends while listening to consumers
Raise the bar for eco-friendliness

Position sustainable homecare as inspired by the past
Figure 58: Agreement with “It is acceptable for eco-friendly
household care products to be more expensive than regular
ones”, by age, 2021

APPENDIX - DATA SOURCES, ABBREVIATIONS AND
SUPPORTING INFORMATION

Abbreviations

Consumer research methodology
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Mintel is the expert in what consumers want
and why. As the world’s leading market

intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
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reports.mintel.com © 2022 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


https://www.mintel.com/

	The Green Household Care Consumer - UK - 2021
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.
	Buy this report now


	The Green Household Care Consumer - UK - 2021
	Report Price: £2195 | $2995 | €2600
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.
	What's included

	Did you know?
	Buy this report now

	Table of Contents
	Overview
	Executive Summary
	Issues and Insights
	The Market – Key Takeaways
	Market Drivers
	Companies and Brands – Key Takeaways
	Launch Activity and Innovation
	The Consumer – Key Takeaways
	Impact of COVID-19 on Consumer Behaviour
	Types of Household Care Products Bought
	Change in Purchase of Eco-friendly Household Care Products
	Motivations for Increase in Eco-friendly Household Care Purchases
	Purchase Drivers for Regular and Eco-friendly Household Care Products
	Interest in Eco-friendly Household Care Product Concepts
	Attitudes towards Eco-friendly Household Care Products
	Appendix – Data Sources, Abbreviations and Supporting Information

	About Mintel


