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“Air fresheners are widely used in American households
and the market is growing and recovering from the
recession. However, there are some challenges. Plug-in and
battery-operated product sales are struggling, there is
growing concern around chemical content that is used in
air fresheners, and companies have to look to new ways to
expand this mature category.”
– Gabriela Elani, Home & Personal Care Analyst
This report looks at the following areas:
•
•
•

Plug-in and battery-operated product segment struggling to grow
Desire for more transparency and “better for you” products
Expanding an already mature market

The U.S. air fresheners market is strongly recovering from the struggles it encountered during the first
few years after the recession. In 2013, total U.S. retail sales for air fresheners are $2.8 billion, up 12%
during 2011-13. Air fresheners are a discretionary household product category and consumers’
confidence in the economy is improving, leading them to spend more freely on nonessential household
items. Mintel expects that the category will grow steadily during 2013-18, reaching sales of $3.1 billion
in 2018.
Most product segments in the market have performed well in the past year, with vehicle air fresheners,
slow-release air fresheners, and aerosols all experiencing sales growth. Aerosols continue to be the
most popular format because they offer consumers a convenient odor-fighting solution. The vehicle air
freshener segment has doubled in size in the past year due to the success of Febreze entering the
segment. While these segments have done well, the largest segment in the market, the plug-in and
battery-operated segment, has struggled. This segment’s challenges are that the products are
expensive and the use of refills requires effort on the part of the consumer to identify that a refill is
needed and to make that purchase. Giving consumers sensory cues that a refill is needed could be an
opportunity for product innovation in this segment.
There could also be opportunities for companies and brands to expand the category by integrating new
functional benefits into air freshener products. Improving air quality, repelling bugs, antibacterial
properties, and products that offer aromatherapy and relaxation benefits are all potential product
opportunities for this category.
The key focus of the 2013 report will be on understanding current air freshener usage behaviors, the
opportunities for companies and brands to improve already existing forms, and what new product
opportunities may look like. This report analyzes U.S. sales performance for air fresheners for the past
five years and the market forecast through 2018. The report also explores consumers’ usage of air
fresheners in different areas of their home, the types of odors they are trying to eliminate the most
frequently, and their shopping behaviors when purchasing air fresheners.

BUY THIS
REPORT NOW
VISIT:
store.mintel.com
CALL:
EMEA

+44 (0) 20 7606 4533
Brazil

0800 095 9094
Americas

+1 (312) 943 5250
APAC

+61 (0) 2 8284 8100
EMAIL:
oxygen@mintel.com

This report builds on the analysis presented in Mintel’s Air Fresheners—U.S., September 2012, as well
as previous reports with this same title in November 2011, November 2010, December 2009,
December 2008, December 2007, December 2006, and September 2003.

DID YOU KNOW?

This report is part of a series of reports, produced to provide you with a
more holistic view of this market
oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

Air Fresheners - US - September 2013
Report Price: £2466.89 | $3995.00 | €3133.71

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

Table of Contents
Scope and Themes
What you need to know
Definition
Data sources
Sales data
Consumer survey data
Abbreviations and terms
Abbreviations
Terms

Executive Summary
The market
Figure 1: Total U.S. retail sales and fan chart forecast of air fresheners, at current prices, 2008-18
Market factors
Consumers have a more positive outlook
Growing black and Hispanic segments will help the category
Greater desire for transparency
Segment performance
Figure 2: Total U.S. retail sales of air fresheners, by segment, at current prices, 2011 and 2013
Market players
Figure 3: Share of MULO sales of air fresheners, by leading companies, 2013
The consumer
Aerosols most commonly used air freshener product
Figure 4: Air freshener usage, July 2013
Younger men and women have more complex air freshener usage routines
Scent testing crucial when it comes to shopping for air fresheners
Figure 5: Shopping behaviors, July 2013
Consumers interested in seeing air freshener products with added functional benefits
Figure 6: Any interest in new product attributes and formats, July 2013
What we think

Issues and Insights
Plug-in and battery-operated product segment struggling to grow
Issues
Insights
Desire for more transparency and “better for you” products
Issues
Insights

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533
Brazil 0800 095 9094
Americas +1 (312) 943 5250
APAC +61 (0) 2 8284 8100
EMAIL: oxygen@mintel.com
oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

Air Fresheners - US - September 2013
Report Price: £2466.89 | $3995.00 | €3133.71

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

Expanding an already mature market
Issues
Insights

Trend Applications
Trend: Many Mes
Trend: Transumers
Mintel Futures: Brand Intervention

Market Size and Forecast
Key points
Category is recovering and growth expected in the next few years
Sales and forecast of air fresheners
Figure 7: Total U.S. retail sales and forecast of air fresheners, at current prices, 2008-18
Figure 8: Total U.S. retail sales and forecast of air fresheners, at inflation-adjusted prices, 2008-18
Fan chart forecast
Figure 9: Total U.S. retail sales and fan chart forecast of air fresheners, at current prices, 2008-18

Market Drivers
Key points
Consumer confidence in economy is growing
Figure 10: University of Michigan’s index of consumer sentiment (ICS), 2007-13
Growing ethnic populations to help market based on their high usage
Figure 11: Population, by race and Hispanic origin, 2008-18
Greater desire for transparency

Competitive Context
Scented candles provide strong competition
Opportunity for the air fresheners market
Scented cleaning products can pull consumers away from category
Opportunity for the air fresheners market

Segment Performance
Key points
Plug-in and battery-operated air fresheners top segment in the market
Aerosols benefit from convenience and ease of use they provide
Vehicle air fresheners segment doubles in size
Slow-release segment does well, but still has catching up to do
Sales of air fresheners, by segment
Figure 12: Total U.S. retail sales of air fresheners, by segment, at current prices, 2011 and 2013

Segment Performance—Plug-In and Battery-Operated Air Fresheners
Key points

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533
Brazil 0800 095 9094
Americas +1 (312) 943 5250
APAC +61 (0) 2 8284 8100
EMAIL: oxygen@mintel.com
oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

Air Fresheners - US - September 2013
Report Price: £2466.89 | $3995.00 | €3133.71

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

Flat sales expected for plug-in and battery-operated segment
Sales and forecast of plug-in and battery-operated air fresheners
Figure 13: Total U.S. retail sales and forecast of plug-in and battery-operated air fresheners, at current prices, 2008-13

Segment Performance—Aerosol Air Fresheners
Key points
Aerosols benefit from being most widely used air freshener form
Sales and forecast of aerosol air fresheners
Figure 14: Total U.S. retail sales and forecast of aerosol air fresheners, at current prices, 2008-13

Segment Performance—Vehicle Air Fresheners
Key points
Febreze transforms the vehicle segment and doubles its size
Sales and forecast of vehicle air fresheners
Figure 15: Total U.S. retail sales and forecast of vehicle air fresheners, at current prices, 2008-13

Segment Performance—Slow-Release Air Fresheners
Key points
Slow-release air fresheners post solid growth in past two years
Sales and forecast of slow-release air fresheners
Figure 16: Total U.S. retail sales and forecast of slow-release air fresheners, at current prices, 2008-13

Retail Channels
Key points
Most air freshener purchases happening through “other retail channels”
Sales of air fresheners, by channel
Figure 17: Total U.S. retail sales of air fresheners, by channel, at current prices, 2011-13
Figure 18: Total U.S. retail sales of air fresheners, by channel, at current prices, 2008-13

Leading Companies
Key points
SC Johnson and P&G lead the MULO market
MULO manufacturer sales of air fresheners
Figure 19: MULO sales of air fresheners, by leading companies, 2012 and 2013

Brand Share—Plug-In and Battery-Operated Air Fresheners
Key points
SC Johnson and Reckitt Benckiser top two segment players
MULO sales of plug-in and battery-operated air fresheners
Figure 20: MULO sales of plug-in and battery-operated air fresheners, by leading companies, 2012 and 2013

Brand Share—Aerosol Air Fresheners
Key points
P&G leading with Febreze brand

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533
Brazil 0800 095 9094
Americas +1 (312) 943 5250
APAC +61 (0) 2 8284 8100
EMAIL: oxygen@mintel.com
oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

Air Fresheners - US - September 2013
Report Price: £2466.89 | $3995.00 | €3133.71

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

Henkel Group growing in both sales and market share
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Renuzit
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Figure 45: Renuzit key social media indicators, August 2013
Key online campaigns
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Figure 52: Air Freshener usage locations, July 2013
Bathroom odors are most common odors consumers trying to tackle
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Scent testing is very important for consumers
Figure 57: Shopping behaviors, by gender and age, July 2013
Decreasing affluence increases likelihood of buying products based on price
Figure 58: Shopping behaviors, by household income, July 2013
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Yankee Candle and Bath & Body Works offer more scent-testing opportunities
Figure 59: Shopping behaviors, by brands of air fresheners, July 2013

New Product Opportunities
Key points
Consumers looking to improve air quality and repel bugs
Figure 60: Interest in new product attributes and formats, July 2013
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