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“The convenience culture has had a big impact on the
market for hard surface cleaners, with an increasing
emphasis being placed on easier to use and time-saving
products, as well as more convenient packaging. With an
ageing population and increasing time pressures in
people’s lives, convenient formats will continue to grow in
importance.”

— Richard Caines, Senior Household Care Analyst

This report looks at the following areas:

BUY THIS

Time-poor consumers and the need for quick and easy cleaning REPORT NOW

Results people are looking to achieve with their cleaning
Attitudes towards ingredients, health and hygiene
Shopping behaviour and the focus on price V I S | T:

store.mintel.com

The hard surface cleaning market has seen low growth in sales over the last few years, despite an
increase in the number of households and continuing innovation. The latter has been successful in
adding incremental value sales, particularly of products in new formats or with added benefits. CALL
EMEA

Developing products with added features or benefits that have strong appeal is essential for adding +44 (O) 20 7606 4533
value to the market, and this includes benefits related to the key factors determining choice of product,
as well as new opportunities. With the market highly price sensitive, finding ways of standing out from
competitors will help to reduce the downward pressure on value sales cause by promotions. Brazil

0800 095 9094
This report looks at usage of different types of hard surface cleaners, the factors most likely to
influence product choice, interest in and willingness to pay more for different features and benefits,
buying behaviour and attitudes towards cleaning products, particularly in terms of chemical-based Americas

ingredients and the alternative option of all-natural cleaners. +1 (312) 943 5250

APAC
+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Companies focusing on improving environmental credentials
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Companies and Products
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2014 (cont)

Marketing and advertising
McBride

Background and structure
Product range and innovation
Marketing and advertising
Procter & Gamble
Background and structure

Product range and innovation

Figure 43: Examples of new product launches by Procter & Gamble in the hard surface cleaners and toilet care market, October
2013-September 2014

Marketing and advertising
Reckitt Benckiser
Background and structure

Product range and innovation

Figure 44: Examples of new product launches by Reckitt Benckiser in the hard surface cleaners and toilet care market, October
2013-September 2014

Figure 45: Examples of new product launches by Reckitt Benckiser in the hard surface cleaners and toilet care market, October
2013-September 2014 (cont)

Marketing and advertising
SC Johnson
Background and structure

Product range and innovation

Figure 46: Examples of new product launches by SC Johnson in the hard surface cleaners and toilet care market, October
2013-September 2014
Figure 47: Examples of new product launches by SC Johnson in the hard surface cleaners and toilet care market, October
2013-September 2014

Marketing and advertising
Spotless Punch
Background and structure

Product range and innovation

Figure 48: Examples of new product launches by Spotless Punch in the hard surface cleaners and toilet care market, October
2013-September 2014

Thornton & Ross
Background and structure

Product range and innovation
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Figure 49: Example of new product launches by Thornton & Ross in the hard surface cleaners and toilet care market, October
2013-September 2014

Marketing and advertising
Unilever
Background and structure

Product range and innovation

Figure 50: Examples of new product launches by Unilever in the hard surface cleaners and toilet care market, October 2013-September
2014

Figure 51: Examples of new product launches by Unilever in the hard surface cleaners and toilet care market, October 2013-September
2014 (cont)

Marketing and advertising

Other companies
Figure 52: Selected other companies and brands in the hard surface cleaners market, 2014
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RB the biggest advertising spender
Figure 55: Main media advertising expenditure on hard surface cleaners, by leading advertisers, 2011-14

New launches a big focus for advertising
Figure 56: Main media advertising expenditure on hard surface cleaners, by top 20 campaigns, 12 months to 30 September 2014
Figure 57: Main media advertising expenditure on hard surface cleaners, by brand, 12 months to 30 September 2014

TV advertising dominated spending
Figure 58: Main media advertising expenditure on hard surface cleaners, by media type, 2011-14

Channels to Market

Key points

Supermarkets dominate retail distribution
Figure 59: UK retail value sales of hard surface cleaners*, by outlet type, 2012-14

Discounters have a growing presence

The Consumer — Usage of Cleaning Products

Key points
Trigger sprays the dominant format
Figure 60: Usage of different types of hard surface cleaning product in the last six months, August 2014

Toilet cleaners most widely used specialist product
Figure 61: Usage of specialist household cleaning products in the last six months, August 2014
Wipes popular for freshening up the toilet

Wide selection of cleaning products used
Figure 62: Number of different types of hard surface cleaning and toilet care products used in the last six months, August 2014

The Consumer — Factors Influencing Choice
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Key points

Cleaning power the all important factor
Figure 63: Importance of different factors when deciding what hard surface cleaning products to buy, August 2014

Convenience comes in a number of different forms
Figure 64: Influence of convenience factors on choice of hard surface cleaning products (% considering very important), by age,
August 2014

Adding the finishing touches to a room
Figure 65: Influence of giving a shiny/smear-free finish and scent/fragrance on choice of hard surface cleaning products (%
considering very important), by age, August 2014

Concerns for health and the environment

The Consumer — Interest in Product Features

Key points

Extra cleaning power and preventative measures
Figure 66: Interest in features and/or benefits for hard surface cleaning products, August 2014

Health-related product benefits can command a price premium
Figure 67: Interest in and willingness to pay more for health-related features or benefits in hard surface cleaning products, by age of
children in household, August 2014

More concentrated cleaning solutions need to emphasise value
Figure 68: Interest in and willingness to pay more for concentrated cleaning solutions in various formats in hard surface cleaning
products, by age and socio-economic group, August 2014

The Consumer — Buying Behaviour

Key points
Special offers lowering average transaction values
Figure 69: Buying behaviour when shopping for hard surface cleaning products, August 2014

Figure 70: Taking advantage of special offers and promotions to save money on hard surface cleaning products, by generation, August
2014

Discount stores taking sales from major supermarkets
Figure 71: Changes over the last couple of years in where people buy cleaning products, by age, August 2014

Core group of cleaning product enthusiasts

The Consumer — Attitudes towards Hard Surface Cleaning Products

Key points

Significant concerns about chemicals in cleaning products
Figure 72: Attitudes towards hard surface cleaning products, August 2014

Household staples used by a third of people for cleaning

Figure 73: Usage of vinegar, baking soda, and/or lemon as an alternative to conventional cleaning products, and trying to use surface
cleaners with fewer chemicals, by generation, August 2014

Price and effectiveness not major barriers for all-natural products

Appendix — Market Size and Forecast
Figure 74: Best- and worst-case forecast for UK retail value sales of hard surface cleaners*, 2014-19

Appendix — Who’s Innovating?

Figure 75: Breakdown of new product launches in the UK hard surface cleaners and toilet care market making antibacterial claims, %

share by sub-category, January 2013-September 2014
Figure 76: New product launches in the UK hard surface cleaners and toilet care market, by packaging material, January

2010-September 2014
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