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“Nearly nine out of 10 people use at least one type of air
freshener at home but significant scope exists to encourage
people to use a wider range of products and use them more
regularly, such as for scenting more rooms or using air care

products for a wider variety of reasons.”
- Richard Caines, Senior Household Care Analyst

This report looks at the following areas:

BUY THIS
Increasing usage of air fresheners in particular rooms to help grow sales REPORT NOW

Appeal of scented candles and ways of driving further sales growth
Encouraging more usage of powered products for continuous freshening
Persuading a higher proportion of car drivers to use car air fresheners VISIT:

store.mintel.com

This report examines all of the major products making up the UK air fresheners market, and uses
consumer research to look at usage of different products, where air fresheners are used most
frequently, how often users of air freshener units replace refills, attitudes towards scented candles and CALL
other product types and what might encourage more people to use car air fresheners. EMEA
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Americas
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Figure 54: Number of different types of air freshener used in the past 12 months, April 2014

The Consumer — Frequency of Usage in Different Rooms

Key points

Air fresheners used most in living rooms and bathrooms
Figure 55: Frequency of usage of air fresheners in different rooms of the home, April 2014

Room to encourage more use in kitchens and bedrooms

The Consumer — Replacement of Air Freshener Refills/Fragrances

Key points

Refills for powered air fresheners mostly replaced every two months
Figure 56: Frequency of replacement of refills/fragrances in air freshener units, by type of product, April 2014

Non-powered refills replaced the most frequently

The Consumer — Attitudes towards Scented Candles

Key points
Wide choice of fragrances to keep home smelling pleasant
Figure 57: Attitudes towards scented candles, April 2014

Creating atmosphere and adding colour to a room
Figure 58: Attitudes towards scented candles, by users and non-users of scented candles, April 2014

Scented candles as an aid to relaxation

Combining functional benefits with being a good gift option

The Consumer — Scent Preferences

Key points

Floral fragrances have the strongest appeal
Figure 59: Appeal of different scents for adding fragrance to the home, April 2014

Nature-related and fruity scents also popular

The Consumer — Attitudes towards Plug-ins and Standalone Air Freshener Units

Key points
Powered air fresheners not for everyone
Figure 60: Attitudes towards plug-ins and standalone air freshener units, April 2014
Adjusting fragrance strength and alternating scents
Emphasising value of refills with longer-lasting scents

Style and size of air freshener of low importance

The Consumer — Factors Likely to Encourage Use of Car Air Fresheners

Key points
Longer-lasting freshening the key product improvement

Figure 61: Factors that would encourage use of car air fresheners, April 2014
More scents and more made from natural ingredients

Products offering more control could also make a difference

VISIT: store.mintel.com
BUY TH I S CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

REPORT NOW Americas +1 (312) 943 5250 | APAC +61 (0) 2 8284 8100

EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


http://oxygen.mintel.com//display/store/679733/
mailto:oxygen@mintel.com

MINTEL

Air Care - UK - July 2014

e The above prices are correct at the time of publication, but are subject to
Report Price: £1750.00 | $2834.04 | €2223.04 B

Appendix — Market Size and Forecast

Figure 62: Best- and worst-case forecast for UK retail value sales of air fresheners, 2014-19

Appendix — Brand Research

Figure 63: Brand usage, May 2014

Figure 64: Brand commitment, May 2014

Figure 65: Brand momentum, May 2014

Figure 66: Brand diversity, May 2014

Figure 67: Brand satisfaction, May 2014

Figure 68: Brand recommendation, May 2014
Figure 69: Brand attitude, May 2014

Figure 70: Brand image — macro image, May 2014

Figure 71: Brand image — micro image, May 2014

Appendix — The Consumer — Usage of Air Fresheners

Figure 72: Usage of different types of air freshener in the past 12 months, April 2014
Figure 73: Most popular usage of different types of air freshener in the past 12 months, by demographics, April 2014
Figure 74: Next most popular usage of different types of air freshener in the past 12 months, by demographics, April 2014
Figure 75: Other usage of different types of air freshener in the past 12 months, by demographics, April 2014

Repertoire analysis
Figure 76: Repertoire of usage of different types of air freshener in the past 12 months, by demographics, April 2014

Figure 77: Usage of different types of air freshener in the past 12 months, by repertoire of usage of different types of air freshener in
the past 12 months, April 2014

Appendix — The Consumer — Frequency of Usage in Different Rooms

Figure 78: Frequency of usage of air fresheners in different rooms of the home, April 2014

Figure 79: Frequency of usage of air fresheners in bathroom, by demographics, April 2014

Figure 80: Frequency of usage of air fresheners in kitchen, by demographics, April 2014

Figure 81: Frequency of usage of air fresheners in living room or family room, by demographics, April 2014
Figure 82: Frequency of usage of air fresheners in children’s bedrooms, by demographics, April 2014
Figure 83: Frequency of usage of air fresheners in adult bedroom, by demographics, April 2014

Figure 84: Frequency of usage of air fresheners in dining room, by demographics, April 2014

Figure 85: Frequency of usage of air fresheners in hallway, by demographics, April 2014

Figure 86: Frequency of usage of air fresheners in utility room, by demographics, April 2014

Appendix — The Consumer — Replacement of Air Freshener Refills/Fragrances

Figure 87: Frequency of replacement of refills/fragrances in air freshener units, by type of product, April 2014

Figure 88: Frequency of replacement of refills/fragrances in air freshener units, by type of product — Plug-in air fresheners, by
demoagraphics, April 2014

Figure 89: Frequency of replacement of refills/fragrances in air freshener units, by type of product — Battery-operated automatic spray
unit, by demographics, April 2014

Appendix — The Consumer — Attitudes towards Scented Candles

Figure 90: Attitudes towards scented candles, April 2014

Figure 91: Most popular attitudes towards scented candles, by demographics, April 2014

VISIT: store.mintel.com
BUY TH I S CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

REPORT NOW Americas +1 (312) 943 5250 | APAC +61 (0) 2 8284 8100

EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


http://oxygen.mintel.com//display/store/679733/
mailto:oxygen@mintel.com

MINTEL

Air Care - UK - July 2014

e The above prices are correct at the time of publication, but are subject to
Report Price: £1750.00 | $2834.04 | €2223.04 B

Figure 92: Next most popular attitudes towards scented candles, by demographics, April 2014
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