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“To help encourage growth, market players must combat
cannibalization within the category by promoting
complementing suites of products for greater efficacy,
focus on improving the multifunctional capabilities of air
care products.”
Molly Maier, Category Manager, Health,
Household, Beauty and Personal Care
This report looks at the following areas:
•
•
•

Combat cannibalization within category
Focus on multifunctional attributes
Target the multicultural consumer

What you need to know
Air care product usage enjoys strong incidence of use (81% of adults use any air care); however,
household penetration has remained unchanged over time. While this strong, steady consumer base
provides a solid foundation, significant growth remains elusive. Trade down to less expensive (private
label) and/or replacement use of one air care product with another is also impeding market
performance. Marketers must work harder to increase replenishment cycles and complementary
product usage rather than allow cannibalization within the category.
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In 2014, total US retail sales for the air care market were $5.7 billion (est), a 3% increase since 2009.
The category is expected to remain stagnant, with Mintel forecasting sales to grow by a mere 1%
through 2019.

Definition
This report builds on the analysis presented in Mintel’s Air Care – US, August 2014, as well as Air
Fresheners – US, September 2013 and previous reports with this same title in September 2012,
November 2011, November 2010, December 2009, December 2008, December 2007, December 2006,
and September 2003. In addition, the report builds on analysis presented in Mintel’s Candles – US,
August 2013, as well as previous reports with this same title in August 2012, August 2011, August
2010, August 2009, February 2008, February 2007, February 2006, February 2005, and January 2003.
Mintel defines the US air care market as consisting of the following product categories:
•

•
•

Candles – A body of wax formed around a wick, which provides a flame, and, in many
cases, fragrance, when lit. Includes tea lights, votives, pillars, tapers (dinner candles),
and birthday candles. Candles can stand-alone or be designed for use in a holder or metal
container. Both scented and unscented candles are included.
Home Air Fresheners – Includes the aerosols/sprays, slow-release (solid, gel, liquid, reed
diffusers), and plug-in and electric/battery-operated devices.
Vehicle Air Fresheners
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Wax melts, which consist of a burner device that melts wax pieces as a means of releasing fragrance
are excluded from the market size, but they are discussed in the consumer sections of this report.
Potpourri and flameless candles, which use LED lights or light bulbs to create the appearance of a
candle flame, are not included in the market size nor are they discussed in the report.

DID YOU KNOW?

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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MULO manufacturer sales of air care products
Figure 26: MULO sales of air care products, by leading companies, 2013 and 2014

Brand Share – Candles
Key points
SC Johnson’s Glade leads segment in sales and share
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Figure 27: MULO sales of candles, by leading companies, 2013 and 2014
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Brand Share – Home Air Fresheners
Key points
Top home air freshener brands struggle
Febreze stumbles in home air freshener sales
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Private label finds success in competitive segment
MULO sales of home air fresheners
Figure 29: MULO sales of home air fresheners, by leading companies, 2013 and 2014

Brand Share – Vehicle Air Fresheners
Key points
P&G leads vehicle air freshener segment with Febreze Car Vent Clips
Innovative PERK designs spark sales growth
MULO sales of vehicle air fresheners
Figure 30: MULO sales of vehicle air fresheners, by leading companies, 2013 and 2014

Innovations and Innovators
Candles account for largest share of new product innovation
Figure 31: Share of air care product launches, by format, 2010-14
Yankee Candle, Limited Brands leading 2014 with most product launches
Figure 32: Share of air care product launches, by company, 2010-14
Products with refillable claims growing
Figure 33: Share of air care product launches, by product claims, 2010-14
Scents make an emotional connection which impacts usage
Clean scents align with freshness and relaxation
Ingredient/spice scents evoke feelings of comfort
Aromatherapy scents target relaxation for use in the bedroom

Marketing Strategies
Overview
Glade focuses on fragrance
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Figure 34: Febreze “Mom Goes Noseblind” TV advertisement
Air Wick uses storytelling for an emotional connection to home
Figure 35: Air Wick “Home is in the air”

Product Usage
Key points
Air care products yield high incidence of use
Figure 36: Air care product use, January 2015
Air care users are highly likely to use a repertoire of product formats
Figure 37: Air care product use, by repertoire of types of product format, January 2015
Usage of air care products declines among older age segments
Figure 38: Air care product use, by age, January 2015
Women are more likely to be air care product users
Figure 39: Air care product use, by gender, January 2015
Households with children over index in use of air care products
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Figure 40: Air care product use, by presence of children in household, January 2015

Brand Usage
Key points
Febreze and Glade most commonly used air freshener brands
Figure 41: Brands of air fresheners used, by age, August 2013-September 2014
Trend data shows Febreze steadily gains acceptance
Figure 42: Brands of air fresheners used, July 2008-September 2014

Product Format
Key points
Spray air fresheners and scented candles are top used formats
Figure 43: Air care formats used in past 12 months, January 2015
Niche air care formats are most popular among highly engaged users
Figure 44: Air care formats used in past 12 months, by repertoire of types of product format, January 2015
Niche air care formats popular among young male category users
Figure 45: Air care formats used in past 12 months, by gender and age, January 2015
Households with children are more engaged across format types
Figure 46: Air care formats used in past 12 months, by presence of children in household, January 2015

Product Characteristics
Key points
Product attributes vary by product format
Figure 47: Product characteristics, January 2015
Odor elimination favors aerosol/spray formats
Scented oils capture health/wellness halo
Spray/aerosol and solid/gel air fresheners are perceived as a good value
Candles and incense rank low in safety
Long lasting and visual appeal are positive attributes of scented candles
Convenience is a draw for spray/aerosol air fresheners

Scent Usage
Key points
Scent usage varied by location
Figure 48: Scent usage, January 2015
Clean scents dominate in bathroom usage
Ingredient/spice scents popular in the living/family room and kitchen
Aromatherapy scents used in the bedroom
Variety is the key for car scents

Scent Qualities
Key points
Consumers associate scents with various qualities
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Figure 49: Scent qualities, January 2015
Clean and citrus scents suggest freshness
Aromatherapy scents align with relaxation
Floral scents are associated with romance and luxury
Fruit scents exude cheerfulness
Aromatherapy scents are associated with escapism
Ingredient/spice scents evoke feelings of comfort

Portable Air Care
Key points
Opportunities exist in marketing portable air care
Figure 50: Attitudes toward portable air care, January 2015
Younger men looking for greater variety of portable air care products
Figure 51: Attitudes toward portable air care, by gender and age, January 2015
Urbanites represent opportunity for portable air care products
Figure 52: Attitudes toward portable air care, by area, January 2015
Portable air care products are in demand among family demographic
Figure 53: Attitudes toward portable air care, by presence of children in household, January 2015

Product Interest
Key points
Consumers interested in products that deliver functional benefits
Figure 54: Air care product interest, January 2015
Young women want products to help manage anxiety/stress
Figure 55: Air care product interest, by gender and age, January 2015
Families seek products that facilitate relaxation and manage allergies
Figure 56: Air care product interest, by presence of children in household, January 2015

Race and Hispanic Origin
Key points
Black and Hispanic consumers over index in air care product use
Figure 57: Air care product use, by race/Hispanic origin, January 2015
Black consumers show preference for leading air care brands
Figure 58: Brands of air fresheners used, by race/Hispanic origin, August 2013-September 2014
Hispanics are more likely than average to use incense and reed diffusers
Figure 59: Air care formats used in past 12 months, by race/Hispanic origin, January 2015
Hispanics most likely to associate incense with health and wellness
Figure 60: Incense characteristics, by race/Hispanic origin, January 2015
Hispanics find reed diffusers visually appealing
Figure 61: Reed diffuser characteristics, by race/Hispanic origin, January 2015
Blacks and Hispanics less likely users of portable air care
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Figure 62: Attitudes toward portable air care, by race/Hispanic origin, January 2015
Hispanics interested in sleep-aid and stress-reducing air care products
Figure 63: Air care product interest, by race/Hispanic origin, January 2015

Correspondence Analysis
Scents that denote gender are associated with romance/luxury
Figure 64: Correspondence Analysis – Scent qualities, January 2015
“Homey” scents used in the main living areas of the home
Figure 65: Correspondence Analysis – Scent usage, January 2015
Methodology

Appendix – Other Useful Consumer Tables
Air care product use
Figure 66: Air care product use, by household income, January 2015
Figure 67: Air care product use, by area, January 2015
Figure 68: Air care product use, by household size, January 2015
Brands of air fresheners used
Figure 69: Brands of air fresheners used, by household income, August 2013-September 2014
Figure 70: Brands of air fresheners used, by gender and age, August 2013-September 2014
Product format
Figure 71: Air care formats used in past 12 months, by household income, January 2015
Figure 72: Air care formats used in past 12 months, by area, January 2015
Figure 73: Air care formats used in past 12 months, by household size, January 2015
Product characteristics
Figure 74: Scented candle characteristics, by gender and age, January 2015
Figure 75: Scented candle characteristics, by race/Hispanic origin, January 2015
Figure 76: Spray/aerosol air freshener characteristics, by gender and age, January 2015
Figure 77: Spray/aerosol air freshener characteristics, by race/Hispanic origin, January 2015
Figure 78: Electric air freshener characteristics, by gender and age, January 2015
Figure 79: Electric air freshener characteristics, by race/Hispanic origin, January 2015
Figure 80: Solid/gel air freshener characteristics, by gender and age, January 2015
Figure 81: Solid/gel air freshener characteristics, by race/Hispanic origin, January 2015
Figure 82: Wax melt characteristics, by gender and age, January 2015
Figure 83: Wax melt characteristics, by race/Hispanic origin, January 2015
Figure 84: Incense characteristics, by gender and age, January 2015
Figure 85: Reed diffuser characteristics, by gender and age, January 2015
Figure 86: Scented oil characteristics, by gender and age, January 2015
Figure 87: Scented oil characteristics, by race/Hispanic origin, January 2015
Figure 88: Scented oil characteristics, by presence of children in household, January 2015
Figure 89: Scented oil characteristics, by presence of children in household, January 2015 (continued)
Figure 90: Wax melt characteristics, by area, January 2015
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Figure 91: Wax melt characteristics, by household income, January 2015
Figure 92: Wax melt characteristics, by presence of children in household, January 2015
Figure 93: Wax melt characteristics, by presence of children in household, January 2015 (continued)
Figure 94: Car air freshener characteristics, by gender and age, January 2015
Figure 95: Car air freshener characteristics, by race/Hispanic origin, January 2015
Scent usage
Figure 96: Floral scent use, by gender and age, January 2015
Figure 97: Floral scent use, by race/Hispanic origin, January 2015
Figure 98: Citrus scent use, by gender and age, January 2015
Figure 99: Citrus scent use, by race/Hispanic origin, January 2015
Figure 100: Ingredient/spice scent use, by gender and age, January 2015
Figure 101: Ingredient/spice scent use, by race/Hispanic origin, January 2015
Figure 102: Fruit scent use, by gender and age, January 2015
Figure 103: Fruit scent use, by race/Hispanic origin, January 2015
Figure 104: Clean scent use, by gender and age, January 2015
Figure 105: Clean scent use, by race/Hispanic origin, January 2015
Figure 106: Natural/musk scent use, by gender and age, January 2015
Figure 107: Natural/musk scent use, by race/Hispanic origin, January 2015
Figure 108: Aromatherapy scent use, by gender and age, January 2015
Figure 109: Aromatherapy scent use, by race/Hispanic origin, January 2015
Figure 110: Aromatherapy scent use, by area, January 2015
Figure 111: Aromatherapy scent use, by presence of children in household, January 2015
Figure 112: Seasonal scent use, by gender and age, January 2015
Figure 113: Seasonal scent use, by race/Hispanic origin, January 2015
Scent qualities
Figure 114: Floral scent qualities, by gender and age, January 2015
Figure 115: Floral scent qualities, by race/Hispanic origin, January 2015
Figure 116: Citrus scent qualities, by gender and age, January 2015
Figure 117: Citrus scent qualities, by race/Hispanic origin, January 2015
Figure 118: Ingredient/spice scent qualities, by gender and age, January 2015
Figure 119: Ingredient/spice scent qualities, by race/Hispanic origin, January 2015
Figure 120: Fruit scent qualities, by gender and age, January 2015
Figure 121: Fruit scent qualities, by race/Hispanic origin, January 2015
Figure 122: Clean scent qualities, by gender and age, January 2015
Figure 123: Clean scent qualities, by race/Hispanic origin, January 2015
Figure 124: Natural/musk scent qualities, by gender and age, January 2015
Figure 125: Natural/musk scent qualities, by race/Hispanic origin, January 2015
Figure 126: Aromatherapy scent qualities, by gender and age, January 2015
Figure 127: Aromatherapy scent qualities, by race/Hispanic origin, January 2015
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Figure 128: Aromatherapy scent qualities, by area, January 2015
Figure 129: Aromatherapy scent qualities, by presence of children in household, January 2015
Figure 130: Seasonal scent qualities, by gender and age, January 2015
Figure 131: Seasonal scent qualities, by race/Hispanic origin, January 2015
Household usage of air fresheners/room deodorizers
Figure 132: Air freshener usage, by age, August 2013-September 2014
Figure 133: Air freshener usage, by race/Hispanic origin, August 2013-September 2014
Figure 134: Air freshener usage, by household income, August 2013-September 2014
Figure 135: Air freshener usage, by gender and age, August 2013-September 2014

Appendix – Trade Associations
Household and Personal Products Industry Magazine (HAPPI)
International Fragrance Association North America
International Housewares Association
National Candle Association (NCA)
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