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"While Americans’ lives may be busier than ever, they
continue to carve out time for housecleaning, reflecting the

importance they place on keeping their homes clean. The
amount of average time adults spend cleaning the house in

a typical week confirms an ongoing opportunity for
household cleaning products that help save time and

effort."
- John Owen, Senior Household Analyst

This report looks at the following areas:

• Easy-cleaning surface cleaner segments gain, disinfection still important
• More than four hours a week spent on cleaning, gender gap narrows
• An overall preference for quick, efficient cleanups

This report builds on the analysis presented in Mintel’s Cleaning the House – US, June 2014 and June
2013 . It examines consumer attitudes and behaviors toward housecleaning, including the amount of
time people spend doing housecleaning, their approach to housecleaning overall as well as to individual
cleaning tasks, and their preferences in cleaning product attributes and benefits.

Report Price: £2466.89 | $3995.00 | €3133.71

Cleaning the House - US - June 2015

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

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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Flat sales in largest segment slow growth of cleaning equipment category
Figure 13: Total US sales of household cleaning equipment, by segment, at current prices, 2012 and 2014
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Products that enable quick spot cleaning and disinfection gain

A focus on safer ingredients

Improving the cleaning experience, brought to life in marketing
Figure 14: #SwifferDad video featuring Anthony Anderson, 2015
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Figure 18: Time spent housecleaning per week, by number of people in household, March 2015

An overall preference for quick, efficient cleanups
Figure 19: Overall approach to cleaning the house, March 2015

Heaviest cleaners prefer top-to-bottom cleaning, specialized products
Figure 20: Overall approach: A little at a time versus top-to-bottom cleaning, by time spent cleaning the house, March 2015

In their words: Cleaning routines

Toilets, kitchen countertops are focal points for cleaning and disinfection

Windows and furniture less likely to get regular cleaning
Figure 21: Approach to specific housecleaning tasks, March 2015

In their words: Cleaning priorities

Strong interest in products that provide a longer lasting clean

Natural alternatives

Moderate interest in robotics, more education needed
Figure 22: Interest in new cleaning products, March 2015

Heavy cleaners pressed for time but less willing to trade results for convenience

Heavy cleaners more attuned to the safety of cleaning products
Figure 23: Attitudes toward household care, by time spent, March 2015
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