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Sales of home laundry products continued a slow decline in
2015 as consumers took advantage of discounts and

promotions and other ways to save money. Still, ample
opportunities exist in the $12.4 billion category for

marketers and retailers that offer consumers ways to
simplify the laundry process and improve results.

This report looks at the following areas:

• Declining detergent sales weigh on home laundry category
• While liquid remains dominant, single-dose detergent overtakes powder
• Regular use of in-wash scent boosters increasing but still low
• Most fabric care products used only on an occasional basis

The home laundry products category experienced declining sales nearly every year between 2010 and
2015, dropping 3% over the five-year period in current dollars and 12% on an inflation-adjusted basis
to $12.4 billion. Laundry detergent accounts for nearly two thirds of total home laundry product sales,
but steady declines for detergent, driven by ongoing price competition at retail as well as the growth of
single-dose detergents and the increasing prevalence of HE (high-efficiency) washers, have more than
offset small gains in all other home laundry segments combined.
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Figure 22: MULO sales of select value-priced laundry detergent brands and private label, 2011-15

More concentrated laundry detergents

Functional fabric care additives
Figure 23: Downy Fresh Protect “Deodorant for Your Clothes” TV Commercial, 2015

Gender gap in laundry may be narrowing

While liquid remains dominant, single-dose detergent overtakes powder

Regular use of in-wash scent boosters increasing but still low

Most fabric care products used only on an occasional basis

The power to remove tough stains tops the priority list for detergents

Detergent pod users value both effectiveness and convenience

Opportunity for more personalized, customizable approach to fabric care

Fragrance nearly as important as core fabric softener benefits

Functional benefits could help to spur fabric softener growth

Women more likely to be responsible for laundry, but gap may be narrowing
Figure 24: Responsibility for doing laundry, by gender and age, April 2015

Figure 25: Tide “Baby” TV Commercial, 2015

In their words

Liquid remains dominant form of detergent

Single-dose detergents overtake powder as second most widely used form
Figure 26: Use of laundry detergent, April 2015

Regular use of in-wash scent boosters still low
Figure 27: Use of fabric softener, April 2015

Most fabric care products used only on an occasional basis
Figure 28: Use of fabric care products, April 2015

The power to remove tough stains tops the priority list

A variety of other claims offer opportunities
Figure 29: Laundry detergent attribute importance, April 2015

Detergent pod users value both effectiveness and convenience
Figure 30: Tide Pods “Science Teacher” TV Commercial, 2015

Safety concerns higher among current users
Figure 31: Attitudes toward single-dose detergent pods, by usage of home laundry products – Single-dose pod or pack laundry
detergent, April 2015
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Opportunity for more personalized and customizable approach to laundry
Figure 32: Attitudes toward detergent and other home laundry products, by age, April 2015
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Fragrance nearly as important as core softener benefits

Opportunity to extend scent boosters into lower-income households
Figure 33: Fabric softener attribute importance, April 2015

Opportunity for fragrance exploration, mixing, and matching

Functional benefits could help to spur growth
Figure 34: Attitudes toward fabric softeners and scent boosters, by usage of home laundry products – Use regularly (ie in most loads),
April 2015
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Figure 48: MULO sales of bleach, by leading companies and brands, rolling 52 weeks 2014 and 2015
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