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“The hard surface cleaning and care market is in decline, a
result of competitive pricing and consumers relying on
fewer multipurpose products. In a particularly pricesensitive category brands can look to add value by
demonstrating how their products can save consumers
time and effort while maintaining crucial efficacy.”
Richard Hopping, Brand and Household Analyst

This report looks at the following areas:
•
•

A growing issue of health
Multipurpose cleaners increasingly cannibalise sales

What you need to know
While cleaning power remains the most important element for the majority of consumers, convenience
is also having an effect on the type of products that consumers seek. There is potential for brands to
benefit from proving how their products can help save time and effort while still maintaining efficacy.
Brands should also be aware of health and environmental concerns among consumers, something
which may come into clearer focus as impending labelling regulations edge ever nearer. This represents
an opportunity for more natural products to increase their influence in the market, provided they can
demonstrate their own functional benefits.
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Products covered in this report
This report examines the following markets:
•
•
•
•
•

Multipurpose cleaners, including antibacterial cleaners
Kitchen cleaners
Floor cleaners
Bathroom cleaners
Shower cleaners.

These products come in a number of formats, including sprays, mousses, creams, foams and
disposable wipes.
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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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Figure 9: Best- and worst-case forecast for UK value sales of hard surface cleaners*, 2010-20
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Nielsen Ad Intel coverage
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Mr Muscle’s advertising generates a fun and vibrant image
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Figure 39: User profile of Mr Muscle, December 2015
Cif most strongly associated with value
Figure 40: User profile of Cif, December 2015
Cillit Bang is seen as innovative and high-performance
Figure 41: User profile of Cillit Bang, December 2015

The Consumer – What You Need to Know
Trigger sprays the most popular format
Cleaning power the most important factor that buyers consider
All-purpose products seen as just as effective by most
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But new labelling regulations may provide an opportunity
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Product Usage
Trigger sprays by far the most popular format
Figure 42: Usage of hard surface cleaning products in the last 6 months, November 2015
25-34s particularly keen on wipes
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Majority stick to three or fewer types
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Purchasing lower than usage
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Similar groups mainly responsible for purchasing
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Important Purchasing Factors
Cleaning power is a priority for vast majority of buyers
Figure 47: Factors considered most important when shopping for hard surface cleaners, November 2015
Highly populated households look for antibacterial properties
Multipurpose products of importance to majority
Parents willing to sacrifice convenience for safety
One-person households have a greater focus on speed
Natural ingredients are not a major source of attraction

Behaviours and Attitudes towards Hard Surface Cleaning Products
Significant proportion prepared to sacrifice results for ease of use
Figure 48: Attitudes towards ease of use vs perfect results, November 2015
25-34s key group for timesaving products
Figure 49: Attitudes towards saving time vs perfect results, November 2015
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All-purpose cleaners considered just as effective to most
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Wipes offer a quick solution, but half limit usage to reduce waste

Interest in Product Features for Hard Surface Cleaning Products
Consumers would pay more to save time
Figure 55: Interest in hard surface cleaning products with features involving formulations (“any interested” and “interested and would
pay more for”), November 2015
16-34s and wealthier groups more inclined to pay more
Consumers less willing to pay more for concentrated products
Limited use of wipes among older groups lowers overall interest in new formats
Figure 56: Interest in hard surface cleaning products with features involving formats (“any interested” and “interested and would pay
more for”), November 2015
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Appendix – The Market
Figure 57: Best- and worst-case forecast for UK retail value sales of hard surface cleaners*, 2010-20
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