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"Hispanics’ expenditures on household products such as
household surface cleaners, dishwashing products, and

laundry detergent showed moderate growth from 2012 to
2017. These are mature categories in which Hispanics

exhibit high levels of satisfaction and limited motivation to
change."

- Juan Ruiz, Director of Hispanic Insights

This report looks at the following areas:

• Hispanics lack engagement with household product categories
• Hispanics are satisfied with the household product brands they use
• Environmentally friendly claims may have limited impact
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Figure 35: Likelihood of Hispanics purchasing household products on sale, by household income, April 2017

Brands need to prove themselves
Figure 36: Likelihood of Hispanics purchasing household products to pay a quality premium, by level of acculturation, April 2017
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Multipurpose, scent, antibacterial are key

Multipurpose’s appeal increases with acculturation

It’s not clean unless it smells clean

The importance of brand
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Figure 40: Factors influencing Hispanics’ surface cleaners purchases, by household products attitudinal segments, April 2017
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Figure 41: Factors influencing Hispanics’ dishwashing products purchases, indexed to all, April 2017

Grease cutting power and scent matter
Figure 42: TURF analysis – Dishwashing products purchase influencers, April 2017

Figure 43: Table – TURF analysis – Dishwashing products purchase influencers, April 2017

The concept of clean dishes changes with acculturation
Figure 44: Select factors influencing Hispanics’ dishwashing products purchases, by level of acculturation, April 2017

For Hispanics, it’s all about the senses
Figure 45: Factors influencing Hispanics’ laundry product purchases, indexed to all, April 2017

Hispanic men play it safe
Figure 46: Factors influencing Hispanics’ laundry products purchases, by gender and age, April 2017

Laundry needs change with acculturation
Figure 47: Select factors influencing Hispanics’ laundry products purchases, by level of acculturation, April 2017

Hispanics value laundry products that address multiple needs
Figure 48: Hispanics’ attitudes toward laundry, indexed to all, April 2017

Figure 49: Hispanics’ attitudes toward laundry, by presence of children in the household, April 2017

Laundry for Hispanic women is an art; it’s mechanical for Hispanic men
Figure 50: Hispanics’ attitudes toward laundry, by gender and age, April 2017

Data sources

Expenditures data
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Surface Cleaners Purchase Influencers

Dishwashing Products Purchase Influencers

Laundry Products Purchase Influencers

Attitudes toward Laundry

Appendix – Data Sources and Abbreviations
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Abbreviations and terms

Abbreviations

Terms

TURF analysis – Methodology

A note on acculturation
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