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"The home laundry products market is estimated to grow.
While detergent dominates the market, the wide array of

features and innovations offered in the laundry care
segment largely contributed to category growth. Offering
products that effectively, yet safely, clean all fabric types

could be an opportunity for brands to post stronger gains."
- Olivia Guinaugh, Home & Personal Care Analyst

This report looks at the following areas:

• Declining ownership of washing and drying machines can challenge market
• Older adults take routine-driven approach to shopping
• Laundry behaviors limit the need for starch and sizing products
• Parents are prime target for laundry products
• Scented features continue to be key, especially for younger adults
• Positive perceptions toward specialized products could boost sales
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Nearly all adults use detergent; liquid used by most
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Life stage dictates type of detergent purchased
Figure 25: Usage of detergent products, by age, May 2018

Parents seek convenience
Figure 26: Usage of detergent products, by parental status, May 2018

Powder detergent is more commonly used by Black adults
Figure 27: Usage of detergent products, by race and Hispanic origin, May 2018

Bleach and softener are the most commonly used additives
Figure 28: Usage of in-wash additives, May 2018

Figure 29: Usage of in-wash additives, by load type, May 2018

Older adults stick to familiar products
Figure 30: Usage of in-wash additives, by age, May 2018

Parents are heavy users of in-wash additives
Figure 31: Usage of in-wash additives, by parental status, May 2018

Black and Hispanic adults take specialized approach to laundry
Figure 32: Usage of in-wash add-on products, by race and Hispanic origin, May 2018

Clothing trends impact out-of-wash product usage
Figure 33: Usage of out-of-wash products, May 2018

Men’s clothing trends suggests opportunity for specialized products
Figure 34: Usage of out-of-wash products, by gender, May 2018

Young adults and parents use a variety of out-of-wash products

Responsibility for Doing Laundry

Usage of Detergent Products

Usage of In-wash Additives

Usage of Out-of-wash Products
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Figure 35: Usage of out-of-wash products, by age and parental status, May 2018

Hispanics’ usage of out-of-wash products highlights engagement
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Adults raise concerns about skin irritations
Figure 42: Attitudes toward laundry products, May 2018

Men are skeptical about efficacy
Figure 43: Select attitudes toward laundry products, by gender, May 2018

Young adults and parents raise safety concerns
Figure 44: Attitudes toward laundry products and safety, by age and parental status, May 2018

Hispanics prioritize effectiveness over convenience
Figure 45: Attitudes toward laundry products and effectiveness, by race and Hispanic origin, May 2018

Shoppers are routine driven, seek convenience
Figure 46: Shopping behaviors, May 2018

Gender reveals minimal differences in shopping behaviors
Figure 47: Shopping behaviors, by gender, May 2018

Older adults take routine-driven approach to shopping
Figure 48: Select shopping behaviors, by age, May 2018

Hispanics are more likely than average to buy natural laundry products
Figure 49: Attitudes toward natural laundry products, by race and Hispanic origin, May 2018

Innovations focused on function, scent drive consumer interest
Figure 50: Interest in product innovations, May 2018

Gender reveals limited differences in interest in innovations
Figure 51: Interest in select product innovations, any interest or use (net), by gender, May 2018

Younger adults’ interest in innovations reflects high engagement

Detergent Purchase Influencers

Attitudes toward Laundry Products

Shopping Behaviors

Interest in Innovations
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Figure 52: Interest in select product innovations, any interest or use (net), by age and by parental status, May 2018

Scented features capture Black and Hispanic adults’ attention
Figure 53: Interest in select product innovations, any interest or use (net), by race and Hispanic origin, May 2018
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