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“Concentrated laundry liquid has the potential for greater
penetration in China, but more education is needed for
consumers. This is a saturated market starts and so
opportunities lie in catering to niche demands such as
specialised fabric care and baby laundry products. Proving
safety credentials in terms of dermatological claims will be
an effective way of driving trust and value.”
– Vicky Zhou, Research Analyst
This report looks at the following areas:
•
•
•

Concentrated laundry liquid needs more consumer education
Product segmentation brings more opportunities
How can brands prove ‘safety’?

The laundry and fabric care market maintained stable growth in 2018 and Mintel forecasts the market
to grow at a value CAGR (Compound Annual Growth Rate) of 3.6% over 2018-23. Potential in
concentrated laundry detergents and other specific product innovation is contributing to the market
growth.
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Consumers have become more sophisticated in their laundry routines as they are using more types of
laundry products than before, and they are especially more interested in capsule and specialised fabric
care products. Concentrated laundry liquid wins in terms of consumer perceptions of what constitutes
the most effective laundry product, but lacks sufficient consumer cultivation. The importance of proving
safety requires credentials when it comes to dermatology is essential to fostering greater consumer
trust.
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This report is part of a series of reports, produced to provide you with a
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Younger consumers are driven by curiosity and online buzz
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Figure 38: Selected reasons for using concentrated laundry liquid, by gender and age, April 2018
Males aged 30-39 have more practical reasons
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Figure 40: Lion MEE natural ingredient
Figure 41: Reasons for not using concentrated laundry liquid, April 2018
Figure 42: Chaoneng usage method and amount education, China
Younger consumers know less about concentrated laundry liquid than older consumers
Figure 43: Selected reasons for not using concentrated laundry liquid, by age, April 2018
Consumers in tier one cities are more difficult to persuade
Figure 44: Selected reasons for not using concentrated laundry liquid, by city tier, April 2018
Same situation in high household income consumers
Figure 45: Selected reasons for not using concentrated laundry liquid, by monthly household income, April 2018

Attitudes towards Laundry and Fabric Care Products
Majority of consumers separate different fabrics when doing laundry
Figure 46: Laundry habits of separating different fabrics when doing laundry, April 2018
Local brands should continue building confidence among consumers
Figure 47: Brand preference, April 2018
Figure 48: Liby capsule marketing, China
Figure 49: Lonkey Capsule in New York Fashion Week
Ethical stance
Figure 50: Attitude towards ‘eco-friendly’, April 2018
Figure 51: Ecover non-bio laundry liquid
Formula innovations more alluring than new scent
Figure 52: Attitude towards innovation, April 2018
Fabric conditioner needs more innovation
Figure 53: Attitude towards fabric conditioner, April 2018
Figure 54: Ypê Alquimia mixed laundry conditioner, Brazil
Younger women don’t perceive concentrated laundry liquid to be safer
Figure 55: Attitude towards concentrated laundry liquid, by gender and age, April 2018
Males pay attention to results while females focus on safety
Figure 56: Emphasis of attention, by gender, April 2018
Affluent families expect more innovation
Figure 57: Attitude towards product innovation, by monthly household income level, April 2018
Younger females trust more about transparent label
Figure 58: Attitude towards reliable products, by gender and age, April 2018

Safety Product Features

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533
Brazil 0800 095 9094
Americas +1 (312) 943 5250
China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

Laundry and Fabric Care - China - July 2018
Report Price: £3302.97 | $4460.00 | €3717.16

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

Safety is most related to skin condition
Figure 59: Safety product features, April 2018
Figure 60: Diao uses ‘can be used in baby clothes’ to target adults
Females care more about ingredient
Figure 61: Safety product features, by gender and age, April 2018
Enzymes has potential in proving safety
Figure 62: Safety product features vs mild product features, 2018 vs 2017
Figure 63: OMO new launch of enzyme capsule, China, 2018

Premium Factors in Babies’ Laundry Products
Avoiding skin irritation is the factor parents are willing to pay extra for
Figure 64: Premium factors of babies’ laundry products, April 2018
Authentication from professional organization particularly appeals to affluent households
Figure 65: Premium factors of babies’ laundry products (interested and willing to pay more), by monthly household income, April 2018

Meet the Mintropolitans
Mintropolitans care about environment more
Figure 66: Reasons for using concentrated laundry liquid, by consumer classification, April 2018
Mintropolitans have more worries about concentrated laundry liquid
Figure 67: Reasons for not using concentrated laundry liquid, by consumer classification, April 2018
But still believe concentrated laundry liquid is suitable for sensitive skin
Figure 68: Attitude towards concentrated laundry liquid, by consumer classification, April 2018
Mintropolitans trust imported brands more
Figure 69: Brand preference, by consumer classification, April 2018

Appendix – Market Size and Forecast
Figure 70: Total value sales of laundry and fabric care market, China 2013-23

Appendix – Market Segmentation
Figure 71: Total value sales of laundry detergent market, China 2013-23
Figure 72: Total value sales of laundry conditioners and softeners market, China 2013-23
Figure 73: Total value sales of laundry aids market, China 2013-23

Appendix – Methodology and Abbreviations
Methodology
Fan chart forecast
Abbreviations

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533
Brazil 0800 095 9094
Americas +1 (312) 943 5250
China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

