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"The household consumer’s motivation for buying natural
products is becoming more complex. Traditional product

claims around health, sustainability and social justice still
drive natural purchases."

- Jamie Rosenberg, Senior Global Analyst,
Household & Personal Care

This report looks at the following areas:

• Consolidation is expanding natural product distribution
• Waste and water issues are concerning to most consumers
• Perception of high cost and poor performance slow natural product adoption

If we were to condense the diverse insights contained in this Report into a single message, it would be
that brands should recognize that not every consumer’s incentive for buying eco-friendly household
products is the same. Even among people who are defined as committed natural household product
shoppers, there is diversity in their motivations.

Many consumers, for instance, say that their family’s health and safety is paramount. Parents of young
children are especially focused on how household chemicals impact the people living within their four
walls. Other consumers are more focused on environmental health and how their consumerism affects
wildlife, the water supply, and human populations in far-flung parts of the world.
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