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“Brands in the household cleaning market need to move
beyond basic cleaning and provide extra health benefits. As
consumers are increasingly cleaning the house themselves,
the role cleaning can play in improving mental health is
widely recognised and presents opportunities for product
development and marketing.”

— Alice Li, Senior Research Analyst

This report looks at the following areas:

BUY THIS
o As natural and effective as homemade cleaners RE PO RT NOW
e Clean for mental health
o Pets enter the equation VISIT
Chinese consumers continue to be actively engaged in household cleaning, and show positive attitudes Sto re.m | nte| .COm
towards it. With the help of effective household cleaners and innovative cleaning tools, cleaning the
house is no longer a tedious and exhausting chore, but has some emotional benefits besides
maintaining a healthy living environment. This spells good news for brands in the household cleaning CALL:
market to change the image of the category as ‘low-engagement’ commodities, by reacting to changes EMEA
in modern consumers’ lifestyles and providing extra health benefits beyond cleaning. +44 (0) 20 7606 4533
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A winning sector within household care, despite ease in growth
Figure 10: Value sales of household cleaners, China, 2014-18

Figure 11: Value sales of household cleaners, laundry and fabric care and dishwashing detergents, China, 2017-18
Kitchen and washroom cleaners remain the biggest segments
Figure 12: Segment share of household cleaners, China, 2016-18

Figure 13: Segment share of household cleaners, China, US and UK, 2018

Market Drivers

Demand for natural products drives product innovation
Increasing ownership of household appliances brings new needs
Pets play a role in product choices

E-commerce helps boost the niche segments

The Consumer — What You Need to Know

70% of respondents are pet owners

High earners tend to take the main responsibility of cleaning the house
The majority of respondents clean the floor weekly

Over 70% of respondents have used kitchen and toilet cleaners

Active oxygen and baking soda are most sought in household cleaners

Cleaning the house is perceived as relaxing by two thirds of respondents

Pet Ownership

70% of respondents are pet owners
Figure 14: Pet ownership, December 2018

Both single people and parents have pets
Figure 15: Dog and cat ownership, by family structure, December 2018

Multi-pet ownership is common
Figure 16: Pet ownership, by main pet ownership, December 2018

Household Cleaning Responsibility

More and more consumers clean the house themselves
Figure 17: Household cleaning responsibility, 2015 and 2018

20-24s start to take more household cleaning responsibility
Figure 18: Household cleaning responsibility — I take the main responsibility, by demographics, 2015 and 2018

Household Cleaning Frequency

Most consumers prefer to clean weekly
Figure 19: Household cleaning frequency, December 2018

Who cleans more frequently?
Figure 20: Household cleaning frequency - once a week or more, by age, December 2018
Figure 21: Household cleaning frequency - once a week or more, by city tier, December 2018

Time-saving solutions are needed for cleaning the range hood and windows
Figure 22: Household cleaning frequency - once a week or more, by attitudes towards household cleaning, December 2018
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Figure 23: Examples of scrub-free household cleaners, Ireland and UK, 2017

Figure 24: Examples of window cleaning wipes, window cleaners with a protection claim, Canada and New Zealand, 2018-19

Household Cleaners Usage

Kitchen and toilet cleaners are mostly used...
Figure 25: Household cleaners used in the last six months, December 2018

...while usage of other products is still driven by income
Figure 26: Household cleaners used in the last six months, by monthly household income, December 2018

Younger consumers use a broad variety of products
Figure 27: Household cleaners used in the last six months, by age, December 2018

Attitudes towards Natural/Bio Ingredients

Interest in kitchen essential baking soda but not vinegar
Figure 28: Attitudes towards ingredients, December 2018

Citric acid is preferred over other acids
Figure 29: Examples of household cleaners formulated with both baking soda and citric acid, South Korea and Poland, 2018
Consumer education about enzymes and electrolysed water is needed

Is it time for probiotics household cleaners?
Figure 30: Example of Counter Culture’s introduction of probiotics cleaning, US, 2018

Attitudes towards Household Cleaning

Emotional benefits of household cleaning
Figure 31: Attitudes towards cleaning the house, December 2018

Figure 32: Agree ‘cleaning the house helps me relax’, by demographics, December 2018

Men are more worried about over-disinfecting
Figure 33: Attitudes towards bacteria in the house, by gender, December 2018

Household cleaners are helpful...
Figure 34: Attitudes towards household cleaners, December 2018

...but even high earners may use alternatives
Figure 35: Attitudes towards household cleaners, by monthly personal income, December 2018

Floor and bathroom/tile cleaners are less likely to be replaced
Figure 36: Household cleaners used in the last six months, by attitudes towards household cleaners, December 2018

Meet the Mintropolitans

80% of MinTs take the main household cleaning responsibility
Figure 37: Household cleaning responsibility, by consumer classification, December 2018

Disposable cleaning wipes are well-accepted among MinTs
Figure 38: Gaps of household cleaners usage between Mintropolitans and Non-Mintropolitans (as benchmark), December 2018

MinTs show higher interest in various ingredients

Figure 39: Gaps of attitudes towards ingredients between Mintropolitans and Non-Mintropolitans (as benchmark) - would like to see it
in household cleaners, December 2018
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