
This report looks at the following areas:

•• How cleaning has changed since COVID-19
•• Who enjoys cleaning the most
•• How to help consumers increase their cleaning skills
•• Priorities consumers have when cleaning
•• The role of social media for cleaning advice

Gender equality in household chores reached a peak during the pandemic,
however those gains have reversed as men have typically shifted back to
cleaning for shorter periods of time. The number of males cleaning more than 5
hours per week has fallen, whilst the number of males cleaning less than 2 hours
per week has risen. This suggests the gender chore gap is worsening, and it
therefore becomes vital for brands to promote equal home partnerships.
Shifting gender stereotypes starts within the home, and seeing men and women
contribute equally to household chores will set the foundation for the next
generation of cleaners and indirectly influence greater gender equality across
all areas of society.

The cost of living crisis is unlikely to strongly and directly affect how people are
cleaning their homes. However, inflation will continue to eat into consumer
spending power over the course of 2023. In order to save money, consumers
are reducing their outgoings by cutting back on luxuries, non-essential products
as well as limiting their outdoor social and leisure activity spend. This could
lead to consumers spending more time at home, and have a direct uplift on
cleaning needs.

The biggest threat facing the household care industry is consumers’ willingness
to experiment with cheaper home-made alternatives. Whilst overall, consumers
are reluctant to switch from their usual brands, seeing it as a last resort,
consumers are placing a higher focus on value for money. Younger consumers
are more likely to come across cleaning influencers who promote simple and
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“Post-pandemic, the share of
men cleaning for longer than
five hours a week has slowed,
while the share of women
cleaning for the same time
has remained similar. Shifting
gender stereotypes within
society starts within the home,
and the household care
industry is well placed to
address this imbalance and
move towards gender
equality.”
– Nikita Shergill, Research
Analyst
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inexpensive everyday cleaning solutions made from natural ingredients
commonly found in kitchen cupboards.

Long term this could feed into concerns around limiting harsh chemical use,
highlighted by the pandemic. This concern is particularly high among those
who said they change the way they clean their homes since the COVID-19
outbreak. As consumers rethink what it means for their homes to be clean, they
are looking to alternatives based on natural ingredients or probiotics. Brands
can tap into the interest of gentle and natural cleaning with a ‘better for you
and your home’ approach.
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• Increased cleaning during the pandemic may leave a
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• Earn trust and be more relatable by showing the
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Figure 8: Cleaning behaviours, 2023
• Potential for AI to be an information source for cleaning
• Consumers are concerned about harsh chemical use

• Cleaning times have not fallen despite COVID-19 no longer
being a public health emergency

• The gender chore gap worsens
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• Social media influencers are a trusted source of cleaning
advice for young consumers

• Value over sustainability
• Take a holistic view of cleaning for Generation COVID
• After COVID-19 consumers are re-thinking what it means for

their homes to be clean

• Inflation will continue to eat into consumer spending power
over the course of 2023

• Consumer spending power will be curbed
• Consumers stick to their usual household care brands

despite price increases
• Consumer’s financial confidence level shows signs of a

boost…
Figure 9: Consumers feeling confident in their finances for the
year ahead, 2019-2023

• … but people are still feeling the effects of price rises
Figure 10: Consumers who consider their current finances
healthy, 2017-23

• Concerns about COVID-19 have subsided
Figure 11: Concerns about exposure to COVID-19, 2020-23

• Changes to working lifestyles mean people are spending
more time at home

• Employees want the comfort of a flexible working lifestyle
• The Employment Relations Bill makes flexible working the

default…
• …however some companies want workers back in the office
• UK 4-day work week trial success boosts home leisure
• Water shortages put a spotlight on sustainability and

cleaning behaviours
• Pet ownership has shrunk in the last year
• Recycled plastic packaging tax could increase consumer

expectations
Figure 12: Share of UK product launches in hard surface,
cleaning equipment and toilet care carrying ethical -
recycling claims, 2018-2022

• Cleaning habits remain largely consistent…
• …but there are signs people are slowing down their

cleaning efforts
• Potential for house cleaning chores to increase
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Figure 13: Average time spent cleaning a week, 2019, 2020,
2021, 2022

• Very few spend no time cleaning the home
Figure 14: Average time spent cleaning a week, by age, 2023

• Gender chore gap has worsened
Figure 15: Time spent cleaning five or more hours a week, by
gender, 2019- 2023

• Cleaning enjoyment linked to care giving
Figure 16: Level of enjoyment from cleaning, 2023

• Turn mundane cleaning into a sensorial task
• Cleaning can be a challenge for older age groups
• Those who clean often are more likely to enjoy cleaning

Figure 17: Level of enjoyment from cleaning, by average time
spent cleaning a week, 2023

• Females and parents have higher household cleaning skills
Figure 18: Rating of cleaning skills, 2023
Figure 19: Rating of cleaning skill, by average time spent
cleaning a week, 2023

• Encourage male participation in household chores to boost
cleaning skills

• Help consumers overcome their low cleaning skills with
visual tips

• Consumers are not put off by the high energy expenditure of
electronic cleaning equipment
Figure 20: Frequency of cleaning tasks, 2023

• Consumers are looking towards technologies of the future
to help with housekeeping

• Increased sanitation during the pandemic may leave a
permanent mark on young children

• Extend the home as self-care routines among Generation
COVID

• Cleaning windows takes least priority

• The importance of the home looking tidy declines with age
Figure 21: Priorities when cleaning the home, 2023
Figure 22: Importance of making the home look tidy, by age,
2023

LEVEL OF ENJOYMENT FROM CLEANING

RATING OF CLEANING SKILLS

FREQUENCY OF CLEANING TASKS

PRIORITIES WHEN CLEANING
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• Make tidying a game to help offload pressure on parents
• Show the imperfection of house maintenance to be more

relatable and trustworthy
• Consumers look for value over sustainability
• Fragrance adds personality to homes

• Consumers turn to social media to learn cleaning tips
Figure 23: Cleaning behaviours, 2023

• Potential for AI to be an information source for cleaning
• Cleaning gives people a sense of control over their

environment…
• …but they have high concerns around harsh chemical use

• Abbreviations
• Consumer research methodology

CLEANING BEHAVIOURS

APPENDIX – DATA SOURCES, ABBREVIATIONS AND
SUPPORTING INFORMATION
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About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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