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This report looks at the following areas:

* Important demographics for the household and cleaning category
+ Shifts in cleaning frequency and motivations

- Attitudes and behaviors toward cleaning equipment

« Attfitudes foward ingredients and claims

 General attitudes and behaviors foward cleaning

Consumers remain consist in their approach to cleaning the home. While
cleaning behaviors remain elevated, historic inflation has created a
challenging environment that is causing consumers to shift how they clean and
shop the category. Although performance is prioritized over price, nearly half
(45%) of those who clean claim to be spending less in the category due to
having fo allocate more income towards other essentials. This, coupled with
coupled with cleaning habits, suggest that rather than forgoing purchases,
adults are using products more sparingly or trading down to private label,
which for many is no longer a compromise.

Still, brands have a unique opportunity to attract new consumer segments and
deliver products that meet the needs of those seeking sustainability without
compromising on convenience and extend household care deeper into the
wellness space.
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"Consumers remain consistent
in their approach to cleaning
the home. However, soaring
cost of living is causing some
to shift their cleaning and
shopping habits, with slightly
more than two in five adults
claiming to be spending less
on household cleaning
products. To increase value
and maintain involvement,
brands need to focus on
expanding audience reach."
- Rebecca Watters, Associate
Director - Health and Home
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ATTITUDES TOWARD PRODUCT INGREDIENTS AND CLAIMS

Performance outweighs price

Figure 24: Attitudes toward product ingredients —
Performance vs price, by age, 2022

Parents and Hispanics prioritize natural ingredients

Figure 25: Aftitudes toward product ingredients —
Performance vs natural, by race and Hispanic origin, parental
status, 2022

Better-for-you messaging can bolster natural appeal
among older adults

Figure 26: Attitudes toward product ingredients — Natural vs
fraditional ingredients, by age, 2022

More than half willing to trade convenience to be more
sustainable

Figure 27: Atftitudes foward product ingredients —
Sustainability vs convenience, by age, race and Hispanic
origin, 2022

Figure 28: biom multi-purpose wipes

CLEANING ATTITUDES AND BEHAVIORS

Cleaning is a continuous and conscious activity

Figure 29: Cleaning attitudes and behaviors — Any agree
(net), any disagree (net), 2022

Tight budgets encourage brand switching to the benefit of
private label

Figure 30: Select cleaning attitudes and behaviors — Any
agree, by household income, parental status and age of
child, 2022

Ethical credentials a must to compete among younger
audience

Figure 31: Select cleaning attitudes and behaviors — Any

agree, by gender and age, 2022

APPENDIX - DATA SOURCES AND ABBREVIATIONS

Data sources
Consumer survey data
Abbreviations and terms

Abbreviations
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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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