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This report looks at the following areas:

> The impact of COVID-19 on consumer behaviour and the household
cleaner market

* How the market will fare during the COVID-19 recession

« Household cleaning and shopping behaviours

« Attitudes towards cleaning and household cleaning products

Canadians are looking to streamline and speed up their tfypical cleaning
routines with products that they consider safe for their families and the
environment. COVID-19 has elevated the status of cleaning products by placing
a greater emphasis on disinfection. As a result, consumer behaviours have
shifted towards more frequent cleaning and sanitizing, while the link between
home hygiene and health has received greater prominence. As concerns
around COVID-19 subside, consumers will continue to prioritize health and
safety elements of their cleaning products, and will seek value in the brands
they select.

“COVID-19 has placed a
spotlight on the importance of
hygiene and household
cleaning, elevating the
significance of cleaning
products. Cleaning products
now offer an element of
control and some peace of
mind in an ever-changing,
unpredictable situation.”

- Meghan Ross, Senior Home
and Beauty Analyst
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Time required to clean is the biggest barrier to cleaning
Figure 48: Barriers to more frequent cleaning, April 2020
Men and women share most barriers to cleaning, with time
being a glaring exception
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Younger Canadians are limited by time, while older
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Busy parents are struggling to find time to clean
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Ingredient concerns are a barrier for frequent cleaning
Figure 53: Ever Spring Free & Clear Fabric Softener (US), June
2020

Bacteria overkill is not a significant concern — especially in
the midst of COVID-19

Figure 54: Aunt Fannie's Microcosmic Soft Mint Probiotic
Power Cleaning Wipes (US), March 2020
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PURCHASE FACTORS

Sanitizing ability and scent are key features for Canadian
cleaning products
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Natural ingredients and cleaners have broad appeal,
particularly among parents and younger Canadians
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Multi-surface products have wide appeal

Innovations could reduce hygiene concerns linked to
reusable cleaning tools

Figure 63: Better Sponge Commercial As Seen On TV,
October 2017

CLEANER CONSUMER SEGMENTATION

Canadians vary considerably in how they perceive
housecleaning chores

Figure 64: Cleaner consumer segments, April 2020
Casual Cleaners (18%)

Who are they?

How to reach them?

Environmental Apathetics (19%)

Who are they?

How to reach them?

Green Cleaners (21%)

Who are they?

How to reach them?

Disinterested Dusters (23%)

Who are they?
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