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Overview

In the wake of the pandemic, the homecare industry's severe price hikes led to intense trade
down behavior as consumers looked to compensate for escalating food, shelter and energy
costs. This caused eco-friendly brands fo lose sales relative to the category. Despite this, there
is cause for optimism. Pandemic-driven shortages exposed millions of consumers to eco-
friendly cleaners for the first fime because they were often the only products left on the shelf.

This helped mainstream-dominant shoppers understand that these products can be just as
good, and sometimes better than their mainstream rivals. The net effect has been to grow
household penetration of eco-friendly products, even as sales declined. Consumers in
Mintel's "Committed Natural" segment grew from 45% in 2022 to 50% in 2023, suggesting
that more shoppers are transitioning from light to heavy natural product users.
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What's more, the gap separating mainstream and natural consumers is narrowing, especially

as more shoppers look to natural products as a means of enhancing health and safety.

Over time, Mintel expects this gap to narrow around eco attributes also. This will be driven by
a worsening climate crisis and the global migration of regulations that provide incentives for
bio-based cleaners, the reduction of plastic waste and obtaining carbon/climate neutral
status.
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Report Content

EXECUTIVE SUMMARY

+  What you need to know
+ Mintel's natural consumer segments
- Graph 1: Mintel's natural household consumer segments, 2023
« Consumer trends: key takeaways
+ Market predictions

«  Opportunities

KEY CONSUMER INSIGHTS

« As big companies get greener, size will no longer dictate consumer trust

- Graph 2: belief that mainstream brands are becoming more sustainable, by natural consumer segment, 2023
+ Survival of the eco niche requires cost parity with mainstream brands

- Graph 3: atftitudes toward the "green premium" by income, 2023
« Prepare for a louder, albeit spotty call for stronger regulations

- Graph 4: consumers who believe the government should ban more harmful cleaning products/ingredients, by natural

consumer segments, 2023

THE MARKET

Market context

Market drivers

« Gas and shelter are driving inflation; but CPG prices are softening

« Confidence is on the upswing

« Confidence and unemployment fall back in line with their historical relationship
+ Parents and middle-income households show the biggest financial improvement

- Graph 5: consumers who say that they're financially better off compared to one year ago, by income and parental
status, 2023

COMPETITIVE STRATEGIES AND MARKET OPPORTUNITIES

+ Natural surface cleaners appear back in vogue
- Graph 6: multi-outlet sales, total surface cleaners and select brands of natural surface cleaners, rolling 52 weeks, 2023
+ Opportunity: market leaders should test eco-focused sub-brands

+ Health messaging will convert mainstream-only consumers
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« Opportunity: win the loyalty of Exploratory Natural Consumers

- Graph 7: use of natural vs mainstream surface cleaners, by year, 2019-23
+ Surface cleaners for the Exploratory Natural Consumer
+ Ecosis the only natural fabric care growth story

- Graph 8: multi-outlet sales, total laundry/fabric care products and select brands of natural laundry/fabric care

products, rolling 52 weeks 2022 and 2023
« Ecos has become a diverse brand with a strong sustainability stance
« Opportunity: grow penetration through affordability
- Graph 9: purchase of natural laundry detergent and surface cleaners, by age and income, 2023
+ Recognize that all income groups are trading down
- Graph 10: consumers who have switched to lower-cost retailers and who are buying more private label products, 2023
+  Opportunity: store brands should follow faster
- Graph 11: percent of private label surface cleaning launches with sustainable product claims, 2018-23
+ Store brand surface cleaners are going natural
+  Amala shows how one product can replace many
« Opportunity: Show the cost-benefit of multi-functional homecare products
+ Build on the motivators for multipurpose products to prevent trading down
- Graph 12: top purchase drivers for household surface cleaners, 2023
« Opportunity: an ounce of prevention is good for the environment and the wallet
+ Show how appliance maintenance can enhance cost and sustainability
« Plan for growth of waterless formats
+ Launches of sheets gain penetration as they improve
- Graph 13: multi-surface, glass and bathroom cleaning tablets as a percent of all launches, 2018-23
- Graph 14: laundry detergent sheets and tablets, as a % of all automatic detergent launches, 2018-23
+ Expand sheets across more categories
+ Prepare for a greater focus on carbon impact
« European brands are moving towards carbon neutrality
- Graph 15: carbon-neutral homecare products, 2014-23
+ Carbon or climate neutral homecare products launched in the US
« Shift promotional messaging from what it's made of to how it's made
« Ecos' status is important, but it may be missing a consumer engagement opportunity
+ Educate around the universal impact of climate change

- Graph 16: importance of climate/carbon neutral status and eco certifications, by natural consumer cluster, 2023
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CONSUMER INSIGHTS

Consumer fast facts

Product usage

More people are buying more eco-friendly products

- Graph 17: Mintel's natural consumer segments, 2022 vs 2023

Natural product usage grew in all but one category

Nearly every category grew its natural product penetration

- Graph 18: any natural purchase, by homecare segment, 2019-23

Wealthy consumers buy more natural products; older consumers remain holdouts

- Graph 19: selected categories, natural brand purchase by age and income, 2023

Change in usage of natural products

Target younger Boomers with wellness messaging

- Graph 20: consumers who are using natural homecare products more often, by age, 2023
Drive natural product trial to increase adoption

Natural-dominant consumers are more likely to be growing their usage

- Graph 21: change in natural homecare product use, by natural product segment, 2023

- Graph 22: consumers who have increased their use of natural homecare products, by natural product segment and year,

2022 vs 2023

Health and sustainability are important, but affordability and efficacy are enablers
- Graph 23: reasons for using natural homecare products more often, 2023

Help light users become heavy users

Affordability is the "sweet spot" that will drive trial of natural products

- Graph 24: reasons for using more natural homecare products in the past year, by natural consumer cluster, 2023

Purchase locations

Cater to changing channel preferences
eCommerce is growing as a channel for both natural and mainstream products.
- Graph 25: use of online-only retailer for natural vs mainstream homecare products, 2019-23

- Graph 26: preferred shopping channel for natural vs mainstream products, 2023

Prioritized product and ingredient claims

Use product safety to align across natural consumer segments
Safety shows the greatest alignment across consumer segments

- Graph 27: most important eco-friendly product claims, by natural consumer segment, 2023

Homecare goals

Help consumers get things done

MINTEL



The Natural Household Consumer - US - 2023

- Graph 28: top homecare goals, 2023

Promote the planetary benefits to gain the loyalty of young consumers

Young consumers are looking to the future

- Graph 29: sustainability-focused homecare goals, by age, 2023

Reconcile the needs of health and efficiency seekers with environmentalists
Natural-dominant product users are most balanced across the range of homecare goals

- Graph 30: homecare goals by natural consumer segment, 2023

Attitudes and behaviors

Mainstream brands &nbsp;build trust among eco-focused consumers

- Graph 31: attitudes and behaviors related to eco-friendly household care products, 2023
Small is beautiful, but big is efficient

- Graph 32: mainstream brands are becoming more sustainable, 2023

Meet consumers where they stand around cost and regulation

- Graph 33: belief that eco-friendly shouldn't cost more, and that the government should ban more harmful products/

ingredients, 2023

Consumers are sharply divided around plastic waste and a circular economy, but this will change

Mainstream consumers are less concerned about sustainability, but personal experience quickly changes attitudes
- Graph 34: belief that lawns require too much water, by region, 2023

- Graph 35: consumers who have switched products to reduce plastic waste, and those who believe plant-based cleaners

help grow the agricultural economy, 2023

APPENDIX

Market definition
Consumer research methodology
Generations

Abbreviations and terms
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Disclaimer

This is marketing intelligence published by Mintel.
The consumer research exclusively commissioned
by Mintel was conducted by Kantar Profiles (See
Research Methodology for more information).

Terms and Conditions of use

Any use and/or copying of this document is subject
to Mintel‘s standard terms and conditions, which are
available at http://www.mintel.com/terms

If you have any questions regarding usage of this
document please contact your account manager or
call your local helpdesk.
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