THE EVOLUTION OF VALUE
WHY DETERGENTS NEED TO DELIVER MORE
(A US & UK FOCUS)

INTRODUCTION
Thanks to a deep, drawn-out global recession, value is
continuing to determine the ways in which consumers
shop for detergents.
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LAUNDRY PRODUCT SALES

It’s a trend that has led to smarter spending, whether
consumers are switching to cheaper own-label products,
delaying purchases to wait for promotions or scouring the
Internet to find a better deal.i In fact, it’s inspired people
across the US to create their own homemade detergents
to save money.ii

41%

Recent studies have shown that as consumer lifestyles,
shopping habits and laundry routines have diversified,
so too has their perception of value. And it’s important
for detergent manufacturers to recognize this in order
to stay relevant.

LED BY
PROMOTIONS

So the question is: what does value mean to the
modern consumer?
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BUYING HABITS
When it comes to buying a detergent, value isn’t just a price
tag now. For the modern consumer, value means:

CHOICE
This is highest on the shopping list for consumers in
developed markets.iii Consumer’s choices are increasingly
guided by promotion and offers available at the time of
purchase, especially in a time where the rising cost of living
is forcing them to make unwanted efficiencies.iv
That’s why over half of UK consumers shop around to buy
their detergents,v so they can find the best deal, rather
than being beholden to one shop. In the US, the situation
is similar – one in five consumers have changed where they
normally buy laundry products to save money.vi Clearly,
consumers want to feel in control of their purchase decision,
and a choice of products and prices allows them to weigh up
their options.
Detergent manufacturers could meet this attitude head-on
by offering more choice in their products. Since value is as
much about finding a product that’s right for your lifestyle as
it is for your budget, a bigger choice of multi-format, multisized, multi-priced products would allow brands to show
their understanding of differing consumer needs.

LONG-TERM BENEFITS
Consumers are increasingly looking ahead to see how their
detergents give them value for money. In both the UK and
US, well over half of consumers bulk buy instead of buying
smaller packs,vii so they get more uses from a single product.
Currently, in the UK, this habit is more common with higher
earners. Detergents could encourage bulk buying – and
bigger spends – with low earners by offering monthly
subscription services.viii Crucially, this means consumers
would be spending longer periods of time using a single
brand, and would be an opportunity to rekindle some
brand loyalty.
Another potential way for brands to create long-term
value is to align with the wider trend for sustainability. It’s
been long identified by a number of studies that people
are increasingly interested in the environment and their
impact upon it*. Something not only apparent in developed
markets, but their emerging counterparts as well.ix
Now, thanks to multi-stakeholder public campaigns and
marketing by brands themselves, European consumers
are increasingly aware of the benefits of more sustainable
x

laundry. These campaigns tackled previous misconceptions
that lower temperatures aren’t as effective whilst promoting
the possible energy savings.
Could this growing awareness drive demand for lower
temperature effective detergents? It would certainly appear
so, with more and more appearing on the market and being
positioned in this area.
A key barrier for consumers however could be price, 75% of
U.S consumers said they would use eco-friendly products
but not at an extra price*. This could explain the rise of own
label ‘green’ products on shelves*.
Moving forward then there is clear opportunity for
manufacturers to create long-term value for consumers
by enhancing and promoting their eco credentials. As
consumers become more environmentally focused and look
to save money on their bills, manufacturers will need to
consider this in their future product development to meet
these consumer needs.
Indeed, detergent brands need to provide higher value to
consumer lives for the long-term, in order for consumers
to continue using their product. Another way of showing
relevance could be for detergent packs to articulate
cost-savings in a more compelling way. So, for example,
how much money could you save by washing at a low
temperature for a week? A month? How long until it pays for
a new smartphone, or festival tickets? Could detergents even
associate themselves with sporting and cultural events and
help people save up? This approach would help translate
value into something that’s more meaningful.

LOW CONSUMER INTEREST IN HIGH CONCENTRATION
Despite highly concentrated detergents being seen as a more
value-orientated purchase, their popularity in the US and UK
is low, with levels at 21% and 20% respectively.xii
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LAUNDRY HABITS
Many consumers are looking for more ways to find value in
the way they do their laundry.
In the UK, over half of consumers consider washing at
lower temperatures to be important.xiii The majority of these
consumers describe themselves as ‘tight’ or ‘struggling’,
which suggests they are looking to save money on
burgeoning energy bills, rather than for environmental
reasons.
It’s unsurprising, then, that a third of UK consumers would
also try detergents that perform well in cold water.xiv Such
innovations would put a significant dent in the electricity bill
over a long period of time, delivering real long-term value.
Another way in which consumers are finding value is in
varying the dosage for each wash. 40% do this in the UK,xv
as this allows them to optimize their detergent usage for
each type of wash, and in certain instances, use less than
the recommended dosage – which gives them more washes
from their detergent pack.
One way detergent manufacturers can capitalize on
this trend, as proposed by Mintel, is to include on-pack
recommendations for the amount of detergent needed for
specific items of laundry.xvi This means brands can help
consumers find value in their own laundry habits, as well
as provide value in the product itself. This idea of detergent
brands being ‘agents of value’ is already being enacted by
Proctor & Gamble’s ‘Super Savvy Me’ website, which not
only offers consumers laundry tips, but also details other
smart ways to save money.

A VALUABLE LESSON
All these elements are impacting the ways consumers find,
and assess, value in the detergents industry. It’s clear that
consumer expectations for value are continuing to increase
and become more complex, which means that the industry
needs to work harder than ever to meet these higher
demands.
And when you consider that cost-conscious consumers in
the US have stunted growth in the detergents industry for
the last four years,xvii it’s never been more important for the
industry to understand what value means to the modern
consumer.
The team at DuPont is dedicated to making products that
are relevant to consumer lives. We continue to collaborate
with people worldwide to develop new enzyme formulas
that answer these needs – and help create detergents that
deliver real value.

To read more on the consumer
trends shaping the industry,
visit fhc.biosciences.dupont.com
Together, we can inspire
cleaner ideas.
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