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Background

In recent years, life at home is changing.
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1 i ﬂ ] = = 1

[ (=] . N - + - [4 o - o - o

it is also shifting.

A People are spending more time creating a
thriving home environment.

A The role of home in personal wellbeing is
expanding and elevating in importance.

A In a volatile world, home has become a sanctuary
where joy and comfort are appreciated in small,
meaningful moments.

A Consumers seek convenience - faster, easier

ways of accomplishing their everyday tasks.

At Clorox, we champion people to be well and thrive
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live their home lives today b and what they want
from the future. By learning how people care for
their spaces, we create products and experiences
that meet their needs and enhance their lives.

See what's redefining home care now and
what's ahead.
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Time at home Is changing, and home care is changing with it

As people spend more time at home, home
care is shifting from a necessary chore to an
act of care.

People are more engaged with tasks like

cleaning, not just for the results, but because

they find the process itself enjoyable.

Home care is becoming more expansive,
meaning more:
A In-the - flow
Integrating tasks into daily life
A Emotional
Tasks have emotional benefits, and
q -
A Sensorially rich
Savoring sensory payoffs of home
care tasks, not just outcomes

N5 = 1

Americans are increasingly aware of how
environmental factors b in and out of the
home b influence their health. o
proactive about ways to help maintain,
protect, and improve their health.

Existing products cover germ control and
hygiene, but people also want better control
over allergens, mold, and air/water pollutants
b while being mindful of product ingredients.

People are viewing their health more
holistically b including placing a premium on
mental health and wellbeing. This shift means

_ home'care motivations are no longer strictly

functional b, ., . _ A oL
Social media is nurturing this evolution
helping people rethink home care and
reclaim it, in ways that work for them .

Like time at home, the idea of convenience
isevolving b, _ ’

" . about ease and freedom.

People are customizing life to make things
easier b and create time for what they love.
I - B ' . _ -purpose produgts tQ
tackle more jobs and remove guesswork.
And product layering is growing, as both a
functional hack and a personalized
expression.

Obstacles toin -the - flow home care are
becoming more troublesome:
A Lalndry is & persistent traffic jam b
taking too long, and delivering too little
A Parents and pet owners have unique
needs and barriers that disrupt their
ability to stay in flow
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Now

Americans are spending more time at home,
forming new habits and pastime preferences Time and

frequency of
cleaning have
both gone up

How are they spending that extra time?
Where does this extra time come
from? Technology saves precious
hours by enabling people to work
and shop remotely, cutting out
10% of commute time compared
to 2019.

Health &

Wellness

An increased focus on
cleaning makes sense

practically

More time at home means people
are making more messes and those
messes loom larger.

Sources: American Time At Home Survey c HOME CARE REDEIFNED






Households are making cleaning work
for them b and their lives

Instead of the traditional weekend deep clean,

people are shiftingtoin -the -flow cleaning b

incorporating cleaning into their everyday
routines. Working from home and flexible

schedules have created more micro - moments

for home care tasks.

Cleaning more frequently and in shorter bursts
keeps their tasks b and theirhome b more

manageable and enjoyable. That means more
payoffs (functional and emotional), more often.

ﬁ What triggers in -the - flow cleaning?

In-the - flow ¢ ¥

: $

is now the A

#1 type of cleaning

O ¢ Cleaning occasions
increased by
iz

© 2 more

@ per month
¢ (vs. 2016)

Deep cleaning L [0 5]
decreased by 1 occasion %
per month N

Unexpected messes, finishing cooking, noticing a dirty floor, or feeling that a surface is

sticky or grimy.

What are the most popular products for in
Multi - purpose sprays (76% of households), wipes (64%), bathroom cleaners (64%), glass
cleaning sprays (63%), mopping and sweeping tools (50%), dish soap (28%)

Sources: Clorox Cleaning Behavior Monitor, August 2024

-the - flow cleaning?

c HOME CARE REDEIFINED



Now

ﬁday, cleaning is self -care

No longer just a chore or necessity b Why do people begin cleaning and how do they feel afterward?
cleaning is a powerful form of self  -care o _ . :

For the first time, emotional and social outcomes are on par with b or even more
This is a significant shift in how Americans view cleaning. important b than functional ones.

t - ‘ t -

ﬂ ) ‘ b

- " - -

Top emotional ftriggers (%)

Maintain a pleasant environment I
Keep a healthy environment I G4
Keep home under control I G2

Top emotional outcomes (%)

Sense of accomplishment |GG 6
Satisfaction [ 55
Feeling refreshed RN 70

Cleaning helps people
manage stress and maintain
a sense of order and control
in a volatile world.

These feelings are up 13 points  vs. 2016, showing that people increasingly
view cleaning as a way to boost their mood and confidence.

Sources: Clorox Cleaning Behavior Monitor, August 2024 c HOME CARE REDEIFINED




Now

People are now both more aware and more in control
of their entire home environment

J— - . ﬂ y l | = ] = 4 4
e A Trash
There are many reasons people care Advances in technology have made More time at home means consumers
about water quality: 1! household air quality easier to manage. generate more trash b and more odors.
i 0
1 Remove hamful contaminants (57%) Top reasons to seek air purification: 1 Consumers seek garbage bags that are 3
V N 1 ] ” ] (7W) = ” I
2 Improve taste (55%) . - . - (Gv) ; .
1 Manage respiratory health (52%) V Leak- proof (67%)
0,
3 Save money on bottled water  (41%) 2 Reduce odors (47%) V Easy to pull out when full  (58%)
_ \V Easy to close (51%)
4 Reduce pl:)astlc waste from bottled Someone in the home has a chronic \/ Flexible to hold more  (47%)
water (40%) 3 respiratory issue, so allergen removal V Eliminates odors (41%)
5 Protect appliances, fixtures  (30%) IS & priority (26%)

79% 89% Products like garbage bags are

- . used in tandem with cleaning
of Americans express concerns clean the airin their home at products to keep trash - adjacent
Y. 6T " leastweekly, primarily with areas sanitized, visually clean, and

aerosol products 2

their water 1 smelling fresh 2

Sources: 1. Mintel Health of the Home, 2025 | 2. Clorox Cleaning Behavior Monitor, August 2024 | 3. Glad A&U, April 2024 c HOME CARE REDEIFNED 10



Now

Consumers are now
thinking about the air
at home, beyond scent

In the past, people had two reasons to
think about the air at home: unpleasant
odors and creating a pleasant scent.

But as people look at their health more
= B ¢ o Ve ) B ﬂ

the impact air can have on their health
and wellbeing.

People know how air quality affects them:

81% 65%
report negative have sleep experience
symptoms at disruption from
home air quality
Pollen season is one whole month @g@;@g@::
longer than 30 years ago =g

Symptoms are a big motivation for home care

_products b especially for allergy sufferers: .

use air freshener use disinfecting

90% B more than 86% aerosols/mists
1x/week more than
Ix/week

45% using daily

Sources: Circana HH Panel; Mintel Aircare & Health of the Home; Clorox Allergen A&U Study; Nielsen BASES; WebMD Allergy Statistics, blueair survey

As home care
shifts to
encompass
physical and
mental health,
people will
increasingly look

for products to
deliver cleaner air,
odor elimination,
and scent
experiences that
improve mood

and wellness.

c HOME CARE REDEIFNED 11



Now

Across cohorts,
Gen Z most
looks forward

to cleaning

and Is content
to do less, while
parents and

pet owners
clean more

More likely to clean

when they have a

free moment than

see cleaning as a

routine activity

Clean more than
non - parents

Much more likely to  look
forward to their cleaning

moments
499% vs. 18% for older consumers

More likely to think a little goes
along way b wiping down
surfaces and vacuuming is

good enough for 41%
(vs. 9% for older consumers)

Use a wider range of
products; they average

1221 ~21
2 4 @ @ cleaning
E a @ @ products

Pet Owners

Clean floors more
frequently than those
without pets

More likely to use
mopping systems,

N 3 carpet cleaners,
— and sanitizing
u:m sprays (air and

= surface)

Restoring order is a uniquely
important motivator

Like fruity and tropical scents

Nearly half say teaching
kids responsibility is one of
their cleaning objectives

Removing pet hair isa
unique pain point

Like to experiment with new
products and solutions

Duty to family/Making
them happy
is a unique

cleaning m
motivator
L 4

Sources: Clorox Cleaning Behavior Monitor, August 2024

More likely to
gravitate to
citrus, floral,
and outdoor -
inspired scents
to manage

pet - related
odors

c HOME CARE REDEIFINED
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Now
Pet messes and odor are top cleaning

As Americans invest more into health and lsundry challenges. 2
& wellness at home, this increasingly #1 SoilfStain: pet hair

. . #1 Laundry odor: dog/cat smell
Includes furry family members

Odor - removing detergents are top
items for pet - related laundry loads

[ o T N o o= T N T N + T == N J N = J

ﬁ The population of
more pets

domestic cats in the
United States is over

Investing more into personal care includes pets, who are increasingly seen as 24 million 3

full family members with diverse needs.

Not only more pets, but

more time with pets:
Pet- focused health and wellness products Siies 2018, (i Sra

Litter needs for cat parents include: (%) ! with pets has increased
by 25%.4

Fast odor control | 5
Continuous odor control e -
Minimal dust [ <0
Minimal tracking [ 57

Q'“/

- aai

Sources: 1. The Clorox Company: Cat Litter Need Space Mapping, January 2025 | Clorox Cleaning Behavior Monitor, August 2024 |

3. American Veterinary Medical Association, 2024 | 4. American Time Use Survey c HOME CARE REDEIFNED



Next

Home care is becoming more
In-the - flow, more emotional,
and more sensorially rich

@ Smaller tasks, bigger rewards
People will continue to move from scheduled and
structured chores toward more frequent, light, and
responsive home care, enabled by products that are
convenient and designed to be always on - hand.

@ Multi- purpose and versatile
Multi - purpose sprays and wipes are already go -tos for
in-the - flow cleaning. People will continue to want
easy - to- use products that help throughout the home.

@) Easier results for tough jobs
Consumers still experience pain points with tough jobs
b like the time and effort it takes to remove difficult
stains or clean stubborn surfaces like those in the

! ¢ X - ﬂ t -
N N o+

ol [3 N - T

through tough messes quickly and with less effort.

c HOME CARE REDEIFINED
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Emotional benefits will be ampilified
through delightful, sensory experiences

Scents will become more sophisticated and
personalized. Beyond that, fun textures - like foams,
milks, pastes b surprising shapes, and countertop -
worthy aesthetics will elevate product experience.



Future Home itself

Home WI” Continue to Housing shortages, affordability constraints, and lifestyle preferences
evolve a|0ng W|th the are making home ownership less attainable. 1
people in it

Consumers are navigating multi - functional living , so the home space is
evolving to serve as workplace, gym, entertainment, and shopping hub.

......

Average home sizes pehak‘ed aot .2,4‘67+ft. in 2015 and .havé been steadily

These shifts will impact the spaces that declining, with the average being 2,146 ft. in 2024. 2

need care, how much time is available, who
is doing home care, and the products that
fit the bill.

As urbanization grows, consumers demand more than a place to live b
T
infrastructure to nurture thriving communities.

Smaller households will value
personalization, while multi - generational
families will need versatile products to meet

Household composition

i : : L ) 0
varied needs. Product sizes will need to suit The fastest - growing household type in the U.S. is single person b ?9/0 of

th hold e _ American households and rising. Simultaneously, [ « I oL
2L TEIG[E O e ElE ComTElLeirolns. toward multi - generational living situations ~ and living with non - family
members, like roommates or chosen family. 34
ﬁ Influence of the K - Shaped Economy
As the middle class Technology
shrinks, demand for
universal staples As life at home continues to evolve, so will home care solutions. Adoption of
continues, along with a technol . . ith i K din 40% of h hold
rising need for both echnology is grqwmg wi smar speakers u.se in 90 oqse olds, |
premium and cost - connected security systems in 30%, smart kitchen appliances in 23%, robotic
conscious options. floor cleaners in 20%. > Consumers are also starting to express interest in
whole - home air and water filtration and pollution - control systems. 1

Sources: 1. America at Home Study, 2025 | 2. Bankrate.com | 3. Census.gov | 4. USAToday.com | 5. Clorox Consumer Tracker c HOME CARE REDEIFNED 16

Simultaneously = . ’ 6, -



Wellness at Home



Now

As people prioritize health & wellness,
their attitudes and behaviors in this
space are evolving

Health is more holistic

People now view their health more holistically, including:

Lifespan and Physical
6" ... . Health

Relationships Mental Health

Instead of waiting for an issue or illness to
arise, people are being more proactive to
improve and protect their physical health

People are investing more time b and money b on
caring for their health in different ways. Physical

health continues to be a priority.

their physical health goes beyond just exercise and
eatingwell b~ , 4. ' ‘' _ .7 ..
with their home and broader environments.

c HOME CARE REDEIFINED
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Now

Cleaning Is becoming more important to protect and
proactively manage physical health at home

Disinfection is increasingly prioritized o *
' to maintain hygiene 55 1
Disinfection can help reduce food - borne contamination gg
7 |n 10 during food prep and cleanup. i ‘ =
. o It can also help reduce germs and pathogens that cause E O c—
say disinfecting is = o ‘ ‘ - ‘ ) b -8 =
very/extremely ensuring a hvaienic environ I . o - o 7 b= v e s e
. g a hygienic environment when hosting guests, both . . .. S
important before their arrival and after. While the importance of disinfection is

clear, the specifics can be confusing

Claims vary by product, refer to product labels for safety and usage instructions.
K f t -f tlv disinfected: Some consumers are confused about what it
€y surfaces, most - frequently disiniectea: means for products to disinfect, sanitize, or have
anti - bacterial properties and are unclear when

these benefits are critical.
Jreye! These consumers  often rely on
I 9%t multipurpose sprays  (71%) and
O%Q general bathroom cleaners
31% o
think their This is an opportunity to help
products are them find products to meet their
: : . ‘ : . disinfecting primary needs like disinfecting,
Kitchen counters Inside toilet Bathrooms : Doorknobs Light switches .. . . . . _ _|9while also delivering other key
70-76% bowls counters & sinks 53% 43% benefits like convenience.

66-70% 61 73%

Sources: Clorox Cleaning Behavior Monitor, August 2024 c HOME CARE REDEIFINED



Now
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People are discovering that cleaning can be a
secret weapon for their emotional health.

Cleaning is often connected to decluttering
and organizing because they work together to
create more calming spaces.

Decluttering reduces anxiety, improves focus,
enhances feelings of calm and control, and it
boosts dopamine by 47%. 1

As with cleaning, social media plays a big role

in discovery and evolving mindsets around
decluttering, through trends like Swedish

Death Cleaning, underconsumption - core, and
Body Doubling.

Cleaning supports peace of mind b reducing worries
about bacteria, viruses, and illness: 2

. Cleaning gives a
38% | feeling of safety
~/and security

\, Worry less about
52% | germs when
~_/ cleaning properly

Cleaning can also give feelings of productivity
and control: 2

T\ Satisfies personal
33% | standards for 23% |
~ cleanliness .

Feel a sense of
a job well done

Sources: 1. The Alliance for Health Equity | 2. Clorox Cleaning Behavior Monitor, August 2024

For many,
self-image is
wrapped up in a
clean - smelling
home (89 -94%).
They feel good
about

themselves

when their home
smells good (91 -
93%) and enjoy
providing a
welcoming
atmosphere. 2

c HOME CARE REDEIFINED
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Now
People are cleaning to
6 1

Clear space, clear mind

Clean and tidy spaces reduce stress and
contribute positively to mental state and other
wellness goals like healthy eating. 12

These experiences are shifting
perceptions of cleaning away from being
a chore to being a tool for wellbeing

The benefits of cleaning go far beyond the
final outcomes.

People are discovering the actual process of
cleaning can make them feel better.

In a world that feels increasingly fast - paced and

outside their control, people want ways to
control their environment.

Cleaning b quite literally b feels good

-
Sources: 1. Very Well'N 2ISoNe c ARE REDEIFNED




Now

People are taking control and
changing the narrative around

o L] A Y o L] + -1 nn o ] A Y

Main Character Moments
Many people are making necessary parts of life more
enjoyable by thinking about them differently.

Gen Z has done this by rebranding common tasks like Girl
Dinner, Mental Health Walks, and Giving the Dishes a Bath.

These small moments of joy focus on the journey and
experience over just achieving a desired outcome.

N -oo.a L

not just addressing functional needs

These smaller narrative shifts mimic the shifting attitudes
toward cleaning happening on a larger scale. People are
making things intentional instead of obligatory, and most
of all b fun.

Sources: YPulse, 2025

c HOME CARE REDEIFINED
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Now

Consumers are discovering that

cleaning can feed the senses
I - R L ’
components of their lives
experience of cleaning.

: Ce e multi' - sensory ,
b waking up to an entirely new

The sounds of cleaning Scents provide a deeply personal
are even sweeter for and emotional payoff b which, for
ASMR enthusiasts many, ties to their identity

A Feeling grime release V They feel good about themselves

A Hearing cleaning agents when home smells good  (91%)

soak in and bubble
home smells clean, fresh ("89%)

V They believe if home smells clean,

With so many (65%9) °
* - o 0 N

cleaning tasks and - e .

products available,
the possible sensory
payoffs are endless!

Citrusy scents resonate across
groups and signal freshness
and cleaning efficac

Sources: Clorox Cleaning Behavior Monitor, August 2024 c HOME CARE REDEIFNED
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Now

1 |

Oddly satisfying
sensations have
introduced a whole new
element to clean b
entertainment

Social media spaces,
like #CleanTok, let
viewers feel some of
that oddly satisfying

visceral payoff
vicariously, by watching
others clean.

This content can be
satisfying for its own
sake and provides
inspiration and
instruction on cleaning

products and processes.

—

Social media has helped consumers discover that

ﬂ ]

+ o j [N} o N\

The visual sensory element of cleaning
Creates a unique sensation b and thanks
to social media, we have a name for it:
#OddlySatisfying

V  Products changing colors
through cleaning

V Watching dirt/dirty water get
washed away

V Seeing vacuum bags/filters fill up

V Clearinga 6, B

° - -

through a dirty area

V Seeing stains vanish*

Sources: Clorox Cleaning Behavior Monitor, August 2024

c HOME CARE REDEIFINED
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Next

Beyond clean surfaces, people are gaining a broader awareness
of how their home environment impacts their health

Allergens and mold/mildew
are becoming bigger
cleaning priorities

Weather shifts have extended
and intensified allergy seasons in
many regions, making allergens
a bigger concern.

1/4

of Americans suffer
from allergies

( N Nearly 1/3
/,,“ of consumers currently

disinfect the air

of that group,

1/4 use air sprays

in an effort to
reduce allergens

Air quality is a growing focus for consumers

Technology like air purifiers and humidifiers have
made air cleaning solutions more accessible as

. As consumers better
people spend more time at home.

understand and prioritize air
quality, their goals are evolving. 1

1 ” ﬂ ‘ [ D =
o kN s~ - P N - FE +

Top goals for air cleaning jobs
89 today:
80 81 A 60% Neutralizing odors
A 49% Providing a pleasant
fragrance

< 429, | Of consumers are
,/ already seeking

disinfection in an air -
cleaning product

The future of at - home air care
will help people breathe easy,
with air that is truly clean b not

Manage air quality Filtration using Air purifiers with just air that passes the sniff  test.
at least weekly nanotechnology reusable filters
(Curmently, mostly or graphene

through aerosol sprays)

Sources: 1. Clorox Cleaning Behavior Monitor, August 2024 | 2. Mintel Health of the Home, 2025 c HOME CARE REDEIFNED
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As people and science better understand

5 . J

continue to see evolutions in how people
clean and manage their health at home

Air and Water

AN As wildfires become more widespread and common, air quality
AN and particulates from fires are becoming a bigger concern,
affecting people states or countries away from the actual fires.

NN As holistic understandings of health deepen, water
urification/quality will go beyond drinking water to optimize
AN pu g y Wil go bey 9 yaerio p °

T J o -+

ﬁ Successful future products will leverage science to better balance
t . ﬂ : 1 = e L | 1 ) 1 t

-

As they learn, consumers are finding ways to balance their desire for more natural
ingredients with the need for results b finding some cleaning jobs are better suited
to natural vs. chemical solutions.

~40% believe mixing natural ingredients with synthetic ones
balances efficacy and gentleness 2

Sources: 1. Mintel Health of the Home, 2025 | Clorox Cleaning Behavior Monitor, August 2024

Some consumers are already  concerned
about chemical impact and seek products
with simple ingredients  for themselves and
their families. Interest is growing in products
safe to use around food, kids, and pets.

c HOME CARE REDEIFINED
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Now

Consumers are looking for
ways to make everyday
upkeep easier

Convenience used to be about getting things faster

= g =
° . ~

5 = 1 5

spend their time. Now convenience is about making tasks easier,
yes, but also more enjoyable.

v . t

their déy: 1

. wherg and_how they

35% 17% 14%

Use meal Have professional Pay for home
delivery services gardening support cleaning

Sources: 1. Clorox Consumer Tracker | 2. CapitalOne Shopping, 2025 and 2026

6 r 1 1 B = 1 =
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and services come to them mstead of going out

Third - party delivery is everywhere b especially for meals and
groceries. About half of Americans had groceries delivered in
2024, and ~60% of U.S. households have 2 -day shipping
through Amazon Prime. 2

. ’ A, T Y. -person ‘"
ORdigital. They start Wlth thelr homes, Ilves and then seek to
discover and shop for products in ways that fit b seeing e -
commerce as a fluid web they interact with differently
depending on what they need at any given moment. This is
reflected in their behaviors b when shopping in person,
shoppers routinely go online from their phones to check
product details, prices, and deals.

c HOME CARE REDEIFNED 28



Now

%ople seek convenience in cleaning,
making the process work better for them

Layering is a trending behavior that lets consumers make the most of
multi - purpose cleaners, without neglecting areas that need a deeper
clean or additional touch

Layering as a cleaning approach has doubled since 2016.
I T £ O G
disinfecting, many seem to see the benefits and limitations of
V these cleaners b leading them to layer.
Multi - purpose cleaners are convenient
because they provide versatili
yp vy Needs Surfaces
I 74% prefer multi - purpose —
over task - specific V' Deeper clean il II II.
V More thorough B

Multi - purpose cleaners are the most - commonly disinfect
used product form and their popularity is rising. Isinfection
V Remove all soils

They support easier, in-the -flow cleaning . (dirt, grease, soap
scum, mildew)

- A A N

P T e s - - V-Address tougher
consumers increasingly believe these cleaners .
. : jobs (stove tops,
are suitable for a wide range of tasks. And by ovens. mold/mildew Kitchen courters Bathtub/shower e
: : . . , oveto
effectively handling many jobs, multi - purpose buildup, pet smells, 37- 46% 33- 40% 32_400/(?
cleaners help consumers stretch their dollars. carpet stains)

Sources: Clorox Cleaning Behavior Monitor, August 2024 c HOME CARE REDEIFNED
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