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“Though water filtration products are fairly popular,
category sales have been flat to declining since 2012. The

discretionary nature of the category coupled with
competition from tap and bottled water has hurt sales.

Addressing the issue of filter replacement as well as new
product innovations will be needed to reinvigorate

category sales.”
– Gabriela Elani, Home & Personal Care Analyst

This report looks at the following areas:

• What should companies do to address filter replacement?
• How can companies make these products “essential” to consumers?
• How can brands better engage Asian, Hispanic, and Black consumers?

Total US sales of water filtration products in 2014 are $833 million. Though the category sales were
strong in the years immediately following the recession, the market has experienced flat to declining
sales since 2012. While these products are fairly popular with consumers, they are a nonessential
household item unless there is a strong functional driver for purchase and subsequent upkeep (such as
issues with tap water quality or taste). Competition from tap water and bottled water has also had a
negative impact on the category. Brands need to address the issue of consumers’ non-compliance with
filter replacement and boost their health and wellness messaging in marketing campaigns to help
reinvigorate sales.
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Figure 25: Cola Rain Brita advertisement
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Figure 39: Frustrations with current water filtration products, August 2014
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Product ownership
Figure 55: Incidence of water filtration device/system ownership, by gender and age, August 2014

Figure 56: Incidence of water filtration device/system ownership, by household income, August 2014

Figure 57: Incidence of water filtration device/system ownership, by marital/relationship status, August 2014

Figure 58: Incidence of water filtration device/system ownership, by regions, August 2014

Figure 59: Incidence of water filtration device/system ownership, by incidence of dieting, August 2014

Brand usage
Figure 60: Water filtration brands used, by gender and age, January 2013-March 2014

Figure 61: Water filtration brands used, by household size, January 2013-March 2014

Figure 62: Water filtration brands used, by presence of children in household, January 2013-March 2014

Figure 63: Water filtration brands used, by region, January 2013-March 2014

Figure 64: Water filtration brands used, by marital status, January 2013-March 2014

Figure 65: Water filtration brands used, by marital status and presence of children in household, January 2013-March 2014

Reasons for owning water filtration products
Figure 66: Reasons for owning water filtration products, by gender and age, august 2014

Figure 67: Reasons for owning water filtration products, by household income, august 2014

Figure 68: Reasons for owning water filtration products, by regions, august 2014

Figure 69: Reasons for owning water filtration products, by area, august 2014

Purchase factors
Figure 70: Factors when selecting water filtration products, August 2014

Figure 71: Factors rated as very important when selecting water filtration products, by gender and age, August 2014

Figure 72: Factors rated as very important when selecting water filtration products, by age of children, August 2014

Figure 73: Factors rated as very important when selecting water filtration products, by household size, August 2014

Figure 74: Factors rated as very important when selecting water filtration products, by regions, August 2014

Figure 75: Factors rated as very important when selecting water filtration products, by area, August 2014

Figure 76: Factors rated as very important when selecting water filtration products, by incidence of product/system ownership, August
2014

Current frustrations
Figure 77: Frustrations with current water filtration products, by gender and age, August 2014

Figure 78: Frustrations with current water filtration products, by household income, August 2014

Figure 79: Frustrations with current water filtration products, by regions, August 2014

Figure 80: Frustrations with current water filtration products, by area, August 2014

Attitudes concerning water filtration
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Reasons for not owning water filtration products
Figure 87: Reasons for not owning water filtration products, by gender and age, August 2014
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Figure 93: Frustrations with current water filtration products, by race/Hispanic origin, August 2014
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