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“There has been a shift in consumer demand for air care
products, from being functional for eliminating odours, to

focus on personal wellbeing by improving indoor air
quality, enhancing home ambience and mood, which will

be a key growth driver in the future.”
- Alice Li, Senior Analyst

This report looks at the following areas:

• Category shifts away from odour elimination to ambience/mood-enhancing
• Scented candles in need of a lift
• Focus on indoor air quality impacts the air care category

The air care category is very small in China, with value sales just exceeding RMB one billion in 2019.
The slow progress of development is due to flat penetration in recent years, as consumer demand for
odour control has reduced with living standards improving.

However, the category seems to have a positive shift away from being purely functional for eliminating
odours, to be driven by wellbeing. This presents an opportunity for brands to broaden their appeal by
offering products that help improve indoor air quality, home ambience and mood.
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Flat penetration across all air care

Consumers are most likely to use air care products in the living room, bedroom and washroom

Prominent preference for floral fragrances

Indoor air quality and mood-enhancing become focus of air care

Comfortable and relaxing are primary emotional needs

More consumers use scented candles for home fragrance instead of for decoration
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Figure 39: Air care products used in the last 12 months, 2019 vs 2016

Consumer repertoire is narrow
Figure 40: Repertoire of usage of air care products in the last 12 months, October 2019

Figure 41: Repertoire of usage of air care products in the last 12 months, by usage of air care products, October 2019

Low tier cities catch up in usage of air care products

25-29-year olds are core users
Figure 42: Air care products used in the last 12 months, by age, October 2019

Air care products are mostly used in the living room, washroom and bedroom
Figure 43: Areas of home to use air care products in the last 12 months, October 2019

High earners have more uses of sprays
Figure 44: Areas of home to use spray air fresheners in the last 12 months, by monthly personal income, October 2019

Older consumers are more likely to use scented candles in living room
Figure 45: Areas of home to use scented candles in the last 12 months, by age, October 2019

18-24 and 30-39 year olds tend to use reed diffusers in the washroom
Figure 46: Areas of home to use reed diffusers/scented oils in the last 12 months, by age, October 2019

Consistent fragrance preference across categories
Figure 47: Favourite scent for car air freshener, October 2019

Some consumers ask for ‘no scent’ options

Fruity fragrances appeal to women
Figure 48: Favourite scent for car air freshener, by gender, October 2019

Odour elimination no longer the primary reason
Figure 49: Reasons for using selected air care products, October 2019

Mood-enhancing is a universal demand across demographics

Some age differences prevail
Figure 50: Reasons for using selected air care products – ‘to purify/clean indoor air’, by age, October 2019

Figure 51: Reasons for using selected air care products – ‘to enhance the sense of ritual of daily life’, by age, October 2019

To unwind rather than to uplift
Figure 52: Mood-enhancing effects looked for air care products, October 2019

Calming is interestingly more sought after by young consumers
Figure 53: Mood-enhancing effects looked for air care products, by age, October 2019

Women want to create a warm and joyful atmosphere
Figure 54: Mood-enhancing effects looked for air care products, by gender, October 2019

Fragrance matters more than the appearance

Areas of Home to Use Air Care Products

Fragrance Preference for Car Air Freshener

Reasons for Using Air Care Products

Mood-enhancing Benefits of Air Care Products

Purchase and Usage Habits of Scented Candles
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Figure 55: Purchase and usage habits of scented candles, October 2019

Practical attitude towards fragrance
Figure 56: Purchase and usage habits of scented candles, October 2019

Figure 57: Examples of Yankee Candle products, China, 2019

Sophisticated usage habits
Figure 58: Purchase and usage habits of scented candles, October 2019

Mintropolitans are more engaged category users…
Figure 59: Air care products used in the last 12 months, by consumer classification, October 2019

…but their usage is in decline
Figure 60: Air care products used in the last 12 months, Mintropolitans, 2019 vs 2016

Mintropolitans have stronger emotional needs
Figure 61: Gaps between Mintropolitans and Non-Mintropolitans (as benchmark) in terms of reasons for using spray/plug-in/solid/gel
air fresheners, October 2019
Figure 62: Mood-enhancing effects looked for air care products, by consumer classification, October 2019

Figure 63: Market value of air care products, China, 2014-24 (fore)
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