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Abstract 

This audience research aimed to collect consumer data in order to understand whether 

launching a Lebanese online laundry application is feasible, and the type of demand for it in 

the market. A survey methodology using online and offline questionnaires was conducted 

with a sample of 541 individuals aged between 18 and 65 from various demographics. The 

results could inform the start-up business about the value of a mobile application in 

facilitating laundry work and determining the most important factors this application should 

include for a sustainable business. The service provided aims to establish gender equality 

such that all individuals could independently manage their laundry using only their 

smartphones. Results shows that in Lebanon, women spend more time doing housework than 

men and among the house chores, laundry is considered as one of the most time-consuming 

tasks. Analysis further reveal that, unlike gender, salary is related to doing laundry outside 

the house.  

 

Key words: Laundry demand, gender equality, startup mobile application, quantitative 

method, target audience.  
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Market study on E-laundry service in Lebanon 

Housework chores are almost always perceived as being a woman’s duty. Even 

though gender inequality has abated over the years in Lebanon, it still exists when discussing 

household chores. Furthermore, there has been a notable increase in the number of educated 

females in the country (Roudi-Fahimi & Moghadam, 2003). As a result, women have been 

busier getting educated, looking for jobs, working, and trying to fulfill their passion 

independently outside of the house. As such, high multitasking skills are necessary to be able 

to successfully juggle a career or job, a household and everything that comes along with it. 

Moreover, there have been cultural changes in Lebanon. For example, the idea of leaving 

one’s childhood home to live independently is nowadays less frowned upon than it was in the 

past. Young adults, of both genders, are gaining independence by moving to houses where 

they do their own chores.  

One of these chores is laundry. Laundry is a minor, but essential part of an 

individual’s daily life, and is often taken care of by women, especially in Lebanon. 

According to Bianchi, Milkie, Sayer, & Robinson (2000), women need to spend a lot of time 

doing indispensable housework for the rest of their family members, including laundry, 

which is one of the most time-consuming tasks out of all typical daily household chores 

(Blair & Lichter, 1991). Families need their garments to be washed and ironed on a daily 

basis. Yet, due to the household workload and the time it takes to do laundry, which includes 

drying, ironing and folding, it is difficult for people to manage such tasks with full-time jobs. 

additionally, for Lebanese citizens, power shortages are a daily dilemma. Electricity 

shortages play a major role in people’s process of doing laundry during the day, delaying 

laundry schedules. Therefore, doing laundry under such circumstances becomes extremely 

time consuming, especially in the fast-paced world we live in today. 



Market study on E-laundry service in Lebanon 

 3 

among all the housework tasks, laundry is the only household chore that can be done 

both inside and outside of one’s house. People with busy schedules or who do not own a 

washing machine have to use outsourced laundry services. However, there is additional time 

and cost related matters regarding doing laundry outside ones’ house, and if someone does 

not have enough money to hire an individual such as a house keeper to do the work, then they 

have to complete it themselves.  

The purpose of this study to identify the target audience and the demand for a startup 

mobile application, Ondro, an affordable and a time efficient platform where users would 

choose the nearest dry cleaners, to pick up their laundry and drop it off once it has been 

cleaned at a customized hour and location. The study is significant in its ability to help 

develop this mobile application based on consumer needs. Specifically, it will help in 

pinpointing the concept’s target market and providing the data required to successfully design 

it in a way that satisfies the needs of the user. Moreover, it will give a clear idea on whether 

this service is on demand or not in the present-day Lebanese society. In order to do so, an 

online and offline survey was conducted on 541 participants from both genders with different 

demographics. This sample was selected in order to identify whether Ondro should target its 

users based on their gender or their demographics and socioeconomic factors.  

Literature Review 

Gender Division of housework 

Over the years, many changes developed in the Lebanese society. One of the 

remarkable transformations has been the growth of women contribution in the workplace 

(Roudi-Fahimi & Moghadam, 2003). Previously, paid jobs and unpaid household tasks were 

divided based on gender. Men were considered as employees who get paid and women as 

housekeepers. Their main task was to clean the house, prepare food and take care of all the 

remaining household chores without getting payed. For Coltrane (2000), housework has to do 
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with types of work that some are considered “gendered tasks”. Women are more likely to do 

household cleaning and childcare while men are more likely to take care of the house 

maintenance and repair (Coltrane, 2000). According to Wood and Eagly (2002), many 

changes appeared over the years regarding gender roles when it came to housework and the 

workplace. Today, women are more involved in the workplace. As for the housework, they 

are likely to spend less time on chores at home, while men are becoming more involved 

(Coltrane, 2000). In other words, men and women are becoming to do housework tasks that 

were considered “gendered tasks” (Fernandez et.al, 2016). Nevertheless, women still do the 

majority of chores around the house (Coltrane, 2000). The gender gap regarding main 

household tasks is bigger as compared to the remaining ones, and even if gender division 

households has decreased, we can still clearly see it (Bianchi et al, 2012). Additionally, 

women involvement in the workplace has not been a strong enough motive allowing for 

balance between genders with regards to division of house chores (Dilli et al., 2019). For 

instance, North American women do almost two thirds of the housework (Greenstein, 2009). 

This gap exists more among married couples (Blood & Wolfe, 1960). The main tasks that 

women are still involved in and spend most of their time on, are house cleaning, cooking and 

doing the laundry including drying, ironing and folding (Gupta et al, 2009). However, the 

division of housework tasks between genders is not a major issue due to the socioeconomic 

status, demographics, and cultures such as women’s job, lifestyle and relations between 

partners (Foster and Stratton, 2019; Gimenez-Nadal et al., 2012; Polachek, 2006). 

Laundry as an overwhelming and time-consuming task 

Laundry is considered an overwhelming task. Blair & Litcher (1991) state that 

laundry is one of the most time-consuming tasks among household chores, and that it is 

among tasks which are done on a daily basis. Shove (2003) also states that laundry needs 

more time and a higher level of energy as compared to other household tasks. Putting 
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garments in the washing machine is easy, but what takes up the most time and energy is 

separating garments before washing them with the appropriate temperature based on cloth 

quality (Watson, 2014). The fastest washing cycle is 30 minutes long, while the longest is 3 

hours. The time it takes for a load to dry depends on whether a dryer exist or not, or it could 

depend on the weather. Drying clothes outside is highly influenced by the seasons’ weather 

(Zimmerman et al., 2012). Garments hanged outside on a sunny and hot day, will dry faster 

than the one’s on a dark and cold day (Baird, 2015). Then, the clothes are to be ironed, which 

could take an average of 3 minutes for one piece. On average, then, the whole laundry cycle 

takes up half a day. In Lebanon, however, it can require even more time. Turning on 

electrical appliances and equipment with electricity shortages can be problematic. Houses 

that do not have generators with high amperes have to wait for the electricity to come in order 

to turn on their washing machines and irons.  

Laundry is also known to be a recurring task that differs from any other chore because 

it can be completed both inside and outside of the house. In Lebanon, individuals who have 

jobs and careers, and are financially able, tend to seek outsourced services when it comes to 

household maintenance such as cleaning and doing laundry. Unlike chores such as mopping 

floors, which is done at home, laundry can be done in different places such as dry cleaners or 

laundromats. However, there is a negative effect on not being able to multitask between 

household chores along with extra time and costs connected with leaving the house. On the 

other hand, having no access to laundry amenities in houses is strongly connected to 

socioeconomic status. According to Budig and England (2001), socioeconomic status can 

widen the equality gap between genders regarding housework. Kamo (1988) suggests that if 

both genders are employed, they are likely to equally divide the housework, and if one 

companion is unemployed, he or she tends to spend more time on the housework chores due 

to the time availability they have because of unemployment. Laundry work can be not only 
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time consuming, but costly as well, as washing machines need water, electricity and special 

detergents (Pakula & Stamminger, 2010). According to Montaldo (2019), the average 

American household does 350 to 400 loads of laundry per year. As for the detergents, they 

cost at least $80 per year. However, this amount can increase when adding softeners, 

bleachers and more. Adding the cost of electricity and water could increase the amount of 

money spent increases to around $500 a year (Montaldo,2019).  

On-demand laundry service 

The laundry business has changed over the years, and competition has increased 

among competitors (Afifah and Salleh Hudin ,2018). According to the Grand View Research 

(2020), globally, the laundry market size was valued at 60.88 billion dollars in 2019 and is 

expected to grow by 3.4% from 2020 to 2027. Moreover, on-demand services are also 

increasing and are drastically changing the way industries operate with customers (van der 

Burg, Ahaus, Wortmann, & Huitema, 2019). In other words, some businesses are shifting to 

online businesses due to the rapid technological development and the high demand for online 

services. According to Taylor (2018), the aim of e-services is to remove the gap between 

satisfaction and order. Additionally, it is becoming important for the economy (Cockayne, 

2016). In the US, the on-demand service is used by around 22.4 million users per year with 

$57.6 billion as income (Colby & Bell, 2016). Likewise, the on-demand laundry service 

business is demanded more by people with busy schedules who are seeking for a suitable 

laundry service (Goldstein, 2020). Mobile laundry applications can improve the procedure of 

doing laundry at home including drying, ironing and folding in a convenient and timely 

manner. These applications can help consumers choose the pickup time and delivery of their 

garments and track their garments. 

The above studies show the gender gap regarding household chores still exists and 

that the amount of time spent to complete them on a daily basis is extensive. In addition, it is 
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stated that laundry is the most time-consuming (Blair & Litcher, 1991) and costly task 

(Pakula & Stamminger, 2010). Furthermore, few studies showed that laundry services are 

becoming more in demand (Goldstein, 2020). However, due to the lack of studies regarding 

this subject in Lebanon, aims to collect data by answering the following questions:  

RQ1: Do women in Lebanon spend more time doing housework than men?  

RQ2: Is employment status related to the time spent on household chores?  

RQ3: Is age a factor linked to the frequency and ability of smartphones application 

usage? 

RQ4: Are salary and gender associated with doing laundry outside the house?  

 

Methodology 

A survey was conducted using an online and offline questionnaire of 31 questions, 

among which one was open. The first section was related to demographics. The second 

section contained nine questions regarding the housework load and time consumed when 

doing it. In addition, ten questions about laundry usage helped get a clearer and a deeper idea 

about laundry work in different types of homes. For the last section, five questions were 

asked related to the online laundry usage to see whether this mobile application could, in 

reality, be of value in the Lebanese market.  

The Lebanese population is made up of approximately 6,825,445 individuals and in 

order to have a representative sample, it should be made up of at least 1000 participants. The 

representativeness does not matter for this study, since it is gathering data to inform the app. 

However, due to the lack of resources, the survey was conducted with 541 participants where 

11 were excluded because they did not wish to participate after reading the consent form. 

Therefore, 530 respondents remained. These participants are between 18-65 years old from 

all Lebanese governorates (Akkar, Baalbeck-Hermel, Beirut, Mount Lebanon, Beqaa, 
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Nabatiyeh, North and South). Each governorate was targeted through their random districts to 

ensure a proper representation of every governorate. In addition, the participants fell under 

different socioeconomic status, and had different lifestyles in order to ensure variety among 

the participants.  

The survey was created using Google Forms and sent through WhatsApp to Lebanese 

people using the no-probability sampling using snowball technique. As for the offline survey, 

it was distributed randomly in the South and North, to people with no access to online 

platforms. After completion, the participants sealed their questionnaire in an envelope for the 

anonymity purposes.  

Results 

To analyze the data, different descriptive and inferential tests were applied using the 

Statistical Package for the Social Science software (SPSS). Descriptive methods are at first 

used to find the characteristics of the population regarding the laundry usage.  

Nearly half of the cases (47%) dislike doing laundry (figure 1), and the majority 

(68%) find that laundry is an overwhelming task. Concerning the frequency of doing laundry, 

the majority of the participants (39%) do their laundry on a daily basis (Figure 2). 

Furthermore, about half of the participants (55%) indicated that somebody else in 

their houses handle laundry (figure 3). Concerning the usage of the smart phone application 

where users can arrange a convenient time for their garments to be picked up from their door 

and returned fresh, ironed and clean, the majority of the participants (69%) said they are 

willing to use it. As for laundry needs in Lebanon, most of the cases (56%) assume that 

laundry services in Lebanon are more on demand nowadays.  

In order to figure out which features of the Lebanese population regarding household 

chores affects the usage of laundry services, inferential tests were applied. An analysis of 

variance (ANOVA) showed that time spent doing housework chores is significantly affected 
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by genders F (29,570) =13.495, p < .001. Females (M=2.7, SD=1.08) spend more time doing 

housework then males (M=2.22, SD=0.98).  

The effect of employment status on the time consumed to complete different 

household chores (cooking, laundry, house cleaning and dish washing) was also analyzed 

(RQ2). Chi-Square test showed that the time consumed on household chores did not differ 

with employment status (full time, part time, self-employed, unemployed or retired), as none 

of the tests revealed a significant relationship: for cooking, x2(25, N=500) =29.15, p=0.26, 

for laundry X2(20, N=500) =20, p=0.46, for house cleaning X2(20, N=496) =21.84, p=0.35 

and for dish washing X2(20, N=493) =21.69, p=0.36.  

The effect of age on the usage of smartphones applications was analyzed then. The relation 

between these variables do not exist at all, X2 (5, N= 508) = 5.09, p=0.4. The majority of any 

age group has the will to use such smartphone applications. Concerning the effect of salary 

on doing laundry outside the house or not, the test of variance showed a significant relation 

between the two variables F (4, 489) = 2.71, p= 0.03. when income increases laundry service 

usage increases to reach a frequency of “most of the times” but rarely the frequency 

“always”. This means that in Lebanon, laundry services are never considered as a complete 

substitution to doing laundry at home even when having a very high monthly income.   

Finally, gender was tested to see if there is association with doing laundry outside the house.  

The sample included 309 respondents who were females, 196 who were males and 1 who 

reported being other. These test was not significant, which means that gender doesn’t affect 

the usage of laundry services, X2 (8, N =506) = 3.28, p = 0.915.  

 

Discussion 

 This study aims on pinpointing the concept’s target market and providing the data 

required to successfully design it in a way that satisfies the needs of the user. Moreover, it 
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gives a clear idea whether this service is on demand or not in the Lebanese society. Choosing 

to create an on-demand laundry application is based on the literature review, stating that 

laundry is considered as an overwhelming and time-consuming task. Moreover, there is a 

lack of availability of such kinds of services in Lebanon. Results showed that laundry is an 

overwhelming process (figure 2) that is mostly done on a daily basis (figure 4) and most of 

the people dislike doing it (figure 1). In addition, laundry process ranked third, right after 

house cleaning and cooking respectively, for people to seek outside help services when 

overwhelmed. In Lebanon, there is the on-demand applications for food and beverages like 

Zomato, Totters and Onlivery, which increased the food delivery orders by 40% (Ghanem, 

2018). For this, Ondro can be another on-demand service that can help Lebanese citizens 

manage their laundry timing and facilitates its process.  

Regarding the target audience, gender has a significant effect on how much time they 

take in doing housework chores. As shown in figure 7, women do more housework than men. 

Therefore, it is important to take into consideration the gender while studying the target 

audience.  

Employment, however, does not show relation with time consumed on housework 

chores like cooking, laundry, dishwashing and housecleaning. Whether the consumer is full 

time, part time, self-employed or even retired, he finds that housework tasks in general are a 

“great time-consuming” tasks. As for the laundry chores in specific, the results showed that 

whatever the employment type is, laundry is considered as a “great time consuming” task. 

Concerning the unemployed, the high percentage scored 28.5% for laundry as a “somewhat 

time consuming. Therefore, and adding to the first conclusion, the target audience should not 

focus on the employment status (employed or unemployed) but rather on how this 

smartphone application can help people who are overwhelmed by the laundry chores and 
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finds it as a great time saver, and which manages their laundry in an efficient way that suits 

their needs. 

One of the most important factors when studying the target audience, is age. As 

indicated in table 1, the majority of each age group have the will to use the startup mobile 

application for self-service laundry. Surprisingly, the highest percentage was for the age 

range of 45-54 with 81.4%, who are considered Generation X that were not brought up with 

technology and learned it as adults. This clearly shows that age does not affect the usage of 

smartphone application. Therefore, the target audience should not focus on a specific age 

group, but rather on the people with interests in using e-laundry services.  

Table 1 

Usage of Smartphone Application Based on Age Group 

Age 18-24 25-34 35-44 45-54 55-59 60+ Total 

Use 76.4% 71.9%  68.1% 81.4% 55.6% 66.7% 73.2% 

Don’t use 23.6% 28.1% 31.9% 18.6% 44.4% 33.3% 26.8% 

Total 100% 100% 100% 100% 100% 100% 100% 

 

The fourth research question regarding salary and doing laundry outside the house 

was supported. The results showed that laundry services usage is related to salary. Yet, when 

the mean of income increases, laundry service usage increases to reach a frequency of “most 

of the times” but never “always” (figure 8). This means that in Lebanon, laundry services are 

never considered as a complete substitution to doing laundry at home even when having a 

very high monthly income. Instead of being a replacement, Ondro would be an alternative to 

laundry loads that would probably overwhelms one’s time or for any other reasons. 

Moreover, it will target users with a suitable purchasing power.  Adding to the salary, gender 

was also tested with doing laundry outside. Based on the results, gender is not related to the 

frequency of laundry services usage. The majority of females (41.4%) and males (38.3%), 
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rarely use laundry services. Therefore, doing laundry outside the house depends on the salary 

rather than gender. This gives a clearer idea for the target market analysis. Even if women do 

more housework than men (RQ1), this does not imply that Ondro’s target audience should 

focus on women and that men do not use laundry service. On the contrary, men can benefit 

from the online laundry service more. In addition, and based on the fourth research question, 

gender does not depend on doing laundry outside the house since both had the same 

percentages.  

 

 

Conclusion  

In summary, this introductory study shows that Ondro could be a head start for the 

Lebanese laundry service transformation. Hence, the target market will focus on both men 

and women in order to reach its aim of decreasing the gender gap division of housework 

tasks. This will be done only by using only their smartphones so that even men, can do 

laundry. Moreover, Ondro will target gender with a suitable purchasing power and interests 

on using the on-demand laundry service platform. On the other hand, more studies should be 

conducted to focus on how this application would be beneficial and how it can help saving 

money. In addition, studies should also be conducted on laundry shops’ market to test if 

Ondro is accepted, if they will benefit from such a service and to see if it will help with the 

growth of the laundry sector.  

This study had some limitation. Due to the short period of time, more participants 

could be collected to have a representative sample of the Lebanese population. In addition, 

due to the Lebanese Covid-19 measurements it was a challenge to collect the needed amount 

of offline surveys from all the Lebanese governorates.  
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Appendix 

 

Survey Consent Form 
Startup mobile application 

 

I would like to invite you to participate in a research project by completing the following 
survey. I am a communication student at the Lebanese American University and I am 
completing this research project as part of my Capstone Project. The purpose of this survey is 
to collect data in order to identify the right target market for a startup mobile application in 

addition to know whether it is on demand in the Lebanese society.  
 
There are no known risks, harms or discomforts associated with this study beyond those 
encountered in normal daily life. You will not directly benefit from participation in this study. 

However, the information you provide will help us in finding the right target audience for a 
startup mobile application and have a clear knowledge of whether it is on demand in Lebanon.  
 
Completing the survey will take around 5 minutes of your time.  

 
The study will involve 500 participants.   
 
By continuing with the survey, you agree with the following statements: 

 
1. I have been given sufficient information about this research project. 
2. I understand that my answers will not be released to anyone and my identity will remain 

anonymous. My name will not be written on the questionnaire nor be kept in any other 

records.  

3. When the results of the study are reported, I will not be identified by name or any 
other information that could be used to infer my identity. Only researchers will have 
access to view any data collected during this research however data cannot be linked to me.  

4. I understand that I may withdraw from this research any time I wish and that I have the 
right to skip any question I don’t want to answer.   

5. I understand that my refusal to participate will not result in any penalty or loss of benefits 
to which I otherwise am entitled to. 

6. I have been informed that the research abides by all commonly acknowledged ethical codes 
and that the research project has been reviewed and approved by the Institutional Review 
Board at the Lebanese American University  

7. I understand that if I have any additional questions, I can ask the research team listed below.  

8. I have read and understood all statements on this form.  
9. I voluntarily agree to take part in this research project by completing the following survey 
 
 

If you have any questions, you may contact:  

Name (PI) Phone number Email address 
Corinne Abdel Nour +961 76891141 corinne.abdelnour@lau.edu 

 

If you have any questions about your rights as a participant in this study, or you want to talk to 
someone outside the research, please contact the: 
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Institutional Review Board Office, 
Lebanese American University  
3rd Floor, Dorm A, Byblos Campus 

Tel: 00 961 1 786456 ext. (2546) 
irb@lau.edu.lb  

         

This study has been reviewed and approved by the LAU IRB:  

IRB tracking number “LAU.SAS.CK6.9/Nov/2020” 

 
Do you accept to go through with this questionnaire? 

o Yes 

o No 
 

Demographics 
 

1. What is your gender?  
o Female 
o Male 
o Other  

 

2. Select your age range? 
o 18-24 

o 25-34 
o 35-44 
o 45-54 
o 55-59 

o 60+ 
 
3. What is your level of education? 

o Less than high school diploma 

o High school degree or equivalent 
o Bachelor’s degree 
o Master’s degree 
o Doctorate 

o Prefer not to say 
o Other: ______________________ 

 
 

4. What is your current employment status(es)? 
o Full time  
o Part time 
o Unemployed 

o Retired 
o Self-employed  
o Prefer not to say 
o Other 

 
 
5. What is your marital status? 

mailto:irb@lau.edu.lb
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o Single  
o Married 
o Divorced 

o Widowed  
 

6. What is the range of your monthly income? 

o Below 750,000 LL 
o 750,000 LL – 1,500,000 LL 
o 1,500,500 LL – 3,000,000 LL 
o 3,000,500 LL – 7,000,000 LL 

o Above 7,000,000 LL  
o Prefer not to say  

 
7. In which governorate do you reside?  

o Akkar 
o Baalbeck – Hermel 
o Beirut 
o Mount Lebanon 

o Beqaa 
o Nabatiyeh 
o North 
o South 

 
 

Housework load  

 

8. Whom do you live with?  
o Alone 
o With parents  
o Partner  

o Other: ____________ 
 
9. Who mainly takes care of the household chores at your house? 

o Me 

o Family member  
o Partner 
o Equally divided between members 
o Housekeeper  

o Other: _______________________  
 

10. If your answer to the previous question was Family member, kindly specify below: 
 _____________________ 

 
11. If you mainly do not do the housework at your house, what type of task(s) you think you 
can handle or help with? 

o Cleaning the floors 

o Laundry including washing, drying, ironing and folding 
o Dish washing 
o Cooking 
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o Other: _______________________ 
 
12. On average, how much time do you spend doing your daily housework? 

o I do not do housework 
o Less than 1 hour 
o 1 hour – 2 hours 
o 2.1 hours – 4 hours 

o More than 4 hours 
 

13. What type(s) of housework takes more of your time on a daily basis? 

o Cleaning the floors 
o Laundry including washing, drying, ironing and folding 
o Dish washing 
o Cooking 

o Other: _______________________ 
 
14.  Do you feel overwhelmed or find it hard to find balance between housework and your 
job or lifestyle? 

o Never 
o Rarely 
o Sometimes 
o Always  

 
15. What type of task(s) make you look for outsourced help or services when overwhelmed 
with housework task? 

o Cooking 

o Laundry including washing, drying, ironing and folding 
o House cleaning 
o Dish washing  
o I do not seek for outsourced help or services 

o Other 
 

16. Rate from 1 to 5 (extremely time consuming), how time consuming are the blow listed 
household chores.  

 
Cooking:         1    2 3 4 5 
Laundry including washing, drying, ironing and folding: 1 2 3 4 5 
House Cleaning:       1 2 3 4 5 

Dish washing        1 2 3 4 5 
  

 

Laundry usage  

17. How you do feel about doing the laundry including washing, drying, ironing and folding? 
o I dislike doing laundry  
o I do not mind doing laundry  
o I like doing laundry 
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18. How do you usually get your laundry done? 
o I do my own laundry 
o Somebody else in my house takes care of the laundry  

o Laundry/dry cleaning  
o Other: ____________________________ 

 
19. Do you think that the laundry process including washing, drying, ironing and folding are 

overwhelming tasks? 
o Yes 
o No 

 

20. Is electricity cut a main problem in your house when it comes to doing laundry? 
o Yes 
o No 

 
21. How often is laundry done in your house? 

o I am not aware 
o Daily 

o Twice a week 
o 3 – 4 a week 
o 5 – 6 a week 

 

22. Select the factors you think are considered real obstacles for individuals doing their 
laundry 

o Electricity shortages 
o The time it takes to dry laundry 

o The time it takes to Iron and fold laundry  
o Separating garments by color and fabric type  
o Separating clothes from house linen and beddings 
o None of the above  

o I do not know 
o Other 

 

23. How often do you use laundry services?  

o Never 
o Rarely 
o Sometimes 
o Often 

o Always 
 
24. What is/are the factor(s) that might stop you from using laundry services? 

o Time  

o Money  
o Trust  
o None 
o Other: ________________ 
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25. What do you think can cost you less? Taking into consideration electricity, water and 
detergents fees 

o Doing laundry inside the house 

o Taking the laundry into a dry clean 
o Have delivery option to pick up and deliver the laundry  

 

26. Taking into consideration your own needs, do you think nowadays in Lebanon; laundry 
services are much more needed than before? 

o Yes 
o No 

 

Online services usage 

 
27. If there is a way to save time with regards to doing laundry, are you curious to know 

about it? 
o Yes 
o No 

 

28. Are you interested in using an online laundry service that match your needs? 
o Yes 
o No 

 

29. Would you consider using the following smartphone application where you can arrange a 
convenient time for your garments to be picked up from your door and returned fresh, ironed 
and clean? 

o Yes 

o No 
 
30. If you are given home pick and delivery at your convenient time, will you take it? 

o Yes 

o No 
 
31. How long would you expect it to take for your laundry to be returned clean once it has 
been picked up? 

o Express (few hours)  
o 12 hours 
o 24 hours 
o 48 hours 
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Figure 1: Feeling about doing laundry 

 

 

 

 

 

 

Figure 2: Laundry as an overwhelming task 
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Figure 3: Weekly laundry process  

 

 

Figure 4: Handling laundry chore 
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    Figure 5: On-demand laundry service usage           Figure 6: Laundry needs in Lebanon  

 

 

 

Figure 7: Gender in relation to time spent on doing housework 
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Figure 8: Monthly income in relation to salary 

 

 

 

 

 


