Clorox:  Combat Advertising Strategy (A)

New product opportunity = new insecticide ingredient, Fipronil (kills insects faster)

Total ant/roach insecticide market declining (total units and total dollars)

Possible reasons (none conclusive):

· Increased product efficacy

· Weather

· Decreased ad spending

· Growth of pest control operators

2 principal forms of roach control

· passive = baits and traps

· active = aerosols and liquids

aerosols dominant – higher volume usage and household penetration

Combat = market share leader in roach passive subcategory

Advertising educates consumers on how baits work (roaches eat the bait, go back inside the walls and die, are eaten by other roaches which also die)

Dominant brand in the market is Raid (SC Johnson)
· Strong position in aerosol/liquid subcategory

· Overall market share = 44%

· Heavy advertising on a few items in Raid product line with halo effects and strong share of voice in the market

· Long-standing campaigns feature cartoon bugs, and tag line “Kills Bugs Dead”

Category demand concentrated in regions where hot and humid weather amplify roach problem (season = April-September)

2/3 of Combat sales volume in 5 geographical clusters, covering approximately 1/3 of US population and including following cities:  New York, Philadelphia, LA, San Diego, Houston, Dallas, San Antonio, New Orleans, Jacksonville, Tampa, Miami, Orlando

Typical category user:

· Urban area

· Multi-unit dwelling

· Household income under $30K

· High school education or lower

· More likely to be Hispanic or African American than non-users

Tendency to use more than one method to eliminate roaches

Consumers prefer certain product forms, but relatively few limit their use to a single form

Discussion Questions

1.  What is the nature of the new product opportunity?

· new insecticide ingredient (Fipronil) for kills roaches faster than old ingredient (hydramethylnon)

· opportunity to develop new communication strategy, new advertising – gain market share through product differentiation

What particular issues now facing the Combat brand team might be addressed with the new product strategy?

· Combat advertising historically focused on educating consumers on how roach baits work, so it isn’t surprising that the brand showed 66% share of the passive (baits) sub-market, but only 1% of the active (aerosol/liquid) sub-market.

· Active sub-market has higher dollar sales than passive (active = $123.5 M, passive = $75.4 M).

· Consumers often use a combination of products, but data suggests that consumers are buying Combat bait/traps and using them in combination with Raid aerosol/liquids.

· Want to convert Raid aerosol/liquid users into Combat users.

· Easy targets = consumers who already use Combat bait/traps.

· New product strategy should highlight the effectiveness of the new ingredient, and focus advertising on familiarizing consumers with Combat aerosol/liquid products.

2.  What should be the objectives for the new version of the product containing Fiproinil?

Overall Objective:  expand sales of Combat products

Communications Objectives:

“learn” – educate consumers about increased effectiveness of Combat

“feel” – persuade consumers that Combat is a better than Raid aerosol/liquids

“do” – motivate consumers to buy the product

Advertising Objective:  convince the market of Combat’s superiority over Raid

How to tell the good ads from the not-so-good ones

3 primary rules (don’t break)

1.  Speak to the Positioning 

· style, tone appropriate to target audience

· communicate the selling proposition (verbal & non-verbal)

· obvious selling proposition

· positioning = “who are you talking to and what should you be telling them?”

· good positioning = sacrifice (if a laundry list of benefits then no focus)

2.  Look for the Big Idea (=relevant, original, exciting)

a “big idea”:

· moves people to action

· provokes interest, curiosity, passion

· is shocking, startling, unexpected AND RELEVANT

· ideally is so striking/memorable that it become a cultural reference

3.  Express the Selling Idea with Simplicity & Clarity

· be single-minded about the positioning

· more content = more likely nothing is communicated to audience

9 SECONDARY GUIDELINES

(ok to break on purpose vs. out of negligence)

1.  Tone of Advertising Should Reflect Character (personality) of Product

· style, tone, music, casting, graphics, etc. should be consistent with any established image of product

2.  Register Brand Early in the Commercial

· product name should be one of the most prominent elements of a print ad

· register name of product within first 5-6 seconds of commercial

· viewer interest falls off after 1st viewing of ad – if product ID is at end, likely to not hear/see it in subsequent viewings

3.  Look for Campaign Potential

· if new:  look for idea, slogan, character, “look” to help build campaign

· if ongoing:  look for consistency

· if ongoing:  does new commercial “freshen up” (add value) campaign?

4.  Must Have a Call to Action

· make it clear what you want the prospect to do (place an order, consider the product, prefer the product over others, etc.)

5.  Look for Unique or Preemptive Product Claims

· few products are actually unique – preemptive claims attach meaning and importance to non-exclusive values (an idea that a competitor could have used but didn’t)

6.  Demonstrate the Benefits of the Product

· honest & believable demonstration of product benefits

· viewer should “experience” the demonstration – context relevant to both product and viewer

7.  Sell 1st, Entertain 2nd

· entertainment elements should enhance message, not compete with it

· using “borrowed interest” to make a commercial worth watching sends a message that there is nothing inherently interesting about the product

8.  Spoken Words & “Supers” Should Sync

· words and pictures should say the same thing at the same time

9.  Consider the Heart as well as the Head

· effective advertising makes people feel something

· if strategy is “heart rather than head” then photography style, music and casting become much more prominent issues – trying to create “magic”

