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Brand History
The Clorox Company was founded as the Electro-Alkaline Company in 1913 as a

commercial-scale liquid bleach factory.  It was America's first commercial liquid

bleach factory and it's product, Clorox Bleach, derived it's name from its two

principal ingredients: chlorine and sodium hydroxide.  In 1922 Clorox changed the

company's name to Clorox Chemical Company and in 1928 conducted an initial

public offering of 200,000 shares on the San Francisco Stock Exchange.

During the Great Depression the Clorox brand grew and began to distribute bleach

nationally.  During WW2, the company was essential to the wartime economy and,

as a result employees were given a military deferment from the draft.  The product

itself was rationed.  During the wartime years other producers of bleach water-

downed their products, Clorox refused to, gaining the trust of the public.  The US

government became a major customer, using the product for disinfecting wounds,

purifying water, as well as for traditional cleaning uses.  During this time they

offered their second product, Boon Household Cleaner.  It was discontinued after

two years.

By 1957 the company was acquired by Procter & Gamble (P&G) which renamed it

The Clorox Company.  The Clorox production process was modified, replacing

electrolysis with a dechlorination process, using salt brine.  In 1967, the Supreme

Court ruled that the P&G acquisition of Clorox was monopolistic. By 1969, The

Clorox Company was independent once again.   That same year Clorox introduced

Clorox 2 color-safe bleach.

Throughout the 1970's The Clorox Company acquired other brands, such as Liquid

Plumber and Formula 409, Hidden Valley Ranch, and Kingsford Charcoal, as well

as introducing Twice as Fresh and Soft Scrub.

In the 1980s, The Clorox Company expanded its international offerings, acquiring

Fresh Step, KC Masterpiece BBQ Sauce and Ayudin Bleach. It intorduced Tilex and

the splashless bottle. In the 1990s and 2000s, it appeared on the Fortune 500 list. It

also merged with First Brands Corporation, and acquired Burt's Bees, SOS, Lestoil,

Poett, Pine-Sol and worked with Procter & Gamble to develop Glad and Gladware.

1



Advertising History
Logo Through the Years

1914 - 1942 1942- 1947

1947 - 1957 1957- 1972

1972 - 1987 1987 - 2010

Current Product Logo
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Advertising History
Clorox is a cleaning product with a long history. it was

founded at a time when roles in the household were clearly

divided, men worked and women cleaned. As a result,

Clorox's early advertising was directed solely toward the

housewife.  Many of the early ads offered advice, and

described the  benefits of Clorox as well as how it could

aid them in cleaning.vThe following is a common

advertisement found in women's magazines from the

founding through the 1950's.

Company advertising slogans were: 

"Clorox Saves the Day." 
"Clorox makes linens more than white." 
"Women who know use Clorox." 

In the 1960s, the women's liberation movement

influenced all aspects of life, including the traditional

family roles.  Advertisements evolved from women

shown as homemakers to women "pursing their own

interests".  The taglines  included "Clorox gets out dirt

detergents leave in" and "For women who go to work-

and do their own cooking and cleaning".
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Advertising History
In the 1970s the advertisements introduced testimonials to the
commercials.  The new tagline is "Clorox Clean. People can see the
difference".  There are numerous variations of the commercials but they
follow the same storyline: someone is offered money for their dirty
clothing and then it is washed with Clorox, while a similar article of
clothing is washed with only detergent.

In the 1980s, Clorox introduced a wide range of commercials that were
fun with catchy jingles, but at the time mostly women were doing the
cleaning. The tagline "Clorox clean" remained, even when describing
secondary products. The tagline "The better bleach" was also introduced.

During the 1990s, Clorox introduced the "Still no better way to get
clothes clean" campaign, though the commercials remained similar to the
1980's advertisements.  Clorox added animated characters to some of the
commercials, but the story-lines continued to feature the slice of life or
testimonial format. 

In the "Yeah, Clorox bleach does that" campaign, commercials become
more inclusive depicting more than Mom and Dad doing laundry.  They
are fun with a song playing throughout, outlining many uses for Clorox. 
 They include unusual uses such as keeping flowers healthy.

Another modern campaign introduces the spokesperson Dr Laundry, who
is an expert from Clorox discussing bleach and how to use it. The current
Clorox advertising campaign, which began well before the COVID
pandemic, is "When it matters, trust Clorox". This campaign features
caregivers and their loved ones.  This is their effort to connect
emotionally with Clorox's unique ability to keep people safe.  During the
COVID pandemic, they have continued the caregivers campaign.  The
ads now feature caregivers wearing masks, and emphasize the unique
sanitizing power of Clorox that kills 99.9 % of bacteria.

For much of Clorox's history, the brand's advertising concentrated on
explainging the many uses of Clorox bleach. They used testimonials,
spokespersons as well as some animated characters. Their more recent
advertising appeals to the emotional dimension of the brand. We see the
product in use disinfecting and eliminating germs on surfaces more than
the clothes washing that dominated its early advertising. 
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Situational Analysis
Clorox has set within the Household Cleaning Supplies category since its birth in

1913. Over the years, Clorox has re-positioned themselves from a “bleach only”

company to an all-encompassing household product company with their ownership

of GreenWorks,Pine-Sol, Liquid-PLUMR, 409, and Glad while recently bridging out

into the “outdoor” and “pool and spa” space.

From an advertising perspective, Clorox was listed as one of the top 10 advertising spenders within the

category in 2018 by eMarketer, with a 4.0% market share. In 2019 Clorox's advertising spend reached an

all-time high of $581 Million USDs across all brands which assisted in their securing of 10.48% of the sales

marketplace in 2019 with their Clorox Clean Up products (falling just behind Fabuloso (owned by Colgate

Palmolive) and their Pine-Sol brand products. 
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When looking at the overall marketplace, we see that Clorox sits within an upward trending

marketplace that is anticipated to grow to $40.38 Billion USDs by 2025. With the anticipated continued

increase of the global household cleaners space, company's such as Clorox (that attributed 57% of their

revenue to household cleaning products in 2020) will need to focus on production and ways to support

the growing population's demand.

Based on Statista's Worldwide, 2019 report, we are able to determine that a majority of the category's

revenue will be attributed to U.S. consumer spend followed by that of China's. Based on these insights we

believe that it is important to continue to support and grow supply within North America while additionally

investing in global support for other growing marketplaces such as China, Japan, and India.  

Situational Analysis
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Situational Analysis

Clorox’s key competitors within the space include large corporations such as Kimberly-Clark,

Proctor & Gamble (P&G), and Colgate Palmolive with P&G being the largest company within

the category sitting at a market valuation of $325.6B and a large corporate base of 97,000

employees. In terms of revenue within FY 2019, P&G also continues to lead the marketplace

with an estimated revenue of $67.7B as compared to Clorox with $6.2B in revenue.

Despite their large advertising budget, Clorox continues to trail behind Colgate Palmolive's

Fabuloso brand which, controlled 12.43% of the sales share in 2019 but is exceeding the

sales of Lysol (Reckitt Benckiser) by 3.72% of sales share. As a corporation, Clorox continues

to have strong sales within the Household Cleaning Category with Pine Sol (#2 in sales

share), Clorox Clean Up Products (#3), & Formula 409 (#7). Other category competitors

within the space also include Private Labels, Mr. Clean (Proctor & Gamble), Mrs. Meyers (SC

Johnson), & Pledge (S. C. Johnson). 

It is our hypothesis that Clorox can take a larger share of the marketplace and sales space if

they continue to invest in the expansion of their facilities & manufacturing locations  based

on their current 34 manufacturing facilities across 25 countries worldwide.

Key Competitors
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Market Situation

 The Clorox Company has reported an Organic Net Sales Growth of 32%- 33% within their cleaning

product line sales by March 31 of 2020 & a 17% Organic Net Sales Growth within their household product

line sales category by June 30 of 2020 (as based on Clorox's corporate reports). 

According to Statista, Household Cleaners continue to turn a large profit within the U.S. Commerce

space. In 2020 alone, the category amounted to $5,725m within the U.S. and is projected to see an

annual growth of 2.2% YoY by 2023. As it relates to the total population figures, Statista has determined

that the average revenue per capita within the U.S. is just above $17 USD ($17.30) per person and is

expected to increase to $18.13 USDs by 2023 which, will further help us identify our ROI (return on

investment) and efficient costs per creative development and media activation. 

With the current marketplace being filled with uncertainty as related to the continued recession,
growing unemployment rates, the decrease of consumers discretionary spending, and the trajectory of
COVID-19 it is important to structure Clorox's efforts in a focused & effective way. 
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Market Situation
After evaluating the marketplace and conducting a social media audit, we found

that the Clorox brand likes to focus more on “Mom magic” energy via their

disinfectant products and COVID-19 awareness/PSA campaigns vs. P&G’s “green”

market positioning (see below). Based on our observations, we believe that there is

potential to shift our focus coming towards greener initiatives that align with

Clorox’s goals (as a company), to conduct greener business initiatives and build

upon predictive analyses once the pandemic has ended.
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Market Situation

Clorox’s current approach to the marketplace is laid out as a building block scenario

which, is largely based in data leading to the end result of personalized, data-

driven campaigns:

Corporate Pillars

Supporting the continued (elevated) global demand by investing in their long-term global portfolio 

Increasing production capacity across North America & Asia, where consumer spend is expected to

grow long-term and shows greater marketplace demand across cleaning product category

Keeping costs as low as possible (without risking the balance between P&L/profit & loss) due to

ongoing job security concerns of consumers due to the ongoing recession 

With that in mind, it is important that we look to intertwine our recommendation & strategic positioning

(within the next few sections of this paper) to align with Clorox's Corporate Pillars and the company's 2021

goals. 

From a business perspective, our recommendation for Clorox would be to focus their business needs on the

following items: 

1.

2.

3.

10



Competitive Segment
Clorox, owned by The Clorox Company, has an array of competitors. These

products include Lysol, Mr.Clean, Fabuloso, and private labels.

In the home care and cleaning category, Procter and Gamble owns an array of

brands, but Mr. Clean is popular and a big competitor for Clorox. The persona of

Mr.Clean is meant to represent what the product embodies. According to the

brand’s official website, Mr. Clean is “tough, fearless, inventive, helpful, and has the

muscle to knock out dirt, grease, and grime no matter where it’s hiding.”

The concept of creating a character that embodies the traits of the brand gives

Mr.Clean a competitive edge over Clorox. Clorox does not have a character

associated with the brand. The Mr. Clean character is an exceptional brand cue

that helps with the product’s brand awareness. Another advantage to the

character is his sex appeal. In 2017, Procter & Gamble released a Super Bowl

commercial for Mr.Clean and the sex appeal it portrayed helped attract women to

the product especially when accompanied with the words “You gotta love a man

who cleans.”

According to the Mintel Report “Cleaning the House - US- May 2019,” Procter &

Gamble maintained its lead in the cleaning industry and part of its growth comes

from the success of the Mr.Clean Magic Eraser. The product is built on “the promise

of providing a simple, effective, and satisfying user experience that replaces older,

more cumbersome implements such as sponges, buckets and mops (Mintel 2019).

Data from Simmons Insights supports the claim that Mr. Clean has a great affinity

with women. Women who are the primary shopper in the household are 12% more

likely to buy Mr. Clean compared to the seven percent more likely to buy Clorox.
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Competitive Segment
Colgate Palmolive, founded in 1806, owns the household cleaning brand

Fabuloso.The Mexican brand, helped Colgate Palmolive take advantage

of the growing Hispanic market which gives Fabuloso  a competitive edge

over Clorox. According to the Mintel Report, Household Surface Cleaners

- US – December 2017, Fabuloso contributed to much of Colgate-

Palmolive’s success by “increasing sales by 7%.” A large part of this is

because “25% of consumers rank natural scent as a top purchase

influencer” and Fabuloso is strongly associated with a pleasant natural

scent.

According to data from Simmons Insights, consumers who agree a lot with

the statement “I make an extra effort to have my house smell fresh” are

30% more likely to choose Fabuloso compared to the fact that those same

consumers are 14% less likely to choose Clorox. To combat this, Clorox

launched “Scentiva” products to engage “scent seeking” consumers who

are buying based on scent.

The British-Dutch multinational consumer goods company Reckitt

Benckiser, founded in 1823, owns Lysol. In the wipes category, the brand

Lysol proves to be competition for Clorox. The two are key players in the

segment. According to the Mintel Report “Household Surface Cleaners -

US - October 2019,” The Clorox Company brought in $816.9 million while

Reckitt Benckiser brought in $393.4 million in the cleaning cloths and

wipes segment.

According to a business report by Slate, Clorox and Lysol have had a long

history of feuding for the attention and dollars of consumers especially

during the COVID-19 pandemic. The article states “ …Clorox and Lysol are

two brands that are virtually interchangeable to American consumers.

Each is more than a century old. Each is a leading name in cleaning wipes

and disinfectant sprays.”
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Competitive Segment
In March 2019, Clorox sued Reckitt Benckiser “in response to a wide-ranging false

and deceptive advertising campaign.” The lawsuit says several television and social

media ads for Lysol show Clorox products and compare them “unfavorably to Lysol

products in terms of efficacy and durability,” and requests corrective advertising,

unspecified damages and attorney’s fees.  Clorox claimed the advertising by Lysol

“injured Clorox’s standing with consumers and diverted sales and market share” to

its competitor.

Last on the list of competitors are private labels like Honest and Branch Basics

which are on the rise, especially during the COVID-19 pandemic. According to the

report “The Impact of COVID-19 on Household, Home Care and Personal Care - US

- June 2020,” private labels are seeing growth. Many of these labels provide

natural or eco-friendly features.

Data from Simmons Insights revealed that consumers who care about natural

products are less inclined to shop with Clorox. Consumers who agree a lot with the

statement “When shopping for household cleaning products, I especially look for

organic or natural products,” are 26% less likely to purchase Clorox.

While the percentage of natural products from private labels is lower than national

brands like Clorox, the rate of the launches during the COVID-19 pandemic has

grown faster for store brands. The pandemic and economic recession will likely help

launch natural formulas from private labels into all areas of household categories.

While private labels are seeing this rise, consumers are still loyal to legacy brands.

“In addition to value and private label brands, familiar legacy brands will benefit as

consumers turn to trusted comforts such as Lysol, Clorox and even Campbell’s,

which all notched substantial sales gains due to the pandemic…” (Mintel 2020).

Legacy brands will have to work hard during the likely economic recession and

Mintel predicts Procter & Gamble and Reckitt Benckiser will likely innovate higher

and find ways to differentiate products to consumers struggling financially.
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SWOT Analysis

Esablished as a legacy brand
Products strong enough to kill pathogens on surfaces
Reaped the benefit of the COVID-19 pandemic from consumers panic-buying products
Launched Scneitva line to combat strong smell on products 
Working with influencers to create branded content
Strong social media following
Product line specifically for medical personnel

Struggle to keep up with demand for products during pandemic
Clorox wipes out of production until 2021
Strong smell of Clorox products
Millennial consumers believe that store brands are just as good as legacy brands
Store brands and private labels are eco friendly

COVID-19 pandemic caused demand for products
Take on competitors directly by moving into the segment of germ erasers
Allow for online purchasing from Clorox site

Rise of private labels that fous on eco-friendly and natural ingredients
Consumers turning to competitors due to Clorox shortage
Some consumers view cleaning as a hassle that causes stress
Consumers frustrated with lack of available Clorox products during the pandemic
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Target Buyers
According to Simmons Insights data, affordability is a key factor for Clorox shoppers. Based on

data from the Retail Shopping Segmentation of the brand’s profile, 28.5% of those consumers

are virtual shoppers looking for bargains and discounts on the internet. Only seven percent of

those consumers were identified as Original Traditionalists who are loyal to their brands. These

statistics present a unique opportunity for Clorox to position itself as a leader in the household

cleaning industry. The target audience for this campaign are adults aged 22 - 45 who haven’t

learned the value in a Clorox clean and those who haven’t pledged their loyalty to a brand that

can fulfill all their household cleaning needs and provide peace of mind. This demographic

includes two specific profiles including the “Frugal Youngster” and the “Committed Caregiver.”

The “Frugal Youngster” is young, between the ages of 22 and 30. They are likely living away

from home for the first time, living with roommates or alone in a place that they are proud to

call their own. Due to the fact that they are just trying to figure out life, they don’t have brand

loyalty to many companies, especially in the household cleaning industry.  In a world where

these young adults are living through a pandemic, they are worried about their financial

situations as many have been laid off or they struggle to find long-term employment.

According to the “Marketing to Millennials: Including Impact of COVID-19 - US - June 2020”

report, 58% of millennials worry they will not be financially ready when they want to retire and

they also worry about homeownership, health insurance, employment benefits and their 401K.

In that same report, only 28% of surveyed millennials said they had six months of savings on

hand for an emergency.

 Due to the reality of their financial lives, they are most likely to have faith in store brand

quality and the preference of these youngsters will influence the category. They are a great

demographic to target when their desire for cost-friendly products is combined with their

desire to clean to calm anxiety. As per a report by Market Watch, “More than three in four

millennials (77%) say that they thoroughly clean their homes at least once a week.” The article

goes on to speak with Fran Walfish, a family and relationship psychotherapist. Walfish notes

“Millennials are functioning under a much higher level of anxiety than baby boomers did.”

Additionally, cleaning for millennials helps them take control of their environment. On top of

their anxiety, they clean because they don’t want to be judged by others. According to the

article, about 85% of millennials say they have someone in their lives who would judge them

for having a messy home. Christina Barber-Addis, a clinical psychologist, adds that millennials

spend a lot of time on social media and cleanliness is another way they try to appear that their

life is well put together.
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Target Buyers
The psychology of clean is also important, especially now as COVID19 pandemic has

shut down communities worldwide. "We want to be able to do something when we

get anxious, and what we really want is to be in control and take action," says Alicia

H. Clark, Psy.D., a licensed clinical psychologist and author of Hack Your Anxiety:

How to Make Anxiety Work for You, in Life, Love, and All That You Do. "While there

are times we have to accept some situations in life, we do not have to accept an

untidy home."  According to Darby Saxbe, an Assistant Professor of Psychology at

the University of Southern California, “[Cleaning] gives people a sense of mastery

and control over their environment,” she says. “Life is full of uncertainty and many

situations are out of our hands, but at least we can assert our will on our living

space. With so much uncertainty ingrained in the life of the consumer, a guaranteed

Clorox clean is something they won’t have to worry about. This will help ease their

anxiety and bring them peace.

Kendall is 22-years-old and has moved away from home for

the first time after graduating from college with a degree in

Business Management. She lives in a small, two bedroom

apartment with her roommate and one pet. Due to the

COVID-19 pandemic, she’s spending a lot more time at home

doing her duties as an Executive Assistant remotely. She was

furloughed for a period of time and her roommate is a

waitress and bartender. Due to the fact that she has a

roommate, is actively dating, and tends to have a small

group of friends over, she likes to keep things clean. Money

is tight so Kendall is on a strict budget and usually doesn’t

splurge on anything that is unnecessary. To get products that

fall in line with her budget, she usually gets the store brand

cleaners and disinfectants from her local supermarket. She is

very active on social media and is heavily swayed by the use

of micro influencers that she can relate to.

CLOROX STRATEGIC POSITIONING

Profile of "Frugal Youngster" 
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Target Buyers

Linda is a 38-year-old single mother. She is also the

full time caregiver for her elderly father who suffers

from diabetes and kidney disease. Her 7-year-old

son has asthma and it is a lot for Linda to juggle with

her full time teaching job. She already deals with the

stress of teaching her students from home via Zoom,

transporting her father to and from dialysis

appointments, giving her father daily injections and

medical care, helping her son with homework,

cooking, laundry and now the threat of COVID-19

and the deadly impacts it could have on her loved

ones. She’s so overwhelmed that she waits until the

end of the day to clean her home, fighting pure

exhaustion. She needs a product she can trust to

keep her family safe and provide her with some

peace of mind.

Profile of "Committed Caregiver" 

The “Committed Caregiver” is usually in the older age range of the target audience. They

are typically employed, own a home and  are responsible for the wellbeing of another

individual. These caregivers might be taking care of their own children, dedicating their

time to taking care of a sick parent or relative who needs around-the-clock care or both.

Clorox is no stranger to dedicating their advertising dollars to caregivers. Clorox Core

Concepts, launched in 2014, debuted products for at-home caregivers to assist with their

aging family members. The campaign responded to the fact that about 66 million

Americans act as caregivers for their families. The website for the line is a resource for

said caregivers providing tips and opportunities for them to gather and share their

collective experiences. This campaign is more important now than ever as caregivers deal

with the illnesses of their loved ones and the threat of COVID-19.

A key takeaway from the Mintel report “Marketing to Moms - US - September 2019,” is

that while mothers are a large part of the workforce, they are still relied on as the

primary caregivers in their families. They are looking for brands to support their needs by

standing up for issues of parental leave and other issues important to them. From feeding

tubes and injections to cooking dinner and doing laundry, caregivers need a brand they

can trust to have their back when no one else will and that brand is Clorox.
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Positioning Recommendation

We are a diverse team with busy  lives and big ambitions. We  have families and

homes to take  care of so we understand that  noone wants cleaning to be a 

dominant part of their lives. We  want to provide our families,  friends, and loved

ones with  products they can trust anddepend on, ultimately delivering  a sense of

calm that the  products they use will deliver  effectively so they can rest easy  that

their living environments  are clean and protected.

No Disinfectant has delivered the peace of mind that
comes with clean, germ-free living longer than Clorox.

WHO WE ARE

in offering peace of mind by  providing products and content  that customers can

count on to  be high quality, effective, and  efficient.

WE BELIEVE

We know and recognize that cleaning is about so much  more than wiping away dust and smudges. It's an

act of  love and pride that brings peace of mind to everyone  around. Whether it's an office space, an

apartment, a  school, or a home, Clorox is a legacy brand that has beentrusted time and time again to not

just clean, but to protect  those around us through it's germ-killing formulas andhigh quality materials. The

scientific community has done  studies that link clean living spaces with real life benefits  like healthier

eating choices, better sleep, and even higher  income. Clinical Psychologist Alicia H Clark reports “We

want want to be able to do something when we get anxious, and what we really want is to be in control

and take action.” Clorox is positioned to help customers take control of their environments during the

covid crisis and beyond. We believe we have an obligation to bring a sense  of calm that comes from clean

living into our customers lives.

WHY WE MATTER
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Creative Brief

We  know  and  recognize  that  cleaning  brings  peace  of  mind. It  is something

we do to take care of the people in our lives by  keeping their spaces healthy and

germ free.

WHY ARE WE ADVERTISING?

Frugal youngsters and committed caregivers 22-45 years old who  need clean

environments to bring calmness to their lives.

WHO ARE WE TALKING TO?

Any brand will do.
WHAT DO THEY CURRENTLY THINK?

That when anxiety about germs is at a peak, Clorox is the  brand people can trust to

bring peace of mind.

WHAT WOULD WE LIKE THEM TO THINK?

Clorox- a legacy of delivery peace of mind. Clorox means clean.

WHAT IS THE SINGLE MOST PERSUASIVE IDEA WE CAN CONVEY?

Because we are them. The clorox team lives and breaths the  every day stress of

taking care of our families and our homes  and we know what it's like to want the

best for them.

WHY SHOULD THEY BELIEVE IT?
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Creative Executions
PRINT
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Creative Executions
TELEVISION SPOT

SOCIAL MEDIA VERTICAL VIDEO
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