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ing, says the company is on a mission
to unearth and cultivate the deep con-
nections people have with its products.
"We are striving for that with all of
our brands."

To find a new message for Tide, P&G
tried a twist on the traditional focus
group. Instead of gathering women in a
room, Tide managers and strategists
from Saatchi & Saatchi spent two weeks
in the field talking to women in Kansas
City, Mo., and Charlotte, N.C. They fol-
lowed women as they shopped and ran
errands and sat in on bull sessions "to
hear them dish about their lives," says
Wanda Pogue, a Saatchi brand strategist.
To help other P&G and Saatchi officials
experience the research, videos of the
women were used to create scripts per-
formed by actresses in a one-hour play
titled Pieces of Her.

The P&G team concluded that it need-
ed more than Marketing 101 ads, with
side-by-side stain comparisons and a
huge shot of a Tide bottle to support the
stable of brand-line extensions it has
launched in the past 18 months. The re-
searchers tapped into how emotional
women could be about clothing. For ex-
ample, there was the joy a plus-size, di-
vorced woman described when she got a
whistle from her boyfriend while wearing
her "foolproof'(sexiest) outfit.

Out of this process flowed lighter ads.
One TV commercial depicts a pregnant
woman spilling ice cream on the last
shirt that fits. Another shows a mother
in white pants rushing from her office to
day care and then with her daughter to a

park. The message: Tide lets women fo-
cus on the important things. The new
slogan says little about cleaning. In-
stead, "Tide knows fabric best" is
meant to encompass the broader range
of Tide products on the shelf today.
"One of our rallying cries was to get out
of the laundry basket and into her life,"
says Kevin Burke, P&G's fabric care mar-
keting director.

BEYOND ABSORPTION
THERE'S ALSO MORE music and less
talk. In one 30-second ad, Tide's odor-re-
moval benefit is billed as "the difference
between smelling like a mom and
smelling like a woman" amid images of a
mom with baby, and then as a wife cud-
dling with her husband, set to the song Be
My Baby.

The Tide ads reflect the mandate of
P&G marketing chief
James Stengel that brands
must speak to consumers
eye-to-eye rather than re-
lentlessly driving product
benefits. Print ads for
P&G's Always feminine
pads, for example, have
gone from serious mes-

sages about absorp-
tion to ads like one
in which a pad is
folded in the shape
of a cell phone. "Put
leaks on hold," says
the ad. "Have a hap-
py period. Always."
Pampers ads empha-
size the brand as an
aid to child develop-
ment, not just dryness.

Behind the strategy
lies the cold truth that
product benefits are quick-
ly copied, whether it's

cleaning power or diaper absorbency. So
P&G is putting more capital into how a
consumer feels toward a brand, a value
harder to replicate. As the market leader,
P&G's best course is to "stake out the
emotional high ground," says Graham
Woodall, executive creative director at ad
agency JWT Worldwide.

Still, some critics wonder if P&G is tak-
ing the act of washing clothes too seri-
ously. "Everybody wants to elevate their
brand to this kind of more rarefied level,
but at the end of the day detergent is de-
tergent," warns Adam Hanft, chief exec-
utive of Hanft Unlimited, a brand con-
sulting firm. With Tide's market-share
heft, though, P&G has plenty of room to
tinker with the formula. 
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