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Product Description & Research 

l  Household cleaning products: 
–  Innovative, urban, cutting-edge designs  
–  Fresh, hip, emotionally pleasing aromas 
–  Non-toxic, biodegradable ingredients 
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Brand Description & Situation 

l  Connects with consumers 
through emotions  

l  Seeks to transform cleaning 
into a positive, healthy and fun 
experience 

l  Upscale, unique packaging 
l  Ecologically responsible 
l  Brand awareness is growing, 

but not as high as industry 
giants 
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Current Consumers 

l  22 to 30 years old 
l  Progressive, hip, avant-garde 
l  Not afraid to try something new 
l  Live in urban and suburban areas 
l  Loyal to brands that support who 

they are 
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Target Market (Progressive Domestics) 

-  31 – 45 years old 
-  Upscale, hip 
-  Many are parents 
-  Health-conscious 
-  Involved with their 
   homes 
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Environmental Trends (LOHAS) 

l  Organic and natural food 
l  Hybrid cars 
l  Natural household products 
l  “An Inconvenient Truth” 
l  Interested in “authentic” 

brands 
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Strengths & Opportunities 

l  Strong presence in popular magazines 
l  Enhances cleaning experience with fun 

products 
l  Opportunity to attract “green” consumers 
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Weaknesses & Threats 

l  Limited distribution channel 
l  Products are not prevalent 
l  Have not achieved top of mind awareness 
l  Weak media coverage 
l  Many “copy cat” products offered by 

competitors 
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Do you think they look similar?


Good Home            Method Home   Gourmet Kitchen 
      





10 

Competition 

l  Massive infrastructures 
l  Thousands of employees 
l  Billions in sales 
l  Many different brands 
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Brand Perceptual Map 1 
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Brand Perceptual Map 2 



13 

Competitive position of Method 

l  Great looking bottle design  

l  Competitive prices 

l  Environmentally friendly 
values 
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Method’s Current Advertising 
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Current Advertising Continued 
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Competitors’ Advertising 

l TV Commercial 
l Print Ad 

Clorox- Print Ad




Tide- Print Ad
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Advertising Goals  

l Increase brand awareness 
l Build brand personality 
      



18 

Advertising Plan 

l  Increase brand awareness 
l  Build brand personality 

 
Design 

Fun 

Color 
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Internet Ad 

 
 
 

 
 
                                          Cleaning has always been a chore.  
                                          Why not use Method to make it more enjoyable! 
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We Make Cleaning More Enjoyable 
Visit www.methodhome.com 

for a completely new cleaning experience 



25 

Media Strategy 

l Television   
l Magazine 
l Internet 
l Pulsing schedule 
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Media Strategy- TV 

Top Design 
Bravo TV (NBC) 

American’s Next Top Model 

The CW (CBS) 
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Media Strategy- Magazine 

                                                  


                                    
Lucky (America’s ultimate  
shopping magazine) 
 
Reader median age: 29.5 































DOMINO (guide to living with style)   
 
Reader median age: 34.2 
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Media Strategy- Internet 

l  Daily Candy, Ideal Bite, and HGTV 

- 95% are females  
- 67% are under 35  
- 92% are college grads or  
  hold graduate degrees  
- 30 years (median age)  
- $75,000 (median income) 
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Media Strategy- Internet 

Click on the Method Home AirPill to  
discover a more enjoyable way of cleaning. 
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Thank you! Any questions? 


