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Persil 2012
Persil Expert Launch

• Brand Relaunch- Persil Expert LSP1

• Superior and unique product concept

• Communication support will enable rising brand awareness and
closing gap in image towards main competitor

• Main target to further grow NeS and SoM



with its:

Concept

Formula

Design

360° Support Package

How will new Persil changechange thethe rulesrules ofof thethe gamegame??



3.3. TheThe DesignDesign

- Premium brand, premium look.
- New modern brand design, new wave and power field.



with its:

Concept

Formula

Design

360° Support Package

How will new Persil changechange thethe rulesrules ofof thethe gamegame??



4.4. TheThe SupportSupport

1. Announcer & TV Campaign

4. Print
& advertorials

2. Strong POS support

5. Hard-selling
promo offers

7. For a clean future
of our kids BTL campaign

6. Complete PR Tool kit
for increasing awareness

to compaction initative
3. Out of Home
media usage
for increasing
awareness

360360°°
SUPPORTSUPPORT



Persil Expert TVC



Persil Expert support: TV Mix



Persil Expert support: Day part split



Persil Expert support: Special positions



Persil Expert
PR campaign



Persil Expert PR Campaign
Working breakfast with journalists

• Timing: February 2nd 2012

• Place: Caruso restaurant

• Reason why: Persil Expert Launch +
Introducing Expert Lady

• Presence: More than 30 journalists



Persil Expert PR Campaign
Working breakfast with journalist



Persil Expert Lady columns in magazines

• During February and March, Persil Expert Lady Ivana Zari gave advices on
how to wash your laundry in form of a column in different magazines

• Different texts were published, but they all emphasized compacted formula of
Persil Expert and it’s benefits

• Persil Expert columns were published in:
Lisa - columns and competition
Blic ena
Lepota & Zdravlje
Gloria
Grazia
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Lisa competition for Persil Expert

• Persil Expert Lady, Ivana Zari gave the award to the winner of the Persil Expert
competition, Milica Miloševi Meseld ija, in office space of magazine Lisa.

• Milica was the winner of the competition, because she explained in a very creative
way, in a detailed presentation, all the steps required to become Persil Expert.
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Persil Expert
In store launch execution



Persil Expert
In store Launch Execution

Entry doors Dosage cups



Persil Expert
In store Launch Execution

Promo ladies / Pallet
wrappers

Shelf dividers/ WL Currency



Persil Expert
PR campaign



Persil Expert PR Campaign
Eko Musketeers

Project “For a clean future for our kids”
consists of 3 phases:

Phase 1 - poll conducted, among pupils
(Timing: February)

Phase 2  - Eco musketeers educate
their peers (Timing: March/April)

Phase 3 – Exhibition of pupils drawings
(Timing: April)



PHASE 1:

Questionnaire about how much kids are aware of importance of preserving
environment

• Goal was to estimate how much our kids (age 9, 10) know about ecology
• In several primary schools, survey was conducted using the inquiry composed out of 6

questions. Results showed that kids know what is ecology, recycling, know the basic
economic concepts and are environmentally conscious, but do not know which are
renewable sources of energy

• Results were summarized and presented to the media by announcement
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CLIPPING
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Pravda
March 3rd 2012

Eko List,
March 28th 2012



CLIPPING
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TV Pink
March 9th 2012

TV Studio B
March 7th 2012

TV Avala
March 11th 2012



PHASE 2:

Considering the fact that the ecological awareness is not on the high level
among the scholars, Eco Musketeers taught their friends about importance of
preserving environment

• In 4 schools

• They performed a play - “Ecological footprint”

• After the show, every pupil got a task to draw something and show its perception of
acting responsible and environmentally friendly
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ECO MUSKETEERS IN ELEMENTARY SCHOOL
“SKADARLIJA”
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• The first performance was held on
March 9th 2012 and was open for
public.

• In the audience was media, as well
as Persil Expert Lady, who came to
support the Eco Musketeers



PHASE 3: EXHIBITION OF PUPILS DRAWINGS

• After the first show, Eco Musketeers performed the „Ecological footprint" in three more
elementary schools in Belgrade: "Kara or e", "Laza Kostic" and "Svetozar Markovic".

• Almost 200 drawings were collected from schools.

• Most of them were exhibited at the Children's Fair, held on April 6th to April 8th 2012,
at the Belgrade Fair.
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PERSIL EXPERT AND ECO MUSKETEERS ON
CHILDREN’S FAIR
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Henkel U-W: The Cases



Bosch Cooperation



Persil – Bosch cooperation
Background

• Objective: penetration and building brand image via cross branding
activity

• Target Group: women, 25-45, full time employed

• Scope of Execution: product placement in retailers selling Bosch
washing machines

• Short Description: for every purchased Bosch machine, customer
receives Persil tabs gratis supported with leaflets and trade ads



Persil - Bosch Cooperation

• Mechanics:
• Product placement in retailers selling Bosch

washing machines
• Persil Gel, Merix Gel and Perwoll placed on

new i-DOS models specifically designed for
liquid detergents

• Persil Active Tabs placed on the best-selling
models

• Support:
• Presence in retail leaflets and Bosch trade ads
• Bosch logo on Persil TVC



Bosch Cooperation



Bosch Cooperation



Bosch Cooperation



December 4, 2012Slide 38

1. Brand launch

• Persil Expert

2. The Best Cases
• Bosch cooperation
• Whirlpool cooperation
• Triumph cooperation
• Grazia cooperation

Agenda



Whirlpool Cooperation



Somat – Whirlpool cooperation
Background

• Objective: penetration* and building brand image via cross branding
activity

• Target Group: women, 25-45, full time employed

• Scope of Execution: project implementation in over 200 white good
outlets

• Short Description: for every purchased  Whirlpool ADW machine,
customer receives Somat Multi Perfect 26  tabs gratis (Somat
Express Power), supported with leaflets and promoters

* GFK source: Somat penetration in 2011 was 2%



Somat – Whirlpool cooperation
Execution Details

• More than 200 outlets of white goods are selling Whirlpool ADW machines
(Tehnomanija, Homecentar)

• In June, Somat relaunched into Express Power, which was unique
opportunity to be introduced to customers through stores of white goods

• Henkel provided 500 pcs per month of Somat Multi Perfect 26 tabs, together
with leaflets used by promoters in outlets

• Whirlpool announced activity, through trade leaflets, POSM, promoters, web
banner



Somat – Whirlpool cooperation
Execution Pictures



Somat – Whirlpool cooperation
Execution Pictures
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Triumph Cooperation



Perwoll – Triumph cooperation
Background

• Objective: increasing penetration* and creating a strong connection
between Perwoll and fashion

• Target Group: women, 25-45, full time employed

• Scope of Execution: Perwoll and Triumph partners during Grazia
shopping night (in-store sampling, POSM in Triumph outlets, Triumph
endorsement in TVCs)

• Short Description: Participation in "Grazia shopping night" together
with Triumph (traditional fashion event) in October.

* GFK source: Perwoll penetration in 2011 was 11,5%



Perwoll – Triumph cooperation
Execution Details

• More than 200.000 visitors during “Grazia shopping night”

• In order to create a strong connection between Perwoll and fashion, Perwoll
and Triumph became partners and sponsored “Grazia shopping night”

• Henkel provided Triumph endorsement in TVCs, in-store sampling, POSM in
Triumph outlets



Perwoll & Triumph – TVC



Perwoll & Triumph – POSM



Perwoll & Triumph – POSM



Perwoll & Triumph – POSM



Perwoll&Triumph
“Grazia shopping night”



Perwoll&Triumph
“Grazia shopping night”
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Perwoll Grazia Shopping Night



Grazia Cooperation



Perwoll Grazia shopping night
Background

• Objective: increasing penetration* and creating a strong connection
between Perwoll and fashion

• Target Group: women, 25-45, full time employed

• Scope of Execution (locations): Belgrade downtown (city center), Niš
Shopping Center, Delta and Uš e shopping malls – 200.000 visitors
during one night

• Short Description: Grazia Shopping Night is a fashion event
organized by Grazia magazine, during which prices in all shops are
discounted. Perwoll was an official sponsor of the event, during
which consumers could also purchase Perwoll in shopping mall
stores

* GFK source: Perwoll penetration in 2011 was 11,5%



Perwoll Grazia shopping night
Execution Details

• Participation in "Grazia shopping night" together with Triumph

• Several locations: Belgrade downtown (city center), Niš Shopping
Center, Delta and Uš e shopping molls – 200.000 visitors during one
night

• 30.000 sachets was distributed to the visitors

• Perwoll&Triumph&Grazia POSM

• Grazia endorsement in Perwoll TVCs

• Advertorials in Grazia fashion magazine and special edition

• Perwoll product placement in Grazia magazine



Grazia cooperation

• Participation in "Grazia shopping night" together
with Triumph (traditional fashion event) in
October

• Perwoll&Grazia POSM

• Grazia endorsement in TVCs

• Advertorials in Grazia fashion magazine and
special edition

• Perwoll product placement in Grazia magazine



Perwoll Grazia shopping night
Execution Pictures: Joint Advertising

Outdoor advertizing

TV advertizing

POSM



“Grazia shopping vodic” special edition



Grazia Shopping night



Grazia shopping night



Grazia Shopping night
Usce shopping mall



Grazia Shopping night
Usce shopping mall
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Before saying thank you 
http://staging.tbwaitalia.it/Bref/FlushIt/index_fake.html



December 4, 2012Slide 67

Thank you!


