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*The Li-LeTs Teens ronge hos been incredibly suecessful, crediTing o New
aub caTegory WThin d well-esToblished and volume oTaTic markeT. Cenired
around @ powerfdl insighT ThaT young girls are shocTer and narrower Than
adurs. Moreover, They wanT paickaging designed especidlly for Their
periods. Working with BrondOpus we have been able To successful deliver
a brond idenTiTy ThaT engdges w‘m-astseraﬁmmd sign posTs
ﬂemToThea&iTra'\sewhenTkeyarema&y."

Mary Youndg, Head of Marketing, Lil-Lets




Lil-Lets had launched Teens to make waves in the declining UK San Pro
category. But 6 months on from launch, the brand was getting lost on shelf
and Lil-Lets appointed BrandQOpus to maximise the potential of the range.

The result is an overwhelmingly positive upward trend in sales, penetration,
market share, and overall brand value. And in this highly loyal market, the

success of Teens allows Lil-Lets to pick up a valuable and varied customer
base early on.

In safe hands with Lil-Lets Teens

The redesign has seen a remarkable 300% overachievement of the
original sales KP!s set at the fime of the brief, and has achieved
return on design investment in just 10 months.

The industry have responded extremely positively to the redesign. The
teens range has secured distribution in all of the major multiples, has

been featured on Tesco power aisle and Lil-Lets are category
champions for teens at Boots.



Building confidence

Lil-Lets, like the rest of San Pro category, is suffering in a declining market.
But the redesign of Teens has pushed the overall brand back into unit sales
growth of 0.9% fo achieve a value of £18.5m. Teens has allowed Lil-Lets

to commander an additional 0.5% value and 0.6% volume share of the
£280m san pro market.'

® 9 = @ S P00 & & & "

Talking to teens

The redesign has pushed the penetration rate amongst teens up to an
incredible 43%. That means just under half the target market of UK 11 to 13
year olds is buying into Lil-Lets Teens over the competition.

The redesign of Lil-Lets Teens has allowed the brand fo maximize the

success of this unique range, and has seen the brand carve a further
£2m retail sales value out of a declining market.”
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Proje.cT Overview

Description

Lil-Lets launched in 1954 with a product that featured ground breaking technology, and women
have trusted the brand ever since not to let them down.

s @

This spirit of innovation and commitment to creating the best protection for women sfill inspires the
company today, and Lil-Lets is unique in offering a full range of feminine hygiene products.

The feminine hygiene sector is very functional and feeds the anxiety of the consumer through
brand positioning and packaging which offers a practical solution to what is positioned as a
‘problem’ for women. Lil-Lets needed to find a way to redefine the category and rise above the
competition. The brand had seen an opportunity to reach the teen market, in order to win the
loyalty of the younger demographic while they are still in their teens

Thus originated Lil-Lets Teens, a unique product within the market. But 6 months on from the

«» summer 2011 launch, teens was getting lost on shelf and Lil-Lets appointed BrandOpus to realise
e the potential of this sub-brand.

o QOverview of Market

° For the last three years all brands in the Sanitary Protection (San Pro) category have been losing

market share to private label competitors and constant promotions.
]

» The category hasrisen just 1.8% over the past year to £264m while the volume of sanitary
¢ protection products sold on deal in the supermarkets has risen 5.7% to 54%, with promotions on
* applicator tampons up 18% to 47%.°

Even Lil-Lets previous hero product, non-applicator tampons, were in double digit decline at

®  the time of brief, while sales of its compact applicator tampons fell 36% to £744,000."

. In addition fo the sales decline of compact applicator tampons, other brands were also

innovating with NPDs such as Always and Tampax Compax. These had left LiHets lagging way
behind in the market.’

Li-Lets launched its Teens range based on the insight that the San Pro consumer remains °
o fiercely loyal to the first brand they are infroduced fo.

But shortly after launch., it was apparent that the target demographic was not fully aware of :
the range, and that there was a big opportunity to optimise the design to immediately grow e

¢ sales, and build brand awareness at an early age, ensuring loyalty to Lil-Lets as its customer g

base ‘graduates’ into the brand's adult ranges. i
[ ] [ J
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Outline of Project Brief

Lil-Lets had some success with their teens towels
but were keen to increase engagement with
the youngest part of their audience as a way
of securing their future allegiance.

To achieve their ambitious target to extend
the Teens range to offer the full spectrum of
sanitary protection to this age group, Lil-Lets
appointed BrandOpus to develop a cohesive
and persuasive approach to the Lil-Lets
Teens brand that differentiated it from the
mainstream portfolio, appealed to the
younger market, but was still recognisably
delivered from the Lil-Lets parent brand.
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Outline of Design Solution :

As part of the Teens redesign, we infroduced a new brand

identity to align with a shift in Lil-Lets positioning to focus

on discretion and femininity. We worked closely with 1_(
Lil-Lets to design an identity for the brand which

evokes the discreet and sophisticated world of

beauty, cosmetics and fashion. We wanted to

create a brand that would stand apart from its

competitors by speaking from woman fo woman.

The Lil-Lets GEM icon is a representation of real
femininity and is derived from cross cultural symbols
for the Goddess, the Earth and the Moon. The GEM is
a confident and positive identity for the Lil-Lets brand,

which evokes femininity and an understanding of all that
there is to being a woman.
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Crucidlly, we subsequently infroduced the GEM icon to the wider Lil-Lets portfolio unifying
the brand offer and building visibility and recognition. This helps to ensure that the
previous brand loyalty built through the success of Teens is maintained as the consumer
matures.
Lil-Lets Teens feature hand drawn and naturally angled icons, giving an effortless and
approachable personality to the packaging. Even the palette was chosen to talk to the
demographic: The use of the pink and blue Teens colour way is unique and ownable to
Lil-Lets as they are not used by any other brands in the San Pro category. And vitally the
consistent use across the Teens range means optimum brand blocking on shelf, further
increasing visibility.
The redesigned packaging borrows cues from the beauty category, ensuring discretion
at point of sale. On the back of retailer feedback the packaging is now in shelf-efficient
formats that deliver sophistication both at the fixture and in the home.

The redesign brings a discreet yet confident look to the Lil-Lets Teens range, which is
simple for women to find on shelf.

2 teens mini tampons
2 teens mini apphicator tampons
] teens linars pouch
l'»day teen towels
2 night teen towels
] bacoming a teen bookiet
-
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Results
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Sales
Li-Lets Teens is now worth £2m°®, a value sales growth of 41.4% year on year, and the range

is now selling 1.0m units annually, a volume sales growth of 50.7% year on year!

The graph below demonstrates how well Teens is performing against the category.

CATEGORY
VALUE SALES

LTL-LETS TEENS
VALUE SALES

CATEGORY
VOLUME SALES

LTL-LETS TEENS
VOLUME SALES

LU { i B { i
-10% 0 10% 20% 30% 0% 50%

nge. Grow'l'\\

The success of Lil-Lets Teens has friggered the launch of a further raft of products,
allowing the range to grow fivefold since the BrandOpus design launched:
from 2 products to 10.

2011: 2 producTs 2014: 10 producTs

ROI

The redesign has seen Lil-Lets Teens overachieve project targets set by client by over 300%.
The return on the design cost invested was realised within 10 months of project launch
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CaTegory ShifTing

Teens signifies the creation of an entirely new sub-category within San Pro,
which thanks to design is recognisably Lil-Lets, ensuring that consumer loyalty
is retained when consumers graduate on from Teens to the next tier of
products. Lil-Lets Teens has seen the brand carve a further £2m retail sales
value out of a static market.'

MoarkeT DisTribuTion

Li-Lets Teens range is now listed in all of the Major Multiples: Tesco, JS,
Morrisons, Asda, Waitrose, Boots, Superdrug & The Co-op

The design has allowed the brand to secure a top shelf permanent display
agreement with Boots, with full range of 9 lines listed, further boosting
awareness of the brand (1NPD to launch later in 2014.)

Lil-Lets Teens has also achieved star positioning in Superdrug and Ocado
as a result of the redesign.

MarkeT RecogniTion
It's not just about the huge listings that Lil-Lets has achieved following the

redesign of Teens: what means even more to the brand as a whole is being
hand picked to represent the category.

The success of Teens has resulted in Lil-Lets being appointed Boots’ feminine

hygiene ‘Category Champion’ — a much coveted position for any brand in
the retailer.

The redesign of Teens has allowed the Lil-Lets brand fo achieve space
in the coveted ‘Power Aisle’ in Tesco for the first time.
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~ “The pack was impacTful, simpler, and more geared Towards The Teens’ vibrancy ™
“WiTh The lounch of Teen sTorTer pack and liners, The range becomes more cohesive. ™

- Kate Wilkins, National Account Manager, Lil-Lets UK Limited
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" JusT o guick emdil To Sty T hink your Teen prodUcT ronge \sbr\oT EE\EUT :
beauTifully packased and makes periods as cuTe oS T\x%\/ z]ot\'\d e.(o6 ke

s STrange\y Trve) buT are genius, knickfar and ﬁsure’?rxen Yy e%\sn wr '

are suiTed To more Than jusT TeenS... The Time of The monTh jusT go l
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Car Tidier.
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Li-LeTs is greaT... Their producTs make growing vp SO much easier... :

endger. T use To wiish T

"T've chuays been scared obouT becoming o Te .
boys and periods.

could sTay liTTle dnd noT worry chouT Things like

Now Thanks To Lil-LeTs T 't noT cared anymore. Tt's lke L have

The older sisTer T 've dlwalys dreamed of..

. U 6UYS R AWSOMEL ™

" Sources

'IRI 52w/e 17th May 2014
2Kantar 52w/e 2nd Feb 2014
?The Grocer, FMCH, 4th Aug 2012
X *SymphonylRI 52 w/e 11 June 2011
#The Grocer, FMCG, 3rd July 2013
¢IRI 52w/e 17th May 2014
7IRI 52w/e 17th May 2014
*{Ri 52w/e 17th May 2014
® IRl 52w/e 17th May 2014
IRl 52w/e 17th May 2014
! Kantar 52w/e 2nd Feb 2014
"2 Kantar 52w/e 2nd Feb 2014
'* Kantar Worldpanel data snding 2nd February 2014



