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Revitalizing a 100-year-old brand to reach Work Delivered:
the next generation of women called for

game-changing creativity that celebrated mod- ® Brand Positioning
ern femininity. The name was familiar, but the * Brand Architecture Strategy & Product Naming
brand lacked relevance and was losing ground for Future Innovations
to new female-focused start-ups. To achieve the * Brand Manifesto
objectives, we completely revamped the brand. e Tone of Voice/Communication Strategy

e Brand Identity/Logo
We scrapped everything except the name and * Design System/Assets
built the brand back up from there. We created e Package Design for 11 SKUs
a bold, color-blocked design system combined e Photography Principles & Art Direction
with a modern, vibrant palette that was break- ® Retail Design Direction
through and differentiated us in the “sea of blue” e Social Media Design Direction
pain aisle. The system centered around the large e Digital Design Direction
graphic M that tapped into the brand’s single e PR Kit Design Direction
equity - the Midol name. Our goal was to e Brand Toolkit/Guidelines
make the identity so arresting that no matter
where the brand was placed on shelf, the pack The work was done in collaboration with the
would engage consumers. Bayer Consumer Health US design, marketing

and insights teams. We worked hand-in-hand on
The simple, powerful design effectively developing the research plan and building the brand
created stopping power in any retail positioning and design vision. Once the strategy and
environment and also successfully stood out identity were established, we worked with partner
in digital media and the ever-growing world agencies to create a new communication platform
of e-commerce. The design system became and provide guidance on design execution and
inspiration for all of the partner agencies, photography across all channels.
fueling a holistic, ownable “Midol World”
aesthetic across all channels. Launch Date: June 2020 Design Fees: $295K
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RESULTS

Our four objectives were very aspirational. Timing was critical for Midol had to be a turnaround
brand for Bayer to keep investing in it.

1. Increase household penetration by 30 basis points with menstrual symptom treaters.

A. RESULTS:

i. Midol’s household penetration has increased by 30 basis points versus the prior
year. Driven by an increase in buyers (+15% versus prior year). Midol is reporting
the highest penetration levels in 4 years.

ii. The menstrual pain relief category saw the same increase versus prior year
(+30 basis points) in household penetration over the same period, which
was driven by Midol.

B. Household Penetration is defined as the percentage of households in a market that buy
a particular brand in a given period. The best way brands can grow over the long term is
to grow their number of buyers. Improvement in Household Penetration signaled a new
consumer adopting a new approach to treatment. An increase meant genuine behavioral
change - more women, making room in more medicine cabinets for Midol.

HOUSEHOLD PENETRATION UP 15%, +30 BASIS POINTS.
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RESULTS

2. Increase Midol sales by 18% versus prior year post brand relaunch.
A. RESULTS: Midol exceeded targets and increased product sales by 25% versus
prior year post relaunch.

SALES UP 25%

JUNE 2020 - MAY 2021 000

3. Increase trial with young women (measured by household penetration).
A. RESULTS: Midol grew household penetration with women 18-34 by 40 basis points
versus prior year from 3% to 3.4%.

HOUSEHOLD PENETRATION +40 BASIS POINTS

+40

BASIS
POINTS

JUNE 2019-MAY 2020 JUNE 2020 -MAY 2021
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RESULTS

4. Develop a disruptive brand identity and package design to stand out in retail stores.
A. RESULTS:

i. Midol retail sales velocity increased by 18.7% versus prior year which measures
how fast a product is moving in the stores where it is in distribution.

While all customers are seeing growth, top customers include:

1. Target (US big box, mass retailer): sales up 41% versus prior year
2. Walgreens (US Pharmacy): sales up 22% versus prior year

3. CVS (US Pharmacy): sales up 19% versus prior year

REDACTED CONFIDENTIAL DATA
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INFLUENCING
FACTORS

MIDOL'S $5.7M MEDIA SPEND FROM JUNE 2020 -
MAY 2021 WAS FLAT COMPARED TO PRIOR YEAR
TO SUPPORT THE BRAND'S AMBITIOUS RELAUNCH
OBJECTIVES, WHICH MEANT WE HAD TO BE MORE
IMPACTFUL WITH OUR DOLLARS.
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