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"Tt's the Tare baby nowadays who doesn't Mnow about Fampers, Huggles,
Luvs, or some other disposable diaper from first, well, first-cheek
contact."l And it's the intentions of Jincinatti, Ohio based Procter *
samble and Neenah, Wisconsin rtased Himberly-Clark to make sure that it
s thelr product which covers these tables' bottoms from "first-cheek
comtact "

The disposable diaper business in the United States posts annual sales
of $2.7 billion, and the werldwide sales of disposable diapers reaps ln an
anpual $4.7 biilion. GConsider ¢ billion bakies in diapers, changsd & tines
a day, 52 times a week. That comes to 25 billion dlaper changes a yeax.
Then consider it costs about #1 a day to outfit a vahy in Pampers, %1.25

a day to diaper a baby In luvs, $1.20 a day for Huggles, and approximately

<]

% centa a day for some private 1abels.? It is relatively easy to calculate
+he thriving business of disposable dlapers from these estimates.

last fiseal year, FProcter & Gamble's iwo lines of dlapers, Fampers
and Tuvs, contributed more than 20 percent to earnings of 2890 millicn
(a desrease of 2 percent from fiscal yeaT 1983}, and 17 percent to sales
of $12.9 blilion.

Tts chief competitor, Kimecerly-Clark, is a %3.3 billion diversifled
consumer products company, with a net Income of 4159 million.

These two companies are well entrenched 1n the dispesable diaper
market . P&G was the first to produce a disposatle diaper that would be
1iked by mothers and their taties. The strengih of such a large company
as D&C has Inocked out many competitors from the diaper category. K-C
manazed to make a strong inroad into the prenium segment of the market.
(me ysar afier natlonwide Adistribution, Hugeies managed to surpass Luvs

and capture market share from PG,



Procter & Gamble is losing profits with this market share loss, and
it does not intemd to stand idle. It 1= fighting back by improving lis
Pampers product which has been on the market for years and undergohe many
changes, and P& is intreducing a new product to this booming disposable
diaper market. K-C is alsc working on ways to improve its Huggies so it
san maintain its leading position over P&G's luvs., WNaturally, each
company believes its product is the "best.”

This paper will analyze the marketing effuris of these two glani
companies in the disposable diaper markei., Tt is my intention to provide
the reader of thils paper with a backeground of the=ze two companies, thelr
marketing strategies, their market share, their product differentiations,
and thelr past advertising strategies and messages. I will provide this
information to show the reader how the disposable dlaper market has
flourished since 1ts beginning 24 years age, and how ¢changes in the
actual diaper products made this market rise so quickly to a profitatle
success, especially for Procter & Gamble and Kimberly-Clark.

From “here, I will explain the current battle which PZC and K-GO
are engaging 1n to defend and increase thelr market shares. In rela-
tion to this, the paper will discuss the new advertising campaigns which
the companles are undertaking to promote thelr new dlsposable diaper
products. This Infermation will lay a basis for my discussion which
concludes this paper.

S0 a major portion of this paper will be devoted itowards the re-
search I have uncovered about the twoe companies from perlodical sources
and pamphlets sent to me by the companles. (Pefer to Appendix A) In tre
last portlon of the paper, I will ineclude my comments of analysis on the
two compenies and their cperzticns in the disposable Claper maxket. I

will foous on their current batile and discuss the implications of it.




With the scope of the papsr determined, I invite the reader to pro-

cede to Part I.



PART (ME

A Brlef History

With the introduction of Pampers, FProcier & Gamble demonstzated
what their company dees best: "develop a product that barely existed
yesterday snd market 1t so that Tew can Live without it toporrow."> In
1841, P&C introduced Pampers, the flrst disposable diaper, to the Amsrican
mar¥et which for ages had relied on the traditional eloth diaper to pro-
tect the bottoms of milliens of babies.

Frocter & GCamble's venture into the paper products market hegan in
19556 when the company acquired Charmin Paper ¥ills, a small and largely
obsolets operation in Green Bay, Wiscemsin. The story goes that a loving
srandpa, coincendentally also a PaC engineer, decided there had to be a
"tetter way”" after changlng the cloth diaper en his first grandehild.
As it was, parents had always been cemplaining abtoui the odious laundering,
felding and storing of cloth dispers. Parents who used delivery services
griped about shortages In clean tundles, and about the towxm, thin and
stained diapers delivered. P& itself found through research that cloth
diapers bunched up and failed to keep bables sufficiently dry.

With determinatiocn and profit as its motivating force, P&G set out
to produce an alternative to the cloth diaper. Zut their flrst effortis
falled, because parants complained the elasticized plastic pants ware as
hot as a "Turkish tath.” 8¢ F&G tried agaln and this time developed a
dlaper that pleased btoth moms, and their babies. Interestingly, consuners
named ihe product "Pampers,” because 1t "best conveyed the feellng of
tender loving care they wanted for thelr vabies.™

Despite this breakthrough that would alleviate the hasslas of cleth



diapers, P&G's product was s5till too expensive for most parents. So PEG
answered the problem by introducing a cheaper diaper, thus glving birth

to a new industry. This new dlaper could be sold at a cheaper price,

becanse of a "complicated machine that ta=! rayon and wadding and poly-
ethylene and cuts and shred and glues and folds and twlstz them inte
finished Pampers at a marvelous rate."5 By 1969, Panpers were available
across the country, and by 1976, alnost half of the babies in Amerilca
were diapered in Pampars. 7This new industry grew to e P&G's second-
largest business afier laundry detergemts.

But P45's efforts did not stop there. Scon "new" and "improved”
varslons of Fampers hit the market, including a siyle for premature infants
and new abgsorhbency weights. Zventually, tape fastemer: replaced pins,
and in 1682 Pl added “'stay-dry gathers for all-around wetness protection."'é
In addition to upgrading Pampers, in 1976 PAG introduced Lovs, a “premium
performance, premium-priced diaper with a scontour chape and leg
gathers.“?

Throughout this development, PAG's work did neot go urncticed.
Competitors quickly jeoined the race to produce a better diasposable diaper.
The ¥imberly-Clark Corporation developed "Kimbies," and Johmson & Johnson
test marketed its “Johnsen Disposable Diapers." DP&G's success also
knocked scme competltors out of the diaper race. TIn mid-1%71, P&C
demelished the market of "baby3cotts," "Scott Tots," and "Raggedy Amm
and Taggedy Andy" diapsr lines operated by the Scott Paper Company. In
November of 1970, the Iniernational Paper Company stopped selling its
"Freshabyes," originally sold under the name "Flushabyes."

The strongest competitar for P&D has been the Kimberly-Clark
Sorporation, despite the fact 1t appeared in 1976 that ¥-0 was finished

ln the diaper business. ¥—C's first product, "Kimbies," met with little



suecess in the sarly 1970s. Although 1t was the flrst diaper to use
fluff pulp for better absorbemey and to have a tape closure system instead
of safety pins, some of these ideas were adopted and improved upon Ly
competitors. Darwin E. Smith, X-C's Chairman of the Beoard and Chief
Executive Officer, sald "We mads the mistake of falling behind in product
development. As 2 result, Ximbies' sales dropped precipitously, and we
wers left with a tough, expensive decision to make about our future in the
dlaper tusiness.” (Quoted from K-{ pamphlet)

Beciding to remain in the business, in early 1976, E-O developed
a long-range diaper research and product improvement program. 3Ry late
1976, E-C introduced an improved Kimbles diaper. Shortly after, In
mid-1977, a new and better dlaper mowm as Kleenex Super Dry was test
marketed., Then ancther version of Kleenex Super Dry was introduced with
more refinements and more test markets. Although these products had gained
some edge in the market, they were a long way from overtaking the leaders.

Then in Jauary 1978, Huggtes with elastic at the leg for betier
fit and performance was introduced in two states. Huggies marked I-0's
entry Ilnto the emerging premium ssgment of the market.

The premium diapers market continued to grow because thase newer
products did a.l better job of keeplng the baby dry and comfortable.
As this segment grew, K-C committed itself to improving Huggles and
expanding distribution to new areas of the country as fast as production
capacity would permit. By the end of 1982, Kilsenex Fuggies finally
were avallable throughout the country. It was the first time a E-C
diaper had been in national distrivution since 1974, By the end of 1983,
Huggles became the country's leading premium diaper, over P&'s Luvs

disposatble dlapers.




Marketing Stratsgies

In all, Procter & Gamble spent a full 10 years developing and test
marketing Pampers. Hngineers at PAG needed to produce something that
was "similtaneously soft and strong as well as moistureproof, yet which
could be profitably mass-produced at a popular 1:trice."8

According to Wward G. Harness, Chalrman of the Foard at P43, “The
key to successful marheting is superior product performance.”  (Quoted
from PG pamphlet) F&5's marketing philosophy is based on the fact that
it would be very diffleult to carve out a position in an established
market or build tusiness in a new cne, if 2 product does not have a
"point of superiority" which appeals to the public, and which will be
evident when the product is used.

Harmess says that observers of P&l's Business frequently atiribute
thelr marfreting successes to PEG's advertising and selllng skills. He
sa¥ys, "They conelude that the surccess of a product like Pamperz 1z the
result of a high level of consumer demand which we bave somehow
pumped up through large-scale advertlsing and promotion campaigns.
Hammess' view is opposite to this: “Advertising and selling skills can
get consumers te try the product tuit after, the healih of the brand de-
Pends entirely on satisfaction with Lts performance.”

This 1s the basis for P4G's marketing strategy, which lead the company
to market a product that dominates teday's disposable diaper category.
P&C was the first to identify an emerging consumer need and to continually
offer product improvements which satisfied the needs of consumers,

Kimberly—Clark's marketing philosophy operaies along similar lines,
according to Darwin 2. Smith: "Providing value and quality o our cus-

tomers is the best assurance of lasting success.” (Quoted from K-C pamphlet)



Market Share

Ais mentiemsd in the introduction, disposable diapers equal annual
11.5. sales of 32.7 billiocn. Procter & Gamble and Kimberly-Clark are
sonstantly battling for increased marhet share. The latest flgures
{from the First Joston Corporation] reveal that P&C still leads the
over-all disposable diaper category with & 52 percent share -- Fampers
has 32 percent and Luvs 20 percent. K-C's Huggles, the major competltive
brand for Luvs, commands a solid 25 percent share of the market.

While P&G's share of the market seems impressive, in 1975, PEG's
Pampers coversd 75 percent of the market share., In 1982, P4C's two
brands held &1 percent of the market and in 1083, this decreased %o a2
t percent market share.

When Luvs and Huggies were introduced, parsents willingly paid
up to 30 percent more to get less mess, and the two brands forwarded at
an average rate of 29 percent a year from 1979 to 1683, Huggies grew
from a 1# percent share in 1982 to 24 percents in 1983, Private label
ard small branis accounted for 22 percent of the marke* in 1583, dowm
from 2% percent & yesar earlier. DBecause Pampers was locked between low-
priced dlaper products, and Luvs and Huggles, 1t lost market share to
both.

Recent trends indicate that premium dilapers, as a caiegory, show the
strongest market share growth. However, according to Dick Auchter,

F-2 product manager-infant care products, "Share galns aren't geing
to be as spectacular as in the 1970s"9 due to ths softening of the baby
boomlet .

The decreased birth rate will at most only allow for a 4-5 percent
yearly unit growth rate of the whole disposable diaper market Ty 193?;
predicts Jack 3alzman, analyst for Smlth Barney. Other factors adversely

affecting the unit growth rate of the overall disposable diaper market



inelude that the market has been saturated, and the prices of fluff pulp
are increasing, thus sending profits down. The dispesable diaper market
only grew 7 percent in 1981 and 1982, as compared to 12 percemt in 198C,

10 percent in 1979, and 12 percemt in 1978.

Product Differentiation

A11 diapers are constructed in basically the same manner; a fluffed-
fiter padding is sandwiched betwsen two liners. The outer liner 1s a
plastic-sheet Darrier, much like waterproof pants over a cloth diaper.

The inner liner is a non-woven materdial. On Huggies and Pampers, the liner
is a spun-bonded wolyolefin which is supposed <o keep a baby drier Tecause
the 1liner dses net absorb water. The adhesive-tape fabs are attached to
the outer liner.

There are two styles of diapers -- elastic-leg style and prefolded
style. The elastic-leg has a padding and liner, or sometimes just a
padding, that is cut in an hourglass shape with a narvowed waist to cover
a baby's crotch without excessive bunching. The elastic around the leg
openings and sometimes along the sides insures (suppesadly) a snug,
leak-free fit.

The othex style, prefelded, has its liner and padding in a reciangu-
lar shape like the cloth diaper, bui its two long sides are folded
approximately an inech along the entire length. The puvpose is teo allow the
prefolded area ita conform to the baby's srotch and to open the folds at the
diaper's ends so they can reach comfortably around the waist.

The prefolded nodels come in newborn sizes, 12 pounds or less,
ranging up to toddler sizes, over 2% pounds. Intermediate slzes
seemingly are divided according to functlens -- daytime, nighttime,
daytime extra absorbent -- but actually are categorlzed according to the

anouni of padding which may be needed for varying children within the
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13 to 24 pound range.

Sizing for the elastic-leg models is much simpler. Only three sizes
are availsble: =mall, 12 pounds or less; medium, 13 to 26 pounds, andi
larega, over 26 pounds.

uggies are available in four sizes, whereas Luvs only three sizes.
The tape on Pampers can be refitted and refastened any number of times,
conirary to the tapes on Iuvs and Huggies which can only be refitted once
onn eacn side, but refastened any number of times in the same spot to
save unneccessary dlaper changes. .

Another product improvement added to Fampers by FiG in 198 was
a new larger size, maximun-absorbency diaper for the toddler weighlng
between 23 to 35 pounds. A larger, convenlent pack was designed for the
reguiar and super absorhency sizes.

Tn 290, PAGC began test marketing in Buffalo, Few York a Pampers
with a breathable leg cuff that contalned thousands of tlny pores arcund
the leg to let air cireulate inside the diaper where a baby needs 1t the
most. Alse, in Louisville, Ventucky, P&C began test marketing a dusl-
glastic on the diaper leg with a softer top sheet,

In addition, for convenliency purpeoses, P4G began packagling diapers
in large plastlic bags instead of boxes. 4 conventicnal package for sm=ll
sizes of Luvs has also been added to this diaper line., According to
Hercules Segalas, a vice president at William D. Witter, Inc., "a blghly
significant factor In marketing disposable diapers itz thelr bulkiness --
a fact that makes stores loath to stock more than iwo or three brands."lC
Perhaps this accounts for part of P&G's packaging redesigns,

Zichard Peowers, product manager for E-2's Infant-care productis,
sald ¥-C never test mrketed tapes ont thelr diapers because other Ffantors

indicated it would be welcomed hy consumers.



Price Differences

Huggies
SIZIE PO DS COmRT PP-.ICE!BOX
¥ ewvorn o to 14 46 58,79
Hedium 12-24 18 t3.45
Large 23 and over 12 3,45
Large 23 and over 33 £8.79
Luvs
Small &6 %9.17
Fedium 1z2-16 18 £3.409
Tedium 12-26 Lg *G,17
Large 2l and over 12 +3,00
Large 24 and over 2 tg.17
Panpers
Small 26 t2.58
¥eilum 12-2L 18 3 29
Hedium 1z-24 S +£9.09
Small f-13 90 $9.00
Large 1g-35 iz t2.90
large 19-33 48 9,09

**These prices quoted from Fagles Food Store in Sycamore.
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Past Advertlsing Expenditures and Selling Messages

Advertising expenditures for dlsposable diapers are a ble business.
According to 1987 estimates, more than 560 million annually goes towards
the advertising of dispocable diapers. The market for disposable diapers
ig different because the tarzet audlence changes every 2 to 2% years.
"There's very little brand loyalty from one pregnancy to ancther. We
Just can't count on the reputatlon we made five years before,' says
Pred Lamparter, management superviseor of Buggies at the Ogilvy & HMather
ad agency. 'Fven during the tlme the one child is in diapers, there's
velatively low brand loyalty, with mothers constantly trying new products. il

Procter & Janble alone avernges an estimated 240 million ad hudget
for Luvs and Pampers, the greater portion, approximetely %22 million,
going to Pampers. K-O budgets $19 million for Huggles.

Advertising for disposable diapers usually takes the form of

television commercials with babies, berause these zes are the most

widely recalled amd admired. In the past, F&AC has claimed in jts ads
that Fampars keep your bacy drier than cloth., The commercials have
taken a traditional slice-of-1life format invelving a lady {or ladies)
talking to the camera {or each other) performing a blotter demonstratien.

After PZC added leg gathers io Pampers, they added an anlmated stork
to 1tz real-1ife commercials which aimed at golng after nargain diaper
brands without gathers that eculd “"gap and leak."” The spots conecluded
that Pampers, unlike targain brands, offered "'welness protection Tight
down to (his or her) toes. Now that's a real bareain.'"l2

The ads for Iuvs, a premium disposable diaper, show boih perents
"lavishing the test on their prince or pl"i_ncess."l3 The father in the
television ad claime that "'keeping bhin comfortatle is far more important

i1l

than anyihing we could do for ocurselves. All ads end with the slogan




"four taby's comfort begins with Iuvs . . . Luvs."

Zenton & Bowles handles the Pampers account, and Dancer Fitzgerald
Sample holds the Luvs account for PiG.

Dglivy & Pather deals with Huggles for K-G. Their appreach to
advertising follows a different course. Ogllvy % Mather's Tred
Lampexter explalns, "'To not have parents in a dlaper ad is almost
hereay. i3 Fuggies commits 1t. Television and print campaigns for
Huggies feature infants in adult occupations. The copy focuses on

"siopping leakage and providing absortency.”

The Unending Baitle

The battle for a solid position In the market of disposable diapers
is neverending, as exemplified by the twe maln competitors. Procter &
Gamble and fimberly-Clark centimwally seek ways to improve their market
share by producing a more comfortable, more absorbent dispesable. Fifi's
latest entry inte this race is "new supermbsortent Pampers,” which is
aimed at challenging ¥-C's Hugzies,

Zesearch shows the trend nowadays is clearly towards premiun
disposable dlapers, such as Ynggies and luvs, and away from lower-priced
bramis such as Pampers. The new superaksorbent Pampers have been in
Wichita, Hansas test markets since early November 198&. They resemble
Luvs with elasticized legs. refastenable tapss and an hourglass shape.
The main difference is that the new Pampers ares less tulky.

“he price for the new Pampers is about the same as Luva, $9 a box.
& tuyer in Yichita says "'The diapers have a thin, stay-dry liner;
similar to the materlals widely used in feminine protection produsts.
When the hany wets the liner channels the finid into the diaper so it
dossr’t leak out the sidles. Thai way, the layer next to the baby is

aluays dr:,r."'lé P&C may introduce this new product nationally by the end

13



of 1985.

P25 1s simultaneouszly testing a new package deslgm and courtslzes
for supersbsortent Pampers in Wichita. In additiem to the Wichita diaper,
P#5 has redesigned and upgraded Pampers into another premium-price
product teing tested in HNorthern Tlorida and 3outh Georgla. FP&G clalms
the following features make it the best in the market so far: a shaped
fit, refastenable tapes, high abserbency, double-elastlc gathers,
waist shield and oreathable leg cuffs. The waist shleld Iz desiened to
prevent leakage at the walst that ocours when a babky is lylng down.

The shift towards premium diaper brands has eaused protlems for
teth PG and X-C, as *hey strugrle te retool factories and produce
enpugh premium diapers to neet the demand. Presently, btoth companies
are tack up to full preduction capacity.

While Z&C Lls improving lts Pampers, K-C is alse improving its
Fugpies to prepare for this battle of the market. ¥-C iz testing
in Yorthern Flerida, Huggles extra-absortent Fedium 40s, These new
Huggies have a2 cotton-crotch insert panel as well as an elasticized

gather walsthand.

New Advertising Campaipgns

Promoting these new products will cost P&G 2 small fortune to zay the
least., Over the next iwo years, it is estimated that P&S will spend
appronimately 100 million to advertise its redesigned Pampers alone.
To prevent improved Fampers from plundering Luv's market share, ads for
improved Pampers will stress that it is the ultimate in dryness; ads for
Luvs will promote it as the best diaper for baby's comfort. “'"here's
enough of a difference of opinion of meothers about what counts in a diaper
to encourage us to think that both can suceeed,'™ sald Zichard Yicolosi,

nanagor-.3. paper divisien, P3G.17
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Ogilvy & Father's ads for new Huggies extras abzorbent Medium 40s will
position them as the "overnlght diaper.”

The pew newspaper and televlsion advertising Tor new superabsorbent
Pampers are themed "Pampers is betiter than any other dlaper at helping
keep baby's skin and clothing dry." The campaign, by Senton & 2awles,
Kew York, will feature a mother and child talking about dlapers, showlng
Pampers' nev "channellng action." Copy for the ads reads "Vew-Fampers

ultradry core actually helps lock in wetness and stop it from squeezing

kack out and wetiing your baby."la
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PART TWO

An Analysis

Competition between Procter & lamble and Eimberly-Clark ls, withons
a doutt, very intense. Sach competitor is out to produce the most com-
Zortatle, moe: absorbent disposable diaper. S5e it is no weonder that TG,
seeing its market share dwindle over the last couple years, 1s spending 2
ralf billion dellars to retool its plants to make new superabsortent
Fampers.

In at*empting to regaln market share, P4G iz creating some questier-
atle moves. First, why is P&l upgrading its Pampers into the same seg-
ment as ite own premlum-yrice Luvs? The company’s advertlsing is
atreasing 41fferent tenefits for each diaper -- drymess for Fampers,
comfors for Inve. And the company Flrsly believes mothers expect different
nanefits from different dlapers. Put is there really a noticeatle
siffersnce between brands, and if so, just how mich is noticeable?

It seems to me {someocne who has only changed diapers on my niece!
that most diapers appear very simllar -- thick absorbent paddirg, elastic-
leg cuffs, refastenable tapes, and hour-glass shape. Iy niece has been
diapered in Pampers, Buggies, and ILuvs, I cannot say that I noticed
fher preference for any particular one of these brands, @ut as she grew
older, she knew how 4o gsay the diaper brand by name that her mem was
changing her in. FEer mom preferred the dlaper that kepi her the driest
when she wai. Eui more than anything, her parents preferred the dloper
that could be mought for the hest price. This does not mean tiat they
ave not leving parents because they btuy dlapers accordirg to mrice; quite

the opposite. A box of disposatle diapers is very expensive and Tables

ie



run through a box so fast because they have to be changed often. There-
fore, price is relevant in the high level of brand switching in tiis
categoTy -

Although as I said Ive cnly had limited experience wlth diapers,
fyomn wiewing dispesable diaper commercials on television, I still can-
not see z sigeable difference between the functions of each. 3ut dis-
posabtle diapers will be arcund until some better method of controlling
a Laby'- wetness is devised, and that dees not seem to be 1a the near
future.

P&l is taking a risk =t pesltioning improved Pampsrs against thelr
own Luvs brand. 4¥ill mothers notlce a difference tetween each Trand?
Tt makes differert brands with different performance characteristics.
The compeny feels that since each brand 1s operated as a separate
business, each iz expected io stand on its own feet and compete agalnst
nther P& brands as well as those made by other competitors.

In :this situation, positioning twe brands in the same premlum-price
segment is a risk for two reasons. First, improved Pampers car only
serve to take away from Luvs mayket share, instead of contriauting to
P#i's total market share. Secondly, if improved Pampers does not perform
for consumers as promised, it could harm the salss of Luvs as well,
heceuse conaumers wWill assume Tuws is just as "btad" a=s improved Pampers
inovwing it is also manufactured by Procter & Gamble.

Yhile P%3 iz improving =and intredueing preducts, it is lmportant
ta corslier what Kimberly-Clark's reaction will be to the situatlion.
¥ olaims: "We believe Fnggles is -=he test on the market today, and
we intemd to keep them that t-wa_)r.":l'gl Similarly, P4G boasts that Pampers
43 "the lezding Trand." So who's the best in this race? Persmally,

1 cannes say whose btrand is better, And I wonder how mich mere diapers
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can be improved to be the "best.”

In regard to advertislng, each competitor has taken a different
approach. K-0's strategy of using bables in adult situations has proven
successful. FP4G has kept the tradlilonal approach using loving parents
with their babies. Persmally, I recall commercials for Huggles tetter,
because of the "cute" approach., Howerer, I really don't Iaok for
product beneflits when T view disposable diaper commercials. Sut when
I think of advertising éloga.ns for dlapers, I recall the slogan for Luvs
most easily because it is sung in the commercials I see on television.

BEL spends a large sum of money on advertising thelr products.
Their new campalgn will cost them a bundle to promote. The ad theme
will have %o prove the new supsrabsorcent diaper is the best. Perhaps
P&S can rely on its repuitation as a consumer-oriented company that
provides only high performance, satisfying products to lts customers.

& spokesman for K¥-G believes that P& feels uneasy about using a super-
abzortent material because of its experience with the Rely tampen, which
had to be removed from the market because of its possible link with toxie
shock syndrome. DJoes this present a situation that KE-C could capltalize
on? #ill consumers %e hesltant to try thls new product because of +his
fact?

An analyst sald P&G will baost the price of Pampers at least 10 to
20 perzent. TI% is questionable if whetiher or not an increase in price
©ill iead to an increase in FiG's market chare.

The battle “-. market share is unending. Jack Salzman fox F&G says
"If thls new Pampers ls suceessful, P20 will probably introduce a naow,
lower price disposable to Detier compete with privete and gerevic bra.r:ds."zo
How will P&5 differemtiate this diaper? 4And once again, how will 1% affect

competitors' positicons as well as P4G's positior in the market?




To conclude, Dick Anchter for K-C says, "The number of bables born
hasn't changed all that much from a few years ago, Tut the percentage of
diaper changes per baby has j_r:creased."21 S0 the competition will con-
tinue to heat up ard the race will continue with speed. Iaurie Treeman
{"Disposables try to stop leakage") concludes on +hiz markest share race:
""ontil they can flgure ocut a fool-prooi way to make bablies soil thenm

faster, diaper marketers are going to continue upgrading tabiss'

undervear and charging parenis more per change at the same time."zg
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APPRNIIK A



Dekalb, IL 60115
February 1%, 1985

Frocter & Ganmble

Divector of Public Relatiens
a0t E. Sixth Street
Cincinnatl, GB 45201

Attention Director of Public Relatlonsi

T am a senior at ¥orthern Illineis University in DeKalb studying
advertising, I am enrolled in the Unlversity Hooors Frogram, and as a
gradquating senicr, I am required to research in depth a topic relating
to sy flield of study.

Tn the December 12, 1984 issue of Advertising Age, I read an article
entitled "PF&G pins strategy on super Fampers." The article stated that
Procter & Camble has developed superabsorbent Pampers to counterpunch
Kinmberly-Clark’s market-share advancement in the élsposable diaper
category. The artlcle Interested me and I would liks to lesrn more .
about the marketing and advertising strategy P&G wlll employ to introduce
superabsorbent Pampers.

I peed some information concerning this new pProduct and csmpalgn to be
sent to me for my study. I am specifically interested in any material
sncerning product bemefits, and advertising, marketing, or media
vbjectives. I also would like any avallesble material about previous
campaigns for Fampers.

T would appreciate if this request could be glven some immediate
attention since my research time is limited. Thank you for your time
and cocperatlom.

Sincerely,

Mary E. Bush



Dekslb, IL !0115

February b, 1985

Kimberly=Clark Corporation
Lirector of Public Relatioms
North lake Street

Yeenah, ¥I 54956

Attention Director of Public Relationsi

1 zm a senior at Morthern Tllinels University in DeKalb zajoring Iin
Advertlsing. I am enrolled in the University Henor= Program, and as a
graduating senior, I am reguired to research in depth a topic relating
to my field of study.

For my asslgznpent, I am comducting some research irn the dispesable dizper
product category. I reed that Kimberly-Ulark's Huggies has been geining
market share from Procter & Gamble's Pampers and Luve disposable diapers.
To counterpunch this, BP&G 1s introducing superabsorbent Pampers. I am
interested In learning more about the sales of Huggles and how these
zales wiil be affected by PEG's improved dlaper product.

I need sone information concerning this product to he sent to me.
Any information about product benefits, advertising, marketing, ox’
medla objectives, and prometional material would ald me in my study.

1 would apprecilate if this request could be glven some immedlate attention
sintce my research time ls limifed. Thank you I'or your itlme and
cooperation.

Sincerely,

¥ary B. Bush




DeKalb, IL 60115
February 27, 1985

Benton & Bowles, Inc.
Director of Public Relations
909 Third Averie

Kew York, NY 10022

Attention Director of Public Relatlions:

T am a senlor at Northern Illineis University in DeKalb studylng
Advertising. T am enrolled in the Unlversity Honors Frogram, and as a
graduating senlor, I am required to resaarch in depth a topie relating
to my field of study.

In the December 12, 1684 1ssue of Advertlsing Age, I read an article
entitled "P&G pins strategy o super Pampers.” The article atated

that Procter & Gambls has developed superabsorbent Pampers to ecunterpunch
Kimberly-Clark's market-share advancemeni in the disposable diaper
category. The article interested me and I would like to learn more

about the merketing and advertising strategy Benten & Bowles will employ
io intreoduce superabsorbent Pampers for Procter & Gamble.

I need some infarmation from Benton & Bowles concerning thi= new product
and campaign tc be sent to me for my study. I am specifically interested
in any material that dissusses product benefits, and advertising,
rarketing, or medla objectives. I slse would like any promoticnal
raterial about previcus campaigns for Fampers.

I would appreciate if this Tequest could be given some lmmediate
attention since my research time is limiied. Thank you for your time
and cocperation.

Sincerely,

¥ary E. Bush



DeKalb, IL !01!5

February 27, 1985

Ogllvy & Mather, Inc,
Director of Public Relations
2 East 48th

Kew York, HY 10017

Attenticn Director of Publiec Helations:

T am a senjor at Northern F1lineis University in DeKalb ma jering in
Advertising. I am enrollied in the University Honors Program, and as a
gradvating senior, I am required to research in depth a topic relating
to my field of study.

For my assignmenit, I am conducting some research in the disposable diaper
product category. I read that Kimberly-Clark's Huggles has been galning
narket share from Frocter & Gamble's Pampers and Luvs disposable diapers.
To counterpunch this, P&G is introducing superabsorbent Fappers. I am
interested in learning more about the sales of Huggles and how these
sales will be affected by P&G's ilmproved dlaper product.

I need some information from Ogilvy & Mather concerning their Huggles'
account to be sent to me. Any informatieon relating to advertising and
media objectives and strategies from campalgns for Huggies would ald
me in my study. [ also would like any avallable promoticnal materlal
from campaigms for Huggies.

T would apprecizte 1f this request could be glven come immedinte attentjon
since my research time is limlted. Thank you for your time and
cooperation.

Sincerely,



Kimberly-Clark

February 1%, 1985

DeKalb, IL 60115

Dear Ms. Bush:

Thank you for your inguiry about Huggies disposable
diapers. Although we are not azble to provide the specific
information you requested, material in the encleosed
booklet, particularly pages 5-7, should be helpful in

your project.

Sincerely,

Ron Goudreau

Director, Public Relations Services

RG/mb

Enclosure




L

April 12, 1985

Ei Mari E. Bush
2Ka

Dear Ms. Bush:

Recantly your letter Lo Benton & Bowles, Inc. was forwarded te my attention
because your inguiry concerned our product, Pampers.

Although we appreciate your interest, we're unable to provide the type of
detailed information you requested about the introduction of new Pampers.
1 hope you'11 understand that details of our introduction would be of
cansiderable interest to aur competitors as well, and that we’re simply
unable to share such information with anyone outside of our Company.

I’m enclosing materials of a general nature. [ hope these will be of some
halp in preparing your paper.

Sincerely,

Wavee A L

Mayne A. Perin
Consultant, Consumer Services

WAP: jt








