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EXECUTIVE SUMMARY

Business Results Period (Consecutive Months): June 08 BJune 09 (12 months)
Start of Advertising/Communication Effort: June 08
Base Period for Comparison: 2007/2008 (before the launch)

We shall not cease fromexploration andthe end of all our exploring will
beto arrive where we started and know the place for thefirst time.

T. S Eliot.
a) Synopsis of the Case

Andso it waswith TYLENOL . A once mighty brand in theimmense OTC andgesics
market, TYLENOL had hit abunp intheroad. In 2007it had spent approximately a
decadetryingto stave off share declines that threatened its leadership for thefirst timein
20years. And whowould have suspected it? Sinceitslaund inthe 19505 andfor the
following 30years, TYLENOL grew to unseat #1 selling Aspirin andlead a crowded
and complicated segment. Even thetamperinginddent of 1982did nat permanently
damagethebrand. Y et now, nothing seemed to stem thelosses.

This case turnson thedifference between Brand Equity (which was healthy) and Brand
Communication (which was not). To deal with thiswe needed an idea tha would
leverage the brand® equity and unite the sub-brands unde oneplatformN an ideathat
would catapult usinto thefuture. Thiswe did, as the case explains Crossover Note 9.

b) Summary of Business Results

By theend of 2008,Adult TYLENOL was growing by 13% and a decade of share
declines were starting to reverse, from amog recent loss of - 0.2 pointsto agan of +0.6
points. Thesub-brands(as detailed later) were aso growing at doubke-digit rates.

SITUATION ANALYSIS
a) Overall Assessment

TYLENOL launched in Canadain the early 1950s at atimewhen Aspirin wasfar and
away theOTC branded leader. Madeof acetaminophen, TYLENOL was marketed asan
aternativeto ASA, whose leading brand was Aspirin. Over thenext 30years, TYLENOL
dowly but consstently stole share from Aspirin and in 1988took over at #1.

Throughoutmog of the90sTYLENOL commanded over 25% of the andgesics market
andwas a clear leader. In fact it was Canada best-selling brand in the entire OTC drug
marketN widdy recognized as oneof the mog truged and loved brandsin Canada This
reputation had not come withoutchdlenges, the mogt important beingthe TYLENOL
tamperinginddent of 1982 But TYLENOL G immediate and pro-active respon to the
inddent eventudly hdped to solidify TYLENOL asamegabrand.
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In theearly 90s while TYLENOL  was enjoying unprecedented success and Aspirin
continued to decline, ibuprofen arrived unde the brand name Advil. Throughoutthe 90s
and early 2000sAdvil ganed share - increasingly at TYLENOL @ expense. Advil was
advertised as more efficaciousthan TYLENOL and it was becoming synonynouswith
toughpain. It was feared tha history would repeat itself i.e. that jus as TYLENOL had
unseated Aspirin, so Advil mightunseat TYLENOL . Crossover Note 8.

TYLENOL @respon was to innovae with lineextensonsfor different types of pan
(including colds) and new mechanisms tha would ddiver the drug more quickly or
effectively. TYLENOL laundhed ove 30 skusfrom 2000to 2007,advertising each sub-
brand or pill with its own uniquebendfit. Fundional and disparate advertisngwas a
result, with little to no connection to themaster brand.

TYLENOL Rapid Release Gel Caps For Fad Pain Relief
TYLENOL Flu: Relief atthe Sped of Light

Children@ TYLENOL : Easy to Take, Easy to Give
TYLENOL 8 Hour: WorksasLongasYou Do

TYLENOL @ overall voicewaslog. A brand that used to comfort and re-assure had
become clinical, talking aboutthefundion of acetaminopher and new pill formats. After
decades of growth, TYLENOL  started to lose share. And it wasn®gradud. If declines
continued at the same rate, Advil would unseat TYLENOL in early 2009.Crossover
Note 16.
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b) Resulting Business Objective

Re-ignite TYLENOL with anew unified brand platform and an optimized portfolio
strategy to achieve +9% growth.

¢) Budget Range/Share of Voice
Over $5 million, naiond.

STRATEGY & INSIGHT
a) Analysis and Insight

We set outto definethe brand beyondits fundion. We needed to capture whéa
TYLENOL stoodforN its purpose, beief system and promise to consumers, regardless
of the benefit. But we hadn®spoken aboutthe brand in so long many questioned if
anything was left? Many bdieved tha the brand was dead to consumers and tha we had
ablank date to work with.

Wetalked to hundedsof TYLENOL , Advil and Private Labd users across Canada

We were shodked on a number of fronts. Firstly, despite years of fundiond advertising
no onementioned rapid release gd capsor EZ pillsor liquid gds. No onementioned any
attribute of our specially designed and advertised pills. Secondly, everyonegave
TYLENOL andits compditors (induding Private Labd) full credit to be ableto reduce
panN so there didn®seem any need to keep reinforcing the fact that we eliminae pan.
Lastly, and even more surprising, consumers talked aboutbrands in particular the
TYLENOL brandtha they knew andloved fromthe past.



TYLENOL Blatent equities, whos existence we had questioned, were impressive.
Crossover Note 2. They had been built over many years and were equdly strongamong
TYLENOL @3 consumers and competitive users. Consumers spokeof a brand that was
caring, protective, compassionae and trused Da leader Dalion tha doesn®need to roar,
but commands therespect that it deserves. And most surprisingly, while people did talk
aboutTYLENOL @ ability to reduce pain, mostly they talked abouthow TYLENOL
madethem fedl.

OTylenol isa great corrpanion in these harsh times.O
Afterwards everything looks easer and clear, happier and cheerful. Younger t00.0

OThereason | liketaking TYLENOL  is because it makes me feel happy and
confident my pain will begone.O

CE When | have a headache! fed lost and in a daze. When | take TYLENOL
| then fedl like 1@n found and | can see the way.O

And consumers articulated how much they had missed hearing a more human message.
Crossover Note 20. They had watched TYLENOL changeove thelast decade and they
didiked it.
OTYLENOL seems cold, distantE log touch with me, no sense of warmth.O
AtBall time-release andlightening boldsE my brandis warm andwelconing.O

Conaumers had a more emotiond connestion with TYLENOL  than we could have ever
hoped. Now we needed a modern and contemporary voice and ideafor thebrand. We
foundit in our conveasationswith consumers; Crossover Note 11.

Pain separates. Relief Unites.

Pain pourds pulses, thumpsand throbs It is universal. Everyonefedsit, butit®®
individud and unique At itsworst, it separates usfrom each other and from everything
tha we want to do or be But expressionsof relief are universal.

At gives me thefreedomto bewho | wantto beO
(Makes me less of an anxousperson, | wantto bea happyperson.O
CFedl calm. Fed conplete.O
QUntangles you and creates ease.O
QA green lightE to enjoy my dayO
CResting on calmwater, being still and getting foousO
This relief wasn®aboutthe absence of pan Dit was aboutwhat people could doas a

result of eliminating pain. Relief that Qjives me the freedomto bewho | want to beOor
relief that provides Ga green lightEt o enjoy my day.O



b) Communication Strategy

Nobodywas talking abouttheimpact of relief on people@ lives. TYLENOL" would do

jud tha:
Relief goes beyond pain relief, returns me to “who I am,”
“I feel myself,” “gives me back my life,” even “young again.”

So while Private Labd promised efficacy, and Advil promised a capecity to fundion, the
doorwas wideopen for TYLENOL to occupy the highe ground\l and which
TYLENOL" was uniqudy able to ownN the promise of enjoying life again. And all the
sub-brandscould ddiver onthisbigge idea; asinge Masterbrand idea for thefirst time
in amog 20 years.
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CREATIVE EXECUTION

TYLENOL . Get back to normal.....whatever your normal is.

No longer would each sub-brand spesk with apersondity and message that was ditinct from the
others. The brand would be united Band it would have some fun cdebrating our individudity as
people. And whilewe needed from a business perspective to spesk of individua sub-brands, the
messaging would be digned and TYLENOL @ voice would not be mistaken.

The campaign launched in June2008with the GGet Back to Normal Q30 television
commercia. Unlike the previousdecade of work, the new ad did nat focuson pan, or
product, but onthe more meaningful bendit of re-connecting you to you. Set to the song
"Jud Be Yourself" the creative showcased Canadians getting back to normal - whaever
thar nomal was. Mog importantly, the ad launched a campagn with space for
fundiond information, but this would notbethefocus Thenew platform would
permeate all communications



Once GBet Back to Normal Owas established, communicationsfor sub-brands (Rapid
Release Gel caps Cold, Arthritis, Children and Extra Strength) hit the market. For the
first timeinyears, al of TYLENOL had aunified look,tone and message

TV

Arthritis [

We extendal the campagn with OOH and In-Store. OOH was a massive indallation at
Yonge& Dunda Squaein Toronto. Conssting of four pands, themain board spoketo
thepan of headaches usng awrecking bdl. Next to this, atri-vison boad showed ouwr
character in variousstates of relief and getting back to nomal. Another board was a giant
produd shot of the Extra Strength TYLENOL battle. Andfindly, to make the
ingallation even more dynamic, a giant video display continuousy aired our commercial.

In print, we used the magazine staples to show headache pan. In-Store showed various
ways Canadians were getting back to nomal, and reinforced the brand by creating
produd displays with theentire TYLENOL family of sub-brandstogeher.

OOH In-Store

TYLENOL
mal

Get hack to nom




Magazine

MEDIA EXECUTION

GGet Back to Normal OEquity TV launched in English and French Canada, and continues
today. Thesub-brand TV executionswererotated into the TV buy (Arthritis for
November 2008- April 2009,Rapid Release Gels for September 2008 March 2009.
The3-D OOH QNrecking BallOcreative appeared in prominent downtown locations
November - December 2008

BUSINESS RESULTS

¥ The2008obijective of +9% was over-achieved, with growth at 13%
¥ Dollar share reversed, going from- 0.6 pointsto + 0.2 points
¥ TYLENOL Arthritisgrew +24% in $ volume and +33% in tonnaye

TYLENOL ARTHRITIS”

Source:ACNielsen Market Track, NATXNFLDGB +DR +MM,
Periods endingJuly5, 2008 and July4, 2009
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¥ TYLENOL Rapid Release grew +22%in $ volume and +43%in tonnaye
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¥ Attheendof 2008TYLENOL widened its tonnaye growth vs. Advil

- : e Widered Gap e, Al

74 | —o—TYLENCL
g —a— DML

?’ p

5 . 5 .

Jan Feb Mar  Suxil Mangune My Aug Sept O Od Nov Dec
. >

NEW CAMPAIGHN OHN AIR
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¥ Thecampagn continues to outpace the category and Aduvil

Tonn Vol % Chg $ Vol % Chg

Latest Latest Latest Latest Latest Latest
4 \Wks 12Wks | 52Wks | 4Wks | 12 Wks | 52 Wks

Total Adult Headache Reme 2% 1% 0% 5% 5% 3%

Total Advil
Total Motrin 1% -3% 2% 5% 2% 8%
Total Bayer Aspirin 4% -4% -4% 1% -3% 11%

Source: AC Nielsen Market Track, GB+DR+MM, Period Ending July 2009
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CAUSE & EFFECT BETWEEN ADVERTISING AND RESULTS

1. There were no significant changes in distribution, promotion or pricing during the
campagn. Media spend was also not afactor:

¥ TYLENOL SOV level wasthesame asin the previousyear

¥ Advil@ SOV aso remained congant in 2008vs. 2007

¥ TYLENOL andAdvil® had equd SOV, and both used TV- heavy media
(average 96% of mediaspendonTV)

2007-2008 SOV Chart
Source: AC Nielsen Ad Expenditure 20072008

2007 2008

—_— advil 39% 0%
Tylenaol 39% 39%
Bayer Aspirin 9% %
Robax 11% 11%

— Other - 2% 4%

2. In ad pre-testing, the G5et Back to Normal Qideawas a motivating propostion for
conaumers. Whereas sub-brand ads once struggled to pass John®n and Johnsn hurdles,
all adstested unde GGet Back to Normal Qover-ddivered all hurdles, and scored in the
top percentile of al adsin thel PSOS daabase. Some resultsindude

Persuason Purchase I ntent +25 points vs norm

Postive Opinion +17 points
Breakthrough UniguelL ook & Feel +26 points

Held Attention +26 points
Likeability & Overall Podtive Reaction +31 points
Engagement

Enjoy Watching +35 points

Enjoy Watching more than once | +35 points

Interesting +31 points

ThelpsosAdlab results also showed the brand idea was highly intrusve, ownable, and
enabled each sub-brand to communicate its uniqueselling propostion while promoting a
congstent brand experience across thefranchise. And for thefirst time ever, all sub-brand
advertising over-achieved John®n & Johnon pre-test hurdles:

3. A direct correlation can be made between when the campaign was in market and the

brand@ busness success. Clear spikes occur when the GGet Back to Normal Ocampaign
laundhed (equity TV) and with the secondwave of creative (equity OOH and sub-brand
TV). Sugdained growth after each spike was also greater than pre-campagnlevels.
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This correlation is further suppoted by TYLENOL @ core sub-brand growth unde the
umbrella campagn Brevealing volume gan as a clear respong to our advertising
activity, alongwith sugained brand growth despite dropping the GRP levels:

TYLENOL® Rapid Release Gel Tonnage Volume % Change and GRPs
Source: AC Nielsen Market Track, All Channd
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