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EXECUTIVE SUMMARY 

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

We shall not cease from exploration and the end of all our exploring will 
be to arrive where we started and know the place for the first time. 

 

                                           T. S. Eliot. 
a) Synopsis of the Case 
And so it was with TYLENOL¨ .  A once mighty brand in the immense OTC analgesics 
market, TYLENOL¨  had hit a bump in the road. In 2007 it had spent approximately a 
decade trying to stave off share declines that threatened its leadership for the first time in 
20 years. And who would have suspected it?  Since its launch in the 1950s, and for the 
following 30 years, TYLENOL¨  grew to unseat #1 selling Aspirin and lead a crowded 
and complicated segment. Even the tampering incident of 1982 did not permanently 
damage the brand. Yet now, nothing seemed to stem the losses.  
 
This case turns on the difference between Brand Equity (which was healthy) and Brand 
Communication (which was not). To deal with this we needed an idea that would 
leverage the brandÕs equity and unite the sub-brands under one platformÑ an idea that 
would catapult us into the future. This we did, as the case explains. Crossover Note 9. 
 
b) Summary of Business Results 
By the end of 2008, Adult TYLENOL¨  was growing by 13%, and a decade of share 
declines were starting to reverse, from a most recent loss of - 0.2 points to a gain of +0.6 
points. The sub-brands (as detailed later) were also growing at double-digit rates.   

 
SITUATION ANALYSIS 
a) Overall Assessment 
TYLENOL¨  launched in Canada in the early 1950s, at a time when Aspirin was far and 
away the OTC branded leader. Made of acetaminophen, TYLENOL¨  was marketed as an 
alternative to ASA, whose leading brand was Aspirin. Over the next 30 years, TYLENOL¨  
slowly but consistently stole share from Aspirin and in 1988 took over at #1.   
 
Throughout most of the 90s TYLENOL¨  commanded over 25% of the analgesics market 
and was a clear leader. In fact it was CanadaÕs best-selling brand in the entire OTC drug 
marketÑ widely recognized as one of the most trusted and loved brands in Canada. This 
reputation had not come without challenges; the most important being the TYLENOL¨  
tampering incident of 1982. But TYLENOL¨ Õs immediate and pro-active response to the 
incident eventually helped to solidify TYLENOL¨  as a mega brand.  
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Tylenol¨  Historical Tonnage Share 
Source: ACN National F+D+M to August 2007 

 

 
 
In the early 90s, while TYLENOL¨  was enjoying unprecedented success and Aspirin 
continued to decline, ibuprofen arrived under the brand name Advil. Throughout the 90s 
and early 2000s Advil gained share - increasingly at TYLENOL¨ Õs expense.  Advil was 
advertised as more efficacious than TYLENOL¨  and it was becoming synonymous with 
tough pain. It was feared that history would repeat itself i.e. that just as TYLENOL¨  had 
unseated Aspirin, so Advil might unseat TYLENOL¨ . Crossover Note 8. 
 
TYLENOL¨ Õs response was to innovate with line extensions for different types of pain 
(including colds) and new mechanisms that would deliver the drug more quickly or 
effectively. TYLENOL¨  launched over 30 skus from 2000 to 2007, advertising each sub-
brand or pill with its own unique benefit. Functional and disparate advertising was a 
result, with little to no connection to the master brand.   
 

TYLENOL¨  Rapid Release Gel Caps: For Fast Pain Relief 
TYLENOL¨  Flu:  Relief at the Speed of Light 
ChildrenÕs TYLENOL¨ : Easy to Take, Easy to Give 
TYLENOL¨  8 Hour: Works as Long as You Do 

 
TYLENOL¨ Õs overall voice was lost. A brand that used to comfort and re-assure had 
become clinical, talking about the function of acetaminophen and new pill formats. After 
decades of growth, TYLENOL¨  started to lose share. And it wasnÕt gradual. If declines 
continued at the same rate, Advil would unseat TYLENOL¨  in early 2009. Crossover 
Note 16. 



 4 

Tylenol¨  Historical Tonnage Share 
Source: ACN National F+D+M to August 2007 

 

 
 
b) Resulting Business Objective 
Re-ignite TYLENOL¨  with a new unified brand platform and an optimized portfolio 
strategy to achieve +9% growth. 
 
c)  Budget Range/Share of Voice 

Over $5 million, national. 
 
 
STRATEGY & INSIGHT 
 

a) Analysis and Insight 
We set out to define the brand beyond its function. We needed to capture what 
TYLENOL¨  stood forÑ its purpose, belief system and promise to consumers, regardless 
of the benefit. But we hadnÕt spoken about the brand in so long, many questioned if 
anything was left? Many believed that the brand was dead to consumers and that we had 
a blank slate to work with.  
 
We talked to hundreds of TYLENOL¨ , Advil and Private Label users across Canada.  
We were shocked on a number of fronts. Firstly, despite years of functional advertising 
no one mentioned rapid release gel caps or EZ pills or liquid gels. No one mentioned any 
attribute of our specially designed and advertised pills. Secondly, everyone gave 
TYLENOL¨  and its competitors (including Private Label) full credit to be able to reduce 
painÑ so there didnÕt seem any need to keep reinforcing the fact that we eliminate pain. 
Lastly, and even more surprising, consumers talked about brands, in particular the 
TYLENOL¨  brand that they knew and loved from the past.  
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TYLENOL¨ Õs latent equities, whose existence we had questioned, were impressive. 
Crossover Note 2. They had been built over many years and were equally strong among 
TYLENOL¨ Õs consumers and competitive users. Consumers spoke of a brand that was 
caring, protective, compassionate and trusted Ð a leader Ð a lion that doesnÕt need to roar, 
but commands the respect that it deserves. And most surprisingly, while people did talk 
about TYLENOL¨ Õs ability to reduce pain, mostly they talked about how TYLENOL¨  
made them feel. 
 

ÒTylenol is a great companion in these harsh times.Ó  

ÒAfterwards, everything looks easier and clear, happier and cheerful. Younger too.Ó 

ÒThe reason I like taking TYLENOL¨  is because it makes me feel happy and 
confident my pain will be gone.Ó 

ÒÉ When I have a headache I feel lost and in a daze. When I take TYLENOL¨ , 
I then feel like IÕm found and I can see the way.Ó 

 
And consumers articulated how much they had missed hearing a more human message.  
Crossover Note 20. They had watched TYLENOL¨  change over the last decade and they 
disliked it. 
 

ÒTYLENOL¨  seems cold, distantÉ lost touch with me, no sense of warmth.Ó 

ÒItÕs all time-release and lightening boldsÉ my brand is warm and welcoming.Ó 
 
Consumers had a more emotional connection with TYLENOL¨  than we could have ever 
hoped. Now we needed a modern and contemporary voice and idea for the brand. We 
found it in our conversations with consumers: Crossover Note 11. 
 

Pain separates. Relief Unites. 
 
Pain pounds, pulses, thumps and throbs. It is universal. Everyone feels it, but itÕs 
individual and unique.  At its worst, it separates us from each other and from everything 
that we want to do or be. But expressions of relief are universal.  

 
ÒIt gives me the freedom to be who I want to be.Ó 

ÒMakes me less of an anxious person, I want to be a happy person.Ó 

ÒFeel calm. Feel complete.Ó 

ÒUntangles you and creates ease.Ó 

ÒA green lightÉ  to enjoy my da.yÓ 

ÒResting on calm water, being still and getting focus.Ó 
 

This relief wasnÕt about the absence of pain Ð it was about what people could do as a 
result of eliminating pain. Relief that Ògives me the freedom to be who I want to beÓ or 
relief that provides Òa green lightÉt o enjoy my day.Ó  
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b) Communication Strategy 
Nobody was talking about the impact of relief on peopleÕs lives.  TYLENOL¨ would do 
just that: 

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 Label promised efficacy, and Advil promised a capacity to function, the 
door was wide open for TYLENOL¨  to occupy the higher groundÑ and which 
TYLENOL¨  was uniquely able to ownÑ the promise of enjoying life again. And all the 
sub-brands could deliver on this bigger idea; a single Masterbrand idea for the first time 
in almost 20 years.  
 

 
 
 
CREATIVE EXECUTION 

    TYLENOL¨ .  Get back to normal…..whatever your normal is. 
 
No longer would each sub-brand speak with a personality and message that was distinct from the 
others. The brand would be united Ð and it would have some fun celebrating our individuality as 
people. And while we needed from a business perspective to speak of individual sub-brands, the 
messaging would be aligned and TYLENOL¨ Õs voice would not be mistaken. 
 
The campaign launched in June 2008 with the ÒGet Back to NormalÓ:30 television 
commercial. Unlike the previous decade of work, the new ad did not focus on pain, or 
product, but on the more meaningful benefit of re-connecting you to you. Set to the song 
"Just Be Yourself" the creative showcased Canadians getting back to normal - whatever 
their normal was. Most importantly, the ad launched a campaign with space for 
functional information, but this would not be the focus. The new platform would 
permeate all communications. 
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Once ÒGet Back to NormalÓ was established, communications for sub-brands (Rapid 
Release Gel caps, Cold, Arthritis, Children and Extra Strength) hit the market.  For the 
first time in years, all of TYLENOL¨  had a unified look, tone, and message.   
 

TV 
 

Arthritis      RRG  
 

Equity   
 
We extended the campaign with OOH and In-Store. OOH was a massive installation at 
Yonge & Dundas Square in Toronto.  Consisting of four panels, the main board spoke to 
the pain of headaches using a wrecking ball. Next to this, a tri-vision board showed our 
character in various states of relief and getting back to normal. Another board was a giant 
product shot of the Extra Strength TYLENOL¨  bottle. And finally, to make the 
installation even more dynamic, a giant video display continuously aired our commercial.   
 
In print, we used the magazine staples to show headache pain.  In-Store showed various 
ways Canadians were getting back to normal, and reinforced the brand by creating 
product displays with the entire TYLENOL¨   family of sub-brands together. 
 
         OOH                       In-Store 
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Magazine 
 

 
 
 
MEDIA EXECUTION 

ÒGet Back to NormalÓ Equity TV launched in English and French Canada, and continues 
today. The sub-brand TV executions were rotated into the TV buy (Arthritis for 
November 2008 - April 2009, Rapid Release Gels for September 2008-March 2009).  
The 3-D OOH ÒWrecking BallÓ creative appeared in prominent downtown locations 
November - December 2008. 
  
 
BUSINESS RESULTS 

¥ The 2008 objective of +9% was over-achieved, with growth at 13%  
¥ Dollar share reversed, going from - 0.6 points to + 0.2 points 
¥ TYLENOL¨  Arthritis grew +24% in $ volume and +33% in tonnage   

 
TYLENOL ARTHRITIS¨

Source: AC Nielsen Market Track, NAT XNFLD GB +DR +MM, 
Periods ending July 5, 2008 and July 4, 2009
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¥ TYLENOL¨  Rapid Release grew +22% in $ volume and +43% in tonnage  
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¥ At the end of 2008 TYLENOL¨   widened its tonnage growth vs. Advil  
 

 
 

Source: AC Nielsen Market Track, NAT XNFLD GB +DR +MM, Period ending Dec 20 
 

¥ The campaign continues to outpace the category and Advil 
  

 Tonn Vol % Chg $ Vol % Chg 

  
Latest      
4 Wks 

Latest     
12 Wks 

Latest     
52 Wks 

Latest     
4 Wks 

Latest      
12 Wks 

Latest     
52 Wks 

Total Adult Headache Remedy 2% 1% 0% 5% 5% 3% 
Total Tylenol® non 
codeine(adult) 10% 7% 7% 10% 7% 4% 

Tylenol¨   Arthritis 25% 35% 26% 21% 30% 18% 
Rapid Release Gelcaps 53% 41% 38% 28% 20% 18% 

Total Advil -2% -2% 0% 0% 1% 2% 
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 
campaign. Media spend was also not a factor: 
 

¥ TYLENOL¨ Õs SOV level was the same as in the previous year 
¥ AdvilÕs SOV also remained constant in 2008 vs. 2007 
¥ TYLENOL¨   and AdvilÕs had equal SOV, and both used TV- heavy media 

(average 96% of media spend on TV)  
  

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

 
 
2. In ad pre-testing, the ÒGet Back to NormalÓ idea was a motivating proposition for 
consumers. Whereas sub-brand ads once struggled to pass Johnson and Johnson hurdles, 
all ads tested under ÒGet Back to NormalÓ over-delivered all hurdles, and scored in the 
top percentile of all ads in the IPSOS database. Some results include: 

 
Persuasion Purchase Intent +25 points vs norm 
 Positive Opinion +17 points 
   
Breakthrough Unique Look & Feel +26 points 
 Held Attention +26 points 
   
Likeability & 
Engagement 

Overall Positive Reaction +31 points 

 Enjoy Watching +35 points 
 Enjoy Watching more than once +35 points 
 Interesting +31 points 

 
 

The Ipsos-Adlab results also showed the brand idea was highly intrusive, ownable, and 
enabled each sub-brand to communicate its unique selling proposition while promoting a 
consistent brand experience across the franchise. And for the first time ever, all sub-brand 
advertising over-achieved Johnson & Johnson pre-test hurdles: 
 
3. A direct correlation can be made between when the campaign was in market and the 
brandÕs business success. Clear spikes occur when the ÒGet Back to NormalÓ campaign 
launched (equity TV) and with the second wave of creative (equity OOH and sub-brand 
TV). Sustained growth after each spike was also greater than pre-campaign levels. 
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This correlation is further supported by TYLENOL¨ Õs core sub-brand growth under the 
umbrella campaign Ð revealing volume gain as a clear response to our advertising 
activity, along with sustained brand growth despite dropping the GRP levels: 

 
TYLENOL®  Rapid Release Gel Tonnage Volume % Change and GRPs 

Source: AC Nielsen Market Track, All Channel 
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