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Introduction:

Our team studied the dishwashing products market in the United States, focusing on “Dawn Hand Renewal with Olay Beauty”, a hand dishwashing liquid created by Procter & Gamble in 1973. Today P&G markets 12 different kinds of dish detergents under the Dawn brand name.  In this report, for brevity, we will refer to “Dawn Hand Renewal with Olay Beauty” as “Dawn” and Procter & Gamble as “P&G”.

Dawn Television Commercial:

P&G advertised Dawn on television in 2010. YouTube.Com carries the commercial: http://www.youtube.com/watch?v=oip36NSwQXc .

Target Market:

Based on the commercial, newspaper advertisements, the website, and the positioning of Dawn in comparison to competing products, we contend that P&G uses Dawn to appeal to a distinct target market:  Women over the age of 15 that are interested in beauty and skin care.  These women see dishwashing as a chore that contributes to dry, cracked hands (especially in colder parts of the country). They want a dish detergent solution that softens and moisturizes their hands instead of leaving their hands dry and chapped, as many basic dish detergents do.  They do not mind paying more for their product in comparison to less expensive brands that are good at washing dishes but bad at moisturizing their skin.

Organization of this Report:

In this report, we will discuss Dawn in the context of five broad topics:

1. The Dish Detergent Product Market

2. The Target Market 

3. Manufacturers’ Key Communications to the Target

4. Competing Products and Competitors’ Communications

5. The Marketing Mix for Dawn  

6. Summary

1. The Dish Detergent Product Market

Dawn has many competitors in the dish detergent market.  Numerous manufacturers make hand dishwashing liquids.  A few manufacturers such as Colgate-Palmolive, Clorox, and P&G dominate the market, producing several brands focusing on different target markets.  There are a few specialty brands, especially those that focus on “green products” by companies such as Seventh Generation. In a recent visit to the Potrero Hill Safeway in San Francisco, we found more than 33 different kinds of hand dishwashing liquids by 6 different companies, ranging from small 10 oz. bottles to 29 ounces.  Some focused on grease cutting or value/low-price, and others focused on their moisturizing properties.  

In 2005, US households bought over $1.2 Billion of hand dishwashing liquid. (http://www.researchandmarkets.com/reportinfo.asp?rfm=rss&report_id=1082484) 

They served 6.8 meals per week at home, and the used some hand dishwashing liquid after nearly every meal, even in the 60% of households that have automatic dishwashers. (Kuo-Yann Li, ed., “Liquid Detergents”, 2005).

At the Safeway, Dawn was priced at $3.99 for a 19-oz bottle ($0.21/oz), higher than most competitors.  We found it on sale, however, in some stores at $2.99 ($0.13/oz) for purchases of two bottles or more, indicating some appeal to price sensitivity.  A relatively inexpensive competing hand dishwashing liquid was Safeway Select Ultra Dish Liquid – 28 ounces for $2.99 ($0.10/oz), on sale for $2.49, or 3 or more bottles for $1.49 ($0.05/oz) each.   

The principal ingredients in hand dishwashing liquids are inexpensive and differ little among competitors (Kuo-Yann Li, ed., “Liquid Detergents”, CRC Press, 2006).  Ingredients in Dawn:

· Sodium lauryl sulfate or sodium laureth sulfate:  surfactant to loosen dirt.

· Dimethyl amine oxide or other amines and amides: Foaming agents.

· Salts:  Viscosity control.

· Numerous minor ingredients, such as fragrance and color.

Dawn ingredients that differentiate it from competitors are:

1. Polypropylene Glycol:  a skin softener and lubricant used widely in cosmetics and in many Olay products. (http://www.olay.com/products/analyzer.jsp?anal.ingred=propylene.glycol&showprod=yes ).

2. Vitamin E:  Known to help heal and condition the skin (http://www.pg.com/productsafety/ingredients/household_care/dish_washing/Dawn/Dawn_Hand_Renewal_with_Olay_Beauty_Pomegranate_&_Splash.pdf).

2.  The Target Market

The television commercial shows an attractive young woman washing a salad plate by hand at a sink. Her hair is tied or pinned up.  A pair of rubber gloves lies on the counter adjacent to the sink. The sink is located next to a floor-to-ceiling window.  Outside the window, we see a winter scene of evergreens piled with snow. The advertisement shows no other people, focusing on her.  She washes the dish slowly and admires it.  Then she massages her hands and admires them while looking out the window.  The entire scene evokes a perfect picture of the target market -- attractive women can get the job of washing the dishes done, all the while protecting and even moisturizing their hands while getting the dishes squeaky clean.

P&G’s target market is large - in 2010, there are about 137 million women over the age of 15 in the United States and 2,593 million in the world. (United Nations, http://esa.un.org/unpd/wpp2008 )

We believe these characteristics are part of P&G’s target market definition:

1. Women

2. Age over 15

3. Chooses to wash some or all her dishes by hand

4. Concerned about personal beauty

5. Has high regard for P&G’s Olay-branded cosmetic products

3.  Manufacturer’s Key Communications to the Target Market

P&G’s message is: 

1. Use dawn in cold weather:  “When the forecast calls for winter hands, reach for Dawn...” 

2. Use Dawn to make your hands more beautiful: “So smooth, so soft,” “Improves the look and feel of hands in 5 uses.” 

3. “Technical information” on how Dawn works:  “Goes beyond dishwashing to help your hands seal in moisture while you do the dishes.” 
4. On the Package: “TOUGH CLEANING POWER OF DAWN” and “IMPROVES THE LOOK AND FEEL OF HANDS IN 5 USES”.
5. They don’t say you wash dishes with it:  “Goes beyond dishwashing...” and “Dawn does more so it's not a chore.” And “...with Olay Beauty” 
4. Competitors’ Communications

Dawn’s emphasis on its moisturizing properties differentiates it from competitors. A few competitor communications are presented below.

· Joy: "Powerful cleaning"

· Palmolive: "Tough on Grease, Soft on Hands"

· GreenWorks: "Natural"

· Ajax: "Super Degreaser"

5. The Marketing Mix for Dawn

1. Product:  Mature staple, sometimes an impulse purchase.

2. Price:  Premium, compared with close competitors.

3. Place:  In the household items aisle at grocery stores.

4. Promotion:  Advertising emphasizes customer’s beauty.  We find stores use promotional pricing and coupons.

6. Summary

Dawn Hand Renewal with Olay Beauty is a differentiated hand dishwashing product in a crowded and mature market experiencing little growth.  Performing the basic task of cleaning, much like its many competitors, Dawn differentiates itself by offering beauty and gentle skin care to its customers with a special blend of ingredients and messages to the target.  The target customers are women over the age of 15 that are concerned with their appearance and the health of their skin.  Dawn is relatively more expensive for its product segment.  The target market has some price sensitivity, but she will pay the price for the value provided.  For such a low-cost good, the price premium is negligible to the target market for the incremental cost (about $1.00, or 25% more than the general dishwashing liquids).
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