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Campaign Title: United We Grill  Brand: Kingsford Charcoal  Company(s) Involved: The Clorox Company  Category: Cross-Platform     Summary 
 
Grilling has been a unifying cultural force since the dawn of time; bringing family and 
friends together over good food. However, traditional face-to-face gatherings have been 
threatened by the cultural shift of what constitutes ‘social time.’ Kingsford addressed this 
cultural shift by highlighting the social benefits of gathering friends and family around the 
grill. We leveraged insights with both our General Market and Hispanic target consumers 
(The Everyday Grillers) that highlighted the lure of the flame. We know the "EG" believes 
wholeheartedly in the notion that “everything is better together,” so we seized the 
opportunity to reinforce the notion of togetherness, the old-fashioned way. Once the flame 
is lit, no one can resist gathering around it. Our research uncovered the fact that the sights, 
sounds, and smells of Kingsford charcoal are a magnet for bringing people together. 
Business impact far exceeded expectations with dollar sales up +6% vs. YA and a 30% 
increase in marketing efficiency. 
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   Marketing Challenge 
 
People are so consumed with being digitally connected that they are spending less ‘real’ 
time with their friends and family.  Studies have shown that “electronic devices have 
negative effects on closeness, connection, and conversation quality, especially notable 
when individuals are engaging in personally meaningful topics.”  As grilling is dependent 
on people coming together, our business was being threatened.  The tipping point came in 
2013 when we realized we needed a long term demand strategy to reinvigorate topline 
growth.   It was time to do something to bring grillers back to the kettle. 
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  Methodology 
 
Our methodology was four-fold.  We started with a large scale Grilling Category 
Segmentation Study, among both GM and Hispanic consumers for a Total Market View.  
Once our “Everyday Griller” segment was identified, we conducted a robust in-home 
ethnographies and shop-alongs to understand his most important grilling attitudes, 
behaviors and motivations.  We focused first on developing relevant Spanish language 
copy leveraging the new insights.  In ThinkNow Copy Testing, the social aspect of grilling 
was tested.  Finally, we conducted ASI copy testing of the social grilling idea which led to 
refinements and ultimately the launch of a comprehensive Social Grilling program – now 
for the Total Market.   
Important insights leveraged from each piece of work: 

1. Segmentation:  The Everyday Griller is an experienced, experimental and 
passionate griller who enjoys socializing with family and friends around grilled food.   

2. Everyday Griller Ethnographies:  He believes that everything he does is better when 
shared with family and friends – people are his center.   

3. Think Now Copy Testing:  The focus on social aspects of grilling (enveloped in the 
sensory aspects) drove strong interest and strong market performance, including a 
10% efficiency increase 

ASI Copy Testing:   The idea of social grilling is enjoyable, believable, and personally 
resonates with Charcoal grillers.   
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    Creative Execution 
 
Our creative idea:  Grilling isn’t just cooking – the sights, sounds and smells of charcoal 
are a magnet that brings everyone together.  We ignited the flame across the many 
screens that had originally pulled our consumers from us in order to draw them back to 
the grill.  The TV spot shows this literally – people from all over the country gathering 
‘round a grill for the ultimate social get-together.  In targeted banners, we attach the 
notion of gathering around a grill to specific occasions – the long weekends of the summer 
holidays as well as other occasions when there’s a reason to get together.  In social 
media, we promoted tips prior to key holidays. All the work drove to a revamped 
Kingsford.com, where grillers can up their game even more with new tips and recipes.  
With just a grill and KFD charcoal, the site provides all the wisdom required to achieve 
grilling greatness.  Our media buy enabled unique layers of reach.  1) Broader reach using 
lifestyle-targeted videos; 2) Time-based digital focused on Thurs-Sun high impact units to 
remind him to grill when most relevant; 3) Weather-based digital reminded him of days 
that were perfect to fire up the grill.  Given our total market approach, we leaned into 
mobile where we knew our “EG” would be spending time, particularly Hispanics and 
Millennials.  Our goal throughout was to remind him to close the laptop/shut off the phone 
in order to bring everyone together. 
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 Business Results 
 
The campaign exceeded expectations on every metric.   
 
Goal #1:  Increase dollar sales per buyer and product trips per buyer by .5% vs. YA 
Result #1:  Dollar sales per buyer grew +6% and trips were buyer +4%   
 
Goal #2: Increase dollar sales by 2% vs. YA 
Result #2:  Dollar sales grew +5%  
 
Goal #3:  Increase dollar share by 1% vs. YA 
Result #3:   Dollar share grew 1.5%  
Source:  IRI Panel, 26WE 10/4/15 vs. YA 
 
Marketing efficiencies were also very strong, with a 30% increase in efficiencies vs. prior 
year among General Market and a 10% increase in efficiencies vs. prior year for the 
Hispanic Market.  
 
   


