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Award Designation and Category: SILVER Health & Personal Care 
 
Campaign Title: Downtherecare  
 
Year the campaign took place: 2019 
 

 
 

Brand: Cottonelle 
Creative Agency: FCB, Mindshare, Ketchum, DPP (Digital Prodigious 
Partnership)  
Media Company/Agency: n/a 
Research Company: n/a 
Additional Affiliated Companies: n/a 
 
 
Summary of the marketing challenge, methodology, insight 
discovered, creative execution and business impact. 
 
People don’t give much thought to which toilet paper they use, if they 
have something on the roll. Cottonelle was competing in a 
seemingly inconsequential category that we needed to make matter.   
  
Through a quantitative study, search insights and segmentation, we realized 
that while people might not care about toilet paper, they do care about 
taking care of their skin – and use regimen behavior to do so. We set out to 
create a new category: skincare for the skin ‘down there’.   
  
We behaved like a skincare brand, illuminating why ‘down there’ skin 
matters and showing how Cottonelle helps care for it through the first-ever 



 

     |  2021 ARF David Ogilvy Awards - Winning Case Summary 2 

intimate skin regimen of toilet paper and wipes together, delivering a 
refreshingly clean feeling.  To convince people it actually mattered, we  
 
highlighted, and targeted, consequential moments when how clean you feel 
‘down there’ impacts how confident you feel overall.  
  
In a habit-driven category where no brand stands 
out, downtherecare elevated Cottonelle from a commodity toilet paper brand 
to an intimate skincare brand, growing share, penetration, and equity, and 
ultimately moved people from just wiping to downtherecare-ing – treating 
the skin they don’t see like the skin they do.  
 
 
Consumer Insight  
 
People don’t care about toilet paper, but they do care about taking care of 
their skin – just not down there.  
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Marketing Challenge 
 
Who cares, as long as something is on the roll  
People place high value on having toilet paper, but little-to-no interest in 
which one.  When they run low, most people go to the store, and spend 30 
seconds or less choosing the seemingly least expensive option among two or 
three premium brands, because they don’t see a meaningful difference 
between them. It’s no wonder people don’t care – the commoditized 
category hasn’t given them any reason to. In fact, Private Label is larger 
than any single brand in the category.  
  
Between the premium-branded toilet paper players, Charmin continued its 
dominance in a category overrun by animated characters, coy language, and 
lots of ‘soft, strong & long’. Meanwhile Quilted Northern was telling people 
their toilet paper was ‘Designed to be Forgotten’. Cottonelle needed 
something disruptive to make choosing toilet paper more consequential.   
  
We needed to create a new behavior  
Additionally, leaning into wipes was our way to create distinction and unlock 
long term growth for the whole portfolio. While flushable wipes are a much 
smaller percentage of overall category sales (6% vs 94% toilet paper), it is a 
segment that is growing and in which Cottonelle is the branded leader. We 
saw an opportunity to leverage our relative leadership position and the 
benefit of wipes, alongside our premium toilet paper, to create a new 
standard of clean in the category -- ultimately increasing consideration and 
purchase of both Cottonelle toilet paper and wipes.  
  
We knew people’s toileting behaviors would not be easy to change: most 
people still wipe with toilet paper alone (88% of all occasions are toilet paper 
only). And frankly, people are dissatisfied with the experience: even when 
going at home, almost half of people claim not to feel completely clean  
– and it’s worse away from home (60% feel unclean). However, when 
flushable wipes are included (in just 12% of all toileting occasions), 
satisfaction dramatically increases by almost 70% in how clean people feel.  
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Our challenge was clear but ambitious: Transform the category  
In short, we needed to create meaningful distinction of Cottonelle and make 
the brand (and clean) important using the combination of toilet paper and 
wipes to change the way people think and behave, ultimately transforming 
the category.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

     |  2021 ARF David Ogilvy Awards - Winning Case Summary 5 

 
Methodology  
 
Redefining care in the category  
Our ambition was to change behavior and the way people think about the 
category, so we needed to uncover a way in that would get people to care. 
To start, we conducted an exhaustive consumer study among roughly 500 
people to better understand their attitudes and needs around toileting and 
intimate care. While most needs are around waste removal or odor control, 
we uncovered some surprising findings:  

• 91% of respondents considered toilet paper to play a role for 
caring for the intimate skin in their private areas  
• 75% believed that toilet paper has the ability to make you feel 
renewed  
• 91% considered their toileting behavior as a way they take care 
of themselves  

 
This made us start to consider if toilet paper and wipes were really 
commoditized paper products, or products that enabled self-care.   
  
Self-care was an exciting thought but it’s a big space. We needed to identify 
a role for Cottonelle within in. Through secondary research, we found that 
the growing skincare category not only continued to rapidly expand (56% 
growth since 2012), but it shared the behavior of adopting a multi-step 
regimen for face, hands and feet. We also conducted a cultural relevance 
exploration examining search trends and saw an explosion of interest 
in skincare and intimate care queries ranging from anti-aging to Brazilian 
waxes, while almost no one was searching for toilet paper. This got us 
thinking, if people are so interested in caring for their skin, why do they 
overlook their most sensitive skin ‘down there’?  
  
Shifting into skincare was going to require people to change their 
lifelong bathroom routines, so we needed to hone in on those that offered 
the best source of growth. We embarked on a large-scale segmentation 
study that spanned eight countries and featured over 3200 respondents in 
the U.S. alone. The goal was to identify those who already believed 
intimate care can go beyond basic hygiene - but were currently only using 
toilet paper. Beyond toileting behaviors, we found that this group also highly 
valued personal care overall. They have routines and rituals when it comes 
to caring for skin and appreciate the role that each product plays in the 
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experience. We knew if we could show them how much better their 
experience could be, they would be the most likely to convert. As important 
as it was to learn about this group, we also needed to find them. We enlisted 
our media agency early and often to ensure we could create proxies that 
would enable us to target our key segments in paid media.   
  
Execution is everything  
We were introducing the world to the idea of skincare for ‘down there’, so 
we couldn’t afford to get it wrong. We set up a range of transactional 
learning opportunities to inform concept development including message 
testing via Google AdWords, image optimization leveraging Pinterest, and 
comparison video testing using Real Eyes for tracking engagement of our 
new work against Charmin.   
  
Finally, we wanted to understand if the new idea could strengthen our 
premium position and increase positive perceptions of Cottonelle. We 
created a subliminal brand perception analysis using Airbnb listings and 
found that when provided the right context, the presence of Cottonelle 
created more value and carried a higher status.  
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Creative Execution 
 
Our big idea was ‘downtherecare’ -- creating a new category of skincare for 
the skin ‘down there’, featuring Cottonelle’s regimen of toilet paper 
plus flushable wipes.  
  
We started behaving like a skincare brand—repurposing familiar cues from 
the category and highlighting our premium ingredients, innovation, and 
regimen to show people how to care for the skin ‘down there’: We created 
the first-and-only ‘down there’ skincare regimen of Cottonelle Toilet Paper + 
Flushable Wipes. We liberated our toilet paper from its packaging and placed 
our products on a literal pedestal, surrounding them in bold colors and a 
fresh graphic world to make the brand feel premium.  We romanced our 
signature feature/innovation: Cottonelle’s CleaningRipples™, and made it 
integral to the story We elevated the benefit of the regimen way beyond just 
“soft, strong & long” to a “refreshingly clean feeling,” highlighting 
the cleansing power of water and using water as a metaphor to cue how our 
“refreshingly clean routine” will always leave you feeling your best.  
  
Leveraging our nearly $30 million media budget, we reflected on “moments 
of consequence”, the surprisingly obvious moments where it really does 
matter how clean you feel. We highlighted these occasions in every 
execution across TV, Online Video, Online Banners and Social. Some of these 
moments included working out, a hot date, dealing with summer heat, 
pregnancy, working hard/daily routine, and intimacy. In additional to broad 
reaching audiences, we also paid off these moments with our 1:1 audience 
and contextual-targeting strategy, reaching people based on their 
interests/passions, geo-targeting and life stage to deliver ‘personalized’ 
regimen messaging. We pushed against the category taboos, and spoke to 
adults like adults with an honest, witty and self-assured tone.  
  
We also worked with a mix of lifestyle influencers who would solidify 
Cottonelle’s credibility in the skincare and wellness space: Influencers in the 
areas of Self Care (Alivia D’Andrea), Health and Wellness (Marissa Rachel), 
Beauty and Skincare (Weylie Hoang, Kyle Kreiger), and Intimacy (Hayley 
Williams) shared their downtherecare routines across their social channels 
(YouTube, Instagram) through compelling, educational, and positive content 
showcasing the benefits of Cottonelle’s regimen in everyday life.  
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When making a brand transformation like downtherecare, we broke a lot of 
new ground.  For instance, we leveraged the cultural relevance of the peach 
as a metaphor within our communications.  What we didn't expect is that 
some of the TV networks would refuse to run our ads showing the peach.  As 
part of our full-on press to convince the networks to run our ads, we also 
launched the "Freedom of Peach" campaign to highlight how ridiculous it is 
in this day and age that showing a peach is NSF(Networks)."  
  
We also have expanded the impact of downtherecare by driving more 
inclusive acts, including our partnership with BLKHLTH and a program during 
Colon Cancer awareness month with "Good Down There" to get more African 
American men to do colorectal cancer screenings, as they are the largest 
group that is affected by this cancer type due to stigma around the 
screening process.  
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Business Results/Lessons Learned  
 
Downtherecare is changing the way people think about and use Cottonelle, 
contributing to a positive year unlike any other in terms of share growth, 
household penetration, and equity gains.    
  
We created distinction in a commoditized category, increasing our 
uniqueness by 16%, quadrupling our goal. Cottonelle’s growth in uniqueness 
not only outpaced Charmin, closing our gap with them, but it also outpaced 
99% of all brands in the database since Q1 2020.   
  
Downtherecare was nothing if it didn’t drive the business and drive it we 
did. We increased Cottonelle toilet paper penetration by 7MM households (up 
36%) and wipes by 2.5MM households (up 20.5%).  While we wanted to see 
increased purchase of any Cottonelle product, we were also aiming to 
increase purchase of toilet paper and wipes together, which we saw an 
increase of +0.5 pts from 18.7% to 19.2%, to indicate that people were 
taking away the benefit of the Cottonelle portfolio and that the 
downtherecare regimen was starting to take hold.  
  
When it comes to growth, stealing share is essential as even a small gain in 
toilet paper of 0.5% can equate to approximately $65MM. We increased 
share +0.7 pts in Cottonelle toilet paper in 2020, reversing several years of 
decline. Plus, we saw positive signs that wipes were following a similar 
trend.   
  
While the toilet paper category did see increased penetration overall due to 
COVID stockpiling, we got significantly more people trying Cottonelle than 
ever before – both dry toilet paper and wipes.  
  
Downtherecare also became part of the cultural conversation. Our influencer 
program drove extremely strong results: 29.2 million minutes of watch time 
on YouTube and 280K engagements, across 5.49 million total views 
(exceeding the guarantee by over 300%). This work resulted in an 
awareness lift of 40%, a consideration lift of 24% and a favorability lift of 
42%. We also achieved an additional 8.6MM total impressions from our 
macro and micro-influencers on Instagram. Cottonelle and downtherecare 
changed the commoditized game, we’re just getting started.  
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