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	1. FEBREZE
CAR
FIRE & WATER:  JACE ZHANG AND SEONGU KANG
 


	2. SEEKING DESTINATION
  


	3. Febreze Car.
ANALYSIS SOLUTION  IMPLEMENT ROADTRIP!
Customizability and variety
seasonal scents; odour challenges
Iconic, trusted brand
#1 air care brand in Canada
 


	4. opportunities
ANALYSIS SOLUTION IMPLEMENT  ROADTRIP!
potential destinations.
COVID-19
increased usage of car transportation
drive relevance in consumer lives
Increase Febreze Car awareness
 


	5. competitor analysis
ANALYSIS SOLUTION  IMPLEMENT ROADTRIP!
who else is on the road?
Little Tree
Air Wick
low prices & regarded as a fashion statement
claims to last 60 days (longevity)
 


	6. Febreze Car needs  strong
brand positioning to
engage consumers and
build relevance, while
leveraging Febreze’s
established equity so that
Febreze Car doesn’t go up
in smoke.
ANALYSIS SOLUTION IMPLEMENT ROADTRIP!
What's wrong with our car?
With our strategy, Febreze will see
an ROI of 61.75%.
 


	7. consumer profile
Spending more  time
in her car due to
COVID
Drives with
friends
Likes standing
out
Enjoys spending
time in her car
Concerned about
odours
ANALYSIS SOLUTION IMPLEMENT ROADTRIP!
our average driver.
Melanie, 28-38 years old
 


	8. 48% of milllennials  want a car that
reflects their personality
Millennials order more takeout and
spend disposable income
why Melanie?
80% of Canadian millennials own cars
Melanie has key characteristics for Febreze Car
ANALYSIS SOLUTION IMPLEMENT ROADTRIP!
1 out of 3 millennials want a car
that stands out
 


	9. consumer profile
ANALYSIS SOLUTION  IMPLEMENT ROADTRIP!
our working driver.
UberEats and Driver Dan
#1 Food and Drink
Delivery service globally
Goods-transportation
business grew 113%
Controls 29% of global food
delivery market
1/5 Canadians used a food
delivery service in
November 2020
 


	10. criteria.
ANALYSIS SOLUTION IMPLEMENT  ROADTRIP!
Brand Alignment
Loyalty
Brand Awareness
holistic and integratable
driving repeat purchases
engaging consumers and building relevance
 


	11. PACKING OUR BAGS
  


	12. ANALYSIS SOLUTION IMPLEMENT  ROADTRIP!
Business
to
Consumer
for our average drivers
 


	13. product
#febreasy bundles.
Fresh Vacation  Seasonal
ANALYSIS SOLUTION IMPLEMENT ROADTRIP!
Curated convenient bundles to build Febreze Car awareness
 


	14. video advertisement.
Build product  and brand awareness in a holistic view
promotion
ANALYSIS SOLUTION IMPLEMENT ROADTRIP!
Highlight relevance
Introduce Febreze Car as a
complement
Showcase a good deal
 


	15. Whether it's quarantining  at home, date night, picking up groceries,
getting takeout, Febreze makes it easy to live our lives. #febreasy
ANALYSIS SOLUTION IMPLEMENT ROADTRIP!
Sample video storyline
 


	16. promotion
social media attention.
ANALYSIS  SOLUTION IMPLEMENT ROADTRIP!
#febreasy
Drive awareness and bring customers to purchase
2.5M Impressions 1.5M Impressions TOTAL OVERALL
IMPRESSIONS
4M
CONVERSION TO
SALES
$700K
 


	17. place.
E-Commerce Retail
ANALYSIS SOLUTION  IMPLEMENT ROADTRIP!
Online retailers
Website
redevelopment
Air care aisles
Canada wide
Display
Amazon, Walmart, etc
Frontpage headline with "Find Retailers"
Aisle blades
Point-of-sale display -> impulse
Increase awareness and easily accessible to customers
 


	18. price.
IMPLEMENT
Bundle
Plug
$6.50 CAD
Good savings  to entice purchases from consumers
Plug+Candle+Car
ANALYSIS SOLUTION ROADTRIP!
Individual
Car
$3.50 CAD
Candle
$5.50 CAD $12.00
CAD
Total
$15.50 CAD
 


	19. Business
to
Business
for our working  drivers.
ANALYSIS SOLUTION IMPLEMENT ROADTRIP!
 


	20. "The smell made  me
SO HUNGRY"
"My husband
complains about the
smell when he goes
GROCERY
SHOPPING"
"The spicy noodle
smell HURT MY
STOMACH"
"No one wants to
RIDE IN MY CAR"
common driver complaints.
ANALYSIS SOLUTION IMPLEMENT ROADTRIP!
Opportunity for Febreze Car to combat these problems
 


	21. febreze x ubereats.
ANALYSIS  SOLUTION IMPLEMENT ROADTRIP!
Brand benefits for both Febreze and UberEats
Febreze UberEats
Brand awareness
i. UberEats driver market
ii. WOM to friends and family,
customers
iii. Sampling
Customer loyalty
i. Repeat purchases with discount
code
ii. Integrating multiple car occasions
Good PR
i. Shows that they care about their
drivers
Better reviews
i. Increased organizational loyalty
ii. Satisfaction from both drivers and
consumers
 


	22. SUBMIT:
NAME
ADDRESS
SCENT
CHOSEN
(3 OPTIONS)
REDEEM
REDEEM
Redeem your  FREE Febreze
Car air freshener.
Live your life #febreasy
ANALYSIS SOLUTION IMPLEMENT ROADTRIP!
Awareness Redeem Receive
UberEats driver's journey
 


	23. ITINERARY
  


	24. implementation
the complete schedule.
ANALYSIS  SOLUTION IMPLEMENT ROADTRIP!
Cost
~$93,750
Revenue Year 1:
~$709,500
 


	25. implementation
the complete schedule.
ANALYSIS  SOLUTION IMPLEMENT ROADTRIP!
Cost
~$1,250,000
Revenue Year 1:
~$1,715,000
 


	26. long-term plans
ANALYSIS SOLUTION  IMPLEMENT ROADTRIP!
here for the long road.
ANALYSIS SOLUTION IMPLEMENT ROADTRIP!
Reoccurring partnership
Increased UberEats drivers
Future customizability
Febreze x UberEats: Make it a tradition
Take-out market will grow
Receive feedback and build bundles
 


	27. SPEED BUMPS
  


	28. risks & mitigations
speed  bumps.
IMPACT PROBABILITY
RISK MITIGATION
MOD.
LOW.
LOW.
MOD.
Compelling bundles but
scents are unfavourable
Take-out market
uncertainty due to
COVID
Releasing feedback forms
Increase variability
Release new bundle
scents for customizability
Coordinate partnership time
UberEats will continue past
the pandemic
Long term coupon codes
ANALYSIS SOLUTION IMPLEMENT ROADTRIP!
ANALYSIS SOLUTION IMPLEMENT ROADTRIP!
 


	29. ROADTRIP!
  


	30. ROADTRIP!
  


	31. financials
trip expenses and  returns.
ANALYSIS SOLUTION IMPLEMENT ROADTRIP!
 


	32. financials
trip expenses and  returns.
ANALYSIS SOLUTION IMPLEMENT ROADTRIP!
$1.5M
NEW SALES
YEAR 1
$2.4M
TOTAL
BUDGET 61.75%
ROI YEAR 1
200k+
NEW PARTNER
CAPTURE
Overall returns in investment for Febreze Car
ROI
 


	33. Thanks for taking  this roadtrip with us!
Our Journey
Problem B2C Model B2B Model
Lack of brand
awareness and
position for
Febreze Car
Results
Bundling Febreze
products to
increase brand
relevance and
awareness of Car
#febreasy
Partnership with
UberEats to
increase repeat
purchases and
awareness
FIRE & WATER: JACE ZHANG AND SEONGU KANG
4.5M Impressions
~60% ROI
200K New capture
 


	34. sensitivity analysis.
  


	35. partnership revenue projections.
  


	36. cost breakdown.
  


	37. cost breakdown.
  


	38. 14 targeted Canadian  cities.
 


	39. ubereats driver reviews.
“I  love the money from UberEats but I hate the food smell afterwards and I’ve even
had customers mention it to me.”
http://ecodiscoveries.com/eco-friendly-green-cleaning-products-blog/hey-uber-
drivers-tired-of-ubereats-stinking-up-your-car-for-the-next-fare/
"The order consists of an exclusive truffle burger. The smell makes my stomach
scream for food. I am hungry, cold and in need of a toilet."
https://www.breakit.se/artikel/7599/i-spent-two-weeks-delivering-for-uber-eats-
and-made-4-4-per-hour
"According to a new survey from US Foods, about 28% of drivers admitted to taking
food from deliveries, which people place through apps like Uber Eats and
DoorDash. More than half said they were tempted by the smell of the food they
were charged with dropping off."
https://www.spokesman.com/stories/2019/jul/29/survey-more-than-1-in-4-
delivery-drivers-taste-the/
 


	40. thank you card  closeup.
 


	41. aisle blade mockup.
We  make it
easy for you.
#febreasy
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