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CALL-FOR-PROPOSAL SUMMARY

COMFORT vs. BAD SMELLS!

Comfort Fabric Conditioner is seeking engaging content (video, audio, games, apps) which can
showcase the benefits of using Comfort to beat bad smells.

The brand seeks to drive awareness through South East Asia, that only Comfort Fabric
Conditioner can keep your clothes fresh and protected even in the 5 toughest smelliest situations
e.g. food court smells (oily foods - sambal/wok smells, durian etc), cigarette smoke, pollution,
sweat & musty smells.

BACKGROUND

UNDERSTANDING THE BRAND

Launched in the UK in 1969, Comfort is the world’s first and leading fabric conditioner. It's a
product used after washing clothes with detergent to leave clothes fragrant and extra soft.
Throughout the years using Comfort in the laundry has been seen as sign of ‘mums extra dose of
love’ by the action being an additional step in the laundry and a way a mum can show extra care
for the family’s clothes.




Reasons To Believe
@ Five decades of heritage in fabric conditioning,
¥ A leader in global markets,

@ Comfort is the dose of sensorial pleasure that reminds
the familly how loved they are through clothes that look,
smell & fee! great.

W Superior product delivery as shown in blind tests versus
the competition.

Benefits

1 feel like 3 great mum by reminding my family how
loved they are everyday throsgh dothes that smell,
feel and look their best. Comfort helps me do this
by delivering, @ the longest lasting freshness

¥ gorgeous fragrances @ and unbeatable softness.

As a mum, | often feel that however hard | try,
I could probably still be doing it better.
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in their desire to do the best for their family. They love being at the heart of
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_  Values & Beliefs

dose of

An extra

mums, are united

At Comfort we understand that modern parenting is

fraught with tough cholces. But we believe that no matter

what choices you make as o parcnt, the thing that matters

mest in the end is love. So we want mums to be confident in

the knowledge that loving their familics unconditionally, and
demonstrating that love, is the best thing that they can do for them.
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@ Product :
"4 For Mums pouring Comfart into their laundry is like ]
- pouring love for their family. /
") We build this love into all our products ~ through

gorgeous fragrances loved by the family, the longest

lasting freshness that stays with them all day, and /

unbeatable softness at every touch. And because

we're slways looking to help mums find even more

Ways to express love, we'll lead the category by 4 4

catering to additional needs with special varants.

With Cornfort, mums everywhere can be
most important is their love, so they're always looking for /
: mhdomu::r-” - mumt&hhuﬂ"f
~ Competitive Environment i LERSpiass St ‘
¥ P&EG fabric conditioners.

W Al other fabric conditioners.

® Anyla that offers softness,
Any laundry product fragrance

or loager lasting

a small 3ct in her household routine.

ROLE OF EXECUTION

® Any product that helps mum express ber love through

Root
® Comfort = softness and freshness. @ Creamy, rich, fragrant liquids.
@ The original fabric conditioner with decades of heritage <
in dolivering unbeatable softness. -
W A little dose of pleasure, <
bath while using &

3 ® An expression of mum's love.

le wearing. <

Drive awareness of Comfort’s new proposition: 5 in 1 Freshness - Protection from 5 malodours.
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These videos inspired the team as they showcase the products benefits in a unique, humorous
way. Its taking the everyday use of standard household products but showcasing them in a wacky
over the top way where you land the product benefits clearly yet entertain the audience.

Will it Blend? - iPhone 4 Febreze and The Azerbaljani Wrestlers
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TARGET AUDIENCE

Wahidiah, 35, Housewife in KL

| am a mother to 3 wonderful kids and | live with my husband in PJ KL. My life revolves around my
family and my typical day starts early at 4am to prepare breakfast for my husband and kids and to
get them ready for the day ahead. The majority of my morning is spent doing the laundry and
cleaning the house. My husband is a factory production manager and my kids are very active, so
there are a lot of dirty clothes to wash every day and | sometimes need to do 2 loads in one day in
my washing machine. | want to make sure my family’s clothes are always clean and fresh so they
feel comfortable and have confidence to face the day ahead amongst their peers.

My spare time (“me time”) is normally mid afternoon (when my kids go for religious classes) and
late at night (when the kids are asleep) when | will spend time on FB, watch some videos on
YouTube and watch TV. | normally find out about new things through visiting the hypermarket, TV
and also from friends.

TIMELINES
Q4 2013/Q1 2014

WHAT IS THE KEY ROLE OF THE CONTENT
Create awareness of Comfort’s new proposition (refer to description under “Role of Execution”).
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UNILEVER CONTACT POINT FOR BRIEF

NAME: Shamil De-Dodwell

DESIGNATION: Regional ABM Comfort SEAA
EMAIL: Shamil.de-dodwell@unilever.com
DID: +6591713830




