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Sun Innovation Plan

Project Flip IIR

Project Sunflower Charter One
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Innovation Strategy

Objective: Deliver innovation to grow $ share and share of shelf

Innovation Strategy Principles:

1. Focus on liquid portfolio

2. Focus on top consumer need of scent

3. Optimize mix through “Weed & Feed” 

4. Deliver scent innovation 1x per year

2014 2015 2016

Project Harmony

Deliver parity scent 
performance vs. Xtra 
across top 3 variants

Project Flip

Leverage existing scent 
within Sun portfolio to 
expedite “new” news

Project Sunflower

Launch new scent variant 
to diversify portfolio

3-year Innovation Plan

Optimize mix by eliminating low performing variants
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Project Flip

Leverage existing scent within Sun 
portfolio to expedite “new” news
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Background/Opportunity
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Background:
• Sun has not launched a new scent variant that reached acceptable distribution 

levels since Original Oxi in 2011.
• Xtra has consistently launched new scent variants every year giving them a shelf 

space advantage and allowing them to quickly replace underperformers while 
bringing consumers and retailers “new” news.

Opportunity:
• Create new news for both consumers and customers in 2015 by delivering an 

incremental scent variant. 
• This new variant would leverage existing Fresh Morning Breeze fragrance and 

repackage it in a different bottle color with a new name and label. 
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Why Fresh Morning Breeze?
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Rationale:
• Fresh Morning Breeze is parity on intensity to our #1 scent variant, Tropical 

Breeze
• Project Flip would use upgraded Project Harmony scent as FMB is one of the 

variants being upgraded
• FMB has the highest velocity of all the Sun variants
• FMB is the #4 most incremental SKU in Sun portfolio and the most incremental at 

DG 
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Project Detail

Scope
• Market Research resources to decide new variant name
• Visual Branding resources to create new label
• Financial resources to develop portfolio harmonization and sku rationalize variants with
     low ACV 

Assumptions
• Variant:  1 new scent
• Sizes:  45oz, 150oz, and 188oz
• Pricing:  CPL parity to Xtra
• Margin: equal to or greater than Fresh Morning Breeze 

Recommendation
• 1 in 1 out: SKU Rat Island Essence

– 3 sizes, 2% ACV, $0.5MM in volume

Constraints
• Customer commitment to new variant distribution

6
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Timing

• BPM recommends completion of project is done through the PRP process

• Project scope does not require full Gate review

Timeline 

• 4/30/14: Consumer Research – name & bottle color development

• 5/25/14: Packaging Development

• 6/1/14: Design Lock

• 6/20/14: Sales Samples

• 12/10/14: Ready for STT

• 2/15: Q1 2015 Resets

Next Steps

• Customer Check In 

• Confirm Project Harmony Timing 
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Project Sunflower

To launch a 4th power variant and 
diversify Sun’s fragrance portfolio in 

2016
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Background & Opportunity
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Background:
• Sun has not launched a new scent variant that reached acceptable distribution levels since 

Original Oxi in 2011
• Sun’s Top 3 variants account for 78% of volume, while Xtra’s Top 5 are 84% of volume
• Xtra has shelf space advantage vs. Sun from consistent scent innovation
• 4 of Sun’s Top 5 fragrances are in one fragrance space

Opportunity:
• Create a 4th power SKU
• Gain Share of Shelf
• Diversify the fragrance portfolio to bring in new customers
• Focus fragrance innovation in the Fresh/Mainstream space
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Among Top 5 Variants Sun overindexes in 
“Indulgent” space

#1) Signature

#4) Indulgent

#2) Fresh/Mainstream 
Bright

#3) Fresh/Mainstream 
Edgy

#5) Nostalgic

#6) Bold/Active

#7) Harsh

Focus Area for 
Sunflower
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Among Top 5 Variants, Xtra is more diversified and has 
presence in consumer centric “Fresh/Mainstream”

#1) Signature

#4) Indulgent

#2) Fresh/Mainstream 
Bright

#3) Fresh/Mainstream 
Edgy

#5) Nostalgic

#6) Bold/Active

#7) Harsh
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Scope & Action Standards

Scope
• Formula – new fragrance
• Sizes – 45oz, 150oz, 188oz, 250oz
• Packaging – new labels, new bottle color

Action Standards

Recommendation
• Perform Packaging Test – May 2014
• Brief Fragrance Houses – June 2014
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Success Criteria Objective: Timing
PRODUCT Fragrance Action Standard vs. Benchmark Parity to Xtra at both Neat & Damp Q3 2015

PROJECT FINANCIALS

Net Sales $MM $22MM

Incremental Net Sales $MM $13.2MM

Gross Profit $MM $1.3MM

Gross Margin % 10%

Share Target: $ & units $ share 0.4pts, EQ share 1pt

Cannibalization Rate % 40%

Source of Volume (brand) Sun Laundry, Xtra

RETAIL 
Distribution % ACV Parity to top 3 variants (above 45%) Q1 2016

Ship To Trade Date 12/18/15 Q4 2015
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Timeline
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 Key Project Milestones Timing

Consumer Research 5/10/2014

Brief Fragrance Houses 7/7/14

Design Lock 7/22/2014

CLT 10/14/14

Charter 2 3/18/15

Launch Proposal 5/20/15

Formula Lock 5/22/2015

Sales Samples 6/4/2015

Production Date 11/6/2015

STT 12/18/2015
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Appendix
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Value Consumer Purchase Drivers
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95% of Sun’s Volume is in Top 5 Variants
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Tropical 
Breeze

Clean 
& Fresh

Mountain
Fresh

Fresh Morning
Breeze

Fresh 
Lavender

Original Fresh
Oxi

Island 
Essence

Free 
& Clear

Original Fresh
w/Cuddlesoft

Mountain
Fresh w/Bleach

Top 5 account for 95% of Volume

Bottom 5 account for 5% of Volume
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Xtra has a more balanced scent portfolio

17

Mountain 
Rain

Tropical 
Passion

Lavender & 
Sweet Vanilla

Warm Vanilla 
Comfort

Calypso
Fresh

Summer 
Fiesta

Spring 
Sunshine

Plus
Oxiclean

Rain Lily Fresh Cotton
Breeze

Sparkling Fresh

Top 5 account for 79% of Volume

Bottom 6 account for 21% of Volume
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Xtra is leveraging innovation to gain share of shelf.

ANI
ANI Pt Chg 

vs YAG

Sun 4.16              (0.90)          

Xtra 6.82              1.11            

Sun 8.47              (1.71)          

Xtra 9.28              1.56            

Sun 4.15              (0.57)          

Xtra 9.69              1.87            

Sun 5.68              (0.35)          

Xtra 5.87              (0.12)          

Walmart

Family Dollar

Dollar General

Food

2009 2010 2011 2012 2013

Sun vs. Xtra Innovation

Sun vs. Xtra ANI

Fresh 
Morning 
Breeze

Oxi Island 
Essence

Rain LillyWarm Vanilla 
Comfort

Oxi
Summer 

Fiesta

Calypso 
Fresh

Nice ‘N 
Fluffy
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Fresh Morning Breeze is parity on intensity to 
#1 scent variant, Tropical Breeze.

Xtra Calypso Fresh

Xtra Spring Sunshine

Xtra Mountain RainSun Oxi

Xtra Tropical Passion

Sun Clean & Fresh
Sun Fresh Morning BreezeSun Tropical Breeze

Fragrance       Intensity

Most Intense

Least Intense

Project Flip would already 
include the upgraded 

Project Harmony scent as 
Fresh Morning Breeze is 
one of the variants being 

upgraded.
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Fresh Morning Breeze has the highest velocity of 
all the Sun variants.

Sun Variant % of Volume EQ Per point of Distribution %ACV

Tropical Breeze 35% 91,729                                           58                    

Oxi 22% 72,657                                           47                    

Clean & Fresh 21% 69,286                                           46                    

Fresh Morning Breeze 10% 144,042                                         11                    

Mountain Fresh 6% 109,655                                         6                      

Mountain Fresh with Bleach 2% 65,062                                           4                      

Fresh Lavender 1% 70,439                                           3                      

Free Clear 1% 34,040                                           4                      

Island Essence Oxi 1% 50,484                                           2                      

Original Fresh with Cuddle Soft 1% 37,317                                           -                  

*total XAOC

**data 12 weeks ending 2/22/14
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Fresh Morning Breeze is the #4 most incremental SKU 
in Sun portfolio and the most incremental at DG.
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FMB Top 10 Customers

23

Retailer GSD % of Volume

DOLLAR GENERAL 11,213,747$        63%

FAMILY DOLLAR 2,741,276$          15%

KROGER 1,436,849$          8%

H E BUTT GROCERY 674,992$              4%

WINCO FOODS 639,275$              4%

DOLLAR TREE DISTR INC 182,814$              1%

UNIFIED WESTERN GROC 122,911$              1%

DEMOULAS SUPERMARKETS 121,242$              1%

MILITARY 102,878$              1%

BI-MART CORP 89,426$                1%

63% of Fresh Morning Breeze volume is sold at DG
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2013 Innovation launched during time of instability 
on base business

Aug. 
2012

Dec. 

2013

2013 
Innovation 
Launches

Project Launch 
Activation
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Sun Liquid - Variant Incrementality & Exclusivity - Total US-24 wks 11-30-13

Source:  Nielsen Homescan 24 weeks 11.30.14

1.5
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0.0

20.0

40.0

60.0

80.0

100.0

0.0
0.2
0.4
0.6
0.8
1.0
1.2
1.4
1.6

 SUN TROPICAL
BREEZE

 SUN OXI
ORIGINAL FRESH

 SUN CLEAN AND
FRESH

 SUN FRESH
MORNING

BREEZE

 SUN FREE &
CLEAR

 SUN WO BLEACH
MOUNTAIN

FRESH

 SUN FRESH
LAVENDER

 SUN W/ BLEACH
MOUNTAIN

FRESH

Incremental Pen Cum Pen

72.3 71.7 68.0 60.2
78.7

58.7 55.6 51.5

27.7 28.3 32.0 39.8
21.3

41.3 44.4 48.5

 SUN TROPICAL
BREEZE

 SUN OXI
ORIGINAL FRESH

 SUN CLEAN AND
FRESH

 SUN FRESH
MORNING

BREEZE

 SUN FREE &
CLEAR

 SUN WO BLEACH
MOUNTAIN

FRESH

 SUN FRESH
LAVENDER

 SUN W/ BLEACH
MOUNTAIN

FRESH

Exclusive Penetration Non-Exclusive Penetration

ANI 1.7 1.2 1.1 1.1 1.5 1.2 1.0 1.3

ANI Chg YAG 0.0 0.0 -0.7 -0.1 0.0 0.0 -0.1 0.1

% ACV 53 42 43 10 3 3 2 3

% ACV Chg vs YAG 8 8 3 0 -1 -1 -3 -1

Island Essence & 
Cuddlesoft  too 

small to be 
captured

Sun variant Incrementality & Exclusivity
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Xtra has greater ANI & variant distribution in the 
Dollar Channel 

30

% of Sales % ACV ANI

Fresh Morning Breeze 46% 100.0 1.9

Oxi 43% 100.0 1.9

Tropical Breeze 10% 57.0 1.1

Clean & Fresh 0% 7.0 1.0

Sun 6.0

Tropical Passion 19% 100.0 2.0

Lavender/Sweet Vanilla 15% 99.0 1.0

Mountain Rain 14% 100.0 1.9

Spring Sunshine 12% 99.0 1.0

Calypso Fresh 12% 98.7 1.0

Oxi 11% 99.0 1.2

Summer Fiesta 9% 99.3 1.0

Warm Vanilla Comfort 7% 94.7 1.0

Xtra 10.1

Dollar General % of Sales % ACV ANI

Tropical Breeze 30% 100.0 2.3

Mountain Fresh 29% 100.0 2.8

Oxi 13% 93.7 1.0

Clean & Fresh 13% 96.7 1.0

Fresh Morning Breeze 9% 98.7 1.0

Fresh Lavender 6% 94.0 1.0

Sun 9.2

Tropical Passion 26% 100.0 2.4

Spring Sunshine 18% 99.7 1.9

Lavender/Sweet Vanilla 15% 98.7 1.0

Mountain Rain 10% 98.0 1.0

Oxi 10% 96.3 1.0

Summer Fiesta 8% 99.0 1.0

Calypso Fresh 7% 84.7 1.0

Warm Vanilla Comfort 5% 93.0 1.0

Rain Lily 1% 40.0 1.0

Xtra 11.3

Family Dollar
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Xtra has greater ANI & variant distribution in 
Walmart, Sun has greater in Food West
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% of Sales % ACV ANI

Tropical Breeze 42% 97.0 2.0

Clean & Fresh 32% 94.3 1.0

Oxi 26% 95.0 1.0

Sun 4.0

Calypso Fresh 27% 100.0 1.0

Tropical Passion 23% 100.0 2.0

Mountain Rain 21% 99.0 1.0

Oxi 19% 99.0 1.0

Summer Fiesta 8% 99.0 1.0

Spring Sunshine 2% 35.7 1.0

Xtra 7.0

Walmart

% of Sales % ACV ANI

Tropical Breeze 27% 76.0 1.4

Clean & Fresh 25% 79.3 1.5

Oxi 20% 57.0 1.8

Mountain Fresh 7% 27.0 1.7

Mountain Fresh w/ BL 6% 15.0 2.0

Fresh Morning Breeze 5% 31.0 1.0

Free & Clear 5% 24.0 1.5

Island Essence 3% 12.3 1.4

Cuddlesoft 3% 15.7 1.1

Fresh Lavender 1% 11.7 1.0

Sun 14.5

Mountain Rain 29% 15.3 1.4

Tropical Passion 25% 13.0 1.3

Spring Sunshine 14% 14.3 1.2

Oxi 8% 6.7 1.0

Calypso Fresh 6% 3.3 1.0

Summer Fiesta 5% 7.0 1.0

Warm Vanilla Comfort 4% 4.7 1.0

Lavender/Sweet Vanilla 4% 1.7 1.0

Rain Lily 1% 1.7 1.0

Xtra 8.5

Food West
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Sun bottom 5 variants only account for 5% of 
volume
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Bottom 5 skus account for only 5% of total dollar volume:
• Island Essence Oxi (3 sizes, 2% ACV, $0.5MM)
• Original Fresh w/ Cuddlesoft (2 sizes, 2% ACV, $1.3MM)
• Fresh Lavender (3 sizes, 3% ACV, $2MM)
• Free Clear (4 Sizes, 3% ACV, $3.5MM)
• Mountain Fresh w/ Bleach (3 sizes, 2% ACV $5MM)

Opportunity 
SKU’s to 

optimize Sun 
Portfolio
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Xtra’s innovation has helped them grow share of shelf at our 
top 3 retailers while Sun has declined 

33
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Xtra’s innovation has helped them grow share of shelf at our 
top 3 retailers while Sun has declined 

34
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XAOC: L4wks $ Share +0.2pts VYA 

• L4wks growth driven by Walgreens (+4.7pts) and Dollar General (+1pt)
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Sun Xtra A&H Purex Tide SC&F Gain Flings Xtra 315oz

Distribution losses Project LaunchRegained FD 
& WAGS Dist.

Competitive 
Launches
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Family Dollar: L4wks Sun $ Share -1.1pts VYA
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4 WEEKS
ENDING

02/22/14
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Sun Xtra A&H Purex Tide SC&F Gain Flings Xtra 315oz

Distribution losses Regained 117oz Project Launch
New 
Distr.

Comp. 
Launches

While Sun built Q4 momentum, Q1 2014 is experiencing declines
• Cycling over 188oz distribution loss of FMB (-$0.6MM VYA) and Fresh Lavender (-$0.5MM VYA)
• $1 IRC’s on 188oz began shipping 1/23, on shelf 2/1 
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Sun Xtra A&H Purex Tide SC&F Gain Flings

Dollar General: L4wks $ Share +1.0pts VYA

150oz move 
to Powder Merch & TPR

• $ Share has reached it’s highest level since April 2013 as a result of new distribution & merchandising 
support
• $1 IRC’s on 150oz began shipping 2/19, on shelf 3/8

New 
Distribution

Endcap 
Support
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Walmart: L4wks Sun $ Share Flat VYA
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Sun Xtra A&H Purex Tide SC&F Gain Flings Xtra 315oz

140.5oz & 275oz 
Distribution Loss

188oz Rollback

4/7 
Start 188oz 

Rollback

Competitive 
Launches

• 13 week $4.97 Rollback on 188oz begins 4/7
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