


Hello!
We are Spyral & this is the team
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Kiran Sankar - Account Management, Tracy Chen - Account Management 

Alyssa Williams - Art Direction

Andrea Wood - Art Direction

Nicole Lopez - Art Direction 

Josh German - Comms Planning 

Olivia Henry - Copywriting 

Brittney Pioquinto - Diversity & Inclusion 

Christopher Donaldo Bances - Media Planning & Buying

Ashley Agatep - Media Planning & Buying 

Amanda Lo - Creative Technologies 

Amy DuVall - Social Strategy

David Sanchez - Strategy

Kofi Aidoo - Strategy 



Agenda
Intro
Research
Strategy 
Creative
Media Plan

3



Problem
Gain Flings wants 
people to know 
that it does more 
than mask odors.

Ask
How do we get 
people to know that 
Gain Flings gives 
your laundry 
freshness? 

Objectives
Get liquid detergent 
users to switch to Gain 
Flings. 
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Research
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Strength Opportunities

Weaknesses Threats

● Signature scent, 
long-lasting fragrance, 
strong brand identity.

● Loyalty from African 
American and Hispanic 
consumers.1

● COVID has people doing 
more laundry and spending 
time at home.2

● Scent connected to other 
sensory experiences.

● Flings are not as popular as 
liquid.3

● Tide pods are leading the 
laundry pac market.3

Brand Analysis

1.https://snapshot.numerator.com/brand/gain
2.Mintel;2020
3.Mintel;2019

https://snapshot.numerator.com/brand/gain


● Leading laundry detergent 
brand in America.

● Massive product line and best-selling 
collections continue to lead in sales 
year after year.2 

● Large share of the market in all forms 
of detergents (especially 
the pod space).

● Keep your clothes soft and protect 
them from getting damaged in the 
washing machine.

● Product line only includes liquid 
detergent- Does not have detergent 
in pod form.

● Tide and Downy have a collection 
called “Tide Plus a Touch of Downy”, 
which is one of Tide’s best selling 
collections.

● All products include baking soda: argues to 
be the solution for life’s every household task 
(cleaning, pet care, cooking, or personal 
care). 

● Product line includes Liquid and Paks; 
environmentally friendly brand

● High share of sales relative to 
other detergents.
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● Known for selling quality products 
at a smart value.

● 4-in-1 Pacs could pose as an 
alternative to Gain Flings - 
especially for consumers who are 
looking to get more of a bang for 
their buck. 

● Odor-Free.
● Currently have two versions of Pacs: 

Mighty Pacs and 
POWERCORE Pacs. 

● The POWERCORE Pacs combine 
liquid and powder detergent into 
one- the first of its kind in 
the Pod space. 

● Lower Price Points - great alternative to 
more budget-conscious consumers.

● Often placed right below their comparable 
brand names.

Competitors

* While Tide & Downy are also owned by P&G, most consumers don’t realize this and tend to gravitate toward one brand or the other. This makes them both  
primary competitors in terms of growing the Gain brand.

Tide*1 Downy*3 Arm & Hammer4

Purex5 All6 Store brand7

1.https://tide.com/en-us
2.Statista; 2018 
3.https://downy.com/en-us/why-downy
4.https://www.armandhammer.com/en-ca/about-us

5.https://www.purex.com/about-us
6.https://www.all-laundry.com/products/type
7.https://www.thespruce.com/store-brand-vs-brand-name-detergent-2146623

https://tide.com/en-us
https://downy.com/en-us/why-downy
https://www.armandhammer.com/en-ca/about-us
https://www.purex.com/about-us
https://www.all-laundry.com/products/type


According to a Mintel study, women ages 18 - 55+ carry the sole 
responsibility for laundry in their households.1 The gender gap 
continues to widen as women progress through the stages of 
life.
 

Additionally, the data also shows a rising shift in traditional 

gender roles. Men ages 18 - 34 are more apt than their older 

counterparts to take on laundry responsibilities.1

 

This tells us two things. First, it's imperative that Gain continues 

to grow it's female customer base. Second, it's just as important 

to lean into this shift in the market and target Millennial men in 

order to further the cause of balancing gender roles and 

breaking down stereotypes. 
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Consumer Research

1.Mintel: 2019



This resilient mom is both family oriented and career driven, and she refuses to settle for your 
typical suburban mother. The Quarantine Queen is a multicultural middle-class woman 
between 35-45 years old. She was raised to value family over everything and her mission is to 
create that same loving environment for her spouse and children every day. Respected by 
colleagues for her leadership and drive in the virtual workplace, the Quarantine Queen is in the 
prime of her career. Now that her life has shifted to WFH she loves to experiment with new 
recipes and organize fun activities to keep her children busy indoors. Throughout her house, 
you can find scented candles and scented hand soap- something her husband thinks she buys 
way too often. She values the details in her life because they make all the difference.
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The Quarantine Queen
Primary target
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Age: 37 
Occupation: Real Estate Agent 
Location: Phoenix, AZ 
Status: Married

Gloria

Bio
Gloria is a mother of 2 kids from 
Phoenix. She and her husband are both 
full-time working professionals. After 
work, they both share in doing the 
household chores. Home life is more 
important than ever. She and her 
husband are devoted to their 2 kids and 
2 dogs.

Goals
• Balance WFH with quality time with 
her husband and kids
• Make sure that all household chores 
are done in a fresh, clean, and timely 
manner 
• Find the best products for her family 
and household usage

Motivations
Affordable price • High convenience • 
High level of freshness • High level of 
cleanliness • Fast-acting • Great scent • 
Best products for her family

Frustrations
• Testing all sorts of products to find her 
favorite ones can be time-consuming and 
expensive 
• Doing household chores, such as 
cleaning and laundry, can take a long 
time 
• She can be very busy, so it is difficult to 
get all chores done 
• Can be difficult to balance WFH and 
family life

“I’ve tried all kinds of cleaning 
products to find the best ones 

for my family.”

Interests
Family-oriented • Outdoors family activities: camping, hiking • Family get-togethers/parties • Cooking • Dancing and 
singing • Scented candles and soaps



The Zealous Zoomer is a multicultural young adult aged 18-23 who is navigating the next 
steps in their life during the global pandemic. Since the outbreak of COVID-19, they have 
been working or looking for work remotely from their home or apartment and stuck on Zoom 
calls all day. These  ambitious young adults value convenience in the products they use as 
they have grown up in a world of instant gratification. Maintaining a work-life balance is 
important for them, and they always manage to find time to pursue a passion they love, keep 
up with their busy social lives, and stay fit through an active lifestyle. They also have a very 
active social media presence. In addition to keeping up with the latest trends on different 
platforms, they are also more vocal about issues that matter to them. 

As the Zealous Zoomer is still finding their independence, they  have a less established routine 
and may rely on their parents’ favorite brands when it comes to shopping for household 
goods. Even with this however, they tend to be more budget conscious and gravitate toward 
brands with ethical and moral qualities that align with their own beliefs. 
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The Zealous Zoomer
Sub target
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Age: 22 
Occupation: Recent Engineering 
Graduate 
Location: Dallas, TX
 Status: Single

Josh

Bio
Josh is a single, recent graduate who 
studied Engineering in Dallas. Originally 
from Louisiana, he has been living away 
from his family on his own. He has learned 
how to take care of himself, but he often 
misses home. His parents were vital in 
teaching him how to care for himself and to 
do all of his household chores.

Goals
• Do household chores, like cleaning and 
washing laundry, efficiently 
• Determine the easiest and fastest way to 
finish all of his household chores so he can 
work or relax 
• Make sure everything smells fresh and 
clean 
• Remember how his parents taught him to 
clean and do his chores

Motivations
• Affordable price 
• High convenience 
• High level of freshness 
• High level of cleanliness 
• Fast-acting 
• Great scent

Frustrations
• Need to remember to keep on top of 
his household chores while living on 
his own 
• Need to find and purchase affordable 
and convenient cleaning products 
• Unable to visit family due to 
COVID-19

“ I live on my own, so I want easy 
products that can clean well.”

Interests
Fitness: working out, running, boxing • Going outdoors: hiking, skiing, rock 
climbing • Photography • Music • Volunteering • Social justice issues
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The Quarantine Queen and Zealous Zoomer have been in various 
degrees of lockdown for almost five months now. They desire to get 
away. This lead us to our insight...



During quarantine, 
people are redefining 
how they “get away”.
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“

15

To be fresh is to be free — of what, is truly up to 
you. It’s the warmth of no-constraints and 
internal bliss, the proof that the destination is 
actually better than the journey. Clean can 
mean anything, but freshness is peace of mind.

Manifesto
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Get scent away with
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Creative Executions
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TV :30 Spot
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YouTube :05 Pre-roll
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Instagram Facebook

Social Media
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Store entrance complimentary 
mask display

In-store “scratch n’ sniff” floor wayfinding 
stickers

Experiential
Grocery Stores
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Experiential
Laundry Drop-off Pop Up
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Direct Mail
Gain Goody Bags 
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Direct Mail
Goody Bag Website Extension
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OTT
Spotify & Apple Music
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Media Plan 



Direct Purchase
Our outreach plan works to 
inform our target audiences 
about Gain Flings. We hope to 
increase direct purchase for 
this particular product in hopes 
of having our target market 
become advocates for both the 
Gain brand and Gain Flings 
product.

Generate Repeat Purchase & 
Brand Loyalty
In the laundry detergent 
category, shoppers showcase 
habitual behavior—they invest in 
the same brands and have little 
motivation to change.1 Even 
though Gain already has a large 
share of the laundry detergent 
market2, we see potential to not 
only grow their current consumer 
base, but bring in new segments 
through Gain Flings. 

Reinforce Brand Image 
Through their famous scents, 
Gain has brought fun and 
light-heartedness to life’s 
mundane activities since 1977. 
Our campaign works to maintain 
and emphasize their brand 
image to show everyone who 
shops for laundry detergent what 
Gain and Gain Flings are all 
about. 
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Media Objectives

1.Mintel; 2019
2.Statista; 2018



TV
In an effort to reach our target market on a 
national scale and let everyone know about Gain 
Flings, we will run ads on national cable 
television. TV is right after digital in having the  
highest average time spent on media per day for 
our target markets.1 Additionally, Black and 
Hispanics in the US have the first and third 
highest time spent watching TV respectively.2 
These commercials will show how people can 
break out of their quarantine slump by using 
Gain Flings. 

28

TV & YOUTUBE
Media Objectives: 
Direct Purchase
Reinforce Brand Image

 
YouTube

For both of our target markets, YouTube is the leading 
social networking site.3 Additionally, YouTube also sees 
major growth in the number of multicultural people 
that use the platform, with Hispanics being the largest 
proportion.4 In an effort to reach both target markets 
effectively, pre-roll ads will be used to showcase Gain 
Flings’ refreshing scents through humorous ads that 
resonate with our target audiences. As they consume 
their favorite YouTube content, this will not only remind 
our targets of Gain’s amazing scents, but entice them 
to go out and try Gain Flings for themselves. 

1.Statista; 2020
2.Statista; 2020
3.Statista; 2019

4.https://www.thinkwithgoogle.com/data-collections/future-youtube-marketing-multicultural-heres-how-brands-should-adapt/

https://www.thinkwithgoogle.com/data-collections/future-youtube-marketing-multicultural-heres-how-brands-should-adapt/
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SOCIAL MEDIA 
Media Objectives: 
Reinforce Brand Image
Generate Repeat Purchase & Brand Loyalty 

YouTube is the leading social networking site for both of our target audiences.1,2 For 
our younger audience however, Instagram and Facebook follow right after.1 For 
adults, Facebook takes the lead, with Instagram following right after.2 Our social 
campaign will launch on both Instagram and Facebook using in-feed and in-story  
ads. There are many individuals from both of our targets that are working from home 
indefinitely, which means they’re spending more time on social media during breaks. 
These ads will feature fun and clever work from home tips that will get our 
audience’s attention during a long work day.  

1.Statisa; 2019
2.Statista ;2019



Direct Mail
The current state of our world has caused millions of 
Americans to lose their jobs.1 Now more than ever, 
Gain wants to be there and support those who need it 
most. If consumers find themselves in need of laundry 
detergent or masks, they can go to the Gain’s website 
and let  them know. Gain will use direct mail to send 
these people free goody bags with Gain Flings, Gain 
scented masks, Gain scented candles, and a postcard 
inviting them to our GET FRESH WITH GAIN event. 
Regardless if they already love Gain, or it’s their first 
time trying Gain or Gain Flings, this will show our 
target markets that Gain is here to help during times 
of need. 
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DIRECT MAIL & OTT
Media Objectives:
Reinforce Brand Image

OTT
Music is another way that people get away and escape the 
realities of the real world. Other times, it’s used as background 
music for completing everyday tasks. OTT is a growing space 
for multicultural viewers2, and Apple Music and Spotify 
continue to lead music streaming services in the US.3  In an 
effort to help people Getaway3 with Gain, we recommend that 
Gain create multiple playlists on Spotify, Apple Music, and 
YouTube that encompasses different themes for people to play 
or listen to as they do household chores. WIth a variety of 
playlists, the different songs will include dancing, nostalgic, 
and relaxing music to help fit our target audience’s needs. 

1.https://www.theguardian.com/business/2020/jun/18/us-unemployment-claims-rise-coronavirus-economy-latest
2. https://www.multichannel.com/blog/multicultural-viewers-streaming-digital-391913

3.Statsita; 2019

https://www.theguardian.com/business/2020/jun/18/us-unemployment-claims-rise-coronavirus-economy-latest
https://www.multichannel.com/blog/multicultural-viewers-streaming-digital-391913


In order to help people who lost jobs due to the COVID-19 pandemic, 
Gain wants to host an event called GET FRESH WITH GAIN in Nevada, 
Michigan, and California- all of whose unemployment rate dramatically 
increased due to COVID-19.1 During the first weekend of the month, 
Gain will partner with different laundromats throughout these cities to 
host a drive-by pop-up laundry service. Here, consumers can drop off 
their clothes and pick them up clean and fresh the next day. 
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EXPERIENTIAL
Media Objectives: 
Reinforce Brand Image

GET FRESH WITH GAIN 

1.https://www.forbes.com/sites/sergeiklebnikov/2020/05/23/these-10-states-have-the-highest-record-unemployment-rates/#7292b3f9568e

https://www.forbes.com/sites/sergeiklebnikov/2020/05/23/these-10-states-have-the-highest-record-unemployment-rates/#7292b3f9568e


Consumers tend to buy laundry detergent at the same time they buy groceries and other household 
essentials1, so making them aware of Gain Flings while they’re already in the headspace to buy detergent 
will be an effective way to reach them. We recommend that Gain take over all Target stores nationally. 
Target is one of the most visited grocery stores2, and we strongly feel like the brand aligns with Gain’s 
brand image of being fun and playful. When they enter stores, scented masks will be available in a variety 
of different scents within Gain’s product line. Throughout the store, there will be Scratch-n-Sniff Stickers 
6 feet apart from each other. Consumers will be able to stop and scratch it with their foot, “transporting” 
them to a new location depending on the Gain scent. Both the masks and scratch-n-sniff stickers will 
encourage consumers to make their way to the detergent aisle and try Gain Flings for themselves. 
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EXPERIENTIAL
Media Objectives: 
Reinforce Brand Image
Direct Purchase

While everyone’s at home and looking to get away, one of the only places they can 
actually get away to on a regular basis is the grocery store.

1.https://snapshot.numerator.com/brand/gain
2.Statista ;2020

https://snapshot.numerator.com/brand/gain
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Media Schedule
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Why Spyral?
Much like Gain, our campaign finds positivity and 
opportunity in any situation. By crafting ideas that 
amplify what Gain’s already established, we build 
real relationships, rapport and also make one thing 
very, very clear – it’s more than a brand or even a 
really fresh smelling shirt. It’s confidence, peace and 
truly your happy place. 
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Thank you!


