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movie magic that substitured Dirt Devil products for the props
originally used in the films, Royal Wedding (1951) and Easter
Parade (1948). The message to be communicated was that us-
ing Dirt Devil producrs could make cleaning appear to be

effortless, even fun!
Royal Appliance and its ad agency felt that the campaign

needed o be both attention getting and entercaining in order
to be successful. Mappily, it was both! Independent tests im-
mediately following the Super Bowl credited the Dire Bevil
commercials with achicving good brand name recall (fifch
overall among Super Bowl advertisers) and excellent recall of
celebrity/brand name pairing (second among the advertisers
using this technique). Separate research found the Astaire
commercials finishing number one for correct sponsor identifi-
cation and celebrity association with the brand. The
performance was pasticularly motable simce the Dire Devil
brand bad relatively little exposure time (45 roral seconds)
compared to che other advertisers (ranging from one- to four-
minute on-air times). Yet Dirt Devil had higher-ranked recall
scores. The Bruzzome Research Company., which has exten-
sively studied Super Bowl adverrising since 1992, concluded
¢hat the Dirt Devil spots were “noticed by more people per
dollar investment in airtime than anything we've seen in the

past six years.”
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The commercials were also well received by the broadcast-
ing and advertising industries. Advertising Age and other trade
ocutlets gave favorable exposure and reviews. In addition to the
1130 million plus Super Bowl viewers, the commercials were
shown and/or described on Entertainment Tonight, CES
Evening News, NBC Today Show, Good Morning America
(ABC). and Dateline NBC, and in over 200 additional televi-
sion storics and 1,100 newspaper and magazine articles.

Concurrently, retail imsert advertising was increased.
Mr. Astaire was featured in the print advertising as well as in,
recail display marerial and on product packaging. Rerailers
were given advance notics of the campaign so that they could
be prepared with adequate stock and have the option to par-
ticipate in cooperative advertising. In most states, a Dirt Devil
free standing insert (FSI) also promoted a sweepstakes with a
$1 million _grand prize. Finally, positive publicity was gener-
ated when Mrs. Astaire announced that the campaign was the
first outcome of a joint effore by the Astaire estate and Dire
Devil to sponsor the Arthritis Foundation. The “ease of use”
benefit delivered by Dirt Devil’s products was a natural linkage
to the arthritis cause. Royal exccucives, for their pare, prom-
ised a redoubled effort to be responsive to the needs of -
consumers with arthricis in the design of new and modified
products.

During 1997, some of these new products were tested and
launched. The Mop Vac was introduced in April as a natural
extension of the Broom Vac. With the Mop Vac, consummers
could clean up by releasing a cleaning solution where needed
from a contamer on the mop handle, scrubbing, then vacuum-
ing the fluid through a squecgee to leave a clean, dry,
streak-free floor. This new household tool was also introduced
using direct-response advertising, at a $100 price point. The
retail rollout was to follow in time for Christmas shopping in
the fall.

Other produces flesh out the Dirt Devil line, ranging from
ewo old-fashioned carpet sweepers (using only rollers amd
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brushes, no electricity required) to a new Broom Vac Extra
(more suction and more dirt capacity than the original). Two
wet/dry vacuurmns also are available, both featuring a detach-
able leaf blower (when the suction motor detaches from the
scorage “cank™). This foray into the outdoors was followed late
in 1997 wich the Dirt Devil Pick-up. This is a plastic wheel-
barrow that was test-marketed via direct-response television.
Its unique feature is the lift-and-load wheel mechanism, which
allows the container to be flush to the ground for loading and
unloading, then lift up to 400 pounds. The pick-up also
includes a front trap door that makes the wheelbarrow easy to
empty. Another nonvacuum product that was tested, this time
without advercising, was a rug cleaner spray. Dire Devil Carper
Stain Remover was markered in Wal-Mart stores without

manufacturer advertising beyond point of sale
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With all of these products and more on the way. it is no
wonder that the Royal Appliance Manufaceuring Comparny
well-known tagline boasts, “INothing escapes the power of o

Dirc Devil!”
1. Describe Dirt Devil’s pricing stiategy for its recent praduct
introductions.

2. Explain how Dire Devil inregrated its marketing mix in
the introduction of the Broom Vac.

3. Was the use of Fred Astaire in television commercials a
good idea?

4. Whae kinds of products might Dirt Devil introduce next?

5. Whart problems might arise with retailers if Dirt Devil con-
cinues to expand its product line beyond basic floor care?




image1.png
Royal Appliance Manufacturing
Company: Dirt Devil*

You've just arrived on campus for the fall semester at college.
Wherher you're in = dorm reom. apartment, or a rented home, in
no time at all the place iz sure to be a mess. And, looking at your
Surrent roommate situation, you probably won’t get much help
with the cleaning. You can cither live with the disorder or gec a
ew rocmunate—the Dirt Devil RoomMare. This new, light-
weight upright vacuum may very well be the best companion a
college scudent could ever have.

So begins an August 1997 press release from Dirt Devil, a
subsidiary of Roval Appliance Manufacturing Company- The
once staid and boring vacium cleancr industry now sees col-
lege students as an interesting, viral target market.

The Dirt Devil brand has been responsible, in large part, for
this new-found excitemeant. New product introductions and a
groundbreaking advertising campaign are the latest chapters
in the story of arguably the oldest vacuum cleaner manufac-
turing company in the world.

The first Royal vacuum cleaners were made by the P A
Geier Company of Cleveland, Ohio, in 1905. As was the case
with home computer companies in the 1970s and 1980s, Royal
has its roots in a backyard garage. The company grew quickly
and moved from the garage to a large, four-story structure
where it produced vacuum cleaners, mixers, hair dryers, and
washing machine units.

The core business of the P. A. Geier Company. howevdr,
continued to be vacuumn cleaners. The industry’s first hand.
held vacuumm, the Royal Prince, was introduced in 1937. The
Gieier company maintained its position in the vacuum cleaner
imdustry woril the firm was acquired in 1953 and renamed the
Royal Appliance Manufacturing Company. The newly named
organization was purchased by a group of employees in 1954

and moved to Highland Heights, Ohio, in 1969,
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In 1984 Royal Appliance introduced another innovative
producet, rhe Dirt Devil Hand Vae, which was touted as a
cleaner for couch cushions, stairs, and orber hard-to-reach
places. Berween 1984 and 1997, its light weight, low price, and
hrtractive red plastic body combined to create toral sales of
over 17 million units, making it the largest selling hand vac in
the world. Royal mow claiohs over 95 percent brand name
awareness of the Dirt Devil name (up from 4 percent in 1990
Znd 21 percent in 1992). and it now commands 42 percent of
the LS. marker for hand-held vacuurms.

Of course, there have been some stumbles along the way. In
1990, Royal began to market Dire Devil produces chroughout
Europe and Greac Britain. However, the European market did
not ke to the new products as well as Royal had hoped. And,
on the domestic front, expensive promotion did not deliver a

A R L s o N i ricon corlebmmora. Fox cxample,

“This case and che script for the sccompenying video were propared
by Professor Donglas Hiavslnechr, Tie cxprasecs appreciation oo T homas
E Sherer, who artisced im developing the case.
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dispersed promotion efforts in the U.S. in 1991 included
advertising on Paul Harvey’s radio program and sponsorship of
race cars on the Indy Car and Nascar circuits. Because of prob-
lems such as these, performance began to dip. By 1995
mounting financial losses necessitated a change in company
management and the sale of Rovals European operations.
Royals stock price at the end of 1995 was $2.50 per share, buc
it rebounded to $9 per share by the end of 1996 ——a year that
saw $286 million in sales and $9.4 million tn profit.
A revitalized Royal states its mission on its website.

The company’s mission is to bring innovative houschold produces
to the markeiplace and thrill customers. It strives to recognize
the needs of its customers and supply them with quality produces
that solve their cleaning problems. . - . The success of the com-
pany depends upon the continued introduction and promotion of
new, innovative, high-quality products (www.diredevil.com).
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This mission is associated with the Dirt Devil name—mnow
used on vistually all of the companys consumer goods. The
Royal brand name is reserved for high-end, heavy-duty, mostly
induserial products. Most manufacturing is contracted out,
leaving only some assembly to be done at corporatc-owned
facilities. This structure allows for the versatility and flexibilicy
needed for the introduction and management of innovative
products.

One of these new, innovative products is the Broom Vac.
Launched in 1996, the Broom Vac was seen £o be as creative as
the original Royal Prince was at its debut. It also represented
the type of mewsworthy breakthrough that the Dire Devil
group needed. The Dirc Devil Broom Vac is a cosrdless,
rechargeable broom that has a vacuum in the center of the
unit’s bristles to suck up dirt and dust in seconds. Lt does a bet-
rer job of sweeping, and the user needs only to erpty the filter
and dire compartment when full instead of bending over a
dustpan.

Traditionally, the vacuum industry’s products are classified
@s canister, upright, stick, or cxtractor cleaners. Hoover is rec-
ognized as the industry leader, emphasizing middle- and
upper-end canisters, uprights, and sticks for an overall U.S.
market share of 27 percent. followed by Eureka at 22 percent.
Royal's strategy of innovative designs and distribution through
‘mass-merchandisers has earned the company third place in the
moarket and an 18 percent share.

But the industry doesn’t know how to classify the Broom
Vac! It is usually categorized as a stick vacuum by retailers and
in indusery sales figures, but it does not really fit in that market
sector.

The development team at Dirt Devil was also concerned
about how consumers would view the product. Would they
perceive sufficient advantage over the usual broom and
Justpan to pay a premium price? How much of a premium
would they be willing to pay? Where would they want to pur-
chase the product? How should the product be promoeed?
What should be the message?

In the past, Royal has distributed its products through in-
depandent vacuum cloamer deslors, regional recail cheins,
mass-merchants, and electronic and discount stores. However,
none of these was considered to be complecely adequate for
introducing a high-volume product that would require demon-
stration of its advantages.
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The decision was made to introduce the Broom Vac using
direct-response television advertising. This enabled Dirt Devil
to control the demonstrations that were seen by praspective
purchasers and to experiment with marketing variables. In test
markets, variables such as price, shipping cost, and payment
oprions were manipulated. A $50 price point was selected for
the direct-response introduction. As the product moved into
regular rerail channels, this price was expected to be retained
chroughout the first year of sales.

In order to demonstrate the product fully, a two-minute in-
fomercial was developed. The longer format allowed for a
more complete explanation of the features and advantages.
Dirt Devil and 1ts advertising agency took pamns to produce a
high-quality infornercial to counter consumers’ possible nega-
tive stereotypes of this advertising form. The infomescials
concluded with toll-free telephone numbers and shipping
informarion.

Most of the infomercials aired during lower-cose daytime
and late-night hours. This provided added cost cfficiency in
the media purchase. Later, 15-second lifts (excerpts) from the
infomercial were aired during prime time for the recail launch

of the product.
A first, retailers were concerned that direct-response TV ads

would just compete for their customers, but that did not hap-
pen. Dirc Devil’s retailers found that customers came in
looking for the product that they had seen on television. This
exposed consumers to the Dirt Devil displays, which featured
bright, colorful packaging and plenty of product information-
Rertailers found that sales volumes were enhanced and thac
customers required less “selling effore.”

Rertailers were also encouraged to use special shelf or floor
displays of the product. Addictionally, some retailers used news-
paper imserts or other retail advertising im which Dirt Devil
participated on a cooperative advertising basis. Eventually, as
the original Broom Vac diffused throughout the markert, retail-
ers discounted the product from its original $50 price point.

As 1996 drew to a close, Dirt Devil was poised to once
again agictate the industry. This time the shock would come
not from a product innovation bur rather from attention-
getting communication. The grungy, boring, mature vacuum
cleaner industry was ta be represented in the showcase of

American advertising— the Super Bowl.
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On January 26, 1997, Dirt Devil aired three 15-second
spats during che Super Bowl. Each spot highlighted a differenc
produce: the Broom Vac, the Ultra Hand Vac, and the Ultra
MVP upright vacaum. This was the first Super Bowl exposure
not only for Royal but for any vacuum cleaner

The commercials featured these products acting as “dance
partners” with the late Fred Astaire. The ad campaign,
designed by Cleveland advercising agency Meldrum and
Fewsmith, achieved several technical breakthroughs in its
execution.

Although requested many times in the past, Fred Astaire’s
image had never been licensed to market any product. An
aprecment was reached with Astuire’s widow based, L pact, oo
the facc that accual dance footage would be used and that
Mx. Astaire would not be scen as verbally endorsing any prod-
uct. In fact. he does not speak in any of the commercials.

Xhy use Fred Asraire? In his films, Astaire often danced
with props. Atomic Films SME of Los Angeles created the




