 “THE MOTHER OF ALL PRODUCT PLACEMENTS”

ANNOUNCING A PARTNERSHIP 

BETWEEN THOMPSON’S® WATER SEAL® & NIAGARA FALLS

RESEARCH AND PLANNING

More than 20 years ago, the Thompson’s Water Seal brand became the first nationally available brand of exterior waterproofer for U.S. homeowners.  In fact, the Thompson’s Water Seal brand built, and became synonymous with, the deck care market (i.e., preventing water damage to your deck).  Research shows that the Thompson’s Water Seal brand still enjoys the highest levels of consumer recognition, loyalty and trust vs. any other brand in this category.

So when it came to our attention that another American icon “brand” – Niagara Falls – had a series of wooden viewing decks that were subject to continual water spray, we instantly knew that opportunities might exist that would be mutually beneficial for Niagara Falls and for Thompson’s Water Seal.

Further investigation showed that the Niagara Falls decks actually have a long and very unique history.  Since the 1920s, this upward-climbing series of connected wooden decks have allowed visitors to enjoy spectacular views of the river gorge and to come within 15 feet of the base of the Falls, experiencing the wind and the spray created by one of the world’s greatest waterfalls.  The decks can actually be seen in the 1952 Marilyn Monroe movie Niagara.  Today, they host approximately 350,000 visitors annually.  To make the story even more interesting, the decks are disassembled and the wood is brought indoors every fall, since the weight of the ice over the winter would crush the wood.  Then every spring, the crew rebuilds the decks, often working in freezing water and treacherous conditions.

We also learned that the Niagara Falls State Park was spending several thousand dollars a year to purchase deck stain for the wood.  Because the Buffalo, New York region has not enjoyed thriving economic development in recent years, budgets at the Park are fairly tight.  A product donation from 
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RESEARCH AND PLANNING (cont.)

Thompson’s® Water Seal® would be both immediately useful and free up funds for other park maintenance.

Our overriding goal was to demonstrate and reinforce the superior waterproofing power of Thompson’s Water Seal with our consumer audience.  The initial objective was to secure a partnership with Niagara Falls to use our products on their decks (and throughout the park as needed).  Selectively promoting this partnership to key trade and consumer audiences would allow us to make a “splash” with a relatively minor expenditure.  (This partnership was initiated after the 2006 public relations program tactics and budgets were finalized for the year, and incremental budget funds were not available to promote Thompson’s Water Seal at Niagara Falls.) 

EXECUTION 

To achieve a partnership that would 1) be affordable within the public relations budget, 2) ensure that our competitors did not immediately try to take over our sponsorship and 3) make a meaningful contribution to Niagara Falls State Park, we negotiated a five-year agreement, with a nominal annual monetary donation, plus annual product donations.  

The partnership was announced in the summer of 2006 via a feature press release and photos of the decks, product packaging on the decks and marketing staff at the decks.  The single release was designed to appeal to a wide range of media covering either the business angle (marketing or coatings trade publications) or the home improvement/do-it-yourself side.  The release was distributed both via Business Wire and directly to key business editors identified for this campaign, as well as to selected home improvement writers for long-lead consumer magazines.  However, because the announcement was made late in 
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EXECUTION (cont.)

the summer, toward the end of the deck care season, we elected not to aggressively promote the story with short-lead media (i.e., TV, newspaper home 

improvement sections or Web sites) at this time.  We will initiate a second “wave” of the announcement release distribution for the spring of 2007.

The partnership was also announced internally to the sales force and via the Sherwin-Williams newsletter Kaleidoscope.  (The Thompson’s® Water Seal® brand is part of the Sherwin-Williams Wood Care Group.) 

EVALUATION

When the Newark Star Ledger business section ran the announcement story with their own comment, “Enter the mother of all product placements”, it was taken as reinforcement that the partnership between the Thompson’s Water Seal brand and Niagara Falls was indeed a strategic fit.  Five of the six key coatings trade magazines also covered the story.  Workbench magazine, a woodworking magazine read by more than three million enthusiasts, has also scheduled a story for the February 2007 issue.  

Reaction from the sales force was highly enthusiastic; in fact, it represented some of the most positive feedback of the year from this key internal audience.  Sales representatives in the Western New York/Ohio region requested a one-page flyer on the partnership that they could merchandise in-stores and at point-of-purchase.

The marketing staff is actively considering several new initiatives for 2007 that would further capitalize on the partnership with Niagara Falls.  Indeed, we are in the exploratory stage of establishing a new, ongoing program – The Thompson’s Water Seal VIP (Very Important Places) Program( -- based on the model of this partnership. 

