
AMERICA’S HOTTEST BRANDS

Malt-O-Meal breakfast cereal doesn’t
have an ad agency,never runs focus
groups and even bypasses such
fundamental marketing tactics as
freestanding inserts.

MALT-O-MEAL
Paul Reppenhagen,

director-consumer 
marketing and strategy,

Malt-O-Meal

The brand—run by a 92-year-old family-

owned company of the same name—is so

frugal that it barely put any thought into the

character that for several years has fronted its

top-selling Frosted Mini Spooners, simply

redeploying the rather generic “Cool Blue”

kangaroo it once put on a hot wheat cereal. 

“In our low-cost way, we recycled what we

had,” said Paul Reppenhagen, director-

consumer marketing and strategy.

Despite virtually no advertising, Malt-O-

Meal grew sales by 8.4% in the year ending

Sept. 4, outperforming big marketers such as

Kellogg, General Mills and PepsiCo’s Quaker

Oats. Mini Spooners, meanwhile, is the No. 3

best-selling cereal in Walmart supercenters,

ahead of Cheerios, Fruit Loops and Lucky

Charms, according to Malt-O-Meal. And across

all channels, the company counts 10 top-50

brands, including Golden Puffs and Cocoa

Dyno-Bites.

How is the low-profile maker of mostly

knock-off cereals doing it? A lot of the answer

lies in simply being in the right place at the

right time. Malt-O-Meal products are priced

about 30% lower than other national brands—

a good position as consumers watch every

dollar. 

But there’s more to it than that. Malt-O-

Meal has found new ways to talk to consumers.

For instance, while it has long sold its cereals in

bags—another cost-saving move—it discovered

this year that the approach has marketing

value. So it launched a modest public relations

effort, “Bag the Box,” emphasizing the

environmental benefits of using less

packaging. 

The initiative, assisted by PR firm

Kohnstamm Communications in St. Paul,

Minn., cost less than $100,000 but generated

a ton of free media, with articles appearing on

Forbes.com and a blog run by Fast Company,

as well as other spots. The brand even caught

the eye of Cooking Light this year: Mini

Spooners took top taste honors in the frosted-

shredded cereal category. 

No doubt Cool Blue was jumping for joy.

—E.J. SCHULTZ

Jackie Harrigan,
communications director,
Arizona Tea

Don Vultaggio had never been to Arizona.But that didn’t stop the Brooklyn native
from naming his company after the state nearly 20 years ago.

Mr.Vultaggio,a former beer distributor,distinguished Arizona Tea early on.

The 99-cent price was printed on its

23-ounce cans, so retailers couldn’t

inflate the tab. And vivid designs

distinguished the containers on

crowded beverage shelves. 

While much has stayed the

same—Communications Director

Jackie Harrigan said that Mr.

Vultaggio still tastes all products and

approves all packaging—a lot has

changed. The beverage company is

now tangling with PepsiCo’s Lipton

for control of the $5.3 billion ready-

ARIZONA TEA

to-drink iced-tea category. It’s also

expanding into other categories such as

coconut water and malt beverage, as

well as eyeing international markets.

Though Arizona Tea continues to

shy away from traditional media and

does not have agency relationships, Ms.

Harrigan said the new ventures, along

with new partnerships in the fashion and

art worlds and an active social-media

presence, will keep the company

growing for its next 20 years. 

—NATALIE ZMUDA

As the saying goes,there’s only one Jeep.
And the brand has done well lately,with
overall sales up an astounding 44% this
year through October,to 339,526 units,
according to Automotive News.

But when it comes to models, the star is Wrangler, the best-

selling Jeep-branded vehicle in the U.S. this year, with

101,820 units moved through October.

And Wrangler isn’t letting up on the gas. In a branding

coup, it paired up with the arrival of this season’s most-

anticipated video game, Activision’s “Call of Duty:

Modern Warfare 3”—which fits neatly with Jeep’s

military résumé. Jeep is introducing a real-world,

limited-edition model tied to the game, in which

Wrangler appears virtually.

The videos for “The Toughest Vehicle in the World …

Any World” campaign—which also integrates billboard and

print ads—were created by GlobalHue in Detroit. The

promotion is the sequel to last year’s Jeep/”Call of Duty”

partnership. The marketing, which Ad Age estimates cost

about $10 million, wraps in an online sweepstakes contest

on Facebook and TV spots that incorporate live action and

game footage. 

Another special-edition Wrangler, called the Arctic, is due

late this month. The two-door version starts at $32,669.

Jeep maintains a high profile at Chrysler, with media

spending totaling $265.3 million last year, up 71% from

2009, according to Ad Age DataCenter research.

—STEPHEN WILLIAMS

JEEP 
WRANGLER

Rebecca Dunphey,
brand director,
Poise

Poise had a dominant share in its category,
but many women avoided it.Light
bladder leakage wasn’t a problem women
wanted to talk about.Many didn’t even
want to admit they had it,as they feared

it was a sign of old age and

more serious incontinence

to come.

“When we would have

focus groups, women would

talk about having LBL, and

as soon as one woman

started talking about it, it

was like a light went on,”

said Rebecca Dunphey,

Poise brand director. “There

was this big moment when

they realized they were not the only one.”

Many, out of fear or lack of information, used sanitary

pads or liners instead of specialty products like Poise. Ms.

Dunphey’s team came up with an approach to help build

the category, not just the brand. Their campaign pointed

out the significant number of women with the problem,

using the tagline “One in three like me.” 

To get the word out with a relatively small budget, Poise

turned to Mindshare Entertainment and Whoopi Goldberg,

who humorously portrayed women dealing with LBL

throughout history, first in webisodes, then in TV ads.

The effort has helped Poise increase its share almost 2

points in two years, with the category expanding as well,

according to Kimberly-Clark’s Nielsen data. And though

Poise launched an hourglass-design upgrade this year,

advertising is significantly responsible for the boost,

according to Ms. Dunphey. 

“As we’ve been talking about normalizing the condition

and reframing it so it’s not about incontinence, we’ve seen a

big growth in the category.” —JACK NEFF

POISE
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