
          

 
 

 

 
 

 
 

 
 
 

   
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

India’s First Odour Detection 

Newspaper 

 



 

Communication Goal 

 

In a country of 1.2 billion, deodorant category penetration is 12%, implying that 88% Indians 

don’t consider body odour a hygiene problem. Hence, we knew there were deep entrenched 

barriers to adopting anti-perspirants. 

Moreover, with rising temperatures throughout the year, body odour has become a persistent 

issue for many. 

The objective –  In our key markets of Tamil Nadu & 

West Bengal which contribute to over 59% of the 

brand sales, we had to educate, drive awareness and 

create self-realization that body-odour mainly 

stems from armpits and how Rexona can help 

them fight odour & stay ‘Fresh & Confident.”  

The situation analysis 

 

A key insight into our target audience revealed that 

people refrain from believing that they have body odor. 

In fact, they believe that “other people have 

body odor, not me”. Our objective was to 

change that perception, without attacking or 

embarrassing them. 

Given the sensitivity of the subject, we wanted this 

realization to be intimate, something that could be 

experienced in their private spaces. 

 

 

 



The media solution 

Based on the insight we came up with an exclusive idea, an idea that would drive self-realization 

amongst our consumers.  

We created a device that indicated the risk of body odor that a person was prone to. But while 

delivering this intimate device, we had to ensure that we reach out to a large set of audiences as 

well ensuring it reaches them at a time where they have their own personal space. 

So, we distributed this device via a medium that our Target interacts with every morning - Print.  

We created one of its kind innovation by creating ‘India’s first Odor Detection 

Newspaper’  

It was a unique sampling format where we did not sample the actual 

product but we made our consumers realize the need for the product 

through an odor detection strip, which was attached to the newspaper with relevant 

branding. This strip had to be put under the arms. If it changed color, it would indicate a high risk 

of body odor due to sweaty armpits & bacteria 

This was supported by relevant Rexona 

branding indicating the significance of 

Rexona and how it would help fight body 

odor. 

 

 

 

 

 

Odour Detector Strip 



 

 

 

The scale of execution 

 

Print was the medium which would give us scale in our key markets of TN & WB (contributes to 

~59% of Rexona’s sales) and thus we collaborated with “The Times of India”– one of 

the largest publishers in India and relevant to our target. 

Over 8 Lakh odor detector strips were specially formulated, produced 

and pasted on the front page of TOI which reached to women of WB 

& TN. 

This unparalleled idea not only created the hype, it also engaged 

the audience’s complete attention and 100% share of mind. 

 

Step 1: Place the 

Odor indicator 

strip in your 

armpit for 10 

seconds 

Step 2: Remove the 

indicator and check 

for color change, 

which would indicate 

the risk of body odor  

Step 3: Use Rexona 

roll on which stops 

body odor at its 

source  

WB 



 

How did the innovation 

deliver the goal? 

The innovation made our consumers 

aware of the issue of body odor and 

convinced them that usage of Rexona 

can help fight body odor & stay ‘Fresh & 

Confident.”  

 

 

• Market Share for Rexona in West Bengal went up by 200BPS & in TN by 150 BPS 

• Awareness to Trail Ratio improved by 800 BPS   

• Rexona’s key attributes of “Gives you day long protection against odor” grew 

by a whopping 1800 BPs 

 

What makes the innovation differentiated and unique 

What made the innovation different was the fact that this was a one of its kind sampling format 

where we did not sample the actual product but we made our 

consumers understand the need for our product by attaching an odor 

detection strip to the newspaper to indicate the risk of body odor that they faced due to 

sweaty armpits & bacteria. 

 

Implementation challenges   

How do you drive self-realization about the issue of 

body odor in a newspaper when sampling the actual 

product is not possible and still make the need felt for 

our product without the actual placing our brand? 

 


