
AMAZING
26 times we loved working with RB



A brand is a complex thing. It needs  
to be single-minded. Future-proof.  
Game-changing. Just when you think 
you’ve nailed it, something new comes 
and knocks you off your perch. Quick!  
The rules have changed. You need to 
adapt. So you turn to us. Good move. 
We’ve been working with RB for 15 years. 
We excel at giving your brand buzz.
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A
Animation

(cue booming voice over)

From animated logos to full Disneyesque extravaganzas, 
making things move beautifully on screen can move 

people and – in the best RB fashion – get them moving. 

The End.
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Watch video 
Password: PactF1lm

Page 5A is for Animation

https://vimeo.com/134408003


Branding
B

In 2009 we rebranded RB. We defined the corporate brand as  
The Power behind the Powerbrands and introduced the promise 

unleashing performance. This positioning inspired our striking visual 
metaphor for RB’s identity – a high performance sports kite (The Fury)  

– symbolising RB brands and the unique attributes of power, speed and 
agility. We built the strategically important shorthand – RB – into the 

kitemark, in preparation for a future name change. Lift off!
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“Our new identity is the outward 
manifestation of the proposition 
we offer our employees, investors 
and customers. It’s another step 
forward on RB’s amazing journey”
Bart Becht 
Former CEO, RB
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1998
Original logo

2009 
New logo

2014  
Name change

2013  
Strategy change
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4 Print  |  Esc

RB image library click here

Don’t use the kite without the descriptor

✗ ✗
Don’t reconfigure or translate the descriptor

The RB logo is derived from the high 
performance sport kite. The visual 
representation of our brand and its integrity 
must be maintained at all times. The 
elements are locked together in a fixed 
relationship that should not be changed  
in any way.

The RB logo is copyright protected – 
the descriptor ‘Health Hygiene Home’ 
must never be translated.

Minimum size

The RB logo must remain legible for print  
and onscreen usage and should never 
be used smaller than 26mm wide – any 
exceptions to this must be approved  
by Corporate Communication and Affairs.

See page XX for exceptional small use logo.

3.1  RB logo (kitemark)

Minimum size

26mm

Don’t

✗
Don’t use old versions of the logo

RB Grey
PMS 7545C

C56  M30  Y17  K52

R65  G90  B108

#415a6c

RB Pink
PMS 239C

C2  M92  Y0  K0

R234  G53  B146

#ea3592

3. RB logos1. Our brand 2. Contents 4. Typefaces 5. Colour palette 6. RB kites 7. RB language

8. Imagery 9. RB values 10. Print applications 11. Environment 12. Online/digital 14. Conatct13. Consistency checklist

33 Print  |  Esc

RB image library click here

Kite 
Lime

R 150
G 210
B 45

Kite 
Blue

R 51
G 51
B 145

Kite 
Green

R 0
G 153
B 51

RB 
Pink

R 234
G 53
B 146

White 

R 255
G 255
B 255

Kite 
Cyan

R 37
G 177
B 230

PPT Dark 
Grey

R 37
G 55
B 66

Kite  
Yellow

R 255
G 204
B 0

RB 
Aqua

R 0
G 154
B 166

Kite 
Purple

R 90
G 24
B 107

Kite 
Orange

R 255
G 100
B 40

RB 
Red

R 198
G 12
B 48

PowerPoint template

PowerPoint colour palette
For PowerPoint ONLY RB Grey has been darkened to ensure legibility when projected 

Widescreen PowerPoint templatePowerPoint is an important and highly 
visible communications tool. Easy-to-use, 
informative templates are on your PC. 

Information and imagery should be clearly 
laid out to grab attention. Do not over-
complicate layouts. 

Useful hints to remember 

  Always use the approved templates  
and colour palette

  Do not introduce new colours

  Make sure the logo is clearly visible  
on the title page

  Create pace by using the divider page  
templates between sections

10.2  PowerPoint

10. Print applications

1. Our brand 2. Contents 3. RB logos 4. Typefaces 5. Colour palette 6. RB kites 7. RB language

8. Imagery 9. RB values 11. Environment 12. Online/digital 14. Conatct13. Consistency checklist

20 Print  |  Esc

6.1  Why kites – a reminder
At RB it’s not what we do as a business that makes us 
different, it’s how we do it. We are a source of intense 
energy; a business driven by performance. We harness 
this energy to drive our success.

A high-performance sport kite has strikingly similar 
characteristics. It harnesses the wind’s energy to provide 
its drive and agility. Sharp and angular, it is competitive, 
spirited, full of vivacity, energetic, colourful and dynamic – 
all attributes of our business.

Our identity uses the metaphor of the sport kite and an 
exciting visual language helps us present a consistent tone 
and style with our communications to help reinforce our 
corporate brand image.

6. RB kites3. RB logos

10. Print applications

4. Typefaces

11. Environment

5. Colour palette

12. Online/digital

7. RB language

13. Consistency checklist 14. Conatct

1. Our brand

8. Imagery

2. Contents

9. RB values

19 Print  |  Esc

RB image library click here

5.3  Colour blend examples

Entrepreneurship 
Daring to be different,  
taking calculated risks

RB people 

•   Offer an independent viewpoint 
and challenge the status quo

•    Passionately turn creative ideas 
into effective business solutions

RB_ValuesPosters_A4_Apr13_AW.indd   2 4/24/13   1:37 PM

RB_HHH_2012_Vision_Purpose_Poster_A4_AW.pdf   1   01/08/2013   10:44

RB.com

PowerPoint

Annual report

Vision poster

Values poster

Infographic 2013

5. Colour palette1. Our brand 2. Contents 3. RB logos 4. Typefaces 6. RB kites 7. RB language

8. Imagery 9. RB values 10. Print applications 11. Environment 12. Online/digital 14. Conatct13. Consistency checklist
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Crazierbrands
Splat Attack! The games App we created gives visibility  

and recognition to the RB corporate brand by linking with  
some famous brands you might recognise. 

With nearly 300,000 plays after only a few months the  
App put RB on top of the leaderboard for graduates.
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Splat Attack – Vanish

Smooth Operator – Veet

Cut the Mustard – French’s Mustard

Kitchen Chaos – Dettol

Face Invaders – Clearasil

Hit the Spot – Durex

Page 19C is for Crazierbrands



Digital
Digital is at the heart of practically everything we do of course.  

But some projects are more pixelated than others. In 2009  
we designed and built rb.com and last year quickly rustled up 

rb.com mobile site in 6 weeks! (see page 52).  
We also designed the first brand site on the Buzz – for Vanish…
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Source: GA 2010

150%
uplift in visits  

to RB.com

33%
bounce rate dropped to 33%  

(50% is normally considered good)

17.5min
average dwell time

269%
increase in page  
views per month

Facebook

Blog

Business knowledge extranet

RB intranet (SharePoint)

Careers

48%
rise in average pages per visit

Page 21D is for Digital



> Got a great idea?Visit the website
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E
Experiential

Stimulate your career! Powerbrands with which students have most affinity 
were used to attract them to heart-thumping career opportunities at RB.  
The year-long awareness campaign in 9 global territories from Australia 

to Brazil kicked off with an immersive campus experience at a top UK 
University featuring Nurofen, Clearasil and Veet. 

And of course, if the chemistry proved particularly strong, the Durex  
was boxed and ready for action.

Page 24E is for Experiential  |  sayhello@workroom.co.uk  |  +44 (0) 20 7608 0840  |  workroom.co.uk



Campus event  
rolled out across  
9 territories 
98% upsurge  
in visits to RB's  
online jobs board page

Facebook ‘likes’  
up 410%
UrbAN THRILL plays reach 
1,635,807

< >Page 25E is for Experiential
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Font
For us, a distinctive and ownable brand is one that bothers  

to cross the t’s and dot the i’s. Drawing inspiration from  
the RB kitemark, we designed, crafted and then digitised  

RB’s unique Kite Display fonts.

It’s the kind of attention to detail you should expect  
from us – and a global brand.
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Kite Display Bold
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789(!@£$%&*-–—.,;:“”‘’/\?•)

Kite Display Light 
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789(!@£$%&*-–—.,;:“”‘’/\?•)
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G
Game Changer

The Game Changer employer brand platform was the ideal opportunity 
to create a stand out recruitment campaign which genuinely reflects the 

spirit and energy of the business. RB people are the heroes (obviously!)  
as their stories are used to inspire others.  

Smart move, Silvie.
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Victoria brought her chemistry lab to India’s streets, 
invited people to throw curry and tea at a huge 

white sheet, then blasted the stains off in 60 seconds 
with Vanish. Sales leapt 250,000 in 3 weeks. 

Join RB – outshine from day one.

Game Changers only. Let’s talk. 
RB.com/careers

 

We asked Victoria to sell  
more Vanish in India.

She started a food fight.

Good job, Victoria!

Page 32G is for Game Changer



Silvie disrupted Scholl’s existing range to kick off  
a brand new electronic pedicure product. There was 
no demand so she had to convince everyone. She got 
Scholl Pedi to market in 3 months – sales grew 33%.

Join RB – fly higher from day one.

Game Changers only. Let’s talk. 
RB.com/careers

 

We asked Silvie to  
manage Scholl in Germany.
She put her feet up.

Smart move, Silvie!

A4_Silvie_Scholl_AW.indd   1 5/23/14   4:10 PM

Are you a  
Game Changer?

Careers at RB

Page 33G is for Game Changer



Health Hygiene Home
H

When RB’s strategic purpose was defined as Healthier Lives 
& Happier Homes, we were on hand to help craft appropriate 

symbols, design the deskdrop that revealed the positioning 
and new geographies, and create the marcomms to launch it 

internally. And we made sure the outside world understood the 
shift by building the new descriptor into RB’s logo too…
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I
Internal Comms

How we communicate to our people is a constant challenge for a dynamic, 
growing business such as RB, with 38,000 employees in 60 countries. 

Being a busy (R)bee you need comms that help rather than hinder your 
daily routine. We’ve helped RB create internal communications that 

inform, influence, and inspire. 

Page 36I is for Internal Comms  |  sayhello@workroom.co.uk  |  +44 (0) 20 7608 0840  |  workroom.co.uk



Page 37I is for Internal Comms



Less travel time. More you time.
If you don’t need to travel abroad, we won’t make you.  
There’s more to life than airport queues. 

Use our new travel and expenses policy to work smarter. Visit the Buzz to see how.

Don’t feed the bins.
We can save a monster amount of paper  
by only printing when we really have to. 

Use our new facilities policy to work smarter. Visit the Buzz to see how.

Log on. Meet anywhere.
Keep meetings simple. Keep them on-site.  
Bring the world to you with our virtual conferencing. 

Use our new events and sponsorship policy to work smarter. Visit the Buzz to see how.

Multi-device mayhem?
You can now choose to link your own device to  
the network. So you can be more efficient with less.

Use our new technology policy to work smarter. Visit the Buzz to see how.
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page 13

Find information about our locations, maps, contact 
details, meet the team, information on other functions, etc

RB: How we communicate
A guide to our 3 main global communication channels

page 7

NEWS

FMCG
PEER REPORT

Share something   
•	 Your	success	or	learnings	so	that	others	might	benefit 
•	 Share	a	relevant	news	article	on	what	competitors	are	doing

page 17

Our main, formal communications tool at RB for 
internal or external exchanges of information



Japan
	 (Konnichiwa)

RB’s global language is English but doing business and attracting the right 
people often means using the local language. We created simple templates 
so country websites can be built quickly. Japan, China, Germany, Italy, Brazil, 

Poland, and India are just some that now have their own sites. 

Ciao!
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Kites
Further, faster, higher! A high performance sports kite called ‘The Fury’ 
is the symbol for the spirit of the business. Just like RB – and its people 

– the kite is agile and fast. We’ve been playing with kites for many 
years and are still finding new and amazing things to do with them. 

Hold on tight!
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Watch the 2 minute video here

Page 47K is for Kites

http://www.workroom.co.uk/Our-work/RB-Corporate-Rebrand
http://www.workroom.co.uk/Our-work/RB-Corporate-Rebrand


Sport Kite
Instructions for use

Top 40 Conference 2009

Kite Instructions artwork.indd   1

19/1/09   10:13:17
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Logo
L©

The clever one, the fun one, the sporty one, the dynamic one.

Whether it’s for a conference, programme, or charity event, RB logos  
need to have their own personality, but must be part of the wider  

RB brand family. All equal, but different.  

If you need an identity, and you need it sharpish, call the Workroom logoline.
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People. Process. Performance.

HOMEHYGIENEHEALTH

Identify  Develop  Execute  Activate CD
O

 C
O

NF
ER

EN
CE

20
10

VISION 2020

Corporate strategy icons

Corporate brand

Corporate and operational branding

Sustainability programme branding

Conference branding
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M
Mobile

Corp Comms set us the challenge to design and build the  
rb.com mobile site in six weeks. We audited all rb.com content, 

rewrote copy, and designed a site with bespoke content that  
puts the power of RB in your hand, quickly. 

Finished by the deadline, time to go Home.
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N
Numbers

It certainly is a numbers game, isn’t it? And infographics  
are perfect to breathe life into dry subjects. They’re gorgeous.  

And as every area of RB is so productive, goal-oriented, and 
dedicated to delivering stonking results, what could be better 

than using this technique to capture the scale, diversity,  
and sheer volume of what you achieve?
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different
payment 

terms

 
 

170,000 invoices 
processed & paid in 2013

Over 6,000 employee
claims managed in 2013

expected by year end 2014

 

, 04 3 0 0 0
management

entities repo�ed 
upon

30
Over

We
dealt with

over
65,000
queries in 

2013

Average supplier payment 
terms has realised £15m benefit 

to Net Working Capital

Suppo�ing the new operating model we have grown 
significantly in 2013 with ambitious plans for 2014 and beyond.

Our offices service: CHQ, ENA AHQ, UK, USA, Canada, Brazil, Mexico, India, Nordics, 
Switzerland, Austria, Ireland, Italy, Belgium, France, Greece, RBP, RB Brands

72
days

Purchase 
to Pay

Travel &
Expenses

Finance
Master Data

Inter-company
Processing

Record
to Repo�

Master Data
Management

60

14,000
3rd pa�y vendors managed

invoices to be added 
this year from USA, Canada, India, 

Bangladesh & Sri Lanka

Over
4,500
journals

processed

expenses processed
in 2013

£6m
19

currencies

New vendors 

created to double 

from 2,300 to

4,600

Business Services is the function responsible for standardising, 
consolidating and centralising processes that are not core to the 
RB value proposition. To date we have focussed on Finance and 
Master Data. Our objective is to unlock efficiencies to allow the 
business to focus resources on delivering value.
For more information visit h�p://buzz/sites/bsg/Pages/home.aspx

BusinessServices

PTP to

QUADRUPLE
in 2014 

£1.07
bn

inter-company transactions per year

Over
20,000

unused
SKUs made 

obsolete

Centrally manage 
SKU master data

21,000 SKUs, 15 countries,
14 factories, ENA AHQ

Over 150,000
data     errors     corrected

Suppo�ed ENA AHQ go-live

UK
Romania

India

Philippines

Brazil 
(opening 
end 2014)
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LEADING GLOBAL BRANDS IN HEALTH, HYGIENE & HOME

RB is the game changing Powerhouse behind our 19 iconic Powerbrands – 

all famous household names 

RB BUSINESS

FUTURE FOCUSED

GAME CHANGING, INTERNATIONAL CAREERS

SUSTAINABLE

£10bn
NET REVENUE

IN 201320TOP
FTSE

products
sold daily

2 0 m

RB has
more than 

net revenue 
in 14 years

TRIPLED

ONE OF THE HIGHEST RATES OF BRAND EQUITYINVESTMENTIN INDUSTRY:

>13%NET REVENUE IN 2013

M A I N LY

& No.2

GLOBAL
POWER
BRANDS
in their categories

EMPLOYEES
c.

nationalities
in our Top400

44

live away from
their home countries

of whom
90%

RB’s secret formula 
for success is built on 

4 core values
ACHIEVEMENT   ENTREPRENEURSHIP

PARTNERSHIP   OWNERSHIP

RB people
are at the

of our success

GRADUATE
PROGRAMMES

COUNTRIES

 IN

GAME
CHANGER!

…if you're a realFMCG leadership
Fast-track to

MULTI ROLES
YEARS
COUNTRIES20 years 

at RB – 
Gaurav

Management Trainee
Regional Sales Manager
Product Manager

Global Category 
 Manager, Antiseptics

Marketing Manager,
 Fabric Care

Marketing Director, Indonesia
Marketing Director, Korea

Global Category Director
General Manager Korea

Senior Vice President ANZ 
 (Australia & New Zealand)2013 

2003

1993

Mentoring from 
 country general
 managers

� C��a ��e 2006… 

5.8m
�
s p
	�

FOOTPRINT
CARBON

WE REDUCED OUR

in the past

5years
(per dose

of product)

£15m
RAISED
TO DATE

£10M
TARGET
BY 2015

Global pa£nership since 2003

and

how

Our goals for 2020

net revenue 
from more 
sustainable

products

less 
water
impact

fu£her 
reduction in 
our carbon
footprint

…This will offset
1.85m tonnes

of CO2 emissions 
from RB manufacturing 

since 2006

Our 2020 sustainability 
strategy focuses on:

Health & hygiene behaviour 

+  Water  +  Innovation
EMERGING
MARKETS
WILL SOON BE

50%
OF NET REVENUE

INNOVATION 
DRIVES OUR SUCCESS

…launched 
in the
last 

3 years
30%

of net revenue 
comes from 
products…

hours

At RB we
change a formula 

about every

…a huge potential 
for growth

Most Powerbrands are in 

50 of nearly 200 
available markets

of core 
company 
net revenue

By 2016, we aim for 
health & hygiene 
categories to 
represent 

75%

19
POWER
BRANDS

71%
net revenue

Health & hygiene 

Powerbrands

Lysol, Harpic & Finish 

 lead our growth

2
countries

Find us
in nearly

Pa£ner with Save the Children to 

deliver a vision of stopping diarrhoea 

from being the world’s second biggest 

killer of children under 5 by 2020

1.5 MILLION+
CHILDREN
REACHED SO FAR
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INNOVATION

QUALITY

VISION 2020

PEOPLE

SQUEEZE

LOCATION

INVESTMENT

NET REVENUE PER EMPLOYEE

SUSTAINABILITY

RB’s R&D World
Facts and figures Q2 2013

R&D HAS

28
LABS

AROUND
THE WORLD
(IN 23 COUNTRIES)

R&D
SPENDS
£150m
YEARLY

innovations
launched in 2013

97
promotions

in 2013

of incremental net revenue in the 
three year plan (2014-2016)

of incremental net revenue in the 
three year plan (2014-2016)

NET REVENUE PER £1 SPEND

Hygiene
GPPC

£24.8

£1
R&D SPEND

WILL DELIVER

R&D has 1,189 employees 
around the world,     of which 
165 are international* 
30% of our T400 & middle 
managers are international
* non-natives

from diarrhoea
through

innovation solutions

HOPE: a new chapter in
our pa¡nership with

Save the Children to help

CHILDREN DYING

Hygiene
GPPC

£2.7m

Hygiene
DSP

£2.6m

Health

£2.3m

Home

£1.4m

Hygiene
DSP

£22.3
Health

£17.2

Home

£14.9

We solved

in 2013

36
QUALITY
ISSUES

109

£150m 42%

19%

19%

20%

OF INNOVATIONS ARE 
MORE SUSTAINABLE VS 

THE PREVIOUS PRODUCT

1/3

R&D
PIPELINE:

Sustainability
Profile

R&D
EMPLOYEE
WILL DELIVER

VISION
2020

R&D IS ENABLING
IN 2013 WE’VE SAVED

THROUGH
FUEL PROJECTS

£22m
SO FAR

In 2012

of net revenue came
from innovation

24%

Health

Home

Hygiene DSP

Hygiene GPPC



O
Outperform

It’s amazing how many different creative ways we’ve found  
to represent various aspects of the intangible ‘outperform’ word. 
Almost every year since 2007 we’ve helped to theme and brand 

key global conferences (Top40, Top400, IS, HR, Category,  
R&D & UK Business). 
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P
Presentation

Death by PowerPoint? It doesn’t have to be.  
There are simple ways of creating stand out and we’ve 

worked hard to master them for students and  
investors alike. Telling a good story, adding a dash of visual 

personality and animation will keep people in the room.
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We’ve been RB for

high performance years
Page 64P is for Presentation
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Creative agencies are always keen to do quirky, fun, and cheeky 
things. As well as designing ‘rubbish’ awards (page 101), kite silk 

and neoprene laptop bags, and singing cards, we’ve also been 
known to create naughty-but-nice branded cupcakes for parties!  

(Our 10th anniversary working with RB).
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R
Reports

We’ve told the RB strategy story in a fresh way for the past  
14 years (it may even be a world record). From photography  

of in-store Vanish demos in Turkey to a Bang! comic book style,  
we’ve designed and produced the annual and sustainability 

reports in every imaginable way, in print and online,  
from 2000 to 2014. 

Page 69R is for Reports  |  sayhello@workroom.co.uk  |  +44 (0) 20 7608 0840  |  workroom.co.uk



World Champions
Our Powerbrands are mainly No.1 or No.2 worldwide.
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Reckitt Benckiser Group plc (‘RB’)  

Annual Report and Financial Statements 2013

Enabling 
healthier lives

The global leader in consumer
health and hygiene

RB_AR13_FRONT_AW_100314.indd   1 10/03/2014   11:34
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Reckitt Benckiser Shareholders’ Review 2005

BHI     
HITS

THE
SPOT...

ACQUIRING BOOTS HEALTHCARE
INTERNATIONAL (BHI) IS THE 
RIGHT PLATFORM TO EXPAND 
INTO HEALTHCARE.
It’s an ideal marriage. BHI brings complementary strengths to our
Health & Personal Care business, creating a platform for sustainable
growth in a very attractive category. As we’ve already shown with
Lemsip and Gaviscon, there’s major potential in over-the-counter
(OTC) medicines if you know how to develop products and brands
that meet real consumer needs.

What’s more, we expect the overall OTC market to show good growth 
for many years to come. Why? Because ageing populations are more
prone to minor ailments which they could treat themselves with OTC
medicines. And because governments need to curb the rising cost 
of healthcare.

Following the acquisition we’ll have strong positions in four of 
the key OTC medicine categories. In analgesics we’ll have Nurofen,
the European brand leader, and Disprin. In cough, cold and flu Lemsip
will be joined by Strepsils, the world’s leading sore throat brand.
In gastro-intestinal we already have Gaviscon and Senokot. And in
medicated skin care we’ll have Clearasil, the world’s leading anti-acne
brand, as well as strong local brands such as E45 and Lutsine.

Brand loyalty is strong in this sector, which is generally good for
margins. And by exploiting synergies and reducing costs, we expect 
to build margins even further. As the business grows, we expect 
it to give the Group’s overall margins a healthy lift.

Combining the brands and the infrastructure of BHI with our existing
business in Health & Personal Care creates a strong platform across
Europe and selected other markets in OTC. Our strength in grocery
and mass market distribution will be complemented by BHI’s
capability in medical detailing and pharmacy channels. This makes 
a powerful base for organic development or for further acquisitions
to expand our portfolio and geographical reach.

WHILE DISHWASHER OWNERS 
ARE ‘VERY SATISFIED’, WE KEEP
SURPRISING THEM...
To keep expanding our share of this growing market, we need to
make dishwasher owners even happier – with even better solutions.
What can we do, when they’re so happy already? 

Simple. Surprise them. Amaze them. Then delight them.

We began in 1995, with the first two-layer dishwasher tablet. It sold very
well and research said consumers were ‘very satisfied’ with it. So we
improved its performance by adding the pre-soaker Powerball in 1999. 

Consumers loved this. So we made life simpler for them with Finish 
3in1, which had rinse aid and salt built-in. 

Research said they disliked the corrosion that makes glasses cloudy. 
So we launched Protector, to help stop it happening.

Could life get much better? Consumers didn’t really think so. Until 
in 2005 we launched Finish 4in1 with Protector action built-in. 
Over the past year it’s been a real success, further strengthening 
our global leadership. In Germany, where strong local competition 
has been a challenge for several years, it’s returned our market 
share to growth. Worldwide, it’s taken our share to record levels 
– and brought private label share growth to a standstill. 

Finish 4in1 brought consumers our best-ever cleaning and stain
removal, shine, limescale protection – plus glass and silver 
protection. So are they satisfied with it? Very, says the research. 
And are we going to improve on it? Absolutely.

2IN1, 3IN1, 4IN1…
WE’RE NEVER SATISFIED!

Stain removal is an ideal category for us. There’s a real consumer
need: stains are a worry, you can’t be sure if they’ll come out in the
wash, and the wrong treatment can make matters worse. Consumers
know their laundry detergents alone won’t do the trick – and there’s
growing demand for specialised additives that can. 

The right product has real value to consumers, if it rescues a garment.

And the market has plenty of room for further growth. In the past
few years we’ve covered the world in pink, making Vanish global
market leader. From nine countries in 1999, it’s now sold in 48. 
We’ve built a worldwide brand into which we can launch a stream 
of ever cleverer products.

Consumers trust Vanish because it works. And we reinforce their 
trust through constant product innovation.

For us, innovation does two things. It grows sales, as we improve 
our products or broaden the range of Vanish products for specific
challenges such as carpet stains. And it protects our premium pricing,
as consumers are willing to pay for better products.

In 2005 we found ways to improve Vanish Oxi Action Max so it
removes even tough dried-in stains in the wash. And we launched
Vanish Dual Power pre-treater, with two active solutions in an
eyecatching double-barrelled bottle: you squirt, they mix and you see
them fizz as they activate. As always, we backed the brand with clear
communication that demonstrates how Vanish makes stains disappear.

Result: further market share growth virtually everywhere, and even
stronger global brand leadership. Our formula works like magic. 
Like Vanish.

OUR FORMULA IS SIMPLE: RIGHT
CATEGORY + CONSTANT INNOVATION 
+ CLEAR COMMUNICATION…

TURNING     
STAINS

INTO
GAINS...

Reckitt Benckiser Shareholders’ Review 2005

Reckitt Benckiser Shareholders’ Review 2005

AND
IT’S  

GONE
GLOBAL...

Bang really has launched with a bang. In just a year we’ve rolled it
out into 68 countries – and taken world leadership in multi-purpose
cleaners. It takes a powerfully co-ordinated global marketing 
strategy to win friends on that scale. But it also takes real sensitivity 
to local conditions.

In South Africa, for example, we used the global media campaign 
to reach the country’s three million more-affluent households. 
But for the other seven million households we used an altogether
more down-home approach.

The townships are a big market – Soweto alone has a population of
six million. But TV commercials wouldn’t get us much visibility there.
And as well as reaching consumers, we also had to reach the small
independent stores where they shop. So we set up a roadshow 
to tour community halls and shopping centres.

We brought music to draw the crowds, with big-name DJs to add
excitement and credibility. We gave live demonstrations to convince
people that Bang really works, and delivers great value. The theme
was “Haikona” or “I can’t believe my eyes!”. Some 12,000 people
came to see for themselves. And live tie-ups with radio stations
broadcasting in 11 languages enabled us to reach 3.4 million listeners
with just six events.

To encourage retailers to stock the product, we gave them display
cards of sample sachets. Within eight weeks we were in 2,500 stores,
including 96% of the top 500.

A year on, we’re still in all those stores – and they’re still selling out.
Bang now has the top-selling trigger pack and two of the top-selling
powder packs on the multi-purpose cleaner market. And on the back
of Bang’s success, we’re now building distribution of other Reckitt
Benckiser brands in the townships. Looks like everyone’s cleaning up
with Bang…

IN ONE YEAR, ‘BANG!’ HAS TAKEN 
68 COUNTRIES BY STORM.

SHAREHOLDERS’ REVIEW AND SUMMARY FINANCIAL STATEMENT 2005

EXPANDING 
HORIZONS
EXPANDING 
HORIZONS
ENTERING NEW SEGMENTS, EXPANDING OUR BRANDS
INTO NEW GEOGRAPHIES, ACQUIRING NEW CATEGORIES

STRONG FINANCIAL RESULTS • DIVIDEND UP 15% • BHI ACQUISITION – NEW PLATFORM FOR GROWTH 
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S
Sustainability

RB’s sustainability strategy has been growing in strength, 
depth, and reputation every year. From creating  

RB’s Million Brighter Futures identity and website to  
Save a Child Every Minute campaign on-pack, we’ve 

brought creativity, impact, and longevity to the message. 

Page 74S is for Sustainability  |  sayhello@workroom.co.uk  |  +44 (0) 20 7608 0840  |  workroom.co.uk



Page 75S is for Sustainability



Page 76S is for Sustainability



Page 77S is for Sustainability



Print  |  Esc

In partnership with

Help stop deaths 
from diarrhoea

Print  |  Esc

Save a Child  
Every Minute  
campaign 
Global Cause Related Marketing Toolkit 
Version 1.0  December 2013

23 Print  |  Esc

5.2  Treatment of imagery & case studies
Shown opposite are examples of how the 
case studies and imagery could be treated. 

Case study example 1 – Full bleed image 
with case study sitting in the available  
clear space.

Case study example 2 – Imagery could sit 
in a photo frame set at an angle. Important 
figures can be pulled out in bold colours.  

All imagery and case studies used here are 
available on the RB image library.  

A credit needs to be included whenever  
a Save the Children image is used. 

Case study example 1 Case study example 2

In partnership with

Help stop deaths 
from diarrhoea

Kesley, Haiti
Kesley, one, was brought to the Save the 
Children health clinic in Haiti by her mother 
as she was suffering from diarrhoea. Her 
mother walked over an hour and a half to 
be able to bring her for treatment.

Mayard Camp is a spontaneous camp set 
up following the earthquake in 2010 and 
Save the Children has been helping families 
living in this camp by implementing water, 
sanitation, hygiene (WASH) programmes, 
and health and nutrition services. 

Ph
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Could provide soap for a family  
of 5 to wash their hands for a 
month and reduce the risk of 
diarrhoea (can be divided down  
to 20p for 1 person)£1

Could help save the life of a 
child suffering from diarrhoea 
by providing them with oral 
rehydration salts for 5 days (can be 
divided down to 20p for 1 day)£1

Could promote the 
importance of health and 
hygiene by distributing an 
education leaflet within a 
community.£10

Could provide a hygiene  
kit for a flood affected family 
in Pakistan to reduce the risk 
of diseases spreading.£20

Stop deaths 
from diarrhoea

RB image library click here

Contents 1. Overview 2. Basic elements 3. Packaging applications 4. Other applications 6. Contact5. Supporting information
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Help stop deaths 
from diarrhoea

In partnership with

Help stop deaths 
from diarrhoea

on each purchase
50p donation

In partnership with

Help stop deaths 
from diarrhoea

on each purchase
50p donation

In partnership with

Help stop deaths 
from diarrhoea

In partnership with
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T
T40 / T400

Topical. Tenacious. Tightly-managed.

In fact, every sort of RB conference we’ve branded (Top40, 
Top400, IS, HR, Category, R&D, UK Business, etc) has needed  
a stand out identity and brand design that brings alive the 

theme and inspires those attending. All helping to put RB on Top. 
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Urban Thrill
Go for the thrill! To engage talented graduates and early careerists,  

we created a fast ’n furious online free-running game. 

Urban Thrill takes you from downtown New York to the domed Taj Mahal 
of India and beyond, perfectly capturing the excitement of a career  

with RB. The number of plays leapt to 1.6 million in the first year.
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Germany

UK

Russia

Brazil

Australia

France

USA

Italy
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V
Vision & Values

Where would a business be without its vision for the 
future and its values to guide its growth? We helped 

articulate the values and developed a poster campaign 
using high performance sports imagery to represent  

the true RB spirit!
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W
Water

How do you squeeze water out of the business  
to reduce global water impact by a third by 2020?

We started by creating a big splash with a lift takeover,  
grabbing attention for a water-reducing idea competition.  

The elevator pitch really paid off. Great ideas poured in.  
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MAKE A...
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Concept visuals for  
Water campaign
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WaterSma�

WaterSma� WaterSma�

Campaign logo

25   |   Reducing water impact at RB   |   05.07.13       TH E WORKROOM  ©

Did you know 

Drink between 2-3 liters
(about 9-13 cups) of 
total beverages a day

that your brain 
is comprised of 

90% water

Water
on the brain
Grey ma�er 
literally shrinks 
without hydration.
So drink up! 
We need your 
sma� thinking to 
help us reduce our 
water impact.

W
e n

eed your sma� thinking

2-3 
liters

WaterSma� WaterSma�

Did you know 

Drink between 2-3 liters
(about 9-13 cups) of 
total beverages a day

that your brain 
is comprised of 

90% water

Water
on the brain
Grey ma�er 
literally shrinks 
without hydration.
So drink up! 
We need your 
sma� thinking to 
help us reduce our 
water impact.

W
e n

eed your sma� thinking

2-3 
liters

WaterSma� WaterSma�

The watering hole
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Be watersmart 
Turn your  

washing machine 
on only when  

it's full

WaterSma�

WaterSma�

WaterSma�

WaterSma�

Toilet take over

Attention grabbing vinyls on cubical doors!
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Installation

A shower of ideas: 
Hints and tips on being WaterSmart

#1
Turn off  

the tap whilst 
brushing your 

teeth

Water bottle 
chandeliers

Concept visuals for Water campaign
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Xmas
A lion tamer that Vanished,  the Great Gats’RB, and even a Durex  

reindeer have all featured in RB’s celebrations of the festive season.  
As Christmas has been around for 2000 years (give or take), the challenge  

to do something different every year simply pushes the Workroom  
team to be even more creative.

As for the ‘Cirque du RB’ party, featuring the lion – it was a roaring success.

Page 96X is for Xmas  |  sayhello@workroom.co.uk  |  +44 (0) 20 7608 0840  |  workroom.co.uk



“Tingle bells, tingle bells, tingle all the play!”
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Pennyhill Park Hotel & Spa, Bagshot

Saturday 8 December, 7pm 

You and a guest are invited 

For further details contact: Teri Matthews (6482)

RSVP at:  
www.regonline.co.uk/rbchristmasparty2012

Roll up, Roll up! 
Ladies & Gentlemen, step right up for Cirque du RB  
– the Greatest Xmas Party on Earth!

Please note the Christmas party is for permanent RB employees only

Poster_A3_Artwork.indd   1 11/10/2012   14:35



FRIDAY 6 DECEMBER
A NIGHT OF 1920s STYLE WITH A MODERN TWIST • HEDSOR HOUSE, TAPLOW

LIGHTS, ACTION, PARTY! 
PUT YOUR GLAD RAGS ON AND JOIN US (1920s ATTIRE OPTIONAL) 

RSVP: www.regonline.co.uk/rbchristmasparty2013
FOR FURTHER DETAILS CONTACT TERI MATTHEWS (6482) • RB EMPLOYEES ONLY (NO GUESTS)

GATS-RB_A3_poster_AW.indd   1 8/28/13   12:20 PM
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Y
Yipeee!

We love winning awards (especially when we win with RB).

Not all ideas can be winners, though. To stir up some competition 
between RB’s creative agencies, we reinvented the wooden spoon 

and designed an award for the most rubbish ad of the year. The first 
person to get his hands on the trophy was our model maker who  

hand-crushed the aluminium sheeting by using chain mail gloves. 
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Early concepts for Rubbish Award
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Z
ZZZAP!

Are you a Hero or a Villain? 

To compel people to reduce the environmental impact they make  
at work with waste, we didn’t get all preachy. We put some character 

into it and transformed the project into a fun quiz that brought  
out that RB competitive edge in everyone.
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%
Upping the uptake, revitalising revenues, concluding conversions,  

or energising engagement.

We love the impact our work makes as much as we love making it.  
And our strategic creativity gains commercial results for a host of other 

clients, as well as for RB. After all, variety is the spice of life.

Results and clients
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RB.com

300%
increase in page views  
(2 years post launch) 
Google Analytics YoY

National Bingo Game 
Association

25% 
increase in sales of  
NBG across UK clubs
NBGA sales figures 2014

Synergy Health

696%
Share price growth  
(from £1.77 in 2002  
to £15.80 in 2015)
FTSE investor pages

Balfour Beatty WorkPlace

41% 
increase in revenue  
in first year post launch
Balfour Beatty WorkPlace supplied figures

The Whitehall &  
Industry Group

22% 
increase in 
membership
WIG supplied figures

Jamie Oliver

39% 
increase in recipe visits
Google Analytics YoY

Ministry of Justice

60%
increase in intranet  
uptake
Intranet analytics

TalkTalk

31% 
website conversion
GA – Online Revenues YoY

Bathstore

47%
online revenues up
Google Analytics YoY
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>
Workroom

We build brands and experiences.

We’re a team of brand strategists, designers, UX consultants, copywriters,  
film-makers, project managers and planners. We also have a network  
of partners – all industry leading figures built up over 20+ years in the  

business – who do everything from audience insight and data analysis,  
to media buying and digital product development.

 All this, with the extra advantage of having insight and understanding  
of RB’s business and brand.

Page 107Contact us  |  sayhello@workroom.co.uk  |  +44 (0) 20 7608 0840  |  workroom.co.uk



Brigid McMullen  
Creative Strategy Director & Founder

b.mcmullen@workroom.co.uk z.hopper@workroom.co.ukm.routledge@workroom.co.ukc.magee@workroom.co.uk

Zoe Hopper  
Account & Digital Director

Martyn Routledge  
Creative Director

Ciara Magee  
Project Manager 

AZTEAM
Call the RB
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AMAZING
We’ve done some great work together.  

But we’re just getting started.

So far, so
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