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SYNOPSIS

En the early 1900s, Unilever's entry into the Australian
soap narket had to employ a takeover strategy to overcone
the barrier to entry created by |ong established | ocal
manuf acturers, This had led to the nerging of Lever
Brothers(Australia) and J.Ritchen a Sons resulting in the
formation Of Lever and Kitchen pty.Ltd. in 1914,

From 1920s to 1950s, Lever and Xitchen dom nated t he
Australian soap powder market W th no serious challenger.
Persil was positioned as a heavy duty soap powder which
promised "extra Whiteness" whil e rRinso's clai mwas a soap
powder whi ch gave ®*thicker, -richer suds", The prevalent
hand washing habit of that tine favoured a gentl er soap
powder and Rinso became the narket |eader, unilever,
however, mai ntai ned a two-brand policy throughout this
peri od,

By the hate 1940s, the laundry washing habits of the
Australian housew ves were undergoi ng a rapi d revolution.
The washi ng machi ne promsed to liberate the housew ves
from their heavy workload in the laundry and elimnate t he
drudgery which had chai ned women to the house for centuri es,

never and Kitchen reacted to the changi ng usage habits by
reposi tioni ng Rinso and persil as "powders suitable for
both hand-wash and machine-wash.” Rinso's narket | eader-
ship was ensured by its advertising clai mthat all
washi ng nachi ne manufacturers recommended Rinso. Both
brands continued to offer secondary benefits as a dish-
washi ng agent. Lever and Kitchen continued to enjoy
dominant market shares throughout the |ate 1940s and
early 1950s.



The 1950s saw the growing importance of Nnon- soapy
detergents (NSDs). Lever and Kitchen introduced both

Bl ue ome and Surf detergent powders into the Australian
mar ket but hesitated to invest in NED production in the
country, A though Lever and ritchen had taken steps to
ensure that rever's NSD powder were seen to be present
in Australia, it was not actively promoting detergents
for fear that the NSDs might cannibalise Rinso's Share,
The mere presence of Blue ome and Surf however, did not
deter Colgate-Palmolive from entering the Australian

| aundry detergent narket, Fab detergent was launched in
1960 and quickly captured an 18-19% share. Lever and
Kitchen had no choi ce but to respond by increasing the
pronotion of its detergents. Soap powder usage in
Australia rapidly declined throughout the 1960s and
1970s. The appearance of speci al i st dishwashing agents
further qui ckened their decline,

Although Lever and Kitchen was able to retain its narket

| eader shi p, Colgate-Palmolive had successful |y penetrated
Lever's barrier to entry by seizing the opportunity

of fered by new technol ogi cal devel opnent,



1. | NTRODUCTI ON

Lever Brothers(Australia) was incorporated in 1899,
the sane year it began to construct a soap factory

at Balmain, Mew South wales. Production commenced

in Cctober 1900 and soon fanmpbus uUnilever brands |ike
Sunl i ght and Lifebuoy soaps were produced in Australi a,
The original plan was to have the production facility
based in New South wales while agents recruited in the
ot her states would eventually build up an effective
Australia-w de distributive network,

But twel ve years later, LB(A) was only selling 4,000
tons of soaps with sales heavily concentrated in Mw
South WAl es, The idea of national distributiondid
not eventuate and rs(a) had encountered difficulties
overcomng the barrier to entry created by well esta-
bl i shed | ocal manufacturers,

"Levers nmade virtually no dent in the soap enpires
owned by J.Kitchen and Sons in Victoria and w.=.
Burford and Co. in South Australia....Even the nost
I ntensive pronotional effort could not have given
Levers nore than a token share of these virtually
saturated market" (Fieldhouse, 1978).

Despite persistent efforts by LB(A) to penetrate the
mar ket, Kitchens remained market |eaders in Victoria,
Queensland and Tasmania, ran second to Burfords In
South Australia and were in strong conpetition wth
LB(A) in New South wales. 1In 1914 LB(A) proposed a
nerger with J.kKitchen and Sons and a takeover of



W.H.Burford and Sons, This strategic nove led to
the formation of Lever and Kitchen pty.Ltd. in 1914.

Lever and xitchen dom nated the Australian soap

powder market from 1920s to 1950s with no serious
chall enger, Both Persil and rinso becanme househol d
nanes in Australia, Persil was originally Launched

by unilever in the United Kingdomin 1909 as the

first branded heavy duty soap powder, It was rel eased
soon after into the Australian nmarket, A second soap
powder brand Rinso was introduced in 1811 and Unil ever
successful ly mai ntained a twa-brand policy in the
Australian detergent nmarket for the next forty years,

PERSIL: 1930s to 1950s

Persil had traditionally been positioned at the
Austral i an housew ves as a heavy duty soap powder
which fulfilled the primary prom se of "extra whiteness"
Great care were taken to ensure that the whiteness
claim did not preclude its usage on coloured clothing,
A twin advertising sl ogan was adopted for Persil which
r ead:
"whites washed even whiter,
Colours cone brighter,”
(Persil adverti senent,

Woman's Weekly October 28,
4939, See E?Elblt 1)

In 1949, persil®s claimto give the "whitest wash'
was reinforced by rel aunching the product w th oxygen-
char ged suds:



"Persil the amazi ng oxygen washer"

(Persil adverti senent,
Wnan, August 1, 1949.
See Exhibit 2)

The "whitest wash" claimby Persil in the 1%40s and
early 1950s proved to |lack foresight and created a
barrier to entry forLever's own brand into the sane
mar ket, This becane obvi ous when Lever and Xitchen
| aunched Bl ue omo detergent in 1956. The Persil
nmessage had to be revised :

"pPersil washes whiter, that neans cl eaner”

(Persil advertisement,
The Australian Women's Weekly,
April 17, 1957.
See Exhibit 3)

The scaling down of Persil's claim froma "whitest"

to a "whiter" wash did pave the way for other Unilever
entrants into the detergent market, But it did not
removed the negati ve connotations associated with a
"harsh” cleaning agent, After many years of whiteness
associ ation, Persil was seen by the Australian house-
Wi ves as a powder which gave whiteness and cl eanness,
was good for "extra dirty clothes” and was econom cal,
But it received poor ratings on "ease on hands",

"babi es nappies®, and other attributes with "gentl eness"”
connot at i ons,

To counter the negative perceptions, Levers had
t hroughout the 1950s attenpted to reposition Persi



as a gentle powder:

"Persil washes whiter,
now made to care for hands"

{Persil advertisement,

The Australian Women's Weekly,
July 24, 1957.

See Exhibit 4)

A Brand Rating Study conducted by Lever and Kitchen
In 1963 confirmed that the "gentler Persil®” message
di d not appear to have been successful.

TABLE 1. PERSIL PACK CLAIMS

YEAR

1939 GIVES YOU EXTRA WHITENESS EXTRA GENTLY

1949 TBE AMAZING OXYGEN WASHER:

PERSIL WASHES EVERYTHING WHITEST!

BRIGHTEST! QUICKEST!

1953 PERSIL GIVES THE WHITEST, BRIGHTEST
WASH

1957 PERSIL wASHES WHITER, THAT MEANS
CLEANER

1957 PERSIL WASHES WHITER, NQW MADE TO
CARE FOR HANDS

1959 PERSIL WASHES WHITER, AND YOUR HANDS
WILL LOVE ITS MILDNESS




RINSO: 1940s to 1950s

As the second Unilever soap powder brand on the
Australian market, Rinso's positioning platform
needed to be significantly differentiated from
Persil. Throughout the 1940s and 1950s, Rinso's
claim steered clear of the whiteness association

whi ch had been Persil®s main theme. Instead R nso
was positioned as a soap powder which gave "t hicker;
ri cher suds" capable of doing all the hard work for
t he housew ves,

"Rinso's thicker, richer suds
will do ai1l the hard work for you"

(Rinso adverti senent,
The Australian Wnan"" Mrror,
August 4, 1948. 2
See Exhibit 3)

As the | eading brand throughout this period, R nso
was featured as a powder which gave a cl ean wash
wi t hout any rubbing, It was good for whites and
coloureds alike:

"For whiter whites and brighter,
gayer coloureds - R nso every time!"

(Ri nso adverti senent,
Woman's Day February 28,
1549, See Exhibit 6)

In contrast to pPersil's adverti senment which tended

to focus on the "whitest wash" claim R nso adverti se-
ments often conveyed its secondary benefit of dish-
washi ng prom nently:



"Ri nso nakes washday easier = that
thi cker, richer suds are best for
everyt hing, whites, coloureds, dishesi”

{Rinso adverti senent,
The Sun News-Pictori al ,
June 1, 1953,

See Exhibit 7)

In the Sate 1950s, the overall image of R nso was

an econom cal powder which produced sati sfactory
results, had good sudsing properties, was easy on

cl ot hes but was reasonably good for "extra dirty

cl othes". On the other hand, Rinso's "gentl eness”

| mage was verging on the undesirable in that because
It was considered gentle, it was not as highly
regarded anongst its users for "extra dirty cl ot hes”
for "whiteness" and for "cl eanness", Lever and
Kitchen did not attenpt to nodify the "gentl eness”
associ ati on of Rinso, but sought to enhance its
"Austral i an- ness":

"Everything in the wash as bright
as Sydney Habour Wi th Rinso’s
richer, softer suds"

(Ri nso adverti senent,
The Australi an women's \Weekly,
January 23, 1957,
See Exhibit 8)

TABLE 2RI NSO PACK CLAI MS

1948 A VES THICKER,RICHER SUDS
1949 WASHES BRI GHTER THAN BRAND NEW
1957 A VES RICHER, SOrTER SUDS

1959 RICHER, SCFTER SUDS WTH EXTRA
CLEAN NG ACTI ON Z




CHANGES 1n DETERGENT USACGE mABIT

The period fromthe |ate 1%40s to 1950s witnessed two
maj or new trends in the detergent market. Firstly,
washi ng machi ne was rapi dly becom ng an essential item
in the average Australian household and secondly, the
emer gence of specialist di shwashi ng products had
threatened to repl ace powder detergent as a di shwashi ng
agent, Both trends had exerted very significant

i nfl uences on the continual survival of Rinsc and Persil.

4.1 THE INDISPENSIBLE WASHING MACHH NE

The postwar \Western housew ves were pressing for
a change in their lifestyle, There was a need for
nore leisure, nore tine for the famly and a
reduction in the heavy workl oad around the house.
The memory of a horrible, steany |aundry and
count | ess hours spent sl aving over the copper,
lifting out heavy wet washes was depicted by a
Punch cartooni st :

i ——"‘:::g

ol ool i

Source: Punch Almanack, November 4, 1957



Sour ce: Punch Almanack, Novenber 4, 1957

The arrival of the washing machine in the 13950s
promsed to |iberate the Australian housew ves
fromdrudgery, Gone would be the days when the
housew ves needed to struggl e with heavy physical
ehares and suffered the indignation of detergent-
scaked finger tips, Wshing nmaehi ne adverti senents
of the 1950s answered the prayers of nmany housew ves:

"Fromthe day your Bendix is installed

you need never wash your clothes hy
hand agai n"

(Bendix adverti senent,

The Australian Women's Weekly,
April 17, 1857.

See Exhibit 9)




“I'm sick and tired of handwashi ng,
Oh, wouldn't I |ove a Malleys !

(Malleys adverti senent,

The Australian Women's Weekly,
april 17, 1957.

see exhibit 19)

“She'll find out, as | did, that
her washi ng machi ne i s MER MOST
PRI ZED POSSESSI ON!'

(An advertisenent placed by
The Honme Laundry Manufacturers'
Associ ation of Australia,
The Australian women's Weekly,
April 17, 1957.
See Exhibit 11)

Washi ng machi ne becane, in the 1950s, a synbol for
a better quality of life, A curious acronymwas
coi ned by The Home Laundry manufacturers' Associ a-
tion of Australia: ©EwWD WM which stood for Every
VWnman Deserves a Washing Machine.

RINSO AS A WASHING MACHINE PONDER

Rinso, as the market | eader in the Australian
soap powder market, reacted rapidly to the

I ncreasi ng penetrati on of washi ng nmachi ne into
the Australian househol ds, There were three

I mportant elenments in R nso advertising strategies
during the 1950s.

(1) Prior to a conplete swtch over to machi ne
wash, R nso needed to position itself as a
powder suitable for both handwash and
machi ne wash,
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(2) Before a clear picture finally energed
with regard to the Australian preference
for a top-loading or a front-| oading
washi ng nmachine, it was Rinso's policy to
claim its association to all washing
machi ne brands on the market,

"Rinso is the only product recommended
by the makers of all |eadi ng washi ng
machines”

{Rinso adverti senent,

The Australian Women's Weekly,
January 23, 3957.

See Exhibit 81

"It's National Washing Machi ne Month -
hey! Here's what all the |eading
makers say
Use only Rinso, Rinso in your nachi ne"

(R nso advertisenent,
The Australian Women's Weekly,
April 17, 1957.
See Exhibit 12)

(3) Before the nmarket conpletely sw tched over
to specialist dishwashing agents, R nso
would continue to offer its secondary
benefit as a dishwashing powder,
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4.3 PERSIL AS A WASHING MACHINE POWDER

The advertising strategy whi ch had proven
successful for a dual - puspose Rinsc was also
applied to pPersil.In other words, prior to
machi ne wash taki ng over the traditional hand
wash usage habit, Persil was to be positioned
as a powder suitable for both nodes of |aundry

washing.

"The copper or washi ng machi ne,
Persil washes whiter"

{(Persil &vertisement,

The Australian Women's Weeklv,
April 17, 1957.

See Exhibit 3)

5. THE LAUNCH CF om0 AND SURF

Lever and Kitchen | aunched two non-soapy detergents
(NSDs) In Australia during the 1950s. Blue omo and
Surf were both targeted at washi ng nmachi ne users,
Surf appeared to have been the "nobdern detergent®
chosen by the Conpany to replace Persil eventually,
Surf*" advertisement carried the "cleanest"claim.

"Wor | d-fanmous Surf gives you
t he woerld's cl eanest wash”

{(surf adverti senent,

The Australian Women's Weekly,
March 43, 1957.

See Exhibit 13)

For the new Surf, Lever and Kitchen had careful ly
avoi ded using the "whitest" clai mwhich was previously
the positioning platferm for Persil.
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Mar ket research reveal ed that care for the new
washi ng machi ne was high on the 1ist of priority
anong Australian housew ves, and Surf accordingly
of fered nmachi ne protection as a secondary benefit.

"Surf nmeans | ess work to ne on washday.
No grey, greasy scumat all! So ny wash
goes through with only one rinse - yet
both whites and colours are brighter than
I've ever seen themsince they were new,
Surf gives nme the cl eanest washi ng nmachi ne,
tool Wen that |ast rinse drains away,
it leaves the inside clean as a new pin,"

(Surf advertisement,

The Australian Women's Weekly,
July 24, 1957.

See Exhibit 14)

By the mid~1950s, Lever and Kitchen was supporting
four detergent brands on the Australian narket,

The two soap powder brands (Rinso and persil) had
captured 90% of the | aundry market. The two new
NSDs (omo and Surf) were introduced as suppl enents,
rat her than substitutes for the traditional soap
powder, Faced with the possibility of product
cannibalisation, Lever and Kitchen was not keen to
pronote the NSDs for fear that they m ght stea

mar ket shares from Rinso and Persil w thout benefit-
ting the Conpany as a whol e.

The hesitation to w thdraw Rinso and Persil fromthe
mar ket in the face of grow ng inportance of the NSDs
proved to be a strategic weakness. As Lever and
Kitchen refrained frominvesting in wNsSp production
In Australia, an opportunity was created in the

mar ket for a new entrant,
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COLGATE-PALMOLIVE ENTERED TrE MARKET

In 1960, Col gate-Pal nolive | aunched Fab det er gent
into the Australian | aundry market and quickly
captured an 18-19% share, The success of Fab
detergent surprised Colgate. Although the Conpany
had a strong representati onin soap, toothpaste and
haircare markets, it had virtually no experience in
the marketing of laundry detergents in this country.
The | aunch had drawn on the experience of Colgate-
Pal nol i ve wor | dwi de,

LAUNDRY DETERGENT MARKET IN THE 1960s

In the early 1960s, there were five major brands of
detergents on the Australian narket, Lever and

Ki t chen produced and nmarketed four brands (Rinso,
Persil, Surf and omo) while a relatively new entrant,
Fab, was produced and nmarketed by Colgate-Palmolive.

Rinso, the original narket | eader during the 194¢s
and 1950s, was losing nmarket share because it had
not perforned as well in machine wash as it did in
hand wash, Housew ves rated Rinso unfavourably in
attributesrelated to the washi ng nachi ne; for
exanpl e "doing a good wash in a washi ng machi ne" and
"ef fect on washing machi ne" (See Table 3).

Persil was not highly regarded by housew ves in the
early 1%60s. The refornul ated adverti si ng which
stressed Persil's efficiency in a washing machi ne had
not succeeded i n inproving housewives® perception Of
Persil, Persil had in fact received the | owest scores
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among the five brands in "doing a good wash in a

washi ng machine” and “"effect on washi ng machi ne"
(See Table 33.

Surf, the first synthetic detergent from unilever,
did not rate as highly as ome or Fab anongst all
housewi ves for "effect on the nmachi ne" and "doing
a good wash in a washing machine\ surf was al so
consi dered unsati sfactory in "dissolving" and did
not score as well for "extra dirty clothes",

Surf** washi ng machi ne canpai gn during the |ate
1950s seened to have done little to mtigate the
unfavourable associ ation of Surf and washi ng nmachi nes,

Wth two soap powder and an NSD brands rated poorly
in washi ng machi ne perfornmance, Lever and Kitchen
was threatened with | osing a market which it had
dominated for mare than three decades. The Conpany
had one ot her entrant which was |aunched in 1956.

After nore than five years on the market, omo had an
extrenely | ow brand awareness and trial sates anong
housewi ves in the early 1960s (See Tables 4 & 5).
Even as Bate as 1963, omo was still an "unknown" to
nearly half of all housew ves interviewed in a

Brand Rati ng Survey conducted in five Australian
cities.

Among Omo's preferers, the brand showed excel |l ent
promses, It had scored well in "cl eanness",
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"whi t eness" and "amocunt of suds", More inport-
antly omo was rated highly on "effect on washing
machi ne" and "doi ng a good wash in washi ng nachi ne",

Fab in 1962 had secured a position in the |aundry
detergent market. It had received relatively
favourable scores in many of the mgjor attributes,

in particular, "cl eanness", "whiteness", "good wash

i n washi ng nachi ne" and "extra dirty cl ot hes"

(See Table 3). &after merely two years on the market,
Fab had achi eved a good | evel of brand awareness
nationally, Advertising content recall of its clains
wer e very encouragi ng (See Table 4).
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TABLE 4
BRAND AWARENESS, ADVERTISING RECALL
& RECALL OF ADVERTISING CONTENT

Base: Housew ves

RINSO PERSIL SURF OMO FAB
3 £ . 3 2

1, Brand Awareness

(All Homes) 84 65 55 35 49
2. Advertising Recal |

(a1l Hones)

On di splay in shops

&/or shop windows 44 25 29 18 40

Adverti si ng

In any medium 34 19 25 16 31

Onn TV 25 15 20 14 23

On Radio 7 4 4 2

In the Press 6 3 3 1
3. Gontent Recal |

Washes whiter 15 16 9 6 10

Washes Brighter 6 3 1 6 5

Véshes d eaner ' 3 1 2 2

(Note: The survey was conducted in five Australian
cities (sSydney/Melbourne/Adelaide/Perth/Brisbane)
during 1960/61 )
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TABLE 5
BRAND USAGE IN FIVE CITIES, 1960

Base: Housew ves

BRAND

USAGE RINSO PERSIL SURF OMO FAB
% % % 2 %
USED YESTERDAY 30 9 12 5 11
USED | N PAST WEEK 49 19 7.4t 10 19
USED | N PAST MONTH 60 28 31 17 30
USED IN PAST
THREE MONTHS 67 35 42 27 41
EVER USED 93 77 74 58 60

(Note: The five cities were
Adelaide/Brisbane)

Sydney/Melbourne/Perth/
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for a newentrant into the nmarket,

The third period, from 1960 onwards, saw a new
playerColgate~Palmolive in the detergent arena,

Fab detergent quickly secured a position in the

mar ket and Lever and Kitchen countered by pronoting
Its detergent brands Omc and Surf, Soap powder
share of the narket declined rapidly throughout the
1960s. Col gate-Pal nolive had overcone the barriers
to entry set up by Lever and Kitchen for nore than
t hree decades by investing in a new technol ogi cal
devel opnent and sei zing the opportunity created by
mar ket transition,

DISCUSSION

When there are nmajor changes in the usage habits of
consumers, the positions of Leading brands are

t hreat ened, Under such circumstances, narket | eaders
may choose to protect their status quos by sinply repo-
sitioning the brands to nmeet the new nmarket demands.
Such a strategy does not involve significant nodifi-
cations to the products concerned. However, it is

i mportant to note that products which are desi gned
and fornul ated for one node of usage do not fully
satisfy the needs created by new usage habits. A
mer e product extension strategy nmay be highly

vul nerabl e during times of market transition, New
usage habits may effectively constitute a "new

mar ket al t oget her and a product devel opnent strat egy
may be nore appropriate,
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10.1 LIST OF EXHIBITS
NO.  ADVERTISEMENT SOURCE DATE
1 PERSIL WOMAN'S WEEKLY OCT. 28, 1939
2. PERSIL WOMAN AUG. 1, 1949
3. PERSIL THE AUSTRALIAN WOMEN's
WEEKLY APRIL 17, 1957
4. PERSIL THE AUSTRALIAN WOMEN's
WEEKLY JULY 24, 1957
5. RINSO THE AUSTRALIAN WOMEN'S
WEEKLY AUG.4, 1948
6. RINSO WOMAN'S DAY FEB. 28, 1949
7.  RINSO THE SUN NEWS~PICTCRIAL JUNE 1, 1953
8. RINSO THE AUSTRALIAN WCOMEN's
WEEKLY JAN. 23, 1957
9. BENDIX THE AUSTRALIAN WOMEN'S
WEEKLY APRIL 17, 1957
10. MALLEYS THE AUSTRALTAN WOMEN'S
WEEKLY APRIL 17, 1957
il. AN AD. PLACED THE AUSTRALTAN WOMEN'S
BY THE BOME WEEKLY APRIL 17, 1957
LAUNDRY MANU-
FACTURERS' COF
AUSTRALTA
12. RINSO THE AUSTRALIAN WOMEN'S
WEERLY APRIL 17, 1957
13. SURF THE AUSTRALIAN WOMEN'S :
WEEKLY MARCH 13, 1957
14. SURF THE AUSTRALTAN WCOMEN'S

WEEKLY

JULY 24, 1957
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CETT e e e e s OMAN'S WEEKLY - ADVERTISEMENTS . Octchber 28, ;'939

“Whites washed
~even Whiter,
{olours come
Bﬂgbfﬁ" _ ;
 Voollies Saftex:
. in Basiest Wash } s

Wf B%’f ﬁ&dg .\'5 WOMAN TELLS ANOTHER!

The news soon wravels. One woman tells-

her, and Io *Il hard,
—SAY 14000 WOHEN | i el

- AFTER TESTIHE betng used.

BEFORE this new PersII came on zhe market, 14,00:: wcmen secretly
proved in advance every claim made for it. “They tested it for months—
without prejudice, to6, for it was issued-in a plain nameless packet. Their
verdict will be your verdict: Persil has always given beautiful results. But
this new Persil proves that the wonderful Peisil oxygen action can give
even better results. * The fanous Persid Whiteness is now whiter sull,
putting all “other whiteness-in, the shade. What i more, your precious.
silks. are wen safer now, their daintiness more lasting, And the fefly
softness. of the wobllens, the’ brightness of the colours, will ‘make you
prouder than ever d your wash.

AND THESE 5 BIG: 'EXTRA m&ms&s

-{L;d“ ‘N0 A, 2} EXTRA - PREVENTS
e er MIKING—~ “ﬁ‘ LATHER— SCUN — |-
. Eamr : _~‘ S ~ For Fine Easier
SN Wash b e 5 . Wash " Rinsing
You just shake new Persil on A decp foamy lather which - Evenin the hardest water, with EHIBIT 1

to the water, swish with yousr - gets right in and in——just afew -« new Persil, you get no trouble
barid, "watch the lather foam - gentle squeezes @nd all dint” with-scum. " Thar means easy,
up—and there, so’ qmtks, w “wanishes from youz s:li?s and - pez‘el:l: rinsinz-to. help you 10
cmﬂy,?wreall rudy woollm ¥ s " * perfetr whiteness. 5

mﬁ,ﬁ/m PERSIL'hut the 0!:5 przceé“ 3/2 &Sd

TPER TAF 4 TALgS

R i A :
S i S A s B g A T T i e i e
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Housewzves ' everywhere acclasm

ccloureds ~yellows,. rv.ds grezns are
%0 much BRIGHTER- brawns'-"biues. :

; .5|rnply sprmkie New_ Persil :niu
* the water, swish with the hand

;fand thosz oxysen charged_
4 ;

' ~ In'a BIGGERBRIGHTER "
EXHIBIT 2 g - e packaf tool Another. good -
. reason why_ n aiways )

AN, August 1o 1949 lly - 1S 2 s - ' Page Fifhyvons
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You can have softer, smoother hands on washday

... because New Persil now contains

New Persil has a wonderful new gentleness your hands
will love. Its softer, soapier suds treat skin and nails with |
very special care and kindness, keep hands smooth and

pretty, no matter how big your wash

New, milder Persil isthe answer to every woman's
wish for greater hand care on washday. Now'you
can have softer, smoother hands as well as that
famous Persil whiteness. Y ou will find that the suds
are softer, soapier, longer-lasting than ever before
because New Persil now contains 339 more pure
soap. And these same busy suds work through
and through the weave, gently easing out «i/ the
dirt. Persil washes whiter because it washes
cleaner...and with a special new gentleness your
hands will love.

PERSIL \WWH TENESS 1S GUARANTEED

P 152 WWE

Tue Avsrmarian Womsn's Wesxey — July 24, 1%
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ill doall the. -
* " hard work for you -

See if you don’t get your whole’
wash on' the line hours sooner~
. when you change to Rinso! No
-rubbing and scrubbing to make
- ‘arms ache!,'No bending over
tubs all morning! A sprinkle
5 . of Rinsoiin the water . . . a_
. whisk ofitwo with the copper .
stick.. ."I"and Rinso’s thicker,
richer suds give ‘you 2 wash
. as clean as can be—without any—
d work for you. - '
T

alia’s Amateur -
Every'Th
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Little Kerry and Gai® Sonndin of Mosman,
love w visit Gramdowa — cspecially in their
Rinso-toright dresses. just like Mumunie's.,

S

-+

=y

4
:
}

“

“with RINSO's Richer, Softer Su@s””- T

A LOVELY DAY —-.and everyone at the
- Sourdin house up with the birds! For twday
a mother's washlng day and after that a
visit to Grandrmd, who lives on the other
side of the harbour. When young Mrs.
Sourdin finished hanging out two big baskets

“of clothes, she proudly dressed her)two

darlings in their pretty cool cottons.

Brighter than Brand-new :
Just like all the gay coloureds she leaves
ftuttering on the line at home, those sunshiny-
yellow dresses are washed regularly in Rinso.
"1 have never used anything but Rinso in
the washing machine since the day 1 was
married,” Mrs. Sourdin says. ""You can see
the dazzling effect those suds give, even

while the wash is stili on theline™

Many proud mothers — seven out of every
ten housewives in Austealia, N fact — seem
40 share Mrs. Sourdin’s enthusiasm for
Rinsn. They know that these richer, softer
suds de a better washingjob all through.

EXHIBIT 8

Rich, soft suds are safe

1t means so much 1o women who have ajot
of washing . and washing-up — to know
that you can safely pUS hands iNto creamy
Ririso suds without spoiling their prettiness.
Why nor.try Riase? FOr your hands' sake?

| !-WNFP\?

Tuz Ausrratzan Wosex's Wrmsir — Jamusry 23, 193



NEEDS NO HOT WATER SYSTEN

...it’s completely automatic. From the day your Bendix i
installed you need never wash your clothes by hand agai

i3
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GMNLY BENDIY con give you all these features

Y Tekes rhe biggest effective washload.

sk Wam rnse = exclusive to Bendix

& Needs no boliing down, no costly installation
Y& Simple controls— easy access.

%K Exclusive front porthole door, with safety lock.

* Bendix famous rumble-actton washes thoroughly and more gently.

* Porcelain-finished cylinder protects your <lothes
Yk Spin-dries and switches off automatically

KIRBY. CROSLEY - BEANDIX PRODUCTS

DISTINGUISHED FORBR QUALITY BND LEADERSEHIP
y Prge 46 -
7

EXHIBIT 9

Have a free demonstration ot your local dealer
now ..and whether you choose BENDIX for use
with a hat water service, or this new entirely
self-heating model, you mey be sure those
tiresome washdays are over for ever BENDIX
will wash automatically, whiter and cleaner,
nylon to blankets, while you relax

L)
rrom 198 SUIATREEES [15 guineus extro for Self-Meoting
feature]. Shightly higher 1 country aress, WA ans Tas

Free literature for you
=} Whustvated frso ferature thet expleins simply the sdvarteges'of
“”:;'YW twn Bandis—fill in your namepj::; add.'z{&‘; below and ;:n“d to
James M Kirby

Sales Pby. Lid., Bex 9, Post Office, Compurdown,
Mew Sewits Waies.

MAME.

Tux Austraciax Women's Weskiy = Apdil |7, ¢



“Well, what I think is

really special is the way it

washes everything . .. even

woollies and baby clothes.

I’'m sick and tired of hand-
washing. Oh,wouldn’t

I love a Malleys!”

And did you notice how lovely
_and cleari the clothes are? That's
what I like—the cleanness and
the spin dry. And to think it does
the whole thing by itself, while
you're shopping or visiting! Talk
about automatic.”

“Yes, I do have a hot water system . . .
but my old washer just eats it up. On .
washdays I don't have enough left for
baths and doing the dishes. It would be
wonderful to.have a machine that heals
its own water — and just look at the
i enormous load.”

“Apart from everything else,
it looks so lovely, doesn’t it?
Just imagine what it would de for
MY laundry! What the neighbours
would say. Why don’t I trade
the little wringer machine
I'm using now?”

The gay cunvas caropy wer -he Mallevs is wsed during store demenstratsons. This sene

was sketched during on actual d ration in the appliance section @ « Melleys Retailer.

The fully automatic washer that does not need a hat water system

Every woman deserves a washing machine!

Page 64 bistica . Tug AustrRaisas Womes'y Wessey — Apeil 17, |

EXBIHIT 10



MORE TiME

FOR LEISURE:

T

%O MORE DRUDGERY: MORE ENERGY KGR OUTINGS: MORE CLEAN CLOTHES:
Orly o mechine could wush o {aet ond do it 0 Your washer does the heavy wori=—washes cleaner You won't inow it's been washdey when you awn ' e el » e solled ciat
gontty end 10 well. You'l g«m‘:&sfuﬂq-ﬂh +than ever—doen” w“y;,dﬂhl.eryw—» ‘;:dﬁog Mmhim.’ You put in the = ﬁ&@““a’pmfﬂ-:‘?a&”;ﬁrkm taen anthe
your cen Washing Machine, leaves you . .. washer puit m the wort—osves you

wagIg.

of the world, ready for anything!

ERY WOMAN DESERVES A WASHING MACHINE

}K lasseted by THE HOME LAUNDRY MAMUFACTURERS' ASSOCIATION OF AUSTRALIA A iviiew of the Chamber of Momefachoss of NAW.

Page 14

Taz Austaarnan Wossn's Waxzer — Apeil 17, 1S

EXHIBIT 11
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~ Geethe dit fall out /-
Watch this modern detergent, SUrf,
perform -a washing miracle .

" COVE IN7Q THE LAUNDRY
ARD SEE rOR yoUssSELF
| St sy sister wesh a perr d my
son's shorts ta Swi We could see
© the divt fall out——atrears out. She
was mmazed! “Tvs never seen nmy- .
thing s good at Surf hefore,” she
asid, | thought it wus just another
toap powder—but mow | can see
what a marvellous improvement 3t
makes!™ “Yes” 1 said, “it's cor-
‘winly worth every peany you pay
M ‘“lw *

“Hothing's o3 miurvelloos as Surf
in our hord woter,” writes M. Lo

water, Surf gives you the World's-

n
o = * Clespest Wash, Unlike conven- el
. tional sosp powders, Surf, the e
e modern powder detergent, makes § ==
n = piles of wonderful suds right awsy, =

i

‘yet it's 30 mild—Suri leaves hands
precy o see.

‘“Suri mekes my coloureds come vt |
)™ writes Mrs. D. Sinclair
" of Armadale, Vic. .“My sheets and

it

W

i

.
pillow-alips are the brighteat I've 3

-dirty my husband’s overalls get, = i
1 they slways come clesn with Surf!" s
EXHIBIT 13 [ gt o0a Bie b mepme g 1=
. dirt, draws it out of the clothes. -
. » Then, with only one rinse, your g

~ whole wash iz wonderfully clean— -
clegner than it's ever been—the
‘World's Clesnest!

A s Wezsty — Mazeh 13, 1957
Pace 52 HE AustRariayw Womzex's Weestr
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““‘Baby’s nappies are the best test for any washday
product --- @f machine — in my opinion. It'S easy
to boil them till ‘they harden and the stains get really
set in, Now, with Surf and my Simpson, the nappies
are perfect. -They're whiter and sefter. Even without
boiling.”
5 B ‘ e v g "™q)f means less work to me on washday. NoO grey,
VEEL S LRl R W 3 greasy scum at all! SO most of my wash goes through
o ' with only one rinse — yet both whites and colours are
brighter than I've ever seen them since they were new."
"qif gives me the cleanest washing machine, too!
When that last rinse drains away, it leaves
the inside clean as a new pin.”

: . ExmTBIT 14
E u ot r Surf-gives you the
| | WORLD’S €§,EA%§E

“~

AS

_ - s_r,.wa_ga
Page . 54 L ' -
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