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Background 

Colgate-Palmolive is a household name with one out of every two 
consumers using a modern dentifrice. Consistently superior quality, 
innovation and value for money products emerging out of advanced 
technology employed, Colgate-Palmolive has been voted „The Most 
Trusted Brand‟ in India across all brands and categories for four 
consecutive years in the Brand Equity AC Nielson ORG-MARG survey. 
Colgate-Palmolive has been the only brand to be ranked in the top three 
for all the six surveys and to hold the premier position for four 
consecutive years.  
 
With the ever increasing number of billboards on display, breaking 
through the clutter is one of the biggest challenges facing brands today. 
Yet, Colgate-Palmolive, the market leader in oral care, was determined 
to tackle this problem by creating a refreshing outdoor campaign to 
promote its new MaxFresh variant. 
 

 

 

Objectives 

 To communicate the superiority of Colgate MaxFresh versus other gel toothpastes  

 To emphasise the fact that only Colgate MaxFresh toothpaste gel contains cooling crystals that give the user an icy wave of coolness 

 To effectively cut through the clutter and highlight the cooling crystals in the visual 

 To initiate sampling – which would also serve as a measurement tool for the effectiveness of the campaign 

 To create excellent brand visibility through a strategic spread of billboards nation-wide 

 

 
 

 

 

 

 

 
 

Campaign Activity 

 
“High impact” billboards featuring Colgate‟s unique attributes were 

executed extensively as part of a nation-wide out-of-home campaign.   

 

Each element of the design was created manually; without the use of 

photography. The water, cooling crystals, toothbrush and toothpaste were 

modeled piece by piece, so as to generate the necessary depth, 

perspective and 3D-like impact.  

 

Apart from giving a feel of freshness with its crystal cut-outs, the billboards 

featured a call to action SMS that read “SMS MaxFresh to 57007 for a free 

sample”. 
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Results 
 
The well thought out prime locations and strategic spread of the billboards helped create excellent brand visibilty in a very short period of time. The out-
of-home execution not only drove the imagery of the brand but also engaged the customer. The campaign was touted as one of the biggest Colgate 
toothpaste outdoor campaigns in history and undoubtedly the success story will inspire many oral care maunfacturers to advertise their products on 
billboards.  
 
At the time of compiling this case study, there were over 9,000 SMS messages received from consumers requesting free samples of the toothpaste.  
 
The Colgate MaxFresh billboard was “the most viewed published ad in OOH” (over a 15 day period) ahead of Sony Ericsson, Clay Telecom and Amu. 
(Source: afaqs!) 
 
It was also “the most viewed published ad in the cosmetic / toiletries / personal care sector" (over a 15 day period) – this included all ads from within this 
category, across all media formats (TVC, press, radio, outdoor, point of sale). (Source: afaqs!)  
 
 
See screen grabs below: 
 

 

 


