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The respondent contends in its Proposed Findings fied May 8
1959, (page 91), that in the case of establlshed products, such as

Clorox liquid bleach , promotions may result in te111pOrary gains
in market share which, following the promotion, recede to their

former level. However , the evidence in this case does not support
this contention , as discussed in the immediately preceding para.
graphs and reflected in the graph correlating Clorox s market share
and its percentage point changes with its expenditures for promo-

tions, on page 1506 hereof. Another instance where evidence
of probative value is available which relates the effect of a
Claros promotion , directly to market share, (Erie, Pa. , area, ex
450) Clorox s market share increased from 49% of the market dur-
ing the period October 14 to November 11 , 1957 , (the period imme-
diately preceding Clorox s "J\Ioney Saving Clorox Special" promo-
tion on November 25 , 1957, and followed by other Clorox promo-
tions in that aTea in January and February 1958) to 63 in the

period December 12 , 1957 to January 6, 1958.

Although Clorox s market share leveled off after these promo-
tions to 52.9% of the Erie market during the period February 3-
March 3 , 1958 , it retained a gain of almost 4 percentage points in
market share in this area. During- this same period, the market

share of one of its principal, but smaller cOlnpetitors: Gardiner
:Manufacturing Company, with its 101 Brand, "as decreasing from
25.2% t.o 22.3% of the market, and "All Other" brands were de-
creasing from 18.9% to 17.7%.

Furthermore, if the respondent's contention is correct, that pro
motions result in only temporary gains in market shares and then
recede to their former level, it is inconceivable that Clorox v-lu1d
earmark 8400 000 of its first advertising budget after the acquisition
and spend in excess of $1 500 000 in the three succeeding years for

such " ineffective ') promotions.

D. As to Advertising
1. In Magazines

The. Clorox Company, under P & G control , made a number of
changE'" s in the magazine advertising as used by Clorox Chemjcal
Company, not only in the kind of magazines used , but in the type
of ads appearing therein. For example, in February 1958 , Clorox
bega-n the use of monthly full page black and white ads in some
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magazines in "hich Clorox Chemical had run smaller color ads

every othe1' 1Jwnth. Several maga.zines that had been used for
advertising by Clorox Chemical ,,ere dropped entirely and the
advertising in others , such RS certain fa,I'm magazines , was reduced.
These latter changes would appear to be consistent with P & G
general policy, as testified to by its advertising manager , of advertis-
ing in IImgazines \vith national circulation.
2. On Had.io

The Clorox Company, under control of respondent P & G, has
doubled the amollnt of t.ime purchased in television spot announce-
ments of Clorox, compared to the record of Clol'oX Chemical , ,lnd

placed less emphasis on radio in conformance \yith the P & G policy.
Also consistent with P & G policy, subsequent to the acquisLtioll

of Clorox Chemical Company, spot announcements on some inde-
pendent, unaffliated radio stations were terminated, and were
s\vitchecl to net- 'iyork stations ,,,hich general1y oftered more listen-
ing audience. After the acquisition , 34 radio stations "-ere dropped
from Clorox advertising, of "hich 27 ,,-ere independent stations
una.Hiliated with a net-work. One new station was added.

3. On Television
Clorox has been advertised, since the acquisition , on spot televi-

sion in Dew markets wherein the Clorox Chemical Company was
not using spot television. Also television spot advertising has been

increased in other ma,rkets, wherein the Clorox Chemical Company
had done very little television spot ach"eltising.

'1'hile Clorox dropped or decreased TV spot advertising lTl a
few ma.rkets, tha,t had ueen used by Cloro:\ Chemical Company
prior to the a.cquisition by P & G , it. arlded or increased its TV spot
advertising after the a.cquisition in a subsrantially larger nlHnbel'
of markets , either not used at all : or used to ;1 more Emited degree
by Clorox Chemical Company.

The monthly H\"el'nge number of seconds of TV spot advertising
used by Clorox Chernica,l Company in T\:- rnal'kets decreased or
dropped by Cloro:\ after the acquisition were 5 956. , v.,rhile such
average used by Clorox in such markets after the acquisition was

597. , or a decrease of only 2 ;;59.2 seconds. On the other hand
the monthly average number of seconds 011 T,i spot advertising
used by C1orox in new or increased TV markets after the ,-lcqui-

sit.ion -was 96 660 second' , as compared to :1 HlOnth1y average, of
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277.4 seconds used by Clorox Chemical Company in sueh territory
prior to the acquisition, or an increase of 53 382.6 seconds,

Thus , the total monthly average number of seconds of TV spot
advertising used by Clorox Chemical Company before the acquisi-
tion, in both decreased and increased TV 111arkets, was 49 234

whereas such a vcra.ge used by Clorox after the acquisition in such
markets \\fiS 100 257 , or a net increase of 51 023 seconds. The fol-
lowing tables set forth in detail the monthly average, before and
after the acquisition, in (1) New or Incrmlsecl TV hrkets, and
(2) Decreased or Dropped TV Markets.

TABLE III.-(CX-545) New or Increased TV l fa1"kets After
(Monthly Average NlInber of Seconds)

the Acquisii1

Montlllyaverage

After

Abilene Tex__
Albuquerque, N. l\IcL-
Amarilo, Tex_

___

Ashvile,
Atlanta , Ga--

------ -

Austin , Tex_---_

----

BaltiJnore , Md_

------ 

Beaumont, Tex- _
Birmi1lg1rarn,
Boston j\Iass._
Buffalo

-----

Charleston , S.C- -
Charlotte

, !'.

u_n
Chattanooga, Tcnn___

---

Chicago, IlLu_
Cincinnati, Ohjo_
Cleveland, Ohio__
Columbia t'. C_---

---- ---

Columbus Ohio__

----

Corpus Christi , "fex_
Dallas, TeL__
Davenport , Iowa--
Denver , Colou
Des Moine , Iowa- - -
Detroit J\liciL_
El Paso, Tex-
Erie , Pa--

----

Evansvile . Illd-
FortWorth, TeL_
Galveston , Texu__
Greenvile , N.
U\'rlingen , Tex--
HOl1stoll Tex
Indianapolis, Ind---
Jackson , :'1i8:;_ n__
Kansas City, ;\lo_

_--_

uu--
Los Angeles, CaliL- 
Louisvile , Ky - --
Lubbock , Tex.-- u -

--- ---

J\lelllphis. Tenn_
;\liami, FID._
Midland, TCLu
)!iwallkee , Wis__
New Orleans , Lan
NewYork
Norfolk, VIL

_- - --"-

Odessa, Tex.-
Oklalloma City, Okla_
Peoril, llL--

-- --

u_-

7SQ- OlS--69--

---:::--- ----

::::::::::::1

:__

___n_

------ ------ - - - - - -- - _--

n--

---- --- ---- --"

Before

. 0 Io :
110.
783.

061.

200.

81.
710.

9H1.7
670.

. 6 jB, 3 1
3/5.
718.

68.
828.
721
785.
933
185.

liOO
70.

868.
9/H
A5. 

700
218.
876.
375.

660.
726.

353.
800

::1

005.
560.
005.
55:2.
05:2.
01:2.
150.
01:5
7'.5.
647.
560.
217.
045.

10.
\14:2
907,
820,
02:2
:207.
01:2
21:2.
,60.
9(;:2
\152
04.
17.1.0

, 69. , (1
6:20.
435.
962
947.
345.
122
38.1.0
297.

2. l1:2
2135.
890.
602
95:.
967.
577
977
777
lL)5.
432

5, 0

\15"1
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III.-(CX-545) New or Increased TV Markets After the
M onthly Average Number ()f Seconds)-Continucd

TABLE

...u. n

::::::::. ~~~~~

:\Jonthlyaverage

63 F.

Acquisition

Philadelphia, P8. unnn_--_--n------_--_-
Phoenix, AriZ-.___----------n

- -

Pittsburgh , Pan

- - --------

Portland Oreg_

---

---------------_n------n-
Halelgh, N. C__ _----__--_n__
Roanoke, V8._--------
Rochester

___- ----- --- ---

_u_

--- ---

St. Louis , :110___

- - ---------------_

--_--__n--_----_--------------
San Angelo, Tex --_n----n n_n__

----------- ---

San Antonio, ' rex

_----------------_.--------- ------- -------

San FrancL co, Califu___
Rcher.ectady, N. Y - -

- ---

_u_

---- --- -__ _--_

--n__ u-- n___nn-
Scranton, Pa.

----

_nnn_-------_n_n_-

- ---_

__nnn_
SeattJe, Wash_ _nn_-
Shreveport, La_ _nn__-
Syracuse, N. Y --

- -

Tampa , Fla___ ----n--nn- -_nn

~~~

Youngstown Ohlo_

_- _ _--

nunn_ n--__ _--nunn-

____.....

::J

Before

256.

908
086.
831.7

71.7
868.
793.

91.7,
756.

46.
68.

191.7
68.

633.
823.

90.
76.

745.o '
79901

(Se - TabieYV)==

=== ====: ---

::::i-

- 43 277.

::r::::::.

'1'otaL-

-----

u_-

Increase_
Decrease.

n_n.n_

Net Increasc- _n ---_n__nnnnn n__n_ nn_

SourC€: CX545 A, B , C, D.

TABLE IV.-(CX-645) TV Markets Decreased or Dropped After
(Monthly Average Number of Seconds)

After

382
040.
!J55.
282.
290.
040.
075.
042.
005.
lm.
027
585.
040.
722.
045.
897.
865.
465.
297.
360.
570.
857.
005.
382
005.
005.

, GoO. 0

382
359.

023.

the Acquisition

Monthly average

Before After

Bellingham, Washn_n_

- _

_n__n--nnnn--nni 1 256. 7 J
IIuntington , W. Van

- _

_n_n___ n_____n-- - 150.
Jacksonvile , Flan__ --n-.- --n-.---- -

---

I 1 050.
Little Rock, Ark_._ _--u

- _

u_n--__n 305. 0 '

Omaha, Nebr.nu_n---

- -

__n_n- nnnnn- 431. 7
Salt Lake City, Utab_

-- --

- nnn_n__ - 1 000. 0 '
Spokane , Washn -- - n - 1 288. 3 I
Tacoma, Wash

_-- _---

__nn_--n_n- 311. I 
Wilington , K. Cnn__n

- ____

_nn_--_n_

___ .--:;;:.

oie::::::::::::n _M_.m ::::::::::::n n....

:;:

)fonthly average number of seconds of TV spots in cities used by the Clo- 
rox Chemical Company and not used by the Clorox CompanYnn_

_--

--nn--nnn--

457.

040.

320.
827.
952.

597.
359.

SourCi: CX545 A, E, C

930.
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The number of cities used by Clorox Chemical Company for TV
spot advertisements before the acquisition was 65 , while the number
of cities used for such purpose by Clol'oX after the acquisition was

: an increase of 15 cities.
The monthly average number of seconds of TV spot advertise-

ment.s used by Clorox after the acquisition , in cities not used at all
by Clol'DX Chemical Company, was 16,197. 5 seconds, while such
monthly average of TV spots in cities used by Clorox Chemical
Company before the acquisition , and not used by Clorox after the
acquisition, was only 930 seconds. (See Tables III and IVan the
preceding pages.

The number of TV st.ations Haed by Clorox for TV spot advertis-
ing for the first time after the acquisition was the same as the
number of TV stations dropped by Clorox after the acquisition
namely: 28. I-Iowever, the total number of seconds used by Clorox
for such advertising on the 28 new stations for the 8-month period
fol1owing the acquisition , August 1 , 1957 , through March 31, 1958

(157 000), was substantially more than the 1.otaJ number of seconds
(10-1.(10) nsed by Clorox Chemical Company for snch advertising
during the longer 12-month period , lTllly 22, 19;)6 , through .Tuly 31
10;)7 n11 1.l1e 28 TV stations dropped by Clol'oX after the acquisition.
(See TllbJes V (a) and V (b) on the following pages.

The Clorox Company used 129 580 seeonds of TV spot advertis-
ing in 19 new cities during the 8-mont,h period following the acqui-
sition, August 1 , 1957, through :March 31 : 1958, whereas Clorox
Chemical Company used only 11,160 seconds of TV spot advertis-
ing (luring the 12-month period, Jnly 22, 1\)56, through July 31

1007 , in 4 cities which were dropped by the Clorox Company after
the acqnisition. (See Tllbles VI (a) and VI (b) on the following
pages. )

A further indication of a more aggressive sales policy pursued
by Clorox after the acquisition of Clorox Chemieal Company by
P " G is evidenced by the fact that, ,vhile Clorox Chemical Com-
pany used only 592 020 seconds of TV spot advertising in the 12-
month period prior to the acquisition , Clorox purchased a total
of 803 060 seconds of TV spot advertising in the shorter 8-month
period immediately following the aequisition. (Source ex 545

, B , C, D.
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TABLE V(a). Vew Television Stations Used by the Clorox Company f01' Spot
.fldverlisl:ng During the Period August 195/-March , 1958

. - - -.. '-- ----.------

i Tot:)l (lUmber
or condo

(l:rlc. period

KRBC- 'TV_ m--

---

1 8 040
KFDA-TV- 3 480

- KGNC-

_--- .

1 GUO
- KTBC-

_--

S; 100
KFInl-

----

- 8 100
WRGP-

- KHlS-T\' - S 100
- KHOO-

- :!

480

j.X

~~~~~

==::=: i

~~~

I \VB), - :-1 460
KRGV-T\-- 2 Ili()

- KRCT- ..-. 10 860
- KTTV-

-. 

450
- WCKT- 64()
- K)IID- n--_ na__

:: 

6::
I WT:.IJ.. 'TV - 7 820

:1 

~~~ --- ~~~____

----mm_m--_--

:! ~~~~~~ :======: : g

KCE:s-TV - 1. i20

----

u---- 

~~~ -- 

KAKE-

---- _--

:J:S40
--- KFDX-TV-- ' 4

KSYD-TV_

----

--- 3 480
: 'Vn1J-

--_ _--_---

040

---- -----

--.---- l,'ji , 500
8n3 OliQ

19.

TV station usedLocation

Abilene , Te:l_
Amarilo 'lc:I_
Amarilo, Te:\_
Austin , Te:,--
Beaumont , Tex_
Chattanooga , Tcnn_--"___.--
Corpus Christi, Tc:\__--_.-
EIPaso, Tex.un
Eric, P

.._--

Evansvile lnd-

___.

YortWortl1 TcL.
Harlingcn TcL--
Los Angeles , Clili--
Lus Ang:eles, CaliL-
i\liami FiaH__

-._-

i\Iidland, Tex_
J\IHwuukee, Wis-
Odessa , TeL--

--- --_.

Salt Lake City, "Ctahnm .--
San Angelo , Tc::--_
Spokane, \Va.,IL
Temple , Tex--
Waco , TCX__H'
WheeJjn , W. Va-
Wic11ita , Kans-- ___u-----
Wic!lita Falls, Tex--

-- ---

-"----u_"
Wichitil Falls. TeL__

--.----

Youngstowll 011io__--_------

Total TV Spot Advert.ising on New Stations--
Grand 'rotal of Clorox Spot TV Advertising-

Percent Accounted for by r-ew. Stations

-------------- ---- ---

u_-

----- ---- -----.--------- ----

____n.--n

Source: CX-545 A , B, C, D.
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\BLE V(b), TV Stations Used by the Clorox Chemical Co. for Spot A.dvel. tising
During the Pe1'iod July 1956-Jldy , 1957 Dropped by the Clorox Co.
AUlj'ust 1957-2vfarch , 1958

Locatio:l TV station used
Total nwnber

of econds
during period

Atlanb, (;a_
Birmi.nf'hc:m Ala--
Cl1icago JlLu_
Cleveland Ohio_

Do_
Columbm. Ohio
DenvAr. Colou_ __nn__uu-
Hunti: 't(Jn. W. Va_ n_n.
Jackson , Miss_

-- ._

n_un
Little Hock , Ark--

~~~ ; , ~~~ : :==:=: ==:

Oklabom:l CiTy, Olrla
I'eorill J1J_

--___

Philadel;ljJia, Pa______n---
Portland Oreg_

-- -

RalrigJI , T\ c.----un-
St. LO'Ji , .:lo--
San Fri:Tll::SCO, Cali_

.__-- -

____n_u._-
Seattle, WOob_

_--

Spokane , Wusil nnun
S:\'Tacuse
Tacoma, V.ia JL_
Tamflll F!3 _--_--nn.
Was!lingto:1 , D.
Wichita , Kons--
WilmingtVn , X. --n____

stfll Ons dropped) n n_-- ----

Tom, TV Spot Advertising on Stations nroppeu__u--
Grand Total of Clorox Chemical Co. Spot TV Advertising.- nn-

PE'ceJJt flcccmnted for by str. tions droppedn--__nu_n-- - n

nnu.__

WSB- rv_
WBHC-

-I WJ\V-
, WBNS- V -

::::

:1 

t:;

:::-:, ~ =:=::::

WCBS-TV--

~~~ =======::=:

H--

_--

' WRCV- nn--
KOIN-TV--

- --

'VTVD- TV -- -
KWK-TV_

- -

noon.
KGQ- l'V

_-_

KRO:\-

"--_-

KI:\G-
-_u_.-' KXLY- TV-- - - unnn 

~~~

t;E-
rOP-

KTVH- I'V -
.-----u_ -- WJ\IFD-

__-

060
400
820
200
740
7110
140
800
200
660
300
0110
440
260
260
960
700
020

880
560
aOO
480
740
340
U80
980
960

n_n ._n_n_u-
n__n______-

_n_____

___-

_nn____

---

104 080
592 020

17.

Source: CX-545 A, B , C , D.
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TABLE YI(a). New CitI:es in Wh'ich the Cloro;!;

tdvertisinl) During the PtJ'iod August 

Compu,ny Used Spot
1957-JIw' ch 1958

G3 F.

Location TV station used

Te!ei':'S'lon

---

Amarilo , TCL__-- _--_---u
Amarilo , Tex_

_--__---

Abilene , Tex-_
Austin , Tex_--
BeaUilont , Tex--
Chattanooga , Tenn____
Corpus Christi, Tex_
Erie,
Evansville lnd----_
Fort Worth, TeL_
Harlillf'en , Tex--
!vIidland , '1ex

._.

l\1iwaukce, \Vis_--_
Odessa, 're);_
San Angelo , Te:L
Temple , TeL_-
\Vaco '1cx_
Wheeli:g, W, Va--
W:ehitu Falls , '1e:L.._
Wicl1itaFalls , Tcxn_
Youngstown, Ohio

KG-:C

--_

KFDA-
KlmC- 'l' V._

---

KTBC-

____- -----

- KFDIII-

---- ---- -------

- \VRGP-TV.--

_--

KRI8-TV_--m----_
- WICU-

--_--- -. 

-- \VFEI-TV -

---- ----

-- WBAP-TV ----n

-----'

. K. RGV-

----- ------ '

KilIID-

--_

\\'l:\U- TV _--_mm
KOSA-TV _____m__

- KC'TV-TV __
KCEK-TV __ m_--

- KWTX-

----------

! WTRF-TV--
KFDX-TV--

- KSYD-

--_

I \n' .i1J-

------- ------- -------

Total TV Spot Advertising in ?-ew Cities-

----

GrHl1d Total of Ciorox Spot TV Advertising__
Pcrce:lt Ac:counted for by New Cities_--

--- ---------------------

i Total num1)cr
of seeonrls

I durL."1g period

, 560
480
CJ0
lOO
100

, !OO
or,O

1:' 960
4SQ
7611
620
870
480
040
720
560
040

, ;;60
480

129 580
803 060

16.

Source: CX 545 A , B , C , D.

TABLF. VI(b). Cities hI- Which the Clorox Chemical Company Used Spot Teievisi
LldverL :8inr; DUl'inq July 20, 1956- July , 195" and Were Drupped by the
CloroI Co. , August 957-March 1958,

Location TV station used
TotaJ Tuunber
of seconds

during per:od

Huntington, W. Va--
Little Hock, Ark-
Tacoma , Wash--

----

Wilmingto!l , K. C----

------ ---

- \VSAZ-TV --

-----

, KARK-

--_

--- KTNT-

---

W;.r:r' TV------__

-----

Total TV spot advertising in cities dropped - ------

----

Grand total of Clorox Chemical Co, spot TV advertising_
Percent accounted for by cities dropped------

-- - ----- - --.-- ---------::::::

Source: CX-545 A , B , C, D.

SOO
E;60
740
86(1

160
5\)1 020

4. Savings in Advertising Expenditures.

Although the record indicates, as contended by rcspondent, that
the per case rate expenditure for advertising and promotion budgeted
by Clorox Chemical in the fiscal year ended.Junc 30, 1957 , and by thc
Clorox Company in the J2-month period cnded June 30 , 1958 , were
approximately the Sllme , namely 16.4 cents per case , it appeaTs tlULt

under P & G control an estimated savings accrued to Clorox in only a
part of the latt.er period in its advertising expenditure as a result of the




