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Febreze - an air freshener manufactured by the global concern Procter & Gamble Company 

(hereinafter P&G). The sale of this product turned out to be a failure at first. As Charles Duhigg 

points out in the book entitled “Strength of habit”, the company spent several million dollars 

to launch a spray air freshener that removes odors from almost any space and fabric (the 

technology itself that was used to develop the solution was also captured by NASA for interior 

cleaning ships after they return from outer space). 

The problem that P&G faced when launching Febreze on the market was related to low 

customer interest, i.e. low sales. 

To meet this challenge, researchers from the Procter & Gamble Company department began 

to analyze the causes of the problem, went to the field, and interviewed clients. Thanks to 

these activities, it was found that the most interested group of people are not (as assumed) 

the owners of animals (especially cats) or mothers of adolescents, but those who want to 

emphasize the efforts put in cleaning. 

The reason for the failures leading to low sales was a wrong starting point. The producers 

assumed that we use the air freshener at the beginning of cleaning, thus directing the 

marketing to the wrong target group. Lack of observation, thinking according to the usual 

patterns did not allow for achieving high levels of sales (in this case, potential customers did 

not want to be associated with "uncleanness" / "dirt”). 

It was only thanks to intense efforts, an attempt to investigate the causes of the problem, the 

question of why this is the case, to drill down and observe the topic, that P&G changed 

customer habits and solved the problem of small sales of Febreze brand products. 
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