
a.g. lafley’s turnaround of Proc-
ter & Gamble Co. has been little short
of miraculous, and the package-goods
giant continues to beat its stated tar-
gets. Yet the question is being asked:
Can the sorcerer keep conjuring or-
ganic growth with his marketing
magic, or is it time to bring in the
bankers and divest some of the com-
pany’s poorer-performing brands?

These are among the questions
on the minds of investors and even
analysts who back the company’s
stock after P&G delivered fiscal
third-quarter results earlier this
month that failed to impress the
market. Despite the fact that P&G
delivered against its growth goals,
the stock, which already had been
lagging behind major market index-
es and competitors for the past year,
is down more than 4% since its earn-
ings report.

That makes the stock a bargain in
the eyes of some P&G watchers and
makes it seem preposterous to P&G
that anyone would second-guess
Mr. Lafley’s ability to pull another
trick from his sleeve. After all, the
company expects to deliver a phe-
nomenal 18th-consecutive quarter
of organic-sales growth at or above
5% in the current quarter, as well as
continue to meet its double-digit
earnings-growth goals (factoring

out costs of the Gillette deal).
But it’s also clear P&G stopped

broadly gaining market share on
major competitors last quarter for
the first time in years, and that a
growing number of its brands are
struggling (defined in most cases as
losing market share for more than a
quarter). Once-high-flying Iams pet
food and SK-II cosmetics most re-
cently joined that list. After years as
a world beater—defying the laws of
gravity in a competitive industry
where turnaround stories have trou-
ble lasting beyond a few years—

the massive u.s. pet-food re-
call hit more than 100 brands—
and it seems Procter & Gamble
Co.’s Iams worst of all.

Sales data since the recall be-
gan March 16 reveals Iams lost
more sales and market share than
any other industry player. The
brand’s sales dropped 16.5% in the
eight-week period ended April 22,
according to Information Resources
Inc. data reported by Morgan Stan-
ley. That compared to a 15% de-

crease for private-label of-
ferings and a 2% decline
for Del Monte Foods, the
two other players buffeted
most.

By contrast, Iams’ most
direct competitor, Colgate-
Palmolive Co.’s Hill’s Sci-
ence Diet, saw sales rise 12%

in the first quarter, the brand’s best
performance in four years. (P&G did-
n’t disclose its pet-food sales numbers
last quarter.) In a conference call with
analysts, Hill’s credited its crisis-com-
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the audience for Anheuser-
Busch’s pioneering online-TV net-
work has shrunk to the point where
it’s invisible—at least as far as the
measurement standards are con-
cerned.

Bud.TV’s April traffic was too
light to even register on ComScore
Media Metrix, which recorded
253,000 unique visitors for the site
during February, falling off to
152,000 during March. A ComScore
spokesman said the minimum-traf-
fic reporting threshold varies for the
ratings service, but added: “It’s cer-
tainly fair to report that the site re-
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twenty-three months? These days it seems more
like CMOs turn over every 23 days.

Within the past four weeks, Ad Age has tallied no
fewer than eight departures from the top marketing job
at some of the industry’s biggest movers and shakers.
And according to our back-of-the-envelope calculation,
these executives collectively controlled more than $6
billion in marketing dollars.

In mid-April, there was Kraft Foods’ Jeri Finard;
AT&T Wireless’ Marc Lefar and the announcement

that Wachovia’s Jim Garrity will retire. Then this
month Cathy Lyons shifted to a non-marketing post at
HP; Bill Pearce ran for the border at Taco Bell and Anne
Saunders slipped out of Starbucks to Bank of America.
Last week Brian Cornell checked out at Safeway and
Mark Schweitzer departed SprintNextel. (It seems
hazardous to be a CMO at a telecom these days—Mike
Butler left T-Mobile in February.)

Watch this space to see who gets caught in the re-
volving door next month.  -JUDANN POLLACK

LEFAR GARRITY LYONS

SAUNDERS CORNELL SCHWEITZER

Major drop-off in
traffic—and goals
JANUARY:A-B VP-Global Media
Tony Ponturo says he hopes
Bud.TV will have 2 million to 3
million monthly unique visitors by
February ’08, and site will have
“missed the mark” if it’s mired in
the mid-six digits by then.

FEBRUARY:Bud.TV launches
with 253,000 unique visitors.

MARCH:Bud.TV draws 152,000
unique visitors.

APRIL: Mr. Ponturo lowers
expectations to 500,000 unique
monthly visitors by February ’08;
Bud.TV’s traffic falls below
100,000.

CMO WATCH: WHO’S MOVED
See P&G on Page 91

it took almost 10 years and $2
billion in ad spending, but Crest has
grabbed toothpaste-category leader-
ship from Colgate in the U.S.

Like any claims in hotly contested
category-leadership wars, this one
comes with caveats, unverifiable in-
ternal data and significant differences
in interpretation. But, at least for the
first quarter of 2007, Procter & Gam-

ble Co.’s Crest beat Colgate-Palmo-
live’s eponymous brand in market
share in the U.S. 

P&G likewise beat Colgate as the
leading U.S. toothpaste marketer,
encompassing minor brands such as
P&G’s Gleem, Oral-B and Zooth

and Colgate’s Tom’s of Maine and
Ultra Brite.

Last year’s launch of Crest Pro-
Health, which promises to address
all seven major oral-care problems
identified by dentists, closed most of
the remaining gap in Information
Resources Inc. data between Crest
and Colgate. But it was actually the
more low-tech Crest Nature’s Ex-
pressions that pushed the brand over
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In the wake of pet-food crisis,
Iams sales plummet nearly 17%
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NOT THE NORM
P&G was in the middle of the pack in terms of growth during the last quarter


