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Abstract 
 

This brand strategy analysis is a review of several major elements in the current Clean the 

World's marketing campaign. This document will point out what is being done well and give 

advice on areas that may need some improvement. It discusses brand name, logo, tagline, 

archetype, mission statement, brand story and promotional plan. It will also look at your target 

market to see if the best possible audience is being reached. It covers product description. 

Finally, it compares Clean the World to its competition and show differentiators that can help 

this company stand out from the crowd. 
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Introduction 

The brand message of Clean the World is vital for its growth. As a fairly new company 

(2008), it is imperative to grow the brand as much as possible. It is important for the public to 

continue to be educated on what soap can do for those who don't have access to it. It is also 

essential to attract new hotels into the soap recycle program. Creating a strong brand strategy that 

will catch the attention of all of the hotel industry is crucial to this business. Through this 

analysis of Clean the World, the brand elements will be reviewed for their effectiveness and 

recommendations and improvements will be made.  

Branding Elements 

Brand Name 

The name "Clean the World" is very simple and to the point. Since the soap is the main 

element of this business, the name implies that "clean" comes from the soap recycled by the 

business. "The world" implies the company plans to clean the entire world. The name represents 

the company's mission (more details below). It is a strong name and fits the parameters of what a 

branding name should represent. 

In the book Brand Gap Neumeier (2005) writes,  "Make sure the name of your brand is 

distinctive, brief, appropriate, easy to spell, easy to pronounce, likable, extendible, and 

protectable." (p.153)  

Neumeirer (2005) describes the seven criteria for a good name. The Clean the World 

name, is compared to each of the points below: 

1. Distinctiveness 
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The name Clean the World does stand out from the crowd. The name is clever and calls 

for action. The only competitor is Global Soap. That name does not explain what it the 

company does and may imply that it is a soap manufacturing company.  

2. Brevity 

The name Clean the World is short and easy to remember. The use of initials "CTW" has 

been used in some marketing materials. Using initials could be confusing to someone 

who does not know the name of the company. The use of initials should be limited to 

places where the name is too long such as social media. 

3. Appropriateness 

Clean the World is an appropriate name for this business. One observation, the name 

could be confused with a cleaning company. 

4. Easy spelling and pronunciation 

Clean the World is easily spelled and pronounced. It is not tricky to read.  

5. Likability 

The name creates the image of clean. This is positive and especially when it comes to 

getting rid of diseases. Therefore, eliminating dirt and germs makes most people very 

comfortable. People love how a clean house or office desk feels. 

6. Extendibility  

The name Clean the World could be built upon while providing legs of stability and 

playfulness. It gives you a visual interpretation of what the company is trying to 

accomplish. 

7. Protectability  

The name Clean the World is trademarked and available for web use. 



	   	  
	   	  

BRAND	  STRATEGY	  	  	  5	  

The Clean the World name fulfills the seven points above. Overall, Clean the World is a stronger 

brand name than the competitor, Global Soap. 

Brand Identity 

The Clean the World logo is simple. Its primary color is green (PMS 369) and the arrows 

inside the design represent recycling. The bubbles represent clean and soap. A Black and gray 

(70% black) version is also used as alternative logo. They also use cool colors and some orange 

to represent recycling on marketing materials. 

Shnehasish (2013) writes, "the color green will evoke feelings of stability, health, nature, 

and freshness. She explains that it is most suitable for companies involved in the environment, 

health, or ecology" (¶10). 

"Choosing a single color gives you more control of what people will see in your logo, and 

on top of that, you can also use it as your branding strategy. With time, people will start 

to associate the color with your brand. Scientists and researchers believe certain colors 

make us feel a certain way. It's important for to use color appropriately and understand 

the meaning behind the colors a brand chooses" (¶2). 

 

 

 

Figure 1 
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Currently, the Clean the World logo is only used as seen above. Neumeier (2005) writes, 

"A brand icon is a name and visual symbol that communicate a market position. An avatar is an 

icon that can move, morph, or otherwise operate freely as the brands alter ego" (p. 87).   

 "Logos are dead! Long live icons and avatars! Why? Because logos as we know them—

logo-types, monograms, abstract symbols, and other two-dimensional trademarks—are 

products of the printing press and mass communication. They evolved as a way to 

identify brands rather than to differentiate them. Today marketers realize that branding is 

not about stamping a trademark on anything that moves. It's about managing relationships 

between the company and its constituents, conducting a conversation among many people 

over many channels. Icons and avatars respond to this new reality by jumping off the 

printed page and interacting with people wherever they are" (p. 87). 

In the future, the Clean the World icon could be altered. For example, the person could 

become a stand-alone element without the company name. Or it can be moved around the name. 

The icon could also be placed to stand at the end of the name or in the middle of the name. The 

bubbles graphic can also be moved around the name as well. Therefore, the Clean the World icon 

works well as a company logo because it has the potential for growth for the company. 

Business Card and Tagline 

The company business cards use the current logo along with the PMS green logo color. 

The logo is placed on top of the name in this situation most likely to save room. The white and 

green looks clean. The use of the lighter green behind the logo gives the card dimension.  
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Figure 2 

 

The card also includes the company tagline. The tagline is Recycling Soap. Saving Lives. 

The tagline represents and communicates the overall theme of the Clean the World. It also 

connects to the mission statement, which will be discussed in the next section. 

In the article Elements of a Successful Brand 2: The Tagline, eight ingredients for a great tagline 

is listed: 

1. Keep it short 

2. Convey a single simple idea or benefit 

3. If possible, be specific 

4. Be sure your claim is believable 

5. Avoid generic or clichéd statements that could apply to other businesses 

6. Support or explain your positioning 

7. Make it memorable 

8. Stick with your tagline for the long haul 

The Clean the World tagline reaches almost all of the points above. The only exception is 

the fact that the competitor, Global Soap could use this tagline. For differentiation, adding Clean 
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the World to the end of the tagline would separate the two companies. For example, Recycling 

Soap. Saving Lives. Clean the World. 

Most important, copyrighting the tagline would keep it from being used by others in the 

future. We highly suggest you look into protecting this tagline as soon as possible. The following 

article will provide valuable information - http://yourbusiness.azcentral.com/copyrighting-

tagline-1815.html 

Another observation, on several marketing materials, the line Soap saves lives was also 

used. It is not clear if this is another tagline? It was not consistent and in some cases both lines 

are being used. We recommend using it as a possible headline or subhead but not as a tagline. 

Both taglines lines are very similar and could easily be confusing to the public. 

Brand Messaging 

Archetype 

The Pearson Archetypal System states, "as mythic stories are like bridges that connect 

people and organizations with the best, most authentic, and most distinctive parts of themselves. 

Through understanding the archetypal stories that shape values, character, culture, and capacity" 

(¶3). The article goes on to state: 

• Individuals can build their lives around a purpose that's true to who they  

are, draws others to them, and clarifies values and priorities; 

• Organizations can create more engaging brands and align managerial direction  

in ways that attract customers, bring out the best in employees, and clarify  

purpose and strategic direction for greater efficiency and effectiveness  



	   	  
	   	  

BRAND	  STRATEGY	  	  	  9	  

In an effort to find which archetypes are active in this organization, we gave the entire 

marketing team a quiz. Using the What's Your Archetype quiz, the majority of the results came 

out to be a Caregiver, which also means making people a priority. 

"The Caregiver archetype is compassionate and generous; their meaning comes from 

helping others. Consistent and trustworthy, they offer a high level of customer service. 

Caregiver can also be applied to brands that help people take care of themselves. The 

Caregiver tone is warm and welcoming. Their words are often instructive. Imagery may 

focus on people, and graphics and fonts may have softer edges." (¶1). 

This archetype fits well with their current brand of Clean the World. Warm is one of the 

exact words the marketing team uses to describe itself in the branding brochure: Warm, 

Relatively informal, Accessible, and Professional without being detached or too heavy.  

The Caregiver archetype is very accurate to the company's brand. However, some of the 

marketing team perceived the company differently, and their results to the test said the 

company's archetype was a Hero.  

"The secret of the Hero is who they are, not what they do. In fact, they do not even think 

of themselves as Heroes at all. But through their determination and perseverance, they 

heighten the awareness of those around them. They are competent, courageous and 

responsive, inspiring others to triumph over challenge. Hero language is direct and hard-

hitting; Heroes have no time to over-explain. The Hero's look is strong, bold and 

functional" (¶1). 

In the Brand Voice Presentation given two weeks ago, Princess Diana was selected the 

best celebrity to represent this brand. Words that were used to describe the persona: strong, 
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confident, life-saving, compassionate, dissolves social issues, helps global causes, cares for 

children and homeless 

Clean The World's website focuses on using large images of children in need. The photos 

make you pay attention to the cause but are not overboard or depressing. They invite the public 

to help the cause. A majority of the photos are children smiling with a natural reaction of 

happiness after receiving a bar of soap. These images best embody the archetype of both 

Caregiver and Hero. Overall, it is believed that Clean the World is a combination of the two 

archetypes.  

Mission Statement 

Clean the World has a two-part mission:  

• Collect and recycle soap and hygiene products discarded every day by the hospitality 

industry and other sectors that generate environmental waste. 

• Through the distribution of these and other donated products to impoverished people, 

prevent millions of hygiene-related deaths each year, reduce the morbidity rate for 

hygiene-related illnesses, and encourage vigorous childhood development. 

The above Mission Statement covers all the Clean the World is trying to accomplish, 

however, it way too long. Most people would lose interest by the second sentence. In the article, 

5 Tips for a Useful Mission Statement, the following is a list of common mistakes people make 

when writing mission statements: 

1. It's too long 

2. Or too small 

3. It's not specific 

4. The language is full of jargon 
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5. It's not something people want to "get behind." 

Along with the current statement being long, it also contains fluff that is hard to follow. 

We would like to offer a few shorter versions for your consideration: 

• A bar of soap in every hand, around the world. 

• One bar of soap will save a life today, somewhere in the world 

• A bar of soap in needed by many, working to solve this  

Brand Story 

 The following brand story was written to attract new hotel clients and volunteers to Clean 

the World. By making the soap human-like, we feel we captured real emotions that everyone can 

relate. Here is the story recommended: 

I'm a bar of soap. I was born, packaged and sent to live in a hotel room in Washington, 

D.C. You came to visit me for a couple days. You used me a few times throughout your stay.  

You even used my friends in the plastic bottles named shampoo and conditioner. Then you just 

left and never thought about what might happen to us if you didn't take us home with you. We 

just sat there, half used and destined to be thrown in a landfill to rot. Our lives were over. 

Yet something great happen - The maid took my friends and me and put us in a green 

recycle bin. We traveled to Orlando, FL to a place called Clean the World. There we were sorted, 

washed and recycled. I was shredded into a million pieces and merged with some old soap 

friends. Together we made a brand new bar of soap. A nice volunteer put me in a plastic bag, and 

you wouldn't believe it, but my old friends shampoo and conditioner were there. We were clean 

and together again, along with some new guys named washcloth, toothpaste, and toothbrush. 

We then flew for hours to a country named Dominican Republic. I thought we might be 

put back into another hotel room. However, we were very excited to find out we were going to 



	   	  
	   	  

BRAND	  STRATEGY	  	  	  12	  

spend time with a person. A child who was very dirty but sweet. He was very excited to see us 

and said he had never had anything like us before. It was a very special feeling. I got to help him 

clean the dirt and germs from his body. He looked clean. He took good care of us, and we did the 

same for him.  

Looking back, I am so thankful for that hotel and Clean the World, who took the time to 

recycle instead of throwing me away. I got to save a boy's life. Now I'm not just a bar of soap; 

I'm a super hero! 

Promotion plan 

 Clean the World's marketing efforts are very strong online and offline. The company is 

highly marketed in many places. The following are some areas that will help with branding 

efforts: 

• Social Media – currently using Instagram, Tumblr, YouTube, Twitter and Facebook. 

Continue to build awareness and create conversations that allow more hotels to sign up 

for soap recycle program. Consistently adding photos and videos of soap distribution 

events will provide a great place to for hotels and the public to learn about ways they can 

get involved with the company. One suggestion, YouTube needs to be updated more 

often as the last video was posted over two months ago. Twitter – we suggest adding 

some tweets from distribution events that will allow the public to follow and create 

excitement about these events 

• Website/Email Marketing - Add blogging and emailing by Board of Directors and staff to 

create more personal stories and interest in the company 

• Mobile - Develop a Clean the World App. Users could download the App to make quick 

donations and fill volunteering opportunities which are easier from a mobile device 
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• Banner Ads – This is an area that should be developed. For example, placing an ad in 

www.greenlodging.com, which receives 150,000 visits per day and reaches hotel owners, 

managers, executives, front-line employees, vendors, students, consultants and others 

throughout the lodging industry. The messaging will attract the hotels that are a part of 

the recycle program by listing their hotel as a partner. The ad will also peak the curiosity 

of hotels that are not involved with the program as they will want to view the list and see 

who is involved. The ad is smaller space so the top companies will be listed and then if 

the ad is clicked on, a complete list will be shown. 

Market Research 

Target Market 

Clean the World has four distinct target audiences: hotel industry, volunteers, donors and 

organizations that help together build hygiene kits. For the following example, the hotel chain, 

specifically Hotel Managers/Owners was researched. There is no qualified site info found for 

cleantheworld.org on either Alexa.com or quantcast.com. Instead, the hospitality industry and 

specifically the website hotelnewsresource.com was evaluated. This website receives visits from 

many hotel executives for their latest news in the hotel industry - 

https://www.quantcast.com/hotelnewsresource.com 

Figure 3 

US Demographics:   [ Web ]  
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Gender  

Largest Group and Index 
Male  
 

 
Segment This Site vs. US Average Index 
Male        116  
Female        84  
US Average 
 Composition 
  Male  57%  
  Female  43%  
 
Embed  

 

Age  

Combined  |  Male  |  Female  
Largest Group and Index 
25-34  
 

 
Segment This Site vs. US Average Index 
< 18        51  
18-24        89  
25-34        126  
35-44        113  
45-54        121  
55-64        112  
65+        76  
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US Average 
 Composition 
  < 18  9%  
  18-24  11%  
  25-34  22%  
  35-44  22%  
  45-54  21%  
  55-64  11%  
  65+  4%  
 
Embed  

 

Children in Household  

Largest Group and Index 
No Kids  
 

 
Segment This Site vs. US Average Index 
No Kids        111  
Has Kids        88  
US Average 
 Composition 
  No Kids  56%  
  Has Kids  44%  
 
Embed  

 

Household Income  
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Largest Group 
$0-50k  
Highest Index 
$150k+  
 

 
Segment This Site vs. US Average Index 

$0-50k        62  
$50-100k        102  
$100-150k        156  
$150k+     

 

240  

US Average 
 Composition 
  $0-50k  31%  
  $50-100k  30%  
  $100-150k  19%  
  $150k+  20%  
 
Embed  

 

Education Level  

Largest Group 
College  
Highest Index 
Grad School  
 

 
Segment This Site vs. US Average Index 

No College        46  
College        129  
Grad School        187  
US Average 
 Composition 
  No College  20%  
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  College  53%  
  Grad School  27%  
 
Embed  

 

Ethnicity  

Largest Group 
Caucasian  
Highest Index 
Asian  
 

 
Segment This Site vs. US Average Index 

Caucasian        103  
African American        63  
Asian        173  
Hispanic        79  
Other        96  
US Average 
 Composition 
  Caucasian  78%  

  African 
American  6%  

  Asian  7%  
  Hispanic  7%  
  Other  1%  
 
Embed  
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Political Affiliation  

Highest Index 
Democrat  
Largest Group 
Independent  
 

 
Segment This Site vs. US Average Index 

Republican        94  
Democrat        113  
Independent        95  
US Average 
 Composition 
  Republican  23%  
  Democrat  34%  
  Independent  44%  
 
Embed  

 

Political Engagement  

Highest Index 
Active  
Largest Group 
Somewhat Active  
 

 
Segment This Site vs. US Average Index 
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Active        112  
Somewhat Active        102  
Inactive        86  
US Average 
 Composition 
  Active  27%  

  Somewhat 
Active  49%  

  Inactive  24%  
 
Embed 

Product Description 

Clean the World does not sell a product but a service. At Clean the World, hotels pay a 

membership fee to participate in the recycling program. Businesses also pay a fee to be apart the 

corporate hygiene building projects. Clean the World relies heavily on donors and volunteers to 

keep the company thriving.  

There is only one competitor called Global Soap. They are located in Atlanta, GA.  They 

started in the exact year as Clean the World, 2009.  

Competitve Differentiators 

Clean the World is similar to Global Soap because they are competing for the same target 

audience: hotels, donors, and volunteers.  

Clean the World charges a monthly fee including shipping to participate in their recycling 

program. Global Soap does not charge a fee. Instead, hotels are asked to pay for the cost of 

shipping soap to the nearest recycling center. Global Soap claims they are cheaper than a 

monthly fee, and their shipping cost is tax deductible. Even with the difference in fees, Global 

Soap has 1100 participating hotels and Clean the World as 2,200. 

Clean the World has a program designed for corporations or groups to assemble hygiene 

kits for relief organizations. Global soap does not. 
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Global soap is located in the United States only. Clean the World has grown in seven 

years with two recycling operation centers in the USA and recently in Hong Kong. Clean the 

World has a very comprehensive website with valuable data, videos, and information. Global 

Soap website is not as interactive as Clean the World. Some links do not work nor do their 

buttons to Facebook, Twitter, and LinkedIn. Clean the World's growth and marketing efforts put 

them in the advantage at this point.  

Conclusion 

Clean the World's image is vital to its growth and advantage over the competition. 

Overall, your brand is doing great marketing. There are some areas to improve. Striking an 

emotion is easy because this company is doing great things for people who need it. It is 

important to remember to keep this emotion going in every aspect of the company. Finding 

stories, and personal experiences from volunteers and staff could help to capture this emotion 

even more. Hotels and businesses want to look good in the eyes of the public so going with your 

company or Global Soap is a given. Drawing on this company's differences over Global Soap is 

important to share with the hotel industry. Getting your hotels involved in telling stories about 

their positive experiences with Clean the World is the clear advantage. 
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Figure 1: Clean the World logo 

Figure 2: Clean the World business card 

Figure 3: Demographics and Psychographics for hotel industry 

 
 

 

 

 

 

 

 


