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Objectives 
Positioning: Maintain Gillette’s position as overall 
brand leader for shaving products.  

Competition: Schick and generic disposable razors 

Marketing: Remain performance driven with an 
emphasis on innovation. 

Advertising/Communications: Use fresh ideas and 
out of the box thinking to take the Gillette brand in a 
new direction.  



Strategy 
Key Messages:  

• Gillette is synonymous with performance and 
perfection 

• Gillette is a sophisticated brand 

• Gillette is used by all men 

Media Requirements:  
 
• Maintain traditional media mix (television, print) 
• Viral campaign that creates buzz in media circles 



Key Research  
  Nearly all men use some type of shaving and hair removal 
product 

  Men who shave their faces are much more likely to do 
so with a non-disposable razor 

  Non-disposable razor segment is growing, is driven by 
innovation  

  Younger men have widespread preference for various 
degrees of facial hair  

  Most popular being mustache, goatee/soul patch, 
slightly stubbled look 

  Growing pressure for older men to look younger 



Target Market 
  Gillette’s current target market: younger men, 18-34 

  This is an accurate assessment of the market, but 
there are key segments on which to focus 

  Primary segment within target market 

  Single men  

  Secondary segments 

  Married men  

  Men 35+ 







Every	  man	  
an	  	  	  	  	  	  	  	  	  	   artist	  



Every	  man	  an	  artist	  









Social Cause 
  Pressure to decrease funding for the arts in 
public schools on a state level 

  Children with higher exposure to the arts, tend 
to perform better in school 

  Obama has said that “the arts and the 
humanities do not just reflect America. They 
shape America.” 

  Funding for the arts is a problem, but for 
Gillette, this should be seen as an opportunity 



Save    
the Arts 



Shave    
the Arts 



“Shave the Arts” 
  Launch the “Shave the Arts” campaign with 
an awareness rally in Washington D.C. 

  Promote rally through social media, live 
stream on website 

  Gillette will donate a portion of the 
proceeds that come from razor sales to the 
“Shave The Arts” Campaign. 

  Do your part, help “shave the arts” 



facebook.com/shavethearts	   @ShaveTheArts	  



@ShaveTheArts	  



And this is just the 
beginning… 


