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Objective

To create the ultimate luxury shaving
experience that enhances men’s
confidence and appearance.
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Prices

.........

...........

$399  $120/.

One-time cost

e Either Pro-Glide Elite or o S N NN
Classic Straight razor™ .-+ e $10 a month/customer
e Istyear: Warranty.is free ——z; e Warranty to refill and replace products,

with a limit of two handles per year



Opportunity

e Increased




Expanding
Expand into
Get their prodt

ands (Gillette, Harry’s)
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Demographic Based on age (30 to 55-year-olds) and gender (males)

Benefits By using convenience and prestige
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Behavioral To ultimately establish loyalty
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Substantial and
Identifiable

e Male professionals, ages 30-55

e Appreciate the status that is

associated with luxury products that
are of high-quality.

Reachable

To access the service, consumers
must have access to the internet

Recognize warranty and excellent
customer service.
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Men’s Personal Care
Market: & Segmenting males ages 30-55

$4.4 Billion :-4'.-_‘; il incomle oNBERL I+ b Purchase behavior:
e e §25,604,229

Segment size:

MG arket: 641,708 People
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27 A) (from U.S. Census) = Frequency:
‘ Segment adoption by Gillette: $797009520
Gillette profit margin:
64,171 People
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Upper-middie class

(income $250,000 to $450,000) A Males ages 30 to 55

Enjoys fine craftsmanship, 4 Educated professionals & those
exclusivity, and an affluent lifestyle seeking premium, tailored service
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Place

Available on Gillette.com

Higher-end Department Stores

Influential Menswear Shops

Bloomingdale's
Neiman Marcus
Saks Fifth Avenue
Bergdorf Goodman |
Nordstrom AFTER SHAVE

PARFUMED
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Brioni
Jeffrey Rudes

Scannable code available on -

VELEK 2HVAE

demo box



| Product Preferences
66% of male g\\
Generation X § Look Professional H 23%
pay attention to X
Personal Care Ads :': Be More Attractive to Others |G 22+

ORAREY. it

Ads Preferences ; y
Would like to see B Feel More Confident — 31%
someone that they %
identify with, 19% ]

Humor in
advertisements,

Feel Healthy | 7
Smell Good
Men are stereotyped in
b i 0%  10%  20%  30%  40%
models/celebrities/athlete
s do not represent them,... u
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Interest over time

Dec 7 - Dec 13 2014

shaving kit 91

the
Dec 2,2012 Jun 8,2014 Dec 13,2015 Jun 18, 2017




Product . . :
Placement Television l Instagram Email

] . | Commercials humms Marketing
in Movies ;

GILLETTE
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