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THE PRODUCT
The manufacture of modem razor blades is a
highty complex ¢ 285 involving large production
volumes w main l 1ining high consistency in the
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from all manufacturing facilities to
ensure consistent quality from one
plant to ancther.

RECENT DEVELOPMENTS
Approximately 50% of Schick's sales
derived from products introduced
over the past five vears. The FX razor
was introduced in 1991 and was the
first razor that flexed to follow the

s of the face. The launch

N featured the character

ead’ and the slogan 'Schick
...changing the face of shaving', A
billie |r\ h‘all was used as a demonstra-
tio to show how the fiexible
blades follow the contours of the ball
and hence ol the shaver's face. This
device is still recalled by consumers
today. Schick's entry mlc- the wom-
en's blade market was in 1985 with
the Schick Silk Effect lf_}" Women
Razor. This razor fealures unique
pivoting twin blades with microfine
guard wires which guide the razor
over the skin to protect against
3 and cuts even over difficult
such as knees, ankles and
underarms. The razor was the first designed
specifically to meet women's needs - not just an
adaptation of a man's razor.

Mare recently In 1996 the FX Performer was
launched. A razor designed for extreme closeness
and comfort, the FX performer razor introduced the
revolutionary technology of a rubber eeskin guard'
The patented 'skin guard' is designed to stretch
the skin and cushion the impact of the blades
providing an even smeother, closer shave,

Towards the end of 1997 Schick will introduce an
enhanced range of the current Schick Extra ll
di‘ap-_u sables. The enhanced Extra Il <i|<;g')o~3'1t1I9

range will feature an innovative non-ship rubber
I',."t\ lle for even greater control,

1
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PROMOTION
The Schick portfolio is supported by a comprehen-
sive marketing support program encompassing
above and below the line activity. The key focus is
erating awarene
consumers through advertising and at poir
purchase. In recent years Schick has in
heavily in TV advertising across the major t
FX, FX Performer and Silk Effects. Schick has
been associated with football for many years and
has baen involved with the popular Australian
television show The Footy Show over the past I'“ul
years, The TV presence of the brands has bee
xtended into other media including radio, cinema
;". magezine campaigns. An outdoor campaign
used in 1996 to launch two new variants of
uI e b{ rall Range. In the retail environment Schick
has concentrated on visibility to assist consumers
in selecting the product most suitable to their
particular needs. This includes ensuring packag-
ing is clear and distinctive, the brand is displayed
n a block on shelf and displays are eye-catching
and consumer friendly,

BRAND VALUES

Throughout its history, Schick has been a com
pany of continuous innovation. Today Schick is
the name behind many of the razor enhancements
that have made shaving a safer, closer and less
irritating process. Keeping the consumer in mind
these advances have always been driven by
different consumer needs and by our desire to
deliver a shaving benefit greater than previously

i products. These technological innova-
tions have positioned Schick as a leader in the
marketplace. Schick is a company that constantly
seeks new technologies to enhance the value and
performance delivered to consumers through its
products. This focus on technology as the key

driver of product enhancements differentiates
Schick from a typical packaged goods company.
At Schick, only a particular kind of technology will do
- only technology that clearly provides new, targeted
benefits to the consumer - demonstrable benefits
the consumer cansee and fouch and feel. The
Schick product line contains razors and blades to
meet virtually any consumer need

Things you didn't know about

Q  Shaving wil not promote darker, thicker
or faster regrowth of hair on legs or
underarms. Shaving removes hair on
the surface of the skin and cannot
affect the colour or the thickness of the
hair. When an area has been shaved
and the hair shafts start to emerge from
the foliicle they appear to become
coarse and bristly.

o Hair removal by women became
popular as fashions changed in the
twentieth century and hemlines rose
above the ankles. Underarm shaving or
'smoothing' became fashionable prior to
World War |,

Q A tan cannot be removed by shaving.
Tanning occurs at the lower levels of the
skin, where the skin's pigment cells are
located. Razor blades never come into
contact with these cells.

Q  The average man will spend in excess
of 3000 hours of his life in the act of
shaving, or 125 days.

Q  The average man has about 26,000
whiskers, which are as hard and tough
as a piece of copper wire of the same
thickness, and grow at a rate of twelve
to fifteen centimetres per vear.

Q The practise of shaving spread through
most of the world as a defensive
measure for soldiers to prevent the
enemy from grasping their hair in hand-
to-hand combat. Men of unshaven
societies became known as 'barbar-
ians' meaning the 'unbarbered'.
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