Market

The main catalyst for spectacular growth has
been a fundamental change in men's attitudes to
the grooming process over the last decade. The
rise in popularity of 'lad mags' and influential
sportsmen evolving into 'model-esque’ icons
have made it acceptable for men to care about
their appearance. Today 68 percent of men use
aftershaves and out of the 73 percent of men
who wet shave, 84 percent are using a shaving
prep (excluding soap).

This trend has resulted in a massive influx of
male grooming products onto store shelves,
dramatically increasing choice for the male
grooming regime, Maving into the new
millennium, the male bathroom cabinet now
rivals the females, both in size and choice.

Achievements

Gillette provides a fully integrated grooming
solution for men with the shaving range
extending from entry level disposables such as
Blue Il the basic twin blade razor, right through
to Gillette's most advanced technology - Fusion
Gillette Series also provides shave gel and foam
to enhance razor performance, along with Pre-
Shave Wash, After-Shave Moisturizer, After
Shave Gel or Balm, antiperspirants and
deodorants.
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History
The Gillette Company was founded in Boston,
LSA in 1901 by travelling salesman King C Gillette
Frustrated with traditional cut-throat shaving, he
started work on a model razor that was to
revolutionize the shaving market. The Safety Razor.
It was at this ime that Gillette's strong
technological foundations were established. The
1903 launch of the Safety Razor was ground
breaking, as new processes for tempering and
hardening mass-produced steel were discovered

create the razor, something that had previously
been dubbed a "technical impossibility” by Thomas
Edison

The success of the Safety Razor made Gillette
a household name, with more than 90,000
Americans possessing one by the end of the
second year of trading, The safety razor was a hit
and was deemed to have changed the face of a
nation. In order to keep up with the rapid growth,
a factory was established in Boston in 1905 under
the new name of the Gillette Safety Razor
Company.

Slvong domestic growth prompted
international expansion, Cerseas operations
commenced in 1905, with a manufacturing plant
just outside Paris and a sales office in London
Annual blade sales had risen to more than 40

million units before the outbreak of World War |

The next true innovation was the Techmatic
razor; launched in 1967, This was the first system
razor with a “continuous band” meaning
consumers would no longer have to touch the
blade. The pace of innovation increased from
971 onwards and Gillette saw a series of world
firsts, including the release of Gillette 2, the first
twin bladed razor in 197 1. This was followed soon
after in 1976 by the first twin bladed disposable
razor ard in 1977 the revolutionary pivol headed
razor, Contour, was released.

Product

While developments in the |%40s and 1970s
focused mainly on blades, the |980s and 19%0s
saw improved features for a smoother, more
comfortable shave, Contour Plus, in 1985
heralded the first lubrastrip and 1990 saw the
company's first ever Pan-Atlantic launch, with the
introduction of Sensor in sixteen countries, Sensor
featured the first spring mounted blades and shell-
bearing pivot. Three years later SensorExcel was
launched waith soft, flexible microfing designed to
sweep hair up, allowing the blade to cut doser
However, the true landmark year was 1998, with
the launch of Mach3. This revolutionary triple
bladed shaving system was followed in 2003 by
Mach3Turbo and in 2004 by M3Power - the first
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