
#ShaveTheStigma
    Campaign



BACKGROUND

For 120+ years, Gillette has been
committed to helping men look,
feel and be their best. 

MISSION: VISION:

Gillette, founded by King Camp Gillette,
revolutionized the grooming industry with its safety
razors. The brand introduced its iconic tagline, "The
Best A Man Can Get," during a 1989 Super Bowl ad
and has since partnered with sports influencers
across tennis, football, baseball, and golf. In 2005,
Gillette merged with Procter & Gamble (P&G),
strengthening its position as a global leader in male
grooming.

King C. Gillette's vision has inspired 120+ years of
innovation to bring you the best shave in the
world. And, we’re not done yet.



Gillette is losing market share by failing to connect with 18-26 year-old
Black men, due to a lack of inclusive marketing and the perception

that its products don’t meet their unique grooming needs. 

BUSINESS PROBLEM

Leveraging data-driven insights, engage
and win household penetration with

Black US men through a culturally
relevant and resonant marketing

campaign that drives consideration and
purchase and changes Gillette brand

perceptions among the Black community. 



RESEARCH Maintaining facial
hair through

grooming is a direct
reflection of a Black

man’s cultural
identity



LINK TO SURVEY 

More than 35% of Black
Americans believe brands portray

all Black people the same in
advertising

The Black
community wants
to see more media

representation

Hip-hop and rap
are musical

traditions that are
firmly embedded
in Black culture

RESEARCH 

https://docs.google.com/forms/d/1NGnwvbrSWIz4wuK-BtBNsd7yo21pUxhWnK2OSfHLiuA/edit
https://docs.google.com/forms/d/1NGnwvbrSWIz4wuK-BtBNsd7yo21pUxhWnK2OSfHLiuA/edit


Black men suffer
disproportionately

from their white
counterparts

RESEARCH 



INSIGHT

A Black man's mental
health, like his grooming, is
often neglected.



HISTORY OF SUPPORTING MENTAL
HEALTH



OUR STRATEGY

Using Gillette as a catalyst,
develop authentic storytelling,

launch black Gen Z-backed
products, and engage in a

credible celebrity collaboration
to break mental health stigmas,

reinstate confidence, and
empower Black men to redefine
strength through vulnerability

and self-case.



THE CREATIVE IDEA
#ShaveTheStigma campaign x
limited-edition product launch

with Kendrick Lamar

Why Kendrick?

As the Super Bowl LIX halftime
headliner, he’ll be in the cultural
zeitgeist during first half of 2025

Relevance Resonance
His lyrics, song themes and life

experiences resonate deeply with
Gen Z Black men 

Kendrick talks openly about his
various facial hair and how it’s not only
a reflection of his style, but his identity

Relatable
Big mental health advocate for

black men (incorporates
messaging into his song lyrics)

Credible



Product Launch
“Shave The Stigma” Series

Single-blade razor, hydrating shaving
gel and Vitamin B-infused beard oil

 
Publish personal stories on Gillette’s site in
which consumers share how they’re using
the new grooming kit to maintain their
beards (how they represent their best self,
stepping away from the norm of a clean-
shaven face as the face of success.) 

Customers share how they found their
identities through grooming (why they
maintain the style they do) 

TikTok, Instagram, YouTube & Twitter/X
(using #ShaveTheStigma)

OWNED MEDIA 



GILLETTE’S 
SHAVE THE STIGMA
PRODUCT LAUNCH

Manifesto
featured on side

of packaging



EARNED MEDIA 
Mid-to-late January 2025:

Pitch and send press kits featuring
Gillette’s limited edition
#ShaveTheStigma series to black
reporters at top consumer, music,
pop-culture, black-focused and
men’s health publications (under
embargo until 2/10).

February 10, 2025:
Coordinate full media day for
Kendrick immediately following
the Super Bowl (2/10) as media
interest will be high in which he
discusses his partnership with
Gillette and the importance of
mental health advocacy. 



PRESS KIT
SHAVE THE STIGMA SERIES

The Stigma
Shaver

Single-blade razor

The Stigma
Shaver Gel

Hydrating shaving gel

The Stigma
Beard Oil

Vitamin B-infused 
beard oil



SHARED MEDIA

The best mental health advice received
from a friend, family member, or mentor 
Shared via Instagram, TikTok, and X
using #ShaveTheStigma
Encourages global dialogue surrounding
Black men’s mental health 
Create “Uncut Conversations” as an
extension of Gillette’s TikTok page 
Submissions enter participants for a
chance to be featured in Kendrick’s
music video, “Behind The Beard” (20
selected) 

UNCUT CONVERSATIONS



PAID MEDIA
#1: Digital OOH - Billboard
 
#2: Sponsored content from
Kendrick Lamar 

Upcoming music video to
promote men’s mental
health
Promoted through social
Media Posts



20%20%

African Americans areAfrican Americans are  

From the beginning of Black History Month (Feb. 1st), through the end ofFrom the beginning of Black History Month (Feb. 1st), through the end of  

20%20%
mental illness during their lifetime compared to their whitemental illness during their lifetime compared to their white
counterparts.counterparts.

more likely to develop amore likely to develop a  

Mental Health Awareness Month (May 31),Mental Health Awareness Month (May 31),  

user submissions from our Uncut Conversations series who useuser submissions from our Uncut Conversations series who use
#ShaveTheStigma will be selected to be featured in Kendrick’s music#ShaveTheStigma will be selected to be featured in Kendrick’s music

video tied to the campaign, “video tied to the campaign, “Behind The BeardBehind The Beard.”.”

of proceeds will beof proceeds will be

donateddonated    toto  

2020



CAMPAIGN TIMELINE 2025
January 

Mid-Jan.:Tease product
launch (Gillette’s owned
media channels)
Late Jan.:Share press kits
with reporters (under
embargo until 2/10)

February (Black History Month)
2/9: Super Bowl Halftime Show feat. Kendrick
Lamar 
2/10: Tease partnership during full-day media
tour 
Product launch (Gillette press release on
corporate site and distributed across the Wire)

March
“Uncut Conversations” series/ social plan
Continue pushing paid social to encourage
engagement in the #ShaveTheStigma conversation
Billboard- Digital OOH

Detroit, MI; Memphis, TN, Baltimore, MA;
Washington, D.C.; Chicago, IL; New York, NY

May (Mental Health
Awareness Month)
5/31: Donation
proceeds from “Shave
The Stigma”
grooming kit ends

June
Juneteenth (6/19): Kendrick
releases music video feat. 20
Black Gen Z men who engaged
in the #ShaveTheStigma
conversation online

August
8/31: End of limited-edition
“Shave The Stigma”
grooming kit sales (end of
campaign tracking) 



MEASUREMENT OF SUCCESS

lift by black male consumers
between Feb. 1 - Aug. 31

2025 vs. YoY

lift (positive brand favorability)
post-campaign, measured
through surveys assessing

consumer perception

lift in comments, likes &
content shares

 between Jan. - Aug. 2025

mentions generated for the
#ShaveTheStigma campaign
between Feb 1. - Aug. 31, 2025

+30% SALES
750M 
EARNED

IMPRESSIONS

+25% 
SOCIAL

ENGAGEMENT

500M 
SONGS

streamed of Kendrick's new song
and music video, “Behind The

Beard,” on streaming platforms
(i.e. YouTube, Spotify, Apple
Music, Amazon Music, etc.)

+10% BRAND
SENTIMENT

3M 
HASHTAG



THANK YOU

#ShaveTheStigma


