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Historical recap

In May 2007 DAP was preparing for the launch of a new additive 
electric razor

Lower price point that the previous Advantage or Cool Skin models
Targeting “indulgent blade shaving” males 18-35

DAP asked TTFCM to evaluate robot skin campaign elements 
for their buzz-worthiness

TTFCM advised DAP the campaign could be adapted for use as 
an activation platform and DAP requested TTFCM to:

Test its adaptation recommendations via focus groups
Develop a comprehensive activation plan informed by 
research findings
Execute the activation plan 
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TTFCM’s analysis of Robot Skin campaign

Entertaining and complicated - asked too much of the consumer 
and did not deliver enough usable information

Did not communicate the core product benefits fast enough

Our recommendations:

Use the robot girl was a metaphor for an enhanced shaving 
experience vs.... the star attraction

Test a modified and more streamlined campaign approach that was 
a faster delivery of a product-focussed message and validate the 
key positioning premise of the product
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Key findings of the May focus groups

Consumers found the incumbent robot skin campaign entertaining but 
confusing and disjointed and felt it did not address the key facts they 
would want to know about a new shaver

They were reluctant to participate in an online game or refer their 
friends - they wanted product information pure and simple

When asked how they wanted to be messaged to consumers 
suggested a more direct and product-focussed approach that involved 
sampling and messages that were centered in product performance

Consumers also made note of the three strong brands inherent in MSS 
- Philips Norelco and Nivea
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Unique consumer insight

Our “Jack” is a man 
systematically upgrading his 
life and caught in between 
aspiring executive and his 
recent collegiate past

Waits, saves and splurges on 
key items

Beginning to buy more 
expensive things for himself

Shaving is unpredictable and 
expensive and he is open to 
new ideas…
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Unique marketplace insight

The entire shaving category is full of look-alike, sound-alike 
campaigns

MSS is a totally different kind of shaving experience and its benefits 
and innovation stand on their own

What MSS communications were lacking was “connective tissue” 
back to the lifestyle aspirations of our Jacks



© 2008 TTFCM

Unique brand insight

MSS is triad of three brands 
each brand brings its own 
equity

The Philips brand brings a key 
lifestyle badge that our Jacks 
aspire to…a high definition 
lifestyle

The combination of the three is 
a proposition that is different, 
relevant and rooted in brand 
heritage…
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Our strategic recommendation

Following the focus groups, we proposed a national tour where 
we could put MSS into the hands of consumers and use a 
unique street stunt to generate buzz

The product could stand on its own
The demonstration of MSS was its best salesperson
We knew consumers would share their experiences with friends

We often recommend event strategies like this because we feel 
that unlike traditional media which is reach intensive, 
experiential marketing achieves a depth-of-interaction that 
creates excitement and spurs sales

While a tour like ours cannot reach the number of consumers 
that a TVC does, among our target audience of tivo-loving, spot 
skipping, always on the go Jack’s we felt that bringing the brand 
to them made the most sense for the money



44 foot custom designed trailer 
and tow vehicle
featuring robot girl

Innovative “sink scenes” street 
team marketing program

ePrize sweepstakes that 
incents trial and builds 
database for remessaging o

Fully integrated with ACIS 
sponsorship and trade 
marketing for retailer specific 
dates and events
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The High Definition Touchpoint Strategy

Grants recontact
Permission and
cycle repeats

Grants recontact
Permission and
cycle repeats

Registers online
for big prize

gets secondary
messaging

Registers online
for big prize

gets secondary
messaging

Education,
sampling opty.

and reward
in trailer

Education,
sampling opty.

and reward
in trailer

Meets BA
gets VIP card

Meets BA
gets VIP card



© 2008 TTFCM

High Definition Shaving Tour Objectives and KPIs

Objectives for the MSS tour:
Increase awareness of MSS
Build a sense of buzz around the product
Increase sales

KPIs we were asked to use to measure our performance:
Increase awareness of MSS and stimulate trial 

Measures: Visitors and number of shaves

Shift attitudes about MSS
Measures: Pre/Post Quantitative Study

Increase in sales
Measures: Research to be conducted by client
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Experiential marketing and ROI…

A recent survey, conducted by Intellitrends of sales and 
marketing executives, found that events beat out advertising 
(cited by 32 percent), sales promotion (29%), and PR (15%) 
when it comes to best ROI.

The survey found that 50 percent of healthcare marketers 
plan to boost event spending, 45.8 percent of automobile 
executives, 46 percent of media, 36 percent of technology, 
and 30 percent of consumer electronics

The ROI that marketers are using for tours like ours is not a 
simple CPM comparison but a new measure called CPID - cost 
per impression depth because experiential marketing touches 
fewer people but makes a deeper and more personal impact
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Tour at a glance
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ePrize Program

Registrants: 13,283
Referred friends: 
4.52%
% of Opt-in: 39.58%

% of “opt-ins” that 
use electric shavers: 
38.16%
% of “opt-ins” that 
use Norelco shavers: 
20.95%
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Deep impressions were made…

90.14% of VIP Card recipients visited the trailer
65.83% percentage of visitors trialed the product
83% of our visitors registered for our online sweepstakes
20.94% of our registrants opted in for recontact

Google “shave tour” and we are #1 result!
TV, Newspaper, blog coverage - buzz
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Research Presentation
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Objectives

Measure the impact that The High Definition Shaving Tour 
had on:

Awareness of the the Moisturizing Shaving System
Awareness of the three brands
Awareness of the high definition theme and its relevance
Awareness of product attributes, functionality and benefits
Intent to purchase
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Research Design

3 waves of quantitative research; a baseline wave prior to the September 
launch and two waves post launch.

Study conducted among nationally representative sample of men 18-35 
(N=250 per wave).

Sample augmented with a readable base of men 18-35 who live in the 
markets where event marketing will take place (N=250 per wave).

“Event Participants” recruited from database of ePrize registrants

Total sample size: N=1,500 (500 per wave X 3 waves).  Participants who 
attended an event will be incremental to this sample size.
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Timing and Markets

Wave 1: Fielded Prior to September 12

Wave 2: To Field after October 21 including the following “test”
markets:

– Minneapolis
– Chicago 
– Toronto
– Boston
– New York
– Philadelphia

– Wave 3 to field after December 10th including the following “test” 
markets:

– Washington, DC
– Atlanta

Austin
Dallas
Phoenix
San Diego
Los Angeles
San Francisco
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Key learning summary

Events are having a significant impact on increasing 
unprompted awareness of Philips/Norelco, aided awareness of 
the MSS, and purchase intent for the MSS.

Respondents who live in test markets where events were taking 
place saw statistically significant increases on these metrics while 
other subgroups remained flat.
Of particular interest, purchase intent was significantly higher
amongst those who attended an event vs.. our national sample.

Hearing about the MSS via word of mouth is also significantly 
higher amongst people in markets where events were taking 
place suggesting that events create a buzz about the MSS which 
reaches beyond the event itself.

In other words, the event itself has value beyond touching only 
those who attend it.
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Unaided Awareness

Unaided Awareness for Philips/Norelco increases significantly between 
Wave 1 and Wave 2 for those in event markets.  
Unaided Awareness is strongest amongst those who participated in the 
event.

Q. Please list for us all the brands of electric shavers you can think of. (Open End) 

66.1%
0.0%

49.4%
40.5%

40.5%
42.8%

45.3%
41.7%

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0% 70.0%

Event
Participants

Event Markets

National Rep

Total
Wave 1
Wave 2
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Product Recognition

There is a strong lift between waves 1 and 2 in product 
recognition for respondents in the event markets.  

Q. We’d like to show you some pictures of a few different electric shavers and we would like to know if you recognize 
any of them. 

32.1%
0.0%

34.6%
30.6%

22.4%
23.2%

28.9%
26.7%

0.0% 5.0% 10.0% 15.0% 20.0% 25.0% 30.0% 35.0% 40.0%

Event
Participants

Event Markets

National Rep

Total
Wave 1
Wave 2
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Aided Product Awareness

There is a significant increase in aided awareness between waves 1 and 2 for 
respondents living in test markets where events were held.
The highest levels of aided awareness were seen amongst those who attended 
an event.

Q. Please use the following scale to let us know your familiarity with each of the following brands of electric shavers:
- I have not heard of this product
- I have heard of this product
- I have heard of this product and currently use it

78.6%
0.0%

71.7%
64.2%

59.9%
62.4%

66.3%
63.5%

0.0% 20.0% 40.0% 60.0% 80.0% 100.0%

Event
Participants

Event Markets

National Rep

Total

Wave 1
Wave 2
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Source of Awareness

Word of mouth awareness of the MSS is highest amongst those who live in the markets 
where events were taking place.
This suggests that those who attended the events helped to spread the word about the MSS 
to others in the network of friends (I.e. the events had impact beyond those who 
attended).

Q. How did you first hear about the Moisturizing Shaving System?

10.74.51.33.0
I attended an event sponsored by this 
company/product

19.615.28.212.0I saw an advertisement in a magazine

26.833.140.936.7I saw a TV commercial

12.517.56.512.4Word of mouth from a friend

Opt-In

Total

Total Test MarketTotal US RepSources

56269232501N=

3.64.84.34.6Other

21.527.110.719.6Through an advertisement I saw online
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Product/Brand Opinions

There is a slight shift in the ability to play back product benefits amongst those 
who live in markets where events were taking place.
In Wave 2, event attendees play back product benefits at a higher rate than any 
other segment.

Q. You mentioned that you are familiar with the Moisturizing Shaving System. Please tell us what you know about this 
product. (Open End)

32.1%
0.0%

31.6%
28.3%

30.2%
33.6%

30.9%
30.5%

0.0% 10.0% 20.0% 30.0% 40.0%

Event
Participants

Event Markets

National Rep

Total

Wave 1
Wave 2
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Purchase Likelihood
Those who live in test markets are more likely to purchase the MSS than they were 
in Wave 1.
The highest purchase likelihood is seen amongst those who attended an event. 

Even with a small sample size, the difference in purchase likelihood amongst those who 
attended an event and the national sample is statistically significant!

Q. Assuming you were in the market for an electric shaver, how likely are you to consider purchasing each of the following:

60.7%
0.0%

41.3%
33.5%

33.6%
39.6%

37.7%
37.3%

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0%

Event
Participants

Event Markets

National Rep

Total
Wave 1
Wave 2
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Summary

2007 program was highly successful!

Achieved significant increases in Awareness and Purchase Intent 
attributed to the tour

Demonstrated network effect as awareness increased in tour 
markets even among those who did not attend

KPIs were achieved
Built buzz
Shifted attitude
Incented sales


