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Gillette has had to appeal to masculine customer group for many years by learning what the group needs and provide it for them. As mentioned in the case study, Gillette has managed to be successful in the world by “convincing the world that more is better” (Kotler & Keller, 2016, p. 621). The company now understands what products men desire as well as work towards providing them for the target group. It is difficult to predict whether Gillette would become as successful at marketing women as men, but based on the previous experience, it is possible to say that the company cannot become as successful at marketing women as to men because its masculine marketing strategy has formed part of its brand. 
According to Grubor and Milovanov (2017), branding is an important part of marketing today that helps in achieving organizational change. Gillette’s partnership with sports celebrities has been successful because of the company’s commitment to sporting events. As mentioned in the case study, Gillette in sports paved the way to the current sports sponsorship. The company invests heavily on sporting events and partnerships. As a result, its partnership with the athletes and sporting companies has been successful due to commitments from both parties. 
I don’t think if issues created by the celebrities can affect the brand equity or marketing message in Gillette or any other company. In the case of Tiger Woods, his endorsement for the brand and controversies that he had been involved has no relation. Even though he had made a mistake, Tiger Woods is still an epitome of the customers who still desire to use the products from Gillette. The fact that the company continues to make a profit is a clear indication that the controversies have nothing to do with the company’s performance. As Todor (2014) explains, branding helps the businesses to achieve differentiation in the market. For Gillette, differentiation is portrayed by the continued profitability. As mentioned in the case study, Gillette recorded five times sales. 
The overall marketing campaign for Gillette is effective, especially with the fact that it continues to record profits. The company has invested heavily in advertisement through celebrity endorsements and promotional campaigns. Through its global marketing message, Gillette has managed to achieve internal success. Further, through sports sponsorships, Gillette has improved its public relations. As Janeš and Faganel (2015) explain, brands offer unique selling proposition as it offers emotions, values, and quality. Gillette’s advertising is said to resonate well with the customers based on its advertising history (Kotler & Keller, 2016). 
In respect to marketing and advertising strategies, I would recommend that Gillette focuses on investing in technological changes as the market continues to change. Technology is changing the way businesses operate; therefore, instead of relying on traditional marketing methods, Gillette can change adopt a strategy that could help penetrate the lives of its customers in a great way. The social media and social network marketing methods provide unique opportunities for the company to reach out to a large group of customers across the world.
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