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Dollar Shave Club (DSC): Disrupting the Shaving Industry
Disruption in business is identified as a positive way of doing things in the market to bring change in the form of quality products, services, and better processes and procedures. Disruption is used to replace the old ways of doing business in order to create value for products and services. Most companies use this technique to break the existing entry barriers, especially where there is very high competition or the market is monopolistic. In most cases, disruption prevents monopoly from existing in the market, providing an opportunity for firms to create new businesses (Anderson, Kollenz-Quétard, & Tavassoli, 2018). Over the years, disruption has been applied in the business sector to create a competitive advantage, attract more customers and build customer loyalty. Disruption is important in the market because technology is highly applied and better production methods and products are created and implemented. Disruptive innovation was applied in the shaving industry from a long time ago to develop standards in shaving. This study provides a comprehensive case study analysis about disruptive innovation in the shaving industry by The Dollar Shave Club.
[bookmark: _GoBack]From analytical point of view, the DSC ascertained to be disruptive to Gillette and the shaving industry at large because it made its operation a kind of subscription-based firm in the market (Picker, 2011). As such, DSC implemented this strategy to get an opportunity to provide products of higher value to its customers. The Dollar Shave Club penetrated the market by using the internet with the help of updated technology available in the market (Anderson et al., 2018). By then, many people were accessing the internet using their mobile phones. The Dollar Shave Club entered the market when there was very high competition in the razor industry with strong, established companies such as Gillette. With the help of the internet and technology, Dollar Shave Club reached out and attracted its customers through a subscription-based model, which created an opportunity to establish itself and hence success.
Dollar Shave Club was keen to secure and defend its position in the entire competitive market. The company used the subscription model to make direct communication with the customers (subscribers). DSC made it easier to reach their customers and notify them of any changes, improvements and available products (Picker, 2011). The company identified the needs of the customers and they targeted making the products available to all subscribers. The Dollar Shave Club started to use different websites from which their products could be viewed by the prospects and customers anytime and make an order (Anderson et al., 2018). DSC made its products easy to understand to the customers by grouping them into different product lines. This kind of grouping made it easy for the customers to identify the type of product that is suitable for them. The disruptive innovation that Dollar Shave Club applied made it easier for the customers to track their products while on transit or cancel their orders anytime.
DSC is putting value addition into practice, which the other competitors do not consider in the shaving industry. Dollar Shave Club leverages the value proposition by considering the pricing and customer focus on the products and services it offers in the market. The company aims at reducing the unfair razor and blade pricing in the market. This goal is achieved by providing a cheap and affordable subscription to the customers for the supply of products (Picker, 2011). The average subscription fee is a dollar per month. The price that Dollar Shave Club set is lower than that of Gillette and the other existing competitors. This strategy is a form of minimizing monopoly in the market, especially in pricing razors and blades. 
Dollar Shave Club based its services on customers’ needs and satisfaction. There is a help center within the company’s website that provides customer care services. The products and services offered to customers, such as the delivery of razors and blades, aim to bring satisfaction (Picker, 2011). The company addresses customer needs by providing the most effective and efficient solutions to their problems. In addition to the pricing issue, Dollar Shave Club makes the products available to their customers in a convenient time frame. The customers can keep track of the products ordered. Customers are also allowed to make changes to the characteristics of their subscriptions or cancel them anytime. The company also provides special discounts to the customers on the bundle of products purchased (Anderson et al., 2018). Dollar Shave Club majors on the quality and simplicity of the products through packaging and product design. 
Dollar Shave Club built consumer insight into its business by creating a solid brand. The company established its brand through active customer engagement, where it achieved millions of subscribers for its services. Dollar Shave Club is strongly engaged in the shaving industry through a clean brand identity in the market. The company also ensured a proper formulated marketing technique, which is data-driven majorly from its customer subscriptions. This information was used by the company to make products that conform to customer needs. Delivery of customer-based products provided an opportunity for the company to grow its brand. The company developed great content to create strong customer retention. Dollar Shave Club creates a deep insight into the customers. The company majored in male customers for the services. Therefore, the company understood its customers well and ensured a consistent value delivery to build its brand. 
The company had a well-established insight on data and customers even before Unilever company acquired it. Dollar Shave Club understood and invested heavily in its customers. The company also established a good relationship with its customers to retain the current subscriptions and attract more consumers. The excellent consumer relationship boosted the company’s brand. The success of Dollar Shave Club was contributed by the investment of the data and customer insights. The company implemented the information attained from customers and put it into action. The implementations made by the company enhanced the general creativity of the organization. Dollar Shave Club was committed to its brand by ensuring consistency to its customers and prospects in the market. The unique marketing strategies by Dollar Shave Club made it make more investments in its brand for better and long-lasting customer relationships, a promising approach of enticing customers while building in consumer insight into its branding model.  
Dollar Shave Club can capitalize on shaving and grooming needs and behaviors by providing various options to customers. The company provides a choice of six and four razor blade set to the customers. Customers have different tastes and preferences and therefore, the company can focus on accommodating all the customer needs. Creativity and innovation are the key issues that the company can major in to keep up with the market pace. The company can also include more different products that are related to shaving and grooming. Product diversification will create a bigger market for the company hence a larger market share. The company will also gain a more competitive advantage compared to its major competitors, such as Gillette. Dollar Shave Club can major in research and development to cover all the problems their customers face. The decisions made on production should be made to conform with all customer needs and wants. 
The company can check on its promotion techniques that help to boost product sales. This goal can be achieved if the company reaches out to many prospects, customers and organizations worldwide. Proper promotion methods can lead to better brand recognition and create customer loyalty. Dollar Shave Club can introduce more distribution channels through mergers with different distributors. Mergers are a bold technique, especially when entering new markets. Additional distribution channels will ensure that the company products are available in all markets and all customers can easily access them. Promotion techniques also act like a form of persuasion for customers to purchase the company’s products. The company can introduce different subscription packages for their customers. Customers can have the subscription of their choice depending on the packages they need. This strategy would attract more customers to make subscriptions based on their preference since they can quickly access the company shaving and grooming products. Product design is also another factor that the company can consider consistently. Designing products attract more customers and are a form of creating competition for the company. 
Dollar Shave Club pivots from Gillette’s brand messaging focused on performance by ensuring that the customers' highest quality services are provided. The company attracts most of its customers from the marketing strategies used. DSC applies professional marketing strategies to ensure that it draws the customers' attention, which has created increased interest in viewing their adverts. The company ensures that it creates a lot of impact on the customers to make them (customers) hold on to its products and services. The company also aims to ensure that it captures the customers' minds so that they will create a long-lasting memory of their adverts and products within the consumers. In response, the company delivers exact products as promised to customers to develop trust and brand loyalty. 
The company also majors in providing products that conform with their primary customers: male customers. Shaving and grooming mainly focus on men since they occupy the most significant customer portion in the market. Most of the products delivered revolve around men in terms of behavior and characters (O'Brien, 2018). Therefore, the company uses this technique to capture the customers' attention as a way of creating a form of prestige. The persuasion power of Dollar Shave Club is very high due to the techniques applied generally. The company’s performance is good due to its ability to deliver what customers need and want. Dollar Shave Club’s effective performance is identical to the customer subscription rate over the years, which has rapidly increased. The positive performance is due to the approach used by the company, especially in marketing. 
Dollar Shave Club did not focus much on the research and development of products like most companies would have done. The company aimed at creating a good relationship with its customers through interaction. Collection of data directly from customers was the key strategy that helped Dollar Shave Club gain a competitive advantage in the market, which was very stiff within that period due to the presence of already established companies in the shaving industry (O'Brien, 2018). Dollar Shave Club collected data directly from the customers to identify their needs. This strategy was important because it enabled the company to determine what products or services are needed in the market. The company could deliver products that provided higher satisfaction than other companies in the same industry, such as Gillette. Customer satisfaction is one of the best strategies that helps a firm gain a competitive edge in the market.
DSC collected information directly from different customers through its websites. This information is usually provided in the form of compliments and complaints. The company used the information provided by the customers to make products hence creating an opportunity for innovation. Dollar Shave Club ensured that it put all customer data and information into action by developing products that conform to the needs and want (Picker, 2011). This strategy created trust and loyalty of the company from the customers. The company understood that customer-based products would make a good market share in the competitive industry since satisfaction was guaranteed. The provision of products and services that conform with customer needs strengthened the relationship and interaction between the company and the consumers. Therefore, diverse customer interactions played an important role in the success of Dollar Shave Club.
Some of the marketing tools, such as The Bathroom Minutes magazine, were essential to Dollar Shave Club because they contributed to the brand equity and loyalty of the company. These marketing vehicles created a platform for the company to be widely known all over the world. The marketing vehicles enhanced people's interest to learn more about DSC and most of the company products were introduced to different audiences. The company (DSC) attracted most of the investors to work in the market. Some big companies like Unilever got attracted to Dollar Shave Club and entered into a contract to conduct business. Other companies such as Walmart were also involved in business with DSC to distribute products to different markets. Generally, the marketing vehicle played an important role in creating an opportunity for Dollar Shave Club to build the company’s brand.
Most of the marketing vehicles have a significant number of followers due to their reliability. The marketing vehicles created an opportunity for Dollar Shave Club to enter into a contract with other large organizations (O'Brien, 2018). Dollar Shave Club gained a lot of followers and trust from different prospects worldwide. The marketing vehicles enabled the company to create more networking system with prospects, customers and other companies suitable to conduct business with. The company also got an opportunity to grow its brand and became a widely recognized organization in the market for the services and products that it provided to customers. As a result, the company gained more loyalty from its customers and many other firms. Dollar Shave Club also realized its position in the market after ratings against other companies were made. 
Dollar Shave Club can claim that they are an experienced company because they grew due to their ability to make products and deliver services that conform to the specifications and customer needs. The company was developed to solve an existing problem since the already established companies had not provided a solution. Through the delivery of the requirements, the company gained recognition, which resulted in its growth. The company has continued to focus on its primary goal to date (Anderson et al., 2018). The company understands customer needs and provides fair pricing of the products that it offers. There are quality products delivered that have more excellent value than products from other companies. Due to this reason, the company has gained a competitive advantage for many years. Therefore, the company has knowledge and strategies on what products to provide, improve or make changes since it has information from the customers. 
DSC can sustain the experience position by ensuring that they focus more on customers. Customers are the primary target and all products or services offered should meet their expectations (O'Brien, 2018). The company invests in research on development about the customers and not the products, enabling it to create a competitive advantage over other companies. Dollar Shave Club gains information from customers about the products they provide and respond accordingly in case of defects. The company should ensure that it selects qualified teams to work with. These teams help in company innovation and implementation of processes and ideas. Dollar Shave Club is connected with other companies that have well-established networks in the market. These companies include distribution and marketing firms, which help DSC to conduct its operations more conveniently. 
The company can also introduce more distribution channels through mergers with different distributors. Mergers are a bold technique, especially when entering new markets. Additional distribution channels will ensure that the company products are available in all markets and all customers can easily access them (Picker, 2011). Promotion techniques also act like a form of persuasion for customers to purchase the company’s products. The company can introduce different subscription packages for their customers. Customers can have the subscription of their choice depending on the packages they need. This strategy would attract more customers to make subscriptions based on their preference since they can easily access the company shaving and grooming products. Product design is also another factor that the company can consider consistently. Designing products attract more customers and are a form of creating competition for the company. 
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