
Gillette Venus Pink Passion – Quantitative Research

Advertiser’s objective & Background:
In Summer 2003 Gillette ran an advertising campaign for the Venus Pink Passion razor brand on handbag.com as part of 
a media schedule which included TV, women's monthly magazines, Sunday supplements and outdoor. 
handbag.com commissioned Survey.com to conduct quantitative research to measure the effectiveness of this campaign 
with particular focus on the impact of the different media used.

Mechanic:
Respondents were recruited via pop-ups served across handbag.com and cookies were used to measure the number of 
exposures to each ad creative within the online campaign.

Results:
A total of 5,177 respondents completed the survey of which 904 (17.5%) were exposed to advertising on handbag.com.
Overall, the Gillette Venus Pink Passion full media campaign was very successful in terms of generating advertising 
recall, brand awareness and developing positive associations and perceptions for the brand, with significant levels of 
subsequent purchase.  As expected, the main impact of the campaign was driven by traditional media where the majority 
of investment was made.
The campaign on handbag.com was light compared to the overall schedule, however there was a significant impact in 
terms of campaign recall.
Respondents who had been exposed to the handbag.com advertising were almost twice as likely to remember seeing 
some form of advertising for razors on the site (13% versus 7% for those not exposed).  Also notable was that handbag 
outperformed newspaper supplements with regard to prompted recall.
In terms of differentiation for the Gillette Venus Pink Passion brand, the handbag campaign resulted in particularly strong 
levels of recall when compared with other media, suggesting highly effective communication amongst users.
Amongst those who saw the handbag.com advertising, a cross media recall reinforcement was noted i.e.  women who 
saw the Gillette Venus Pink Passion ads on handbag.com were much more likely to recall the outdoor and Sunday 
supplement advertising.  This result demonstrates a high level of receptiveness to advertising amongst visitors to the 
handbag.com site.
In all the Gillette study illustrates the effectiveness of using handbag.com as a medium for advertising whether in isolation 
or in support of other more traditional channels.

handbag.com – Case study




