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https://youtu.be/hzaTsvYKiBo



https://youtu.be/hzaT5vYKiB0
https://youtu.be/hzaT5vYKiB0
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(Personal Selling)

(Point of Purchase)
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Marketing) (Online Marketing)
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Create Gillette’s brand presence in every socioeconomic level,
replacing the traditional windows washer used in gas stations.
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