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SITUATION 
 
 
 

MARKET 
Although the Axe brand is known and loved by much of the young male demographic, a large majority of the 
fragrance/deodorant market belongs to young females. While most of our loyal users are men, we believe that 
we can extend our reach to the women fragrance market. Victoria Secret, Bath&BodyWorks and Chanel lead 
in perfume sales for young adult women, while Axe has not yet entered the game. 
 
PRODUCT 
For this campaign, instead of just creating a scent just for women, we will be creating a scent that is marketed 
toward both men AND women. We want the young, adventurous, action-packed, rugged, car-chase-down-
the-streets-of-Italy personality that Axe already exhibits to remain with the extension of the Axe fragrance line. 
We are inviting women to feel just as daring and wild as men, while understanding that women and men still 
have different needs. We also have to keep in mind that appealing to women does not imply going soft. Men 
have been loyal Axe users from the beginning, we are just showing that women can be worthy of Axe as well 

 
OPPORTUNITY 
We need to keep the same rebellious visual aesthetic that we have been redefining since day one. Axe is 
known as a fragrance designed for young people, created as a product that deviates from traditional, posh 
and classic scents that are worn by the ‘authority’. We should look into how defining ourselves as ‘male-only’ 
fragrance makes us the ultimate form of chaos and defiance. 

  
OBJECTIVE 
 

We will want Axe to grow in brand awareness within the young women to 75%; while there is a male aspect to 
our new product, this campaign’s goal is to increase female consumers. We also want to increase sales by 
20%, with 15% of that belonging to women 18-24. 
 

  
STRATEGY 
 

Axe has always been a brand of rebellion and defiance, as well as a product for men. We believe that the 
greatest act of deviance for Axe, now, is the breaking of gender stereotypes that were put-forth by the 
authority. We want women to become an Axe rebel and join in on the chaos. We want to do this through the 
use of social media, video and experience based events. 

  
TARGET 
AUDIENCE 

Becka is an 18 year old and just out of high school. She wears ripped jeans, Converse, black nail polish and 
multiple piercings on her ears. While she lives in an affluent neighborhood, she wishes for adventure, 
adrenaline, and the power to do what she wants… she just isn’t quite sure what that is yet. She doesn’t see 
herself as the typical “girly-girl” who settle down with their high school sweetheart and pop out a few kids. No, 
Becka wants to experience everything, see everything and leave this predictable life she has been leading for 
the last 18 years.  
 

 
BRAND TONE/ 
PERSONALITY 
 

 
Axe is the scent of rebellion and distaste for authority. All the action, opportunities and experiences that you 
have been suppressed of will come alive with just a quick spray of Axe. Axe is charismatic, creative, attention-
grabbing, intense, youthful, provocative and original. There is truly nothing like it and no other brand can offer 
the same experience as Axe. 

 
 CURRENT CONSUMER BELIEF BRAND INSIGHT DESIRED CONSUMER BELIEF 

Emotional 
Junk 

Axe is just for men. Rebellion is just for men (Woman): I’ve finally found a fragrance that 
doesn’t just make me smell like the flower shop 
women are supposed to smell like! 

Thank god I can stop smelling like the foo foo 
girly-girl I never was. Axe gives me the 
opportunity to be and smell the adventurous 
woman I am! 

 CURRENT CONSUMER ACTION REASONS TO BELIEVE DESIRED CONSUMER ACTION 
Rational 

Junk 
Men who buy Axe, intend to buy Axe. Axe is not 
even on the women consumers’ radar. 

Axe now offers a product that deviates from the 
expected scent for women in a bottle that reflects 
the same feeling of youth rebellion as they offer to 
male consumers. 

Switch to Axe for their body fragrance needs and 
tell friends to do the same 

 
TACTICAL ELEMENTS Because this campaign is aimed at inviting women to join the Axe rebellion, keep the same adrenaline-

rushing/action-filled commercials and advertisements we have done in the past; however, add women 
characters into the Axe storyline. 

  
EXECUTIONAL  Keep the same art elements and personality as the men’s packaging, but recolor to pink or purple to appeal 
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MANDATORIES 
 

more to women and let them believe that yes, Axe has a scent for you too! 
Create name for product and add it in with the logo 
Create microsite that features advertisements and other products made to be used by men and women 

  
 


