Chase Terrace,

Staffs,

England

Gillette,

Prudential Tower Building,
Boston, 

MA 02199,

USA

18.09.2006

Dear Sir or Madam,

RE: Gillette ‘Fusion’ Razor Launch

I am writing to complain about the utterly ridiculous adverts that you are currently running to promote the new ‘Fusion’ razor. I feel that they are both completely over the top and are vastly misleading.

The offending adverts open with a dramatic shot of a helicopter approaching some isolated desert research facility. Upon its arrival, scientists charge out and rush through advanced security checks before finally arriving in a high-tech test chamber. Under the watchful eyes of other suitably concerned but handsome scientists, power cells are inserted into some futuristic looking reactor and fusion is apparently achieved. At this point, the obvious link is made between the world changing experiment taking place and the new Gillette razor.

What’s the deal with this? Your new razor has got five blades. Does this really justify spending $200 million on some Hollywood blockbuster of an advert? It’s not as though you have actually achieved fusion or anything as important as that. You’ve not cured cancer or ended war or even stopped global warming. All you have done is sat down for thirty minutes and decided that three blades aren’t enough and that five blades would constitute a life changing ‘revolution’. 

I think that the advert is misleading because it gives the impression that when using the Fusion razor, bracing music would blast out and helicopters would fly overhead and scientists would follow me around with bulky suitcases. Having experienced using your Mach 3 Turbo razor, I know this image is likely to be unrealistic. When I tried the Mach 3 Turbo, all I got was a sad, lonely feeling and I felt quite let down by all of the surrounding hype. 

Do you think it might be possible that next time you decide to add an extra blade or a clock or a rubber to your razors, you could choose a less over-stated advertising campaign? It would be much appreciated. 

Thanks,

Richard J Stanley              

