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In the spring of 2007, Comcast Spotlight teamed up with Procter & Gamble to promote the relaunch of 
Gillette “Triple Protection” Deodorant with the following objectives: 

 • Build brand awareness of Gillette “Triple Protection” Deodorant 
 • Target 24-to-34-year-old performance-driven male professionals
 • Reinforce the “triple protection” theme:
  - Integrate “triple protection” gadget and theme throughout campaign
 • Increase overall sales of Gillette “Triple Protection” Deodorant

Overview
In the spring of 2007, Comcast Spotlight teamed up with Procter & Gamble 
to promote the relaunch of Gillette “Triple Protection” Deodorant 
with the following objectives: 

 • Build brand awareness of Gillette “Triple Protection” Deodorant 
 • Target 24-to-34-year-old performance-driven male professionals
 • Reinforce the “triple protection” theme:
  - Integrate “triple protection” gadget & theme throughout campaign
 • Increase overall sales of Gillette “Triple Protection” Deodorant

Leveraging the massive popularity of NASCAR, Comcast Spotlight 
created a multi-faceted media promotion titled the Gillette “Triple 
Protection” Deodorant Pit Crew Classic featuring NASCAR driver 
Kasey Kahne.



The Concept
 • 14 guys from across the country raced the clock in head-to-head pit crew challenges
 • The competitor with the fastest combined time captured the grand prize
 • The competition unfolded during 30-second spots that aired during Busch Series and NEXTEL Cup Series races
 • 3 ON DEMAND features presented all the behind-the-scenes action
 • Over 3,000 on-air promotional spots directed viewers to the Pit Crew Classic website, a showcase  
  for the campaign and sweepstakes entry point

Kasey Kahne, NASCAR driver of the No. 9 Dodge Dealers/UAW Dodge Charger 
 • One of NASCAR’s most popular stars
 • Comcast Spotlight’s Kahne sponsorship added a cost-effective star quality to the campaign
 • Appeared in all promotional and in-race spots

Host Barbara Terry
 • Nationally known car expert provided the perfect combination of good looks and car smarts



The Set
 • Two Gillette “Triple Protection” Deodorant-branded stock cars served as the set’s focal point
 • Contestants and host wore Gillette-branded NASCAR replica racing suits
 • Professional NASCAR equipment projected authentic racing image
 • Richard Petty Driving Experience staff provided hands-on demonstrations and instructions to competitors
 • On-set plasma screen incorporated look-live remote of Kasey Kahne

On-Air
The Gillette “Triple Protection” Deodorant Pit Crew Classic reached over 15 million viewers during 
its seven-week campaign.
 • 74 regionally customized spots aired during eight national NASCAR races
 • 13 DMAs showcased hometown competitors during in-race spots
 • Over 3,000 15-second promos ran during targeted programs
 • Acclaimed director and crew created a sophisticated and polished final product



Online (www.pitcrewclassic.com)
 • Customized website served as point of entry for the Gillette “Triple Protection” Deodorant Pit  
  Crew Classic Sweepstakes
 • Website acted as the campaign hub, with updated details of all of the competition’s action
 • A superimposed video of Kasey Kahne on homepage produced an engaging call-to-action
 • Interactive video game allowed consumers to virtually compete at all three pit crew tasks for a  
  chance to win additional Gillette-branded prizes
 • Featured comprehensive Gillette “Triple Protection” Deodorant product information



On Demand
The Comcast ON DEMAND execution extended Gillette’s 
promotional exposure for three months while delivering 
integrated content via three entertaining video segments:

 • Meet the Contestants: 
  An in-depth look at the personalities who brought the Pit  
  Crew Classic to life

 • Pit Crew Challenges: 
  With the help of Richard Petty Driving Experience staff,  
  our contestants learned the ins and outs of real pit crew  
  tasks

 • Pit Crew Competition: 
  A compilation of all of the competition’s action

The Gillette “Triple Protection” Deodorant Pit Crew Classic 
reached x Comcast ON DEMAND viewers.



Tactics
Market-by-market, this fast-paced, eye-catching promotion helped 
build the Gillette “Triple Protection” brand:

 • Leveraged the target demo’s NASCAR and Kasey Kahne enthusiasm 
 • Locally relevant promotion allowed consumers to root for and  
  follow their hometown competitor
 • Targeted demo-specific networks  
  - Promo aired on TNT, ESPN/ESPN2, Comedy Central, FX, Spike, Comcast  
   Sports Net, Sci Fi and Versus
 • Utilized live NASCAR races to reach target audience
  - 30-second spots aired during Busch Series and NEXTEL Cup Series  
    races on      and     
 • Incorporated visual showcase of product attributes to communicate  
  core benefits

This targeted multi-media approach successfully exposed and reinforced 
the brand to consumers.

The Comcast Advantage
 • Leveraged an existing Comcast-Kahne relationship to arrange and  
  execute a private, on-location commercial shoot (shoot also provided  
  exclusive, one-on-one client contact with Kasey)
 • Comcast-Evernham sponsorship enabled Kahne’s participation at a  
  substantial cost savings for client
 • Comcast aired additional promotional spots providing added value to  
  Gillette



Online Results
• 52,000 sweepstakes submissions
•1,200,000 hits
• 300,000 page views
• 100,000 visits
• 54,800 individuals submitted contact information
• 6,300 consumers requested future Gillette Deodorant  
 product updates

Reach
• The Gillette “Triple Protection” Deodorant  
 Pit Crew Classic reached more than x million  
 consumers within the target demographic
• X million impressions on-air
• 2.6 million impressions ONLINE

Recruitment
• ONLINE recruiting effort targeted popular social communities (MySpace.com and Facebook.com), racing fan  
 communities (KaseyKahne.com), and general-opportunity sites (CraigsList.org) 
• Competitors completed an ONLINE essay and underwent several interviews before they were selected to  
 participate in the on-air competition
• The most enthusiastic, demo-specific guys were chosen to compete and serve as Gillette brand ambassadors



Prizing
Comcast Spotlight offered a creative and appealing grand prize package:
 • Trip for two to Charlotte, including roundtrip air and first-class accommodations
 • Intimate dinner with Kasey Kahne at the four-star restaurant Wildfire

 • Privately-guided tour of the Evernham Motorsports garage, home to Kahne’s race team
 • The Rookie Experience at Richard Petty Driving Experience, where participants take the wheel of a  
  600-horsepower stock car at Lowe’s Motor Speedway in Concord, N.C.
 • Exclusive Kasey Kahne prize package, including a diecast #9 car and more



     Participating in the 
Gillette “Triple Protection” 
[Deodorant ]  Pit Crew 
Classic was the experience 
of a lifetime. I had a blast 
mimicking the activities of a 
real pit crew and competing 
against guys I now consider 
friends. It could not have been 
better, and now – I’m off to 
Charlotte to dine with Kasey 
Kahne. Thanks Gillette!

Scott - Gillette “Triple Protection” 
Deodorant Pit Crew Classic Winner ”

Competition Winner

“  



Recap DVD
Check out video highlights from this year’s 
Gillette “Triple Protection” Deodorant Pit 
Crew Classic campaign. The enclosed DVD 
presents a comprehensive recap of the 
promotional and in-race spots, all three 
video-on-demand segments, exclusive online 
features and a summary of the campaign’s 
media impact. 

By the Numbers
 • Comcast Spotlight “zeroed in” on Gillette’s   
  target audience
  - Even after the ON-AIR campaign ended, the  
   campaign’s DMA’s retained 94% of their  
    collective share of measurable web hits 
 • Comcast Spotlight’s integrated marketing  
  approach produced a viral effect far beyond  
  the 13 targeted DMA’s: consumers from all  
  50 US States and the District of Columbia  
  visited www.pitcrewclassic.com
  (Figures current as of print date)

Nancy Newman  Comcast Spotlight  312 327 5515




