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THE GILLETTE MAN 

ONLY THE BEST OF WOMEN. 

A Narrative Manifesto 

Ferdinando Frega — Nando The Scribe 
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The Declaration 

For more than a century, Gillette built its empire on a simple premise: the man who shaves is the 

man who matters. The blade was his. The ritual was his. The brand was built around his face, his 

jaw, his morning, his identity. 

That premise was always incomplete. 

Because behind every man who picked up that blade — every morning, every ritual, every act of 

becoming — there was a woman. She chose the blade. She placed it in the bathroom. She taught 

the gesture. She defined what it meant to be presentable, worthy, seen. 

The Gillette Man was never built alone. She built him. 

 



6 

 

The Inversion 

Every iconic brand campaign Gillette ever produced — The Best A Man Can Get, the precision, 

the performance, the promise — was sold to men. But women consumed it. 

She bought the product. She observed the ritual. She evaluated the result. She decided — silently, 

without ever appearing in a single advertisement — whether the man had succeeded in becoming 

what the blade promised. 

The man was the actor on stage. The woman was always the director, the producer, and the only 

audience that truly counted. 

She was never in the audience. She was always on the stage. 

This is not revisionism. It is recognition. The architecture was always there — in forty years of 

one family inside Gillette, in eighteen years of international management, in fifty American states 

observed from the inside. The woman was present in every transaction, in every product decision, 

in every cultural shift the brand navigated. 

She was simply never named. Until now. 
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The Slogan 

THE GILLETTE MAN — ONLY THE BEST OF WOMEN. 

This is not a tagline. It is a structural truth. 

The best a man can get is not a blade. It is the woman who shaped him, chose him, challenged 

him, saw through him, and decided — every morning — whether he was worth the ritual. 

The Gillette Man exists because a woman defined what a man should be. Not through force. 

Through presence. Through the silent authority of someone who knows the difference between 

appearance and character. 

She is the standard the blade was always trying to meet. 
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The Campaign Architecture 

A future Gillette campaign built on this truth does not replace the man. It reveals what he was 

always built on. 

Visual Language 

The man shaves. The camera does not follow the blade — it follows her gaze. She watches. She 

evaluates. She decides. The frame closes on her, not on him. The product is in the background. 

The truth is in the foreground. 

The Message 

She does not appear in the mirror. She is the reason he investigates it. She never spoke the words 

"the best a man can get." She simply knew what it meant — better than any campaign, any slogan, 

any product launch ever could. 

The Platform 

Not a charity campaign. Not an empowerment campaign. Not a social statement. 

A Truth campaign. The most powerful kind — because it was always there, and no one said 

it aloud. 
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The Three Women Behind Every Gillette Man 

There is no single woman behind the Gillette Man. There are three — and every man who has ever 

used the blade carries all of them. 

The Woman Who Taught Him 

His mother. His grandmother. The first woman who placed a blade in his hand and said — with or 

without words — that this is what a man does to prepare himself for the world. She did not teach 

technique. She taught me intention. The ritual was hers before it was ever his. 

The Woman Who Watches 

His partner. His wife. The woman who notices whether he shaved or not — not because she 

monitors him, but because she sees him. Her gaze is the only one that measures the gap between 

the man he is and the man he wants to be. She never says anything. She does not need to. The 

blade already knows. 

The Woman Who Decides 

The woman at the point of purchase. In fifty years of Gillette's market history, most blades bought 

in American households were bought by women. She chose the brand. She chose the product. She 

decided what precision meant for the man in her life. The marketing was aimed at him. The 

decision was always hers. 
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The Narrative Origin 

This manifesto does not come from the marketing department. It comes from inside — from forty 

years of one family living inside Gillette, from eighteen years of international management in the 

brand's machinery, from one year spent across all fifty American states observing what the brand 

could not see from its own boardrooms. 

What was found, in every state, in every demographic, in every economic stratum, was the same 

structural truth: 

The woman was always the real actor. The man was always the visible one. 

The Gillette Saga — seven volumes, sixty free eBooks, one narrative architecture — exists to put 

that truth on record. Not as a social statement. As a structural fact. 

The woman was the hidden architecture of a brand that thought it was building something 

for men. It was always building something through her. 
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The Future Campaign — A Proposal 

When Gillette is ready to tell its full truth — not the truth of a blade, but the truth of what the blade 

was always in service of it, this is the campaign that exists. 

Opening frame 

A woman's hands. Not shaving. Choosing. A bathroom shelf. A blade placed with intention. 

Voiceover 

"He didn't know what he was becoming. She did. She always did." 

Cut 

Three generations. Three women. Three mornings. The same blade. Three different definitions of 

what a man should be — all of them hers. 

Closing frame 

THE GILLETTE MAN — ONLY THE BEST OF WOMEN. 

No product shot. No blade close-up. No male voice delivering a brand promise. Just the truth the 

brand has been carrying for a century without ever saying it. 
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The Closing Statement 

Gillette built the best blade a man could use. But the best a man can get — the standard, the 

expectation, the definition of what that blade was meant to produce — was always set by a woman. 

She was never in the audience. She was the reason the performance existed. 

She was never in the market. She was the standard the market was trying to meet. 

She was never secondary. She was the origin. 

THE GILLETTE MAN — ONLY THE BEST OF WOMEN. 

— Nando The Scribe 

naples-post.com 


