
RexonaTransformsLivesWithCustomised

Deodorant-Howpracticalisthisapproach?

Rexona,an amazing Unilever'sdeodorantbrand,sold underdifferentnamesin

various countries and marketed undernames such as Degree and Shield has

decidedtoshowcaseitstransformationabilityandagility.

Unileverrecentlyintroducedtheworld'sfirstinclusivedeodorantforthosewith

disabilitiesthroughitsDegreeInclusivecampaign.

WhyPeopleWithDisabilities?

Peoplewithdisabilitiesmakeup15percentofthetotalpopulation;around1.85

billionpeoplelivewithsomeform ofdisability.Nocosmeticorpersonalcareproduct

recognizestheneedtopersonalizeaproducttoaccommodatetheirstruggles,which

iswhatRexonahasdone.



DegreeInclusive

DegreeInclusiveisanantiperspirantdesignedexplicitlyforpeoplewithdisabilities,

mainlythosewithupperlimbdisabilitiesandvisualimpairments.

FeaturesofDegreeInclusive

● Ahookedcontainerforone-handeduse.

● Amagneticclosuremakesiteasytoremoveandreplacethecap.

● Instructionsarebraillelabeledforthevisuallyimpaired.

● Alargerroll-onapplicatorisdesignedtocovermoresurfaceperrub.

Thecampaignistitled"inclusive"toinspireothercosmeticbrandstoincludepeople

livingwithdisabilitiesinthedesignoftheirproducts.



IsThisApproachEffectiveForSales?

Thisisaneffectiveandgroundbreakingsalesstrategy.DegreeInclusivecampaignis

aforward-thinkingideawithcountlesspotential.listedbelowareafewreasonswhy

itissuchagoodinitiative.

Thedisabilitymarketisapopulationofpeoplewithneedsthatarenotmetandwho

areforcedtousemainstream cosmeticproducts.Rexonabridgesthatgapthrough

theDegreeInclusiveAntiperspirant.

Mostcompanies believe the myth thatincluding the demands ofpeople with

disabilitieswillcostmore.However,thisisnottrue,asresearchshowsthatinclusive

companies perform much betterand are more financially stable than their

counterparts.

PeopleWithDisability(PWD)PresentsAdditionalBusinessOpportunity

Servingexcludedgroupswillbringmorebusinessopportunitiesforthecompany.

Morecustomerswillpatronizethebusiness,whichtranslatestomoreprofit.

Theannualdisposableincomeofpeoplewithdisability(PWD)is1.9trillionUSD

globally.Thepopulationoffriendsandfamilyofpeoplewithadisabilityis3.4billion,

whoarelikelytoswitchtobrandsduetoemotionalattachmentstoPWD.Thisbrings

thetotalmarketcapto13trillionUSD.



TheDisabilityMarketisEmerging

Thedisabilitymarketisstillemerging,likeothermarketsinthepast.Accordingto

research,66% ofconsumerswillpatronizebusinessesthatincludepeoplewith

disabilitiesintheircampaigns.80% willbuyfrom companiesthatstrivetomake

productsandservicesavailabletopeoplewithdisabilities.

ConsumerswhocareaboutPWDarelikelytopatronizebrandsthatsupportpeople

withdisabilitiesthroughproductdesignorothermeans.

Thismarketwillkeepgrowing,from allindications,whichmeansmorerevenuefor

thelikesofRexona,Microsoft,andotherswhotappedintothisgoldmineearly.

Conclusion,

CompanieslikeRexona,whichhaveadiverseandinclusivesupplychain,usually

benefitfrom solidfinancialreturnsontheirinvestments,brandenhancement,and

innovation.

OurgroupofexpertsatUCT(Asia)isavailabletohelpyouwithyourpromotional,

innovative,andmarketingideas.WehaveexperienceintheFMCG industryand

productoutsourcing.



Contactusforyournextland-breakingmarketingproject.


