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Campaign Introduction 

A final year Engineering student, who was a few months away from starting his career, in June 

2010, after recently cracking his dream job in a different city, was desperately looking to up 

his dating game when he relocated. As with most single Engineering students, a major portion 

of his day used to be spent on browsing the internet. And that is when he came across these 

magical lines in a video on YouTube: 

“Hello ladies! Look at your man, now back to me, now back at your man, now back to 

me. Sadly, he isn’t me, but if he stopped using ladies scented body wash and switched 

to Old Spice, he could smell like he’s me” (Old Spice, 2010a). 

 

Old Spice “Smell Like a Man, Man” Ad 

While these words could not keep him from being a single and broke journalist after he 

relocated to the new city, Old Spice bodywash has been by his side for the last 11 years. 

Sadly, the above is a true story about me, albeit a little exaggerated. But, as a tech & social 

blogger in 2009-10, the “Smell Like a Man, Man” campaign launched by Old Spice on 

February 5, 2010, is something that I have been writing, talking, and discussing about even 

until now (P&G, n.d.). And this is not because I am a fan of the campaign and an ardent user 

of the product, but because this is regarded as one of the most successful digital campaigns 

both in terms of bottom line it generated and awards (P&G, n.d.; Wieden+Kennedy, n.d.). 

https://www.youtube.com/embed/owGykVbfgUE?feature=oembed
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In this Case Study I would be deconstructing the “Smell Like a Man, Man” campaign to go 

beyond what P&G (the client) and Wieden+Kennedy (the agency) had to say about it. 

 

Campaign Objectives 

As interesting as the objectives of this campaign are, a deep dive into the history of the brand 

is necessary to better understand and appreciate them. Early American Old Spice was launched 

in the late 1930s by Shulton, first as a brand for women and then extended to that for men 

within a year (History of Branding, n.d.; Borisov, 2019).  

With the men’s line becoming more popular as there were no other products targeted purely at 

men during that time, Shulton focused on that, rebranding the men’s line as Old Spice in the 

1940-50s and gave it the image of a brand for captains and sailors (Borisov, 2019). In the 1970s 

when the sales of Old Spice started declining, Shulton dropped the female line, leaving Old 

Spice as a men’s-only brand (Borisov, 2019).  

 

Vintage ad from Old Spice centred around a sailor 

In 1990 P&G purchased Old Spice from Shulton and positioned the brand as "The original. If 

your grandfather hadn't worn it, you wouldn't exist" (Borisov, 2019; UPI, 1990). Old Spice has 

https://www.youtube.com/embed/HCnlfDL_AG4?feature=oembed
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always used masculinity as the primary personality of the brand and patriarchy as the medium 

to communicate it (Kluch, 2015). 

In 2003 P&G launched the Old Spice body wash for men and soon became a market leader in 

that category, but by 2009 several competitors like Axe entered the market and Old Spice was 

losing its market share (Precourt, 2010; Kluch, 2015). Moreover, Dove was testing its men’s 

body wash brand, Men+Care, in late 2009 with a plan to launch it with a campaign in February 

2010 at the Super Bowl (Rattray, 2009, Effie Awards, 2011). 

Research showed that 60% of the purchase in the body wash category came from females who 

executed the purchase decision of the households and wanted “lady-scented" body wash, and 

with the loyalty Dove commanded from this segment of the market, Old Spice had to come up 

with a strategy to protect its market share (Effie Awards, 2011; Precourt, 2010). Research also 

revealed that according to men, using personal care products was unmanly, and Old Spice was 

considered an archaic brand used by old and rugged men (Kluch, 2015). 

Based on the above observations, I have identified the following Knowledge – Attitude – 

Behaviour (KAB) objectives for “Smell Like a Man, Man” campaign, in line with the 

Hierarchical Response Models of Consumer Behaviour (Loh, 2021a): 

Knowledge Objectives: 

K1: To increase awareness that Old Spice is no longer a brand for old and rugged men, but is 

a brand for modern men who are patriarchic and masculine objects desired by women 

K2: To increase awareness that men should use personal care products that are made for men 

and “smell like a man” 

K3: To increase awareness that women should purchase personal care products that are made 

for men and “smell like a man” 

K4: To increase awareness that both women and men should participate in the decisions to 

purchase personal care products for the households 

Attitude Objectives: 

A1: To change the perception that Old Spice is a relevant, trendy, new-age, fun, and innovative 

brand from the “social media” generation that is bold enough to position modern men as 

patriarchic and masculine objects desired by women 
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A2: To change the perception among men that using personal care products does not make men 

“unmanly” and men should indulge in personal care 

A3: To change the perception among women that men need dedicated personal care products 

and cannot share the ones used by them 

A4: To change the perception that decision to purchase personal care products of the 

households should be taken by both women and men together 

Behaviour Objectives: 

B1: To generate conversation online between men and women, and the brand about positioning 

modern men as patriarchic and masculine objects desired by women 

B2: To generate conversation between men and women in households on the personal care 

products for men 

B3: To increase the purchase of Old Spice by women who execute purchase decision of the 

households 

 

Campaign Audience 

To understand the target audience, we need to understand when, where and how the campaign 

unfolded. Dove was planning a major launch at the Super Bowl, so instead of spending huge 

dollars buying media space in the Super Bowl, Old Spice launched its ad on Facebook and 

YouTube a few days before the Super Bowl, which was parallelly supported by search 

campaign with “Super Bowl” related keywords (Effie Awards, 2011; Precourt, 2010). 

Launching an ad campaign at Super Bowl is every advertiser’s dream as that is the only time 

there is a buzz around advertising across the US and people, beyond sports fans and other 

advertisers, are eager to know what ads have been launched – people don’t only see the ads 

during Super Bowl and come to search, discuss and share it online, the advertising community 

also comes together online to discuss the Super Bowl campaigns for days (Precourt, 2010; 

Castillo, 2016). This was followed with traditional media spots a week after the launch, in line 

with what most Super Bowl advertisers do, which made it more obvious for people that the ad 

was launched at the Super Bowl (Precourt, 2010). Old Spice was successful in harnessing this 

online frenzy about Super Bowl ads without even appearing at the Super Bowl (Neff, 2020).  
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For the traditional media spots Old Spice had focused on television series like ‘American Idol’ 

and ‘Lost’, and Vancouver Winter Olympics, which were not targeted at men but at families 

and commanded huge female fan following and engagement – Old Spice wanted to be present 

not only in front of men but in front of females too, especially when they would be together 

(Precourt, 2010; Forbes, 2010; Marketing Charts, 2008; Holmwood, 2009; Beikoff, 2010). 

Media slots in in cinema were also purchased during the Valentine’s Day weekend to reach out 

to couples (Effie Awards, 2011). 

Based on the above observations, I have identified the following traditional and social media 

segmentations: 

Traditional Segmentation based on variables by Kotler (2016): 

• Geographic: Urban and suburban USA 

• Demographics:  

o Gender: Female and Male 

o Age: 18-49 years 

o Generation: Millennials and Gen Z 

o Family life cycle: Young and Single; Recently Married; Full Nest 1, 2 and 3 

(Chron, 2021) 

• Socioeconomic: 

o Income: High-Mid-Low earners 

o Occupation: Professional and technical; managers, officials, and proprietors; 

clerical sales; craftspeople; forepersons; operatives; students; homemakers 

o Social Class: Middle class, upper middles, lower uppers 

o Lifestyle: Culture-oriented, sports-oriented, outdoor-oriented 

• Psychographic: Innovators, Thinkers, Achievers, Experiencers, Believers, Strivers, 

Makers, Survivors 

• Behavioural: 

o Needs: Women who want their men to be desirable and men who want to be 

desirable to women 

o Decision Roles:  

▪ Initiator, Influencer, Decider and Buyer: Women and men 

▪ User: Men 
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Social Media Segmentation based on Social Technographics Ladder (Li & Bernoff, 2011, as 

cited in Loh, 2021a): 

• Creators: Who would watch the ad in the Super Bowl, on television or on 

YouTube/Facebook; search for it/bookmark it online and share it with their friends and 

network; write blogs/articles or create videos/images on the ad 

• Critics: Who would watch the ad in the Super Bowl, on television or on 

YouTube/Facebook; search for it/bookmark it online and share it with their friends and 

network; comment on it and participate in online forums to discuss on it 

• Collectors: Who would watch the ad in the Super Bowl, on television or on 

YouTube/Facebook; search for it/bookmark it online and share it with their friends and 

network 

• Joiners: Who would watch the ad in the Super Bowl, on television or on 

YouTube/Facebook 

• Spectators: Who would watch the ad in the Super Bowl or on television 

 

Campaign Tactics 

Old Spice has always used masculinity as the primary personality of the brand and patriarchy 

as the medium to communicate it, so it was no surprise that a hyper-masculine former NFL 

player Isaiah Mustafa was featured as the ‘Old Spice Guy’ doing impossible tasks with elegant 

ease saying the words, "Anything is possible when your man smells like Old Spice and not a 

lady" (Kluch, 2015; Old Spice, 2010a). 

After the launch of the ad on YouTube and Facebook, supported with search campaign and 

complemented with traditional media buys, a PR campaign was underway with Isaiah Mustafa 

being featured on several national television networks on shows like Oprah, The Today Show, 

The Ellen DeGeneres Show and Good Morning America, and several online interviews, 

targeting both women and men (Effie Awards, 2011; BeneathTheWorld, 2010). All these 

platforms provided Old Spice an eclectic mix of channels to reach its targeted audience, 

increasing top of mind recall and driving conversations across online and traditional media – 

leading to several earned and shared media. 
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Isaiah Mustafa on The Ellen DeGeneres Show 

Beyond the effective choice of platforms, success of the ad could be attributed to its innovative 

use of Aristotle’s Rhetoric Triangle (Loh, 2021a). Isaiah Mustafa perfectly fits the description 

of a ‘patriarchic and masculine object desired by women’ with his handsome looks and great 

physique, and the fact that he was not a household name before featuring in the Old Spice ad 

makes him more real and relatable – adding credibility (Ethos) to a narrative that relies on 

abstract storytelling to make its obvious irrationalities feel rational (Logos) through abundance 

of humour and desire (Pathos) (Tschorn, 2010, Precourt, 2010, Loh, 2021a).  

The success of the ad was followed with a “Response” campaign that was launched with 

another video on June 30, 2010, featuring Isaiah Mustafa where he once again defines what 

ideal men, smelling like a man, would do for their ladies, while performing difficult tasks with 

effortless ease before ending the video with a question, “Should your man smell like an Old 

Spice man?” (P&G, n.d.; Old Spice, 2010b). To take this campaign, a step forward in terms of 

real-time engagement with the audience, Old Spice made a post on Twitter asking the audience 

to send in their question for the ‘Old Spice Guy’ through tweets and comments on Facebook, 

YouTube, and other online platforms, which would be answered by the ‘Old Spice Guy’ 

himself (Wieden+Kennedy, n.d.; MarketLine, 2010, Effie Awards, 2011). 

https://www.youtube.com/embed/3k8-l3lRxnE?feature=oembed
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Old Spice Questions video 

From the thousands of questions that were collected across the platforms, responses to 186 of 

them were recorded, edited, and uploaded on YouTube within a span of two-and-a-half-days, 

starting July 13, 2010 (Effie Awards, 2011; Precourt, 2010). While responses were sent out to 

influencers like Ellen DeGeneres, Alyssa Milano, Justine Bateman, Perez Hilton, and Kevin 

Rose to tap into their network and fans, more than 70% of the responses were to questions by 

the fans of Old Spice (Schonfeld, 2010; Effie Awards, 2011). 

The speed at which the responses were rolled – almost at real-time after the kick-off on July 

13 – and the nature of the responses directly addressing individual fans by the spokesperson 

himself, made the campaign inclusive, inviting, interactive and engaging – following the 

elements of Dialogic Communication to drive conversation between the brand and its audience 

– justifying the success it has delivered for the brand by keeping the conversation about Old 

Spice bodywash alive in US households (Precourt, 2010, Effie Awards, 2011; Kent & Taylor, 

2002, as cited in Loh, 2021b). 

https://www.youtube.com/embed/uLTIowBF0kE?feature=oembed
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Response to Ellen DeGeneres – 1st of the 186 Responses 

 

 

Response to Gillette – 186th of the 186 Responses 

https://www.youtube.com/embed/0Cs95FmimP0?feature=oembed
https://www.youtube.com/embed/tqoc6wTNotI?feature=oembed
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Proposed Campaign 

While the “Response” campaign was not only real-time, engaging, and interactive, but it also 

got Old Spice several earned and shared media – deeming it more popular than Barack Obama’s 

acceptance speech (O'Neill, 2010). The “Response” campaign was successful in harnessing the 

power of social media to indulge in intimate conversation with the audience, but it did not 

unleash the power of user-generated-content – it was more, what P&G termed as, “instant 

consumer-driven advertising-on-demand” (Precourt, 2010). 

I would propose a user-generated-content campaign which would make fans of Old Spice its 

Advocates with the brand Participating in the conversation (Dhanesh, 2017, as cited in Loh, 

2021b). In this campaign women would be invited to share on Twitter, tagging @OldSpice, 

videos of their vision of the “Old Spice Man” featuring the men in their lives – the campaign 

being called “My Old Spice Man” (Loh, 2021c). While the women would have the creative 

freedom to envision their “Old Spice Man” the way they want them to, the only requirement 

would be for the men to start the video holding a bottle of Old Spice, saying the iconic phrase, 

“Hello ladies.” The most promising “Old Spice Men” chosen through public voting would be 

incentivized by letting the feature in a series of Old Spice YouTube videos alongside the 

original ‘Old Spice Guy’ – bare chested and clad in towel irrespective of their body shape or 

skin colour (Loh, 2021c).  

Beyond promoting inclusivity, which the original campaign lacked, firstly, the “My Old Spice 

Man” campaign would foster conversation between the women and men about Old Spice body 

wash. Secondly, the campaign would also induce purchase of Old Spice and usage of the same. 

Finally, the campaign would allow women to see their men as patriarchic and masculine object 

of desire and allow men to become patriarchic and masculine object of desire for their women. 

The content generated and shared by users on Twitter, the men’s subsequent feature in the Old 

Spice videos, and the sharing of those would help spread the word about Old Spice among the 

other fans and audience of the brand based on Katz and Lazerfeld’s Two Step Flow Model 

(Loh, 2021b). This campaign would also allow Old Spice to fulfil the KAB Objectives once 

again for the people who are not directly participating in the campaign as Creators, but are 

participating/witnessing it as Critics, Collectors, Joiners and Spectators. 

Due to the absence of Influencer-centric platforms like Instagram and TikTok, and limited 

existence of micro and nano influencers during the period when the campaign was launched, I 

have not proposed a campaign that would be irrelevant or inopportune.  
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Takeaways 

There are three major takeaways from this Case Study: 

• A well-made ad, which capitalises on people’s desire to share and makes the sender 

look good, has top of mind recall, ignites excitement and desirer but is humorous, gives 

directions on how to achieve a desired goal, with information valuable to the user and 

has an easy to remember story that can be retold, goes a long way in making a campaign 

successful – basically STEPPS is the road map to viral content success (Loh, 2021c) 

• A brand needs to be a friend of its audience and have conversations with them – success 

of the dialogic “Response” campaign is a proof of that. 

• Beyond the primary consumers there are audience who keeps the conversation around 

the brand alive online – other advertisers, advertising enthusiasts and filmmakers. A 

well-planned campaign gets a second life when they start discussing and writing about 

the same.  

 

Podcast on how the ad was shot in a single take 

  

https://www.youtube.com/embed/VDk9jjdiXJQ?feature=oembed
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