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Industry Overview 

 The women’s direct-to-consumer razor industry is one that is continuing to grow. This 

industry is in the business of convenience, and what could be more convenient than a product 

that comes right to your door exactly how you want it. As I began to look into this industry I 

began getting targeted ads from other companies like mybillie, flamingo and dollar shave club on 

both Instagram and Facebook. This showed me that it is a competitive industry and a look into 

the other brands that are out there. The women’s direct-to-consumer razor products is more 

geared towards a younger generation that has started turning to subscription-like services for 

their products, rather than going to the store. 

Company Information 

 There are 2 options the site gives you for their subscription service, the starter kit or the 

customized kit. The starter kit comes with a handle, which has 3 color options, an Extra Smooth 

cartridge head, a travel size shaving cream, and a shower hook. The customizable option has the 

same three color options as the starter kit along with the additional option of the platinum handle 

for another $2.  It also has 7 different cartridge heads to choose from ranging from $10-$23 and 

all having different benefits.  The customizable plan comes with a handle and 3 cartridge heads 

upon the first purchase, then just cartridge heads for the refill after that. The customizable plan 



does not come with the shower hook or shaving gel that the starter kit comes with. Both options 

have plans for refills based on how often the consumer shaves. Based on what type of blade is 

chosen for the refills changes the price, ranging from $10-$20 per refill. There are different 

products that can also be added on before checkout like a travel case, lotions, face masks and 

more. Products can be purchased through their direct-to-consumer website gilettebenus.com, but 

are also available in stores.  

 I have been using Gillette Venus products since I began shaving almost 10 years ago. I 

have always bought my products from brick and mortar stores such as Target, Hyvee, Costco, 

and many more. The main thing consumers are paying for with the service from 

gilettevenus.com is convenience. The comfort glide 3-blade white tea razor is a product that can 

specifically be purchased at Target. On Target.com the pink handle along with three white tea 

blades is listed for $7.99, see screenshot below. On the gilettevenus.com site a pink handle along 

with 4 white tea blades is $17. One more blade and the convenience of the product coming to the 

consumer’s door is a difference of $9.01. To put into perspective how much one of the cartridge 

heads cost, Target.com has a 6 pack of the white tea cartridges for 19.99, which brings one 

cartridge to $3.33 each. See screenshots below.  



 

 

 

 

 

 

 

Brand Trust & Authority 

 Gillette is a company that began selling women’s razors in 1915, they then came out with 

the first women’s disposable razor in 1975 (Newman, 2008). Gillette has worked hard to 

examine the differences men and women need in a razor. “With female shaving you are dealing 

with areas of the body that are more topographically varied, and also they tend to vary a lot in 

terms of the physiology of the skin and hair,” Mr. Powell, director of Gillette technology said in 

an article for the New York Times (Newman, 2008). Their subscription line specifically is 

designed to make shopping easier for razors easier for women by having the razors come directly 

to them. Gillette Venus is owned by the parent company Proctor & Gamble (P&G), which owns 

many other brands like Mr. Clean cleaning supplies, Pampers diapers, Tide laundry detergent 

and many more. P&G has been in business for 181 years and has always kept their purposes, 

values and principles at the forefront of their company. Some of their values are integrity and 

trust, and one of their values is “we are externally focused” (P&G). Like stated earlier Gillette 

has been in the shaving and grooming industry for over 100 years, therefore they have been able 



to develop a lot of information on products that succeed (P&G, 2019). Gillette is continuously 

trying to gather new data and information in an effort to make shaving easier. They have found 

that a woman’s shave can affect her confidence and how good she feels in her own skin. “In fact, 

most women rank shaving higher than a new outfit or a full night’s sleep in its ability to make 

them feel more comfortable and confident.” (P&G, Gillette Venus Reveals the Right Razor Can 

Expand a Woman’s Comfort Zone, 2017). Prior to the release of their ComfortGlide razors in 

2017, Gillette Venus did a global survey that explored a variety of shaving situations. Based on 

women’s answers and their needs they released the ComfortGlide razor which aimed to fix the 

issues women expressed in that survey. This upholds one of their values which is “to be 

externally focused”, in which they are trying to meet their consumers direct needs.  

Competing Site 

 Gillette Venus’s main competitor is the site mybillie.com. Mybillie is also a direct-to-

consumer women’s razor brand. Upon entering their site the first thing you see is a quote, 

“Razors built for womankind.” This is important to the younger generation of women who shave 

who are focused on breaking the glass ceiling. They also claim right below the fold of their 

website to have “a fair price without the pink tax”. The pink tax is where products geared 

towards women are 10-15% higher than those designed specifically for men. The price for the 

starter kit at mybillie is $9, which comes with a handle, 2 cartridge heads, and a magnetic holder 

for in the shower. Shipping is free and 4 replacement cartridges, which ship at your preference 

also cost $9. Venus’s starter kit starts at $2 cheaper and comes with one more product, the 

shaving cream. The refills from gilettebenus.com are more expensive however and they both 

come with same amount of blade refills, four per refill. There are add-ons of shaving cream and 

other products you can add for an added price if you were to choose.  The colors and pictures on 



their website are very minimalistic and aesthetically pleasing which especially appeals to the 

younger generation.  

Quality Content Assessment 

Content Overview: Content on the site mainly contains information about their products and 

information about shaving. The landing page when you first enter the site greets consumers with 

“Shave your way”, which encourages consumers to create a customized plan that fits their 

shaving needs. There is then a button to start building their plan or links to the other pages on the 

site. The other pages on the site are design your plan, reviews, about us, help and my account. 

The site also features a search option and a page you can view your cart. The main pages on the 

site are design our own plan, which feature options to customize a plan or pick a starter kit. The 

main purpose of the site is to sell the razors which is why these pages are the most important. 

The help tab is one that consumers may visit a lot to answer questions, get shaving tips, or 

contact the company.  

Value Added Content: Value added content is content on the site that is exclusive to that site. 

This is something that can’t be found on other sites and is exclusive information for that site. 

Some of the value added content can be found on the reviews page. On this page there are short 

quotes from people who have used the product. All of these reviews are positive and chosen by 

gilettevenus.com to be placed on the site. There are also 2 awards on the page, one from Allure 

and Total Beauty, both of which are beauty advice sites. There is also a quote from an Allure 

editor and a link to an article saying the Venus products “actually work”.  

 

 



TRAFFIC ANALYSIS 

Visit Analysis 

 gillettevenus.com mybillie.com 

6-Month Average Monthly Visits 146,600 555,500 

6-Month Average Unique Visitors 135,100 327,300 

Average Visits Per Unique Visitors 1.08 1.69 

 

 Definitions: The average monthly visits refers to the amount of visits that the site has on 

average during a given month. A single visit consists of one or more page views in a 30 

minute period.  A “unique visitor” is a person who visits a site during a given period. 

Each visitor is only counted once, if the same IP address visits the site again it is not 

counted as another visitor. “Visits per Unique Visitor” is the average number of times 

that a “unique visitor” comes back and visits the site.  

 Comparison: Mybillie.com has more visitors per month as well as more unique visitors, 

but gilettevenus.com has close to the same number of visits per unique visitors a month. 

They are both getting 1-2 visits per unique visitor.  

 Returning Visitors: The fact that mybillie.com has higher numbers overall is likely 

because of the packaging and aesthetic their product has. They also have a different 

approach to marketing, which I think is more favorable for mybillie.com. Mybillie.com, 

as well as other direct-to-consumer razor brands, do a lot of marketing through social 

media. This is where they use targeted ads through Instagram and Facebook. I think this 

is how they are able to have more unique visitors who check out their site, but not a lot of 



visitors who continue to return to the site. People are interested in learning about their 

product but don’t always commit to the product or feel it fits them.  

Engagement Analysis 

 gillettevenus.com mybillie.com Web Averages 

Bounce Rate % 76.4% 64.19% 20-40% 

Pages Per Visit 1.74 3.14 4.6 

Average Visit Duration 1 minute 

5 seconds 

2 minutes  

52 seconds 

190 seconds/3.1 minutes 

 

 Bounce Rate: Bounce rate is when only one page is visited on the site before the 

consumer exits the site. Compared to mybillie.com, gillettevenus.com only has 10% more 

consumers leaving the site after getting to the home page. With the web average being 

20-40% both mybillie.com and gilettevenus.com have a lot of work to do to get down to 

those numbers. Bounce rate is important to these types of companies that are trying to 

move to selling their products online.  

 Part of the reason I think that their bounce rates might be so high is due to the fact 

that their main form of marketing is through the internet. Consumers may see an ad for 

the product and click on it 

because it interests them and 

then see the price or maybe see 

what it is and become 

disinterested. I think part of the 



reason mybillie.com may have a lower bounce rate is because they put their product front 

and center in all their ads as well as on their home site. To the right, you can see that 

mybillie.com has the word “razors” big as well as a video including razors. 

Gillettevenus.com has a picture of two pretty girls, but no sign of razors anywhere. This 

could be confusing for a consumer and cause them to exit out of the site faster. I have not 

seen any target marketing yet from gilettevenus.com since beginning my research, but see 

mybillie.com, as well as others every day.  

 Pages Per Visit: Pages or visit is the average number of pages a consumer visits within 

the site before leaving. Mybillie.com 

has a pretty good pages per visit 

number, where gillettevenus.com is 

struggling in this area. The web 

average for pages per visit is 4.6, 

which gillettevenus.com is behind at 

1.74.  

 Gillettevenus.com is behind in 

the pages per visit category by quite a 

bit. Most websites see an average of 2 

more pages than what the average 

consumer does on gillettevenus.com. 

One of the pages that I think can 

improve is the ‘About Us’ page, which 

can be seen to the right. This page 



lacks content that consumers can look at it to learn more about gillettevenus.com and the 

product. The first thing consumers see is a video, which not everyone likes videos 

because you need to have sound with them as well. Watching a video with sound isn’t 

always possible is someone is in a public place and doesn’t want everyone else to hear it. 

Below the original video, there are four more videos with little textual information to go 

along with them. Videos are shown to be in the yellow circles. There is then two 

campaigns, which can be seen in the red box, that gilettevenus.com is participating in 

which you can learn about a sentence or 2 of information worth. This page is generally 

lacking content all together for the consumer to look at without watching a video.  

 Average Visit Duration: The average visit duration is the average time that the 

consumer spends on the site before leaving. Gilettevenus.com is under the average visit 

duration by almost 2 minutes. Their competitor, 

mybillie.com, is only 18 seconds away from 

having the same average as the total web average.  

 Just like the average pages per visit, I think 

that their low visit duration time is due to the lack 

of content on their pages. In the pages per visit 

section gillettevenus.com’s ‘About Us’ page was 

evaluated. Mybillie.com has a much more 

informative about us page which is something that 

consumer’s may spend more time looking at. Billie 

begins with explaining their female focus, which 

can empower consumers and motivate them to buy 



(in yellow square on screenshot). That is probably why there is a continently placed 

button to purchase right below that section of information (green box around it). Next on 

their about page is a section about the pink tax and an explanation of what the pink tax is. 

There is also a link, which has a blue box around it in the screenshot, for consumers to 

join “the pink tax rebate”, which allows Billie customers to refer friends to their site to 

join the pink tax movement. When their friends join and begin using the Billie products 

they get rewarded with 

money back. The link 

takes you to the 

following page. If 5 

friends join Billie, they 

would get $5 off, same goes with 10 friends for $10 off and 20 friends for $20 off. The 

next section of their about page explains the quality of their products. The section after 

that explains how Billie is committed to a future for women. All of their about page is 

about how their company gives back and is working for change. This makes people feel 

good and allows people to learn something which contributes to a higher visit duration.  

Value Content & Engagement Improvement Recommendation 

 I think that the one thing that gillettevenus.com could do to improve traffic on their site is 

to market on social media through targeted ads. Ever since I visited the side for the first time I 

am still constantly getting ads in my social media feeds for direct-to-consumer razor brands. 

Some of these brands are Flamingo, Billie, Athena Club and more. They have done marketing 

through other websites ads, Instagram stories and feed sponsored ads, as well as Facebook ads. 

This is a good way to drive more people to your site who might be interested because of the 



concept of direct-to-consumer and the 

aesthetic appeal that some of these 

companies have.  I have inserted 

some pictures of the other ads that 

have popped up on my feed over the 

course of the past couple of weeks for 

reference. I have not seen one 

targeted ad for the Venus products, which makes me think that they do not 

do them. The only marketing I have seen come through my feeds for 

Venus is for their partnership with Braun. There is only a small section on 

their website about the partnership under the ‘About Us’ tab. I have also 

included a screenshot of what that ad looked like. Their ad didn’t give a 

ton of information on what the partnership was about.  

 One really nice thing about these targeted ads is that people can 

comment on them, which in a way is like a review. For example, I clicked 

on the comments for the Flamingo Facebook ad, pictured above, and two of the three comments 

said that the product was not very high quality and not worth the money. There was one 

comment of the Venus ad but I could never get it to load when I clicked on the comment section 

so I am unsure what the comment was. Since gillettevenus.com does not have a place for people 

to leave reviews this can be helpful for people who are looking into whether they should pay for 

their razors to come to them or not. It can also help with quality and if it is worth the price. 

Overall, I think that targeted marketing can help get people to the site who are interested as well 

as let people who are interested see what other people are saying about the product.  



POPULARITY ANALYSIS 

 Total Backlinks No. of Referring 

Domains 

Average No. of 

Backlinks per 

Domain 

gillettevenus.com 167,520 2,200 76.15 

mybillie.com 39,492 1,500 26.33 

 

 Definitions: The total number of backlinks refers to the number of times another website 

refers to your own. So on the average month gilettevenus.com is back linked over 

150,000 times, where mybillie.com is only linked to an average of 40,000 times. The 

number of referring domains is the amount of websites referring to your site. So of the 

167,520 backlinks that gilettevenus.com has in a given month, only 2,200 websites are 

doing the linking. If one website is driving your backlink total up it will show in the 

number of referring domains. The average number of backlinks shows how many times 

each of the referring domains is back linking to your site.   

 Analysis of Link Quantity: The main reason that gilettevenus.com has far more 

backlinks is probably because of its parent owner ship by P&G, Proctor & Gamble. P&G 

has a website that links to all the other companies that they oversee. They also have many 

press releases and other pages that they put gillettevenus.com’s link in every time, even if 

the press release has nothing to do with Venus they will still put the link in. 

Gilettevenus.com’s main source of back links are their own websites as well wiki sites 

and couponing sites. The main source of backlinks for mybillie.com is just the wiki sites 

and couponing sites since they do not have a parent company.  



 Analysis of Link Quality: The top 10 links for gilettevenus.com mainly originate from 

their own websites or P&G. The only one that does not is mediacup.pt, which is a 

Portuguese soccer company. They have linked to the gillettevenus.com website a total of 

2,864 times. Due to the fact that I am unable to read Portuguese, I could not figure out 

where on their site or why they were linking to gilettevenus.com. They did not have 

Gillette or Venus as one of their sponsors, and none of them were products of P&G from 

what I could gather.  

 Mybillie.com on the other hand had differing sites in their top 10 sites providing 

links. The site with the most backlinks for their site, at 972 backlinks, was webs.com. 

Webs.com is a web page building service website, which made it unclear as to where the 

backlinks were on their site. Some pages on their page gave 404 errors making it hard to 

do any investigating into the site, but maybe Billie uses them to build their site. The other 

sites that their backlinks originated from ranged from travel websites, to coupon blogs, to 

celebrity gossip pages. 7 of their backlink websites originated in the U.S., one is from 

France, and 2 are from Australia.  

Usability Test for gillettevenus.com 

Test Preparation 

 In order to prepare myself to give the test I first went through each task myself. I have 

been to the site many times and therefore have already been to many of the pages. I started with 

Task 1, which is to determine if the site has any information of razor rash. I immediately able to 

find it under Help>Shaving Tips>Sensitive Skin, on the Sensitive Skin page is where I found an 

article on what causes Razor rash and how to prevent it. I would give this task a rating of 5, 

excellent, because it was very easy for me to find and I knew right where to go. 



 I then moved on to Task 2, determine if the site has any products to prevent razor rash, 

what they are, and what their cost is. I first went directly to the products page, which is hidden in 

the websites footer. There I found a shave cream, PURE by Gillette Venus Shaving Cream, 

Manuka Honey & Vanilla, and it was only available as an add-on item to a kit and did not have a 

specific price. I also looked into the Extra Smooth Sensitive Razor, but it also did not have a 

specific price and was only available in a kit. I would give this task a rating of 2, poor, because 

no where did it say it was good for razor rash and there was no price or option to buy. 

 Next I started Task 3, which is to calculate the cost for a one-year subscription that 

includes a handle, blades and at least one razor-rash or sensitive-skin related product. I 

immediately went to Design Your Plan>Customize Your Plan. There I began to build my plan. I 

chose the Comfort Glide White Tea blades, those are the ones I use, and a pink handle to match. 

Next I chose once a week because that’s how often I shave, this could be hard if you’re choosing 

for a friend because odds are you don’t know how much they shave. I then added the shaving 

cream from Task 1. It then brought up my order summary and said I would owe $23 today, but 

not how much long term. After logging in there was no way I could find a total for a whole year, 

or shipping and tax. I would rate this task a 2, poor,  you couldn’t get the total cost for a whole 

year. 

 Lastly, Task 4 asked if there were options to add a note to the gift. My initial conclusion 

was no, because I was going through the “Customize Your Plan” page, but then I found the 

“Gifting” page. The “Gifting” page is hidden in the footer right next to the “Products” page. 

When I went through the “Gifting” page I found that there is a box to enter your gift recipient’s 

email and then there is another box under it. I’m guessing this is for the message but it did not 



say. I would give this task a 1, terrible, mainly because it was so hard to find the “Gifting” page 

and the message box didn’t really make sense.  

Choosing Participants 

  Participant 1: Bryan Henning Participant 2: Lisa Benda 

Gender Male Female 

Age 20 46 

Hours browsing / 
week 

100 28 

Browsing habits 

90% social media, Twitter and Tik Tok. 
5% shopping, doesn’t shop much 

online. 
5% general browsing sometimes will 

look up sports stats or stories. 

25% social media, uses Facebook every 
day. 

5% shopping, frequents Amazon Prime 
instead of going to the store. 

70% general browsing, uses a lot to 
research activities for her job. 

Other observations 
Bryan has ADHD and knows nothing 

about women’s razors, which 
combined caused frustration.  

Lisa is a consumer of the gillettevenus 
products but had never been to the 

website. She is also very opinionated 
and honest.  

 

Tester 1 Details: Bryan Henning 

 Bryan Henning is my boyfriend who I have been dating for over a year now. He is a 20 

year old male full time college student who mainly spends his time doing homework, watching 

sports or playing video games. Bryan mainly uses the internet for social media and homework. 

He is not a fan of online shopping. I thought he would make a good tester because he could 

possibly be in the market to buy this product for me. Being a male, I assumed he did not have 

much knowledge on women’s razors. He has shown interest in getting direct-to-consumer 

products from “Dollar Shave Club” before, which made me think he might be good to evaluate a 

women’s direct-to consumer product website. Bryan has ADHD, which I thought might also 



make things interesting because he is easy to give up on things once his attention is lost. I knew 

if Bryan could not find what the task was asking he would be honest with how he felt about it.  

 Environment for Bryan Henning’s Test: 

 Location of Test: My house in Kansas City, somewhere where Bryan spends a 

lot of time. He chose to sit at the kitchen table because we were already sitting 

there working on homework.  

 Physical Environment: The lighting was good since it was about 4 o’clock in the 

afternoon and there are large windows next to my kitchen table. Distractions that 

Bryan had were mainly my younger sister who was watching TV in the living 

room and was very interested in the test. Per usual, she put in her opinion on what 

we were doing until I told her she had to leave because I was administering a test.  

 Technical Environment: Bryan has an Apple MacBook laptop in which he uses 

the browser Safari. He had no browser add-ons for Safari on his computer. Since 

we were on my Wi-Fi, it was provided by Google Fiber.   

Tester 1 Details: Lisa Benda 

 Lisa Benda is my mother and a long time user of the Venus products. I thought she would 

be a good tester because she is familiar with Venus products, but not with their direct-to-

consumer options. Lisa is a 46 year-old, kindergarten teacher for the NKC school district. Lisa is 

a frequent online shopper of Amazon.com and Target.com as well as a frequent Facebook user. 

When it comes to grooming products she favors the gillettevenus Comfortglide White Tea blades 

when using the Venus products.  

 Environment for Lisa Benda’s Test: 



 Location of Test: My house in KC, which is where Lisa lives. The test was given 

sitting at the counter of our island in the kitchen, this is a frequent place for Lisa 

to sit and get work done.   

 Physical Environment: The test was given at night, but all the lights in our 

kitchen were on, including the ones directly above our island counter. At the 

beginning of the test Lisa and I were the only ones in the kitchen. Partway 

through the test my fathers’ friend dropped by our house to pick something up. He 

stuck around for a few minutes to chat, during this time we proceeded with the 

test. This distraction was able to be ignored pretty well by Lisa because she is 

used to having to focus despite chaos in her job as a kindergarten teacher.  

 Technical Environment: Lisa used her work laptop, an Apple MacBook, for the 

test. She used the browser Chrome, with no plug-ins. Lisa was on our houses Wi-

Fi network which is supplied by Google Fiber.  

Test Results 

Initial Site Thoughts 

 Tester 1: Bryan was surprised to see that the site we were looking at was for women’s 

razors. He said “You can buy razors on this site, but they’re for girls”, “There’s a lot of pictures 

and it’s really colorful” and “It gives off the ‘you need this to be sexy’ vibe”.  

 Tester 2: Lisa did not seem too impressed with website when first visiting. She knew 

exactly what the website was when I asked her to type it into the search bar. “It’s about razors. 

Looks like it’s geared towards younger women.”  



 Similarities and Differences: The main thing that is different about these two is that one 

is familiar with the product and shaving for women and one is not. Bryan seemed to think it was 

interesting how women’s razors were marketed and what products women use. Lisa is familiar 

with these things since she uses the products and is a woman who shaves. They were similar in 

the fact that they could tell that the site was geared towards women.  

Task 1: Determine whether there is any information available at gillettevenus.com that explains 

what razor rash is and how to prevent it. You want to learn details here, not just superficial.  

Summary for Both Testers: 

  Tester 1 Tester 2 Average 

Average Satisfaction 1 4 2.5 

Success Rate 0% 100% 50% 

 

Tester 1 Task Completion Process 

 Bryan spent approximately 4-5 minutes trying to complete this task. He began by 

scrolling all the way up and down the home page looking at the different sections for something 

about razor rash. When that didn’t work he went to Design Your Plan>Customize Your Plan, he 

quickly concluded that there was no information on that page about razor rash. He then went to 

Help>FAQ, which after scrolling through did not find the info he was looking for. Getting 

frustrated, he then jumped to Reviews and then About Us. After both of those pages did not have 

what he was looking for he concluded the site had nothing about razor rash. “I don’t think there’s 

anything on this site about razor rash, if there is it’s hidden.”  

Tester 2 Task Completion Process 



 After reading the Task to Lisa she knew immediately where she wanted to go to find 

information on razor rash, the built in search tool. She typed in “razor rash” which brought up 

results for different articles about razor rash. She scrolled through articles, scanning through the 

titles. She found one called “Recycle Your Razors” which intrigued her saying, “I didn’t know 

you could recycle your razors.” She then picked the article “Why You Should Never Share Your 

Razor”, which was the first one in the search list. It took Lisa less than a minute to find her 

information on razor rash. 

Biggest Problem 

I think the biggest problem related to this task is that it was hard to find for tester 1 and tester 2 

had many different options for razor rash, but nothing specifically just about razor rash. The best 

article that gillettevenus.com had for razor rash that I could find was “What Causes Razor 

Rashes and Bumps and How to Prevent Them”. When Lisa, Tester 2, searched razor rash this 

article did not come up on the first page of results. So I would say their biggest problem is the 

navigation to that article with the information on razor rash being difficult to reach.  

Alignment to Heuristic: Flexibility & Efficiency of Use 

 It is important to have different way to reach a given task. In this case thought the two 

different avenues that each tester took did not get them to the best place in the end. Flexibility 

and efficiency of use is all about that no matter how the user wants to get to somewhere on the 

site or do something on the site they are able to do so as they choose. So in this case the search 

feature should lead them to a good article about razor rash, preferably “What Causes Razor 

Rashes and Bumps and How to Prevent Them”. They also should be able to find the page that it 

https://www.gillettevenus.com/en-us/womens-shaving-guide/sensitive-skin/shaving-rashes-and-bumps/
https://www.gillettevenus.com/en-us/womens-shaving-guide/sensitive-skin/shaving-rashes-and-bumps/
https://www.gillettevenus.com/en-us/womens-shaving-guide/sensitive-skin/shaving-rashes-and-bumps/
https://www.gillettevenus.com/en-us/womens-shaving-guide/sensitive-skin/shaving-rashes-and-bumps/


is listed on, which is Help>Shaving Tips>Sensitive Skin.  Both of these ways should be set up to 

be both flexible and efficient.  

Task 2: Determine if Venus has any skin-care products available that can prevent razor rash. 

What are the products and how much do they cost?  

Summary for Both Testers: 

  Tester 1 Tester 2 Average 

Average Satisfaction 4 3 3.5 

Success Rate 100% 50% 75% 

 

Tester 1 Task Completion Process 

 Bryan began by returning to the home page where there he saw the two options for the 

kits. He then said “There is no way to buy it, just a whole set.” He continued to go through the 

starter kit option. He thought it was cool you got to customize your razor saying, “Cool, you can 

pick the color, but all these colors suck. There is no orange.” Orange is his favorite color. When 

he arrived at the add-ons page he decided he thought that the PURE Shaving Cream was the best 

option to help with razor rash and that it cost $6 to add onto your box. Bryan spent about 4 

minutes on this task.  

Tester 2 Task Completion Process 



 Lisa’s first instinct was to go to the products page, after not being able to find one she 

quickly became frustrated. “Where is the products page? Do they seriously not have a products 

page?” She then decided to go to the starter kit page, but there she just found the ability to pick a 

razor. She then went back to the search tool and searched “razor rash prevention products”. She 

clicked on the article “How to Choose the Best Razor for Women”, in the article she found that 

“blades with extra moisture” is what was needed to prevent razor rash. When I repeated with the 

second part of the task “What are the products and how much do they cost?” she replied with “I 

don’t know because there’s no products page to tell me.” Lisa spent about 3 minutes on this task.  

Biggest Problem 

 The biggest problem the 

testers ran into was that there 

was no option to find products 

specifically for razor rash. Tester 

1 tried to do it through the starter 

kit, but was unsure if the shaving 

cream would really help with 

razor rash because there was no 

description. Tester 2 did not find any specific product for razor rash and ultimately gave up. 

Having an effective products page, which neither tester ever found, would help with this 

problem. Testers were looking in the area of the red circle for a products page when it was in the 

footer which is shown in the yellow circle.  

Alignment to Heuristic: Consistency & Standards 



 Most website users are used to the pages being at the top. It can be said that this is a 

standard of web design. The consistency and standards heuristic says that users should never 

have to wonder about an aspect of the site. Both testers looked for a products page that was there, 

but was not in the place that they looked to be consist with other sites. In order to keep their 

consistency with other sites they would need to move their products page to a more standard 

place on the site, not the footer.  

Task 3: You’ve decided you want to give your friend a one-year Venus subscription including 

handle, blades and at least one razor-rash or sensitive-skin related product. Determine the total 

cost including tax and shipping.  

Summary for Both Testers: 

  Tester 1 Tester 2 Average 

Average Satisfaction 3 1 2 

Success Rate 0% 0% 0% 

 

Tester 1 Task Completion Process 

  Bryan started by going to the Customize Your Plan page. He chose a green handle, extra 

smooth sensitive blades and the person he was buying for he thought would shave a few times a 

week. He added on the PURE Shaving Cream to help with razor-rash and sensitive-skin. When 

he got to the order confirmation page it only said he owed $29 today. There was no option there 

that said the total for the whole year. “I don’t know how much, it doesn’t say. It would probably 

be over $100 though.” Bryan got frustrated and concluded that there was no full year option and 

gave up on the task. “I don’t know why they don’t tell you or have an option for it. I had to do 

the math myself.” 

Tester 2 Task Completion Process 



 Lisa began by going to Design Your Plan>Customize Your Starter Kit. Lisa was quickly 

annoyed at the fact that the starter kit only had one type of blade in it, which is the Extra Smooth 

blade. She then kept building her starter kit until she got to the accessories/add-ons page. “I don’t 

know what products are for razor rash, none of them say anything about razor rash. Half of their 

products are sold out.” She then got to the order confirmation page and saw that her total that day 

would have been $18. “You can buy this way cheaper at Target.”  She then decided to switch to 

the customized plan. She chose a pink handle, Comfortglide White Tea blades and thought her 

friend shaved a few times a week. She then ended up in the same place price wise as with the 

starter kit and gave up. “I’m done with this task. It was dumb. I hope they don’t think they have a 

good website.” 

Biggest Problem 

 The biggest problem with this task is the fact that neither tester found the page that is 

specifically for gifting. If they would have found that page they would have been able to 

customize a plan for a whole year. This problem is almost the same as the task 2 problem. The 

“Gifting” page is located next to the products at the bottom of the page in the footer. It should be 

moved up to the top of the page to make it easier to find.   

Alignment to Heuristic: Consistency & Standards 

 This heuristic also goes along with the one from Task 2. If the “Gifting” page was 

consistent with the other important pages on their site and was in the top bar it would be easier to 

find. This is where most people look to find things like this because it is standard with other 

sites. Most other sites use their footer for things like “Contact Us” or “Careers” pages, not major 

pages like “Gifting” or “Products”.  



Task 4: Determine how your friend will be notified of your gift. Do you have the option to 

include a gift note? Will that note be sent with each shipment?  

Summary for Both Testers: 

  Tester 1 Tester 2 Average 

Average Satisfaction 1 1 1 

Success Rate 0% 0% 0% 

 

Lisa, Tester 2 – “If I could rate this lower than a 1 I would, because their gift options suck.” 

Tester 1 Task Completion Process 

 Bryan was still on the “Customize Your Plan” pages of the website, specifically at the 

confirmation page. After reading the task he looked back at the confirmation page for a box to 

add a message. When he was not successful in finding one he quickly concluded the task was not 

able to be complete. Bryan spent less than a minute on this task.  

Tester 2 Task Completion Process 

Lisa started by going to her cart, the plan she had completed in Task 3 was in the cart now. She 

scrolled through the page and went a few steps further into the ordering process. She did not find 

anywhere to add a message very quickly. “I can’t find anywhere with that option.” She then saw 

in the footer the “Gifting” page. “I didn’t even know this was down here.” She was very 

surprised by the price of the gifting options, “You can only give the most expensive products as 

gifts I guess.” She went through the process to build a gift kit, but never found a place to add any 

sort of note. She was not able to get past the part where you added an address due to the fact it 

kept saying “incomplete” when every box was filled. This task took Lisa approximately 3 

minutes to go through.  



Biggest Problem 

Aside from the fact that the gifting tab was not found by Bryan, which we have addressed in 

other problems, Lisa was on the right track. If the site had let our address work in the address 

box she would have found the place to add a message in the gifting section. I went back later and 

put our address in again in the same way and it worked. I am unsure if it was an error just at the 

time, but the error message just kept saying “incomplete address”. She did check to make sure 

the address was complete multiple times and deleted everything from every box and typed it 

again to make sure.  

Alignment to Heuristic: Help users recognize, diagnose, and recover from errors 

 This heuristic is important because error messages are very frustrating for users, 

especially when it comes to online shopping. In this case if Lisa had actually been buying for a 

friend gillettevenus.com would have lost her sale. The error message should have told us what 

specific part of the address was incomplete, not the whole address. It was very confusing and 

frustrating for the tester to have to try and figure out on their own. The site would not let her 

move on until the address was fixed which ultimately lead to Lisa giving up on the task.  

Final Site Thoughts 

Tester 1: After concluding the test Bryan said “I think that this is a cool idea for a women’s 

razor subscription, but I would just go to Target before I ordered from this site. They don’t have 

descriptions on any of their products, so unless you know exactly what you want it’s not a good 

site to shop. I wouldn’t buy someone a gift from this website.” 



Tester 2: After Lisa’s test was over she said “If I were really trying to buy my friend a gift from 

this site I would have gotten really frustrated really fast and switched to Amazon. I also may 

have gone to a different one of these subscription services because this one seemed expensive.” 

Similarities & Differences: Both testers got frustrated quickly with some of the tasks. Bryan 

being a male, needed more descriptions on what exactly he was buying and what it was used for. 

Lisa knew exactly what everything was, some of the products she uses herself, but was very 

appalled by the price compared to where she usually buys, Target. Both testers had trouble 

finding the footer or didn’t find it at all.  

Single Problem Being Fixed   

 The biggest problem that testers had, was they could not find the correct pages they were 

looking for because they were in the footer rather than the header bar. This was a big problem in 

tasks 2 and 3 because users were unable to fully complete the tasks without going to these pages. 

During the test Lisa, tester 2, while doing task 2 even said “Where is their products page?” She 

was completely unaware that there was a products page there. She also looked for it and was 

unable to find it.  

Problem Improvement  

This problem can be fixed by 

moving the important pages that 

uses want to the header bar at the 

top, rather than the footer. The 

screenshot on the right show what 

the header and footer bars look 



like now. The header is at the top of the page and is circled in red. The footer is at the bottom of 

the page in the blue bar, circled in yellow are the two pages that should be moved to allow users 

to find them. 

The green circle 

on the 

screenshot to the 

right shows the 

“Products” page 

moved up to the 

bar in the top. I think it would work the best to have products be the first thing on the bar so 

users can look there for what products are available before building their kit. The “Gifting” tab 

should be moved up to the top bar as well, but I think it would work best to be in the “Design 

Your Plan” dropdown. In the gifting page you are building a plan for the person you are buying 

for which is why I 

think it makes the 

most sense there. 

In the screenshot 

to the right you 

can see in the 

orange circle the 

added part to the design you plan drop down. With these two pages now able to be visible I think 

that users will be able to have more information about what products are offered and see that 



there is a gift option available. By having these at the top now they can be known to users 

whether they need them or not. 

Gillette Venus SEO Keyword Research 

Competitive Keyword Chart 

Keywords 
Ranking 
Difficulty 

Searches / 
Month 

Additional 
if Ranked 

No. 1 

Google 
Trends, 
5-Year 

My site has 
content 

that aligns 

"Page 1"      

gillette venus women 69 90 
                     
29      

gillette for women 74 1,900 
                  
608      

gillette venus 70 8,100 
               
2,592      

gillette products online 67 10 
                       
3      

gillette usa 72 70 
                     
22      

      

"Almost There"      

devine venus 55 0 
                      
-        

venus com 70 644 
                  
206      

gillette hair care 71 10 
                       
3      

female shaving products 71 40 
                     
13      

shaving supplies for 
women 76 10 

                       
3      

 
      

"Pages 2-5"      

women venus 68 1,300 
                  
416      

devine venus 55 0 
                      
-        

G
ill

et
te
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n

u
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m
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.c
o

m
 

venus free sample 46 10 
                       
3      

women s shaver 72 0.65 
                       
0      

women s razors 79 9.36 
                       
3      

   

                      
-      

"Most Valuable"   

                      
-      

bikini trim 70 22,200 
               
7,104      

hair ingrown 77 246,000 
            
78,720      

razor burn 73 90,500 
            
28,960  down yes 

disposable razors 71 22,200 
               
7,104      

shaving men  74 60,500 
            
19,360      

      

"Ranking History"      

disposable razors 71 271,000 
            
86,720  down yes 

gillette hair care 71 
                        
10  

                       
3      

how to stop hair growth 
72 

                  
3,600  

               
1,152      

venus.com 64 
              
495,000  

          
158,400      

used razor blade 
container 58 

                        
50  

                     
16      

      

"Page 1"      

razor monthly 75 390 
                  
125      

subscription razors 78 1,300 
                  
416      

online shave 79 70 
                     
22      

shaving delivery 66 30 
                     
10      

razor new 74 40 
                     
13      

      



"Almost There"   

                      
-      

online razor clubs 76 90 
                     
29      

female razors 66 1,600 
                  
512  up yes 

razors.com 45 43.2 
                     
14      

razor blades for women 72 4,400 
               
1,408  up yes 

razor a month club 75 260 
                     
83      

      

"Pages 2-5"      

hair club reviews 74 2,400 
                  
768      

shaver kits 72 18,100 
               
5,792  down yes 

razors for hair 73 8,100 
               
2,592      

online razor clubs 76 90 
                     
29      

female razors 77 1,600 
                  
512      

      

"Most Valuable"      

razors 74 301,000 
            
96,320      

razor 73 301,000 
            
96,320      

womens razor 77 110,000 
            
35,200      

billie 77 33,100 
            
10,592      

womens razors 72 110,000 
            
35,200      

      

"Ranking History"      

free womens razor 74 11 
                       
4      

female head shaving 70 1,600 
                  
512      

nickel free razor blades 60 50 
                     
16      

buy hair razor 75 10 
                       
3      



razors per month 79 10 
                       
3      

 

Top 5 Key Phrases in Google Trends 

 

My Top Keyword Choice 

 My top keyword choice for gillettevenus.com to optimize their site for is “razor burn”. I 

chose this keyword phrase based off of many different criteria from the charts above. The main 

reasons I chose this phrase was because of the additional clicks gillettevenus.com would get if 

ranked number one, the high number of clicks per month and the fact that it is relevant to 

information on gillettevenus.com. 



 This phrase found in the SpyFu category “Most Valuable” for gillettevenus.com. Other 

phrases in this category also had to do with skin care like “bikini trim” and “hair ingrown”. This 

one I thought would be good for gillettevenus.com to optimize for because of the content they 

already have on their site. One article on their site that is specific to “razor burn” is “What 

Causes Razor Rashes and Bumps and How to Prevent Them”, which can be insightful for anyone 

looking for information on “razor burn”. The site also carries a lot of products that can prevent 

razor burn, such as their Extra Smooth Razorblades or their Extra Smooth Starter Kit. By driving 

consumers to their site who are already interested in “razor burn”, they may be able to drive a 

sale from it as well.  

 The phrase “razor burn” has a ranking difficulty of 73 (out of 100). I took this into 

consideration when picking a phrase and found that this was on the high end of the other phrases 

I was considering. I still feel that this is an attainable phrase to optimize for. There were also 

phrases with higher ranking difficulties on the list, but I did not feel they were worth the time of 

gillettevenus.com to be considered. A lot of the other phrases that I was considering that had a 

lower ranking difficulty had a much lower number of searches per month. The payoff of ranking 

difficulty against the amount of clicks per month seemed to be worth it for gillettevenus.com.  

 The main thing that caught my attention of this phrase was the searches per month. 

“Razor burn” get searched an average of 90,500 times every month. This was one of the larger 

searches per month for a phrase that both gillettevenus.com and mybillie.com see. There are 

some that are larger, but I felt that “razor burn” made the most sense for gillettevenus.com to 

pursue. Most people who search this may not be looking for a razor, but after reading about razor 

burn on gillettevenus.com, they may be interested in their products. By educating on the product, 

gillettevenus.com can also turn that education in to sales.  

https://www.gillettevenus.com/en-us/womens-shaving-guide/sensitive-skin/shaving-rashes-and-bumps/
https://www.gillettevenus.com/en-us/womens-shaving-guide/sensitive-skin/shaving-rashes-and-bumps/


 If gillettevenus.com could rank as number one for razor burn they would gain an average 

of 28,960 clicks per month. This is calculated by taking the number of clicks per month and 

multiplying by 32%. The 32% represents the number of clicks the first result on the page 

receives. An addition almost 30,000 clicks per month could drive a lot of traffic and sales for 

gillettevenus.com. These users may explore the many different products and articles 

gillettevenus.com has regarding “razor burn”. Increasing the number of clicks per month as 

much as possible will be the most beneficial for gillettevenus.com in the long run.  

 Google Trends showed that the phrase “razor burn” has been very up and down over the 

past 5 years, but since the beginning of 2020 it has decreased. Every year during the summer 

months the searches for “razor burn” go up. This is mainly for the months of May, June and July 

that there is a sudden peak in searches. This is most likely because more people are wearing 

shorts and swimsuits which may cause them to shave more often. Google Trends also showed 

that there is search interest in this topic in 48 out of the 50 states. Most of the states with a higher 

interest were also in the Midwest. I thought the most interest would be for the states with warm 

beaches, California and Florida, for people who have to shave more year round. 

 

 The main value content on gillettevenus.com that aligns to “razor burn” is their shaving 

tips articles and their products that tackle razor burn. When you search razor burn on the site a 

Summer 2015 
Summer 2016 

Summer 2018 
Summer 2019 

Summer 2017 



lot of the products from their Extra Smooth line come up, click here to go to Extra Smooth razor. 

Even though they come up in the search I could not find anything in the product description or 

info that said anything about “razor burn”. Optimizing these products to show what they help 

with, like razor burn, is a way that gillettevenus.com could drive more traffic to the product from 

this keyword search. For the Shaving Tips articles that gillettevenus.com offers there are many 

that include razor burn information. One of them is “How to Choose the Best Razor for 

Women”, which has a whole section dedicated to razors for sensitive skin. The first line of that 

section reads, “If you have sensitive skin, your risk of developing razor burn, rashes and 

irritation is higher, so how you shave and the tools you use matter.” This article can already be 

used to optimize for “razor burn”. There is also an article titled, “Why You Should Never Share 

Your Razor”, which states that a reason you shouldn’t share your razor is because it could cause 

razor burn. Optimizing more articles like this and improving the ones already on the site could 

improve gillettevenus.com’s rank.  

 The reason phrases from gillettevenus.com from the “Page 1” category were not used is 

because with those phrases we are already on the first page. Optimizing for these phrases would 

not be the best use of time because there is not much room to improve the ranking. I also did not 

choose any key phrases from mybillie.com’s “Page 1” category. This was because most of their 

“Page 1” phrases had low searches per month or were not very relevant to gillettevenus.com. 

Choosing phrases to optimize from “Page 1” is mainly only beneficial when you are choosing 

from a competitor’s results that get a lot of searches per month.  

 Overall, I think that the “razor burn” key phrase has the most potential to drive traffic to 

gillettevenus.com due to the different areas of the website that can be optimized for it.  

 

https://www.gillettevenus.com/en-us/shaving-products/womens-razors/refillable-razors/venus-extra-smooth-pink-razor
https://www.gillettevenus.com/en-us/womens-shaving-guide/how-to-shave/best-razor-for-women/
https://www.gillettevenus.com/en-us/womens-shaving-guide/how-to-shave/best-razor-for-women/
https://www.gillettevenus.com/en-us/womens-shaving-guide/facts-and-myths/sharing-razors/
https://www.gillettevenus.com/en-us/womens-shaving-guide/facts-and-myths/sharing-razors/
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