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About Walker & Company Brands

Walker & Company Brands, acquired by Procter & Gamble in

December 2018, designs health and beauty solutions for

people of color. Our vision is to build the world's most

consumer-centric health and beauty products company,

inspiring unprecedented customer loyalty. And it all started

with the launch of its first brand, Bevel, in 2013.
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THE BEVEL PORTFOLIO
DESIGNED WITH BLACK SKIN/HAIR IN MIND

SHAVE HAIR SKIN BODY

Designed to prevent razor 
bumps and irritation

Non-drying formulas lock in 
moisture and won’t strip hair of 

it’s natural oils or patterns

Evens and improves skin 
tone for a fresher, 

healthier appearance

Hydrating formulas improve 
skin’s ability to retain moisture
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Our Vision

By 2023, we’ll be the #1 trusted brand 
delivering personal care solutions for 
black men in the US, inspiring 
unprecedented consumer loyalty

How We’ll Achieve It

• Having a clear brand purpose
• Bringing our purpose to life in 

everything we do
• Understanding our consumers 

extremely well
• Walking the talk(aka showing up 

authentically) with our consumers



Our Consumer Target: Black Men 18-44

• Willing to spend more on grooming and clothes
• Tends to spend money on luxury brands that 

showcase his success or status
• Listens to celebrities/social influencers
• His job/career is important to him
• Interest areas include sports, video games, music, 

and movies
• More likely to buy brands that are made for him
• Is a skeptic, but can be won over by brands that 

prove they understand him 
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Gen Z (18-24)
• College student/early career 
• Aspires to be successful
• Culture driver

Gen Y (25-44)
• College educated; high income
• May have heard of Bevel 

through our CEO or Nas



BEVEL EXISTS TO 
SUPPORT BLACK MEN
Bevel designs tailored personal care solutions and experiences

That form to the needs of black men and are uncompromising 
on design and efficacy,

Because Bevel was created to serve as the solution to his 
personal care needs.

We prioritize the needs of black consumers, first.

We are uncompromising on design, product efficacy, 
and content. 

We are a cultural institution that transcends race 
and nationality.



OUR ORIGINAL 2020 MARKETING PLAN
A P R I L  - J U N E J U L Y  - S E P T E M B E R  O N G O I N GM A S S  A W A R E N E S S  V I A  

V I D E O  A N D  R A D I O

Tell the Bevel story through video and 
radio which will allow us to reach 
more AA men

We will Engage with Consumers Live 
and in Person at events nationwide

Leverage social media, PR, and 
influencers to consistently promote 
products and engage with consumers

A L W A Y S  O N  M E S S A G I N G  
V I A  S O C I A L  A N D  P R

E D U C A T I O N  A N D  T R I A L  
V I A  E X P E R I E N T I A Lx?



ONGO I NG

Engaged with Consumers and Barbers at 
Trade Shows and Brand Activations

E D U C A T I O N  A N D  T R I A L  
V I A  E X P E R I E N T I A L

CREATING BRAND FANS VIA IRL CONNECTIONS

Educate and engage with consumers and 
professionals at trade shows and live events 

We consistently showed up in places where our consumer was to make the brand more personal

Go beyond sampling and selling to foster real 
conversations that consumers care about



ONGO I NG

Engaged with Consumers and Barbers at 
Trade Shows and Brand Activations

E D U C A T I O N  A N D  T R I A L  
V I A  E X P E R I E N T I A L

STAYING CONNECTED DESPITE COVID-19
Continuing to have real conversations with our consumers via social media



ONGO I NG

Engaged with Consumers and Barbers at 
Trade Shows and Brand Activations

E D U C A T I O N  A N D  T R I A L  
V I A  E X P E R I E N T I A L

STAYING FRESH DESPITE COVID-19
Helping consumers maintain their grooming routines while in quarantine



COVID-19’S IMPACT ON BLACK AMERICANS
The pandemic is having a disproportionate impact on the Black community



SHOWING UP IN MEANINGFUL WAYS
Focusing brand support in areas that would best help Black Men





THE FIGHT FOR RACIAL JUSTICE CONTINUES…
And Black Americans are tired

Census Bureau Data



PROVIDING ACCESS TO MENTAL HEALTH RESOURCES
Lowering the barrier to trial and helping remove the stigma associated with getting support



BEING AGILE IN THE NEW NORMAL

ü Understand your consumers extremely well.  
Know their needs, wants, problems.

ü Think about how the current environment is 
impacting your consumers and how you can 
bring solutions/value to them.

ü Evaluate your ideas against these questions: 
1. Does it align with my brand purpose? 
2. Will this be meaningful/impactful for my consumers? 
3. Is this something our brand can uniquely offer? 
4. Can we execute this successfully?
5. Will consumers accept this coming from my brand?



THANK YOU!

ANY QUESTIONS?


