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The D story...

Dove 1 s Unil ever ces
no.2 Health & Beauty brand globally

(Kantar Worldpanel Brand Footprint report 2018, household penetration).

In the 1950s, Dove was a beauty bar offering
women a revolutionary new cleansing product.
Today, over 130 Dove products are bought every
second across more than 171 countries St h at o
over eleven million Dove products sold every day.
From beauty bars to shower gels, shampoos to
styling products, deodorants to body moisturisers,
Dove has won the hearts of millions of people
globally with its unique point of view on beauty.
Today, present in 410 million homes worldwide
(over 1/3 of the households in the world ), Dove
recruits more buyers than any other health and

Yes, darling, Pink Dove! :
beauty brand globally. So how did Dove grow New pink color, heavenly new fragrance—

from 1950s beauty bar to one of the most iconic i«,ﬂ“‘“‘“"‘“"”""‘ emmlel
beauty brands in the world? e
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After nearly 4 decades of being a beauty bar, the 1990s brought about significant

change for Dove. By the end of the decade, Dove had launched into 80 countries

with products spanning three beauty and personal care categories: Skin Cleansing,
Deodorants and Skin Care. The start of the millennium saw even more significant

changes for Dove. The brand expanded into the Hair category and launched a bold

new campaign: Campaign for Real Beauty. Do
in its advertising and its reputation for superior care and .
objective proof meant that
behave like any other beauty brand. Despite the
countless brands already in the beauty space, Dove
focused on its own distinctive voice. The key was the
type of beauty promoted by many of these other brands.
Much of the advertising centred on a physical ideal that ] N

most normal people fall far short of. With this initial

insight, Dove wanted to start a conversation about beauty to find out how real
women around the world felt. And when it did, the answers were startling. In 2004
Dove commissioned the Real Truth About Beauty study, a global study of 3,200
women aged 18-64, to understand more about how women defined their own
beauty and how they felt about the way in which female beauty is portrayed in
society.
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What the study seveoled
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Car for
Rec Yy

RI grew up not being happy with my body
I hated having big breasts. And reblizedallt e d
those (ideas) were simply self-destructive. Once | started to develop an alternative

definition of beauty, all of it started

Gina Crisanti, Real Woman from Campalgn for Real Beauty

Ly

The Campaign for Real Beauty launched globallywith Tick Box in September 2004.

The Tick Box campaign included a series of billboard and print adverts that
featured real women aged 22 to 96. Each advertisement asked people to choose

from two adjectives S one complementary and one derogatory. Tick Box got
everyone talking and consumers and the press loved it in equal measure. For a
beauty brand to talk this way was unprecedented. In contrast to the narrow
definition of beauty portrayed in the media, The Campaign For Real Beauty
emphasized that beauty comes in all sorts of shapes, sizes and ages. Instead of
selling-aj@rompeilni ke many ot her cosmetic
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served as a starting point for a fundament

a catalyst for widening the definition of beauty within the industry.

[J wrinkled?
[J wonderful?

‘ [T half empty?
[ half full?
[] flawed? l

[ flawless?
L v & Ogey?
[ gorgeous?

campaignforrealbeautycouk | Dve
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Dov Purpose

To make a positive experience of beauty
universally accessible to every woman

We do this by taking concrete actions towards beauty inclusiveness for all women
and selfesteem for girls, and by making accessible products that deliver truthfully
and delightfully on their Superior Care promises.

Car yes further

Consumers know Dove and trust it for the care which our products give to their

skin and hair-i t ,es what weoccre here for, i t ,es what
we cel | al ways do. But we believe in care |
deliver. Caring about women and ensuring that beauty is a source of confidence,

not anxiety. Caring for future generations and investing in the self -esteem of girls.

Caring about what we put in our products, ensuring they are free from harmful

ingredients. Caring about the impact we have on our planet and striving for a
sustainable way of being. We call this RCa
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Dove 1 & Body

Dovecs first body moisturiser was | aunchec
success came with the launch of Dove Body Silk, a

pampering formula supported by a sensorial television
commercial. This was followed by years of innovation

and invention from 2002-2007, with the launch of Dove

Firming Lotion, Dove Summer Glow selftanning lotion,

and Dove Pro.Age, specially formulated for more

mature skin. Today, Dove Hand & Body ces f o
developing Skin Care products that combine superior care with pleasurable
experiences.
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Dove Hand & Body
Portfo

Body Lotion

Body Cream o Hand Cream

Dove Dove Dove
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Dove | & Body
Purp

Dove is a brand, that has always embraced purpose, especially with its iconic
ECampai gn f or r echallengBsenarow lpeerty wtereotypes. Dove
Hand & Body is uniquely placed to drive this even further because of its position
within the Beauty segment and the connection the category and its products have
with the body. Body care is a small but important a ct of self-care; the more you
take care of your body, the more connected you feel to it and the more
comfortable you feel in your skin. Dove Hand & Body wants to transform the
sometimes -mundane process of body care, into an empowering act of body love.

0 encourage a 1en to joyfully inh: 1eir own bodies

We celebrate women of all body shapes and sizes, portraying Provide hand and body products that deliver the best possible care
them in a way that promotes body diversity, and encourage for skin, which leads to self-appreciation, which in turn contributes to

women to accept and feel beautiful in their own body our ability to experience the world fully
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