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Dove Face Care Advertising — Background & Issues

’ Background

Dove entered the Face Care category in 2003 with a new line of
products. Alongside Dove launched an advertising campaign to
introduce the new line using 'Pillow’, 'Beautiful' and 'Row of
Elements' ads. Testimonial ads, 'Sheryl' and 'Jennifer', were used as
a follow-up in 2004.

Since mid-2004 Dove has not advertised in the Face Care category
and does not plan to advertise in 2006. However the brand plans to
develop a re-launch mix for 2007.

Issues

To ensure a successful re-launch in 2007 we're looking at Dove we
will address the following:
e How has the Dove advertising performed historically?

e What will be the effect of Dove not spending in 20067

e At what levels should Dove spend 2007 to achieve TV ad

awareness levels comparable to the market leader Olay?
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Summary

How did the previous Dove advertising performed?

'Pillow" and 'Sheryl' have performed better than 'Beautiful', 'Jennifer' and 'Row
of Elements'.
e Although 'Beautiful' was not well recognized its branding was above average. Since it
was the ad that introduced Dove to the category, it provided the newsworthy message

about Dove entering the face care category with an innovative product to generate
interest.

e Both the Dove 'Pillow' and 'Sheryl' ad are well recognized and branded. Respondents
find 'Pillow' enjoyable to watch and the demonstration of the pillow usage in the ad
provides new news in the category hence it's the most likely to generate a response.

e 'Jennifer' and 'Row of elements' did not breakthrough due to being less enjoyable than
other Face Care ads.

What will be the effect of Dove not spending in 20067?

The lack of spend has not hurt Dove awareness in 2005 and as long as Dove
continues spending in other categories, its halo will carry over into the Face
Care category.

e Without any spend in 2005 Dove has been able to maintain its awareness levels similar

to when it launched in 2003. These awareness levels are comparable to Olay which
outspends every other brand in the category.

In 2006, our model predicts that Dove will be able to maintain those levels of
awareness as long as Dove continues spending in other categories. .
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Summary

’ What should Dove expect in 20077

Assumptions

e Dove will have high impact ads (above average Al)

» Spend levels will be similar to those in 2003 and comparable to other Face
Care brands in the category like L'Oreal, Neutrogena and Aveeno

Dove's resultant communication awareness levels will be enhanced to match the
category leader Olay in Face care.
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Past Dove advertising
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Dove Essential Nutrients — 'Pillow’ P Milzzr Brown
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Dove Essential Nutrients — 'Sheryl’
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Dove Essential Nutrients — 'Beautiful'
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Ad Average
Recognition 21 33
8 Branding 28 25 Facial



Dove Essential Nutrients — 'Row of Elements' P Milzzr Brown
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Dove Face Care Advertising P Milzzr Brown

'‘Pillow"' and 'Sheryl' exceeded the recognition and branding norms and achieved
above average on air visibility compared to the face care average (8%).

Overall Branded
Dove Essential Nutrients — Impact

Recognition Branding

52%

21% 52%

‘Sheryl'

-
‘Pillow’

‘Beautiful’ I~ R IR
'Jennifer' I 6% i 21% ! 28%
' ' 9 1204
Row of Elements I 3% 23% i b

34%

Dove Face Captionless average (5 ads) I 12% 31%

Face Captionless Face Captionless Face Captionless
Average - 8% Average - 33% Average - 25%

wace caption-less average is made up of 5 Dove ads, and 12 competitive ads.
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Misattribution of Dove advertising P Milzzr Brown

Dove ads have moderate to strong branding overall. However among the consumers
unable to identify Dove, there is a large misattribution to Olay.

Dove Essential Nutrients Face Care
'Pillow' ‘Sheryl’ ‘Beautiful’ ‘Jennifer’ '‘Row of Average”
Elements'
Dove 51 a9} 27 27 11 25
Misattribution 26 35 48 40 69
Olay ( 21 14 20 D
Pond's 6 8 3 7 16
Aveeno 1 1 5 - S
Neutrogena - 1 10 7 11
Don't know 23 16 25 33 20
Base (95) (87) (59) (81) (44)
%nificantly different compared to the Face Care Average
% face caption-less average is made up of 5 Dove ads, and 12 competitive ads.
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Dove Face Care Ad Diagnostics NP Milzrz- Brown

'‘Pillow' and 'Sheryl' achieve high recognition as they are more enjoyable to watch. Additionally,
'‘Pillow' being part of the launch ads for Dove in the Face Care category is the most newsworthy
and generates the highest response.

Dove Essential Nutrients Dove Face Face Care
_ ) ) Care Ad Average*
'Pillow' 'Sheryl’ '‘Beautiful’ ‘Jennifer’ 'Row of
Average
Elements’
Enjoyed watching the 63T 56T 53 38 l 43 51 47
commercial
Made me more likely 58T 41 46 41 34 44 39
to buy
Can relate to the 47 36 37 38 30 38 39
people
Message is important 43 34 44 40 23l 37 38
Learned something 38T 25 32 21 18 27 26
new
Getting tired of 20 7l 15 15 14 11 15
seeing the
commercial
Base (95) (87) (59) (81) (44)
ignificantly different compared to the Face Care Average
% face caption-less average is made up of 5 Dove ads, and 12 competitive ads.
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NP Ml Brown

Will Dove be able to sustain awareness during 20067
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With Dove continuing to spend in other skin care categories through 2005, it was able
to benefit from the halo and maintain communication awareness in face care
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NP Ml Brown

A competitive perspective
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If Dove decided to spend inline with competition
brands like L'Oreal — which has spend levels akin to
that of Dove in 2003 (during its launch phase)...

With even average impact ads (Al=5) Dove will be
able to Iincrease its communication awareness from

58% to 60%+

This awareness level is comparable to the market
leader (Olay) in the category.

If Dove produced high impact ads (Al=8) then the
same awareness levels can be reached using lesser

spends.
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Dove has the potential to enhance their awareness at levels comparable to the
category leader with spend levels similar to 2003 and using above average ads.
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By using above average ads Dove can achieve the highest communication awareness
in the category without having to outspend its competitors.

TRPs Al Predicted Communication
Awareness
2400 4 62
2400 5 65
2400 8 70
4000 4 65
4000 5 70
4000 8 75
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Olay has a distinct communication strategy.

Annual GRPs behind Olay ads are on average 10,000
while those behind brands like L'Oreal — 2000, Dove —
2000 and other brands like Neutrogena & Ponds even
lower.

Olay uses a communication strategy comprising of
multiple executions meant to work synergistically to
reinforce the core proposition.

However, Olay is not as big a spender in other skin
care categories and hence using their spend levels as
a benchmark in face care is not recommended for
Dove.
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Olay Awareness — YTD Q3 2005

Olay still generates the same level of awareness with a substantially heavy spend in
the face care category.

Olay Awareness Summary

. _ Base: Total
Facial Rolling 4 weekly data
100 o9
- 7 Nons '\WM ®e 9204 Total awareness

& 5200 Unaided aware
& 5800 TV ad aware

M«“ “\M - 6856 Total ad e
, 208" Jae N
y v

40
20
0 TV TRPs
500 5087 10448 9164
‘Mom & Daughter’ . .
Daily Facials 'Daily UV Moisturizer'
Olay Facial
0 Print Spen
5000 38711 46547 13061
Olay Facial
s ik Lmnmu Ulmwuu Aad o
M J J A S (c) Millward Brown Inc.

AM I ) A AMJJASOND
‘ 2003 ®2604" 2005 FACIAL AWROS
20 Facial



L'Oreal Awareness — YTD Q3 2005

With similar spend to Dove in 2004, L'Oreal is only able to generate a much lower
awareness level. This is a result of a combination of factors: a) having poor impact
ads (low Al) and b) lacking the benefit of halo from spends in other skin care

categories.
L'Oreal Plenitude Awareness Summary
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NP Ml Brown

Appendix
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Category Comparison NP Milzez ] Brown

Category Comparison

Recognition Branding

Dove Face Care Average (5 ads) 31% 34%

Unilever Face Care Average (9 ads) 30%

N
0
S

Competitor Face Care Average (20 ads) 33%

N
3
>

Face Care Average (29 ads) 34%

N
)
>

HPC Average (129 ads) 31% 38%

39%
FMCG Average (444 ads) 39% 0

33%

Overall Average (674 ads) 39%

¥ .
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Dove Al Model

2400 TRPs with an Al of 4 has the potential to generate communication awareness of 62%
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Dove Al Model

2400 TRPs with an Al of 8 has the potential to generate communication awareness of 70%
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Dove Al Model

4000 TRPs with an Al of 4 has the potential to generate communication awareness of 65%
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Dove Al Model

4000 TRPs with an Al of 5 has the potential to generate communication awareness of 70%

70%
100 100

80

-
ceseese53Cece,,

S 60 ﬁmowwoooooooootiooo.000. *s Mode N
40 i 40
20 . 20
0 ! 0
250 Al reported per 100 GRPs Dove - fc.f18-64.trp 10
2765 : 1393 1050 1050
" i 525
i I 5
= I 2
g 2 My :
250 Al reported per 100 GRPs Dowe - pw.f18-64.trp 10
454 2960 1447 4@ 420 420 420 420 420 420 420
g 1
5 1
i 4,0 N\ g | >
" R LAY
Y AT A . 1/ e e R O L I

O I
Al reported per 100 GRPs

250 Dove - hbl.f18-64.trp_ 10

823 47{ 300 300 300 300 300 300 300 300 300 300 300 300
i 300
1

>

TV TRPs
a

| M N AARAARAAAAANT

-0
Jun Jan Jul Jan Jul Jan Jul Jan Jul Dec
2003 2004 2005 2006 2007

27 Facial



Dove Al Model

4000 TRPs with an Al of 8 has the potential to generate communication awareness of 75%
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