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2 Facial

Pond's Ad Recognition
From De-Branded Caption less Ads 2005

HPC Rough Average 
(Caption less ads)**

31%
(129 ads)

**Unilever HPC/Competitive Rough Avg based on 129 caption-less ads in Q3 '05
Based on 90% significance vs HPC avg

Pond's TV
'Look out Rebecca'

19%

81%

 

13%

87%

 

Pond's TV
'Table Julia'

11%

89%

11%

89%

 

Recognized

Yes
No

Recognized Base = 28
Exposed to ad = 149

Recognized Base = 20
Exposed to ad = 155

Recognized Base = 18
Exposed to ad = 168

Recognized Base = 18
Exposed to ad = 162

Pond's Print
'43 and Foxier'

Pond's Print
'46 and Savvier'

Performance Summary — “Table” :15
Food Print Ads 

Average
18%

(41 ads)
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Total TV TRPs Spent Share of Voice

8%

18%

43%

4%

16%

12%

TV SOV during the 'A day in life' ad
aired (3/29/04 – 3/28/05)

3563

1788

3940

2561

9600

Other

L'Oreal

 Neutrogena

Aveeno

Olay

Ponds

Pond's

Olay

Aveeno

Neutrogena

L'Oreal

Other

Face Category TV SOV

*

* Nivea comprises of 44% of the 'Other' category with 1571 TRPs

849
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Total TV TRPs Spent Share of Voice

10%

19%

44%

6%

8%

13%

TV SOV during the 'Look out Rebecca' and 
'Table Julia' ads aired (6/20 – 8/22) on Total

428

550

1030

698

2409

314

Other

L'Oreal

 Neutrogena

Aveeno

Olay

Ponds

Pond's

Olay

Aveeno

Neutrogena

L'Oreal

Other

Face Category TV SOV
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Total TV TRPs Spent Share of Voice

10%

19%

44%

6%

8%

13%

TV SOV during the 'Look out Rebecca' and 'Table 
Julia' ads aired (6/20 – 8/22) – 35-64 year old

485

591

1121

777

2654

368

Other

L'Oreal

 Neutrogena

Aveeno

Olay

Ponds

Pond's

Olay

Aveeno

Neutrogena

L'Oreal

Other

Face Category TV SOV

Data run for age range 35-64
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Total Print Dollars Spent (000) Share of Voice

10%

9%

39%

6%

17%

19%

Print SOV during the '43 and Foxier' and '46 
and Savvier' ads aired (6/20 – 8/22) on Total

5607

3298

2934

6299

12987

1887

Other

L'Oreal

 Neutrogena

Aveeno

Olay

Ponds

Pond's

Olay

Aveeno

Neutrogena

L'Oreal

Other

Face Category Print SOV
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0

3000

6000

9000

Q3'04 Q4'04 Q1'05 Q2'05 Q3'05

Other
Neutrogena
Olay
Pond's

3%

44%

19%

31%

Pond's did not have a 
significant spend in Q2

60%

15%

25%

36%

19%

42%

TR
Ps 5429 TRPs

8331 TRPs

7125 TRPs

6%

5621 TRPs

3544 TRPs

6%

51%

11%

32%

49%

26%

25%

Pond's did not have a 
significant spend in Q4

Face Category SOV by quarter

'A day in life'

'Cleans and moisturizes the skin'

'Exfoliating 
Towelette' 'Look out Rebecca'

'Table Julia'

'Has a new line that gives the 40s a new look' 

Q3'04 - Q1'05 Q2'05 Q3'05

'43 and Foxier'

'46 and Savvier'
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Pond's TV ad awareness model
Based on:   Total

Rolled 8 Weekly

Pond´s - fc.f18-64.trp
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J F M A M J J A S O N D J F M A M J J A S O N D J F M A M J J A S
2003 2004 2005

Base
Model
Pond´s

AI reported per 100 GRPs

'Laugh Lines'
'Alright'

'A day in life' 'Exfoliating 
Towelette'

'Look out 
Rebecca'/'Table Julia'

Base of 
advertising 
memories 
also at a 
low level 

compared 
to 

beginning  
of 2003

Spend too low for 
modeling adequately
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 <40 40+
 Q2'05 Q3'05 Q2'05 Q3'05 
 A B C D 
 % % % % 
Awareness     

Unaided awareness 14 11 17 20 
Total brand awareness 79 80 85 88 
Total communication 39 B 33 43 43 
TV advertising awareness 25 22 25 28 

Base:  Total (490) (401) (362) (288) 
Usage     

Ever used 31 29 45 42 
Used most often in past 3 months 4 2 5 6 
Past 4 week usage 9 B 5 12 11 

Purchase consideration      
Top 2 box 25 21 32 28 

It would be first choice 5 4 9 8 
Base:  Total (490) (401) (362) (288) 
Key vision statements     

Developed expertise in understanding & fighting 
the aging process   15 31 A 9 13 

Make me look/feel beautiful 21 20 19 13 
Bring about a real improvement in the skin 14 26  21  9 

Base:  Aware/Asked question (84) (61) (53) (47) 
 
 

Pond's – Younger than 40 compared to 40+

A/B/ ; C/D - Statistically significant at the 90% confidence level

Pond's Key Metrics

Younger consumers associate Pond's 
strongly with anti-aging.
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 <40 40+
 Uner 50K 50K + Uner 50K 50K + 
 A B C D 
 % % % % 
Awareness     

Unaided awareness 12 12 16 21 C 
Total brand awareness 81 81 85 85 
Total communication 40 B 30 45 42 
TV advertising awareness 25 B 19 28 D 23 

Base:  Total (892) (410) (590) (401) 
Usage     

Ever used 31 27 44 47 
Used most often in past 3 months 4 B 2 6 7 
Past 4 week usage 8 6 11 12 

Purchase consideration      
Top 2 box 26 B 20 32 30 

It would be first choice 6 B 3 8 6 
Base:  Total (892) (410) (590) (401) 
Key vision statements     

Developed expertise in understanding & fighting 
the aging process   23 26 13 18 

Make me look/feel beautiful 24 23 15 21 
Bring about a real improvement in the skin 24 15 17 15 

Base:  Aware/Asked question (160) (66) (104) (71) 
 
 

Pond's – Younger than 40 compared to 40+  

More Affluent vs. Less Affluent

A/B/ ; C/D - Statistically significant at the 90% confidence level

Pond's Key Metrics

Data run for 2005 YTD
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Brand Image Profiles Q3 2005 – Ages 40+

Base: Total

Face Care Brand Image Profiles

Products effectively remove make up
Cleanse skin deeply

Leave skin so healthy it glows
Are suitable for the whole family

Brands that talk about beauty in a different way
Have a pleasant fragrance

Work as well as more expensive brands
Have products that help control oily skin

Leave skin soft and smooth
More attractive packaging than other brands

Make me feel feminine
Nourish my skin

Are enjoyable to use
Keep skin healthy

Moisturize my skin better than other brands
Make me look and feel beautiful

Actively care for my skin
Make me feel like I made a smart choice

Are always doing new things
Gives me confidence

Expertise in understanding/fighting aging process
Are brands that care for my skin

Make skin look younger
Help reduce the appearance of fine lines/wrinkles

Are especially designed for sensitive skin
Have products that are light and non-greasy

Are gentle and mild to the skin
Are experts in skincare

Bring about real improvement in the skin
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19

Brand Image Profiles Q3 2005 – Ages < 40

Base: Total

Face Care Brand Image Profiles

Have products that effectively remove make up
Expert in understanding/fighting aging process

Leave skin soft and smooth
Make skin look younger
Are experts in skincare

More attractive packaging than other brands
Leave skin so healthy it glows

Are enjoyable to use
Bring about real improvement in the skin

Products moisturize skin better than other brands
Help to reduce appearance of fine lines/wrinkles

Are always doing new things
Are gentle and mild to the skin

Keep skin healthy
Make me feel feminine

Make me look and feel beautiful
Make me feel like I made a smart choice

Brands that talk about beauty in a different way
Nourish my skin

Are especially designed for sensitive skin
Cleanse skin deeply

Have products that help control oily skin
Actively care for my skin

Have a pleasant fragrance
Are suitable for the whole family
Are brands that care for my skin

Work as well as more expensive brands
Gives me confidence

Have products that are light and non-greasy

-/+
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