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Background and Summary of Research  

Dove’s Real Beauty Campaign is one of the most successful advertising campaigns of the 
decade. In almost every course in the School of Media and Journalism at the University of North 
Carolina at Chapel Hill, professors use parts of the Real Beauty Campaign to show students how 
to create an effective advertising campaign. However, after looking at videos and print ads from 
Dove’s Real Beauty Campaign, we realized something was missing. The campaign does not 
feature people from the 18-24 age group in its advertisements. When doing background research 
on Dove, Simmons data showed that most Dove users are aged 30 and older, while people 
younger than 30 are not significant users of the brand. Our group decided to explore further and 
see why Dove seemed to have a disconnect with younger (18-24) consumers and how to target 
this audience. We focused on one overall question: How can Dove change its advertising to be 
more inclusive to younger (18-24) consumers? 

To answer the overall question, we conducted several forms of primary research. We did 
a single focus group of 10 college students. Each member of our group did four interviews, with 
two occurring in class and two occurring outside of class. We did ethnographic research of 
Dove’s social media, a competitor’s social media, in-store buying experiences of Dove products, 
and in-store buying experiences of a competitor’s products. Our group sent out a survey and 
received 61 responses from college students. Lastly, we did an experiment testing the reactions 
of our classmates to Dove advertisements with younger women in them. Overall, the research 
confirmed that Dove has an issue with reaching consumers in the 18-24 age demographic. The 
different research methods led us to come up with three key insights that drove our 
recommendations for how Dove should change its advertising to capture the 18-24 age 
demographic. 
 
Insight 1 

Based on qualitative research, we noticed a trend of people emphasizing the importance 
of the quality of their body wash and soap. We conducted a focus group with six female 
participants and four male participants between the ages of 20 and 22. A female participant 
commented several times about how much she likes Dove bar soap because “it is so gentle on 
your skin,” and her dermatologist recommended it for her. A male participant said he chose body 
washes and soaps based on their ingredients and added that he currently uses a natural body wash 
with seaweed. Similar opinions came out in interviews. One of our team members interviewed 
three females and one male about their perception of Dove, the factors they look at when 



choosing a body wash or soap, and which forms of advertising are most memorable to them. All 
of the interviewees were between the ages of 20 and 22. Three of the interviewees described 
Dove specifically as “gentle” without being prompted or hearing each other. Their opinions align 
with the female participant from our focus group. Young consumers value the quality and 
functionality of their body wash products. 

Quantitative research supported our findings from the focus group and interviews. We 
sent out a survey to collect information about consumer attitudes and behaviors toward buying 
body wash and soap. The survey went to two sections of the Advertising and Public Relations 
Research Methods class, which means that we used a convenience sample. The average age of 
the survey respondents was about 21 years old. Our survey sample was 77 percent white and 82 
percent female. A question on the survey asked respondents to rate how much they agreed with 
the statement, “I would be more likely to purchase Dove body wash/bar soap if the ingredients 
were all natural” using a Likert scale. People who strongly agreed, agreed, and somewhat agreed 
with the statement made up 62 percent of the responses. The data shows that quality is a factor 
that makes a body wash or soap stand out in the minds of consumers in the 18 to 24 age 
demographic.  
 
Insight 2 

The next insight we got from our research was that friend recommendation play a large 
part in purchasing decisions for the younger demographic. Both qualitative and quantitative data 
backed this insight. The quantitative data, demonstrated through our survey, asked the 
participants to rank in order of most likely to least likely what would affect their purchasing 
decision in trying out a new brand. For 52 percent of participants, a recommendation from a 
friend would be the most influential factor in getting them to try something new. 

For qualitative data, we were able to see what influenced their decisions by doing 
interviews and ethnographies. An interview participant said they used a body wash at a friend’s 
house and liked it. The experience made them buy the same body wash later. Although this was 
not a direct recommendation, the friend still played a role in influencing the person to change 
their current body wash. In the ethnography, we were able to see a direct recommendation by a 
friend influence someone to buy a certain body wash. A female shopper told her friend how 
much she loves the way a certain body wash smells and feels. Without hesitation, her friend put 
down the body wash she had been holding and purchased her friend’s recommendation. The data 
suggests that the power of a friend's recommendation is strong, perhaps because friends are 
people we know and trust. 
 
Insight 3 

Another insight that we gathered from all of our research was that Dove does not create 
campaigns that are relatable younger audiences. We saw this theme emerge several times while 
conducting our research, but it was most prominent in the focus group, ethnography, survey, and 



experiment. The focus group was our initial research method where we began to scratch the 
surface of the perceptions around the Dove brand. The focus group is where we discovered the 
attitude toward the brand and asked what came to mind when the individuals thought of Dove’s 
advertising. The most popular answer that we received from six of the participants was the Dove 
real beauty campaign. There was an overall consensus that there was a diverse range of 
ethnicities in the advertisement, but there was not a diverse age range. Two male participants 
also brought up the fact that they could not recall ever seeing any advertisement regarding Dove 
for men. This conversation is what caught our interest and sparked us to dig deeper into these 
observations.  
            The next research method that brought to light some interesting points was looking at the 
Bath and Body Works social media presence, specifically through Instagram, compared to 
Dove’s social media presence through Instagram. The most significant differences that we saw 
between the two companies social presence was that Bath and Body Works was more engaged 
with their audience and had more engagement from their audience. They incorporated younger 
bloggers and influencers on their page and had more aesthetically pleasing images than Dove. 
Bath and Body Works may have more engagement than Dove because its younger consumer 
base is more likely to be active on social media.  Their images also related more to younger age 
groups than Dove’s with brighter colors and a more fun aesthetic. The only images that were 
targeting a younger audience on Dove’s page were the posts about the self-esteem initiative 
Dove has for young girls middle-school aged. The social media pages of Dove and Bath and 
Body Works served as a springboard for more in-depth research.  
            The survey was the third research method we were able to gain more knowledge on our 
insight. One of the questions we asked was, “What age group do you associate Dove with?” 
When looking at the responses, two age groups had the same majority percentage at 19 percent 
of respondents. The two age ranges were 26-35 and 36-45. The second largest percentage of 
respondents was at 14 percent, and they chose the age range of 46-55. This survey data helped 
support our insight into seeing that the three largest percentages selected age ranges that were 
higher than 25 years old. Lastly, our experiment was helpful to focus in on this insight. We 
created two different advertisements. One had an older woman (between 35-40 years old) in it, 
and the other had a younger girl (between 19-21 years old) in it. Each participant taking the 
survey would get shown one of the advertisements at random and then asked the same series of 
questions. The main question we were interested in obtaining data back from was when we asked 
how relatable the advertisement was to them. We had 19 individuals participate in the 
experiment so with the lower number of respondents we were not able to see any statistical 
evidence. However, we have reason to believe that if we had a larger sample group, we could 
have seen evidence that was approaching statistical significance that would show the younger 
age group will relate more to the advertisement with the younger person. Overall our research 
showed that Dove does not create campaigns that are relatable to a younger audience and we 
believe that this contributes to Dove not having a younger consumer base. 



 
Implications/Conclusion 

Though Dove has managed to reinvigorate its brand through specific targeted marketing 
that involved a revolutionary advertising campaign, it continues to neglect the college-aged 
demographic. By focusing its marketing strategies on younger demographics, specifically young 
girls, with recent campaigns and older women with its “Real Beauty” campaign, Dove has 
managed to build a strong brand image that cultivates feelings of nostalgia and consistency. 
Within this strategy,  Dove targets parents, who buy the products, and younger children, who ask 
for the products, Dove has indirectly targeted the college-aged demographic by developing such 
a strong brand association. Regardless, based on our research, many college-aged consumers feel 
neglected by Dove’s direct marketing.  
  Within this research, we gathered three central insights that have grown to inform our 
recommendations for the brand. First, based on our focus group interviews we concluded that 
college-aged consumers strongly value the integrity and social awareness of ingredients used in 
products. To address this lapse in marketing, we recommend that Dove launch a new line of 
products that are made using all natural ingredients in addition to its classic range of beauty 
products. Second, we concluded that college-aged consumers rely heavily on recommendations. 
To harness this, we recommend that Dove add a segment to the campaign, such as a contest on 
social media, that rewards consumers for referring friends to the products. Thirdly, we observed 
a general lack of direct targeting to college-aged consumers in its marketing campaigns and 
strategies. To remedy this, we recommend that Dove develop a campaign employs classic 
storytelling to capture the nostalgia that many in this demographic associate with Dove. 
 
 
Recommendations: 

● Dove should develop a line of natural products that spin off of their main line. Within this 
line, Dove would emphasize not only the quality of ingredients, but their ethical 
development. Additionally, Dove could associate this line with a social cause. For 
example, for every bottle of natural body wash bought, Dove donates the cost of the 
product to an environmental campaign that is intended to rebuild an over-harvested 
forest. 

● Dove should harness the power of recommendations by rewarding consumers who refer 
friends. For example, Dove could have an instagram promotion that asks followers to tag 
three friends in the comments. Out of the people who comment, 1,000 of them will 
receive a free “Real Beauty Naturals” gift set. 

● Dove should develop story based campaigns that target college-aged consumers. This 
would look like an ad that features a child being given Dove soap growing up and giving 
their own child Dove soap. The emphasis in an ad like this would be placed on the 
brand’s tie to childhood memories, familial love, and consistency.  


