
Case Analysis: Dove

Problem:

Kirsten Dunleavy and Unilever have the challenge of deciding whether to continue the current 

campaign for Dove or to begin a new one. The current campaign entitled the “Real Beauty” 

campaign, has been very successful, and continuing the campaign could provide additional sales. 

Critical Factors:

1. Competition - Another issue that plagues the team is the highly competitive nature of the 

beauty industry. Other brands could begin copying the idea of promoting high self esteem for 

women.

2. Message - The message that all women are beautiful has been well received by both the public 

and the media. 

3. Media Outlets - Most advertising has been done through television and video. Social media 

and other internet advertising may be helpful.

4. Research- Additional research into the success of other brands’ marketing campaigns may be 

helpful in deciding which route to pursue. Statistics for the current campaign should also be 

investigated.

5. Targeting - The target is currently women aged 30-39. This age estimate could possibly be 

adjusted to target younger and/or older audiences.

Alternatives:

The “Simple Beauty” Campaign

Emphasize the simple benefits of the products that attracted initial and loyal consumers. Also 

focus on ingredients that make the soaps better than others. The simplicity of the product, a 



regular bar of soap, that can do much more than the average cleansing bar. Although it has been 

done before, keeping the idea of simplicity in the campaign will coincide with the fact that 

consumers are looking for a simple product.

The “Be Unique” Campaign

Instead of continuing with the focus of beauty, expand the idea of promoting self esteem in 

women to uniqueness. Ask real women, “What makes you unique?”. The continuation of the 

previous campaign will be a safe way to keep sales high, while doing something new to stand 

apart from other brands.

The “Inner Beauty” Campaign

Continue promoting the idea that all women are beautiful, but focus on inner beauty. Within 

social media, hold a contest for the most beautiful woman. The winner should be one that 

promotes kindness, passion, selflessness, and hard work. The contest should be promoted in both 

commercials and social media, and the winner should shoot a commercial with Dove. Magazine 

ads will also promote the contest as well as the winner.

Recommendation:

The “Be Unique” Campaign

The “Be Unique” Campaign uses the success of the previous campaign to keep sales coming in. 

While this is not a bold or extreme campaign, it will still be different than other campaigns that 

competitors may be trying to execute. Instead of focusing on what makes women beautiful, Dove 

should now focus on what makes women unique. This directly attacks the problem of 



competition. The company can continue using tactics such as focusing on real women as well as 

beauty.


