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Campaign Title: ‘Love Your Curls’  Brand: Dove Hair  Company(s) Involved: Unilever, Adams Egg, Ogilvy Paris, Illumination Research, Edelman Berland  Category: Creative Effectiveness     Summary 
 
In the US, only 4 out of 10 little girls with curly hair think their hair is beautiful – this was 
shocking to Dove Hair. Also surprising was that out of the 1 in 3 women in the US who have 
wavy, curly or coily hair – just 10% feel proud of their curly hair.  
However, there was a silver lining; young girls are significantly more likely to love their curls 
if curly-haired women in their lives love their own hair. So Dove Hair made it their mission 
to reach and connect with these curly-haired women and inspire them to ‘Love Your Curls’. 
With a clear vision to build the brand, Dove Hair launched the #LoveYourCurls campaign 
that for the first time married the Masterbrand mission (to make women feel beautiful) with 
a Hair relevant self-esteem conversation. 
Love Your Curls is a rallying cry that moved women across America to celebrate their curls 
and helped drive significant impact to the Dove Hair business in the US. 
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   Marketing Challenge 
 
Dove is a brand long committed to creating a world where beauty is a source of 
confidence not anxiety. Dove Hair had struggled to marry this powerful Masterbrand 
mission with relevant Hair needs. 
In launching its new collection of hair care products specifically designed for the needs of 
curly hair (Dove Advanced Hair Series – Quench Absolute) Dove Hair commissioned a 
global study and found that only 10% of women in the US with curly hair feel proud of 
their hair and sadly, only 4 in 10 little girls with curly hair think their hair is beautiful. 
Dove Hair also found that girls are more likely to feel beautiful and proud of their curls if 
people around them do. With these insights, a simple yet relevant message was born: 
Love Your Curls. 
Dove Hair’s #LoveYourCurls multi-pillar campaign would seek to build an emotional 
connection with curly women to fuel overall awareness and drive trial for the new Quench 
Absolute line. And while the campaign helped make a business impact, equally rewarding 
was the engaging dialogue with their audience celebrating curls and inspiring the next 
generation to love their curly hair. 
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  Methodology 
 
Building on the significant body of work that’s been done for Dove’s campaign for Real 
Beauty, Dove Hair knew it would be important to understand how curly women felt about 
their hair. The following was uncovered: 
Exploration phase of real hair stories from women with curly hair: 

- Real consumer accounts collected in online bulletin boards around ‘conversations 
with your curly hair’ and ‘the earliest memory of your curly hair’ inspired and 
spurred women to share detailed personal experiences about their life with curly 
hair 

Work to quickly vet and fine tune insights 
- Observed the Love/Hate relationship with curly hair. When it looks good, it’s their 

amazing point of difference. But she also has to spend a lot more time and money 
than her straight haired friends 

Global quant research: 
- Only 4 in 10 young girls think their curly hair is beautiful and Little girls are 5x 

more likely to dislike their hair if its curly 
- 84% of girls say they like their hair when their mother also says she likes her own 

curly hair 
Dove Hair knew that understanding the relationship between girls, their curls and their role 
models’ impact on them was the key to unlocking a social movement. 
Finally, Dove Hair knew it wanted to reach and connect with hair-involved curly-haired 
women. Digging into the social space, they saw there were more than 100,000,000 
impressions of negative curly hair conversation on Twitter in 2014. At the same time, they 
learned that social media is full of places where ‘curlies’ can congregate and support each 
other (#teamnatural) and celebrate good hair days and vent about frustrations. 
#LoveYourCurls was truly social by design. 
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    Creative Execution 
 
Four key pillars of the #LoveYourCurls campaign: 
Video that went viral ‘Dove Hair: Love Your Curls’ 
Engaging TVC ‘Don’t Reign Me In’ 
Downloadable children’s e-book ‘love your curls’ 
Launch of first ever curly-haired emoji (Emoji keyboard available in the Apple App Store or 
Google Play): 

 
 Business Results 
 
The #LoveYourCurls campaign has made significant impact on the US Dove Hair business. 
Quench Absolute is on track to be one of Dove Hair’s most successful product launches to 
date in the US. Additional business impact: 

• Increase in brand love 
• 5B PR impressions (vs. 1.5B goal), 93% positive sentiment in overall coverage 
• 28.3MM film views across platforms, with 9.3MM film views in the first 3 days 

(surpassing all previous Dove video launch views in first 3 days) 
• 100K+ downloads of e-book; 1,181 physical books requested by schools and 

libraries 
• 700k downloads of the emoji keyboard and 1.6MM uses of the curly emojis in the 

first 10 days 
• 600MM social impressions via campaign hashtags; decreased negative social 

sentiment around curls by nearly 20% 

 


