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Objective:

Extend Neutrogena and Aveeno brand messaging to the Hispanic market while driving consumers 

to purchase products at retail.

Solution:

 In-book:  Siempre Mujer created custom advertorials for Neutrogena and Aveeno promoting

select products along with CVS sampling events and an online sweeps.

 Online: A branded webpage was set up on SiempreMujer.com where visitors would sign up  

for a chance to win a $1,000 CVS gift card.

 In-Store:  Siempre Mujer worked with CVS to provide Neutrogena and Aveeno with endcap

display units in 400 stores in Hispanic dominant markets plus 10 sampling events per brand.



Source:  Starch Study, August 2012.

Custom Advertorials in Siempre Mujer

IN-BOOK:  One-page advertorials for Aveeno and Neutrogena ran in the Aug/Sept issue of 

Siempre Mujer promoting the events and sweeps, running adjacent to the brand ads.

RESULTS:  93% (Aveeno) and 85% (Neutrogena) any actions taken vs. 66% category norm. 

Purchased product and brand index significantly higher than others in the skin care product 

category.
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Source:  Google Analytics, October 2012.

Online Sweepstakes on SiempreMujer.com

ONLINE:  A custom branded webpage ran for two months (Aug-Sept) on SiempreMujer.com to 

enter the sweeps for a chance to win a $1,000 CVS gift card.

RESULTS: 2,782 pageviews and 379 entries for sweeps, significantly higher than other sweeps. 

One winner was selected and sent the $1,000 prize. 
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Source:  FDM Marketing, Inc., October 2012.

Endcap Displays at CVS

IN-STORE DISPLAYS:  Branded endcap displays with select  Aveeno and Neutrogena products 

were up in 400 CVS stores in select Hispanic markets for one month (October). 

RESULTS:  Average 500 impressions per store for total of over 6MM impressions in one month. 
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Source:  FDM Marketing, Inc., October 2012.

Sampling Events at CVS

RETAIL EVENTS:  Ten sampling events per brand were executed at CVS stores on October 6th and 

October 20th in select Hispanic markets nationwide to include the endcap display units.

RESULTS:  

 Aveeno: Over 350 direct consumer interactions per store with event total of 3,500 impressions.

 Neutrogena: Over 500 direct consumer interactions per store with event total of 5,000 impressions.
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Source:  FDM Marketing, Inc., October 2012.

CVS Event Details

NEUTROGENA

Event Date: October 6, 2012

Number of Stores: 10

Markets: NY, Miami, TX, LA
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AVEENO

Event Date: October 20, 2012

Number of Stores: 10

Markets: NY, Miami, TX, LA

 Event Objective:  Create excitement and awareness of Neutrogena and Aveeno products to  

highly engaged Hispanic consumers in key markets.

 Events executed during peak shopping weekend

 Events set-up in high-traffic Hispanic market areas in store, near the product shelf to maximize

brand impact

 Branded signage and product display created visual impact and attracted consumers to the event  



Source:  FDM Marketing, Inc., October 2012.

Event Feedback
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“Wow! We made a lot of consumers happy today! 

They loved the promo!”

- CVS Beauty Advisor

“I love Aveeno. It makes my skin soft. Muchos

gracias!”

- Customer

“I have dry skin. I can feel the product working 

immediately. I will definitely buy Aveeno from 

now on.”

- Customer

“Shoppers really enjoyed the free samples. The most 

common reaction was, “Gracias!”  

- CVS Store Manager

“The samples are the perfect size for me to try. 

Thanks Neutrogena!”

- Customer

“I always wanted to try the make-up wipes. They feel 

good on my skin. I will be a customer for life.”

- Customer

NEUTROGENA AVEENO
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¡GRACIAS!
Veronica Wilson, 212.499.1839  |  veronica.wilson@meredith.com
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