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Dove Announces Global Partnership with Cartoon Network’s
Steven Universe to Build Self-Esteem and Body Confidence in Young
People Using Mainstream Entertainment for the First Time
The two-year partnership takes the Dove Self-Esteem Project, the world’s largest
provider of self-esteem education, to a scale never-seen-before

Dove announces a two-year global partnership with Cartoon Network’s Steven Universe
to educate young people on body confidence through the cartoon’s themes of inclusivity
and empowerment, conveyed through its world and characters – going directly to them in
a medium they know and love, something that has never been done before.
This pioneering collaboration comes from the Dove Self-Esteem Project which has been
helping young people build self-esteem and body confidence through educational
programmes since 2004. The project is based on the knowledge that over half of girls do
not have high body confidence, leading them to avoid spending time with friends and
family, put their health at risk and opt-out of important life events. The Dove Self-Esteem
Project exists in 140 countries around the world and is committed to reaching 40 million
young people by 2020 through its existing educational programmes; and with the help of
Steven Universe, will now reach 20 million more, including Australia and New Zealand.
Using a public health intervention model, the Dove Self-Esteem Project will expand
beyond structured workshops delivered by adults to taking educational content direct to
young people on a scale never-seen before. And in the case of the project’s partnership
with Cartoon Network, this will be Steven Universe’s young viewers to positively impact
their self-esteem and body confidence.

The partnership will come to life in a series of six short animated films directed by Steven
Universe creator Rebecca Sugar, the first of which will premiere in Australia and New
Zealand on April 7. Working with the Dove Self-Esteem Project, all content has been
carefully co-created and grounded in scientific evidence by body image expert, Dr
Phillippa Diedrichs at the Centre for Appearance Research at the University of the West
of England, in order to make a meaningful impact on a young person’s self-esteem and
body confidence.
Later this year, an original song featuring the cast of the show, an accompanying music
video, and an educational eBook will also be launched adding to the Dove Self-Esteem
Project’s commitment to create a media landscape for young people that is inclusive by
acknowledging every person’s uniqueness and representing true diversity.
“Since 2004, through the Dove Self-Esteem Project, we have been providing young people
with the tools and resources they need to develop body confidence and self-esteem so
they can fully participate in life and reach their full potential,” says Sophie Galvani, Dove
Global Vice President. “We are passionate about evolving the types of messages the next
generation are receiving through media, which is why we are working side by side with
partners to take the programme to the next level. We are introducing new tools to enable
us to reach even more young people with content that not only educates but also
entertains. By partnering with Cartoon Network and Rebecca Sugar we are able to create
new ways to make a real impact towards our mission of helping young people build
positive body confidence and self-esteem.”
Research shows that children’s media can be a powerful source of influence on young
viewers’ body image and emotional intelligence, with carefully designed inclusive content
creating more positive attitudes and behaviours towards their own health and others.
“Appearance ideals and stereotypes are widespread in children’s media. Studies show
that this trend occurs more frequently on screen than in books. Therefore, it is vital to have
new content that encourages children to have a positive relationship with the way they
look and showcases a diverse and inclusive range of appearances” states Dr. Phillippa
Diedrichs, Body Image Expert. “The partnership creates content that tackles topics
identified in scientific research as key influences on young people’s body confidence, and
delivers it in an engaging and fun way.”
Critically acclaimed, Steven Universe is the first animated series on Cartoon Network to
be created by a woman. A global pop culture phenomenon recognized for its overall
themes of inclusivity, empathy and relatability, the show is inspired by Rebecca’s
friendship and close relationship with her younger brother Steven.
“It has always been important to us that our content resonates with our audience
and empowers them,” says Christina Miller, president Cartoon Network. “This partnership
is unprecedented in its scale, reach and ambition to make a difference in kids’ lives around
the world.”
“Cartoons are a powerful medium when it comes to empathy and understanding, which
is why my team and I take great care with Steven Universe to reflect real issues that affect
our audience," says Rebecca. "I'm grateful that I will have access to a plethora of research
on body image and mental health thanks to this partnership with the Dove Self-Esteem
Project. This is an issue I have struggled with personally and I hope this will be a chance
to amplify positive messages about self-awareness and acceptance.

SEE THE FIRST OF SIX ANIMATED SHORTS BELOW!

https://youtu.be/vxwqcEZHHTM
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About Steven Universe
Cartoon Network’s Emmy-nominated Steven Universe revolves around Steven, the “little
brother” to a team of magical aliens – the Crystal Gems – who defend the planet Earth.
Steven is the son of the Crystal Gems’ late leader Rose Quartz and aging aspiring rockstar
Mr. Universe. Steven belongs everywhere and nowhere: he has inherited his mother’s
Gem and her magical powers, but also his father’s humanity and charm. The show is a
slice-of-life action comedy that follows Steven as he attempts to bridge the gap between
the sci-fi fantasy world of Gems and the cozy, funny, simple-yet-extraordinarilycomplicated world of human beings. Steven Universe is created by Emmy and Annie
Award-nominated writer and New York Times bestselling author Rebecca Sugar, and
produced by Cartoon Network Studios.
About Cartoon Network
Turner’s Cartoon Network, the number one kids’ channel in Asia Pacific, offers the best in
original animated content including the multi-award-winning global hits Ben 10, The
Powerpuff Girls, OK K.O.! Let’s Be Heroes, Adventure Time and We Bare Bears.
Cartoon Network is available in 29 countries throughout Asia Pacific and is currently seen
in more than 135 million pay-TV homes. Internationally, it is seen in 192 countries and
over 400 million homes, and is an industry leader with a global offering of the best in
award-winning animated entertainment for kids and families.

The brand is known for putting its fans at the centre of everything by applying creative
thinking and innovation across multiple platforms. Cartoon Network also reaches millions
more through its websites, games and apps, including Cartoon Network Watch and Play.
Cartoon Network, sister brand to Boomerang and POGO, is created and distributed by
Turner, a Time Warner Company.
About The Dove Self-Esteem Project
Dove has a long-standing commitment to creating a world where beauty is a source of
confidence, and not anxiety. The Dove Self-Esteem Project (2004), helps the women of
tomorrow develop a positive relationship with the way they look so they are not held back
by appearance-related concerns and anxiety and can realise their full potential.
So far, we’ve reached the lives of nearly 30 million young people across 138 countries,
making the Dove Self-Esteem Project one of the largest providers of body confidence
education in the world. selfesteem.dove.com
About Unilever
Unilever is one of the world’s leading suppliers of Food, Home Care, Personal Care and
Refreshment products with sales in over 190 countries and reaching 2.5 billion consumers
a day. It has 169,000 employees and generated sales of €52.7 billion in 2016. Over half
(57%) of the company’s footprint is in developing and emerging markets. Unilever has
more than 400 brands found in homes all over the world, including Persil, Dove, Knorr,
Domestos, Hellmann’s, Lipton, Wall’s, PG Tips, Ben & Jerry’s, Magnum and Lynx.
Unilever’s Sustainable Living Plan underpins the company’s strategy and commits to:
 Helping more than a billion people take action to improve their health and wellbeing by 2020.
 Halving the environmental impact of our products by 2030
 Enhancing the livelihoods of millions of people by 2020.
The USLP creates value by driving growth and trust, eliminating costs and reducing risks.
The company’s sustainable living brands are growing 50% faster than the rest of the
business and delivered more than 60% of the company’s growth in 2016.

Unilever was ranked number one in its sector in the 2016 Dow Jones Sustainability
Index. In the FTSE4Good Index, it achieved the highest environmental score of 5.
It led the list of Global Corporate Sustainability Leaders in the 2017
GlobeScan/SustainAbility annual survey for the seventh year running. Unilever has
pledged to become carbon positive in its operations by 2030. For more information
about Unilever and its brands, please visit www.unilever.com. For more
information on the USLP: www.unilever.com/sustainable-living/

