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Dove’s Campaign
Efficacy of Dove’s Campaign
	The efficiency of the campaign strategy used by Unilever to market Dove is only realizable when the profit margins align with the believability in the cause. Since it sparked different emotions on the notion of beauty among the women population, the second phase of the campaign launching was out of fear that the brand may collapse. The cosmetic world is changing, and consumers are conscious of the products they use. They are likely to respond negatively to brands that portray them unrealistically (Goins & University of Alabama, 2016). Dove was likely to suffer the damaging effects of unrealistic portrayal of beauty; therefore, the campaign was timely and appropriate. The campaign allowed the brand to reposition itself as a personal care brand rather than the original beauty brand that almost tarnished their reputation. To achieve this, it created a reality-based campaign that restored the confidence of the women. Women identified more with the product that challenged the stereotypical perception of beauty young, tall, and blonde.
	The second phase of the campaign captured the typical woman as naturally flawed in its second phase. The campaign features became attractive to the marginalized demographics and effectively neutralized the skeptic media. The second phase of the campaign recognized that women struggled with beauty issues and wanted to demystify the corporate notion of beauty. Also, the campaign launching was at a time when no other brand had used campaigns dismissing the stereotypical norms of beauty. Consequently, Dove was likely to accrue more profit since when the campaign goes viral. Due to its uniqueness, it would capture airwaves, and soon everyone talks about it. The viral aspect of the campaign would enable Dove to gain free publicity from the media (Goins & University of Alabama, 2016). The video campaigns are likely to appeal to the women by reinforcing the ideals of the brand believing in its cause. The physical interaction with the consumers while carrying out the research enabled Dove to obtain feedback that helped them improve the second phase campaign. The company used marketing strategies using the repositories of information collected from the study. The campaign acknowledged that humans are naturally flawed and prescribed to the realms of morality by not discriminating against them.
Dove’s Target Audience
	The target audience of the campaign consisted of every woman regardless of their physical appearance. The advertisement intended to impact all of the women including the old, young, fat, and slim. The researchers obtained the samples of the study from grocery stores, coffee shops, and bookstore, therefore, the advertisement appealed to the ordinary women who could relate to it. The campaign avoided using women and models that hide in make-up since it does give a realistic account of the brand. 
Negatives
The first phase of the campaign impacted negatively on the consumers since they were extremely dissatisfied. The consumers were likely to experience anorexia due to starvation. The women would attempt tirelessly to improve the shapes of their bodies to draw similarities with the women on the brand. Their bodies would experience constant stress due to poor dieting. The first phase of the campaign reinforced the notion of stereotypical beauty. Since a significant proportion of the women are unsatisfied with their physical appearance, the initial campaign did not do a better job of improving the situation. The dissatisfaction invoked emotions that would injure the self-esteem of the consumers. The advertisement glorified thinness and made ridicule on consumers who were short and fat. Moreover, it encouraged women to work for a perfect body that conforms to the standardized perception of beauty.
Also, the initial campaign alienated the aged population of the consumers as they believed that beauty products are only for the young generation. The campaign employed a social comparison mechanism to propagate its message, and it is not appropriate. Women are more likely to use Dove's models to compare themselves. Dove used the models as benchmarks to define the meaning of beauty. In case, their bodies vary from those used to depict beauties; the women develop tendencies to dislike their bodies. The older women are, therefore, likely adverse reactions about their bodies.
Long-Term Implications
The stress brought about by social comparison techniques used by Dove can eventually lead to mental effects. The constant obsession of the customers with the outward appearance impacts negatively on the psychological well-being of the women consumers. The concern about weight can cause self-esteem of these women to diminish consequently losing the sense of belonging. The women who starve themselves to achieve ideal bodies are susceptible to malnutrition. Consequently, the victims experience frequent emotional patterns. The individuals are less likely to perceive that beauty extends beyond physical appearance; therefore, they will be under constant pressure to attain the same weight and size as the models on the Dove’s campaign. Continuously, the obsession becomes a reality and they are left frustrated when they do achieve the goals. The women consumers as a result experiences episode of depression which when untreated can lead to permanent madness. 
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