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# Love Your Skin; Imitation Is Limitation
[bookmark: _GoBack]The above slogan is the headline for the Campaign against skin bleaching. The reason for the selection of the above words in the topic is to sensitize the masses about the main negative effect of bleaching. The inclusion of the hashtag implies the target audience is dissected to reach the young people who are the primary users and familiar with it. Furthermore, they are the main people who are fond of using chemicals to change skin color (Adu-Gyamfi et al., 2018).  The effectiveness of the message in the message is achieved through the use of a short statement carrying a precaution that imitating whites is limiting. Short statements are easy to remember, especially if they carry precautionary wordings like 'limitation' in the campaign heading.
Campaign Subtext
The main message being driven by the campaign headline concerns the adverse effects of bleaching. Bleaching refers to the lightening of the skin using creams. The application of these chemicals kills melanin, which is the primary natural pigment that grants the skin its color. The destruction of melanin can cause irritations, black sports, and skin cancer, which is a deadly and dreadful malady. It is incurable hence causes a painful death. 
Campaign Goal
This Campaign has intended to address and resolve the increasing issue of application of creams to lighten the skin due to its precarious effects.  First, the Campaign addresses the issue by explaining what it entails. It also explains about its destructive effects which make the masses distance themselves from it (Adu-Gyamfi et al., 2018).  This Campaign is done within the African-American social context in the US. This is an area that is dominated by the embodiment of white politics of superiority complex. Most of the Blacks that bleach their skins and that of their children have been affected by inferiority complex, which has trickled down to the current generations even after reconstruction and abolition of the slave trade.  Blacks had experienced racism culture, commonly referred to as the Jim Crow in the US for a long time before 1965, when racial integration occurred.  The reason for bridging the gap that existed between them and the blacks is the one that made them begin bleaching their melanin. The trend has continued even to date and has been attributed to skin hyperpigmentation, deaths of babies after giving birth, and skin cancer (Dadzie, 2016).   
Some statistics indicate that the main cause of skin bleaching among blacks in the United States is due to low self-esteem and self-hate. However, this is not the case; this problem has been promoted by the culture of racism in the entire US nation (Adu-Gyamfi et al., 2018). The whites have been considered more civilized and as good leaders. In fact, the first black Harvard University graduate was light skin. The high regard for light skins in the US is the one that has prompted the vice for the African-Americans in the desire to have a fairer skin complexion. 
Project Details
The campaign project takes the form of a social media campaign.  The platforms utilized in this case are Twitter, Facebook, Instagram, WhatsApp, and websites that are often visited by youth, especially ladies.  The main reason for the use of these social media is that the sensitization information about the dangers of skin bleaching reaches as many people as possible. These media have wide coverage and are subscribed by the majority of the youths that use creams to lighten their skin. The posting of pictures and videos is one characteristic of Facebook, WhatsApp, and Instagram (Tate, 2015). The formation of customized messages, videos, and pictures about the dangers of skin bleaching are an efficient mechanism in sensitizing about the importance of maintaining their natural skin complexion. In short, social media was considered due to its wide coverage, easy to use as many people are logged into them and are fast to spread information.
Civic Engagement Areas
Civic engagement denotes a group or individual activity that addresses matters of civic concern.  This Campaign is serving the purpose of promoting values of self-respect and esteem, and hence, it is a serving civic campaign (Tate, 2015). Through educating the masses about the pitfalls of melanin bleaching, the Campaign is geared at inculcating ethical values of self-esteem as well as self-respect. As such, it also promotes equality whereby the Blacks can see themselves as equal to their white counterparts in all areas except the skin color. In this case, skin texture and color are but a difference which they will appreciate with time. 
Audience
 The actual audience of the skin bleaching campaign are the individuals who are be reached by the social media campaign. That is, the people who are directly impacted by the message being spread. The intended audience of this Campaign is the African-Americans as well as other black people staying in America. These are the populations which make up the most significant percentage of the customers of the bleaching products and body creams (Dadzie, 2016). The intended and actual audience is varied; the latter is the one that receives the sensitization information, but the latter is the one that gets the information in the long run.
Circumstances of the Project Creation
The Campaign against skin bleaching started in Atlanta and is spreading in other parts of the world like India, The Caribbean, South America, and the African continent (Dadzie, 2016). Many dermatologists have attributed skin cancer, deaths among newborn babies of African-Americans due to the intake of skin bleaching chemicals, and hyperpigmentation are the circumstances that have elicited the beginning of the campaigns. The emergence of the Internet has promoted the evolution of the campaigns and social media platforms.it was started by the BST staff and is growing drastically all over the world.
Rhetorical appeal
Ethos is the primary rhetorical appeal used in the Campaign.  This is because they are encouraging people on the pertinence of maintaining a character of self-respect and esteem (Dadzie, 2016). A classical argument style is adopted whereby there are an introduction, fact-finding, proposition, proof, reputation and an expected conclusion 
Spread of Campaign
There are no specific statistics about the number of people already reached by the skin bleaching campaign. However, the spread of social media and increased knowledge has made many people access the information about the dangers of the vice.
Campaign Effectiveness
The use of social media has made the Campaign effective as it has reached many people. Many people have stopped purchased anti-melanin creams. This is due to the increased sensitization about the dangers of the activity as well as the spread of skin cancer. To enhance the Campaign, the areas with many people affected by skin bleaching like Africa can be reached through seminars as well as the inclusion of the subject in science courses in high schools.  Early-learning centers for pupils should also be acquainted with books having the same topic to bring skin bleaching to a beyond-zero level (Tate, 2015).
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