Using psychological theory and evidence, consider the efficacy of health promotion campaigns within a variety of media sources. E.g., television, internet, social media. 
[bookmark: _Int_xCS1PGf7][bookmark: _Int_1LS4H2i4]The primary aim of a health promotional campaign is to increase awareness of significant illnesses or diseases, such as cancer, thus encouraging individuals or targeted groups to actively seek out information and available services. Through the distribution of knowledge, individuals can deepen their understanding of health issues, gradually evolving their attitudes, which may eventually lead to behavioural changes. The increased awareness is believed to encourage individuals to seek medical assistance, leading to earlier disease detection and access to a wider range of treatments and opportunities, ultimately improving their health outcomes. Health campaigns serve to raise awareness about a variety of diseases, including breast cancer, prostate cancer and amyotrophic lateral sclerosis (ALS), all of which can profoundly impact an individual's wellbeing. Thus, it is imperative that health campaigns must ensure that people grasp the symptoms to watch for. This essay aims to explore the Self-Esteem Project pioneered by the brand Dove, which is dedicated to fostering self-esteem and body confidence across all age groups, with a particular focus on adolescents. 
[bookmark: _Int_F3nlj0tl]Since 1957, Dove, a global brand recognized for its diverse product range including haircare, body washes, deodorants, and body lotions, has endorsed the idea that beauty should be inclusive: "because when you look and feel your best, you feel better about yourself" (Unilever, N.D.). This belief underscores Dove's commitment to empowering women to realize their true potential. In 2004, Dove launched its Campaign for Real Beauty, laying the groundwork for the Dove Self-Esteem Fund in 2006. These initiatives aim to educate and inspire girls and women about the true essence of beauty, encouraging self-assurance and positive self-perception. This admirable aim highlights the crucial role of self-esteem and body image, especially among young girls. By emphasising the impact of self-esteem on mental and psychological well-being, Dove underscores the importance for mental health, advocating for greater attention. Dove acknowledges the negative influence media can have on an individual's self-worth and perceptions of beauty. This essay will explore Dove's multifaceted approach to promoting body confidence through its Self Esteem Project. 
[bookmark: _Int_yd79bcmR][bookmark: _Int_A2VUFyN4][bookmark: _Int_S6wzSzFG]Dove utilises various media channels to raise awareness about mental health and self-esteem, with television advertisements being one significant avenue. An example of this is their ‘cost of beauty’ advertisement, which narrates Mary’s story, employing real images and videos to emphasise the prevalence of low self-esteem among youth. The advertisement powerfully portrays Mary’s journey to an eating disorder severe enough to require hospitilisation, serving as a reminder of the effects of social media on young minds. The television advertisement is shorter in length than the 3-minute short film which is available on YouTube and displays Mary’s life from childhood to adolescence, subtly hinting at her internal conflict as she grows older. Through scenes portraying Mary displaying unhealthy behaviours and moments of self-comparison, the advertisement skillfully promotes awareness not only of eating disorders but also of broader mental health issues, such as anxiety disorder. With statements like ‘the cost of toxic beauty content is greater than we think’ and ‘social media is harming the mental health of 1 in 2 kids’, the advertisement encourages viewers to reflect on the significance of mental wellbeing and the media’s impact. Carels and Selensky (2021) conducted a study on the effect of advertising campaigns on weight bias, internalised weight bias, self-esteem, and body image. They had a sample of 475 female participants and were randomised to one of the following conditions: Aerie, Dove, Victoria’s Secret, an HBO documentary, or control (a neutral video clip). Participants completed measures one week before and immediately after watching the video clip. Findings demonstrated positive effects of the Dove campaign on women. Furthermore, women who viewed the Dove campaign believed that the advertisements had ‘positive, uplifting, and empowering messages’ along with reporting significantly improved self-esteem. According to Carels and Selensky, Dove’s campaign could potentially be a tool for reducing weight bias. This study clearly demonstrates the effectiveness of the use of television advertisements for Dove’s self-esteem and mental health campaign. 
[bookmark: _Int_hvqEoLya]In 2006, Dove unveiled a short film, titled ‘Evolution’, in support of their newly created Self-Esteem Fund. Created to shed light on the societal pressures surrounding beauty standards, this advertisement offers viewers a revealing glimpse into the transformation of a woman’s appearance. The film documents the journey of an ordinary-looking woman as she undergoes extensive makeup and hairstyling for a photo shoot. As noted by Morel (2009), the subsequent editing process drastically alters her appearance, elongating and slimming her neck, enhancing the size of her lips and eyes, until she becomes virtually unrecognisable. This manipulated image is then prominently displayed on a billboard for a makeup brand, underscoring the widespread influence of such unrealistic representations in media. The advertisement confronts the distortion of beauty ideals and encourages individuals to challenging their self-perceptions with the statement ‘no wonder our perception of beauty is distorted’. Notably, ‘Evolution’ significantly boosted traffic to Dove’s website and accumulated attention, reinforcing its impact in encouraging discussion about beauty and self-worth. Through its powerful narrative and striking visuals, ‘Evolution’ stands as evidence to Dove’s commitment to promoting inclusivity and challenging conventional beauty norms, inspiring individuals to embrace their unique qualities with confidence. 
The transtheoretical model offers valuable insight into the impact of television advertisements within Dove’s self-esteem campaign. By utilising television advertisements to promote awareness about mental health and self-esteem, individuals are guided through the various stages of this model. Initially, the precontemplation stage occurs, where individuals haven't contemplated changing their self-perception. Subsequently, they transition into the contemplation stage, where they begin to entertain the idea of making behavioural changes. Then they enter the preparation stage, where the decision to codify behaviour takes shape. The final phases, action and maintenance, involve actively changing negative self-image thought patterns and sustaining these changes over time. 
[bookmark: _Int_kPwpxb38][bookmark: _Int_UjgfFVo0][bookmark: _Int_pYPHEzRW][bookmark: _Int_HCIy4beZ][bookmark: _Int_W91At9kN]Dove employs various media platforms, including social media and the internet, to increase awareness. Their website serves as a pivotal location for information about the goals and initiatives of their Self-Esteem campaign. Offering an assortment of resources tailored for parents, mentors, teachers and youth leaders, Dove encourages open discussions and educates young individuals about body image and confidence. Additionally, their website features articles on a variety of topics, for instance, signs of school bullying and gender stereotypes prevalent in reality television. Collaborations with organisations such as the World Association of Girl Guides and Girl Scouts and the Womens Dermatologic Society emphasise Dove’s commitment to empowering young people. By employing platforms such as Twitter and Instagram, Dove extends its reach further, and therefore spreads its message further. Their partnership with Twitter in 2015 in particularly noteworthy, by prompting women to share positive affirmations either about themselves or a friend, with the hashtag ‘#SpeakBeautiful’, encouraging a shift in self-esteem perspectives. It is clear that Dove aims to make social media a more positive space, evident in the 36.8% decrease in negative posts about beauty or body image posted by women between 2014 and 2015 (ShortyAwards, N.D.). Dove utilises Instagram to share partnerships with celebrities such as Drew Barrymore and Jessie J to promote their products. In addition to this, Dove amplifies the message of their self-esteem campaign through the use of their hashtag ‘#DoveSelfEsteemProject’, encouraging others to share their experiences and provide their support to the cause. 
The Diffusion of Innovation model (Rogers, 1962) was initially developed to explain the process by which an idea gains traction and “diffuses” through a specific population over time. As the diffusion progresses individuals may adopt a new idea, behaviour, or product, therefore meaning an individual is doing something that is different to their previous practices. The central idea of this notion is that individuals must perceive the behaviour as novel or innovative for diffusion to take place. Research has shown that people adopt innovations at varying rates, with each adopter category possessing distinct characteristics. These categories include innovators, early adopters, early majority, late majority and laggards. Understanding the adoption patterns and characteristics of the target population is crucial when promoting new ideas or behaviours. 
Finally, Dove employs a third strategy to promote its Self-Esteem Campaign message through educational workshops. These workshops, known as ‘Dove Confident Me’ sessions, equip teachers with materials and resources tailored for children aged 11 to 14. Given that this age group may begin to struggle with self-esteem issues, such as body dysmorphia and eating disorders, and mental health concerns like anxiety and depression, the workshops aim to instill skills to foster positive body image and self-esteem. Comprising of five sessions, the workshops aim to educate adolescents about the media’s influence on body image and boost self-esteem from an early age (Dove, N.D.). Atkinson et al’s (2015) study evaluating the effectiveness of Dove’s 90-minute school-based body image workshop, ‘Dove Confident Me: Single Session’, involved 1707 British adolescents aged 11 to 13. Participants were randomly assigned to one of three conditions: standard lessons (control group), teacher-led workshop, or researcher-led workshop. Results indicated improved body self-esteem, particularly among girls in the teacher-led sessions at the post-intervention follow-up. This emphasises the feasibility of teachers delivering the intervention effectively with minimal training, highlighting the potential for widespread self-esteem and body image education. While the study demonstrated the effectiveness of the single session workshop, Atkinson et al (2015) suggest that a multi-session approach might be necessary for sustained improvement. Subsequently, Dove extended the ‘Confident Me’ single session workshop to comprise of five sessions instead. Atkinson et al (2021) evaluated the Dove ‘Confident Me’ five session workshop with a sample of 848 boys and girls aged 11-13 across six British schools attending the workshop sessions and a control group sample of 647 participants, who attended their standard lessons. The participants in the workshop condition showed improved body esteem at post-intervention, 2-month and 6-month follow-ups, with girls experiencing reduced appearance related teasing at 6-month and 12-month follow ups (Atkinson et al, 2021). These findings underscore the positive impact of Dove’s educational workshops. 
[bookmark: _Int_iu4to2H0]The effectiveness of the Dove ‘Confident Me’ workshops can be assessed using the general learning model, a meta-theoretical framework that amalgamates key concepts from various psychological theories and models. These include the cultivation theory, desensitisation theory and information processing theory. Central to this model is the interconnection of three internal states: cognitions, affect, and arousal. It posits that a person's feelings (affect) shape their thought patterns (cognitions), and their levels of arousal influence both. Moreover, it suggests that these internal states collectively influence decision making and subsequent behaviour, emphasising the significance of understanding the target audience. For instance, by providing adolescents with knowledge through these workshops, there is potential to reshape their perceptions of body image and media influence, thereby fostering positive attitudes and boosting self-esteem. 
In conclusion, the Dove Self-Esteem Project has demonstrated its noteworthy effectiveness in promoting positive body image and self-esteem through diverse media platforms. By strategically using television advertisements, social media campaigns, and educational workshops, Dove has engaged their target audience of adolescents at various stages of behaviour change, from raising awareness to fostering and maintaining positive attitudes. Through its inclusive messaging and emphasis on beauty diversity, Dove has challenged traditional beauty standards and norms and empowered individuals to embrace what makes them different and unique. The Self-Esteem Project has impacted public perceptions, as evidenced by increased body-appreciation and self-esteem, highlights its significance in promoting mental well-being. Moving forward, continued evaluation of media strategies will be essential to driving meaningful change in society’s attitudes towards beauty and self-worth. Overall, the Dove Self-Esteem Project health campaign serves as an effective example of how media can be employed to promote positive health outcomes and cultivate social change. 
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