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The purpose of the project is to enhance the natural beauty, 
the real one and without filters, different from the stereotypes 
imposed by the society in which we live through social media. 
The goal is to generate awareness in people, leading them to 
think that everyone has strengths and weaknesses but that 
these are all characteristics that make us unique people. 

Target: 

To identify the target, it was decided to administer a 
preliminary questionnaire; once the results were obtained, the 
choice fell on people in an age range between 15 and 30 years 
as this is the sample most affected by the advent of social 
networks (Instagram in particular) and that struggles to show 
voluntarily with their own particularities in front of an 
audience of people. 

Research focus: 

In a digitized era characterized by utopias regarding the 
outward appearance, it is necessary to encourage people to 
show themselves online without filters, and it is precisely on 
this that we want to focus. The best way to implement this 
choice was to take part in a photo shoot whose protagonists 
were us in the first place, non-professional models wearing 
underwear normally advertised by real models. 

Method: 

- Communication with Social: we created an Instagram page 
where we could share our goals and especially our photos, 
getting a lot of positive feedback and interactions with our 
target. 

- Meeting our target audience: this was possible because 
several people contacted us and made themselves available to 
be photographed during the shooting organized by us to 
overcome their insecurities, then publishing on social 
networks their flaws, which, before knowing our project, they 
would never have done. 

- Operational marketing: all the practical approach of the 
project was possible thanks to the collaboration with our main 

partners: Calla Boutique, an intimate store and brand located 
in Bologna, designed and produced in Italy by the 
entrepreneur Carlotta Checchi, and also our collaboration 
with the photographer Rebecca Marini who, in addition to 
making herself available to take the shots, made the location 
available to us. 

Relevant data and graphs 

In order to get to know our target better, we decided, as 
already mentioned, to administer a questionnaire at the 
beginning of the project in which we investigated in particular 
the knowledge of the term "body dispersion" and the degree 
of influence that social networks have on how we perceive 
our image. Our sample taken into consideration was 228 
people. 

 

1.Do     you     know     what     body     dispersion      is? 2.Do 
you feel that social media has affected your perception of 
your body? 

Conclusions: 

This project wants to be our small but important contribution 
to the reduction of the problem of body dissipation and for 
this reason we intend to continue it in the months to follow, 
proposing other initiatives, collaborating with other brands 
that have contacted us and especially keeping alive the 
contact with our target, certain that the topic is unfortunately 
still a latent problem in today's society, and that it is up to us 
young people to bring it to light and do everything possible to 
reduce the effects. 

Link for further information: 
The project's Tnstagram page: 
htpps://www.instagram.com/aaa_consapevolezzacercasi/ 
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