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who ordinarily wouldn’t go out of their way to get involved with 

politics in an environment that was more familiar to them.

As Todd Zeigler of the Bivings Group, a DC-based Internet 

communications firm that works with Republicans noted in 

a February 16, 2007, Washington Post article called “Young 

Voters Find Voice on Facebook”: “The key point here is that the 

support for Obama on these social-networking sites is not being 

driven by the campaign itself. It is something spontaneous as 

opposed to something the campaign itself is orchestrating. This 

shows a real enthusiasm for Obama’s candidacy among young 

people that you aren’t seeing for any other candidates at this 

point.” See page 99 for a diagram of Obama’s Internet success.

“Evolution” and Virality
Fat or Fab?

Wrinkled or Wonderful?

These were the questions raised by the “Campaign for Real 

Beauty,” a marketing effort on the part of Unilever’s Dove 

brand that prominently featured “normal” women in its ads 

instead of the usual, industry-standard fashion models. The 

campaign included everyday women with varying body types 

in an attempt to introduce a newly expanded view of what is 

considered “beautiful.” As part of the campaign, a television ad 

titled “Evolution” first aired during the 2006 Super Bowl. The 

ad showed a time lapse sequence of a woman sitting down in 

front of a camera, being adjusted and tweaked by a multitude 

of makeup artists and hair stylists, being photographed in 
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