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Abstract: The advertising for Diesel brand highlights human solidarity. Different 
people wear clothes that apparently promote the Diesel brand. Music (Edith Piaf - a 
French singer, songwriter, cabaret performer and film actress) suggests the type of 
heroes involved in the spot. The cultural and social contexts are non-identical. In all 
these contexts, Diesel has brought out beautiful, even charming human imperfections 
involved in the campaign made by Publicis Italia. The title uses a word game with a 
similar pronunciation but with different meanings (flow and flaw). The heroes are 
carried by the flow ⁄ flaw, this becoming the leitmotif of the campaign. In the foreground 
there are people with imperfections that do not fit into the classic criteria of beauty. 
Disabilities, alleged imperfections give the heroes beauty and heed. Diesel is alongside 
those who do not judge appearances. Everything knits together in a rebellion of 
individuals who trust them and who do not care about the opinion of society. Diesel 
draws everyone's attention to the fact that a physical imperfection does not make a 
person less appealing or sensual. Attitude is the one that drives or changes the 
perception of individuals. Fashion industry takes attitude toward correct moral 
principles. Some people find significant value and meaning in these maverick spots. 
Although the campaign is meant to sell brand clothing, the message that goes beyond 
that is an invitation to accept flaws, both own shortcomings and those of others. At a 
time when everyone is looking for perfection, there is a large proportion of the 
population that alters their image with facial modification applications. It is no longer a 
matter of aesthetic, as artistic taste makes uniforms for all women turning them into 
indigo children (”hedonic adaptation”). The campaign promotes distinctive uniqueness 
and precious beauty even if they are not the conventional ones. We are told something 
we already know: the world we are in is imperfect. 
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