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Purpose:The purposefthisstudy s t o comprehend female mill en
towards lingerie brands that aoategorisedas 6 B r aAntigist Aspirant® compared to
0 AthenticBrandActivistsh

Methodology: As thisresearcliocuses ostudyingc o0 n s u peeeptodsasubjective social
constructionistview was takenBy usingan abductive approaclan exploratoryqualitative
research wasonducted

Theoretical perspective:To understanthe overall classification of brands ificand activism
categoriegndthe consumers perceived brand authentititig studyreviewed and apj@dtwo
theaies One of these was ndeduponto include thenewcategory®Brand ActivistAspiranth

Empirical Data: 11semistructured interviews were carried out with female millennial lingerie
consumerswvho are involvedin or familiar with brand activism. Thessere selected by

applying purposive samplingddditionally, threelingerie brands served as an example of
0Aut hentic Brand Activistsdéd and o6Brand Activ

Findings/Conclusion: The findings suggeghat consumergrefer activist over neactivist
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1 Introduction

This first chapter introduces the reader to the thesis by elabotgaimgthe phenomenon of

brand activism and the lingerie industry which this paper is focused on. Followed by the
background information of the studied topic, the problematisation addresses limitations of the
current research and the thereby identified rebegaps. Beyond that, the overall objectives

and purpose of this study are further explored, leading to the posed research question. Lastly,
the outline of the thesis provides an overview of how this study is structured.

1.1 Background

AShoul dndt spexulmdasvse imrame show? No. No, I d
not ? Because the smowuite @antentasymehtos
T Ed RazeKinterviewed by Phelps, 2018)

This controversial statement by the former C
in society and the media when being asked about including transgender asidelmodels

in the firmbés annual f ashi on (Hatbuyw2020nPheps, i nt e
2018) This was not the first time that the brand was criticised for its image of lacking inclusivity
andshowcasing seemingly Operfectd women with
However, resulting from years of losing sales and market share as well as experiencing yet
another i mmense wave of <criticism appdned t hi s
t wo new female board directors and made a ca
change its reputatiofHanbury, 202Q)When looking at their stores and online presence today,

the lingerie brand includes a more diverse model portfolio than previously, attempting to
promote body positivity and inclusivif§lan, 2020)

Observing this example, itiguesti onabl e i f l i ngerie brands
genuine intentions and are perceived to be credible by consumers corresponding to their adapted
actions, particularly aftehese kinds of scandalSuch an approach of initiating a shift towsard

a more inclusive and diverse brand image while publicly communicating and actively taking a
stance can be seen as a social brand activism str@€etdgr & Sarkar, 2018a; Lin, 2018)

Overall, sociabr and acti vi sm fi nc i geddersLGBT, race,seagetcu c h as
|t al so includes s ocikKotead Sakar,d2018p mmFAemalet y i s
empowerment can be viewed as a crucial aspect of achieving equdkty part othis,women
aredemandingcompanies to showcase a more realistic pidtutbeir advertisingpromoting

diversity, inclusivity as well asa positive body imag€Breaux, 2018; Drake, 2017; Swank &

Fahs, 2017; Varghese & Kumar, 2020)

Many brands are known for taking such a s&an regard to political, environmental, economic
or social matters, aiming to promote or restrain societal issues and causes. If done appropriately
and if aligned with the companyés core valu
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brand activism(Shetty, Venkataramaiah & Anand019) Taking a stance on controversial
topics can evoke positive as well as negatiyv
be implemented in various ways such as publishing polarising statements or creating divisive
marketing campaigngHydock, Paharia & Blair, 2020; Mukherjee & Althuizen, 2020)
However, the motivation behind a brand activist approach is not alwaysnge making it

possible to distinguish different categories. AutheBtiand Activists stand out by practising

what they preach since their establishment, having a sincere motive and incorporating it into
their core. In contrast, brands that try to psgcbrand activism but neither show commitment

nor fully align their actions with their purpose and values are mostly perceived as inauthentic,
resultinginosoc a | | e dw adésvhof\krestpi@burg Kapitan, Spry & Kemper2020) Within
thescopeofths hesi s, we further i ncl uderaadAatveswwl v e s’
Aspiransb whi ch refers to br andeBnedtbtamdtactissostrategyr d o
but are actively seeking to develop one in order to shift towards such an &pproac

Overall, in recent years there has been a trend towards more brands showing that they are
actively participating and engaging in sensitive conversat{@iderich, 2020) Research
indicates that it is no longer acceptable for brands to stay neutral in pressing topics due to
growing consumer demand8hattacharya & Sen, 2004; Shetty, Venkataramaiah & Anand,
2019; Vredenburg et al., 2020specially with the rise of social media, consumers have
become more powerful advocates for chafigjderich, 2020)Looking at the fashion industry,
fashion brands and particularly lingerie brandsiaceeasinglytaking over an active role in
societal issues which is an enormouguth contrasting to theast when brands were
committed to neutralityBreaux, 2018; Stoppard, 2020)ereby, a shift from CSR and
traditional productentric campaigns to purpesieiven messages can be identif{@iderich,
2020)which aligns with the valuesnd societydriven approach of brand activisiidotler &

Sarkar, 2018a)An example of this approach can be the diversity and inclusivity efforts of
lingerie brands thaprogressivelyp or t r ay o6r eal 6 women with nat
majority of consumers who do not want to transform but identify themselves with a&bsand
appearance and imafgreaux, 2018)Lookingback in time, fashion has always been a way to
express opinions or make a statement but today, it is essential for brands to contribute to the
larger conversation and haveacietalimpact(Parker, 2019)

Al s o, from a consumer s perspective and esp
importantthat brand$oll ow a meaningful purpose and engage in brand activismmikennials

are weighing not only the pr d¢hdyuaret demarding al s
companiedo take a stancéhetty,Venkataramaiah & Anand, 201%ience,it is no longer

sufficient forcorporationgo stand on theidelines andnotactupontheir statement@otler &

Sarkar, 2018a; Vredenburg et al., 202IHis aspect is also reflected in several studies which

show that millennials as well as other consumers are punishing a brand when it acts unethically

by stopping to buy a@ven boycotting i(Albrecht Canpbell, Heinrich& Lammel, 2013; Klein,

Smith & John, 2004; Lightfoot, 2019; Shetty, Venkataramaiah & Anand, 26b9)nstance,

about 80 per cent of.a00 UK consumers would behave this way if they disagree with a

c omp any 0 obandd, 2019Beyend that, due to the common practice of researching

and comparing brandsé6 information amongst mi
loyal, hence hawa low barrier to switch to other bran@cKinsey & Company, 2018, 2019)
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Besides being priesensitive, the generaticdemands fashion companies to be integrous and
authentic as well as align their mission with their values, making them more concerned about
brandsdé6 overall behaviour. This might also b
where millennialshare relatively much information about their personal life, includinig the

choice of fashion brands. This makes it more apparent that millennials want to be associated
with authentic ones that haveralatable and genuinpurpose and contribute to $ety

(McKinsey & Company, 2018)

1.2 Problematisation

Brand activism is an emerging phenomenon that increasingly attracts attention from academics,
marketers and brand manag@fstler & Sarkar, 2018a; Manfre@anchez, 2019; Mukherjee

& Althuizen, 2020; Shetty, Venkataramaiah & Anand, 2019; Sobande, 2019; Vredenburg et al.,
2020) Since more welknown, as wellas smaller brands, are jumping on the bandwagon

(Shetty, Venkataramaiah & Andn2019) it is significant to comprehend the complexities of

brand activism t@ontinuously meet customer demaxidstler & Sarkar, 2018a; Mukherjee &

Althuizen, 2020; Sobande, 2019Mhlthough the literature on brand activismis slowly
expanding, the researchremains limited and tends to principallyiscusst h e brands¢
perspectives while the c¢consume(BmgwatWarenwpoi nt
Beck & WatsonlV, 2020; Koch, 2020; Manfredsanchez, 2019; Moorman, 2020; Sobande,

2019; Vredenburg et al., 2020; Wettstein & Baur, 2016)

Up until now, nost of theconductedstudies have concentratedoow brandscan be classified

in terms of theiractivist practiceseferring to categoriesuch adnauthentic Band Activism

(Béhmer, 2021; Sobande, 2019; Vredenburg et al., 208 uthenticBrandActivism (Kotler

& Sarkar, 2018a; Lin, 2018; Moorman, 2020; Solgri?D19; Vredenburg et al., 2020he
brandsdé attitudes have also been analysed in
brand managers can best adapt their strategies to be positively perceived by their stakeholders
while influencing socigt (Bohmer, 2021; Kotler & Sarkar, 2018a; Lin, 2018; Moorman, 2020;
Sobande, 2019; Vredenburg et al., 20R)jor research that did investigate heo n s u mer s 6
perspective more extensivelynvolve phenomenauch as consumer activism and drand

activism by examining.g., thereasoning behind boycott participatififiein, Smith & John,

2004)or incentives to initiate anbrand activism{(Romani et al., 2015)'hese concepts have
gained much attenti venessendss& théirowncansusmpiiome r s 0
as well as growing concerns towards corporate pradtides), Smith & John, 2004; Romani

et al., 2015)Especiallymillennials born between 1980 and 20@oldman Sachs, 202 Dffer

research opportunities as this target groygaisicularlysensitivetowardssocial, political and
environmental issued.0 our knowledgesoldy Shetty Venkataramaialand Anand (2019)
havethoroughlye x a mi n e d rmeérdeptiensfrbiarad lactivism and how managers can
implement appropriate strategies them.Thus, weidentify anotherpotentialgapto address

in our paper by tackling this demographic group explicitly.

Moreover,most of the journahrticles usually touch upospeciic areas of brand activism,
namely the political and social ar€ManfrediSanchez, 2019; Moorman, 2020; Vila &
3



Bharadwaj, 2017)In this context, typically the same w&town brandghat successfully
implement brand activisemr e frequently mentioned such as I
and Patagonia. Hence, previous studies are rather focused on showcasing this variety of
outstanding brands to demonstrate best practice examples instead of scrutinisopictime

more detailed circumstancé@soch, 2020; ManfredBanchez, 2019; Vredenburg et al., 2020;
Wettstein & Baur2016)

Since prior academics have predominantly reviesach successfucases, webelievethat

there is a lack of research assggsompanieshat are noparticularlyrenowned foengaging

in brandactivism. Therefore, we aim to gather insight intathese brandstaking a stancen

order toexterd the overallscopeof social brand activismMore specifically we evaluate
companieghat can be includeoh our new intermediatebrand activismcategory which we

coinasé Br and Act i vihesetaspihantp are mamds shét .have not yet engaged in
brand activism, being scalled newcomers, and are thus shifting from a-acivist to an

activist approachWe expect thesergansations to be more exposed to criticisrsince
consumers may question their intentions to becameetivist Consequently, the
perceptions towards suchcampanycan eitherpositively or negatively affectthe s pi r ant s 6
futuresuccess

TheBrandActivist Aspirant is inspired by the concept of so@alpose immigrants created by
Vild and Bharadwaj2017) The authorgefer to these immigrantas companies that have
previously grown their businesy simply focusing on profibrientedgoals without adhering
to a social purposand nowadapt their behaviour totegrate ssocietyfocusedpurpose The
difference between thesiocialpurposammigrant and our aspirant is that gfgecificallyfocus
on the context of brand activism@ur conceptalso touches upon various factorssuch as
corporate practices anmarketing messagin@Vredenburget al., 2020) whereasVila and
B h ar a d20&7)iMnsgrant solely concentragen thesocial purpose.Consequently, we
arguethat our newly developed category fills a significant ggphass far, brand activists have
been solely classifieahto four categoriedbased on theimbsent, silent, inabéntic or authentic
characteristis (Vredenburget al., 2020)

Furthermorewe aim toanalysebrand activism irone specifiandustryto create a focus area
and comparebrands operating on the same markastead of previous research which
concentrated obrand activistacross different industries (e.g. Oatly and NiKé)is enables
us toinvestigatebrandswith a similar product rangthat engage in brand activisior this
study, we focus on the lingerie industry which is further argued for in the resear@@hapter
1.3).

Consideringheabove we contribute tohe literatureegarding he consumerofd per ¢
brand activism since this scarce area provides multiple gaps to eXplisidissertation also

allows us toinvestigateo u r ¢ Brand &ctlvistdAspiransd ¢ a t e gcmitmiging thg

existent literature rad gathering empirical evidence tlvaw connections angither validateor

falsify the concept. Beyond that, we utilisera existing theoriesvhich have notyet been

applied to a similar contexthus extendng the associated literature. Ultimately, our study
provides additional knowledge as well as a deeper understanding in terms of millennial

c o0 n s u pereptods of brandhatseeningly engage in activismt different stages



1.3 Research aim

Resulting from the identified gaps in the literature, the purpose of our study is to comprehend
female millenniad perceptions towards lingerie brands thataategorisedso B r Adctiwdst
Aspirant®compared t@ AthenticBrandActivistsd Moreover, we investigate if and how these
perceptions are influenced whilst considering aspects such as the credibility and authenticity of
lingerie brands. Consequently, we propose the following research question:

How do femalenillennial consumers perceive lingerie brands that@tegorsedas6 &nd
Activist Aspiransdcompared t@ éthenticBrand Activistsd?

The relevance of answering this research question can be traced back to the reasons hereinafter.

To our knowledge, no prior studies have focused on transitioning brands that are shifting from

a nonactivist approach towardan activist approachAs mentioned previously, some
businessesave only recently taking a stance amae unfamiliar with engaging in brand

activism, making it appealing to study how female millennial consumers are generally
perceiving this transformation. Thus, we examine and scrutiniseBsandActivist Aspirants

to discover how and if this may affecttber ando6s perception from t|
millennial consumer.

Our research solely concerns females since the majority of lingerie brands are marketing their
products to women and increasingly manifest themselves as being feminist, diverse, inclusive,
et c. I n addition, women represent the worl do
being the largest, fastegtowing marke{Belleau,Harey, Summers & Garriso2008) Their

global consumer spending was estimated at USSt8Ilion in 2019 (World Data Lab, 2020

cited in Catalyst, 2020yith 83 per cent of all consumptiamthe US being driven by women
(Morgan Stanley, 2019T he female perspective is even more relevant regarding brand activism
since gender can influence thehlaviour towards the cause of the brand. It appears that females
tend to be more in favour of causslated marketing and are generally more positive towards
such campaignsSubsequently, brand activists have a higher probability to attract and affect
femdes compared to md&héron, Kohlbacher & Kusuma, 2012; Moosmayer & Fuljahn, 2010;
Shetty, Venkataramaiah & Anand, 2018ence our research is relevant as we further explore
how women perceive brand activists.

As previously mentioned, we are targeting millennials because this age group tends to be more
socially and politically aware as well as expects brands to act upon soomtarns. Brands

are thus pressured to react to their demands by implementing an activist agftoetti
Venkataramaiah & Anand, 2019%tudying this target group enhances the relevance of this
dissertation as these individuals are more aware of societal issues nqwzetaysre making

it interesting to analyse their perceptions towards shifting brands.

Moreover, we limited our research scope to the lingerie market as we identified that generally
fashion brands are choosing to shift towards a more pwugogn approacland take on an

active role(Stoppard, 2020)Especially in the lingerie market, consumers prefer companies
showcasing o0real 6 women, including various b

5



are trying to adhere t(Breaux, 2018)Hence, tfs identifiable change is explored throughout
our study.

To date, the amount of research conducted on authentic brand adivedatively small. This

is particularly the case regarding the fashion and lingerie industry as there are, to our
knowledye, no studies focusing on the phenomenon of brand activism from this angle and will
thus be the first of its kind.

Beyond that, this research is valuable due to its theoretical and managerial implications.
Overall, weaim toobservea t heor et i cal pattern regarding
perceptions towardBrandActivist Aspirants as well as compare these tédathenticBrand

Activist. Furthermore, our study presents a theoretical explanation for how and if the female
millenni al consumer sdé perceptions towar dMth br and s
our insights, we provide a theoretical contribution by extending existing literature.

From a managerial perspective, our research offers brand managers gardaoaghey could
potentially optimise their brand activist strategy. By compaaimguthenticactivistto activist
aspirants within the lingerie industry, our results can outline recommendations for managers
helpthemdirect their brands towards a pperous and meaningful future. Our stadiys to be
generalisable within this industry as we concentrate on perceptions towards diverse brands with
similar product offerings which can thereby be applied by various lingerie managers.

Tosummarise our purpose i s to investigadofBranliemal e
Activist Aspirants compared thuthenticBrandActivists.

1.4 Outline of the thesis

Overall, this thesis comprises six main chapters. This first chapter provide$ iasight into

the studied topic itself and the motivation behind it as well as explains the importance of why
the phenomenon of brand activism in the lingerie market should be explored. Followed by this
introductory chapter, the second chapter formsthstantial base of the topic by presenting a
literature reviewincluding background information, key concepts, relevant thecaied a
clarification of terminologies. In the third chapter, the methodological approach of this thesis
is presented. Aér explaining the research philosophy, approach and design, the data collection
method and data analysis are elaborated upon to demonstrate the procedure of this study.
Furthermore, the e s e athics im terms of trustworthinessjthenticityand reflexivity, are
illustrated. Subsequently, the fourth chapter focuses on showcasing the empirical findings
resultingfrom the data collection. These findings are further discussed, evaluated and analysed
in chapter five, drawing connectis to the previously introduced theories and concepts of the
second chapter. To round it off, chapter six is concluding this thesis by summarising the main
findings of the research, referring back to the initial research question. Beyond that, the
theoretcal contributions as well as managerial implications are outlined. Finally, the limitations
are displaying the constraints to the overall study while suggestions for future research are
given.



2 Literature review

This literature review portrays and summarises the essential literature on brand activism and
the related concepts in order to build a solid foundatiaoioeprehendhis thesisThe chapter

is divided into threesections focusing on Corporate Social Resgibility (CSR), brand
activism andurkey takeawayfrom the literatureAs brand activism is originating from CSR,

the background and distinction is elaborated upon as well as a connection to JouinErse
marketing drawn. Subsequently, the concept of brand activism is explained extensively and
narrowed down to the vital elemts that are particularly important to our research. To round it
off, tworelevant theories are introduced which are applied at a latersstdgelate¢o perceived

brand authenticity as well as the classification of brand activists.

2.1 Corporate Social Responsibility

Overall, this chapter gives an insight into the area of @BiRh brand activisnpredominantly
derives from Starting with a definition and background, CSR is further described and delimited
from the phenomenon of brand activism. Beyond that, the meaning behind pdrpese
marketing is characterised as well as the term spaigdose immigrantsexplained.

2.1.1  Definition and background

The public has always made demands of companies, relating to different societal issues which
have varied over timeHence, the desire for social responsibility is not completely new
(Chandler, 2019)Nevertheless, the term CSR was only coined by Howard Bowen in 1953
when he discussed the powe rmaking dn societgBavech, of C «
1953) According to him(1953,p.6) CSR Arefers to the obligat:
those policies, to make those decisiongpdollow those lines of action which are desirable in
terms of the objectives and values of our so
accelerated fronmternalandexternal stakeholdeK€arroll, 2008) Onereason for this is the

increased pressure on firms to respond strategicaltheas are highexpectationgdo react
appropriately to economic and social issues whscibsequentlyjo good for the corporation

as well as the caugKotler & Lee, 2007)

The necessity of CSR is clearly highlighted by Chan@@ét9)who points out that consumers

are a vital part of society, making it possible for firms to earn profits and operate in the given
marketplaceThus CSR can be understood as a collusive interdependent relationship between
companies andociety. To remain authentic and credible, it is important for businesses to
integrate CSR matters into their strategy which can simultaneously serve the purpose of
differentiation to build a competitive advanta@&handler, 2019)Beyond thatBhattacharya

and Sen(2004) emphasise the economic imperative besides the etmchideological one,
focusing not only on 6the right thing to dof¢
effect on society. These effects and impacts are also much more endeavoured by consumers as
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t hey seek for t he pilonsphorslesto bentifyiwithdhe@MarmBiees i e s 6
& Ruiz de Maya, 2007)Thus, corporations cannot merely focus on creating wealth and
providing products or services but alsave to providea meaning behind theifvallentin,

2002)

Agreeing with the aforementioned definition, McWilliams and Si€géD1, p.117Xurther
emphasise the voluntariness of following CSR
to further some social good, beyond the inte
aligns also withK ot | er  d200Y) ddfiretiendwehere they further highlight the fact of

i mpl ementing O6discretionary business practic
that society naturally expects from companies to followa(legthical, moral) but exceeds these

by the ones that are chosen on a voluntary basis. Corporations with a CSR strategy in place take
the initiative and contribute in several ways to causes regarding the comimeatity, safety,

education, envonment, economic development or basic human needs and desires. These
causes can be supported by for instance sponsorships, donations, publicity or dkutitise

& Lee, 2007)

In order to establish a credible CSR stratélgg,essential to match the supported causes to the

corporationsd identity and purpose (@Bbladbn choo
& Podnar, 2019; Vallentin, 20020 avoid a deceptivienpression from the consuméend
publicbs perspective, t he -tarnoinvoivememteamdtnotenlyo ul d

used for public relation@Bhattacharya & Sen, 2004; Keys, Malnight & van der Graaf, 2009;

Marin Rives & Ruiz de Maya, 2007 ence, the CSR strategy needs to be integrated into the
coreoft he firmdés strategy, r@olobd&Pgdnar,2019; Manfsetiwor t h
Sanchez, 2019; Marin Rives & Ruiz de Maya, 2007)

2.1.2 Distinction of brand activism from CSR

The phenomenon of brand activism can be identified as an emerging concept fronelcdede

marketing and particularly CSR, going beyond these practi€igaré 1) (Kotler & Sarkar,

2018a) According to Kotler and Sarkg2018a) CSR is simply not enough anymore as the

world troubles social unrest, inequality, environmental collapse and panddiméecgauthors

highlight that what mattersow is action instead ofdely following a purpose. Hereby, the

focus lies on what a company is actually doing and not simply what it is s@$atigr &

Sarkar, 2018a)Deriving from this, Kotler and Sark§2018a, n.p. st at e t hat @A What
now is activisni inspired by the great movements of the pastor t he Common Goo
common good is at the centre of attention for fractivists by aiming for justice while being
concerned about Aithe biggest a [{Katler & @akar, ur gen
2018a, n.p.)In addition to this, Wettstein and Ba{(#016) suggest that companies need to

adjust their focus frontheir core activities to their core values, thus to a holistic vaifiven

view. However, in order to be a vakdeven brand, corporations cannot neglect socicttler

& Sarkar, 2017)Vredenburg et a[2020)take up Wettstein and Bauj2016)understanding

in their article once more and thereby differentiate brand activism from CSR with two main
arguments. Firstly, while CSR underlines the actions taken as well as their effects, brand
activism is pointing out the actual business val&=pndly, CSR is mostly seen as beneficial
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by society, contrasting brand activism which
no universally &édcorrect 6 (Vredenbwogesat, 2020, p.446)e [ é ]

Business as a Force for Good
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Figure 1: Distinction of brand activism according to Kotler a8drkar(2018b)

Agreeing with Kotler and Sarkd2018a) Vredenburg et ali2020) see brand activism as a
progression from CSRVhile CSR has recently been a rather basic requirement for brands to
pursue, brand activism as a rather novel concept is less expected and can thus function as a
differentiator for brandévredenburg etlg 2020) As CSR efforts have matured over time with

its rather marketingand corporatelriven concepivhile building uporgood citizenshigKotler

& Lee, 2007) businesses now become more soeityen (Kotler & Sarkar, 2018aand

actively use soetal issues as a power platform to position themselves in an authentic and
socially conscious manné-igure2) (Lin, 2018)
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Figure 2: Evolution of brand activisrKotler & Sarkar, 2018a)

A clear distinction of brand activism compared to CSR is highlighted by Mukherjee and
Althuizen (2020)who explain that brand activists do not hesitate to also address controversial
topics which might evoke negative reactions amongst consumers. Instead aingracti
philanthropy, brand activism rather focuses on making public statements via marketing
campaigns, press releases or CEO comments, and major decisions regarding business practices
in order to influence policies or regulatioftéydock, Paharia & Blair, 202070 showcase the
distinction between the overalesponses of consumers towards CSR and brand activism
practices, Hydock, Paharia and BIl§#020) conducted a study Wi several examples of
compani esd act i oindicatedAhatothey suppart the €E3R actiens whereas
consumers were much more divided over the matbrand activism which only 33 per cent
agreed to suppo(Hydock, Paharia & Blair, 2020)

Beyond that, brand activism can occur ad hoc or evenexttaldas brands decide to take a

stand in an ongoing event or deb@kikherjee & Althuizen, 2020)n contrast, CSR is rooted

in the business strategy and hence not as reactive to current occurrences. These two aspects
particularly showcase that brand activism implies a higher uncertainty and risk for baesines

but therewith also the chance of greater outco(ivesherjee & Althuizen, 2020)Another

reason for the differing risk levels is that CSR, on the one hand, may involveptioral
monetary Il nvest ments t hat have no real con
perspective. This entails a much lowekrd corporate idiosyncrasgompared to activism
(Bhagwat et al., 2020)0n the other hand, brand activism may involve much lower financial
expenditures and rather vocal promotions of values and ideals, such as press releases, but
thereby put the compariy danger because of potential employee backlash, consumer boycotts

or legal penaltiegBhagwat et al., 2020; Wettstein & Baur, 2016)
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Furthermore, brand activism is a way for corporations to demonstrate their moral identity and
attitude that might be divisive andlpasing. This is why brands are advised to ponder the
consequences of its activism as it is difficult to diminish negative effects after takinga stan
However, this also implies thabmpaniesieed to fully embrackrandactivism, regardless of

theirc o n s u me r s Mukhegjee & tAlthoizers 2020)These aspects are also shared by
Bhagwat et al(2020)who compare the level of partisanship and publicity of CSR, Corporate
Political Activity and Corporate Sociopolitical Activism. In their conceptual distinction matrix,

CSR is clagfied with a low level of partisanship, aiming to improve stakeholder relationships,
whereas activism is highly polarising. For t
to their own values and viewpoints on the addressed (Bfiagwat et al., 2Z20).

2.1.3  Purposedriven marketing

Within this chapter, the concept of purpabe/en marketing is closely exploraghd an insight
isgiven into why a purpose is of high importance for a breedf and a brand activism strategy
Furthermore, the sociglurpose immigrants are introduced whsghve as a foundation for the
establishment obur new brand activism category later on in chagtéw.3.

2.1.3.1 Definition and background

A brandbs purpose defines t (Kepfererf 20i2dtmmeansd 6 ° t r €
that a brand is driven by an internal requi

brand, seen as exerting, a cr ea ftKapfeger,2002d powe
p.42) Hence, hebrand purpose is strongly related to serving societyhagtdightsthe deeper

meaning behind a compangontrastingCSR whichfocusesmore on providingeconomic,

social and environmental advantages tloe stakeholdergPontefract, 2017)Therefore a

purpose igatherinterlinked withthe phenomenon dirand activismasitd e f i nes O6why o
brand exists wite activism takesievenone st ep furt her and concent
will actively do about i{Kotler & Sarkar, 2018a)

Over the past ten year s, t h eattecticenesstigdas &0 f 6 p u
Kgeczek, 2021; | g Mairt, Kounkel & Stéphad 2019;CSdva&arinatiean

Sorescu, Steenkamp@@uinn & Schmitt,2020) In purposedriven branding, companies focus

on how they perceive the world and what it ideally should look(ljx&inn & Thakor, 2018)

Thus, such organisations approach their purpose as something that is deeglynrbotv they

view the social or market reality and how they could potentially reshafe thida ] das & Kgec
2021) As defined by Moor¢2018, n.p.)purposed r i v e n  ntakeskyauit bramdg cafise

and makes it available to your customers, helping them to connect more fully with the brand as a
whol eo.

Especially commercial brands have presented an increasing interestdsoptaposeful
branding as it potentially provides them with beneficial marketing outcomes, such as a
competitive advantag@&herefore, many aspire to associate themselves with a societal concern
or valuable cause. Contrastingly, Rorofit organisations are already innately purpdsgen
but could still exploit this furthe(Mirzaei, Webster & Siuki, 2021)These insights are also

11



reflected by anot her (283009 derifying that npurpOos@B/eni e n et
organisations usually encounter increasing market share and are inclined to grow three times
faster compared to their competitiddowever, havig a purposelriven strategy does not
guarantee success nor a competitive advani@gen & Thakor, 2018)Instead, a purpose

requires profound nurturing and brands have to be wary that it continues to align with their
brandd®OéBornen et al ., 2019)

2.1.3.2 Sogal-purpose immigrants

From a brand managér gerspective, a sociplurpose strategy can be adopted to either
communicate theic o mp aG@SR activities or to establish a more attractive brand. However,
this is often pursued without carefully considering how they create value and whether it even
aligns with their brands. Hence, such an approach may possibly harm the brand if these
strategis are not thoroughly contemplat@dla & Bharadwaj, 2017)

Nonetheless, some brands have adhered to a distinctive social purpose from the beginning
which is therefore rigorously incorporated in their business model. Coined by Vila and
Bharadwaj(2017)t hese organi sati ons ar ewhomaematuthllyd s oc i
and strongly interlinked with the prodsair servica that they offer. In addition, the authors

(Vila & Bharadwaj, 2017, p.963 1 so i ntroduce another group ¢
purpose i mmigrantsd which ar e gowenfwithouwadveth s fes
defined sociapurpo# st rategy and are now seeking to d
usually behaving as ordinary citizens while still focusing highly on their functional benefits

which are irrelevant tayreatersocietalinitiatives. This is also reflectely Mirzaei, Webster

and Siuki(2021)who argue that brands should pursue a higher purpose to create a valuable
impact in the world. Moreover, they emphasise that nmtmands are shifting towards
integrating such a higher soc@irpose. This has resulted in companies adopting a new tone of

voice causing potential scepticisamongst stakeholdergspecially commercial brands are
scrutinised as consumers are concerned that these brands only integrated their higher purpose
for profit-oriented reasons, hence lacking authenticity and releyihiceei, Webster & Siuki,

2021) As stated in the report by Globescan and Sustainable B{2Bt§) authenticity is in

fact exceptionally critical to purpogiiven brands in order to engage with consumers and
generate evident value for their customers as well as society overall.

The next rational step for purpedeven companiessi brand activism as actions are more
valuable than words and tend to carry a stronger message. If a business does not behave
according to its purpose, having a higher vision becomes meanifigities & Sarkar, 2018a)

Therefore, a brand should first of diteplyintegrate their purpose and align it with their core

identity as this is essential for a brand activism strategy. Progressing from a pinpese

company to a brand activist can be accomplished by congectihhe companyés 6wl
of exi st i ngtheytake &pgubli¢c shee Thé vaa lye@one by finding the intersection

between what the company stands for and offers, what the world requires as well as identifying

t he ¢ ons u(@ehoesetk &inhited2620)

To conclude brands that adopt a higher social purpose can expect to attract criticism to a certain

extent if they initially did not engageith one(Accenture, 2018a; Alcafi Caceres & Pérez,
12



2010; Mirzaei, Webster & Siuki, 2021; Vila & Bharadwaj, 2QIH¢nce, brands should initiate

an open conversation with their key stakeholdersnsure that everyone is on board as some
might not embrace the proposed appraatla & Bharadwaj, 2017.)Beyond thatprands with

a higherpurposeshould also ensure to behave accordifiytaking evident actionseading

them to brand activismHow and why an increasing number of businesses currently
adoping an activist approach will be further elaborated upon throughout the remainder of this
literature review

2.2 Brand activism

In this chapter, the fundamentals of brand activism are thoroughly explBesgdes providing
general information about brand activism itself, éinea ofsocial brand activisns examined

in more detail since this type constitutes the centreisfrésearch papeFurthermore, three
categories of brand activism are described, nameithentic Brand Activism, Inauthentic
Brand Activismand the newlyestablishedBrandActivist Aspirans. Since this thesis focuses

on the topic ofsocialbrand activism within the lingerie markete look into the context of
brand activism withirthe industry offashion and lingerieFinally, the marketing outcorse
outline the positive and negative consequences of brand activism for both consudhers an
brands.

2.2.1  Definition and background

As previously mentionedhrandshigher purpose do no longer sufficenowadaysif their
purposedriven behaviowsdo not align with their core identity or if their promises are merely
words and not followed by actions. Since today more and more customers, especially
progressive ones such as millennialsmand brands to take active measuhesequiremerg

for brand activisnarerising (Kotler & Sarkar, 2018a)

Many authors have defined the concept of brand activism in various ways. Kdgf&ray

arguesthat brand activists are catalysts for their entire product/service category and beyond.
These activists are known for initiating discussions as well as probingsis©Other
characteristics are that these brands represent energy, care for the future of their marketplace as
well as for the welfare of their consumers. Furthermore, Kotler and S2&8a, n.p,)refer
tothephenomenon as brandsd actions to Apromot e
environment al reform or stasis with the desi
Shetty, Venkataramaiah and Ana(®D19)draw upon a similar definition but additionally
emphasisetheonnecti on to the company6s core by di
al so appropriately align with the bf28200d6s v a
pd4dd)ydef i nition i s si mi(2@8a)butsumskup thé mast ingportdnt Sa r k

factors of all the previously mentioned inte
tactic for brands seeking to stand out in a fragmented marketplace by taking public stances on
soci al and .dley dsd argoeatHat nowsadays & Bag never been riskier and more

disruptive for brands taking such a public sta(Medenburg et al., 2020Nonetheless, the
number of brands engaging in brand activism is increasitigwell-known companiesuch
13



as Ni ke and Ben & Jerryo6s s ltkotlen&Sgrkat,20ka,r v o i ¢
Moorman, 2020; Vredenburg et al., 2020)

Moreover a brand activist can never really be shielded from any potential backlash and
controversyr egar dl ess of the companyds transparenc
brands are tacklg are catalysts for other mainstreamompanies who are consequently
stimulated to also do more social gqddedenburg et al., 2020 hese types of socioolitical

brand initiatives are slowly becoming the status quo as consumers continue to expect such
behaviour. Thus, brands that fail to meet these expectations will most likely struggle to remain
relevant in the futuréotler & Sarkar, 2018a)

According to Kotler and Sark#2018a)brand activism consists of six areas, each focusing on
substantial issues relevant to a certain area of society. iflcksge social, workplace, political,
environmental, economic and legal activisSmce the focal point of this thesis iarpcularly

on social brand activism, we decided to solely provide a more detailed explanation regarding
this area as the others appear irrelevant to our (opapter 2.2.2)

Besides thessix areasof brandactivism, Kotler and SarkdR018a)establishedh distinction
between regressive and progressive brand activism. Regressive brand activism is defined as
Acompany actions that go against t he common
involvesbrands that support the common gd@lidtler & Sarkar, 2018a, n.pYhen brands do

not perform in any type of activism, is referred to as brand neutralif{Jbermetrics
Technologies, 2019%uch brand neitheactively harm the common good, nor support actions

that could possibly improve (Kotler & Sarkar, 2018a)Shetty, Venkataramaiah and Anand
(2019)stress that brands nowadays can no longer remain on the sidelines as a neutha¢ party

to the increasing demands of customers who want to identify themselves with socially
responsible brands. These expdotet appear to be even higher regarding multinational
corporations as they actually have the capacity to make a difference, contrasting smaller brands
who might not have the resources to dgtsoppner & Vadakkepatt, 2019)onetheless, these
consumers force businesses of all sizes to rethink their strategy and consider how they can
contribute to the common god@8hetty, Venkataramaiah & Anand, 2018)is important for

brands to adhere to thedesires, as consumers with a neutral attitude towards a particular brand
may also result in a loss in sales or decline in loyalty as they are more likely to develop a
positive attitude towards competitors that opt for a more progressive approach (Bhgdt&cha

Sen, 2004). Therefore, as argued by Vredent&pgy, Kemper and Kapitg8018) brands that

remain neutral are rather prone to criticism since various consumer groups are more inclined to
perceive their lack odictivism as a disappointment instead of an advantage.

Overall brand activism can be characterised by the extent of intangible and tangible
commitment of an organisation to a sepumlitical movement wherehptangible commitment

is referring toabrandd s me s s #&angible gngagemdnt tts actual practiceévredenburg

et al., 2020) There must be an alignment betwegnr andés pr acti ces and t
as the values that it is advocatifgg since the better the alignment, the greater the impact
Therefore, brands that aspire to have a meaningful influence on society as a whole will have to

be prepard to befully committed in the long ruigShetty, Venkataramaiah & Anand, 2019;
Vredenburg et al., 2020)
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2.2.2 Social brand activism

In the 1980s, social activism manifested itself as environmental concerns as well as geopolitical
issues regarding businesses in repressive circumstddogsd Nations, 2008)Slowly but
steadily the focus of social activists shifted from stimulating governments to opt for stronger
policies towards challenging businesses to change and improve their indudtiaf conducts

(Dyke, Soule & Taylor, 2004; Walker, Martin & McCarthy, 200Bjom the 1990s on, social
activistsadopted a more expressive strategy by approaching organisations more directly in
order to encourage greater adjustments. These activists aspired to have a larger impact on
society and stimulate better corporate behavigmay, Doh & Sinclair, 2004; Rehbein,
Waddock & Graves, 2004As a result, they have been trying to force businesses that did not
have any prior relevant policies in place, to adopt new strategies that are more societal and
environmental conscioy$par & La Mure, 2003)

Previously, businesses were urged by social activists to make an effort contributing to society
(Dyke, Soule & Taylor, 2004; Fombrun, 2005; Guay, Doh & Sinclair, 2004; Lin, 2018;
Rehbein, Waddock & Graves, 2004; Spar & La Mure, 2003; Van Crangiml_iket & Roome,

2013; Walker, Martin & McCarthy, 2008yhereas nowadaysocietal activism is expected

from them, hence incorporated by businesses thems@gNeafiiz, Caceres & Pég, 2010;

Bhagwat et al., 2020; Hydock, Paharia & Blair, 2020; Lin, 2018; Shetty, Venkataramaiah &
Anand, 2019) Contemporary social activism is therefore different comparetktades ago.
Reasons for this include the rise of social standards gneéext at i ons about bra
as well as the rise of technology. For example, social media has a substantial impact on how
social expectations are shaptase daysFurthermore calls for boycotts and/or protests
against companies are more easily spread online and can raise awareness for social concerns
across the globg.in, 2018)

According to Kotler and SarkgR018a, n.p,)social brand activisnii ncl udes ar eas
equalityi gender, LGBT, racea g e , . Ssnte demale empowerment, or feminism, is an
essential aspect of equalgwank & Fahs, 2017])t can beviewed as a form of social brand
activism. According to Varghese and Kun{@020) female empowerment has become an
increasingly important matter and is crucial for raising awareness in terms of gender equality.
More specifically it is about encouraging women to be confident about themselves and take
charge of their lives by standing to their identity and choicg®\Icoff, 1988) Hence, research
indicates that women have been evolving in terms of their careers and society which made them
more attracted to brandlsatare representing their aspiratiof®vulka, 2009 cited in Drake,

2017)

Besides the matter of equality being related to social brand actMisarman(2020)discusses

other societal concerns thae beingchallenged such as profiling coloured people. According

to Salinas(2020a) io6vDer si ty and ) dfforts arer becoomm@ inckedsi@gly
significant to various stakeholders and appe
Oneexampleas to why this is more important nowadaythis Black Lives Matter movement

which has stimulated nations across the world to actively change how they mistreated certain
marginalised cultural grouggaylor, 2020) Being initiated in 2013, this movement aims to
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eliminate white supremacy and combat poliagddity, black discrimination and racial violence
against black peopi@lack Lives Matter, n.d.)

Fighting racial injustice is a responsibility that concerns everybody, and many brands are using
their reach to create significant change. Especially companies in the mankdtisggy have a

wide platform to increase awareness and addi@sstalissues such as diversity and inclusion.

An example is Procter & Gamble whnas been evaluating their media to ensure that their
advertisements are not harmful or discriminating in any (¥aylor, 2020) Boldly promoting

topics like racial and genderclusivity could also beclassifiedas a sukarea ofsocial brand
activism.Thus, brandgngaging in this area of activisshould be wary of reinforcin@&I in

their brand strategy. Businesses focusing on a D&l stand should rather invest in global and
consistent advertising to create more awarenessathsié communicating their initiatives
solely locally and more silently which prevents an international r€@almas, 2020b)

2.2.3  Consumer perception of brand activism

Depending on how brand activism is prasti and how genuine the stance taken is, the
perceptiontowardsactivism can vary greatly amongst consumers. Several factors can determine
how stakeholders are perceiving these efforts which does not always resonate with how the
brand actually wants or plans beperceived. Prior researdly Edelman(2019)shows that
consumersre rather suspiciomndsensitive towards the genuineness of actiakenas 56

per cent express their concerns about too many firms using their societal stance as a marketing
tool to increase saleAs a result, it is apparent that brands engaging in brand activism do not
solely elicit positive but also negatieeotions that could drive consumers away. Hence, in
brand activism, a companyo6s @lthdoughrthere mighgnotal 1 s
begenuine intentions behirttar stratey (Hydock, Paharia & Blair, 2020)

According to Vredenburg et a(2020) brand activism can be perceived authentic if the
companyaligns their purpose and values with their marketing messaging and corporate
practices. If these four characteristics aireperlycoordinated, it is more likely for consumers

t o perceive a b r \want,dréliable @ral strustwiorthyn (chapsr24.1g | e
Nevertheless, this is no guarantee for a corporation to actually be perceived authentic as it also
highly depends upon their customers own views of the social norms and issues that are
challenged by thpubic starce If their own opinion and values do not resonate with the ones

from the company, it is difficult for a brand to win them oéredenburget al., 2020)Hence,

Athe distinction between the authentic and |
personally constructedo wi-authoradhresefet 8 o ma heex
(Napoli, Dickinson, Beverland & Farrell\2014, p.1091)

In contrast to sincere intentions, there are also brands that engage in brand activethdyut n

show genuine interestnor pay attentionto aligning the four characteristics, resulting in
Inauthentic Brand Activisnfchapter2.24.2) (Vredenburg et al., 2020) Fr om as consul
perspective, such inauthentic activities can also affect their overall identification with the
particular brand by neutialng possible positive associations that they had before dihe to
companynot staying true to their values and personality. Another factor that can negatively
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i nfl uence t he csisthenumeroscOmpanes takmgtheisame social stance

as it can appear that these are only feeling pressured to take actions and follow a trend, trying

to copy othergHydock, Paharia & Blair, 202®,redenburg et al., 2018)his makes consumers
scrutiniekabr anddés moti vati ons (Mperhan,2@0)t he acti vi sm

Beyond that, consumer trust plays a vital role in brand acti{imedenburget al., 2020)

Overall, consumers are trusting brands that stay true to their pa@tmsrman, 2020rnd

have a cleapurpose that isarried outwith sincere intention@Napoli et al., 2014)81 per cent

of consumerstatethat they must be able to trust a brand to do what is right, being a crucial

factor in their purchasing decisioviet only 38 per cenactuallydo trusta brandbased orits

impact on societyfEdelman, 2019) Such di strust, generated b\
marketing messages or wekashing, can also have a severe impact on the genuine and
authentic brand activism efforts thtatily aim to create societal change. Thus, consumers are
expecting brands to not make empty promises and walk the walk by taking actions that make a
real differencgVredenburg et al., 2020)

This trust as well as authenticity and credibility are particularlisktwhen consumers do not
expect a brand to engage in brand activigxa this unexpected activism can overwhelm
consumers, their interpretationssafchefforts tend to be more extreme. Fundamentally, their

reaction i s dependeewerpergeioes theivivlatian obseami ngrmsté h e v
b e(Wredenburg et al., 2020, p.453Y¥hile disputed social norms in brand activism can be seen
as a personal t h r e edandtweltbding ley same, otheusmay psvde i den't

it as harmless and favourable. Thus, brands that do not have a (long) track record of brand
activism are operating on a fine line between consumer delight and outrage. The ahdnces

risks to elicit a more extreme reaction in either direction are gigh, resulting in total support

or allegations of deceptigWredenburg et al., 2020 generation that is particularly concerned

and sceptical towards brand activism claims and practices are millennials. They ardy

paying attentionto the actual product®ut go beyondthis by obseringt he compani e
(un)ethical behaviourThis is why millennials do not hold back in regatd rewardingand
supporting(buycotting or punishing (boycotting) companies, depending on how they resonate
with the [(Sheity) dedkataramaibho&sAnand, 2019)

As highlightedin the literature, the perception of brand activism can differ across consumers.
Due to authenticity being key to this concept as well as finding an answer to our research

guestion, we want to measure the dmomdsxtomer s o
do so, Morhart Malar, Guévremont, Giraiml and Grohmann(2015) have developed a
framework calledheé PBsAc al e 6. | n (2015, p.208%oenfti enxet the Bxféneays

to which consumers perceive a brand to be faithful toward itself (continuity), true to its
consumers (credibility), motivated by caring and responsibility (integrity) and able to support
consumers in being tr uContituity makesearrare buthensicagis y mb o
refers to the companyds ti melessness, herit e
existence(Beverland, 2005; Morhart et al., 2015) A~ branddés <credi bil it
willingness and competence to stand by its promises as well as their ability to be transparent
and sincere towards customékdorhart et al., 2015)This dimension can also be related to
brand quality as this concerns howraziel& si nes
Lassar, 1996)Furthermore, integrity determines the extent of authenticity by addydssm
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well a brand adheres to their values and exaswinether they truly care for their customers.
More specifically, an authentic brand should not have a commercial agenda and is rather
actively talkedabout by people who feel intrinsically encouraged to dd/soshart et al., 2015)
Lastly,symbolismi s d e f thensgniboli@a cpialitfi of the brand that consumers can use to
define who they a({Morhaotetalw2005, g.203Fhis dimensiommayp t O
represent a variety of values, responsibilities and relationshaée 1 provides an overview

of the 15 items that eachimension onsistsof.

Dimension Item

=

A brand with a history

- A timeless brand

Continuity : .
A brand that survives times

A brand that survives trends

A brand that will not betray you

Credibility A brand that accomplishes its value promise

An honest brand

A brand that gives back to its consumers

_ A brand with moral principles

Integrity

A brand true to a set of moral values

A brand that cares about its consumers

A brand that adds meaning to

A brand thateflects important values people care about

Symbolism . :
A brand that connects people with their real selves

=8 E=S) —a EoSy 0 Eeay —8 EeS 8 =S A geay -8 aen

A brand that connects people with what is really important

Tablel: The dimensions and items of the P&#le(inspired by Morhart et al., 2015)

According to Morhart et al. (2015) it appears that when consum
authenticity, they closely examine the orgar
insinuates that the brand is actually walking the watkwe are examining the perceived level

of authenticity in the brand activism context, tbar dimension®f PBA seem to be suitable

for this thesis and thus wille applied and implemented throughout discussionn chapter

5. Thesedimensions serve as a guideline and overlap witltother mentionedfactors(e.g.

trust, intentiong that determine the perceived authenticity of brand actiyMiorhart etal.,

2015)
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2.2.4  Brand activism categories

As mentioned previously, brand activism can be perceived in various ways. Hence, it is
important to clearly distinguish between the level of authenticity ofa rprdcisid activism
by elaborating upon the @st essential categories of brand activism.

In their theorydriven typology of brand activism, Vredenburg e{2020)actually explairand
differentiate between fowategorie®f brand activism, namelgbsence, silence, authentic and
inauthentic Two of these were further focused iorthis thesisvhile all four ofthem sere as

a fundamental base to estableshew category later ofthapter 2.2.4.3Fach of Vredenburg

et &020)06asegoriesare represented by one of the quadrants in the formedthywinwo

matrix (Figure3). In order to position brands in the suitable quarter, the typology considers four
key characteristics that brands s herodogl i de al
purpose, valuesnarketingmessaging andorporatepracticeqVredenburg et al., 2020)

Prosocial corporate practice

A
High
Q2 “Silent Brand Activism™ Q3 “Authentic Brand Activism”
Low activist marketing messaging High activist marketing messaging
High engagement in prosocial corporate practice High engagement in prosocial corporate practice
Explicit prosocial brand purpose and values Explicit prosocial brand purpose and values
Potential authentic brand activism Framing and driving solutions to problems of public interest
Activist
marketing < >
. Low High
messaging ©
Q1 *Absence of Brand Activism” Q4 “Inauthentic Brand Activism”
Low activist marketing messaging High activist marketing messaging
Low engagement in prosocial corporate practice Low engagement in prosocial corporate practice
Lack of explicit prosocial brand purpose and values Lack of explicit prosocial brand purpose and values
Authentic brand activism opportunity Deceptive or opportunistic decoupling (woke washing)
Low
Figure 3: Typology of brand activisifV/redenburget al., 2020)
Il n this context, a bkeyiadcatdssas tp whetpeoasbeand issseea ase o f

an authentic activist and focuses on how the busowdsibutes to the society and community

(The British Academy, 2019)A purpose can be perceived as a supportive tool to educate
society whik it can also give brands a sense of responsibility to induce clidfa@man,

2020) I n ter ms of t&s cricialsoialige tbeswith theavhlueedd the socio

political stance that they are taking. Some consumer groups can therefore be more attracted to

a brand whereas others might ffeel di sconnec"
values anymie. Messaging as a key characteristian be defined as the a
messages, communicating a certain -decisonoon whi
When the other three factors are coherently adhered to, the messaging can help to establish
positive brand equity. Final] the practices of brands refer to how they actively support the
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prosocial cause and how this is interpreted by their stakeholders. These actions should also
represent the established purpose and vdMesienburg et al., 202@nd can be perceived
subjectivelyin regards to the public staiflisenberg, 1982 he extent of the societal impact

varies depending on how deeply the practices are integrated into the brand as a whole. When
either one othese four characteristics is lacking or missing, brands have a higher risk to be
perceived inauthenticOver al | |, t hese four characteri sti
authenticity level and identifyits brand activismcategory (Vredenburget al., 2020)
Nevertheless, the relationship betwsanhfactors is often obscure or might overlap in practice
(Wettstein & Baur, 2016)Therefore, it can be difficult to classify a brand into one specific
guadrant.

In the typology matrix Kigure 3), each quadrant embodies a distinctoategoryof brand
activism. Quadrant one (Ql) entails O6Absence
have not implemented any of the four comeots as well as are also not likely to do so in the

near future. Hence, customers do not have high expectations for the respective brands to engage

in any form of activism. However, since nowadays society continues to pressure companies to
take a stancesuch corporations are making an effort to become more involved in activism
(Vredenburg et al., 2018, 2020h these cases, transparency is key to convince customers to

trust the brands and that their efforts to develop activist characteristics are gébwujne
Bhattacharya & Sen, 2010)his can be challenging as these brands have no sugahtation

or track record relating to brand activigiredenburg et al., 2020)

The second quadrant (Q2) covers O06Silent Bran
guarter are actively supporting societal issues by integrating them into their core and purpose.
Mostly, they have a reputation of a leteym commitment to pros@d practices but behave

rather discreetly and behind the scenes. These brands are generally smaller with a low influence
on the marketpl ace. Merely the Omessagingb6 ¢
communicate about their commitment antlars. The risk of a silent brand activist to become

an authentic one is rather low as it solely involves adjusting and increasing their marketing
messages. Furthermore, these brands have already been loyal to their purpose, values and
practices over a laptimeframe which also decreases the threat of scept{®sedenburg et

al., 2018, 2020)

Quadrant three (Q3) i s f ocThsguadiantonoludéshrandr e nt i
that have been able to truly align all four characteristics and are therefore perceived to be
authentic. Authentic brands are the most superior ones compared to other types of brand
activists as these can provide the strongemtd equity results as well as act like catalysts for
societal issue@/redenburg et al., 2020These brands also have a lower risk to evoke negative
feelings amongst consumers as they have an appropriate track record to justify their actions.
The messages ofish brands are rather precise and straightforward instead of making general
and inadequate claims which can be complicated to substaf\is@enburg et al.2018,

2020) AuthenticBrand activisn isfurther elaborated upon in chapter 2.2.

0l naut hentic Brand Activismd which is |l ocat:
communicate their support of societssues. However, their values and/or purpose do not
correspond with theocietalcause as their corporate practices often do not reflect their efforts,
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or they actively hide them. As a result, co
activism as dceitful, inauthentic and phony, consequently evoking negative brand equity. Such
companies act unethically and can thus harm or delay the process of making positive societal
changes as they may confuse consumers to trust any type of brand activisrhe exghentic

one. As further described in chapter 2.2, InauthentidrandActivism can also be categorised

as oO-wa & ke (Vredeiburg et al., 2018, 2020)

Deriving from this typology (Vredenburg et al., 2020n n d ot her aut hor s
(Bhattacharya & Sen, 2004; Kotler & Sarkar, 2018arihrt et al., 2015; Sobande, 2019¢

focus on three key categories of brand activikming the remainder of this studn the one

hand, one of these is OAuthentic Brand Acti v
strive and aim for the ost when intentionally engaging in activism. On the other hand, the
aforementioned 61 naut {cadledbvokewaghingis ahotharccentral i s moé
category as such brands are lacking genuine practices and interests, making it important to be
recognised and comprehend their perception. Finally, we contribute to the research by adding

on a newcategoryof brand activism, namely our$0a | BrandActivist Aspiransd , whi c h
refers to brands that shift their effoftem a noractivisttowards a brand activist approach.
Thiscategorycan alsonotbE ound i n Vr e(@02Mnmwixyet Hente, fam ourd s
perspective, such brands have sob@enneglected by previous research, making it apparent

and of high interest t 020208 Sst eadite dB.r avide dAecrt ki
0OAbsence of Brand Activismdé are of no furthe
easily identifiable by consumers, a1 the lattey basically brands thato not practise any form

of brand activism. Hence, the perception of thesevi® notconsidered throughout the rest

of this paper.

2.2.4.1 Authentic Brand Activism

Within brand activism, authenticity is vital for companies in order to be able to achieve
marketing success as well as to create an impact or change that they want to achieve with their
commitment. Moreover, as consumers are confronted with an enormousitanicontent,

they look for authenticity in brands as a differentigtdorhart et al., 2015)These demands

are leading to brands feeling an increasing pressure to noslolycase their commitment
superficiallybut also in an authentic manner, supported by meaningful a¢Bobande, 2019)

This is also reflected in previous studé®wingthat consumers only @htify themselves with

a brand if its efforts and activities are observed to be authentic, belie\ppograys itstrue

values and charact@Bhattacharya & Sen, 2004 arketing scholars like Moormg2020)and

Kotler and Sarkaf2018a)alsoemphasise the significance of authenticity when taking a stance

as well as the risks that come along with acting phony or bé&guscularly Moormar§2020)
believes that too many brands are too focused on the perils instead of concentrating on the
possible progression and benefits of engaging in brand activism.

In the context of brand activism, authenticity is givghen brands fulfil and align four key
characteristics, according to Vredenburg ef2020)which are defined to be essential in order
for a companyds act i taoldng atthestthe cope purpose and waldesa ut h
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are seen as a reflection of employeestaide br and promi se as wel | 3
interests are approached and integrated by the firm. Marketing messaging refers to all types of
communication that circulates from and about the brand whereas the corporate practices include

the stakehold r s 6 p stowaredytheseaetivities. If the purpose and values are matching

with the corporate practices and marketing communication, it can be said that a brand engages

in authentic brand activisrfivredenburget al., 2020) He nc e, Afeach of thes
influences, deter mi nes, and builds on one at
(Vredenburg et al., 2020, p.449)ith this alignment of all four characteristigs place,
stakehol ders are prone to perceive the brand
(Vredenburg et al., 2020T0 ensure and preserve this perception, brands should step into the
consumer sO0 perspective t o xpeotatienstewara@sthe supgore i r i
of the chosen caug®lorhart et al., 2015; Vredenburg et al., 20ZDhis also pertains to the
comprehensi on of iiyoftheir braadediproductoand sarvced) as well asc

its drivers @Jorhartetaln 30é50m28ln c e s 0

Lin (2018)coincides with Vredenburg et #2020)in terms of the importande build a strong

purpose as a solid foundation to authentically engage in brand activism. Hereby, he stresses that
the purpose must be rooted in the core identity of a company as well as go beyond the overall
goal of profit realisation, expressing thewgs and mission genuinelyhis authentic depiction

is also likely to have a positifempfdégeeés ono
more productive, customers to be more loyal, and investors to be more patient with the

c 0 mp gliny2018, p.1597)

2.2.4.2 Inauthentic Brand Activism

Unfortunately, not all brands are pratig authentic brand activism and have a genuine interest

in supporting issues and causes through a vane purposelriven marketing strategyAs

previously mentioned,ueh inauthentic brand activisefforts arealsoreferred to as soalled
avoke-wadingd (Vredenburg et al., 2020)This practicederives from the African American

term 6woked which stands f or (berberh2020Hermek e and
a company that is oOo6woked is challenging str
oppression by showing solidarity or resistari®bande, 2019; Vredenburg et al., 2020)
Contrary, firms are wokewa s hi ng when they are fdattempting
concerned with i ssues o(5obandee29lal27dfityouganotdt s o C i
showing commitment to these and having an obscure, undetermined or even no track record of
practices concerning social iss®sedenburg et al., 2018By adopting adequate political or

social values and causes, brands aim to positively influence the position and marketing of their
products or even hide exploitative business procgssadert, 202Q) This imbalance points

out the discrepancy between the communicadiod actual implemented practi¢¢sedenburg

et al., 2018)

Referring back {(2020)&lignedickamattaristics ofautherdid@bd &ctgvism
(chapter2.2.4.1), wokwas hi ng i s fAexemplifying inauthent
mar keting messaging about the focal sociopol
val ues, and c @regeocburg ¢t al., 2020apc4d3h addition, Morhart et al.
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(2015) highlight that inconsistency as well as a lack of transparency and honesty can make a
brand seem to be inauthentgith such missing or detached factors, it is almost impossible to

be perceived authentic and it takes time and effort to develop a p@sfwoeiation to brand
activism. Also, for brands with little or no established record of previous corporate practices it

is tough to build up an authentic image, especially when lacking appropriate messaging,
purpose or valuegvredenburg et al., 2020However,as mentioned in chapter.23, even

actual authentic brand activism can also be perceived deceptive if many brands take a stance on
the same issue, appearing to be a marketing(plgglock, Paharia & Blaj 2020; Vredenburg

et al., 2018)

As more and more brands seem to become brand activists, their underlying motives are
increasingly scrutinised in terms of truthfulness and credibfMsedenburg et al., 2018)
However, for stakeholders it can be difficult to identify when brands are gigctvoke

washing as it is not always obvious and rather hidden iin tharketing and PR practices
(Ashton, 2020) Indicators for them to identifguch brands can be the timing, type of actions

and frequency of brand activist efforts. In terms of timing, it should be obsetvettherthe
corporation is only acting on trending topics that obtain high awareness at that moment or if it
is also using itsgreat influence to highlight other topics that are rarely talked about.
Furthermore, the type of action can indicate the genuineness of a corporation as it is a big
difference if a brand is only communicatitihgpir stancer if this is followed by concretactions

that are implemented in any case. Finally, the frequency clearly showcases if brands regularly
act on issues that represent their values or if it is aoffnstunt (Bbhmer, 2021) Such
inauthentic oneff stunts are not sustainable and can have crucial negative impacts on the
corporation in the |l ong run as well as ser
commiiments by destroying the trust in market{@riste, 2019; Mahdawi, 2018; Vredengur

et al., 2020)Kotler and Sarka(2018a)also highlightthatinauthenticityis the greatest threat

to brandsas it hasa negative effect on brand trustis lack of trust which is due to vague
marketing messages and business practices, results in brand activism efforts being less likely to
generate actual social chan&edenburg et al., 2020)

In the literature, Pepsi is named as a best practice exampheatdhentidBrandActivism. In

2017, one of the brandds campaigns wit-h real
opted imagery of a peaceful protestor facing down armed troops and made light of the [Black
Lives Matter] movement, as Jenner delesta can of Pepsi to police and the protest turned into

a bl oc KVregeaburg gt@l., 2020, p.451) Wi t hout any relation o
values as well as brand activist communication to this movement and the relateg histo
(Vrederburg et al., 2020the brand was publicly accused of an inappropriate representation by

Apl ay[ i ng] down the sacrifices peojfVicter, have
2017, n.p.) After first publishing a statement supporting the intention of the campaign, Pepsi
backed down and apologised for the controversial advertisement. As a consequence, the brand
took down the campaign and paused the further ro{Miator, 2017)

As demonstrated in this example, inauthentic brand activism can have severe conseqaences
create a substantial backla@hetty, Venkataramaiah & Anand, 2018esearch shows that
inauthenticity in itself is enough teegativelyaffect the brand as well as its products. As a
result, consumers might not wish to be associated with such hypocritical actions and eempani
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(Hydock, Paharia & Blair, 2020) Wi t h todayds power of t he
plattorms, companies are facing an increasing pressure as their actions are constantly observed.
For instance, they have to fear negative vidgaisg viral or trending hashtags as these can
reach billions of people globally within seconf(lsn, 2018) To penalise brands for their
unethical or careless behaviouragtices and motives, consumers may even call for a boycott
which translates into a loss in sales and decreasing stock (#Ibescht et al., 2013; Shetty,
Venkataramaiah & Anand, 2019)

2.2.4.3 Brand Activist Aspirants

As mentioned previously, many brands fieel need and pressure from society to take a public
stance on societal issues. Thus, numerous corporations get involved in different public topics
and position themselves by stating their opinions or taking corresponding actions. This has shed
a light on bands that are authentically engaging in brand activism (chaptérl}.as well as

the ones that are wanting to be perceived this way but end upspgetioke-washing.
However, these definitions are only taking into account the brands thdiagea good job as

well as the ones that are trying to but fail due to poor implementation. Besides these brands, we
see many companies that only spoke up recently without having any track record of brand
activism, indicating that these expressed beletsv e not been i ntegrated
core initially. Hence, we believe that there is the need for a defined intermediate level of brand
activism which refers to brandgho are newcomers to brand activism anel shifting from a
nontactivistto an activist approach. Stemming from the idea and term of the-pocmise
immigrants (chapter 2.1.3.8Yila & Bharadwaj, 2017)ve define such shifting brandsBsand

Activist Aspirants.

According to the Cambridge English Dictiona3021) an aspirant i's fAsol
much wants to achieve somethingo as awealslo as
(Merriam-Webster, 202). These definitiongreatly describe our idea of Brand Activist

Aspirant asin this context, we refer to brands that take a stance for the first time and by that
want to achieve a certain perception and image on the market. More prebessdyggirants

arebrand that hare not yet implemented any activist engagement and/or aligned vital factors
such asVr eden b ur 020 four key characteristic§prosocial purpose, values,
marketingmessagingnd corporatepractice$ but aim to engage in brand activism audhpt

their behaviour accordingly. Hence, similar to the sopiapose immigrantqVila &
Bharadwaj, 2017)BrandActivist Aspirants initially do nofollow a value and societydriven

strategy as well as intentionally takestance in regard to a societal issue. As the literature has
shown(Morhart et al., 2015)onsstency is key in brand activism, and enforcing such a strategy
should be well thought throughThus it is vital to gradually implement these key
characteristicsrequiringendurance angersistencéVredenburget al., 2020)While being in

this transitioning modéBrandActivist Aspirants are vulnerable, and their commitments can go
either way depending on how well they implement their strategy.

Unlike sociatpurpose immigrant®&randActivistAs pi r ant s do not necessal
that are good corporate citizens and are committed to progress on environmental and social
g o0 a (VBad& Bharadwaj, 2017, p.96)Additionally, ana s pi r ant 6 saspelliaor hi s
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imagemight have arffect onits level of perceived authestty as e.g.,a negative track record
of actionstransmitsa weakbrandimage.

How exactlyandif this track recordactually influences the perceived authenticity Bfand

Activist Aspirants has not yet been proven. Thus, with our study, we want to foktestigate

and examine such shifting brands and scrutin
authenticity from the eyes of female millennial consusmer

2.2.5 The outcomes of brand activism

Brand activism can lead to favourable outcomes for bothdsi&hetty, Venkataramaiah &
Anand, 2019)as well agheir customergMukherjee & Althuizen, 2020; Sen & Bhattacharya,
2001; Shetty, Venkataramaiah & Anand, 20E®r brands, amefavourableoutcomesnclude

positive impacts on marketing resulespossiblecompetitive advantag@lcariz, Caceres &

Pérez, 2010; Du, Bhattacharya & Sen, 2007; Mantovani, de Andrade & Negi&),abd
increasing sales due to a higher consumer purchase inté@d&okerOlsen, Cudmore & Hill,

2006; Chang & Cheng, 2015; Mukherjee & Althuizen, 202@preover, brands who align
themselves with a worthy cause that simultaneously matches with their values are expected to
experience an increase in positive wofemouth (Thomas, Mullen & Fraedrich, 2011)
Beyond that, companiebehaving socially responsible are inclined toortray a more
satisfactory brand imag@u, Bhattacharya & Sen, 2007; Ulke and Schons 2016, cited in
Vredenburg et al.,, 2020) An i mproved i mage is also positi
actions that highlight their trustworthineshlas longterm responsibilities towards societal
causes as well as donations. By presenting this dedicatiousiness is more prone to be
perceived sincere and legitimate which consequently increases the likelihood of gaining a
positive brand imag@Alcafiiz, Caceres & Pérez, 2010)

Furthermore, Vredenburg et §2020)reflect upon atsonger sense of brand equity as a result

of ¢ o mp a-ermecen@mitrheat megarding their societal stance(s) which resonates with

the philosophy of Kotler and Sark@018a) As stated by Kellef1993, p.17)ii C u s t-basad r

brand equity occurs when the consumer is aware of the brand and hold$asoorable
strong, and uni que br Whencorseners percaeivie suchnrbgeands as me n
ethical and sincere to their values, positive connotationseviqus and future campaigns are
connected to t he ofhebrandVnedenbudg etkain 202J) e d g e

Brand activism can also be used by businesses as a disruptive st@teggxample that

managed to successfully implement this is the-feawous brand Oatlyhich, with the help of
activism,evolvel from a functional, ordinary brand into a socially significédch, 2020)or

even o6iconicd one due to i(Ho#, 2491 d positionin

From a consumer 6s perspect i v eypportdoeigtal gaisg i ng v
that aligns with their values, can help satisfy their fundamental personal needs such as their
selfenhancement and sa&bntinuity (Sen & Bhattacharya2001) The stronger consumers

resonate with a brand, the greater their perception and willingness to advocatdduoinig) a

higher selbrand similarity therefore also impacts the extent to which consumers identify
themselves with the brandsAa reslt of amore positive relationship between the brand and
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the consumera company can attalvetter marketing resuli®lukherjee & Althuizen, 2020)

For example, such customers are willing to pay a premium price for products or services from
activist brands due to their high emotional bond with the hrgaohg beyond the pricing
rationale(Shetty, Venkataramaiah & Anand, 2019)

However, brands prasing brand activism can also experience negative outcomes ithegse

do not properly aligntheir behaviourwith their core therefore bimg perceived as sheer
advertising and marketing effortsy customersSuch experiences can stimulate customer
scepticismas campaigns might be perceived ethically doubtful and manipul@iveng &

Cheng, 2015; Shetty, Venkataramaiah & Anand, 2019¢re is also a high probability that the
company potentially alienates certain groups of consumers as they might not resonate with the
corresponding caus¢Bhagwat et al.,, 2020; Hydock, Paharia & Blair, 2020; Shetty,
Venkataramaiah & Anand, 2019; Vredenburg et al., 2088)previously mentionedpoor
implementation methods camoke boycotts due to contrasting norms, values and b@iad,

2010; Basci, 2014) Henc e, unf avourable outcomes can d
image, affect customer perceptions and decrease purchase int¢kteins Smith & John,

2002) Misleading claims through marketing and advertising may also result in customer
confusion(Vredenburg etal., 202@nd can negatively affect the
(Mukherjee & Althuizen, 2020)Thus, it is important to be concrete about statements and
actions as well as set measurable objectives
to forge social chang@/redenburg et al., 2018)

2.2.6  Brand activism in fashion and lingerie

Fashion is a powerful tool the&n beused by individuals to makepalitical statemenandcan

even unite peopléo raise awareness far societal cause. sAmentionedoreviously this is

especially relevant n  t o d a ystheeit is essentiafor yoth brands and consumeos

engage irthe larger conversatiofiPaker, 2019) This conversation includes matters such as

the cultural pressure to incorporate inclusivity, feminism and highlight activist activities like

the 6Me Tood movement whi ch (msehdo.n20x)Asamahyi ght ¢
brands are standing up for such societal issues, not plenty enough are actually taking actions
nor precautions to make sure that these situations are awoittedlfuture. Nonetheless, there

is an increasing number of compangestinginvolved with similar matters bgromoting for
instancegender equalitynitiatives (Ferrante, 2019)

In the fashion industry, designers and bloggers have taken active approaches by creating, for
example, numerous collections tlhatinspired by or dedicated to societal matt&schissues

are further reinforced by fashion consumers who are spreadingreega across social media

to show support and drive change worldwiBleand activism in fashion can even been used as

a strategy to oppose a new governtnardthereforecanhelp to advocate foa better futuréor

an entire natioiBeltranRubio, 2019)Beyond thatfashioncompaniedhave to be persistently
considerate of how they engagébrand activism and ensure that their promises are supported

by ongoing actions to avoid being perceived inauthgBtiappard, 2020)
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Advocating for equal fairness and social justice amongst fashion consumers has only increased
further due to the COVIEL9 pandemicFor examples,isnce t he beginning
outbreakat the end 02019 fashion consumers have bemrerallmore comscious of lowpaid

fashion workers who struggle to pull through the crisis. Therefore, brands are pressured by
customers to provide better work conditions and cease exploitation. Due partdemic

brands are also more flexible in their employment asyrogerate remotely which can provide

an opportunity to adhere better to D&l objectiygkKinsey & Company, 2021Beyondthat,

D&l is alsoseenimportantin terms of simg as theoutcry for body positivityin fashion
increasesOn the American market, most companies only sell clothing up to sizeitt?
everything above beindefinedas plussize. Against thatactually 68 per cent of US women
weara size 14 or aboyenaking the averagemalea 6 -pide wanan 6rhereforecompanies

are urgedo not overlook thidarge group of consumeemnd incorporate a wider rangey
adopting inclusive sizing tmclude females of every siZBlunkett, 2015)

Prioritising D& is alsoparticularly important in the lingerie markdie to model®eingmore
exposedandonly scacely dressedtompared to fashion models in genefidiis isreinforced

by consumeravho desirebrands to shovased r ewarhed of different body types over the
ones that are portrayed by the perfectly looking, retouched mebelwear size zer@Breaux,
2018) Theseskinny modelshave beenportraying an unhealthy beauty idealhich has
remained almost the same over the past two dec@blese beauty standards can be defined as
slim women with a thin waisflat stomachsmall hips,skinny legs, flawless skiand large
breasts(Groesz, Levine& Murnen, 2002; Harrison, 2003; Owen & Lauw®tller, 2000)
However,suchstereotypes are no longappreciated n t o d a y écensumercwaettoy a s
feel representelly more realisticvomen This isespeciallythe case folingerie brandswith
consumergrioritising those that highlight body positivity, comfortalpeoducts and a great fit
(Rapp, 2019)One reason for this a societal push towards more inclusfeeminism leading

to women wanting companies to integrate a higher puippgeg.,vouching fordiversityand
social activism (Breaux, 2018) These rising consumer demands éurther reflectecby a
surveywith 1.500 American participants conductedAxgcenturg2018b) Here, @proximately

70 per cent of theurveyednmillennialsranging from 21to 37yearolds staedthattheytend

to purchase from brands promoting diversity and inclusiatier the oneghat do not
(Accenture, 2018b)in fact, somelingerie brandgecognisethatthe mindset of tis younger
generation is changingnd that consumers expect to see various sizestapmbstherefore
making it their priority tashowcase more diversity and inclusivigunkemdller, 2021a)

An exampleof a lingerie brand that successfully showcases diversity and inclusion is Savage x
Fenty, founded by the singer Rihanna in 2017. The brand actively touches upon societal topics
such as feminism, body positivity and female empowetrbgri.a. portraying mods of all

body shaps and nationalitiegWhite, 2020) This point of view has contradicted various

lingerie brands for many years as previmesgearch presents that braadsociate larger models

with a negative brand image and that stereotypical thin models are often identified with social
acceptance and success. However, besides bra
is alack of empirical researdctuallysupporting these clainfgvatson, Lecki & Lebcir, 2015)
Nevertheless, this vision is changing as an increasing number of lingerie brands is making an
effort to represent their consumers in a more realistic and inclusive manner. Such brands are
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providing a broader size range and show more racial and bodgitivertheir communication,
tackling societal issues such as size and racial discrimin@eiers, 2018; Rapp, 2019)

These activist initiatives can also be viewed as a response to the social movement of body
positivity. This movement drives upon the ideology that anyone merits a positive attitude
towards their body. Itmessage has manifested itself by, for instance, individuals sharing their
cellulite, stretchmarks and love handles on social m@giabery, 2020) Brands doptingsize
appropriation contrast body positivity by pr
target audiencstilr e mai ns &6 n or ma |IThisimplies thal they donnst @atuelly s .
adjust their sizing and gragjrsystemsmaking it a marketing plo{Peters, 2018)Another

positive example of a strong supporter of the bpdsitivity movement is the lingerie brand

Aerie who incorporates hideology in their own philosophy by focusing on realness and
stopping to retouctheir picturedBenberry, 202Q)

I n response to consumerso demands, many f as!|
body positive activists to communicate social acceptance for all body types and challenge the
stigma of the oldas hi oned ¢ p(Benderyc20H))Hbowe\try it is yet to become

apparent whether these companies are actually creatingtaesards and adjusting their entire

brands to it or if they are simply jumping on the bandwagon without making the necessary
efforts (Peters, 2018)

2.3 Key takeaways

Summarising the literaturdorand activism is a phenomenon descending from eaalated

mar keting as well as CSR and is becoming an
Ever snce CSR emerged in 1958espectivanitiatives havecontinuouslyevolved over time

due to higher pressure on companies to respond to economic and social Mattetiseless,

CSR effortsstill remain solely marketingand corporat@riven actions whereasbrands

nowadays are becomimgoresocietydriven, indicating that mere CSR practices do no longer
suffice. Integrating a higher purposestronglyassociated with societyriven businesses and

can therefore also be affiliated with brand activism. As the ervems towards societiasues

increases, more and more brands are attempting to pursue gosopa@de strategy even though

they have grown thus far without having such a vision. These companies are referred to as
O0sopumnpose | Buwhbgndsawnttdhd.a purpose concentrate
relation to society while brand activism emp
work towards change.

Overall, brand activism can be defined as a marketing strategy that helps bidiffdsctatiate
themselvesn their markgblaceby standing up for societal and politicancerns For brand
activists it is crucial to ensure a clear alignment between their actions and core identity when
taking such astanceHavingan appropriate alignemt alsoprovidesa higher chance to result

in a greater influence on society which is ultimately the end Noaletheless, adopting a brand
activist strategy is perceived to be a relatively risky and disruptive approatsteutrality is

no longer an djon for brands that aim to remain relevant in the future due to the rise in
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cust omer sO expe cldeade itoobe succassfirandsshoull bedpsepared to
make a longerm commitmentvhile remaining true to their purpase

Some activists are morengagedin a particular area of brand activism such as social,
workplace, political, environmental economic or legal activism. Especially the area of social
activism experiencegscreasecawarenes terms ofsocial standardsandatand s 6 behavi
compared to previous decades. For example, brahdsire publicly embracing diversity and
inclusivity can be specified as social activigtsich is becoming extremely relevant in our
society.

Besides these various areas of brand activism, activestdscan also be perceived and
classifieddifferently. Therefore, Vredenburg et §2020)established theorybasedypology
classifying brandsinto four different categoies of activism including absence, silence,
authentic and inauthentic. In order to determine wtdategoryrepresentsaa brand most
appropriately, the frameworkilises andveighsfour identifiedkey characteristichiamely the
or g ani praesocialpurpdss, valuesnarketingmessaging andorporatepracticeswWhen

a brand appropriately aligns all four characteristics, it can be considered autRentilcis
dissertation, solelywo of these existingategoriegrom the frameworkwere focused on and
investigatednamelyAuthentic andnauthentirand Activism Particularly authenticity is key
for businesses to reach thbmand activisnobjectives andanoften differentiatea brand from
its competitorsTherefore the four dimensionf PBA (continuity, credibility, integrityand
symbolism)developed by Morhart et §2015)will be utilised in @mbinationwith Vredenburg
et @020)tymlogyin chapter 5allowingustoe x ami ne t he comradmer s o
authenticityin the context ofbrandactivism

Apart from these two categorie&ythentic andnauthentic Brand Activisi we establishec

third categoryo fill the identified gap of transforming branadsamelyBrandActivist Aspirants
These brands are similar to the sogiaipose immigrants as they have not taken a brand activist
approach beforbut are recently making an effort to take an active stance regarding societal
issues. They are more prone to criticism due to their lackxpérienceregardingactivist
engagemenand havenot yetproperlyincorporaed all of the aforementioned characteigsti

The future of these aspirants is highly determiapoh how well they integrate their activist
strategy and align their core identity with the societal cause.

Nonethelessif brand actiism is implemented appropriatelyrdnds carbenefitfrom e.g., a
competitive advantage, higher salasd positive wordof-mouth. It can also reinforce a
companyo6s rcasetdeyaregenuindlygedicated to a societal cause for a longer
periodof timeor used as disruptive strategy.hereforein orderto experience the advantages
of brand activism,compmnies are required taarefully considertheir strategy since
misalignmentscould also lead to negativeffects such asalienating consumer groups or
provoking consumer boycotts.

Finally, put into contextbrand activism is becoming increasingly popular in the fashion and
lingerie market. Throughout the past years, fashion has been utilised to make staechent
canthere or e be seen as a significant part of to
identifiable trend of consumers demanding fashion brands to adopt a more inclusive and diverse
approach. This haalso been particularly important in the lingerie indysas consumers

29



strongly value representability and prefer brands standing up for body posatidtjemale
empowermentHence a growing number adingerie brandsretaking an activist approacim

terms of body positivityand aspire to empower women by conveying social acceptance for all

body typesHowever time will showif these brands aractingauthenticallyand in it for the

longr un or i f they are merely adhering tso soci
and thus presenting inauthentic behaviour.

3 Methodology

This chapter presents an outline of and justification for the methodological approach that has
been taken in order to answer our research question. Adhering to the structure of the research
onion by Saunders, Lewis and Thorni{2009) we commence by introducing the resbar
philosophy, approach and design, followed by the data collection method that gives an insight
into the chosen method as well as the selected industry, participants and brands. While the data
analysis explains the examination process of the collectegtialathe final twasectiors refer

to the quality of our research, includitige authenticitytrustworthinessnd reflexivityof the

study, & well ashe ethical considerations.

3.1 Research philosophy

The research philosophy is a significant facet of aaeh strategy as it reflects upon how
knowledge is elaborated upon and where it originates from. The philosophy depends on how
the researcher perceives the world as well as the relationship between knowledge and the
process through which it is establish€bnsequently, it affects the remaindéthe research
project since the philosophy influences the
assumptions that follow(Saunders, Lewis & Thornhill, 2009)These assumptions are
determined by t he s anblagywhictdase batmirhportamt fpatureaofd e p i
research strategy but are generally incorporated in the backgi®astgrbySmith, Thorpe &

Jackson, 2015) The ont ol o g yphibsophiogasasssimptioms aidutThie eajure of

r e a |(RasterbgSmith, Thorpe & Jackson, 2015, p.4¥hereas the epistemology explains

the nature of knowlegk and what assumptions are considered acceptable in a particular field

of researct{Bryman & Bell, 2015)

As visualised in the four rings mod@tigure 4) established by Easted®mith, Thorpe and
Jackson(2015) the core of a research project is the ontolddys atology consists of two

aspects, namely objectivisrmal subj ecti vi sm, Objectivism re
entities exist i ndSapndensdLews& Thofnhils 2089 ppllWhile ct or s ©
the subjectivist perspective contrasts thisviewjargn g t hat M@AdAsoci al phenom

the perceptions and c¢ on(Sagdarg hewis & Thornhtdl,289,0f s o
p.111) The focus of this thesis on subjectivism as this vision also suggests that perceptions
shape phenomena and that these are constantly in a state of flux. Our study predominantly
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concentratton consumersé6 different viewpoints t ow:
hence we ouglthe ontological subjectivism position to be appropriate.

Figure 4: The four rings model by Easted$mith, Thorpe and Jacks@2015)

Epistemology is included in the second inner ring of the four rings model and can be defined
as Athe study of theories of (Eastedoypimithdigogpe h o w
& Jackson, 2015, p.51There are two contrasting epistemologies, namely positivism and social
constructionism(EasterbySmith, Tlorpe & Jackson, 20150n the one hand, positivism
concentrates on the ability to observe phenomena and tends to involve existing theory that aids
the development of hypotheg&aunders, Lewis & Thornhill, 2009pn the other handpaal
constructionism refers to an approach that addresseplmw pl e i nfl uence t he
by focusing on what and how individuals communicate with one another whilst considering
that each person experiences a different re@grger & Luckmann, 1966; Shotter, 1993;
Watzlawick, 1984) Here, the behaviour of others is interpreted by and dependent on the
scholarés own view on reality whedfeasesdbpwsalit
meaning that they attempt to exclude their own values as much as p(3aibiders, Lewis &

Thornhill, 2009) Consequently, we approached the research as social constructionists since our
objective is to gather diverse perspectives from various individuals and provide rich
explanations about their behavioutherl epistemology is highly relevant as it allows us to
comprehend individual sd subjective experient
artificially. However, data collected through the lens of a social constructionist can be fairly
difficult to interpret as well as time consumifigasterbySmith, Thorpe & Jackson, 2015)

To conclude we determinehis epistemological position applicable as we aspire to gather an
in-depth undestanding of howBrandActivist Aspirants andAuthenticBrandActivistsin the
lingerie markearecurrently perceived bfemale millennial consumers.

3.2 Research approach

The research approach determines the relationship between theory and research and how it will
be applied in a studyBryman & Bell, 2015) Thus, tlis approach must be consistently
implemented throughout ouvesearch projedSaunders, Lewi& Thornhill, 2009) There are

three common strategies amongst researchers that affect this relationship, namely deductive,
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inductive and abductive. Compared to deductive and inductive, the abductive process is a
relatively new approach which has beeogmsed to overcome the limitations associated with

the other two processgBubois & Gadde, 2002)A deductive strategy tends to focus on
creating hypotheses from existing theory atherefore more familiar in quantitative research.
Contrarily, the inductive approach prioritises data collection and generates theory based on the
data analysis, thus is more popular regarding qualitative res@ngman & Bell, 2015)

Dubois and Gadd€002) explain that the abductive approach is a mixture of the previous
strategies and emphasises o6t heor yThdeeemsl op mer
suitable to our research peof as we strive ttesearch the phenomenon Bxfand Activist
Aspirants compared tAuthenticBrandActivists by applying and extending existing theory.

With this strategy, rich data can be collected to seek for the best possible explanation by
alternating between theory and empirical d&8yman & Bell, 2015)Beyond that, this study
follows an abductive process as it allousto unravel insights suclsanew relationships and
variables.

Having conducted a pilot study prior to this research allowed us to use the gathered takeaways
as a preparation for this thesis. The pilot was executed from January untMargtd and
provides us with some practical finds on the studied topidy complementing this
preparatory work with an exhaustive literature review, we enhanced the theoretical foundation
of this study that sets the groundwork for our data collection. Key theories that are utilised to
support our dat analysis and findings include the typolagfybrand activisnby Vredenburg

et al.(2020)andthefour peceived brand authenticity dimensicgstablished by Morhart et al.
(2015) Other significant concepts that are highly relevant for our data collentbrde i.a.

social brand activisrandauthentic brand activism. Nonetheless, we also revised and expanded
upon these concepts and theovidxdle we prepared, conducted and analysed the empirical data.
For example, the literature review helped us optimise the interview guide whitoliected
material resulted in new discoveries. Hence, the empirical research contributed to our
theoretical framework and vice versa, leading towards a rigorous outiwome research
guestion.

3.3 Research design

As stated by Easterbymith, Thorpe and Jacks¢2015) the research design is a section that
comprises an explanation and justification as to what, how and from where data is collected.
This phase is essential as it helps to convert the research question into an actual research project
(Robson, 2002)coveringthe overall intentions for the remainder of the st(8gunders, Lewis

& Thornhill, 2009) The quality of the research design will also highly influence the result of

the ultimate projectEasterbySmith, Thorpe & Jackson, 2015)

For this dissertation, we gathered qualitative data which can be characteriseehasneoc
data and tends to be interactive and interpretative in nature. In addition to collecting qualitative
information, it is usually generated by the researchers themselves as the process requires
thorough preparation, research must be conducted and often transcribed as well as other actions
must be taken. Since this type of data can be perceived as suhjdwtivesearchers should
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also contemplate how their role could potentially influence the research process. Hence, making

it important to (video)record the conversations to ensure that all (hon)verbal communication is
captured. Qualitative research invavex creative process and strives to establish an
understanding of how participants make sense of the \{igalsterbySmith, Thorpe & Jackson,

2015) Since the purpose of our study isotatain a deeper understanding of female millennial
consumersd perceptions towards brand acti vi
generate valuable insights. Hence, the qualitative methodology was decided upon due to the
nature of our research gstion as well as the selected ontology and epistemology.

Although qualitative research can provide scholars with rich data leading towards potential new
ideas(EasterbySmith, Thorpe & dckson, 2015)others have criticised qualitative data for

being too subjective as well as impressionistic. The data often relies predominantly on the
researcherds own perspective and can | ack tr
difficultt o i nterpret in terms of how and what ste
(Bryman & Bell, 2015) Nonetheless, the exhaustive data drawn from qualitative research can
reinforce the understanding process which is usefabtoprehend how indigtuals form their
perceptions and responses. Moreover, the qualitative research process is naturally more flexible
compared to quantitative methods since a researcher can adjust the research in correspondence
with emerging ideas and concerns, allowing@gpessive proceg&asterbySmith, Thorpe &

Jackson, 2015)The qualitative essence of this study contributes to the literature as there is a
relatively scarce amount of research coreddcon the phenomenon of brand activism,
especially from t henoregatcuammearkstbandplenrforp mesdntis v e s
great value.

Beyond that,our research design followed an exploratory approach which tends to be an
appropriate strategy when the aim is to discover new insights and examine phenomena from
new perspectivefRobson, 2002)It also aligns with our qualitative research design as these
methods are generally explorative by concentrating on -@meled questions, contrasting
guantitative methods which prioritises freded questiongEasterbySmith, Thorpe &
Jackson,2015) Furthermore, exploratory studies can be conducted through three common
methods including a literature review, expert interviews and focus group interviews. When
conducting such a study, a researcher must be open to adjust the direction hsoamesu
insights, consequently leading towards a more precise research(&mwsders, Lewis &
Thornhill, 2009) However, remaining open towards an increasing information load can be
difficult and timeconsuming which sometimes causessre ar cher s to | ose fo
complexity(EasterbySmith, Thorpe & Jackson, 2015)

Thus, this qualitative and explorative approach allows us to comprehend underlying beliefs,
thoughts and assumptions, leading towards the why and how female millennial consumers feel
aboutBrandActivist Aspirants anduthenticBrandActivists.
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3.4 Data collection method

This data collection methaghtails insights into our applied qualitative research medsodell
as the sampling decisions regardingselectegarticipantgchaptei3.4.1) andbrandgchapter
3.4.2.

In order toanswerour research questiothis thesigeliesonprimary daa collection
complemented by secondary data sources. Generally, secondary data is generated for purposes
other than the conducted research and can serve as an information source that provides written
insights into the studied topic. This information gaitig process favours the reseahby

saving time and money. Also, quality is usually much higher, particularly when the data is
published by companies, making it possible to gain an understasfdéxglusive information

that might not have been available otherwise. Nevertheless, it is vital to always carefully
examine the sourcesodo credibility before util
fits to the research purpog&asterbySmith, Thorpe & Jackson, 2013jence, to base our
research on solid knowledge, we gathered complementary secondatlyaddteuses on the
phenomenon of brand activism, conteec concepts and theories as well as three selected

l ingerie brands, namely Hunkem°l | er 34%.i ctori
This desk research mainly included textual data like journal and newspaper articles, company
websites and reptsas well as academic websites and-academic sources.

Beyond that, primary data was collected by conducting interviews in order to gather valuable

datg ensuring that the research aim could be accompligherbrding to Easterbgmith,

Thorpe and Jacksof2015) primary datdends to lead towards new insightsd is gathered

directly by the researcher, strengthening the outcome of the research while making it more
credible and reliale. One primary research method is the executibmterviews which are

planned conversations regarding particular topics whilst being guided by a series of prepared
guestions. Such discussions enable researchers to gain valuable knowledge and an
understanding of the i ntingthe mosverlecenimunicatienwp oi nt
such as facial expressions or gesticulations, interviewers can read important clues that might
underline or contrast statements. Nonetheless, interviead a substantial amount of
preparation and are rather tirnensumingas well asnorepersonal, thus require a higher
sensitivity regarding the i n(thapterB.i7)dBaseebg 6 c o n |
Smith, Thorpe & Jackson, 2015lso, interviews are subjected to bias, therefore researchers

need to pay attention to try not to influence respondents in their answers. This research bias
cannot be completely avoided but counteracted by carefully formulating the interview
guestions, eliminatingwn presumptions and preconceptigkisale, 1992)

For our study, the most applicable interview techniquseimistructured interviewgSSI).

These are guided open interviews that gather rich information and allow to compile a list of
flexible questions thatncourage a dynamic discussi(iasteby-Smith, Thorpe & Jackson,

2015) With the mix of closedand operended as well as followp questions (how and why),
interviewees can elaborate on their thoughts and the researchers are able to open a natural
dialogue while guiding through the steditopic. Due to this flexibility, it is vital that the
interviewers are weltead and familiar with the issues to guarantee the maximum outcome
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(Adams, 2015)Having this in mind, an interview guide should be prepared for the researchers

to outline a rough structure &void getting lost in the conversation but to loogetus on the

relevant information. This guide, however, should not be seen as a constraint. Such a guide is
established by reviewing the research question, design and sampling method to ensige that t
purpose of the interviews is cledEasterbySmith, Thorpe & Jackson, 2015When
establishing the questions, researchers must
abstract theoretical concepts and language to guarantee an easy understanding. Beyond that,
leading questions should be kept to a minimum to assuretirespenses. In terms of structure,

the guide should be roughly organised into opening questions, questions about key topics, and
closing questions. An icebreaker question at the beginning of an interview can loosen up the
atmosphere and eases the begigrahthe conversatio(EasterbySmith, Thorpe & Jackson,

2015)

Based on the aforementioned and our previously held pilot sielgstablished an interview

guide, focusing on questismrelated to our research problem to serve the research lzese

guestions are linked to different topics that are included in our research gumstloras
consumer s 0of lpand actwipnin the lingerie markeBy the means of the literature

as well as the theoMorhart et al., 2015; Vredenburg et al., 20209 base thgposedjuestions
uponrespectiveonceptsncludingt h e btrustwodhinéssvalues and therontribution to
society.The final question catalogue consistg ofthe three previously mentioned sections

with a total of 25questions, including four supporting sqbestions(Appendix 1) As we

wanted to make the three brands comparable and ensure that each brand was equally focused
on, eight out of the 21 questions were repeated per brand. To give every interviewee a similar
impression about the brands, complementamheir previous xperience (if existent), we sent

them the | inks to the brandsdé websites and |
guestions.These two plattormar e t he br ands & maandprodde @t r i but
thorough insight into the marketig communicationHere, they had a few minutes to scroll

through the pages before continuing with the bymatdised discussion. During this brand
related talk, we also presented each of the |
which is anessential insight to answer the posed research qudstiaddition to the extensive

interview guide, we created a shortened version with onlguestions including four sub

guestions to receive a valuable understanding about the mp®rtant aspects from
interviewees with only a limited timeframe (Append)xBesides having this established guide,

our semistructuredapproach also enabled us to go beyond thes&engified questions and

ask followup ones which arose naturally frahre discussiongdereby, the laddering up
techniquewas useful as iallowed us to encourage the interviewees to elaborate more upon

their values and thoughts when being rather factual and desc(péasterbySmith, Thorpe &

Jackson, 2015)

In order b get a thorough insight and deep understanding of the conversations, we decided to
attend each interview with the both of us. Hereby, one took over the active interviewer role
while the other took a rather passive one, keeping tratke questiortatalogue, stepping in

if something was left out or to add on with a question for the interviewee to further elaborate
upon a thought. These roles were switched prior to each interview. Due to the Q9QVID
pandemic as well as physical distance of the @pdnts, all interviews, except two, were
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conducted remotely over the video call platform Zoom. For the other twetddaee

interviews it was essenti al to ensure the 1€
social distancing regulationd/itht he i nt er vi ewees 0 exwdsaudiot con
recordecand transcribed into written text with t

to assure a detaileghalysis.

Every interview was kicked off by us introducing ourselves, explaining our roles and once more
thanking the interviewees for taking their time. After asking them to share a bit about
themselves, we ensured again that the consent form was signed andooddiersirder to

proceed with the interview. Moreover, we highlighted that it is possible to refuse questions or

end the conversation at any point. Hereafter, the recording as well as the interviews were started
which lasted around 30 to 70 minutdepending on the exgese elaborations and availability

of the intervieweesDuring these conversations, we attempted to avoid and minimise the
previously mentioned biasellevertheless, due to olack of experiencas interviewers we

might still haveunintentionallyi mpact ed t he consumersdé respons

To roundoff the interviews, we asked the participants if there were any questions left open to
discuss as well as informed them that we would send a felfpemail with a link to a short
survey. This survey consisted out of five questions and solely served thegtogather their
demographical information such as age, nationality and occupation.

3.4.1 Sample and participant selection

In order to prepare the data collection process, a sampling strategy needs to be decided on which

i mplies fAthe seleescetairocnh opfarpotce ptaindls and me:H
(EasterbySmith, Thorpe & Jackson, 2015, p.13After the evaluation of several sampling
methods,a nonprobability sampling design was applied with a focus on female millennial
lingerie consumers. For the preceding pilot stuthynvenience sampling was chosen which

focuses on the selection of participants based on the accessibility of these sample units.
This method wagparticularlysuitabledue to the limited timeframe, with the four interviewees

being selected from our neasrrrounding (Appendix2). Although there is no way to ensure

that the chosen sample reflects a specific population, it still provides value for data collection
(EasterbySmith, Thorpe &ackson, 2015)

In this thesis, however, we narrowed down the scope of the sampling and applied purposive
sampling. For this method, the researchers know what sample units are required based on the
studied purpose and are then specifically approaching potential patsgipasuring that the
sample accomplishes the aim of the resedEdsterbySmith, Thorpe & Jackson, 2015)
Hence, we contacted female millennials that are highly involved in bramisacto get even

richer data. After thorough research on finding suitable candidates, we approached them via
LinkedIn, email and WhatsApp. These interviewees have different connections to brand
activism; they either work for companies that engage in baatidism such as Nike, Ben &
Jerryds and Dopper, di d r e s amrngolvedadnnhe topicd / or &
In terms of the sample size, there are no specific guidelines as the size is dependent on the
research question and purposelsf study. Nevertheless, it is suggested to collect data until
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saturation is achieved, meaning that additional data collection does not gather new insights
(Saunders, Lewis & Thornhill, 20090 our case, data saturation was reached eftafucting
eleven interviews.

We chose female millennial lingerie consumers due to several reasons. First of all, most lingerie
brands are only offering products for women, making them the key consufaettsermore,

studies show that women se&mrbe more interested and affected by brand activism and-cause
related marketing compared to m@dhéron, Kohlbacher & Kusuma, 28 1Moosmayer &

Fuljahn, 2010; Shetty, Venkataramaiah & Anand, 20M)ennials, or Generation Y, are a

much more sceptical and progressive generation than previous ones, demanding companies to
engage in social issues, make a difference and take a $Barten, Fromm & Egan, 2012;

Kotler & Sarkar, 2018a; Manfre@anchez, 2019; Shetty, Venkataramaiah & Anand, 2@B9)

per cent state that it is Aimportant for t he
andval ueso, having high expectations of these
and walk the walk5W Public Redtions, 2020, p.12Hence, they are more likely to scrutinise
brandsé authenticity and motives behind thei
to switch to brands supporting a ca@gShaong, 2017)Regardless of thscepticism, millennials

are overall rather optimistic in terms of believing that companies can have a positive impact

and initiate chang@arton, Fromm & Egan, 2012Being one of the largest demographic group

(Kotler & Sarkar, 2018a)millennials own a huge purchiag power and were expected to spend

about 1.4 trillion US$ in 202(bW Public Relations, 2020Pue to this, Generation Y has the

ability to impa¢ the marketplace and make corporations critically rethink their ways of
conducting busineq$&oldman Sachs, 2021; Maggioni, Montagnini & Sebastiani, 2013)

In our contextmillennials are referred to the generation of petygieg born between 1980
and 200qGoldman Sachs, 20219haring the same values, attitudes, morals and characteristics
towards ethically driven compani€Shetty, Venkataramaiah & Anand, 2019hus, they
choose brands that they catentify with and that align with their social valuéShetty,
Venkataramaiah & Anand, 2019)

Overall, after setting the guidelines and identifying our sample, we conducted the eleven in
depth SSisbetweerthe 12"and 24" of April 2021 These were held irEnglish, with
therespondentbeingfrom different nationalities and age groups withingleéected generation
(Table2), making the study more generalisabled trustworthyHowever, wedo not consider

the different nationalities to be a determining faet®me do not intend favestigate how the
interviewees$ cultural backgrourslinfluence their perceptions of brand activisbue to the
sensitivity of the studied topic, their anonymigykiept by utilising pseudonyms instead of their
actual namegchapter3.7).
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Respondents Age Nationalit Country of Highest level of Current
Pseudonym  range Y residence education profession
Alicia 20-24 German Sweden Bachel or 6! Student
Out of
Kate 20-24 Swedish Sweden Master 6s work Sl
looking for
work
N Employed
Holly 20-24 German Germany Masterods for wages
Charlotte 25-29 Danish Denmark Master 6s Enlgyen
for wages
Iris 25-29 Finnish Sweden Master 6s Enrglyen
for wages
Sophie 20-24 Dutch The LR Master 6s ETpLEIEE
Kingdom for wages
The ~ . Employed
Nelly 25-29 Dutch Netherlands Bachel or 6: for wages
Martha 20-24 German Germany Bachel or 6: ]IcEmponed
or wages
The United
Rebecca 20-24 American States of Bachel or 6: E)T\?J;ygg
America g
~ . Employed
Judy 30-34 German Germany Bachel or 6 for wages
Vera 25-29 Austrian Sweden Mast er 6 s ( Student
Table2: Overview of interviewees for this master thesis
3.4.2 Brand selection

As we aim to analyse the perceptions of female millennial consumers towards lingerie brands
that engage in brand activism, we decided to limit our seopdocus on only a few brands

that seem to fit into the categories Brand Activist AspgantAuthentic Brand Activisi. The

selection of this industry and brands has several reasons. As mentioned in ch&ptB&2.2.

efforts are particularly important in the lingerie market. In recent years, there has been an
increasing number of consumers requesting brands to change their representation and include a
more diverse model portfolio while taking a stariBeeaux, 2018) Hence, we consider it
interesting to study thisehaviour of lingerie brands in terms of these demands and their efforts

to embracediversity andinclusivity. Contextualising thisto our knowledgeno previous
research has been done on lingerie brands engaging in brand adtivienms of the tand
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selection, we base our research on lingerie companies that seem to follow an activist approach

or are changingnd adaptingheir image in order tbe perceived as onAs a result, we chose

three seemingly progressivd r and s , namel y, HunkembllerrandaPasmde Se c r €
Underwear, which are further looked at in the following.

Hunkemoller

The Dutch lingerie brand Hunkemdller is the market leader in its field in many European

countries. Envisioning to fialways stay in to
and sexy products i n anHunkensojer, 20L9npPR}hecontpanyy un e n
places its focus on their main target customers,ttead | ed O0Sherosé. They

as a millennial or Gen Z who is in touch with herself, fun, positive and always online
(Hunkemoller, 2019) With its five values in touch, fun, inspiring, sexy and passionate,
Hunkemollerf ol | ows i ts mi ssi on t o nbe a mu c h I
(Hunkemoller, 2021b)

Not particularly having incorporated diversity into their strategy befdumkemoller, 2016)

the corporation published a report in 2019, announcing that they aim to adapt their strategy and
key pillar to become a more diverse and inclusive brand. They further elaborated upon this
future journey with which they want to redefine sexy in orderdoagp t everything
cultural and body shape differences to how we recruit and from our marketing to the size ranges
and f it s(Humkemolef, 2089 p65)With their recently published 2021 report, they

even go a step further and introduce the additionalwva 6 i hsthdwaasing theirsincere
intentions as they continue to incorporate their efforts into their core. Moreover, the newest
report further addresses that they specific
ethnicities and LGBTQ+@ mmu n i (Hunkemmdder, 2021a, p.49)By publishing these

reports, Hunkemoller appears todpgte transparent about disclosing their strategy and future
ambitions to be a sizeclusive brand. Furthermore, these aspirations also appear to be
implemented in their mieting communications such as in their spring 2021 campaign
6Cel ebr at i n g Figure®.rHgnceWbembeamd Geerfs to be a good fit for our study,
making it a potential Brand Activist Aspirant.

I1As the 6Our Journey 202106 report has not been publis
incorporated value O6inclusived could not be considere
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Figure5: Hunkeml | er6s &6Cel ebr at i ng(Underliees,202¥yo mand s
Victoriads Secret

Victoriads Secret i -lsmowh Aneerichndimggrie setailerapnodidinpma st w
luxurious shopping experience with extravagant interiors and passionate emfRose<ho

& Smith, 2016; ViTodboandispdrtEulaBygpaopula tor,its iGBifdshion

shows being viewed globallythat have been taking place yearly until 2QH&nbury, 2020;

Lamare, 2020)By focusing on their values of being a sexy, iconic, powerful, passionate and
exquisite brand, Victoriads Sec(Linited Bandsis t o |
2015, 2021; The Retail Appointment, 2028)s t he br and bel ongs to t
corporation, they share their mother compan
family of the worl dbébs best fashion brands of
longterm loyaltyanddelier sustai ned gr owlinhtediBrends, 2020y s har e

I n the 1990s and 2000s Victoriads Secret ex
Awhi ch enabled the company to achi(dambary,bl oc k Lk
2020,np.) Wi th their skinny and perfectly | ooki
defined a beauty ideahat portrays feminine and sexy womgilver-Greenberg Rosman,
Maheshwari &Stewart,2020) However, this image started to fade in the -20d0s as the

brand missed out on the major body positivi:
evolving attitudes t owar (Hanbwye2020tnyp. Hendeitheg r si t vy
faced widespread criticism for being nogalistic,outdated as well as for scandals related to

their CMO Ed Razek, making controversial statements about e.g. transgender asideplus

models. This exclusive approach was also evident in their marketing communication with some

ads being particularly critsie d such as the 6The Perfect Body
the 6perfect, wHgurébe(Hanmuy,i2020; BilveGCreenbery et al(, 2020)
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LONG LIKE NEW! PERFECT DEMI  RACERBACK  WIRELESS  MULTI-WAY PERFECT  NEW!PERFECT  PUSH-UP
DEMI UNLINED  COVERAGE SHAPE COMFORT
DEMI DEMI PUSH-UP

Figure6: Vi ct or i2@ldcentraversial meatkalirsg campaigit he Per f(&ant201B)ody 6

To catch up on the diversity and inclusion trend, the brand has adjustesmitsunication
strategy in the past years from solely showc
to a more inclusive image, includilegrvier women and transgenddtigure?7) (Elan, 2020)

Figure7: Vi ct ori abds Secr ewithdtsans,plpssize arg oldeOndbde®@ayg mp ai gn
2020)

Noticing this shift, we propose that the brand might be a candidate for our newly established
BrandActivist Aspirant category.

Parade Underwear

Parade Underwear is a young American sigrthat was launched in 2019, focusing on offering
comfortable, sustainable and inclusive lingerie with a wide size range from XS to 3XL. As a
newly established compg, the brand quickly gained high popularity on Instagram due to its
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recycled materials, disruptive marketing strategy and bold body positive apjj@mutors,

2020; Leighton, 2020)n doing so, the only 2gearold founder Cami Téllez made it on the

2021 O6For bes 30 -Conmdreerr ceébteR2028i On &t lEe br andds
she describes how she grew up with a specific definition of sexy, seeing the typical supermodels

in the storefront¢Parade Underwear, 2021I9he argues that sexiness is not-dimeensional

and aims to change the way how women see th
under wear storyo toget h(€mnnons,i2020; Pardde Unberwaan,d 6 s
2021b, n.p.)Beyond that, Parade is committed to the social good and donates one per cent of
their revenue to neprofit organisations as well as raises awareness about sensitive topics such

as body posivity (Leighton, 2020; Parade Underwear, 202E9sides clearly showcasing

their bold approach in their marketing campaigiRgre 8), the efforts are rooted in their

values of being creative, sustainable, inclusivity, expressive andél bold

Figure8: Examplsof Par adebs di ver aghtoma2020et i ng campa

Due to the brand following such societydriven and inclusiveapproach since their
establishmentwe believe that Parade is a great example for the Authentic Brand Activis
category.

Table3 provides an overview of the three brands, including their vandsmission.

2 As these values have timeen stated clearly by the company itself, we compiled the most used keyowords
the founder Cami Téllez from several sour@@snnors, 2020; Davis, 2020; Leighton, 2020; Parade Underwear,
2021b) This was necessary in order to make the brands comparable.
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Founding

Brand Origin Values Mission
Year
The 1886 1 Intouch AiBei ng a mu c h I
Netherlands 1 Fun i nclusive brand.
Hunkemoller 9 Inspiring
1 Sexy
9 Passionate
The United 1977 I Sexy i T o committed to building a family
States of 1 Iconic of the worl dos
Victor | America 1 Powerful offering captivating custome
— 1 Passion experiences that drive lorigrm
q Captivating loyalty and deliver sustained grow
experiencefor our sharehol
I Exquisite
The United 2019 9 Creative i Wi t h you, we 01
States of 9 Sustainable American underwear stoy in full-
Sl America f Inclusiity Sspectrum col or .o
Underwear

1 Expressive
9 Bold

Table3: Overview of the three selected brands

Besides all these differences, the thbe@nds are connected by showing (sodiegrsity and
inclusivity in their marketing communications. We chose diffestn¢d brands on purpose to
highlight the impact that all companies can have on society, no maltey iére large or small,

aswell as drawing a coherent picture of the lingerie market by not only focusing on the well
known bestpractice examples. This variety ensures an insight into the female millennial
consumer s 60 ofpseveralebpahds @amdstheir efforts, making them panable
throughout and after the process. Overall, this aspect makes our study more genexdlsable

this industry As mentioned previously, based on our conducted secondary research, the brands
appear to fit into two of the three identified categovidsch remains yet to be proven in our
findings and analysis. Hence, these three brands showcase different stages of brand activism as
per our understanding.

3.5 Data analysis

After finalising the data collection through the SSis, the process is followecdegntdysis

which, according to Rennstam and Waster{@fsl8) consists out of three main steps: sorting,
reducing and arguing. During the sorting process, researchers deal with the problem of chaos,
meaning that they need to roughly organise and structure the collecte(Rdatestam &
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Wasterfors, 2018)Simultaneously, it is vital to get familiar and engage with the data by
thoroughly reading through and highlighting important content. Consequently, meaningful data
can be organised, and recurring content can be identified which might turn into a code or label,
indicating a relevant topic. This coding process starts with limtiding that often concerns
broader subjects to link similar aspects which subsequently evolve into more focused codes
once a clearer direction is gain@asterbySmith, Thorpe & Jackson, 2015; Rennstam &
Wasterfors, 2018)

After coding all relevant materiathe reducing phase commences. At this steggearchers
encounter the challenge of representing the most interesting information, hence needing to
reduceand contextualise it to create a focus. This is done by organising all established codes
and allocate them to suitable (sjibemes. Hereafter, all of these must be reviewed in order to
then select and omit the most important theam@®ngst them whicBupport answering the
research questidiBraun & Clarke 2006; Easterbymith, Thorpe & Jackson, 2015; Rennstam

& Wasterfors, 2018)

Finally, in the arguing phase, the data is used and interpreted in the particular context to discuss
and analyse the findingRennstam & Wasterfors, 2018jere, it comes down to strong, logical

and coherent arguments relating to tkeréiture and research question as the readers need to be
convinced of the contribution and validity of the resedBraun & Clarke, 2006)Throughout

this process, the findings should be related to other concepts or even establishsyéw®sne
increasing the theoretical relevan@esides, this phase deals with teeithority problerd ,
meaning that it is vital to preserve an independent position in regard to the collected data
(Rennstam & Wasterfors, 2018)

Applying this process to our study, the interviews were thoroughly analysed, applying the

groundedheoryanal ysi s approach. This approach Aaim
data in a process of comparing different data fragments with one gnather than framing
data accordingtoapex i sting structureo, enabling us t ¢

well as to be open for new discover{&ssterbySmith, Thorpe & Jackson, 2015, p.19Aiter

finishing the transcription process of the interviews, we carefully and repeatedly read through
the empirical material which consisted out of a tota2@7 pages. This way, we familiarised
ourselves with the collected data dindt identified reoccurring aspects. Concentrating on two
interviews each, we independently created initial cdesnarking and commenting on all
relevant information and collectedem in a shared Excel sheBtyman and Bel{2015)see

such an overview as a helpful tool to organisectbded datawWhile establishing these initial
codesthe extensive literature review was considecethkekey concepts into accoustich as

the importance dfrustand giving back to societifter conducting this first examination, we
compared our codes and adjusted, added on as well as eliminated some in order to build a
coherent analysis. According to Eastefayith, Thorpe and Jacks¢R015) this comparison

to identify patterns and concepts is referred to as conceptualisation. This led to us needing to
reread and reshuffle the already evaluated interviews to align to the agreed and focused codes.
Subsequently, the other interviews were coded in the same manrestakiing open to newly

arising codes. Finally, the Excel file comprised all codes from each interview with one sheet
showing a holistic overview, including al/l p
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Followed by the coding, the identifiembdeswere assiged to suthemes which were then

all ocated to three main themes, namely &éThe
realnessé and O0Skin deep -themesdneaddgidnyto threaonain e d ? 6
themes were useful as it supporteddtnacturing of the large and complex main the(Bzaun

& Clarke, 2006) The names of the am themes were chosen basedankey takeawayshat

derived fromthe correspondingubthemes and codekith e f i rst t heme O6The
beaut ytheialtbeated cddes mostly addréssdilemmaof the existing beauty standard

and how the consumers identify and wish for more diversity in the lingerie indlis&rgodes

within the second themé Les s per f ect i mamly desoribet eh er ecaol nnseusnsedr
perceived authenticity of the threeesgkd brandsvhich relateto the demand fothe use of

more realistiand less perfeehodels within the industtyf he | ast t heme O0Skin
r o o re@dtahe intervieweescrutinisingtheas pi rant sdé genui neness
their actions are deeply rootadtheir core or onlyexiston a surfacelevel, making them only

0 s k i n Ardoeeeviewd of these themes, stiiemes and codes is depictedppendix3.

3.6 Quality of research

The quality of research can be examined by researchers based on various criteria. For example,
validity and reliability can be applied to qualitative and quantitative reséindh& Miller,

1986; Lecompte & Goetz, 1982ut have been primarily implemented and evolved in
guantitative studie@ason, 2002)However, Guba and Linco(i994 cited in Bryman & Bell,
2015)suggest that qualitative research should, in fact, be assesséteant criteria. They
provide two key criteria that would substitute reliability and validity, namely trustworthiness
and authenticity. Since our dissertation follows a qualitative research approach, we will focus
predominantly on the criteria praléd Guba and Lincol{1994 cited in Bryman & Bell, 2015)

as these are widely adopted by qualitative stu(Begman & Bell, 2015) The focus of this
chapter is solely on the procedures we utilised t@poe these criteria as the limitations of the
overall dissertation will be included in chapée8.

Trustworthiness comprises four criteria, namely credibility, transferability, dependability and
confirmability. The clarification of the credibility criten is twofold; the study should be
appropriately conducted according to the research standards as well as the researcher should
confirm the outcomes with the research participants to ensure an accurate alignment between
t he r e sresaltsantithersapsondent sdé act ual perceptions.
O0r esponden(Brymaad Bell 20t.5)andrc@n provide a research study with a great

level of congruence between the theoretical framework and empiricdLeatanpte & Goetz,

1982) In order to increase the credibility of this dissertation, we notifiednbtenrviewees that

they can request a summary of the interview and our outcgksasentioned previously, we

also continued to conduct interviews until reaching data saturation which also enhances this
studyds <credibil ity missing oueahwmen insights trefating to thie n c e s
specific context.

Since qualitative research tends to concentrate on small groups or individuals with particular
characteristics, the focus of gathering insights is usually on providing depth instead of. breadth
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Therefore, the research outcomes often relate to a contextual uniqueness and the importance of
the topic being studie@Bryman & Bell, 2015) It can be argued whether the research is
generalisable and can be applicable to different contexts and seltimg®, the criterion of
transferability (Lincoln and Guba, 1985 cited in Bryman & Bell, 2019p enhance the
researchoé transfesabdl itioby,esittabbtashbétBuglgd
explicit throughout the data collectiqi®&eertz, 1973)In our study, weutilised purposive

sampling to ensure that the participants were representative for the variety of perceptions that
we required. We al so i nehprididinrdingsta strengtbenpua nt s 6
arguments and have been specific in the details about the reasoning behind the selected
participantgchapter3.4.]) as well as brands and industry (chatdr?).

Furthermore, all the steps of a research process should be thoroughly documented in terms of
the problematisation, sampling, transcriptions, data analysis, etc. This way it can be identified

if all procedures were appropriately adhered to and, as a restltf engt hen t he
dependability. This criterion depends on the extent to which other researchers can carry out an
equivalent study under similar circumstances and achieve the same ouiBoymen & Bell,

2015) Thus, we have conducted rigorous reskeaurselves and described the entire process

in rich detail. Other than that, we store all of the transcriptions and recordings anonymously
and in accordance with the GDPR regulation on our devices.

The criterion confirmability depends on whetlidre researcher can be shown to have acted in

good faitld (Bryman & Bell, 2015, p.403)Even though researchers recognise that absolute
objectivity is unachievable, they can still make it apparent that they strived to remaisashbi

by suppressing their personal values from affecting the research process and its outcomes
(Bryman & Bell, 2015) We attempted to I mprove our stu
listening to the interviewees and solely interfering when necessary, such as requesting for an
elaboration or example. After conducting the interviews, we jointly exedhtedanalysis

thoroughly to limit the amount of bias as much as possible.

The confirmability can be related to reflexivity as this type of approach is also open to various
viewpoints and analyses the data in a flexible and dynamic mg@masson, 2003)
Nonethelessf e f | exi vity increases a studyodsthetr ansp
guality (Dodgson, 2019)Reflexive researchers are also more aware of their role in the study

and acknowedge that they obtain information from discussions and observations with other
individuals and subsequently communicate this knowledge to an audiryrean & Bell,

2015) Therefore, it encourages an interplay between interpreting the knowledge from the
participants as well as challenging those and exploring the phenomena through multiple sets of
meanings(Alvesson, 2003) For this research project, we tried to remain conscious of
reflexivity by examining the topic from various perspectives while gathering and etiagpr

the data. Taking such an approach also means that we analysed the findings in a flexible and
dynamic manngfAlvesson, 2003)vhich consequently stimulates creativity and helps to reduce
oOharmful 6 details of the rese@vesdon Haedg &1 t i ng
Harley, 2008)
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Beyond these four criteria of trustworthiness as well as reflexivity, Guba and Lifi&84

cited in Bryman & Bell, 2015argue that authenticity is another key criterion that should be
considered in qualitative research. This can be connected to whether the research presents a fair
representation of the various perspectives towanasenomenon and if it provides others with

an appropriate understanding of the topic. Moreover, the authenticity depends on how well
researchers can transmit the feelings and emotions of their respondents in the({Bwsoda

& Bell, 2015) The quoteghat we utilised in this paper contribute to the authenticity as they
demonstrate evidence and thus a clear alignment with the ultimate findings. Beyond that, the
thorough literature review and detailed documentation of the remaininggbatis study
enhance the authenticity of our thesis.

3.7 Ethical considerations

When seeking for participants as well as collecting, analysing and communicating data, a
researcher can experience ethical concerns. Saunders, Lewis and T(2008ilbp.188184)
define et hics ss2fydut beavicarpnprelatign toithe tighta @ those who
become the subject of your work, or are affe
to the participantsd privacy, their consent,
well as the confidentiality of their da{®aunders, Lewis & Thornhill, 2009%ince our study

explores a social phenomenon, it was essential to gather a personal understanding from diverse
individuals by having deep conversations aboutrtiparceptions. Therefore, the ethical
considerations are even more significant to be carefully considered throughout aif sheps

research project.

To limit the possibility of any ethical issues with our participants, we drafted a detailed consent
form including our topic, request to record, the approximate time that was expected from them,
the right to withdraw at any point as well as anonyniypendix 4. Even though these forms

were sent and signed before each interview, we repeatedly emgraidise beginning of each
interview that we incorporate pseudonyms to protect their personal identities. We then asked
once more if they agree to recording the conversation as we required these for transcribing and
analysing the data appropriately afterds

As previously mentioned, we also increased the transparency of our data collection by
informing our interviewees of the possibility to ask for a summary of the conversation and/or
of our research findingg-urthermore, we conducted dessearch prior tohe interviews to
identify some guiding principles significant for researchers to correctly adhere to them and
minimise ethical complications. EastefBynith, Thorpe and Jacks¢2015)classified ten key
standards that are commionresearch ethics which are summariseBigure9.
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Protection

Ensuring that no harm comes to participants.
of research

Respecting the dignity of research participants. participants

Ensuring a fully informed consent of research participants.

Protecting the privacy of research participants.

Ensuring the confidentiality of research data.

Protecting the anonymity of individuals or organizations.

. Protection
Avoiding deception about the nature or aims of the research. of integrity
Declaration of affiliations, funding sources and conflicts of interest. ofresearqh

community

Honesty and transparency in communicating about the research.

Avoidance of any misleading or false reporting of research findings.

Figure 9: Key principles in research ethi¢BasterbySmith, Thorpe & Jackson, 2015)

4 Empirical findings

The following chapter presents the empirical findings deriviimgm the semistructured
interviews. This empirical data has been scrutinised and sorted into three key themes namely,
0The fading of a beauty ideal 6, OLess perfe
r o ot Biftererd codes are allocated to each of titesenesTheme 1 consists of the overall
perceptions towards brand activisimerall as well asour selectedBrand Activist Aspirants,
Hunkem®°l|l | er and Warade asalAwhergicB@med Actiast. The seoodd

theme provides an insight inteow trustworthy these brands are being percebgdhe
interviewees and how they potentially contribute to society. The last theme focuses on why the
respondents believe the chosen aspirants are becomin@ativistand how this affects their
percepion towards these brands. Hentl@s chapter sets a valuable foundation to gather a
coherent i mpression of the participantsd sub
is imperative for the analysis that follows subsequently.

4.1 Theme I The fading of a beauty ideal

This first theme el aborates wupon the interyv
general as well as their perspectives on the selected biasdsomarsest he parti ci pe
expressions on their overall expectations and assumptions about brand activists. In addition, the
consumersshared their opinions about whether they can identify themselves with the three
lingerie brands and how they perceive their l@faliversity.
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4.1.1  Perception overall

To gather an understanding of tdflengefiecbramds e mi
and more specificallpf (potential) lingerie brand activists,utassignificant toget an insight

into their overall expectaons of brand activism. As most of the participants noticed, there is

an apparent increase in brands taking a stand nowadays which they identified to be of
importance. Nonetheless, some argued that a few companies are not even actively acting on
thar taken stance and merely communicate their supfra societal cause. Some therefore
mentioned that they ought it essential #nabrganisation is actually making an effort to prove

that they are not solely doing it as a marketing stunt to gain attemhemmajority stated that

they expect businesses engaging in brand activism to remain authentic by integrating it in the
core of their brand identity and live up to what they pre@tfarlotte made this aspect clear:

AWell, | mean, by now, becaushkdve seen it, I'm gonna expect them to keep doing it.
| think it's quite important that if you do engage in brand activism, that you stay
authentic, that it's something that's part of your brand identity at the core of your brand.
And it's not just sometig you're doing once in a while, because in that way, it becomes
inauthentico - Charlotte

Moreover, brand activists have been overall perceived to be quite bold and brave in their
communication and are expected to go the extra mile for their consuBesxand that,
Charlotte and Veramphasised that thdéyave higher expectations towards bigger corporations
as they explained that these brands have the resoureegéage iractivian and that it is their
responsibility to use tlse wisely. This aspects alo reflected in the literaturéHoppner &
Vadakkepatt,2019T o put it i n Verads words:

AANd like | said, | think for brands it is, especially for bigger brands, you should
definitely participate in brand activism because they also have the resources to do so.
However, | also feel like for smaller brands, who don't do any brand activism,n, mea
one, at least they're honest, probably. So I think it's better than if do during, like, not
wokewashing.[ é But as | said, in the beginning, | think it's just kind of also the
responsibility, if you're a bigger brand. And you have the resources therseviselyd

- Vera

Regarding the preferenad brand activists or neactivists, most of the respondents argued
that they favour activists as they, for example, hold more brand value and make them feel better
about their purchase. Although most of thexuld appreciate to see more companies taking
this approach, they acknowledged that these brands should nedeeédto take any stand,
especially if they are only attempting to follow the trend and jump on the bandwidgsris
elaborated upon byis:

AAs | said, | think like, I think it's fine either way, | like companies, they can stay to
extend if they want. And that's really they do. But | don't think that companies are
obliged to do it. | think like, they shouldn't be forced to do it. Becdweseit becomes

like, okay, I'm doing this because everybody else is doing and then it's maybe not so.
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Yeah, then they're just like jumping on the on the wave you know, not doing it so | don't
expect companies to do it. So | think it's fine if they't do it and so fortl.- Iris

Overall there seemed to be a mutual agreement that it might be better when organisations do
not engage in any activism at all if the soc
if the brand$iave no intentio to stickto it. Instead, many interviewees mentioned Hudivism

should come more naturallyy integratingtintot he brandds core to avo
insincere.

When connecting brand activism to lingerie, the majority of interviewees welake activism
to size body andracialinclusivity, body positivityas well ademale empowermenRebecca
made an interesting statement regarding this topitodeer, size inclusivity should not be a
Abi g, c rFRomher perspentigépands should natefine the standards of what is and
is not normalsuch as what most of the mainstream lingerie brands are &hegerceives
body inclusivityto beavital partof socialbrand activism

filn my thesis, | remember writing something to the effect ofdd@al activism is no
longer a subculture. It's its culture, it's like, there's sort of examples of micro activism
everywhere you look. And | think boiiglusivity is one of the strongest examples of
that. It's something that used to be in the domain of like, activism people, but now it's
something that everybody can talk abdt¥eryone has that vocabulary, and it's, it's
just, like, more mainstream that's ever been.- Rebecca

The awareness of brantt&ti ncor por at e such fwithinmhsindudtryi® mi cr o
relatively low. Holly, Iris and Charlotte argued that activism definitely requires more
development in the lingerie market and Iris highlighted that she noticed a more traditional way
of marketing in lingerie, portraying very slim and fit indiuals. Together they agreed that
particularly the lingerie market could use some improvements, as Charlotte also expressed:
A [ éflthe lingerie industry is not about female empowerment and embracing different kinds
of women, then wh ostof teeraspondénts equld nohrecall gy lingesie
brand activists, some still mentioned a few lingerie brands that came to mind when discussing
brand activism such as Savage x Fenty, Lara Intimates, Aerie and Hunkemoller. Nevertheless,
these brands weraot labelled as activists but known for e.g., their sustainability, size
inclusivity, diversity or relatability.

In generalwanting topurchags comfortable, gooditting and appealing lingeries the main

reason why the interviewees bugderwearln addtion, lingerie can make some respondents

feel more confident and greater about themselves, however the majority does not have a specific
relation to any lingerie brands. Some of the participants indicated that their relationship really
depends on the brandut they generally do not relate to any particular lingerie bridatly,

Martha and Charlotte explained why stating that most people would want to see themselves
reflected in society to realise that there is not only one body type that is perediractive.

They discussed that when brands portray real people, it is easier for others to identify
themselves with theespectivecomparmesand hence establish a better connection. Ahoid
Charlottestrongly agreed with this and shateeir visions:
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fiBecause in lingerie like models are more naked, like you weren't for like when | buy a
bra | want to feel likegood,| think for me, it's like different than buying some jeans or

a T-shirt. You want to feel different if you buy, you don't want to Etfcbomeone that

| ooks | i ke 10, 000-Aliciames better than you.

(@)

AYou know, we all, we all want to see like ourselves in society. Yeah. So | mean, if we
can see that piece of reflection on multiple women, then maybe we stop thinking that
there isonly one type of body and one type of appearance that is that is attr@aective.
Charlotte

These statements align with what Rebecca mentioned when talkindgtaosubculture diody
inclusivity which should be something that everybody talks about as well as it being normal to
portraydifferent sized models.

The overall perception of the participants towards the diversity of lingerie brands appears to be
improved over the previous years. In thast lingerie brands were known for portraying
skinny, white, tall and fit models whereas the majonibyv identifiesa shift ofthesebrands
showing a wider range of body types, ethnicities and skin tones

ASo, | guess it was usual to use thidiegivenbody image wagill now, like the very
skinny one and tall and white usually as well. So that wasn't very diverse. But | think
this body positivity movement is quite growing, that even bigger brands use more diverse
models. So | think that's a really nidevelopment, because it is true that not every
woman has the same body, and then you're represented in the media or in
advertisements, then you feel more, yeah, you're you can identify much more than if you
see models that don't look like yourgseifMartha

ABut | think it's improving. before they
mostly. Yeah, who look perfect with perfect smell and perfect hair and the perfect
settings. And, of course, there was never any nudity. So | think it's definitelyr ovi ng . 0
- Nelly

However, this diversity is still lacking as, for example, Alicia illustrated that she often notices

that brands either offer all sizes or almost none at all. She recognised that some brands make an
attempt to target more curvy women faymmercial purposes, so they display diversity and

bi gger model s. However, these types of wome]
even identified to be plusize. Alicia strengthened her point by stating:

fABut in general, | mean, like, | think thilike skin tones and ethnicities, it's like quite
good from what | know it's like more appealing to consumers and nowadays, but still
not perfect but with like sizes I think it's like mainly always all or nothing like in some
cases there's like | meanreanot fully nothing but like there's like you know 100
extremely skinny trained models and then like one-gilkes model for representation,

or it's very, very diverse so it's like there's nothing really in between | feellikalicia

Kate has a siftar opinion as she stated that she is very opposed to lingerie companies having
a separate plusize category besides the usual classifications of men and women, making it
seem as i f t:heydédre not human
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fiBut | want to think that there are some brands thaybe care a little bit more about
different size. Because | was thinking of Nelly.com or something. But | still feel like they
are making bigger people seem like, you know, like, oh, this is a group. And then you
have the skinny ones and everything fits. Like | don't like the fact for example, that
they have this plusizecategory you know, yeah, you have men, womeHr &, for
example. And then phsze. Men or womenr@lus-siz&? They are not very, not
counting as humang? Kate

InsteadasHolly mentioned, it is even more important that brands make women feel strong and
independent in this industry by showcasing diversity and inclusivity as most of the population

is not the®9pérftegpe. 0D0i s dltdeclarmgtieatsolelyfiveperp oi nt
cent of women perhaps truly reflect that image, hence, companies are exhibiting a wrong picture

of the reality. Sophie highlighted that this is one of the reasons why the lingerie market is
especially troublesome for womeince this sector is more vulnerable. Hence, most of the
respondents highlighted the importance to spread more body positive awareness and encourage
brands to demonstrate real, imperfect women

Al think, like most of the population, isn't the perfecte®®D0 girls, so | think it just
comes to a point where this is something that you need to address because it's, it gave a
lot of people the wrong impression of what the perfect body i likéolly

Al think is it gives, it gives a very wrompgcture about like, their reality because | guess
like this, | don't know. 5% if even that people look like that. You know, it's not, it's not
it's not a natural way of | don't know, we it just feels so unnaturdtis

ASo | think t despediallyrvaryaroublesonmedor vikomen. And | think a
lot of issues arise when it has to do with body positivity and skin colour and accepting
di fferent-Sogphéy types. 0

Beyond that, all women emphasised that the need for diversity is even nparaint in the

lingerie market since models are showing a lot of skin and it is therefore crucial to make
everybody feel included. Martha added on to this saying that lingerie is something that should
empower you and make you feel comfortable in your okin mstead of being faced with

flawless women which can lower your sefteem. Furthermore, Rebecca contemplated that it
woul d be smart of brands to continue to embr
be the new normal rather than someghinnovative, radical andctiviso . She additic
emphasised that inclusive brands provide a better consumer experience but is also realistic in
terms of how it can affect the brandds stanc

ABut the mor e br amalsssitsheally lik¢ radical activisre. Aqdar t vy,
the more it's just meaningful change, which is a good thing, because it's actually going

to make imagery in the lingerie category better for everybody. But there's like a
diminishing return for brands whoatei nd of pi |l i n-Rebecoa t o t he

Nonetheless, Rebecca views this as a positive development as she explained how body
inclusivity is becomingmore mainstreamand thereforea frequenttopic of discussion
normalisingrealistic bodiesSophie and Judy stated that particularly the newer, smaller lingerie
brands have manifested a greater inclusive and diverse image. At the sam€hariette
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argued that she stildl noticed an overr.eprese
Yet, she has been observing an uprise in the way women want to be illustrated as businesses
used to be focused on drawing the perfect picture while today, females are pushing for
imperfections. Therefore, as Judy highlighted, time will tell whether thesels are in it for

the long run or not.

4.1.2  Perceptionof Brand Activist Aspirants

Hunkemoller

Hunkemoller is known amongst ten out of the eleven interviewees; solely Rebecca was
unfamiliar with the company. Out of these ten, Judy and Kate have never actually purchased
something from the brand, Iris only received their products as a gift and fihe athers used

to go there when they were younger whereas Vera and Holly both are still loyal customers of

the brand and purchase items regulaiyhn e r easoning behind the r
purchase differs per person as on the one hand,avierilolly argued for the good quality and

variety of sizes and items, whereas Charlotte actually felt like the quality did no longer live up

to her expectations. Charlotte generally hadragher strorg, negative opinion about
Hunkemolleras she stated:

Al would probably not buy from them. And
fact that I'm a woman myself, but | don't like that they are pushing this very. | don't
know, unhealthy vision on womemudkiof almost like male dominated vision of women
when they are a-Charlotend f or women. 0

In terms of the perceptions towards Hunkemokheost of theparticipants mentioned similar

key words when describing the brand, including sexy, young, girlypeetty. The majority

di sagreed with the brandds own values of bei
the brand is not very inspiring since they are not really inngvat acting out of the ordinary.

This was complemented by lIris, statithgt the brand lacked inspiration

fil'm not super impressed. Like I, | don't think it is super inspiring somehow. | don't
know. It felt like, as | mentioned, it felt like they tried&olike super. | don't know they
had some some models that were carwy so on, but they were lik@u know, fit curvy

if | can sayit like that? Yeah, so | was like, okay, you're trying but ehmeadily there
yetd - Iris

Nonetheless, Sophigasactually surprised about their degree of diversity but also not blown

away by the brandshe further elaborated thieir valuesappear to beather outdated as well

as generisincethesefollow the old-fashionedbeauty idealsnsteadof incorporatingmodern
anddiverseaspectsJudy agreel andadcded onto this by stating thdt h e b rnatrredlly i s i
inspiring, itéds nothing thatodés really deep,
si mi | ar CenkbmihgdribgeSephi® and Judp s p e r c e pnply tbatttebrand h e y
claims to include plussize and curvy modelfowever,according to themt hese Oupsi z
models still do not portray a wide rangé body shapesand seem toremainclose b the
stereotypicatype of wonen.
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Mor eover, one third of the interviewees pe
Instagram page and website as they generally gained a more positive impression and image on
Hunkem®| | e rcbasnellFor Sophaedhis anisalignment was more vistigéveen the
brandbés values and their digital communi cat.
she would have expected it to look differently. Solely Vera associated the brambusititie
characteristics such adrong, charmingempowering ad caring She seemed enthusiastic

about the brand, arguing that they aspire to make everyone feel beautiful and that they manage

to keep this promise rather well.

fYeah. Also wittheseempowering women, so kind of that they just feel strong and feel

like they can danything [ e] Yeah. Al so, because | t h
women in some kind of industries. So | like this um, empowering women. Yeah, so | think
also not only hhat, | like thelingerie but also the& statements that womestouldbe

strong and feel confident in the boaly.Vera

In terms of identifying with Hunkemoller, the majority of the respondents argued that they
perceive it difficult to resonate with the ich For Iris, this has to do with the fact that she
considers it hard to relate to an underwear brand in general as she does not value underwear
very highly. Similarly, Judy believes identifying with the brand would be too big of a step for

her. Thiscorre at es with Sophieds opinion who ment.i
from the brand due to her being out of touch and no longer exposed to their advertising efforts.

On the other hand, Holly expressed that she could resonate with thedsysiuat it also would

not be the first name for her to recall when thinking of brands that she relates to. In general, she

thinks that it is difficult to identifh er sel f wi th the |l ingerie mark
opinion who stressed thahe mostly tends to search for functional lingerie instead of the
6gl amour and trendy6 items from Hunkem°l | er.

right fit for hersinceshe rather identifies herself with being creative amtusive which is
reflected in her following statement:

flt's hard to say but | mean, when I'm shopping for lingerie, I'm looking for something

a little more functional. | guess the one that they were selling is less, like glamour and
trendy for meAnd, you know, kind of going back to the body positivity acldsivity

thing, it really felt like there was kind of one kind of girl that was for that we're all
supposed to want to be. And I 'm not- that
Rebecca

Someone who does resonate with the brand is Verast8bd that she both appreciates their

products as well as their messaging in which they stimulate women to be strong and feel
confidentintheirbogs Mart ha partly agreed to this as ¢
| can identify with that but notad f my d a yirsplyihg' théht her &eyelbof confidence

varies from day to day and depends on her state of mind and how she feels. Alicia complements
Mart hads point of view as she noticed that |
body typ e , or ascsletcaledat heysélf, making her feel more targeted by the brand.

This allows her to relate and connect better with the brand. Nonetrstlestill perceives their
representation not ideal and the diversity that the brand represents istls®letjnimum of

54



what they should be doi ng asevenbelievesthatdhens wi
companyodos effort to present more diversity a

fTotally, because the society is expecting them to dsthat use the worfturncoat
behaviour]because they just turned their code after the wind. You know, if they say this,
you do that, in the society. And then oh, no, this is trendy. So let's do that. And that,
yeah, | think that's why they're doing it.cdAon one hand, it can be a thing, like, because
you have the right to change and to improve, right? But it depenidsidrat way you're

doing it. Because if you just do it for because of money, then yeah, you can see it is
noticeable. For example, with iHkemoller. I think that's just a part of the marketing to
appear more diverse and inclusive, but actually it's just to create more money and to be
appealing to customers- Kate

However, almost half of the participants were surprised by dikersity displayed on
Hunkem°l |l erds website and I nstagram. An exce
for years and therefore highlighted that the brand works withgthgsmodels and thinks they

have a diverse size range, includmgny dfferent body shapes and coming across inclusive.
Comparably, Vera responded by arguing that they also collaborate with influencers who are
perceived to be approachable which provides her with a more extensive, realistic picture of
women. Nelly also ackndawe dged t hat she could see the <co
more ethnicities and body typesich asincluding a lesbian couple on their website
NonethelessSophie stad thatthey still could attempt to be more inclusive, considering that

wearel i ving in 2021. Even Vera observed that F
diverse as all of the models demonstrate an athleticphySquee c¢c 1 ai med t hat fe:
do sportso regardl ess of t heantsweepypesadbgthec e. H
brandés diversity and inclusivity as they ex

still plenty of room for improvement considering that a diverse representation should be the
bareminimum for a lingerie brand.

Victor i ads Secret

Victoriabs Secret has been known amongst all
three females, all of the others have a history of purchasing products there. However, most of
these women used to purchase the brand years agdhvalyamere younger and have not bought

anything over the previous years. The overall opinion entails that most of the participants
bought Victoriads Secret due to the hype tha
example, Alicia mentioned that showed that you fit in to society and that you have been

abroad as in most cases the brand does not have stores in the respectives ddelhtragreed

by stating that there is great awareness for the company while Iris also acknowledged their
popularty. They both explained that their friends were into the brand, thus influencing them to
purchase there as well. Nonetheless, some of the respondents never really got into the
OVictoriabs Secr ewhodogs paidéntifis herself asea Jashivistawhich a

she thinks Victoarei ads Secret customers

Al t hough some wused to be Victoriads Secret
Hunkemodller as the brand no longer resonated withpleeceivng it rather childistdue tolots
of pink colours.Sophie is also not a customer anymaseshe mentioned that she no longer
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identifies herself witltheir valuesA vital part intaking this decisiorwasalsoduetoVi ct or i ad s
S e c rirvalvénsent in scandalselating totheir CMO nakingtransphobic comments:

ABecause | think I really don't agree wit
their old CMO, some of the things like he's been saying some really transphobic things,
there was a lot of issues. | think body positivity, | think they haven't done anything to
make women feel included. And | think they really contributed to a negative body image
fora | ot of young girl s, and | think 1t's,
- Sophie

In addition, Alice ceased her shopping trips to the brand when she started experiencing a
decrease in their product s 0d tgeupaidequdlity rateon d t h U
However, she candidly stated she could perhaps be persuaded if she would come across
something particularly nieoking, but she argued that there are better alternatives to choose

from nowadays. For Judy these alternatives ddéotus highly on sustainability as this is one

of the main reasons why she no | onger purcha

When asking about the intervieweesd percept.i
their extravagant fashion shows, pictypeefect models and great store experience. This
perceived i mage was overall al so conveyed th
and exquisite. Still, Alicia and Charlotte argued that these values are rather generic and consist

of buzzwords withCharlotte saying that it sounded as if they were describing food. Other
associations that came to mind were arrogant, American, expensive and unattainable as they
are Atrying to sell a dreamo according to S
brand name since she thinks it is not inclusive or modern anymore. Rebecca also has a negative
perception towards the brand as she used to
always convinced her to join, making her feel uncomfortable. Aufdilly, she caught wind of

various scandals surrounding the brand. Adding onto Rebecca, Holly argued tbatrsite

identify herselfwithvi ct ori abs Secret:

AFor me, it's |ike such a, | don' donknow,
really spend like I'm rather I'd rather come from like the surfing lifestyle where | kind

of also want to identify with the culture of the brand. And Victoria's Secret is definitely
not my <Hollyt ure. 0

Due to their perceived image of the bratite majority of the interviewees does not identify
themselveswittv i ¢t o r i .&50ldy, Charlotte and Nelly felt represented by the brand as

they perceived them to have a wide range of models, showingaggited representation as

they are portrayipg O r e a l peopled on I nstagram. Kat e a
resonate more with this company than with HunkeméIdgvertheless, shkolds mixed

feelings about their diversity #iseystill seemed tofocusedon skinny body types with a plus

size modelhere and thereOther than that, most of the participants expressed to be rather
surprised about the amount of diversity that thiewedon t he brandds di git a’
stated, their ethnicity and size representation definitely imprdvedever when she dived

deeper into the website, she still noticed a great number of skinny models, making the brand,
again, more stereotypical. Thus, she does not identify herself with the brand nor with its values.
Holly also seemed very surprised that,top of the increaseamount ofdiversity, they touched

56






















































































































































