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SESSION OVERVIEW
Goffman (1963) describes stigma as the possession of an at-

tribute that has a negative connotation, and that deviates from what 
is considered normal in a specific category of people. Prior work in 
consumer research has looked at stigma in relation to low-literate 
consumers (Adkins and Ozanne, 2005), coupon redemption (Argo 
and Main, 2008), senior citizen discounts (Tepper, 1994) and subcul-
tures (Henry and Caldwell 2006). However, the focus of this research 
has primarily been on stigma management, and the strategies that 
consumers use to deal with the negative effects of stigma, while the 
dynamics of stigmatization remain largely unexplored. In addition, 
bearing in mind the extent to which technology impacts consumers’ 
lives, it is surprising to note that little effort has been made to exam-
ine the relationships between stigma and the media (see Kozinets, 
2001 for an exception). Specifically, what roles do the media and 
media consumption practices play in the dynamics of stigmatization, 
including the perpetuation of existing stigmas and creation of new 
stigmas? What consequences are associated with the end of a stigma, 
either when the stigmatized practice ends, or when it gains greater 
legitimacy in the marketplace?

Overall, in line with the conference theme ‘Making a differ-
ence’, the proposed aim of this special session is to make a difference 
by going beyond stigma management and exploring the complex dy-
namics at the nexus of stigma, consumption, and the media. 

The session will begin with a focus on the role of television in 
the context of the stigmatization of African American women. Eliza-
beth Crosby will present her work on the impact of sexual stigma-
tization on African American women. The findings suggest that the 
media play an active role in perpetuating sexual stereotypes, some-
times resulting in their internalization into women’s sense of self. The 
focus of the session will then shift to stigmatized media consump-
tion practices, and particularly the consequences of the cessation of 
a stigmatized media practice. Cristel Russell and Hope Schau draw 
on a longitudinal research program addressing consumers’ experi-
ence of four discontinued television programs to develop a model of 
consumer loss accommodation and find evidence that stigma associ-
ated with some TV series impairs consumer loss accommodation. 
Stephanie Feiereisen, Dina Rasolofoarison, Kristine de Valck and 

Julien Schmitt also examine the consequences for consumers of the 
end of a stigma, but in a different context: the legitimization of the 
stigmatized media practice (watching TV series). The authors inves-
tigate the tensions in consumer narratives arising from traditionally 
negatively-laden television consumption and the positive evaluations 
of current television series viewing, gained from increasing legiti-
mization processes of TV series such as Mad Men. In line with this 
research, Eileen Fischer will present her work with Daiane Scaraboto 
which also looks at the dynamics of stigmatization and legitimization 
in the marketplace. Fischer and Scaraboto draw on longitudinal on-
line archival research in the network of Fatshionistas to examine the 
consequences for a collective of stigmatized consumers, of engage-
ment in efforts to gain greater legitimacy in mainstream markets. 

Jezebels, Gold Diggers, and Hoes: African-American 
Women’s Experiences with Sexual Script Development

EXTENDED ABSTRACT
African-American women continually face sexual stigmati-

zation. Scholars observe that African-American women are often 
viewed as promiscuous (Collins, 2000). This research unpacks the 
relationship between sexual stereotypes and consumption. Specifi-
cally, I examine how consumption can perpetuate sexual stereotypes 
and create sexual scripts. Additionally, I investigate how sexual stig-
matization affects African-American women and how they manage 
the stereotypes. As part of a larger study exploring African-Amer-
ican women’s experiences with stigma, I conducted 23 interviews. 
Informants also constructed collages. All informants live in a small 
city in the Midwest. They come from a variety of social classes and 
are between the ages of 19 and 56. All interviews were audiotaped 
and transcribed, yielding more than 650 pages of text. In analyzing 
both the collages and the written text from the depth interviews, I 
searched for emergent themes while also engaging in dialectical 
tacking (Strauss and Corbin, 1990). Although I did not initially in-
tend to focus on sexual stigmatization, the prevalence of it in the 
narratives prompted me to further explore the stereotypes. Sexual-
ity is an important component to an individual’s identity. People are 
often defined in part by their sexuality (Foucault, 1978). Simon and 
Gagnon (1984) argue that sexual identity frameworks can be viewed 
as sexual scripts. They help build people’s attitudes and beliefs about 
their own and others’ sexuality. These scripts are developed through 
exposure to sexual stereotypes. African-American women’s sexual 
stereotypes have evolved into very particular sexual scripts, such as 
the promiscuous Jezebel or “hoe”, gold digger, and welfare mother. 
These scripts are often reinforced through consumption. Informants 
argue that their sexuality is criticized more than women of other 
races, especially in the media. Sonya argues that African-American 
women are portrayed as promiscuous or as gold diggers in sharp 
contrast to other races. Another informant, Shenelle, says “It’s al-
ways in the media that we are gold diggers.” Informants also note 
that music-related products can increase these stereotypes through 
lyrics and videos that frequently portray African-American women 
as sexual objects.  Because of the stereotypes, society expects Afri-
can-American women to make certain consumption decisions. For 
example, informants argue that they are expected to dress in pro-
vocative clothing. These fashion expectations are reinforced through 
the media. African-American women also face the welfare mother 
stereotype. While the primary characteristics of this stereotype are 
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associated with economics, there is a sexual component, in that the 
welfare mother is portrayed as promiscuous and willing to have chil-
dren with multiple men to increase her standard of living. Informants 
discuss how the welfare mother is often a negative caricature in the 
media. The sexual stereotypes denigrate African-American women, 
reinforcing negative perceptions. With these sexual scripts being 
constantly reinforced, some African-American women accept the 
stereotypes and incorporate it into their identity, in a process known 
as stereotype threat (Steele and Aronson, 1995). The existence of the 
ascribed sexual scripts actually results in its internalization into the 
women’s sense self. This outcome is something that my informants 
admit battling. On informant, Sherry, discusses how the prevalence 
of the gold digger stereotype in the media, makes it hard to resist. 
Other informants note that they know African-American women 
who fall victim to stereotype threat. The reinforcement of these 
sexual scripts is especially influential to adolescents, significantly 
affecting how they view their own sexuality and what is acceptable 
sexual behavior. This can lead to significant negative health conse-
quences for African-American women as these sexual scripts may 
encourage them to engage in unsafe sexual practices. For example, 
African-American women run a higher risk of adolescent pregnancy 
and sexually transmitted diseases than women of other races (Cen-
ters for Disease Control, 2013).

However, some African-American women fight against the 
stereotype and refuse to internalize it. There are several ways that 
informants combat sexual stereotypes. Many informants stress the 
importance of education in reducing stereotypes. Paige designs pro-
grams to educate people about African-Americans so society learns 
that they are not reducible to a set of stereotypes. Mentoring other 
African-American women is also important. Sonya describes the ad-
vice that she gives young African-American women: “I tell young 
women when you go on a date don’t feel like you have to have sex 
with someone... don’t dress in a way that is inappropriate. You can 
feel elegant and glamorous without feeling like you have to lower 
yourself by putting on hot pants.” Other informants refuse to buy 
products that promote stereotypes. Marissa says “I think [rap music] 
perpetrates a sexual stereotype … I don’t like my kids to listen to it.” 
Similarly, Sonya purchases music that portrays African-American 
women in a more positive light and encourages others to do the same. 

Informants feel that they need to constantly fight against so-
ciety’s preconceived expectations. Elise says, “You need to be on 
guard to make sure that you don’t give the image that you are going 
to be in any way allowing yourself to be open to any funny busi-
ness.” The constant battle to transcend the stereotypes can be ardu-
ous. Many informants say that it is “exhausting” and feel as though 
people are constantly watching them. These women need to con-
stantly exhibit front-stage behavior (Goffman, 1959), which is tiring 
and makes them smother part of their identity. This can lead to feel-
ings of unfairness.  Adele notes: “Women may feel they have to sup-
press part of themselves... [My grandmother] would say that people 
think black girls are fast or promiscuous so you have to be extra, 
extra careful to make sure you never give the impression that you are 
in anyway doing that. You need to be… an extra, extra, extra good 
girl in order to make sure no one thinks anything is going to happen.”

Sexual scripts can distort African-American women’s attitudes 
and beliefs about their own sexuality identity and how it should be 
expressed. Unfortunately, consumption plays a significant role in 
reproducing sexual stereotypes of African-American women. The 
sexual scripts that emerge in this research yield consumer welfare 
implications that demand serious consideration. 

Stigma and Accommodation to Consumption Loss

EXTENDED ABSTRACT
Stigma is a known impediment to identity expression and iden-

tity work (Goffman, 1963; Snow and Anderson, 1987). By examin-
ing four discontinued television (TV) series varying in cultural stig-
ma attached to the series, we show how accommodation processes 
unfold and are affected by the countervailing effects of consumption 
sociality and stigma. Triangulating across data sources and methods 
(extended participant observation, long interview and online forum 
analysis), we find compelling evidence that consumers experience 
loss on multiple levels (personal, social and cultural) and that so-
ciality affects practices available in the interconnected processes of 
intrapsychic transformation, psychosocial status transition, as well 
as the continuation of communal and symbolic connections.TV se-
ries were selected because consumers’ experience of TV series often 
spans several years and usually occurs in domestic space fostering 
intimacy through intense parasocial attachments, which form and 
evolve like interpersonal relationships (Russell et al., 2004). TV se-
ries are also often consumed socially, allowing assessment of the 
impact of brand withdrawal on social interactions and networks sur-
rounding brand consumption like families experiencing the loss of 
a ritual-infused retail space (Otnes et al., 2008) and fellow brand 
enthusiasts (Kozinets, 2001; Schau et al., 2009). Finally, TV series 
are intricately connected to the broader cultural environment which 
impacts consumers’ responses to withdrawals. For example, Star 
Trek fans experience social derogation stemming from mainstream 
North American attitudes about their brand devotion being “geek-
ish” (Kozinets, 2001), which impacts their experience of brand loss.
Loss accommodation is theorized to be anchored in culture, or the 
manner in which the broader community views the relationship with 
the lost person or object and sanctions ways to deal with the loss. 
When the general community provides sympathy and support for 
one’s loss, it acknowledges its legitimacy and facilitates the accom-
modation process (Kamerman, 1993). When loss is felt throughout 
a community, as in a natural disaster (Delorme et al., 2004), the so-
ciocultural dynamics surrounding loss are essential to the meaning-
making process and identity reconstruction that ensues (Bonsu and 
Belk, 2003). Conversely, if the broad culture does not recognize the 
validity of the loss, disenfranchisement can ensue. When the loss is 
a “socially undervalued relationship,” people may feel stigmatized 
and this stigma “contravenes or cancels out the meaning of the loss” 
(Fowlkes, 1990) impairing the accommodation processes. Stigma 
leads to disenfranchised grief because their affection for the product 
is not widely accepted and their grief is invalidated. Echoing previ-
ous research (Henry and Caldwell, 2006; Goffman, 1963; Snow and 
Anderson, 1987), we find different ways in which fans deal with 
the powerlessness resulting from this stigma: some withdraw into 
an enclave, mainly a virtual one, through the fan forums that of-
fer a safe social space for expressing and sharing their grief; oth-
ers instead, attempt to conceal their grief symptoms altogether and 
deny themselves the right to express it, even though this maladaptive 
strategy usually led to chronic grief; yet others distance themselves 
from the stigmatized groups and attempt to return to the mainstream 
(Snow and Anderson, 1987). In contrast, the Auckland Museum, an 
institution of high culture, celebrated the TV series OF and placed 
the brand at the center of New Zealand culture. The mainstream me-
dia contributed to the creation of a collective memory (Connerton, 
1989), for viewers and non-viewers. The museum acted as a public 
forum where personal experiences of the brand became interlinked 
with collective experiences (Rowe and Wertsch, 2002). These highly 
publicized events served not only transformation and transition roles 
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for the viewers but a connection role as well. The exhibit’s opening 
event was a commemorative one that allowed participants to cel-
ebrate the life of the series. But this connective role was missed by 
those OF fans who were unable to attend because they live overseas. 
Unable to prepare for, attend, and then reflect on the event, they feel 
disenfranchised. We identify the countervailing roles of consump-
tion sociality and consumption stigma in allowing or preempting ac-
cess to transitive and connective resources, thus altering the ways in 
which loss accommodation unfolds. Consumption sociality is signif-
icant in consumers’ loss accommodation because kin collectives (im-
mediate and extended families), proximal social networks (corporeal 
friends), and the broad cultural context offer access to practices of 
transition and connection that supplement the intrapsychic transfor-
mation process that has been the primary focus of previous research 
on loss. We find that consumers who hide their emotional connection 
to a cancelled series from the wider community are hindered in their 
loss accommodation. Their grief is never validated by the commu-
nity and becomes a shameful affliction (Doka, 2002). Social media 
enable cultural bereavement by sustaining or creating communi-
ties of fans who feel safer from outsiders’ view and can grieve and 
mourn together (Sanderson and Cheong, 2010). Our findings that 
online communities grew upon the discontinuation of soap operas 
echo an early study by Fischer, Bristor and Gainer (1996): we find 
unambiguous evidence that consumers seek out support in online en-
vironments when it is difficult to find proximal people dealing with 
the same issue (in their study it was families with Down’s Syndrome 
children). We find consumers seeking support for their loss in part 
because of perceived stigma from their proximal friends, who do not 
understand the loss. In contrast, online community forums offer the 
opportunity for reciprocal self-disclosure (Moon, 2000). As Sander-
son and Cheong documented in the case of Michael Jackson’s death 
(2010), accessing sociality via social media enables consumers to 
create tributes and share them with receptive and sympathetic others. 
The sharing is therapeutic in that it allows for meaning reconstruc-
tion following the loss (Neimeyer et al., 2010). Thus, even when a 
consumption loss is stigmatized by the mainstream, consumers can 
access or even build sociality resources unavailable in their proximal 
social networks by turning to social media.

The End of Stigma? Understanding the Dynamics of 
Legitimization in the Context of TV Series Consumption

EXTENDED ABSTRACT
This research focuses on the consumption practices and mean-

ings associated with television series. Specifically, we investigate the 
tensions in consumer narratives arising from traditionally negative-
ly-laden television consumption and the positive evaluations of cur-
rent television series viewing, gained from increasing legitimization 
and normalisation processes. We show that these tensions generate 
complex dynamics through which legitimization is accompanied by 
the reproduction of existing stigmas and the creation of new stigmas. 
TV watchers have been stigmatized for a long time. Collins (1993) 
reports that television has traditionally been regarded by scholars as 
the least legitimate form of popular culture, judged as a “bad object” 
despite increasingly sophisticated textual analyses and equally so-
phisticated audience research. Lodziak’s assertion (1986) that heavy 
TV consumers cannot afford to do anything else is illustrative of this 
stigma. These early findings are echoed in Mitu (2011)’s recent work 
which shows that television is still regarded as a low-quality medium 
nowadays. However, while television remains stigmatized, TV series 
are widely popular. In 2011, fiction was rated the top genre world-
wide (41% of the best performing programmes), and among fiction, 

TV series were the best performing format, accounting for 69% of 
the fiction entries (Cassi, 2012). Some TV series like Madmen have 
even acquired the status of cultural object in highly educated spheres 
(Glevarec, 2012). This suggests that perceptions towards TV watch-
ers, or at least towards individuals who watch certain TV programs, 
are gradually shifting. Goffman (1963) argues that a stigma “refers 
to an attribute that is deeply discrediting”. According to Crocker, 
Major, and Steele (1998), stigmatization affects how individuals 
perceive themselves, but also how they feel others perceive them. 
Despite its relevance, consumer research on stigma remains lim-
ited and focuses mainly on stigma management (e.g., Adkins and 
Ozanne, 2005; Tepper, 1994; Viswanathan, Rosa, and Harris, 2005; 
see Sandikci and Ger, 2010 for an exception). Particularly notewor-
thy is that stigmatization does not affect all TV series watchers in the 
same manner, as certain series are stigmatized while others are high-
ly respected. For instance, to define “quality television” Thompson 
(1996) referred to Hill Street Blues or Moonlighting, while Knight 
Ryder and McGyver were classified as “regular television”. We inter-
viewed 16 demographically diverse TV series watchers. The authors 
asked a mix of grand tour questions and floating prompts (McCrack-
en, 1988). Following a general discussion, participants were asked 
to discuss the meanings they associate with series, their watching 
practices and whether they believe watching TV series is associated 
with social stigma. Interviews lasted from 25 minutes to 1h05 min-
utes, were audio recorded and transcribed. An initial identification 
of themes was developed, and theoretical categories were elaborated 
on during open and axial coding procedures. We then began a pro-
cess of dialectical tacking, moving back and forward between our 
findings and the relevant literature to deepen our understanding of 
the practices and meanings associated with TV series consumption. 
Five key narratives were identified. First, the role of new practices 
in the legitimization process of TV series consumption emerged: 
Consumers watch TV series less on television than using stream-
ing, downloads or DVD box sets. These practices allow watchers to 
engage in TV series consumption while distancing themselves from 
the negative connotations associated with television as a medium. 
Thus, consumer narratives replicate the cultural stigmatization dis-
courses around television conveyed by the media and scholars, but at 
the same time, watching TV series is part of an on-going normalisa-
tion process. Second, this process is facilitated by a shift from con-
sumers’ bond to TV channels’ schedule and agenda, to consumers’ 
perceived control of their viewing time, accessing series online or 
using DVD boxed sets. Third, a process of ‘reverse stigmatization’ 
was identified: Whereas TV series viewers used to be stigmatized, 
those who do not watch any TV series would now be stigmatized 
as outside the norm. Fourth, the normalisation process does not ap-
ply to all TV series and is contingent on the low social status of the 
perceived audience. A recurring example of genre that remains stig-
matized is soap operas. Non-soap-viewers distance themselves from 
soap-viewers, while soap-viewers’ narratives echo confession-like 
acknowledgment of their viewing practice, and engage in a strategy 
of concealment (Miller and Kaiser, 2001). Fifth, new stigmas are ap-
pearing as new practices develop. A key example of such practices is 
binge-watching i.e. watching several episodes of the same TV series 
in a row. Binge-watchers are stigmatized by non-binge-watchers, 
the latter considering the former as antisocial. Interestingly, stig-
matization occurs among binge-watchers themselves. Tensions are 
particularly evident between those binge-watching socially versus 
individually. The social ones use an ‘us’ versus ‘them’ discourse to 
legitimize their own behaviour. They present their binge-watching 
as a group activity, shared with friends or with their partner, which is 
considered as normalised whereas binge-watching alone is regarded 
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as asocial and deviant. We contribute to prior work on stigmatization 
(Kozinets, 2001; Sandikci and Ger, 2011) by looking at the dynamics 
of stigmatization and normalisation as social processes in the context 
of TV series. TV series seem to undergo a legitimization process fol-
lowed by other popular genres in the past e.g., jazz; graphic novels; 
thrillers (Glevarec, 2012).This evolution is facilitated by the Internet 
which has profoundly reshaped the patterns of TV series consump-
tion. However, we show that far from operating in a linear manner, 
the dynamics of legitimization are complex and accompanied by the 
reproduction of existing stigmas, i.e. soap operas, and by the creation 
of new stigmas, i.e. reverse stigmatization and binge-watching prac-
tices. Our informants’ narratives evince a degree of cognitive reflex-
ivity that underscores their awareness of the complexities associated 
with the legitimization process. Consider Stefan’s comment: “For 
TV series it’s different because TV in a way is sort of stigmatized 
right now […]. I think for TV series it’s much more of a cultural 
thing. The fact that you don’t watch strictly on TV but you watch on 
a laptop, it’s different from watching on TV. And you find a lot of 
friends who feel cool when they watch TV series, but they don’t feel 
cool when they watch TV. That’s my thought”. 

Factionalized Fatshionistas:  Dynamics within Collectives 
of Stigmatized Consumers Engaged in Marketplace 

Change Efforts

EXTENDED ABSTRACT
Consumer researchers have typically studied stigmatized con-

sumers as individuals facing powerlessness, constrained product 
choices, discrimination in customer service, and higher risk in mar-
ket interactions (Adkins and Ozanne, 2005; Henry and Caldwell, 
2006). The focus of this work has tended to be on understanding 
experiences of marginalization and the tactics individual consum-
ers use to cope with stigma. Researchers have noted, for instance, 
that instead of withdrawing into an enclave, stigmatized consum-
ers may challenge the stigma by making attempts to participate in 
mainstream markets (Henry and Caldwell, 2006). Recently, some at-
tention has been directed toward understanding the factors that may 
lead stigmatized consumers who face marginalization in a particular 
marketplace to mobilize collectively and to engage in efforts to gain 
access to the goods and services they desire (Scaraboto and Fischer, 
2013). Thus far, however, we lack an understanding of what happens 
to the collective of stigmatized consumers when they engage in mar-
ket change efforts. In this study, we address this gap. We ask: What 
are the consequences, for the collective of consumers who consider 
themselves to suffer from the stigma, of engagement by stigmatized 
consumers in efforts to participate in mainstream markets? To ad-
dress this research question, we have engaged in ongoing online ar-
chival research in the network of Fatshionista bloggers and followers 
that we studied in our earlier work. Fatshionistas are plus-sized con-
sumers who want more options from mainstream fashion marketers 
(Scaraboto and Fischer, 2013). They are stigmatized within main-
stream society in general, and the fashion industry in particular, be-
cause their body size exceeds that regarded as attractive and socially 
acceptable (Bordo, 1993; LeBesco, 2005). In earlier work, we moni-
tored 10 blogs that discuss plus-size fashion regularly, from their 
first post through to December 2010. Since then, we have monitored 
blogs and responses for two additional years, and have collected 
media articles that discuss Fatshionistas’ engagement in the fashion 
market. Our analysis of this data was guided by our research ques-
tion, and informed by concepts from relevant theories. From insti-
tutional theory, we consider the notions of legitimacy (the degree of 
which can vary across categories of actors within a market or field); 

institutional boundaries (distinctions perceived between categories 
of actors in a market or field [Zietsma and Lawrence, 2010]); and 
institutional work (actions aimed at creating, maintaining and/or dis-
rupting institutions [Lawrence and Suddaby, 2006]). We also drew 
on concepts from actor-network theory, including its central premise 
that the success of any network relies on the ability of focal actors 
in the network to tie together the interests of multiple actors through 
processes of “translation.” Translation processes are those in which 
disparate actors are recruited to engage in alliances that help stabilize 
the network in a way that suits the focal actor’s interests. Our find-
ings highlight three consequences for the collective of engagement 
by stigmatized consumers in efforts to ameliorate their marginaliza-
tion in a marketplace: 1) Some members of the consumer collective – 
but not all of them – gain recognition for taking on institutional work 
that is supportive of the institutional norms and logics. In the case of 
Fatshionistas, this institutional work is the creation of fashionable 
“looks” with available plus-size outfits, and of fashion commentaries 
that are disseminated online through blog postings. This activity is 
in essence the same kind of institutional work undertaken by fash-
ion photographers and fashion editors, and contributes to reinforcing 
the logic of art that is central to the field of fashion (Scaraboto and 
Fischer, 2013). However, while a few Fatshionistas gain recognition 
from others and attract an online following, most actors in the Fats-
hionista collective are not active in these kinds of institutional work. 
2) Institutional boundaries emerge between members of the stig-
matized collective. Those who have been most fully enrolled in the 
fashion industry are singled out from those who have been largely 
ignored by focal actors in that network. In the case of Fatshionistas, 
a boundary emerges that differentiates those who fit “the formula 
for mainstream media: white, cis(gendered), good looking, middle 
class, young and able-bodied,” (Perkins, 2013). These Fatshionistas 
tend to be at the lower end of the plus size range. This contributes to 
the formation of a boundary between the younger, smaller plus-sized 
consumers and those who are older and/or in the larger end of the 
plus-size range. The emergence of this division is in part due to the 
fact that mainstream marketers, when faced with pressure from Fat-
shionistas, cater to those in the smaller size ranges so as to concede 
conditional, or “phantom acceptance” (Goffman, 1963) to plus-size 
consumers.  3) Stigmatized consumers who are members of the more 
favored sub-group and who gain recognition for their institutional 
work may abandon – or may be perceived as having abandoned – the 
goal of promoting social transformation. This is especially likely if 
the stigmatized consumer can, and does, reduce the pervasiveness 
of her stigma. In the case of Fatshionistas, this can happen through 
weight loss and/or through the formation of a close alliance (e.g. paid 
employment) with a mainstream marketer.  Fatshionistas who have 
neither lost weight nor allied closely with mainstream marketers may 
then publicly call into question the actions of those who have done 
so, labeling them as “sell-outs” who have been co-opted and have 
“let down” others who nominally share the same stigmatized status. 
Stigmatized consumers who continue to be neglected by mainstream 
marketers may further polarize schisms within the collective by re-
inforcing, in their fashion blogs, other issues of ongoing concern to 
the stigmatized group, such as medical negligence and employment 
discrimination. These bloggers consider gaining access to the main-
stream fashion field as insufficient to fight the stigma of fat and “fear 
that the joining of oppressed and oppressor in brand relationships 
is not furthering fat activism” (Perkins, 2013).  Our analysis sug-
gests that these consequences can significantly destabilize an actor 
network anchored on a shared stigmatized identity.  Whether this 
destabilization will impede stigmatized consumers from accessing 
mainstream markets should be the subject of future research. 
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