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Abstract  

 

Background:  Body positivity promotion has recently received great attention, both 

from companies as well as from consumers. The responsibility of companies to promote 

a healthy body image and be inclusive of all people through their marketing activities is 

increasing, as the body positivity movement on social media has started to expand and 

change consumer demands for underwear apparel.  

  

Purpose:  The purpose of this study is to examine Swedish female consumers’ online 

purchasing behavior toward underwear apparel. In order to find explanations as to 

which factors influence consumer purchase behavior, and what companies can do better, 

to promote body positivity and make the consumer satisfied.  

 

Method:  The study follows a positivism approach to understand social phenomena and 

provide explanations through theories.  A quantitative research approach is used by 

conducting a survey about underwear apparel and body positivity on female consumers. 

The empirical data is analyzed through a statistical software, SPSS, and the 

interpretations are guided by the use of the Theory of Planned Behavior (TPB), the 

MAO framework, background studies, and a conceptual framework developed from the 

TPB. The conceptual framework includes five added factors to test behavior. 
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Conclusion:  The empirical findings presented positive, statistically significant 

associations among the introduced factors from the conceptual framework and the 

purchasing behavior for underwear. The findings also suggest that companies should 

take a more active role in diversity inclusion in their marketing of underwear, in order to 

take a step further in their body positivity promotion.  
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1. Introduction  

______________________________________________________________________ 

In this section the reader is introduced to the key concepts and literatures that would 

provide a better understanding of the topic through Background, problem statement and 

purpose of the study. A research question is then presented.  

______________________________________________________________________ 

Background 

1.1.1. The growth of the body positivity movement  

Marketing has long been designed to show idealized and glamorized images of 

individuals, leading consumers to either consciously or subconsciously compare these 

images to their own body image (Lou & Tse, 2020). 

 

In the past decades, the matter of a positive body image has considerably emerged, which 

leads companies to follow the trend of body-positivity marketing. One considerable 

movement in advertising is the boost of “femvertising” (Compton Allyssa, 2021). The 

term “femvertising” has been defined as female empowerment advertising. The growth 

of this movement suggests that contemporary brands distinguish it as a successful strategy 

for targeting female audiences. Advertising which includes a wide range of body sizes 

and shapes is, therefore, a part of femvertising known as body positivity advertising. 

(Åkestam et al., 2017). On that account, throughout this research, the focus is applied to 

the femvertizing part that concerns body positivity marketing.  

 

Additionally, the rise of the body positivity movement on social media challenges the 

“ideal” body appearance portrayed in advertisements, hence, helping women to overcome 

a negative body-image outcome and the feeling of not attending the beauty standards 

(Brathwaite & DeAndrea, 2021). The philosophy behind the body positivity movement 

is that society’s messages about beauty are unobtainable and individuals should, 

therefore, be encouraged to challenge beauty ideals and welcome diversity in appearance 

and body size (Markey, 2020).  
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With the increase of body positivity movements, and consumers’ concerns regarding the 

topic of female empowerment, it is important to explore different factors that can affect 

online purchasing. Given the importance of body exposure in the marketing of underwear 

apparel, body positivity’s influence is more important in that sector compared to 

traditional fashion.  

 

1.1.2. Underwear apparel consumption within the fashion industry  

The fashion industry is a global industry, one that has a value of 3000 billion dollars, 

which accounts for 2 percent of the world’s Gross Domestic Product (FashionUnited, 

2022). The underwear segment accounted for 16 percent of the apparel revenue in 2018. 

In the same year, the worldwide revenue of the segment was US$ 272 billion, and its 

estimated increase will be US$ 349 billion by 2023. The underwear apparel segment 

involves clothing articles that are worn beneath the outerwear. The segment is divided 

into women’s and men’s underwear, along with t-shirts and singlets. The steady growth 

of the segment can be explained by the increased online shopping and the expansion of 

major textile chains that make it an ever-growing market. Overall, the underwear 

segment holds a remarkable position in the clothing industry (Apparel report 2019 – 

Underwear, n.d.). Moreover, the market of underwear apparel is a highly competitive 

and volatile market with famous brands such as Victoria’s Secret and Calvin Klein 

(Halliwell & Dittmar, 2004). 

 

1.1.3.  Online shopping within the Swedish market  

With the rise of e-commerce, the amount of digital buyers is at 2.14 billion people in 

2021. There were 74% of internet users in the EU who shopped online in 2021 (Online 

Shopping Ever More Popular, 2022) 

 

For this study, the emphasis is put on Females who live in Sweden. Since Sweden can be 

considered advanced in body positivity marketing as mentioned by one of the biggest 

fashion stores Lindex: “Advocating inclusiveness and body positivity is also part of our 

sustainability promise, as one of our three core aims in our focus area “Empower women” 

("Swedish Fashion Ethical Charter | Lindex Group, 2022). 
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Since the focus is applied to Swedish consumers, it is a research advantage that the 

majority of the Swedish population are internet users. Of these users, 78 percent shopped 

online in 2015. In 2018, Swedes spent roughly 14.95 billion euros on online purchased 

products. In addition, clothing and footwear account for the most popular product 

category in e-commerce. (Ecommerce News, 2022). As of 2019, the country in question 

had 62% of men and 83% of women aged 25 to 34 years, who bought clothes online for 

private use (Statista, 2022). Swedish household consumption expenditure on clothing 

from 2010 to 2020 has been fluctuating between 65.5 million and 62.3 million Swedish 

kronor. Regardless of the consumption ups and downs in the previous years, online 

shopping for clothes is predicted as a stable category, which will grow in the future 

(Statista, 2022).    

 

1.1.4.  Online purchasing risks 

Digitalized retail has modified the process of shopping for consumers and the selling 

process for companies in the fashion industry by providing easily accessible and 

affordable services. However, consumers’ wish to shop online has been set back by 

challenges of “fit” and “size” of the clothing. These challenges have negatively impacted 

consumers’ perception of doing online purchases within the fashion (Kim et al., 2008).  

A consumer’s perceived risk has been found to influence his or her online decisions. 

Commonly, a consumer might be more reluctant to purchase online and make the 

transaction, compared to traditional purchasing methods. This is due to the perceived risk 

being higher when shopping online since it usually involves giving card details and 

personal details such as contact information. Traditionally, the consumer can go to the 

store, feel and smell the environment, which can give a feeling of reassurance to purchase. 

Moreover, the fact that the consumer can try the product on in a physical store is a big 

plus, something online shopping does not provide them with (Kim et al., 2008).  

 

Especially for underwear apparel, online purchasing can be hard, since the consumer can 

not physically try the product on and must rely more on external information, such as 

images of the model and fit guides. Additionally, female consumers have a greater 

perception of risks in terms of purchasing intimate apparel compared to other apparel 

products. Previous studies have shown that most female consumers have obstacles in 



 

 

 

 

9 

finding well-fitting, as well as aesthetically pleasant underwear apparel products (Rose et 

al., 2016). 

 

1.1.5.  The role of companies in creating a positive body image  

The fashion industry is seen as a key contributor to body dissatisfaction through the 

promotion of unrealistic idealization of appearance. According to Craddock et al., (2019), 

corporate social responsibility (CSR) refers to a business’ voluntary contributions to 

society beyond its legal and economic responsibilities. A strong CSR reputation is 

associated with trust from the consumers and purchase intentions. Evidently, a negative 

body image is a social issue and companies can address it through CSR (Craddock et al., 

2019).  

 

D’Alessandro & Chitty (2011) introduce two studies showing that body image 

comparisons and the effectiveness of choosing the right type of models vary according to 

the type of body shapes portrayed in advertisements and the respondent’s body mass 

index (BMI). Studying BMI also proved that, especially a poor body shape comparison 

(between the model and consumer) triggers a poor body image. This was identified when 

women with lower BMIs viewed advertisements for plus-size models. Hence, it is 

important for marketers to promote the concept of a body image with a variety of body 

types that fits the consumers own body images. The use of more realistic body types in 

advertisements will make the company more socially responsible and appreciated by 

consumers. Stephens et al., (1994) discovered that 40% of underweight women 

considered their weight normal, compared to only 10% of underweight men. More drastic 

figures can be seen in female adolescents (D’Alessandro & Chitty, 2011).   

 

1.1.6. Body positivity and body positivity marketing   

Advertising communicates social values, norms, and stereotypes to consumers when 

promoting products or brands (Lou & Tse, 2020). The concept of online marketing has 

transformed marketing, offering new ways to reach, learn about, inform and provide 

service to consumers (Lamberton & Stephen, 2016). According to Chaffey et al., (2019) 
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online marketing can be defined as “achieving marketing goals through digital 

technologies”. 

 

It is only after 2010 that a definition of a positive body image has been proposed. Nichole 

Wood-Barcalow studied the matter and defined a positive body image as an “overarching 

love and respect for the body”. Body positivity would allow individuals to first appreciate 

the unique beauty of their body and the function of it. As well as accept and admire their 

body including the parts that are not reflecting the ideal body image and finally, feel 

beautiful, confident, and give importance to their body assets (Daniels et al., 2018, p.9). 

Body positivity is, therefore, the idea of “feeling good about your body and the way it 

looks” (Cambridge dictionary, 2022). With the rise of this awareness, customers need to 

feel that this matter is taken into consideration by companies.  

 

Therefore, for example, the use of inclusive marketing, is an essential tool for marketers. 

Inclusive marketing is defined as the process of including people who might otherwise be 

excluded. This means introducing marketing that can be related to everyone, no matter 

the race, age, gender identity, sexual identity, or a group someone relates (Estrina, 2021). 

This is especially relevant in underwear apparel marketing since it should contain images 

of models with different body types, as that way, the inclusion of body diversity can 

positively affect consumers' purchase intentions. Inclusive marketing is a way to 

challenge the traditional ideas of how a brand is usually represented (Estrina, 2021). This 

allows to make content that reflects the diversity of individuals, who may find the product 

more relevant to their personal body image in that case.  

 

By continuing to promote unrealistic body ideals, the fashion industry and especially the 

underwear apparel segment are missing out on a good tool to gain customer trust. The 

company Aerie, however, managed to increase its sales by 9% in 2014, by promoting its 

lingerie using untouched images of the models. Thus, marketing the honesty of the brand 

and a positive body image, while encouraging more women to be confident about their 

flaws (Tomlin, 2016).   

 

How companies market their product is important, in an online context where the 

customer can see pictures of different products but cannot try them physically, this makes 
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it difficult to make a purchasing decision. Therefore, marketing the products the “right 

way”, especially in the case of underwear apparel, is important (Ganguly et al., 2010). 

That is why using different marketing techniques such as promoting body positivity may 

be relevant, to make the customer more aware from where they want to purchase, and 

which company aligns with their values on body positivity.  

 

One possible marketing technique for companies marketing underwear is emotional-

based appeal marketing. Emotional-based appeal marketing refers to the use of emotional 

messaging which is commonly used to enforce the relationship between the consumer 

and the brand (Drake, 2017). Therefore, using body positivity marketing will then lead 

the brand to create this bond between them and the consumer. Thus, some underwear 

brands are implementing body positivity by offering underwear apparel that give priority 

to feeling comfortable and for that reason, challenging the traditional definition of what 

it means to look and feel beautiful. For example, “Dear Kate”, an underwear company 

imitated the Victoria's Secret “perfect body campaign” by using models from different 

ethnicities, large busted, thin, and average-sized women of every color and body shape in 

their campaign. This marketing initiative has led to a positive impact on their brand equity 

and realistic image (Tomlin, 2016).  Another example can be the Savage X Fenty lingerie 

collection, that launched in 2018. The brand received excessive support because it 

enforced models of all different shapes, ethnicities, and sexualities (Hakeem, 2020).  

 

1.1.7. Female perception of traditional advertising and social comparisons 

As the concern for body positivity has been rising, more people find it hard to shop online, 

as they cannot relate to the image of the “ideal” model (Brathwaite & DeAndrea, 2021).  

A phenomenon called upward social comparison happens when a woman compares 

herself to a person who is superior to her. This is often the case since women tend to be 

drawn to upward social comparison when they compare themselves with the ideal portrait 

given in traditional advertisements where models are tall, beautiful, and often airbrushed 

to have a perfect appearance. This can lead to negative, problematic consequences of 

body comparisons since by looking and comparing oneself to idealized images in 

advertising, women think that thinness is necessary for their happiness (Compton, 2021). 
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1.1.8.  The lack of body positivity marketing  

Studies regarding body positivity marketing campaigns are somewhat new and there is a 

lack of research on the topic of body positivity advertisements. In general, studies have 

shown that there is a positive effect on women who are exposed to body-positivity 

advertisements that shows women of all shapes and sizes. Past research focuses more on 

the subject of how body positivity affects women’s’ feelings about themselves (Compton, 

2021). However, there is a lack of studies on the body-positivity advertisements’ effects 

on actual purchasing behavior in an online setting.  

 

Problem  

The inconsistency between the type of body images portrayed in the media and the 

average body image in the female population has increased over time (Spitzer et al., 1999; 

Vartanian, 2012) In addition, studies by Halliwell and Dittmar (2004); Kim and Lennon 

(2007); Koyuncu et al. (2010) and Tiggemann and Lynch, (2001), indicate there is 

evidence to the connection between women’s exposure to thin or unattainable models, 

the women’s body dissatisfaction, eating disorders and low self-esteem. In addition, a 

study from Groesz et al. (2002), has revealed that exposure to thin models (versus images 

with average or plus-sized models) resulted in a higher body dissatisfaction among 

females, more particularly in young females who are under 19 years old and those who 

have embodied the thin beauty ideal (Lou & Tse, 2020). 

 

There is evidence that supports positive perceptions regarding the featuring of average-

sized models. For instance, Bissell and Rask (2010) paired the image of a Dove brand 

campaign model (an average-sized model) with three manipulated model images; a 

muscular, an ultra-thin, and a plus-sized model. It showed that the Dove model received 

the lowest attractiveness rating but also had the highest similarity score and a considerable 

number of women saw this body type as the most “ideal” (Lou & Tse, 2020).  Studies 

have examined the role of the model’s body size in body image perceptions and the 

findings adopted a social comparison or self-discrepancy approach, meaning that the 

subject of observation wishes to attain what they see to be ideal (Lou & Tse, 2020).  
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Regardless of the increased demand for underwear apparel, this segment in the fashion 

industry depicts a big gap between the size of the market and shortage of research. With 

changing attitudes toward topics such as the “ideal” body image, it indicates a significant 

need for more research, to better meet consumer needs and to guide marketing efforts of 

companies toward a more ethical CSR approach for creating a positive body image. In 

addition, research can back up the fact that women are more likely to receive judgment 

based on appearance than men. Assuming this, women would be more concerned about 

body image, though still, the area remains under-researched (Halliwell & Dittmar, 2004).   

 

The area of the women’s underwear apparel market is highly brand competitive and 

volatile. In addition to that, the women’s underwear market has different categories such 

as shapewear, comfort wear, bras, and panties, which all require analysis and 

understanding. Consumers are proven to pay close attention to the fit and functional 

details of intimate apparel. When shopping online, consumers pay a lot of attention to 

visual aspects, meaning that body positivity marketing and the choices of model 

representatives can influence purchase decisions (Law et al., 2012). However, there is 

little knowledge about what motivates consumers to purchase and what kind of fashion 

perceptions is regarding the underwear market (Hume & Mills, 2013). For companies to 

create stimulations and initiatives for consumers to act in a certain way is difficult. But 

this leads to wonder if consumers are aware of how seeing diverse bodies displayed on 

websites might help them feel more confident to purchase. For this reason, it is important 

to study consumer purchasing behavior and find out what factors can affect the purchasing 

of underwear in terms of consumers’ perceived body image that the companies contribute 

to creating.  

 

According to Halliwell & Dittmar, (2004), when taking into comparison the actual 

population of adult women, thin female models are dramatically over-represented in the 

media. This means that only a minority of adult women have a similar body type- or size 

that is mainly presented. The models' weight, as presented in advertisements has 

decreased over the years and the average model is now more than 20 percent underweight. 

Seeing a very thin “ideal” model representation can fuel a woman’s body dissatisfaction 

and cause serious problems on their body image and even lead to eating disorders 

(Halliwell & Dittmar, 2004).  
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Other studies revealed that there is in fact a limited representation of body images in the 

media and that models are essentially young, white, and underweight. An early study in 

the 1980s popular magazines - Cosmopolitan, Glamour, and Vogue - revealed that black 

models appeared in only 2.4 % of the images, Asian models were represented only in 

0.5% and no Hispanic models were represented. Later, a similar study in the early 2000s 

revealed similar shocking numbers and that 91% of the photographs still featured only 

white models. These studies show that ethnicities are under-represented in advertisements 

(Kennedy, 2020).  

 

Drawing upon what is discussed above, there are many studies looking into how diversity 

marketing can be implemented, to increase body positivity and how the actions of 

companies affect the way consumer feels about themselves. The gap, however, is that the 

exploring of consumer purchasing behavior in an online setting regarding this topic has 

not received enough attention. Due to the lack of knowledge about how companies’ 

promotion of underwear affects consumers’ self-perceptions that contribute to purchase 

behavior, it is a clear sign that this topic needs more research. The acquired knowledge 

may help consumers upgrade their standards on where they wish to shop, such as from a 

company that values diversity, as well as guide companies into creating attainable beauty 

standards from the way they market their products.  

 

Purpose  

The purpose of this study is to understand the impact of companies’ body positivity 

marketing on online consumer purchasing behavior, aiming to make companies 

contribute to body positivity marketing by better understanding the consumer perspective.  

Therefore, the focus is applied on the pre-purchase behavior. Moreover, the mission is to 

study this purchasing behavior among Swedish female consumers. All things considered; 

the proposed research question is:   

 

RQ: Which behavioral factors can affect Swedish female consumers’ online purchasing 

for underwear apparel in the context of body positivity marketing.  
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2. Theoretical Framework  

______________________________________________________________________

_______________ 

This chapter would provide a theoretical background on the topic of online consumer 

behavior and provide a conceptual framework to reinforce the already existing theory 

of planned behavior. The conceptual framework would be divided into five factors for 

studying online purchasing behavior in the context of body positivity marketing and are 

later tested during the study. The general hypothesis of the paper is then introduced. 

______________________________________________________________________ 

 

In this part of the study, consumer behavior, positive body image marketing, and online 

purchasing behavior are analyzed as a part of existing literature. Various aspects that 

make up the purchasing behavior and the impact of a positive body image’s influence on 

underwear apparel purchasing online are discussed  

 

Secondary data was collected by reviewing articles, journals, and books about consumer 

behavior and purchasing intentions. In total 17 articles were used to construct the 

theoretical framework. The search engines used are Google Scholar, Emerald, Primo JU, 

and Scopus. Deductive reasoning was used to move from broad to generalizations to 

specific observations. In order to go deeper into the topic of online purchasing behavior, 

and the influence of marketing, theories such as the Theory of Planned Behavior are 

introduced, which gives reasoning as to why certain behavior takes place in a consumer.   

 

Factors influencing consumer behavior  

Consumer behavior may be evaluated from two perspectives, the decision-making 

process which includes purchasing behavior, and the variables affecting the purchasing 

process (Kotler & Armstrong, 2010). This study will focus on the latter. Purchase 

behavior differs very much for a deodorant, iPad or a new car. The type of consumer 

purchase behavior goes according to the degree of buyer involvement. For underwear, the 

appropriate buying behavior is the variety-seeking buying behavior. For it concerns low 

consumer involvement and consumers often switch across brands (Kolter & Armstrong, 



 

 

 

 

16 

2010, p.177). According to Kolter & Armstrong (2010), factors influencing consumer 

behavior are; (see appendix, figure 1)  

- Cultural - culture, subculture, social class 

- Social - reference group, family, roles & status  

- Personal - Age, economic situation, personality & self-concept  

- Psychological - Motivation, perception, learning, beliefs & attitudes  

 

Underwear apparel purchasing behavior  

Consumer behavior is a study of consumers and the processes they use to choose and buy 

products and/or services, including consumers’ emotional, mental, and behavioral 

responses. Underwear apparel is a necessity in daily life, it is a product that is supposed 

to bring comfort and enhance the physical appearance of the body. Most female 

consumers tend to perceive purchasing underwear as a higher risk compared to other 

apparel products. To avoid risks such as inconsistent sizing, and the variety of fits across 

different brands, the consumer would most probably keep purchasing from the same 

brand (Rose et al., 2016). Therefore, companies must know how to evaluate those risks 

and how to improve the customer experience in the online setting.  

 

Motivation, Ability and Opportunity framework (MAO)   

For a better understanding of the difference that the online aspect brings to consumer 

behavior, the MAO is going to be broadly used to explain consumer online purchasing 

behavior. Originally studied by Maclnnis and Jaworski in 1989, the theory explains that 

the level at which a person processes information is influenced by three dimensions; 

motivation, opportunity, and ability (Teh & Ahmed, 2011). Since in this research, online 

commerce can be the connecting information between the company and the consumer, 

the MAO theory can be applied as a theoretical framework for this study.     

 

Firstly, motivation has been defined as goal-directed arousal. This refers to the 

individual's preparation and interest to engage in information processing. In this study, it 

is the person's desire or readiness to purchase online. This decision-making depends, 

therefore, on definitions such as readiness, willingness, interest, and desire to perceive 
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the information in an online context. These concepts are suggesting that the information 

processing of the individual is influenced by external stimuli such as ads, which could 

influence the consumer purchasing behavior. A higher motivation explains that the 

customer is putting a higher effort into processing the information they need, in order to 

behave in the way they wish to (Teh & Ahmed, 2011). 

 

The second aspect of the MAO theory is the ability. Ability is defined as the extent to 

which consumers have the necessary resources, for example, knowledge and money, to 

make the decision happen. Ability can include financial, cognitive, emotional, physical 

or social, and cultural resources (Hoyer et al., 2013). Extending the definition to online 

purchasing behavior, abilities such as knowledge of the website or the online purchasing 

environment, as well as the money aspect of purchasing online must be taken into 

consideration in the study of consumer behavior. A higher ability indicates that the 

consumer has the necessary knowledge and capacity to purchase online.   

 

Thirdly, as the final aspect, the theory explains opportunity as one of the important aspects 

that could lead the customer to make different decisions. Opportunity is defined as the 

degree to which a situation can be limited by distraction and time. In the case of the online 

aspect, opportunities such as time and connection availability can be the limiting factors 

of consumer behavior in purchasing online. It can also be the case of distraction where a 

customer would be drawn from one stimulus to another, and that can lead, for example, 

to not taking the final decision of purchasing (MacInnis & Folkes, 2010).  

 

To conclude, with the drawing of the MAO theory, consumers with higher motivation 

would be more likely to engage in purchasing behavior. Moreover, opportunities such as 

time availability would lead the customer to be influenced in a positive way, since online 

purchasing is less time-consuming than regular, physical purchasing. Furthermore, 

individuals with a higher ability such as knowledge of the online purchasing platforms, 

might be more likely to carry out the purchasing behavior (see appendix, figure 2.)  
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Theory of Planned Behavior (TPB) 

Human behavior is a difficult concept to explain, as many factors affect it. Understanding 

social attitudes and personality traits has assisted in the prediction and explanation of 

human behavior. The Theory of Planned Behavior by Ajzen (1991), is an extension of the 

theory of reasoned action, developed to address the previous model’s limitations in 

dealing with behaviors over which people have incomplete voluntary control. The two 

theories overlap in the central factor, which is the intention to perform a certain behavior. 

Intentions increase the motivation for behavior; therefore, a stronger intention indicates a 

more likely behavior (Ajzen, 1991).   

 

TPB consists of three variables or determinants of intention such as attitude, subjective 

norm, and perceived behavioral control, which together attribute to intentions, later on, 

resulting in behavior. According to TPB, an individual who intends to behave in a certain 

way will actually do so. The theory of planned behavior (TPB) will be used in this case, 

to get a better understanding of consumer purchasing behavior, as it can explain the direct, 

mediating, and moderating relationship between attitude, subjective norm, and perceived 

behavioral control over purchasing behavior. The theory provides a viable framework 

representing relevant factors contributing to behavior toward a specific issue (Ajzen, 

1991).  
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Figure 1: The Theory of Planned Behavior  

 
 

Source: Ajzen (1991)   

 

 

An attitude may be a sign of one’s way of thinking or feeling about something. It indicates 

how the person evaluates how favorable or unfavorable the action toward the behavior is 

(Ajzen & Driver, 1992).  Therefore, the attitudes, which arise from an individual’s beliefs, 

are necessary when adopting a new behavior. Hence, attitudes may be described as 

positive and negative feelings, that are linked to performing a behavior. If an act is 

performed, which turned out to have a positive consequence, the person intends to repeat 

this behavior (Abbas & Mehmood, 2021).  

 

Subjective norm, on the other hand, can be a sign of social pressure one feels regarding 

performing or not performing a behavior. Ajzen describes those subjective norms are 

informed by normative beliefs and motivation to comply. 

 

Lastly, perceived behavioral control refers to the assets the person believes they have in 

order to conduct a behavior (Bashir et al., 2019). Perceived behavioral control is informed 

by beliefs about the individual’s possession of the resources and opportunities needed to 

engage in the behavior. According to Ajzen (1991), the assets, resources, and 

opportunities a person believes they access, will evidently dictate the likelihood of a 

behavior. Moreover, a person’s perception of behavioral control impacts intentions and 

actions. This perception refers to the ease or difficulty a person feels when evaluating 
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performing the behavior. Research from Bandura et al. (1980) shows that peoples’ 

behaviors are strongly influenced by their confidence in their ability to perform that 

behavior (perceived behavioral control). Therefore, perceived behavioral control can be 

used together with behavioral intention to predict behavioral achievement (Ajzen, 1991). 

 

Overall, the TPB is not specific about the beliefs that are associated with a particular 

behavior; therefore, it is up to the researcher to determine those beliefs. In general, the 

stronger the intention of attitude, subjective norm, and perceived behavioral control 

concerning performing a behavior, the more likely it is for the behavior to happen (Ajzen, 

1991). 

 

The theory can be applied to different contexts, as seen in the prior research, for instance, 

on recycling and environmental attitude, (Kumar et al., 2017), thus the theory will be used 

in this study to see how body positivity promotion in marketing activities influences 

online purchasing behavior. 

 

TPB however has its limitations, as it has been criticized for not taking account of the 

consumers’ habitual purchasing behavior. The theory also fails to show how situational 

factors such as economic constraints, influence purchase choice. Additionally, the Theory 

of Planned Behavior does not take into consideration the non-personal factor or the 

situational aspect. Factors that are commonly known to influence and predict behavior 

(Joshi & Rahman, 2015). 

 

Combining TPB and different factors affecting behavior, such as personal and 

psychological factors, will contribute to understanding how consumers receive external 

knowledge such as marketing and whether that makes them act positively, neutrally 

(indifferent), or negatively toward those marketing efforts.  
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Conceptual framework; Extension of the TPB 

 

Figure 2: The conceptual framework of the Theory of Planned Behavior 

 

 

As TPB says, intentions are assumed to capture the motivational factors that influence 

behavior. Essentially, they indicate how willing a person is to put the effort into 

performing a behavior (Ajzen, 1991). The suggested additions to the theory are based on 

different factors affecting the purchase decision, that were discussed above, (see 

appendix, figure 1, Kotler & Armstrong, 2010). From those four factors (cultural, social, 

personal, and psychological), the conceptual framework will experiment on the personal 

and psychological factors. Those are; age, self-concept, motivation, perception, and 

attitudes.   

 

2.5.1. Attitude  

The attitudes in this study are related to beliefs consumers possess about online shopping 

and whether they have had positive or negative experiences in the past. The 

Demographics factor is included as part of the attitude factor since age has been seen as 
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an explanatory variable when performing certain behaviors. For example, a study from 

Zeithaml (1985) showed that older, as opposed to younger consumers, tend to shop more 

diligently or process information more slowly or less accurately (Holbrook & Schindler, 

1996). Therefore, the age factor will be added to see if it can affect the attitude that 

controls purchasing behavior for underwear.  

 

Self-image can be an important variable influencing attitudes, for instance, Sparks and 

Shepherd (1992) examined the role of self-identity in relation to the TPB and intentions 

to consume organically grown vegetables. Contradicting their expectations that self-

image would only influence attitudes, their findings indicated that self-image 

independently predicted intention, meaning that self-image can in itself affect the 

intention to perform the behavior, without affecting the attitudes only (Conner & 

Armitage, 1998). Therefore, the self-image factor is an appropriate factor to add to the 

conceptual framework.  

 

The preference factor is added to the conceptual framework since preference generally 

affects any purchasing decision and directs the intention and focus. In a study by Grilli & 

Notaro, (2019), they identified that the usage of TPB helped in getting better estimates 

and to better identify the preferences of respondents. Additionally, Ajzen & Driver (1992) 

proved with their work that human preferences are useful in predicting behavioral 

intentions, for instance in leisure choice contexts. Therefore, the addition of preferences 

to underwear purchasing can be a good indicator to better predict consumer purchasing 

behavior. 

2.5.2. Subjective norm 

Subjective norm can be seen as the perceived social force affecting the intention to 

perform a particular behavior. They refer to beliefs an individual consumer has about the 

social aspect of body positivity, referring to the way companies promote underwear and 

their subjective perceptions about what a good body image depicts. In this conceptual 

framework, promotion, reinforces this study’s subjective norm. In other words, the way 

a person intends to behave can be affected by external sources such as a company’s 

advertising. The promotion of body positivity can be seen as the social force that intends 

to affect consumers’ feelings. Since advertisements prove to elicit a wide range of feelings 



 

 

 

 

23 

in people, the goal of advertisements is to evoke feelings in the target audience 

(Mooradian, 1996).  

 

2.5.3. Perceived behavioral control 

In relation to the perceived behavioral control variable, another variable is introduced, 

perceived risk. Risk perceptions are important cues in social judgment. They serve as a 

warning sign of potentially negative consequences of pursuing a behavior (Saeri et al., 

2014). Therefore, perceived risk will address what consumers see as a risk in purchasing 

underwear apparel. 

 

Finally, this conceptual framework will contribute to the development of the Theory of 

Planned Behavior in general and in the context of body positivity based on the strength 

of the added influencing five factors to purchasing behavior. In other words, the intention 

is to test if those 5 factors reinforce the existing theory of TPB. Despite the encouraging 

success of previous research, there is room for new research and effort should be put to 

eliminate shortcomings of the existing theory in terms of studying the effect of body-

positivity promotion on females’ behavior. The five added factors to the TPB will be used 

to construct the questionnaire for the survey, as well as analyze its findings.   

 

With the use of theoretical frameworks such as The Theory of Planned Behavior, as well 

as the MAO framework, two general hypotheses were implemented for testing:  

 H0: Purchasing behavior is not affected by the body positivity marketing 

H1: Purchasing behavior is positively affected by the body positivity marketing 
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3. Methodology  

______________________________________________________________________ 

This section of the paper would provide a better explanation on the methodology used 

during the study. The research paradigm, research approach and finally, the research 

design, that would include the method of data collection and sampling method, is 

discussed. Since a survey is conducted, an explanation is given of the questionnaire 

creation and what the data implies. 

______________________________________________________________________ 

 

 Research paradigm 

The concept of consumer purchase behavior and its affecting factors are complex to 

understand. Especially when the concept of body positivity is incorporated into it. 

Therefore, to gain knowledge about how body perceptions affect consumption, this study 

adopted the Positivism research paradigm approach. A research paradigm is a framework 

that guides the process of the research conduction. The positivism paradigm, originating 

from realism, relies on the assumption that social reality is objective and singular, hence, 

it is not affected by the act of investigating it. Positivism uses in general, a deductive 

approach, which aims to provide explanatory theories to understand social phenomena 

(Collis & Hussey, 2014). 

 

 Research approach  

Because social phenomena can be measured, the positivism approach is associated with 

a quantitative research method based a statistical analysis of quantitative (numerical data) 

research data. The analysis of the data focus on finding associations between the variables 

and causality (one variable affects the other) (Collis & Hussey, 2014). This method is 

relevant due to the subjectivity of body-image perceptions and the delicate way some 

consumers can be affected by underwear marketing. Since body positivity marketing 

perceptions and one’s own body image perceptions can have a large variety, the choice 
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of a quantitative method is suitable, since it can provide patterns of how in general 

consumers behave and how they purchase underwear online. Moreover, the quantitative 

approach was used to not have biased responses if the research were to be conducted by 

qualitative measures such as interviews. By using the quantitative approach, it is easier 

to reach more consumers, and since underwear is an everyday necessity for everyone, 

acquiring more participants is better in this case.  

 

Since the research question is: “Which behavioral factors can affect Swedish female 

consumers’ online purchasing for underwear apparel in the context of body positivity 

marketing”, this type of research approach is the most suitable because the scope is to see 

the consumer’s point of view, and by including many participants in the research , more 

consumer views might be identified. Therefore, a survey is designed to develop an 

understanding of consumer purchasing behavior on websites and their perception and 

importance of a positive body image. The sample of participants consists of females who 

live in Sweden. 

 

 Research design  

3.3.1. Method of data collection 

The data was collected by sending out online surveys to collect the primary data needed. 

A pilot survey was carried out prior to sending out the survey, to improve the efficiency 

of the main survey. A link was shared with the participants, who can easily access the 

survey with their phones or any other devices they wish to use. The survey was shared by 

emails and on LinkedIn, Facebook groups, Facebook Messenger and WhatsApp. The 

survey is to give insights into the personal reasoning of the individual when making 

shopping decisions online. The survey would help catch the consumers’ feelings toward 

body positivity marketing, and since according to the Theory of Planned Behavior, 

feelings often form beliefs, that form into behavior (Ajzen, 1991), it is sensible to identify 

where these feelings originate from. The identification of feelings will also test if the 

proposed new factors can impact purchasing behavior.  

 

The reason for this type of data collection method is because the survey has a nature that 

anybody can participate in it. According to Saunders (2016), in a questionnaire, each 
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respondent is asked to answer the same set of questions, which provides an efficient way 

to collect responses from a large sample.  

 

3.3.2. Sampling method 

In simple random sampling, also referred to as random sampling, the researcher randomly 

selects a subgroup of participants from a population (Saunders et al., 2016). For this study, 

the sample subjects needed to fulfill the following criteria in order to be relevant for the 

study:  1) Sample subjects must live in Sweden. 2) Sample subjects must be female or 

identify themselves as female. 

 

3.3.3. Questionnaire design 

This survey was conducted through Google Forms online. The questions were inspired 

by different previous scientific questionnaires, such as studies from Compton (2021) and 

Halliwell & Dittmar (2004). Moreover, the five factors introduced in the conceptual 

framework as an addition to the Theory of Planned Behavior were used as a base for 

designing the questions.  

 

The survey includes Likert scale questions and multiple-choice questions. The goal of the 

Likert scale, as Ajzen, (1991) (TPB)., implies, is to test behavioral attitudes, subjective 

norms, and perceived behavioral control that the participants possess regarding body 

positivity and making purchase decisions. When analyzing the answers, it will be possible 

to then distinguish what kind of attributes affect the participants’ purchase choices and in 

what direction, positive, neutral, or negative. Other questions give the option to the 

participants to choose from multiple choices options as well as the option of an open- 

ended question. 

 

3.3.4. Analysis of the data  

A statistical software, SPSS, will be used for analysis to construct tables and graphs about 

our participants’ answers on their behavior. Analyzing the empirical results will be based 

on observing in what ways the hypothesis can be either accepted or rejected as well as 
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testing the relationship of variables through correlations. During the process, the use of 

multiple SPSS functions was necessary, such as crosstabs, bivariate correlation tables, 

and Chi-square tests. 

 

The findings will be interpreted by quantitative measurement, that the survey tests. 

However, some questions from the survey will be interpreted without statistical testing, 

to reinforce the analysis of the SPSS tests. This is due to the nominal data format of some 

survey questions. Considering our nominal data importance, a step further is the use of 

different analyzing methods to increase the knowledge required to answer the research 

question. The use of secondary literature such as TPB and MAO, in addition to the 

conceptual framework, will help to analyze the study’s findings by, first, understanding 

consumer behavior in general, and more specifically, online purchasing behavior.  

 

3.3.5. Reliability & validity  

Reliability and validity are used in this case to evaluate the quality of the research. The 

reliability considers the extent to which the questions asked in this survey consistently 

elicit the same results when asked at different times and under different conditions, such 

as with different samples. For reliability to be strong, the scale should measure the 

respondents’ views reliably. The reliability of a measure refers to its consistency. The 

measure is reliable if you or someone else repeats the research and obtains the same result 

(Collis & Hussey, 2014). The questions chosen in this survey will assumably have the 

same answers if asked multiple times because they consist of personal choices and 

characteristics, which will generally not change over a short time period.  

 

Validity looks at which extent a survey is measuring what is needed to be measured. This 

means that the findings of the survey should represent what is intended to be measured. 

(Saunders et al., 2016). The validity of a research questionnaire is guaranteed if based on 

an established theory, for this study, the constructed questionnaire is therefore built on 

the conceptual framework, which is derived from TPB.  
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3.3.6. Ethical considerations  

Ethical implications are one of the core characteristics and basis of a research project 

(Bryman & Bell, 2007). For the survey, it is made sure that everyone voluntarily 

participates in the research. Prioritizing the respect for each other as researchers and 

participants. The answers are anonymous, giving the participants a secure feeling to share 

their thoughts. Full consent is obtained from everyone who wishes to participate, and 

participation is optional.  

 

3.3.7. Methodological limitations  

A remarkable limitation regarding the participants is that, since the survey was conducted 

anonymously online, there is not a 100% guarantee that the people who have done the 

survey are in fact the people that the survey is intended to reach (females living in 

Sweden). This is a factor that was out of the control of the researchers.   

 

The conceptual framework used for constructing the survey and analyzing the findings 

also has its limitations. Those limitations concern the fact that there are many more factors 

that are assumed to affect the purchasing decision of underwear apparel. However, factors 

like price or accessibility of the website are not taken into consideration, as they are 

general factors for any type of purchasing decision someone must make when shopping 

online. Instead, the aim is to focus on factors that are more related to body-positivity 

marketing and the way that body-positivity promotion can affect purchasing behavior.  
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4. Empirical findings 

______________________________________________________________________ 

The findings on the data collection from the survey are presented below. Divided by the 

five factors intended to be measured according to the conceptual framework. Each part 

is testing the hypothesis that would conclude if the variables tested have an impact on the 

consumer purchasing behavior. This part provides different SPSS tests and extra 

information collected from the data.   

______________________________________________________________________ 

 

This section will introduce the empirical findings that have been received by SPSS. The 

findings of the results will be explored through the use of descriptive statistics 

(frequencies), correlation, and Chi-square tests.  

 

The results represent 110 participants that answered 24 questions in total. The five factors 

generated from the conceptual framework are; 

● Demographics (Age) 

● Self-image  

● Promotion 

● Perceived risk  

● Preference  
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Demographics (Age)  

 

H0: The purchasing frequency online is independent of the age  

H1: The purchasing frequency online is dependent on the age  

 

Table 1 Frequencies of age 

 

 

81 or 73.6% of the participants were between the age of 18 to 24. The next age group 

holds 23 participants. Therefore, according to the results, the table shows a decrease in 

the participation frequency of the age groups as age increases (Bar chart 1). 

 

Bar chart 1 Frequency bar chart for Age 

 

As seen visually on the bar chart, most participants taking part in the survey are between 

18 to 24 years old. 
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Table 2 Chi-square of Age & Purchasing Frequency 

 

 

 

First, the task is to examine if there is a correlation between the age of the participant and 

the online purchasing frequency.  

We can see that;    

p=0.285 >(α = 0.05) 

 

First, we have the value of the test statistic that is equal to 18.696 and the corresponding 

p-value of the test is 0.285. since the p-value is higher than the chosen significance level 

(α = 0.05), we do not reject the null hypothesis and conclude that there is enough evidence 

that the age group is not a factor when it comes to the frequency of underwear shopping.  

 

With all information given by the results, we do not reject the null hypothesis and 

accordingly we found that the purchasing frequency online is independent of the age.  
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 Self-image  

H0: Self-image has no influence on the purchase decision 

H1: Self-image has an influence on the purchase decision 

 

Frequency tables derived from SPSS for the three different variables 

 

The Likert scale questions are from 1 to 6. 

1 = Strongly disagree 

2 = Disagree 

3 = Somewhat disagree 

4 = Somewhat agree 

5 = Agree  

6 = Strongly agree  
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Bar chart 2 Appearance Judgement 

 

 

The results show that most of the participants (29) strongly agree with the fact that others 

judge them on their appearance. Even if some of the participants disagree (37 participants 

if adding the scales from 1 to 3) the majority would argue that they feel judged by others 

(73 participants if adding the scales from 4 to 6). 

 

 

Bar chart 3 Body shape and size 
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The results show that 36 participants somewhat agree that they feel comfortable with their 

body shape and size. A total of 46 participants agrees or strongly agree. However, a total 

of 38 people (sum of the scale from 1 to 3) still does not feel comfortable with their body 

shape and size.  

 

Bar chart 4 Frequency bar chart for confidence 

 

 

Based on the frequency bar chart, it is a positive result that many females were feeling 

confident about the way they look among the participants.  

 

Values 4 and 5 received the highest number of answers. 41 participants somewhat agree 

(value 4) and 30 agree (value 5). Only 3 people strongly disagreed but we can also see 

that 13 people strongly agree. Altogether, the confidence among the participants is 

skewing more toward agreeing that they are confident in how they look.  
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Table 3 Correlation between Self-image variables and purchasing decision 

 

Using Spearman's rank-order correlation, a correlation between answers on self-image 

was examined to understand if those variables influence online purchasing behavior. 

Participants answered on a scale from 1 to 6, questions such as: “I am confident in how I 

look”, “I believe others judge me on my appearance”, and “I feel comfortable with my 

body shape and size”.  

 

Since the answers were on a scale form, we can see if there is a correlation with the fact 

of purchasing online if the model presents the consumers’ own body type. Examining 

therefore if self-image can be a factor that influences purchasing behavior.  

 

The correlations: all variables are going to be correlated to the purchasing decision, (the 

independent variable), asking “Would you be more likely to purchase the product online 

if the model presents your body type”. 

- “I am confident in how I look”: the correlation coefficient is equal to P= 0.110, 

indicating a positive correlation, since the correlation coefficient is greater than 0 

it is considered a linear relationship.  
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- “I believe other judges me by my appearance”: the correlation coefficient is equal 

to P= 0.198, showing a positive correlation since the correlation coefficient is 

greater than 0, this can be analyzed as a linear relationship.  

 

- “I feel comfortable with my body shape and size”: the correlation coefficient is 

equal to P= 0.145, showing once again a positive correlation since the correlation 

coefficient is greater than 0, this can be analyzed as a linear relationship. 

 

To conclude, we can see that there is a correlation between the variables of self-image 

and purchasing behavior.  
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When asked to choose between image 1, image 2, and image 3 which model do you relate 

to the most, the following results were received: 

 

 

Image from the survey: Between images 1,2, and 3, which model would you relate to 

the most?  

 

The results from Google Forms imply that:  

- Image 1: The “ideal” body type promotion.  

28.2% of the participants chose image one  

- Image 2: A “normal” body type promotion 

62.7% of the participants chose image two  

- Image 3: the representation of a more “curvy”/plus-size body type promotion 

9.1% of the participants chose image three  

 

 

 

Marketing influence on the ideal body perception 
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When asked, “Do you think how companies market their underwear influences your 

perception of the ideal body” 78,2 % of the participants answered yes to the question. We 

can see, therefore, that approximately 85 people agree that the way companies market 

their underwear influences their perception of the ideal body.  

 

 

 

 

What do you define as body positivity?  

In the process of understanding how participants define body positivity, given the choice 

between different definitions such as:  

- To feel good and healthy in my own skin 

- To look good according to my own standards 

- To look good in the eyes of the society or others 

- To feel beautiful and confident in my body 

 

Participants were given the possibility to choose between multiple options. After 

analyzing the answers, 71,8% of the participants would define body positivity as feeling 

good and healthy in their own skin and 76,4 % chose to feel beautiful and confident in 

their body. However, we can see that, 6,4 % of the participants chose “to look good in the 

eyes of the society or others”.  

 

With all the information given we conclude by rejecting the null hypothesis and therefore 

giving evidence that self-image has an influence on the purchasing decision.  
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Promotion  

H0: The way companies promote body positivity has no influence on online purchasing 

behavior.  

H1: The way companies promote body positivity has an influence on online purchasing 

behavior.  

 

Table 4 Correlations between promotion factors and purchasing decision 

 

 

To analyze if there is any correlation between the fact of how companies promote body 

positivity and the purchasing decision of the customer. We analyze the responses of the 

participant to the questions: “Do you think how companies markets their underwear 

influences your perception of the ideal body”, “ How much do you value underwear 

brands promoting inclusivity and using a variety of models in their marketing campaigns 

over those that present more of the white, thin beauty ideal” and finally, the dependent 
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variable regarding the purchasing decision “Would you be more likely to purchase the 

product online if the model presents your body type”.  

 

Firstly, a correlation is statistically significant if it's “Sig. (2-tailed)” < 0.05. 

There is a notable correlation between the influence the company has on a person’s 

perceived body image and the likelihood of purchasing, equaling to 0.043 so p=0.043 < 

0.05, hence the correlation is statistically significant.  

We can conclude the same thing for the variable of how much customers value the 

underwear brands promoting inclusivity and the purchasing behavior, that it is equal to  

p=0.012 and hence p=0.012 < 0.05, this means that there is indeed a statistically 

significant correlation.  

 

Moreover, we can see a positive correlation in both cases:  

- The first correlation between the influence of marketing and the purchasing 

decision is equal to a correlation coefficient of 0.194.  

- The second correlation between how much customers value underwear brands 

promoting inclusivity and the purchasing decision is equal to a correlation 

coefficient of 0.238. 
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Table 5 Frequency for motivation 

 

 

 

Bar chart 5 motivation to purchase if the company promotes body positivity. 

 

 

The Likert scale questions are from 1 to 6. 

1 = Strongly disagree 

2 = Disagree 

3 = Somewhat disagree 

4 = Somewhat agree 

5 = Agree  

6 = Strongly agree  
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·    31.8% of participants agree on the fact that they are more motivated to 

purchase if the company promotes body positivity. 

·    13. 6 % of the participants strongly agree that they are more motivated to 

purchase if the company promotes body positivity. 

·    However, 7.3% strongly disagree to that motivation. 

 

 

With all the information given by these results, we can certainly reject H0 and conclude 

that the way companies promote body positivity has an influence on online purchasing 

behavior. 
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Perceived risk  

H0: The perceived risk does not influence the online purchasing behavior  

H1: The perceived risk does influence the online purchasing behavior  

 

To investigate if the perceived risk affects the online purchasing decision, an analysis of 

the result from the survey was conducted to show the correlation data between those 

variables. This table shows the relationship between ¨Do you find it hard to purchase 

underwear online because of the risk of not finding the perfect fit? and ¨How often do 

you buy underwear online? ¨ 

 

Table 6  Chi-square test for perceived risk and purchasing decision 

 

 

 

p=0.035 < (α = 0.05) 

First, we have the value of the test statistic that is equal to 32.835 and the corresponding 

p-value of the test is 0.035. since the p-value is lower than the chosen significance level 

(α = 0.05), the null hypothesis is rejected and it can be concluded that there is enough 

evidence that suggests an association between those two variables.  

 

Therefore, we can conclude that the perceived risk does influence the online purchasing 

behavior.   
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Preference  

 

H0: The consumer preference does not affect online purchasing behavior 

H1: The consumer preference affects online purchasing behavior 

 

Table 7 Chi-square test for preferences and purchasing decision 

 

 

The significance level is given by <0.001, which implies a low significance level, and 

therefore, the variables are not independent of each other. This implies that H0 is rejected 

and there is a relationship between how the participants value body diversity inclusion in 

marketing and whether they would buy from company A or B.  
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Table 8  Correlation table between preference and purchasing variable 

 

 

To analyze if there is any correlation between the preference (dependent) and the purchase 

motivation (independent variable), a Spearman's correlation table is conducted from the 

data received when asked “Would you trust to purchase from the company A or company 

B” and “I am more motivated to purchase if the company promotes body positivity”.  

First, a correlation is statistically significant if Sig. (2-tailed) < 0.05. In this case, p=0.005 

< (α = 0.05), hence, the correlation is statistically significant. The correlation coefficient 

is equal to 0.263 which means that there is a positive correlation between how motivated 

the participants are to purchase if the company promotes body positivity and the trust to 

purchase from company A (promoting body positivity) or company B (promoting the 

ideal body).  

 

 

 

With what the tests cover, we can hence conclude that the null hypothesis is rejected and 

that there is enough evidence that consumer preferences affect their online purchasing 

behavior.  
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5. Analysis 

______________________________________________________________________ 

The purpose of this chapter is to analyse the empirical findings in relation with the 

existing literature and theoretical frameworks. With the different elements that help study 

consumer purchasing behavior, the findings here are implemented in the context of body 

positivity marketing and its impact on the consumer. 

______________________________________________________________________ 

Demographics  

For the demographic part, age, and purchasing frequency were introduced. As for the age 

variable, the survey was open for women of all ages. To not have any limitation of age, it 

was the most suitable thing to have the participants answer to which age category they 

belong to. Further it was made clear that after all, the null hypothesis is accepted, and the 

purchasing frequency is found to be independent of the age. In other words, the age is not 

a factor that influences the regularity of purchasing online.    

 

Based on the results, out of 110 participants, 74.6% were between the ages of 18-24. Only 

2 participants answered 45+ as their age group, which indicates that the survey was 

adopted more by younger women in general, women below the age of 30. Moreover, the 

study was likely perceived as more interesting by young females who can easily be 

influenced by the body images portrayed in advertisements. With the “ideal” (thin and 

edited) body image portrayed in advertisements that young females are exposed to, it can 

be considered that this age group would be where people are the most influenceable on 

their decisions and care more about their body image. Additionally, the highest 

purchasing frequency group was ¨Once a year¨, with 41 observations, signaling that most 

participating females do not purchase underwear online so frequently. 

 

To see the relationship between the age and how often the participants buy underwear 

online, a crosstabulation of a Chi-Square was used. Since the variables are both nominal, 

the chi-square test of independence is the most appropriate test, since it shows if the 

variables are independent of each other or not. In the results, the significance level 

allowed to not reject the H0 (which is that the variables are independent of each other). 

In this test, the two variables are independent of each other.  
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Since the survey had a goal to be objective and include everyone, the results are biased 

toward the views of 18-24-year-old participants, hence that needs to be taken into account. 

Since the sample is very concentrated on this age group, the SPSS results show that age 

does not contribute to the attitude toward purchasing, if however, the sample would have 

been more spread out between the age groups, the results could have more accurately 

represented the reality if age really contributes or not.  

 

The Theory of Planned Behavior may be used to interpret the findings deeper. According 

to TPB, intentions increase the motivation for behavior, indicating that stronger intentions 

increase the likelihood of performing a behavior. As mentioned by Ajzen, (1991), a 

person’s habitual purchasing behavior can be a big part of their purchasing frequency, 

regardless of age (Ajzen, 1991). 

 

Further, the conceptual framework developed from TPB was intended to explain that age 

can be a supplementary variable for adopting a behavior, however, based on the survey 

results, it is safe to say that age is not a variable that affects the purchasing behavior of 

underwear. Hence, no matter the age, the attitude towards performing a purchase 

(behavior) frequently is not affected. 
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Self-image  

As shown in the results, the null hypothesis was rejected and with all the information 

given, it is safe to conclude that self-image has an influence on the online purchasing 

behavior. The tests were done by using frequencies, Spearman’s correlation as well as 

introducing results on singular questions provided from the survey. For testing the self-

image factor, 3 variables were introduced, focusing on, judgment, being comfortable with 

one’s own body, and confidence. A noteworthy result is that most participants feel like 

they are judged by others when looking at the spectrum that agrees with the statement 

(scale 4-6). This could indicate that the promotion of body positivity is needed because 

the feeling of being judged usually arises from not being content with oneself and not 

meeting the standards of how one “should look” like. The feeling of receiving judgment 

from others in many cases certainly comes from external sources, such as advertisements, 

that have taught us what is beautiful.  

 

Table 3 of the correlation between the self-image factors and whether the likelihood of 

purchasing increases if the advertisement’s model represents the respondent’s body type 

shows a linear correlation for all the self-image variables. Hence, indicating that self-

image can be a factor that influences purchasing behavior in this study. 

 

Since online underwear purchasing involves seeing many visual representations of 

models’ body exposure, the attitude toward purchasing might be different based on how 

one perceives themselves (self-image). If the self-image is healthy (love for oneself, 

confidence), according to the TPB, the attitude to purchasing underwear may rise because 

of that, and if the attitude is positive, the purchase behavior takes place.  

 

The survey question about which image between 1,2 and 3 the participants would relate 

to the most, is put in the survey to see, on average, if there is a body type that is more 

common among the participants. This question acts as a bridge to the later questions. 

Asking the participants which model they would relate to the most can help them answer 

the questions later on, since as stated in the background earlier, visual aids can help to 

give reassurance for purchasing a product, and they can additionally help in making the 
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participant in this survey feel more included and therefore, think more of their answers 

from a deeper,  personal level. The image question has its limitations, such as the fact that 

there are only three pictures displayed and they do not cover most possible body shapes.  

 

When asked about which image between 1,2 and 3 the participants would relate to the 

most, many people (62.7%) related to the image 2 body type, this leads to the explanation 

that it would be more logical for brands to display what consumers relate to and therefore, 

promote their products by using models such as in image 2 and image 3. As mentioned 

in the background section, a poor comparison between the advertisement’s model and the 

consumer, will trigger a poor body image. Bringing yet again importance as to why the 

inclusion of body diversity is important for making the consumer feel good about 

purchasing the product.  

 

Moreover, when asked, “What do you define as body positivity”? most participants 

agreed that it means for them to feel good about their bodies. Therefore, when asked later 

on, “Do you think how companies market their underwear influences your perception of 

the ideal body”? there were many observations of “Yes” (78.2%). Essentially, making it 

possible to conclude that the consumers sometimes form their beliefs on what is beautiful 

based on what they see. As we can see still, 6.4 % said that body positivity means to look 

good in the eyes of others. This increases the importance of body diversity inclusion 

coming from companies, as it clearly is something that influences many consumers on 

how they feel about themselves.  

 

As mentioned earlier, the TPB indicates that behavior is monitored by beliefs, which can 

be either positive or negative. However, the theory does not specify beliefs that are 

associated with behavior, hence, letting the researcher interpret and determine those 

beliefs. In the process of building one’s own self-image, the beliefs about what is wrong 

or right play a part in building attitudes toward how one treats themselves. The beliefs 

that one is worthy enough to achieve goals or to feel good about themselves are important 

stepping stones in creating a healthy self-image. A healthy self-image can be interpreted 

in many ways but as mentioned in the background of body positivity, it means that one 

accepts themselves and does not compare themselves to others. More precisely, in terms 

of underwear, it means to feel beautiful and good, even underneath regular clothing. As 
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the TPB mentions, a positive experience or consequence after an act will condition the 

person to repeat the behavior that gave them the good feeling. If the company is able to 

make the consumer feel good about their bodies, it will certainly have a positive effect on 

their attitude toward self-image, therefore, motivating the consumer to perform the 

purchasing behavior also in the future.  
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Promotion  

With the result given by the survey, an interpretation of the way promotion affects online 

purchasing decisions can be made. As concluded, the null hypothesis was rejected. 

Evidence was given that the way companies promote body positivity has an influence on  

online purchasing behavior.  First of all, participants answered three questions which can 

be categorized into different factors, the three questions asked here were: “ “Do you think 

how companies market their underwear influences your perception of the ideal body”, “ 

How much do you value underwear brands promoting inclusivity and using a variety of 

models in their marketing campaigns over those that present more of the white, thin 

beauty ideal”  and finally, “Would you be more likely to purchase the product online if 

the model presents your body type”. The two first questions would be considered as a 

factor of body positivity promotion and the last one will be considered as the dependent 

variable representing the online purchasing decision.  

 

A correlation (table 4) was found between the variables that concern the promotion of 

body positivity and purchasing behavior, thanks to a correlation table done in SPSS with 

the results of what participants answered. Hence, the fact that brands promote body 

positivity influences the consumer perception of what an ideal body looks like to them 

and encourages online purchasing.  

 

As seen in the results, there is a positive correlation between how much customers value 

underwear brands promoting inclusivity and using a variety of models in their marketing 

campaigns over the “ideal” models, and the purchasing decision. This leads to, as well, 

the interpretation of how promotion affects the online purchasing decision of a customer. 

In fact, this correlation proves that if brands promote more body positivity by including, 

for example, different body types and different ethnicities, over those that present more 

of the white, thin, beauty ideal, the customer will feel more related to the product and are 

thus, more likely to purchase it. 

 

Further according to the frequency table (table 5), when participants were asked to choose 

from a scale of 1 to 6, if they are more motivated to purchase underwear if the company 
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promotes body positivity, a total of 63,6 % somewhat agree, agree, or strongly agree (the 

scale from 4 to 5). That is 70 participants out of 110. Those results show that the use of 

body positivity promotion would give the consumer an additional motivation to purchase.  

 

According to the Theory of Planned Behavior, consumer behavior can be explained by 

subjective norms. In the conceptual framework, the factor of promotion is added to 

reinforce the subjective norm’s explanation of online purchasing behavior. Subjective 

norms here can refer to beliefs the consumer is exposed to. The social norms can be a 

manifestation of social pressure the consumer can feel regarding their behavior. Adding 

the promotion factor to social norms can help to study if promotion creates social pressure 

on consumer behavior. The fact that the company promotes certain values, leads the 

consumer to more likely make the assumption that body positivity can be considered as a 

social norm.  

 

The promotion here plays therefore a big role in the way the consumer is going to behave 

since the individual can be affected by external sources and hence, by the different 

advertisements that the brands use on their online platforms. Promoting body positivity 

is affecting accordingly the social force leading to the consumer’s feelings. This suggests 

that if the companies' creation of a body-positive image changes to a more ethical and 

diverse-based approach, the consumer’s behavior will most likely be positively 

influenced to purchase more.   

 

Each individual has their own perception of their body image and beauty. Although this 

perception can be influenced by what others believe is beautiful. Thus, we can consider 

that underwear brands promoting body positivity would encourage consumers to 

understand the importance of the negative social pressure to have an ideal body. Hence 

encourage a better understanding of body positivity and the comfort of feeling beautiful 

with any body type. As brands promote these new social norms, consumers would be 

more exposed and influenced in their purchasing behavior.  
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Perceived risk  

As a factor that can affect the purchasing decision-making of a consumer, the perceived 

risk must be taken into consideration. As seen in the results, the perceived risk affects the 

consumer's online purchasing behavior and hence the null hypothesis was rejected. What 

can be explained as perceived risk while buying online, can be most commonly, the risk 

of not finding a perfect fit. When buying online the consumer cannot see the physical 

aspect of how the underwear looks on them, hence, they cannot try on the product 

beforehand. Moreover, studies have shown that female consumers have a greater 

perception of risks while buying online. And that is one of the most common negative 

aspects of online purchasing that companies try to work on.  

 

By promoting body positivity and using different images of different body types, a 

company can lower that risk. The customer would see the product on a body type that 

they can relate to and therefore, better visualize if the product would fit them or not, to 

compensate for the missing physical aspect prior to purchasing. It is easier, in that case, 

to see the product on a “normal” model than a perfect, thin, ideal model or a retouched 

image, that does not reflect the reality and that is probably not relatable for most 

consumers.  

 

The results of the survey suggest that there is indeed a correlation between perceived risk 

and online purchasing behavior. The two variables tested were related to risk and online 

purchasing behavior. With the test conducted between the two variables, evidence of the 

existing relation is confirmed. As a conclusion, we can say that the perceived risk of not 

finding a perfect fit while buying underwear online is affecting consumer decision-

making.  

 

Moreover, when asked “Do you find it hard to purchase underwear online because of the 

risk of not finding the perfect fit” and “How often do you buy underwear online”, 21 

participants agreed that there is a risk while buying online but also answered that they 

indeed never buy underwear online (table 6). Hence a solution to lower this perceived 

risk is necessary to find, in order to give the customer a better experience and encourage 

the purchasing.  
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As studies shows, there are factors affecting consumer purchasing behavior. The MAO 

framework, for instance, explains that one of the affectations of motivation is the values, 

consumers are more motivated to process information when they find it relevant to their 

values. In other words, when a customer values body positivity, it is a motivation that 

would lead to an easier decision-making process and purchasing behavior. Another factor 

affecting consumer behavior, as seen by the theory, is the consumer’s ability, in this case, 

more specifically, the consumer's cognitive resources must be taken into consideration if 

we want to understand what makes consumers purchase. Since results show that the 

perceived risk by the individual leads consumers to not purchase online, this can be 

explained by the consumer ability which includes the consumer cognitive resources, that 

is the knowledge that affects the consumers’ decision making. The lack of cognitive 

resources leads the consumer to not purchase the product online. Since the consumer who 

is buying underwear online is lacking information about the real size of the product and 

how it would fit, the decision-making process would be harder and hence, making it more 

complicated to purchase online.  

 

This can also be studied by the Theory of Planned Behavior, explaining that the perceived 

behavioral control is one of the factors that can affect consumer behavior. Perceived 

behavior control, as mentioned before, is explaining the assets, resources, and 

opportunities that a person believes they access. With the conceptual framework, adding 

the perceived risk factor to reinforce the theory is a way to have a better understanding 

on what can affect online purchasing behavior. We can see that the perceived risk is 

therefore important when taking a decision. Since risks can be recognized as a lack of 

resources, a consumer would be more likely to take a decision to not purchase.  

 

Overall, the correlation between the perceived risk and purchasing behavior gives another 

reason for companies to market body positivity in underwear apparel. If a company 

understands and knows how to implement the sources that a consumer needs to make a 

decision, it will result in an easier decision-making process for the consumer and lower 

their perception of the risk of purchasing.  
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Preference  

As seen from the result, it can be concluded that consumer preference affects online 

purchasing behavior. Further, in the Chi-square test (table 7), the preference for a specific 

company and the valuation of body positivity depends on each other. To examine the 

preference factor, two variables were tested to see their relationship to one another. Those 

variables are:  

“How much do you value underwear brands promoting inclusivity and using a variety of 

models in their marketing campaigns over those that present more of the white, thin 

beauty ideal”?  and “Would you trust to purchase from company A or company B”?  

 

In the survey pictures, company A had models of different sizes and displayed more body 

diversity, as opposed to company B, where only thin models were displayed. The results 

show that 41 respondents chose company A as more favorable, among the respondents 

who value inclusivity and body diversity as extremely valuable. Company B was the least 

favorable. Company B was under-represented in the results which could be explained by 

the fact that they use supermodels and very skinny models in their marketing. On the 

other hand, the participants had an option to choose either Company A, B, or both. The 

participants that chose both have a total of 36 observations, from which 14 value 

inclusivity as extremely valuable. Those 14 respondents, therefore, would trust to 

purchase from a company that does not include diverse models, such as company B, but 

they still think inclusivity is extremely important. This shows that trusting to purchase 

from a company does not always follow our values. Altogether, when observing the side 

of the spectrum of options ¨not so valuable¨ or ¨not at all valuable¨, the responses are a 

total of 1 in each, indicating that the majority of the participants do value inclusivity and 

a variety of different models in the marketing of underwear.  

 

The fact that the majority of the participants chose to rather purchase underwear from 

company A, implies that their values in terms of model variety in advertising are going 

hand-in-hand with what they wish to see in the advertisements. That is, bodies and models 

of different sizes and colors. This demonstrates that if the companies include body 

diversity in their marketing, the consumers like what they see and are more trusting to 

purchase underwear apparel from that company.  
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As seen in the correlation table (table 8), the variable “I am more motivated to purchase 

underwear if the company promotes body positivity” is testing the purchasing behavior 

for underwear, since a higher motivation, as the MAO framework implies, indicates a 

higher likelihood of performing a behavior. Whereas the variable “Would you trust to 

purchase from company A or company B” is testing the preference. The variable 

measuring preference has two very different companies, one that is presenting diverse 

bodies and the other which has only one body type (a thin one) displayed. The test showed 

a positive correlation between the preference for a company and the purchasing behavior 

for underwear. In summary, preferences for a brand affect purchasing behavior according 

to the results of this study.  

 

According to the MAO theory introduced in the theoretical framework, motivation can 

be defined as goal-directed arousal, which refers to the interest of engaging in information 

processing. A higher motivation means that the consumer is putting more effort into the 

information processing, in order to behave in the way they want to. Information 

processing consists of willingness and interest to perceive the information from different 

perspectives. This information processing can be influenced by external information such 

as advertisements. Due to this influence, it is reasonable to test whether or not the 

preference or trust for a specific company influences a consumer’s purchasing behavior. 

Regarding advertisements, they are visual representations, that can affect the way people 

feel. Those feelings can often affect the way information is processed, hinting that seeing 

a narrow range of body types in advertisements can form beliefs that a certain body type 

is explicitly more attractive than another.  

 

As discussed in the TPB, the attitude towards a behavior, either positive or negative, can 

greatly affect the way a consumer behaves and purchases goods. Applying the factor of 

attitude from TPB, the inclusion of different models in marketing can yield positive 

attitudes toward acceptance of one’s own body or toward other types of bodies. The more 

people start seeing diversity on companies’ websites and media, the more they start 

accepting and normalizing different types of bodies. When the attitude is acceptive and 

receptive to new information, the intention will form, followed by behavior. To reinforce 

the way consumer purchasing behavior can be studied, the additional factor of preference 

shows that preferences do affect purchasing behavior for underwear. Therefore the new 
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suggested factor to the TPB can be a valuable addition for studying online purchasing 

behavior further.  

 

 

 

 

General hypothesis  

H0: Purchasing behavior is not affected by the body positivity marketing 

H1: Purchasing behavior is affected by the body positivity marketing 

 

 

With all the information analyzed and discussed, the paper’s general hypothesis, H1, 

formed based on the research question, is found to be accepted. Therefore, the null 

hypothesis is rejected, and it can be concluded that purchasing behavior is affected by the 

body positivity marketing. Hence, we can see that when a company markets body 

positivity, it will lead the consumers to have a positive attitude toward purchasing from 

the company.  

 

However, a limit to the empirical findings is still the sample size, since the age from 18-

24 represents a higher rate of participants than the other age groups. This limits the 

generalizations of the study on the population. This means that it would be more suitable 

to generalize these results on the Swedish females for that specific age group (18-24).  
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6. Conclusion 

______________________________________________________________________ 

In this section key findings are presented; the purpose of the study is achieved, and the 

research question is answered. 

_____________________________________________________________________ 

 

Using a study on Swedish females’ online purchasing behavior, this paper examined the 

relationship between body positivity marketing and online purchasing behavior for 

underwear apparel. Research on the topic is necessary to understand the new ways brands 

can promote their products, by displaying different body types and sizes, showing 

imperfections, and prioritizing comfort, and how these actions can affect online consumer 

purchasing behavior.  

 

To be able to form a conclusion about the purpose, requirements of the different factors 

affecting purchasing decisions were needed to be brought up. Those factors were first 

assumed with the backup of prior research and then tested with primary data collection. 

Therefore, this paper confirms that:  

● Self-image - How the consumer feels and perceives themselves 

● Promotion - The way companies promote their product 

● Perceived risk - The risks that the consumer perceives while purchasing online 

● Preferences - What consumers give importance to 

are factors that influence consumer behavior while buying underwear apparel online. 

Those factors reach the consumers and play an important role in how they would behave 

while purchasing online. In our case, this paper is focusing on body positivity marketing 

and its influence. The conceptual framework proved to be useful for getting deeper 

knowledge. Therefore, it adds up to the already existing theories of consumer behavior. 

 

However, one more factor was assumed and tested to be false. The age factor was here 

proven to be unrelated to consumer purchasing behavior, nonetheless, this can be due to 

the scale of the primary data collected and since the sample was limited by a low number 

of participants that belonged mostly to the same age-group. Hence, we cannot generalize 

the findings to the population of Swedish female consumers but more specifically to 

Swedish females’ consumers from the age 18 to 24.  
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The research question as stated is:  

RQ: Which behavioral factors can affect Swedish female consumers’ online purchasing 

for underwear apparel in the context of body positivity marketing 

 

Hence, with the help of existing literature and theories on consumer behavior, an analysis 

of the primary data collected is answering the research question by confirming that the 

four tested behavioral factors in a context of body positivity marketing can indeed affect 

the consumer online purchasing toward underwear apparel. That is, consumers are more 

likely to purchase if a company promotes body positivity.  
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7. Discussion 

______________________________________________________________________ 

In this final section we discuss the study contributions to literature and research, as well 

as the implication of the knowledge provided for companies about the importance of 

body positivity in underwear apparel marketing. The section is finalized by mentioning 

the study’s limitations and by giving directives to future studies. 

_____________________________________________________________________ 

 

Contributions 

A key contribution of the study is that it added to the already existing theories of consumer 

behavior to understand it better. With this, the study contributes to helping companies 

understand the importance of body positivity marketing and how it could affect the 

consumers’ and potential customers' purchasing decisions. Hence by developing this 

knowledge, the companies can benefit from satisfied consumers who keep repurchasing 

as well as a larger consumer base through more loyal consumers.  

 

Another contribution of the study is that it addresses social and ethical issues in society 

by bringing up defects that make up for dissatisfied consumers’ self-image perceptions. 

Acknowledging the defects of what an “ideal” body representation can have, makes the 

people in the society cautious for signs of body diversity neglect in underwear marketing. 

In other words, this could help the consumer's awareness of body positivity and the 

importance it could give to online purchasing. Consumers would feel more comfortable 

purchasing online if body positivity is implemented in the marketing. 

 

Managerial implications 

This research has revealed different ways through which companies’ promotion of body 

positivity influences consumer purchasing behavior in the underwear segment. The 

findings of the research may help companies implement body positivity in their marketing 

processes of underwear apparel, to attract consumers, and contribute to creating a 
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standard of CSR practices that support diversity, inclusion, and a healthy body image. 

Companies adapting to the proposed conceptual framework should take into account the 

importance of strengthening the idea of a positive body image, as that has an effect on the 

consumers’ self-image. The knowledge gained about consumer behavior and its affecting 

factors can guide companies into implementing more consumer-friendly approaches to 

advertising underwear. This can be done by focusing on including different ethnicities, 

body shapes, and unedited images of models in the promotion of underwear apparel.  

 

 Limitations 

One limitation of the study is the sample, the aim was to reach out to all age groups to be 

able to generalize the findings to the population. However, the response pattern was not 

as desired since the age of 18-24 was overrepresented in the sampling. A bigger sample 

size would have been therefore more suitable to have a wider range of participants.  

Further, since body image is a subjective topic, the participants may be influenced by 

their personal apprehension while answering the survey questions.  

 

Additionally, the study of online consumer purchasing behavior can be studied much 

further, since online purchasing can be very broad. Thus, this study did not consider the 

effect of social media on the consumer. As stated in the introduction, the rise of the body 

positivity movement on social media has challenged the traditional way of advertising 

underwear. The intention of the study was, therefore, to separate these two aspects from 

each other and focus more on the traditional advertising, which has the issue of exclusive 

usage of white and thin models. So how companies handle body positivity marketing, 

rather than social media’s involvement on the subject.  

 

Furthermore, the scope of the study is focusing on the consumer behavior, so only the 

consumer perspective is taken into consideration. Likewise, reaching companies to study 

their perspective was not taken in consideration. However, this can lead to future studies 

about body positivity marketing from a companies’ respective. 
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Suggestions for future research 

Online purchasing behavior is not only relevant for underwear market exploration, it can  

be applied to many other consumer behavior explanations and studies across industries 

as well. Therefore, making it part of a vast topic for exploration in economics, psychology 

and social studies. 

 

The possibilities of getting more knowledge about female consumers’ purchasing 

behavior toward underwear apparel are vast, given the complex nature of human behavior 

and the changing perceptions about what body positivity promotion can be at its best. The 

results from this paper can be used as a steppingstone for future research to continue 

building the knowledge about what factors can influence consumer behavior in favor of 

purchasing underwear. The focus in future research can be applied, for instance, on the 

other factors affecting consumer behavior as stated by Kotler & Armstrong (2010), such 

as cultural and social factors (see appendix, figure 1). 

 

As mentioned in the conclusion, the age factor failed to explain the hypothesis because 

of the overrepresentation in the sample of one specific age group. Hence this can be 

conducted in future studies with a bigger sampling to test if age is truly an important 

factor in underwear purchasing.  

 

Furthermore, the study was focusing on pre-purchase behavior and a possible 

improvement can be done by studying the post-purchase behavior of the consumer in 

future studies. The post purchase behavior can be, for instance, studied by adding the 

satisfaction factor after purchasing.  

 

Additionally, the sustainability aspect is also applicable to the consumers'  post-purchase 

behavior perspective, and  the life cycle of the underwear. That concerns the way the 

product is recycled by the consumer, for maximizing circular economy and longevity of 

the product.  The sustainability perspective, therefore, brings a lot of valuable insights 

into consumer behavior.  
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9. Appendix  

Figure 1:  Factors influencing consumer behaviour  

 
(Kotler & Armstrong, 2010, p.162) 

 

 

Figure 2: MAO  
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Survey questionnaire 

1.  Your age?  

2. Marital status? 

3. How often do you buy underwear online? 

4. What do you define as body positivity? 

5. I am confident in how I look (from 1 to 6) 

6. I believe others judge me on my appearance (from 1 to 6)  

7. I feel comfortable with my body shape and size (from 1 to 6)  

8. It is easy for me to find a perfect fit in underwear apparels (from 1 to 6)  

9. I believe that it is important for companies to transmit a positive body image 

10. How much do you value underwear brands promoting inclusivity and using a 

variety of models in their marketing campaigns over those that present more of 

the white, thin beauty ideal? 

11. Do you think companies marketing underwear are making enough effort to 

support a diverse and positive body image through their marketing techniques? 

12. Do you think how companies market their underwear influences your perception 

of the ideal body? 

13. Do you find it hard to purchase underwear online because of the risk of not finding 

the perfect fit?  

14. Between image 1, 2 and 3, which model would you relate to the most?  

15. Would you be more likely to purchase the product online if the model presents 

your body type?  

16. Which of the following types of body diversity would you like to see in underwear 

advertising? (Tick as many boxes as you like) 

17. Are you more attracted to the product if it’s shown with a perfect body type that 

you wish to be more alike or do you prefer it when the model is closer to your 

personal body type? 

For each of the following statements, please evaluate how these aspects affects your 

online purchasing behavior for underwear (from 1 to 6)  

18. The way I relate to the model's body 

19. The diversity of models in the advertisements 
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20. My opinion on the underwear brand 

21. The risk of the underwear not fitting me as good as it fits the model  

 

22. Would you trust to purchase from the company A or company B? 

23. Based on this image, would you purchase the underwear?  

24. Why not?  

 

 

 


