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ABSTRACT

Previous research has explored the ways in which health, beauty, and gender discourses are used
to promote and regulate an ideal of thinness. Further, research has exploredfabw the

acceptance movement and fitspiration has fought to resist such narratives. However, in the age of
hashtag feminism a new group on social media, body positivity, has become the buzzword
among celebrities, news conglomerates, and fashion companiestuldyisiraws omterviews

with 12 body positive influencers arah examination of 21hstagram posts tagged

#bodypositiveor #fitspiration to examine the extent to which body positive influencers and users
modify understandings of normative feminine badigals and to what extent they resist and
accommodate traditional discourses of gender, health, and bEsatinngs suggest that body

positivity is understood by influencers as a conglomeraifdive contentiougenets:(1) a

connection to the fat acceymce movement; (2) an opposition to diet culture; (3) the belief that

all bodies are good bodies; (4) celebrating-kelé; and (5) proclaiming that all people have a
freedom to be beautifuln addition my examination of Instagram postsows thatlthough a

greater variety of bodsizesappear in posts tagg&dodypositivethan those tagged

#fitspiration, both center hypdeminized and sexualized white women who transgress norms of
femininity in one dimension, fatness muscularity As such Instagran influencers and users

struggle to negotiate adheenceto the traditional discourses of femininityeauty and health

at the same time as thegek to expand them.
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GENERAL AUDIENCE ABSTRACT

I n that | ast 5 years bodyanmngteeattentionofwomdnas gone
across the Unite8tates, circulating across a variety of mass media squreieg viral content

on social mediaand becoming the buzzword among celebrities, news conglomerates, and

fashion companies. But what is body positivity and its impact? This dissertation sought to

explore that question as it relates to gender, health, and beauty in the context of social media.
Drawing on interviews with 12 body positive influencers and an examination of 210 Instagram
posts tagged #bodypositive or #fitspiration | examine the etdemhich body positive

influencers and users modify stereotypical understandings of femininity, particularly the idea that
the healthiest, most attractive, and most feminine body is a thin body. Findings suggest that body
positivity is understood by influeers as made up of five aspe¢ly:a connection to the fat
acceptance movement; (2) an opposition to diet culture; (3) the belief that all bodies are good
bodies; (4) celebrating sdlfve; and (5) proclaiming that all people have a freedom to be

beautful. In addition, myexamination of Instagram posteows thatlthough a greater variety

of body sizesappear in posts tagg#dodypositivethan those taggeditspiration, both center
hyperfeminized and sexualized white women who transgsgotypesf femininity in one
dimension, fatnessr muscularity As such Instagram influencers and users struggle to negotiate
anadheenceto the traditionalinderstandingef femininity, beauty and healttat the same time

as theyseek to expand them.
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CHAPTER1: INTRODUCTION

In October 2015, thBlew York Timepr ocl ai med t hat fAlnstagram
i mage battl e gr oun dncludingtGeirHadd evin®iesel] andcDermie br i t i e
Lovatad defended themselves against b@thaming critics on Instagra(friedman 2015)
Di esel wrschtaani nfgbh d sy a |l wa y an invagemfhgn!showingofahistabso ni n g
and Lovato urged followers to fAlearn to lLurrr
lounging in a playsuit and heels. Since thenNbw/ York Timekas gone on to publish more
articles claiming that we aien a -pfiobsoidtyi ve moment 06 and that Ar a
on | ns (Barmes 2007pSalam 201 Digital news andmertainment outlets such as
BuzzFeedndBustlehave also paid significant attention to body positivity. For example,
BuzzFeethel d a fAiBody Positivity WeekoO where a var
exploring and celebrating bodies and oueait comp |l i cat ed r egGesstein ons hi p ¢
2016) Further, in 2016, Barbie got what some ca
three new Barbie body types (curvy, tall, and petite) with new skin tones and hair colors and
textureg(Sciarretto 2016)Fashion companies have also jumped on the body positivity
bandwagond expanding the sizes they carry, hiring plus size models to walk during New York
Fashion Week, and creating marketing campaign
#AerieReal campaign). And of course, celebrities continue to post ogriastal ake actress
Hilary Duff who made headlines in the summer of 2017 when she posted a photo of her cellulite
filled butt telling people to A#kissmyasso an
got and stop wasting precious time in the daghimg [they] were different, better, and

unfl awed. 0



Celebrities, news conglomerates, and fashion companies are not the only people using
Instagram as a tool to tout body positivity and push back aghenates of discourses that
conflate fatness as urddéhy, unattractive, and pathologic8locial media influencers are also
part of the dialogue happening via sites like Instagram. Influencers, like those seen in body
positivity, can be understood as miarelebrities who use images, videos, blogging dike o
present themselves as coherent, branded, yet personal and authentic packages to their online fans
outside the more centrally controlled star systems of studios and pub(ielagngck 2013,
Senft 2013)In particularbody positivanfluencers primarily use their social media platforms to
regularly disseminate body positive messages to their followers in hopes of making changes to
how we understand and value bodigkhough celebrities like Demi Lovato and Gigi Hadid
may post similar messages the focus of their social media accounts is not primarily body
positivity. That said, celebrities are and can be involved with influencing the conversations about
body positivty and help it reach a mass audience. Further, body positive influencers have used
Instagram as a platform to gain more than maetebrityd getting modeling contracts, book
deals, and more. For example, prominent body positive influencer Megan Jayhe, Crader
the usernamébodyposipandahas been able to ukerl1.1 millionfollowers to garner the
publication of her first booBody Positive PowelSimilarly, Tess Hollidayysername
fitessholliday), has parlayed her popularity on Instagram wighnillion followers and
widespread use of her hashtag #effyourbeautystandards into a successful modeling career.

But what is body positivity? Even with little definitive agreem@lessandro 201&nd
few empirical examinations, most scholars contendlibdy positie influencers seek to
highlight the socially constructed nature of the ideal body represented by mainstream media

(CwynarHorta 2016, Darwin 2017, Miller 2016, Sastre 2014ib)doing so, body positive



influencerschallenge the discourses that normalize thin bodies as healthier, prettier, and more

morally upstanding than other, primarily fat, bodies and modify the boundaries of which bodies

are deemed normaif value, and worth fightingfoF ol | owi ng t he mantra of

good bodies, 0 body posi doveyirclusivityfahduhe shovecassg a d v o ¢

and celebration of bodies in all shapes and sizes. Through targeting young worteegesie

user base on Instagranderson 201f body positivity takes place mostly via social media

sites, like Instagram, whetesers post selfies of their allegedly Armormative bodiestell stories

of their experiences, and encourage themsel ve
Body positivitythen is a response to the ways in which dominant groups in the

contemporary U.S. at t-sommative bodiesBodies deened nema nd Af i X

normative or unruly by Western standards (i.e. those that are not white, thibpdldd, and

young) areoften met with disciplining discourses that seek to make them fit into normative

standards and play by the rules. FollowBaytky (1990) Bobel and Kwan (2011:1) explain,

At here is no shortage of rules dictating what

size, shape, and overal/l appearance of our bo

of the most powerfulemininebody rules after the nineteenth century, and one which tyrannizes

Western (and mostly white) women, is that women should be thiBagsy (2013:19) argues,

Awhite women have more c¢class and raci al privi

women of color of all sizes is |imited by rac

donot encounter such oppressive rules, but sociologists have found that they tend to have a more

positive body image than their white counterparts in part due to their conymaasiteptance of

women with a larger body siZPatterson 2014However, research also supports that this may

be changing for some women of color especially as they gain higher socioecstains@®erez



and Joiner2003) Nevertheless, to regulate womenods boc

thinnessddominant groups rely on disarses of gender, health, and beauty as forms of

disciplinary power. Being fat has been constructed as out of control, pathological, unattractive,

and a threat t o.Tlus mangn&esters middeasd white wontery, and

increasingly, upwardlgspiring women of color, strive to do almost anything (e.g. exercising,

dieting, surgery) to avoid becoming fat in hopes of achieving normative feminine body ideals.
Given Western societyds obsession with thi

womerb s bodies into acceptable ideals, 1t6s not

centered around f at ne s s-normativelodie)ody gositive at her t h

influencers seek to expand the boundaries of what an ideal feminine bodylam&eding fat

bodiesHowever, body positivity is not the only group that has attempted to modify the

boundaries of what it means to be feminine. Both the fat acceptance movement (FAM) and

fitspiration have also sought to constitute new rules of fertyni@ach with a different focus.

Like body positivity, the FAM, a movement coming out of the 1960s and influenced by both the

civil rights and feminist movements, is also concerned with fat bodies focusing explicitly on

challenging antfat discourses andiscrimination and has moved to blogging to support this

causgCooper 2016)By contrast, rather than seeking to reduce the stigma attached to fatness,

fitspiration (also known as fitspo), promotes

pictures on Instagram in celebration of such botBeepple et al. 2016)0verall, body

positivity, like the FAM and fitspostrives to resist the normative responses to unruly bodies by

attempting to expand the boundaries of femininity to include more tbadesi bodies via the

context of social mediddowever, unlike the FAM and fitspo, body positivity has gone

A ma i n sdt gaieirey the attention of women across the United States, circulating across a



variety of mass media sources, and emerging as an idewdb@yst seen on the fringe of

soci etyobs cJlonen2016,r0Ospink 2018YhensBarbie makes body positive dolls,

when companies, like Aerie, make entire ad campaigns focused on body positivity complete with
hashtags (e.g. #AerieReal), and when posts tagged #bodypositive rea@lDa0ef5%n

Instagram as of March 201hen its safe to say that body positivity has captured the attention of
our society and it deserves to be examimd.also the discourses of gender, health, and beauty
contribute to material harms, such as depression, disordered eating, and discrirfioation

2003, Pausé 2014b)herefore, it is important to examine a group who has the potential to
challenge these discourses and nadstivechange.

Therefore] soughtto more fully understand what body positivity is and its impact,
especially as it relates to gender, health, and beauty, and in the context of social heedia
larger concern underlying my researcioisinderstand to what extent boplgsitivity modifies
understandings of femininity and related body ideals, including race, age, and aidlitin
doing so, to what extent body positivity uses andhapes the related discourses of health and
beauy. | address these by asking the fallog research questions:

1. What are the goals of body positive influencers? Do these goals vary among influencers?

a. How/do they differentiate their goals from related groups such as the fat
acceptance movement and fitspiration?

2. What bodies are representedoiody positivity and fitspiration Instagram posts, and how
is femininity, health, and beauty displayed in the bodies an<bodies (i.e. quotes, food,
objects) represented?

a. How do lody positivity and fitspiratiomposts differ in regard to femininity,

health, and beauty?



3. How arebody positivitylnstagram posts received by Instagratiowers?

Through indepth, semstructured interviews with current body positive influencers in
the United States and a content analysis of Instagram posts tagged #liocypodi
#itspirationmy research provides a lens to examine femininitythadliscourses surrounding
it. Understanding what body poséiv nf | uencer sé6 goal s are, how
groups, and how it irepresented anekceived througlsocialmedia tells us about the ways in
which groups attempt to deal with unruly bodies and resist or challenge normalizing discourses
of femininity. In their attempts for inclusivity and modifying boundaries of feminiritgy
positive influencers may hw upon the same discourses they seek to chafetigese of
gender, health, and beauty as forms of disciplinary pawetrawing on these discourses,
influencers may make their reframing of femininity seem more legitinrataddition, body
positive infuencers may also use thentteate new boundaries of feminirdtydesignating
which bodies can now be identified as feminine, healthy, and beautiful, while marking others as
still deviant.

My research then asks which bodies still remain at the marginsregsenovement that
encourages us to rethink the boundaries of the feminine Bydsentering fatness, body
positive influencers may privilege certain roonforming bodies over others and not only mark
them as more feminine, and thus more valuable, dttzer types of nowonforming bodies (e.g.
black, disabled, and/or old bodies), but also designate new boundaries of acceptability to their
millions of followers. This might be complicated furthergdgcing limits on how fat a body can
be or what fat boéis can look likeFor example, are 580ound bodies represented, and thus
valued, as much as the 2p6und body in Instagram posts? Are certain hourglass silhouettes

favored over pear shape silhouette®atierson (2014pund in the plus size modeling industry?

t



Examining which groups are newly included and excluded from body positivity tedlsous

which bodies body positive influencers see as appropriately feminine and valuable. If all bodies
are good bodies, as body postivn f | uencer s cl aim, then shoul dné¢
equally? As is the case with all groups, body positivitgharaw boundaries of who will and

will not be included and these boundaifies. who is in and who is out) give us a clearer idea of

whi ch bodi €asdtrusfemining).d?ot dnother way, without some bodies being
represented as unfeminine, we Wbnot know who or what counts as feminine in body

positivity. The boundaries of who is included and those left out of body positivity help to

constitute a feminine body even as its influencers seek to expand this. What is at stake then is
that not only a& these boundaries telling us what kind of feminine bodies body gositiv

influencers see appropriate, but perhaps even more so is the influence that these influencers have
on their social media follower8vhat body positive influencers think and displapaib

femininity and the related discourses of health and beauty may be adopted hyesierizlly

as body positivity gains rapid mainstream attention.



CHAPTERZ2: LITERATURE REVIEW
To explore the extent to which body positivity modifigsderstandings of femininity as it
relates to health and beaptyirst need to examine the discourses used to regulate unruly bodies.
Lupton (2013:8) understands discowras:
defined and coherent ways of representing and discussing people, evintgpras
expressed in a range of forums, from everyday talk to the popular media and the internet
to expert talk and texts. Discourses are contextual, embedded in particular historical,
political, and cultural settings. Discourses both reflect commoarstahdings and
perpetuate them, contributing to ways of thinking about, living, and treating bodies
Therefore, in the following sectiom®utline thethree discourses most relevant to my study and
which contribute to the ways we think about and traatdmale bodies: gender, health, and
beauty Following this discussion, | explain how each of these discourses are part of what
Foucault (1979understands as disciplinary power. Through a regulating and normalizing gaze
each of these narratives seek to creatwgweoliberal citizenghose who are productivand
imbue us with a sense of personal responsibility. However, with the advent of hashtag feminist
activism on social media, groups have sought to resist feminine body norms and modify the
boundaries of a@ptable forms of femininity. Much like tHeat Acceptance MovemerAM)
and fitspiration, body positivity attempts to
a wider variety of bodies. Therefore, in addition to outlining these normalizioguties, | will
also discuss how the FAM and fitspiration have sought to resist body norms and expand the
ideals of what a feminine body can be in two divergent @égs and fit bodied and what this
might tell us about body positivity. Finally, | explaiow social media has served as the context
and means for embodied resistance to occur. Ultimately, explaining what this might mean for

body positivity and the goals of this project while outlining my research problem in depth.

GENDERING BODIES



Bodiesplamsn i mportant role producing and di spl
|l ives. Through the notions of HRvdsbanchZimmgrmand er O
(1987)and Butler (1990; 1993) respectively, explain that gerslers o met hi ng we fAdoo
performed habitually through peoplebds bodies.
gender through clothing, makeup (or lack thereof), and body size, but also by the gestures,
movements, and post (Butler $990 Butet 1998, West ansl simmefindo e s 0
1987) Each of thesdisplays, gestures, movements, and postures work together in a system to
signi fy oButedl®93g-ermxhrape, long hair is not inherently feminine, but when
combined with heay makeup, lingerie, and pose where the hip is jutted out creating a curve to
the body like an S, these signifiers work as a system to indicate femiRinitiier, these
signifiersar e mar ked as appropriate or i nkptlperopri at
words, gender is marked in and on the body and is done in such a regularized, constrained, and
repetitive way that seems fAnatural 06 even thou
cultural regimes which inscribe and reify them. Howevae t these naturalized assumptions,
men and womendés bodies become i mbued with dif

Far from being the inevitable outcome of a biological imperative, femininity and
masculinity is produced through a range of practicetyding the normative boegitering work
used to attain thinness and muscul arity. Femi
reenacting received gender norms which )surfac
For women appropriate bodily displays of gender often focus on appearance including thinness,
having long hair on your head, but nare/where else, wearing making, having soft skin with
no signs of age, and alikBartky 1990) On the other hand, bodily norms foen focus on what

men can do with their bodies rather than how they look with an emphasis on them as forms of



dominance, activity, and contr@faccaro 2011)In the contenporary United States, these ideas
of masculinity and femininity are tied to thelief that gender is a bindrythat men and women
are different and contrasting.

Departures from these gender norms frame bodies asaramative or unruly eliciting
negativereactions for those who reb@obel and Kwan 2011)herefore, gender bodily norms
exert neamagnetic effect on us, compelling us, often unwittingly, to fit in or risk censure,
condemnation, and in sonrestanceslanger. For bodies that do not fit in, whethgr
circumstance or choice, society seeks to regulate and discipline them in order to make them fit
(Foucault 1979)For gender, this means stigmatizing females withmmmative bodies as
masculine, lesbians, unattractive, and alike, limiting access to material resoureessimg ¢
physical harm to these bodi@is is also true for folks who identify as transgender, queer, or
nonbinary whose existence i s seen as an assau
binary and norms and thus can elicit negative reactiditisnately; it is difficult to untangle
gender normfom other discipling narratives as they help teconstruct one another.

Therefore, in the following sections, | show hgenderiscourses intersect with
discourses of health and beauty as forms afglisary power to construct and regulate feminine
bodily norms of thinnes#\s | will explain, normal, healthy bodies have been constructed as thin
because fatness is now seen as an illness needing to béBaeenl 2012, Murray 2008)n
addition, because health is assumed to be visibly read on the body, health is undeniably tied to
appearace (Kwan and Trautner 2009, Metzl and Kirkland 2QI)erefore, fatness is read as
both unhealthy and unattractive. However, the burden of being aesthetically pleasing is
excessively placed onto female bodies whassas valueoften comes from their appearance

(Bartky 1990, Bordo 2003While faness is portrayed as negative and pathological for all

10



people it is particularly an issue for women since their body and beauty are tied into their worth
and by being fat they are deemed | ess worthy.
bodies, women are required to participate in more beauty and health work than men to ensure
they donét gain weight. And if they do, they
medicalization, and can be pushed into medical procedures or shame@tbwbat is seen as a
personal failure in order to achieve the status of an appropriate woman.
MEDICALIZING FAT BODIES

The medicalization of fatness and changing attitudes towards fat bodies in the U.S. has
been well documented across academic dismpglincluding sociologylaw, and literature
(Klein 1996, Lupton 2013, Murray 2008, Rich, Monaghan and Aphramor 20htke seen as a
way to ward off disease, a marker of beauty, and a sign of good health, high social status, and
wealth over the course of the twentieth century, the narrative of fatness shifted. This shift
labeled fatness as a sign of overindulgence by the elite, a moral failing linked to the sin of
gluttony, and a symbol for the unattractive woman by magagiiem 1996, Murray and
Meleo-Erwin 2008) Nevertheless, in the twenfiyst century the U.S. has seen an unprecedented
intensified focus on fatness and its presumed negative health and economic effects culminating
in what many have c al(Boera20knupibo 20E3sRich, Wionaghand e mi ¢ 0
and Aphramor 2011 Despite its noninfectious nature, the obesity epidemic is the wéexh
shock phrase by the media, health policy, and medicine to desdréiescientists have called a
staggering increase in persons identified as obese over a shqfititamie, Schoeni and
Andreski 2010, Mokdad et al. 2004, Murray 2008)r example, the Centers for Disease Control

and Prevention (CDC) report that more than-timed of adults inthe United State are obese

11



which has contributed to the heightened focus, surveillance, and concern of (fbgdén et al.
2014)

Fatness can be understood to have been medicalized intty @se$ has become defined
in medical terms, medical language is used to describe it, it is mostly understood within a

medical framework, and because medical interventions are used to (@matriad 1992)And

this medialization occurs even though, as Boreo (2012:4)egplanobesi ty i s a fApo
epi de mi cantagioas, neq aat hol ogi c al il l ness for which
bull eto to explain biological or genetic caus

reached such a pinnacle of concemmg thus a critical point of medicalization, that both the
World Health Organization (WHO) and the American Medical Association (AMA) have
officially recognized obesity as a dised&ailey 2014, Murray 2008, Murray and MelBowin
2008) However, if medicalization literally means to make medical, and isa@gsavhich is
deeply embedded in historical, social, cultural, and technological contexts and actors, then it is
important to examine who has driven the moral panic surrounding fdBem® 2012, Cohen
2002, LeBesco 2010)

Following Cohen (2002)LeBesco (2010andBoero (2012explain that the obesity
epidemic can be understood as a moral panic because fatness has been defined ag@asocial th
been met with intense hostility, and despite disproportional reports of harm there is consensus
among people that something must be done to stop it. Many moral entrepreneurs, individuals or
groups who dAplay a key rheitimerestrasedadafmenmaikm ¢p gt, e c
have been involved in constructing this moral panic and medicalizing fatness into obesity

including: doctors, medical professionals and organizations, such as the American Obesity

12



Association, pharmaceutical companies] éhe media (Boero 2012:6). And each who have
much to gain politically and economically from obesity being designated as a disease.

First, fAthe organization and structure of
i mpact [ on medifessidnal domihance anp éndndpelizapon bave certainly had
a significant role in giving medicine the jurisdiction over virtually anything to which the label
Ohealthé or O0illnessd coul d (Cenraal9224thE@dis and
especially true given the quamtdétion of the body, and body weight in particular, and as
especially aided by insurance companies. In the 1940s the Metropolitan Life Insurance Company
developed &@eight and weight chart through the help of statisticians in order to track the
mortality d its clientele and establish a standard body @oero 2012)By way of this, the use
of other mathematical formulas became prominent, but none as critical as the Body Mass Index
(BMI) (Afful and Ricciardelli 2015, Gailey 2014According b Lupton (2013:37), the BMI
Awas a major factor in making the obesity epi
to classify individuals and to statistically measure body mass across population groups, allowing
for comparisons between differemtr oups 6. The BMI creates a stat
are judged to be normal (thin) or abnormal (fBt).adopting a positivist stance, fatness, and thus
illness, health, and consequently people, become observable, quantifiable, and standardizable.
Once this occurs people are more easily controlled in the domain of biomedicine heisause
guantification beconsee mp i r i c al Atruthso whereby medi cal
illness, monitor or regulate bodies, and exert social controliégeanh standards are socially
constructedLupton 1995)

Other key moral entrepreneurs include the Amerf@basity Association (AOA) and the

North American Association for the Study of Obesity (NAASO) who lobbied heavily for the
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U.S. Department of Health and Human Services to recognize obesity as a leading health

indicator inHealthy People 201@&n encyclopedireport outlining health improvement
opportunitiegBoero 2012) The AOA and NAASO both deployed a variety of strategies to

ensure obesity would be framed as a significant biomedical health concern. In doing so, they
attempted to solidify their place as key sources of information and research on all things obesity
andenhance their political clout. ASliver (2006)e x p| ai n s, A tpleevhovhave vy s a me
proclaimed that obesity is a major health problem also stand the most to gain from it being
classified as a di Deathstiee weightdss andobhahmaceuticei d j ust t
industries profited economically from the designation of dpes a disease by WHO and AMA

(Conrad and Leither 2004, Dun@012, Gailey 2014, Lupton 2013h this designation, these

industries solidified their muHbillion-dollar businesses by justifying the consumption of their
products to the public because they might #dAcu
to produce data to support obesity as a disease given that pharmaceutical companies often fund
research and clinical tria(®umit 2012, Gailey 2014, Lupton 2013)

To further ensure these stakes, moral entrepreneurs relied heavily on the media to
disseminate fat panic to the general pul#licd the media was central in conveying obesity as a
catastrophe which threated societal interests and convinced a wide audience that something
needed to be done about the obesity epid&reither individually through weigHbss products,
surgeries, and/or prescription drugs or structurally via support from the government and
organizationgBoero 2012, Gailey 2014, LeBe&s2010, Murray 2008)This is particularly clear
just by looking at the numbeysthe New York Timepublished 751 articles on obesity between
1990 and 2001 compared to 544 on smoking and 672 on the AIDS epi{@=aio 2012) By

way of the mediads influence on the gener al p
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cementedFatness was constructed and solidified as something that wessese, out of
control, and pathologicgbaguy and Gruys 2010)

However, even as attention towards the obesity epidemic grows there is still conflicting
evidence about whether obesity is wuntoealthy,
Campog2004) the portrayal of besity as causing poor health and morbidity is erroneous and
hi ghly exaggerated. I n fact, some studies fi
health. For exampl&aesser (1999pund that body fat may have health benefits such as
protection against certain forms of cancer and osteoporosis. Similarly, Flegé @t Z}found
being overweight was associated with significantly lowecallse mortality. Further, studies
have shown that extreme thinnéssssociated with increased mortality while moderate
Aobesityd is associated with opti mal heal t h
obesity paradox in conjunction with the stance of moral entrepreneurs demonstrates the
constructed naturef éatness within a medicalized framework. Being thin may not equal
healthiness, just as fatness may not equate to unhealthiness, however, our current and dominant
understandings of health, as aided by the crusade of moral entrepreneurs throughoutythe twent
first century, is still deeply entrenched in the thin/healthy fat/pathology dichotomy.

A final component to the medicalization of fatness into obesity that | need to address is
that bodies are not medicalized equally. Medicalization is stratified in that some bodies are more

or less medicalized than others. Conrad (1992) explains thatthrere fidegr ees of

medi cali zationd wherein the degree to which a
medicalized differ based on a variety of circumstances (i.e. gender, class, race) leading some

bodies to be fully, partially, or minimally medicalized. | par t i cul ar, womends b
hi storically been more fully medicalized than

15



reproduction, and this remains true for body we{@harke et al. 2008, Conrad 1992, Wray and
Deery 2008)Biomedical discourses have not only constructed fat as unhealthy, but have
constructed fatness as a female probl em. Wome
body (discussd in following section) and thus fleshiness of fat has come to designate fatness as
femalé as emotional, as excess, and sexual desire. As Wolf (199199 kxplains,
What, then, is fat? Fat is portrayed in the literature of the myth as expendable femal
filth; virtually cancerous matter, an inert or treacherous infiltration into the body of
nauseating bulk waste. The demonic characterizations of a simple body substance do not
arise from its physical properties but from-¢éghioned misogyny, for aboadl fat is
female; it is the medium and regulator of female sexual characteristics.
This means that much of the fat panic |1 06ve
targeting women and men differently. For example, parents and friends monitesticd
girl 6s and womenés food intake whil (Galdyhey ur g
2014, Wolf 1991) In addition, men are less likely than women to be recommended bariatric
surgery by their doctor and this may contribute to why women are several times morthékely
men to undergo bariatric surggiy/ee et al. 2014 Health propaganda on body weight and size
is also more likely to be directed at women and reference themes of beauty, happiness; and date
ability with smaller siz€HesseBiber 1996, Wray and Deery 2008)a st | vy, t hi s Af at
discourse might also explain why body positivity, as well as the FAM, have been mostly
comprised of women. Since women are at the forefront of fat panic they are in a unique position
to fight back.
BEAUTIFYING FAT BODIES

Comgicating this narrative of health further is our understanding of appearance and

beauty. AMetzl and Kirkland (2010:83 ) ex pl ai n, Aheal th is inti ma
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ultimately defined by, a per sondédhemed paggazissa anc e

to solidify this point:

Arecentissuedfleatha s ks readers to consider

getting facials on t h€hemagézineaopimes & such topics r
Afsecr
perfect bra, 6 whil e i nv-loststonigs byrdewgohgsecset t o s

as fAithe best jeans for your body, 0

whet her
would consider having plastic surgery on their toes, or whether they would consider

D
o

(¢}
o> T C

tips and by submitting before and afteopigraphs that illustrate how their health has
changed since their we.isgXsbordulualsac@sasml i ng s u

would mobilize a particular critique. But callinghgalthallows these and other

magazines to seamlessly construct ceftaities as desirable while relegating others as
obscene. The result explicitly justifies particular corporeal types and practices, while
implicitly suggesting that those who do not play along suffer from ill health. The fat, the
flaccid, and the forlorn anenhealthy, the logic goes, not because of iliness or disease, but
because they refuse to wear, fetishize, or aspire to the glossy trappings of the health of

others (emphasis in original).

If medicine is seen as having direct authority over bodiespiti®nly about healthy feeling

bodies, but also healthy, and thus beautiful, looking bodliesre is a normative aesthetic

standard to bodies and beauty and health are often conflated in this cons{ictisier 2012,

Zola 1972) In relation to body weight then, thinness is not only a sign of health, but also one of

beauty.

However, the burden of being aesthetically pleasing is excessively placed onto female

bodies(Boero 2012, Bordo 2003, Chrisler 2012 Kwan and Trautngr 2 0 0 9 : 5 9)

attractiveness matters for me n

gender dparity in beauty is the Cartesian dualigttributed toRené Descartes, this theory

argues that the mind is distinct from the bédyhile the mind is associated with thought,

reason, control, and transcendence, the body has been associated with seroihs pexcess,

argue,

, for women it

and immanencgGrosz 1994)In this dualism, the immaterial mind is viewed as superior because

of its ability to control the vulgar a@hunruly material bodyRichardson 2016)rhis matters for

gender and beauty because the dualism is gendered. Sgelin@n8 2 : 123) expl ai ns,
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been portrayed as essentially a bodily being, and this image has been used to deny her full status
as a human being. o0 | f womanmansmanadbyttel by t he
immaterial mind. In this dualism, men are positioned as superior tewarho need to be
controlled. Similarly, fat bodies are seen as violating the cartesian dualism by being all body and
no mind(Richardsor2016) Like the female body, fat bodies signify a lack of control; a body
which has not been disciplined by the miAd.such, fatness and femaless are often linked.
Contemporary cultural representations of beauty in the United States are homisgeneo
and ubiquitous, emphasizing a feminine ideal of slenderness and a masculine ideal of strength
and muscularityBordo 2003, HessBiber 1996, Pope, Phillips and Olivardia 2008iJling
countles magazine pages and hours of airtime, western aesthetic norms celebrate and promote
the thin ideal through popul ar mediads depict
buxom breasts. As Richardson ( 20b%e@sediwthtleex pl ai n
body. Turn on the television any night of the week and we are able to find programs devoted to
the body; or more explicitly the regulation and discipline of the body so that it conforms to
acceptabl e st andar dssiorowith thirmessiand/howthisolicesantd vy 6 s o b
regul ates womenés bodies into acceptable idea
our engagement in the ciilke intense dayto-day work in pursuit of thinness is understood as
t he fcul t(Chefin 2009, HessRibers2007) Both concepts get at two sides of
beaut yés i nt e rdghe cultudakaad socalfundérstandingseoktiinness as valuable,
moral, and normal, bulso the great lengths we will go to attain thinness by almost any
means.
The beauty practices that individuals perform on themselves to elicit certain benefits is

known as beauty worfkKwan and Trautner 2009F-or women, in particular, doing this beauty
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work is also doing gender. Not only has thin embodiment become the standard of beauty, it has
also come to be the ideal of femininity. In working towards the puo$tine right size and shape
(i.e. the thin ideal), women also display the proper styles of feminine embodBaetkty 1990,
Kwan and Trautner 2009J o be feminine is to take up as little space as possible and one way in
which to achieve that feminine goal is to be tfiloung 2005) The beauty work needed to
achieve and maintain the thin ideal suggests to women that their natural bodily state is
unacceptable or deficient and the only way to achieve success is through disciplining their
bodies.

And womenare rewarded individually and institutionally for uphialgi beauty norms
through this type of beauty work. Cultural representations of beautiful people often equate them
with status and success and research shows that much of this ho({#svaneand Trautner
2009) People who are considered attractive are often treated better and experience desirable
outcomes such as encountering more opportunities and greater peer acceptance and interpersonal
influence. Further, physidglattractive people are associated with more positive traits including
happiness, talent, and competency whereas fat or unattractive people are seen as lazy, immoral,
and sadFarrell 2011) Relatedly, people with fat bodies face stigma, stereotyping, and
discrimination(Carr and Friedman 2005, Farrell 2011, Saguy and Ward 2Bé&ddeived
physicl attractiveness (dack thereof) also affectsnesoutcomes in social institutions such as
work, education, and relationships. For exampikkan and Rothblum (2012pund that women
are penalized for having excess weight in employment and income, education, romantic
relationships, and health caféonley and Glauber (2006)ound t hat i ncreases i

weight result in a decrease in family income and occupational prestigeooy research on
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students identified as obese found that they encounter difficulty at all levels of the educational
system and during the college application pro¢sfl and Brownell 2001, Solovap00)

The social rewards and consequences that accompany conforming to beauty ideals
provide a strong incentive to participate in beauty work. This work can range from mundane acts
such as dieting and exercising or extraordinary ones such asibauagery. And because
women experience more pressure to conform and
conform to beauty ideals, they engage in more of thes¢oddgy practices than méBartky
1990, Kwan 2009b, Kwan and Trautner 2008)fact, many women gerience normative
discontent, consistent and perpetual bodily dissatisfaction, as they try (and fail) to meet these
standard¢Gailey 2014, Kwan and Trautner 2008xtensive literature has documented the
harms of exposure to images and rhetoric of beauty ideals, including body dissatisfaction,
disordered eating and exercising, negative body image, and depi@&sessenoff 2006, Bordo
2003, Tiggemann and Slater 2004)

This rigid and nearly unattainable standard gives way to Wudt (1991)has cal | ed A
beaut yWolfyfl091i)argues that the idea that beauty is objective and universal is a myth.
She explains that beauty is a nearly unreachable cultural ideal that uses images of female beauty
as apoliticalwegaon agai nst womends advancement by mai
power. Rather than focus on advancements in other domains such as work or school, women are
trapped in an endless cycle of cosmetics, beauty aids and ads, abchtaéiag their bodies
intohipri sons their KWwWothE8l) Feminiditpandwomanhveedrisgartrayed
as a bodily sectacle in which virtually all women must participate if they hope to attain some
power, but in doing so reflects the gross imbalances of social power between men and women

(Bartky 1990) While men gain power because of their mind or in the strength and power of their
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bodies, womendés worth is tied to their bodies
gain power through coafming to beauty standards by being thin their success usually only
amounts to attentiofBartky 1990, Kwarand Trautner 2009)

All of this isndét to say that men do not e
beauty myth and the tyranny of slenderness. In Bartlo (2000)andPaoe, Phillips and
Olivardia (2000)argue that metoo are beginning to participate in beauty work in more
prevalent numbers, however, this participation is distinctly different. Men are not subjected to
the same type of gaze and scrutiny as women. Wanfet en e x i st -bélookedats pac e
nesso i n ways men do thedisaavider mmge & bodygdypesAddi t i on
acceptable for meWhile it may be ideal to be muscular, men can also achieve masculinity by
having a beer belly or ddabdd denoting how fatness is something that comes with conviviality,
yet still masculingRichardson 2016)laking up space does notthreasteme n 6 s mascul i ni
the same way it does for women. Therefore, although men may face consequences for not
conforming to appearance norms by being thin they experience it in a way which is not as
threatening to their status as men.

There is an importamtacial dimension to beauty ideals. Like fat bodies being defined as
the Other to thinness, black bodies are the Other that the beauty ideal (i.e. white bodies) defines
itself in opposition tqdCollins 1991, Kwan and Trautn 2009) Collins (1991:79) explains,
A [ b Jeyed llond, thin women could not be considered beautiful without thedOBteck
women with classical African features of dark
Despite the potentially corrogand stigmatizing effect that white models of beauty could, and
can, have on women of color, women of color seem to be able to resist some of the negative

effects of the beauty myi{iCollins 1991, hooks 1993, Lovejoy 2001, Patterson 2(Rd3earch
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suggests that black girls and wontend to be more satisfied with their body size and weight

and exhibit lower levels of disordered eating behaviors than white girls and women, despite
having higher rates of obesiflylegal 2015, Lovejoy 2001, Patterson 2013Qciologists have
attributed this diférence in body satisfaction and relationship to beauty ideals from dominant
Western (and white) discourses to cultural differences between white, black, and Latina
populations. For example, black communities are believed to have a more flexible and

egalitaian aesthetic of beauty based on concepts of uniqueness and harmony that enables black
women to counteract societal devaluations of their looks and bodfPsitterson 2014)

Moreover, black and Latina women have more community support in resisting negative societal
ideals of thinness and beauty because of this greater cultural acceptance and even preference for
larger bodieghooks 1993, Lovejoy 2001, Patterson 20Hbwever, this does not mean that

black and Latina women are immune to the realities of the Eurocentric beauty ideals. Research
increasingly indicates that as black and Latina women gain socioeconomic status, the preferred
size of women d adbegnd to ®ak moresimilae ta Western white ideals
(DeAngelis 1997, Gailey 2014, Perez amiher 2003) Pat er son (2014:262) e
[black female and Latina adolescents] move from their indigenous environmheytseginto

take on practices of the dominant group, including anorexia, bulimia, and body imag® Ideals.
addition, because of the culture surrounding positive body image in black commiuoviegsy
(2001)suggests there may be a denial of the true harms of white beauty ideals. Even so, black
women represent one space in which some women have rdsisiathebody norms, but does

this hold true for body positivityzlbody positivity a space for all women, despite race, to resist
against feminine body ideals, including beauty norms, or will their bodies continue to remain at

the margins?
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This question holds true for other women at the margins such as old and disaiienal.
These women, like women of color, are pushed outside the boundaries of what society deems
feminine, healthy, and beautiful. Like fat bodies, old and disabled bodies have been constructed
as pathological and unattractig@alasanti 2005, Garlanthomson 2002)For example, the
discourses of gender, healdnd beauty in the contemporary U.S. are bound in ageism, a
prejudice based on preference for the young and the equating of signs of aging with decreased
social valugButler 1969) Therefore, like bodies reas fat, bodies read as old either because of
sagging, wrinkling, graying, or alike, are deemed in need of fixing througtaginty activities
(Calasanti et al. 2016)And like fatness, this is especially true for women who are often seen to
be fioldo much sooner than men.
Looking at issues of disability, feminist and disability scholar Akiaiow (2015),
suggest s tshhawhichifdt peeple mre adppressed are indistinguishable from ableism:
architectural barriers, discrimination, pathologization, pity, and staring are common social
responses to both fatness and disabilvety. 0o Me
could easily replace the word fat with disabi
Disability, like fatness, exists outside the boundaries of acceptable (and therefore unthinkable)
forms of femininity, health, and beauty. &grschick (2000¢xplains:
Bodies are central to achieving recognition as appropriately gendered beings. Bodies
operate socially as canvases on which gender is displayed and kinesthetically as the
mechanisms by which it is physically enacted. Thus, the bodies of people with disabilities
make them vulnerable to being denied recognition as women and men. The type of
disability, its visibility, its severity, and whether it is physical or mental igionnediate
the degree to which the body of a person with abdlipais socially compromised.
But itdéds not just about being read as feminin

recognition of being beautiful and healthy. Overall, gender, race, (dis)ability, age, and size all

exi st in the same nfApervasitvael nc uklitnudrsalo fs ybsotdeim vy
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thathnf uncti ons to preserve and validate such pri
normal, fit, competent, intelligeéitall of which provide cultural capital to those who can claim
such st at uBhensan P02Ga&).r | and
DISCIPLINING FAT BODIES

As the previous sections have outlined, health, beauty, and gender help to constitute one
another and construct the ideal body. In order to look aesthetically pleasing one needs to be thin,
but that thinness also demanmgés that you are healthy. And both these processes (i.e. beauty
and health) are gendered. However, more so than creating ideal bodies, the norms surrounding
health, beauty, and gender ensure that we create disciplined bodizsn&ghue and
Clemitshaw (2012 x pl ai n, Ait is via the cultural nexu
and happiness that the thin ideal exerts its

Foucault (1978argues that modern society has seen a shift in the exercise of power.
Rather than merely punish, imprison, or coerce Isodieler the threat of death directly,
governments seek to encourage its citizens to take responsibility for their own bodies (and thus
life) through techniques of surveillance, regulation, and norms. It is these techniques, called
biopower, inwhichpoweo per at es t hrough and with the body
bodies and the control of popul ationsd (Fouca
may most famously be seen in Foucaultdés (1979
panopticod the circular prison where the guards occupy a watchtower enables them to monitor
the prisoners, but not be seen. Eventually, not knowing if and when they are being watched,
prisoners begin to police themsel ses, or beco
contemporary societies create docile bodies by constantly observing the bodies of the citizens

they wish to control through a regulating and normalizing gaze via institutions such as education
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and medicine, but also by ensuring the internalization i gisciplinary narrative@artky

1990) And this power has become widely pervasive even as it remains hidden. As Foucault

(1980:B1) explains, the effects of thrchangels,wer HAci

gaining access to individuals themselves, to
Within this shift in modern power, biomedicine has become a major institution of social

control, scrutiny, anderaddgloatoifonn hien sparntte bec

t he fAheal t h(Murrayf200B,Zda 187RHealthyecitizens are crucial to the modern

neoliberal state because they keep it functioning with minimal economic burdens, unlike

unhealthy persons who are defined as being a drain on the state. In this forarohgmtality,

it becomes a requirement that people maintain their health so that they can work, participate in

the economy, and be seen as productive citize

surveilling the health of its citizens through gtiiable means, such as the Billupton 1995

Lupton 2013) From this view, medicalizing fat bodies is part of a disciplinary gaze and

surveillance that attempts to normalize and control them because they are considered excessive,

out of control, and pathologidala threat to society heregulaton of fat bodiess seen in the

state sponsored programs that monitor and encourage the weight loss of its (titipeos

2013, Saguy 2012blor example, regulation occutgough direct campaigns such as Michelle

Obamads commit tomehdtmgypgadicipation in groups like Weight Watchers be

tax-deducible, and funding research to better understand and intervene in ((hatdiy 2014,

Lupton 2013, Murray 2008, Baé 2014a)These government policies and stspensored health

promotional materials are part of the apparatus of disciplinary power wielded by neoliberal states

to regulate, normalize, and discipline its unrciljzens to render them more productive.
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In addition, fatphobia, or the stigmatization of fat people, plays a regulatory role by
placing the gaze of others upon the fat, pathological body. This can include more subtle forms
like clothes and spaces notilge made for fat bodies and assessing gazes, but also more direct
body-shaming(Boero 2012, Gailey 2014, Lupton 2013, Pausé 20Btamatization of fat
people encorages the use of salisciplinary practices (i.e. beauty work) to achieve a socially
desired body. However, this shaming is not only done by out8ideesalso do it to ourselves
through seHregulation or selsurveillance. Rather than rely on coercixéeenal approaches
from the state, the government depends upon its citizens internalizing these narratives of fatness

and policing themselves. Working froroucault (1979)Murray (2008:12) explains that the

1]

di sciplinary power f un c ttonmomterthéirpowneeonductarmrda gi n g
measuring it in relation to dominant health d
for themselves. In this paradigm, victimlaming runs amak if you are unhealthy or not
beautiful you are identified as tikause because of your lifestyle choices, your immorality, and
inability to control yourself. This is furthered by the dominant healthism perspective in the U.S.
which views #Aillness as the result of ofa serie
health as a direct outcome of personal choice
Crawford 1980 and Rose 1998)

Personal responsibility narratives are further fueled by the importance of free choice
stressed by neoliberal societies. Free choice presumes thetiitise their own assessment of
the risks and benefits when making choices about lifestyle behaviors (and commodities). The
government , in their support of free mar ket s,
with certain behavior@_upton 2013) For example, the government informs us of the dangers of

obesity, while also telling us which populations are mossht(e.g. people of color and poor
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populations). However, there are highly established and profitable markets attempting to sell
consumers products that are linked tahbgaiining and losing weight (e.fast food vs. gym
memberships). In neoliberal sode, both are encouraged, but it is up to the consumer/citizen to
make the wise choice and demonstrateddlfs ci pl i ne. I n this |Iine of
because you lacksetfont r ol and discipline to coumeiphbor m t o
when given the freedom to choose. As good citizens we must surveil our choices and our bodies
to ensure we ddnhéswaybneiciduahdetenmimants are centered and social
causesuch as access to healthcare, discrimination, asmbetic conditions are ignored
(Anderson, Smith and Sidel 2005, Porter 1997)
However, this disciplinary gaze and sslfrveillance is not gperienced equally. The
bodily experiences of men and women differ; ¢
mendés bodies. Although men and women are subj
these practices produce a quality of embodimentittat par t i cul arly f eminine
(1990:42) much quoted passage she explains this difference:
The woman who checks her makeup half a dozen times a day to see if her foundation has
caked or her mascara has run, who worries that the wind or the naspwibher hairdo,
who looks frequently to see if her stockings have bagged at the ankle or who, feeling fat,
monitors everything she eats, has become, just as surely as the inmate of the Panopticon,
a selfpolicing subject, a self committed to a relessiselsurveillance. This self
surveillance is a form of obedience to pat
consciousness of the fact tlsheis under surveillance in ways thagis not, that
whatever else she may become, she is importatbdg designed to please or to excite
(emphasis in original).
As described previously, female bodies are subject to the normalizing and interiorizing gaze
much more than men. Because of womends associ

value thatoés derived from t heineridealiodylomeny t o ad

must participate in higher rates of work, or wRaticault (1979)erms practices of self. Because
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of the focus on the aesthetics of womends bod
medicalized and as such can be pushed into medmetgures and beauty regimens to regulate
what is seen as a personal failure in order to achieve the status of an appropriate woman (Saguy
and Ward 2011, Puhl et al. 2008). They must surveil, control, and fit their bodies within feminine
body ideals to ensa their status, citizenship, normality, and womanhood. As we can see then
health, morality, beauty, and citizenship all become entangled and conflated in this web of
governmentality. It is our moral and civic responsibility as good neoliberal citizemsatd
proper seHregulation through monitoring our weight and intervening if necessary, especially for
women(Pausé 2014a)f we fail to live up to our civic responsibility by attaining and
mai nt ai ni ng a efiweanr aharbcterizedes pytting a dtr&in on the public.

With such intense gendering, beautifying, and medicalizing as disciplinary forms of
power,fat bodies are dmed as inherently subversive because they resist disciplivee
existence of fat bodies defy normativity in appearance, practice, and styligsibey 2014)
Further, womenbés fatness denies t htevhapimtri ar ch
even more subversive are fat women who actively reject societal demands of body work, such as
dieting, that are expected of them in order t
a resistance to these disciplinary powers of survedaand regulation seeking to create a
counterdiscourse, challenging our commonly held notions about seemingly unruly, pathological,
unattractive, and immoral bodi@gleleo-Erwin 2012, Tremain 2006Body positive influencers
are one group of peopleying to do this resistive work by challenging the normalization of
health and beauty ideals, especially reldtefatness, through advocating delfe, inclusivity,

and celebrating bodies in all shapes sizds. However, body positivefluencers are not the
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only people trying to modify the boundaries of what an acceptable bolyasAM and
fitspiration havealso sought to resist these ideals, each with a different focus.
RESISTING NARRATIVES OF NORMATIVE BODIES: FAT ACCEPTANCE AND
FITSPIRATION

When it comes to the body, there is tremendous pressure to play by the rules. Our bodies
are vulnerable to a digdinary gaze which compels us to follow social norms of looking and
behaving along health, beauty, and gender ideals. But even with this intense pressure to play by
the rules, groups have often resisted the constraining ideals of normative bodiesmkAs
(1991:47)poit s out, fAthe dédgovernment of the bodyd i
oppositional spaces. 0 And these oppositional,
spaces and times, fighting for a variety of bodily causes. For example, women atipart of
second wave feminist movemaegdthered at the 1968 Miss American Beauty Pageant to protest
exclusionary Western beauty ideal s (dreydatusvo me n o
2008) At the same time Btk women held a Miss Black America contest to celebrate black
women as beautiful and in defiance of the American cultural norms that upheld whiteness as the
standard of beauty. Both groups fought against ideal beauty norms, albeit for different reasons.
There is also a long history of groups fighting medicalization and health neomisistance,
there has been much struggle over the medicalization of transgender bodies and Gender Identity
Disorder(Loeb 2008, Spade 2013) On t he one hand, the @ldi agnos|
procedures and state recognition. Yet on the other hand, it is limiting to the type of people who
can access these resources and defines those who do as pathologB&cK Pantherslso
fought for increased access to healthcare while simultanéaileraying medical discourses that

labeled black people as genetically infe(idelson 2011)While these groups have sought a
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variety of changes to bodily norms many overlap in their attempts to address access to health
care services, inequality and discriminatory prastj@and denedicalizing their bodies marked
as pathological.

Although there is a wide variety of groups enacting embodied resistance, defined as
Aoppositional action or nonaction that defies
for the purposef my research | will focus on twibhathave the most direct ties to body
positivity, the fat acceptance movement and fitspiration. Both groups seek to challenge and resist
body norms and expand the ideals of what a feminine body can be in two diveagehtfat
and fit bodies. Further, both fat acceptance and fitspiration enact their resistance in ways similar
to body positivityy by focusing on fatness and using social media as a platform to disseminate
their message, respectively. In the following disaursd will explore each of these resistance
groups, setting them up for later comparisons to body positivity.

The Fat Acceptance Movement

Emerging in the late 1960s, the FAM came about during a heightened time of political
and social activism which leitis mark on the movement. As Afful and Ricciardelli (2015:454)
explain, fat activists fAadopted early discurs
organization that reflected the rhetoriaafluiences of [AfricarAmerican Civil Rights, Gay
Liberation and FeministM ve ment s] . 6 During this time, two
Association to Advance Fat Acceptance (NAAFA) and The Fat Underground, emerged to figh
for the rights of fat persons.

Founded in 1969 by William Fabrey, a fat admirer who watdemteate a supportive
environment for his fat wife, NAAFA focused on being a safe haven for fat persons and offered

social opportunities including dances and swim pafhesray and MeleeErwin 2008)
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Because of the focus on creating a community rather than social justice, NAAFA was seen as an
assimilationist organization. In response to this reception, the Fat Underground was born. The
Fat Underground was seen as the more radical of thertyamizations; organizing public
demonstrations, disrupting weight loss lectures, and writing the Fat Liberation Manifesto.
However, in the late 1970s and early 1980s, the Fat Underground disif&hotesy and Melee
Erwin 2008) Since the disbandment of the Fat Underground, NAAFA has become more radical
by focusing morexplicitly on the civil rights aspects of fat acceptance, even sponsoring protests
such as the Million Pound Mar¢hupton 2013) In addition to NAAFA and the Fat
Underground, other organizations have depet to fight for fat acceptance including the
Association for Size Diversity and Health, an international professional organization that
promotes research and services that are health enhancing, but not weight discriminating, and the
smaller organizationBretty, Porky, and Pissed Off and the National Organizationsifihes of
Size(Saguy 2012hb)

Although these organizations differ in a multitude of ways, as a whole, their fat activism
is explicitly and pagenately political and seeks to challenge the medical association of obesity
and il-health by reframing fat bodies as healthy, positive, and attractive and drawing attention to
weightbased discrimination and the marginalization of fat peré@Gosper 2016, Lupton 2013)
One way in which fat activists achieve these aims is by adopting a social justice frame which
appeals to human rightgpstein 1996, Kwan 2009alhe social justice frame enables fat
activists to fight for the right to nondiscriminatory healthcare, the right to refuse weight loss
interventions, and thright to be free from ridicule, shame, and harassnvsinbes of the
FAM argueiit hat 1t i s not fatness itself that caus:

attitudes and portrayals of fat people that lead to their marginafizatiaming,
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a n ddiscriminatiord (Lupton 2013:30)This frame is further seen in the FAMs campaign to
have height and weight be included as protected legal categories because, as they argue, fat
people, like other historically disadvantaged groups, need equal protediientii@ lawKwan
2009a)

In addition to the social justice frame, the FAM adopts a position which celebrates body
diversity and seHove. There is a desire among fat activists to discard the notioe aidhal
failing of fat people and instead to celebrate and normalize fat b@kdlsy 2014) To do this,
fat activists encourage people to reject the Body Mass Index, which they see as a discriminatory
and stigmatizing device rather than as a to@redict health, and reject beauty standards
created, in part, by the mainstream fashion industry by making fat bodies visible and
campaigning for companies to make clothes in all §Besro 2012, Bronstein 2015, Connell
2013, Kwan 2009a)at acceptance activists then challenge medical and beauty narratives that
claim fat is unhealthy and unattractive instead adopting the framework that fat gy laeelt
attractive and bodily diversity is natuf@ailey 2014, Saguy 2012b)

With the rise of the internet and social media since the 119%@0SAM has moved into
digital spaces. The fat acceptance movement has utilized social media, primarily blogs, as a form
of political action and resistance to some of
an interconnected network of blogsintained by fat activisi@g\fful and Ricciardelli 2015,
Bronstein 2015, Connell 2013, Dickins et al. 2011, Donaghue and Clemitshaw 2012, Gurrieri
and Cherrier 2013, Lupton 2017a, Trainer et al. 20A&entral component of the fatosphere are
Af atshionistas6o fashion bl ogsrdsditeausyby bl ogs a
making fat bodies visible through images posted to blogs, by creating cdisteurses that

resist restrictive dress conventions, and celebrating fat bodies as attf@otivell 203,
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Gurrieri and Cherrier 2013, Peters 20IR)e fatosphere also covers topics such as sexuality,
body image, and others aimed at empowering and supporting (primarily) women to resist social
pressures to be thin and accept themselvethéar current body siz€Afful and Ricciardelli

2015, Bronstein 2015, Dickins et al. 2011, Donaghue and Clemitshaw. 20&8%ence,

members of the FANre doing everything that | have outlined previously, including presenting

a social justice framework and celebrating body diversity, just through the fatosphere instead of
physical spaces.

Outlining the history and position of the FAM enabled me to show the ways in which
fatness has been previously used in resistance efforts to modify the boundaries of normative
bodies. Body positivity seems to be a new iteration or continuation of thess gif/en its
centering of fatness. It appears that the FAM and body positivity overlap in their missions
celebrating seffove and focusing on fat bodies. The similarities may even become more
apparent as FAM continues its foray into social media spaaeke fatosphere since body
positivity takes place primarily through social media. Despite its similarity and conflation is
body positivity something different than the FAM? Although body positivity focuses on fatness,
the lack of fat in the name appetwdend itself to being open and positive about a variety of
bodie® something that FAM does not do.

Asking this question about difference allows me to understand how body positive
influencers differentiate themselves from this long history of fat aotiviEboth groups can be
understood as responding to the unruly fat body by attempting to include fat bodies within the
boundaries of normative and acceptalidenining bodies, how do body posiginfluencers
understad themselves as a unique grolpRiastanding the goals of body positivity and how

they differentiate these goals from fat acceptanceuslhow they draw on narrativef health,
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beauty, gender, and discipline to respond to unruly female bodies, but also illsmihiate
bodies are deerdemorefeminine andraluable. While the FAM is explicitly about fatness, is
body positivity about more? And if body positivity is more inclusive, are there still bodies left
out? By looking at what bodies are still left out, we get a sense of the kiachimiinebody that
body positivity producers and consumers see as appropriate. Finally, the FAM has been
examined extensively, especially through the lenses of gender, health, and beauty, but body
positivity has yet to receive this same attention. We miishd this to body positivity because it
has grabbed the attention of society in a widespread and mainstreaandvags the potential to
combat serious individual and structural issues such as eating disorders and discrimination
Fitspiration

While the AM attempts to modify the boundaries of feminine body ideals by
incorporating fatness, fitspiration (an amalgamation of fithess and inspiration) seeks to expand
these same boundarileg incorporatindit, strong, and muscular women. Coming out of fithness
communities, fitspiration is a network of influencers on social media who post images, videos,
and/or text designed to motivate people to pursue a healthier lifestyle through exercise, clean
eating, and seltare(Boepple et al. 2016, Tiggemann and Zaccardo 2@y promoting
Astrong not skinny, o fitspo seeks to champi on
ideal with the seemingly more liberated athletic ideal focasestrength and muscularity
(Slater, Varsani and Diedrichs 2017, Tiggemann and Zaccardo 2015, Tiggemann and Zaccardo
2016) Il n doing this, fitspo promotes fdhealth an
unlike its predecessor thinspiration (also known as thinspo). Bospthand fitspo share
inspirational imagery on social media with the aim of inspiring users to achieve certain body

ideals, but for very different goaf$albot et al. 2017)0One the one hand, thinspo, a product of
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the preanorexia movement, purposefully upholds beauty and thinness ideals to the greatest
extreme by featuring images of emaechwomen and inspiring women to lose weight by any

means. One the other hand, throtiglimages of women exercising, eating nutritional food, and
selfies, fitspo is attempting to shiiminine body idealby allowing and encouraging women to

take on thenasculine defined characteristics of athleticism, muscularity, firmness, and strength
(Robinson et al. 2017, Slater, Varsani and Diedrichs 20d Thaking these fit and strong
womends bodies visibl e, ndingstobwhat fienairtine lnodieseax pea n d s
And fitspo is proving to be wildly popular with over 68 million posts on Instagram alone

between the hashtags, #fitspo and #fitspiration (as of March 2018).

Given fitspiration i nf |usenremppwesmnent,areéheirh, t he
possible effect on body image, researchers, especially psychologists, have been interested in
better understanding the content of fitspiration on websites and social media. Content analyses
have demonstrated that although fitspaims to encourage fitness and activity mucthef
imageryfocuses on the appearance of the body rather than its functidBalépple et al. 2016,

Carrotte, Prichard and Lim 2017, Tiggemann and Zaccardo 2Ba@her, the appearance of

these bodiesatebrates and privileges a homogenous female body. One that is young, toned,

white, and slim, but not emaciat@darrotte, Prichat and Lim 2017, Lupton 2017b, Tiggemann

and Zaccardo 2016)n addition to the types of bodies displayed, the way the bodies are

displayed is in line with normatiyeortrayals ofeminineembodiment. Foexamplejn one

study by Australian sociologist Deborhbipton (2017a:6)women in fitspo were repraged in

overtly sexualizedwayst wor ki ng out in tight and skimpy fi
that drew aention to heir lean and fit bodies This was also the case with men who were often

depicted shirtless or in revealing fithess clothes meant to highlight their muscular(hogtes
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2017b) Similarly, Australian psychologistiggemann and Zaccardo (20X6undthata

majority ofthe fitspoimagesthey examined on Instagraieatured at least one objectifig

aspect, most commonly a focus on a particular body part (e.g. abdominal muscles or legs) rather
than the whole individudbr both men and wome(Tiggemann and Zaccardo 2016owever,

in another study conttted by Australian psychologists, they found that women depicted in

fitspo were more likely to have their buttocks emphasized and be sexualized than men and less
likely to have their face visible in posts than men demonstrating that this objectificatyomatn

be experienced equal(Zarrotte, Prichard and Lim 2017)

Although the images depicted on fitspiration websites and social media may not
completely dismantléeminine body ideals as they still encourage a particular body, focus
appearancegnd sexually objectify femaleodies, they still seem to be more resistive than
thinspiration imagegBoepple and Thompson 2016, Talbot et al. 20E@) example, an
interdisciplinary group of researchers in nursing, psychology, and management from the U.K.
conducted a content analysis that compared Hiocysed images with the hashtags thinspiration,
fitspiration, and bonespiration across three dauidia platforms (i.e. Twitter, Instagram, and
WeHeartit) and found that thinspiration and bonespiration content contained more thin and
objectified bodies compared to fitspiratibralbot et al. 2017)In addition, fitspiration featured a
greater prevalence of muscles and muscular bodies. Simdarbntent analysis of fitspo and
thinspowebsites in the U.Sound that thinspo websites featured more content related to losing
weight, praising thinness, and providing food guilt messages than fitspo wéBsigple and
Thompson 2016) However, this doesnbét mean that fits)]
having these messages, they just might liewer. Fitspo imagerystill promotes thinness,

stigmatizes fatness, and hdisting restraint and excessive exercising messages similar to
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thinspiration(Boepple et al. 2016]Even so, fitspiration seems to be expanding the boundaries of
what wo diesrcan e bl iacluding fit, muscular, and strong bodies even if they remain in
line with normative ideals of beauty and health in other ways.

In additionto examining the content of fitspiration imageegearchers have been equally
interested in undstandingheimpactof fitspiration on body image. Looking at Australian
undergraduate female studerfigygemann and Zaccardo (20X6und that acute exposure to
fitspiration ledto increased negative mood and bodily dissatisfaction in comparison to travel
images. Using the framework of social comparison théopinson et al. (2017und that
acute exposure to athletic ideal and thin ideal images led to increased body dissatesfamtion
the Australian female undergraatas in their studybut exposure to muscular ideal images did
not. Further, botiRobinson et al. (201 gndTiggemann and Zaccardo (20X6und that
exposure to fitspo led participants to feel more inspired to improvefitineiss through exercise.
Contrary toTiggemann and Zaccardo (20E5)dRobinson et al. (2017¥later, Varsani and
Diedrichs (2017¥id not find that exposure to fitspo resulted in significantly poorer body image
and negative mood compared to neutral images on Instagram among her participants who were
female undergiduate students in the South of England and Wales. The fact that these two
different populations of undergraduate students differ in the impact of fitspiration on their body
image might be telling to how women in different geographical areas might hastedliff
relationships or understandings with their own body image, but also fitspiration.

Although fitspiration research is growing there is still much left to study. First, only one
of the studies outlined has taken a sociological look at fitspiratistead most taking a
psychological perspective. Although it is important to understand the psychological impact of

bodies in this setting it is equally important to understand the social dynamics of fitspiration and
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connect what we 6v eiten analysds o sosidlogicaf andufendhistitheories of
gender and health. What does it mean that previous research shows us fitspiration focuses on the
appearance of a homogenous body? What does it matter that the bodies in these images is often
sexualize? Like body positivity, fitspiration images tell us something important about what
types offemininebodies are valued in our society even in resistance movements. Further, very
few of these articles complicate health discourses, taking for grantedithatderstandings of
what a healthy body is, is socially constructed. For exaimgllaot et al. (2017¢xplains that
At he findings from [their] study should not b
of content or that the bodies featured within
complicatdywlatnteme ol ti s a n @y comparingfispiratianiandb o di e s
body positivity we can better understand how these two groups of influencers draw from health,
beauty, and gender narrativaasd construct new boundaries of what is considered feeninin

Second, most of the studies examining fitspo are conducted in Australia. Although this
doesnét negate their findings, it is quite po
culture, and algorithms. What might be pulled as top posts in ehsefaitspiration or
#bodypositive on Instagram in Australia might lead to very different findings if they were pulled
in the U.S. Connected to this, the previous research only examined the image itself and not the
captionsor commentsvhich may bolsteor contextualize the image along issues of gender,
health, and beautgnd tells us how these images are receiraually, although fitspiration has
been compared to thinspiration, no study has examined fitspiration alongside body positivity.
Comparing fispiration and body positivity enables us to see how two different groups of
influencers respond to unruly bodiédthough body positivity is trying to expand

understandings of the normative feminine body to include fatness, fitspiration is trying & do th
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same just with fit bodies instead. In making these modifications, do they rely on the same
narratives of health, beauty, gender, and disciplinary power? Do they both understand this as a
form of empowerment? How might they try to distance themselvesdamm other and highlight
the bodies they see as méeeninine? Overall,comparing fitspo and body positivity enables us
to see theimilarities and differencemmong movements resisting normative ideals of female
bodies by how they dratoundaries on whahey see as feminine/unfeminjne
healthy/unhealthy, and beautiful/unattractive but al so t o see which bod!
represented and/or valued by these influencers.
SOCIAL MEDIA
Social media is becoming a major aspect of bodily resistance camspaigm FAM
utilizes blogging in their attempts to reframe fat bodies as healthy, positive, and attractive while
fitspiration shares images via Instagram to inspire women to get fit and strong through exercise.
And this is the case for body positivity. Bogdgsitivity takes place mostly via social media sites,
like Instagram, where users post selfies of theirmammative bodies, tell stories of their
experiences, and encour age t hlutteredivenanessand ot h
me d iimpbérantr ol e i n communicating beauty ideal s an
adjust this focus to the role of social media in these endeaspegiallyas people turn more of
their lives towards these sites. For example, the Pew Research Centerdpoit8)that 69% of
Americans use some type of social media, up from 5% in 2005. And social media has become a
daily part of our routine with around sixty percent of Instagram users and sévenpercent of
Facebook users visiting these sites at leasé @ dayCenter 2018)
Clearly, soci al media I s becoming a ubiqui

(2015: 165) aes galieesally constantly in fhysidal contact with digital devices or

39



rendered into digital formats via digital tec
di ffer from other medi ums we 6 vdffereneesapabdue f or e ?
theuseof social median activism and/or bodily and gender resistance? Treem et al. (2016:770)
describesocial mediaashawn t hr ee at t r i b tbaseds(i)théyprovided hey ar e
means for individuals to connect and interact with content and other users, and (iii) they provide
the means for users to gener at e anSdciadnedsat ri but
is an interesting context in which to examine bodily issues bedagita technology helps to
constitute selfhood, embodiment, and social relations in ways which are both qualitatively
different fromyets i mi | ar t o, ot her eheduipom?2l5)t hat wedve s

First, and most relevant to my study, digital technologies, including social media, have
provided people the opportunity to create their own content, including caotgcgrning their
own and ot(Beerrasd@urioves @01@ kupton 2015, Lupton 201@mnsumers have
moved beyond passive reception of print and visual mass media, such as television, and are now
asked to participate in its creation and dissemination of content irhakdeen dubbed
Aprosumptionod (a combi nat i(BeerawfBurppws@@ld, Ritzeron an
2014) On social media, users are both the sources and receivers of original or remixed (e.g.
memes, gifs) content and thus actively shape what they see and create. This contrasts with what
webve come t o med@awherieasersdo ndt mevemitasascess to the means
of production.

This type ofprosumption helps to constituteew kinds of visual productions and
audiences by facilitating constant visual doc
to the highly intimate. Indeetlupton (2015 contends that social media platforms like

Instagram and Facebook encourage the production and circulation of greater intimate knowledge
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about and between users than ever before. Through status updates and images, we create a
chronological account ohe various aspects of our lives and geographical movements in an
almost confessional style. Lupton (2029 further explains this:
by both revealing the intimate details of
users may engage in se#fflecion and selimprovement as well as participating in the
evaluation of othersdé actions and practice
thought as an ethical and social practice that contributes not only to therselfion but
reproduction of socialorms and expectation to which pé®are expected to adhere.
This might be most heavily seen in-the phe
portraits taken by oneself using a cellphone or similar digital device. The selfie, in particular, is
of interest because it has become the standard representation of the body (and self) in social
media(Lupton 2015) The use of selfies and other visual images allows users to discuss and
visuallyr epr esent theirs and othersd bodies incess
Specifically, Instagram, a platform developed entirely around images, focuses on uploading,
curating, and sharing images of the body. The ubiquity of the selfie demonstahteseits enjoy
the opportunity to shape their bodily image in online forums in ways that allow them full control
of what the image looks like. Furthéing selfie expands what bodies can be represented given
t hat fAordinaryo peoplbractice @ representing theer unique badhan per s
social medigLupton 2015)
From thinspiration and pranorexia accounts to tattoo and badgdification devotees,
those engaged in sdifarming practices and the variety of accounts devoted to transgender and
gueer bodies, and not to mention pornography and sexual fetigh kadges are displayed in a
multitude of ways and engaged in a variety of practices that are both normative and gb beyon

the norm. This includes body positivity. Body positivity displays bodies that are not readily

available in mass media and if are they are they are often framed in the pathological, immoral,
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and unattractive ways described previouslyo r e x a m@lt e ,Moln krierestheR2018

rel eas e Imdatiabeedepioysithe @se of a fat suit on thin actor Debby Ryan to
demonstrate her transformation from grotesque, out of control, and unattrattesuty

pageant queen posed to get the @ayillaume 2018, Richardson 201@&)stead, body positivity
challenges that trope by advocating de¥fe, inclusivity, and celebrating bodies in all shapes

and sizes by simply making visible fat bodies in positive ways via social media. Social media has
enabled body positivity the opportunity to create their own positive content about fat bodies,
something previously less available in other forms of print and visual media.

However, although digital platforms might function as a site of empowerment and
identity formation, they also providee means for a web of surveillance, selbnitoring, and
governmentalitfBaer 2016) When peopl ebdés bodies, normative
increasingly digitized through social media the potentiakf@r more detailed surveillance
becomes eviderft.upton 2015) Social media, by definition, requires users to engage in a social
and participatory surveillance whereby we take part in talyrwatching practices of ourselves
and others. Through likes and comments, we learn tevseiftor, censor, and adapt in order to
present a version of the ideal self that other users will respond to and we do the same thing in
return(Duffy 2017, Treem et al. 2016 this reciprocal surveillece we expect people to
observe and comment on our content and it is a motivating force for prosumption. And
depending on what content is most widely likesttrsreconfiguretheir bodies to ensure
continued observation and support of the cortteeycreae (Duffy 2017, Lupton 2015)

Second, compared to the physical labor of workers, digital technology hasdtarg
way economic value is produced and distributed. Drawing 8amth (2013)andThrift (2006),

Lupton (2014:22) argues, Awhere once it was t
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value, now the intellectual labor of the masses has monetary value, constituting a new
information economy in which thought has become reified, public,amdto di f i ed. 0 Thi s
attributed to whathrift (2005)c al | s f k n o wi medo the amgdading fate sf mo : d
innovation and invention the capitalist economic system has turned to information as a source of
profit. Digital technology has contributed to this move because it has changed the way
knowledge is produced and made it easilgeasible. In addition, each act of communication via
social media is transformed into aggregated digital data, a valuable entity which has become
commoditized for use by commercial and government organizgtiopson 2015) This digital
data and the content of social media itself are used by corporations to advertise and sell direct to
consumers. Through utilizing the excitement of consumer communities, the automating and mass
disseminatiorof word of mouth, and thesingalgorithms to make suggestions about future
purchasesknowledge hout the product and consumer areated and geneeanore value than
the sale itselfLupton 2015, Thrift 2005)Marketers can more easily track how their campaigns
are doing, launch new products, and see who might be interested in buying theit. produc

More relevant to my study is the way in which corporations actively seek to monetize
content sharing by eopting the creative efforts of social media ug&isd 2011) To sell more
products and lower the cost of advertising, corponatgeek to exploit the prosumption of users
by using them as marketers for their products. This can be through direct sponsorship of
influencers, but also through encouraging every day users to post selfies or photoselvégm
using the products with@rresponding hashtag identifying the brand. And much of our bodily
performances on social media can and have been used for monetary gain, with or without our
permission. Within the scant literature on body positivity, bétlker (2016) andCwynarHorta

(2016)show that body positivity has been commodified by corporations, often at the expense of
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their transgressive messages. For exanggnarHorta (2016¥oundthat while some body
positiveinfluencers on Instagram started out challenging the dominant ideal of the thin body,
they eventually ugktheir platform to promote detox teas that agaisteight loss and claim to
shed belly fat. Further, some influencessnton to use Instagram to sell a variety of products
from sponsos, such as lipstick and subscription boxes, to promoting their personal published
books and yoga classes.

In another exampléiller (2016) found that the transgressive message of body positivity
was ceopted and rgpackaged by a celebrity yogi in an image rebranding effort after poor press.
Using the hashtag #loveyourbody, the radicabstof body positivity was decontextualized and
erased; positioning the ideal yogi bodyaaghite, thin, heterosexual, and female that loved
herself at the centéMiller 2016). A similar case appeared in January 2018, when Aeire, an
intimate appael brand owned by American Eagle Outfitters, introduced its #AerieREAL
campaign under the promise of ANegue®RTheuchi ng.
campaign centered around gold medal gymnast, Aly Raisman, Yara Shahidi, an actress in the
Freeform network comed@rowrrish, singersongwriter Rachel Platten, and English model and
body positive activist Iskra Lawrence in a mix of loungewear and underikamMiller (2016)
found, dl but Lawrence could be described as tfyiet she is still small and has an hourglass
body shape)and Shahidithe only norwhite woman in the grouiven the economic
implications of social media and the already eviderbmiation of body positivity for
commercial gaingt is important tohink critically about what this economic dimension means
for what gets posted. Might the economic incentives mean that certain bodies are excluded

because they are too tr ansmghtéalspositie inluenderst hus d
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draw more havily on normative gender, health, and beauty narratives in order to make them
more accessible and accepted by wider audiences?

Even with these dangers of-optation, social media has found a space among activist
groups and influencers. Although Instagraas well as other social media sites like Twitter, have
contributed to normative understandings of bodies to often negative effects, it ipatsatzl
tool that can be employed to challenge and expandralerstandings of what a healthy,
beautiful and/or femininkbb ody i s. This is particularly salie
over the last ten years as seen by the Occupy movement and Black Liveq Btatika and
Rosa 2015Gleason 2013)Tufekci and Freelon (2013:848xplainthat digital technologies, like
social media, are so influential in activism
technologies will exercise influence; rather, we can and should be looking at how and, also
cruciall vy, t hr ouBdtenvhhshtaglactivisecarmpaigns, suohsas tbe feminist
#Free_CeCe and #YesAllWomen, suppbe notionthat social media can encourage social
change by, at minimum, disseminating and challenging knowledge and creating a way for people
to engage collective with others around a common caiBaer 2016, Bonilla and Rosa 2015,
Castells 2013, Fischer 2016, Gleason 20TBg burgeoning research on hashtag activism shows
that social medihas become a powerful site for documenting and challenging political authority
and modes of social contr@astells 2013, Lupton 2015, Treem et al. 20A8rording to
Castells (2013)social media can provide an autonomous space where individuals feel as though
they can speak out and resist oppression. This is in part due to the sharing and connecting that
social media allows in a seemingly safe place that fiedlif for authorities to control. Social
media enables individuals to come together outside of the confines of their geographical location

and at relatively low cost to collectively create, debate, and engage in ideas aimed at changing
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the values of socig and achieve justice and recogniti@astells 2013, Earl and Kimport 2011,
Treem et al. 2016)

However, this doesndt mean that soci al me d
free from problems or critiques. Of particular concern to this study is that patogllehave
eqgual access to the intetraand thus do not have equal access to engage in this type of embodied
resistance or other forms of social media activiBochs 2013, Lupton 20159ylany groups lack
the expertise and access to digital technologied thughere is a disparity in those who can use
social media for activist purposes. Because of t@daingroups may not have their concerns
met andmaybe excluded from existing social media campaigegen among those who do
have the means and expertise to access these channels, inequality persists in online activism.
Fischer (2016)explains that although social media allows for broader reach and raises public
consciousnesshe centrality of whiteness in organizing permeates online activism limiting its
transformative effect8ut algorithms also contribute to inequalitysocial media by garnering
search results which stereotype marginalized populatioigmore them altogethéNoble
2018) Therefore, in angtudy on groups who patrticipate in resistance through social media, like
body positivity, we must be concerned with how race, and other intersecting oppressions,
influence who is able and allowed to participate. Further it is important to examine who gets
represented in these campaigns as a result. Are/bld@ksabledodies able to be body
positive?

Notwithstanding these important isspas described above, both the FAM and
fitspiration utilize social media to challenge thermativefeminine body For the FAM that is
most readily seen in blogging sitéike Tumblr, where fat activists discuss a variety of topics

including fashion, the stigma they face due to their physical size, frustrations with diets and
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doctors, andhelike (Afful and Ricciarddi 2015, Bronstein 2015, Connell 2013, Dickins et al.
2011, Donaghue and Clemitshaw 20)cording toPausé (2014apy bloggingfat women
feelempowered and supported to resist social pressures to be thin, to accdyatdiesiat their
current size, and to push back against societal narratives of fatness by presenting an opposing
picture of fatness aseautiful and happy to followe(Pausé 2014a}-itspiration uses Instagram
to challenge normative female body ideals by making visible and celebrating fit and strong
female bodies through images. Like the FAM, fitspo seeks to present an opposing pitttare of
female bodyin this instancegne that can be muscular.

Given the FAM6és push for greater acceptanc
Instagram it is not surprising to see body positivity take shape on social media. Feminist
act i vi-woldeniine &nd the constraining ideals on bodies concerning beauty, health, and
gender normalized in the United States further contribute to the means and motivations for body
positivityds online presence. Di gdféeminist t echnol
activists with the means to mount resistive campaigns like body positivity, among others such as
#met oo and #YesAl |l Women. Baer (2016:18) argue
for broadly disseminating feminist ideas, shaping nedes of discourse about gender and
sexism, connecting to different constituencies, and allowing creative modes of protest to
emerge. o0 In addition, members of other soci al
disabilities and people who identify gaeer or transgender, have also found the internet to be a
source of support and political mobilizati(Barker 2008, Ellis and Goggin 2014, Soriano 2014)
At the center of many of these political uses
provocative and risky space for an emergent feminist politics tbaesraway from an emphasis

on equality and rights pursued through conven
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2016:18). Given the weknown discussion that fat is a feminist issue (see Chrisler 2012, Fikkan
and Rothblum 2012, Saguy 2012a) and tbe in hashtag feminism, body positivity seems to be
at the perfect intersection for exploring how social media influemedsfy the normative
constraints on thiEemininebody and to what extent they draw on the gendered, medicalized, and
beautified namtives described above.
RESEARCH PROBLEM: BODY POSITIVITY

Theextantliterature on body positivity shows that body positive influencers are engaging
in resistance similar to the fat acceptance movement via social (@edyaarHorta 2016,
Darwin 2017, Sastre 2014Both Sastre (2014bandDarwin (2017)examined body positivity
through popular websites, with the former seeking to explore how the body is conceptualized and
enacted via body positivity sites, and tatter examining how fat versus hairy bodies are given
attention via the comments section on popular media siteg{li€angton Postwith each
finding contradictions within body positivity even as they attempt to resist normative beauty
standardsSastre (2014kfpund that body positive websites fostered particular paths of
participation by encouraging and displaying specific kinds of photographic images and textual
stories predicated on authenticitypesure, and transformation. For example, contributors to
the three websites examined were required to represent their body positive ethos through
exposing their bodies in images that highlighted their flaws, such as their stomach. This required
contributass to be in their underwear or nude furthering their exposure, but also increasing their
claims to authenticity. In addition, an essential component to participating in body positivity
required a story of transformation in which contributors overcame tiaratstheir journey to
self-acceptance. This path to participation demonstrates that there is a right and wrong way to

perform body positivity and these paths often reflect the very narratives of conformity and
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regulation they sought to reject. In partamiSastre (2014bargues that the discourse of

transformation is similar to those seen in makeover program$hikeBiggest Losexhere

fatness is represented as the material manifestation of emgiaanahat one must overcome.

Further, she argues that the images of half to fully naked bodies continue the disciplinary

practice of surveillance. Althoudbastre (2014)elieves these websites are walientioned

they ultimately continue to constrain bodies through certain means of representation. Finally,

Sastra (2014:930) alludes to the fact that the bodies depicted on these websites are primarily

bodi es t Jyguatd thireenoeighiforstand inasa i d e a | -guiteylaege en@uglhotd

incitepanio t hough she does |l ittle tothsmight ain or

highlight another limitation on how and what types of bodies are represented via body positivity.
Similarly, Darwin (2017)found that despite claiming to be about all wwamforming

bodies, body positivity centered fat bodies over hairy bodies, therefore privileging certain non

conforming bodes over others, and the notion of a right way to be body podtaravin (2017)

argues that the body positive campaigns ANatu

focud on body hair on womendés underarms, | egs,

attention than the AReal Women in Lingerieo
comparison to fatness, hairiness was seen to epitomize a pariah femininitymitiecters

identifying hairiness as more deviant to practices of femininity and threatening to gender
hegemonyDarwin 2017) Given that hairiness is associated more with masculinity dtiess

is more associated with femininityaving members of body positivity centatness rather than
hairiness may make the movement more palatable to a wider aubdemaeese it is more gender
normative In attempts to expand the boundaries of actégpfaminine bodies, body positive

influencers may take smaller steps, incorporating or highlighting onaomwnative bodily
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characteristic, rather than many or more radical ones in ordeeto more legitimat However,
this might also be fueled by canations who want to capitalize on the publicity of body
positivity. Looking at InstagranGwynarHorta (2016¥ound that though body positivity was
originally intended to use social mado challenge beauty ideals, the commodification by
corporations has led to it being represented by conventionally attractive, thin white women. This
is further seen in Millerdés (2016) study on y
found tha yoga companies have commercialized body positivity in a way that positions the ideal
yogi body as white, thin, heterosexual, and female.

However, the onstudyt hat f ocuses specifically on men:¢
positivity is a bit less criticabf body positivitythan those previously describ@daruso and
Roberts 2017)In theirresearchAustralian sociologist€aruso and Roberts (20183plore how
men construct, represent, and perform mascul.
Guys. 0 They found that this blog demohatt rat ed
was pregay, antiracist and antimisogynistic. Male contriltors to the blog resisted and
challenged dominant hegemonic norms of masculinity by expanding the boundaries of what
masculine men could do. For example, men on this site were encouraged to be emotionally
vulnerable, offer homosocial suppautilize femirine language (e.geferring to themselves and
others as pretty or cute), and demonstrate a range of sexual preferences and behaviors without
homophobic retaliation. Further, this site was particularly inclusive of a variety of bodies given
their support ad representation of black and trans bodies in ways not seen or addressed in the
previous studiefCaruso and Roberts 2017)

These few studies on body positivity demonstrateahhbughinfluencers are using

digital technology, including social media, to disseminate their perspective emonmatve
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bodies, resistande feminine idealwia this outlet is complicated. Resistance to normative
understandings of gender, beauty, and health in attempts to modify boundaries of feminine

bodily nor ms-oirs s (Babel sraiKwan 2OL1lBbbel andKwan (2011:2)

argue, fhAevery actionépotentially contains ele
times, resistance is a clever and complicated dance of negotiation, and it is rarelgunzero
gameéresi stance i s mul t ibditesare caangaigas, likedhe onesxk a mp | e

Darwin (2017)andSastre (2014k@xamined, transgress gender in only one site of non
conformity, fatness. This may demonstrate the ways in which body positivity compromises its

original, more radical messaging of inclusion and positivity in order to sustain their group and

message at largelowever,empiricallywe know little about body moi t i vi t yds fAdance

negotiation. o6 Further, we know |l ittle about
outside of blogging, and in relation to normative understandings of not only gender, but health
and beautys well The importance at lookingt Instagram in particular is that it has 1 billion

active usersneaning that it had a wide rea@ghstagram 2019)-urther Instagram enables more
quick and direct interactions among people and centers images which is important when
examining issues of representation and beauty.

Previous research, especially in fat studies and body positivity, has often tackled the
subjectof health, gender, and beauty separately, taking for granted that in our everyday
experiences these are often conflated and lack the theoretical separateness as portrayed in
research. For example, althou@arwin (2017)andCaruso and Roberts (20183amine
femininity and masculinity in body positivity, respectively, neither explore how these issues of
gender are complicated by narratives health and beauty. Although the previous work on body

positivity demonstrates th#tmight be constrainedew explore how in their campaigns to resist
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normative body ideals, they might draw on normative discourses of gender, health, and beauty to
bolster their claimsvhich is important for understanding how resistasagegotiated and is
often constrained by prevailing discoursksaddition, the work bgastre (2014hMiller
(2016) CwynarHorta (2016) andDarwin (2017)allude that either by choice or by
commercialization, body positivity might not be for all bodies. My research specifically sets out
to examine the entanglement of gender, health, and beauty as body positiveenfiisen out to
modify understandings of feminine body ide&arther, | question to what extent body positive
influencers use andshape these discourses and who is left out in these modific&ins.
understanding thegeeces| can better understaride embeddedness of these discourses in our
culture but also greater understand issues of privilege.

As mentioned previously, body positivityos
complicated, not only because of its constructions of gender, healtheanty, but also given
its similarity to and conflation with the fat acceptance movement. In addition, body positivity
utilizes Instagram in similar ways to fitspiration groups. Body positivity, the FAM, and
fitspiration all seek to expand the understagdiof the normative feminine body albeit for
seemingly different ends.e. fat vs. muscularityand through different mealise. via social
media or in personExamining how body positive influencers understand the goals of the group
and how they differntiate themselves from other grouy enable me to more clearly
understand what their goal s ar é&urthenedammiogv t hey
how these goals (and bodies) are represented on Instdigramate which bodily
characterists are most represented. Which types of bodies are most worthy of fighting for? By
examining who and/or what is left out of body positivity, we get a sense of the kind of feminine

body that body positive influencers see as appropriate. Even as greupgtad modify gender
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and create a more inclusive and accepting space some characteristics of femininity may remain
more salient and untouchable telling us alvaaée, ability, and agerivileges.
To better understand tohat extent body positivity modéds understandings of
femininity and related body ideals, including race, age, and alaihtyto understand tavhat
extent body positivittaccommodates and resi#ite relatedliscourses of health and beauty
ask the following research questions:
1. Whatare the goals of body positive influencers? Do these goals vary among influencers?
a. How/do they differentiate their goals from related groups such as the fat
acceptance movement and fitspiration?
2. What bodies are represented in body positivity and fitspirdhstagram posts, and how
arefemininity, health, and beauty displayed in the bodies anebodies (i.e. quotes,
food, objects) represented?
a. How do body positivity and fitspiration Instagram posts differ in regard to
femininity, health, and beauty?
3. How are body positivity Instagram posts received by Instagram followers?
Knowing the goals of body positive influencers enables me to examine how they understand
femininity, health, and beautsind if these are different from normative conceptions of the
female body (Question 1). For example, a goal of body positive influencers may be to dispel
stereotypes that fat women candét be fit. I n
conceptionghat fit equals healthy, but also expands the notion of femininity to include fit fat
women. However, understanding how body positive influencers differentiate their goals from
related groups is also important in that their notion of fit might be différem how they see

fitspiration defining fit (e.g. fit equals visible muscles and thinne$s¢h demonstrates how

53



influencers are expanding the discourses of he@itiestion 2 also helps to address my

underlying research question by continuing what lamkout by Question 1, but via social media
spaces. Examining both body positivity and fitspiration Instagram posts enables me to see which
bodies are represented and how they are represented. Do both body positivity and fitspiration
posts feature predomantly white women? Are these women displaying normative forms of
feminine beauty through makep, sexual objectification, or certain color moti&s@loring

these questions allows me to understand how each group sees and represents femirfinity and
one s more expansive than the othEmally, my last research question (Question 3) allows me

to examine how these modifications of femininity, health, and beauty are received. For instance,
maybe | find that body positivity is inclusive of all bodies inchglthose that differ by race,

age, and ability and encourages others to not care whether fat is healthy as long as the fat person
is happy, but in response followers comment that the post glorifies obesity. In this interaction,
although body positive infencers have tried to modify the boundaries, followers have not

recaved what is intendedf these modifications are not received positivéhgnit bearson
understanding the extetat which body positivity is making changes or challenging our

understanithgs of femininity, health, and beauty on a larger scale.
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CHAPTER3: METHODS

To address these research questioas)pgloyedboth indepth, semstructured
interviews with body positive influencers and a content analysis of Instagram posts and
comnents. Qualitative methods were most suitable for this project because of (1) its emphasis on
meaning; (2) exploratory qualities and; (3) iterative process. First, qualitative methods typically
focus on human subjectivity or the meanings that participdtatsheto specific events or to their
lives(Schutt2001) As Gill ham (2000:10) explains, fdAqual
descriptive and inferentialirhcar act er €éand f ocus primarily on t
enable you to understand the meaning of what
desire to discover and describe the complex patterns of human behavior and experience. In this
way,r esearch then revolves around answering que
created and (Benznamd Lincelra2000:8)gThis was important to my work
because my resez questions sought to understand the meaning influencers gave to femininity,
health, and beauty through the experience of body positivity via social media.

In addition to the emphasis on process and meaning, qualitative methods are also well
suited forexploratory research. Rather than testing a specific hypothesis, exploratory research
involves understanding the Ahowo and Awhyo wh
investigate phenomena where little is known about the m{&tiutt 2001)In this sense,
gualitative methods proved themselves useful for this study because little academic research has
been conducted on body positivity. Taking an exatlany qualitative approach to looking at
body positivity and its relationship with femininity enabled me to ask broader questions about
what influencersd goals are and how they rel a

better understanding @fhat this phenomenon even is. Furthermore, because of this exploratory
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nature, qualitative research offers an iterative process whereby | was able to continually
reexamine my position, interview guide, and coding scheme at every level of the qualitative
process. For example, in my content analysis | was able to modify my coding scheme to add
codes which addressed aspects of personal responsibility (e.g. no exictess&ork out).

Given the proliferation of body positivity on social media, previous rebdsas
rightfully focused its attention on collecting data from webgi@suso and Roberts 2017,
CwynarHorta 2016, Miller 2016Sastre 2014b)This research continued this tradition by
focusing on posts on Instagram but furthers the empirical research on body positivity by
interviewing influecers and examining comments of posts as well. In doing this, | gained the
perspective of the producers of content, and also how this content was received by followers.
This allowed for a comparison between what producers say they create, what is actually
circulating for people to consume, and how Instagram users respond. Further, | was able to
broaden and contextualize what | observed on Instagram by what my influencers described body
positivity is supposed to be. Having two data sets helped me to develope comprehensive
understanding of body positivity and how influencers understand what it means to feminine by
capturing different dimensions of the phenome(tdanck®2009) Using both interviews and
analysis of posts created a more complete picture of the ways in which influencers draw
boundaries of what is and isndét feminine and
as fitspiration andhe FAM.
INTERVIEWS

| conducted sermstructured mterviewsin order to gather @wide range of information
about body positivitypased upothe experiences and reflections of my participéidesseBiber

2014) | prepareda specific interviewguide but included operended questions allong meto
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explore new topics as they arose (see AppeAjlix his allowed for consistency in the questions
participants are asked, but also flexibility for participants to tell me their stories in ways most
meaningful to them and in a conversational styaticipants were able to discuss topics in their
own terms, from their point of view, and in contexts specific to their situafitwnsdraz and
Uttal 1999, Denzin and Lincoln 2000, Schutt 200%is allows for meanings and processes to
be dentified, interpreted, and conveyed from the source. Further, given the difficulty in talking
about gender, the flexibility of this method and interview style enabled me to better grasp the
nuances and complexities of the issh@pics covered in the imé@ew guide include
demographic data; histories of involvement in body positivity; goals for the movement and how
these are seen to differ from those of other groups; the role of social media; amtkaseabout
femininity, health, and beauty. Intervistook place either by phonar Skype/FaceTime based
on the preference and location of the particiartt lasted 50 to 120 minutes. All interviews
were recorded and transcribed.

In all, I interviewed 12 body positive influencers popular in the UnitateS1 attempted
to have a larger sample, but recruiting participants was much more difficult than | anticipated. |
contacted over one hundred body positive influencers and was only able to attain 12 interviews.
Most requests went unanswered, some ansilmreinconsistency in response to emails made it
difficult to schedule a time to conduct the interview, and some wanted monetary compensation
which | was unable to provide. Although, having more participants would have allowed my
study to be more repredative, generalizable, and have more theoretical saturation, | did my
best to get as many as possiledy positive influencers were defined as people who use
Instagram for body positive causes (e.g. their bio mentions body positivity in some way; they

hax e been put on Awho to followodo I|lists for bod
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mention body positivity in some way), have a minimum of 10,000 followers, and who post at
least once a week. However, after encountering difficulty in recruiting ipamis, | began to
allow influencers with less than 10,000 to be interviewed for this study. There were no
restrictions based on gender, race, age, sexuality, or other similar identity charactgdpstics.
receiving IRB approval, participants were readithrough a multistep convenience and
snowball sampling method. First, | recruited initial participants by asking prominent body
positive influencers directly to take part. Prominent body positive influencers were identified by
my personal knowledge ofégh movement, doing searches on |l nst
f ol | o wbhenl liuss & snowball sampling method, gaining recommendations of potential
interviewees from my original participants

Despite the difficulty in recruitment, my sampladtatively diversgTable ). The age
range of my participants is 24 to,3vith an average age of 30. Seven influencers identified as
white, threeasblack, and twasLatinx. Of the 12 participants, 9 identified as a woman, female,
or cisgender woman, &s a transgender woman, 1 as a queer féand 1 aa nonbinary
femme. In relation to their sexual orientation, 6 identified as straight or heterosexual, 3 queer, 2
pansexudland 1 as fAmostly straight. ovor@d@®=+7),hal f we.
while the rest were married (N=4nly one haahildren. Further, the influencers weneell-
educated. Al participants were in the proces
degreeln addition six hadpostbaccalaureate traininthree of whicchad @ mp | et ed a mast

degree. A majority of the influencers were satfiployed, or their employment was related to the

IAn exampl e of t hshtdWhwe.self.com/tor/bbagasitiveihsiagramaccounts

2 Femmés an identity that performs femininity that refuses to approximate patriarchal norms of femininity that
reserves gender expression for the sole use -@ferider, femaldodied persons (Eves 2004).

3 Pansexuality is understood as individuals who feey thire sexually, emotionally, spiritually, and romantically
attracted to any person regardless of gender or sex (Belous and Bauman 2017).
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work they do with body positivity, such as blogger, speaker, author, or model. Finally, the
number of followers influecers had ranged from 3,991 to 506,000 with an average of 163,9000.
Overall, while my sample is diverse in race, age, and sexuality, they are all relatively class
privileged.
CONTENT ANALYSIS

The second set of data for this stwdynefrom publicly avaliable Instagram posis
posts featuring the hashtag #bodypositive or #fitspiration and postshfedrady positive
influencersl interviewed As | noted abovebody positivity takes place most prominently on
Instagram, and thus this platformtie bessite for examining issues related to the topic.
Combining visual imagery, captions, and hashtags, Instagram is a social media mobile
application (also known as an app) and fealuméed website that allows users to share and
comment on photos among théibillion active userginstagram 2019)Both hashtags,
#bodypositive and #fitspiration, are designed to indicate partioipatitheir respective online
communities at all levels (including prominent influencers and every day Instagram users),
provide context for an image, and provide a searchable tag. Each hashtag was chosen because
they are not connected to any specific perelebrity, brand, or campaign and because of their
prominence and popularity, having millions of posts being tagged with them. Further, hashtags
are essential for searching relevant content on Instagram and thus choosing and using these
hashtagsvas important for data collection.

In addition to the publicly available Instagram posts featuring the hashtag #bodypositive
or #fitspiration, lalsosamplel posts fronthebody positive influencerkinterviewed.l did this
to ensure thatdbtaineda varietyof types of post from prominent influencers all the way

down to more casual users of the hashtag #bodypositive, and also to address how body positivity
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is received. Being prominent and popular influencers of body positivity, their posts receive much
attention (i.e. getting the most likes and comments). Therefore, to ensure that | have an accurate
representation of the movement and to ensure that | have an adequate number of comments to
examine, itwas important to sample posts thegremore likely to have higher numbers of
comments. Further, examining posts from intervieweesditdmy understandings of their
goals for body positivity, their use of social media in achieving these goals, and more knowledge
on how they represent and/opdify norms of femininity.

For the purpose of this study, both the photo and caption (and thus any other hashtags
placed in the caption) of an Instagram post skagedata andereused to address research
guestion 2. ltvasimportant to take intaccount both the photo and caption during coding and
anal ysis because fAeach provides something dif
vi ewer éwork[ing] together to create meaningo
comments of Instagram posterealso used as a source of dataLAsstadius (2016:15)
explains, Acomments and | i kes can add new mea
understand user engagement, the effects of posts, or meanitiggoneth want to capture and
find a way to make use of these data. o

To collect Instagram posts for my qualitative content analysis | edgadg®th random
and purposive sampling by wusing Instagramds s
mobile phone app, and through the use of the website Iconosquare, an analytic program that
allows users to sort and filter Instagram posts. derthis decision because the websitssmore
suitable for capturing and storing the posts via screensrotsghlconosquargdatacapturing
software fromOneNote and copy/paste functions than in the app. Thidewtaeasier to import

the data intahe NVivo 12 Plussoftware programyhich aicedin data analysis.
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I n examining post s a c rteoardscorosysate atghe samédtsne,a p p
| found that there were both similarities and differences between the posts that come up in
searches that | want to address. First, while the posts that come up across all 3 platforms have
similarities (i.e. some of theame posts come up on all platforms), they are not totally identical,
there is some variability in terms of what posts come up in searches across platforms. That said,
t wo users on two separate phones whoameear ched
time could also garner different results. Instagram utilizes complex algorithms that influence
which posts come up on any given device, program (i.e. Iconosquare), or through the app or
website. Thus, any differencesvbuld see in sampling the websitestead of the app would
happen either way. I nstagrambés use otould!l gorit
not control for, but this wouldhave beerhe case for all researchers and users. By using only one

platform, the website, | at leaggneratec sample thawasnot influenced by differences across

platforms.
Second, in the search function of both the
Arecento results (Figures 2 and 3). BbBémwever,

the app, both the top and recent results are separated by two tabs and the results are seemingly
endless, loading new posts continuously as you scroll. On the website, instead of two tabs, the
top posts are placed above the recent posts and onlgtooin@ of the top posts, while the recent
posts, below, are like the app where new posts populate as you scroll. Iconosquare does not
distinguish between top and recent posts, pulling all available posts based on the filters set, but in
a manner similato the recent section of Instagram (Figure 4). As | will describe below, this

difference of top and recent posts on the website means | shit@lposts differently than |
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might have using the app, but againy@sconsistent by platform, and the webgteved more
suitable for data collection.

| sampled 210 posts that featured either the hashtag #bodypositive (N=105) or
#itspiration (N=105)To be selected for this studye poshad tobe in English, be a photo
rather than a vidépand have a miniom of three comment$he sample was collected on 15
random days between the months of June 2018 and August 2018 (5 days per month). The days
werepicked by a random number generator. For example, the month of June consists of 30 days
prior to June | uska random number generator to pick 5 numbers between 1 and 30 that
corresponddto the days in Jun&ince the random number generator picked 8, 11, 18, 26, and
30, I collected data on June 8, 11, 18, 26, and 30. This was done another 2 times for the month
of July and August. In addition, | varied the time of day | sampled the posts.

On data collection days, | seaedreach hashtag using lconosquare to filter results based
on the criteria outlined adfieeychoosinghesxthofeatre fAr e c
post based again on a random numbteoposgdbat er at or
had the most commentS&ampling the ones with the most comments demonsteateightened
probability of being received by otheasd added to the number of comments | could examine
Because the top postsuld notbe filtered using Iconosquare, | samgpfer om | nst agr amoé s
website directly. Further, because there are only nine posts available per sampling persod, |
limited in theamount of postsdouldsample. For instancen some data collection days,the
nine top posts, twaverevideos, onavasin Spanish, and anothBaw hadno commentsThis

greatly I imited the amount of At ofydhatgoost s | ¢

41n March 2016 Instagram introduced the ability to possé6ond videos. | choose not to analyze videos because
of the difficulty in capturing and storing such data and because they prove to be far less popular than photos. For
example, between April 4, 2018 and April 13, 2018 only 7,840 videos were posted to Instagram with the hashtag
#bodypositive compared to 70,9p00tos.
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each data collection day | was able to sample twboseto include them in my data collection
despite this difficulype cause t hey serve an i mportant aspec
ness indicates some algorithmic form of specialness

| also sampled 54 Instagram posts from the body positive influencers | interviewed.
made the decisionto include these posbecauseheyaddedto and bolstexd thefindings of the
previous posts, but also asttto the sample of comments since thesstgitada higher number
of comments per post given the influenéergpansive followings. Therefore, these posteaid
in the analysis of how body positivity is received by others, buttaldane how the most
prominent influencers represent body podiyiwdnd how this differed from posts tagged
#bodypositiveUnlike the previous collection of posts, these posee selected using a non
random purposive sampling meti@delecting posts that had the highest number of comments
between June and August 2018amplel four to six posts per influencaetepending on the
number of posts they had total during those months. For example, one influencer, Amber, had
considerably more posts than another influencer, Maddie, so | sampled 6 from Amber and 4 from
Maddie. Inaddition, one influencer | spoke to had recently deactivated her account during data
collection and thus | did not sample any post from Because | wanted to sample all influencer
posts at the same time, sample posts with the most comments, andevamotimt of posts to
sample, | chose to sample these posts at the beginning of September after all possible days to
post something in my collection period had finished.

In addition to the posts themselves, which inctidhe image and caption, | also
collecedand examined 6,11&mments attached to said posts. Comments ehatddo better
understand and capture the discourse surrounding body positivity, but also the reception. Are

followers responding positively to the messages influeraresusersnakein their Instagram
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posts? Do they agr ee oor duaseangittbatyowcartbe fatamd i nf |
fit? In my preliminary searches of posts featuring the hashtag #bodypositive or #fitspiration and

of prominent i nf Indtbataneajorgydf pasts bavaifewerdhan ohe htinorad
comments unless they are prominent influencer
vary widely from under one hundred to over one thousand. Therefore, | edbect analyze

the first onehundred comments per postwias important to analyze groups of comments rather

than taking every'ficomment because doing so alkmivne to examine the interaction between
followers, and followers and influencers. How are varying users talking to one another and what
kind of discourse are they creating around body positivity? Without looking at all of the

comments or a significant nuntbaf comments on a pgdtwould havemissdthe dialogue

between user®nly glearing a partial picture of whavashappeningHowever, like with

participant recruitment, | encountered a problem while collecting and analyzing comments. Posts
andthecommet s within them are in a sense Alivingo
and deletionstaany moment. This was particularly true of comments. | found that often negative

or trolling comments would be deleted before | got a chance to save themisvaisignificant

limitation to my study. | knew that these comments were once made because other followers

would comment in response to those trolling comments, but the original comment has

disappeared. Although | could surmise what the comment sadnbt know for certain and this

might be the reason so many comments were positive rather than ndgagallg, when

collecting data (posts and comments), | cajgtared stord thedata using screenshots of the

posts viadhedatacapturing and archivingoftwareOneNote before importing them into NVivo

for analysis.

ANALYSIS
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Coding and analysiwerecompleted in a similar mannfar both interviews and
Instagram posé& through a multistep, inductive, thematic coding process thasaided by the
qualita i ve data analysis software, NVivo 11. Si mi
analysis is the intellectual process of categorizing qualitative textual [or visual] data into clusters
of similar entities, or conceptual categories, to identifiysistent patterns and relationships
bet ween variables or themeso and B)nlhereforeev e al
analyzing interview transcripts and Instagram posts entail a similar process. Unlike quantitative
content analysis, qualitae content analysis does not limit itself to manifest content and
frequency counts, but instead adds to this by encouraging researchers to take an inductive
approach, beginning with a deep, close reading of the text/images and attempting to uncover the
less obvious or latent contefiiand 2016, Julien 2008, Schreier 2Q1@yalitative analysis not
only answers Awhato questions, but #Awhyo and
levels of meaning and perceptions through thematic andhyarsd 2016, Pennington 2016)

With this in mind, the codes and/or themes of my reseaetbproduced through
inductively analyzing the data in detail through the use of both codcepn and datariven
coding scheme&Schreier 2014)Working in a concepdriven way requird me to base initial
codes on previous knowledge such as theory, prior research, or everyday knowledge. For
example, previous work oémininity and beauty standards infadtodes that centedon
womenwearingmakeup, whitenesbgeingyounglooking, andthetype of pose the person is
doing. Thistold menot only what bodies are represented in body positivity and fitspiration, but
how femininity is being performed through these representatiosidition, the data itself also
drove the development of the coding scheme, allowing for codes to emergkemitpredefined

and rigid categories which | could not foresee until working with the 8atar e x amp | e, I

65



expect for influencers tdistinguishbetween individual and collective reforms in body positivity
and had to create a code to explore tbisom thatemergedrom my participantsBecause
gualitative analysis is an iterative process that allows the data to drive the coding scheme, |
coded both the interviews and posts a minimum of two timeslifying the codingcheman
the initial coding lefore coding agairBeginning with open codind,coded text and images
along similar themes with the goal to code text into as mategories as necess#éBailey
2007) In the next sted,engaged infocused codingiakingthe initial codes and linkg them as
parts of larger thematic categorighile also recognizing their distinctions within them. For
exampl e, thleocedaes odinmea&llifstic, 0 Acommerci al i :
colecti vedo were subsumed ¢tsalfl ®@mviehe® Ily&ntgder maatee go
recognize how each of these codes made up the larger whole.
In addition to this thematic codiraf Instagram postd also utilizedmore quantitative
content analysii ke codes that examidéhe frequency and manifest content. For example, |
hadcodes which notithe frequency of certain bodies represented in body positivity and
fitspiration Instagram posts along gender, race, dis/ability, and/or approximate ages(e.g. th
percent of posts which feature white women), if weiglst is depictedl yes or no, or if the

comment on a post is positiyeyes or no.
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CHAPTER4: WHAT IS BODY POSITIVITY?
What is body positivity? This might seem like a simple question, especially A body
positiveo i nf | Heweeekformy participdntsamswerigg trasmuestion
proved challenging. When | asked, fAwhat is bo
influencers urred, others stuttered, and some even laughed@onple, Margaret Nelséra
white, 37yearold body peace life coach, laughed when | asked what the goals of body positivity

were. She answered, Al '"m only giggling becaus
se. 0 Simil ar | §yeardld Mexgcandraniiromoraan and ereatdr of the hashtag

#1 osehatenotweight, said, AWi th body positivi
here having gentile brunches every weekend? |
While Margaret and Virgie were unsure how to define body positivity, others, like Carina Shero,

a 30yearold white woman known for her burlesque photos and performances to her over
500,000 followers on Instagram, rexwhHaiyewdr d
talking about. Like whose goal? You know, like the people that created this movement or the

people that are currently in it or what were the initial intentions for it? Where is it now and where

is it being taken? Like in a commercial aspeotty know? 0 The uncertainty
body positivity is and its goals demonstrated by my participants is not uiidglessandro

2016) Body positivity is known for lacking a singular definition and specific goals and my
conversations with influencers reveal that this stems from several sources: (1) a lack of structure,
leader, or organizing body; (2) varioggoupsmaking claims to bodpositivity; and (3)

commercialization that dilutes the message.

SOURCES OF UNCERTAINTY

5 All but two participants requested that | use their real or stage name. Margaret Nelson is a pseudonym.
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For some influencers, the lack of one specific unifying definition of body positivity and a
clear outline of goals stems from the absence of a collectively orgajoredning body. Gia

Natalia Narvaez, a 2gearold Latina transgender woman, repeatedly mentioned that body

positivity | acks a fistructured understandingo
positivity? Am | stiFlolr &@eparthaoef nighinea mov emem
or mission or goal of what body positivity sh
forward collectively, 0 but the group would be
stallingandhavig companies run ino and fAmake a profi-t
Margaret | aughed and responded, Al dondét know
was because fAthere's no | eader at thheer eh.edd m f o

Without someone to lead body positivity, whether that be an organization or single person, body
positivity will continue to suffer from a lack of collective identity and solidarity around a
specific cause, aspects that are key to successful samrahmentgPyle and Klein 2011, Taylor
and Whittier 1992)Although there are body positive organizations, including The Body
Positivé, none were mentioned by participants, demonstrating they are not identified as THE
center of body positity.
If there is acenterof body positivity it is social media, particularly Instagram. The
defining features of Instagram, and social media generally, ig tibiws anyone to
simultaneously produce and consume (i.e. prosumypt@anings around any give togieer
and Burrows 2010, Ritzer 2014s sich, each user of Instagram helps to shape what body
positivity means, but also contributes to the

each person has their own, potentially conflicting, idea of what it means. Gia, who has over

6 https://www.thebodypositive.org/
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28,000 folowers on Instagram and is also an admin for @effyourbeautystahdaetisves that
Apeople are so confused all the time about wh
influencer accounts out there that are huge and each one of them hava differg o al s 1 n mi |
The combination of a lack of central leadership and the prosumption of Instagram create a
perfect storm where anything can be body positive because there is no one to argue otherwise.

The array of Instagram users engaged in prosumfgaus to the second source for why
body positivity is so difficult to defini there are differergroupsthat each have their own idea
of what body positivity is. According tdaylor and Whittier (1992)he key to successfully
making change via a social movement is for the group to have a collective identity with
intentional goals. According to Amber Karnes, ay@@rold white yoga instructor and ownefr o
Body Positive Yoga, body positivity |l acks thi
movements get sort of | umped in with body pos
teethédo because they fAhave diflugneaens emphasizgpoal s. 0O
distinct aspects of body positivity over othiersome focus on disability while others highlight
fitness, then others work on eating disorder recovery and so on. For example, Sally*Thomas
27-yearold white woman, emphasizes fashiorher over 448,000 followers on Instagram while
Jessamyn, a 3fearold black queer femme, focuses on yoga to their 411,000 followers. Sally
explained, #Al think for me [fashion is] just
itmightbemo e fitness and eating healthy planséAnd

positivityéthere's so many different real ms o

7 https://www.instagram.com/effyourbeautystandarddiis is a communal account founded by body positive
influencer and model Tess Holliday and managed by fA6 b
followers and the accompanying hashtag #effyourbeautystandards has over 3,697,114 posts.

8 Sally Thomas is a pseudonym.
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The differentgroupsthat Sally speaks about were confirmed in my analysis of Instagram
posts tagged #bodypasie which included fashion, Big Beautiful Women (BBW), eating
disorder recovery, selbve, and fitspiration. Fashion posts were photographed similar to
editorial images you might find in a magazine, highlighting the clothes, accessories, and make
up of ifluencers (Figure 5). These posts often tagged designers or stores and used hashtags like
#plussizefashion and st (outfit of the day). BBW posts were often highly sexualized images
with women in lingerie that used the hashtag #BBW (Figure 6). Eatingdeisrecovery posts
often had longer captions where influencers spoke about their journey recovering from an eating
disorder and developing a more positive relationship with their bodies (Figure Qrotpthat
has the highest number of posts and wikgainned acroggoupsfocused primarily orself-love.
The images and captions of sklf’e posts varied widely, but the overall message was that one
should embrace and love their body no matter what. Finally, fitspiration posts were often thin
bodied whie women discussing fitness, food, and welgks that used both #bodypositive and
#itspiration (Figure 8)Fitspiration was originally intended to be separate from body positivity,
but as | discuss later, has-apted much of the language and hashtagscated with body
positivity. With at least five groups, all with different goals, claiming to be #bodypositive it is
hard to pinpoint exactly what the collective identity of body positivity is. How do body positivity
influencers collectively fight forraything when the group stands for so many different things?
Jes highlights this notion: Al t hinesginbrder me
to be an umbrella, in order to capture as many people as possible, in order for corporasens t
it to their advantage. | think that it's a very watered down basic toothless movement that can

encapsul ate anything and everything. o
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Jesd statement gets to the final reason in
definition with specift goal® they believe thatorporations ceppt body positivity and dilute its
meaning. As body positivity has moved from counterculture to mainstream audiences,
influencers see companies using the language of body positivity to sell products and messages
that they identify as the antithesis of body positivity. For instance, Sally explained that although
in recent years body positivity has become #dp
buzzword. 0o Sally explains tthyati st hsaete nt hbey thirbe nach
they're inclusive and then you go on their si
her, the | ack of i ncl us.i,asildescribé tbelow, incdusititthiea ¢ o0 mmu
major aspect of body positty. My conversation with Jes showed a similar disdain for

companies who claim to be body positive but lack inclusive sizing. She described how some

companies | i ke Dia&Co fihave used this popul ar
dontfitintoawr traditional standard, 06 but other ¢ omg
do with actually advancingsedf st eem but really just sellingél:

inclusivity because they definitrconfinugdthiee a si
sentiment that the use of body positivity by corporations has been done in ways opposite of its
original message:
a political movement that was created by marginalized folks, like for people who already
arenodt bei ng sceaterorrdowncylture hasnove begrmpted aod sort
of defanged. The power that it had of being a radical movement has been watered down
because of capitalismds interest in it. Be
they found out throughositive reinforcement rather than shame.
Whether it is lacking inclusive sizing for clothing or encouraging consumers to buy products to

make them meet the current standards of beauty, influencers see this messaging as altering what

it means to be bodyositive. For my participants, the involvement of corporations in body
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positivity has ultimately contributed to the confusion of what is and is not body positive. Even

with the confusion, uncertainty, and vagueness of what it means to be body positiveaatite

goal s are, i1itdéds apparent from the quotes by S
body positivity that are clear to influencers, including inclusivity and fighting standards of

beauty, otherwise there would not be a reason to et wpth its ceoptation.

Although at times it was difficult for my interviewees to succinctly answer the question
Awhat i s body positivity, o based on my conver
there were common themes about what body pagiis and what its goals are. Body positivity
is a conglomeration of five interrelated, yet contentiemets (1) a connection to the fat
acceptance movement; (2) an opposition to diet culture; (3) the belief that all bodies are good
bodies; (4) celelating selflove; and (5) proclaiming that all people have a freedom to be
beautiful. My findings are consistent with previous scholars examining websites and social
media who contend that body positivity seeks to challenge the normalization of the ideal
feminine body represented by mainstream media, but builds on this work by talking to the
influencers themselves and exploring aspects not previously dis¢@ssgadarHorta 2016,

Darwin 2017, Miller 206, Sastre 2014b)

In the following sections, | will describe these five aspects of body positiatyw how
influencers engage i n a Jdhothuousmdandcdstareidg dance of
themselves from stereotypical discasg®f gender, beauty, and health in defining body
positivity (Bobel and Kwan 2011:2further, | show how body positivity defines what it is by
what @ the fat acceptance movement or fitspiraficend how several of thgoalsare
disputed among influencers.

A WATERED-DOWN FAT ACCEPTANCE MOVEMINT
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The fat acceptance movement (FAM) has been fightingfaintiiscourses and
discrimination since the late 196(@8ooper 2016)first through public demonstrations and the
development of organizations like the National Association to Advance Fat Acceptattben,
with the development and proliferation of the internet, via the fatospA#td and Ricciardelli
2015, Bronstein 2015, Murray and MelEowin 2008) In both physical and virtual settings, fat
activists have sought to challenge the medical association of fatness Aéhltt, draw
attention to weighbased discrimination, and celebrate and normalize body divéGailey
2014, Kwan 2009a, Lupton 2013, Saguy 2012te similarities between the FAM and body
positivity are undeniable because as ®distre (2014bandCwynarHorta (2016)argue body
positivity was born out of the FAM. Influencers, like Jes and Jessamyn, agreed, telling me that
Abody positivity did stem fr othatstartedigi60sd70d. vy t he
But it has changed into something completely

positivity and fat acceptance, 0 respectively.

However, as Sastre (2015:930) explains, ft
initiatives | i ke the fat acceptance movement é
movement i s a nebulous task, o0 yet influencers

differences between the two groups is that the FAM explicitly focused bodeés whereas

body positivity is(supposed to beajclusive of all bodies. While fatness might remain central to

body positivity, the group alg@laims to)focus on issues of race, ability, age, gender, and

sexuality. In this way, influencers are buld on the work of feminist theorists likerenshaw
(1990)andCollins (1991by t aking up an intersectienal f emi
ethnicity, class, gendgfage, body sizednd sexualityas interlockingsystems of oppression,

forming a 6matrix of dominationé in which one
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without consideringReader az@pe2t32)f @ peegxmpminadi.l
is] a movement that started primarily for fat acceptance, fat bodies, and it's evolved into a

movement that is inclusive of marginalized bodies including people of color, disabled

individuals age, and sexwuality and gender orientat.
Melissa Gibson,a 3Qearo | d, whi te woman, agrees saying thg;
doesndét necessarily fully take inegs aroesji kg al

whereas body positivity understands fthereos
Maddie, like many influencers, preach inclusivity and advocated for an intersectional approach
to body positivity, they often had difficulty dissss i ng t hese i ssues. For ex
a mi xture ofugtestahe o6st ateménnos quite comforta
oppressions. This is not unlike whHeger (2012jound in her research on sédentified
feminists in the United States who advocated for intersectionality, but lacked the ability to
engage in antiracist discourses. Liar respondentdodypositive influencers understand the
importance of inclusion, but had no real direction on how to achieve it.

Although some influencers believe that taking an intersectional approach-tatanti
discourses is an improvement upon the original movemeatnevi f t hey di dndét ha

to understand or enact it, others remained skeptical. For example, Virgie, who identifies more as

a fat activist, but uses the | anguage of body
explained that whilesheél i ke[ s] the idea of there's this m
justice in our bodiesodo she feels that the | an

directly come out of the desire to create a less threatening language around fah astoifat
|l i beration. o Virgie was the only participant

anti-feminist, antifat backlash against the FAM, but other influencers, like Margaret, shared a
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similar senti ment :awatérestt o viirf bvearys ipors i dfi v[i ft ayt i Isi]t
the FAM might be too radical to be mainstream, body positivity certainly has not faced that same
obstacle with both popular news sources and m
A mai meoflanes 2016, Ospina2015) Jes summed this up ank her 2
BoPo and Why 1 tdéds Just Not Enough, 0 by descri
Frank BoPo: o0 fAglittery, colorful, and endl ess
(Baker 2017) The palatability of body positivity in its ambiguousness and ability to shy away

from more controversial topiésmake it what the FAM is not artius has contributed to its

success. Jes would go on to elaborate that while fat activists are still around and engaging in

radi cal politics they dondét #Areally want to b
it just takes all of theteetuot of it o0 and is a Aform of assi mi
notion that fat activists would not consider
generally the feeling within this group is that body positivity is kind of bullshit begtissgo

easily ceopted, because the message is so general and vague that it can lean toward not really
being very revolutionary or very radical .o Fo
to body positivity the radical politics of the FAM habeen lost to make it accessible to a wider

variety of people. Rather than challenging discourses of health, beauty, and gender, body

positivity has chosen to assimilate. The assimilation often comes in the form of

Acompani eséusi ng ebmotapysh peoanicallechonstthat thayshava or health

advocateséusing it to correlate it with fitne
menti oned how fAiDove commercials over the | ast
body positivityoua nd gi ven people a version that is nol
this kind of wateredl o wn way. 0 I n body positivityds goal
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marginalized bodies, members have had to dilute the movement and in doindesib mare
susceptible to be eopted by corporations. Even with such disagreement over the watering down
of the FAM and body positivit ybddyposivenmer ci al i z
influencers believe thdtody positivity is rooted in the FAMhe belief that body positivity is
born out of the FAM is what provides the foundation for many of their goals | describe below.
IN OPPOSITION TO DIET CULTURE

Previous research on the FAM makes clear that one é&kthéeatures of the movement
is discarding the notion of the moral failing of fat peq@ailey 2014) In doing this, fat
activists sought to reframe fat bodies as healthy, positive, and attractive by fighting for the right
to nondiscriminatory &althcare, to refuse weigltss interventions, and to be free from phobia,
shame, and harassmé@ooper 2016, Kwan 2009a, Lupton 2013}timately, the FAM was and
is opposed to diet culture. Diet culture can be understood as the combination of (1) the multi
billion dollar det industry (e.g. diet pills, weighbss programs such as Weight Watchers, fithess
trackers, bariatric surgery, etc.) and (2) the social and cultural atmosphere that normalizes
fatphobia through the pursuit of thinness by any méaasell 2011, Tovar 2018Yia diet
culture citizens are encouraged to take personal responsibility for their bodies under the indirec
t hreat of deat h (i .(Feucaultf978yMiray®00&) Inthia way,yhoou wi | |
bodies are upheld as healthy, attractive, and val@atble idealto which all citizens should
aspire and to encourage (or shame) others to achieve. For all the confusion and uncertainty over
body positivity and its goals, my participants made clear that one of the main goals of body
positivity, like the FAM, is opposing and dismtling diet culture.

Amber succinctly said, Al think body posit

cul ture. 0 Ma d dyearoldSahite Jewisk womanrknownaas Chidnky and Funky
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Maddie to her almost 10,000 followers, agreed, sayingbogp osi t i vi ty i s Agett.
and liberating yourself from a lot of societal norms, and patriarchal bullshit, and doing the same
for other people. o6 Maddi eds mention of the #fAp
gendered natureofdet cul tur e. Mar garet emphasi zed this
face [body positivity is] a reaction to years of diet culture that have been forced upon people of
all genders, but women in particular, and women trying to reclaim a little gtaafe free from
those pressures. o While men achieve social va
value comes from their appearance. As such, women face intense pressure to perform femininity
Aappropriatel yo by be itywgk, suthiandieting, dt rapeshigherthanp at e
men to ensure their stat(Bartky 1990, Contoi2017, Kwan and Trautner 2009)he
embodi ment of thinness as the ideal of femini
obsession about female obedienced and argues t
in womends history. o

The high rates of body dissatisfaction, disordered eating and exercising, negative body
image, and depression among women demonstrategi¢haulture has material consequences
(Bessenoff 2006, Bordo 2003, Tiggemann and Slater 2@@d)y of which my participants
experienced firsthand. By fighting against diet culturBuencers feel women will be able to
live more freely and feel better about themselves. For example, Margaret continued her
di scussion of body positivity as a reaction t

positivityds] olelpwameniingphriculg feal hettesaboutitheir bbodies and

take off the pressure from them having to | os
toéget people to stop dietingd and dlive the
wa ting until At hey] |l ose five pounds. o0 I nflu
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undoing diet culturgbody positivity will enable people to feel better about themselves and live
their lives more fully. In doing so, influencessek toexpandthe boundaries of what a beautiful,
healthy, and worthy body looks like to include people outside the thin ideal.
Body positivity as the antithesis of diet culture was made even more clear when
influencers talked about fitspiration. Like body positiviitgpiration uses social media to post
images and captions that constitute new rules of femininity and beauty stafBtspple et al.
2016) However, unlike body positiwt fitspiration does not seek to reduce the stigma attached
to fatness, but to promote womends strength a
lifestyle, including clean eating, exercise, and-salie(Boepple et al. 2016, Tiggemann and
Zaccardo 2015)When discussing fitspiration, influencers were quick to voice their disgust and
annoyance. For instance, Maddi e saludpedi/iUgh Fi
with freaking Fitspiration, drives me up a wall. Drives me up a wall! OH...Like that is so much
of what is wrong with the mass media version of body positivity is that Fitspiration, wellness

bull shit. o Carina agr e didpirationtard bddyapdsidivitgabesoftea s s e s s

confl ated and showed a similar annoyance by t
oh god stay all away from that becauseéthey |
photos thatare meantrfo peopl e t o f eel perfectéthen have t

thinneréthat makes you the antithesis of what
influencers, Maddie and Carina believed that fitspiraisadiet culture because it promotes

fitness, focges on clean eating, and celebrates thin, muscular bodies. According to my

interviewees and based on my content analysis of posts tagged #fitspiration, fitspiration

influencersdé primary goal i s to promete thin,
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beautiful, and harder working than fat bodigke exact thing body positive influencers are
working against.

Even though influencers see fitspiration as the opposite of body positivity, they also
recognized that fitspiration influencers haveogied lmdy positive language and hashtags on
Instagram. For Amber, theampt at i on of body positivity by fi
because fAfit or healthy is wusually just a cod
fitspirationéi t Ghtfrgnodiet caltirewitls likenbeforeoanddaften photds and
the rhetoric of no e xoptatisneoEbody poditeresby ftspiaton firse n ¢ e d
hand when her hashtag #Fat Girl sCan-sidesitndr t ed b
thenlesi ng wei ght and the message was fat girl s ¢
message of rejecting fatphobia. She explained why she thinks tbgation happens, saying,

Al think people want a pi ece pihgrainddapplauseber at i o
There's just applause for diet culture and there has been this very amazing sneaky twisting of,
webr e t al k-sizegnd théweliness qulture,sof taking wellness culture and pretending

that it's not a iedcedahe captatMmaa wbdyeositvitypfitseiratiore r

when she had to unfoll ow somebody she knew #fAb
Aconvince people that working out to | ose wei
oftheexperece, Al cannot watch you post about your
positive as the hashtagéYou're telling people

improved upon and this is your improved version of yourself. So, what you're sathag)ifs
someone | ooks |i ke that, they can be i mproved
By callingweightt oss an accompli shment, a way to be

fitspiration is supporting diet culture under the guise of body positivity. And in doingiso,

79



muddyingwhat body positivity is and its goal to fight the shame associated with diet culture and
celebrate all bodies, not just thin ones. The intensity to which influencers pointed to fitspiration
as not body positive and the use of such language as inapprojoriditer cemented that an
opposition to diet culture was a major component to body positivity. Even as body positivity is
co-opted and diluted, whether by fitspiration or commercial interests, influencers were clear that
body positivity is antdiet cultue because diet culture supports the idea that some bodies (i.e.
thin) are better than other bodies, which opposes thelibiref body positive influencers have
adoptedall bodies are good bodies.
ALL BODIES ARE GOOD BODIES

The thirdaspeco f body positivity is explained by /
us that only certain bodies are valuable, meaning like thin, able bodies, then body positivity
widens that spectrum and says that we all have inherent worth in our bodies. Navinattiey
l ook | i ke, what our ability is, what our age
by several of my participants, including Jess
thereds something wrtomd |witti metshéd hhau maars bogpdy sae
positivity] believe[s] that every human being
Jessamyn illuminate the foundational logic of diet culture, a logic that is part of the disciplinary
gaze and survedhce that attempts to normalize and control bodies deemed out of control,
excessive, and pathologidah threat to societft_ upton 2013) Rather than buy into these
discourses that are part of the apparatus of disciplinary géwacault 198Q)body positive
influencers seek to dismantle the correlation between thinness and worthiness, expanding what it

means to be Agood. o
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As Mar gar et says, fAHndofbe smmimedoup lalybodiesase t i vi t vy
goodbodie8 (emphasis added). This easily remember
influencers repeatedly brought wup in intervie
257,000 posts on Instagram thaeuhe hashtag #allbodiesaregoodbodies, some of which were in
my sample of posts tagged #bodypositive (Figu
vague way to say O0Okay, we see the oppression
Inthecont emporary United Sotneotalenermél dehitielsandd e e me d A ¢
healthyd receive privilege and cultural capital while others face oppression in the form of
shaming, work place discrimination, and even acts of viol@@oaley and Glauber 2005, Farrell
2011, Puhl and Brownell 20018y challenging the dichotomy of good/bad bodies, influencers
seek towork against systems of oppression like racism, sizeism, ageism, and sexism to create a
more equal world.

Carina also abides by the popul arthepvayr as e,
that you and others are and also that somebody else's body is none of your business and it is not
your business what anybody else's opinion of your body is. | feel like bodies are this communal

thing right now and it's like, no your bodyisjustypo s and t hat ' s where it

‘N

highlights is that the notion of a good or bad body is deeply rooted in the regulation and
normalization of bodies through the act of surveillafiocehe (seemingly) good of society

(Bartky 1990, Foucault 1979As Carina describes, bodies are communal in that we feel entitled

as citizens to monitor each other rendering bodies more productive, but we have also internalized
these disciplinary narratives and police ourselvesvéver, by accepting our bodies as good we
challenge this web of governmentality. l nst ea

bodies, women might use their time to gain power and to stop injulfiés1991) For
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exampl e, Melissa explains that as a | awyer, s
[her] ébecause of [her] body sizeo such as bein
says, Al was able to recognize through body p
when I'm faced with these lies that are being told about fat @eoplind me, I'm able to identify
them. And then, when | am faced | ' m able to s
people the tools to combat discrimination and oppression because they are able to recognize the
fallacy of diet culture logic. Butat only are influencers and their followers potentially gaining
the tools to challenge these notions, it also allows the individuals to look inward at their feelings
about their own bodies and help them to accept and love them.
SELFLOVE

Like Miller (2016)andCwynarHorta (2016a r gue, Mel i ssa c¢l ai ms t h
positivity has become synonymous withdelb ve. 6 As the most ubiquito
belief of body positive influencersMaddie describessdlfove as, fAbeing abl e t

mirror and be happy with yourself both outwar

your own emotions and realizing taregdodt here i s
enough the way we are. o For Sall y-loeewdsaMar gar e
fundament al aspect of body positivity. Sally
to positively love yourself and think highly of whoyaur e . 6 Si mi |l arl y, Margar

think body positivity is on its face trying to encourage people to accept whatever bodies they
havBhidos i s not unli ke body positivitybés prede:¢
name. For example, in examng fat acceptance blogafful and Ricciardelli (2015jound that

bloggers spenttime tryingtoencoa ge peopl e to accept their fat

relationship to the FAM ités understandabl e t
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Thefocusomccepting oneds body in body positivi
own personal journeys and how they interacted with their followers on Instagram. For example,
Afas somebody who [grew] up as a -faat wpmabodn
positivity was a way mymody\AmbeAs Adwclstahd dxplas
to quit dieting, be okay with myself, and use all that energy on other things, which in my case is

hel ping other people to dplehabdo s$bomhl bawrt pashi

part via the messages she posts on Instagram.
hate your body?,0 telling followers about her
day [she] lostweightarlle came t hi no to now | iving her |ife
mak[ing] bold moves in [her] careeréand | iv][i

same (Figure 10). Chloe Meghan, ay@&arold white woman who focuses on motherhood on

her Insagram to more than 12,000 followers, told me that showing her confidence on Instagram
has | ed to many women messaging her to say #fAh
the beach, or they wore a crop thatghehapesimzt hi ng
messages help people to say fiscrew what peopl
happy, because you only have this one chance,
in her Instagram pogisall of which mentionededf-love. For instance, in one image Chole is

shown lifting her shirt up to show her round, stretch marked stomach with a long caption that

procl ai ms, #dl LOVE MY BODY. [ no @&hegpdsenrto what a

tell f ol | o w&r gorgeofisYncevery aimgle wdy.*Those stretch marks, that belly,
those milkers, all the celluliieTHAT ASS. ltdéds all you girlfrien:t
Thereds no other you on this planet. Donb6t ev
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Both Amber andChloe highlight that although body positivity is focusedsettlove,
influencers are also worried about the community of bodies that have been subject to the
disciplinary gaze. Therefore, influencers see&ncourage other women to engage in-ksié.
As mentioned previously, bodies are communal in that we monitor each other in attempts to
regulate nomormative bodies, but by learning to love ourselves we disrupt the need to be
critical of andto control our own bodies and othelsss S al | y ler you doithase little i W
things, where you stop talking negatively about yourself and then you also stop talking
negatively about others and it just starts to change your mindset and you see yourself in this
whole new light and you see others around yom inwh ol e n e w Howewphavends wel |
an outcome of selbve is that all people learn to love their bodies, it is still rooted in the
individual pursuit of betterment and does not disrupt the larger discourse that values certain
bodies over other&elf-love is not collective change, but individual change that can result in
changes to the communal body. Influencers must balance their individul@vsejburneys with
that of encouraging others to follow suit.

Not only are influencers engagingsdalflove rhetoric on their Instagram posts, but also
every day users who tag posts #bodypositive. Of the 105 Instagram posts | examined tagged
#bodypositivejust over half §8) referenced self ove and/ or embracing and
body. Further, thislimensionis uniqueto body positivty, as only 12 of the 105 posts tagged
#itspiration mentionedself ove or embracing oneds bodies. So
solely relied on a simple hashtag such as #loveyourself or #selflove without angnetisaging
related to seHfove (Figures 12), while others had longer captions discussing the topic. For
example, next to an image of a white woman with her head turned, highlighting the freckles on

her face, neck, chest, and shoulders and red curly Ihaicaption reads:
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Dear freckles and red hair... | love you. ..All my life | listened to bullies taunt my sisters

and | for being so unique. But over the | a

difference and love the rarity. To my beautiful sistend to anyone who has ever been

bullied for your appearance, know that you are worthy and no bully should ever validate

how you | ove and see yoursel f. Be you. The

#redhalir #freckles#natural #naturalhair #chdy #redhead#girlswithfreckles #glow

#selflove #beyou#unicorn #unique #curls #bodypositive (Figure 13)

Not only does fiideeder 930 use the hashtag #sel
difference (i.e. red hair and freckles) and encourafgibgwers to know their worth, a rhetoric

that is central to selbve. This post is similar to the other 57 posts that speak abo\sesif

di scussing a shift from hating oneds body to
encouraging othergtdo the same along with photos and selfies of women in lingerie, eating

snacks, hanging by the pool and more.

Jessamyn believes that this delfe narrative would not have been possible without the
creation of 1 nst agr amacaaftdking yow phete dnd lookingatSh e s ai
yourself and being forced to | ook at the thin
love yourself through that experience of seeingyouyrsaetfd | donét think that
existed withoutteamo | ogy and wi t hout soci al medi a. 0 Wha
context of social media rentral tobody positivity. AsLupton (2015)argues, the selfie has
become th standard representation of the body. As such, when influencers and users post selfies
on Instagram they get to decide what bodies are deemed worthy and valuable. Rather than thin,
large-breasted, photoshopped models that grace the covers of mainstrgamines, influencers
and users display new types of bodies rarely seen, such as big;staekcfilled bellies and
freckle-covered red heads. And beyond being displayed, they are championed, loved, and

embracedy members of body positivityr hese imagedemonstrate the importance of

prosumption, the move from passive consumption to active production and dissemination of

85



content, in social media as it enabled users to expand what bodies are rep(Bsentadd

Burrows 2010, Ritzer 2014Without social media images of nanrmative bodies, body

positive influencers might not taa gotten the space to show off their bodies, let alone tout a
message of selbve to hundreds of thousands of followers. Overall-le8i¢, as a defining

aspect of body positivity, has been aided by the development of social media and the ability for
people, in particular women, to photograph and post intimate pictures of their bodies.
Anti-SeltLove: An Unrealistic, Individual Pursuit to a Structural Problem

Although previous scholars and | argue that-kelé is a central aspect of body positivity
(CwynarHorta 2016, Miller 2016)I find that the relationship between skfe and influencers
is contentious with some seeing it as a detriment. The aversion influencers haveltmesslf
reflected in their Instagram posts. While 55% of the byrstian posts | examined with the hashtag
#bodypositive mentionedsdfove and embracing oneds body, on
of my Influencers mentioned these notions. Further, most of these posts come from three
influencers. In contrast, anotherawnfluencers had posts that specifically spoke against self
| ove. For t h-selleo weén,00 atrlee Adaindlii ke stems from ¢t}
unrealistic; (2) seHove is an easily copted and commercialized concept; and (3) it is an
individual pursuit, not a collectivesystemic, ostructural one.

Love is unrealisticThe discourses of health, beauty, and femininity are a cultural nexus
that links thinness with success and happiness and exerts disciplinary(powaghue and
Clemitshaw 2012)As women try, and often fail, to become thin they face immense trauma,
including depression, discrimination, and disordered eéBegsenoff 2006, Bordo 2003,
Tiggemann and Slater 2008utrather than getting rid of these standards altogether, body

positivity has created a new impossible standatdht no matter what your body looks like and
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no matter what society says it should look like, you should love it. For some of the influencers,
seltlove wagustarmotheru nr eal i sti ¢ goal for people to have
to just not hating ourselves. It's unrealistic to expect people to just, with a couple posts, all of a
sudden love themselves. It takes years and years arglofgaactice. It's like telling somebody
60h go to the gym twice and you'l/ be abl e to
train our bodies and our minds to build up to the point of loving oursel&skleigh
Shackelford, a 2§earold bladk nontbinary femme who is the creator and director of a southern
body liberation organization, Free Figure Revolution, felt thatlee# ignores the deep trauma
that people carry with them because of the years of oppression experienced for their non
normative bodies. Although Ashleigh might be read as confident, loud, and resilient by
followers,theyd on 6t f eel that way. They expl ai n:
| dondt feel joyful i n my survival. I feel
somehow, we 0 ewe thiglevelnfgelldvethraughtbady positivity, like one
day we will all love ourselves, these are projections and expectations and
' imitationséTheredéds so much trauma that ea
that there is no way to putiane limit on that or just say that somehow one day you will
achieve this thing. Just I|Iike thinness. Ag
dangled in front of your faceé
Because body positivity and sétfve have become inextricably linked, severa
influencers have begun to distance themselves from body positivity by adopting the term body
neutrality. For them body neutrality allows a space for people to exist outside of the standard of

thinness that cultivates sdifite and the new standard offdel/e. In one of her Instagram posts,

Jes posted an image of a quote which read (Figure 14):

Doné6t tell me to Alove my bodyo if I 6m sti
Abe oko wit h tillmyabldto st with thé mokt @moomdortatlpparts of who |
am. Pl ease remember youdre telling many of

dismisses, ridicules and wishes we keep hidden.
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Al ong with the quoted i mage, in her caption,

y o ur b shdwas firsh eslucating herself on body positivity and that #ltTakesTime to feel

neutral, | et alone positive about onebés body,

journeys. For Jes, rather than focusonketfv e, her Aper s awewithmygo al i s

body, to learn to trust it again because that trust had been stripped awdwssce child and

to appreciate it for what it is and then let it blend into the background, as much as society will let

it, so thatl can live my best fucking & .Jée s 6 r e a | dlozead unreatisticacdntinges 1o f

center the individual as it is a fiunique and

her support of selfove in the beginning of her career was harmful to the community of body

postive followers who might not have been able to achievelsedf. Ultimately, this highlights

the difficulty in balancing the needs of the individual with the community of body positive

followers.Amber also prefers the term body neutrality sayingthatmsad of going fr ol

body is disgusting, I hate my body to | | ove

people to say Al have a body. |l tds bigger tha

neutrality shoul d yentahbil nek paeboopu te [ftthoe inrotb ordeya]l |s

Aall the ment al energy and the time and the m

our appearance or our diet, which is linked to our appearance, or our clothing which is like, you

knowalloft hose things, and just have those resour ¢
As Jes and Ambesee if selfloveis an extension of the same p

bodie® a new standard for women to put their ndadd energsinto. In 1980,Young (1980)

argued that women have been socialized to be perpetually aware of their bbdast 40 years

laterEngeln (2017pelieves not much has changed. In fact, she argues that women suffer from

beauty sickness: Awhen womends emotional ener
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mirrort hat 1 s becomes harder for them to see ot he

Rather than focusing on their education, their careers, the state of the economy or environment,

women spend their time and energy obtaining the perfect selfie to postagram, learning to

apply makeup, and worrying if they look fat. Women are imprisoned by their Hodas

1991) But what could women do i f they werenodot f

just let it blend into the background or put those resources elsewhere like Jes and Amber

suggest? Given that the current generation of women is the most educatesbogietyphas ever

seen, marked by ambition and determination, women could change laws, revolutionize

healthcare, increase media representations, basidakyerythingthatmenare able talo

withoutinhibitonsb e cause soci ety iappedianceobsessed with t|
Commercializing Selfove.While some influencers dislike the notion of delfe

because they see it as an unrealistic pursuit, others fourdwaeliroblematic because it has

been ceopted by capitalist interests. Corporations have beguwse slogans of sdtive and

embracing oneds body, capitalizing on the suc
ACampaign for Real Beautyo was, as Amber expl
showing a lot of diversityinther ads and tal king about | oving )
selling you things to make your body more bea

variety of hashtag campaigns such as #MyBeautyMySay and #BeautyBias Dove encourages
consumer supfirtheir osrtbeaufp a id how t he worl d that the
areourowf’® by purchasing their shampoos, soaps, a

argues, Dovebs branding fiperpetautayésraqubppnaeg

9 https://www.dove.com/us/en/stories/campaignshagutymy-say-copy.htmi
10 https://www.dove.com/us/en/stories/campaigns/woettold. html
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behavi erst(efesml)f t hat u n dimprovernent bersefitingeghe | | ber al se
corporationds power . O
Jessamyn, who interestingly partnered with Kotex for their U by Kotex Fitness line and

appeared in a natiewide commercial fothe product, explained to me that the corporate

invol vement in Aenclavag|[hag]iwvhteli edadowndel:
sai d: Altés |literally just a way for any busi
myselfaldl | ook how great my | ife isd and then the
you can | ove yourselfé and itdéds just, |l dondt

positivity.o Similarly, Ashl ei gh adfigatioasf t hat
something else to buy intoéthat you canédét nec
selling you joy and haplpawme.ssSa,hriotugrhe alhliysé H as
same beauty standar dsn tthhag swendsree tfh agth tti tndgs algiak
l ove on it é0d o-opfatoe of ferimisp s na@ @ new ghenomeddhrough terms

Il i ke Acor po(Messner2d0® mi h e mima i s t(Jolknstonand MayI@008) m o

and Awmpdrlcet f @esien201§)stholars have understood that corporations gmplo

feminist themes of empowerment to market products to women. Both Jessamyn and Ashleigh
highlight how the feminist politic of body positivity has fallen victim to this cycle because self

love is seen as achievable via a product for sale. Corporationsplayo t he fAneol i ber .
the empowered individual, whereby any decision or choice can be presented as feminist simply

by virtue of the fact t haBysdlingwomeaprodactstose it o
achieve seltove, corporations depaiiize body positivity and use it simply to further their own

success. As whandchnde stag pugtingensney behind a social and political

11 https://www.multivu.com/players/English/807366Dby-kotexfindyourfitness/
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movement, ittakesom dol | ar value and aécapitalist kind
body positivity get lost, they get warpbdcauseow buying products to make yourself more
beautiful IS body positive. In creating this new standard, companies reify the same good
body/ bad body dichotomy that influencers have
achieved equality.

Not only does body positivity become a commodity that is bought and sold via the
commercialization of selfove, the most nomormative bogks get abandoned in mainstream
media campaigns. As Maddie explains:

| see a lot of people posting photos of themselves, and they're a size six, eight, and they're

just like rolling over and kind of grabbing skin and calling it body positivity. And at the

end of the day that's great that you're making people feel better about their little rolls, but

what are you doing to spread the message of equality for everybody who maybe doesn't

have the size six, eight body.
This was recently seen when Aerie laurtthenew iteration of their #AerieREAL campaign in
February 2019 by introducing a new set of Aro
activist, o sever al actr es s e'%SFigure 1bh Aftertorelofédhe e s ,  a
rolemodelsamounced the partnership on her Twitter

everyone, 0 body positive followe¥s on Twitter

@alakazannah: looool aerie only sells up to XXL and that size is only available online.
thin people think this is inclusivity

@selflovesarah: And not a SINGLE fat woman in sight. @jameelajamil everyone;
singlehandedly destroying the #bodypositivity movement one bullshit post at a time.

Amber argues that Aeriebs rationale was fdAwhat
hashtags of the media where people hang out. o

has a buikin market they can sell clothing to. However, as Ambepel ai n s, ADo | thi

12 hitps://www.ae.com/featureakriereal/aerie/ems/6890055
B https://www.buzzfeed.com/elearbate/jameelgamil-inclusive-aeriecampaign
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committed to body positivity and doing any real activism in the world? NOPE. Do I think that
theydre actually serving anyone that is not a

Ultimately, what Amber and the redttbe influencers averse to sédive argue is that

when corporations use body positive |l anguage
to be, and which is the antithesis of their |
hatethem el ves, they also donét want people to re

selflove which isjust another new standard of beauty. Further, in doing so brands and
advertisements often center conventionally beautiful women, like in the #AdieBdnpaign,
and ignore the most marginalized persons.

Individual vs. Structural Reform$he final reason that influencers give for disliking self
love is that it centers the individual rather thik@ collective, systemic, or structural issires

combating discourses of beauty, health, and femininity that idealize and normalize thin bodies.

Virgie explains that this is a key difference
|l i beration, fat activism waess,, OsHiobw ucgaant ende plei obp
guestion of body positivity is, OHow can | |o
these two questions is very different as the

because the status quo is focusadhe individual pursuit of bettering. So, there's not room for

collective liberation under capitalist hetguatriarchy but there is room in capitalist hetero

patriarchy for questions like, "How can | personally love my body more?" Amber also agreed

tha the focus on the individual is much different from the movement body positivity was born
outo®t he FAM. She said, AFat acceptance is abou

and access for peopldecrimifatios iavepassddihétaddress sizé,s ge't
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that kind of stuff. Whereas, body positivity can often be based around appearance and respecting

di fferent bodies no matter what you | ook 1|ike
For Virgie and Amber, body positivity is differenim  t he FAM because it

structural demands that might benefit all. Instead body positive influencers and users make

patriarchal bargains, deals in which an individual accepts and perpetuates some of the costs of

patriarchy in exchange for receig some of the reward&andiyoti 1988) All citizens

enmeshed in a neoliberal society are required to engage in disciplinary practices, sueh as self

surveillance, but this is not experienced equ

and interiorizing gae much more than méBartky 1990) This means that neoliberalism and

patriarchy are intimately connected so that the more docdéees of women can be more easily

controlled by those in power (i.e. meB)y engaging in the same salfirveillance neoliberalism

requires of its citizensiow framed as selbve, individuals get tivargain formaximized

autonomy, safety, and wedkeing but patriarchalneoliberakystemsand institutiongemain

unthreatenedsome of these institutions include work, healthcare, and education. For example,

employers still get to profit from fat oppresstiy terminating fat employees at any point

solelybased on weighRoehling, Roehling and Elluru 2018»d enhancing their bottom line

since the pay gap between thin women and super fat women is suepgrcen{Roehling

1999) In addition, women have historically faced intense medicalization as a way to control

womends bodies (i.e. make them more docile) e

body weight(Clarke et al. 2008, Murray 2008)s such, fat women face many obstadle

trying to access quality healthcare including, facing stigmatization by health care providers and

diagnosing all ilhealth to being faPausé 2014b)rhis is also true of fat men and women

trying to access equal education with reports of fat students receiving poor evaluations and lack
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of college acceptances due to their we(ghthl and Brownell 2001Rather than tackle these
larger forms of discmination which harm fat women (and men) as a group, some body positive
influencers and users choose to focus onlee# in the hopes that individually they can access
more status, success, and be treated better overall.

Mel i ssa bel i e veddcsfighfibadk againsitlee systbnicogpression and

discrimination that marginalized people feel or experience by just telling marginalized people to

|l ove themselves we're actually being really h
individual,sheayswe i gnore the fact that Aour experien
how we f eel about our bodyéit's determined by

women can | ove their bodies all trng®mperefusedt , bu
diagnostic procedures because of their fatfleaasé 2014b)rhis also frames the achievement
(or lack thereof) ofself ove as onebés personal respionalsi bil it

health, beauty, and gendered discou(capton 2013, Murray and Melegrwin 2008) It is up

toYOUto makesureyouove yourself, it is NOT diet cultu
body. For Virgie, body positive influencers a
are good, you can have more than th@amggoogdou can

about o mseresdypasidve influencermantto make collective change, such as
implementing antsizediscrimination laws or ensuring access to judgenfreret healthcare
which equate to material power rather than just atteiiBantky 1990, Kirknd 2008)

Because of body posit irefloimssomeinfleencpriaaes i s on i
di stancing themselves from the | anguage of fp
have adopted the term Al i ladlectvdlyidisnmandtliing striecturest ot h

that oppress nenormative bodies. This was true for Margaret who identifies her work as body
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|l i beration because iIitds about #Afighting again
those oppressive systetmsh at are in place. 0 Ashl eigh came f
told me that they identify as a futurist and body liberationist. For tidantifying with body

|l i beration was a way t o -lddwd amearer & thigenmes ed hvietso ft

peopleo who have a Ilittle bit of fApudgeo use
argue, Al also think too that 1tb6és I|ike, how
correlate to margi nal i z attoobas been nwovirlg eowaktla bodya r e t
|l i beration over body positivity, saying: #dlib
much as we want and we stil!] have to acknowl e

love the fuck out of ourselves bt does not mean that | now hallee, access to unbiased
heal th care. o

Instead of the individual notion of sdtfive, influencers who identify with body
|l i beration, and s ome whsygstethicmige suchasidismantiinge f or
notiors of appearanebased worth, increasing representation, and ensuring access to non
di scriminatory healthcare. For example, Maddi
oppress our bodies] so that people can live their lives freely and be who thep Wwarand just
totally get rid of these crazy social constru
explains, Al donét think that | ife is accessi
accessible to everightingtbyall geoplE to baveeaccess  husnangyd s i f
resources, affirmati on, and |ife.o Similarly,
don't commit suicide because they're body shamed. Or where people aren't denied healthcare
because doctome fatphobic and pieces of trash and where people based on how they look or

what gender they're presenting in and whatnotedlee ni e d | o bgoalsinfluaticéerd e t he
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want to achievaffect individual peom, influencers are seeking to make charatéise level of
the institutiod medicine, work, and fatphobia.

Whether influencers take on individual or structuedbrmsor if they buy into selove
as a primary goal of body positivity, it is clear from my conversations with influencers and from
my examination of Instagram posts that delfe is a key aspect of body positivity. Although not
without controversy, selbve has proven to be tantamount to body positivity and has taken over
the mainstream narrative# body positivity going so far as tbe the primary wainfluencers see
body positivityas being commercialize@&ven if selflove might be an unrealistic goal,
followers(even if not the influenceref body positivity seem to be doing everything they can to
achieve it.
FREEDOM TO BE BEAUTFUL

Even though some influencers are focused on pursuing struafoahs most recognize
that body positivity still centers the individual. Therefore, it is unsurprising that thgolalsif
body positie influencersvould also be focused on an individual pursuit: the freedom to be
beautiful,The i deol ogy of having a Afreedom tod be
one form of beauty by arguing that all bodies are beautiful (or at least have a rigtégs ac
beauty).Both Sastre (2014bdndCwynarHorta (2016)similarly found that body positive
websites and Instagram images seek tol@hgé normative constructions of beawtyrther, fat
activists, as part of the FAM, have also engaged in challenging beauty standards, especially as it
rel ates t o f a {Aiful and Ridciardelli 2015aCGosnklli2@18, &Grrieri and
Cherrier 2013)Building on this, | argue that the focus on altering beauty standxaliélsly
related to the fact that body positiwconsists primarily of women. Of the 101 people in

#bodypositive posts only 6 presented as men. The ubiquity of women in the discourse of body
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positivity was something that influencers repeatedly mentioned. For instance, Margaret said,

Abody p emingdetelyferhajd oimi nat ed as far as | can tell
positivity was created for Aprimarily fat bod
Sally make content for women saying, odld ' m her
are to help women and young women all over th

It is clear from my discussions with influencers and with the images | examined on
|l nstagram that body positivity is by and for
experences is exactly why body positivity is focused on appeatbrwes e d wor t h, si nce
message that women receive i s t hafromAmberywor t h
but more specifically adhering to the normalized feminine beauty stangartisularly being
thin, fair-skinned, young, abibodied, and demonstrating femininity through hair, majgeand
clothing(Bartky 1990, Kwan and Trautner 2000lh er eas womendés value 1is
appearance, meno6s power d makiagthe bady andebsautyas ol el y
particularly feminized domain. Along these lin@snber arguesthato men ar e @At aught
their bodies from a very young age and boys are taught to use their bodies from a very young
ageo which |l eads to higher rates of body diss
imagecompared withmen(Bessenoff 2006, Bordo 2003, Tiggemann and Slater 2002l)ssa

explains, Al think also women's experience in

|l ives moreéThere's more emphasis on women's b
thatsk nd of why [ body positivity is] focused on
The gender differences in beauty and bodies are also seen in relation to who can be fat

and when. Fat has simultaneously been constructed as feminine and masculine because fat takes

up space (masculind)ut is soft, fleshy and seen as excess (femirfi@ajley 2014, Wolf 1991)
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Because of gendered discoursescau nd f at nes s, Mar garet expl ains
their fatness at much smaller sizes than men. | think that once men reach a certain size they
experience oppression in a very similar way to what fat women experience, but it takes a lot

longerfda t hem to get to that size. o The framing ¢
fexcesso of womends materi al bodi es iosa bel i ev
hypersexualitfProhaska and Gailey 2009)his is compounded by the fact that women are

already more objectified and fetishized than men in media and everydg@ydtten and

Trautner 2011) Maddi e highlighted this idea when she
oppressing wo mnea ébbodes dre importam Because it's a way to show,

you're here to pl ease mlesessed tultuteltvecause fuekabiliigise s uc
really i mportant to a | ot of people. 0

Influencers also recognized that body standards were compounded for those who were
transgender or queer. Carinaexplaihedat @A f or transgender and gen
their body is a huge part of what they deal w
[t heydbre] presenting aso and Athe size of [th
t h a t oudfe irahsggnder or fall somewhere else on the spectrum, there is a whole other set of
i ssues becauseésoci et al expectations of gende
i sésupposed to be is tied up i n oueractpnthy si c al
t he wG@ia, & tthnsgender woman, experienced the intersection of gender and fatness
firsthand. ri@ todransiterind) ditntt eedlly have to worry about my bady
b e ¢ a iwasnevir looked down upon either by men or worheaver thought to myself, oh

my God, I'm so big. | can't do this or that or | can't weardhatHo we v e r after tran

Astarted to | ook maothirkitsaamixfule ef th¢ stabdardsythatove gubop i n g
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women as well as just monally my own views of my body and how | was addressing my
gender dysphoria and all of that. But | think it became difficult. | was looking at my body and
how big | was, my weight, and whether | had large hips or large breasts, things like tHamn
trying to adhere to proscribed gender norms, Gia was confronted with the reality that her fat
body became an issue to achieving her desired gender identity.

With this knowledge, influencers were clear that a major aspect of body positivity was

addressing is®s of beauty standards, especially as they relate to women. For Gia, body

positivity does address Athe whole policing o
women that they have to |l ook a certagn type o
society, fuck you, Il " m a woman and | '"m fat an

body is a radical act. As Gailey (2014:74) ar
practice, and stylization and fails to situate itself easijominant categories and roles. Because
the body is a site of investment, control, and cultural production, anomalous bodies can be
understood as threatening to the soci al order
thriving on Instagraminfluencers and followers push back against discourses that define them as
unattractive and pathologicavhich is threating to power structures. Whereas the patriarchal
ideal of the thin body is one that is contained, controlled, and subordinated, fatdrvedies as
easily disciplined and might demand equality.

For influencers then, one of the primary goals or outcomes of body positivity is to move
the benchmark of whatimne ans t o be beauti ful in todayds so
bodies. Inflencers do this in part by drawing attention to the existence of a system which
perpetuates certain bodies as more beautiful than others. For instance, Margaret explained that

body positivity allows women fito gomédatotdgriyp
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part of this system that maybe they weren't e
maki ng me feel |l i ke | had to |Iive up to a cer
agreed, saying, 0bei reakthbwholg stigma efyou haveetoloolsa t r yi n
certain way and that's beauty. o0 Once people r
discourses, they can begin to expand what counts as beautiful. Although not a specific goal for
Jessamyn, they recognizethiat her e6s thi s narrow idea of what
positivity fAexpands the definition of beautybo
you are today. 60 However, for some in my samp
wasamajogoal f or t hem. For example, Sallyds goal
recognize that there isn't one ideal of beauty and that we all are beautiful in our own ways. And
that's what makes every single person unique in this world. And there shbalgrst this one
pedestal version of beautiful .o

The influencers | spoke to recognized that there is a narrow definition of beauty and those
few people who can fulfill that definition are put on a pedestal and rewarded by increased
prospects at worknieducation, and marriaggwan and Trautner 2009or example, there is a
positive association between womends perceive
increases in womenb6s weight results in a decre
(Conley and Glauber 2003y letting more people access beauty standards by expanding who
can be considered attractive, more people are allentpete fomaccess these rewards. Jes
describes this goal using the metaphor of a 0
in the middle of this bubble and what we wanna do is we wanna tear open that bubble and be

i ke, "Me tool! Il nclude my body, too! "0 Amber
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positivity is heading towards ttdefimmomuve othnhd hat
benchmarkéof beauty standards, 0 corresponding
Expanding the definition of beauty and allowing all people the opportunity to be beautiful
potentiallyalso impacts the type of representations we see in mainstream media. If more bodies
arerepresented in these arentéen beauty standards can be widened, or vice versa. Issues of
representation is a primary reason that Carin
of mediao there are fiar c h e tifyanythirsg theyfre nfateobly ow o me n
the funny girl or whatever, but they're never portrayed as someone that you could be attracted
toBy posting images of her fAvery | arge stomact
|l nstagram s he hoipgematheauty mbaas asdlwbatvdttnactiosn meahstbut it's
just gonna take some time and it's gonna be |
(Figure 16). Li ke Carina, one of Giabés main g

break dowrthose barriers of why we don't see fat people on the media or disabled individuals or

people of color as to the extent that we see

positivity can increase r epr esmgfiffeaentibaniesjasn med
beauti ful and thatodés okay, then why candét we
show more gay people? It's definitely a whole

representation hit her after she appeareldommercial and people started coming up to her
saying A6l never saw someone who | ooked I|ike
fat bl ack person practicing yoga until | saw
becauseot hmmamegdsof us out hereéo

For each of these influencers, representation was an opportunity for people to see beyond

the beauty standards of a thin, white;wimman and to be reflected in the media that they are
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consuming whether that is a commercial, repar something else. Influencéedtention to
race, disability, sexuality, and size in issues of representation reflect a realization of the
importance of intersectional feminism in body positivity, but again they lack the ability to talk
about these is®s in coherent, thoughtful ways. For example, Chloe touches on people of size,
black women, and gay people as potentially being impacted by increased representation, but she
doesndét see how these identities systgntsbf be ove
oppression are relattdwh o does or doesndédt get to be i n mo
the importance of representation intisg) a new standard of beauty for all people even if they
candét articulate how to achieve it.
Freedom FROMbeauty

Like selflove, the fifthgoalof body positivity, freedom to be beautiful, is not without
contention. Although influencers and previous research recognize that moving the benchmark of
beauty standards to include more bodies is a major goabgfpasitivity (CwynarHorta 2016,
Sastre 2014bksome are choosing to distance themselves from appedrasee worth. Rather
than being free to be beautiful, influencers want people to be free from beauty standards
altogether. For Melissa, freedom to beauty as
freedom from beauty asksthéhdwodbdwewhacteupkbyp
recogni ze beauty?0 But for Melissa, and some
where the real social change and power lies.

For instance, Jes argues that social change cannot happen within the same system of
oppression that beauty exists in because Awith
and so with the rise of plus sized models we then saw this resurgence of wellness culture. You

canbeplusi zed as | ong as you' r ptable orank df eguty@xpahd b o u |
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to include fat women, boundaries of health and wellness tighten to ensure that any real change is
stifled. You can now be beautiful, but you still cannot access judgeineentealthcare or be

free from discrimination intheavr k pl ac e . |l nstead of #Aprying int
exclusive forever, 0 Jes says we need to fistep

without the need timeaubyadustny Boc inflgemders lkel\brgidh this t h e

isnbt just about the new boundaries of wellness
standard for another.o0o As Virgie explained: N
just |l i ke, 60h my god, | ' mulpgorgeous,ovethetop,ut | ' m n
amazing fat that's on Instagram either. 6 So,
thin beautiful per son. Il " m failing ffeeedonbei ng a

tooideology, fat women notrdy have to contend with a beauty discourse that tells them they
need to be thin, but also one that tells them if they are going to be fat they have to be fat in very
specific ways. Amber added to this auwontygument w
doesndét end at a size si x, n-=Gixythatwe'reenotdeally at a s
making that much progress because webre sayin
what vyou | ook | i ke as | dairaqm dignawkd | qqagt] ttd eplmeyy s
|l onger, 0 Amber argues that Awe need to get ri
|l oving yourself for your appearance is rooted
Both Virgiebébs comment of sidmd |lamd Aamb éred sn gf
ends at a size sixteeno aspresestlyderivedle stilimitiigpat b e a
Even as the boundaries of beauty standards are expanding, not ALL people have a freedom to be
beautiful, only a few more people. Ambmmtinuedtelling me that she believes body positivity

needs to fAsmash [ tbhasedworyhkatl tegetheo dnd caepte ®iaowra n ¢ e
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standards of worth that arendét based in beaut
oppressi on éthaalsiesdm ianndc awhii t e supremacy and patr
who also wants body positivity to ask for more than appeafarees e d wor t h. She s a:
mind you could have just not hating your muffin top. That's the bare minimum, but you could
ada so be free and you could demand more. o0 For V
women make when choosingselffove over structural change, whi
Virgie explains:
[People in body positivity are] sort of silentlpdgaining with the status quo and they're
|l i ke, ALIisten, we're notpatraehyargvencallypur y and
guys that. We're just going to try and move this thing just a couple inches over so that the
most privileged among us can leaa better life and we're just going to stop negotiating
once the people who are most privileged have that, and then we promise we're going to
| eave the bargaining table and go back to
Like seltlove, beauty is an individual pursudt & structural problem. Rather than focus
on an individual embracing their beautiful body, Virgie and Amber, among others, want
influencers and users to combat the systemic issues related to beauty standards. This is similar to
the structural goals and @aimes some influencers have towards-leeié. By combating
discrimination and bigotry at the institutional level, many of the individual pursuits, like self
love and a freedom to be beautifate achieved bproducts. More specifically, changing the
cultural understandings around size at the structural or systemic level trickles down to changes at
the individual levelAs many of these influencers suggest it might be more radical for people to
stop focusing on appearance based worth and instead focismantling the system that forces
us to feel like we need to achieve beauty at all costs.
THE DANCE OF NEGOTIATION & ACCESSIBILITY OF BODY POSITIVITY

Bobel and Kwan (2011:2) arguhati e ver y acti onépotentially ci

both resistance and@mmodation. At times, resistance is a clever and complicated dance of
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negotiation, and it is rarely a zesou m g @ha eonténtion between influencers specifically

around the goals of sdifve and a freedom to be beautiful demonstrate the multipb€iyays

people can go about challenging discourses of beauty and gender. For some influencers and
users, the idea of sdlfive is a liberatory act that enables them to challenge ideas that their fat
bodies are unworthy. However, others find $elfe as anther unrealistic standard that

perpetuates a neoliberal focus on the individual. This disconnect is also seen in the controversy
bet ween influencers who adopt a Afreedom too
influencers who support the former seas expanding the boundaries of beauty, those who

support the later argue that change cannot happen within the same system that values appearance
over everything. Both sides demonstrate how resistance is multifaceted and how some continue

to draw on the idcourses they seek to challenge.

The contradictions among influencers about these goals reflects the reality that it is quite
difficult to get beyond these discourses. For example, in trying to challenge the discourses of
beauty and gender which ide&gzthin as the standard of beauty and femininity, some
influencers and users continue to draw on or accommodate the notion of beauty. Rather than
dismantle notions of appearadoased worth, influencers operate within them, just seeking to
expand the bouradies to include more people. But if influencers and users both ultimately want
to challenge the idea that only certain bodies are good, lovable, and beautiful in traditional
discourses, why do they keep using the same discourses that they seek to Therupliance
on traditional discourses might be in part because they are the most prevalent, defined, and
coherent ways of representing and discussing pébpfgon 2013) These discourses are such a
hegemonic and embedded part of our everyday life that it is difficult to reflect upon them

critically and to create new di scouhepracBce out si
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by which gendering occurs, the embodying of norms, is a compulsory practice, a forcible

production. o0 The repetition of oppressive and

work within the discourses we seek to challenge by bothimgi and displacing conventions

(Butler 1993) Although infuencers mime the notion of beauty in their quest to allow everyone
to be free to pursue appearafi@sed worth, they also displace the boundaries that dictate only a
particular kind of person (i.e. white, thin, attledied, young, heterosexual) can beubiéal. In

this way, influencers are simultaneously using arshaping the discourses of beauty and

gender by both resisting and accommodating them.

Further, some people might not be ready or able to disavow notions that are so deeply
embedded in U.Sulture and therefore feel more comfortable making individual change rather
than systemic or collective change. In fact, one of the reasons influencers continue to use the
language of body positivity, rather than body neutrality or body liberation evaglhtibey
might personally be more aligned with these ideologies, is that body positivity is accessible.

As hl ei g h Itkink pdcesdibititg to mav¥ements and to this work has to start somewhere

that feels good and | wodadshitwhengousapivod Bi o $ iatr il vy

Vi r gi e |ean gpeak fsom a filace of utter compassion around maybe you're not ready to

hear about fat liberation out the gate and body positivity feels less threatening because it is less

threatening, rightPmean, | believe ultimatelghat it can be an entry poiat. For 1 nf l uence

hope is that people will come into body positivity because of the gentle, positive messaging like
sel-l ov e, but wil |l move beyond t hlernging nt o mor e
discriminatory healthcare and dismantling appeardnees e d wor t h . | pdsonallyar et
believe thafbody positivity]is a useful entry point for people who are not political, and my

agenda is to help people become aware of the polittsh@ndeeper issues behind all of this.
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Li ke Margaret, Amber comiagintisoughdéashph, keeptcomingiont i nue
through these positive affirmations about bodies and learning to wear a bikini or whateveb u t
then after some polmetitoabeamdar more radical . o .
benefit in mantras of selbve, all bodies are good bodies, and a freedom to be beautiful to
introduce people to body positivity, they identify the structural, systematic, and colleftve r
described above as the more radical and polit
(quoted from Amber). Ultimately, the disconnect between influencers and users of Instagram
demonstrates that <chall emrgisnnpeaditiKacconstans es 1 s n
negotiation of accommodation and resistance to get people interested in body positivity while
also recognizing the difficulty in working against deeply embedded discourses like beauty,
gender, and (as | will discuss in the followictgapter) health.
CONCLUSION

Body positivityincludesa complicated and contentious group of influencers each with
their own discoursgsvhi ch can make answering the questior
Defining body positivity is made even harder because it lacks a clear leader or organizing body
There are variougroupsmaking different claimsFurtherbecause corporate engisi have
commercialized body positivityefinitions and goals have morphed and var@aen with the
forces that complicate and distort what body positivity is for influencers, there were still five
tenets of body positivitthat repeatedly showed up in mgnversations with them.

First, while body positivity is distinct from the FAM, influencers see the former as born
out of the latter. The major distinctions influencers identified between body positivity and the
FAM were that the FAM focuses on stru@bsolutions whereas body positivity is more

interested in the individual and more inclusive of a variety of bodies, not just fats. Ultimately,
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influencers see body positivity as a watededvn version of the FAMEven though some
influencers see bodyposi vi ty as a distinct, diluted Achil
foundation for several of body positive influencers core beliefs and goals. In particular, the
opposition to diet culture, selbve, and a freedom to beauty are all goals the havmsiilgthe
FAM. With this in mind, the eacondtenet body positive influencers had wasppo diet
culture This was made especially clear when influencers talked ditgpitation,which they
saw as deeply embedded in diet culture because of its promotion of fithess and celebration of a
thin, muscular body type. The thitenetof body positivity was that influencers believed all
bodies are good bodies. Unlike discourses of headttwity, and femininitywhich frames thin
bodies as worthier than fat bodies, body positive influencers argue that all bodies have inherent
worth.

The fourthgoal and defining aspect of body positivibuilds on the idea that all bodies
are good, by sang that you should love that good body. One of the more prolific yet
contentiougyoals selflove, is the notion that one should embrace their body wholly despite
what discourses might argue. However, many influencers felt thdbgelfvas an unrealist
goal that was easily eopted by corporations to sell products and ignored the more structural
issues of discrimination and fatphobia. The final goal of body positivity is for all people to have
the freedom to be beautiful. Influencers recognize baawyeminized pursuit with narrow
standards. Through body positivity, influencers are attempting to move the benchmark of what it
means to be beautiful to include more people. However, some influencers find this goal
problematic and believe body positivghould be fighting for freedom from beauty. For them

freedom to beauty continues to leave people out of standards of beauty because it just replaces
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the standard with a new one and a more permanent solution would be to get rid of appearance
based worth leogether.

Since these are the five defining aspects of body positivity according to my participants it
would make sense that these would reflect and shape the images of body positivity on social
media.As described above, social media has been insttahfenbody positivity as it has
allowed influencers to both produce and consume original or remixed cuatiehtgives them
the opportunityto actively shape whétodies are represented in body positivityhereas
traditional sources of medikke television, magazines, and movjémve constructed fat bodies
as pathological and unattractive, influencers and users are given the opportunity to change these
discourses and represent a new image of what it means to be fat. With this in mind and given that
my interviews provided a foundation with which to understand what body positivity ifzeid
its goals argl can now explore more thoroughly what the images on Instagram look like and

how they represent femininity, health, and beauty.
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CHAPTERS: ARE ALL BODIES GOOD BODIES (ON INSTAGRAM)?

As | have shownbody positive influencengointed tofive contentious tenets of body
positivity: (1) an opposition to diet culture?)(the belief that all bodies are good bodi&$; (
celebrating seffove; (4) proclaiming that all people have a freedom to be beaudifd (5)a
connection to the fat acceptance movenfEAM) which provides a foundation to many of the
goals listed abovddow do these translate intbe images we see on Instagram, the plaueray
body positivity predominantly lives? If all bodies are good, beautiful bodéepsatiiverse
sample of bodies represented on Instagram would demonstrate that influencers ahthksers
thesebeliefsseriously by putting them in action. Ultimatelyethodies represented on Instagram
tell us what bodies are valued, but alsevhat forms of embodied resistafemfluencers and
users are engaged. More specificaliy Instagram posts revdaw body positive influencers
both resist and accommodate tt@xhal discourses of beauty, health, and gender in their bid to
accomplish théour goalsoutlined aboveThis is further highlighted by a comparison to
Instagram posts tagged #fitspiration. &ymparingifitspiration and#bodypositive postscan
examinethe similarities and differences among movements resisting normative ideals of female
bodies by how they draw boundaries on what they see as feminine/unfeminine
healthy/unhealthy, and beautiful/unattractive
represented and/or valued by these influencers.

I n the following chapter, | show how, desp

for all, Instagram posts center white, young, didied, cisgendespresenting women who

14 Users are people who have and post to Instagram accounts, but may or may not have the status of Influencers.

When | use the term user | am referring to people whose post used the hashtag #bodypostspaatiaif and

were found via the Explore page (see methods).

% use Bobel and Kwanoés (2011:2) definition of embodiec
defies contextual body nor ms. 0
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fulfill conventional standards of beauty and femininity. In addition, | demonstrate that the few
#bodypositive posts that mention health resemble #fitspiration posts because they adhere to
stereotypical understandings of health as rooted in fitness, eddiag, achieving thinness
through weighloss, and engaging in personal responsibility narratives. Finalhgw how
followers endorse the messages of body positivity users and influencers, except when it comes to
issues of health. Ultimately, influenseand users work within traditional discourses while
simultaneously displacing them because these discourses are deeply embedded and valued in the
United States.
INCLUSIVE OF ALL?

As | discussecbarlier, instead of focusing solely on fat bodies, like fat Acceptance
Movement (FAM) does, influencers claim that body positivity is inclusive of all bédigsing
into consideration body size, race, dqNender, a
matter if you're skinny, you can be body positifg/ou're a different color, you can be body
positive. It doesn't discriminate. o Gia agree
mar ginalized bodieso which included, Abrown p
Eastern inddvsdbal $ 6 yanad dlthaughanfluenceds are dearwalaouti t y . 0
this intent,in practice, body positivity is not as inclusiveiauencers want it to be, despite their
best intentiond seen both in how influencers talk about intersectionalityvetmdh bodies are
represented on Instagram. The two quotes by Chloe and Gia highlight the disconnect between
wanting to take an intersectional approach to body positivity but lacking the ability to articulate
it For exampl e, i rChiee@enters ler wiitenesksiad tieeimmarked c ol or
category whereas anyone else is the AOther. o

(1991:79) described when she discussed beauty staniigrdb:Jeyed; lelond, thin women
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could not be considered begwitwithout the Othed Black women with classical African
features of dar k skin, birfooffuencersare enable toftalk! | Il i ps
about identities and oppressions in a thoughtful and coherent way, that will often be reflected in
the representations on Instagram.

As such, many people whoinfluencers claim should be included in body positivity are
left out, especially persons of color, transgender persons, and old wdardtie told me,
Apeopl e of col or, pe e pdredgaltybgnglefioutanntheé di sabl ed
conversation that is happeningo around body p
positivity at this point, 2018, is smatb mediumsized white middlelass women's
bodi eséYes, ot hes othergendess,other sekual orierdang, other classes,
ar e bei nAsldiseukstin mone tletaibbelow, although some bodies, particularly old,
disabled, and queer bodies, are truly left out, others, like people of color, are representgd in bod
positivity, but they are on the periphery. This is highlighted by Margaret who argues that body
positivity centers bodies alreadyonediygnported b
sizedwhite middle | ass womeno) t o t mahodienotralreatyg nredeivet o ot h
such privilege. Therefore, #bodyptdge posts does not meet the definition of inclusivity set
forth by some feminist and disability scholars who argue that historically marginalized bodies
(i.e. people of color, old bodies, egr folks, disabled people) should be foregrounded instead of

merely incorporate@Evans and Chamberlain 2015, Rohrer 2005, Young 2602her,

Margaretsuggest hat t he cause of this exclusion is be
centered on | nst agr anmboiywWhmhas timeto post dllithese gelfias;'l r e n
don't know what the movement | ooks I|Iike i1 f yo

that social media is a luxury because not all citizens have equal access to social media or the
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expertise to usdigital technologies for activism or moneyaking purpose@~ischer 2016,
Fuchs 2013, Lupton 2019ecomingan nf |l uencer or getting highligc
AExpl ored page requires a certain set of skil
i mages wi || get t he mo s ifeellikebecause |l &aimthey agr eed,
influencer realm, | kaw a lot of really diverse groups who are involved. But at the same time, if
you don't have a platform it's hard to be seen righifally, the influencers | interviewed were
highly educated and the majority did not have children. Becoming an influerder gust
having the time to participate in Instagram culture and body positivity means one needs to have
the time, energy, and resources. Therefore, one must be relativelprildsged to contribute
to body positivity on Instagram.
Amberalsobeliees t hat the | ack of inclusivity 1is

with these companies or who easily get followers when their content gets shared because they

are conventionally attractiveo on lynsingtaeggr a m,
privilege and the power that they have to amp
same privilege. 0 For instance, she suggest s,

using social media and where could we do better, lmmMdonve amplify the voices of the people

who arendét getting pus hedWhetherittistsacialimedm wi t h t he
algorithms, who can access social media, or a general lack of intersectional thinking by

influencers and users, influencerslfieedy positivity is leaving out many people despite its

intentions to be inclusive. But if so many people are left out of body positivity who is left in?

And how does thiseflect andshapedody positive influencers, users, and followers

understandings dfeauty, femininity, and health?

WHO IS REPRESENTED?
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Who is represented in body positivity on Instagram is best described by Amber and
Jessamyn. First, Amber argues that thée fApeopl
like thin, white, cisgendemwvomerd e nd up being kind of centered.
hi erarchies that play out to whodés popul ar an
i mage plays out in the body positivity commun
mainstreanv er si ons of body posi t i-hetipresgntingfemmeasehor e al |
are like 35 and under and who are either white, black, beige and they all are going to have an
hourglass body shape. 0 Amber andeprédsensed@a@mynds ¢
social media is exactly what | found in my examination of #bodypositive Instagram posts and
what previous research on body positivity has fo{@aynarHorta 2016, Miller 2016)

Race

Of the 101 people in posts tagged #bodypositive on Iretag0.3%present as white,
1.9%Asian,14.9%black,8.9%Latinx, andthe race 08.9%is indeterminable?® This is roughly
the same for posts tagged #fitspiration. Of the 91 people in posts tagged #fitspigaHen
present as whitg.29%Asian, 12.1%black, 3.29%Latinx, and4.4%areof indeterminable race.

Although these percentages are somewhat proportionate to the racial demographics of the United
Stated’, with slight overrepresentation of white persons and slight underrepresentation of Asian

and Latinx persons, for some influencers thisis not enogh. Mar gar et expl ai ned

16 Race was determined via a migdtep process. Fis t I | ooked for any reference to
hashtag or caption (i.e. #latina). When there was no reference to race, | would determine their racial category based

on their appearance in the image, most often via skin color and other duaticteristics. When possible,
especially if race was difficult to deter mine, I woul d
race there (i.e. mention of race in profile, hashtags, and/or caption). | recognize that thigersepyion of their

race, not how they seiflentify and therefore | cannot adequately capture all racial nuance or categories (i-e. multi

racial; white, Hispanic). However, despite this limitation it is important to remember that Instagram is a sdeial med

pl atform based on i mages. Therefore, how a personébés r a
account even if thatis nothowtheyseld ent i fy because thatds how most | nsta
with one another.

17 https://www.census.gov/quickfacts/fact/table/US/PST045218
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body positivity has been very white, very, ve

Similar to feminist and di s aditicd(Bvdangyand c hol ar s o6

Chamberlain 2015, Rohrer 2005, Young 200&her than being proportional to the population,

some body positive influencers want to center marginalized races, rather than white women. For

exampl e, Amber expl ai ned t hgender,shmehite ilomenk s it 6s

centerthemselvesiad t heir feelingso in body positivity

an activist who is a person of color, whob6s ¢
Not because theyodre better than cis white
inthemovenent , but because remember who this m
conventionally attractive thin white women, society is already saying good girl. Society is
already rewarding you with, you can buy clothing in your size, you can probably bet that
fyouapply an apartment youbdre goéwldand o get i
on the top because you have a white sounding name

Given white women already receive a lot of privilege and attention in mainstream media, for

some influencers it is about expanding the representation of people of color and others on the

margins. For them that is what inclusivity looks like and as suely,96ek body positivity

failing that goal in their representation of bodies on Instagram.
Carina felt the domination of white women in body positivity was particularly

probl ematic because fAit was Thigideaisdshadebdypy [ and f

Darwin (2017)who argues that body positivity came out of Second Wave Feminist movements

Il i ke ABI ac korCainaBeapprapriation df body pdsitivity frolslack women was

a part of a Il ong history of nApeople of <color

upHeér notion of this hist or yymbasyaeifadsigerses,wi t h s

and rituals of black culture have long baesed by white culture and mainstream media without

substantive reciprocity, permission, or compensgfoygers 2006)From hiphop and rap

(Rodriquez 2006)o linguistics(Eberhardt and Freeman 20Es)d soul foodWitt 2004), black
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culture has served to line the pockets of white pe@pié also position themselves as cool by

asseaiation. Jessamyn similarly recognized the complicated relationship body positivity has with

race, saying:
Much of the body positivity movement has been within white communities of white
people or white adjacent pe bitphdmcentpeopecopl e
present company included. I would say that
within the body positive community, wuninte
for microaggressions or for cultural appropriation,dtikinds of violent unintentional or
intentional actions.

Although women of color are in the images tagged #bodypositive, none of the captions discuss

issues such a white supremacy, racism, or issues regarding race except for the occasional race

relatedhashtag such as #melanin, #blackgirlswhoblog, and #l&oresome influencers, like Jes

and Ashleigh, these issues should be addressed by body positive influencers because they deal

with the weltbeing of people and their bodies. For example, Jesi8afdnk that when people

think of body positivity they are not thinking of the children being held in cages in Texas and

that is a part of body positivity. Si mi | ar | y therefisono wak ® halveethisg h, i

conversation without talking about blackopée, without talking about blackness and fatness and

how those things are deeply relaied b e ctleewislence fihat we're talking about in masses are

specifically derivative of antblackness and white suprematy. J es samyn di scussed

one postwriting (Figure 17):
Where are the lines for considering oneself a minstrel show? Do | draw the line at
Ai nspiring otherso? Does Ainspiring others
accept the spectacl e t hat ?Hdppyefat,dlackkouwe d ot h
are only allowed to show yourself when and
better shut your mouth and be grateful éEve
as they can own her. And this is my trutihis is where m yoga practice has led

meéThings are really good right now. I am
ti me with my catsé
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Traditional beauty standards in the United States frame whiteness as the default in
opposition to black womefCollins 1991, Halin and Baez 2018)Carina supported this notion,
saying, fAl think that because people have bee
what beauty should look like, people just have literally not been trained to even look for beauty
inanyhi ng past a t hicentrality of white womemahe imagesitdgged
#bodypositive highlight how body positive influencers and users still implicitly link whiteness
with beauty. However, the 26 people of color in posts tagged #bodypositivshime that body
positivity, even in small ways, is challenging the notion that beauty always equals whiteness. For
example, in one post a black woman is seen posing three different ways, spliced together
showing off her Acur vongwitbtbedhgshtage a f |l ower ed dr
A#effyourbeautystandards, 0 A#honormycurves, 0
another post, a Latina woman is photographed from the chest up with her large breasts centered.
She is wearing a full face of makip, has curly blek hair down past her shoulders, and is
staring off camera with a smile on her face (Figure 19). The captiortrdaélsy dr eami ndé al

#effyourbeautystandards #tbt #fatbabe#bodypositive #makeup #plussize

#motd#gol denconf i de n ofewonen & golocwithnhasbtags of begutyi ma g e s
like these posts do, users expand the boundaries of what can be a beautiful body to include

women of color, especially those who are fat. However, as | will discuss below, most of these
women continue to rely on pgrfeminized and hypesexualized versions of themselves which

may balance out the transgressions of their s
Baez 2018:14).

Men
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As discussed in the previous chapter, body positivity is by and for womanjnmgehat
men are largely ignored in discussions and representations of body positivity. As Chloe
succinctly put it, Al dondét see a | ot lof body
think that often men are being left out in a bad way fromthe conver sati ons. o0 Th
in body positivity was evident in my examination of Instagram posts tagged #bodyp@3itive.
the 101 people, only 6 presented as ni¢iis was somewhat surprising giv€aruso and
Roberts (20173emonstrated that body positive men are active on Tusighaling that perhaps
since young women atbelargest user base on Instagr@emderson 2015)hat men are just not
as active on this platform. Howeveoy fposts tagged #fitspiration, there were considerably more
men, with 21 out of 91 people presenting as men. The higher number of (whiti) men
#itspiration posts is reasonable given thadybuilding, whichis related tditspiration,
construcs and signifesculturally dominant notions of manhood through teaching men to
withhold expressions of pain and engaging in masculine bodily behaviors like aggression and
strengthbuilding (Vaccaro 2011)

Besides the domination of women on Instagrdma,lack of men in body positivity could
be attributed to it being a feminine space, not only because it is dominated by women, but also
becausén the United Statelsody image issues arafme d as A wodmsemen@s | ssueso
frivolous, trivial, and subordinate to that of the miAdthough attractiveness matters for men,
for women femininity is based in their ability to be attractive (to mBy)supporting or
speaking up about beauty, skife , or diet culture menés soci al
threatened and thus they avoid contributing to body positivity. The men who did use
#bodypositive on their posts were either queer (Figure 20) or used hashtags seen in #fitspiration

posts, such as itfiess or #getfit (Figure 21). These are men who might be particularly equipped
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to manage threats to their status because of their association to body positivity. For example,
gueer or gay men fail hegemonic masculinity because of their sexuality arudygtesethat
frame them as effeminaf{€onnell and Messerschmidt 2005herefore posting about body
positivity might be less of a threat to their already spoiled idef@ibffman 2009) Whereas the
men who engage in fitness offset any threats to their manhood by demonstrating masculinity
through muscularityf-urther, for men demonstrag that they care about appearance is less
about being seen as fiattractive, o0 a decidedly
control, and activity via musculariyaccaro 2011)
However, influencers recognized the increasing importance of body image issues in
mends | i ves.Ithdktkat wexvpnea in theentdoyemént, never understood how big
of an issue it actually is amongst men because | thinka lmen are coming out now saying
that they have their own guilt or their own kind of perception of their body and they're trying to
address all of those issues. o0 Sally similarly

bigger deal, telingme @t howaneb oy f ri end and her brother fAha

and were fibullied in middle school for being
body positive issues affects both genders. On
struggle with it and | know males that strugg

years, research has begun to support the rise of body image concerns and obsession with
appearance plaguing boys and men, known as the Adonis CofRples, Phillips and Olivardia

2000) Men are engaging inginer rates of appearanogated work, such as going to the gym,

taking steroids, and participating in disordered eating in higher numbers than seen in previous
eras(Bordo 2000, Kwan and Trautner 2009) As s uc h, influencers 1i ke

needs to be more of a movement for male body
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LGBTQ

Six #bodypositive posts mention Lesbian, Gay, Bisexual, Transgender, and/or Queer
(LGBTQ) identities or issues, while there was only one mention of this in posts tagged
#itspiration. The lack of explicit engagement with LGBTQ identities and issues wass\g
given that the FAM, the groupom whichbody positivityemergedwas, according to Virgie,
Aresoundingly queer and centered around peopl
Examples of the queerness of the FAM include the National Organifatibasbians of Size
and Afatshiond bl ogs (Codpex 2016f GuoieriaeddCheoiar 2d1Btmme st
and queer identities have also beennemted by researchers who argue that both have been
Aculturally constructed in and through hetero
6devianto6o (Gurrier:i a n McRGen (@Q06)RNdRIch (ID80)L 3: 27 8) .
Wykes (2016explains thatcompalor y het erosexual ity and compul
constitutive. o Just as compul sory heterosexua
and cul tur al |l i fe according to an asymmetrica
anasymmetrical system of body size and ability (Wykes 2016:1).

Of the six images that did present LGBTQ identities or issues, there were no explicit
references to lesbian wométhowever, four featured masculiag@pearing bodies with tags that
identifiedthem as gay, queer, or transm@rhile contemporary cultural representations of
beauty in the United States emphasize a feminine ideal of slenderness, for men masculinity is
centered around strength and musculgBtyrdo 2®0, Bordo 2003, Pope, Phillips and Olivardia
2000) However, gay men have been able to challenge this traditional ideal, one that looks very
similar to feminine standards of beaditgentering young, white, thin, hairless, effeminate

gueens as the idéalbnd gay men face enormous pressure to conform to this ideal body type
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(Locke 1997, Pyle and Klein 201However, bears or big men have sought to value a different
versionof male beauty one that centers fat men and hairingdde and Klein 2011)All six

posts that featured masculiappearing bodies fulfilled both beauty norms described above. For
example, in one image a mdledied person faces straight towards the camera,rkstidg on

his hand, shirtless, highlighting the thinness of his body with the hashtags #gayboy (Figure 22).
In another post, we see a much larger Abalgied person, dressed in a greshitt, tight around

his breast tissue, with a full beard, usinghlashtags #gay and #bearsofinstagram (Figure 23).

As described previouslgay men fail hegemonic masculinity because of their sex(&lagnell

and Messerschmidt 200Q5)herefore posting images of men in norormative masculine bodies

(i.e. not muscular) is less of threat to an already spoiled masculinity.

The remaining two images related to LGBTQ tagged #bodypositive featured a queer
person and a transwoman. In addition, tWwthe influencers | interviewed were transgender, one
identifying as a transwoman and the other as almaary femme There was third participant
whoidentified as a queer femme. Although there were not many #bodypositive posts that
focused on LGBTQ id#ities, some of my influencers engaged in these discussions. All of the
posts | sampled for Gia, who identifies as a transgender woman, referenced keetratys
While some posts simply used hashtags like #transisbeautiful, others discussed her trans
experience. For example, in one post she describes how she came to understand she was trans
(Figure 24) and in another she discusses the difficulties that come with accessing her hormone
replacement therapy (Figure 25). However, Ashleigh, albmoary fenme, and Jessamyn, a
queer femme, did not refer to their gender identities in any of the Instagram posts | sampled.
Although Ashleigh and Jessamyn identify outside of the gender binary, they, like many of the

other posts | sampled are atrisk of beingneisdt | f i ed. Virgie explained
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of [fat activism] to body positivityo was thr
straight culture, especially around fashion, makeup, attitude, and these things that are clearly
manifestation®f resilience and survival and strength are then sort of transmogrified into
confidence and styl e. eptaidnefqueergeastargsmalst alsot at i on
explain why there were so few LGBTQ references in my sample of posts tagged #bodypositive
As a straight, white, cigender woman | might be misading queer signals. However, some
people might also be choosing to pass as gender and sexuality conforming.
This misrepresentation might also occur in the performance of the images themselves, as
what many of the images shasehat they are hypdeminine (or hypefemme) and hyper
sexual. For example, in one post celebrating her birthday, Ashleigh is in a tightnezop
white shirt that emphasizes her large breasts. Her hair is long aigtitsiaad her makeup and
nails are fully done in pink hues (Figure 26). In an image posted by Jessamyn, she sits on a log,
legs wrapped around either side, wearing nothing but greenery and flowers strategically placed
over her breasts and crotch. Her haishouldedength and red to match the color of her lipstick
(Figure 27). Even though these images might be read as-teypgine and hypesexual, both
Ashleigh and Jessamyn challenge this assessment. In the same post, Jessamyn, in part, wrote:
Becauseny physi cal body has been fetishized or
feels shame when looking at it. Even though, in some ways, it epitomizes my erotic
power. And my erotic power is not a source ofshame 6 s my f ount of st
HOW IMMA ACCESS MY TRUE STRENGTH IF A BITCH IS OUT HERE FEELING
ASHAMEDéI 6m 31 tomorrow and thatdés plenty

my strength.

In my interview with Ashleigh, they discussed a similar difficulty in being able to choose if and

whent o access their sexwuality. Ashleigh said, A0
for my body | iberation work is specifically b
even in my work if | vesginednysH o angdne watchingrme, !l di d
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dondét think | would have the same platform |
highlight is how the intersection of their blackness, queerness, and fatness constructs them as
hypersexual by followers. On the one handsthenefits them because it enables them to have
53,200 and 411,000 followers, respectively. On the other hand, it limits their ability to express
themselves in ways that are meaningful to them
Age

There were no posts with either hashtag that featuredsampwho looks over the age of
35. Further, age is hardly mentioned except for a few ageist comments. For example, next to a
before and afterweight o ss i mage, the user dAlifeandbeautyr
healthy/sexy [sic] and to always look 10yyro unger t han | really am, 0 a8
hashtags including #bodypositive, #healthylifestyle, and #diet (Figure 28). Similarly, a post
tagged #fitspiration had a caption that focus
routineoewhechimade | ines and wrinklesémuch |
brightero (Figure 29). Both captions highligh
This is unsurprising given that the contemporary United States values young bodiels avel
t hat markers of age (i.e. wr i(CakdatiQ05ha n decr e
said, one post tagged #bodypositive did call out ageism, though did not feature on old woman.
Next to an image with the words AYouth is bea
beauty, 0 the caption read (Figure 30):

When we perceive the lines of agior the marks of childbirth as ugly, we are also

suffering body dysmorphia. In reality, aging is not ugly. This is only a-deafed,
culturally-conditioned belief which strips women of our power, as well as our finances

and energy..Thisisafeminissis ue, due to the extreme doubl
agingo for men and women. One reason why o
beautyo myth for women? Because, often, yo

power the same way as older women. Yagiorification in women is another way our
culture seeks to repress womend6s power ée#se
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Again, this post was an outlier, but was more in line with how influencers understand body
positivity as being inclusive since all bodies, including old bodlesyls love themselves and be
considered beautifuHowever, it still did not feature an image of an old body and in fact, the
account user is a relatively young wom@uwerall, the lack of old women in both #bodypositive
and #fitspiration posts highlightow two groups who claim to be challenging norms of beauty
actually uphold beauty discourses. By only showcasing young bodies, influencers and users send
the message to followers that young bodies are superior to old bodies and that old bodies should
attenpt to look younger though ardiging activitiegCalasanti et al. 2016)As Carina explains,
ATheyodre not even aware that t heéotitag shaming
something that could hurt somebody or harm somebody. It's so ingrained in our culture that like
"Oh, of course you shouldn't want to get old, you shouldn't want to look old."” Here's this Botox,
they don't even thin&ks odt dtte mesnta Dhedd & hliinggh to
become complicit in the reproduction of ageist and stereotypical notions of beauty. Beauty and
gender discourses are so culturally pervasive
like the post thathallenges ageism, there may be some pockets trying to confront this narrative.
Further, some influencers and users, like Maddie, would like tiodeeo bodies in body
positivity. She said, -@igedwonoen.llthinkitheyvdaly t me s@d ei Mo«
However ,-adgiend dWild meno arenét that ol d. What abol
Disability

There were three posts tagged #bodypositive that mentioned disability and one tagged
#itspiration. However, only one of the posts tagged #bodypositiverézha visible disability
with an image of a woman with muscular dystrophy in a wheelchair accompanied by the hashtag

#disability, #wheelchair, and #inclusion (Figure 31). A second post challenges followers to talk
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about the fiuncomfgritiaboedy topamiswg, ncéxadaln ass:
(or a lack of), ment al ill ness, sexuality, [ a
photo of her doing yoga with the aid of a tre
@aol yogiagure 32). The third does not mention f
about how fichronic health problems affect so
everyone who you interact wishithtbatsrae/ st fttd ears tirm
is realo (Figure 33). The |l ack of bodies with
highlights the ways in which these bodies are invisible and denied the status of being fully
human(GarlandThomson 2002)

The lack of visibility for disabled bodies is furthered by the reality that disabled body
positive influencers exist. Amber explains, i
have different visible or invisible disabilities and talk about body pat i vi ty t hrough t
The invisibility of bodies with disabilities on posts tagged #bodypositive implicitly supports
discourses of health, beauty, and gender by denying these bodies the recognition of being
healthy, attractive, and feminii€heng 2009, Gerschick 200®ather than challenging these
di scourses, through their absence, body posit
prosthetic legs or fgerbodied women, women with no hair, women with | think it's called an
osteo bag, stuff | ike thaté[dono6t] fall under
woman should |l ook |Iiked (quoted fremw Gia). Th
disabled bodies. People of color, women, LGBTQ individuals, and other marginalized groups
face invisibility and the perpetuation of stereotypes because of private, capitalistic interests, the

monopoly of information, and the lack of diversity in SilicValley(Noble 2018) Algorithms
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are not objective or neutral code. They perpetuate oppression through the type of information
displayed or wthheld.

The invisibility of people with disabilities or discussion about disability in body positivity
was also apparent in my interviews with influencers. Even though all but one influencer
mentioned ability at least once, it was usually in a long fistlter identities such as gender,
sexualities, and body size rather than a longer discussion of the issue race. This was also true of
the influencersd posts on Instagram. Only 6 o
related to disability anchts was usually in a long list of other identities. For example, in one post
which features an image of Jes sitting on a throne in an ornately adorned room in Paris, the
caption reads, Al am on a mission gsiweheadr n owur

because every person is worthy of respect and feeling valued regardless of their size, shape, race,

sex, ability, gender, age or health recordso
a swimsuit lounging by the pool, Maddie sih ar | 'y wr i t es, f Rszg &t dl es s,
and disabled people at the pool . I f your frie

35). Again, while influencers wanted to engage in intersectional feminist discussions regarding
disablities and ableism, many had a difficult time doing so. For instance, when Maddie tried to
explain to me that she wanted to see more people with disabilities engaging with body positivity,
she often did not know how talk about these issues:
It's just a matter of them getting visibility. Because | know that there are people in
wheelchairs who have a disability but there's only a few of them. | don't know proper
medical terms so I'm not going to say anything. | don't want to misspeak onybuBut
know, somebody who might have a genetic disorder that might make them look a certain
way, they probably don't have as much visibility. Or burn victims or people like that.

Although body positive influencers might want to discuss issues relatedity atd want

people with disabilities to be represented in #bodypositive Instagram posts they are largely
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missing.This may be a reflection of a larger issue of feminist organizations and communities not
being successful in taking an intersectional apphadespite ideologically wanting Beger
2014)
Body Size and Shape
The most diversely represented body attribute in #bodypositive posts was body size. Of
the 101 people in posts tagged #bodypositive on Instagram 34 had a thin or fit body type, 27
were small fat, 25 were fat, 5 were superfat, and 10 were hard to deteiveiméhgy focused
on the face, with no body. #bodypositive was considerably more diverse in body size than
#itspiration where only 5 of the 91 people in posts were small fat. The remaining bodies were
thin or fit (N=59), hypermuscular (N=21), or undetematile (N=6). It is unsurprising that body
size would be so divergent between the two groups since fitspiration focuses on muscular, strong
bodies, while body positivity comes out of the FAM and thus has always centered fat bodies.
Unlike body size, bodghape was far more difficult to discern because of the way people
pose. Women would often contort their bodies in ways which highlighted thersesalbf their
waist or turned to the side so followers could see the curve of their butt. Further some were
engaged in activities such as yoga, sitting, or laying on a bed which made it difficult to determine
the exact shape of their body. Even so, it was clear that hourglass body shapes were most
represented either because that was the persons actual bodgrshegause users wanted to
give the illusion that it was their body shape through posing. The focus on hourglass body shapes
was true for both #bodypositive and #fitspiration posts. However, #bodypositive posts also had
round and pear shape bodies wherddspiration posts had virtually none. Further, because of
#fitspirationés higher rate of male bodies fe

#bodypositive posts had none.
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Although there is more body size and shape diversity in bodyyitsttian in
fitspiration, smaller bodies are still central to each group. There are size limits of acceptability in
body positivity and, likdPatterson (2014pund in her examination of plus size models,
hourglass silhouettes are favored over pear shapes. The lack of very fat women continues to put
forth the discourse that smaller is better, marautiful, and as | will discuss later in this chapter,
healthier. This was a concern for influencers who felt that there was a difference between women
who had a Alittle paddingo or Atummy roll so a
and lack ofvisibility. For example, Maddie told me about a time when a model on Instagram
wanted people to considerherphis ze because she has fAfreaking
Acomment ed b d'sdreat thatya haveacutel tummiy rolls, but youehta
understand that a lot of us that are over a size 20, don't have visibility, and you as dldize 12
plus-size woman, have a lot more visibility, and your body is totally accepted because you only
have rolls when you sit over, and | have rolls alltthe m@arina agreed that there are
differences between women who are sizeld2zand women over size 20. Women who are
Apassably skinnyo donét have to worry about t
€ N ¢ 0 u yotl @ sit onfthe airplarseat, you don't have to worry about where you're gonna
get your c¢clothes froméabout | osing your job o
ridiculed, becoming a meme onlineébeing openl
These forms of dicrimination that Carina and Maddie describe are materially real. Fat
employees can be terminated at any point based solely on their weight, with no regard to job
performancgRoehling, Roehlingand Elluru28l A Beauti ful 0o peopl e are

encounter more opportunities, and have greater peer acce(favare and Trautner 2009lFat
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women are less likelyp appear in TV and movies and when they do they are often characterized
as unattractive, lazy, and a jofeichardson 2016)

Even hough body positive Instagram posts are widening the boundaries of what types of
bodies can be considered beautiful and feminine by showcasing women from size 8 to 26, the
lack of women at the higher end of this spectrum highlights that these boundaoesyar
widened so much. Like Sastre (2014:98@)nd in her examination of body positive websites the
bodies mostly represewmitteed tomi 1 nsn@awglam @ar et d@mc
Anquite | arge enough tsa eirnecdi they pvarmrigc .ed wlhhoi ss aw
goes back to this idea that people don't want to end fatphobia. The folks who are following these

folks [who are size 8 to 12], maybe they're not ready or maybe they never want to end fatphobia.

Theyjustkindofwat to feel okay about their muffin to
fiyou don't see the | argest [bodies on] Instagr
because that's just too cont r ovgatvednflueicers That ' s
andusersarengaging in a Acomplicated dance of nego

accommodating and resisting discourses that frame fat as negative (Bobel and Kwan 2011:2).
By demarcating certain fats as newly beautiful and othessilhproblematic, users and

influencers expand the boundaries just enough to include some, but not all people. This is a

patriarchal bargain, a deal in which an individual accepts and perpetuates some of the costs of

patriarchy in exchange for receivisgme of the reward&andiyoti 1988) Patriarchal bargains

are not always conscious decisions, but ways in wioichake the best out of our limited

option® to survive and/or to receive some privileBg.highlighting small fats, some body

positive influencers and ass get to attain some of the beneditsarded to those deemed

beautiful such as increased income and an association with happiness, talent, and competency,
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but not all(Conley and Glauber 2005, Farrell 201A¥ discussed in the previous clepthis

was a central issue for influencers who wante

bargaining with the statusqggo by sayi ng fAwedre not going to t

patriarchyéwedre just goi ngovdrsothdtthegmostnd move t

privileged among us cfeoomVilgia)Wpending theheterer | i f edo (

patriarchal system might mean nobody gets to be rewaadddor someinconsciously or nott

is betterto move the line of acceptable body siaeensure their individual life is better (versus

fat women as a wholeJhis might be especially true for women who often can only access

power via their lookgWolf 1991) Thus, increasing their chances to access power for themselves

over the group is a trade theyo6re nms |l Il ing to

problematic because it reproduces the things body positivity is trying to fight against. Amber

said, Al think we really have to |l ook at itef

worth-based appearance are going to creep into every politmament and that we have to

really guard against that by amplifying margi

standard of beauty, we just added 50 pounds. 0
Although body positivity is supposed to be inclusive of all bodies, based on my

exanination of Instagram and my conversations with influencers, body positivity is most often

represented by thinvhite, young, abldodied, cisgenderpresenting womerkor some

influencers this went against their larger goal of not only being inclusiak loddies but

highlighting those that are often ignored by mainstream media representasdsber

explains, Ani f we are goi ng t o-gemdaryhinavhitt bodi es

women, but they were already being told that their bodies werthy. So, | think that we have

to look at it from an intersectional perspective, or the people who are truly on the margins get
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pushed oAstalladeddoiabovedthe centering of this particular type of woman often

means that certain discoussef femininity araupheld rather than dismantlgaoving the

ubiquitousness of these discourses and the value that they have for influencers and tisers.

following section, | more fully explore how discourses of beauty and femininity are disptayed i

the bodies represented.

ARE ALL BODIES BEAUTIFUL BODIES? DISCOURSES OF FEMININITY AND BEAUTY
Traditional discourses of beauty have limited who can access beauty to those who are

white, ablebodied, young, cigender, heterosexual, and tkiBordo 2003, Calasanti et al. 2016,

GarlandThomson 2002, Havlin and Baez 2018, Hutson 20H6)vever,somebody positive

influencers have sought to challenge this homogenous ideal of beauty and expand the boundaries

of who can be beautifu. n adopting the ideology that every.

b eaut i body posiive inttuencers | spoke to truly believed thaballies are beautiful.

Carina told me, Al think all bodies are beaut

you spend looking at bodies that are as outside of what we consider belautiful,e wo w! 0

Similarly, Gia said, @Al think all Howeveres ar e

some influencers took a Afreedom from beautybo

neededtéi f r ee our sel ves f ifappearanbeibasedwerth snd makeaur st i c k

own definitions of what worthy or successfudis ( quot ed from Amber ). Jes

foll owi ng a fif fwe'rsdtdlvokihgdodthisibenetystandgry for recognition and

validation and the reality ihat this is carefully crafted, has been around forever and it will never

truly include anyon® S h e ar gingergo sontething thatpvill be exclusive forever is

notthe answer 0 iasteats ay s we stepawagifromthatéd Even wdnett t hi s d

bet ween influencers in whether they should or
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expanding ideas of who can be beautiful to include all bqubisss tagged #bodypositive

refl ected t he Throwltdeccombinatian ofiinthg @aptiong, wnd the use of
the hashtags like "#BeautyBeyondSize" and "#EffYourBeautyStandards," users are bucking
stereotypical beauty ideals and challenging women to do the same.

For example, in one post the image centers on a fat woman, hand takinig.a selfie
(Figure 36). They are wearing a rainbow jumpsuit with a deegckline, breasts serakposed,
with a rainbow colored mohawk, maStiegagging and ha
over this look. Fits like a glove. | have never hadrsany people stop what they are doing and
stare at this beautiful fat body. o Foll owed b
including, #effyourbeautystandards, #fatfemme, #nobodyshame, and #hourglassfigure. In
another post, a small fat woman sitékad and through the use of a mirror takes a photo
simultaneously of her face, but also of her fleshy back and ighlighting her rolls and
cellulite (Figure 37). Along with hashtags that include, #bodylove, #jamaicangirl, and
#ladieswithlocks, her caiph reads:

Friendly reminder to all of my Queens: Love and accept yourself and your body and all

of your curves. Love the skin that you are in. Even with all of the weight that | have

gained | am still feeling beautiful. Reminder to self; give your boslg kevery day, not

just the Sunny ones! | love my stretch marks and | love the diamond on the small of my

back. These things bring me much |joy. I t 6

hope you are somewhere loving yourself!
You are beautifiy

n

Via the intersection of femme and fatness, th
of f, 0 expanding boundaries of beauty to inclu
women or fAqueenso t ogodobbody positiitg)msskaking besowf anot her

experiences of selbved seeing beauty in her own stretch marked body. Both posts challenge
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beauty and femininity standards by saying their queerwtote, fat bodies are attractive despite
what discourses have perpetuated abodies like theirs.

The body positive influencers | spoke to also posted images and captions to convey that
their bodies are beautiful despite what traditional standards of beauty claim. For example, in one
image Carina is seen in black lingerie, posiéid on her arms and knees with her butt propped
up, with a friend similarly dressed and positioned whose head is out of frame (Figure 38). Her
caption says, Al mean the media and society <c
thatfatpeo@®@ canét be attractive but 1611 continue
fool because if | might say so myself, this fat lady is serving up sexy, sultry, sensual AND
savage | ooks! o0 Like the previous spnasaticalactby di

that challenges the notion that fat bodies like hers cannot be attractive and potentially expanding

1]

foll owersé ideas about beauty. She told me,
are | i ke O0Wow, |  h &eing attracted o a ples gize persorobot iawd gaw e d

your photos and I '"m |Iike wow maybe | actually
However, given the coptation of body positivity, especially by fitspiration, there were

still images of and captions that denigrated fatneds@filled conventional standards of

beauty. An instance of this can be seen with a before and after Masghinage (Figure 39). In

both images she wears shorts and a bralette with her stomach exposed. She flexes her arm to

show t he musdclaends hehGes weaigrhae sheds | ost since

caption she recounts herweighto s s j our nal over the past 3 mon

nutriti on.PRicorbthedef viiv0ilbs gust,starfed power lifting, falling in love kit

the sport and with herself. Pic on the righ156 Ibs, consistently training 6 days a week,

reminds herself every day how bold, beautiful and brilliant and strong she is, and believes every
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wordo with 30 hashtags t h a sizej#alloddiesdregooddodies,s pi r a
and #weightloss. In another post, a young, blond woman also has a series of photos: her pregnant
body at fultterm, her body at 13 weeks postpartum, and 20 weeks postpartum (Figure 40). As

the photos progress her stomach getsller, her thigh gap gets larger, and her cellulite lessens.

The caption reads in part, fABeing accepting o
pregnancy didnét necessarily come with a whol
withawh ol e bunch of celluliteéNow, | am #4months
The | ast 7 weeks 1 6ve just been chipping away

changesé #bodyafterbaby #bodypositive #shredd
Both posts do not exigltly say fat is bad or unattractive, but by claiming one is more
beauti ful at 14 pounds | ighter and that one n
implicitly support the feminine beauty ideal of slenderness; framing fat as unattractive,
pathologi@l, and problemati(Bordo 2003) Bef ore and after posts wer
continued to fulfill conventional standards of beautyutinely saw images of conventionally
attractive young women with thin, able bodies who were higraiized and hypesexualized,
with long hair, heavy makep, and revealing clothing, using hashtags like #beautiful,
#everybodyisbeautiful, and #effyoudngystandards along with #bodypositive (See Figure 41
and 42). These types of images serve to reinforce the discourses that influencers have sought to
chall enge by centering people already deemed
beautiful bodie8 means that the bodies that fit tradit
included in body positivity, theproliferation ultimately undermines the goals of body positivity.
These images that focus on weidipds and which feature conventionallyrattive

women despite being tagged #bodypositive are very similar to the images | saw for posts tagged
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#itspiration. As previous research has reported, fitspiration celebrates and privileges a
homogenous female bodarrotte, Prichard and Lim 2017, Lupton 2017b, Tiggemann and

Zaccardo 2016)ne that is young, toned, white, thin and displays normative forms of feminine
embodiment. Like the weightss posts tagged #bodypositive, #fitspiration posts had many

bef ore and after posts. For exampl @&at)womanibef or
on the beach in a bikini. I n the Anaftero phot
bikini, this time she is visibly smaller and her arms more toned (Figure 43). In the caption she
discusses her relationship with her weight sayingdsbee s n 6t fpretend to know
women go through @becaus-20lbfd Vvaeityweiglt that[she]r r yi ng
managed to | ose. 0 Later she goes on to write
a scal eo wi#mbscleisheautifhlapragtessgics and #girlswithmuscle. Although the

user claims that weight is not a barometer of worth, the image and the focus on muscle gain and
weightloss readss acontradicton. Like the #bodypositive post, the implicit messagia

losing weight will make you happier and more beautiful.

The addition of the hashtag A#muscl ei sbeau
and demonstrates how fitspiration users are trying to expand the boundaries of beauty and
femininity toinclude muscularity. Muscularity has been understood as a way to signify
masculinity among mefGillett and White 1992)As such, women who have developed visible
muscles have faced stigmatization as unfeminine and leq@apie 2005, Dworkin 2001)By
proudly developing muscles and displaying them on Instagram with the hashtags
#strongoverskinny, #beautiful, and #girlswithmuscles, women inrfispn are doing what
body positive influencers are trying to do for fatness, just with muscuagitypand the

boundaries of what is considered beautiful and feminine. However, like #bodypositive, in
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#itspiration posts | overwhelmingly saw images ofvemtionally attractive young, white
women with thin, able bodies who were hyfeminized and hypesexualized despite efforts to
expand normative understandings of beauty and femininity (FIGURHEMdddition, while
users of #fitspiration did talk abolbieauty, they were more likely to phrase it in the terms of
physique or aesthetic. For instance, in one post a caption reads:

If you were to tell me a year and a half ago, you are going to be lean have abs and have a

booty | would have laughed so haravb ul dndét bel i eve you but he
physique | ever thought I 6d have, but trus
yeah it wasé #transformation #instafit #booty#homeworkout #bootybuilder

#diet#dedication #fitfam #fithess #golegoals#fitspiration #fitcouple #HITT #gym
#fittam#healthy #squats #leggings #longhair#cellulite #workoutvideo
#workoutvideos#booty #bootyworkout #fit #abs#relationshipgoals #wshhfitness (Figure
45).
This was especially true of posts which featured.rken example, one post shows a man
standing sideways, flexing his arms to highlight his muscles, wearing a riastéaseball cap

in front of a set of weights (Fi gWasgoingt® ) . The

type out this long motivattal quot e, but it comes down to th

#motivation#bodybuilding #swol edad#swol edadf i
young man similagl poses sideways in front of a set of weights, but this time flexing his legs
(Figure 47). The caption uses similar hashtags like #physique, #bodybuilding, and #aesthetics.
The use of terms like physique and aesthetics over beauty could be attributethtd that
beauty is seen as a Awomanédés i ssueo0 whereas s
masculinity(Gillett and White 1992, Kwan and Trautner 2Q09)
Overall, whether it is #beauty oplysique, both body positivity and fitspiration are
concerned with issues related to appearancesdfoebody positi\e influencerghis means

challenging beauty norms related to body size and for fitspiration it is muscularity, but those
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seem to be the dnbeauty norms these two groups are challendinaditional beauty standards
are still in line in every other way and in fact, it seems that they rely on displaying hyper
femininity and hypessexuality to offset these gender transgressions. As saatgbody
positive users and influencers are meeting their goal to expand the boundaries of femininity and
beauty, buhot as expansively aomeinfluencers want
HyperFemininityand Sexualityon Instagram

Femininity is performed habitually through our bodies via the ornamental surface, such
as clothing (e.qg. lingerie, dresses, floral patterns, etc.), makainpand being thin, and through
gestures, movements, and postures (e.g. sitting inward, makidgsoneb ody smal | , con-
a Scurve, etc.)Butler 1993, Young 1980Although #bodypositive posts and #fitspiration posts
defy femininity norms by celebrating fat and muscular bodies, respectively, influencers and users
continue to uphold many other standards of femininittye women pictured have long hair,
wear heavy makeup, have their nails long and painted, are dreggadiar specific clothing
|l i ke bikinis, pose in gendered ways, and expo
says, ANEVER apologize for being curvyo next
through wearing black and grey lingerie that higfis the smallness of her waist, yet largeness
of her breasts (Figure 48). She also performs femininity through wearing makeup, her lips pink
and glossy, and while her hair is up in a bun, it is clear it is long with wisps of hair framing her
face. Finaly, her pose is coy with her hand near her face and body just a little asymmetrical.

Like the Acurvyameila, o6 posing in sexy | in
using the hashtag #bodypositive demonstrated their femininity and sexuality. For example
another post a white woman encourages her f ol

hashtags fA#effyourbeautystandardso and fA#cl ea
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a red, lacy teddy (Figure 49). Her hair is dark, long and straigihtlunt bangs and lipstick to

match her outfit. She also performs femininity through her posturing with her hand on her jutted
out hip and knee bent. Similarly, in a post b
a bright pink, silk, negligeensiling seductively at the camera (Figure 50). Her hip also juts out

as she bends her knee, shoulders back to push forward her breasts with a caption that asks

foll owers to Acomment i f you |ike me in pink.

gendeed posing seen in the images described above were seen throughout even when the women

werenodét wearing lingerie.
For instance, there were many fAfashiono po
femininity. An exampl e ol adyhmesr gaamo bwh & eleans h tne

with fA#psfashion, o (plus size fashion) and A#
In the image she is surrounded by greenery, with her body twisted so it is not directly facing the
camera, and she wearsvhite buttorup, a reestriped skirt, and matching sandals. Like the

other posts, her hair is long with a barrette holding back one side aifactilbf makeup.

Another fashion post that upholds norms of femininity features a black woman posing of front

an orangebrown backdrop (Figure 52). She is wearing a féitting blue romper with her

reddishbrown hair piled in a braided bun, big earrings, and a glowing face. The curves of her

body are highlighted by the way she is p@dnds on waist, hip jteéd, and one leg in front of

t he ot her. Li ke fiansl eymorgan, 0 she uses the
A#l ookoftheday. o Al I of the women in the post
emphasize their femininity and sexuality thgbugendered and sexually suggestive posing,
oftenrevealing and feminized clothing, and hair and makeup. These displays are all in line with

traditional forms of femininity and beauty except that these women are fat.
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The hypetfemininity and sexualizatiois something that my interviewees noticed and

were often compl i alotof[Instagram@sers]ipresent #ig glamadrsios gf i
whatever marginalized group they areébasicall
lotsof makeum@ nd t heir hair i s al/l done and they're

Al 't hough Carina would go on to say that these
creating burlesque content for her followers. For example, in one post she canibdighen
pink lingerie sitting on all fours with her butt propped up; her hair so long it almost touches the
floor with red lips and long pink finger nails (Figure 53). In contrast, the caption reads:
My photos have never been just for the male gazesrimen just for attention or
followers or money. My work has always existed to create representation, for self
expression, to transform the way society perceives fat people and the way we perceive
ourselves, to create a seat at the table for fat peaplethhavendét had their
for fat femmes.
The message in her caption was something that | heard repeatedly in our idtehat\wer
content was not for men, but for fat femmes. However, she routinely encountered men who
objectified her body nsireading the content as made for them. More so, she explained that
Apeopl e are not wused to seeing a | arge body b
as vulgar and | get overly sexuali zedk€and itod
discussed earlier in this chapter, Carina brings up the idea that bodies can be misread on
Instagram. Although she sees her work as a space to create representation for fat femme bodies,
others might see this content as reaffirming discourses ofiigityi While Carina finds these
displays of femmaness empowering, other influencers find it constraining. Ashleigh has found
herself fAnot evenf aewmame ipnegr stoon b es hteh ipso rhtirgahy s h e

but knows t hatdoinglfehmehebe] épeoppedwoul d stop wa

engage [ her] work because [she] would no | ong
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This type of feminine and sexual imagery was also seen in posts tagged #fitspiration. For
example, in one image a tan woman withd brown hair, perches her fully exposed butt on a
table next to a potted plant (Figure 54). She is dressed in a thong and whiigpcsagater with
her hand on her | ower back, |l ooking down. The
withpeacre moj i s and hashtags such as fi#aesthetics,
a young white woman stands outside, surrounded by green grass and a bush, wearing a bikini
(Figure 55). Her body is muscular, and she flexes her legs, arms, and hbst&sds with one
leg out and her hip pushed out to the side. Both of these images, like #bodypositive posts, display
lots of skin to demonstrate their femininity and sexuality, along with long hair, makeup, and
feminized clothing and posing.

Althoughtter e wer e plenty of i mages of women t hé:
in fitspiration posts were more often seen in feminine voarkattire, rather than the lingerie
seen in body positivity. For instaapnksportsn a p
bra and matching |l eggings holding t\Vmudottl es
56). In a second post, another white woman is seen wearing leggings andapdfeigure 57).
Li ke many of the i ma gundedbyd@reeaerydaedsteisipustang hestlipe i s
out to the side. Her hair is long and blonde, and she is seen touching it. In addition, she is
wearingheavyeye i ner and ot her makeup and the post i
A#bootybuil di n gvenif fisspirationfivgnien arecnmoie tikkly to be clothed or
covered, they still display their femininity ahdterosexuality through posing, clothing, and
makeup in ways similar to body positive influencers and users. These displays are all in line with
traditional forms of femininity and beauty, like body positivity, except that these women are

muscular.
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To be acceptably fat or muscular, the women featured in posts tagged #bodypositive or
#itspiration needed to fulfil other aspects of femininity and bedaotessence, these women
Afapol ogi zedo for transgressing gender (i .e. be
in other waygMears 2015)Female athletes have long been understood to perform exaggerated
forms of femininity, such as wearing heavy makeup and feminine tgthnd highlighting
heterosexuality through being seen with men, or even looking promiscuous, in order to manage
the cultural tensions between athleticism and femin{idgvis-Delano, Pollock and Ellsworth
Vose 2009, Dworkin and Messner 2002his is also true of women bodybuilders who must
negotiate fenininity and muscularity like that seen in fitspirati@workin 2001, Krane et al.

2004) For the fat women engaged in body pegit a similar logic applies. Fat women tend to

be associated with mascul i ni tayafdiwomanuifsyauret hey t
feminine, you have to assert that femininity
(quotedfrom Virgie). To expand the boundaries of what bodies are beautiful and feminine, as

body positivity seeks to do, Instagram influencers and users rely on traditional discourses of

beauty and femininity to allow themselves access to these spaeesif for some, ke Amber,

body positive riemflll e mrtaerisngartenmadt much progress
place all thismportance angvorth on what you look like as long as we got to play too. And |

dondt think we need t o lenveaseedtadgebridofia@dl measurin
togetherd Maddie illuminates this complicated and contradictory issue, saying:

[Body positivity is] very sexy, which is awesome. | find that very liberating, but where's

the balance? Why are these big sexy pics gettikegH It could be a more modest, more

conservative look, even if the person is feeling really powerful in it. | just think that

addressing why certain things are the way they are, is where body positivity loses out on
addressing the patriarchal issues.
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Though there is no right or wrong way to challenge discourses of beauty and femininity, it is
important, like Maddie suggests, to think about the ways in which the patriarchal systems
whichinfluencers work can be constraining to their liberation effbtése the contradictions
bet ween influencers on the ideologies of f#fAfre
illuminated. By focusing on a freedom to beauty via Instagram some influencers reify the same
discourses that other influencers, adoptrfgeedom from beauty, seek to dismantle. For the
latter, some body positive influencers and users are working inside a system which will always
be exclusionary and constraining.
Racialized and Femininized fABel fieo

It is evident that body positive (anitispiration) users and influencers utilize forms of
hyperfemininity and sexuality in their posts on Instagram. But in my examination of Instagram
one body part reigned suprecné he butt. As Maddie put iit, Athe
haséboot i Elssetg 40% ofrthe poéts on Instagram for both #bodypositive and
#itspiration emphasized the butt, hips, and curves of a woman or mentioned them in their
caption. For example, in one image tagged #bodypositive, along with the tags,
A#honor myctdbeasbdbybegonidsi z elLatiox wearsoargigghamt her s, a
swimsuit and thigthigh stockings surrounded by greenery (Figure 58). Her back is turned to the
camera while she looks over her shoulder, her butt mostly exposed. In another post tagged
#bodypaitive, a white, thin woman is bent over a kitchen island wearing a black swimsuit
(Figure 59). Her long blonde hair obscures her face, but her fully exposed butt is the focus of the
i mage next to the caption, i We dineasdpeagh@moji,ar e f
foll owed by various hashtags including A#boot

amalgamation of butt and selfie). Posts tagged #fitspiration were similar. For instance, another

142



white thin woman with long brown hair is seen lookawgr her shoulder, her butt exposed by

her white thong body suit (Figure 60). Her ca
to postinarow € #selflove #strongnotskinméy 0

These are just three exampl eswanpoststhggedd o z e n
#bodypositive and #fitspiration. The belfie is a new iteration of the selfie, photographic self
portraits taken by oneself using a cellphone or similar digital device. Selfies have become the
standard representation of the body in satiatlia and hae been lauded for giving users the
opportunity to shape their bodily image online in ways that allow them full control of what the
image looks likgLupton 2015) The developmeérand proliferation of the belfie across social
media, not just in body positivity and fitspiration, signals that when given the opportunity to
visually represent onebdbs body the butt is a p
conveys though iparticularly feminine as no man showcased their butt in the images |
examined. AsGailey 2014: 112) explains, fat womends bodi
are soft, curvy, and fleshy. 0 Evenodieshhbyn women
hi ghlighting their butt becawbuealsogexuallp !l i di fi es
available women. Attractiveness, as an important barometer of worth for women, is based in the
heteronormative ideal that they need to be attratdimeen(Kwan and Trautner 2009)
Womends curves, and particularly the curve of
contributes to a sexualizing male gdlatton and Trautner 2011)

The butt and curves as displaying femininity is explicitly referenced in this caption that
reads, il f eedobkinglikeeaavbman. &love being clirey\and having big beautiful
boobs and hips. l't's hot. I don't ever want t

#effyourbeautystandardsé#bigandbeauti ful édo (F
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caption features a fathite woman in a black bra and underwear. She can be seen pulling up on
her under wear accentuating the curves of her
demonstrates the importance of curves for (heterosexual) womanhood because it is what men are
attracted to. The caption says:

My fiancé took this photo of me and, to be completely honest, | kind of hated it at first.

He LOVES it! All | saw was my tummy, back rolls, and cellulite. Then | thought...uh

hello this is what your body looks like and lbges this photo because he knows what

your body really | ooks | i ke when itds not

#sel floveé#womenempower ment éo (Figure 62).
Like the other posts described, the image that accompanies this caption highlightsw o ma n 6 s
butt and curves by having her pose to the side wearing a revealing blue swimsuit. What both the
captions and images communicate is that to be a real woman you need to have curves and those
curves need to be in the right places, particularly Yporr.

However, the image of the butt as a cultural icon is deeply racialized. Historically, the
emphasis on black womends butts has contribut
hypersexual and has been used to justify their oppre@ailins 1991, Gilman 1985, Hobson
2018) The controlling image of black women as signifying excess has been traced to the lasting
impact of Sarah Baartman, also known as theddtdt VenugGilman 1985) In the early
eighteenth century, Baartman, a Khosian woman from South Africa, was toured around Europe
as a spectacl e becausandgeiitalidn(SiMmanmilp85:218)r Aftaf hen g b u't
death, her body was di smembered and stored in
her remains were finally returned to South Africa. Baartman was literally reduced to her sexual
parts and that associath bet ween a fAprotruding buttockso a

i nform bl ack women&és s dthinkshere arevergfew pbbplewghar et e x

know that the beauty standards in our Westernized culture are at least in part a reaction to
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wanting to separate white bodies from black bodies. The thin ideal coming out of wanting to be

more Northern European and thin and tall and slim versus African bodies that are more plump

and c The prgminénce of butts on Instagram posts tagged #batypand #fitspiration,

especially by white women, is a-optation of a body part considered a signifier of black

womends sexuality, yet without any of the his
This isnét to say that bl ack;imatseveralar enot

black women in my sample posted belfies (see Figure 63). However, the response to images of

black women and their butts is decidedly different than the response to white women in

mainstream media. For example, Kim Kardashian is mostly appldodedr butt and was

rewarded with a reality television show after an amateur sex tape was leaked to t(egstess

2014a) However, when black rapper Nicki Minaj released her 2014 music video for

A An ac o n chdeatared\wdr iwerking in various butt revealing outfits such as shorts and

thongs, she was chastised by public commenters for being to¢Haxson 2018)Existing

bet ween these At wo emulthonednddopulatedebywacedWhitd cont i

individuals, and the other occupied by an int

butt (Collins2006:179). AASuz m8n and Valdivia (2004: 218) ar

bet ween space between the White bootyéand t he

boundary of acceptabilty and dedility within U.S. popi | ar cJuelntnuirfeero Lopezbos

to perform fiwhitenesso (or at | east hybridity

Kardashi andés tThapnolifédatian land ceMbratian joftstts on postskeh

#bodypositive may seem like an expansion of what a beautiful body can be, but this is only true

for white women. Ashleigh explains that body positivity influencers goal of moving the

benchmark of beauty standardrs,bliadolwibemonorms hi f
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people. o0 They would go on to Ilink this direct
Al mean even how wedve seen how Kim Kardashi a
white peopl eébut ahigkeséitkEvien dbesniwaschhe s
per son, Il would stild]l be seen as fraistarmlr t han
sexist stereotypes about black women that are associated with their butts, black women do not
necessarilypenefit from the proliferation of the belfi€he marginalization of black women in

these representations of the butt is similar to Mireile Mfeo ungé6s (2014: 4) met a

bl ack womends sexuality, Abrown saurgca buthias AiLi ke
nonet hel ess sweetened a cup of tea, black wom
produce it are invisible but nonetheless ther

demonstrates how white women can use curves to gainlitysiimd financial success in ways
black women are rarely allowed to do or at least without any of the burdens that typically
accompany black women.

Al t hough the question of fAare al/l bodi es b
body positive inflencers, my examination of #bodypositivty on Instagram told a slightly
different story. It was clear through captions and hashtags, such as #effyourbeautystandards and
#beautybeyondsize, that users and influencers on Instagram were deeply concerned with
expanding the boundaries of what can be considered beaarifiuthus upholding traditional
norms of femininity and beaugxcept for in relation to body siZ€his isin contrast to the few
influencers who would rather body positivity as a whole and ondrestatake a freedom from
beauty perspective and dismantle appearbiased worth altogetheWomen were allowed to be

fat as long as they fulfilled femininity in other ways, particularly through wearing gender

specific and revealing clothing, having longh posing in gendered ways, and emphasizing
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their butt. This was true of #fitspiration posts, but rather than focusing on fatness, users were
focused on muscularity. Issues of beauty continue to be a asggecof body positivity both
off and on Instagam, but where does health fit within this narrative of beauty and gender? Are
influencers interested in the discourses of health that paint fat bodies as pathological (as was the
FAM) and how does this show up on Instagram?
ARE ALL BODIES HEALTHY BODIES? DISCOURSES OF HEALTH
One of the central goals of body positive influencers is to expand the boundaries of what
it means to be beautiful in the contemporary United States, specifically to include fat bodies. But
do body pogive influencers seek to also expand the boundaries of what it means to be healthy?
Although beauty was a prevalent discourse in body positivity, health discourses were largely
ignored by influencers both in interviews and on Instagram. The lack of fadusadth in body
positivity was in stark contrast to fitspiration. The posts tagged #fitspiration gave a clear message
on heath, one which is in line with discourses on healtf@mawford 1980gmnd wellness: to be
healthy was to wor k outedoreastulaific|l eano and be t
For example, a post by fAalexcrockfordo sho
|l ifting weights in a gym (Figure 64). The cap
opportunity to reach closer to my best versighysically, emat onal | 'y, spiri tual |
what keeps me motivatedé#fitness #health #mot
#wor kout motivation#fitspiration #nevergiveupé
findings related to health on #fitspiration postsstinealth is intimately connected to
appearance and thinness is a sign of good h@altthsler 2012, Metzl and Kirkland 2010)he
i mage of fAalexcrockfordd along with the hasht

to be halthy is to look like he doésthin and muscular. This is reaffirmed by many of the
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before and after images described earlier in this chapter. To be thin is to be not only more
beauti ful, but healthier than f aotivatbno®coeds and
good health and appearance are achieved through the individual activity of working out. In a
neol i beral society filled with fAgoodo (e.g. w
to choose from, NHeveryedap icsoasrmrroppofbumitype
version) by making the right choice to exerdisepton 2013) Fitspiraton posts were filled with
these messages of personal responsibility. As good neoliberal citizens concerned with the
wellbeing of the state, we monitor our own conduct and measure it in relation to dominant health
discoursegMurray 2008) As fAal excrockfordo posts, we shou
l i ke his as fA#wor kwetdondtvaiti @noobrcaws ef adl t
fat).

While #fitspiration posts promoted fA#heal't
working out, clean eating, and celebrating a thin, muscular body type rooted in notions of
personal responsibiliy , body positivityés relationship to
consistent. This is unsurprising given that my interviewees responses to questions about health
variedwildly, demonstrating that body positivity as a group has a complicated relagiovish
health. An example of the diverse responses about health in body positivity can be seen when
comparing Carinabés perspective versus Giabds.
enough people talking about [the] actual #ifalissuessurnen di ng heal th and bod
because people are more concerned with Aherebd
positive influencers should be talking about
the same type of medicelar e 0 or because fitheydédre killing t

body shamed. o6 Gia represents the other side o
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the body positive community to di aspacefor heal t h

individuals to feel good about themselves regardless of what society perceives their bodies to be

|l i ke. 0 Bringing health into the conversation
woul d Aregress the worko of giving Avisibilit
The one thing that influencers did agree o

someoneb6s health st at dremAmper).Bottkin andyfat pebpletcame mo  (
engage in both healthy and unhealthy behayiikes fitspiration, kealthy behaviors mean eating
Aright o and working out to bodMynwom,shetusedte i nf |
be a size 0 when she was 18, but she said she lived off Twinkies and Coke. Just because you're
skinny, that does not make you healthyy B u twh&idkehtibesasfai s a ficrazy heal
persono who Abuys everything organic, 0 fAstart
smoot hies. 0 Amber agr ee swewlhavethe dkinng friesncewhd i me n t
drinks like afish and smokes and has terrible eating habits and is stressed out to the max, we also
have a fat friend who eats a balanced diet and works out all the time and all their blood markers
are perfect. o Before getti ng engagedinacgckkofwi t h bo
gaining and | osing weight because of dieting

[ her] body. 6 But -kiethough bbdg positivifysnhge ai bso uitw asye Ihfe al t
| everhavebeer because she worlaut anddrinks and eats less.

I n these discussi ons o fsomsiflaehcerpumampstiorislyc an b e
reify the boundaries of healthy and unhealthy
formed in and through the discourses underlyirg thd o b e s i ti yhat éapis thikstraw ¢ 6
man in the legitimate concern over a global health and financial crisis that is really being caused

by sedentary | ifestyles and poor dEkssentislly,( regar
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influencerspitte fAigood fattyo against the fibad fatty.
organic these women perform a fatness that is socially palatable (i.e. good) while simultaneously
throwing fat women who don o t(Chakin2018,tPausé2@15)i n t h
I nfluencers are t hemesadbd eb ynomwwdkent dutrféttiestatee i r A go
doi ng. For exampl e, Sal | yhedtlappstivetbbcause[she] her fp
think[s] it's a really iIimportant aspect of 1
i ssue with peoglremehao® cayithg:t he ex

there's this whole realm within the body positive industry that's takes fat positivity to an

extreme, in my opinion, where they just preach like you can weigh over 300 pounds and

not work out and not be healthy and still accept yourselél IAm not saying that you

can't, but for my platform personally, I'm always saying you can accept yourself while

still working to be your best self.
Byiwor ki ng out andétrying to eat healthy becau
framesherselh s a fAgoodo fatty and those who dondt a
Sally and other body positive influencers legitimize their existence by assimilating into
traditional health discourses rather than defying them. Margaret explains #ais urg

We're in a neoliberal system that tells us that we have to be good citizens and healthism is

inherent in that. So, it's our responsibility as individuals to maintain our healthy bodies.

That is another thing | think that separates body positivity tfteeae more liberatory

movements because body positivity is like, "Oh, yeah, strong, not skinny," those sorts of

messages that are just like substituting one thing for another but are still part of the

system that's telling us we have to be a certain way.
She would go on to explain when she works with clients as a life coach they come to her saying
"Well, okay, I'm willing to accept my body as it is, but | still want to live a long life, and | want
to be healthy. How do you help me do that?" From her petsigtheniia | ar ge, | ar ge
body positivity is this won't impact your health and telling people that they can still pursue health

while in these bodies. o0 Amber agreed that thi

positivity inthatshebt en hear $opgoplosi sayidy is fine, un
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unl ess you | ook super, super obese, or wunl ess
di abetes and | i ke thatds grossé. o Bomot Amber w
compl etely under our cont r ol ynquotarighythimge atnhdat 'y
tomorrow you might get sick. Tomorrow you mig
the reality that health is not equally accessibletoeveryoTher e ar e f at peopl e
choose not to access medical care or cannot access medical care either because they're afraid to
go to the doctor because they have agxisting condition related to their fatness and that they
can't get insured, begse the equipment in the medical offices doesn't accommodate their size or
their weight.o There are factors outside of t
of health, such as access to healthcare, discrimination, and economic condeton$ptims our
status as fA(Angdasort, dmitlhangSidel RA0% Porter 1997)

But what is Ahealthod according to body pos
by looking at someone®@nce again, influencers struggled to define what health was for
themselves, let alone have a consistent narrative among thembelvesmenfluencers, health
is Awhen youdbre feeling the bestodo and is var.i
Chl oe e xifruttimg onteldthe méat and if you want to be a vegetarian or something, that
makes you feel the best, and the doctgssdeah, you're doing really godithen that's what
you need to do for yourself. It's whatever, whoever you are atyourbestSal | 'y f el t si n
s a y i lfegl like ifis different for everybody but for me it's just feeling my best because | know
tha when I'm in a like a workout slump | just don't feel very gooyg day doesn't go as well, |
don't have as much confidencé Al t hough both Chl oe and Sally
whatever makes you feel your best, they still reference traditimtians of health in that the

doctor is the authority and that working out is key to feeling healthy. This was also true of
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Amber and Margaret, except they went a step further and questioned the importance of health
altogether. For example, Amberexpid t hat f@Ahealth i s spectrumo

thingo since you can fiask a dozen different h

something different. o0 However, she also recog
control weaodnttdatall the Aquote unquote Origh
health organizationémeasure it byéand tomorro

hit by a b usareave ®ippbsedstdvait tid shé gets befier to give leesdme

respect and care and access to resources and healthcare and everything else? Obviously not, so
when health is used kind of as a weapon agaihst t hi nk it 6s ré&iadof y pr obl
being aware that health insotnoutn dae rb aoruormectoenrt roofl
prerequisite forrespecto Si mi | ar |l y, Mar gleinglecapseledlte r s t he t
Adoesndt | eave enough room for us to be human
things could go wrloenigng nc aoputru rbeosd,i efsh @ow Wed U f e e
s a y i sangeone \Witho has a chronic disease for instance may not be 100% pénfeaitlyyd

but if they are coping well and their mental health is being supported, they might consider that

their welktbeing is very good overall0 S he f i ni Bldnetegvelyone ishealthyragd, 0
that's okay. There are people of all sizes, all shapes, all colors, all orientations that are healthy

and people of all sizes, shapes, orientations, et cetera, that arthynAeame, that's the more

important messaged . Both Amber and Margaret challenge
it is irrelevant to a personbdbs value as a hum
i nfluencers di dndlthistand ltslimportange, exeept that health & variable a

and cannot be determined based on appearance.
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Given the complicated understanding of hea
understandable why the relationship between body positivity and logalitistagram is not as
clear or dominant as seen in fitspiration. Of the 105 #bodypositive posts examined, only 23 were
related to health and unlike fitspiration, which told a consistent narrative surrounding health,

#bodypositive posts did not. Some sseere concerned with ending diet cultuee of the

tenetsof body positivity. For example, in one pos
[ her] chil dés gymnastics c¢class and heardo a g
want a flabbytmmy /1 donét want to be chunk/ I want to
continued:

All I could think (can think; I'm still sat here [sic]) was 'what must they think of me?'I'm
confident in myself, my never failing body and my choices to be part @irineliet
revolution but |I'"m so sad theseéconversat:.
and I'm fearful [for] the fragile people that overhear. Consider your words, and the long

lasting negative impact your words have. And remember that weighSINIE equal

health! ... #healthateverysizeé#l oveyourself

#stopbodyshamingé#effyourbeautystandardseé#
Here filoveme _katieo challenges the fatphobic
that these types @bomments are problematic and hurtful.

Li ke #bodypositive posts, the influencersboé
talk about health, except when it catn®pposing diet cultursuch as intte example above. For
instance, inone pgsitesshaes a screenshot of an article she
of Self magazine that featured body positive influencer and model Tess Holiday on the cover
(Figure66}®,. The title reads, ANope, | 6m Not Trying
imagewith an excerpt from the article that says:

Alt took me a quarter of a century, but |

of a lifestyle dedicated to a smaller body and the promises that were attached to it, | had
been cheated. | began talize that diet culture was not going to give me the peace and

18 https://www.self.com/story/iamot-trying-to-lose weight
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happiness it promised. It was a thief, and | have spent half a decade trying to recover all
of the things it has robbed me ofo éNo bod

In another pas Ashleigh wears a fishnet body suitwithe@h i rt t hat says, Al DG,
YOUR DI ET SUSAN, 0 with a caption that reads,
folks will cast upon your body/ youmofaudacity
these posts from influencers, like many | saw from other influencers, and the ones like
Al oveme _katieds, 0 emphasize the idea that die
bodies seem more valuable than others. However, by fighting atensarrative that thin
bodies are somehow healthier and more valuable than fat bodies, society can realize that all
bodies are good bodies, the mantra of body positivity.

Although there were posts related to fighting diet cujtomest posts were th@pposite of
thisd promoting weighdoss, endorsing fithess and clean eating, and engaging in the personal
responsibility narrative seen in posts tagged #fitspiration. This is in part because fitspiration has
co-opted the language and hashtags associatadoaity positivity. For example, in one image a
fit, white woman wearing a black tank top and matilored leggings can be seen posing for a
selfie in her home (Figure 68). Her caption e
outand workingagaio and asks them fo¥shka ggarstiji winso ffoaol
32 hashtags including, fA#healthandfitness, 0 0
post tagged #bodypositive that looks and sounds eerily similar to #fitspiration hplsdtes
sideby-side of the same woman (Figure 69). The photo on the left shows her insideng
crop top and a pair of | eggings, turned so he

In the photo on the right she appears the same excepintiei she is wearing shorts, her cellulite

9 Dietbet is an apipased weight loss program where participants bet a certain amount of money that they'll lose a
certain percentage of their body weight in a certain time frame.
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on display with the words ANot Fit?0 undernea

cellulite define how fit (or not fit) they ar
nutritiousfoodass much as [she] can, and [she] stild]l [
AFirst of all youdre definitely 100[8€] Yoot | ess
can reduce cellulite by exer cabigchag[claitmevere at i ng

really goes awayeée#fitness é#wikeithg postétaggesié # heal t h
#itspiration, the posts tagged #bodypositive focus on thinness as a sign of health with both posts
above supporting #weightloss or going from #ffitt Although the posts both reference
expanding the boundaries of what can be considered beautiful, whether it be women with
cellulite or distancing themselves from perfection, it is clear that they both uphold normative
views of thinness as healthy apeautiful in ways similar to fitspiration.

Even with the overlap with fitspiration (and subsequent emphasis on stereotypical

barometers of health), body positive posts also addressed an aspect of health rarely seen by

fitspiration: mental health. Forexgp | e, one capti on r esomething ii s poi

special i see blotchy skin and i thinkbeautiful its often the little things we need to find more

kindness for. it might feel too little, maybe even unimportant. But starting to give lovedo littl

parts of you that you didnét even know you ne
) é#everybodyi sbeautiful é#edrecoveryé#l oveyou
A_kell yuo ctovertadk@das impoegant wayed cbmbat her eating disgsgen in

her hashtagsgnd address her mentedalthBy | earning to | ove and acc
Instagram users might challenge narratives that contribute to the high rates of body

dissatisfaction, disordered eating and exercising, negative body image, and depression among

women(Bessenoff 2006, Bordo 2003, Tiggemann and Slater 2080h)tal health was also an
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i mportant topic among influencersoé I nstagram
mentioning it. I n one caption, Amber talks ab
(al ong with a bunch of vitamins and probiotic
(Figure 71). Shéhenwritesthatin As a cul ture, we need to end th
for ment al heal t h. The mi nldeshase ipsaeking heldor t he bo
treatment for any illness, no matter what the cause. Depression, anxiety, and other mental health
i ssues are no different.o |If some members of
surrounding healtithen mental halth can and should be a part of this discussion. Just as fat
people are stigmatized and feel shame going to the dpstdo® do people with mental health
issuesand in factthese groups often overléparrell 2011)

The last point in relation to health | want to illuminaseone that was mentioned in the
previous chaptér individual versus structural goals. Many of the goals of body pagiave
individual, such as |l earning to | ove onebs se
your body is of value. But dgliscussed previously, for some influencers this is problematic
because they feel body positivity should be lookingeke structural change thatfor the good
of many. One way that this shows up in my interviews with influencers, but rarely on posts
tagged #bodypositive, is that everyone deserves access to equal ahscniomnnatory
healthcare. This was an importague to Carina, who was one of the only influencers to post
about it on her I nstagram. She told me that h
especially fAplus size people or trans peopl eé
attentonhat thin and cis people get. o She also to
was plus size and had cancer, but when they w

This is very similar to the story of Ellen Maud Bennett, ayédrold Canadianvoman who died
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shortly after being diagnosed with terminal cancer. Her death made headlines in July 2018
because of the message she requested be in her obituary:

A final message Ellen wanted to share was about the fat shaming she endured from the

medicalprofession. Over the past few years of feeling unwell she sought out medical

intervention and no one offered any support or suggestions beyond weight loss. Ellen's

dying wish was that women of size make her death matter by advocating strongly for

their halth and not accepting that fat is the only relevant health fsue.
Because | was conducting interviews during the time this story was in the press, | believe this
injustice was especially offashmyscpreralrigwdyp ant s o6
body positivity and inclusiveness, but health has not. And you hear about horror stories, where
people are sent away saying they need to lose weight because they have pain, and then it turns
out they have cancer, and the doctor didn't even bothenlapki 6 For t hose | i ke C
Maddie, who are interested in challenging the medical institution, this is about life and death.
Ashl eigh highl i ght e dthinkhhatshe pealth Innmn fightimgeforiss he s ai d
accessibility to resources and touy actual wellbeing. Like, | am not well because the world is
actively trying to kil!l me. Thatods the health
thisédo

As Maddie says, body positivity Afalls sho
women especially those who are also women of color, queer, old, and disabled, the discourses
surrounding their bodies are a matter of life and death. The narrative of health paints fatness as
pathological, unhealthy, and a personal failure. The images opiritsn, and to some extent
#bodypositive uphold this narrati&ecelebrating (young white) thinness by any means. The

guestion ofwvhetherall bodiesarehealthy bodies can be answesssilywith afinod based on

the images and captions seen on Instagramweier,somebody positive influencers and users

20 hitps://www.buzzfeednews.com/article/laurenstrapagiel/obitoalig-out-fat-shamingdoctors
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are trying to expand the bound athatappgarance doeshc !l ud
not correlate with health. And some influencers and users are trying to make some structural
change to notiomof health by dismantling diet culture and attempting to ensure equal access to
judgementfree healthcare. But these structural messages are far outweighed by normative
understandings of health on Instagram. Interestingly, at the same time healthtestedon
discourse among body positivity influencetss also the most highly criticized aspect of body
positivity.
HOW IS BODY POSITIVITY RECEIVED?

The comments on the posts tagged #bodypositive and on the posts created by the
influencers teb us the messagesgdnder, beauty, and health are recemed adopted by
commentersDo followers agree with the message that all bodies are beautiful, especially as it
relates to fatness? Are they buyi nsdivesamkat di et
must be stopped?o they adopt the beliefs of influencers and users?

One of the first things to grab your attention as you scroll through the lines of comments
is the plethora of emojis. From colored hearts and fegas smiling faces to psang and
clapping hands, these emaoijis digitally represent support of the images and messages posted on
Instagram. Beyond thaherearewor ds of encouragement and suppc
about this post, 0 Ayas quommentersthaakedthefusesandr e am
influencers for posting a message they needed to hear, for being an inspiration, and for helping

them get through hard ti mes. For exampl e, one
thank you so much!! It made me dile crazy. It can get so tough at times, but we are
like superheroesve get through it no matter what. o Oth

huge inspiration to me! As to many other women. | needed this fodayndfiGo on and
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SLAY! | see a HUGE HERT and CARING SOUL. You helped me be nicer to myself, so
THANK YOU. o
Besides general encouragement, praise, and thanks, the largest type of comment were

oneds that remarked on the beauty ofolobks.e post

Manywer e si mply Abeautiful, 0 Agorgeouso or fAyou
commented on their curves: AYou're very beaut
Ayou | ook beautiful! | ove your curves. o The b
prebmi nately womends | ooks and bodies is not s

tied to their appearance. Since attractiveness in women is nearly compulsory, followers comment
on these womends bodies evenheiicaptionistrymgte | i tt | e
convey.Furtherbe cause many of the usersd focus i s on

means to be beautiful to include fatness, comments like these show support for their message.

However, some of the comments cross thedife comment i ng on an influe
and instead sexualizes and fetishizes them. F
tongue in a**hole, o6 AYummy | ove to eat your p
thought of undoingyous t ri ngs. 6 These posts move beyond s
challenge beauty discoursesdobjectifies the influencer or user by reducing them to their sex
appealHatton and Trautner 2011Hlowever, someommenterand even the influencers

t hemsel ves cal l out this type of sexwualizatio

postsausernamed fAj ei chandl erlikeasspiderdveb I'd lO&¥Etogeh ong | oo
tangled up in. o0 Carina responded, Anobody <car
that shit to yourself. o0 Angered by this respo

about your body. Dumb wench. Shhetfuck up. Keep my comments to myself??? Keep your
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pictures to yourself. You WANT the attentionée
bitch's pics. o0 After this, other foll owers ra
misogynisticbehai or . One f ol |l ower comment ed, Ahel |l o M
don't get the attention they want so they try and degrade the woman. Way to be just another lame
example of the patriarchy we women are fight.i
Again, overall, the comments the Instagram posts were largely positive, but there was
one outlier to this: that body positivity promotes obesity and unhealthy lifestyles that will lead to
death.One post that received a significant amount of negative comments compared to other posts

came from Ashleighés Al DGAF ABOUT YOUR DI ET S

commenter esponded, AWell you should give a fuck
you dondét try to | ose weight. o Otherslcakrkade co
about it when you have a heart attack, o0 fioh w
if you want but dondét promote/flaunt it onlin

comments feeds into the traditional health narragiver r oundi ng f atness and |
epidemico by cl| ai mi nhgalth, ikaa heaft attadk, arsdwill evgntualy es t o
lead to deatliBoero 2012) Further, these comments contribute to the moral panic surrounding
Aobesityodo by defining Ashl eifghroemditfil mgta nlgiof e
commenters deem problemadicd meet it with astility (LeBesco 2010)The hostility of the

comments and fat shamingight be understood gsart of thetraditionaldisciplinary gaze and

surveillance that attempts to normalize and control fat bodies because they are seen as excessive,
out of control, and pathological. This form of biopower encourages citizens, like Ashéeigh,

take responsibility for their own bodies (and life) under the threat of indirect (featbault

1978) The mplied hope is that Ashleigh will take the shaming and threats from commenters and
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act on it by becoming thin and h@artay2088, t hus
Zola 1972)

Ashl eigh wasndét the only influencer to rec
Carina and Jes also received thesegygeomments, though in fewer numbers. After Carina
Apopped up on [their] explore page, 0 fimagnuss
guestiono about her weight. They asked, Ahow
healthy long life® The userdrther clarifedt hat , fAYou wi | | most | ikely
problems when you turn 50 something. I'm not criticizing your choice, but | want to ask how you
are going to handle those things, because there is a very high chancdadithap e ni ng. 0 Ag a
this comment relies on the notion thatrfatst likelyequalsill health even though Carina makes
no reference to her health status As Carina told me, fAEvery singl
there for people to rip apart and tell they think | should die and that | don't have a right to
|l ive. That in their minds | ' m cos tlsomadtot hem mo
deal with assumptions about her healsrsomeone who is over 300 poufigure 66). The

comment reads

éNo onebs body is intuitively telling them
anything the body will start fighting that
with the increased wor kl oad. n¥botyduaedar i ght ,
| ot of others |1 6ve seen in the FA/ BoPo gro
mean by making a |ifestyle change. It mean

starving yourself, but people more often eat way more ti@nkodies actually need). It

means eating more healthy options rather than fast food and sweets all the time.
Personally | do 90/10 where | eat healthy most of the time and splurge on fast food or
some chocol ate or whatever the other 10 %)

Embeddedn this comment is the personal responsibility narrétiveU could be thin if you

wanted to be, if you tried hard enough, if you practicedsafn t r o | and didnét #do

portion sizes. 0
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The comment made to Jes, like most, misses the point oaptier, that losing weight
does not equate to happiness and that no body is better or worse than another. Instead these
comments demonstrate that for sothese messages of skdi/e, beauty, aniliet culture, and
that all bodies are good are too radaadl need to beducated on what they should be doing
But for influencers, comments like these are just part of body pos#indyalthough I did not
see any, can be muchcrueler Gi a says she hears criticisms |
cont i fhueerde," si just a | ot of, especially health
say that we're terrible for accepting fat people and that we just want them to die and that we don't
care about their health. o Simiéasadyindlarigpoet
yourself as is because thatodéds unhealthy. o6 But
take awaywailsd ht hast al so not a barometer for wor
deserve respect and dignity and careandt onomy because wedre health
wedre humans. 0

Although influencers receive negative responses to their posts around health, even though
a majority of their posts donét even nsention
same problem. Commertts #bodypositive posts are different in one way from the influencer
comments and from the general praise described above. Because ebfhatcm of
#itspiration in #bodypositive some of the comments praise wéghtand enage in some fat
shaming rhetoriowhich goes against the larger goals of body positivity. For example, in posts
t hat di s cus s -lcsojoumeymanydikthe woenments praise them for losing
wei ght, such as, AKeepigoomi n@rstmegrmg AAmMmarzi hgu lt
AHard work and dedication pays off. o0 ,Alet hough

do send the message that thin is better and that through hard work and dedication everyone can

162



and should attain thinneds this sensghe message of these body positive users on Instagram is
well-received, but the message is in conflict with what influencers say body positivity is. That
said, there were a few comments that engageticitly infats h a mi ng s killddiuras, @Al 6
body. Whoever calls u fat is a complete moron
absurd! You look amazing and happy to read that you dont care about idiot, jelous people
opinion [sic]. 0 These me dasianggattve amdaskoald melawided t h a
at all costs.

How influencers and users respond to negative comments varies. For the most part,
influencers, who received the most negative comments, ignored trolling comments, instead
engaging with people who havegitive comments. Like theommentersthey send lots of heart
emaojis to their followers, but they also offer extra words of encouragement to those who need it
and thank followers for their kind comments. What is near@monis that followers come to
the defense of influencensho receive negative comments,the point thamanythe trolls
delete their comments all togettféE or exampl e, in one post fAbeck.
a comment about Amber s deci si orsues bowevarkhe medi
comment has since been deleted (Figure 71). | know the comment existed because Amber and
her followers came to her defense. Amber says
response on a post wh e of gettihghep andadkikgimedjcatiarb out t h
You specifically mentioned side effects of depression meds. This is not the appropriate place for
that conversation. | said what | said and 1 6m
around the aopomdmenWhi | eesponded to Abeck t hol

are you seriously giving unsolicited medical advice on Instagram?!Not only is what you
said a generalization which may or may not

21 This methodological issue is discussed in chapter 3.
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case in mind but is also beyond y@gope of practice since she is not a client nor patient
of yours. For you a prescribe a dose of humility with a side of mind your own business.

And this continued, with followers responding
to Amiownthesirness. o
But foll owers didno6t just respond to troll
comments in support. I n one of many instances
| am 43 years old and still hate my body and self. | watch thes pass me by and still
have not learned to get out of this crappy slump. | have hated myself since as far back as |
remember. It may have come from my mother actually. All | am doing is getting bigger

the harder | try to | dangeitfoemyselfiduite franklydlon ét k
dondot even |ike | ooking at myself in a mir

Followers rallied around her in support saying thingsfij@u are perfectly made sweets, 0

andiCheck out #youaintyourweighthey have a great podcast too.. Besponses like these

served to help Alisafiggiedo feel belefofraly about
positive influencersAnother example comes from a post by Margaret who reposted a photo

from theartist Cecile Dormeau which featured a drawing of a small breasted woman with the

words fAcutedo underneath and a second drawing
ivul garo crossed out and Ffdnpdsporseafollomwiert h fAal s o
exclaims, fAYessss! ! 0 aradk tedches she raide@dthe issue of lamer a n
breasted students getting Achastised for inap
woul d wear the exact same o unyfbliowersappldudedber one w
for Aadvocating for her studentso and shared

were youngero because they were fAitold to cove

22 The origiral image rather than the post by Margaret is used to protect her identity since she wished to remain
anonymous.
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As the women shared their stories aibibeir large breasts and the shame they were made to feel
the original commenter responded with support

The community within the comment section of these Instagram posts demonstrates that
some have deeplypken on the mission of body positivity and are livingnt expressing this
the comments. Between the supportive community described above and the overall positive
response fronmommentersthe comments to Instagram posts show that body positivigviaid
some positive impact adinem Although some&ommentersre resistant to the idea that fat
bodies can be healthy or that health is irrelevant to making a life worth living, the fact that these
are immensely outweighdxy positive commentdemonstratethat overall body positivity is
well-received. The goals of sdtive and expanding boundaries of beauty, along with touting the
mantra that all bodies are good bodies, are ideas that followers are getting behind, even if health
is the final frontier of esistance.
CONCLUSION

Body positivity stands by the mantra all bodies are good bduli¢sre all bodies
beautiful? HealthyFor some influencers@ntralaspecbf body positivity is to expand the
boundaries of what counts as a beautiful batiile claiming body positivity is inclusive of all.
In fact, this expansion to all bodiéswhatis supposed tdistinguishthe group from the FAM.
However, in practice body positivity is not as inclusive or representative of all bodies as some
influencers wanit to be.For example, even though body positive posts feature images of people
of color at similar proportions to the United States, for some influencers this is not diverse
enough. Body positive Instagram ptheyhesedtabenodt |
centered in a way not seen in other forms of

[ and for] mar gi nal i z e-dendereabkbddied yoang, tetetosexuale nt e r i
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women, body positivity continues to keep thosditranally marginalized at the margins (quoted
from Melissa). Comparing #bodypositive posts to #fitspiration posts highlights the relative lack
of inclusion.Although a greater variety of bodies appear in posts tagged #bodypositive,
including trans and fdiodies, than those tagged #fitspiration, both cdntperfeminized and
sexualized white, young, abbodied, cisgendefpresenting women who transgress norms of
femininity in one dimension, fatness or strendthese results suggest that, while bodyitpoty
expands femininity, allowing women to be fat (especially in their butt), it does so only if other

aspects, such as whiteness and heterosexuality, remain.

Al t hough body positive influencers disagre
toop Bfreedom fromodo beauty, it was very clear
messages of all bodies are beautiful, that a

Expanding the boundaries of what counts as a beautiful body is centrastdody positive
influencers and userson Instagrdame s s ¢l ear was body positive in
relationship to health discourses. While #fitspiration posts were consistent in their messaging

that thinness is a sign of good health and eacis ifresponsile for achievng health through

working out, clean eating, and losing weight, this was not the case for #bodypositive posts.
Although some post®er the latterdid fall in line with traditional discoursef health, others

focused on endingiet culture challengng fatphobia and the idea that fat people cannot be

healthy or happy. Further, some decided to tackle issues related to mental health, something not
seen in fitspiration posts. The variability in healghated posts, when they did erge, was

unsurprising given that influenceatsohad a complicated relationship to hedlttsome touting a
Agood fattyo narrative, while others thought

positivity at all. This conflicting narrative of hedltin body positivity is likely because
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influencers had different ideas of health altogether. Although most influencers agreed that
Ahealtho could not be determined by oneds app
person (i.e. whatever makes somedeel best), that was about the only thing they agreed on.

Some influencers adopted traditional barometers of health, especially as it relates to working out

and listening to your doctor. While other influencers challenged whether people should care

abou health at all since your worth is not based in being healthy and, furthermore, being
unhealthy is Aokay. o0 Once again, the disconne
within (or outside of) these traditional discourses demonstrate a dance oategais

influencer try to enact embodied resistance whereby some mime the discourses and others

displace them.

Issues related to traditional discourses of health also showed up in comments on
influencers and user sod | nsveralgimiaglysupporsve afthe Whi | e
messages influencers and users touted and even adopted them in their interactions with other
followers t he few that werendét specificatouldd t ook i
be healthylnstead some commensefelt they influencers were part of the problem with the
obesity epidemicComments that influencers would die or have a heart attack were framed in
narratives of personal responsibilifjhese faishaming comments can be understood as part of
the discipinary gaze and surveillance that seeks to tame bodies deemed a threat to society.

Although followers were less receptive to challenging discourses of health, abenall,
supported body positive i nlbveandmaviegrthenehmatk user s
of beauty. Not only were they receptitieey were practicinthesein the comments with other

followers.
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CHAPTERG: DISCUSSION & CONCLUSION

Many women in the United States today expe
and perpetual lbly dissatisfaction{Gailey 2014, Kwan and Trautner 200%he intensity to
which women feel normative discontent often resultdisordered eating and exercising,
depression, and copious amamtf beauty wor k thaly(Bodd2008Keant he fii
and Trautner 2009 hese material harms asfiena consequence of beauty, health, and gender
discourses that emphasize and perpetbhtenogenous and ubiquitous ideal of thinnd$e
di scourses of gender, health, and beauty are
di scussing peopleéas expressed in a range of
|l ive, and treat bodi eso (L upntra overBodidsIlire&ly . Rat h
and through violent means, governments seek to encotlr@geitizens to take personal
responsibility over their own bodies through techniques of surveillance and regulation to comply
with these discipling discoursé@Soucault 1978)In the contemporary United States, this power
is pervasive, yet relatively invisible as itis suchaubigt ous part of <citi zens:¢
body-shaming, lack of access to a wide variety of clothing sizes, the domination of-esight
supplements, the abundance of photoshop software, and the absence or degradation of fat bodies
in mainstream mediaitizens internalize the narrative that fat is unattractive and unhealthy (and
for women unfeminine). As such, via these disciplining discourses, it is our personal
responsibility to control and fix bodies that exist outside traditional and ideal stanflards
thinness (and whiteness, allediedness, and youth).

More specifically, discourses of health have helped to medicalized fat bodies as

pathological and thereby in need of treatm(@®hirray 2008) The threat of fatness as a
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postmodern epidemitreached peak intensity when both the World Health Organization and the
American Medical Associain officially recognized fatness as the disease ob@sdiey 2014)

More so, many sources, including the media and health practitioners, have constructed fatness as

a catastrophe that threatens societal interests despiireports that showhe link between

fatness with poor health and morbidity is erroneous and highly exaggétaiegos 2004,

LeBesco 2010)Similarly, discourses that paint fatness as unhealthy havdegstted it as
unattractivgBordo 2003, Kwan and Trautner 200€hernin (20090 e s cr i bes soci et y
obsession with (feminized) thinness and the ways in whidgitlates and polices bodies into

this beauty i deal as the Atyranny of sl endern
great lengths to achieve this ideal of beauty including dieting, plastic surgery, and exercise

(Kwan and Trautner 2009) Furt her, health and HMeialdng ar e Ai
Kirkland 2010:2). B be considerebteautiful,one needs to be thiandthat thinness also

demonstrate that you are healthyn addition, discourses of beauty and health are deeply
genderedBordo 2003) Women are expected to be attractivenen, regardless of their sexual
orientation. And womends bodies hav@onmden mor
1992) For example, issues of reproduction (e.g. childbirth; hysteria) have been regulated by

medi cal institutions and Ininmorkirg towaedd the pursug of me di ¢ a
health and beautfy.e. the thin ideal), women also display the proper styles of feminine
embodimentBartky 1990, Kwan and Trautner 2008)timately, the discourses of health,

beauty, and gender are part of wRaticault (1979understands as disciplinary power. Through

techniques of surveillance, regulation, and norms, eaclesétharratives help to create good

23 As stated previously, Boreo (2012) describes a postmodern epidemic as@ntagious, nopathological illness
for which science hasyetfoi nd a fAmagic bulletd to explain biological
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neoliberal citizens who keep the state functioning with minimal burden and direct intervention
by taking personal responsibilitgr their bodies.

Even with the dominance and pervasiveness of these discourses, gsougrs@ige who
seek to resist the constraining ideals of normative bodies because even within systems of power,
there will be spaces of opposition and resistgrcank 1991) Three of these were central to this
study. The first istte Fat Acceptance Movement (FAM), a group that developed in the 1960s
that focuses explicitly on challenging afdt discourses and discriminatig@ooper 2016)
Second, is a group of soci al media influencer
known as fitspiration. Finally, and most importantly to this study, is Ipadjtivity. This group
of social media influencers and users exploded into mainstream media in 2015, gaining the
attention of celebrities, fashion companies, and even Balbies 2016, Ospina 2015, Sciarretto
2016) However, there has beéttle definitive agreement on whhabdy positivityis among
popular culture outletbalessandro 20167 hat said, the few scholars examining body pasitiv
websites and social mediantend that it seeks to challenge the normalization of the ideal
feminine body represented by mainstream mé@aynarHorta 2016, Darwin 2017, Miller
2016, Sastre 2014b)

Given the lack of consensus on the goals or contours of body positivity, despite its
proliferation in the media, | have sought to understand better what body positivity is, how it is
represented, and how it is received. | have done spégking to the influencers themselves and
examining body positivity where it is located, on Instagram. In addition, | have explored to what
extentbody positivity modifies understandings of femininity and related body ideals, including
race, age, and ali}, and, in doing so, to what extent body positivity uses arsthapes the

related discourses of healthand beaBty. under st anding influencerso
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from that of the FAM and fitspiration), and identifying what bodies are repessenbody
positivity, | have shed light on the difficulty of engaging in embodied resistance and modifying
boundaries of femininity outside of traditional discourses. Further, by examining how body
positivity is received by followers, | was able to dentoate which narratives are most
embedded in our culture.

My interviews show that while influencers struggle to defiratlywhat body positivity
is and what its goals are, they ultimately understand body positivify) esoted in theFAM.

Despite diveging from the FAM in many ways, body positive influencers understand that both
are (2) opposed to the diet culture in which fitspiration is deeply embedded. In addition, some
influencers describe body positivity as (3) fighting for all bodidsetoecogried as goodand

for (4) individuals to embrace and love their bodies. Finally, some influencers also work to
ensure that everyone has the (5) freedom to be beautiful by moving the benchmark of beauty
standards.

However, these five tenets of body positiwere not without controversy. Many
influencers often couldnét agree on what posi
often disagreed with the goalsofsefio ve and a fAfreedom todo be bea
goals influencerdescribed often conflicted with the images on Instagtditrmately, | found
that body positivity is full of contradictions reflectionof how ubiquitous discourses of health,
gender, and beauty afevery action taken by influencers and users is aalahoegotiation that
contains elements of both resistance and accommodalich reflects the difficulty in
expanding and/anpending discourses so embeddethacontemporary United Stat@obel
and Kwan 2011)

NEGOTIATING INCLUSIVITY
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One of the negotiations that influencers had to manage was in regards to the issue of
inclusivity. Drawing on intersectional feminist frameworks that stress the importance of
recognizing how race, class, gendexusdity, age, ability, and body size are interlocking
systems of oppression, influencers argued that body positivity is inclusive of all marginalized
bodies(Collins 1991, Crenshaw 199(s Melissaargue,ody posi tivity HAi s a
marginalized people. Who are marginalized based on the way thdiddgitooks and that
includes body size, race, age, ability, andég
the world are treated differently just because of the stereotypes and the stigma associated with
t he way t hat QComiegoutofthiahdaye féministidiscuséions, inclusion does
not mean just having a Atokeno person to chec
Af oregr oundi AMpite psuEs énran atempt tormove away from white midties
hege monyandChambarikais 2015:399). A®ung (2002)argues, inclusion can
maintain the status quo when marginalized groups are meoelgporated into institutions
without the hegemonic dominance of those institutions being challenged. Therefore, inclusion
politics should integrate and center the concerns and representation of bodies that have been
socially, historically, and politicht excluded. With this in mind, the notion of inclusion is
embedded in many of the body mlobediesaregeodi nf | uen
bodies no matter how oneds body | ooks or thei
culture that dpicts some bodies as worthier than others and support the notion that all people
should love their bodies despite discourses that argue otherwise. For influencers, their inclusivity
was distinct from their fApar enftatdo etxhpee rH AeM,c ewh

attempting to recognize how fatness is also s
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(quoted from Melissa). However, even though influencers argue that body positivity is supposed
to be inclusive of all bodies, for some influerscé was not inclusive enough.

In my examination of #bodypositive on Instagrefoundthat body positivity centers
white, young, abkbodied, cisgendefpresenting women who fulfil conventional standards of
beauty and femininity, including thinneSshis is not the picture of inclusivity that some
i nfl uencer s st rinclustod politicsido noteagsame a entdr fo which other
el ement s a (Rehrep2005i3%).Although thiacial demographics of #bodypositive
and #fitspiration posts were somewhat proportional to the United States, for some influencers,
who identified body positivity as by and for
because these posts did not ®om people not already served by society, it is not meeting its
tenet of inclusivity. In addition, the relative and/or complete lack of old, disabled, and queer
bodies further suggests that body positivity does not measure up to how feminist and critical
disability scholars, as well as, some body positive influencers define inclusivity.

Traditional discourses of beaudnd femininityhave limited who can access beauty to
those whaarethin (white, ablebodied, young, cigenderandheterosexual(Bordo 2003,
Calasanti et al. 2016, Garlafithomson 2002, Havlin and Baez 2018, Hutson 2(46)vever
#bodypositive and #fitspiration posts challenge this narrative by depicting fat and/or muscular
bodies. Although body sizes in #bodypositive posts were more likely to be thin or small fat, posts
also included fat and superfat bodies, whereas #fitspirdgpicted predominately thin/fit or
hypermuscular bodies. However, thinness is just one marker of a larger system of markers that
signifies femininity including makeup, long hair, clothing, sualiagerie or dresses, and
posing(Bartky 1990, Butler 1993By following norms of femininity, each of these markers

work together to signal to ourselves and others our gender as feminine vibynexamination
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of Instagram posts shows that although a greater variety of body sizesiagmesds tagged

#bodypositive than those tagged #fitspiration, both center Hgp@nized and sexualized white

women who transgress norms of femininity in one dimension, fatness or musciilzegg.

results suggest that, while body positivity expandsifiénity, allowing women to be fat, it does

so only if other aspects, such as whiteness a
Instagram posts often rely on the traditional discourses of femininity and beauty and that body
positivity centersvomen who can perform femininity in culturally appropriate ways.

The goal of moving the benchmark of beauty standards to include fat bodies is one of the
more contentious goals among influencers. Som
toberauti ful o ideology that challenges the noti
some influencers and users adopting this ideology seek to argue that all bodies are beautiful
despite discourses that depict otherwise. In contrast, some infisevaet to move away from
appearanc ased worth altogether because the Afree:q
standard for another. Therefore, they adopt a
people to dismantle beauty as a systemnBkieugh body positive influencers disagreed about
how to address beauty discourses, it was thedrinstagram posts tagged #bodypositive were
more interested in giving people the freedom to be beautiful. This is similar to previous research
that also fond that body positive websites and Instagram images seek to challenge normative
constructions of beauf{CwynarHorta 2016, Sastre 2014b)Vith captions dedicated to
discussing topics related to beauty and hashtags such asyB®mndSize and
#EffYourBeautyStandards, some body positive influencers and users were interested in
challenging the homogenous and ubiquitous representation of beauty that emphasizes the

feminine ideal of slenderne@Bordo 2003, HessBiber 2007) However, rather thaimying to
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dismantle notions of appeararoased worth altogether like some body positive influencers
sought to do, these Instagram posts used beauty discourses. In this way, some body positive
influencers and user s wh o dthenotpn teatattractiverfessese d o m
Afessential, nearly compul soryo for women by p
included in this discourse (Kwan and Trautner 2009:59).

Although women were fat (and thus transgressed gender norms), they eingabat
Mears (20b6)cal | s fAapol ogetic behaviors: o0 heightenir
transgression. Women in posts tagged #bodypos
other signifiers of femininity such as, displaying lots of skin, having long Wwaaring makeip
and feminine clothing such as lingerie and dresses, and posing in ways that highlighted their
curves. The issue of curves was also central to discourses of femininity and beauty in that the
butt is heralded as THE way to demonstrate ai@ua real, beautiful, and sexually available
woman. However, the proliferation of the butt in body positivity ignores the complex history of
the butt as signif yi(€@dinsii99h Giknanwiedm diobéomn 206Byp r e s s i
expanding notions of beauty to include white women who have big butts, influencers and users
overl ook the fact that this isndt mucihist of a v
protests that focused on (white) womenbds righ
already in the workforce, some body positive influencers and users preoccupation with the butt
does |ittle to address bl aaiks(CollinsnI®9%lpLaughdirpep r e s s i
al. 2010) To be clear, defining fat as feminine, as some body positive influethzeisa radical
act. Fat bodies are inherently subversive because they defy normativity in appearance, practice,
and stylization by denying the patriarchal ideal of the perfect female(Badiey 2014) The

iterative reality of gender (and begutiscourses makes it so that women (and men) are
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constantly embedded in theiButler 1993) Since some might argue that traditional discourses
are all any one has and in fact, we are surrounded by gender at every possible moment, the only
thing body positive influencers can to do is disrupt one gender sigaifeetime, while miming
the rest. Yet, for another set of influencers, this disrupsioot quite radical or subversive
enough. For some, inclusion is not about assi
scripts, o0 but a ftutyuverte fwdrllyd dtehsactr itbhee yi nc amhd c h
but the system that is subverted.

The disagreement among influencers about beauty was also seen in relation to health, but
on a smaller scale since, in stark contrast to fitspiration, body mosifluencers and users often
ignore health discourses. However, when discourses did occasionally arise they were
contradictory. On the one hand, some influencers defined health as something that varied to
person to person, but as long as you felt your yms were healthy. However, feeling your best
was often connected to working out, eating Ar
okayd narratives all consistent with traditional discourses of health. On the other, another set of
influencerst o k what might be deemed a Afreedom from
influencers argued health was not a barometer of worth and that it is okay to be unhealthy. That
said, al/|l influencers agreed t hatpednaace.l t h coul
However, in arguing that fat bodies can be healthy too, some influencers unconsciously frame fat
women who perform traditional heal th behavior
who dondédt as fAbad. o By t raghealthy, doroe irdllenicersy  f at wo
unintentionally go against their larger goal to define all bodies as good bodies.

Besides the differences in how to define health, body positive influencers disagreed over

whether or not health should be an aspect of bodyyts While some influencers saw health
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as integral to ending diet culture, others felt health would scare people from seeking out body
positivity. Given the contention about health, it was unsurprising that the messages of health on
Instagram posts tggd #bodypositive were inconsistent and relatively nonexistent compared to
messages about beauty. First, a few posts tagged #bodypositive featured images and captions that
depicted influencersd6 | arger goalsamlfiserendi ng d
challenged the discourse of health by arguing that weight does not equal health and that no body
is more valuable than another because they ar
with #fitspiration posts bpromoting weighfoss, endrsing fithess and clean eating, and

engagingn narratives opersonal responsibilityAs with beauty and gender discourses, body

positive users reified health discourses that depict health as intimately connected to appearance

by associating thinness asign of good health even though all body positive influencers

disagreed with this notiofLupton 2013, Metzl and Kirkland 2010y addition, by ignoring the

social factos related to health, such as lack of access to healthcare, discrimination, and economic
disparity(Anderson, Smith and Sidel 2005, Porter 198@me body positive users present

health as the result of individual hard work and dedication, which is also a part of the traditional
discourses of health. By patrticipating in traditional health behaviors (e.g. working out and eating
organic foods), soe influencers legitimize their fat, yet fit, existence by assimilating into

traditional health discourses. However, in doing so some influencers and users confirm the good
fatty/bad fatty dichotomy described Byausé (2015)This is another type of apologetic behavior

that influencers and users engage in. By working out, drinking less, and eating organic fat

women can apologize for the transgression of being fat by claiming health while simultaneously
pointing to fat womenmt engaged in these behaviors and se

(Chalklin 2016, Paus2015)
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Although influencers claim to be inclusive of all bodies, it is clear from the images and
captions presented on Instagram which center conventionally attractive, white, young, relatively
thin ciswomen, body positivity upholds thehite suprenst, heterepatriarchal visions of beauty
and health thadomeinfluencers seek to dismantlEhe disconnect between intersectional
intentions and actually achieving it in practice is not unfamiliar to feminist grapghlin et
al. 2010, Reger 2012\s Reger (2014:47) args,iimost examinations of contemporary feminist
organizations, communities, and networks find thataveontemporary feminists have not
been successful in their goals of building so
And | might include other forms of privilege
statementAgain, drawing fronfeminist and disability scholars, inclusivity is not about
proportionality, but about foregrounding historically marginalized pe(iplans and
Chamberlain 2015, Rohrer 2005, Young 20@iyen the lack of old, disabled, and queer
bodies, along with the centrality of whiteness, body pasiinstagram posts often do not meet
the standards of some influencers.

Further complicating attempts at inclusivity and other tenets of body positivity is
inconsistent ideas about how to address goals. Some body positive influencers want to work
within the traditional discourses of beauty, health, and gender by choosing to expand them to
include fat women. While another set of influencers would prefer to dismantle these discourses
altogether. For the former group of body positive influencers, by drawitigeaiscourses they
seek to challenge, they reify some of the boundaries, while expanding other ones. Yet, for the
later group they struggled to concretely describe what a world without these discourses would
look like. Both sets of influencers demonstrabw embedded gender, health, and beauty

discourses are in our every day life and how difficult it is to get beyond them. We repeatedly
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inhabit, imitate, and perform these discourse

nor ms 0 t h a tturabiteschardne idestify thenaas anything but natural (Butler
1993:95). Because of the prevalence and ubiquity of the discourses of gender, health, and beauty,
for influencers to subvert them they often are required to both mime and displace them
simulkaneously, even if for some the goal is to dismantle them entirely. Further, the positive
reception from followers on posts #bodypositive on Instagram highlights that in order to
encourage participation or consumption of the movement it needs to belaedesgiem. By
veiling mor e gligedyjcolaful, apdendiessly ppstivea si Af | uencer s
easily connect with their audience because the followers already identify with traditional ideas of
femininity, health, and beauf8aker 2017) For example, the most negative comments were
often directed at posts which did not relytoaditional ideas of health. This might signal that
such posts are deemed too uncomfortable, inaccessible, or radical and thus result in pushback.
Overall, influencers and users must negotiate their goals of inclusion and all bodies being good
bodies withthe realities of getting and maintaining followers, but also with their own privilege.
How influencers engage in this negotiation highlights the ways in which they draw upon
discourses some seek to dismantle or expand, and which ultimately ends up §@ménigodies
as more Agoodo than others.
NEGOTIATING INDIVIDUAL VS. STRUCTURE

Beauty, health, and gender are disciplining discourses that frame thinness as the ideal and
citizens surveil nomormative bodies to encourage them meet this ideal by any means. These
disciplining discourses contribute to midewel interactions that plag role in regulating bodies,
such as body shaming and sdi$ciplinary practices (i.e. beauty worfBarrell 2011, Gailey

2014) However, disciplining discourses also appear in mbarel, structural and systemic
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regulations, including spaces that do not accommodate fat bodies, workplace and healthcare
discrimination, and campaigns likee t 6 s thall proneteé weightloss to U.S. citizen@Boero
2012, Murray 2008, Pausé 2014l)any of the goals that influencers have for body positivity
address issues at the midewel. For instance, one of the most prominent goals that some
influencers have is to encourage individual people to embrace and love their bodies despite
discourses that depict them as pathological and unattractive. Relatedly, some influencers also
champion the idea that every person has a right to be free to pursue beauty regardless of narrow
beauty standards.

Although these goals were both prominentniy discussions with influencers and in
posts tagged #bodypositive, they were also a major source of contention among inflidcers.
interviews show that, despit eFAMopsdmenfluenseist i vi t vy
feel body positivity has lm®me a diluted and commodified version of its former self. Some
influencers argue that the individualist notion of delfe is an unrealistic and easily
commercialized pursyiand insteadheyadvocate for collective, structural change such as
dismantlirg notions of appearandmsed worthin both beauty and health systenmereasing
representationf marginalized bodies in mainstream culfuaed ensuring access to such
resources as judgemeinte healthcarelhis was also the case for influencers wHotfet the
group shoul d ffonwsbe@autay i atelewdoo nit ehaant ya. flfirke ds
|l ove, some influencers argue that the Afreedo
that women must now meet. Further, both goals overlook#terial consequences of beauty
and gender discourses.

Some of these material consequences include fat women being stigmatized by their health

care providers which results in poor care and reduces patient access to heg@Rhusr014b)
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hiring and salary prejudices against fat people including fat employees being less likely to

receive a raise than their thin counterpérsehling, Roehling and Elluru 201.&nd lower rates

of college acceptances due to weiffPuhl and Brownell 2001)What some influencers want is

to focus on reforms in the areas of health, employment, and education where the discrimination
described above occurs rather than focusmga ndi vi dual sé feeling bett
them, there is more power in trying to dismantle the discourses of beauty, health, and gender
altogether. However, this is in stark contrast to the images seen on Instagram which

predominately focus on Edove and beauty. Working frofroucault (1979)Murray (2008:12)

argues that disciplinary power functions by encouragingn di vi dual s t o moni t or
conduct and measuring it in relation to dominant health discoaiBsetowing Bartky (1990) |

would add beauty and gender discourse to this statement bexsuese of selfove and beauty

are individualist notions thattfwell into a neoliberal framework that celebrates personal

responsibility.If you are unhealthy or not beautiful you are the cavseause of your lifestyle

choices, your immorality, angbur inability to control yourselfFurther, this is exacerbatey b

the United Statesd neoliberal, capitalistic e
meet these new standaddé i f you dondét | ove yourself, here
says Dovebds fAReal Beaut yo ccambpundegtoddasiahi s 1 ndi

patriarchal bargain, éeal in which an individuaunconsciously or consciousbgcepts and
perpetuates some of the costs of patriarchy in exchange for receiving some of the rewards
(Kandiyoti 1988) By focusing on seffove and beautyndividuals get tdbargain formaximized
autonomy, safety, and wdeing, but patriarchghnd often neoliberajystemsand institutions
remain unthreatene8y drawing on and working with traditional discourses of health, beauty,

and gender at the indivd u a | l evel, some influencers and us
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moving them just a little bit so that more people can benefit fromhptexd r i ar chy o at t
expense of the group at large (quoted from Virgie). Again, these discourses are such atdominan
and embedded part of our everyday lives that its hard not to want them or see the value within
them(Lupton 2013)

The dsconnect between the structural reform that some influencers want, and-the self
love and beauty focus that other influencers want, and which dominated #bodypositive posts on
l nstagram, | eft some influencers fisdhiesdi loluuts iiotnd
becomeo (quoted from Gia). As a result, some
and/or body liberation, which they identify as making more radical change because it conveys a
focus oncollectively dismantling structures that opps nomormative bodiesFor some
influencers, working within the traditional discourses of gender, health, and beauty means body
positivity will never be liberatory, will never include all bodies, and will always be rooted in
oppression. The tensions Wween individual and structural reforms might further reflect why
body positivity is so difficult to define.
NEGOTIATING CO-OPTATION & COMMERCIALIZATION

The idea that body positivity has been commercialized is not new. Not only can the
commercializatiorof body positivity be seen by flipping through any magazine or turning on the
TV with adverti sement c a(@phastogand T Taylor 2088, Muosay e 6 s R
2013)and Aer i eds Hahviller EREadCwynarHorta (2016have shown
that body positivity hasden commodified by corporations, often at the expense of their
transgressive messag®dy research builds on the work of these previous scholars by examining
how influencers themselves understand the commercialization of body positivity while also

exploring how such commercialization is evident on Instagram. Further, | argue that it is not just

182



commercial interests that are-opting the language and imagery of body positivity, but also
fitspiration.

The proliferation of corporations employing feminisétes of empowerment to market
products to women, also known as maileice feminism, is not ne(Zeisler2016) Zeisler
(2016)argues that companies have recognized that selling womemngbsday focusing on their
empower ment is just as effective, Medsnenot mor e
(2002)ar gues that Ni keds advertisements surround:
feminist ideas for years. Most recently this
Narrated by Serena Williams, the commercial features clips of wathétes competing in a

variety of sports, including gymnast Simone Biles, snowboarder Chloe Kinfieiaoed Ibtihaj

Muhammad t hat fades into the caption dltoéweonly
show emotion, wdfiveveantcatl dé epll @y aangaiimcst men, we
dream of equal opportunity, wedbre delusional
When webre too good, therebds something wrong

irrational, or just beingrazy So if they want to call you crazy, fine, show them what crazy can
do.0 According to influencers, this same type ofaqatation of feminist messaging to sell

products is also prevalent in body positivity. Corporations like Target, Lane Bryant, agiit\We
Watchers all have used messages oflegt and all bodies are good bodies in their
advertisements. For influencers this type ebptation is in part the reason why it is so difficult

to define body positivity because corporations have dilutediapdliticized it. In fact, for
influencers many of the corporations embody the exact opposite of what body positivity is, by
not being inclusive, by engaging in diet culture, and by encouraging women to buy products to

make their bodies more palatable.
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Similarly, some body positive influencers argue fitspiration has appropriated their
symbols, artifacts, genres, and rituals even as they embody the exact opposite of what body
positivity isd diet culture(Rogers 2006)For body positive influencers fitspiration is distinct
from body positivity because it is embedded in diet culture by promoting fitness, focusing on
clean eating, and celebrating thin, muscular bodies. Therefore, the use of bodg pasifivage,
messaging, and hashtags i s -optaton bf eatapbsitidtyis Ho we v
undeniable in that a little over 30% of the posts tagged #bodypositive were also fitspiration posts.
For some body positive influencers, theapation by fitspiration is a way to increase
fitspiration influencers and userso6 platfor ms
making platform (described in detail below), this is similar to the economic interests of
companies. As Melissa explairistiey saw that body positive hashtags were becoming a thing,
so they just kind of started usingthemd Mar gar et |aefnitety&éindl thes cwoptiom g,
frustrating and also inevitable in the capitalistic system where whatever is trendy is ghtbahin
is the object for your marketimyg. | n a ti me when beidimejoa,n i nf | ue.]
making sure you use the right hashtags and position yourself in prominent groups can help to
ensure that you get more followers which can equal more ind@imen the popularity of body
positivity in mainstream culture, it might be advantageous for fitspiration influencers to jump on
the bandwagon.

Further, the relative lack of inclusivity in body positiviigseviously described might be a
result of the capptation of body positivity by corporations. Advertisements have long centered
thin, white, young, abkodied women who are hypaminine and hypesexualizedKilbourne
1994) Perhaps body positivity was more inclusive and radical like some influencers claim, but

as the group has been commercialized the images have become homogenous. Influencers
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certainly argue that through the commercialization of body positivityynoomative bodies have
been abandoned for thin white women who are a
body positivity has been made into a commodity that can be bongsiodd. Not only that, to
access body positivity these companies and advertisements frame body positivity as something
you can only access by buying their products. For example, to love your body you need to first
buy an Aerie swimsuit and then postabiout on | nstagr am. ltdés clear
influencers objections body positivity has been taken up by corporainahitspiratiorand
warped into something influencers did not intend for it to be. Therefore, influencers must
negotiate the image fallvers see in these advertisements with what influencers see as their more
authentic ideas about body positivity, even though, as | discuss below they themselves are
complicit in some of this commercialization.

While not discussed in the previous chaptieiis,important to note that influencers belief
that body positivity has been commercialized is not without merit. Close to 20% of the posts
tagged #bodypositive were sponsorships, ads, and links to or tagging corporations. For example,
one poséerbaywydhigtetsdo reads Apaid partnership w
i mage of a white, fat woman wearing a fAbl ack
neck short sleeve sweater o the captigomhdirscus
entire Il ook is from @modcl ot h. 0 Tdthasseljppeest hi ¢
and acceptance becomes a commodity that one <c
sl eeve sweater. o0 By becomi ng centnomestodrawnogthe® ne c a
disciplinary discourses of gender and beauty by underscoring the neoliberal idea of the personal.
You can achieve anythidgbeauty, health, femininity as long as you make informed,

appropriate choiced.upton 2013, Murray 2008)
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Users of the hashtag #bodypositive were not the only people engaging in sponsored
content. Despite some influencers vehemently chastising tbptation of body positivity by
corporatims, likeCwynarHorta (2016) | found that some influencers also posted sponsored
content, tagged brands, and promoted their own moredyng business. For instance, one post
ofJessamyis was a fApaid partnership with Nikeo (FI
acceptance, Jessamynds caption discusses anot
inclusivity. Next to an image of Jessamyn stretching on a bridge in leggings andsebspgoitie
caption reads:

Inclusivity in the fithess community is something that we always need to be striving for.

It's so vital that we take active steps in addressing our biases and asking ourselves

difficult questions. At the end of the day, the triglsimpled how do we make fitness

and wellness environments more inclusive? By believing that the human experience

comes in every flavor, with no experience counted as more worthy than another. When

we shift that paradigm, sky's the limit in terms oflustvity. @Nike #BETRUE

#oneofthem#UntilWeAllWin #ad

Al t hough Jessamyn argued that Acapitalists
di sposal to make moneyéso we need to continue
compani est dbowk tantphem for the definition of
fucking anything, they will switch the defini
still engaging in capitalism by using her platform to sell Nike leggings. However, she
rationalizes thiswdekcdsnewebyweaki wgt eBha hBrand
positive feeling about, either their message
frominfluencerd t hat t hey were fAvetheplclhypra@abwut hbheéqgt
Sally). The brand had to have a message the influencer supported, they had to be inclusive, and

often were fAproducts that [they] actually wou

from Carina). Jes recognizes thakeoffollowers get upset because she engages in sponsorships
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as i f she wer e nADBodéwahtiawayldvoid df likeépre8atoey capitalisrd and i
consumerism? Fuck yeah. Is that possible? No. Not right now. It's not. So, let's look at the tools
we have and how can we use them to benefit us. So, | do work with companies. One, because |
deserve to get paid. Two, Somarnflveaceryarecnagotating | ab
their desire for body positivity to not be commercialized with dadity that sponsored content
pays well, it might allow them to reach a wider audience, and it increases the representation of
nortnormative bodies. However, some influencers claim that the purposefulness to which they
choose sponsorship opportunities daathem work with companies that are more in line with
their goals for body positivity.

Once again, influencers have to simultaneously accommodate and resist systems which
are deeply embedded in traditional discourses of beauty, health, and gendea(Bldkbeian

2011). Just as Jes has posts that were sponsored (Figure 75), she also had posts that challenged

advertisements embedded in diet culture (Figu
Billboard advertisement in Times Square for appetitesups si ng | ol I i pops that
Cravings? Girl, Tell Them To #SUCKITO06 (Figure
reads, fAGot Cravings? Girl, Just Eat SOMETHI N

s Remember that one time @FlatTummyCo oita super toxic billboard that sold
appetite suppressant lollipops in Times Square for a month?

FIXED ITR .

Today on my blog: a rboldsbarred critique of their (continuously harmful) messaging
and ten DIFFERENT messages that could have spent a mdFithes Square
INSTEADT (Link in bio!)
#SuckltFlatTummy#70MillionEatingDisordersAndCounting
Jesd6 mix of posts that both engage in and fig

demonstrates firdtand the complexities influencers must traversgenc i di ng what i s
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body positive, and how best to meet their goals. Embodied resistance is multifaceted and often
requires working both within and outside the systems one is trying to challenge. This might be
particularly important given that mudt the resistance is happening via social media like
Instagram which is deeply embedded in capitalism.
THE PROMISES AND PITFALLS OF SOCIAL MEDIA

For many influencers, HAsoci al medi a has cr
that peoplecanlvae a di f ferent relationship to their b
positivity, like for many other groups, including Black Lives Matter, Occupy, and MeToo, social
media has served a powerful space for documenting and challenging political aathrity
modes of social contrdgCastells 2013, Lupton 201%reem et al. 2016}-urther, social media,
such as Instagram, allows groups to reach a wider audience outside the confines of geographical
location(Castells 2013, Earl arikimport 2011, Treem et al. 2016jor example, though Virgie
identifies several negative iIissues with socia
new potenti al c o nv er tmediatdhat has beert insteumentaldobedgt of s
positivity is the ability move beyond the passive reception of images prevalent in mass media to
participation in the creation and dissemination of content, known as prosuifigdEmand
Burrows 2010, Ritzer 2014)elissa explains that social media eliminated barriers, noting that
A a | & sudodn marginalized people were able to represent themselves and not through the lens
of someone who's not marginalized. And so, it was kind of like well, finally | get to speak out
and |I get to be seen and | get to see peopl e

Rather than thetereotypical images of fat persons in mainstream media as unattractive,
unhealthy, and unworthy, body positivéluencersand usergan produce and consume media

that emphasizes fat as attractitiealthy, and godi expanding the boundariesto&ditiond
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discourses. Through selfies and other images posted to social media, the posts tagged
#bodypositive that | examined show fat women as sexy, happy, able to work out, and thriving in
a variety of other circumstances. However, the women in #bodyposititegresalso engaged
in hyperfeminine and hypesexual behavior. This was best seen in the proliferation of the
Abel fied or butt selfie. With close to 40% of
emphasizindhe butt, hipsand/orcurvesitwasclearh at t he new standard of
body/sel fo in body positivity was centered ar
sexualization and feminization of these images is another way that influencers and users draw on
traditional discourses of gdar and beauty. Rather than totally dismantling these ideas, some
influencers and users utilize them to demonstrate they are still feminine and still beautiful despite
being fat. Even when given the autonomy to represent their bodies in any way theyheyant,
are still constrained by ubiquitous gender no(Bigtler 1993)and as such represent themselves
in ways that are typical to mainstream media and advertiselfiéliisurne 1994, Richardson
2016)

Adhering to traditional beauty and gender discourses also ensures that influencers get and
maintain followers. For some body positive influencers, periiog traditional forms of
femininity was enjoyable and subversive, but for other influencers it was very constraining. For
the latter influencers, they felt that is they stopped performing a glam version of femininity they
would lose followers. This is pscially concerning for them because Instagram was a way they
made a living. Although Instagram can be a site of empowerment, it also provides the means to
surveil others and ourselves as part of a larger disciplinary appéBatrs2016,) As Duffy
(2017)argues, through likes and comments we léaiselfmonitor, censor, and adapt our

bodies to ensureontinued observation and support of the content we créatensure
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popularity, to gain sponsorships, and to spread their messages of body positivity, some
influencers and users must negotiate there radical ideals with what is accessible and
appealing to followers. Therefore, relying on the traditional and prevalent ways of representing
and discussing people (i.e. traditional discourses of health, beauty, and gender) might ensure that
some infllencers can reach people without turning them off entirely from body positivity. My
examination of comments on Instagram demonstrate that this assimilative tactic is somewhat
successful since a majority of the comments were positive; many of the follcwensented
positively and directly about each womanbds ap
norms while also displacing them through being fat, some influencers and users are still able to
achieve their goals of allowing people a freedom to be lebamd loving their bodies.

As influencers and users negotiate resistance and accommodation via the images they
post to Instagram, followers are not the only aspect of Instagram that shapes their experience. It
is important to remember that Instagratthough was originally intended as a social networking
service, has quickly grown into an advertising platf¢@wynarHorta 2016, Laestadius 2016)
This was most recently seen in idh 2019 when Instagram unveiled its newest feature
iCheckout, o which allows users t o*listagrayn from b
feeds directly into the commercialization of body positivity described above, in that the platform,
in which bodypositivity is centered, is in the business of commodifying content. By using
Instagram, influencers are thrust into using traditional discourses of beauty, health, and gender
because the platform basically r ¢odaoloweres it i f
Further,each act of communication via social media is transformed into aggregated digital data

that is therused by corporations to advertise and sell direct to consmgron 2015, Thrift

24 https://instagranpress.com/blog/2019/03/19/instagraimeckout/
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2005) In using Instagram to disseminate their message of body positivity, some influencers open
the group up to the commercialization theyiroléao resent because advertisers see the promise of
body positive messaging to sell products. Further, the algorithms that are used to bring up ads in
oneds feed and which selects photos to displa
lack of rgoresentation and inclusivity on posts tagged #bodypositivélokdée (2018)argues,
algorithms are not as objective as they amgrpyed as and can contribute to the invisibility and
the perpetuation of stereotypes of women, people of color, LGBTQ individuals, old people, and
disabled people. It may be that there is a diverse body of body positive influencers and users, but
algorithms may be suppressing images of such bodies. However, it is also possible that many
mar ginalized people arendét represented on I ns
to access it. Not all citizens have equal access to social media pldtfecensse they lack the
time and resources to cultivate those acco(fushs2013) For example, becoming an
influencer or a user requires thoughtful planning, expertise, and an ability to create viral content.
Someone barely making ends meet while working atifulké job and raising children might not
be able to dedicate a cadsrable time to producing content for Instagram. The demographics of
the body positive influencers | spoke to illuminate this notion because they are atwedited,
all but one have no children, and their primary employment is being an influencenething
related to their work in body positivity.

Overall, social media has been essential for body positive influencers because it provided
a semiautonomous space that enabled them to represent bodies missing from mainstream media
and speak out againgdiscourses they deem problematic. However, Instagram also ultimately
contributes to many of the contradictions that influencers fackiding reifying traditional

discourses, issues with inclusivity, and dealing with the commodification of body pgsitiv
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Although there is a lot of promise to social media as a place to resist, there are many pitfalls that
constrain the type of resistance influencers can engage in.
CONCLUSION

Throughout this project | sought more fully to understahdt body positivi is and its
impact, especially as it relates to gender, health, and beauty, and in the context of social media.
The larger concern underlying my reseanasto understand to what extent body positivity
modifies understandings of femininity and relabedly ideals, including race, age, and ability,
and, in doing so, to what extent body positivity uses arsthapes the related discourses of
health and beauty.o address these larger concerns, | examined what body positive influencers
goals are and how ¢ly differentiate their goals from related groups such as the fat acceptance
movement and fitspiration. | found that while there is a lot of uncertainty about what body
positivity is because it lacks a single organizing body, has various groups makirg tolaim
and have been commercialized there are five tenets of body pos(tlyityconnection to the fat
acceptance movemewhich underlies many of the following goa(&) an opposition to diet
culture(and thus fitspiration)(3) the belief that albbodies are good bodies; (4) celebrating-self
love; and (5) proclaiming that all people have a freedom to be beatiiwever, these beliefs
are not free of controversy. Influencers are divided over the ways in which to challenge
normalizing discourses dlh frame certain bodies as normal and valuable. The disconnect
between what some influencers want and what they see represented on Instagram highlights the
difficulty in challenging these discourses because they are deeply embedded in our everyday life
andit can be difficult to distance ourselves from the privilege these discourses may reward us
with. Further, influencers disagreement about whether the group should tackle individual versus

structural concerns also demonstrates the complicated negotieiomust endure to challenge
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discourses of beauty, health, and gender. Often resistance means accommodating the discourses
influencers seek to challenge.

Second, | sought to address my larger concerns by examining and comparing the bodies
represented ingsts tagged #bodypositive to posts tagged #fitspiration on Instagram. Despite
some influencers claims that body positivity is inclusive @xgmination of Instagram posts
shows thatlthough a greater variety of bpdizesappear in posts taggétodyposiive than
those taggedfitspiration, both center hypdeminized and sexualized whitablebodied, young
ciswomen who transgress norms of femininity in one dimension, fatmeasscularity. Some
challenge that body positivity is inclusive because isdoedbt measure up to thei
inclusion looks like. Following feminist and disability scholar, for some body positive
influencers inclusion means not having historically marginalized people on the periphery of the
movement, but foregrounded. Aschisome influencers and users draw upon the same
discourses of gender, beauty, and health they seek to challenge by expanding the boundaries to
include fat women in these narratives. For other body positivity influencers, while this is
subversive, it is ot enough since they believe that the group should be dismantling these
discourses, not accommodating them. Even with this disagreement, most Instagram posts follow
the logic of accommodation and as such have expanded what it means to be femininel, beautifu
(and to a lesser extent) healthy by including fat people. However, many other bodily aspects such
as race, ability, and age must remain traditd:.i
fatness (or muscularity for #fitspiration posts). Althougidly positive influencers claim that all
bodies are good bodies, ultimately, the lack of representation of all bodies gives the impression
that all bodies might not be good bodies or at least some bodies continue to be seen as more

Agoodo than others.
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Finally, by exploring the response to these Instagram posts by followers | was able to get
a sense of how the goals of body positivity were being received and adopted by others. The
widespread positivity in comments directed at posts, as seen in the abuoidemogis and
praise, demonstrates that followers are receptive to the goals and messages of body positive
influencers and users. Clearly, drawing on discourses of beauty, health, and gender is an
effective strategy to ensure that followers support yause. Not only are followers supporting
the cause, but they have adopted it in their interactions with other followers in the comments
section. The primary place where influencer receive resistance is when it comes to discourses of
health. Many commenteese deeply in line with the idea that fatness is unhealthy and will lead
to death. This demonstrates that while the discourses of femininity and beauty are more flexible,
the discourse of health might be particularly immovable. | argue that this midgig base
because beauty and gender might be identified as trivial pursuits, but health is seen as a matter of
life and death. Disrupting thinness as a signifier of beauty and femininity is a subversive act that
modifies the boundaries of femininity to indkifat bodies. And it also becomes a new standard
of femininity and beauty that women must meet. By requiring fatness to be beautiful we might
be doing fat people a disservice because femininity, beauty, and health continue to be
discursively linked. Whas at stake when beauty and health are not separated is that fat people
continue to be discriminated by doctors, refused treatment, and face stigma and shaming that has
negative consequences to their he@fdurell 2011, Pausé 2014hYomen, like Ellen Maud
Bennett?® continue to die, not because they are fat, butusscaf the systemic discrimination

they endure because of how their body looks. In an Instagram post by Virgie linked to an article

25 As described in chapter five, El Maud Bennett was a §4arold Canadian woman who died shortly after
being diagnosed with cancer after years of seeking out
just lost weight.
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she wrote for ravishly. -AdweacydsnaFatPersth @ sh&wor Med
capt i omMmhisadidedssdedatéd to#EllenMaudBennett who had to use her obituary to

advocate for medical care free from fat negative bias. Humane, proper medical care should be
something all peopl& regardless of size or health stafushave access to. Link in bio.

(Figure 78).

As a whole, this research on body positivity highlights the ways in which groups can
utilize social media in their attempts towards embodied resistance, but that how to enact this
resistance is contested. Although some body positive influencers and aséts expand the
boundaries of which bodies are considered feminine, other influencers argue that this reifies
traditional discourses and continue to exclude bodies. Ultimately, this project demonstrates how
difficult it is to challenge discourses becatisey are so regularized and repetitive, we feel a
deep sense of connection to them, and they help to spread our message. Although feminist
scholars likeButler (1993)argue that these conventional discourses are all people have and so
our resistance happens one disrupted signifier at a time, smiyeobsitive influencers are part
of a fourth wave of feminisrtEvans and Chamberlain 201t&at is asking people to do more.

Future researchwoulddowel t o mor e systematically exami |
Instagram accounts. Although | did try to capture an accurate representation of the images
influencers posted between the months of June and August, taking a longitudinal look would
better reflechow influencers own positions change the longer they are within body positivity
and may be able to catch themes | was unable to given my small sample size, unsystematic
sampling, and short time frame. Further given my small sample of influencers laatedyimy

study is limited in being representative and generalizable to all body positive influencers.

26 https://ravishly.com/medicadelf-advocacyfat-person
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Although I did try to interview more influencers for this study, | found it difficult to get

influencers to respond to my requests for interviews. Intiaddio my difficulties recruiting

participants, it is important to recognize that collecting data from Instagram is still a developing
process among social scientists. As such, much of data collection was done through trial and

error and had to be adaptimloughout. The most apparent limitation to this study is my problem
capturing comment s. Posts and comments are 0l
deleted. Even as | tried to capture posts and comments as quickly as possible, commaemgs cou
deleted just a quickly and lost to me forever. This was especially true of negative comments that
were often met with hostility by some influencers and users and were shamed into deletion.
Therefore, some of my data might not accurately portray hamly positivity is received.

It is important to remember that Instagram as a platform is evolving daily. As | was
conducting my study Instagram unveiled IGTV which enables users and influencers to post and
wat c h-fofim, \@miogl video from your favoet | n st a g r 4 Farthery veleos amat s . 0
Astories, o0 short photos and videos that disap
live, continue to be popular on the app originally created for photos. With this in mind, future
work should examine how body positive users and influencers utilize these spaces and whether
or not it is different from the traditional posts. This might be especially important because videos
allow influencers to talk to followers directly and are lanfgem. As such, influencers and users
might be able to talk more frankly about their ideas because some posts disappear quickly.
Finally, I would propose future research to explore other embodied resistance groups by
interviewing fat acceptance activigtad fitspiration influencers in addition to body positive

influencers to better understand the nuances between these movements. This might be especially

27 https://instagranpress.com/blog/2018/06/20/welcofwigty/
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important given that the FAM is portrayed by body positive influencers as more radial while
fitspiration is depicted as less so. As such, each group might provide interesting ideas to how to

modify or dismantle boundaries of femininity.
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APPENDIXA

I.  Demographics

PO T®

.

g.

Gender Identityln terms of gender, how do you identify? Pronouns?

Marital Status What is your marital status?

Children Do you have any children? If so, how many? And what ages?
Educational level: What is your highest level of education?

Employment Do you presently work for pay (or are you involved in paid work?)
What is yaur occupation? Is this work full or part time?

Age: In what year were you born?

Race: In terms of race, how do you identify?

h. Ethnicity: In terms of ethnicity, how do you identify?

I
J-

Nationality: Where were you born? What country do you currently live in?
Sexual Orientation: In terms of sexual orientation, how do you identify?

[I.  Introductory Questions

a.
b.

How did you learrabout body positivity
Why did you get involved?
i. How long have you been involved?

lll.  Defining Body Positivity and its Goals

a.
b.

C.

What doesody positivity mean to you? How would you define or describe it?
What do you think thgeneralgoals of body positivity are?
i. What are your personal goals for body positivity?
Why do you think body positivity is needed/important?
i. Why do you think peopleare about bodies? Put another way, why is there
all this focus on bodies? What is it about bodies that you think matters?
What, if any, differences do you see among various influencers concerning these
goals? For instance, do some prioritize some goads others, or disagree
concerning some of the goals?
When we think about womends bodies, 1iss
you about your ideas concerning body positivity and beauty.
i. Do you think body positivity addresses issues relateddatigeand beauty
standards? If yes, how? If no, why not (Are there other issues that you or
body positivity deems more important)?
ii. Do you think all bodies are beautiful? Why/not?
Some people judge bodies on the basisof hdalthd | i ke t oourask you
ideas concerning body positivity and health.
i. Do you think body positivity addresses issues related to health? If yes,
how? If no, why not?
il. In your opinion, how does body positivity understand/define health?
iii. Do you think all bodies are healthy? Whyt®
To what extent do you think gender influences the way people see their bodies?
i. Does being a woman/man/gender fmamforming/trans have an impact on
how people see their bodies?
ii. Do you think body positivity addresses these issues related to gender? If
yes, how so? How does body positivit
discussing, if at all?
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iii. Do you think body positivity is trying to change the way we think about
women/ mendés bodies? I n what way/ s?
1. Do you think body positivity is interested in gemdhon
conforming or trans bodies? Do you think body positivity
addresses issues related to these populations?
h. Do you think body positivity addresses issues related to race/ability/age/sexuality
(ask separately)? If yes, how? If no, why not?
i. Does body psitivity include all bodies? Are there any that are left out?
. So wedbve talked a | ot of body positivit
body positivity are interested. How do you go about achieving your goals?
i. What specific activities have you paipated in as a member/influencer of
body positivity? (Both offline and online)
IV.  Social Media
a. How do you use social media for body positive purposes?
i. What kinds of things do you use it for? What kinds of thithgyou post?
(Selfies inspirational text; food; memes)
ii. How do you decide what to post?
iii. How do you choose what hashgs)go use?
iv. Are there any specific tactics you use to reach more people in making use
of social media for body positivity?
1. Have companies sought to worktiviyou?Have you had any
sponsorshig?
2. If yes, do youeel that this influences what you post in any way?
Were you given any guidelines concerning what you could/not
post?
b. Why do you use social media for body positiviyhat is your intent for your
socal media posts?
c. Whatkinds ofreactions do you get from your body positive posts on social
media?Can you tell me about the positive ones?
i. What negative reactions do you get from your body positive posts on
social me@h? How do you respond to thé&se
d. Whom do you follow on social media for body positivity related posts? Why?
V. Bodies in Body Positivity and Differences Between Groups
a.ln your opinion, are there any groups o
involved in body positivity that you wouldkk to see represented or involved?
i. Why do you think these groups are not represented or involved?
b. Do you think thatvomen are more involved than méwhy do you think this is
the case?
i. Do you think men and women face similar or different body issues?
c. Have you noticed body positivity gettitigmped together witlther body
centered movements/trends (fa&. acceptance movement, fitspiration, eating
disorder recovef? Which ones?
i. Why do you think that is?
ii. Howl/is body positivitysimilar/different fromthese other
movements/trends?
iii. What is the relationship between body positivity and fat acceptance?
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1. How is body positivitysimilar/different from fat acceptance?

iv. Earlier we discussed body positivity

beauty Do you think that these positions are different from these other
groups/ trends youbve mentioned?

d. What do you think about fitspiration Instagram posts?

i. How do you feel about fitspiration Instagram posts that use #bodypositive
or similar body positive hasigs? Do you think that is aappropriate use
of the hashtag?)
ii. How do you feebbout businessdése. Aerie; Lane Bryant)ising the
hashtag or language of body positivity in their advertising?
e. Do you ever hear criticisms of body positivity? If so, wéia they?
i. How do you feel abouhese criticisms?
ii. How do you respond to such critiques?
iii. Do you have any criticisms of body positivity?
f.f.ls there anything youdd change about
VI.  Personal gperiences of health, beauty, and gendervarag) up

a. What have been the positive aspects of your involvement with body positivity,
first, as being someone who ascribes to body positivity as a phild38glepnd,
as someone who is an influencer and is known for their involvement and
influence over bdy positivity?

i. Negative? What challenges have you faced because of your involvement
with body positivity?

b. Have you seen any changes in your bodiiow you feel about your bodynce
getting involved with body positivityExplain.

i. Are there any other emges younaveseen in yourself and life because of
body positivity?If yes, what?

c. Has being a part of body ptsity changed your ideas about being a [based on
gender they identified at beginning of intervi@we.
woman/femininity/man/masculinity/neconforming/queer or gender in general]?

d. Hasbody positivity influenced your understandings of beauty? Of heHilye,
in what ways?

i. What contributions do you think youbo

e. What impact do you think your actions and that of bodsitpaty, as a wholg
have hadn both followers of body positivity and body positivity itself, but also
larger society?
i. Do you think body psitivity is meeting its goals (and/or changing how we
understand health/gender/beauty?)

f. Isthere anythingelseyauoul d | i ke to add that you

a point you really want to highlight before we go?
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Introducing #AerieREAL Role Models

’

el

BRAS & BRALETTES | UNDIES | SWIMWEAR | CLEARANCE

FREE SHIPPING & RETURNS ON BRAS, BRALETTES & SWIM

No retouching.
Body positivity.
Girl power.

Introducing #AerieREAL Role Models
SEE MORE >

Figure 1: Screenshot of 2018 advertisement emailed to subscribers of Aerie promoting their
#AerieREAL role model campaign.

ull T-Mobile = 2:35 PM < % 49% = )

< #bodypositive Y

Related: #bodypositivity ~ #bopo  #loveyourbody  #bodyc

Top Recent

When You're the Comrziate
Opposite of Your B+

n  Q @ 2
Figure 2: Screenshot of search results on Instagram app.
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Figure 4: Screenshot of filtered search results on Iconosquare.
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& parke.ave - Follow

parke.ave This was probably my favorite way |
styled these pants. Wide leg pants are always
a good idea and they’re so comfortable. If you
want to look longer and leaner, here’s how
you do it..... visit the link in my bio to see how
| styled these with a cute crop top. Are you
guys into wide leg pants too?

efrem.keith You are so beautiful with a very
beautiful smile

parke.ave #tbt #newyoutuber #fashionista
#summerfashion #summerfashion2018
#fashionblogger #curvygirl #curvy
#bodypositive #curvesaresexy #styleblogger
#fashionfiles #fashion #flyfashiondoll
#fashionbombdaily #summerstyle #styletips

parke.ave @efrem keith thanks

O Q A

selbel34, _lorikeet, karin_capra, studiokyodai,
efrem.keith, choudharycharul and shanni.iam
like this

big_women_usa ¢+ Follow

big_women_usa Want to date the hot big
beautiful girl? Once visit the BBW dating site
to find beautiful curvy girls.
#bigbeautifulbrits
#waistwednesday#thickwaists
#girlswithcurves #biggirls
#bbwlove#sexybbw #bbw
#bbwlovers#bbwappreciation #bbwagirls
#bbws#bbwgram #bbwmodel
#plussize#plusisequal
#effyourbeautystandards#bodypositive
#bopo #sexy
#sexyanysize#fatbulous#plussizelingerie#plu
ssize
#bbwi#plussizeclothing#curvygirl#curvylinge
rie

welch5310 Cute ass
yousafiohar Sexy and hoto Q O 0 ‘ 0
djpowermaster @ J{® ©®

O Q A

Figure 6: A example of posts centered around BBW
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ﬁ diaryofafitmommyofficial & - Follow

diaryofafitmommyofficial Before | decided
to become a certified personal trainer, |
went through many phases of self loathing.
| was once merely 100lbs and underweight.
I've also been over 1501bs and overweight.
I've been on both ends of the health
spectrum which is why I'm able to relate to
so many women out there. | know what it's
like to hate your body so much that you
immediately go throw up after a meal. |
know what it's like to hate your body so
much that you binge on a half gallon of ice
cream in one sitting. | get it. | still get
criticized and told I'm fat and not fit
enough. But the difference between who |
was back then and who | am today is that
I'm no longer weak. | don't listen to what
people see or what | see on my social
media. | have learned to love my body and
that's a super accomplishment! My body =

@ Q A

25,148 likes

\ 83

LY o A
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' ® ¢
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Figure 7: An example of an eating disorder recovery post

i madeline_moves - Follow
Greenville, South Carolina

madeline_moves Where these tops are
from is a daily question— @outdoorvoices
is the answer fQ) #doingthings (p.s. there is
a #¥movesweatshred giveaway on this post,
check my stories) &

Macro Girls— we're a day in, so don’t jump
to any conclusions yet, but how is it
going?? Q

My personal favorite way to arrange my
day (whether it's 5am workouts during the
school year or not) is to have the bulk of
my carbs in the two meals post workout
and save fats for later in the day@

Example:
[1] Lavash Wrap with egg whites, laughing o

@ Q AN

882 likes

Figure 8: An xérﬁple of p6§té that conflated #bodypositive with #fitspiration
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alissbonyt « Follow
L Gwinnett County, Georgia

alissbonyt What are everyones Fourth of
July plans?

alissbonyt #bodypositive
#allbodiesaregoodbodies #travel
#bigandblunt #effurbeautystandards
#embracethesquish #confidence #curves
#thicc #fatbabe #plussizefashion #recovery
#selflove #loveyourbody
#beyourownkindofbeautiful
#theresnowrongwaytobeawoman #plussize
#plussizemodel #loveyourself #thickthighs

darkknight164 Have to work unfortunately
kaptan55kaptan 99

chrislanal5 Lookin like a popsicle like you

said - lovvwwve it! QPP BB

alissbonyt @chrislana15 Hahahaa it's a

vibe

wfishes64 Looking at this picture @ -

@ Q N

2,753 likes

Figure 9: Example of a post that uses the hashtag #allbodiesaregoodbodies

"WHO TAUGHT

YOU \;

TO HATE
YOUR BODY?"

-AMBER KARNES

D YOGA INTERNATIONAL

@ amberkarnesofficial « Follow

amberkarnesofficial Do you remember
where you first learned that your body
wasn't beautiful, worthy, or good? Does
that still ring true for you? Or is it a story
that no longer serves you?

Through my yoga practice and through
feminism, | discovered that my thoughts
about my body had not come from a place
of truth, but from society’s expectations
and narrowly-defined beauty standards set
up by systems of oppression.

For years, | was postponing my “real life”
until the day | lost weight and became thin.
Then | could be myself. Only then | could
have permission to go on dates, enjoy time
at the beach, make bold moves in my
career, stand up for myself, and live out
loud.

C QW A

Figure 10: Post from Amber Karnes that illustrates accepting your body
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2in chloeandpaisley « Follow

chloeandpaisley | know what you're
probably thinking. Why the fudge would
someone post something like this? Doesn’t
she know she’s not skinny? And what about
those stretch marks? Unfollow.

Trust me—I'm sure a few people on here
are thinking it.

But do you know what'’s so great?

| LOVE MY BODY. [no matter what anyone
thinks]

Think about what this beautiful body has
done for me. It grew a tiny speck intoa 7
pound baby—complete with 10 fingers, 10
toes, a heart that pumps blood, lungs that
breath air and eyes that are bluer than any
you've ever seen. I'm blessed and grateful
to have a body that is as meaningful as
mine, just like you are so incredibly
fortunate to have yours. Yes, you. Siting

v

& 0y R

607 likes

@ plus_lindsey ¢ Follow

plus_lindsey Love spring! .

#aPerfect20 #selfie #selfiegram #instaselfie
#selfieforselfiessake #effyourbeautystandards
#fat #confessfreshface #browneyes
#brownhair #curvygirl #iamsizesexy
#iamsizebeautiful #iamsizehealthy #plussize
#celebratemysize #selfiesforselflove
#beautybeyondsize #beautyhasnosize
#bodyposi #bodypositivity #bodypositve
#bodyacceptance #bodypower #bodylove
#curvygirl #nicaraguan #hispanic #nicachica

nikkin_25 You look gorgeous @
hogglife330 Hey

plus_lindsey @nikkin_25 Thank you so much!!
Hope all is well! @ @

© Q A

35 likes

Figure 12: Example of a post that uses the hashtag #selfiesforselflove and #bodylove
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e deeder93 - Follow
N

deeder93 Dear freckles and red hair... | love
you. .

All my life | listened to bullies taunt my
sisters and | for being so unique. But over
the last 10 years or so, |'ve learned to
embrace the difference and love the rarity.
To my beautiful sisters and to anyone who
has ever been bullied for your appearance,
know that you are worthy and no bully
should ever validate how you love and see
yourself. Be you. There's only one you. .

#beauty #ginger #love #redhair #freckles
#natural #naturalhair #curlyhair #redhead
#girlswithfreckles #glow #selflove #beyou
#unicorn #unique #curls #bodypositive

camaleonidas More than true! More than v

O Q A

87 likes

Add a comment wee

=
on notion of selbve in caption

2L
@ themilitantbaker « Follow

themilitantbaker () ® Thank you to
@decolonizing_fitness for this important
reminder. | apologize for focusing on the
importance of "loving your body" for so
long while | learned about body liberation.
4> What we do, how we feel, and what we

Don't te” me to “love my body" 'f I’m St'” work towards when it comes to our bodies

is so unique and VERY personal. 4 Within

getting to know my body. Don’t tell me to “be  traticumey. ts paramount that there isn'

a standard set for anyone... of any kind, for

Ok" W|th my bOdy if I,m Stl" Unable tO Slt Wlth any reason. Also, #ItTakesTime is the BEST

hashtag! ® #[tTakesTime #SoTakeYourTime

the most uncomfortable parts of who lam. -~~~
Please remember you're telling many of U t0  ecionzing.finess v 1 wouis HiHY

recommend itf);)

“love” bodies that the world still dismisses, -
ridicules and wishes we keep hidden. TET" =T

igure 13: Example of posts tHatus

Gentle Reminder: Many of us feel foreign in =

C Q& N

3,810 likes

Figure 14: Post from Jes Baker that demonstratesalove narrative
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Your real power is...

YOU!

3 / 5"
'f

Figure 15:A screenshot of arpmotional iage for 2019 #AerieREAL campaign

unskinnyshero « Follow

unskinnyshero Instagram has been silently
terminating and shadow banning accounts
that feature plus size and fat people that
are unapologetic in showcasing their
bodies in swimwear and lingerie that are
breaking the stereotypes about larger
bodies.

This image depicts a group or fat and free
babes in bikinis that all have had their
Instagram accounts deleted/deactivated or
shadow banned simply for existing (except
@iridessence who is standing in solidarity).
Were any of these women skinny they -

oQad A

10,613 likes

Add a comment...

Figure 16: Example of the type of images Carina Sher® tos@crease representation of fat
women.
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O mynameisjessamyn & - Follow

mynameisjessamyn Where are the lines for
considering oneself a minstrel show? Do |
draw the line at “inspiring others"? Does
“inspiring others” negate a minstrel show?
At what point do | accept the spectacle that
I've allowed others to expect from me?
Happy. fat, black- you are only allowed to
show yourself when and how it suits other
people. Otherwise you'd better shut your
mouth and be grateful. It's something like-
“You'd better be glad anyone gives a shit

about you.” “Because you're our v
Qg A
7,410 likes

{ ) drkoko_kurves « Follow
A ¥ LOKal Restaurant & Lounge

drkoko_kurves Let your fashion speak for
you@ ®© LIKE COMMENT AND SUBSCRIBE
TO KOKOS KOUTURE CLOSET ON
@youtube !!! LINK IN BIO!!!
#plussizefashion #plussize #styleblogger
#fashionyoutuber #fashionblogger
#plussizefashionblogger #plussizeblogger
#amazonfashion #plussizemeplz
#plusfashion #plusblogger #plusmodel
#bodypositive #vlogger #fashioninspo
#the_curve_life #honormycurves #curvy
#effyourbeautystandards #curvywomen
#fashionstyle #skorchmagazine
#bodypositivity #plusisequal
#fullfiguredfashion #blackgirlswhoblog
#instafashion #curvygirl

yourgirl_keysha @

annifarasmarketing We want to feature
you on bohoqueenjewelry in our
merchandica thic halidav seacan islletc

@ Q A

18 likes

Figure 18: A post which features a black woman.
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@ jackijax = Follow

jackijax day dreamin’ already &
#effyourbeautystandards #tbt #fatbabe
#bodypositive #makeup #plussize #motd
#goldenconfidence

fabulouslyfitish Awesome!

karisamyla Wow @ @ your beauty never
ceases to amaze me

rachael.hannaaaa YOURE GORGEOUS AND
ICANTHANDLEIT 8 888
sophie iz @ © 09O G

1cleanglide | know | know..sometimes | am
pretty irresistible @ @ @ @ JK @jackijax
hi.its.chels Girl you are absolutely stunning!
| love when you pop up on my feed @

© Q A

139 likes

R mandrogany - Follow

mandrogany Perspective:

As pride month comes to a close I'm
feeling introspective. This month has led
me to a lot more clear realizations about
myself, my identity and the steps | need to
take to be more comfortable with this
person and this body that | have. Finding
my place in genderfluidity and how to
express that in a way that is true to me is
going to be a journey, but | know that |
have people who will be there to help and
support. The message of this month rigs
true for all of us. Be true, be yourself in the
best way you can, there is no one else like
you so make the most of it and celebrate
yourself!

tg #bodypositive
kyle.sipkens @ @
akiraconquers | love you my squid

O Q K
37 likes

Add a comment

Figure 20: An examle of a post thaafures a masculireppearing person who discusses queer
issues.
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‘ juniorrosello « Follow

juniorrosello #boy#fitness#bodypositive
antooangelino & & &

tibogm B &G

nathan_brj Bggg

mr.antho33 Perfect @

hunterfitness.nutrition & & & &

jessy_Ifb Wow !

jojr3 &

bomerani @O OO OO

my_queenbondy Sexy @@ @O O ©
00000000000

benoitropezien1980 [l & &

maypino23 A @@

haickel_baehr Good job § & &

mickannall M@ =

©Q N

okl i) Add a comment...
2 s

Figure 21: An example of a post that features a maseappearing person who references
fitness.

‘ fckn_fck_sticks « Follow

fckn_fck_sticks Soaking up some vitamin D
@ helps with my mental health HEAPS.
Drop me a €} below if it's hot out where
you are today! And a @ if it's cold!!!
#sunshine #mentalhealth #transgender
#nonbinary #gayboy #queer #gnc
#guyswithtats #grindr #scruff #queerfamily
#bodypositive #bodytransformation #trans
#transmodel

baywatch2467 Dude it's freezing @
colbyxlee € too hot

O Q A

17 likes

7 N Add a comment..
- O\ il ; ‘ 0
Figure 22: A post which featuregjaeeman.
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@ official_mrfrumps - Follow

official_mrfrumps Obearwatch again!
Come say hi stream starts in 30 minutes!
®).stream starting around 8pm CDT
Twitch.tv/mrfrumps

& 6] A

56 likes

e Ve

Figure 23: A post which features a gay man.

thesassytruth_ » Follow
Los Angeles, California

thesassytruth_ | always get asked at what
point in my life | realized that | was
transgender. And although | know there
was a point where it all sort of clicked, it's
always hard to say “this was the defining
moment” because for me this is what | have
known my entire life. My entire life | knew
that | was different. My entire life I've felt
like a woman. As a child when | was with
my friends | genuinely saw myself as a girl,
just a different kind of girl (ill save the
easybake, maxi pads, barbie stories for
another day). As | grew | tried to
understand and put words to my identity. |
remember coming out to my mom at the
age of 14, because she noticed that | wasn't
doing well emotionally. | came out as
bisexual, because | had no idea concepts
like sexual orientation and gender identity
existed, and because | thought this would

@ Qd N

3,391 likes

-

Figure 24: A p(;st by Gia which discusses her experience as a transwoman.
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thesassytruth_ « Follow
\ Los Angeles, California

thesassytruth_ Sorry I've been so MIA the
last couple of days Instafam. As most of
you know last week | wasn't able to get my
estrogen shot because of my work
schedule (working a certain amount of days
in a row, and the clinic not being open
when | was off) so | consciously knew |
would miss my shot by almost 6 days. But i
didn't think much of it, because when | was
on estrogen pills, | could go a day or two
sometimes when | forgot to take them and
| felt fine. Boy was | wrong! Those five days x

& A

1.124 likes

Figure 25: A post by Gia which discusses her experience as a transwoman.

‘a‘ ashleighthelion « Follow

ashleighthelion This year has been
something... transformative, heartbreaking,
lonely, and extraordinary. This time last
year | was severely depressed and over it.
After being doxxed and harassed by
thousands of people for my “All W***e
People are Racist” workshop at Netroots, |
had to deactivate most of my platforms
and be in isolation for a few months. Since
then, | lost a lot but | learned so much. |
risked a lot and decided to publish the
#FatCensus and got over 5,000 responses,
with 49 participating countries. | processed,
analyzed, and published the data. | got Free
Figure Revolution registered as a nonprofit.
| literally curated, created, and participated
in the Fat As Fuck Art Show, also using art
as a vehicle to talk about politics and data. |
finally publicly showed my art after years of
hiding myself and my work from criticism/

v
e e s

Qb N
2,273 likes

Figure 26: A post by Ashleigh that highlights her hyfemininity.
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5 mynameisjessamyn % - Follow
(?4\ Pittsboro, North Carolina

mynameisjessamyn Because my physical
body has been fetishized on every level,
there's a part of me that feels shame when
looking at it. Even though, in some ways, it
epitomizes my erotic power. And my erotic
power is not a source of shame- it's my
fount of strength. And HOW IMMA ACCESS
MY TRUE STRENGTH IF A BITCH IS OUT
HERE FEELING ASHAMED. But still- | see,
feel and carry the shame that was instilled
not just in me but in my mother and my
aunties and my grandmas and my great
aunties and my cousins and my play
cousins and my godmamas. And who can
blame them? They've been raped
repeatedly, physically and emotionally, by
people who feared their erotic power.
People who see it as a weapon. But isn't
that correct- isn’t it a weapon, Jessamyn?
I'm 31 tomorrow and that's plenty old

&Ly B N

22,086 likes

o = < 4 "
Figure 27: A post by Jessamyn that highlights her hypersexuality.

f lifeandbeautyrehab « Follow
: Waldorf, Maryland

lifeandbeautyrehab Monday Motivation:
Genetics Deals the Cards ¢#%# but your
discipline and your Hustle &9 W W'~
is what plays the hand. @!'m not a fitness
expert. I'm just someone still trying to find

| can actually have. | know I'm not the slim
type (y'all cute tho) and | know I'm not a
BBW (y'all cute too) cus all my Big goes to
all the wrong spots... | just want
healthy/sexy and to always look 10yrs
younger than | really am.

| agreed to be transparent in my journey in
hopes to motivate the woman who has
allowed relationships, motherhood and her
career to put her health on the back seat
and cause her to lose oneself in the
process.

Tag someone you know that's on a weight

loss journey! W & & .
Q@ a

74 likes

Figure 28: An example of a post with an ageist caption.

what works for me. | want to see what body

A

215



O tararesnick » Follow

tararesnick I've noticed a dramatic
difference in my skin since | started my
nightly FRE skincare routine. | wash my face
with the exfoliating cleanser, follow it up
with the serum and finish it off with the
moisturizer (which also has an SPF). Then |
repeat in the morning. My fine lines and
wrinkles are much less visible and my skin is
obviously brighter. This is the only skincare
line specifically designed for women who
sweat. Remember to use my code TRESN to
get 15% off your purchase at
www.freskincare.com. @ @freskincare
#loveyoursweat #nofilter

vshapeyoga Great feed, i love the page. you
have to dm and follow @proudfitfam for a
feature on thier pages, have a good one,

alonsofdza ¢4 €
leannahefter BEAUTY

© Q N

144 likes

Add a comment .os

& 2

Figure 29: A#fitspifgtion post with an ageist caption.

F % empoweredsustenance * Follow
.

empoweredsustenance When | was
anorexic, | suffered body dysmorphia,
which meant | had no sense of reality when
I looked at my body. | thought my skeletal
body looked fine, when in fact | was sick
and emaciated.

.
YO U a u ty When we perceive the lines of aging or the
marks of childbirth as ugly, we are also

suffering body dysmorphia. In reality, aging

is not ugly. This is only a deep-seated,
culturally-conditioned belief which strips
. women of our power, as well as our
Vi (7 finances and energy.

This is a feminist issue, due to the extreme
double standard of "acceptable aging” for

men and women. One reason why our

culture perpetuates the “"youth as beauty”

myth for women? Because, often, younger -

© Q N

64 likes

@EmpoweredSustenance

Figure 30: A post that challenges ageism.
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wheelchair_rapunzel « Follow
Tunnel

wheelchair_rapunzel | feel at home in the
bright lights and bumping bass of a club.
It's not like walking down the street where |
get children and adults looking at me with
a smug curiosity. When I'm in a club, I'm
embraced. | never feel uncomfortable
stares or like I'm the object of
entertainment/curiosity. In a bar/club we
are all there to do the same thing: get
sloshed, dance until the sweat is dripping
down places it shouldn't drip, and take a
cute guy home. No words need to be
exchanged to vibe with someone (phew,
because my little SMA voice gets drowned
by the bass). Instead, dancing with
someone who is feeling the same beat as
you while you're both singing "my neck, my
back” is the route of communication. If you
ask me, that's better then most
conversations | have. That's what happened

@ Q A

371 likes

}\ joe_lizzzzzz_yoga * Follow

joe_lizzzzzz_yoga What if no one talked
about the uncomfortable topics? Body
shaming, sexual assault, disabilities,
equality (or a lack of), mental iliness,
sexuality, unpopular opinions to name a
few. What if every time someone
commented “i wish you would talk about
something less heavy” “i wish you would
share something more positive” "i don't
want to read about this”, that person
stopped talking? What if the silence society
asked for become a reality? How would we
grow? How would we evolve? || From
uncomfortable conversations come new
ideas, shifts, changes. We promote the
opening of minds and deepening of
conversations. Keep talking. Keep writing.
Keep CARING. If you want to talk about
body shaming, talk about body shaming. If
you want to talk about your menstrual

© Q A

1,655 likes
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{ fatgymrat - Follow
: Fulton County, Georgia

fatgymrat If this doesn't embody my
current mood and situation, everything
from the shirt to the facial expression, then
| don't know what does.... ugh.
Chronic health problems affect so much
more than just your body but your mind
and everyone who you interact with. Some
days | smile and have a brave face but
every day | wake up knowing it’s going to
THE hurt to breathe, hurt to move, hurt to bend,
and hurt just to lay totally flat.
\ ST R U E G LE I wish | could be there for my friends all the
| time and | hope people know | honestly try
f & IS \ L my best even when my best is miles behind
E k the norm.

Haven't given up yet tholls A ¥ .

oca [

43 likes

?"[ ‘ themilitantbaker - Follow
¢4/ Hotel de Ville de Paris

themilitantbaker I've realized that many of
you only know me through IG so I'd love to
introduce myself and then | want to know
about YOU (including what kitchen utensil
you would be. I'm totally serious... just see
below)!

My name is Jes. I'm the author of Things
No One Will Tell Fat Girls and Landwhale, a
speaker, blogger at TheMilitantBaker.com,
former mental health professional, baker,
liberation enthusiast and Permanent Work
in Progress. | personally believe that
vulnerability is fierce AF, softness is a
strength, cats make the perfect roommates,
Gin Rummy is the best card game and that
profanity is cathartic. | fell into the spotlight
after creating satirical versions of
Abercrombie & Fitch ads in 2013. It's all
been an incredible rollercoaster since then!

@ Q& A

4,002 likes

v
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chunkyandfunkymaddie « Follow
\ y/ Standard Hotel

chunkyandfunkymaddie You can be extra
AF when you are the pool's aesthetic =]
Pools, especially ones with a lot of
societally deemed hot people, can be
triggering for those who are plus size or
have bad body image. When | was at the
pool with my friends | became really
paranoid that everyone was staring at me
and making fun of me because | was the
plus-size chick at the pool (dressed extra
AF... feathered robe not pictured). Growing
up, i was made fun of a lot at the pool and
told to cover up. People can be really
fricken cruel to fat people at the pool by
openly snickering, pointing, and making
remarks. In reality, the other day they were
probably staring at me because | made my
friends take my photos for 20 minutes all
over the pool deck @ Regardless, be nice
to plus-size, fat, and disabled people at the

wlals N

328 likes

@ ladycoquine « Follow

ladycoquine Still gagging over this look.
Fits like a glove. | have never had so many
people stop what they are doing and stare
at this beautiful fat body. P PP P
@ Jumpsuit by @fashionnovacurve

434488

#fashionnova

#fashionnovacurve
#whatfatgirlsactuallywear
#eyebrowsonfleek #mohawk
#effyourbeautystandards #bodypositive
#clevagefordays #nobodyshame
#makingheadsturnallday
#plussizefashion #fatfemme
#femmedfemme #hourglassfigure
#goddess #rainbownails #rainbow

© Q A

36 likes

Figre 36: A #bodypositive post that challénges beauty discourses.
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& psychodelicweirdo « Follow

psychodelicweirdo Friendly reminder to all
of my Queens: Love and accept yourself
and your body and all of your curves. Love
the skin that you are in. Even with all of the
weight that | have gained | am still feeling
beautiful. Reminder to self; give your body
love every day, not just the Sunny ones! |
love my stretch marks and | love the
diamond on the small of my back. These
things bring me much joy. It's always the
small things. Loving me today, hope you
are somewhere loving yourself!

You are beautiful @ @

#instamood #instadaily #iphonesia
#happy #heady #girlswithdreads
#ladieswithlocks #wonderlocks #dreadhead
#dreadsofinstagram #gratefuldreads
#dreadgang #dreadfam #smiles
#instaweird #weirdo #weirdcontent .

@ Q N

45 likes

.4 )
Figure 37: A #bodypositive post that tleages beauty discourses.

unskinnyshero « Follow
. London, United Kingdom

unskinnyshero | mean the media and
society can keep trying to tell us that fatis
a bad thing and that fat people can't be
attractive but I'll continue to be over here
making them look a goddamn fool because
if | might say so myself, this fat lady is
serving up sexy, sultry, sensual AND savage
looks!

Wanna see the rest of this photo with the
sizzling @yazminthefox and 50 other
photos of us? Then click the link in my bio
and subscribe to the $4 tier on my Patreon!
I'm wearing a teddy from
@fredericks_hollywood from 6 years ago

VEGRU N

13,034 likes

Figure 38: A post by Carina that challenges beauty discourses.
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@ happy.healthy.jenna » Follow
|

happy.healthy.jenna If you had told me
back in April | would totally transform not
only my body but my outlook towards
fitness and nutrition in just 3 months, |
would have been hopeful but wouldn't
have thought it was a reality. Lasting
change takes day in and day out
consistency and hard work. But it gets
easier. The first month, it took every ounce
of energy | had to stick to my plan. These
days, it is second nature to me to workout
and stay active every single day, and to
stick to healthy eating 80% of the time. And
the most exciting part is- this is just the
beginning! | can’t wait to see what this
body is capable of a year from now and a
decade from now. --------------

If you're trying to start your own inner
transformation, just remember that the
hardest part is starting. Once you commit

¢ Q A

46 likes

v

Figure 39: A #bodypositive post that adheres to beauty discourses.

~13WEEKS | 20WEEKS . [P
FULL TERM ['postpaRTUM | pd i ® -

fitfenji Being accepting of where you are
at, wherever that may be J\, @ For me,
pregnancy didn’t necessarily come with a
whole bunch of chub (Defo some), BUT D
it did come with a whole bunch of cellulite.
I'm talking EVERYWHERE. | feel like my
pinky toe may of been a bit dimpley @
Still, as a breastfeeding mumma, my body
is holding onto extra fat and water then
before, to feed my lil man- it's actually
important! At 13 weeks postpartum | was
still healing from my 3ct (3rd degree tear)
and | wondered if | would ever feel fit or
strong again @2 &.. | knew my priorities
lay elsewhere though, so instead of feeling
down, | just worked on acceptance (not
easy that's for sure )! | definitely
compared myself to others- but just
reminded myself of how lucky | am to of
experienced giving birth in the first place,

o Q A

1.271 likes
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Figure 40: A #bodyositive post that adheres to beauty discourses.
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_active_lifestyle « Follow
- Denver, Colorado

_active_lifestyle Two things prevent us
from happiness; living in the past and
observing others & .

#brunette #beautiful #girls #thick #travel
#tattoos #marvel #girlswithtattoos #bad
#bodygoals #bodypositive #poledancer
#photography #exoticdancers #sexy #fitgirl
#followdfollow #peach #motivation
#model #strong #goals #sunglasses #pool
#bikini #exotic #goodlife

chrisjarzyk21 & ©

rodrigolopez2278rodrigo_lopez Amo ese
arbol que tenes tatuado! @ es mi arbol
favorito! Y el hombre arafia estd mojado!

O Q R

617 likes

hermosanikitaaa « Follow
Denver, Colorado

hermosanikitaaa Want the Niki cheat
code? Come on, bitch, nice try.

#curves #latina #squats #booty
#bodypositive #motivation #natural
#snapchat #humpday #denver #selfie

O Q N

Add a comment.. eee

Figure 42: A #bodypositive post that adheres to beauty discourses.
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sif‘ thestrongerpear « Follow

New York, New York

thestrongerpear I've never been bullied or
taunted for my weight by schoolmates or
friends. I've never been told by a doctor
that | had to lose weight or my health
would be at risk.

Even at my heaviest, | was never told | was
fat or ugly. | didn’t feel trapped in my body.
| didn't feel like | was less than a person.

I never had trouble getting a date. I've had
boyfriends & fallen in love. I've never had a
boyfriend tell me | wasn't pretty or ask me
to lose weight.

| say these things because | know SO
MANY men & women do experience this. |
don’t pretend to know what you have been
or are going through just because | was
carrying an extra 15-20lbs of vanity weight

© Q A

279 likes
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) ) fittynerdy « Follow
3
ey
‘ l
’ S
| |
y #fitness #fitnessmotivation #fitnessmodel

A 3 ' < #fitnessaddict #fitnessgirl #fitnessjourney
#fitnesslifestyle #redheadsdoitbetter
#fitnessfreak #fitnessgoals #fitnessgear
#fitnessfood #fitnessinspiration
#fitnessgirls #fitnessbody #fitnesswomen
#fitnessblogger #fitnessmodels
#fitnesscoach #fitnessphysique
#fitnessmom #fitnesslover #redheads
#fitnessaddicted #fitnessfreaks #fitnesstips
#fitnessfirst #readhead #fitnessgoal
#fitspiration

lolarunsforlifetwo & &

helikesredheads . Q. Q

baldafitness | really like this post and your

0 Q N

fittynerdy Beauty is about being
comfortable in your own skin. It's about
knowing and accepting who you are. -

v

36 likes
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Figue 44: A fitspirti post tat adheres to bediggourses.
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ayeitstanisha + Follow
\ Gocodlife Fitness Argyle Mall

ayeitstanisha If you were to tell me a year
and a half ago, you are going to be lean
have abs and have a booty | would have
laughed so hard. | wouldn't believe you but
here | am now with a physique | ever
thought I'd have, but trust me it's was not
easy but was it worth it? Hell yeah it was.
& ® § #transformation #instafit #booty
#homeworkout #bootybuilder #diet
#dedication #fitfam #fitness #couplegoals
#fitspiration #fitcouple #HITT #gym #fitfam
#healthy #squats #leggings #longhair
#cellulite #workoutvideo #workoutvideos
#booty #bootyworkout #fit #abs
#relationshipgoals #wshhfitness

momma_jholder Get it!! Prod of you!@
ayeitstanisha @momma_jholder @ P @

vektorbands Keep it up@;
Check us outdd <

© Q N

'\ swoledad_ « Follow
O'Fallon, Missouri

swoledad_ Monday Motivation- Was going
to type out this long motivational quote,
but it comes down to this. QQQ Q@
QQQQ Q@Run your day or let the
day run you!! #positivevibes
#mondaymotivation #muscle #physique
#fitspiration #inspiration #homegym
#motivationalquotes #motivation
#bodybuilding #swoledad
#swoledadfitness #swolfie #selfie
#picoftheday #followme #instafit #fitdad

kandes32 Exactly right! Keep killing it! @
656

tatiana5555555 You've outdone yourself,
perfect job, great results, big respect 3§

laurie_imartin Respect. Today is a rest day

laurie_imartin Been fencing all weekend
and am pretty sore today. Sunburnt and a
few bug bites. Y

© Q N

107 likes
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Figure 46: A #fitspiration post that focuses on aesthetics. A
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jack_thorburnbodybuilding - Follow
Fitness Studio

jack_thorburnbodybuilding Solid leg
session today and actually starting to feel
like I'm onto one of a few causes of the
current situation! !

Went in a little frustrated... but quickly
regained some composure and then the
head was firmly ON! !

Hitting up some better sets on all exercises,
so in my eyes a win! Better but still miles
off but I'll take it! !

#insightsupps #themeatman #teammeat
#xploape #xplosiveape #bnbf #fit

#fitnessmodel #workout #bodybuilding

#cardio #gym #train #training #ripped

#heaelth #healthy #active #motivation
#aesthetics #physique #determination

#diet #pumped #cleaneating #eatclean %
@ Q N
224 likes

Figure 47: A #fitspiration post that focuses on aesthetics.
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\ g I“‘ curvyamelia + Follow

curvyamelia NEVER apologise for being
curvy - | know first hand what it's like to
walk in to a clothing store and nothing
ends up fitting so I'm here to tell you those
days are OVERfR = (1) My mission in life is
to find THE BEST lingerie, fashion and styles
who offer diverse sizing for YOU.

So, chin up and get ready to give your
wardrobe a make over this Winter! @ €8

COMMENT WITH A @ IF YOU'RE CURVY
AND PROUD! Wearing: Whisper Padded
Balcony Bra 16DD and Whisper Firm
Control Waist Cincher Size 16
@hushhush_shapewear 8
@cassmichaelphotography &
@tiffanylovemakeup #beyourself
#loveyourcurves #fashionforall
#bodydiversity #hushhushshapewear
#bebrave

© Q N

2,322 likes

Add a comment - e
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‘ miss_cleo_demure - Follow

miss_cleo_demure When in doubt, wear red
¥ This is from @lovehoneyofficial
@Ilovehoneylingerie #redlingerie #redlips
#brunette #bettiebangs #greeneyes #curves
#curvy #curvywoman #curvygirl #curvypinup
#plussize #plussizegirl #plussizewomen
#plussizepinup #thickwomen
#thickthighssavelives #cleavagefordays
#effyourbeautystandards #loveyourself
#bodypositive #bigisbeautiful #bbw #bbwgirls

missmollymay434 Yasssssss! Queen @ @
farahmahruqi | LOVE YoU
dez1470 Cute, Lovely and Amazing @ @ @

CICIGIOE 4vl g 4

& Qa A

32 likes

@ amazonangel_ « Follow

amazonangel_ Comment . if you like me
inpink @B §

Lingerie: @fashionnovacurve

Use my code “Amazon” for 20% off your
next order @

#fashionnova

#bbw

#bodypositive

#plussizefashion

#plussize

#novababe

#novacurve

#allnatural

#thickthighssavelives

#amazonangel

#plussizemodel

#Fwew

bbwandthickgirislover3 8 8 @ 8¢ 80 8¢

churks.david Nice looking

©oa A

1,542 likes

Figure 50: A #bodypositive post that demonstrates higrmaminity and sexuality via lingerie.
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Figure 51: A #bodypositer post that demonstrates hyemininity and sexuality via fashion.

Figure 52: A #bodypositive post that demonstrates higraminity and sexuality via fashion.
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