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ABSTRACT

Objective: drawing from digital consumer activism and the Foucauldian concept
of resistance, the aim of this research is to analyze how cosplayers’ digital activism
governs their online interactions. Method: the ethnographic Foucauldian genealogy
was carried out over a four-and-a-half-year data collection period. Results: our
analysis revealed the Fight for Respect dispositif, when cosplayers’ digital activism
represents the exercise of multiple resistances assembled to organize themselves
through digital activism to establish care of the self and others. It is described
by how consumers encompass several levels when dealing with attacks against
themselves or their peers: from a proposal for coexistence — Agenda; to a desire for
change — Protests; and reaching a position of rupture — Riot. Conclusion: the study
highlights how consumer activism carried out virtually by a specific and engaged
audience is capable of continually re-elaborating digital marketing relationships.
Such activism opposes a dark-side activism, reiterating the importance of researchers
and marketing managers paying attention to the curtailment or manifestation of
pride in ontological conditions that are typically attacked in the digital environment.
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INTRODUCTION

Cosplay is an interdisciplinary phenomenon in which
consumers dress up and play characters from pop
culture (Arnould et al, 2020; Seregina & Weijo, 2017).
This phenomenon is commonly assoclated with fan
practices — le., specialized consumers who converge
and commune in specific communities called fandoms
(Kozinets & Jenkins, 2022; Moura & Souza-lLedo, 2023)
since it allows its practitioners — ie, cosplayers — to
publicly attest to thelr intense relationship with media
products or adapt them to manifest identity projects
and co-create extraordinary consumption experiences
(Carrington & Ozanne, 2022; De Mello et al, 2021).

Like other interactive phenomena of participatory
culture, cosplay is often a means of establishing discus-
sions that go beyond consumer relations (El Jurdi et al,
2022; Winge, 2006). Recent studies highlight the ability
of cosplay to represent civic manifestations and political
activism (Atkins, 2022; Lamerichs, 2023). Thus, cosplay
has been highlighted as a means for its practitioners
to exercise consumer resistance, when they manifest
and represent ethical values and their ontological con-
ditions in order to broaden discussions about the so-
clal spaces that are theirs (Gn, 2011; Seregina, 2020).
Furthermore, cosplay is one of the phenomena that
allows consumer research to seek to understand how
Interactions between peers from the same consum-
er subculture are articulated virtually and in person as
consumer activism (Kozinets & Jenkins, 2022).

Consumer activism is a long-standing phenome-
non (Hawkins, 2010; Swimberghe et al, 2011) that has
undergone a major rise and spread following the expo-
nential popularity of information and communication
technologies (ICT) or social networks in routine con-
sumer choices and practices since the turn of the cen-
tury (Discetti & Anderson, 2023; Hollenbeck & Zinkhan,
2006). According to Lekakis (2022), consumer activism
1s a broad phenomenon that encompasses any coordi-
nated movement in which people organize online and
offline actions to question or endorse pre-established
marketing relationships.

Broadly, contemporary consumer activism is hybrid,
as digital interactions reflect and impact in-person prac-
tices, showing how online and offline consumer rela-
tions are increasingly inseparable (Discettli & Anderson,
2023; Kozinets & Seraj-Aksit, 2024). Consumer activism
1s mostly about questioning and sabotaging globalized
products or brands (Minocher, 2019), but it has also
aligned itself with civic and social discourses that it dis-
agrees with or rejects (Swimberghe et al, 2011).

However, two perspectives have stood out more
recently. On the one hand, activism is used to defend
particular values for consumers, even if they propagate

discourses of segregation, in a type of dark side of con-
sumer activism (Lekakis, 2022; Zanette, 2023). On the
other hand, there is consumer activism that seeks to
advocate against hate speech and political movements
to which they are interrelated, often appropriating the
entertainment industry to carry out this coordinated
effort (Atkins, 2022; Souza-Ledo et al, 2022).

In both cases, consumer activism can be interpreted
as an exercise in resistance through consumption prac-
tices. Consumer resistance reveals the positions they
take — such as activism — to question or endorse mar-
keting discourses and behaviors that they need to deal
with (Denegri-Knott et al, 2018; Zanette & Brito, 2020).
Such resistance s conceived as a productive position-
ing, when consumers assume a leading role in the
co-creation of their experiences and, simultaneously,
In Maintaining the market relationships in which they
are inserted (Cova & Cova, 2012; Cronin & Hopkinson,
2018). Therefore, such resistances are commonly in-
terpreted as contemporary examples of Foucauldian
resistance (Mikkonen & Bajde, 2013; Thompson et al,
2018).

According to Foucault (2012), resistance is a pro-
ductive power exercise, when subjects position them-
selves in the face of the government forms that rule
their lives. In the Foucauldian perspective, to under-
stand the social relations in which we live in, it is nec-
essary to observe the power exercises that are carried
out by the subjects and institutions that make up so-
ciety. Such power exercises are productive since they
produce consequences in the ways in which people
govern their own practices. Thus, when the multiple
coexisting power exercises are put together, it is possi-
ble to map broader government forms that guide be-
havior and knowledge.

Resistance can question but also endorse and ex-
pand knowledge or power exercises that already reg-
ulate the social structure. There is no antagonistic re-
sistance, because despite often presenting oppositional
characteristics, all resistance invariably refers to the gov-
ernment form with which it relates. Additionally, many
of the resistances exercised are designed to adjust or
intensify behaviors that benefit certain social agents,
whether at the individual or collective level (Foucault,
2008).

Consequently, every resistance exercise simultane-
ously manifests those who resist and the government
forms to which they resist. Furthermore, it is possible
and common for resistance to influence and align with
other resistances, establishing or (re)configuring pre-
viously established government forms. This possibility
indicates that the arrangement of resistances is capable
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of and usually governs part of the social relations in the
context in which they are exercised (Foucault, 2006).

Thus, the Foucauldian perspective on resistance
exercises allows consumer culture theory (CCT) re-
searchers to understand how individual movements or
even those coordinated between consumers (re)con-
figure market power relations (Shankar et al, 2006).
More specifically, it broadens the interpretations of
marketing researchers and organizational managers
about the implications of consumer activism propa-
gated in digital consumer communities, but with mar-
ket implications (Souza-Ledo et al, 2022; Zanette &
Brito, 2020).

Broadly, for CCT studies, exploring consumer resis-
tance works as a tool to help its researchers under-
stand how the relationship between different market
agents is mutual and continuous. On the one hand,
such a theme — ie., consumer resistance — allows
for identifying the ways in which consumers position
themselves in relation to what they consume, influ-
encing, propagating, or rejecting the maintenance
of market subcultures (Cronin & Hopkinson, 2018;
Zanette & Brito, 2020). On the other hand, it can indi-
cate how marketing managers have incorporated and
aligned their strategies with the increasingly common
new consumption patterns (Denegri-Knott et al, 2018;
Kedzior & Allen, 2016). Thus, consumer resistance il-
lustrates how CCT is a mosaic of theoretical perspec-
tives that are interested in exploring the transversal-
ity of consumption as a cultural practice (Armould et
al, 2020). Moreover, it explains how this field of study
Is defined as an alternative tradition of consumer re-
search, conceived as a heuristic mapping of multiple
consumption practices, whether in the online and of-
fline ambiance or in the transition and contiguity be-
tween both (Franco, 2022; Kozinets et al, 2018).

Following this perspective, the present research
aims to understand how cosplayers’ digital activism
governs their online interactions. Such a purpose fills
the gap in CCT studies, where previous discussions on
consumer activism are limited to understanding the
cultural movements, its social representation, or the
market consequences of the use of digital and interac-
tive platforms. Although these studies are enlightening
and fundamental to the establishment of our study,
they do not delve deeper into the understanding that
digital consumer activism is a government form that
guides consumer practices themselves.

Consequently, our study considers that resistances
characterized as consumer activism, when exercised
virtually and internationally, can add up and establish
a government form that impacts the consumer rela-

) SR

tions of their peers and the very market logic that al-
lows them to consume. Additionally, our study was
designed to update and expand the phenomena inves-
tigated — such as cosplay — that allow for consumer
resistance from a Foucauldian perspective.

Thus, this study was designed to continue what
was proposed by Seregina and Weijo (2017) when
they considered that cosplayers interact with each
other to support the playful and positive aspects of
thelr consumption experiences, even when facing at-
tacks, prejudices, and negative comments about their
cosplays. Furthermore, we also adopted the sugges-
tion of Armould et al. (2020) that cosplay is an em-
blematic phenomenon to be explored to illustrate the
rich mosaic of possibilities that can be investigated
by CCT. Additionally, the present study also follows
Kumar and Dholakia (2022) suggestion that new re-
search should establish discussions and insights about
the role of consumers and marketing managers in
mitigating and questioning social asymmetries previ-
ously established in market relations, aligning with the
Sustainable Development Goals (SDGs) and expanding
discussions on the theme of responsible consumption
and production.

THEORY DEVELOPMENT

The digital marketing environment is pointed out as
an accelerated adaptation of traditional marketing re-
lations, serving as an extension or intensification of
broader social interactions (Audy Martinek et al, 2023;
Kozinets & Jenkins, 2022). The present study focus-
es on this scenario to explore the interrelationship
between consumer activism and resistance. On the
one hand, consumer activism has been intensifying
in the online environment, becoming a multifaceted
and possibly politicizable phenomenon (Kozinets &
Seraj-Aksit, 2024 Lekakis, 2022; Minocher, 2019). On
the other hand, consumer resistance is a theme tra-
ditionally explored by CCT and, thanks to the advent
of digital marketing, it allows us to understand collec-
tive and individual movements in which consumers
seek to adjust and reconfigure the market relations in
which they are inserted (Denegri-Knott & Tadajewski,
2017; Franco, 2022; Jones & Hietanen, 2023). Both
phenomena are commonly investigated as resulting
from market power relations. Thus, it is timely and
contributive to focus on the interrelationship between
both and the context of the digital marketing environ-
ment through the Foucauldian perspective of power
relations. Figure 1 presents a theoretical framework
that summarizes this proposal.
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Source: Elaborated by the authors.
Figure 1. Conceptual framework.

Consumer activism

The discussion about consumer activism is secular,
exercised mainly by boycotts or movements that seek
to reject or demand adjustments — ie., buycotts — in
consumed products and brands. Therefore, marketing
managers have long been concerned with such activ-
Ism in order to establish coordinated strategies to deal
with negative reactions of consumers, whether to their
products or to positions regarding sociocultural and
political causes that go beyond the market environ-
ment (Hawkins, 2010; Swimberghe et al, 2011).

With the expansion of a globalized context, con-
sumer activism began to be coordinated between
the online and offline spheres, in order to establish
ways to oppose large brands (Hollenbeck & Zinkhan,
2006). More recently, the popularization and presence
of social networks and information and communi-
cation technologies (ICTs) in consumers’ daily lives
have tumed the digital environment into a space for
the rise and multifaceted exercise of consumer activ-
ism (Discetti & Anderson, 2023; Kozinets & Seraj-Aksit,
2024; Minocher, 2019).

On the one hand, consumer activism is intrinsical-
ly connected to current resistance movements that
challenge forms of mass consumption and a neolib-
eral logic that governs many marketing relationships
(Souza-Leao & Lopes, 2023; Vrikki & Lekakis, 2024). To
this end, consumers establish communities of con-
sumers who share cultural values, in order to question

broader market ideologies, but also to coordinate ways
of establishing a space for affirming their own interests
(Kozinets & Seraj-Aksit, 2024; Muraro et al, 2023). On
the other hand, this activism can also propagate ways
of restricting the space given to third parties, when the
so-called dark side of consumer interactions emerges,
which tend to attack the agendas or ontological condi-
tions of other consumers (Lekakis, 2022; Zanette, 2023).
Consumer actions, when involving practices that aim
to harm other consumers, are identified as means that
promote interpersonal tensions and question the ac-
tive participation of members in a specific community
(Seregina & Weijo, 2017; Thompson et al, 2018).

According to Kozinets and Jenkins (2022), a good
example to understand the multiple layers of consumer
activism is the way in which fans connect in their own
communities — ie, fandoms — to share their intense
relationships with the products and media brands they
consume. However, 1t is very common for this space
to also be used to share values and interests, allowing
consumer researchers and brand managers to observe
broader civic movements such as consumer activism
that go beyond market relations, reflecting broader civ-
ic and social agendas.

One of the examples they point to is the cosplay
phenomenon. Defined as a fan production performed
offline, but which is often shared online, it represents
an opportunity for consumers to experience the ex-
traordinary through interactions with their peers or
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those interested in this phenomenon. Such an expe-
rience is only possible because cosplay is the result of
the combination of products, services, moments, and
knowledge that express their involvement with the
products or performed characters of which they are
fans, revealing a certain type of activism (De Mello et
al, 2021; Seregina & Weijo, 2017).

Thus, it is common for performances carried out
via cosplay to reveal the values of their practitioners,
Including their ontological conditions or civic and po-
litical causes with which they associate themselves (El
Jurdi et al, 2022; Seregina, 2020). It is an effort to ex-
press their commitment to the cosplay phenomenon
and also a means of experiencing their own desires,
when they position themselves productively in the face
of power relations previously established within their
consumption practices (Gn, 2011; Moura & Souza-Leé&o,
2023).

Such an effort reflects the exercise of consumer
resistance that often evokes the homonymous con-
cept developed in the works of Michel Foucault. The
resistance exercised by consumers has been explored
In consumer cultural research to understand how they
position themselves in the face of factors that deter-
mine the forms of government that guide their con-
sumption relations (Cronin & Hopkinson, 2018; Zanette
& Brito, 2020).

Consumer resistance

Consumer resistance emerges as a way of challenging
the norms and values imposed by the market, given that
consumers are increasingly aware of the power they
have and their ability to shape consumption practices
(Pendloza & Price, 1993; Roux, 2007). Thus, consumer
resistance can be manifested through micropolitical
acts that oppose dominant consumer culture practic-
es, but also as aversion to certain types of products that
are assoclated with specific symbolic representations.

Through consumer resistance, it is possible to iden-
tify the ways in which consumers position themselves
in relation to what they consume — such as consumer
activism — influencing the propagation and rejection
of brand discourses and market subcultures (Souza-
Ledo & Lopes, 2023; Zanette & Brito, 2020). Such re-
sistances indicate the ways in which market strategies
have incorporated and aligned themselves with the
increasingly common new social power relationships
established through consumption (Denegri-Knott et al,
2018; Kedzior & Allen, 2016).

Thus, seeking to understand the resistances exer-
cised in the market context indicates how this context
functions as a productive arena for the positioning of
different agents — e.g., consumers, producers, or brand

) SR

managers — considering that consumption practic-
es establish complex networks of power relations
(Mikkonen & Bajde, 2013). Moreover, the resistance ex-
ercised in this scenario allows for the manifestation of
an alignment — or not — with institutionalized govern-
ment forms that seek to conduct the marketplace and
its logic — e.g,, maximizing the utility of goods, boycot-
ting hegemonic brands and products, and affirming the
sovereignty of consumer choice (Bhattacharjee et al,
2014; Denegri-Knott & Tadajewski, 2017).

Consequently, the resistance exercises observed in
the marketing environment produce and corroborate
the relationship that consumers have with their moral,
ethical subjectivities, and truths (Ashman et al, 2018;
Thompson et al, 2018). It should be remembered that
market relations present certain narratives that work as
a regime of truth for consumers, leading them to act
ethically or unethically depending on their positions
and consumption practices (Hanna, 2013; Mikkonen &
Bajde, 2013; Souza-Leéao et al, 2022).

Thus, observing how market resistance works allows
CCT researchers to understand how the relationship
between different agents in this context is mutual and
continuous through the Foucauldian homonymous
concept (Cronin & Hopkinson, 2018; Kedzior & Allen,
2016). Not by coincidence, among Michel Foucault's
contributions explored by CCT studies, the conceptions
of government forms and resistance seem to be among
the most explored (Cova & Cova, 2012; Denegri-Knott
& Tadajewski, 2017; Mikkonen & Bajde, 2013).

Foucauldian resistance and its power relations
According to Foucault (2007), resistance is a sine qua
non condition of the power exercises and its subse-
guent government forms that guide contemporary so-
ciety. The difference between a government form that
acts on subjects and a domination form that acts on ob-
jects is the possibility of subjects to resist. In this sense,
the French philosopher postulates that resistance is a
productive vector that expands or questions the power
relations established by the government forms.

Thus, resistance can question or expand any pre-ex-
Isting power exercise, including other resistances. The
coexistence of power exercises and resistance — even
when openly opposed — is incapable of nullifying oth-
ers. Even because, if they did, they would be a domi-
nation form and not government. Regardless of the re-
lationship that unites them — conflict or alignment —,
power exercises — such as resistance — are assembled
in diagrams that function as a diagram (Foucault, 2008).

Foucault (2008) explains how the existence of
power diagrams includes various power operators —
e.g., attitudes, behaviors, status, etc. — that represent
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the social positions and conducts exercised by indi-
viduals. Such power operators put into practice pre-
viously established knowledge and are propagated in
discourses that are elaborated, maintained, or ques-
tioned socially — such as resistance exercises.

The discourses endorse or reformulate the strate-
gles and logics present in the power exercises — and
theilr consequent resistance — that govern the actions
of different social agents (Foucault, 2006). Therefore,
If individuals are led by certain institutions through
power operators, such institutions are governed by
complex power diagrams. Broadly, the diagrams
themselves are consistent and influence each other,
indicating the existence of a further form of govern-
ment called ‘dispositifs’ (Foucault, 2001).

Such dispositifs” indicate how individuals, when in-
teracting socially, act as propagators of behaviors that
prevent government forms from functioning as abso-
lute oppression. When power relations are investigat-
ed, they are organized in such a way that it allows for
the understanding not only of the existence of power
exercises but also of the existence of resistances that
do not nullify them, but that affect them and are mu-
tually affected (Foucault, 2007).

In the Foucauldian perspective, if power relations
Imply resistance, it is possible for government forms
to coexist — and the same goes for resistance. More
than coexisting, the multiple influences of resistance
are what allow subjects to recognize their own wills
in the face of other people's moralities and truths
(Foucault, 2008). Therefore, the sum of multiple re-
sistances allows the production of subjects, as we
individualize ourselves to the demands of the social
powers that guide our lives and, simultaneously, in
the way that each individual needs to manifest a (re)
cognizable identity in the social context in which
they live in order to play a productive role in society
(Foucault, 2012).

The Foucauldian genealogical approach allows
for identifying and understanding the interrelation-
ship between the production and propagation of
discourses and the consequent power relations to
which they are invariably analogous. Analyzing the
genealogical composition of power relations allows
an understanding of the government forms that guide
day-to-day practices and the context in which we
live (Foucault, 2001). According to Foucault (2006), it
is only the socially produced and maintained discur-
sive formations that provide clues for understanding
the power relations that govern us; every discursive
formation represents the existence of attitudes and

behaviors exercised by individuals, which allows the
inference of operators of power. Such operators tend
to affect each other, indicating the existence of com-
plex networks of power relations, which are called di-
agrams. When multiple diagrams coexist in the same
social context, it becomes possible to observe the
existence of complex dispositions that govern the
soclal context.

METHODOLOGICAL PROCEDURES

The ethnographic Foucauldian genealogy (EFG) was
chosen as the methodology, as it adheres to the the-
oretical lens adopted by the study and the phenome-
non investigated. This methodology uses virtual eth-
nography data collection procedures in combination
with analytical procedures and the consequent in-
terpretations of results through theoretical concepts
proposed by Michel Foucault.

Additionally, such methodology meets Kozinets's
(2020) suggestion about how cultural consumer
researchers can and should access analytical ap-
proaches and theoretical lenses that expand the
reflections and contributions of their virtual stud-
les. Consequently, we elaborated the following
subsections to present data collection and analysis
procedures.

Data collection procedures

Ethnography has long been accessed through the
culturalist approach to consumer research, as it al-
lows for an understanding of dynamic marketing re-
lationships by accessing subcultures and consumer
communities (Arnould & Wallendorf, 1994; Cova &
Cova, 2012; Kozinets, 2002). Furthermore, this meth-
odological approach has been adjusted, remodeled,
and expanded over the years, in order to capture the
new realities that impact consumption practices —
e.g., social networks, apps, etc. (Hine, 2020; Kozinets,
2020).

Following these assumptions, our study combined
two of the techniques that make up virtual ethnogra-
phy — Le, netnography and virtual ethnomethodology.
Such a combination makes it possible to capture how
digital interactions are arranged in specific interactions
with the investigated cultural grouping, but also occur
naturally in the everyday lives of those investigated, in
order to discover their underlying motivations (Audy
Martinek et al, 2023; Hine, 2020). Figure 2 summarizes
the details carried out during the construction of the
corpora for our study:.
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At the same time, it seems opportune to expand data
collection efforts through virtual ethnomethodology, to

Considering the proposal to conduct a virtual ethnography, we
chose to start the data collection process through netnographic
data. To this end, we used the social network Facebook, when | | capture the influence of Cosplay on the personal routine of
we looked for groups on this platform — i.e., online || its practitioners. In this sense, we searched on the social
communities — about Cosplay with users from various parts of | | network Instagram through hashtags — i.e., #Cosplay — and
the world, daily interactions and publications published in || pop culture events — e.g., San Diego Comic Con, CCXP,
English, Spanish and/or Portuguese. Four groups were || Gamescon, MCM Comic Con, OZ Con, Tokyo Comic Con,
selected: "Cosplay", "Cosplay Help and Service", "Cosplay of || etc. — from various parts of the world, to identify cosplayers
a Certain Age" and "Cosplay Art". Such groups varied, in || with profiles open to the public. In this effort, we selected
December 2019, between five and fifty thousand members. 71 cosplayers from 18 countries.

Initially — between December 2019 and 2021 — we collected data from the two corpora weekly. For Netnography, we archived
the data in .PDF files, saving the interactions in these groups that dealt with Cosplay, totaling 18,727 posts and their respective
120,494 comments, with the videos saved as hyperlinks to be accessed later. For virtual ethnomethodology, we archived in
.PDF all publications that dealt with Cosplay in a total of 9,992 files, having made screen prints of the videos and including
their hyperlink to access them later.

In a second moment — between January 2022 and July 2024 —, considering the saturation observed in interactions collected
immersivity and routinely, we chose to adjust the collection process for a more focused observation. In this effort, one of the
researchers was responsible for monitoring the communities - i.e., Facebook - and Cosplayers - i.e., Instagram - every fortnight,
in order to select only interactions that presented innovative, emblematic or relevant interactions, when compared to previously
collected data. Thus, these publications were saved individually, following a process similar to the first in .PDF files ar}g\

hyperlinks. hA

Source: Elaborated by the authors following Hine's suggestions Hine, C. (2020). Ethnography for the internet: Embedded, embodied and everyday. Routledge.

and Kozinets, R. V. (2020). Netnography: The essential guide to qualitative social media research. Doing ethnographic research online. Sage.,

Figure 2. Corpora details.

Netnography must be initiated by choosing a
relevant community to represent the phenomenon
investigated. At the same time, it is necessary for re-
searchers to pay attention to carrying out a cultural
entrée, when they become familiar with the struc-
ture of the ethos they are focusing on and become
aware of the signs and forms of interactions partic-
ular to the group. In this effort, they become capa-
ble of capturing the intimate relationship between
virtual interactions and their impacts on the con-
sumption practices that are being studied (Kozinets
et al, 2018). Virtual ethnomethodology adapts the
effort to monitor consumers’ routines through their
use of social networks to an online environment.
Therefore, users who produce content and interact
about the phenomenon investigated with a certain
frequency must be chosen (Toder-Alon et al, 2016).

It is worth highlighting that this study adapts
Arnould and Wallendorf's (1994) proposal to digi-
tal marketing research by combining the collective
scope of ethnography and the individual scope of
ethnomethodology. We sought to better understand
the virtual interrelations between members of the
consumer ethos investigated — ie, cosplayers. In
this process, netnography allowed researchers to

) SR

familiarize themselves with the signs, themes, and
practices published by cosplayers on social me-
dia. In addition, the netnographic data encompass
collective movements that reveal generalizations
of virtual activism exercised by consumers. Virtual
ethnomethodology, on the other hand, allowed re-
searchers to have a detailed understanding of the
positions and even ontological conditions manifest-
ed daily by consumers in activism exercised in the
online environment.

Data organization, analytical procedures,

and research quality criteria

In both data collection efforts, we followed Kozinets's
(2020) recommendations for monitoring and archiving
consumer interactions on social media. Consequently,
we also sought to meet the quality criteria that the
aforementioned author lists for carrying out a virtu-
al ethnography. Additionally, we adopted adaptations
of the triangulations proposed by Denzin (1970) for
qualitative research. Each of these adoptions allowed
us to follow Tadajewski's (2011) suggestions for imple-
menting Foucault's methodology for marketing studies.
Figure 3 elucidates the EFG steps and criteria that com-
bine such methodological suggestions.
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Five steps to social media data organization
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Saving

Virtual ethnography quality criteria

Likelihood Innovation
Ethnographic
Foucauldian
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Coherence Resonance Instruction Representation

Background
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Observational Triangulation

e Refle

e Triangulation

Foucauldian genealogical analysis

Identifying discursive Composing power
formations operators

Dispositif

Identifying power
diagrams

Source: Elaborated by the authors combining suggestions from Denzin, N. K. (1970). The research act: A theoretical introduction to sociological methods.
Aldine), Kozinets, R. V. (2020). Netnography: The essential guide to qualitative social media research. Doing ethnographic research online. Sage, and
Tadajewski, M. (2011). Producing historical critical marketing studies: theory, method and politics. Journal of Historical Research in Marketing 3(4), 549-575.

http://dx.doi.org/10.1108/17557501111183662

Figure 3. Ethnographic Foucauldian genealogy data organization, analytical procedures, and research quality

criteria.

Researchers must strictly follow five steps — e,
simplification, search, scouting, selecting and saving
— to collect and organize a research corpus with so-
cial network data. In this effort, the data collected res-
onate the perspectives of individuals involved in online
Interactions and the likelihood of subculture norms.
Subsequently, the data must be organized coherently
considering its publication or topic discussed, guiding a
movement of reflexivity among researchers. Such ori-
entation indicates the instruction exercised by research-
ers, when they pay attention to the phenomenon prax-
1s. Furthermore, research results must be interpreted in
accordance with existing literature — 1.e., background —
seeking to establish innovative and representative con-
tributions (Kozinets, 2020).

Considering these steps and criteria, the data were
organized based on the social networks from which
they were collected — ie., Facebook and Instagram —
and the chronology of their publication (as presented
In Figure 2). Based on such data organization, the re-
searchers carried out rounds of analysis for periods of
seven or fifteen days a week to observe how different
events in the ethos of consumption investigated im-
pacted the netnography and virtual ethnomethodology
data, obtaining discursive regularity.

These rounds of analysis and the comparison be-
tween the data results elucidate the authors’ effort to
triangulate the research findings based on Denzin's
(1970) proposals already adopted by digital marketing
research. On the one hand, by comparing data from dif-
ferent research corpora, an observational triangulation

BAR, Braz. Adm. Rev., 21(Suppl.), 240120, 2024.

was carried out that allows researchers to understand
the meanings and motives behind the actions observed
in the online research data (see Audy Martinek et al,
2023). On the other hand, by comparing analytical in-
ferences between researchers, a reflexive triangulation
was sought, in which each researcher’s particular se-
miological perceptions are limited, in order to establish
a more reliable understanding of the cultural context
investigated (see Kozinets, 2020). Nevertheless, the an-
alytical rounds and triangulation efforts were carried
out in a way that was equivalent to Tadajewski's (2011)
warning about the need to carry out a thorough anal-
ysis when marketing research adopts the Foucauldian
methodology.

Foucauldian genealogical analysis allows marketing
researchers to observe and interpret the ambiguities
that exist in the power relations that govern consump-
tion practices (Tadajewski, 2011, Thompson, 2017).
Such analytical effort leads marketing studies to pres-
ent critical discussions about consumption phenom-
ena. Therefore, it can indicate the government forms
that (re)configure cultural interactions, hegemonic sta-
tus and social structures through the understanding
of consumption practices (Denegri-Knott et al, 2018;
Moura & Souza-lLeéo, 2024).

Our analysis sought to identify the Foucauldian cat-
egories that represent power relations. Thus, we initial-
ly identified the discursive practices enunciated by the
cosplayers. These discursive practices were categorized
as discursive formations. When confronted with the
practices exercised by the cosplayers and the positions
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assumed in the face of certain events, we were able
to compose the power operators. Such operators, in
turn, simultaneously shared similar subjects and broad-
er movements that reflected the exercise of resistance
by consumers. Consequently, these resistances were
categorized as power diagrams. When put together,
these diagrams could be generalized into a broader
movement of digital consumer activism, which was ev-
idenced as a dispositif’

Finally, it is worth indicating that our study follows
Leban's et al. (2021) suggestion to not use the image,
name or nicknames of social media users, even if data
1s available on public pages and profiles. According to
these authors, it is important that photos and videos
are processed with software that transforms people
Into cartoons. Such an effort avoids possible questions

about image rights and allows the study to preserve the
privacy of research participants.

RESULTS DESCRIPTION

The analytical effort led us to observe the existence of
a digital marketing dispositif’ (DMD) we named Fight for
Respect, which governs cosplayers’ online interactions
as a form of virtual consumer activism (VCA) and resis-
tance (VCR). Consequently, the DMD assembles power
relationships present in collective movements, individu-
al attitudes or behaviors, and discourses available in the
virtual interactions shared by cosplayers. In this sense,
Figure 4 presents the analytical categories — i.e., power
diagrams, power operators, and discursive formations —
that give substance to the Fight for Respect dispositif’

. Dispositif
Discursive
formations
Power
operators
Power
diagrams

Tgnt for respecy

Tight for respecyt

Fight
for
Respect

Source: Elaborated by the authors.

Figure 4. Analytical map.

Thus, to understand the identified DMD, first, it is
necessary to know the power diagrams that sustain it.
Although these analytical categories present particular-
ities that allowed their identification, they share com-
mon elements. Consequently, the following three sub-
sections describe, contextualize, and exemplify each of
the three power diagrams and its elements — i.e., pow-

) SR

er operators and discursive formations. However, it is
worth highlighting that, although the chosen examples
in the following subsections show cosplayers” individ-
ual publications, these are findings that were observed
in other interactions, illustrating collective movements
within the cosplay community. Furthermore, we also
chose not to directly present the texts published on so-
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cial media, resorting to contextualizing these messag-
es, in order to prevent the original publications and user
profiles from being digitally tracked.

Agenda: Establishing complicit resistance

Agenda is the first power diagram identified, revealing
how cosplayers tend to promote digital activism of in-
clusion and pride in online interactions that approach
their struggles or social causes. In this movement, co-
splay is seen as an environment able to unify pairs to
highlight characters or adapted performances — le,
non-canonical — that are representative of the onto-
logical diversity of the media product fans. There are
two power operators related to this diagram.

Standing is the operator that synthesizes behav-
lors and attitudes exercised on social networks to deal
with harassment and prejudice through an overcoming
perspective. To do so, cosplayers count on the virtual
assistance of their peers — regardless of whether they
are ontologically affected by such attacks — promoting
attempts to legitimize the agenda for space and diver-
sity in the cosplay community. Thus, this operator is
analogous to two discursive formations.

Support is the discourse expressed between co-
splayers about how social networks serve as a tool
to find peers that sympathize with causes and social
agendas of part of the cosplay community. Instruction
is the other discourse, when cosplayers share on so-
cial media explanations or present details that make a
performance or character representative of a certain
identity cause.

To illustrate these analytical categories presented,
we elaborated Figure 5 with a post in the Facebook
community ‘Cosplay of a Certain Age’ dated April 3,
2023. Along with the four photos, the cosplayer wrote
about his pride with the release of the trailers for the
film Blue Beetle, where a Hispanic superhero is the
protagonist of the story. According to the cosplayer,
his Blue Beetle cosplay makes him proud because it
was done with his boyfriend, but mainly because it
allows him to experience a character that represents
his ethnicity. Thus, he praises the growth of Hispanic
protagonists in superhero films — ie, Blue Beetle, Miles
Morales, and Miguel O'Hara in Spider-Man 2099 — and
expresses his interest in updating his cosplays to repre-
sent his ethnicity.

00 =

Source: Organized and edited by the authors from the netnographic corpus.

Figure 5. Example 1.

The cosplayer is proud to have characters in the en-
tertainment industry that represent his own ethnicity
— lLe, Hispanic. In this sense, he considers that a way
to expand the space given to his cultural identity in the
media is to cosplay this character. Consequently, he
states a ‘support’ ethnic issue, seeking to propagate the
'standing’ behavior that establishes an inclusive ‘agen-
da’ through virtual activism among cosplayers.

Another example of this analytical movement
s presented in the Instagram post of a cosplayer on

June 28, 2020 (see Figure 6). In the post description,
the cosplayer extols the pride of performing and virtu-
ally publishing her first LGBTQIAPN+ character. Despite
the happiness she experienced during the photos, she
felt sad when she shared them and did not receive a
good engagement. However, considering the date of
the publication — i.e, June 28, LGBTQIAPN+ Pride Day
— she felt compelled to publish her cosplay so that all
people in this segment and fans of the characters could
celebrate, be inspired, and be proud.

@) |
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Source: Organized and edited by the authors from the virtual ethnomethodology corpus.

Figure 6. Example 2.

When the cosplayer highlights her pride in having
experienced her first collaboration with another cos-
player — le, a duo — with characters that are repre-
sentative of the LGBTQIA+ public, she highlights the
importance of that date as an effort to instruct (instruc-
tion) her followers in a didactic way through cosplay.
Thus, she positions herself via ‘standing’ to mitigate
prejudices within the cosplay community and, using
social networks, to establish an ‘agenda’ for the inclu-
sion of diversity in this consumer ethos.

Such an example (see Figure 6) also indicates the
existence of the next identified power operator: man-
ifesting”. It refers to the public behaviors and attitudes
exercised by cosplayers to share how cosplay is for ev-
eryone and how it serves as an environment that stim-
ulates proud expressions of their ontological condition.

Consequently, the ‘'manifesting’ operator is associat-
ed with the discourse formation named ‘instruction’ —
presented previously and exemplified in Figure 6. The
other discursive formation analogous to ‘manifesting’
was named as ‘outrage, indicating a more reactive tone
assumed by cosplayers who need to deal with harass-
ment and soft prejudices that occur in virtual interac-
tions about the phenomenon.

To exemplify the intimate relationship between ‘out-
rage’ and 'manifesting’, we present in Figure 7 an inter-

(Do |

action in the cosplay Facebook community in February
2021. Among the 20 comments posted, two stand out.

In the first comment, a cosplayer points out that
there are haters among cosplayers and that they are
jerks. However, he also claims that his peers need to
agree that the girl he ridiculed in the post made a bad
choice of character, by playing someone of anoth-
er ethnicity. To explain his reasoning, he questions
whether a white or Asian cosplayer who could play a
black character — 1e, from the movie Wakanda Forever
— should tan. Thus, he reiterates that everyone in the
community respects POC, but that they should feel
more comfortable criticizing cosplays without having
to feel like jerks for such criticism.

In the second emblematic message, a cosplayer re-
sponds to the previous comment saying that her peer
was racist and completely wrong. For her, any cosplay-
er can dress however they want — including as the
character Black Panther. However, no cosplayer should
try to change their own ethnicity, whether through
tanning or blackface. Thus, she reiterates that the co-
splayer in the post did not try to lighten her skin and,
even so, was ridiculed. Finally, she ends her message
by explaining that everyone is free to wear any outfit
or costume, but they should not try to change their
skin tone.
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Source: Organized and edited by the authors from the netnographic corpus.

Figure 7. Example 3.

While the first comment seems to be convinced
that the situation may have been motivated by the
prejudice victim, the second comment is outraged by
such a position from a colleague in the community. In
Comment 2, it is possible to observe ‘outrage’ that this
situation still exists in virtual interactions about cosplay.
More than that, she considers that all her peers should
defend the right of any ethnic group to adapt charac-
ters as long as they do not resort to racist practices that
go beyond cosplay itself — i.e., blackface. Therefore, she
Is expressing a position that reveals the necessity of an
‘agenda’ for changes in the cosplay community, but
also how it is necessary an articulation of cosplayers’
positions against attacks, perjury, and harassment suf-
fered by her peers.

Protest: Establishing committed resistance

The second power diagram was named ‘protest. This
diagram contemplates the multiple power relations es-
tablished between cosplayers to position themselves in
the face of attacks aimed at ontological and identity
Issues carried out against themselves or their peers in
the digital sphere. It represents a commitment by co-

splayers to propagate or simply express the validity of
changes in the community in which they operate so
that they are more respected or feel safer.
Consequently, the articulated positioning seen in the
example (see Figure 7) gives evidence that the 'mani-
festing’ — and its analogous discursive formations — is
one of the power operators that sustain such a power
diagram. Complementarily, ‘exposing’ is the other pow-
er operator related to the ‘protest’ exercised by cosplay-
ers. This operator contemplates the attitude that some
cosplayers decide to take when faced with the attacks
they suffer, using their social networks to show who
offends them and how these offenses are made: from a
soft level — laughing at the shared performance — go-
ing through a supposedly justification — lack of canon
In cosplay when cosplayers adapt characters’ gender,
body or ethnicity — and reaching direct offenses — e,
racism, misogyny, homophobia, body shaming, etc.
Thus, the ‘exposing’ operator is analogous to two
discursive formations: ‘outrage’ — previously presented
and exemplified in Figure 7 — and ‘confrontation’ This
last discursive formation includes the speeches of cos-
players who no longer accept dialogue or the presence

Qo |
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of offenses in the community. Therefore, they state
that it is necessary to fight back when faced with
hateful attitudes and speech.

To exemplify the analytical convergence be-
tween ‘confrontation’, ‘exposing, and ‘protest, we
highlight the publication made by a cosplayer on
her Instagram on March 25, 2024 (see Figure 8). In
the post description, the cosplayer explains how

shocked she is by receiving this type of message and
that she must hold herself back from responding direct-
ly. Additionally, she states that she is unable to under-
stand how some people think they can demand that
her cosplays be limited to canonical versions or charac-
ters that look like her — e.g., body size, skin color — just
because she has been paid to perform some cosplays.

Source: Organized and edited by the authors from the virtual ethnomethodology corpus.

Figure 8. Example 4.

In Example 4, the cosplayer decided to respond to
a hater interpreting her cosplay performance that was
attacked — ie, Princess Yue — for having a different skin
color than the character. In the ten-second video, the
cosplayer uses lip-sync — i.e, popular and viral content
on soclal media — to send the offender away from her
account in a good-humored way. However, in the post
description, she makes it clear that she does not un-
derstand this type of attitude such as attacking other
people’s cosplay due to a supposed lack of reliability in
her performance — ie., because her ethnicity or body
shape does not match that of a fictional character.

(Do |

It 1s possible, then, to observe confrontation's dis-
course, when she seeks to expose the insults and of-
fensive users that she has to deal with daily, just be-
cause she is a black cosplayer. This attitude is part of
a broader behavior when she to ‘exposes’ the hater to
‘protest’ against any attacks carried out virtually on co-
splay in general.

Riot: Establishing tactical resistance

Riot was the third power diagram identified in our anal-
ysis. It represents a power relations arrangement, when
cosplayers actively position themselves to limit and,
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possibly, ban virtual attacks that they suffer or witness
In the cosplay community. Such a diagram assembles
a set of practices aimed at purging any offensive, dis-
respectful, or prejudiced interactions — e.g., racism, mi-
sogyny, homophobia, body shaming — against perfor-
mances shared virtually.

In this sense, Tiot’ is supported both by the ‘expos-
Ing’" — previously presented and exemplified in Figure
8 — but also by the ‘counterattacking’ power operators.
On the one hand, the example shown in Figure 8 that
ustrates an ‘exposing’ case also points to the existence
of the riot’ diagram. On the other, ‘counterattacking’ is
a novelty that concemns the radical reactions taken by
cosplayers to offend those who tend to diminish, at-
tack and perjure cosplay performances shared on so-
cial media.

Counterattacking is, then, analogous to two discur-
sive formations: ‘confrontation’ — presented previously
and exemplified in Figure 8 — and ‘proscription’. Such a
discursive formation concems the cosplayers’ under-
standing of how offensive users who share hate on so-
cial media about the others’ cosplay must be banned
and purged from this environment. To do so, they usu-

ally express offenses in response to the original offens-
es received or witnessed by them in cosplay perfor-
mances shared on social media.

To Hllustrate this last analytical convergence, we cre-
ated Figure 9 with an interaction dated August 12, 2020,
in the cosplay community on Facebook. When shar-
Ing her cosplay performance, a cosplayer had to deal
with several joking and bullying comments about her
body, as well as reactions on the 'LOL social network
itself — when other users considered the post worthy
of laughter.

Inresponse to such offenses, three other community
members attempted to intercede. In Comment 1, there
1S a request to ignore such negativity. In Comment 2,
there are rude insults directed at the community mem-
ber who had posted body-shaming comments about
the shared cosplay. In Comment 3, there is an encour-
agement for the cosplayer to continue performing and
publishing her performances, but also an understand-
ing that all members who reacted with the LOL option
on Facebook should be banned from the virtual com-
munity and from events where people usually perform.
thelr cosplays — te., cons and fairs.

00% 193 105 comments

3 shares

Source: Organized and edited by the authors from the netnographic corpus.

Figure 9. Example 5.

Specifically, Comments 2 and 3 illustrate the pro-
scription’ discourse, when cosplayers demand that
those who practice virtual hatred must be banned from
the cosplay environment. This is a ‘counterattacking’
attitude, when they consider it valid to use offenses to
ward off offensive practices against themselves or their
peers who share their performances on social media. It
1s, therefore, a Tiot" movement that seeks to transform

the consumer ethos that they are part of, even if it is
done through more radical speeches and attitudes.

RESULTS DISCUSSION AND

STUDY CONTRIBUTIONS

Based on the described results, it is possible to establish
an interpretation that alludes to the theory develop-
ment and elucidates the study contributions. The three

Qo |
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power diagrams sustain a unique ‘dispositif, exemplify-
Ing how a digital marketing dispositif’ (DMD) governs
practices in all instances of virtual consumption inter-

actions, since it is mutually fed by virtual consumer ac-
tivism (VCA) and resistance (VCR). To illustrate this rela-
tionship, we created Figure 10 (an update of Figure 4).

Tactical
resistance

Fight
for

right for Tespect

Tight for respect

Respect

Committed
resistance

Virtual
Consumer
Resistance

Complicit
resistance

Virtual
Consumer
Activism

Digital
Marketing
Dispositif

Virtual
Consumer
Activism

U

Virtual
Consumer
Resistance

Source: Elaborated by the authors.
Figure 10. Study contribution framework.

As described previously, Fight for Respect is a
DMD that propagates and popularizes the multiple
VCR forms through which some cosplayers oppose
attempts to offend, harass or perjure their ontologi-
cal conditions — e.g., ethnicity or race, gender, sexu-
ality, shape size, etc. Such resistances are analogous
to the VCA behaviors when cosplayers mobilize a
space of respect for the singularities of any cosplay-
ers or their digital online interactions. Thus, it is pos-
sible to interpret the contiguity between DMD and its
VCR and VCA through Foucauldian concepts already
established in CCT previous studies. Consequently,
the following subsections take up the study results
— previously described — to discuss reflections and
the contribution of the study based on the Fight for
Respect dispositif.

) SR

Fight for Respect: a ‘dispositif’ produced

by the resistance’s assemblage

Despite being autonomous, the ‘agenda’, ‘protest, and
Tiot' power diagrams share common elements. These
communal elements highlight the existence of a resis-
tance assemblage that adds up to a dispositif’ produced
and perpetuated through a digital activism aimed at
limiting the attacks that cosplayers suffer or witness in
virtual interactions.

The virtual activism exercised through ‘standing,
manifesting’, ‘exposing’, and ‘counterattacking’” behav-
lors allows cosplayers to fight against attacks and of-
fenses that they witness or are targets of. In a similar
way, they enunciate discourses of ‘support’, ‘instruction,
‘outrage’, ‘confrontation, and ‘proscription’ which, at dif-
ferent levels, propagate knowledge of how the cosplay
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community should deal with hateful practices that of-
ten occur in virtual interactions about cosplay. Thus,
knowledge and attitudes exemplify how consumers
can commit to virtual activism to question marketing
practices that they consider oppressive or offensive.

Within the scope of the ‘agenda’ diagram, it is possi-
ble to observe a type of complicit resistance, when
consumers take a stand against market asymmetries
that limit their consumption practices or those of their
peers. However, as Zanette and Brito (2020) explain,
this resistance is partial to the government strategies

that guide the marketing practices in which they are
inserted.

An example of this resistance can be seen in Figure
11 where a cosplayer published her message at the be-
ginning of June 2024 to remind her followers of the
fight for respect agenda during Pride Month. In the
post description, she lists that to celebrate Pride Month,
which represents her sexuality, she uses a character
who shares the same ontological condition — ie, fluid
gender.

Source: Organized and edited by the authors from the virtual ethnomethodology corpus.

Figure 11. Example 6.

The protest's power relations attest to a committed re-
sistance when consumers discuss and plead for ways
to Increase respect and representation for their own

ontological conditions, but also for their peers. This is a
resistance that, according to Souza-lLedo et al. (2022),
represents a commitment to freedom that goes be-
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yond consumption practices themselves, exercised to
transform the very ethos in which they are inserted
and, if possible, the industry logic.

To Hllustrate such resistance, we bring a post in '‘Cosplay
of a Certain Age’ Facebook group — from September
2023 — when a cosplayer points out her protest and
commitment to the fight for respect (see Figure 12). By
posting a photo of one of her favorite cosplays — le,
Professor McGonagall from the Harry Potter series of
books and films — the cosplayer states that she is giv-
Ing up and passing on the costume. This attitude re-
flects her disturbance with the behavior and speeches

of the author of the media product — ie, J. K. Rowling
— against LGBTQIAPN+ people. According to the co-
splayer, the character was special because it brought
her closer to a work that allowed her, together with her
children, to overcome a difficult stage in her life — her
divorce. Furthermore, considering that she herself and
her children are entering the LGBTQIAPN+ community,
she no longer feels comfortable alluding to this work.
Ultimately, she is grateful for the journey with this cos-
play and says that she will still support other fans who
feel comfortable with such characters, but this is no
longer her situation.

47 comments

Source: Organized and edited by the authors from the netnographic corpus.

Figure 12. Example 7.

Finally, the riot’" diagram expresses a type of tac-
tical resistance, when consumers turn to the digital
sphere to promote safe spaces from attacks, in order
to increase their market share by excluding offenders.
Such resistance resembles the tactics enumerated by

Brouard et al (2023) that allow the creation of digital

) SR

enclaves through legitimizing, delimiting, vitalizing,
manifesting, and bridging.

Some of these tactics are present in the Figure 13
from June 2020, when a cosplayer stimulates a riot
among her peers against the continuous racist attacks
that she, as well as other Black cosplayers, suffers on
social media. In her post description, she shares how
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common it is for members of cosplay groups to be
racist toward versions performed by Black cosplayers.
Additionally, she reiterates that Black people are already
treated as outsiders in real life and should not feel that

way In the cosplay community as well. Therefore, she
asks her virtual peers to not remain silent if they wit-
ness or see racist harassment and to take a stand to
defend Black cosplayers.

Source: Organized and edited by the authors from the netnographic corpus.

Figure 13. Example 8.

When combined into a complex movement, all
three resistances express Lekakis's (2022) understanding
of the importance of a portion of consumers organiz-
Ing and executing digital activism that counters what
he calls the growing virtual movement of the dark side
of consumer activism. To deal with a threat to the con-
sumer practices of oneself and one’s peers, it is neces-
sary to establish different ways to limit attacks.

In this sense, the articulation of an ‘agenda, the pop-
ularization of ‘protests” and, in some cases, the need for
a riot’ exemplify how resistance represents a promising
path for consumer activism that governs its digital on-
line interactions through a Fight for Respect. Such con-
sumer activism invites and encourages peers to take a
stand to defend the right to perform for everyone, re-
gardless of their ontological conditions.

The possibility of resistance being added to a broad-
er arrangement is discussed by Foucault (2008) through
the resistance capacity to produce transformations in
previously established power relations. Resistances are
reactive forces to other forces of power; they represent
an action that aims to establish positions in relation to
other practices of power, but not in a sense of oppo-
sition or antagonism. It is the resistance’s productivity

that guarantees that dispositifs’ are government forms
and not a complete and absolute form of domination.
Consequently, resistances can converge or diverge with
other resistances, stabilizing or destabilizing the ‘disposi-
tifs’ that govern the social context in which we live.

Fight for Respect: A dispositif to

care for the self and the others

The resistance assemblage identifiled in the present
study stabilizes the Fight for Respect DMD that gov-
erms cosplayers’ online interactions. Each resistance is
productive and positions cosplayers who take a stand,
manifest, expose, and counterattack certain attitudes
that they consider toxic to the phenomenon of which
they are part.

Thus, our findings reiterate Jenkins's (2012) under-
standing of how interactions between fans — such as
cosplayers — are usually guided by themes and posi-
tions — civic and political — when they resort to inter-
actions with their peers to resist social relations that go
beyond the market relations that unite fans. According
to Kozinets (2002), the resistance exerted by certain
market subcultures — such as fans — are interactional
practices of consumers, capable of calling into question

[ R
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social norms beyond the phenomenon investigated.
Broadly, when consumers resist dominant practices
and discourses in the cultural context in which they
are inserted, they end up developing knowledge about
themselves and for themselves through market rela-
tions in which they are still governed by disciplines, so-
cial norms, and cultural formations (Roux & Belk, 2019;
Schwarzkopf, 2022).

In this sense, it can be interpreted as an exercise of
Foucauldian self-care, when consumers resort to their
consumption practices to develop, in the marketing
context, ethical conditions that represent their own
wills (Hanna, 2013; Schneider-Kamp & Askegaard, 2021).
For Foucault (2012), self-care is a continuous exercise
to expand the possibilities of living in ways conceived
as appropriate — representing space for their ontologi-
cal condition and their own wills. Moreover, it is an ar-
rangement of practices in which the subjects take care
of themselves, as a permanent guide to continue the
process of self-elaboration that allows them to exist in
the most skillful way possible in the context in which
they live.

Self-care is the intervention of individuals who de-
cide to take care of themselves and, simultaneously, an
act of caring for others. Therefore, it is neither an al-
truistic exercise nor an arrangement of selfish attitudes,
since only those who take care of themselves can take
care of others. Taking care of themselves is, after all, tak-
Ing care of others and striving to create, according to
their wills, a social context in which it is possible to live
according to one’s own ontological conditions without
restricting those of others (Foucault, 2012).

Foucault (2011) considers that there is no individual
self that 1s separated from the collective. Thus, the care
of the self and the others occurs in an inseparable pro-
cess and reveals an ethical dimension of the subject.
The ethical construction of the subject, in turn, presup-
poses a relationship with the truth; not a universal truth,
but one in which one believes and results from the
sharing of worldviews. In this sense, truth goes through
a process from its enunciation and practice exercised by
the subject in the social contexts in which it acts until it
1s reaffirmed by the collective of which it is a part.

Such a process of self-affrmation is called by
Foucault (2014) as alethurgy, when the philosopher
presents ways for a subject to understand and position
himself as such. The alethurgy exercise is the mani-
festation of self-elaboration by a subject to expose his
own understanding of the world. Therefore, the truths
manifested by alethurgy go beyond the subject who ut-
ters them; they are productions of one's existence, their
subjectivation and experience with the relationships
they establish between oneself and others.

) SR

Following this Foucauldian perspective, we un-
derstand that the Fight for Respect is a DMD created
through VCR and VCA exercised by cosplayers that aim
to take care of themselves and their peers. Such an un-
derstanding derives from the fact that the sum of ob-
served resistance is designed to guarantee space for the
manifestation of the ontological conditions of all cos-
players and their respective wills, without being limited
to restricting the toxic attitudes of others.

FINAL CONSIDERATIONS

The results description and discussion revealed the ex-
istence of a DMD — i.e, Fight for Respect — that governs
cosplayers’ online interactions. The Fight for Respect
encompasses different Foucauldian interpretations —
previously established in CCT studies — about resis-
tance exercises identified among consumers interac-
tions — i.e, complicit, committed, and tactical.

In our analysis, such interactions indicate how cos-
players articulate themselves in the virtual ambiance to
limit and reject behaviors that can threaten their par-
ticipation in the cosplay phenomenon. Thus, Fight for
Respect also evidences how VCA and VCR are insepa-
rable, developed thanks to technological advances and
the acceleration of digital marketing practices.

On the one hand, the Fight for Respect is a DMD
that governs the knowledge propagated by consumers
— ie, ‘support, ‘instruction, ‘'outrage’, ‘confrontation, and
‘proscription’ — who need to deal with attacks when
carrying out their consumption practices. This DMD
also drives behaviors analogous to this knowledge that
are exercised by consumers — ie, ‘standing, ™manifest-
Ing’, ‘exposing’, and ‘counterattacking’. Both are insepara-
ble parts of the VCA that are experienced by members
of the consumption ethos that we analyzed.

On the other hand, Fight for Respect also guides the
power relations established, maintained, and reinter-
preted through the ways — ie., agenda, protest, and riot
— that consumers deal with such problems and attacks.
Each of these is equivalent to VCR that, to some extent,
adapts concepts previously established in the literature.
Thus, Fight for Respect is an elaboration that considers
movements to establish an ‘agenda, propagate ‘protests’
and execute Tiots” against those who somehow offend
other members of the same consumer subculture to
which they belong. By committing these resistances, it
1s possible to observe a care of the self and the others,
when consumers establish minimum conditions where
the values and ontological conditions of themselves
and their peers are respected.

Broadly, the study’s contributions lie in how the Fight
for Respect can be formulated by multiple resistances
that illustrate how it is possible to articulate responsi-
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ble consumption and production practices that, more
broadly, represent Sustainable Development Goals
(SDGs) for a better world. However, its main contribu-
tion 1s In making explicit the existence of a DMD mu-
tually supported by VCA and VCR, which, in addition
to not being dissociated, represent the ability of con-
sumers to elaborate, maintain and question the mar-
ket power relations that govern them. These instances
— consumer activism and resistance — become more
Interrelated in the digital marketing environment. Thus,
the study evidences the digital capacity and effort of
consumers to remodel market relations to mitigate so-
cial asymmetries that limit their own participation — an
attack on ontological conditions.

Considering how digital marketing was pointed out
as limited to responding to issues of virtual activism and
resistance (see Shankar et al, 2022), our study makes
it clear that there are already themes and movements
— individual and collective — that engage consumers.
Therefore, it seems to us that one of the most assertive
ways to assimilate consumer engagement in the virtual
environment would be the elaboration or adaptation of
more authentic marketing narratives. These narratives
need to be concrete, alluding to the themes and move-
ments previously established and identified through
VCA and VCR monitoring.

As limitations, the study focuses on a single con-
sumer subculture and its virtual interactions. On the
other hand, it is worth mentioning that this specific
subculture has been pointed out as emblematic for un-
derstanding the richness of CCT's investigative possibil-
ities (see Arnould et al, 2020), thus, it seems promising
that the insights used here could be expanded to other
consumer ethos. On the one hand, cosplay is a phe-
nomenon typically associated with fan culture, which
1s intensely affected by the way this type of consumer
subculture usually behaves, when online and offline in-
teractions tend not to be at odds with each other, but
rather function as a broader continuum (see Kozinets &
Jenkins, 2022).

Such limitations present possibilities for a research
agenda. First, in research that explores the offline scope
of cosplay, how consumer activism and resistance are
mediated and exercised — not limited to the virtual
sphere. Second, future studies that seek to understand
VCA and VCR among fans or gamers that address issues
of gender, race or ethnicity, and sexuality, can expand
our results and contributions. Third, considering the
transformative scope of cosplay in experiencing a new
persona, it seems to us that research focusing on virtual
Interactions between drag queens can also build on the
findings of our research.
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